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The article deals with a part of speech quality of the second transition component in the
adjective constructions like [...-lustig], [...-verdachtig], [...-artig], [...-stichig], [...-bewegt],
[...-bedingt]. The componential analysis of 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)

DIFFICULTIES IN TRANSLATION OF COMMERCIAL SLOGANS

JlaHHasi CTaThsl MOCBSIIEHA W3YYEHUIO OCOOEHHOCTEH MepeBOJa aHTJIOA3BIYHBIX pPEKIaM-
HBIX CJIOTAHOB B CPEICTBAaX MAaccoBoW mHpopMammu. B mccienoBaHum OCBELIAIOTCS TaKue
TIOHATHS, KaK MeOUAmeKcm, C1o2am, pekiamuulii cioean. PaccMaTpUBaIOTCsl OCHOBHBIE KPUTEPHH
U Pa3sHOBHOHOCTH pPEKJAMHBIX COOOIIEHMH, a TakKe MPHUBOAATCS Hanboyee 4YacTOTHBIE
npoOsIeMBbl, ¢ KOTOPBIMH B OCHOBHOM CTAJIKUBAETCS IEPEBOAUMK MPU Nepefade aHTJIOS3bIYHBIX
PEKJIAaMHBIX CJIOTAHOB HAa PYCCKUH S3bIK. Pe3ynbTaThl MCCIENOBAHHS COCTABISIOT Oasy uis

U3yUYeHHsI JTAHHOH MPOOJIEMBI.

Advertisement 1s a trade’s facilitator. A lot of things depend on the way
advertisement or even its slogans can influence our attitude towards these things.
Sometimes we don’t understand what advertisements want us to buy or may be the
problem is in its confusing and overfull information that was represented by the
advertisement or even because of the wrong translation of this or that
advertisement. Translator faces a lot of difficulties while translating the
commercial slogans from one language into the other. The thing is that it is
necessary to give the right translation that would be adapted to all social and
cultural specifics of a receiver’s country.

Mostly, it 1s not in translator’s hands to use various translation tools while
giving the translation of commercial slogan from Russian into English, because
special ethical standards, laws and even juridical acts limit all of them. In spite of
all, commercial slogans entered into all human’s spheres.

The material of our research consists of English commercial slogans. The
choice was made by the continuous sampling method of English commercial
slogans in mass the media.

Giving the definition of ‘mediatext” we should pay our attention to its
constituent parts: ‘media’ — devices, representatives; ‘textus’ — conection,
interaction [1, ¢. 39].
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Slogan 1s a phrase, which is easily to memorize, it can show the main
information of the advertised product. It is a tag line with the main idea of the
company. Also slogan is a short, highlighted phrase [2].

Commercial slogan — laconic and memorizing phrase with the main
information. Usually, it includes simple words and short sentences and their sense
1s easy to understand [2].

To translate such slogans from Russian into English is necessary to pay your
attention to the following criteria:

First of all it is an ‘object of an advertisement’ that 1s the advertising product
of the company. Secondly, ‘core audience’ is a part of potential customers for who
this or that product is spread. And the last 1s the  advertisement’s representative’ —
mass media which is like a helper in representing the commercial slogan.

The correct translation also depends on the type of the commercial slogan and
on its purpose. Commercial slogans are divided into:

Informative — they are simple and laconic;

Reminding — short;

Convincing — include the repetition of the advertising product.

Slogan can have the following purposes:

- informative — the presentation of a product: where to buy and when to buy;

- psychological — the impact on the things that are interesting for the customer;

- stimulating — reminder to buy the product [3, c. 56].

We also divide our material into slogans that can offer:

- food products: Obey your thirst ‘He naii cebe 3acoxHyTh” — Sprite;

- clothes and fashion: Just do it/ ‘Ilpocto cnemaii 3T0” — Nike;

- automobiles: The power of Dreams ‘Cuna meutsl’ — Honda;

- morden technologies: Digitally Yours ‘Uckpenne Bam™ — Samsung;

- attractions: The happiest place on Earth ‘Camoe cuacTimBO€ MECTO Ha
3emne’ — Disney.

During the interpretation of commercial slogans it is necessary to save the
communicative part of the given text. The translator faces difficulties that can be
connected with various differences in semantic structure and specific usage of two
languages in the communication.

Very frequently the translator has to create new slogan, which is based only
on the idea of the given English slogan:

Maybe she’s born with it. Maybe it’s Maybelline ‘Te1 or Mehbwmn!’
(Maybelline).

Another thing is that English commercial slogans include imperative form of
the verb and it strengthens the text of the slogan. Using such verbs as to have, to
love, to like cannot be used in Russian slogans. To avoid mistakes in translation
translator should find the appropriate change according to the sense of slogan:

Have a break, have a Kit-Kat! ‘Ects nepepsis, ectb Kut-kat!” (Kit-Kat)!

One of the wide spread feature in creation of the slogan is the usage of
reiteration (anaphor, epiphora). It 1s hard to save the structure and to use the same
artistic devices that were included into original slogan.
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I am what I am 4 Tot, k10 51 ecth’ (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:

- Maybe she’s born with it. Maybe it’s Maybelline ‘Te1 or Meibunun’
(alliteration);

- Sharp minds, sharp products ‘Vinen Sharp B uznenmsx Sharp’ (reiteration);

- Have a break, have a Kit-Kat ‘Ects nepepsis. Ects Kur-Kat® (anaphor);

- Qur jeans fit 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. ‘HukTto HE TOTOBHT KypHIy TaK, Kak
KFC’ = KFC.

We can see that the translator uses negation twice.

Epithet is also used very frequently:

Introducing M&M'’s Premiums in Raspberry Almond

Blissful raspberry flavored white chocolate & almond wrapped in dark
chocolate. New M&M’s Premiums Shimmering chocolate gems in five glamorous
flavors = 6pean M&M'S

‘[IpencraBmsem M&M’s Premiums B MaJJMHOBO-MHHIAJIBHOM BKYCE.

JloCTaBNAIOIINAN yJOBOJIBCTBHE, AapPOMATHBIM O€JbIii IIOKOJIaJd CO BKYCOM
MaJIMHbI, 00JJaueHHBI B TEMHBIM MIOKOIaA. biecTsinye moKomaaHbie AparoineH-
HOCTH TISITH TJIaMYPHBIX BKYCOB.’

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 1s also necessary to mention such slogans that consist of quality and natural
features and include numerals: /00 % 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/HoBsie Gonee kpymHbie 00eabl; new corn flakes with real
bananas/ HOBBIC KyKYypYy3HBIC XJIOIbA ¢ HacTosmmu OaHanamu; new full, richer
flavor/ HOBBIN HACHIMIEHHBIH OOTaThI BKYyC, new carb control /HOBBIH KOHTPOJI 3a
coaepxxkannem coneii. Adverts like never before, now are also included in this
category.

Our best-tasting Lunchables pizza ever is now a good source of whole grain —
‘Hama ymyamennas Lunchables mwimma ceiuac, kak HHKOTJA, — XOPOIITUH
WMCTOYHHUK TICJTBHBIX 371aK0B’ = KoMIaHug-mponssoautens Kraft Foods Group.

Scotland’s other National Drink — °Jlpyro#i HalMmOHAJIBHBIA HAMHATOK
[MMotnanaun’ = nuo mapku Irn Bru ot komnanuu AG Bar.
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This slogan includes geographical term in mixture of «other», the thing is in
the taste of advertising product, they say that it has got a good quality and that it is
made by historical recipes.

More over, the provocation of a healthy lifestyle characterizes through the
product of a result the people want to reach, so customers imagine themselves after
having this or that product: hearty meal that’s sure to satisfy your family ‘ena nns
cepara, KoTopas HEMMPEMESHHO YAOBJICTBOPHUT BCIO CeMbIO’, help reduce the risk of
heart disease ‘TIOMOXXET CHHU3WTh PHUCK CEPACUHBIX 3aboyieBanuii’, help you
manage blood sugar levels ‘TOMOXET ynpaBliaTh YpOBHEM caxapa’, help protect
against damaging free radicals ‘mOMOXeT 3alUTUTh BAaC OT HEMPUATHOCTEH,
BBI3BaHHBIX cBOOOHBIMU paaukagamu . The effect that people would reach in the
end 1s referred to better medical condition or to tasty food satisfaction but rarely
people who create advertisement promise that customers would have better
appearance.

The detailed description product’s structure, its ingredients and the unique
character are included into McDonald’s advertisement.

Two all beef patties, special sauce, lettuce, cheese, pickles, onions on a
sesame seed bun °‘]JIBe TOBSIKBH KOTJIETHI, CHEIHAIBHBIA COyC, caiaT, CHIp,
MAapHHOBAHHbIE OTYPUMKH, JIYK M BCE Ha OyJIOUKE C KYH)XKYTOM = MPOAYKT bur
Mak ot kommaauu McDonald’s.

Interpretation of slogans can be done by means of various changes. They are
called transformations and divided into the following [4, ¢. 159]:

1) grammatical

The interpretation of slogans cannot be done without this transformation
because it rebuilds the sentence. The problems are in the different categories such
as: category of number, passive voice constructions, different forms of participles
and modal verbs, articls:

A diamond is forever ‘bpunmantel HaBcerga® — De beers.

The word order change is also a good way to give the correct translation
of the slogan:

World — Class Brands, Products, People ‘bp3HmbI, TpOAYKTH W JIOIA
mupoBoro kimacca’ — Gillette;

2) lexical

Here we can use transcription or transliteration that will help to rebuild
the slogan:

Everything is Easier on a Mac ‘Bce nerue ¢ Max” — Apple.

Lexical transformations also can be lexical — semantical (concretization,
generalization, modulation.

Live on the coke side ‘)KuBn Ha Koka-kojbpHOM cTopoHe’ — Cokacola.

Impossible is nothing ‘Heso3moxHOe Bo3MoxxHO  — Adidas;

3) lexical-grammatical

This type of transformation changes not only the lexical part of the language
but also a syntactic structure of it. They can be antonymic translation, declarative
translation and compensation.

Nobody does chicken like KFC ‘Hukto He TOTOBUT Kypuily Tak, kak KFC’,

Ask for more ‘bepu ot xu3nam Bce” — Pepsi.
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Our results are showed on the picture 1, that demonstrates the usage
of transformations of commercial slogans from English into Russian.

¥ ]oan translation 21,3

& omission 5,68

« changes 14,2

o translitiration 0,71

& transcription 1,42
generelization 1,42

deplention 2,13

word order change 1,42
compensation 1, 42

concretization 0,17

According to our results we can see that the most using is the loan translation
(21,3 %) than we have grammatical transformations (14,2 %) after them are
transcription, generalization, compensation, transliteration (1,42 %) and less
frequent is compensation (0,17 %).

In conclusion we can say that the translation of English commercial slogans
depends on its criteria and specific features. Sometimes the translator can only give
the sense of commercial slogan and it is important to translate various artistic and
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.

E. B. Typaosa, U. U. Capuna (Openodype, OI'Y)

HPUEMBI ITEPEBOJIA AHIJIOA3BIYHBIX
MAPKETHUHI'OBbBIX TEPMMHOB HA PYCCKHH A3bIK

CraTps mOCBslEHA HCCIENOBAHUIO MPUEMOB IEPEBOA AHIJIOS3BIUHBIX MapKETHHIOBBIX
TEPMHUHOB Ha PYCCKHUH s13bIK. PacKphIBaeTCsl MOHATHE MepMUH, TPUBEACHA €r0 XapaKTepUCTHUKA
U TIpenbsiBisieMble K HeMy TpeOoBanms. OmnuceiBaercs knaccudukanus tepMuHoB A. S. Kosa-
JIEHKO, KOTOpas W TIOCHY)KWJIa ONOpod nist Hamed pabotel. OnpeneneHsl OCOOEHHOCTH
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