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BAPAHOBA Csimnana, ITOJEXAH Anina. OCOBTUBOCTI ITEPEK/IANY TEKCTIB PEKJIAMHOI'O
JUCKYPCY B YMOBAX TIJIOBAJTIBALIL YV cmammi suguaiomvbcsi 0co6IU60CMI peKnamuux mexcmie ma ix
@yuryionysanns ¢ ymoeax enobdanizayii cycninbemsa. Pexnama eidiepae eenuxy coyiokynbmyphy poiv y opmyeanni
cmepeomunie, Wo GU3HAYAOMb HAYIOHANbHULL Menmanimem, 6 2nobanizoeanomy cycninecmsi. Ilepexnao pexnamuux
mexkcmie meopuuti i CKIAOHUll npoyec, wo Nompedye 6paxy8anHs KOMNIEKCY (axmopis, eupiwienns aiHeGiCMUYHUX
npobrem, numanv coyioninesicmuunoi aoanmayii. Bin 6iopisnsemocsa (popmoio, Mo8HUMU 3acO0aAMU | BUPAICEHUM
KOMYHIKAmMueHum cnpamyeannam. Halluacmiwe nepeknaday 6ukopucmosye memoo npubnusHo2o nepexkiaoy.

Knrouogi cnosa: pexnamnuii mexcm, nepexnao, aiHe80CmunicmuyHi ocoonueocmi, nepekaaoaybki mpancgopmayii,
2n06anizosamne cycniibCmeo.

BARANOVA Svitlana, POLEZHAI Alina. PECULIARITIES OF TRANSLATION OF ADVERTISING
DISCOURSE TEXTS IN THE PERIOD OF GLOBALIZATION. The article presents a comprehensive analysis of
advertising texts and their functioning in the process of globalization. Certain aspects of linguistic and stylistic means of
advertising texts and peculiarities of their translation are traced. The influence of advertising as a cultural phenomenon is
proved. The analysis of the structure and features of advertising texts was carried out based on such research methods as
the descriptive method, the method of observation, the method of comparison, the method of analysis and synthesis, the
method of induction and deduction, and dictionary definition. Advertising has been found to have a significant impact on
a globalized society, and virtually every culture is involved in this process. It plays a significant socio-cultural role in
shaping the stereotypes that define the national mentality. Values are introduced through advertising. Translation of
advertising texts is a very creative and complicated process that requires considering a set of factors. First of all, you
need to understand that the main task of advertising texts is to sell goods, so they must be quite convincing and promote
the emergence of vivid images in the minds of potential consumers. As a result of the analysis of advertising texts, we
concluded that advertising is a vivid example of persuasive writing that can influence a globalized society. That is why the
experience of understanding the globalization of advertising communications conveys spiritual experience in the form of
models of consumer behavior and behavior in general and forms vital values. The study of advertising messages is a
multifaceted, complicated process that requires consideration of the dynamics of advertising texts. Therefore, there is a
need to analyze the linguistic and stylistic features of advertising texts. Translation of advertising differs from all others in
form, language, and pronounced communicative direction. In translating advertising, the translator must solve not only
linguistic problems but also sociolinguistic adaptation, because the perception of the world's picture in each culture is
different.

Key words: advertising text, translation, linguistic and stylistic features, translation transformations, global society.
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IMocTtanoBka npodJieMH. AKTYalbHICTh BHUBYCHHS PEKIIAMHU SIK KYJIbTYpHOrO (hEHOMEHY
ro0anizoBaHoro CBiTy OOyMOBIIGHa THM, WIO Cy4YacHa peKiamMa BHUCTYIAE YHIBEpCalbHUM
MPOBIIHUKOM MDK PpI3HUMH Taly3sMH TJ00ajdbHOI KyiabTypu. BoHa € ¢dopmoro MacoBoi
KOMYHIKallil, CTOCYeThCsl 0araThox cep AISUIBHOCTI JIOAMHU Ta CTBOPIOE YHIKAJIBbHE KYJIBTYPHE
noje Juis iHaUBiAyyMma. Peknmamumii cioraH cam 1o co0i cTae OJHUM i3 CHMBOIIB CY4YacHOCTI,
BiZjoOpakae peanbHICTh [UBITI30BAHOI JIFOIMHH.

AHaJi3 ocTaHHIX J0CHiTKeHb i myQJikamiii 1aB MOXXJIMBICTh CTBEPKYBATH, IO ChOTOJIHI
0araTo HayKOBHUX pOOIT MPHUCBSIYEHO BUBYCHHIO PI3HUX aCIEKTIB PEKIAMHUX TEKCTIB, MPOTE JOCi
3aIMIIAETHCSl HEOOXIHICTh Y BU3HAUEHI 3HAYMMOCTI PEKIaMU B CY4aCHOMY CYCHITBCTBi, 8 TaKOX
OCMHUCIICHHI cdep i BIUIMBY, siIKi 0araTo B 4OMYy BHM3HAYalOTh MOBHOCTHJIICTHYHI OCOOJIMBOCTI
PEKIIaMHHX TEKCTIB.

[Mocuienwnii iHTEpec 10 BUBYEHHS MOBH PEKIIaMH Ta ii 0COONMBOCTEH 3HAMIILIM CBil BUSB Y
npaisix [. B. Toponenpkoi, sika omucana JeKCHYHI, CHHTAKCHUYHI Ta CTHJIICTUYHI XapaKTEPUCTUKH
pexnamaux TekctiB, K. O. HoBikoBoi, y CBOiX mpaIsx BoHa BUBYAE JIHBOCTHIIICTHYHI OCOOIUBOCTI
peKJIaMHUX TEKCTiB Ta (pakTopH BIUMBY Ha X mepekiiaf, a Takox T. JloOpocknoHchkoi, B. Apenca
ta K. BoBe, 1110 12110 ITOIITOBX /10 MOJAJIBIINX JOCIIIIHKEHE.

3aBnaHHs CTATTi NONATaE y BHU3HAUCHHI CYYaCHUX HAWOUTBII MOIMMPEHHX 1 3HAYYIIUX
oco0MBOCTel (PYHKIIOHYBaHHS PEKJIAMHOIO TEKCTY B YMOBaX IJI00aJIi30BaHOrO CBiTy. Y CBITII
MOCTABJICHOTO 3aBJIaHHs HEOOXiTHO MpOaHANI3YyBaTH CIEIHU(IKY Mepekiaay peKIaMHHX TEKCTiB Ta
3aCTOCYBAHHS JIIHFBOCTHIICTUYHHX 3aCO0IB.

Buknax ocHoBHoro martepiany. Y npyriii momoBuHi XX CTONITTS CBiTOBA HayKoBa
CIJILHOTAa BBOJMThH TaKe MOHATTS SIK TJI00AbHE CYCIUIBCTBO, Y MEKaX SIKOTO JIOJACTBO 1 OKpeMi
HOro Mpe/CTaBHUKU BBaXKAIOTHCS TPOMAITHAMH €TMHOTO CYCITUTBCTBA, SIKE CKIIAIAETHCS 13 BETUKOT
KUTBKOCTI coIiyMiB OKpeMuX KpaiH. Ha naHoMy erami KoKeH po3yMie, 0 TOAANBINUN PO3BUTOK
nuBimizanii y Oynap-skiii cdepi HaOyBae Bce OUIBII BHUPAKEHOTO IUIAHETAPHOIO Xapakrepy, Iie
0e3MmocepeIHbO CTOCYETHCS 1 PEKIIaMH.

Pexmamuuii TekcT — HOBe OararorpaHHe siBHIIE Yy cepi MOBO3HABCTBA — MEiaJIiHTBICTHKH
(HosixoBa, 2016: 251). HeoOximHo po3risHyTH HaWBIy4HIm i1 BU3HAYEHHS 33Ul PO3YMIiHHS
nporo moHATTs. B. Aperc ta K. boBe y cBoiif po0oTi 1ar0Th HacTyIHe TayMaueHHs: «Pekama — 1e
neBHa (Qopma CHiNKyBaHHS TIEPEKOHJIMBOIO XapakTepy 3 UiTKO BH3HAYCHHM JDKEPENIOM
¢iHaHCyBaHHS, O MICTUTh iHPOPMAIIIIO PO MPOIYKT, TOCIYTH 4H ineto» (Arens, 1994: 245).

T. IoOpockiIOHChKa 3a3Hadae, MO PEKIaMHI TEKCTH HaWKpamle MOEAHYIOTh Yy co0i
peanizamito (QyHKIIH BIUIMBY, a caMme: (DYHKI[IIO BIUIMBY MOBH, SIKa BTUIIOETHCS 3a JIOIOMOIOIO
YCbOTO KOMIUIEGKCY JIHI'BICTHYHHX 3aco0iB BHUpPa3HOCTI, 1 (PYHKIIO BIUIMBY 3aco0iB MacoBOi
iHdopmanii (Jobpockmonckas, 2008: 135).

PexnmaMue moBioMIIeHHS — 1€ KOPOTKHH iH(opMaliiHWil TEKCT, KW HalUICHWH Ha
BEJIIMYE3HY ayJAUTOPII0 Ta MICTUTh CHJIBHWI TEPEKOHYIOUMH IIOCHJI, IO CTBOPIOETHCS 3aBISIKH
3acobam MoBH. ChOTO/IHI PEKIIaMHI TEKCTH — i€ IOCh OUIbINe, HDXK aKTyaji3allis neBHoi inGopmarrii
3aJylsl IPOBENICHHS acollialliif 3 THM YM IHIIAM TPOJYKTOM BHPOOHHIITBA 3 aCHEKTaMHU KYJIbTYpH.
Cy4acHICTh MPOIOHYE CYCHUILCTBY CKJIAJHY CHCTEMY KOMYHIKAI[IfHMX IIOTOKIB, IO 3B'SI3YIOTh
MPAKTUYHO BCi Cepu KHUTTEAISUIBHOCTI JIOJAWHHU, HE 3Ba)Karouu Ha reorpadivyni i TepuTopiaibHi
YrHHUKY. DaKTUYHO KOMHA KyJIbTypa HE 3allUIIAETHCS OCTOPOHBb BiJl LLOro siBUINA. HaouHmit
MPOSIB IIBUAKO PO3BUBAIOYOI MI0OANTBHOI KYIBTYpH — 3aCO0H MOIIUPEHHS MacoBOI KYJIbTYpH, IO
pETIPE3eHTYEThCS B TPAHCIAINIl peKiaMd  KOMEpPLIMHUX OpeHIiB PI3HOMAaHITHUX KaTeropii
(mampuknan, Adidas, McDonald, Disney i T.1.). Xoua KOHTpOJIb Haj IMMH HiANPUEMCTBAMH
3IICHIOETBCS ENlITaMH, MacOBa KyJbTypa IPOHUKAE B IIUPOKI BEPCTBH HACETICHHS B YChOMY CBITI.

Pekmama, sk mpaBWIIO, TIyKa€ «TrOJNIOBHHI» CMakK, 3MYIIYE JIOJIEH JAyMaTH TMO-IHIIOMY,
0COOJIMBUM YHMHOM TMOEAHYE KYJIBTYPHI TIPAKTHKH B MOCTiHHINA 60pOTHO1 32 MApKETHHTOBI TIepeBary.
VYHaciIoK I[bOr0 y IHAMBIAyyMa, SK CIIOKHMBaya PEKIaMH, B CBIIOMOCTI OYyIyeThCs OCOOJMBa
MO3HIIis, TOTJISA, SIKi, B CBOIO dYepry, (OpMyIOTh HOro mojajiblie CHOPUHHSATTS PEKIAMHOTO
KOHTEHTY B I[JIOMY, 1110 BIUIMBAIOTh Ha Horo Broxobanus (Baig, 2013: 6).

Pexmama Mae BaxiMBe 3HAYEHHS B YyCIX MposiBax ileonoriuyHoi misuibHocTi. Croranu 3
PEKJIAMHUX POJIHMKIB YKOPIHIOIOTHCS B MOBCSKJAEHHOMY JIEKCHKOHI i CTAIOTh YAaCTHHOIO KPYro3opy.
Le miaTBEpKYIOTh YMCIIEHHI OpeH/IH, SKi MaroTh Ha CBOEMY PaxyHKY Ti caMi «3amoBiTHI (pa3my,
SIK1 YKOPIHWJIHMCS 1 BIIOWIIHCS B CBIIOMOCTI Mac i TIOKOJIHb:

1) Drive your dream — TOYOTA (TOYOTA, 2020);
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2)  Just do it — NIKE (NIKE, 2020);

3) “Impossible is nothing” — ADIDAS (ADIDAS, 2020);

4)  “Ask for More” — PEPSI (PEPSI, 2020);

5)  “Always Coca-Cola” — COCA-COLA (COCA-COLA, 2020).

Taxki pexiiaMHi TEKCTH He TUTHKH TapHO 3amaM’ SITOBYIOThCSI, ajie BOHH CTBOPIOIOTHCS TICBHHIM
CEHC Ha KOHOTATHBHOMY PiBHI, sIKi MIIIHO MOB’sI3YIOThCS 10 00pa3y TOProBeIbHOI MAPKH Y MacoBii
CBIZIOMOCTI 1 MOMITHO 301UIBIIYIOTh 3HAYYIIICTD 1i cTaTycy i3 3BHUAHHOTrO 00’€KTa CIOKUBAHHS B
cumBoil. Tak mo, TOYOTA — 1ie Bxke aBTOMOOLUTH, a Mpisi, skor0 MoxkHa yrpasisith. [ COCA-
COLA — yxe He mpoCTO Ta30BaHUI Hamid, a «CBSTO, SKE 10 HAC MPUXOIUTH IIOPOKY» KOKHHIA
Hoguii pik i PizaBo».

BuHMKae THWTaHHS, SKIIO TJI00ajdbHA pEKIaMa TPAHCIIOETHCA Y BChOMY CBITi, TO SK
BiIOYBa€ThCS IEpEKIa] PEKIaMHMX TEKCTIB, a/pKe 1€ OJMH 3 HAWCKIaIHIIIMX HOro BHIIB.
HenocTaTHBhO BOJIOMITH 3HAHHSMH I[ILOBOI MOBH, @ TIOTPIOHO MUCIIMTH TBOPYO, aPKE UL TaKUX
MaJIMX TEKCTIB € He TUIbKU IepPeaaTH CeHC, alie i MpUBaOUTH MOTCHIIHUX KIIEHTIB. Y mepekiaii
TaKWX THUITIB TEKCTY OYKBAJILHHI IepeKiaj] MaiKe HIKOJIM HEe BUKOPUCTOBYETHCS, TOMY IO IIe HE
dopma, a obOpas3m, SKi BpaxoBYIOTbcS NpH peknami. HaifuacTime MW BHKOPHUCTOBYEMO METOJ
MPHOJIMZHOTO TepeKiIary, MPamoYl Hall EepeKIaJjoM peKIaMHUX 00’sIB UM JIO3YHTIB, TOMY IO
HEO0X1THO BpaXxOBYBaTH HaIlIOHAJIbHI OCOOJHMBOCTI PEIMITIEHTIB.

[HKONMK JTO3yHT MOXKHA 3ANMHMIIATH 0e3 TepeKiany, KOJIH y Hac € HaMip MiJAKPECIUTH Horo
IHO3EeMHE TOXO/UKCHHS 1 sKicTh npoxaykuii. Hampuknax: cmoran “Nike. Just do it” He OyB
MEepPEeKITaJICHU YKPAiHCHKOI0O MOBOIO. 3BHYAMHO, IIEH METOA HE MOXKE BHUKOPHUCTOBYBATHCS IS
MepeKaay JOBI'MX Ta CKJIaJHUX JIO3YHTIB, ajie JUIA JIAKOHIYHHX, SKi MOXKE 3PO3YyMITH OUIBIIICTH
croxuBadviB, Takuii Mmeron moxxnupuit (PEPSI, 2020).

Bapro 3a3HaunTH, MO PEKIaMHI TEKCTH MalOTh CBOIO crenudiky i MoxHa CHOPMYITIOBATH
MEeBHI 0COOIMBOCTI IX MepeKIay, Ha SKi CJIi 3BepTaTH yBary:

1) BUKOpHCTaHHS JIECTIB B iMriepatusi (¢ry, open, feel, enjoy);

2) BelWKa KUTBKICTh €MOIIHHO 3a0apBleHWX emiTeTiB (HaWKpaliui, cymnep, Ka3KOBHUH,
danTacTHUHHR);

3) 3BepHEHHS J0 MOKYIII;

4) BUKOPUCTaHHS PI3HMX CTHJIICTHYHHX TPHHOMIB, TaKUX sIK MeradopH, NOPIBHIHHS,
METOHIMIA 1 T1I.

Mu MOXEMO B3ATH IPHUKIA] PEKIAMHOTO TEKCTy MoOuUIbHOro Tenedony «Bomadon»
komraHii «biekbeppi CTopm», sIKi MOXKHA MEPEKIaCTH HACTYITHUM YHHOM:

“The responsive touch-screen on a new Blackberry Storm Vodafone. An incredible power is
in your hands. Vodafone. Make the most of now”. — «Yymausuil touch-screen nosozo meneghomny
Vodafone Blackberry Storm. Heiimosipna cuna — 6 meoix pykax. Vodafone. 3pobu cbo2oomi
cnpasoicnimy (Blackberry Storm Vodafone, 2020).

VY HaBeleHOMY CIIOTaHi BUKOPHCTOBYIOTBCS JIIECIIOBA B HaKa30BOMY CIOCO0i, BelWKa
KUIBKICTh €MOIIIMHO 3a0apBlIeHUX EMITETiB, 3BEPHEHHsS 10 MNOKymus. KoKHE pedeHHs I[bOro
PEKJIAMHOT'O TEKCTY MICTUTh ITEBHI 3aCO0M BHUPA3HOCTI, SIKi PUBEPTAIOTH YBary MOKYIIIIIB.

VY pamkax craTTi HaBelIeMO KilbKa MPHKIAIiB 3aCTyBaHHs TepekIalabKuxX TpaHchopmaiii
331 ePEKTUBHOrO MepeKiaay pPEeKIaMHUX TEKCTiB. BOHM AUIATHCS Ha JBa KIACH: 3aMiHU 1
MepeTBOPEHHS.

V nepeknaji pekIaMHUX TEKCTiB Iy’Xe€ YacTO 3aCTOCOBYIOTHCS JIEKCHUHI TEpPeTBOPEHHS. 1X
CYTHICTB TIOJISITA€ B Tiepeiadi BUXiTHOTO 3MICTY HENPSIMUMU JIEKCHYHUMH 3aC00aMH TIepeKIany, sKi
SIK OJMHUII JICKCHYHOI CHCTEMHM MOBHU IEPEKJIay HECKBIBAJICHTHI 3ac00aM BHXIJHOI MOBH, IO
BHUKOPUCTOBYBAaJIHMCS B TEKCTi. JIEKCHYHI TepeTBOPEHHS MOXYTh MPU3BECTH JO JTIHCHO TOMITHHX
3MiH B TMepekinagHoMy TekcTi. OCHOBHI crmocoOM JEeKCHYHHMX IEpeTBOPEHb: TPaHCIiTepallis,
JICKCUKO-CEMaHTHYHI 3aMiHM (KOHKPETH3allisf, TeHepaizailis, MOAYyJsAllis abo CeMaHTHYHUH
PO3BHTOK), HAIIPHUKJIIAJI CJIOTaH Big KomraHii Maybelline icToTHO BiIpi3HSAETHCS Y MepeKaii.

“Maybe she's born with it, Maybe it's Maybelline”. —
«Bci 6 saxeami 6i0 mebe, a mu 6i0 Meubenniny (Maybelline, 2020).

PosristHeMo 111e oJMH sSICKpaBUi MPHUKIIA] pekiaMHol kaMmaHii Bicki Johnnie Walker:

“Taste life” y mocmiBHOMY IepeKnail 3By4uTh K «Cnpobyu ocumms Ha cmaky, ane OyB
nepekaeHuid HaCTYIHUM YuHOM «JKusu max, wjob 6yno wo zeadamuy (Johnnie Walker, 2020).
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VY mepekmani 3aroJioBka 3 BHUKOPHUCTaHHSM METOAY MOAYJALII NPHYUHHO-HACIIAKOBHUI
3B'SI30K HOCHTH INHMPIIMK XapakTep, ajie IPH [bOMY 30epiracthes i JIOTTUHUI 3B'I30K MK JBOMA
Ha3BaMH.

“From cocktails to kisses, Lipfinity Reflections keeps your lips sparkling for up to 8
hours” — «llutime xoxmeiini, dapyime noyinyuxku! 3 nomaodoio Lipfinity Reflections eawi 2you
sanuuamscs oauckyuumu 8 eoouny» (Max Factor, 2020).

®dpaza “from cocktails to kisses” HaOyBa€e CEMaHTUYHOTO PO3BUTKY B IEpEKIadl: «nuime
Koxkmelini, oapyiume noyinynkn». CTpyKTypa peUeHHS Kpallle CIIPUHMAEThCSI MOBOIO MepeKiamy, a
J€CIIoBa y HaKa30BOMY cITOc00i BUKIIMKAIOTH CIIOHYKaHHA JI0 Jii. Y Tepekiajli 3aroioBKa 4acTo
3aCTOCOBYIOTBCS Pi3HI CTHIIICTHYHI Pirypu (METox MOIYJIAMIT), OCKIIBKH OCHOBHUM NPH3HAYECHHSM
3aroJioBKa € MPUBEPHEHHS yBaru JI0 pEKIaMHOTO TEKCTY.

Meron KoMIeHcallil € XapaKTepHUM CIOCOOOM TepeKiIay IUis BCiX KOMIIOHEHTIB TEKCTY,
OCKUTBKH OCHOBHA METa MepeKiagy TEKCTY peKIaMH BiJ3HAUYMTH HaWKpallli SKOCTi pEeKIIaMOBaHOTO
o0'ekta. Y HaWOUIBII BAANMX BapiaHTax IepeKiagy TOBapu OIUCYIOTbCS 3acobamu, sKi
BIZIPI3HSIOTHCS BiJ 3ac00iB, IO BHKOPHUCTOBYIOTBCS B OpHTIHAIBHOMY TekcTi. [Ipum xommencarii
BKJIMBO TEPEHECTH BCl BTpauyeHi ejeMeHTH 3Mmicty modatkoBoro Tekcty (Latishev, 2005).
PosrisiHeMo HacTyHUH MPHUKIIA] PEKIIAMHOTO TEKCTY, J€ 3aCTOCOBYETHCSI METO MOJTYJISIIIi:

“Carlsberg — probably the best lager in the world” (Carlsberg, 2020).

PexmaMuuii TekcT ykpaiHCBKOIO 3BYYUTh Tak: «Carlsberg — mabymo, Halikpawje nugo 6
ceimiy. Y mpuKiIaal xou 1 30epekeHa Gpopma peKIIaMHOTO TEKCTY, alie JISKCEMY «iaeepy 3aMiHUIH
Ha MUBO, aJKe «iaeep» (1le CIIOBO BUKOPHCTOBYIOTH JJISl HA3BU CBITJIOTO MHWBa) y HAC BKUBAETHCS
JOCUTh PIJKO, 1 HE KOXKEH 3HAE, 1110 1€ TaKe.

I'pamaTtnuHi TepeTBOpeHHsI TOJNATAIOTh B 3aMiHi YacTHH MOBH B TPOIECi TEpeKiaiy.
3acrocyBaHHs rpaMaTHYHHX [IEPETBOPEHB HE Tependadac iCTOTHUX 3MiH BUXIJTHOTO 3MICTY:

“Believe in beauty” — «Bipumu 6 kpacy» (Lancome es originels, 2020).

Y 1bOMy peKIaMHOMY cjoraHi ()opma JIi€CIOBa 3MIHIOETHCSA JUIS TOTO, 100 IMOKpAIMTH
3BYKOBUH 00pa3 TEKCTy, TOMY IO mepekian «Bip B kpacy» crpabisie He TOH edekt yepe3 30ir
MPUTOIOCHUX.

SIKIo pO3IIISTHYTH HABEACHWH HIDKYE MPHUKIAA, TO MOXHA TMOOAYUTH, MO BiIOYBAETHCS
3aMiHa IMCHHUKOM JieciiBHOI popMu. Takuii mpUHOM JIOCHTH YacTO 3aCTOCOBYIOThCS y TepeKIaii
PEKIIaMHHX TEKCTIB:

“Defining beauty” — «Bminenns kpacuy (Estee Lauder, 2020).

VY pexiiaMHOMY TEKCTi 4aCcTO BUKOPHCTOBYIOThCS Tporu. HallOimbI MOIMMUPEHUMH TPOTIAMH €
MeTadopa, MOPIBHSAHHSA, €MITET, METOHIMIs, CHHEKHOXa, mepcoHi(ikailis, aneropis, rimepooina,
ipoHis, mepudpas.

“Those rock star eyes” — «Oui, six y pox-3ipku» (Loreal Paris, 2020).

VY HaBeleHOMY cllOTaHi B OpHUTiHANI Ta Tepekiali BUKOPUCTOBYETHCS TIOPIBHSHHS 3a7is
nepenavi HelMOBipHOTO eEeKTy BiJl BHKOPHCTAHHS MPOYKITii.

Pexmama — sickpaBuii TNpHKIaa «BIUIMBOBOTO» TEKCTy. BoHa Bomojie BciMa THUIIOBUMH
pUcaMH JaHOTO THITy TEKCTY 1 TOYHO BHKOHYE XapakTepHi ais Hei (yHKuii. 3MICT pexnaMu
BifmoBinae tak 3BaHii Gopmym AIDCA: pekiama OBUHHA ITPUBEPTATH yBary, 30epiraTu iHTepec,
npoOyHKyBaTH Oa>kaHHs, JOPMYBATH BIICBHEHICTh, BUMATaTH JIiid, a caMe, TIOKYIIKH.

BucnoBku. Pexiiama — 1ie sickpaBuii IpUKIIa]] TEKCTY, 3aTHOTO BILUTUBATH HA IJI00ali30BaHe
CYCHUIbCTBO. TOMY TaK Ba)KJIMBHH JIOCBIJ OCMHUCIICHHS TJ100aTizaiii peKIaMHUX KOMYHIKaIIi#, 1110
nepeaaroTh TyXOBHUM JOCBIM Y BUINIAAI MOJEICH CIIOKHMBYOI MOBEIIHKW 1 MOBEIIHKH B3arali,
(hOpMYIOTh JKUTTEBI LIHHOCTI. BUBYCHHS peKIIaMHUX MOBIIOMIICHb — 0araToacrieKTHUHN, CKIIaIHHH
mporec, SKAH BUMara€ BpaxyBaHHS JUHAMIYHOCTI pEKJIaMHUX TeKcTiB. ToMy BHHUKae
HEOOX1THICTh MPOBEICHHS aHaJIi3y JIHIBOCTHIIICTHYHUX OCOOJIMBOCTEH PEKIIAMHUX TEKCTIB.

CritagHicTh 1 0araTOaCHeKTHICTh Iepeaavl PeKIaMHHMX TEKCTIB 3aC00aMH 1HO3EMHOI MOBH
O3Hayae, 10 MEpeKIaj] peKiaMu BiIPI3HSEThCA BiJ yciX iHIMX (opmMoro, MOBHUMH 3acobamu i
BUP2XCHUM KOMYHIKATHBHUM CIpSMYBaHHSIM. Y TIpolleci TepeKiajy peKiIaMHu Iepekiaaad
MMOBMHEH BUPIINIYBaTH HE TUIBKU JIHTBICTUYHI TPOOJeMH, a W NUTAHHS COIIOJIHTBICTHYHOL
ajanTaiii, ajpke COPUHHSATTS KapTHHU CBITY B KOXHOI KYJIBTYPH BiJIpi3HSIETHCS, [ mpoldliiema
3aBK1IU OyJie MPEACTaBIIATH IHTEPEC IS MOJANIBIINX A0CTIHKECHb.
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BFOH/TAPEHKO Kamepuna, IIAIIOBAIOBA Onena, BAJIAH Cogin. “PAJAHI3SMH B CEPIAJII
“CHERNOBYL”: ITEPEKJTAJAIIBKHHU TA JIHTBOKYJIBTYPHHH ACIHEKTH”. Y po6omi npoananizogano
paosanizmu, euxopucmani y cepiani “Chernobyl” 6i0 HBO. Ymouneno cemanmuyne 3HauenHs paosHCbKux peanii i
BUOKPEMIIEHO GIONOGIOHI  JIeKCUKO-CeMAHMUYHI  2PYAU, KINbKICHI ma SIKICHI Xapakmepucmuku sKux eioousaroms
ocobnueocmi - CRpUliHAMMS  PaodsHCbKOl  enoxu asmopamu  ayoiosizyanvho2o meopy. B pobomi ecmanosneno
ambisanenmuuil xapakxmep paosnizmie Ol nPeoCmasHUKI6 NOCMPAOSHCLKO20 C8INY Ma THWUX TiHeBOKYIbmyp. 3a80aKu
NnpoBeoeHOMy aHKemy8anhio NIOMEEpOA’CeHo pi3Hull cmyninb i0enmu@ikayii paodsmizmie npeocmasHuKAMU Pi3HUX
nokonins. Busnaueno cmpamezii adanmayii paosHizmie Onsk MIJCHAPOOHOL ayOumopii.

Knrouogi cnosa: paosnizmu, nexcuxo-cemanmuyne none, peanis, nepexnaoaybka mpancgopmayis, ayoiogizyanbhuli
nepexnao

BONDARENKO Kateryna, SHAPOVALOVA Olena, BALAN Sofia “SOVIETISMS IN “CHERNOBYL”
MINISERIES: TRANSLATION AND LINGVOCULURAL ASPECTS”. The article examines the Sovietisms used in
“Chernobyl” miniseries produced by HBO. Lexical semantic groups as sets of paradigmatically and semantically related
lexical means are detected and analised. The key role in the text part of HBO's miniseries “Chernobyl” produced by HBO
is played by the nominations of Soviet authorities (23% of the researched Sovietisms), Soviet awards (7%), Soviet
authorities’ positions (25%), NPP workers’ positions (9%), Soviet institutions and buildings (11%), Soviet phrases and
slogans (25%). The article discusses the Sovietisms’ ambivalence as perceived by the representatives of post-Soviet
countries and other lingvocultures. The Sovietisms’ identification in modern Ukrainian society is checked through a
survey of 40 respondents of two age groups: the generation that was born in post-Soviet independent Ukraine (aged from
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