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Manux I /1.
IBanO-®paHKiBCHKMI HaliOHAJIHLHUN TEXHIYHUHN YHIBEpCUTET HAQTH i razy

Koponwk Y. B.

IBano-®panKiBChKHN HAIIOHATHHAN TEXHIYHUN YHIBEPCUTET HAPTH 1 Ta3y

KOMYHIKATUBHUM IMOTEHIIAJI PEKJTAMHOI'O CJIOTAHA
SAK IHCTPYMEHTY ®OPMYBAHHS ITPO®ECIMHOI
KOMIETEHTHOCTI MAMBYTHBOI'O MIEPEKJIAJTAYA

Y cmammi posensnymo pexaamuuii croean Ha WUPOKOMY ML PEKIAMHOI KOMYHIKayii 5K
Hesio ‘emHoi uacmuHu cyuacuoeo cgimy. Onucano 0CHOBHIi KOMROHEHMU MOOeNi PeKIamMHOi KoMmy-
HIKAYii ma 6CMAaHOBNIEHO 83AEMO38 A30K MidC PEKIAMHON KOMYHIKAYIEI0, PEKAAMHUM OUCKYDCOM,
PEKIAMHUM MEKCIMOM A PeKAaMHUM crozanom. Oxapakmepuzoeano Cio2an K s0po peKiamMHol
KOMYHIKaYii, OCHOBHOIO MemOoI0 K020 € WEUOKUL Ma AKICHUL 6NIU8 HA CHOXCUBAYA 34 OONOMO-
2010 8epOANbHUX | HeBepOANbHUX, eKCHAIYUMHUX Ma IMIIIYUmMHUX 3acobis. Komynikamuena cnps-
MOBAHICMb CIO2AHA PeanizyemvbCs He MINbKU 8 MAPKEMUH208Il NIOWUHI, dne Ul Y npogheciliniil nio-
2omoeyi Maubymuix axisyie, 30kpema nepexnadavie. 3anponoHO8aHA CUCMeMA 8NPA8 O0380JAE
BUKOPUCIAMU CNIO2AH 5K 0)Cepeno HaYiOHANbHO-MOGHUX pealiti ma popmyeamu MOGHI, MOGLEHHESI,

COYIOKYIbIMYPHI Ma NepekiaoaybKi KOMnemeHyii.
Knwuogi cnosa: pexnama, pexnamua KOMYHIKayis, peKiamMHuil OUCKYPC, PEKIAMHUL MeKCm,
AH2IOMOBHUL PEKNAMHULL CTI02AH, NEPEeKIaoay, npogeciiina KoMnemeHmHicmy.

ITocTanoBka npo6aemn. HeBnuHHUN pO3BUTOK
iHpOpPMAaifHOTO PHHKY 3YMOBIIOE TPOHUKHEHHS
pI3HUX BHIIB pEeKJIaMH — KOMEPIIHHOI, COIiaIbHOI,
MOJIITHYHOT, peNiriiiHOl — y BCi c(hepH KUTTS CYyCH1IIb-
CTBa, MIACHIIOIOYH 11 BIUIUB MPAKTHYHO Ha BCi TpO-
IIapky HaceneHHs. B yMmoBax mmoOanmizariii iHO3eMHi
TOBapH (a pa3oM i3 HUMH i iHO3eMHa peKiIaMa) Hacu-
YyIOTh PUHOK YKpaiHH, aKkTyali3yloul HEeOOXiIHICTb
JOCTIKEHHS JIIHTBOKYJIBTYPOJIOTIYHUX, JIIHTBOKOT-
HITHBHUX Ta KOMYHIKaTHBHO-TIParMaTHYHUX acIeK-
TiB 1HIIOMOBHOTO PEKJIAMHOTO ITHCKYpCYy, a TaKOXK
MOXKJIMBOCTEH BUKOPUCTAHHS PEKJIAMHOIO CJIOTaHa
(;103yHr, eBi3) y mpodeciiHiii miAroToBIl MaliOyTHIX
¢inonoriB-aHIIICTIB, 30KpeMa MepeKanadis.

AHaNi3 ocTaHHIX J0cC/igxkeHb i myOikamii.
deHoMeH pekinaMu OyB 1 3ajMIIAETBCS B IICHTPI
yBard MOJIITOJIOTIB, COITIONIOTIB, TICHXOJIOTIB, MapKe-
TOJIOTIB, JIIHTBICTIB Ta TeAaroris. JIOCIiAHUKH JIIHT-
BOKOMYHIKAaTUBHOI c)epy 3BepTalOTh yBary Ha Taki
acIeKTH, fK: 1) TeopeTHuHe 0OIpyHTYBaHHS OCOOIH-
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BocTell pexsiamuoi komyHikanii (C. Kgit, H. Komno-
KonblieBa, B. Pi3yn, B. Tynynos); 2) BU3Ha4eHHS CyT-
HOCTI cJToraHa Ta Horo (GpyHKIi# y cucTeMi peKiIaMHOT
komyHikamii (O. Anomina, B. 3ipka, P. IBanuenko,
b. OGputhbko); 3) miHrBOIIparMaTu4Ha crerudika
peknamuoro ciorana (H. benoycoa, A. JIuTBuHOBa,
I. HeroBopoga, K. I1luno); 4) peknaMHuii ClIOraH sK
00’ext nepenany ([. Jobporonschbka, T. Kazakosa,
I. Ky3uemnona, A. Manumenxo, JI. Mopo3, K. Hogi-
KOBAa); 5) BUKOPHUCTAHHS PEKIIAMHOTO TEKCTY B TIPO-
meci maroToBku ManOyTHiX QaxiBmiB (A. I'epacu-
MoBa, O. /Tukosa, O. Kimtounukoga, /. PycHak).
HesBaxkaroun Ha axkTHUBHI JOCHIDKEHHS B IiH
rajy3i, pekJiaMHi TeKCTH, IHIIOMOBHI OpPHUTiHABHI Ta
MIEPEKIIaHI CIIOTaHU TAKOXK, AKI PE3CHTYIOTh BEJIH-
Ye3HHUH TUTACT KYJIBTYPH, aKTyalli3yloTh TOAIbIIE iX
NOCIII/DKEHHS B KOHTEKCTI BUABJICHHSA TXHIX 0COOJIH-
BOCTeH Ta MONIyKy e(heKTUBHUX METOMIB TX BUKOPHC-
TaHHS K HABYAJIBHOTO 3ac00y (opMyBaHHS mpode-
CIiHOT KOMITETEHTHOCTI MallOyTHBOTO MEepeKIIa iaya.



HepeKJ'IaIl03HaBCTBO

IlocranoBka 3aBnaHHs. Meta crarti — oOrpyH-
TyBaTH OCOOJMBOCTI PEKIAMHOTO CJIOTaHa B CHCTEMI
peKilaMHOi KOMYHIKaliid Ta 3’4CyBaTd MOXIIHBOCTI
foro BUKOpHCTaHHA A1 (GopMyBaHHS mpodeciiiHoi
KOMIIETCHTHOCTI MaiOyTHROTO mepeknanada. O0’ekr
JIOCJIJDKEHHS — aHTJIOMOBHI CJIOTAaHU KOMEPIIIIHOT Ta
COLIIaJIbHOT peKIaMH, iX YKpaiHChKI BIAMIOBITHHUKH.
[Ipemqmer noCiKEHHST —ITOTEHITiall PEKJIAMHOTO CJIO-
raHa K HaBYaJIbHOTO Marepiaiy st popMyBaHHS ITPO-
(heciifHOi KOMITETEHTHOCTI MaliOyTHHOTO TIepeKIIaIava.

Bukian ocHOBHOTO Marepiary

1.1. Pexnamuuti cnoean sik enemenm KOMyHiKayii

Hacamnepen po3missHeMO OCOOIMBOCTI peKIiaM-
HOI KOMYHIKAIii Ta cJioTaHa SIK WOTO KBIHTECEHIII]
JUTSE pO3pOONIeHHS] METOAWKH HOTO 3aCTOCYBaHHS B
HaBYAJIHLHOMY IPOIIECI.

bararorpanHy CyTHICTh peKJIaMH — COLIAJIBHOTO,
TICUXOJIOT1YHOTO, JIIHTBICTUYHOTO, €CTETUYHOTO Ta
BJIACHE EKOHOMIYHOTO SIBUINA — 3aCBIAYYE PO3MAiTTA
MIX0MiB 10 1 Bu3HaueHHSA. Tak, 3rigHO 13 YMHHHM
YKpaiHCEKAM 3aKOHOIABCTBOM, pekiaMa — iHgopma-
11is Ipo 0coOy ¥ TOBap, MOIIUpPeHa B OyIb-sIKii popmi
Ta B Oymb-sIKHH CIIOCi0, pu3HadYeHa chopMyBaTu abo
miaTpUMaTh O0I3HAHICTh CHOXKMBAYiB Ta IXHIO IliKa-
BICTB IIOJ0 TakUX ocodu 4u ToBapy [14]. Ha Binminy
BiJl HABEJICHOTO BU3HAYCHHS, SIKE IIIKPECIIOE iH(OP-
MAaIliIfHOMHUN acCIeKT peKIaMH, OUTBIICTh JOCIII-
HUKIB HaroJIONIyIOTh Ha ii KOMyHIKAIidHIN MPpHpOI:
1) ®@. Kotnep: pexitama — HeocoOuCTi popMH KOMYHi-
Kallii, 31iHCHIOBaHI 3a MOCEPEAHUIITBA TIATHUX 3aC0-
0iB mommpeHHs iHpopMallii, i3 YiTKO BKa3aHUM JDKe-
penom (inancysanns [23]; 2) V. Yemc, Ix. bepuer ta
C. Mapiapri: pexiama — ofiHa 3 GOpM MacoBoi KOMYHi-
Karlii, 1o mepenae pisHOMAHITHI THITH MapKEeTHHTOBOT
iHbopMarIii A1 B3aEMOPO3YMIHHS MiX TPOIABIIIMH i
nokymsmu Ha puHKy [25]; 3) FO. llmura: pexnama —
(hopMa KOMYHIKaIlii, 110 BKITIOYA€E CKITAHUN KOMILTEKC
KOTHITUBHO-KOMYHIKaTHBHHX,  €MOLIIHO-UyTTEBHX,
I[IHHICHO-HOPMATHBHUX KOMIIOHEHTIB, 00’ €HaHMX
B I€papXiyHy CTPYKTypy 1 CHpSMOBaHMX Ha (opMy-
BaHHSI TTOTIMTY, PeaTi3allifo TOBapiB Ta MOCIYT, a TAKOXK
inei 1 xonmenmiid xutts [20, c. 3]; 4) A. T'ojnomHOB:
pekiamMa — creru@iYHuil aKT PUTOPUKO-TIEPCYa3UB-
HOI KOMYHiKallii, <...> KOTHITHBHO-KOMYHIKaTHBHHUM
npoliec BIUIMBY aJpecaHTa Ha PELHIIIEHTa 3 METOIO
JOOWTHCS BiJI HHOTO YXBAJICHHS PIllIEHHS NPO HEeoO-
X1THICTH 3IMCHEHHS TIEBHOI ITOCTKOMYHIKaTHBHOI JTii B
iHTepecax anpecanTa [5]; 5) B. Yuenosa, H. Crapux:
peKiiaMa — BilraTy>KeHHsI MacOBOI KOMYHIKaIlii, y pycii
SKOTO CTBOPIOIOTHCSI 1 OIIMPIOIOTECS 1H(POPMATHBHO-
00pa3sHi, eKCIPECUBHO-CYTeCTUBHI TEKCTH, aJIPeCOBaHI
TpyIam JirofeH 13 MEeTO0 CIIOHYKAaTH iX 10 MOTPiOHOTO
PpEKITaMOMIaBITIO BHOOPY 1 BUMHKY [ 19, c. 5].

Onwuparoyrch Ha THIIOJOTII0 KOMYHIKalii, po3po-
oneny ®. banesuuem [2, c. 32], 3a3HAYaEMO HU3KY
0COOJIMBOCTEH pEKIaMHOI KOMYHIKalii: 3a Xapak-
TEPOM ayTUTOpii — MacoBa; 3a y4acTIO/BiJICyTHICTIO
MOBHUX 3ac00iB — BepOanbHa, HeBepOanmbHA, Bep-
OaspHO-HeBepOaIbHa; 3a GOPMOIO pealizallii 3aco0iB
MOBHOTO KOJIy — YCHA, ITMChMOBA; 32 TEMOIO CITLJIKY-
BaHHA — HeOOMEKeHa, 3aJIe)KHa BiJl METH aJpecara;
3a METOIO CITUIKYBaHHS — AJIOBA 3 €IEMEHTaMH PO3-
BaXkaJIbHOT; 3a CTyrneHeM o(diliiHOCTI — odiliiiHa 3
eJeMeHTaMu Heo(iIliHHOCTI; 3a COIliaTbHUMU YUHHU-
KaMH — COINIAJIbHO 30pi€HTOBaHA, MPOTE MOKJIMKaHa
3/1aBaTHCh OCOOWCTO 30pPi€EHTOBAHOK); KBa3iMOHOA-
JpecoBaHa; 3a (GOPMOIO CIUIKYBaHHS — BiJKpHTA Ta
OJHOCTOPOHHS 3 IMIUTILMTHUM 3BOPOTHHM 3B’ SI3KOM;
3a TPUBAJIICTIO — KOPOTKO- / TOBrOTPHBaJia; MOCTilHA /
nepiofAnvHa.

[HTerpytoBanHa HampamoBaHb MapKETOJIOTIB
[15; 18; 23; 25], miarsictiB [4; 5; 7; 10], imei
J. 'afiMca cTOCOBHO MOJIeIli KOMYHIKaTUBHOI MOi1
[22, c. 10] mae mizcTaBu BUOKPEMHUTH B ii CTpYyK-
Typi Taki OCHOBHI KOMITOHEHTH:

1) yuacnuxu: a) osxcepeno inghopmayii — pexiamo-
JlaBellb; 0) be3nocepednili KoMyHiKamop — BUPOOHHK
peKJiaMH, SIKHA CTBOPIOE PEKJIAMHHUM TEKCT, AKOMY
MpUTaMaHHI 0COONMBA IMparMaTuyHa CKEPOBAHICTH,
cnenuQiuHui IEHOTaT 1 CEMIOTUYHICTB; B) HOCEpeO-
HUKY B IPOIIeci BUPOOJICHHS Ta MOIIMPEHHS PEKIIAMH:
nepekiagayi, JUCTPUO’I0TOpH, JKOOEPH, JHJICPH,
KOMICIOHEpH, KOHCHUTHATOpH, AareHTH, OpOKepH,
MaKJIepH, KOMIBOSLKEpH, PAJHUKH; B) peyunicHmu —
CIIOKMBAYi pEKIJIaMH, sIKi CIIPHHMAIOTh Ta iHTepIIpe-
TYIOTh peKJIaMHy iH(pOpMaIliro, TOBIPSIOTE / HE JIOBi-
PAIOTH 1id, AII0TH: MOKYMLi TOBapiB (ipMH, MOKYMI
TOBapiB (ipMHU-KOHKYpEHTa, MOTCHUIHHI MOKYIIi,
abCOJIIOTHI HECITOKHUBAYI;

2) KomyHikanm: peKJIaMHE TIOBIIOMIICHHS Ta CIIO-
TaH sIK HOT0 KITIOUOBHH €JIEMEHT: a) (hopmu ma JHeanpu:
TOBapHUI 3HaK, (IpMOBHH 3HAK; pEKJIaMa-Taclio;
peknama-¢pasa; peKsiaMHe OroJIOLIeHHs, iHpopMariiiHe
TIOBIIOMJICHHSI, PEKJIaMHa JIMCTiBKA, OMOBiJb, POMaH-
THUYHA 1CTOpIsl, KUTCHUChKA CUTYyaIlis, JOKyMEHTaJIbHA
XPOHIKa, arnessiis 0 aBTOPUTETa; 3aMiTKa, IHTEePB’I0,
peropTax; KOHCYJIBTAIIIS, PEIICH31s, 3BIT, HAPHC, CTATT,
(harTacTHyHA B3yamizamis; 0) cmpykmypa mexcmy
PEKIaMHO20 NOGIOOMIEHHSL: CIIOTaH + 3ar0JIOBOK + OCHO-
BHUI pEeKIaMHHUI TEKCT + (pasa-lmyHa; CIOTaH, TEKCT,
CJIOTaH + TEKCT, CJIOTaH + TEKCT + AOBiAKOBA iH(pOpMAIIis,
CIIOTaH + UTFOCTpALlis; B) CHIPYKIYpA MaKema pexkiam-
HO20 38epHeHHs: TEKCT, TEKCT + Bi3yaJIbHUM CYIpOBIZ,
TEKCT + aymioCyIpoBin (HampuKiIaa, My3udHe OhopM-
JIEHHS), TEKCT + ayITioBi3yaibHe XylnoXKHE O0QOpPMIICHHS;
T) CHocib BUKOHAHHs: TEKCTOBHM, TEKCTOBO-ayliallb-
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HHH, TEKCTOBO-Bi3yalIbHHH, TEKCTOBO-ay/Ii0BI3yaTbHHIA;
T) cnocib 36eprenisi. 6€30c000BHI 1 KBa3imepcoHidi-
KOBAaHUIA; JT) OCHOBHI (DyHKYioHanbHI cmui: ogimiiiHO-
JiI0BUi; MyOMUMCTHYHHUN; HAayKOBO-POQeCiiHuIA;
JTepaTypHO-PO3MOBHUIA; (haMiJIbIPHO-PO3MOBHUIA;

3) mema, mema: npedmem —TpOLYKT, TOOTO BUPIO,
MOCITyTa 99 171es1; 3micm — TOJIITUYHA, COTliaIbHa, 013-
HECOBAa; Mema — HaroJIOCUTH Ha BUHATKOBUX 0COOIH-
BOCTSIX PEKJIAaMOBAaHOI MPONYKIIii; ¢yHruyii pexnamu:
iHopmaruBHa (pedepeHTHa, ACHOTaTUBHA), €KOHO-
MiYHa, COIliaJibHa, TMPOCBITHUIIbKA, CIOHYKAJIbHA,
€CTeTUYHA, aTOHaJbHA, MTU(EPEHIII0BANIbHA, XapaK-
TEepUCTHYHA / IHOWBimyasi3yBaibHa, CaMOIpPE3eH-
TamiifHa / TpeICcTaBHUIBKA, 00pazodopMyBanbHa,
MOZEIIOBaJIbHA, AEKOPATUBHA, aTTPAaKTUBHA, MOPIB-
HSUIbHA, HaraxyBajbHa, PyOpHYHA, EKCIPECUBHA,
NparMaTuYHO-TIEPEKOHYBaNbHA (BIUIMBOBA, CTHMY-
Jroroya / mepcyasuBHa, MPOIaraHAuCTChKO-OLIHKOBA,
MaHIMTyIATUBHA), OCKIJILKA YacTO MICTHTh IPHXO-
BaHy IHTEHIIIFO, IO IIMPOKO 3aCTOCOBYETHCS PEKIia-
MOZABLISIMH [UIS BIUIUBY Ha IIUIbOBY ayJUTOPIIO;

4) Kananu: TOKadbHI, perioHaIbHI, HAIlIOHAIBHI,
MIXHApOHI; Hocii: 3acodm MacoBoi iH(hopmariii
(mami — 3MI) # iHmi nnatHi pexsiamHi 3aco0u; Ipy-
KOBaHa, BUJIaBHUYA, BiJICO-, ay/lio-; cnocid nepedaui:
JpYyKOBaHa, eJeKTPOHHA, 30BHIIIHS;

5) KoOu: MHTBICTWYHI, MapajiHTBICTWYHI, Bi3y-
aJbHI, IHTEpPIPETaTWBHI, iHTepalliiiHi, TpaHcdop-
MallifHi TOmo, SKi 3a0e3MedyioTh: a) Xxapakmep
0ii’ pexaiamu: TO3WIIAHA, MACOBAHOI Jii, CTHMYIIO-
BaJbHA, IMITyBalbHa, MOPIBHsUIbHA; O) Xxapaxmep
6NAUGY peKaaMu: PaliOHANbHA, eMOLiHHA; B) pi6Hi
6naUGY pexiamu. KOTHITUBHHH — Tieperada BU3HA-
geHOro 00csry iHdopMarlii, CyKyImHOCTI BioMOC-
Tel Tpo mponykTh (ipMu, iXHI OCHOBHI BIIACTH-
BOCTI TOIIO; aeKTHBHUIA — ()OPMYBaHHS CTaBIICHHS;
NepeTBOpeHHs iHpopMalii Ha CHCTEMYy HAaCTaHOB,
MOTHBIB Ta MPUHLIMIIB OTPUMYBaya pPEKIaMHOTO
3BEPHEHHSI 3aBISKU TOBTOPEHHIO THUX CaMHX apry-
MEHTIB, HaBEIEHHS JOTIYHUX JOKa3iB, (JOpMyBaHHS
CIIPUATINBHAX acoIliaIliii; CyreCTMBHHH — TIEpeKo-
HaHHS; BUKOPHCTaHHA SK YCBIIOMIIIOBaHHX, TaK 1
HEYCBIJIOMJIIOBAHMX TICHXOJIOTIYHUX EIIEMEHTIB 0e3
JIOT1YHHUX JOKa3iB; KOHATUBHHUI — BH3HAUYEHHs IIOBe-
JUHKY; TMAMTOBXYBaHHS CIIOKUBAa4ya 10 BU3HAYCHUI
M, MigKa3yBaHHs OYiKYBaHUX BiJl HBOTO JIil; T) cno-
Cib noOaHHA. KOPCTKUHN — I OTPUMAaHHS MUTTEBOTO
edexTy; M’IKuH — 71 CTBOPEHHS ITO3UTUBHOTO CTAB-
JICHHS OTEHLIMHOrO MOKYMLS 10 TOBAapY;

6) inmepghepenuii, abo KomynikamueHi wiymu:
KyIbTYpHI, COILiadbHi, MCHXOJIOTi4Hi, OCOOHCTI:
noTpedu, rpoMasicbka AyMKa, MApKETHHIOBa CTpaTe-
Tisl, KOHKYPEHIIis;
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7) enacue pexnammui nodii IK OKpeMi MOBJICHHEBI
aKTH a00 JAHIIOI MOBJIEHHEBUX AKTIB.

KomyHikaTvBHa TIONiSl € OJMHUIICIO PEKIAMHOTO
nuckypey, skuid T. be3yrma Buzauae ik po3ymMOBO-
KOMYHIKaTUBHHAN ()eHOMEH, 110 OXOILTIOE JIB1 CKJIaIOB1
YaCTUHH — KOMYHIKaTUBHY B3aeMOJIii0 y cepi Maco-
BOi pEKJaMu, CIPSMOBaHy Ha IPOCYBaHHS TOBapy
abo mociayru Ha PUHKY MOBHHMH Ta I03aMOBHHUMH
3aco0aMH 3a BiJICYTHOCTI KOHTAaKTy KOMYHIKaHTIB, 3
OJIHOTO OOKY, Ta PeKJIaMHUM TEKCT, 3 iHII0rO0 [3, C. 36].
PexmaMHMIT TEKCT MU PO3YMITHMEMO SIK CKJIAITHY CeMi-
OTHYHY €IHICTh, KOMYHIKaTUBHY OAWHHIIIO, II0 Ma€e
B CTPYKTypi (hopManbHy O3HaKy — OIWH a00 KiIbKa
KOMIIOHEHTIB OpeHna Ta/abo peKJIaMHi PEeKBi3UTH,
SIKI BUPI3HSIOTBCS CEMAaHTHUYHOIO CYKYITHICTIO BHpa-
JKEHOTO BepOaNbHO 1 HEBEepOaIbHO CMUCIY, «B SIKOMY
3a MiHIMAJBHOTO OOCSTY MICTUTBCS BENTMKa KiJIBKICTh
iHdopMariii, ska BIUIMBAE€ HE JIAIIEC HA CBiIOMICTB
JFOMIEH, a i Ha IXHIO BepOaibHy oBemiHKY» [9, c. 407].

SAnpoM Mozeni peknamMHOi KOMyHikauii, il CTpyk-
TYPHO-KOMIIO3UIIIMHIM Ta 3MICTOBUM ILIEHTPOM €
croran. Moro TpakTyroTh 1mo-pisHoMmy: 1) sk KOpoTke
CaMOCTIIHE peKIaMHe MOBiIOMJIEHHS, 10 MOXKE iICHY-
BaTH 130JIbOBAHO BiJ IHIINX PEKIAMHHUX TIPOIYKTIB
Ta CTAHOBUTH 3TOPHYTHM 3MICT PEKIaMHOI KaMIaHii
[12, c. 7]; 2) sk pi3HOBU TEKCTY MAcOBOi peKIaMHOI
KOMYHIKallii, KU Ma€ CBOIO IparMaTu4Hy HacTa-
HOBY — IMIUTIIMTHO BIUTMHYTH Ha CIIOXKMBaya 3 HaMi-
POM 3MiHHTH ab0 3aKpIMUTH HOTO TO3UTHUBHE CTaB-
JICHHS 10 TOBapy Y¥ MOCIYTH, 10 pexaamyerbes [117];
3) SIK CTPYKTYPHO-3MICTOBHH IIEHTP PEKIaMHOTO TTOBI-
JIOMJICHHSI — 11€ OCOOJIMBUI PI3HOBHU]I MiKPOTEKCTY, IO
[IparMaTHYHO CKEpOBAaHMH Ha BIUIMB i3 METOIO CIO-
HYKaHHS 10 aKTHBHOI J1ii 1 3aKJIMKy [IPpUAOATH NEBHUI
TOBap / IOCIYTY Ta € eJIEMEHTOM KOMYHIKaTHBHOI B3a-
€MOIiT MDDK MOBIIEM 1 peruitienTom [8, ¢. 17].

2. Pexnamuuii cnozan aKk OuO0aKmuuHUil incmpy-
Menm popmysanna npogheciiinoi KomyHikayii maii-
0ymmuv0o20 nepexknaoaua

JociiTHuKY BBOXAIOTh PEKJIAMHUI TEKCT OIHUM
i3 HAWOUIBII MEAaroriyHO aJIaTOBAHKX 1 TOCTYITHUX
BUJIIB aBTEHTUYHOTrO Marepiainy [6; 13]. Sk 3a3Hauae
3. AHTOHOBa, peKiiaMa € E€JIEMEHTOM HaIliOHAJIHHOI
KYJIBTYpH, OHAM 3 OCHOBHHX MeXaHi3MiB ii hopmy-
BaHHS, 11 IPOYKTOM, OCKIITBKH BiITBOPIOE TPaIHILii,
KyJBTYpY, 3BH4ai, HOpMU TOBEIIHKH, LIHHICHI Opi-
entamnii Hapoxy [1]. OkpiM TOro, peKIaMHUN TEKCT
€ HOCieM pI3HHX BUAIB iHOpMalii, mo (opMyIOTh
COILIIOKYJIFTYPHHIH KOMIIOHEHT 3MICTy HABYaHHS 1HO-
3eMHOT MOBH Ta MepeKiany: 1) JTHrBICTHIHOI (BUKO-
PUCTaHHS KUBOI, aKTyaJIbHOI MOBH, BKUBaHHSI HaIli-
OHAJIBHO-KYJIBTYPHUX MOBHHUX OIUHHMLb, OCOOIUBO
Ba)KJIMBUX JIs1 HABYAHHS MOBH B KOHTEKCT1 MKKYJIb-
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TypHOTO KOHTakKTy: (ppazeosoriaMiB, mapemii, cTii-
KHX CJIOBOCTIONYY€Hb; 3aJIy4eHHS BCHOTO CIIEKTpa
rpaMaTHYHUX SBHII i OMUHUIIP MOBH); 2) JTIHTBOKpa-
iHO3HABUOI (BNIAacHI Ha3BW 1 peaunii); 3) mapaliHrBic-
TUYHOT — MIMIKH, )ECTiB, MOBEIHKY; 4) KpaiHO3HAB-
401 (BiIOMOCTI 3 icTOpii, reorpadii i KyIbTypH KpaiHu
BHPOOHHKA PEKIIAMHOTO MPOIYKTY) [6, c. 65].

PeximamManM crioranaM mpuTaMaHHI 3arajibHI Xapak-
TEPUCTUKH peKiaMu: 1) O3HaKH 3MICTy i 30BHIITHBOTO
oopMITeHHS, TII0 TO3BOJISFOTH BIJPI3HUTH X BiJ| 1HIIIMX
(HepekIaMHUX) TEKCTiB; 2) (YHKI[IOHAIBHI O3HAKY,
3) ocobnuBe Micle B 3arajbHiid CyKyITHOCTI TEKCTiB,
CTBOPEHHMX 1 CTBOPIOBAHHX SKOKOCh MOBOIO [16].

BaxmBuME €, Ha HaIly TyMKY, 1 BIACTHBOCTI CIIO-
rana, Ha sSkux poowts aktent [l. Tepkymora: 1) oco-
OnmBa poOJb EKCTPAJIHTBANGHUX YUHHUKIB Yy (hOopMy-
BaHHI pEKIIAMHUX TEKCTiB; 2) crernmdika aeHoTrara
PEKIIaMHOTO TEKCTY (peKJIaMOBaHi ToBap abo mociyra);
3) ocolOnuBa mparMaTuiHa CKEpOBAHICTh PEKIAMHOTO
TEKCTy; 4) Crien(iKaKOTHITHBHUX YMOB, XapaKTEePHHUX
JUTSL aKTy TIParMaTnaHOTrO TEKCTOTBOPEHHSI PEKIIaMHOTO
TEKCTY; 5) CeMIOTHYHHI XapaKkTep PEKIIaMHOTO TEKCTY;
6) KaHOHIYHICTh PEKJIAMHOTO TEKCTYy (HasBHICTH YKOp-
CTKOi MOJIENi KOMITO3HITIHHOI OOYIOBH, OOMEKEHICTh
o0csiry, crierugika MoBHOro odopmiteHHs) [17, c. 6].

Y KOHTEKCTI BHIE3a3HAYEHOTO HaM 3IA€ThCs, IO
pPEKIIAaMHUIA CTIOTaH Ma€ 3HAYHWIN TOTEHINAN st Gop-
MyBaHHS B MaHOyTHIX TepeKIafadiB MPaKTHIHO BCIiX
CKJIaJTHUKIB PO eciiHO] KOMITETEHTHOCTI, SIKi BHOKPEM-
JIFOFOTh €BPOTICHCHKI EKCIEePTH: MOBHHUX, MDKKYIIBTYP-
HHUX (COLIOMIHTBICTUYHMX 1 TEKCTOTBIPHMX), TepeKa-
JIAlBKKX, TH(OOPMAIIHO-aHATITUYHHUX, TEXHOJIOTTYHUX,
Temariynux [21]. HaBeneMo nekinbKka MpyKIiaiB;

1) MOXHa YCHINIHO BHWKOPHCTOBYBAaTH Ui HaB-
YaHHS ayJiI0BaHHIO, TIHCHMY, TOBOPIHHIO, JUIS 3aCBO-
€HHS JISKCHYHOTO Ta TPaMaTHYHOTO Marepially aBTeH-
THUYHI peKJIaMHi MaTepiany, HasBHI Ha 0Oararbox
BeO-pecypcax, Hampuknaa: Airline slogans: http://
www.adglitz.com/2012/04/21/100-airlines-adver-
tising-sloganspunchlines-taglines/; The 100 Best
Advertising Taglines Ever: https://www.thebalancec-
areers.com/best-advertising-taglines-ever-39208;
Thel5 adcampaigns that made marketing history: https://
www.typeform.com/blog/ask-awesomely/ad-campaigns/;

2) MaifOyTHI mepekianadyi MOXYTh PpO3IISAaTH
pEeKJIAaMHHH CJIOTaH Yy KOHTEKCTI MIKKYJIBTYPHOL
KOMYHIKaIIii, B3a€EMOJi1 MOB, CIIMPAIOYHCH Ha IHUPOKE
KOJIO HaIllOHATBHO-KYJIBTYPHHUX CTEPEOTHITIB Ta HAITi-
OHAIILHO-KYJIBTYPHUX MOBHHX OJIMHUIIG: (Ppa3erori3-
MiB, MPHUCIIB’iB, CTIHKUX CIOBOCIIONYYEHb, Ipele-
JICHTHUX ()CHOMCHIB;

3) pekiaMHi CIIOTaHH € YyIOBHUMH MpPUKIIaJaMH
JUIS UTIOCTPYBAaHHS Pi3HOMAHITHHX CTHJIICTHIHHUX

3aco0iB pi3HUX PiBHIB (amiTepamis, pUTM, pHUMa,
Mmetadopa, METOHIMIs, JTITOTA, aHTULUIIALLS, Tapad-
pa3, TOpIBHSHHSA, Tpajalis, NepcoHidikalis, aHa-
(hopa, rinepOoa, emireT, JeKCHYHUH | CHHTAaKCHYHUH
TTOBTOP, KaproH, abperiarypa, rpa ciiB — KaramOyp).

Po3pobiena HaMu cucTeMa BIIpaB JO3BOJISE ITijIe-
CTIPSMOBAaHO BHUKOPHCTOBYBAaTH PEKJIAMHI TEKCTH,
30KpeMa CIIOTaHu, JUId CUCTeMaTru3alii 3HaHb Maid-
OyTHIX TMepekafadiB i3 Teopii kKoMyHikalii Ta nepe-
KJIaJI03HABCTBA, KOPUTYBAaTH BXKe HasBHI BMIHHS Ta
HAaBUYKH 3 (OHETHUKH, ICKCUKH, CTHIICTHKH, Tpama-
THKH TOIIIO.

Hikde HABOIUMO JIEKiTbKa PUKITIAJIIB BIIPAB.

1. OcobmBocTi pexiaMHOT KOMyHiKaliiTa ciorasa:

1. Advertising texts are often characterized as
“creolized”, “linguovisual”, “isoverbal”, “videover-
bal”, “nonverbal”, “polycode”. Explain the mean-
ing of these attributes. Which of them is the most
suitable?

2. Advertising communication is viewed as a
kind of consensus and a system of oppositions:
motive — action, dialogue — scattering, interaction —
introspection, connotation — reference. Explain the
essence of these oppositions.

3. Explain the following statements from the
article “Visual Rhetoric in Advertising: Text-Inter-
pretive, Experimental, and Reader-Response Anal-
yses” by E. Mcquarrie [24]:

1. As a reader the consumer approaches
advertisements as complex texts to be interpreted.
2. The text-interpretive perspective draws on semiotic,
rhetorical, and literary theories to provide a systematic
and nuanced analysis of the individual elements that
make up the ad. 3. Text structure is an encompassing
term that refers to any discriminable pattern in any part
of the manifest ad. 4. <...> from a semiotic perspective,
it is not possible to change the style of an advertisement
without also changing some of its meaning. 5. <...> the
experience of advertising is a function of a complex
process facilitated by tacit, culturally situated knowledge
structures that predate and, to a notable degree, pattern
the kinds of meanings that emerge from a viewer’s
interaction with advertising. 6. The use of English as a
contact language in advertising differs from the use of
other languages both in quantitative and in qualitative
terms. 7. English is the most frequently used language
in advertising messages in non-English-speaking
countries. 8. English does not work exclusively by
associating a product with an ethno-cultural stereotype,
as the other languages do.

4. Answer the following questions:

1) What makes an advertising slogan an essential
element of advertising communication?
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2) Can you prove that an advertising slogan is
both a channel and message?

3) What are the main functions of an advertising
slogan?

1. JIiHrBicTUYHA CTPYKTypa PEKJIaMHUX CJIOTaHiB:

1. Find advertising slogans with the following
linguistic units:

a) formal interjections; b) vernacular
expressions; hesitators; language;
informal response forms; | non-finite
expressions; ellipsis; clauses;

terms; verbless clauses;
deictic active
expressions; constructions;
discourse passive
markers; constructions.

3. Explain the use of articles in the following
slogans:

1. Coca Cola: Taste the feeling. 2. Ferrari: Create
at hunder. 3. Siemens: A girl’s best friend. 4. Sony:
Sony — It’s a Sony. 5. Smarties: Do you eat the red
one last? 6. Nescafe: It all starts with a Nescafe.
7. L & M: Just what the doctor ordered. 8. Lancome:
A tan in a flash.

4. Identify the sense-forming parts of speech in
the slogans below. Explain your choice:

1. Toyota: Over whelming success. 2. Asian Salad:
Delicious harmony, made for you. 3. L’Oreal Paris:
Become a lash millionaire! 4. Mary Kay: Incredible
age-defying results you can see. 5. United Airlines:
Fly the friendly skies of United.

5. Study the following examples of slogans based on different stylistic devices:

PiBenn /
0C00IUBOCTI

Ipuknaan

Tpacpiuni:

Heinz: Beanz Meanz Heinz;
Toyota: 1 Love What You Do For Me.

— mepli BeNuKi
OyKBH

— yci BenuKi OyKBH

News Week: THE WORLD’S NEWS MAGAZINE.

Dononoziuni:

— puT™ i puMa

Chanel Ne 5.

Jaguar: Grace, space, pace.

Haig Scotch: Don’t be vague. Ask for Haig.
Quavers: The flavour of a Quaver is never known to waver. Chanel: Every woman alive loves

Viakal: 1t’s the Viakal fizz that does the bizz

British Rail: Let the train take the strain.

your, we, our, us
Avis Rent A Car: We try harder.
FedEx: We live to deliver.

— ariTepartist Greyhound: Greyhound going great.
Mitsubishi: Better built. Better backed.
Fila: Functional... Fashionable... Formidable...
— acoHaHc Canon: See what we mean. [ntel: Intel inside.
Survivor TV series: Outwit. Outplay. Outlast.
— KOHCOHAHC Lingerie: Fashion For Passion.
Calgon: Washing machines live longer with Calgon. Cinzano: The bright light staste
Jaguar: Grace, space, pace.
— arokomna McDonalds: I’'m lovin’ it.
Kentucky Fried Chicken: 1t’s finger lickin’ good.
Rehabilitation centre: celeb in rehab.
Belair cigarettes: Freshertastin’.
— (oHeTHYHA TWA airlines: You’re Going To Like Us
KOMIIpeCis
Camp coffee: 1t’s The Best.
Superman: You’ll Believe A Man Can Fly.
— IapoHOMa3is Panasonic copier: If You Want To Get Read, Use Red. Mody Cad, PC sofiware: Software You
Can Wear.
— OHOMAToIIES AlkaSeltzer: Plop, Plop, Fizz, Fizz , oh what relief it is
Jekcuuni:
— 3aiiMeHHUKH you, | Hyundai: Always there for you.

Nestle Milo: Bring out the champion in you.
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— 3aliIMEHHHUKH )0,

your, we, our, us

Qatar Airways: Your private cabin, your personal crew, your premium place.
Qatar Airways: With your miles you can now fly further.

Virgin America: You order it. We bring it.

Ford: Everything we do is driven by you.

Toyota: Drive your dreams.

Alfa Romeo: Without heart We would be mere machines.

— IMCHHUKH Alberta Ferretti: Philosophy of Style.
Honda: The Power of Dreams. KFC: Powerhouse of flavours.
— IPUKMETHUAKA McDonalds: Big. Beefy. Bliss.
B pi3HHX cTymiHAX | Wennys: Hot’n juicy.
MOPIBHAHHSA Who Nu Cookies: Who knew delicious could be so nutritious?

Coleman footgear: Better choice, better joys.
Peugeot: More economical. Less pollutant.

Land Rover: The most agile. The most responsive. Land Rover ever.
Carlsberg: Probably the best beer in the world.
Gillette: The best a man can get.

— every, always

Coca-Cola: Always Coca-Cola.
Mitsubishi: Technically, everything is possible.

—no, not, none

Mercedes Benz: The pursuit for perfection has no finish line.
Md&Ms: Melt in your mouth, not in your hand.

— HE3BHUYaKHI
KOMIIO3UTHU

Louis Vuitton: Epileather. Burton Menswear: Everywear. Gordon s & Tonic: Innervigoration.

Cunmaxkcuuni:

— KOPOTKI pedeHHsI

Sumsung Digitall: Everyone is invited.
Nike: Just do it.
Nestle: 1t’s the taste

— IHUTAJbHI Ford: Have you driven a Ford lately?
peyeHHs Volkswagen Polo: R u Polo?
— CTIIOHYKaJIbHi Working class beer: Work hard, rest harder
pedeHHS
MaxFactor: Use your eyes to hypnotize.
Express card: Don’t leave home without it.
L’oreal Mascara: Don’t just volumize, millionize your lashes in Extra Black.
— einTuYHi Ariston: On and on with Ariston.
peUcHHS Sealy: Supports you night and day.
Grundic: Keeps you informed.
—anadopa Nike: Why not change the things you can? Why not indeed?
American express: My card. My life.
— emigopa Shell Oil: Go well. Go Shell.

Murad: Get Clear. Live Clear.
Nokia: See new. Hear new. Feel new.

— Tapa’esnbHi KOH-

Miller beer: So soft. So warm. So light.

CTpYKILIT Shirley Bassey: You are not getting older. You are getting better.

Tom Kat Lounge: Drink responsibly, drive responsibly, live responsibly.
— aHTHUTE3a Cotton fresh: Don’t go home, go out.

Sony music: Mismatched? Youth cannot be bought. But the sounds of youth can.
— iHBepcis Adidas: ITmpossible is not hing.
— TapIeIAIisT Ford: Better ideas. Driven by you.

Goldman watch: Minds. Wide open.
— Tpanarfist Martini special: No MARTINI? No party.

Orange: he future’s bright — the future’s orange.

American express: My card. My life.
— TOiCHHAETOH Energizer: It keeps going, and going, and going...

Vichy: VICHY: You look younger, and younger, and younger.
CeMaHTHYHI:
— CEMaHTHYHA Philips: Let’s make things better.
HEBU3HAYCHICTh

99



Bueni 3anucku THY imeni B. 1. Beprancbkoro. Cepisi: ®@inonorig. ConianbHi KoMyHikauii

— rinep6ona

Lancéme: Fight wrinkles
Renew collagen in just 48 hours.
Lexus: Takes You Miles Away in Seconds.

— MmeTadopa

Red Bull: 1t gives you wings.
Esso: Put a tiger in your tank.
Coca Cola: Open Happiness.
Bounty candy bar: Bounty — the taste of paradise.
Adelma Mineral Water: Fresh Squeezed Glaciers.

— pUTOpUYHE
IATaHHSA

Citroen: Why pay more for a car?

Honda Accord: Could you ever love life on the road? Skoda Roomster: Isn’t it lovely having
room to play with? Toyota: Who could ask for anything more?

BMW: Is it Love?

— METOHIMIs

KIA: The car that cares.

Jaguar: Jaguar. Born to perform.
Skoda: Skoda. Simply clever.
Renault: Drive future. Today.

— MOPIBHSHHS

Dell: Easy as Dell.

— OKCFOMOpPOH

Renault: The little big car.

— Kanamoyp,
11ioMa, alro3ist

Valentino: Rock’n Rose.

McDonald’s: Rock’n’Fries. McFries. Grab yours.
Mars: A Mars as day helps you work, rest and play.
Virgin America: Love at first flight.

Range Rover: 1t’s how the smooth take the rough.
Apple: 1Think, there fore iMac.

IBM: 1 think, therefore IBM.

Kenzo: And Kenzo has created a man.

6. Complete the table identifying stylistic means used in the following advertising slogans:

Company Slogan and its translation Stylistic means
L’orealParis Become a lash millionaire! hyperbole
OTtpumaii MiTBIHOH Biid!
Kit Kat Have a break — have a Kit Kat. anaphora
€ nepepsa — € Kit Kat.
MaxFactor Use your eyes to hypnotize.
TBo1 04i MOXKXYTh 3ariTHO3yBAaTH.
McDonald’s Big. Beefy. Bliss.
Benuxwuii. M’sacHuii. Haconmoza.
Nintendo Get N or get out.
Bizemu N abo o rets.
Skittles Taste the Rainbow.
CKymITy# BECENKYy.

II1. ®onHoBa iHpOpMAaITis:

1. Using your background knowledge to match the company/brand with its slogan:

Company/Brand | Advertising Slogan

Skittles Health is beautiful

Gillette No battery is stronger longer
HTC Taste the Rainbow

McDonalds Big Yet Agile

Mazda CX-9 The best a man can get

Twix Everything in one touch

Vichy I’m loving it

Duracel For hair so healthy it shines
Pantene Each bar is better than the other
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2. Complete the slogans with the words in the box
paying attention to the Company / Brand names:

happen, gems, hungry, thirst, dentists,
temptation, clean, shines

1V, Pexnamnuuii cnozan Ak MOGIEHHEBUIL AKM

1) Domestos: Kills all known  everywhere.
2. Sprite: Freedom from 3. Maybelline:
Make it . 4. Colgate: Number 1 recommended
by . 5. Tide: Style is an option. ___ is not.
6. You’re not you when you are .

1. Analyse the following slogans paying attention to their illocutionary components:

Directives Catch the fever Beyoncé (Heat fragrance). Eat Fresh! (Subway). Taste the feeling
(Coca Cola). Discover a feeling you have never experienced before (Lenora)
I . What do you want in a car? Design? Comfort? Safety? Sportness? In one car only?
nterrogatives e
(Audi Ciavena)
Representatives The Secret to Younger Looking Skin (Lancome). Nothing works better (Neutrogena).
assertives Melts in your mouth, not in your hand (M & M).
Commissives Perfectly sculpted contours in 30 seconds (Coréal). You’ll love the way we fly
(Delta Air Lines) To fly. To serve. (British Airways) It won’t let you down (Rexona).
E . Bye-bye lash curler (Rimmel). Welcome to your world (Saudia). I love Fashion Tv
xpressives :
(Fashion TV).

2. Analyse the structure of the following slogans and explain the complexity of their illocutionary acts —

the major and the minor illocutionary acts”

Audi Life is a ride. Go for it. Audi A4 S line.
United Airlines Life is a journey, travel it well.
Honda Is not it nice, when things just work? Honda. The power of dreams.

3. Define the type of illocutionary acts in the
following slogans:

1. Nike: Just do it. 2. Nivea men: It starts with
you. 3. Palmolive: Surrender to temptation everyday.

4. Complete the table below:

4. Mary Kay: Incredible age-defying results you can
see. 5. Siemens: A girl’s best friend. 6. Skittles: Taste
the Rainbow. 7. Smarties: Do you eat the red one last?
8. Snickers: You’re not you when you are hungry.

Syntactic
form

Illocutionary Act Locutionary Act

Direct /
Indirect

Expressed / | Literal /

Type Implied Non literal

Maybelline: Make it happen.

Maybelline: Maybe she’s born with it,
Maybe it’s Maybelline.

Smarties: Do you eat the red one last?

Quaker Cereal: The cereal that’s shot
from guns!

Kodak: You push the button —
we do the rest.

Budweiser: WASSSSSUP?

Carlsberg: Probably the best beer in the
world.

5. Findoutif the following slogans meet the
requiments of felicity conditions to make these
slogans successful and efficient. Rate the conditions

from 0to 5:
1) reflects the main idea of the advertisement
2) is easy to read and to remember ; 3) is

laconic  ; 4) is expressive and unique
5) is encouraging but not aggressive .

1. Adidas: Impossible is Nothing. 2. Axe excite:
Even angels will fall. 3. Mary Kay: Find your way
to beautiful. 4. Tefal: Ideas You Can’t Live Without.
5. Nivea men: It starts with you.
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V. Oco0nuBOCTI MTepeKIaay PeKIaMHIX CIOTaHiB:

1. Define the type of translation techniques/methods used in the following examples (direct translation;

adaptation; revision, etc.):

KFC: Share the taste, share the passion.

Po30inu cmak, pozdinu npucmpacme.

L’oreal Mascara: Don't just volumize, millionize your
lashes in Extra Black.

Hlanenuii 06’ em Ha MinbUOH.

Tefal: Tefal: Ideas You Can t Live Without.

Tefal: bes meoix ideil ne obitimucs.

Lancome: A tan in a flash.

3acmaca 3a XGUTIUH).

WhoNu Cookies: Who knew delicious could be so
nutritious?

Xmo oic 31Ha8, Wo cMauHeHbKe Modice OYmMu MAaKum nONCUG-
Hum?

Duracel: No battery is stronger longer.

JKoona 36uuatina bamapeiika He npayioe max 00620.

Head&Shoulders: Live Head First.

Ne 1y ceimi.

Sprite: Freedom from Thirst.

YV enpazu nemae wancis.

2. Compare the following English and Ukrainian advertising slogans. State what level of translation

equivalence is achieved in each case.
Remember that the list of levels includes: 1) the

level of the purport of communication; 2) the level
of (the identification of) the situation; 3) the level

of the method of description (of the situation);
4) the level of syntactic meanings; 5) the level of
word semantics.

United Airlines: Fly the friendly skies of United.

30iticuime nonim y opysicnix nebecax United.

Subaru: Inexpensive. And built to stay that way.

Heoopoeuii. 1 30y006anuii, w06 makum i 3a1umamucs.

Quaker puffed cereal: The cereal that's shot from guns!

Kawa, sixa cmpinse 3 ecapmam!

Mitsubishi: Better built. Better backed.

Kpawe 36y0osanuii. Kpawe ocnawenuil.

Lexus: The relentless pursuit of perfection.

Hesmommne NpAacHeHHA OOCKOHANLOCMIL.

3. Provide someideas (change of words / structure /word order, etc.) on how to raise the level of translation

equivalence of the following slogans:

Company / Brand / Slogan Translation

Your ideas

Mary Kay: Incredible age-defying results you
can see.

Hetimosipuuti pesyiomam 6opomvbdu 31
BMOPUIKAMU, SIKULL NOMIMHUL 8I0pA3).

Pantene: For hair so healthy it shines. Caui!

Microsoft: Right audience, right story,
real time.

Ipasunvua nybnixa, npagousa icmopis,
peanvuuil uac.

Energizer: Do you have the bunny inside?

A y 8ac ycepeouni € kpoaux?

Ferrari: Create a thunder.

Cmeopu bnuckagky.

4. Translate the following slogans. State what
level of equivalence is achieved in each case:

Jaguar: Grace... Space...Pace.

KFC: It’s finger lickin’ good.

Mary Kay: Because you are confident. Any day,
anyway.

Volvo: As naughty as you want it.

Toyota: Today. Tomorrow. Toyota.

Esso: Put the tiger in your tank.

Budweiser: WASSSSSUP?

BucnoBku i mpono3umii. MexaHi3MOM peKJIaMH
€ peKIIaMHa KOMYHIKallisl, iKa BUCTYTIA€ TTOCEPETHU-
KOM MK BUPOOHHUKOM TOBapy i CIioKuBadeM. Sapom
peKIaMHOT KOMYHIKallii € CclloraH, OCHOBHa MeTa
SIKOTO — IIBUJKWH Ta SIKICHUH BILTUB Ha CIIOKMBada
BepOaJbHUMH Ta HEBEPOAIBHUMU, EKCILTIIIUTHUMHU

102 | Tom 29 (68) Ne 4 2018

i iMIoTinuTHEME 3acobamu. CiioraH Mae HaHOUTBITY
KOMYHIKaTHBHO-€MOIIIfHY ~ CIIPSIMOBAHICTh, TOMY
BOXJIMBUM € HE JIMIIE HOro JIHTBICTUYHHUN acCHEKT,
ane W KOMYHIKaTHMBHO-IparMaTW4HWH, aJp)ke BIUIMB
Ha MMOTEHIIIHHOTO CIIOXKMBa4a PEKJIaMOBAHOT MTPOITYK-
1Tii 3MIHCHIOETHCS 3aBISKH CIIOBECHOMY HaBIIOBAaHHIO
3 METOIO HOT0 3a0X0UEHHS 1 CIIOHYKaHHS JI0 TOKYIIKH.

Pexnamuuii cnora siK 3arajlbHOJOCTYIIHUN aBTEH-
TUYHMI MaTepial, IO CIYT'Ye IPKePeSIoM HallioHAIbHO-
MOBHHX peaiii aHIJIOMOBHHX Ta YKPaiHOMOBHHX
CIJIBHOT, € €()EeKTUBHIM IHCTPYMEHTOM (hOpMYBaHHS
PI3HHX eNeMEeHTIB MpoQeciitHol KOMIIETEHTHOCTI TiJI-
TOTOBKHM MaWOyTHIX TIepeKIazavdiB: MOBHHUX, MOBJICH-
HEBUX, COLIOKYIBTYPHUX, TIEPEKITaIabKAX Ta 1HIITHX.
MeroanuHuii MOTEHLial ClIoraHa A03BOJISIE PO3PO-
OuTH cucTeMy BIpaB, SIKy MOXHa pe3yJIbTaTHBHO
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BHUKOPHCTOBYBATH JJIsl pO3IIMPEHHs 0a3u KpaiHO3HAB- [MepcneKTUBHUM ISt TTOJNAIBIIOTO JOCIiPKEHHS
YUX 3HaHb, OIHMOICHHS 3HAHb i3 Teopii KOMyHIKaIlii, € BHUBYCHHS IMOJITHYHOI peKiaM{ Ta il TeHICPHHX
VAOCKOHAJICHHST HABUYOK CIIUTKYBaHHS Ta HAOyTTs  OCOOMHBOCTEH Y KOMITAPATHBHO-KOHTPACTHUBHOMY Ta
HABUYOK IEpEKiIay PeKIaMHOTO TEKCTY. MEePeKIIa03HaBIOMY BUMIpax.
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KOMMYHUMKATUBHBINA MOTEHIIUAJ PEKJTAMHOI'O CJIOTAHA
KAK HHCTPYMEHTA ®OPMUPOBAHUSA MPO®ECCUOHAJILHOM
KOMIIETEHTHOCTHU BYAYHWEI'O IEPEBOJYNKA

B cmamve paccmompen peknamuulil c102aH HA WUPOKOM (YOHE PEeKNIAMHOU KOMMYHUKAYUU KAK HeOmb-
emaemMotl yacmu cospemennozo mupa. Onucansvt 0COOEHHOCMU OCHOBHBIX KOMHOHEHMO8 MOOenU PEeKAAMHOU
KOMMYHUKAYUY. YCMAHOBIEHA 63AUMOCEA3b MENCOY PEeKIAMHOU KOMMYHUKAYUel, PeKIaAMHbIM OUCKYPCOM,
PEKIAMHBIM MEKCOM U PEKAAMHBIM crocanom. Cloean oxapakxmepuzoan Kax s0po peKiamHou KOMMYHUKA-
Yuu, OCHOBHOIL YeNbI0 KOMOPO20 AGIAEMCA OKA3AHUE ObICMPO2O U KAYeCMEEeHH020 GUANHUS HA nompeoumens
C NOMOWbIO 6epOANLHBIX U HEEEPOANbHBIX, IKCHAUYUMHBIX U UMHAUYUMHBIX cpedcme. KommyHnuxamuenas
HANPasienHoCms Cl02aAHA Peanu3yemcs He MOoabKO 8 MAPKeMUH2060U NIOCKOCU, HO U 8 RPOGHEeCcCUOHAbHOU
noozomoske OYOyuux CReyuarucmos, 8 YacmHoCmu nepesoouuxos. Ilpeonooicennas cucmema ynpajicHenul
NO0380/15em UCNONb30BAMb CLO2AH KAK UCHOYHUK HAYUOHATLHO-S36IKOGBIX Peanuil i (hopMuposams A3ulkogule,
peuesvie, COYUOKYIbMYPHBIE U NEPEBOOUECKUE KOMNEMEHYUU.

Knrwouesvie cnosa: pexnama, pekiamnas KOMMYHUKAYUSL, PEKAAMHBIL OUCKYPC, PEKAAMUbBIIL MEKCM, aHeN0-
A3bIYHBIN PEKIAMHBII C02AH, NEPEBOOYUK, NPOPeCCUOHANbHASL KOMNEMEHMHOCMb.

COMMUNICATIVE POTENTIAL OF ADVERTISING SLOGANS AS A TOOL
OF THE WOULD-BE TRANSLATOR’S COMPETENCE DEVELOPMENT

The article brings to the fore advertising slogans as part of advertising communication — an integral part
of the contemporary world. The features of the main components of the advertising communication model are
described. The interrelation among advertising communication, advertising discourse, and advertising slogan
as a specially composed text has been established. The slogan is characterized as the core of advertising com-
munication that makes use of various verbal and non-verbal, explicit and implicit means to influence a targeted
consumer. The communicative potential of the slogan is revealed not only in the marketing plane, but also in
the professional training of would-be specialists, in particular translators. The proposed system of exercises
makes it possible to use the slogan as a source of national-language realities and to develop linguistic, speech,
socio-cultural and translation competencies.

Key words: advertising, advertising communication, advertising discourse, advertising text, English adver-
tising slogan, translator, professional competence.
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