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PED®EPAT
JunyiomHast padora: crtpanui; — 66, B TOM 4uciae Tabmun — 2.,

oubimorpaduueckuil CrucoK — 15 UICTOUHUKOB, MPUJIOKEHUH - 1.

KiroueBble cjioBa: pekinama, pe3yJIbTaTUBHOCTb, JIMHIBOCTUJIMCTUYECKUE
0COOEHHOCTH, MEPEBO/I, CTUITUCTHUECKHUE TpaHCHOopMaLIHH.

O0BeKTOM HCCJIETOBAHUS SBISICTCS TEKCTHI peKIaMbl aBToMooOmieit VoIvo.

IIpeameTom mHcc/IeIOBAHUS SIBISCTCS JIMHTBUCTUYECKHE XapPAKTEPUCTUKH
PEKJIAMHBIX TEKCTOB KoMiaHu# VOIVO 1 0cOOEHHOCTH HX MEepeBo/Ia.

Hear padoTbl ONPEACHIUTh TPAHCIATOJIOTUYECKUE W JIMHTBUCTUYECKHE
XapaKTEPUCTUKHU aHTIIOS3bIYHON PEKIIaMbl aBTOMOOMIICH.

[Ipy BbIMOTHEHUU PaOOTHl HMCIOJIB30BAHBI METOJbI: COTOCTABUTEIIbHBIH,
ONMCATENBHBIN, CTPYKTYPHBIM U CTATUCTUYECKUM.

DJieMeHTAMU HAYYHOW HOBHU3HBI TIOJYYEHHBIX pE3yJbTATOB SIBIISIOTCS
JUHTBUCTUYCCKHAE CpEACTBA peanmu3anuyd (QYHKIUM BO3JIEHCTBUS B TEKCTax
pexiiambl aBTOMOOWJIeH U TpaHchopmaiuid, HEOOXOAUMBIX JUIsl aJeKBaTHOM
nepeaaun nmparMaTHIecko HHGOPMAIIMH MPH TTEPEBOJIC BBIMICYKA3aHHBIX TEKCTOB
Ha PYCCKHM SI3BIK.

O06Js1acTh BO3MOKHOIO TPAKTHYECKOT0 TPHUMEHEHUSI: METOIUYCCKOE
nocobue mpu 00y4eHUHU TIEPEBOTY.

ABTOp pabOThl TONTBEPXKIACT, YTO TMPHUBEJACHHBII B HEW pacueTHO-
AHATUTUYECKUI MaTepual TNpaBWIbHO M OOBEKTHBHO OTPAXAET COCTOSIHHE
HCCIIEyEMOTO TPOLEcca, a BCE 3aMMCTBOBAHHBIE W3 JIUTEPATYpHBIX U JPYTUX
MCTOYHUKOB TEOPETUYECKUE, METOJOJIOTUYECKHE U METOAUYECKHUE MOJOKEHUS U
KOHIICTIIIUN COMTPOBOXKIAIOTCS CChIIIKAMU HA UX aBTOPOB.



ABSTRACT
Thesis: pages - 66, including spreadsheets - 2, bibliography - 15 sources
Applications - 1.

Keywords: advertising, effectiveness, lingvostylistic peculiarity, translation,
stylistic transformation.

The object of research is texts of Volvo vehicles advertising.

The subject of the study is linguistic characteristics of Volvo advertising
texts and peculiarity of their translation.

Objective: to determine translatological and linguistic characteristics of
English vehicle advertising

Methods used: comparative, descriptive, structural and statistical.

The elements of scientific novelty of the results are the linguistic means of
implementing a function of the impact in the texts of vehicle advertising and
necessary transformations for an adequate transmission of pragmatic information
in the  translation of the  advertising text into  Russian.
The area of possible practical applications: the handbook for teaching translation
discipline.

The author of the work confirms that resulted settlement and analytical
materials correctly and objectively reflects the state of the test process, and all
borrowed from literature and other sources of theoretical, methodological and
methodical positions and conceptions are accompanied by references to their
authors.



PODEPAT
JbInioMHAasi mpana: crapoHak - 66, y TeIM JIiKy Ta0JiI - 2., 616misrpadidas
cric - 15 KpbIHil, NpbIKJIaaHHSY - 1.

KawuaBbisi  CJIOBBI:  p3KJIaMa,  BBIHIKOBACIb,  JIIHTBACTBLIICTHIYHBIS
aca0uiBaciii, mepakiaj, CTUTICTBIYHBISA TpaHChapMarlbli.

A0'ekTaM JaciaefaBaHHs 3'SYIISIONIA TIKCTHI PAKIaMbI ayTamMadisty Volvo.

[Ipanmeram pnacnemaBaHHS 3'SYJSIONIA JIIHTBICTBIYHBIS XapaKTapbICTHIKI
PAKJIAMHBIX TAKCTAY KamraHii Volvo 1 acabmiBaciii iX mepakiiamy.

MbdTa mpambl — BBI3HAUBIIb TPaHCHATANATIYHBIA 1  JIHTBICTBHIYHBIS
XapaKTapbICTHIKI aHTTIAMOYHAH pIKIaMbl ayTaMa0iIsy.

[Ipsl  BbIKaHAHHI TMpambl BBHIKAPHICTAHBI MeTaAbl:  CYNACTayJsJIbHBI,
aricalibHbl, CTPYKTYPHBI 1 CTaTBICTBIYHBI.

DjleMeHTaMi HABYKOBail HAaBIi3HbI AaTpPbIMAHBIX BBIHIKAY 3'AyIIsIONIA
JHTBICTBIUHBIS CPOJKI plami3albli (QYHKIBI V3I3€SHHS Y TOKCTaX pPIKIAMBI
aytamaOuisasy 1 TpaHcdapmailblii, HEaOXOMHBIX JUIsl aJdKBAaTHAM Tmepaaaysbl
nmparMatblyHail iHdapmalsli Ipbl IepaKiai3e BhIIPH3TaJaHbIX TIKCTAY HA PYCKYIO
MOBY.

Bobsacup MarybiMara NpakThIYHAra NPbIMAHEHHSI: METabIYHBI
JanaMO>KHIK TPl HABYYaHHI TIEpaKiIamy.

A¥Tap mpaupl naussp/pKae, IITO MPBIBEA3EHBI ¥ €1 pa3iliKoBa-aHATITHIYHBI
MaTaIphIsI TpaBUibHA 1 a0'eKThIYHA aJUIIOCTPOYBae CTaH JOCIEaHara nparacy, a
yce 3amasblyaHbisl 3 JIITAPATypHBIX 1  IHIIBIX  KPBIHIL  T3ap3ThIYHBIA,
MeTaJallariyHbld 1 METaAbIUHBIA IMAJIAKOHHI 1 KaHIPIIIBI CyIpaBaKaroIa
crachUIKami Ha 1X ayTapay.



