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PE®EPAT

Jlunnomuast padota 50 c1p., 2 T71aBbl, 32 UCTOYHUKOB, 4 TIPHIIOKCHHUS.

KatoueBbie cioBa: PEKJIIAMHBIM TEKCT, CJIOTAH, DKCIIPECCHA,
COXPAHEHUE OKCIIPECCHUH, CPEJACTBO BbIPASUTEJIbBHOCTH,
®OHETUYECKHNH YPOBEHbD, JTEKCUKO-TPAMMATUYECKNN YPOBEHB,
CTUJIMCTUKO-TPAMMATHUYECKHNI YPOBEHb, KOMBMHNUPOBAHHBII
YPOBEHbD.

OO0beKT MccJIeIOBAHUSA: TEKCT AHTIIOA3BIYHON PEKIIAMBI.

Lenab ucciaegoBaHusi: BBIABUTH OCHOBHBIE CTPAaTE€rMU W IMPUEMbI NEPEBOJA
AHTJIOS3BIYHBIX PEKJIAMHBIX TEKCTOB HA PYCCKUH SI3bIK U CTENEHb COXPAaHEHUS
HKCIIPECCUU B UCCIEAYEMBIX TEKCTaX MPHU MEPEBO/IE.

Meroabl uccaeg0BaHUsl: METOJ CIUIOIIHOM M HaNpaBJICHHOW BBIOOPKH,
OMHCATENIbHBI METO/, METOJl KOHTEKCTYaJIbHOTO aHaJIh3a, METOJI KAYeCTBEHHOTO
Y KOJIMYECTBEHHOI'O aHAJIN3A.

ITosrydyeHHble pe3yJbTaThbl U MX HOBHM3Ha: B paboTe ycTaHOBIIEHO, YTO MpU
NEPEBO/IE PEKIAMHBIX TEKCTOB IE€pEAaeTcsl HE TOJBKO COJEpKaHUEe, HO U
AKCIIPECCHs, 3aKII0YEHHasl B TEKCTE OpUTHHala. B mpoiiecce nepeBojia peKjIaMHbIX
TEKCTOB MEPEBOJUUK PEIIAECT HE TOIBKO S3bIKOBBIE U TMHIBUCTUYECKHUE 3a]1a4H, HO
Y HAXOJUT MyTH pelIeHus: MpoOJIeM Nepeiayu dKCIPECCUH, 3aKIFOUEHHON B TEKCTE
opuruHana. JlanHble TpoONEMbl TIEPEBOJIa HEMNOCPEJACTBEHHO CBSI3aHBI C
CEMAHTUYECKUMHU PAa3IUUMsIMU MEXIY HCXOJHBIM MU MEPEBOAHBIM SI3bIKAMH, HUX
XapaKTEPHbIMA OCOOEHHOCTSIMUA HCIOJIb30BAaHUSI TE€X WM HHBIX SA3BIKOBBIX
IPUEMOB B IIPOLIECCE KOMMYHUKAIUH.

I[IpakTHyeckass 3HAYMMOCTb MCCJAEJOBAHUSA M 00J1aCThb NPUMEHEHUS:
JTAHHOE MCCIIEIOBAHUE MOXKET MOCIYKUTh MaTepuajgoM i padoThl B paMKax
JUCUUIUIMH TepeBoja W CTWIMCTHKHU. llpencraBieHHas aBTOpOM padOThI
KJaccu(ukanus peKIaMHBIX CIOTAaHOB MOKET MCIOJIb30BaThCsl B JalbHEHIIMX
UCCJIeIOBAHUSIX.



POD®EPAT

Heimiomuas padora 50 crap., 2 pa3nzena, 32 KpbIHill, 4 1agarka.

KmwuaBbia ciaoBbl: POKJIAMHBI TOKCT, CJIOT'AH, OSKCIIPOCIA,
3AXABAHACIIb DOKCIIPOCII, CPOHAK BBIPABHACII, ®AHETBIYHBI
V3POBEHb, JIEKCIKA-TPAMATBIUYHBI V3POBEHbL, CTBIIICTBIKA-
I'PAMATBIYHBI V3POBEHB, KAMBIHABAHBI Y3POBEHb.

AO0'eKkT HacjiefaBaHHsI: TOKCT aHTJIaMOYHaW pIKJIaMBbl.

MbTa faaciegaBaHHsSI: BBIABIIb ACHOYVHBIS CTPATATil 1 NPBIEMBI MEpaKIamgy
aHTJIAMOYHBIX PIKJIAMHBIX TOKCTAy HA PYCKYI0O MOBY 1 CTYyNEeHb 3aXaBaHHS
AKCIIPACI1 ¥ TOCIEIHBIX TAKCTAX TPl IEpaKiIaaze.

MeTtaabl gacjeqaBaHHs: METaJ] CyIPIbHAN 1 HaKipaBaHai BbIOAPKI, aIlicaJIbHBI
MeTaJ], MeTaJl KaHTIKCTyallbHara aHaii3y, MeTaJl sKacHara i KojibkacHara aHalizy.

ATpbIMaHbIfl BbIHiIKI i iX HaBi3Ha: y pabolie ycraHoyJeHa, IITO IMpPBI
nepaKiaa3e pIKIAMHBIX TIKCTAY Tepajaciiia He TOJbKI 3MECT, alie 1 AKCIpPACis,
CKJaJ3eHas Yy TOKCIE aphiriHaia. Y TMparpce Mepakiaay piIKIaMHBIX TIKCTay
NepaKaaublK BbIpallaé HE TOJbKI MOYHBISA 1 JIHTBICTBIUHBIS 3a7adbl, aje 1
3HAXO/311b INUIAX1 BBIPAIIIHHS MpadyieM TMepajadbl SKCIpACli, CKIaaA3eHall Yy
TOKCIe apbiriHana. Jlagsenblss mpabiieMbl Tiepakiaay HemacpdJHa 3BS3aHBIS 3
CEMaHTBIYHBIM QJPO3HCHHSAMI IMaMiX 3bIXOJHAW 1 TIepaBOAHA MoBami, IX
XapaKTAPHBIMI aca0iBaclsgMi BBIKAPBICTAHHS THIX Il 1HIIBIX MOYHBIX MpbIEMAY Y
mparpce KaMyHiKaIbli.

[IpakTbiluyHasi 3HAYHACHb JacjelaBaHHA i BoOJacUb NPbIMAHEHHS:
Ja73eHae JaciielaBaHHEe MOXa MaCIyXbIllb MaT3phIsUIaM [JIs Mpaibl ¥ pamKax
JOBICHIBITIIIH — mepakiany 1 crbuticToiki. [lpagcraynmenas ayrtapam  mparisl
Kiacipikanplsi pOKIAMHBIX CJIOTaHAy MO’Ka BBIKAPBICTOYBAIA Y JAAJICHIIBIX
JaciaenaBaHHsX.



SUMMARY

Diploma project 50 pp., 2 chapters, 32 sources, 4 app.

Keywords: ADVERTISING TEXT, SLOGAN, EXPRESSIVENESS,
PRESERVATION OF EXPRESSIVENESS, MEANS OF EXPRESSIVENESS,
PHONETIC LEVEL, LEXICAL AND GRAMMATICAL LEVEL, STYLISTIC
AND GRAMMATICAL LEVEL, COMBINED LEVEL.

The object of the study: the text of the English-language advertising.

The aim of the research: is to identify the main strategies and techniques for
translating English-language advertising texts into Russian and the degree of
preservation of expressiveness in the texts under study during translation.

Research methods: method of continuous and directed sampling, descriptive
method, method of contextual analysis, method of qualitative and quantitative
analysis.

The results obtained and their novelty: The work established that the
translation of advertising texts transmitted not only the context, but also the
expressiveness contained in the original text. In the process of translating
advertising texts, the translator solves not only linguistic problems, but also finds
ways to solve the problems of transfer the expressiveness contained in the original
text. These translation problems are directly related to the semantic differences
between the original and translated languages, their characteristic features of the
use of certain language techniques in the communication process.

The practical value of the research and spheres of application: this research
can serve as material for work in the framework of translation and style. The
classification of advertising slogans presented by the authors of the work can be
used in further studies.



