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PE®EPAT

Hurnimomuass pabora 88 c., 2 r1iaBbl, 3 OPWIOKEHHS, 6 WUIIOCTpalui, 2
TaOIUIBI, 47 UCTOYHUKOB.

Karo4yeBbie cJioBa: CIIOPTUBHBII  MAPKETHHT, CJIOT'AH,
OKCIIPECCHMBHBIE CPEJCTBA, CTUMVYJIATUBHBIE MHCTPYMEHTHI,
CTPATEI'MMU ITEPEBOJIA.

O0beKkT uCCAeI0BAHUA: aHIJIO- W PYCCKOS3BIYHBIE PEKIAMHBIE CJIOTAHbI
CIIOPTUBHOM TEMATHUKH.

Heabr  mccienoBaHusi  3aKIIOYaeTCI B ONPEACIICHHMM  BepOaIbHBIX
AKCIIPECCUBHO-CTUMYJISITUBHBIX MHCTPYMEHTOB MApPKETUHIOBOM KOMMYHUKAIIMU B
cdepe criopTa.

MeTtoabl McCaeI0BAHMS: aHAJUTHYCCKUM METOJ, CTHJIIMCTHYCCKHUM aHaju3
pPeKJIIaMHBIX  CJIOTAaHOB, aHAIM3 OCOOCHHOCTEH TMeEepeBOJa  AHTJIOSA3BIYHBIX
PEKJIaMHBIX CJIOTAaHOB Ha PYCCKUM S3bIK, KOJWUYECTBEHHO-KAUECTBCHHBIN aHAIN3,
CPaBHUTEIBbHO-COMOCTABUTEIbHBIA METO/I.

IlonyuyeHHble pe3yabTaThl M HMX HOBH3HA. B pabote mpeacTaBiieH
AHTJIOSI3BIYHBIN PEKJIAMHBIN CJIOTaH KaK 3HAaYMMbIA MHCTPYMEHT CIIOPTHBHOIO
MapKeTHHTa B COBPEMEHHOM HH()OPMAIIMOHHOM OOIIECTBE; OINpEJIeIeHbl €ro
AKCIIPECCUBHO-CTUMYJISITUBHBIC cpeacTBa u CTpaTeruu nepeiavn
AKCIIPECCUBHOCTH TMPH MEPEBOJE CIIOPTUBHBIX PEKJIAMHBIX CJIOTAaHOB Ha PYCCKHU
a3blKk.  [IpoBeileH  CpaBHUTENBHBIM  KOJWYECTBEHHO-KAUYECTBEHHBIM  aHAJU3
KOHIICIITOB, 00BCKTOB, JTUHTBUCTUYECKUX u MapaJuHIBUCTUYECKHUX
AKCIIPECCUBHBIX CPEJICTB AHTJIOSI3BIYHBIX U PYCCKOS3BIYHBIX CJIOTaHOB CIIOPTUBHOM
pEKJIaMBbl.

IIpakTHyeckasi 3HAYMMOCTH HCCJAEIOBAHUS M 00J1aCTh TNPUMEHEHMSs.
[TonydeHHBIC TaHHBIE MOTYT OBITH MCITOJIB30BAaHBI JJISI aHAJIM3a STHOKYJIBTYPHBIX
OCOOCHHOCTEH TIOCTPOCHHMS MApPKETHHTOBOM KOMMYHHMKAIIMM B  Pa3IdIHBIX
00JIacTSIX COLMAIBHOTO IPOCTPAHCTBA, B Pa3HBIX S3BIKOBBIX KYJIbTypax; B
MEPEeBOJIC AHTJIO- M PYCCKOSI3BIUHBIX MAPKETHHIOBBIX TEKCTOB; IMPU IMOATOTOBKE
MEPEBOTYMKOB M B MPAKTUKE MPO(HECCHOHAIBHOTO MEPEeBO/Ia; TPH MOCICTYIOIINX
UCCJICIOBAHUSIX B OOJACTH PEKJIAMHOTO JIUCKYpCa, W3YYEHUW pPEKIaMbl Kak
JUCLUUIUIMHBI B YHUBEPCUTETAX W BBICIIMX IIKOdaX. [lonydeHHble TaHHBIE TaKKe
MOTYT OBITh MCIOJIb30BaHbl B XOJI¢ MPEMOIaBaHUs TaKUX IUCIUIIINH KakK «SI3bIK
CMWM», «ITucbmenHbIl nepeBoa», «CTUIUCTUKA», B KYJbTYPOJIOTUU, TEOPUH U
IIpaKkTHKE peKiiamMbl B padbote PR—oT/em0B koMnanuii 1 peKJIaMHBIX areHTCTB.



PODEPAT

Jeimiomnas nipana 88 crap., 2 riaBbl, 3 1anarki, 6 iocTpanbiid., 2 Tadmisl, 47
KPBIHIII.

KiaouaBbis CJIOBBI: CIIAPTBHIVHBI MAPKETBIHI', CJIOT'AH,
DKCIIPOCIVHBISA  CPOJIKI, CTBIMYJIATBIYHBISI IHCTPYMEHTHI,
CTPATOI'TI TIEPAKJIAZLY.

AO’eKT pJacielaBaHHS. aHIJIa - 1 PYCKaMOYHBIS PAKJIAMHBIS CJIOTaHBI
CHapThIYHAM TAIMATHIKI.

MbTa paciexaBaHHsl 3aKirodaciiia ¥ BBIIYJICHHI BepOadbHBIX IKCHIpPICiyHa-
CTBIMYJISITBIYHBIX IHCTPYMEHTAY MapKeThIHTaBall KaMyHIKaIbll ¥ chepsl CIIOpTY.

Meraapl fgacielaBaHHS: AHANITBIYHBI  METaJ, CTBUIICTBIYHBI  aHaJi3
PAKIIAMHBIX CJIOraHay, aHaii3 acabiiBacisIy Nepakiiaay aHTJIaMOYHBIX PAKIAMHBIX
cloraHay Ha pYCKyl0O MOBY, KOJbKacHa-sKacHbl —aHalli3, MapayHajbHa-
CylnacTayisiibHbl METa/.

ATpbIMaHbIA BbIHIKI i IX HaBi3HAa. Y mpaipl NpajcTayJIeHbl AHTIAMOYHBI
POKJIAMHBI ~ CIIOTaH SIK  3HAYHBl 1HCTPYMEHT MApKETBHIHTY Y  Cy4acHBIM
1H(apMalbIiHBIM TPaMaJICTBE, BbI3HAYAHBI SITO JKCHPICIYHA-CTHIMYJISTHIYHbIS
IHCTPYMEHTBI 1 CTPATATIl Mepakiajay Ha PyCKYyI0 MOBY Ha MPBIKIAA3€ PIKIAMHBIX
ciloraHay crapThlyHail TAMAaThIKl. BbIY MpaBen3eHbl NapayHadbHbI KOJIbKACHA-
SKacCHbl aHalli3 KaHIPNTay, ab'eKkray, JIHTBICTBIYHBIX 1 MapaJTiHTBICTBIYHBIX
AKCIIPACIYHBIX CPOJIKAY AHTJIAMOYHBIX 1 PYCKaMOVHBIX CIIOTaHay CcrapThlyHal
POKIIAMBI.

[IpakTbiuyHasi 3HAYHACHb JacjielaBaHHA i BoOJacub NPbLIMSHEHHS.
ATpBIMaHbBIA J1aJI3€HbISI MOTYIIb OBIIb BHIKAPBICTAHBI JIJISl aHAJI3Y ATHAKYJIBTYPHBIX
acabmiBacisy maOyAOBbl MapKEThIHTaBal KaMyHIKaIlblli ¥ PO3HBIX TrajiHax
calbIsUIbHAM MPACTOPbI, Y PO3HBIX MOYHBIX KYJIbTypax; y Mepakiaja3e aHria - i
PYCKaMOYHBIX MapKETBIHTABBIX TIKCTAY; MPbI MaIPBIXTOVIEI MEepakiaaubikay 1 ¥
MpaKThIIbl MpadeciiiHara nepakiagy; Tpbl HACTYNMHBIX JaciielaBaHHAX y TalliHe
pAKJIaMHara JIbICKYpCY, BBIBYUSHHI PAKIAMBI SIK JBICHBITUIIHBI ¥ YHIBEPCITITAX 1
BBIIIUIIBIX MTKOJIaX. ATPBIMAHbBIA JAA3€HbIS TaKCaMa MOTYIIb ObIIb BEIKAPHICTAHbI
¥ Xoa3e BBIKIAJaHHS Takix AbICHBILIH K «MoBa CMIy, «IlicbMOBBI Tiepakiamgy,
«CTBUTICTBIKA», Y KYJIBTYpaJorii, TOOPHIl 1 MPAKTHIIBI pIKiIaMbl Yy mparkl PR—
ajy3enay KaMmaHiil 1 poKJIaMHBIX areHIITBay.



SUMMARY

Diploma project 88 pp., 2 chapters, 3 supplements, 6 charts, 2 tables, 47
sources.

Keywords: SPORTS MARKETING, SLOGAN, EXPRESSIVE MEANS,
STIMULATING TOOLS, TRANSLATION STRATEGIES.

The object of the study: English and Russian sports advertising slogans.

The aim of the research to define verbal expressive and stimulating tools for
marketing communication in the field of sports.

Methods used in the research: analytical method, stylistic analysis of
advertising slogans, translation analysis of English advertising slogans into
Russian, quantitative and qualitative analysis, comparative method.

The results obtained and their novelty. The work presents the English
advertising slogan as a significant marketing tool of the modern information
society; its expressive and stimulating tools and strategies of translation into
Russian on the example of sports advertising slogans. A comparative quantitative
and qualitative analysis of concepts, objects, linguistic and paralinguistic
expressive means of English and Russian slogans of sports advertising was carried
out.

The practical value of the research and spheres of application. The obtained
data can be used for the analysis of ethno-cultural peculiarities of marketing
communication building in different spheres of social space, in different language
cultures; in translation of English- and Russian marketing texts; in training of
translators and in practice of professional translation; in the subsequent researches
in the field of advertising discourse, study of advertising as a discipline at
universities and higher schools. The received data can also be used in teaching
such disciplines as “Media Language”, “Translation”, “Stylistics”, in cultural
studies, theory and practice of advertising in the work of PR-departments of
companies and advertising agencies.



