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INTRODUCTION

Since the mid-50's of XX century advertising is an integral part of modern
developed society. It is based on information, on the one hand, and beliefs - on the
other. These functions can be compared with some basic language functions. Many
domestic and foreign scholars define the language of advertising as a special
language endowed with a certain set of properties and qualities. Therefore, the
language of advertising is an extremely interesting material, the study of which can
enrich the theory of linguistic stylistics and provide a complete picture of functional
language styles.

Today the researchers focus on lexical features (L.O. Zimina, T.V. Krutko),
conceptual structure, syntactic, stylistic, structural-semantic, communicative-
pragmatic features of the advertising text (E.P. Isakova, TA Kozina, K.O. Korableva,
N.S. Lisa, A.l. Radu), the evaluative component of the text and the linguistic means
of expression of evaluation ( O.E. Tkachuk - Myroshnychenko, SA Fedorets, J.
Leach, etc.). Scientific research by M.K. Apetyan, U.K. Kirmach, OS Baskakova,
DM Dobrovolskaya, and A.O. Malyshenko is devoted to the problems of translation
of advertising texts. However, it is impossible to call this topic exhausted, as this
issue is characterized by multifaceted and insufficient study of its manifestations.

The urgency of the work is motivated, thus, firstly, by a small number of such
studies, secondly, the growing attention of scholars to the advertising text, and
thirdly, the unquenchable interest and importance of considering the specifics of
English translation texts. This problem has been and is being posed from different
angles, it continues to attract the attention of linguists and translators, and today it
cannot be considered sufficiently studied.

The purpose of the thesis is to study the peculiarities of the translation of
English advertising texts, which determines the solution of the following tasks:

- to define the concept of advertising text and its style;

- consider the structural and semantic features of advertising texts;

- to investigate the classification of advertising texts;

- to determine the means of expression in advertising texts;



- provide translatologic characteristics of advertising text;

- identify the principles of translation of advertising texts;

- describe the methods and techniques of transmission of means of expression
in advertising texts;

- to conduct a practical study of the peculiarities of the translation of English-
language advertising texts.

The object of research is advertising texts in Anglo-American Internet
resources.

The subject of the research is the peculiarities of their reproduction in the
Ukrainian language.

Research methods. The paper uses a complex technique that combines
discursive, text-interpretive, act-speech analysis.

The study was based on a text sample of advertising messages from English-
language Internet sites.

The theoretical significance of the work is that the research results and
conclusions are a contribution to the further development of text linguistics,
pragmalinguistics, translation studies, contributes to the development of problems of
language learning as a social phenomenon in close connection with practical human
activity.

The practical significance of the work lies in the possibility of using the main
provisions of the work and the collected language material in teaching modern
English courses, in practical classes on the translation of advertising texts.

Structure of the work: the work consists of an introduction, two chapters,

conclusions, a list of reference.
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