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Сучасна парадигма іншомовної бізнес-комунікації: передові 

міжнародні практики та міжкультурна інтеграція: матеріали 

Всеукраїнської науково-практичної студентської конференції з 

міжнародною участю 19 квітня 2024 р., ЗУНУ. 520 с. 
 

До збірника увійшли тези доповідей учасників Всеукраїнської науково-

практичної студентської конференції з міжнародною участю «Сучасна 

парадигма іншомовної бізнес-комунікації: передові міжнародні практики та 

міжкультурна інтеграція», в яких висвітлюються актуальні питання 

сучасності іноземними мовами та обґрунтовуються результати студентської 

науково-дослідної роботи. Видання збірника матеріалів конференції 

сприятиме мотивації студентської молоді до вивчення іноземних мов, 

формуванню вмінь та навиків іншомовного ділового спілкування та 

міжкультурної інтеграції, подальшому залученню їх до науково-дослідної 

роботи та міжнародної співпраці. 

За зміст наукових праць та достовірність наведених фактологічних і 

статистичних матеріалів відповідальність несуть автори публікацій та їхні 

наукові керівники. У збірнику зберігається стилістика та орфографія 

авторів матеріалів. 

Для студентів та аспірантів закладів вищої освіти. 
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localization are integral components of the video game industry, facilitating global 

distribution and cultural accessibility. As technology continues to evolve, the 

landscape of game localization will also undergo significant changes. Future research 

in this area should focus on exploring emerging trends, such as virtual reality 

localization and the impact of artificial intelligence on translation quality. By 

addressing these challenges and embracing new opportunities, the gaming industry 

can continue to thrive in an increasingly diverse and interconnected world. 
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Problem Statement. The growing attention to the study of advertising as a text 

in contemporary scholarship is not accidental. Advertising, being an integral part of 

our cultural space, uses linguistic means to achieve its goals. These means can be 

both direct and indirect, including verbal manipulation, which makes the study of 

advertising texts particularly relevant. The study of advertising as a text and the 

problems associated with the translation of advertising texts is an important task. 

Studying these issues will help us better understand how advertising influences 

people and improve the process of translating advertising texts. 

Objectives. The objectives of the research are to consider the English-language 

advertising texts and their Ukrainian translation stylistic features. This involves 

examining the use of language and potentially manipulative strategies employed in 

advertising to achieve its persuasive goals across various sources including literature 

[1] and online resources [2; 3]. 

Methods. While conducting research, various methods were used, viz. 

transliteration, literal translation (direct translation), calculation, indirect translation, 

adaptation. 

Results. Our work revealed that by understanding the stylistic features that make 

English advertising so persuasive and the challenges involved in translating them into 

Ukrainian, we can ensure that marketing messages effectively reach new audiences 
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and achieve their intended impact across cultural boundaries. English-language 

advertising texts are crafted to be persuasive and memorable, and they achieve this 

through a distinct set of stylistic features. We provide some of the key elements: 

1. Conciseness and clarity: ads need to grab attention quickly and deliver their 

message in a way that’s easy to understand. Sentences tend to be short and direct, 

with a focus on active voice. 

2. Figurative language: advertising makes heavy use of figures of speech to 

create vivid imagery and emotional connections. Similes, metaphors, personification, 

and hyperbole are all popular tools. For instance, a car ad might use a metaphor like 

“Unleash the beast within” to evoke a sense of power. 

3. Likewise, repetition is important: catchy slogans and phrases are often 

repeated throughout the ad to create a sense of memorability. 

4. Imperative Mood is often used too: commands and directives are prevalent in 

advertising, telling us what to do (“Try it today!”) or how we’ll feel (“Look your 

best!”). 

Among the various methods, strategies, transformations, and ways of translating 

English-language advertising texts, we will highlight those that are the most common 

in the Ukrainian advertising space, namely transliteration, literal translation (direct 

translation), calquing, indirect translation, and adaptation. 

Let’s consider a few examples. 

Transliteration. This method uses the transliteration of English words into 

Ukrainian letters. It is used when it is important to preserve the sound of the slogan, 

for example, for brands with a global presence. For example: 

Slogan: Nike – Just Do It 

Translation: Найк – Просто зроби це 

Literal Translation (Direct Translation). This method uses a direct translation of 

the words of an English slogan into Ukrainian. It is used when it is important to 

preserve the exact meaning of the slogan. For example: 

Slogan: McDonald’s – I’m lovin’ it 

Translation: МакДональдз – Я це люблю 

Calquing. This method uses calquing, i.e. literal translation of an English slogan 

with adaptation to Ukrainian grammar. It is used when it is important to preserve the 

slogan’s imagery. For example: 

Slogan: Coca-Cola – Enjoy 

Translation: Кока-Кола – Насолоджуйся 

Indirect Translation. This method uses an indirect translation, i.e., conveying the 

meaning of an English slogan in Ukrainian in other words. It is used when it is 

important to adapt the slogan to the Ukrainian cultural context. For example: 

Slogan: Apple – Think Different 

Translation: Apple - Думай інакше 

Adaptation. This method uses adaptation, i.e. a complete change of the slogan 

for the Ukrainian market. It is used when an English slogan cannot be adequately 

translated into Ukrainian. For example: 

Slogan: Carlsberg − probably the best lager in the world 

Translation: Carlsberg − мабуть, найкраще пиво в світі 
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Conclusions. This research examined the stylistic features of English-language 

advertising texts and explored the challenges associated with translating them 

effectively into Ukrainian. By analyzing various advertising examples and translation 

methods, we found that a successful translation goes beyond simply conveying the 

literal meaning of the words. Further research in this area could explore the 

effectiveness of different translation methods on Ukrainian audience. 
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Problem Statement. When starting to translate children's literature, the first task 

of a translator is to determine the audience for the work. In the case of children's 

literature, its reader is characterized by age, and the younger the reader is, the more 

difficulties the translator faces. It should be remembered that he is a communicator 

between two worlds, adult and children's. [1, p. 157]. A major problem for the 

translator will be the inability to fulfill this role, the inability to break down the wall 

between the worldview of the children's audience and the experience of the adult 

author and translator. 

Objectives. We need to identify the difficulties that may arise when translating 

works of children's literature. We all remember Pinocchio, Little Red Riding Hood, 

and The Three Little Pigs; stories with authors from different origins that have 

marked our childhood and continue to do so for current and future generations. 

Methods. Methods. While conducting research, various methods were used, 

viz.determining the tone and style of our translation, translation of proper names and 

objects, synthesis and generalization. 

Results. First of all, let's define the style and tone of our translation, because 

children's imagination is extremely visual, and they will always prefer this to abstract 

or vague. They want to visualize what they are reading in their minds, so a style rich 

in descriptions will help to attract and engage their attention [2]. 


