ISSN 2409-1154 HaykoBu# BicHUK MiXHapoaHOro rymaHiTapHoro yHiBepcuteTy. Cep.: dinonorisi. 2026 Ne 78

@ CrarTs NOIMPIOETHCS HA YMOBAX
By minensii Bigkpuroro goctymy CC BY 4.0

VIIK 811.111°367:17.022.1:821.111(73)

DOTI https://doi.org/10.32782/2409-1154.2026.78.14

Pavlenko L. L,
Candidate of Philological Sciences,

Associate Professor at the Department of the English Language

National University of Kyiv-Mohyla Academy
https:/ /orcid.org/0000-0003-1013-4224

Verhun L. I,
Candidate of Philological Sciences,

Associate Professor at the Department of International Economic Relations

West Ukrainian National University
https:/ /orcid.org/0000-0001-9882-7089

Badior N. B.,

Senior Lecturer at the Department of the English Language

National University of Kyiv-Mohyla Academy
https:/ /orcid.org/0009-0009-7430-1598

STYLISTIC FEATURES OF AN ADVERTISING SLOGAN
AS AN OBJECT OF RESEARCH IN LINGUISTICS
AND TRANSLATION STUDIES

Summary. The relevance of the article is due to
the fact that in the current period of development of digital
technologies and communication there is a tendency to shift
mental activity into the online environment. This trend has
caused the formation of a new type of communicative space,
known as digital discourse. Under this term we understand
texts that are created, expanded and operate within the Internet
space, including platforms such as social networks, online
media, blogs, forums and other similar things. resources.
The scientific novelty lies in the complex analysis
of the specifics of the translation of current digital discourse
from the English segment into the Ukrainian language based
on genre, linguistic-stylistic and pragmatic characteristics. The
relationships between the type of digital content and the choice
of translation transformations are also identified. It has been
noted that the characteristic feature of digital discourse is
its dynamism, informal nature, the inclusion of intertextual
elements, the active development of such expressions as slang
words, emotions pictographs (emoji), popular memes and other
components of verbal and non-verbal communication. These
features create significant cues for translators, and their work
requires not only the exact creation of semantic significance
of the original text, but also the preservation of its unique style,
consistent with the cultural context and pragmatic functions.
The analysis demonstrates that digital discourse functions as
a richly componentized system, which is closely intertwined
with the platform, visual design, and interaction scenarios
between the participants. Texts in the online space combine
verbal elements with graphic components, emoji, interface
elements, and clock sequences, which significantly complicates
the translation process. In some people, the emphasis shifts
from a literal aspect to a communicative one. The results
of the study show that genre diversity (for example, new
publications, social harassment, memos and reactive posts)
directly influences both the choice of translation strategies
and level of acceptable adaptation to content. In addition,

the peculiarities of a particular platform determine the rhythm
and style of communication, as well as the level of formality.

Key words: digital discourse, digital communication,
linguistic stylistics, slogan, concept, cognitive structure, digital
environment, translation.

Statement of the problem. The problem of adequate transmission
of meaning in the process of translating texts, in particular digital ones,
is inextricably linked to the concept of translation transformation. These
transformations are tools by which the translator achieves correspondence
between the content, form, function and cultural relevance of the original
and the target text. As P. Newmark rightly notes, each transformation is
designed not only to ensure lexical accuracy, but also to make the text
acceptable to a specific linguistic audience [1, pp. 81-89].

One of the most famous and at the same time most frequently
used techniques is calque, which consists in the literal translation
of the components of a term or expression. This method can be effective
in situations where a similar structure already exists in the target language
or when a new term can be easily perceived and assimilated by the reader.
At the same time, without careful contextual analysis, calque can lead
to semantic distortions, especially in the case of phraseological units or
specific vocabulary [1, p. 81].

Transliteration, as another form of direct transfer, allows you to
preserve the sound of the original. It is appropriate when it comes to proper
names, brands or neologisms that do not yet have an established version
in the target language. Such cases often occur in the digital environment,
where the speed of the appearance of new names exceeds the possibilities
of lexicographic fixation [2, p. 99].

However, it is worth understanding that transliteration or
transcription do not ensure the transfer of content. They serve, rather,
as a marker of the foreign origin of the word. Therefore, in cases where
the reproduction of only the form is not enough, it is advisable to turn to
descriptive translation. This method allows you to explain the meaning
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of a new or complex term through a descriptive construction that is close
to the understanding of the target audience [2, p. 99].

In general, descriptive translation provides semantic accuracy, but
has the disadvantage of excessive verbosity. Despite this, they remain
an effective way of translating terms that do not have exact equivalents in
the target language, especially in popular science texts or in communication
aimed at a wide range of readers.

In languages that interact within a certain thematic field, for example,
in the field of technology, economics or law, international translation is
widespread. In such cases, established, often standardized international
terms are used that retain the same or similar meaning in several
languages. This approach is especially valuable in technical documents,
where accuracy is more important than stylistic flexibility [1, p. 88].

No less important are transposition and modulation, which consist in
changing the grammatical structure of a sentence or the way of expressing
an idea in accordance with the norms of the target language. Transposition
allows you to adapt a sentence to the grammatical requirements
of translation, while modulation involves changing the logical aspect
of the statement, for example, shifting a negation to an affirmation
(“unsuccessful” — “bad”) 1, p. 85].

In parallel with traditional methods, translators of digital texts
increasingly use direct inclusion (i.c., leaving the word unchanged). This
method is justified when the word already functions in the target language
or when excessive translation could reduce informativeness. For example,
terms such as hashtag, stream, meme are increasingly used in Ukrainian
texts without adaptation [2, p. 99].

Thus the challenge of effectively conveying meaning during
the translation of texts, especially digital ones, is closely tied to the notion
of translation transformation. These transformations serve as essential tools
that enable translators to align the content, structure, purpose, and cultural
significance of the source text with its translated version.

Analysis of recent research and publications. According to
M. Sergienko’s classification, transcription and transliteration are most
often used in the process of transferring slang expressions, especially when
it comes to brand names, subcultural terms or social phenomena. However,
until borrowings become widespread, it is necessary to resort to combined
solutions, in particular, description or explanation [3, p. 4008].

In addition, as A. Avramchyk notes, the translation of youth slang
involves the use of such methods as transcription, descriptive interpretation,
direct inclusion, and generalization — when the original word is replaced
by a more general one in the target language [4, pp. 5-6].

In the same context, indirect transfer can also be useful, i.e. the use
of a semantically close, but grammatically or stylistically different option.
It often helps to preserve the general intention of the statement without
literal repetition of the structure. This approach is especially useful in
translating dynamic, expressive texts of digital discourse.

Another important category of transformations should not be ignored -
focus shifting. This is a strategy that allows you to “reorder” the logic
of the message, giving more weight to those aspects that are important to
the audience. As Bilozerska argues, focus shifting, particularly in media
texts, helps to achieve communicative purposefulness without losing
the essence of the message [5].

Therefore, none of the listed methods is universal. All transforma-
tions have their limits of effectiveness and should be applied flexibly,
taking into account the genre, purpose, type of discourse and the nature
of the audience. In a digital environment that produces new words, mean-
ings and contexts every day, the translator must not only technically master
the methods of transformation, but also intuitively feel the limits of adapta-
tion and the need for accuracy. Therefore, the problem of stylistic features

and reproduction of English-language slogans has been reflected in a num-
ber of scientific works, in addition to those mentioned above, and never-
theless requires thorough research and analysis [6], [7], [8].

The purpose of the research is to investigate the linguistic-stylistic
features of digital discourse and the issues of rendering of an advertising
slogan .

The main findings. In a number of messages [9] the need for
transposition is clearly visible. This involves not only syntactic
transformation, but also the adaptation of the grammatical structure to
the rhythm and style of the target language. For example, in the slogan
“Every child deserves to walk the right path,” a literal translation would
create a construction that is too difficult. The use of transposition allows
us to formulate a sentence that is more natural for the Ukrainian language:
«KoxHa 1uTHHA Ma€e MPaBo HTH MpaBUIbHIM HITaxom». Moving the verb
stem closer to the beginning of the sentence preserves the logical sequence
inherent in the Ukrainian language.

Another effective strategy is descriptive translation. In cases where
the short original statement has implicit meaning or involves cultural
allusions, literal translation loses its emotional charge. For example, in
the advertisement on the pole with the text “Need a haircut?” a visual game
is used, where the tear-off parts of the sheet are stylized as strands of hair.
Literal translation «[lotpiOna ctpmxka?» conveys the content, but not
the emotional content. It would be more effective to use the descriptive
version: «Yac migctpurtic? Binpusaii macMo — Tenedonyii», which
reproduces the communicative function and playful tone of the original.

In the context of environmental messages, calque is often appropriate —
in particular, when it comes to neologisms or commonly used phraseologisms
thathave already become part of global discourse. Forexample, in the message
"Don't attack the planet. Use compostable products"”, calque allows you to
preserve the thythm and contrasting metaphor in the translation: «He Hara-
Jaii Ha TU1aHeTy. BukopucToByit KommocToBaHi Marepiamiy. In this case, it
is advisable to translate the term compostable precisely with a tracing paper,
and not with a generalization (for example, “ecological”), since the accuracy
of the ecological term is lost [9].

Contrast as a rhetorical device requires special translation attention,
which often leads to the need for modulation. In the example with
the inscription “If I die — we all die”, the metaphorical construction
of the phrase is based on the empathetic merging of the life of a bee with
the life of humanity. Literal translation «SIk1ito s mompy — M# BCi TOMPeMO»
sounds too literal. Modulation allows you to adapt this expression to
cultural and stylistic norms: «3arune OmKoma — 3aruHeMo it My, while
maintaining the emotional impulse, but in a form more characteristic
of Ukrainian speech.

Some messages in the digital environment resort to a change
of focus — that is, a conscious shift of the information center. Thus, in
the advertising message "Social media status: Amazing. Real life status:
Suicidal" the transformation of a parallel construction in Ukrainian
requires both transposition and modulation. A literal translation does not
reproduce the depth of contrast inherent in the original. The following
option is appropriate: «Y couMepekax: maciusa. Y peabHoMy JKUTTI: Ha
Mexi...». Such a translation allows not only to preserve the structure, but
also to create an emotional pause, enhancing the drama of the message.

When a double meaning is played on in an advertising slogan,
the translator has to look for a semantic compromise. For example,
“50% tasty / 50% deadly”, which implies the risk of choking on popcorn.
Through the game of the format “X% — Y%, modulation and transposition
can be applied simultaneously: «50% — cmaxomak. 50% — Hebe3mekay or
«Cmauno. Ane mMoxe BOuTmy. These options allow you to convey both
thythm and threat without disturbing the dramatic balance.
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Visual allusions require a precise selection of equivalents. In
the message “UPDATE LATER”, which depicts a phone next to the scene
of an accident, the literal translation “Update later” seems grammatically
correct, but semantically neutral. On the other hand, the reformulation
in the form of a modulation “Not now. Live — write later” allows you to
preserve the effect of a warning aimed at changing behavior [9].

In the translation of digital social messages, it is no less important
to preserve not only semantics, but also visual metaphoricity. In this
context, the translator has to work with an intersemiotic code, because
the image and text together create a new holistic meaning. For example,
visual messages that address health often combine wordplay with graphic
allusion, which requires a particularly careful translation approach.

Let's take an image where the stomach is depicted as a drum,
and the text asks the reader: "STOMACH SOUNDING STRANGE?".
In this case, it is important to preserve both the play on words
and the image of the sound conveyed through the drum metaphor.
A translation that preserves the function of the message might sound
like: «Kusit Bumae muBHI 3ByKH?» or «KUBIT mymuTh He Tak?»,
which is an example of modulation, since the structure of the statement
changes according to the linguistic norm of the target language,
while maintaining the intention — to alert the reader. The translation
of the verb "sounding" is important, since it forms a double meaning:
sound as a physical phenomenon and a symptom. Other examples related
to issues of equality or social statistics are based on laconic and direct
constructions. For example, a poster with the inscription "89% of creative
directors are men." appeals to gender inequality. Here the correct
translation of the word "creative directors" is important, which should
be translated as «kpeartuBHi AupekTOpn» Or «TBOpYi KepiBHUKK». Given
the established use of Anglicisms in professional circles, it is possible to
use direct inclusion — “creative directors” with an indication of gender:
“89% of creative directors are men”. This preservation of the term
allows you to avoid losing the professional context, because replacing
it with “creative managers” can destroy the association with advertising
or the media industry. Some messages combine a provocative question
with disturbing graphics. For example, the text “WOULD YOU DRINK
THIS WATER?”, placed against the background of a toilet with a faucet,
is an example of modulation, where the question does not convey only
a fact — it forms a challenge, a protest. The Ukrainian equivalent should
not simply translate the grammar, but retain the incriminating force:
«Tu 6 BummB(na) wo Boxy?» or «A i 6 muB(1a) Taky Boxy?», which
corresponds to the intonation and intention of the English original. It is
important to understand the function of the rhetorical question as a tool
for influencing emotions, and not simply as an informative block.

Posters that depict a cause-and-effect relationship through simple,
almost infographic statements require an accurate reproduction
of semantics. The slogan “DRIVE WISE - NOBODY DIES” uses a play
on sounds and the semantics of opposition. In Ukrainian, calquing or
literal translation is «Bopiii, xymait — nixto He 3arune» — would be too
direct. The use of modulation or the selection of an equivalent, such
as “Drive carefully — you will save your life”, allows you to maintain
a balance between form and content. Here, accuracy is important not
only at the level of vocabulary, but also at the level of ethical subtext: life
depends on the driver’s behavior, and this is what should be conveyed
through translation.

Images that have a pronounced emotional subtext often use a game
of contrasts. For example, the slogan “NOT “things”, MOTHERS” is
accompanied by the visualization of a fur bag from which baby rabbits
look out. In this case, modulation is again justified, because literal
tracing could destroy the stylistic tension. The Ukrainian version is «Le

He «pediy, 1e Matepi» — preserves the contrast between objectification
and humanization, which is the main semantic focus of the statement.

In messages that use hyperbole as the main stylistic device,
it is important to maintain the metaphorical load. For example, in
the expression "EVERY VOLUNTEER IS A HERO. BE A DONOR."
the image of a hero and donation does not require a literal translation,
but rather the selection of an equivalent taking into account Ukrainian
socio-cultural norms. Variant «Koxen 1oHop — repoii. Cranb J0HOpOM»
allows you to maintain the call to action without losing the emphasis on
personal responsibility. The translation of the word "volunteer" as "donor"
is justified by the theme of the campaign, as it is about blood donation, not
volunteering in the broad sense.

Some examples rely on a verbal-visual game, where the semantic load
is divided between the image and the text. For example, the expression
“There are some things you just can’t afford to gamble with.”, in which
the teeth are presented in the form of dice, needs modulation to avoid
excessive literalism. Translation: «Jlesiki pedi — He irpamku. 3you — cepen
HIX» or «€ peui, SKUMI He BapTo pusukyBari. Hanpukraz, 3y6m» — allows
you to preserve both the logic of the expression and the advertising focus
of the message. It is important that the word "gamble" is not translated as
"to play", as this reduces the dramatic nature of the expression — instead, it
is translated through a generalization that focuses attention on the risk [9].

Finally, slogans that use the image of death as a warning have
an extremely high semantic load. For example, the message “Added sugar
is like added poison™ uses a direct comparison that does not require complex
transformations. However, to make it natural for the target language,
it is advisable to use transposition: «Jlofanuii ykop — K OTpyTa» or
«Uyxop — nomarkosa orpyray. This structure preserves the imperative tone
and conciseness inherent in the advertising genre.

Results. The process of selecting an appropriate equivalent serves as
one of the most essential and fundamental tools in a translator's repertoire.
This approach relies heavily on identifying a word, phrase, or expression in
the target language that most accurately conveys the meaning and nuances
of the original text. However, this task becomes significantly more
challenging in the realm of digital texts, where international or borrowed
words often evolve to take on new implications, connotations, or shades
of meaning across different languages and cultures. It is in such cases that
the translator must pay careful attention to the broader sociolinguistic
context, ensuring that the chosen terms resonate appropriately within that
cultural and linguistic framework. When a direct or precise equivalent
remains elusive, translators often turn to an alternative approach:
employing an approximate translation. This method seeks to preserve as
much of the original meaning as possible while allowing for necessary
adjustments and adaptations to make the content accessible to the target
audience. Such flexibility is especially vital when handling dynamic
elements of language, such as contemporary slang frequently used
among younger demographics or emerging terms that have yet to solidify
standardized definitions or conceptual boundaries. In these instances,
approximation becomes a practical tool to strike a balance between
fidelity to the source material and the adaptability required for meaningful
communication in a new linguistic context.
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Iagaenko JI., Bepryn JI., Bagbiiop H. Cruiicrununi
0CO0IMBOCTI PEKJIAMHOIO CJIOTAHA IK 00’ €KTAa 10CTi/IZKEHHS
MOBO3HABY0I Ta NEPEKIA03HABY0I HAYKH

AHoTanis. AKTyalbHICTb CTarTi OOyMOBIEHA THM,
o B cyuyacHUil mepiof po3BUTKY LHU(DPOBUX TEXHOJIOTIH

1 KOMyHIKallilf  CIOCTEpIra€TbCsi CTPIMKE  3MIIEHHS
MOBJICHHEBOI ~aKTUBHOCTI B  OHJaliH-cepemoBuiie. Lls
TEHJEHLIs  CHOpUYMHMIA  (OPMYBaHHS  HOBOIO  THILY

KOMYHIKaTHBHOT'O IPOCTOPY, BIIOMOIO siK U(poBuUil quckypc.
Ilin MM TepMiHOM pO3YMIIOTh TEKCTH, sIKI CTBOPIOIOTHCH,
HOUIMPIOIOTHCSL Ta (PYHKLIOHYIOTb y MeEXKaX IHTEpHeT-
IIPOCTOPY, OXOILIIOI0UHU TaKi INIaT(OPMU, SIK COLIaIbHI MEPEKi,
oHNaiiH-Menia, Onoru, QGopymu Ta iHm noaiGHI pecypcH.
HaykoBa HOBM3HA IOJAra€ y MPOBEICHHI KOMILJIEKCHOIO

aHallizy crnenudiku TepeKiaxy CydacHOro Lu(ppOBOro
JUCKYpCYy 3 aHINIOMOBHOTO CErMEHTY Ha YKpaiHCBKY
MOBY 3 YpaxyBaHHSM JKaHPOBHUX, JIIHI'BOCTHJIICTHYHUX

i [OparMaTHYHUX — XapaKTepUCTHK. TakokK  BHU3HAYCHO
B32€MO3B’SI30K MI’K THIIOM IIHU(YPOBOTO KOHTECHTY Ta BHOOPOM
MepeKyaabkux TpaHcdopmaiiiii. 3po0IeHO BUCHOBOK, IO
XapaKTEPHOI OCOOIHMBICTIO IUPPOBOTO TUCKYPCY € HOro
JUHAMIYHICTB, He(hOpMAIIbHUI XapaKTep, BIIKPUTE BKUBAHHS
IHTEPTEKCTYaIbHUX ~ CIICMCHTIB, AaKTHBHE BHKOPHCTAHHS
TakuxX 3ac00iB BHUPAKCHHS, K CJICHIOBI BUCIIOBH, CMOIIiiHI
MiKTOrpaMu (€MO31), TIOMyJISIpHI MEMH Ta iHII KOMIOHCHTH
BepOanbHOT Ta HeBepOanbHOT KomyHikarii. 1{i ocobmuBocti
CTBOPIOIOTH 3HAYHI BHUKIIUKH JUIS TIEPEKIIANAviB, a/pKe IXHs
poboTa BUMarae He TiJIbKA TOYHOTO BiJITBOPEHHSI CMHCIIOBOTO
HaBAaHT@KCHHS TEKCTY OpHTiHaNy, a W 30epeKeHHS HOro
YHIKQJIBHOTO CTHJIO, BIAMOBIIHOTO KYJIBTYPHOTO KOHTEKCTY
Ta mparMatuuHol (QyHKIi. AHami3 MPOJAEMOHCTPYBAB, IO
uudpoBuil  AUCKYypC (QYHKIIOHYE SK 0araTOKOMIIOHCHTHA
CHCTEMa, JIC MOBIICHHSI TICHO TIEPEIUTITAETHCS 3 TIAT(HOPMOIO,
Bi3yaJIbHUM  O(OPMIJICHHSIM Ta CIICHAPisIMA  B3a€MOIIT
KOpuCTyBa4diB. TEKCTH B OHJIAWH-TIPOCTOPI TIOEJHYHOThH
BepOasbHi eleMeHTH 3 rpadiYyHUMU KOMIIOHCHTAMH, eMOJI31,
eleMeHTaMu iHTepdeiicy Ta 4acOBUMH OOMEKCHHSIMH, IO
3HAYHO YCKJIAJHIOE MPOIEC MepeKiaany. Y HbOMY aKICHT
3MIIIy€eTbCS 3 OYKBaJIbHOI BIAMOBIAHOCTI Ha BiJTBOPCHHS
KOMYHIKaTHBHOTO Hamipy. Pe3yibraru qoCiiyKeHHS CBiT4aTh,
110 YKAaHPOBE PI3HOMAHITTS (HAIPUKIIAl, HOBUHHI MyOiKaii,
comliajbHI 3BEPHCHHS, MEMH UM pCAKTHBHI JIOMHCH)
Oe3rnocepeIHbO BIUIMBAE SIK Ha BHOIp TepeKiIamalbKux
CTpaTerii, Tak i Ha CTYMiHb JOMYCTUMOI aJanTaIlii KOHTCHTY.
Kpim Toro, 0co0IMBOCTI KOHKPETHOT IIIATHOPMH BU3HAYAIOTh
PHTM i IOBXKUHY BUCIIOBIIFOBaHb, & TAKOXK 33/1aF0Th O4iKyBaHHS
MIO/I0 CTHIIIO MOBIIOMJICHHS, HOTO €MOIIIHHOTO 3a0apBICHHS
Ta piBHSA (HOPMAIILHOCTI.

KuarwuoBi caoBa: 1wmdpoBuit  auckypc, 1udposa
KOMYHIKaIlisl, TIHTBOCTHJIICTHKA, CJIOTaH, KOHIICIT, KOTHITHBHA
CTPYKTypa, Iu(ppPOBE CEPEIOBHIIIE, ICPCKIAL.
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