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The article is dedicated to the study of the non-verbal communicative means in the aspect of translation, in particular
strategies, tactics and devices of rendering non-verbal elements of speech etiquette while translating business discourse.
The theoretical grounding for the article was formed by the works by Ukrainian and foreign scholars in the field of intercul-
tural communication. In the course of the research there have been investigated the peculiarities of the structure, seman-
tics and functioning of the non-verbal elements of speech etiquette. It has been proved that the incorrect interpretation
of gestures, poses, look, clothes by the representatives of different cultures may result not only in the cultural and commu-
nicative barrier but also in the total failure. The research has been carried out on the basis of the scripts of business talks
and conferences in English and their Ukrainian translations.

It has been revealed that the dominant strategy in rendering non-verbal communicative means in translating English
business discourse into Ukrainian is the strategy of re-addressing, relying on which the translator chooses translation tac-
tics and devices. The choice of the strategy is connected with the relevance of the achievement of the communicative goal
of the audience’s persuasion in this type of discourse. The leading role among the tactics is given to the tactic of rendering
relevant information, tactic of linguistic and cultural adaptation and tactic of correct information presentation. The most
recurrent translation devices are descriptive translation and contextual replacement. The perspective is seen in the more
detailed analysis of each variety of non-verbal communicative means in the aspect of their rendering in translation into
other languages.

Key words: nonverbal communication, business discourse, speech etiquette, speech communication, proxemics,
chronemics, kinesics, translation strategies, tactics, devices.

CratTio NMpUCBSIYEHO AOCHIAKEHHIO HeBepbanbHMX 3acobiB KOMYHiKaLii B acnekTi nepeknagy, 30Kpema BUBYEHHIO
CTparTeriii, TaKTUK i NPUAOMIB BiATBOPEHHS HEBEpOanbHMX eNeMeHTIB MOBJIEHHEBOIO ETUKETY NiJ Yac nepeknaay AinoBoro
auckypey. TeopeTnyHUM NiarpyHTsM CryryBanu OOCATHEHHS BITYM3HAHMX i 3apyOikHMX OOCNIQHUKIB Y cdepi MiXKKymnb-
TYpHOI KOMYHiKauii. Mig Yac gocnigXeHHs BMBYEHO OCOGMMBOCTI CTPYKTYPW, CEMAHTUKM Ta (PyHKUiOHANbHOMO Npu3Ha-
YeHHs1 HeBepbanbHUX eNeMEHTIB MOBNEHHEBOO eTUKETY. [loBEAEHO, LU0 HeMpaBuiibHa iHTepnpeTaLis XeCcTUKynsuii, nosu,
nornsgy, ogsary npeacTaBHUKaMU Pi3HUX KYNbTYp MOXeE MPU3BECTM He TiNbKW OO CTBOPEHHS KYMNbTYPHO-KOMYHIKaTUBHOIO
Gap’epy, a 40 NOBHOI KOMYHIKaTMBHOI HeBAaYi. [locnigXeHHs NpoBagMIIoCh Ha MaTepiani TPaHCKpPUNTIB AinoBux nepe-
MOB i KOH(pepeHLi aHrMINCbKO MOBOIO Ta iX NepeknagiB yKpaiHCbKO. Y npoueci 4OCHIAXEeHHS BU3HA4YE€HO 3aKOHOMIp-
HOCTI, AIKi 4O3BONMNKN CHOPMYIOBATU OCHOBHI BUCHOBKW. YpaxoBaHO HagbaHHS HayKoBLUIB y pO3Bigkax 3a 3a3Ha4eHo
TEMaTKOIO.
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3akapnarceKi ¢inonoriudi cryaii

3’sicoBaHo, L0 NPOBIAHOI CTPATETIEN Y BiATBOPEHHI HEBEpOanbHMX KOMYHIKaTMBHMX 3ac0biB y nepeknai aHrmomoB-
HOro AiNoBOro AMCKYPCY YKpaiHCbKOK MOBOIO € CTpaTeria nepeagpecadii, BignosigHo A0 SKoi nepeknagay obupae TakTuku
i npuromMmn nepeknagy. Bubip wiei ctpaterii noB’a3aHnii i3 BUpiLLanNbHOK PONSIo AOCATHEHHS KOMYHIKaTUBHOI METMW B LIbOMY
Buai auckypcy. Cepen TakTUK rofioBHE MiCLie MOCigalTb TaKTuKa NepenaHHs pernieBaHTHOI iHdhopMalLii, TakTuka niHreo-
KynbTYPHOI aganTauii i TakTMka KopekTHoro ocpopmneHHs iHpopmaldii. Cepeq nepeknagaLbkux NpMnomMis HanbinbLw pos-
NOBCIOXXEHNMUN BUSBUNNCL OMUCOBUIA NepeKknaj Ta KOHTEeKCTyarnbHa 3amiHa. [locnigxeHHs Mae noganbluy NepcrnekTuBay.
MepcnekTvBa Bba4YaeTbea B Ginbll AeTanbHOMY aHarmidi KOXKHOro OKPeMoro pisHOBUAY HeBepOanbHUX KOMYHIKaTUBHUX
3acobiB B acnekTi iX BifTBOPEHHS Y Nepeknagi Ha matepiani iHLWnX MOB.

KntouoBi cnoBa: HeBepbanbHa KOMYHikauisi, 4iNIOBUIA AUCKYPC, MOBIIEHHEBUIA ETUKET, MPOKCEMiKa, XPOHEMIiKA, KiHe-

CvKa, nepeknagaubki cTpaterii, TaKTUKK, NpUioMu.

Introduction. Today, all human relationships
are based on communication. As you know, there
are a lot of types of communication. However,
the manifestation of non-verbal elements of commu-
nication in the situation of communication between
representatives of two different cultures — English
and Ukrainian — is of particular interest. The interdis-
ciplinary nature of non-verbal communication is due,
first of all, to the fact that the very concept of “com-
munication” is universal and is included in the sci-
entific circulation of representatives of most natural
and socio-humanitarian disciplines. For example,
from a sociological point of view, communication
is “the transfer of one or another content from one
consciousness to another by means of signs”, within
the framework of psychological sciences commu-
nication should be considered as a “specific form
of interaction between people in the process of their
cognitive and labor activities”. The theoretical basis
was the intelligence of well-known scientists associ-
ated with non-verbasal communication, in particular:
N.D. Arutiunova [1], LN. Gorelov [2], M.L. Knapp
[3],A.A. Leontiev [4], T.A. Orlova [5], J. Rancier [6],
A.P. Sadokhin [7], V.I. Sobolev [8].

Problem-setting. The research is focused upon
the peculiarities of rendering non-verbal elements in
translating English business discourse into Ukrainian.
The task is to outline the prominent translation strate-
gies, tactics and operations including transformations
at work. The urgency of the study is predetermined by
its focus on the underinvestigated parameters of busi-
ness discourse translation, in particluar means of ren-
dering non-verbal elements of business etiquette. The
novelty of the research is in an attempt to perform
an overall study of the non-verbal peculiarities.

The objective is formulated as the outline
of the specificity of the non-verbal communicative
means in English business culture and the ways
of their adequate rendering in Ukrainian translation.
In order to achieve the goal the following steps have
been taken: to determine the features of non-verbal
communication as an important element of human
speech interaction; to determine the relationship
of non-verbal communication with other commu-
nicative means; to highlight the main components
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of non-verbal communication; to characterize para-
linguistic units of non-verbal communication; to
determine such aspects of non-verbal communication
as proxemics, chronemics and kinesics; to analyze
different gesture classifications.

Materials and methods of research. The
research was carried out on the basis of the tape-
scripts of business negotiations and conferences
in English and their translations into Ukrainian. In
the course of the research the following methods
were employed: the method of sampling processing,
the method of systematization and generalization,
methods of contextual and comparative analysis,
methods of analysis and synthesis were used.

Findings. It should be noted that psychologists
involved in the study of non-verbal communication
adhere to the conclusion that non-verbal communica-
tion contains all the factors of a person’s self-expres-
sion not grounded by words.

According to their observations, reading non-ver-
bal code is achief pre-requisite of relatively efficient
communication [3, p. 152]. Non-verbal communi-
cation is defined by psychologists as a general term
including all the aspects of communication realized
without the employment of speech means. Gestures,
body language, eye contact, factors of the context,
predictions etc. All the enumerated means fall into
the sphere of the communication system compo-
nents, transmitting information without the employ-
ment of the purely linguistic units. This definition
proves a close relationship of non-verbal commu-
nication with such sciences as kinesiology, paralin-
guistics, proxemics. One of the most detailed defini-
tions of non-verbal communication, in our opinion,
is the definition by A.A. Leontiev: “Non-verbal com-
munication is not a linguistic communication with
non-verbal components” [4, p. 143].

A.P. Sadohin under non-verbal communica-
tion in science understands a set of non-linguistic
means, symbols and signs, used to transmit informa-
tion and messages in the process of communication
[7, p. 158].

M.S. Andrianov gives the following definition:
“Non-verbal communication is a set of non-speech
communicative means — a system of gestures, signs,
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symbols, codes used to transmit messages with
a high degree of accuracy, which play a crucial role
in understanding each other” [1, p. 12].

Non-verbal communication complements the ver-
bal message: if a person smiles and says: “Dear
Ladies and Gentlemen”, these two actions com-
plement each other. The complement indicates that
non-verbal elements make the language more expres-
sive, explain and refine it. A smile, when a person
greets the audience, also complements the language
message. If a language is accompanied by gestures —
it is better understood.

Non-verbal behavior also often contradicts lan-
guage messages: if you do not look into the eyes
of your interlocutor and say: “I¢ is very nice to talk
to you”, such a non-verbal action indicates the ref-
utation of your positive verbal message. Refutation
means that non-verbal behavior contradicts a person’s
words. If you say that you are happy to talk to some-
one, but at the same time you are so gloomy, you are
aloof and reserved, the interlocutor will surely doubt
your sincerity.

Non-verbal behavior can also refute what has
been said (this can happen due to the spontaneity
and unconsciousness of such behavior as a result
of the insufficient consciousness control). There are
cases when people try to control their non-verbal
reaction, but despite this, after a while, it’s anyway
possible to detect their true state.

Verbal messages can also be replaced by
non-verbal acts. For example: a person points
at a chair instead of saying, “Sit down, please”. In
verbal interaction non-verbal actions may act as reg-
ulators. Regulation is inderstood as the employment
of non-verbal signs to coordinate the interaction
between the communicants.

Substitution is when a non-verbal message is used
instead of the verbal one. When in public, it is quite
possible to indicate to someone with gestures that
they are invited to go out and talk.

To support a conversation, there are often used
signs that can replace words, for example: gestures,
changing posture, touching someone, etc. For exam-
ple, the nod of the head, the gaze, the intonation or
the body langauge can be the signs that it someone’s
turn to join the conversation. Non-verbal action can
repeat the verbal message. For example, the request
“Please speak quieter”, accompanied by the index
finger pressed to the lips.

Non-verbal communication is used to express
one’s thoughts, feelings, emotions more fully, more
accurately and clearly. This is common to all cultures,
although different non-verbal signs are not identi-
cally interpreted in different cultures. Therefore, it’s
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essential to have a command of non-verbal means
of communication, peculiar for the particular culture,
if you want to succeed in communication with its rep-
resentatives [2, p. 238].

The value of non-verbal means of communication
for participants in business communication is deter-
mined by the importance of the functions they per-
form. Firstly, the basis of non-verbal communication
is formed by the information exchanged by interloc-
utors without the use of words, that is, non-verbal
means perform the function of substitution or comple-
mentation of the language means. Secondly, non-ver-
bal means of communication express the emotional
states of business interlocutors. Thirdly, they serve
to enforce and refine the understanding of the con-
tent of verbal communication. Fourthly, they are
employed to maintain the optimal level of the emo-
tional aspect of business communication. Fifthly, they
demonstrate the status and role positions of interloc-
utors. And finally, they enhance the effect of the use
of verbal means of communication in the process
of business communication [8, p. 54].

Let’s study the classification non-verbal elements
types:

1. Kinesic means of business speech:

* expressive movements (gestures, facial expres-
sions, posture, gait);

* eye contact (direction of the view, the duration
of the contact or pause, the frequency of the contact).

2. Prosodic and extralinguistic means (intonation,
loudness, timbre, pauses, sighing, laughing, crying,
coughing).

3. Tactile (handshake, kiss, applause).

4. Proxemic (distance, proxemity).

Personal distance plays the most important role
in the process of interpersonal communication. It is
a personal space in which a person does not let others.
In English culture, there is even a special word “pri-
vacy” to refer to this most important cultural value.

For Ukrainians, compared to the British, personal
space is minimal and barely goes beyond the body.

The zone of personal autonomy, the observance
of which is mandatory, is manifested in the daily life
of the British. When observing their behavior (in
transport, on the street, in the store), there is a feeling
that “privacy” is not even an abstract concept, but
an objective reality, invisible to the naked eye.

It seems that there is a field around each person,
which repels strangers from each other, as soon as
they get too close, as a result of which people in
the crowd collide, if such a nuisance still happens,
they sincerely and in detail apologize.

Ukrainians are so tolerant of touch (on the street,
in transport, store) that in such situations they do
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not always consider it necessary to apologize. The
presence of a zone of privacy among the British
and its absence among Ukrainians is manifested in
the fact that the British, when walking, try to avoid
a collision. While Ukrainians usually apologize in
case of direct physical collision or almost encoun-
ter, the British apologize when accidentally pres-
passing somebody’s zone of autonomy. At the same
time, both subjects apologize, regardless of who
provoked the situation.

The difference in the use of space by the British
and Ukrainians indicates that the former feel com-
fortable with more personal space than the latter. The
British prefer to stand or sit at a more significant dis-
tance from each other than the Ukrainians. Therefore,
you shouldn’t be surprised if you are moved aside
on the oublic transport, or when entering the office
of an official for a business meeting, you will be
offered to sit somewhere right at the door. It is quite
difficult for a Ukrainian person to maintain a conver-
sation in such a situation.

The distance of communication also affects
the use of tactile communication signs. The British
avoid physical contact in communication, which is
not surprising: touching the interlocutor, patting
him on the shoulder at a distance of an outstretched
hand is difficult and inconvenient. The British do
not hug, kiss, or touch each other. Even such a com-
mon gesture of greeting as a handshake is used only
when meeting someone for the first time. Moreover,
the handshake of the English is shorter, it is done
with a fully outstretched hand and without trying to
hold the interlocutor’s hand in yours.

Gestures and facial expressions in English culture
are used very limitedly. And this is natural: the greater
the distance characteristic of a particular culture is,
the more norms and restrictions on human behavior
there are in it. Limited gestures, as well as restrained,
non-intensive facial expressions, are a sign of educa-
tion and good manners.

You should also pay attention to the use of eye
contact. As well as in other European cultures, a direct
stare is a sign of attention and interest for the British.
In this case, the eyes are usually motionless, do not
switch from object to object, but are focused at one
point. To make it clear to the interlocutor that they hear
and understand him, the British often do not nod their
heads, but blink. At the same time, it is not accepted
to look directly into the eyes of the interlocutor.

In Ukrainian culture, which researchers call “star-
ing”, compared to Anglo-Saxon culture, the custom
of looking directly into the eyes means sincerity,
which indicates a direct relationship between eye
contact and frankness in relationships.

13

Ukrainians use gestures much more often: they
nod their heads as a sign of consent; they shake their
heads when they disagree; they shrug their shoulders
or spread their hands when they say “I don t know”.
Gestures have a greater amplitude than in Western
European cultures, and take up more space.

Significantdifferences in the behavior ofthe British
and Ukrainians are manifested in a smile that has
a great national originality. In English culture, a smile
is a mandatory element of communication, while one
of the most striking and nationally specific features
of Ukrainian non-verbal behavior and communica-
tion in general is, as the researchers note, “domestic
insinuity” [6, p. 67-74].

If we do not take into account dialogue speech,
non-verbal support of oral speech, it can lead to
the distortion of the picture of real communication.
Dialogue language, as a reflection of the communica-
tive process, cannot be exempt from the semantics
of gestures, movements, facial expressions, intona-
tion and other means that reflect the non-verb support
of oral speech [5, p.51].

The undoubted interest for this research and in
general for the consideration of the English-language
text in the course of business communication is
the fact that non-verbal semiotics are formed by
numerous sciences:

1) paralinguistics is the science of sound codes
of non-verbal communication;

2) kinesics is the science of sign phenomena
and gestures in general;

3) oculesics is a part of paralinguistics that deals
with eye movements and views;

4) auscultation is the science of auditory percep-
tion of sounds and listening behavior of people in
the process of communication;

5) gaptics is the science of the language of touch
and tactile communication;

6) gastics is the science of iconic and communica-
tive functions of food and drinking;

7) olfaction is the science of the language of smells
and their role in communication;

8) proxemics is the science of communication
space, its structure and functions;

9) chronemics is the science of communication
time, its structural, semitic and cultural functions.

Non-verbal sources of information are real-
ized on the sheet by verbal markers — components
of the value-semantic space of the language, which
in the process of indirect communication makes
the situation more realistic. The need to establish
patterns of transcoding verbal markers of non-ver-
bal communicative code in intercultural adaptation
is due to the fact that non-verbal sources of infor-
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mation are of social origin, so intercultural differ-
ences in the nominative field of culturally labeled
concepts appear in them especially vividly, which
causes many problems of intercultural direct com-
munication and, especially, when creating condi-
tions for intercultural indirect communication, that
is, in the process of translation.

All the variety of components of non-verbal infor-
mation code is classified by A.P. Sadokhin in the fol-
lowing way.

Kinesics is a set of gestures, poses, body move-
ments that are used in communication as additional
means of expression of communication. Tacesics
comprises handshakes, kisses, stroking, patting
and other touches to the partner’s body in communi-
cation. Sensorics is a set of sensory perceptions based
on information from the senses. Proxemics includes
different ways of usinh space in the process of com-
munication. Chronemics is the use of time in commu-
nication [7, p.156].

Kinesics includes visual perception of move-
ment, performs a regulatory function in communica-
tion. These are not only the movements of the face
and body, but also the design of appearance, gait,
handwriting, etc.

To study communication with the help
of the enlisted non-verbal components of informa-
tion, the term “kinema” was proposed as the smallest
unit of non-verbal code, reading which can be inter-
preted through gestures and other movements.

Gestures are various kinds of movements
of the body, hands, hands, which accompany in
the process of direct communication human language
and express the attitude directly to the interlocutor.

Gestures used in all cultures can be divided into
arbitrary and involuntary, culturally conditioned
and physiological. Most of the gestures are culturally
conditioned. Thus, gestures-illustrators are descrip-
tive-figurative and expressive gestures that accom-
pany the language, characterize speech in more
detail [8, p. 157]. Tacesics combines such non-verbal
sources of information as handshakes, kisses, strok-
ing, patting and other touches to the interlocutor.

However, in the business sphere, only one
type of body contact is accepted — a handshake. In
the form of a handshake more often than when using
other non-verbal means, status differences between
the parts are revealed. According to this feature, there
are three forms of handshake:

1) the hand on top, the palm turned down. This
action indicates the desire for dominance of the one
whose hand it is;

2) hand bottom, palm turned up. This handshake
reflects the position of obedience;
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3) palms in the same vertical position. This
form of handshake stands up for the equality
of interlocutors.

In the case of close relations between business
partners and equality of their statuses, it is possible to
pat on the shoulder.

Proxemics is a set of proxemes, that is, ways to
use space in the process of communication.

Space distance serves as an indicator of sta-
tus-role differences between participants in business
communication. The distance between partners with
the same statuses is closer than the distance between
employees who are in different positions in the status
hierarchy.

Sensorics is a segment of non-verbal communi-
cation code, combining a set of information from
the human senses.

Chronemics is a segment of non-verbal communi-
cation code, uniting chronems, that is a set of ways to
use time in the process of communication.

Conclusions. Thus, the study of the process
of adaptation of verbal markers of kinemes, tacemes,
sensemes, proxemes and chronemes as components
of non-verbal code of information of culturally
colored concepts forming the value-semantic space
of speech, established a different degree of their ade-
quacy to the invariant.

It was found out that the leading strategy in
the reproduction of non-verbal communicative means
in the translation of English business discourse into
Ukrainian is the strategy of re-addressing, according
to which the translator chooses translation tactics
and techniques. The choice of this strategy is pre-
determined by the decisive role of the communica-
tive objective in this type of discourse: the success
of the agreements, the achievement of consensus,
the signing of the agreement.

Among the tactics, the main place is occupied
by the tactics of transmitting relevant information,
which is manifested in the form of reproduction
of only important extralinguistic information by
language means of translation, tactics of linguistic
adaptation, the observance of which is a successful
means of avoiding communicative conflict and tac-
tics of the correct registration of information. Among
the translation techniques, descriptive translation
and contextual replacement are the most common.
When analyzing video scripts, lexical material
formed by verbalized matches of movements, ges-
tures, kinemes, proxemes, etc. was taken as a basis.
The perspective is seen in a more detailed analysis
of each individual variety of non-verbal communica-
tive means in terms of their reproduction in transla-
tion on the basis of other languages.
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CraTTio NPUCBAYEHO BUBYEHHIO OCODNUBOCTE Nepeknagy peknamHUX crioraHis cdepu xapyuyBaHHS 3 HiMeLbKOi MOBU
Ha yKpaiHCbKy. ABTOPOM BM3HAYEHO OCHOBHI NIHIBOCTWUMICTUYHI XapakTEPUCTUKN HIMELIbKOMOBHMX PEKNaMHUX TEKCTIB.
HocnigxeHo npobnemun nepeknagy peknaMHMX CroraHiB i3 HiMeLbKoi MOBM Ha yKpaiHCbKy. OnucaHo 0COGMMBOCTI KOM-
MO3WLIAHOT CTPYKTYPU PEKNaMHOro TEKCTY Ta aKLEHTYETbCS yBara Ha B3aeMO3B’A3Ky Moro BepbanbHux i HeBepbanbHMX
KOMMOHEeHTIB. MaTepianom JocnimkeHHs cnyryeBany peknamHi NoBi4OMIIEHHS | CIIOraHn, BUOKPEMIEHi 3 HIMELbKOMOBHOIO
peknaMHoro cepefosuLla.

ABTOPOM [OCNIMKEHO Cneundiky peknaMmHuX HiMELbKUX TEKCTIB, BU3HAYEHO OCHOBHI CTPYKTYPHI €NeMeHTu peknam-
Horo TekcTy. OCHOBHUMM rpynamu NekcU4HWX 3acobiB BMAMBY, SKi XapakTepusyloTb peknamy MpPOAYKTIB XapyyBaHHS,
€ eMOLIIHO-eKCNPECUBHA NEKCUKa, creLiani3oBaHi TepMiHW, 3aMEHHMKN NEPLUOT Ta APYroi 0cobu, a TakoX Pi3HOMAHITHI
CTUMICTUYHI NPpUAROMM.

ABTOp pO3KpUBaE OCHOBHI CTpaTerii, siki BUKOPUCTOBYIOTLCA AN Nepeknagy peknaMHoro TekcTy. AHanisye pisHi 3acobu
nepeknagy peknamMHuX CroraHiB y cepi XxapyyBaHHs Ta AOLINbHICTb BUKOPUCTAHHS FEKCUKO-CEMAHTUYHUX TpaHcdop-
MaLlin.

ABTOp AiViLLOB BUCHOBKY, LLIO CKNaQHICTb, SKa BUHWUKAE Mifg Yac nepeknagy croraHa, € 36epexxeHHAM KOMYHiKaTUBHOIO
Hamipy peknamu. Bubip BapiaHTa nepeknagy nOBHICTIO 3aneXuTb Bif PiBHA KOMYHIKaTMBHOI KOMMETEHTHOCTI Nepekna-
Aava i noro TpaHcnauinHux ynogobanb. IMig yac nepeknagy HiMeubKMX peknaMHUX TEKCTIB HEOOXiAHO OpieHTyBaTUCA Ha
OOCSArHEHHS AMHAaMIYHOI eKkBiBaneHTHOCTI. 3aBAaHHA nepeknagada — 3ymiTv 30epertv Ta nepegartu iMigx ToBapy i Moro
BepbanbHo-BidyarnbHe 0hOpMIEHHS. Bu3HavyanbHOK prCO CTBOPEHHS MiKKYIBTYPHOI peknamu € ii nparMatuyHe 3Ha-
YeHHS, OCKIMbKM MeTa peknamHOro crioraHa — 3a0X0TUTW NOTEHLINHOMO CnoXuBada Kynutun Tosap.

OpepxaHi pesynstati 403BONATb AOCMIAUTY Ta OBrPYHTYBaTU NpOLIEC Ta cTpaTerii nepeknagy peknaMHux CroraHis,
Lo Aae 3mory BinbLU TOYHO Ta 3p03yMino AOHECTM A0 peumnieHTa iHopmaLio, 3aknageHy B OpuriHanbHOMY TEKCTI.

Knio4yoBi cnoBa: peknamHuin TEKCT, CroraH, peknamHui BideopOonyK, EKBIBaNeHT, iIHTEPHET-peknama.

The article is devoted to the study of the features of the translation of advertising slogans in the nutritional sphere from
German into Ukrainian. The author identifies the main linguistic and stylistic characteristics of German advertising texts.
The problems of translation of advertising slogans from German into Ukrainian are investigated. The features of the com-
positional structure of the advertising text are described and the attention is focused on the interrelation of its verbal
and non-verbal components. The material of the study were advertising messages and slogans taken from the German-
speaking advertising environment.

The author investigates the specifics, features of advertising German texts, identifies the main structural elements
of advertising text. The main groups of lexical means of influence that characterize the advertising in the nutritional sphere
are emotionally expressive vocabulary, specialized terms, first and second person pronouns, as well as various stylistic
devices.

The author reveals the main strategies used to translate advertising texts, analyzes various means of translating
of advertising slogans in the nutritional sphere and the feasibility of using lexical and semantic transformations.
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