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Abstract. The study addressed the problem of translation accuracy in the rendering of English-
language advertising slogans into Ukrainian, whichremained a challenging task due to their semantic
density and stylistic compression. The aim of the study was to identify typical inaccuracies arising
in the translation of English advertising slogans into Ukrainian and to determine how translation
transformations may affect the conceptual structure and pragmatic impact of the original message.
The research employed methods of comparative translation analysis and semantic and pragmatic
analysis. The material consisted of English-language slogans used in international advertising
communication and their Ukrainian renderings. Particular attention was paid to translation
transformations such as omission, modulation, syntactic restructuring, grammatical substitution,
differentiation of meaning, and literal translation. The results demonstrated that translation
inaccuracies arose when key lexical components or structural features encoding the central concept
of the slogan were omitted, replaced, or transformed. Such transformations led to obscuring
the core conceptual message, weakening stylistic expressiveness, reducing persuasive force, and
blurring the brand identity embedded in the original slogan. The study also showed that the loss
of stylistic devices and directive structures diminished the pragmatic effectiveness characteristic
of advertising discourse. By systematically correlating particular translation transformations with
types of semantic and pragmatic distortion, the research provided a detailed explanation of how
translation choices influenced the communicative effectiveness of advertising slogans. Alternative
Ukrainian renderings were proposed to illustrate strategies for achieving greater semantic and
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pragmatic equivalence. The practical significance of the study lies in its applicability to translation
practice and international advertising communication
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Introduction

In globalised communicative space, advertising
slogans function as one of the most effective
instruments for influencing mass conscious-
ness by shaping consumer behavior, attitudes,
and value orientations. As highly condensed
verbal messages, slogans encapsulate the core
idea of a brand and serve as a powerful means
of constructing its identity in the minds of tar-
get audiences. Their persuasive force relies not
only on semantic precision but also on emo-
tional appeal, cultural resonance, and stylistic
expressiveness. In cross-cultural communica-
tion, however, these features become particu-
larly vulnerable, as the transfer of a slogan
into another language inevitably involves a
complex process of negotiation between pre-
serving the original meaning and adapting it
to the target culture. This tension gives rise
to a fundamental problem: how to ensure the
adequacy of translation without distorting the
conceptual, pragmatic, and expressive dimen-
sions of the slogan.

The authors S. Shahzad et al. (2024) em-
phasised that a slogan embodies the central
idea of an advertising campaign, contrib-
utes to forming a positive attitude toward
the advertised product, and helps estab-
lish and reinforce brand identity. N.K. Vid &
V. Kuci$ (2021) approached the function of
slogans primarily from a pragmatic perspec-
tive, highlighting their motivational role in
persuading consumers and encouraging them
to take action, such as purchasing a product
or service. Similarly, M.C. Adiniu & A. Uchen-
na (2023) foreground the persuasive function
of slogans, attributing it to their emotive and
expressive potential, which enables them
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to evoke positive associations with both the
brand and the advertised product.

Within this context, the adequate transla-
tion of advertising slogans remains a consist-
ently relevant issue in contemporary trans-
lation studies. Both excessive reliance on
literal translation and overly adaptive trans-
lation strategies may distort the core idea of a
slogan, thereby weakening brand identity and
diminishing the pragmatic and expressive im-
pact of the advertising message. In their work,
D.A. Villegas & A.M. Marin (2022) argued for
the necessity of adaptive translation methods,
whereby the translator adjusts the original
text to the target culture in order to achieve
functional equivalence through substitutions,
omissions, or additions. At the same time, the
authors stress that such adaptation may lead
to transformations of the original meaning.
J. Munday et al. (2022) define translation ade-
quacy as the extent to which a translation meets
the expectations and requirements of multiple
stakeholders, including the client, the target
audience, and the translator. C. Han (2020) sys-
tematises key approaches to translation quality
assessment, identifying reliability, validity, and
practicality as the main evaluation criteria.

At the same time, relatively few interna-
tional studies focus specifically on translation
errors and inaccuracies that reduce the prag-
matic effectiveness of advertising messages,
particularly in relation to Ukrainian-language
material. A.G. Salcianu (2022) identifies several
types of errors that may lead to translation in-
adequacies, including excessive use of inappro-
priate literal translation, insufficient adapta-
tion to the target culture, and failure to account




for cultural taboos and local social, religious, or
cultural norms. I. Torresi (2021) examined four
major categories of translation problems: prag-
matic, cultural, linguistic, and textual.

Based on an experimental study of transla-
tor training, Y. Alolaywi (2022) concludes that
translation errors can be broadly classified into
structural, lexical, and interpretative catego-
ries. The study highlights that the majority of
errors fall within the structural category and
are associated with difficulties in forming sub-
ject-verb agreement, using relative clauses and
pronouns, and constructing syntactically well-
formed sentences.

Although a number of studies have ad-
dressed the translation of English-language
slogans into Ukrainian, the issue of translation
inadequacy remains largely underexplored,
particularly in terms of systematic analysis of
erroneous or suboptimal translation solutions.
This gap is especially significant given the in-
creasing integration of the Ukrainian adver-
tising market into the global communicative
space and the growing presence of interna-
tional brands targeting local consumers. One
of the few studies addressing this issue is that
of 0.0. Kurbal-Granovska (2024), who draws
attention to the problem of over-adaptation in
translating English slogans into Ukrainian, a
strategy that may dilute global brand identity.

Against this background, it was necessary
to address this research gap by examining cas-
es of inappropriate application of translation
transformations in the Ukrainian rendering of
English-language advertising slogans. Particu-
lar attention was paid to translation solutions
that distort the core idea of the slogan, blur
brand identity, or misrepresent the character-
istics of the advertised product or service. The
aim of this study was therefore to identify and
analyse types of translation inaccuracies that
reduce the pragmatic effectiveness of adver-
tising slogans in cross-cultural communica-
tion. In cases where existing translations were
found to weaken or distort the conceptual and
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pragmatic content of the original slogan, the
analysis was complemented by proposing alter-
native Ukrainian renderings intended to more
adequately preserve the semantic structure
and persuasive effect of the source message. To
achieve this aim, the study addressed the fol-
lowing research questions:

Q1: What types of translation transforma-
tions most frequently lead to distortions in the
Ukrainian translations of English-language ad-
vertising slogans?

Q2: How do such translation inaccuracies
affect the preservation of the slogan’s con-
ceptual message and the global identity of
the brand?

Q3: To what extent do these translation
solutions reduce the pragmatic and persuasive
impact of the original advertising message on
the target audience?

Materials and Methods
The empirical material of the study consisted of
English-language advertising slogans of inter-
nationally recognised brands and their Ukrain-
ian translations used in the local advertising
space. The corpus was composed of seven slo-
gans representing globally established brands,
including HSBC — “The World’s Local Bank”
(HSBC The World’s...,n.d.), Volkswagen — “Think
Small” (Daye, n.d.), “Taco Bell - Think Outside
the Bun” (A case study on Taco Bell’s, n.d.),
Hallmark — “When You Care Enough to Send
the Very Best” (Hallmark In Real Life, n.d.),
Burger King — “Have It Your Way” (Have It Your
Way Slogan, n.d.), Coca-Cola — “The Taste That
Can’t Be Beat” (Advertising slogans: 55...,n.d.),
as well as the recruitment slogan of the U.S. Ma-
rines — “The Few... The Proud... The Marines”
(The Few, The Proud..., 2007). The selection of
these particular slogans was methodologically
justified by several factors. First, all selected
slogans belong to internationally recognised
brands with a clearly established global iden-
tity, which makes them suitable for analysing
the preservation or distortion of brand-related
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meanings in translation. Second, these slogans
are widely circulated and culturally significant,
representing different types of advertising
discourse, including commercial product pro-
motion (e.g., food and beverages, automotive
industry) and institutional or recruitment com-
munication. Third, their Ukrainian translations
have been documented either in the local me-
dia space or in contemporary translation stud-
ies literature, which ensured the availability
of comparable source and target texts. Finally,
the selected slogans are characterised by a high
degree of semantic density, stylistic marked-
ness (e.g., use of idioms, oxymoron, antithe-
sis), and pragmatic orientation, making them
particularly relevant for analysing the impact
of translation transformations on meaning and
persuasive effect. The material was collected
from a combination of sources, including elec-
tronic advertising databases, publicly available
brand communication materials, and academic
publications in the field of translation studies
(The Few, The Proud..., 2007; Mulyk & Humen-
niy, 2019; Advertising slogans, 2023). The use
of multiple types of sources ensured the repre-
sentativeness and reliability of the corpus. In
cases where Ukrainian translations were not at-
tested in the media discourse, they were taken
from scholarly works that analyse translation
practices in advertising.

The study employed a qualitative analyt-
ical approach, as the primary objective was to
examine the mechanisms of meaning construc-
tion and transformation. The methodological
framework combined comparative translation
analysis with semantic-pragmatic and stylistic
analysis, which together made it possible to
investigate the relationship between linguistic
form, conceptual content, and communicative
function in both the source and target texts.
Comparative translation analysis was used to
identify and classify the translation transfor-
mations applied in the Ukrainian renderings of
the slogans. This method allowed for a system-
atic comparison between the source and target
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texts and made it possible to determine how
specific translation operations (such as omis-
sion, addition, modulation, differentiation of
meaning, grammatical substitution, and syn-
tactic restructuring) affect the structure and
content of the slogan. Semantic and conceptual
analysis was employed to examine the extent to
which the core idea of the slogan is preserved in
translation. This approach focused on identify-
ing the key conceptual components encoded in
the source text and evaluating their representa-
tion in the target text. It was particularly rele-
vant for analysing slogans, as their effectiveness
largely depends on the accurate transmission of
a condensed conceptual message.

Pragmatic analysis was applied to assess
the communicative function of the slogans, in-
cluding their directive force, persuasive orien-
tation, and potential impact on the target audi-
ence. This method made it possible to evaluate
how translation transformations influence the
illocutionary force of the slogan and its abili-
ty to engage the recipient. Stylistic analysis
was used to examine expressive devices such
as metaphor, idiomatic expressions, antithesis,
and oxymoron, which contribute to the mem-
orability and persuasive power of advertising
slogans. The inclusion of this method was jus-
tified by the fact that stylistic features often
carry essential components of the slogan’s con-
ceptual and emotional meaning. The analytical
procedure consisted of four stages. At the first
stage, the English-language slogans and their
Ukrainian translations were compared in or-
der to identify the translation transformations
applied in the target texts. At the second stage,
the semantic and conceptual correspondence
between the source and target texts was ana-
lysed, with particular attention to the preserva-
tion of the slogan’s core idea and brand-related
meanings. At the third stage, the pragmatic and
stylistic effects of the translations were evalu-
ated, focusing on their persuasive and expres-
sive characteristics. At the fourth stage, alter-
native Ukrainian renderings were proposed




in cases where the existing translations were
found to inadequately reproduce the concep-
tual or pragmatic structure of the original slo-
gan. This methodological framework ensured a
comprehensive analysis of advertising slogan
translation by integrating multiple comple-
mentary approaches and provided a basis for
analysing the conditions under which transla-
tion transformations may contribute to or hin-
der the preservation of conceptual meaning,
brand identity, and persuasive effectiveness in
cross-cultural communication.

Results
The original of the slogan “The World’s Local
Bank” (HSBC The World’s..., n.d.) represents
a paradoxical “glocal” brand slogan in which
opposing concepts are deliberately combined —
global reach and knowledge of local cultural
and financial specifics. In the translation into
Ukrainian as “BaHk jyist Bchoro cBiTy” [Bank
dlia vsoho svitu] (Advertising slogans..., 2023),
the second meaning is lost through the trans-
formation of omission of the lexical unit “lo-
cal”, which significantly distorts the idea of the
slogan that defines the unique identity of the
bank as an international institution and, at the
same time, a personal, local bank for individu-
als and businesses. At the same time, as a result
of translation, the oxymoronic and paradoxical
effect of the original message is lost. This ex-
ample illustrates how omission accompanied
by the loss of stylistic devices may affect the
slogan’s conceptual message and lead to a loss
of brand identity and conceptual duality (Q2),
especially when key stylistic devices encode
the core concept. This conclusion directly ad-
dresses Q1, indicating that omission refers to
those transformations that most often lead to
distortions. For translating this slogan, it would
be more appropriate to apply the transforma-
tion of modulation by developing the meaning
either of territorial accessibility or of sensitivity
to local specificity, for example: “bank mopyy 3
Bamu” [Bank poruch z vamy] or “Ilmo6anbHuit
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6aHK 3 micieBuM migxomom” [Hlobalnyi bank z
mistsevym pidkhodom].

In addition to the loss of stylistic devices,
the distortion of the key concept of the slogan
may, on the contrary, be the result of the ap-
pearance in the translation of stylistic devices
that were absent in the original. In the original
slogan “The Few... The Proud... The Marines.”
(US Marines), there is no opposition between
the attributes of the Marines, which are ex-
pressed in the form of nominative sentences.
In the Ukrainian rendering “O6panux Heba-
rato. Topaux 6Garato” [Obranykh nebahato.
Hordykh bahato] (Advertising slogans..., 2023),
the translator introduces an opposition, an an-
tithesis, through the transformation of addi-
tion of opposing lexical units (He6araTo — 6a-
rato [nebahato - bahato]), and also performs
the transformation of omission of the word
denoting the key concept defined by the oth-
er two units. As a result, an entirely different
meaning emerges, distorting the original idea
of the slogan. The distortion affected both the
conceptual message and the representation
of the brand’s identity (Q2). A more accurate
translation would preserve the rhythmic struc-
ture of short nominative sentences while ap-
plying the transformation of differentiation of
meaning in rendering the first lexeme in order
to enhance the slogan’s expressiveness: “06-
paHi. l'opzi. Mopceki mixotuHui” [Obrani. Hor-
di. Morski pikhotyntsi].

Translation may distort the meaning and
concept of the original due to excessive adap-
tation of the slogan using the transformation
of complete syntactic rearrangement. The key
idea of the slogan and its pragmatic effect are
lost in the translation of the original expression
“Think Small” (Volkswagen) into Ukrainian as
“IIpocroTa moBkims” [Prostota dovkillia]. Such
a translation is proposed in the work of K. Mu-
lyk & K. Humenniy (2019).

In the original slogan, the concept of the
advantages of a small-sized car is encoded.
The main idea of the slogan is to draw the
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audience’s attention to the fact that the com-
pact size of the vehicle is not a disadvantage
but rather an advantage (e.g., lower fuel con-
sumption and maintenance costs, as well as
greater maneuverability). In other words, the
slogan encourages the audience to reconsider
the conventional association between large size
and automotive superiority.

In the Ukrainian translation, which em-
ploys the transformation of full syntactic re-
structuring combined with grammatical sub-
stitution (replacement of a directive speech act
with a nominative construction), both the core
idea of the slogan and its pragmatic effect are
lost. The original slogan is a concise imperative
utterance directly addressing the recipient and
urging them to reconsider their perception of
car size. In the translation, this pragmatic ori-
entation disappears: the directive act implying
a cognitive action on the part of the address-
ee (think) is replaced with an abstract nominal
phrase that has no clear connection either to
the car itself or to its characteristics. As a result,
the personalisation of the advertising appeal is
eliminated, the expressiveness of the slogan is
reduced, and the key concept of the small size
of the car as an advantage disappears. This
case demonstrated a significant reduction of
pragmatic and persuasive impact on the target
audience (Q3), and highlights complete syn-
tactic restructuring as one of the most distor-
tion-prone transformations (Q1).

A more adequate translation would pre-
serve the imperative structure of the original
and thus maintain its pragmatic orientation.
Several possible Ukrainian renderings may be
proposed. One option is “Iymait mpo mase”
[Dumai pro male], which most closely repro-
duces the syntactic structure and brevity of the
original slogan. By retaining the imperative
form, this version preserves the directive na-
ture of the advertising message and encourages
the recipient to reconsider the value of a small
car. Another possible translation is “Mwucan
KoMIakTHO” [Mysly kompaktno]. This version
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represents a semantic modulation in which
the adjective small is interpreted as compact,
a characteristic more directly associated with
the advantages of a vehicle. Such modulation
makes the slogan sound more natural in adver-
tising discourse while still maintaining the im-
perative form and the idea of re-evaluating the
value of compactness. Finally, a more adaptive
advertising-oriented translation may be “O6u-
pait komnakTtHicTh” [Obyrai kompaktnist]. Al-
though this version modifies the speech act by
transforming the cognitive directive think into
a call for action (choose), it preserves the key
promotional concept and clearly foregrounds
the value of compact size as a positive feature
of the vehicle. Overall, translations that retain
the brevity and directive character of the orig-
inal slogan while foregrounding the advantage
of compact size are more likely to reproduce
both the conceptual content and the pragmat-
ic impact of the original advertising message.
This directly answered Q3 by showing that pre-
serving directive structure is crucial for main-
taining persuasive effectiveness.

The analysis showed that not only excessive
adaptation of a slogan in translation but also,
conversely, its literal translation can weaken
the brand’s image and the pragmatic effect of
the original. An example is the rendering of the
slogan “Think Outside the Bun” (Taco Bell) as
“Ilymaii mosa 6Gynkoro” [Dumai poza bulkoiu]
(Advertising slogans..., 2023).

The English-language slogan “Think Out-
side the Bun” demonstrates a creative play on
words, drawing on the idiom think outside the
box, which signifies unconventional or inno-
vative thinking. In this slogan, the noun “bun”
replaces “box”, simultaneously referencing the
product (buns as a component of traditional
burgers) and contrasting Taco Bell’s products
with conventional fast-food items such as burg-
ers. Thus, the slogan encourages the audience
to adopt a non-traditional perspective, posi-
tioning Taco Bell as an alternative to typical
fast-food chains.




The Ukrainian rendering “/Ilymaii mo3a 6ys-
Koto” [Dumai poza bulkoiu] represents a liter-
al translation that retains the lexical meaning
of the original words and the directive speech
act, but fails to convey the idiomatic and fig-
urative aspects inherent in the source text. In
particular, the translated slogan loses the con-
notation of creative or non-standard thinking
embedded in the English expression. Conse-
quently, the directive message appears reduced
to a superficial reference to a “bun,” without
evoking the intended conceptual contrast or in-
novative framing of the brand’s product. From
a pragmatic perspective, the translation dimin-
ishes the persuasive and emotive impact of the
slogan, as the imperative structure remains
but the playful, attention-grabbing quality is
weakened. Moreover, the Ukrainian version
fails to highlight the brand’s positioning as an
alternative to traditional burgers, which is a key
component of the original slogan’s marketing
strategy. While the English slogan simultane-
ously emphasises both cognitive engagement
(think differently) and product differentiation
(alternative to standard fast food), the Ukrain-
ian translation conveys neither the idiomatic
meaning nor the strategic contrast, resulting in
a partial loss of both semantic and pragmatic
effectiveness. This further confirmed that lit-
eral translation is another source of distortion
(Q1), reducing persuasive and emotive impact
of the original message (Q3).

Several alternative translations could
better capture the conceptual and persuasive
intent of the original slogan. For example,
“IOymait HectranmapTHO — 3 Taco Bell” [Dumai
nestandartno - z Taco Bell] preserves the idi-
omatic sense of unconventional thinking while
explicitly linking it to the brand. Another pos-
sible rendering, “Mucin iHakie — 3a6yap Ipo
6yprep” [Mysly inakshe - zabud pro burher],
foregrounds the contrast with traditional fast
food, thereby maintaining the promotional em-
phasis on Taco Bell as an alternative. Finally,
“Ilymait mo-HoBomy — o6epu Taco Bell” [Dumai
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po-novomu - obery Taco Bell] combines a di-
rective imperative with both conceptual novel-
ty and brand reference, effectively restoring the
slogan’s persuasive and emotive functions in
the Ukrainian context.

Overall, the analysis demonstrated that lit-
eral translation of idiomatically and culturally
loaded slogans may lead to a loss of meaning,
reduction of stylistic expressiveness, and weak-
ening of the brand’s intended positioning. This
confirmed that such transformations affect
both conceptual meaning and pragmatic im-
pact (Q2, Q3). A separate group in the corpus of
research material was represented by slogans,
the translations of which generally retain the
key concept of the original, but “blur” the brand
identity due to the use of transformations of
modulation, omission and differentiation of
meanings, weakening the connection between
the slogan and the advertised product.

The translation of the slogan “The Taste
That Can’t Be Beat” (Coca-Cola) as “Cmax,
SIKUI He 3MaraeTbesi” [Smak, yakyi ne zmahai-
etsia] (Advertising slogans..., 2023), generally
preserves the idea of the original but is still
not entirely accurate for several reasons. First,
“can’t be beat” or “can’t be beaten” is a collo-
quial idiom meaning “unmatched” or “impossi-
ble to surpass in quality”, which is traditionally
translated into Ukrainian as «Hemnepeepiie-
HMil» [neperevershenyi] or «HemepeMOsKHUIT»
[neperemozhnyi]. In combination with the
word «cmak» [smak], this epithet adequately
conveys the idea and the core concept of the
original slogan: “HenepeBepiuiennii cmak” [Ne-
perevershenyi smak]. The translator applied the
transformation of modulation combined with
grammatical substitution (replacement of the
passive with the active voice). The modulation
here consists of replacement of cause with ef-
fect: if a taste cannot be “beaten”, that is, sur-
passed, then there is no reason for such a taste
to compete. However, for the advertising audi-
ence the modulated meaning may not be obvi-
ous. It “blurs” the original idea, as it becomes
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unclear why the taste does not compete (pos-
sible inferred meanings may include unwilling-
ness to compete, inability to compete, etc.).

In the translation of the following slogan
from the corpus of material, the general emo-
tional idea of sincere care is partially preserved:
“When you Care Enough to Send the Very Best”
(Hallmark In Real Life, n.d.) - “Konu Bu roro-
Bi BigmaTtu Haiikpamie” [Koly vy hotovi viddaty
naikrashche] (Mulyk & Humenniy, 2019). The
phrase of the target text still conveys a sense of
personal involvement and emotional readiness
to express one’s feelings. However, several im-
portant semantic elements of the original slo-
gan are lost or distorted.

First, the lexical unit “send”, which is
central to the communicative situation repre-
sented in the slogan, is replaced with the verb
“Bimmaru” [viddaty] (to give), based on the ap-
plication of the transformation of differentia-
tion of meanings. This choice weakens the con-
nection between the slogan and the advertised
product, since the act of sending a greeting card
is replaced by the much more general notion of
giving something. Since the product being ad-
vertised is greeting cards, the verb “Hagiciatn”
[nadislaty] (in imperative form “HapgimuriTs’
[nadishlit]) would reproduce the communica-
tive scenario encoded in the original slogan
much more accurately. As a result, the differ-
entiation of meaning appears unnecessary in
this context, since the situational specificity
of the advertising message disappears. Finally,
the translation also omits the lexical elements
“Care Enough”, which in the original emphasis-
es the intensity and sincerity of the emotional
attitude. This omission reduces the expressive
force of the slogan and weakens the causal re-
lationship between caring and sending the best
greeting card.

A more adequate Ukrainian translation
would therefore preserve both the emotion-
al component and the communicative action
encoded in the original slogan. One possible
rendering is “SIkujo/Komu BaM He 6aiimyxke —
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Haminutite Hajikpame” [Yakshcho/Koly vam
ne baiduzhe - nadishlit naikrashche], which
retains the idea of sincere care while directly
referring to the act of sending a greeting card.
Another possible version is “Kosnu cripaBzi n6a-
eTe — Hagcwiaiite Hajikpamie” [Koly spravdi
dbaiete — nadsylaite naikrashche]. This transla-
tion preserves the causal relationship between
care and action while maintaining the directive
and persuasive tone characteristic of advertis-
ing discourse. Both variants more clearly repro-
duce the conceptual structure of the original
slogan, in which genuine care motivates the act
of sending the very best greeting card.

The slogan “Have It Your Way” (Burger
King) may also be regarded as an intermedi-
ate case in which the Ukrainian translation
does not distort the core conceptual meaning
of the original but nevertheless weakens its
pragmatic impact. In Ukrainian advertising
discourse, the slogan is sometimes rendered
as “Ha Bmacumit poscyn” [Na vlasnyi rozsud]
(Mulyk & Humenniy, 2019).

In the original slogan, the central concept
is that of personalisation and customer auton-
omy: the consumer is invited to receive the
product exactly as they prefer. The imperative
construction “have it” functions as a directive
speech act directly addressing the potential
customer and encouraging them to exercise
their freedom of choice. In this way, the slogan
foregrounds the brand’s key marketing strat-
egy — allowing customers to customise their
meal according to their individual preferenc-
es. In the Ukrainian rendering “Ha BmacHwmit
poscyn” [Na vlasnyi rozsud], the general idea
of individual choice is preserved. The phrase
conveys the notion that a decision can be
made according to one’s personal preference,
which corresponds to the conceptual core of
the original slogan. However, several impor-
tant pragmatic elements of the original are
weakened in translation.

First, the imperative structure of the orig-
inal slogan disappears. The English version




directly addresses the consumer and encour-
ages an action, whereas the Ukrainian transla-
tion is a nominal phrase that merely describes
the possibility of personal choice rather than
inviting the customer to exercise it. As a re-
sult, the directive character of the advertising
message is lost.

Second, the translation removes the im-
plicit reference to the act of obtaining the
product. In the English slogan, the verb “have”
(it) implies receiving or enjoying a specific
item - in this context, a burger prepared ac-
cording to the customer’s preferences. The
Ukrainian phrase, however, does not contain
any lexical element referring to the product or
to the act of ordering or consuming it. Finally,
the loss of the directive form reduces the lev-
el of personalisation of the advertising appeal.
While the original slogan creates the impres-
sion of a direct dialogue with the customer, the
translation sounds more like a general state-
ment describing an abstract possibility.

A more adequate translation would there-
fore preserve the directive structure and the im-
plicit connection with the act of ordering food.
Possible Ukrainian renderings include “3a-
MOBJISIiA, sIK Xovenr” [Zamovliai, yak khochesh],
“Cmakyit mo-cBoemy” [Smakui po-svoiemu], or
“O6upait cBiit cmak” [Obyrai svii smak]. These
versions retain the idea of individual choice
while restoring the persuasive and interactive
character of the original advertising message.

Overall, the results of the analysis provided
explicit answers to the research questions. With
regard to Q1, the study demonstrated that the
translation transformations most frequently
leading to distortions include omission, modu-
lation, complete syntactic restructuring, gram-
matical substitution, literal translation, and the
addition of stylistic elements not present in the
original. Concerning Q2, these transformations
affect the preservation of the slogan’s concep-
tual message by distorting or partially eliminat-
ing its core idea, weakening the semantic links
between the slogan and the advertised product,
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and blurring the global brand identity embed-
ded in the source text. In response to Q3, the
findings indicated that such translation solu-
tions reduce the pragmatic and persuasive im-
pact of advertising slogans to varying degrees,
most notably through the loss of directive il-
locution, reduction of stylistic expressiveness,
weakening of emotional appeal, and decreased
audience engagement. Taken together, these
results highlighted that the effectiveness of
slogan translation depends on a balanced ap-
plication of translation transformations that
preserves conceptual integrity, brand identity,
and pragmatic force.

Discussion

The findings of this study indicated that, al-
though translation transformations constitute
legitimate translation strategies, their unjusti-
fied or excessive use may lead to distortion of
the core idea of the slogan, weakening of its
stylistic expressiveness and pragmatic effec-
tiveness, dilution of the brand identity embed-
ded in the source message, modification of the
slogan’s conceptual meaning, and a reduction
in its persuasive impact on the target audi-
ence. All these factors may ultimately result in
a negative impact of the translated slogan on
the target audience. The possibility of such an
effect — where the translated text renders an
advertising campaign ineffective - is identified
by I. Torresi (2021), alongside two other poten-
tial outcomes of adapting advertising texts to
the target language: a neutral effect (where the
translation does not significantly alter the orig-
inal message) and a positive effect.

The approach adopted in this article aligns
with the findings of the Ukrainian researcher
0.0. Kurbal-Granovska (2024), who raised the
issue of over-adaptation of English slogans in
their Ukrainian renderings. The author con-
cludes that an adaptive strategy may narrow
the universal appeal of the original slogan
by focusing on local concepts, thereby weak-
ening the global identity of the brand. This
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conclusion is supported by the present study.
However, unlike the aforementioned research,
which primarily focuses on the shift of the con-
ceptual focus of the original slogan to fit the
cultural context and values of Ukrainian con-
sumers, the present study has gone beyond the
analysis of domestication strategies by demon-
strating that the effectiveness of translating
English-language slogans depends on the
translator’s ability to account simultaneously
for conceptual, pragmatic, and stylistic factors.

The problem of distortion of pragmatic
equivalence in translating English slogans into
Ukrainian is also partially addressed by D. Bi-
hunov & E. Ivashkevych (2021), who analysed
individual translations that convey the core
idea encoded in the slogan but fail to preserve
the wordplay of the original. The authors also
highlighted cases where grammatical substi-
tution (e.g., rendering the present continuous
tense as the simple present) may affect the key
concept of the slogan. At the same time, their
study primarily focused on successful transla-
tion examples, while only two cases of distor-
tive transformations are discussed. In contrast,
the present study identified systematic seman-
tic and pragmatic distortions in the translation
of English advertising slogans into Ukrainian by
analysing a wide range of inadequately applied
transformations, including complete syntactic
restructuring, modulation, omission of ele-
ments associated with the key concept, stylistic
transformations introducing additional con-
cepts absent in the original, grammatical sub-
stitution leading to the loss of directive illocu-
tion, literal translation resulting in the loss of
idiomaticity, as well as omission and differenti-
ation of meanings that weaken the connection
between the slogan and the advertised product.

The results of this study contributed to
a broader discussion of translation quality
in advertising discourse and highlighted the
importance of balancing semantic accuracy,
pragmatic effectiveness, and cultural adapta-
tion in translating advertising messages. This
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integrative approach is consistent with the
findings of D.M. Pantea et al. (2024), who em-
phasised the importance of the translator’s
in-depth understanding of the brand, which
requires preliminary analysis of the message
content, its communicative intention, rhetor-
ical design, and emotional impact, as well as
the preservation and reproduction of the con-
ceptual core embedded in the original slogan.
At the same time, the above-mentioned study
does not demonstrate which specific transla-
tion transformations may lead to distortion of
the key concept of the slogan or to the loss of
important semantic, rhetorical, and conceptual
components in translation. Instead, the pres-
ent study focused specifically on lexical and
grammatical transformations that result in se-
mantic and conceptual distortions in Ukrainian
translations. Translation transformations used
in rendering English-language slogans into
Ukrainian have been extensively studied in con-
temporary Ukrainian translation scholarship.
O. Vasylenko et al. (2025) identified such recur-
rent translation operations as transposition,
modulation, adaptation, calquing, antonym-
ic translation and paraphrasing. In addition,
S. Riabovol (2022) outlined the effectiveness
of transformations such as contextual substi-
tution, generalisation of meaning, omission,
addition, sentence partitioning, literal transla-
tion, adaptation, and complete revision of the
source slogan. N.V. Sheverun et al. (2022) noted
the frequent use of transcoding, compression
and decompression, calquing, generalisation,
and antonymic translation.

However, these studies primarily focused
on adapting the source text to the norms of the
target language, leaving aside the question of
when such transformations reduce the effec-
tiveness of slogans in influencing the Ukrainian
target audience, as well as ways to enhance the
pragmatic and conceptual adequacy of trans-
lations. In the study by S. Sichkar et al. (2023),
the issue of insufficient translation effective-
ness is only implicitly addressed, as the authors




noted that “sometimes the differences in the
language structures are so substantial that even
the employment of all the lexical and grammat-
ical transformations is not approved”, and also
point to differences in consumer motivation
across source and target cultures, emphasis-
ing that “Ukrainian culture tends to assess the
product based on personal experience and use
rather than elusive messages”.

The results of the present study demon-
strated that translation effectiveness is large-
ly determined by the extent to which applied
transformations — particularly semantic modu-
lation and complete restructuring of the orig-
inal slogan — may distort brand identity. The
role of slogans in constructing brand image
and identity has been examined in Ukrainian
scholarship primarily from semiotic and prag-
matic perspectives. N. Kravchenko et al. (2021)
analysed the pragmatic and stylistic aspects of
Apple’s brand identity construction, linking it
to motivational values of the target consumer,
referred to as customer-associated descriptors.
Similarly, N. Kravchenko et al. (2023) examined
the identity of the Harley-Davidson brand in
relation to the construction of the target con-
sumer’s identity through key values embedded
in the slogan and actualised by interconnected
pragmatic and stylistic devices. These ideas in-
tersect with the findings of the present study in
that the slogan, beyond its expressive and in-
formative functions, embodies a unique brand
identity. Therefore, the loss of identity-related
components in translation may render a slogan
ineffective, even if its rhetorical and pragmatic
potential is preserved or enhanced. At the same
time, although these studies are theoretically
and methodologically consistent with present
findings, they do not address the issue of repro-
ducing brand identity in translation.

The results of this study confirmed the
general assumptions of previous research re-
garding the importance of preserving the con-
ceptual core, pragmatic intent, and persuasive
potential of advertising slogans in translation,
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while at the same time offering new analytical
insights into the mechanisms of semantic and
pragmatic distortion caused by specific trans-
lation transformations. These findings made
it possible to formulate a comprehensive un-
derstanding of translation adequacy in adver-
tising discourse as a dynamic balance between
semantic accuracy, cultural adaptation, and the
preservation of brand identity, thereby provid-
ing a more nuanced framework for evaluating
and improving the quality of slogan translation
in cross-cultural communication.

Conclusions

The present study examined cases of inaccurate
translation of English-language advertising
slogans into Ukrainian, focusing on translation
transformations that distort the conceptual
content and pragmatic impact of the original
advertising message. The analysis of the re-
search material has shown that the main inac-
curacies in translating English-language slo-
gans into Ukrainian have been associated with
the use of translation transformations that lead
to a distortion of the slogan’s core idea and,
consequently, to a “blurring” of brand identity,
the characteristics of the advertised product or
service, as well as to a reduction in expressive-
ness compared to the original.

It was found that the most frequently oc-
curring transformations, which, if used im-
properly, can distort the idea and pragmatics
of the original, include: omission, modulation,
complete syntactic reorganisation, grammat-
ical substitution, differentiation of meanings,
as well as literal translation. The findings had
shown that translation inaccuracies most often
arose when key lexical elements or structural
features of the slogan are omitted or replaced,
resulting in the loss of important semantic and
pragmatic components. In particular, the omis-
sion of lexemes representing the central con-
cept of the slogan may obscure the connection
between the advertising message and the pro-
moted product or service.
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As demonstrated by a comparative trans-
lation analysis, the negative effects most of-
ten arose when stylistic devices crucial for
conveying the slogan’s key concept, such as
oxymoron or antithesis, were lost in transla-
tion, as well as rhythmic syntactic structure,
the transformation of which diminished the
expressive and rhetorical impact of the orig-
inal slogan. Similarly, the transformation of
directive constructions into descriptive or
nominal phrases may reduce the level of per-

From a practical perspective, the find-
ings may be useful for translators, advertising
specialists, and brand managers working with
multilingual advertising campaigns. Further re-
search may expand the corpus of analysed slo-
gans and explore additional factors influencing
the effectiveness of slogan translation, including
cultural connotations, audience perception, and
the interaction between linguistic and visual
components in advertising communication.
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CeMaHTH4YHe Ta IparMaTHYHe CIIOTBOPEHHS
B IIepeKJIaji aHIVIiHChbKHX peKJIaMHHUX CJI0TaHiB yKpaiHCHKOI0 MOBOIO

Inna KonoHuyk

Crapumii BUKIamay

HarmionanpHmit yHiBepcuTeT 6iopecypciB i mpupomoKopucTyBaHHS YRpainm
03041, Byn. l'epoiB O60oponn, 15, M. Kuis, Ykpaina
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AHotranig. JloctimkeHHs 6y/no MpUCBSIYeHe MPo6JieMi TOUYHOCTI Iepekiaay aHIIOMOBHUX
peKIaMHUX CJIOTaHiB YKPaiHCbKOIO MOBOIO, IO € CKIaAHUM 3aBIaHHSIM Yepe3 IXHI0 CEMaHTUUYHY
HITBHICTD i CTYMITICTUYHY CTUCTICTD. MeTO0 TOCTiKeHHS OY/I0 BUSIBJIEHHS TUTIOBUX HETOUHOCTEIA,
110 BUMHMKAIOTH IIiJ Yac repekjany aHIJIOMOBHUX peKJIaMHMX CIOTaHiB YKpaiHChKOI MOBOIO, a
TaKOX BM3HAUEHHS BIUVIMBY MepeKIafalbKuX TpaHchopmaliii Ha KOHLeNTYaabHy CTPYKTYPY Ta
NparMaTUYHuil edekT BUXiZHOTO MOBimOMJIEHHS. Y HOCTiIKeHHi 6y/0 BUKOPUCTAHO METOAU
MOPiBHSJIBHOTO MepeKIaf03HaBuoro aHamdi3y, a TaKoXX CeMaHTUYHOTO i MTparMaTuyHOTo aHali3y.
Marepian CTaHOBWIM aHIJIOMOBHI CJIOTaHU, 0 BUKOPUCTOBYBAINCS B Mi’KHapPOIHil peKIaMHii
KOMYHiKarllii, Ta ixHi ykpaiHcbki BimmoBimHuku. Oco6nuBy yBary Oy/n0 MPUAIEHO TaKUM
repeK/IagabKuM TpaHCcHOopMallisiM, SIK OITyIIe HHS, MOAYJISIIisl, CMHTaKCMYHA PECTPYKTYypU3allis,
rpamMaTMyHa CcyocTuTywisi, audepeHIiianis 3HaUYeHHS Ta OyKBa/JIbHUII Mepeknaj. Pesymbratu
IOCTiIsKeHHS 3aCBigumiin, o mepeKaafanbki HETOYHOCTI BUHMKAIN Y BUITaAKaX, KOJIM KIIOUOBi
JIEKCUYHI KOMITOHEHTU ab0 CTPYKTYPHi eJeMeHTH, 0 KOAYIOTh IIeHTPaabHy ifelo cJioTaHa,
OTyCKaIuCs, 3aMiHOBamucsa abo TpaHchopmyBanucs. Taki TpaHchopmalii MpU3BOAMIU
10 PO3MUTTS OCHOBHOTO KOHIIENTYaJbHOTO 3MiCTy, 3HV)KEHHSI CTUJIiCTMYHOI BUPA3HOCTI,
Mmoc/IabaeHHS TIepPeKOHIMBOTO BIUIMBY Ta BTpaTH abo MocaabieHHs 6peHmoBOl iTeHTUYHOCTI,
3aK/aaJeHol y BUXigHOMY cioraHi. JocmilskeHHSI TakoX ITOKasajo, 10 BTpaTa CTUIiCTUUHUX
3ac06iB i IMPEKTUBHUX KOHCTPYKIIili 3HVIKYBa/Ia TparMaTuyHy e(eKTUBHICTb, XapaKTepHY AJIsI
peKyIaMHOro auckypcy. CucTeMHe CITiBBiJHECEHHS TUITIB MepeKIafalbKuX TpaHchopmariii i3
KOHKPETHUMY BUIAMY CEMAaHTUYHMX i MparMaTUYHUX CIIOTBOPEHb A03BOINWIIO INTMOGIIIE TOSICHUTY
BIUIMB IepeKIafalbKuX pilieHb HAa KOMYHIiKaTUBHY e(peKTUBHICTh peKJaMHMX CJIOraHiB. Y HU3ILII
BUIIAJIKiB 3aIIPOTIOHOBAHO aJbTePHATMBHI YKpPaiHCHKi BapiaHTM MepeKIany, o JeEMOHCTPYIOTh
MOSKJIUBi cTpaTerii JOCSITHeHHS OiNbIIOI CeMaHTMYHOI Ta IMparMaTUYHOI €KBiBaJIEHTHOCTI.
IIpakTuyHe 3HAUEHHS MOCTiIKEeHHS TO/MSITA€ Y MOKIMBOCTI 3aCTOCYBaHHS 1OT0 pe3y/bTaTiB y
repexaafalbKiit MpakTuili Ta Mi>KHapOAHil peKIaMHilt KOMyHiKaIlii

KniouoBi cmoBa: pekiamMHMII [OMCKYpC; Tepeknaganbki TpaHcdopmarii; mparmMaTuyHa
€KBiBaJIeHTHICTb; KOHIIETITyaJbHE CIIOTBOPEHHS ; HETOYHOCTI MepeKamy
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