elements, such as thar‘there’ and tho‘then’, as well as serving as sentence adverbials of place and time
in main clauses, can also introduce subordinate clauses; these two then receive the readings ‘where’
and ‘when’ respectively. In practice it is often difficult to distinguish between the two readings; verb
position is a potential distinguishing factor, but, since the investigation of correlations between verb
position and clause type is one of the objects of this study, using word order preconceptions to decide
clause type would be unforgivably circular. Instead | have followed the readings indicated by the
punctuation in Behaghel & Taeger (1996), though it may well be that some of these readings — and
other editorial decisions — are wrong.

Modern scholarship usually takes these inscriptions, written in the Elder Futhark alphabet and
attested between 200 and 800 AD, to be representative of the Northwest Germanic node, for the most
part [1, 126]. Few such inscriptions have survived, and many of these do not constitute full sentences;
Faarlund estimates that of the 129 runic inscriptions known at the time of writing, 69 were full
sentences [12, 111], and llyish B. states that there are 34 inscriptions in Northwest Germanic in which
the position of the verb can be determined [19, 111]. In light of this extremely limited attestation,
which is not unequivocal as regards the areas of investigation of this thesis [12, 202], we will not treat
the language(s) represented by the runic inscriptions as a comparator in the same way as e.g. OE.
Instead the evidence of the runic inscriptions will only be used as the broadest of heuristics against
which to assess the reconstructions postulated. A similar stance is taken by Hopper [18, 145].

Language, a system of conventional spoken, manual, or written symbols by means of which
human beings, as members of a social group and participants in its culture, express themselves. The
functions of language include communication, the expression of identity, play, imaginative expression,
and emotional release.
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One of the most difficult and demanded types of translations is the translation of advertising
texts. Literal translation of advertising messages is a complicated process. The text of messages should
be easily and clearly perceived, and the meaning should not be changed. The information of the
translated text should be the same as in the original.
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To translate advertising texts, it is necessary to use the services of professional translators who
already have experience in this information category. When working on advertising texts, translators
must combine different knowledge and skills, because knowledge of the necessary foreign language
alone is not enough for the advertisement to be translated at a high level. In addition a person with
language skills must also have general knowledge of marketing and advertising, as well as an
understanding of the field of psychology. In practice, it is the sociolinguistic factors that become
decisive when translating advertising texts into another language.

Modern realities force us to pay more attention to the translation of advertising texts, also from
the point of view of their psychological impact on the mass audience. Advertising texts must contain
clear factual data, they must be exhaustively stated and therefore accurately understood. When
translating advertising texts, the translator must take into account the purpose of the text, the character
of the consumer, the linguistic qualities of the original text, the cultural and individual possibilities of
the language in the cultural aspect of the consumer [1].

Usually, the work on the translation of the advertising text proceeds in such a way that the
specialists strive to leave the very basis of the text, which has shown itself well in other countries, but
at the same time produce it so that it sounds in their native language. It is clear that the further
promotion of products in the domestic market depends on the quality of the translation of the
advertising text. Therefore, when translating, it is important to think about the meaning of the translated
text, and especially important to avoid ambiguous expressions. Since this can have a very negative
effect on the further promotion of products on the market, due to the fact that the essence of the
advertising message can be misunderstood by the audience of potential consumers.

For many advertising practitioners, the text of a foreign language serves only as a means for
understanding the idea of the advertised product, while the text itself is often rewritten in the language
of the consumer's country, taking into account its national specifics. In cases where an accurate
translation seems undesirable for some reason, the translator uses phrases that are approximate in
meaning, which must necessarily take into account traditional ethnic, national and social
characteristics, stereotypes of behavior of a particular audience, to which the products are directed and
indicated in the advertising text.

Scientists managed to make many theoretical assumptions in the course of the research referring
unique properties of advertising translation in the sphere of automotive industry. The first scientific
investigation considered successful work of advertising translation was made by Zazykin V.G. [2].
Later the statement about some issues in advertising translation and possibility of instant close
translation of discourse was prevailing among the linguists and translators who were aware of semantic
and structural distinctions between languages [3]. We have studied and analyzed these works to reveal
the essence of advertising translation and approaches to its adequate reproduction. Our task is to
consider the situation where different strategies interact with each other types in case of advertising
translation in the sphere of automotive industry.

Grammatical organization of advertising texts on the example of automotive industry

Considering a car advertising slogan from the point of view of text organization, it should be
noted that their structure is very peculiar and homogeneous.

As for word order, the use of inversion and passive constructions should be emphasized:

Chevrolet Aveo. Get real. — Illespone Aseo. Bnoane peanvro. - Illespone Aseo. Tonvixkmai
HaKmuol.

Honda Cars. It must be love. — Asmomobunru Xonoa. [onsxcno 6vimo smo 1106086, - Xonoa. Byn
maxabbam 6011y Kepex.

As for syntax, the most pronounced features are brevity and telegraphic style of advertising texts:

Land Rover. Go beyond. — Jlano Posep... u yenroco mupa mano. - Jlano Posep... Kone 6ykin anem
JHCEMKINIKCI3.
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It's a Skoda. Honest. — Omo Skoda. Yecmmno. - By Skoda. Ooin.

Another noticed syntactic feature is the use of elliptical constructions, where the topic is
truncated - an already known part of the sentence and new information is brought to the first position,
attracting attention with its imagery. This contraction of the sentence in no way interferes with
understanding the meaning of the text, but on the contrary makes a vivid impression with its
concentration:

Driven by passion. FIAT. — Vnpasnsemoui cmpacmero. @uam. - @uam. Kymapavikmoin
Jicemecinoe.

Mercedes-Benz. Engineered to move the human spirit — Mepceoec-Beny. - Cneoyii ceoeii 36e30e!
- Mepceoec-Beny. JKynovi3viHbl3061 i30eHi3!

Negative forms are rarely used because they create a negative impression of a product or service,
and the advertising slogan should avoid such negative constructions, creating a positive image. But,
examples with negatives can be found:

Jaguar cars - Don't dream it. Drive it! — Aemomoburu Hzyap. He meumaii. Caoucw 3a pynw! -
AHeyap. Apmanoama. Pynee omuip!

Porsche -There is No Substitute — ITopuwe. /[pyeoco sapuanma nem - Ilopue. backa nycka scox

Lexical features of advertising translation in the sphere of automotive industry

When studying the use of vocabulary, it must be borne in mind that the communicative task of an
advertising slogan is a call to action, which determines the predominant use of the verb in comparison
with other parts of speech. The verb is the only part of speech that has the form of an imperative, i.e.
imperative mood:

Subaru. Think. Feel. Drive. — Cybapy. Aymaii. Yyscmsyii. Pyau. - Cybapy. Ounan. Cesin. backap.

Chevrolet. Eye it - try it - buy it! — Illespone. Cmompu na nezo! — Henoeimaii e2o! — Kynu eco! -
Lllespone. Ozan xapa!-bavikan kep!- Onwt camoin an!

Drive Your Dreams. Toyota — Totioma. Ynpasnsai ceoeti meumoti. - Totioma. Apmarnvinbiz0b
backapviybl3.

Get the Feeling. Toyota — Toitoma. Ionyuu owywenue. - Totioma. Cesine anviybl3.

Verbs make up about 50% of the words in a car advertising slogan. It is important to use the
semantically correct verb with the most accurate meaning in order to leave a vivid impression of what
has been said. A study of English advertising car slogans shows that the most frequently used verbs in
the imperative include the following: buy, try, make, drive, travel, live, get, go, open, start, imagine,
dream, find, move, wait, for example:

Nissan - Just wait you drive it. — Huccan. Ilpocmo nododxcou, noka csadewv 3a pyiv. - Huccan.
Konik orcypeizeenue moxmai myp.

Translators of English-language advertising pay attention to the special nature of the use of
personal and possessive pronouns in automobile advertising slogans. The convincing tone of the
advertising message, which is also typical for the texts of Russian advertising, is often based on the
consistent application of the following communicative model: “We, our” — to define an advertiser,
“you, your” — to address the potential buyer.

Alfa Romeo - Power for your control — Azsgha Pomeo. Cuna ons eaweeo xonmpons. - Aivgha
Powmeo. Cizdiy backapyviyvizza apHanzan Kyam.

Nissan Motor's cars-You can with a Nissan. — Aeémomo6uru Huccan. C Nissan moi cmodiceus
ecé. - XKenin kenix Huccan. Ciz 6apin dcacaii anacul3.

When translating and adapting car slogans, a comparison technique is used. The comparison must
be extremely correct both in relation to competitors and to the law on advertising. Also, the hallmark of
successful advertising is the harmonious combination of the main advertising idea with those
expressive means that most correspond to this idea. This is expressed in finding the right tone of the
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advertising message, which sets it apart from the rest. To convey such a phenomenon, a good
imagination and imagery of the language is required from the translator, for example:

Peugeot. The lion goes from strength to strength. — Ileowco. Jles nabupaem cuny. - Ileosico.
Apvicman Kyw anvin Keneoi.

Jaguar cars. The art of performance. Grace.... space... pace. — Aémomobunu HAzyap. Hckyccmeo
ucnonnenus. Mzawecmeo...Ilpocmpancmeo... Ckopocmo.... - Kenin kenix AHeyap. Opwvinoay eHepi.
9cemoik... Fapouu.... Koinoamovix...

Dodge. Grab Life by the Horns. — Jooowc. Bozvmu srcusne 3a poea. - Jooxc. Omipdi myiiizoen
AJIbIRBI3.

The suggested analyzed examples were taken from the official websites of famous automobile
companies. Only the Russian variant of slogan translation is presented there. That’s why, it was
decided to add the own translated variant to the given examples in the Kazakh language. So the
examples above present the original variant and translated variants in two languages Kazakh and
Russian. Kazakh translation of the English slogans was made through the Russian language which
played the role of an interlanguage. All the grammatical and lexical rules were gone with the target
language.

As a result of the performed analysis, we came to a conclusion that for a successful advertising
campaign, when translating automotive advertising slogans, it is necessary to take into account the
purpose of the slogan, the character of the consumer, the linguistic qualities of the original text, the
cultural and individual capabilities of the consumer's language [4].

Analyzing the structure of English car advertising slogans and comparing them with the Russian
translation, we found out that inversions and passive constructions are often used in them. Slogans
most often have a clear, concise statement. Negative constructions are extremely rare in them.

As for the lexical characteristic features, imperative verbs are often used in car advertising
slogans to induce action. Personal and possessive pronouns are also common and create an atmosphere
of trust and belonging.

We came to the conclusion that comparisons are widely used in advertising car slogans, the
significance of which must be taken into account when translating advertising slogans.

It can also be concluded that adjectives and adverbs help create a certain tone of the advertising
slogan, which allows you to convey the qualities and advantages of the advertised car.

The use of the definite article in English car advertising slogans is not accidental. It pursues a
very specific goal, persistently recommending the buyer to fulfill his dream and thereby make his life
better and more colorful.

The professional expert in the field of the translation, especially advertising translation in the
sphere of automotive industry is the eternal student. Firstly, such type of translation is not a set of
frequently used and stiffened devices and rules, but art where all elements are corrected, changed and
created again. Secondly, languages of great cultures are the wide rivers where everything flows and
changes quickly. New words and expressions are constantly appeared in any language, and their
translation, a passage to the other language sometimes demands a considerable linguistic ingenuity [6].

So, dealing with advertising translation in the sphere of automotive industry, a future expert in
translation studies is to follow all above-stated advices and requirements, and also to realize the nature
of the activity, to penetrate into specifics of a genre where he works, to understand essence of
translation activity, and, only under these conditions translation work will give sincere pleasure and
will serve as a pride subject for the professional translator.
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O IEPEBOJIAX «BOBYP-HAMD» B MUPOBOM JINTEPATYPE

AdaykanupoBa Maauna Pycramxy:xa Kusu
Crygaent 4-kypca TalkeHTCKOro YHUBEPCHUTETA
y30€KCKOTO s13bIKa U JIuTepaTypbl uMeHu Anuiiepa HaBou, Y30ekucran, TamkeHT
ilhom-aslonov@mail.ru
Hayuns1ii pyxkoBoaurens — U. AcjioHoB

Baxupuaaua Myxamman baOyp - mucarenb, MO3T, YYCHBIH, 3aHUMAIOIUH 0CO00E€ MECTO B
CPEIHEBEKOBOM BOCTOYHOW KYJIBTYpE, JINTEPAType M IO33UM, & TAKKE BEJIUKUN IOCYAapCTBEHHBIN
aesTenb U moiakoBojen. O0nasas MHUPOKUM KPYro30poM M OTJIIMYHBIM MHTEIIEKTOM, baOyp ocHoBai
nuHactuio baOypunoB B Huu 1 octancs rocyJapCTBEHHBIM JIeSITENIEM B UCTOPUH 3TON CTPaHbI U B TO
e BpeMsi OH ObLI OAHMM H3 CaMbIX HM3BECTHBIX B MHpE HCTOPHUKOB, W3BECTHBIM INPOU3BEICHHEM
«babyp-name». «balyp-Hame» 3aHuMaeT ocoboe MecTo cpeau mpousBereHuil babypa, »3T0
MIpU3HAHHBIA 00pa3ell TIOPKCKOW KIJIACCUYECKOW IMpO3bl U BBLAAIOIIMKCA IMaMATHUK TIOPKCKOTO
auTepaTypHOro sa3bika XV — XVI BB. OTO npou3BeeHNE KaK €JUHCTBEHHBIN B CBOEM POJI€ UCTOUHUK
1Mo MCTOpUU HaponoB LleHTpanbHOM A3uM HA TPOTSHKEHUM CTOJETHH OCTAETCs HACTOJIBHOW KHUTOU
HCTOPUKOB, 3THOrpaoB U MpeacTaBUTeNeH ectecTBeHHbIX Hayk. [loatomy To ¢ XVI B. ero nepesenu
Ha BCE KYJbTYpPHBIE SI3bIKM HAPOJOB MHUPA.

«boOyp-Ham3» - BCEMHUPHO H3BECTHAs SHIMKIONEIUS OOIIETIOPKCKOW nuTeparypsl. Knura
3axupunauHa Myxammena baOypa comepxut OeciieHHY0 HHGOpMaIHiO 00 HCTOPHUH, KYJIBTYpE,
LEHHOCTSIX U XapaKkTepucTukax HaponoB LleHTpanbHoil A3un, Adranucrana u Muauu, a takxke 00 ux
npupoae, reorpaduu, ¢iaope U payHe. IOTO TakkKe YHUKaIbHAS SHIUKIONEAUS, KOTOPAs COACPKHUT
HAY4YHYIO0 MH(OpMaIMI0 0 MHOTHX acleKTax KM3HMU TOro BpeMeHHU. [IponsBeneHne Takke Ha3bIBaeTCs
«Ty3yku boOypwmit», «Bokeorn boOypwuit», «Bokeanoma». M3BecTHO Oosiee necaTka pyKomucen
«bobyp-HamMd».

Konuu mnpoussenenuss babypa 17-18 BexoB xpausitcs B Jlenunrpage, Kanbkytre, Arpe,
Xainapabane, Manuecrepe, Jlonnone, DqunOypre u Apyrux mecrax. «bodyp-Ham»» Obliia nepeBeieHa
Ha nepcuackuil f3b1k B 1586 roay. B 1705 rony wacte npousseneHus Oblia onyonukoBana Burcenom
B [omnanauu. [[xon Jleiinen u Y. DpCKUH CPaBHWIM TYPEIKYIO M MEPCUACKYI0 BEpCHHM pPabOTHI,
TIepeBeIN €€ Ha aHrIuiCKuid U omyOnukoBainu B Jlongone B 1826 romy »[1]. [lepeBoa Ha Hemenkuit
a3bIK ObuTa mpousBeneHo A. Kaiizepom. Pammn Paxmat nepeBen npousBeeHHe Ha TypPEUKUH SI3bIK, a
Muxann Canbe nepeBent ero Ha pyCCKH S3bIK.
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