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In the modern world, advertising has become one of the most pervasive forms of

communication, shaping not only consumer behaviour but also cultural perceptions and
linguistic norms. Every day, millions of people encounter marketing messages crafted
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to attract attention, evoke emotion, and prompt action often within a fraction of a
second. At the heart of this communicative machinery lies the marketing headline: a
compact, carefully constructed verbal unit that must simultaneously inform, persuade,
and resonate. The effectiveness of such headlines depends to a significant degree on
their figurative dimension their capacity to harness imagery, cultural associations, and
rhetorical devices in the service of a brand's message. Yet when these headlines cross
linguistic and cultural borders, the imagery that makes them powerful in one language
does not automatically survive the journey into another. The question of how
translators navigate this challenge what strategies they employ, what transformations
they apply, and what principles guide their decisions sits at the intersection of
translation studies, linguistics, and cultural theory, and forms the central concern of
this paper.

Figurative language, particularly metaphor, has long been recognized as a
defining feature of advertising discourse. Research in psycholinguistics consistently
demonstrates that metaphors enhance comprehension by generating multiple semantic
associations, increase the communicator's perceived credibility, reduce counter-
argumentation, and create a sense of social closeness between the brand and its
audience [3]. These properties explain why leading international brands construct their
headlines around figurative, culturally resonant imagery rather than straightforward
product descriptions. A headline such as «Born with Two Hearts» (Lamborghini) [1]
does not merely describe an automobile; it activates a metaphorical frame in which
engineering precision and human passion converge, producing an emotional response
that a literal description could never achieve. «The roar you hear is a heartbeat» [10],
from the same brand, renders engine sound as a living pulse — an image that speaks
directly to the driver's desire for an almost biological connection with the machine.
These headlines are not decorative: they are the primary vehicle through which the
brand communicates its identity and values.

The rhetorical sophistication of marketing headlines has been systematically
described in the academic literature. McQuarrie and Mick propose a two-level
taxonomy of rhetorical figures in advertising language, distinguishing between
schemes based on regular patterning and tropes based on irregular, meaning-shifting
deviation and further identifying four rhetorical operations: repetition, reversal,
substitution, and destabilization [7]. This framework captures the structural diversity
of advertising headlines, from phonetic parallelism to radical semantic substitution.
Goddard further emphasizes that the verbal text of an advertisement is not merely an
information carrier but an autonomous expressive element, where even the choice of
register and capitalization carries connotative weight [4]. The headline «kDRIVE ME
CRAZY» (Renault) [2], preserved in its original English form in the Ukrainian market,
illustrates this principle: the all-caps formatting and the cultural allusion to a well-
known song are integral to the headline's effect, and any translation would dissolve
both.

The challenge for the translator begins precisely where the imagery is most
culturally embedded. As research on advertising translation demonstrates, the most
effective approach to producing a functionally successful target text is the adaptation
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of the product's identity, values, and core message in accordance with the perceptual
and cultural context of the target audience [6]. Newmark establishes the theoretical
grounding for this approach by distinguishing between semantic and communicative
translation, arguing that for persuasive texts the communicative approach is primary,
since the translator's first obligation is to reproduce on the target reader an effect as
close as possible to that produced on the source reader [8]. Literal translation, in
contrast, frequently results in the loss of the very imagery that gives the original its
persuasive force.

This dynamic is clearly visible in the translation of marketing headlines from
English into Ukrainian. The material drawn from official campaigns of international
brands — Nike, Apple, Lamborghini, Dove, Renault, Adidas and others, demonstrates
that translation decisions are shaped primarily by the degree to which the source
imagery is culturally transferable.

Some headlines carry imagery that travels well across languages. «The roar you
hear is a heartbeaty» (Lamborghini) «PeBiHHs, sike TH Uyen — 1€ cepLeOuTTs» 1S a case
where the metaphor of engine sound as a living heartbeat functions equally powerfully
in Ukrainian, because the cultural associations of the heart as a seat of passion and
vitality are broadly shared. The translator's task here is essentially one of faithful
rendering: preserving the sensory vividness of roar as peBinHsa and the intimacy of
direct address through Tu, so that the Ukrainian reader feels the same visceral
connection the original intends. The image arrives intact because it is built on universal
human experience rather than language-specific convention.

Other headlines reveal that imagery is far more fragile. «Own the floor» (Nike)
[9], directed at a dance audience, presents a case where neither the verb nor the noun
carries its intended meaning in isolation. Own in this context is not about possession
but about total, effortless mastery — a confidence so complete it feels like ownership
of the space itself. Rendered as «3aBosiomiii Tanmmosiom», the translation
simultaneously performs two operations: modulation transforms the static ownership
metaphor into a dynamic act of conquest, while concretization narrows the generic
floor to Tanumomn, anchoring the image in the specific world of the campaign. The result
Is a headline that captures not just the meaning but the attitude of the original the sense
that the dance floor is a territory to be seized, not merely occupied.

A different kind of cultural negotiation is visible in «Great Ideas Start here»
(Apple) [5], rendered as «Benuki el HapokyroThes TyT». The original verb start is
functionally neutral ideas begin at this location. The Ukrainian napomxyroTbcs,
however, introduces a biological metaphor of birth that was absent in the English. This
modulation is not arbitrary: it aligns with Apple's longstanding brand identity as a space
of creativity and origination, and it produces a headline that resonates more deeply in
Ukrainian precisely because the image of birth carries stronger emotional and cultural
connotations of genuine creation than a simple point of departure. The translator has
not just adapted the headline, they have enriched its imagery for the target audience.

Finally, «<DRIVE ME CRAZY» (Renault) represents the most radical translation
decision of all: zero translation. The headline was left entirely in English for the
Ukrainian market, and this choice is itself a statement about imagery and culture. The
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phrase functions simultaneously as the name of the campaign and as an allusion to a
globally recognized song, and both layers of meaning depend entirely on the English
original. Any Ukrainian equivalent would be a different headline it might convey the
same semantic content, but it would carry none of the cultural resonance. Here the
translator's decision is not to translate but to trust the target audience's cultural literacy,
treating the English text as part of the brand's image rather than a barrier to
communication.

The examples discussed above illustrate a broader principle that runs through all
these translation decisions: the translator of a marketing headline is not primarily
engaged in linguistic transfer but in cultural mediation. The goal is not to replicate the
form of the original but to reconstruct its effect, its emotional register, its cultural
resonance, its capacity to persuade a specific audience in a specific context. Where the
source-language image is culturally transparent, faithful rendering is both possible and
desirable. Where the image is embedded in codes that do not cross borders intact, the
translator must adapt, shift, and sometimes recreate entirely. What remains constant
across all strategies is the underlying obligation: to ensure that the target-language
reader experiences the same emotional and cognitive response as the source-language
reader, without sensing the presence of the translator's mediation.

The translation of advertising imagery is, in this sense, a discipline that demands
both analytical rigour and creative flexibility. It requires the translator to hold two
cultural worlds simultaneously in view to understand what an image means in its source
context and to find, in the target language, not just an equivalent word but an equivalent
resonance. The most successful translations of marketing headlines are those in which
this dual awareness operates so seamlessly that the translated headline feels not like a
version of the original but like the original itself, reimagined for a new audience.
Achieving that effect is the highest standard of the craft, and one that the study of real-
world brand communication across languages continues to illuminate.
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KA3BKOTEPAIIIA Y POBOTI 3 AITbMU JOHIKIJIBHOT'O
BIKY 3 IIOPYHIEHHAMUNU MOBJIEHHA

IOpuyk Tersina BosioaumupiBua

3100yBayKa BUIOT OCBITH MariCTepChbKOT0 PiBHS

3a crienianpHicTIO «CrieniaabHa OCBITay

Byry3oBa Jlapuca IlerpiBHa

KaH/IHUJIaTKa IICUXOJIOTTYHUX HAyK, JOICHTKA,

JOTIEHTKA KadeapH IMCUXOJIOT11, JIOTOIe il Ta IHKIFO3UBHOI OCBITH
XKutomupcekuii 1ep>xaBHUM yHIBepcUTeT iMeH1 [Bana dpaHka

M. JKutomup, Ykpaina

[IpoOneMn MOBJIEHHEBOTO PO3BUTKY Y AITEH MOMIKIJIBHOTO BIKY € OJHIEIO 3
HaWUTIOMIMPEHIIINX MPUYUH 3BEPHEHHs OaThbKiB 70 (DaxiBIiB — BUMUTEIIB-JIOTOIEIIB,
KOPEKLIMHUX menaroris, aedexronoriB. CydyacHa KOPEKIiitHO-TIefaroriyHa npakTuka
aKTHBHO IITyKa€ IHHOBAIIHI METOJIH, K1 O OE€THYBaIH €(PEKTUBHICTD, IOCTYITHICTD 1
OPUPOJHICTH ISl JUTUHU 3 MOBJICHHEBUMHU MOpylIEeHHAMUA. OIHUM 13 TaKuXx
MepeBIpEHUX METOMIB € Ka3KoTepamis, ska Mpeadadac BUKOPUCTAHHS Ka3KOBUX
CIOXKETIB, 00pa3iB, mMeTragop Ta TBOPYMX 3aBJaHb JUIsI TAPMOHIHHOTO PO3BUTKY
0COOMCTOCTI Ta MO0JIaHHS MOBJICHHEBHUX TPYyIHOIIIB. Lle 00yMOBI€HO THM, 1110 Ka3Ka
€ He JUIIe JITepaTypHUM KaHPOM, a ¥ TMPUPOJHUM CEPEIOBHINEM PO3BUTKY
JOMIKIJILHUKA, SIKE € EMOIIMHO HACUUEHUM, (paHTa31iHUM, OE3MEYHUM 1 IICUXOJOTTYHO
KOoM(pOpPTHUM. 3 OISy Ha IIe, Ka3KoTeparlid cTae e(eKTUBHUM CIIOCOOOM BIUIMBY Ha
MOBJICHHSI, TOBEAIHKY Ta €eMOLIMHUIA CTaH JUTUHHU.

AHaJli3 cy4yaCHUX HAyKOBHX JIOCTI/DKEHBb CBIAYUTH PO 3POCTaHHS IHTEPECY [0
BUKOPUCTAHHS Ka3ku B JjoromnenuuHid mnpaktuil. Tak, M. 1. 3amemtox (2017)
JOCIIKYBaJla Ka3KoTepanito K IHHOBAIIHHY 340pOB’130epeKyBalIbHY TEXHOJIOTIIO B
Cy4acHOMY JIOIIKUIBHOMY 3aKJIaJii Ta JioBeJia ii MO3WTUBHUN BIUIMB HA €MOIIIMHUI
CTaH, KOMYHIKaTUBHY aKTUBHICTb 1 TapMOHIAHMUM po3BUTOK aiTei [3]. O. B. Boiabcbka
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