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JIEKCMYECKUE CPEOCTBA CO3AHWMSI SI3BIKOBOW UI'PhI

M.O. I'pykoBa, 6akanasp
M.B. N'puropbeBa, Hay4HbI PyKOBOAUTENDb, CTApLUWIA NpenofasaTerib

Braousocmoxckuii 2ocyoapcmeennblii yHugepcumem
Braousocmok. Poccus

Annomauusa. B cmamve uccnedyiomes nekcuueckue cpeocmed, UCnoiv3yemvle 8 pexiame npo-
OYKmMO8 numanus 0Jisi CO30aHUs A3bIKOBOU uepbl. AHANU3 HANpasieH HA 8blAsieHUe IPPeKmusHoCcmu
IMUX cpedCm8 8 NpusiIeHeHuU BHUMAHUSA nompedoumenel u GopmMupo8anuy NPUBLEKameIbHo20 00pasa
moeapos.

Knrouesnle cnoea: azvikosas uepa, pekiama, npooyKmol NUMAHUS, TeKCuyecKue cpedcmaa, cpeocmea
8bIPA3UMENLHOCTIU.

LEXICAL MEANS OF CREATING A LANGUAGE GAME IN FOOD
ADVERTISING

Abstract. The article examines the lexical means used id &mbvertising to create a language game.
The analysis is devoted to identifying the effeciss of these means in attracting consumers'tiatten
and creating an attractive image of goods.

Keywords language game, advertising, food products, ldxicaans, stylistic means.

The purpose of this article is to identify and systematizeitax means of language games in the
modern food advertisement (using American brandmasxample). The problem of the research is to de-
termine the lexical means that are most often teedeate a language game in food advertising,edls w
as to analyze their impact on consumer’s perceptimhadvertising effectiveness.

The objectivesof the research are the following:

1) identifying major lexical means used to creatgglage games in the modern food advertisement
of American brands;

2) analyzing functions of language games when fognain attractive image of a food product;

3) defining the efficiency of different types ofxleal language games in food advertisement of
American brands based on the analysis of parti@damples.

The relevanceof the study is that the use of language gameadd fadvertising is becoming an in-
creasingly common method of attracting consumétshtion and creating a positive brand image. Given
the growing competition in the food market, undemsing the lexical means allows marketers to more
effectively develop advertising campaigns, increhsé attractiveness and memorability. In addititre
study of these means can serve as a basis foefugkearch in the field of advertising language em-
sumer psychology.

Scientific novelty lies in the identification of new lexical conceptsd linguistic techniques that may
have previously remained outside the field of diten The results of the work can serve as a Wasis
improving marketing strategies, providing recomnegiwhs for creating effective advertising campaigns

Themethod of illustration was used in this research. The method involvegigirg specific exam-
ples of lexical devices that create a language gamethen commenting on them. This approach allowed
for a clear illustration of theoretical conceptslatemonstrated how differently linguistic elemeate
used in food advertising. The examples were andlydth an emphasis on their functionality and intpac
on the target audience, which helped to better nstaed the mechanisms by which advertising inflesnc
consumer’s behavior.

Y.V. Golikova writes: «Language game is a set chteques that violate linguistic norms and are
used to create a comic effect, thus distinguishithggrtising from its competitors.» [3, p. 19].

Language game in food advertising plays a key irolgtracting consumers' attention and creating a
positive brand image. Using various lexical meauertisers create memorable and original messages
that can arouse interest and emotions in the tangience. In the highly competitive food markeg tise
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of language games not only helps to distinguishodyect from similar ones, but also establishesran-e
tional connection with consumers, which ultimatebntributes to increased sales and brand loyalty.

When creating promotional food products, many fictwe taken into account that influence their ef-
fectiveness and attractiveness to consumers:

1) favorable positioning of food products;

2) the need to prove the product's advantage;

3) peculiarities of traditions;

4) well-reasoned product information. [4, p. 108]

Stylistic means play the most important role inatirgg language games. According to I.R. Galperin,
stylistic means are «morphological, syntactic armtdaformation forms of language that serve to emo-
tionally or logically enhance speech.» [1, p. 48jcording to the classification proposed by thestist,
stylistic means can be conditionally divided intwele main groups: phonetic, lexical and synta¢#c.

p. 136]. Lexical stylistic devices include hypedm®l(extravagant exaggeration [9]), euphemisms (@ wo
or phrase used to avoid saying an unpleasant ensiffe word [7]), metaphors (an expression that
describes a person or object by referring to soimgtihat is considered to have similar characiedgb
that person or object [7]) as well as litotes, zeag, oxymorons, and gradation which are observae mo
precisely below.

The first example of a lexical mean which creatéanguage game is provided by the brand Snickers
and sounds like «Snackisfaction guaranteed.» Thd wesnackisfaction» is a striking instance of blend
ing, a combination of two or more words where asteone word is contracted. [8, p. 120]. In thiseca
we can see the merging of two words — «snack» aatiséaction.» It's a combination of both the produ
(snack) and emotional result (satisfaction).

The next example is «Feed your creativity and yaapetite» by Taco Bell. This is a case of zeugma
which is the use of a word to modify or govern twranore words usually in such a manner that itieppl
to each word in a different sense. [9]. The ved®edk governs incompatible objects, thus unitingspay
and intellectual satisfaction. It turns food into iaspiring experience. This clever play of measiing
vites consumers to view their meals as more thahgreak from routine. By engaging with customers
on both a physical and intellectual level, Tacol B&lnds out and creates a stronger emotional ctione
with its audience.

McDonald's brings an instance of litotes — «Notaa lvay to start the day.» A litotes is an under-
statement in which an affirmative is expressedhwgyriegative of the contrary. [9]. Although the sera
«not a bad way» is an understatement, it stillteseéhe impression of sincerity and inspires maustt
than outright bragging. This subtlety in languagsonates well with consumers, who may appreciate a
more modest yet positive approach to marketingusing litotes, McDonald's avoids overhyping its of-
ferings, instead crafting a message that feeldatdia and grounded. Furthermore, such understatemen
can stimulate curiosity — encouraging potentiat@uers to explore the menu.

«Hunger is a monster» is a slogan presented bigrdrel Snickers. It is a case of personificatios, th
description of an object or an idea as if it hachln characteristics. [7]. Hunger is presented @sature
that changes a person's personality. It creatésuahimage of the problem that the product sohssvell
as dramatizes an everyday situation.

When creating a language game, paronymy takes.pi@mmighnut Missing Out» by Krispy Kreme
represents an instance of paronymy. Paronyms ayeat® words that sound similar but have different
meanings. [5, p. 174]. The phrase of the slogdased on the well-known expression «Don’t miss»out.
The negative particle “don’t” is replaced with thienilarly sounding noun «doughnut.» This is a deubl
coded message with the conservation of both imperftinction of the expression and reference to the
product. Such clever manipulation of language mdy captures attention but also encourages deeper e
gagement with the advertisement, as consumers imdytHemselves pondering the playful twist on the
familiar saying.

Another example of a language game is «Same satrdiffarent» created by Burger King's adver-
tisers. In this case one can observe an oxymorbithws a combination of contradictory or inconguso
words. [9]. There is a combination of two incomphltiwords «same» and «different» in the advertise-
ment. The oxymoron here creates intrigue promigangjliar experiences with new elements. The playful
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nature of the phrase resonates with audiencescydarty in a fast-food context, where excitement a
novelty play crucial roles in consumers’ decisioaking.

The final example is given by the brand Ben & Jerand sounds like «Euphoric. Elated. Epic. Ice
Cream.» The stylistic mean used to create thisaslag called gradation, which is an arrangement of
words in order of increasing meaning. [6]. In th&se, the status of the product enhances by useng t
chain of the emotional adjectives with increasigressiveness. This progression from "euphoric" to
"epic" not only intensifies the emotional appeatttd advertisement but also paints a vivid pictfréhe
experience consumers can expect from eating teecream.

The article examines key lexical means used taelaaguage games in the modern advertisement of
American food brands. The analysis revealed thah stylistic means and techniques as blending,
zeugma, litotes, personification, paronymy, oxynmprand gradation are the most effective in creadimg
attractive image of food products. The findingsicate that the most common lexical mean for cregedin
language game is hyperbole, constituting 21.6%efanalyzed advertisements. It indicates a streng t
dency among advertisers to increase the appehkeofproducts through exaggerated claims that captu
consumers’ attention. Following hyperbole, the selcmost prevalent mean is oxymoron, appearing in
15.7% of cases. It suggests that brands often seekotmle thought and intrigue through contradictory
ideas. Personification and litotes appeared tagrefisant tools as well, each accounting for 1%.0f the
language games identified. It demonstrates thecteffmess of attributing human characteristicsowdf
products and the use of understated language &teceetrustworthy brand image. Gradation and paro-
nymy contributed 11.8 and 9.84, respectively, highlighting the role of intensitgd playfulness in cap-
turing consumers' interest. Meanwhile, zeugma ssmed 5.9% of the language used, indicating €5 le
frequent but impactful role in combining ideas. Tleenaining percentage is attributed to blending and
other lexical means, showing the diversity of stiti menas brands use to create engaging adveetigem
Overall, the analysis emphasises the strategiofifgese linguistic elements as a way to enhanaador
identity, evoke emotion, and ultimately increasastomers’ engagement in a competitive market.

The analysis also confirms that the use of the imead lexical means in advertising significantly in
creases consumers' motivation to buy. The playétline of these language games invites consumers to
interact with the brand on a deeper level, strezigtig the connection between buyers and brandsaras
cally. Thus, language games serve as a powerfulinioshaping consumers’ behavior and preferences.
Such linguistic techniques affirm their crucialeah the modern advertising landscape.
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VJIK 81

JIEKCMYECKUVE OCOBEHHOCTW PEKJIAMHBIX TEKCTOB
AMEPUKAHCKMX BPEHIOB ITPEMMNYM CETMEHTA

E.C. bopa3blix, 6akanasp
M.B. 'puropbeBa, CT. npenogasarernb

Braousocmoxkckuii 2ocyoapcmeenuwlii yuugepcumen
Braousocmox. Poccus

Annomayus. Cmamovsi nocesiwena ananusy J1eKCUeCKUx 0COOEHHOCMell PeKIaMHbIX MeKCmos ame-
PUKAHCKUX NpeMUanbHulx 6pendos. Lens uccnedosanus — visigienue u uzyyeHue Haubonee yacmovix ieK-
CUYECKUX BbIPAZUMENBHBIX CPEOCME, UCNONb3YeMbIX 8 MaKux mekcmax. B pabome paccmampusaromes
KII0Yesble (YHKYUU PEKIaMHbIX MEKCMO8, Ux KIACCUDUKayus, a marice npusoosimes. npumepsl u3 pex-
JIAMHBIX Kamnanuti opendos, makux xkax Tiffany & Co., Tom Ford, Marc Jacolsopyeux. Ocnosnoe enu-
Manue yOeneHo NeKCUYeCKUM CPedCmeam 6blpasumeibHOCmu, KOmopole uspaion 3HA4Umenviylo poib 6
CO30aHUU IMOYUOHATLHO20 U ICMEMUYECKO20 8030CUCMBUSL HA YeTe8VI0 ayOUmopuio.

Knrouesvie cnosa: pexnammuvie mexkcmol, npemuaibivle OPeHObl, JEKCUYECKUE CPeOCmEd Gblpa3u-
MebHOCU, CIMUIUCIMUYECKUE NPUEMbL, A3bIKOBOE 8030elCmEUe.

PECULIARITIES OF LEXICAL MEANS IN THE ADVERTISING TEXTS
OF AMERICAN PREMIUM-CLASS BRANDS

Abstract.The article analyzes the lexical peculiaritiesadiertising texts used by American premium-
class brands. The research aims to identify andnéxa the most frequent expressive means employed in
these texts. The study explores the key functioadwertising texts, their classification, and pides ex-
amples from campaigns by brands such as Tiffanyo& Tom Ford, Marc Jacobs, and others. The re-
search gives special attention to the lexical styidevices, which significantly contribute to atiag
emotional and aesthetic appeal for the target anicke

Keywords: advertising texts, premium brands, lexical meanstaphors, epithets, personification,
hyperbole, stylistic devices, linguistic influence.

The purposeof the study is to identify and analyze the didiire lexical features used in the adver-
tising texts of American premium-class brands.

The relevanceof this research is that the work provides valaabsights into how language shapes
brand perception and influences consumer decisidms.research bridges theoretical and practicdi-app
cations, offering particular examples of effectiveguistic strategies while contributing to acaderdis-
cussions in applied linguistics and stylistic as@ylts focus on premium branding fills a nichekisting
literature, as most studies tend to analyze maskanadvertising rather than premium sector communi
cation.

The scientific novelty of this researchs based on the linguistic characteristics speodfipremium-
class advertising, which is underexplored segmergtylistic research. These contributions positios
study as advancing understanding while opening ar@as for investigation in the intersection of liisy
tics and premium branding.

Themethods of analysis, comparison and measuremewere used in this research, as it was neces-
sary to examine the advertising texts of the premilass brands and to identify the lexical devides,
order to understand its purpose, to measure théeuof the used devices and compare the frequeincy o
it.

The research objectivesonsisted of defining the concept and the purpob#®e advertising texts of
American brands, examination the peculiaritiesh&f advertising texts of the American premium-class
brands, analysis of the classifications of thedakimeans, outlining the most frequent lexical nseaised
in the advertising texts of American premium-clasands.

Before defining the concept of an advertising téxs necessary to examine the definitions of t'tex
and "advertising." The definition of "text" is prided by Galperin I.R., who states that "a text jg@duct
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of the speech-generating process, which includegpkieness, created in the form of a written docume
consisting of a title (headline) and a series ecHjr units (suprasentential unities) that areliobnnected
by various types of lexical, grammatical, logicahd stylistic links, and has a specific directionl gprag-
matic focus" [1¢. 12].

At the same time, according to Clause 1, Articlef Bhe Federal Law "On Advertising" (No. 38-FZ,
dated March 13, 2006), "advertising" is definediaformation disseminated by any means, in any form
and using any methods, addressed to an indefint@gof people and intended to attract attentioarto
object of advertising, to form or maintain intergsit, and to promote it in the market.”

According to these definitions, Krivonosov A.D. lmgs the concept of an "advertising text" as fol-
lows: "An advertising text is a text that contaawertising information. It has the following disguish-
ing features: first, it contains information ab@uphysical or legal entity, products, ideas, otiatives;
second, it is aimed at an indefinite audiencedthirgenerates or maintains interest in a physicaégal
entity, products, ideas, or initiatives; fourthcantributes to the promotion of products, ideasingia-
tives" [2,c. 13-14].

To fully understand the concept of an "advertigiex," it is also essential to emphasize its kel pu
poses. Pavilova Y.A. and Sotnikova E.S. identifyfdilewing main objectives of an advertising tet §.

3

Emotive (creating an emotional image and attitude);
Contact-establishing (building a connection with thrget audience);
Aesthetic(creating an aesthetically appealing image of tioelyct);
Orienting (satisfying the curiosity of potentialyaus);

Nominative (communicating the product's name toahdience).

Before outlining the peculiarities of the advertsitexts of the American premium-class brands it i
necessary to give an explanation of the conceffteopremium class brands. While there has beenmume
ous researches, related to the premium-class hrtrets is still no clear and consistent definitadrthis
concept that would correspond to the core elemahtise premium-class brands. Kip Becker, Jung Wan
Lee and Helena M. Nobre presented a deep reseexghgining the concept of the premium-class
brands.[4,c. 58] In summary, the authors provided the defnitthrough the viewpoint of the luxury
products characteristics, the consumer psycholbglwracteristics and the consumer’s personal opini
about the brand. The definition states that premilams brands are brands that provide the highitgual
and high-price products, evoking the feeling oflegiwity and uniqueness. In comparison to the dibsrer
ing texts of the mass-market brands, the texte®@ptemium-class sector are laconic.

The analysis, provided by Cesare Amatulli, GiovaRmo, Manuela lodicand Robert Cascice-
vealed that through the use of a rhetoric langubifgstyle elements were transferred to the produnct
the brand. Products had no mention of functionatitthe ads, but rather they belonged to an imakjine
exclusive and unique world that can be accessevioyng the product (the luxury “dream”) [&,269].

Numerous linguists and scientists offered theisgfications of the stylistic means. For instance,
Lich J. divided the stylistic means into two groupsual (frequent) and deviant (rarely used). Havev
this research is based on the classification trest wffered by Galperin I.R., who categorizes dfglis
means into three groups:

1. Phonetic expressive means and stylistic devicesnfatopoeia, alliteration, etc.);

2. Lexical expressive means and stylistic devicegraution of different types of lexical meanings
(metaphor, irony, oxymoron, zeugma, antonomas@),ahteraction between two lexical meanings pre-
sent in the context, which helps draw attentioa 8pecific feature of the subject (periphrasis engple),
interaction of set expressions and word combinatwith the context (proverbs and sayings, epigrams,
guotes, clichés, allusions);

3. Syntactic expressive means and stylistic devigege(gion, litotes, ellipsis, parallel construction,
rhetorical question, etc.).

As it was mentioned in the previous part, the aiiliag texts of the American premium-class brands
are usually short and laconic. However, despite filiit, the authors of the advertising texts of Aoan
premium-class brands use a lot of lexical expressigans.

For instance, the premium-class brand of jewelnjfdfy & Co.” uses various stylistic means in their
advertising text for the gold chain: “Tiffany Hard&t is an expression of love’s transformative gifen

aorwbdE
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Inspired by a quintessential bracelet from 1962tbin the House’s archives, HardWear embodies endur
ing resilience and uninhibited spirit. A bold chaifiour signature gauge links makes a stunninge-stat
ment” [7]. The text starts with the metaphor, thascribes the chain as “an expression of loveissfoa-
mative strength”, it influences emotionally on thigstomer, making links between the purchase of this
chain, external and internal changes and love.t&kiealso connects several epithets that createrthge

of this piece of jewelry. For example: “quintessaintracelet”, “bold chain” and “stunning statenieadd
emotional and aesthetic appeal, reinforcing thduskdty and elegance of the product. The persoaifi
tion also plays a big role in this advertising fextaking the chain look more powerful and magical:
“HardWear embodies enduring resilience and uniiibspirit”.

One another example of the wide usage of epitbeds iadvertising text of a lipstick of the premium-
class brand “Tom Ford”: “This exquisite formula teastly moisturizes lips, and offers 12 hours ofdad
resistant color. Presented in Rose Exposed-inspiaellaging, each shade delivers impeccable patidh a
irresistible glamour” [8]. “Exquisite formula”, “tesistible glamour”, “impeccable polish” emphasifes
prestige and uniqueness of the product. The hyperbdhis text also supports the image and theteep
tion of the brand: “instantly moisturizes”, “12 hewf fade-resistant color”. These phrases reptaken
high-quality and long-lasting effects of this lijg&t

The brand “Tom Ford” often presents the unusualafigke lexical expressive devices. For example,
their advertising text for the “Shimmering Body OilGet the ultimate sun-kissed glow with our skiirs
ration formula” [9]. The premium-class brands freqtly deploy neologisms to create the fresh antbire
appeal and to create the unique identity for ttandr The neologism “skinspiration” makes the praoduc
feel innovative and aspirational.

The perfume advertising texts are prone to have ofahe stylistic means. As an example, it is rea-
sonable to take a look at the text of the daisgrrtace by the “Marc Jacobs”: “Embark on an outdoors
adventure with Marc Jacobs Daisy Wild, a bold aemihine fragrance for women. Jasmine, vetiver, and
notes of banana blossom capture the irresistilslenege of nature, sparking a sense of discoverynéhe
refillable Eau de Parfum exudes a fresh fragraeaogniscent of a wildflower bouquet. It inspires yiou
reconnect with nature and embody your young, fpeeted self” [10]. "Reminiscent of a wildflower e
quet"- metaphor that compares the perfume withwiihdflower bouquet, giving the feeling of lightness
and beauty. One more interesting lexical devioexignoron: “bold and feminine”. It plays with therco
tradictory emotions, received from the oppositenmtations of these words and creates intrigue ucapt
ing the attention.

Metaphors are one of the most common expressivieeein the advertising texts. The brand “La
Mer” used a metaphor to promise miraculous resafiisr applying their product: "The miracle broth.
Born from the sea. Transformative from the firadair[11]. The face cream is compared with a magical
elixir, evoking the emotional connection with thefd by creating the feeling of magic.

The American brand “Ralph Lauren” showed an intangsexample of using the puns in their adver-
tisement: "Time to refresh your wardrobe with dovetless pieces” [12]. The wordplay catches thenatte
tion of the customer by emphasizing the immedidahe purchase and the endurance of the clothes. Th
puns usually are memorable and intriguing for theels.

Protecting the image and reputation — one of thetnmoportant tasks for the premium-class brands.
Usually, the advertising texts of the premium-classnds are more laconic and briefer, as well eaticrg
the feeling of the uniqueness and exclusivenesthéocustomer. It is noticeable that the advedisexts
of the American premium-class brands contain anbigiber of stylistic means and this research was fo-
cused only on the lexical category of it. The as@lpf the 136 advertising texts shows that thetrnes
qguent lexical expressive devices are metaphors(38#b)epithets(29), not so often used, but rather-co
mon are personification(19%) and hyperbola(13%) #redother devices are less common (6%). How-
ever, the study of the advertising texts is ssBential to be proceeded, to consider the phonatidssty-
listic means, in order to represent the full pietof the peculiarities of the advertising textsAofierican
premium-class brands.
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VJIK 81-2

IMEPEBO/] HEOJIOTMI3MOB C AHITIMVICKOT'O HA PYCCKUM
B HAYYHOV ®AHTACTUKE (HA MATEPVAJIE POMAHA
Ix. ODIITHEPA «BETYIIIVIVI B JIABVIPVIHTE)

A.O. NopuakoBa, Gakanasp
MN.B. INu, accucteHT, kadegpa MKI1

Braousocmoxckuii 2ocyoapcmeenmwiii yuugepcumen
Braousocmox. Poccus

Annomayus. Cmamovs nocesueHa aHaiu3y nepesooa Heol02U3MO8 ¢ aHeIUICKO20 A3bIKA HA PYCCKUL
6 HayuHOU (panmacmuxe Ha npumepe pomarna Jcetimca Jpunepa bBeeywuii ¢ rabupunme. Aemop pac-
cmampusaem aeKcudeckue U CMUIUCmuYecKue 0CoOeHHOCHU HeOl02U3MO8, B0ZHUKAIOUUX 8 PAMKAX 6bl-
MBIUAEHHO20 MUpa, U uccredyem cmpamecuu ux nepeoadu 6 nepegooe. Ocoboe eHumanue yoensemcs
Memooam 1eKCUYecKou aodanmayuu u MpaHCKpunyuu, oyeHugaemcs ux sggexmusHocms 6 nepedaue
CMBICIOB01 U XYO0ICECBEHHOU HAZPY3KU OPUSUHATLHOSO THEeKCMA.

Kniouesnle cnosa:. neonocuzmul, HAyuHAsl haHMACmuKa, NEPeoo, JTeKCUYecKasi a0anmayust, MpaHCKpun-
yus, beeywuii 6 nabupunme, cmpamezuu nepegooa, nepesoo XyO00HCeCmEeHHOU TUMepamypul, NepeeooyecKue
mpancgopmayuu, KyIibmypHas a0anmayus.

TRANSLATION OF NEOLOGISMS FROM ENGLISH INTO RUSSIAN
IN SCIENCE FICTION (BASED ON THE NOVEL THE MAZE RUNNER
BY JAMES DASHNER)

Abstract. The article is devoted to the analysis of the gfation of neologisms from English into Rus-
sian in science fiction, using James Dashner’'s hdtie Maze Runner as a case study. The author exam-
ines the lexical and stylistic features of neologighat arise within a fictional world and explorgtsate-
gies used to render them in translation. Particudditention is paid to the methods of lexical adéipta
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and transcription, as well as their effectivenessconveying the semantic and artistic content ef th
originnal text.

Keywords neologisms, science fiction, translation, lexiealaptation, transcription, The Maze Run-
ner, translation strategies, literary translatiomanslation transformations, cultural adaptation.

Hayunas danTacTika Kak »aHp MPeAOCTABIACT OJaroJaTHYIO TIOYBY JJISl CO3[aHUS M UCCIICIOBAHUS
HEOJIOTU3MOB — SI3BIKOBBIX €IWHUII, TIOSBIAIONINXCA B pe3yJbTare HEOOXOIWMOCTH Ha3BaTh HOBBIE pea-
JIUM, TIOHATHUS WIH O0BEKTHI, HE CYIIECTBYIOIINE B PEaTbHOM MHpE. DTH HEOIOTU3MbI TIPEICTABIIAIOT HH-
Tepec HE TOJBKO C TOUKH 3PEHUS JICKCUKOJIOTUH, HO U C TIO3UIUHU MEPEBOAOBEICHNUS, IOCKOJIBKY IEPEBO-
JTYUKY HEOOXOJMMO HAaXOJWUTh aJICKBAaTHBIE CIIOCOOBI MX IMepeIadyu B SA3bIKE MepeBona. B JaHHOM craThe
paccMaTpuBaIOTCS HEOJOTH3MBI B poMane J[xetimMca J[pmHepa «berymmii B 1aOUPUHTE» U CIIOCOOBI UX
MepeBojia Ha PYCCKHUH SI3BIK, B YACTHOCTH Yepe3 JIEKCHYECKYIO aJanTalliio U TPAHCKPHUIIIUIO — ABE KITFO-
YeBBIC TICPEBOUCCKUE TPAaHCPOPMAIIHH, IIUPOKO MPUMEHIEMBIE TIPU pa0d0Te ¢ HAyYHO! (haHTACTUKOM.

Heosnorusm kak 00beKT nepeBoga

ITox HEONMOTM3MOM B MEPEBONOBEACHNN MMOHMUMAETCSl «HOBOE CIIOBO WMJIM BBIpa)KCHHE, BO3HUKIIEE B
SI3BIKE B PE3YJIbTAaTE OOLIECTBEHHO-KYIBTYPHBIX, HAYYHO-TEXHUUECKHUX WA Xy0’KECTBEHHBIX H3MEHEHUN
U oTpakaroiee HOBbIe peanuu» [1]. TlepeBoa HEOTOTU3MOB COMPSIKEH C PSIOM TPYTHOCTEH: YaCcTO TAKUE
CJIOBA SIBIISIIOTCS aBTOPCKUMHU M HE UMEIOT YCTONYMBEIX aHAJIOTOB B SI3BIKE TIEPEBOJIA, YTO TPEOyeT OT Iie-
PEBOIYMKA HE TOJIBKO JIMHIBUCTUIECKON KOMITETCHIMH, HO M TBOPYECKOTO Toaxoa [2].

B.H. KoMuccapoB nog4€pKkuBaeT, 4To MpU MEPEBOJIE€ HEOJIOTU3MOB MOXKET UCIOJIb30BATHCS IIEJIbIN
CHEKTp CTpaTeruii, HO B Xy/0)KECTBEHHOM TEKCTE, OCOOCHHO (DAHTACTHUYECKOTO JKaHpa, Hanbomee AP Qek-
TUBHBIMU OKA3bIBAIOTCS JICKCHYECKas aJanTalis U TPAHCKPUIILKSA, TOCKOJIBbKY OHU MTO3BOJISIIOT COXPaHUTh
OO0 CMBICI, IHOO 3BYKOBYIO (DOPMY OPHTHHAIBHOTO TEpMHHA [2].

IlepeBogueckue TpanchopMaluu: onpeaejieHne 1 BbI0Op

TpanchopMaIuu B TIEpEBOJIC — 3TO IEPEBOMUCCKUEC MPUEMBI, TIPU ITOMOIIH KOTOPBIX JOCTHUTASTCS
9KBUBAJICHTHOCTh TEKCTA TMepeBoAa u opuruHana» [1]. B maHHoi#l cTaThe paccMaTpUBalOTCS JABE TpaHC-
dhopmarnmm:

o Jlekcnueckasi aganTalus — 3TO 3aMEHa OPUTHHAIBHOTO CIIOBA WM BBIPAKEHHUS ero (QyHKIHO-
HaJbHBIM aHAJOTOM B S3BIKE MEPEBOAA, KOTOPBIM BBI3BIBAECT CXOHBIC ACCOLMAIINM Y PEIIUIUCHTOB, JaXKe
ecru (opMasbHO HE SBJIETCS KANbKOH [2]. AmanTanus mMo3BOJSIET YUTATEII0 BOCIPUHHUMATE HEOJOTH3M
KaK OpTaHUYHBIN JIEMEHT IepeBo/ia.

o Tpanckpunumsi — 3T0 Tiepeliavya 3BYYaHUs OPUTHHAIBHOTO CIIOBA CPEICTBAMU (DOHETUUECKOM
CHCTEMBI sI3bIKa MepeBoja 0e3 m3MeHeHus Gopmel [1]. DTOT mpuéM HCMOMB3yeTCs, KOTAa HEOOXOAUMO
COXPaHUTh AyTEHTUYHOCTb TEPMUHA WIH MOAUYEPKHYTH €r0 NHAKOBOCTD.

B pomane [Ixeitmca [[pmmepa «berymmii B 1aOUpHUHTE» TIPEACTABICHB HEOJIOTHU3MEI, CIICIIHAILHO
CO3/IaHHBIE aBTOPOM /ISl 0003HAYEHHS HOBBIX PEajiiil MOCTAMOKAINIITHYECKOTO MUpa. MBI paccMOTpenu
40 HEoNnOru3MOB U HUXKE pa3depeM HanboJjee MoKa3aTeIbHbIC TPUMEPHI.

IIpumepsl JIeKcHYeCKOl afanTanuu

1. Cranks — mmm3bl «All those crazy people out there ti@anks». — «A cHapyXu — HIH3BI,
ncuxu». Tepmun Cranksucnonb3yercs JJis ONHUCcaHus 3apakEHHbIX 0e3yMmIieB. [IepeBo wiu3bl aneuupy-
€T K pa3roBOPHOI JICKCUKE, UMCIOIICH aHAIOTMYHOE 3HAYCHUE — YEJIOBEK, YTPATHBIIUN PACCYIOK, YTO
MPUOTMKAET TEPMUH K peanusM uuTatens [4].

2. Med-jacks — megaku «Minho, one of theMed-jacks, was in charge of the whole group». —
«MHHXO0, OJJFH U3 MEAAKOB, OTBEYAJI 3a BCIO IPYIITY». DTOT TEPMHUH coueTaeT B cebe gactu cios medical
u hijack— B kHure 0003Ha4YaeT MOAPOCTKOB ¢ MEIUIIMHCKAMH HaBbIKaMu. [lepeBoa medaxu ABISETCS
YMEHBIIUTEIIEHO-TACKATEILHOU POPMOI U cO37aET aCCOIMALIUIO ¢ METUITMHCKON CITy»KOO0H, COXpaHss OT-
TEHOK MOPOCTKOBOTO ciieHra [3].

3. Beetle blade— xkykn-crykaun «Beetle blades- it's how the Creators watch us». FKyxu-
crykaun. C ux moMomipo 3a HaMu HaOmoaarT Co3natenu.» OpUrHHATBEHBIA TEPMUH COYETACT JICMEHTHI
TEXHOJIOTHH U OMoJoruu. B pycckoM mepeBojie sicyku-cmykauu aJanTUPYIOT CMBICT Yepe3 (yHKIIMOHAb-
HOE OIMCcaHue 00bEKTa: TO MEXaHMUECKHE HACEKOMBIE, TIPeAHa3HAUYEHHBIE IS CISKKH, TIO3TOMY aKIIEHT
clernaH Ha (YHKINH, a He Ha (hopMe. DTO TIPUMEP CMBICIIOBOM alalTalluy depe3 3aMelienue [5).
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