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This article explores the morphological level of English-language advertising texts for tonic drinks and their translations into
Ukrainian, using a corpus-based approach. A research parallel corpus has been built, with structural and part-of-speech tagging applied.
The frequency of parts of speech with high style-distinguishing potential has been determined. A linguistic and statistical comparative
analysis has been then conducted between the original and translated subcorpora. It was justified the significant discrepancy between
the general quantitative characteristics of English-language and Ukrainian-language advertising texts can be attributed to translation
strategies such as localization and transcreation. It can be concluded that only partial quantitative equivalence between the source
and target text is based on the general corpus indicators. The morphological analysis of selected advertising texts for tonic drinks has
revealed significant differences in the usage of parts of speech in both the texts (word usage) and the dictionary registers (lemmas). In
both the source text and the target text, the highest frequency of usage has been observed for nouns, which is related to the function
of nomination. There has been a predominance of action verbs, extensive use of adjectives and adverbs with positive evaluative semantics,
and the use of pronouns, which facilitates the task of the personification of the address. Predominance of nouns, which contributes to
a nominal style characterized by a static, descriptive nature and an objective lexical background. This high degree of nominality is
preserved in the target text. It can be argued that the construction of the advertising message employs an informative strategy aimed
at a broad audience. This strategy seeks to influence the recipient through the provision of information and appeals to their interests, as
the informativeness of the advertisement is often the primary reason consumers engage with it.
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Hozoecvka Ceimnana. Mopgonoziuna cmpykmypa anenificekux ma YKpPAiHCbKUX PeKIAMHUX HMeKCHie
MOHI3Y6AIbHUX HANOTE: NOPIGHANbHE K6AHMUMAMUBHE OO0CIOHCEHHA

Cmammsi npucesuena 00CIiONCeHHI0 MOPPONOZIUHO20 PIGHSL AHZIOMOBHUX DEKIAMHUX MEKCMI6 MOHIZY8ANbHUX HANOIE 6 OPUIHALL
ma nepexkiadi Ha OCHOBI KOpnycHobazo08anoeo nioxody. llo6y0oeano 0ocHioHuybKull NApaneibHull KOPnyc, npogedeHo 1020 CmpyK-
mypHe ma 4acmuHoOMOoGHe MAPKYBAHHS, 3 SICOBAHO YACHIOMY 8CUBAHHS YACTUN MOBU 3 BUCOKUM CIMUNEPO3DIZHIOBATLHUM NOMEHYIAOM.
30iticHero niHe80CMamucmuyHull NOPIGHATLHUL AHANI3 NIOKOPNYCI8 opu2inany ma nepeknady. Bussneno swauny po3oixchicme mixe
3a2aNbHUMU K8AHMUMAMUSHUMY XAPAKMEPUCIUKAMY AHSTIIICOKOMOBHUX MA YKPAIHCOKOMOBHUX PEKAAMHUX MeKCmig, ujo 00380.€
KOHCmMamygamu auiie 4acmkogy KeaHMUmamugHy eKeieaneHmnicine Opucinany ma nepexnaoy Ha OCHO8I 3a2aNbHUX NOKA3HUKIE KOp-
nycy. Taxa menoenyis NOACHIOEMbCS 3ACMOCYBAHHAM MAKUX NEPEKIA0AYLKUX cmpame?ill, K 1oKarizayis ma mpanckpeayis. ¥ x00i
MOPON02IUHO20 aHanizy OIOPAHUX PEKNAMHUX MEKCHi@ MOHI3YBAIbHUX HANOI8 GUAGTIEHO ICIOMHI GIOMIHHOCMI Y ICUBAHHI YACHIUH
MOBU, [ Y MeKCmax (C10808ICUBAHHS), | Y peECmpax cloGHUKI8 (temu). Ak 6 mekcmi opueinaiy, max i  mekcmi nepexnady 3apikcosano
HAUBUWLY YACMONMHICHb BHCUBAHHSA IMEHHUKIB, W0 108 A3aHO 3 (hYHKYIEI HOMIHAYIT, nepesaxtcanHs dieciis Oii, WupoKe UKOPUCIIAHHA
NPUKMENHUKIB | NPUCTIBHUKIB NO3UMUBHO-OYIHHOT CeMAHMUKY, BUKOPUCAHHA 3AUMEHHUKIB, 3A80AKU YOMY PO38 A3YEMbCA 3A80AHHA
nepcomiixayii 36eprenns. B mexcmax pekiamHux nogidomMieHb npo MOHI3YI0ul HANOI 3ahikco8aHO NEPeadCanHs IMEHHUKIS, W0 3yM06-
JIOE HOMIHATLHUL CIMUTb GUKAAOY, OeUo CIAMUYHUL Ma ONUCOBUL, 00 EKMUSHUL TeKCUYHUL (POH, NIOMBEPONCEHUTI BUCOKUM CIYNeHeM
HOMIHATLHOCI, AKUll 6V6 30epedicenuti npu nepeknadi. Takum yunom peanizycmocs ingopmamuena cmpamezis no6yo0su pekiamMHO20
NOBIOOMIIEHHS, SIKe PO3PAX08AHe HA WUPOKe KOO chojcueais. L[a cmpameeii nokaukana eniusamu Ha aopecama yepes ingopmayiro,
anenosamu 00 1020 iHmepecis, OCKLIbKY 011 DITbUOCI CROXCUBAYIE came THHOPMAMUBHICHb PEKIAMU € NPUYUHOI 36ePHEHHS. 00 Hel.

Kniouogi cnosa: pexnamnuii mexcm, kopnychuii nioxio, 6upiHaHull napaneibHutl KOpnyc, po3nooin YacmuH Mosu, cmpamezii nepe-
K1aoy.

Introduction. Advertising has become an integral part
of modern society, with texts playing a crucial communica-
tive role. Advertising communication is rightly considered
a component of human culture, evolving according to its
own internal dynamics. As an object of study, the advertis-
ing text has constantly attracted the attention of numerous
researchers. The analysis has been carried out as a general
linguistic description with certain aspects of advertising
being studied such as pragmalinguistic, psycholinguistic,
and cognitive. The linguistic analysis has been performed
at multiple linguistic levels, including phonetic, lexical,
morphological, syntactic, semantic, and structural levels,

with discourse studies of advertising also being undertaken.
Another significant perspective in the study of advertis-
ing communication is translation studies, where compar-
ative analyses dominate, often focusing on the structural
elements of advertising texts in different languages. In
the context of globalization and the overwhelming presence
of English-language advertising, the relevance of transla-
tion studies has increased, thereby justifying the importance
of our research.

The synthetic structure of an advertising text, as
a polycode message, requires an integral multidimensional
approach to its study. This is due to its composition of sev-
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eral non-homogeneous semiotic layers and its dual function
of informing and influencing. Consequently, the interpreta-
tion of advertising texts requires the application of diverse
and multidimensional analytical methods. Advertising
is studied from the pragmalinguistic, psycholinguistic,
and cognitive perspectives with linguistic analysis con-
ducted at various linguistic levels, including phonetic, lex-
ical, morphological, syntactic, semantic, and structural lev-
els. Additionally, textual categories within advertising are
thoroughly explored [1-5].

Another critical area of linguistic research on adver-
tising that demands a comprehensive analysis based
on the synthesis of different methods and techniques is
based on the translation approach. Within this field, com-
parative studies are predominant, typically focusing on
the comparative analysis of advertising texts across different
languages [6-8].

Recent foreign studies have focused on various aspects
of advertising translation. For example, I. Torresi's “Trans-
lating Promotional and Advertising Texts” [9] explores
various strategies of cultural adaptation of advertising
texts using material of many languages and sources. Sim-
ilarly, B. P. Faber’s “The Translation of Advertising Texts
in Culturally-Distant Languages” discusses the challenges
of translating culturally coloured texts, to which the author
of the advertisement is referring, on the example of unre-
lated languages, such as Arabic and Spanish [10].

The purpose of our article is to conduct a morphological
analysis of the verbal layer of English-language advertising
texts for tonic drinks (tea, coffee, lemonades, carbonated
drinks, energy drinks, etc.) in the original language and its
translation into Ukrainian, using a corpus-based approach.
This morphological analysis follows the framework out-
lined by O. Selivanova, which includes identifying the cog-
nitive basis for part-of-speech differentiation, analysing
the communicative significance of various grammatical
classes and categories, and describing the grammatical
organization of the texts [11].

Materials and methods. The analysis of advertis-
ing texts of tonic drinks has been carried out on the basis
of the research parallel corpus of advertising texts. The first
stage of the research involves the formation of a research
corpus.

To do this a series of procedures have been performed in
the following sequence:

1) extraction of authentic advertising messages about
tonic drinks in the format of videos, banners, posters,
creolized and traditional texts from Internet sources (social
networks Facebook and Instagram, Internet application
Pinterest, video hosting site YouTube, as well as publications
in specialized Internet blogs, such as Your Coca Cola, Tea-
and-Coffee.com, Coffee & Tea Blogs, Coffee Tea Club,
etc.);

2) defining the verbal component;

3) systematization and division into groups by the type
of the advertised product (tea, coffee, carbonated soft
drinks, juices, etc.).

At the next stage of the research, using the InterText
Editor [12] program the text array has been transformed

into a parallel bilingual corpus. With the help of the corpus
manager AntConc [13] lists of word forms of the original
and translation have been created. The generated lists
(original and translation) have been transferred to the MS
Excel environment where lemmatization has been made
(the word forms were reduced to the initial dictionary
forms).

During the lemmatization the following principles
of combining word forms under the lemma have been used:

— for the Ukrainian language: noun forms have
been reduced to the nominative singular case; verbs — to
the infinitive form; all adjectival forms, including forms
of degrees of comparison, have been reduced to
the nominative case of the masculine singular; declension
forms have been summarized according to the type
of declension of pronouns and numerals;

— for the English language: possessive forms and noun
plural forms have been reduced to the initial form; all tense
forms of verbs, gerunds, Participle I and Participle II have
been reduced to the infinitive form; degrees of comparison
of adjectives have been reduced to the positive degree.

The absolute frequency of each lemma has been
automatically calculated with the help of a specially written
computer program.

To establish the significance / non-significance
of the statistical difference between the index values the >
(homogeneity test) has been calculated.

Discussion. The general quantitative characteristics
of the research corpus, which includes 1,000 contexts
in both English and Ukrainian, are presented in Table 1
(ST — subcorpus of 500 English-language advertising texts;
TT — subcorpus of 500 Ukrainian-language advertising
text). To ensure chronological and thematic homogeneity
in the corpus-based research, advertising texts for the same
products within the specified category have been selected.

Table 1
General characteristics of the corpus
Index ST TT
Number of word usages 91245 64552
Number of word forms 42728 39417
Number of lemmas 19278 11736

As observed, Ukrainian texts contain 39.19% fewer
word occurrences compared to the English-language
advertising texts. This discrepancy can be attributed to dif-
ferences in the reproduction of specific structural elements
in English-language advertisements. The verbal com-
ponents of an advertising text include the slogan, head-
line (or lead), informational block, coda (or conclusion),
and utilitarian information. Researchers identify numerous
elements within these categories and may use alternative
terms, such as headline complex, main body, referential
information, echo phrase, etc. It is important to note that
the headline and slogan are always translated and often
retain equivalence in translation. When the headline
and slogan are creatively translated (transcreated), they
maintain equivalence at the quantitative level. However,
the informational block in Ukrainian translations is often
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significantly shortened, merged with the coda, or omitted
entirely. For instance, on the original NESCAFE com-
pany website, the informational block for the new Nescafe
Classic is presented as follows:

‘Nescafe. Are you ready to win? The Nescafé Get Started
promo is here! And you too can be a winner! To partici-
pate by the Nescafe 3-in-1 10 sachet pouch. Check inside
the scratch card And scratch to get the 8 digit number. Now
when you've got a number Simply dial the code on the card.
For example *347*400* 8th digit number on the scratch
panel pouch And follow the instructions. If you choose to
use the website — that's easy. Enter the 8 digit Number on
the Scratch card panel on to the landing page and follow
the instructions too! Loads of instant mouthwatering prizes
UP FOR GRABS! With a brand new JAC S3 SUV, 10000
to 100000 cash. Everytime worth 500 to 1000 cash PLUS
you win a free sachet of Nescafe in every Nescafe 3 in 1
sachet pouch! With Nescafe 3 in 1 sachet YOU WIN SOME-
THING! YOU WIN SOMETHING! EVERYBODY WINS
SOMETHING! JUST BUY MORE and WIN MORE! Terms
and conditions are applied’ (167-word usages).

In the Ukrainian version of the website, the same brand
is represented with the following advertising message:

‘Nescafe. Hosa axyisn 6i0 Nescafe Classic. Topik meHi
Nescafe Classic nodapysae 10 pokie ackpasoeo dcummsl.
Bipro, yvoeo poky yoaua ecmixnemwcs eam. Axyia 6i0
Nescafe Classic ye Baw wanc ompumyseamu 10000 epu
womicays npomsaeom 10 poxie. A edice 3apaz eapanmogaHi

nonosHenHs MobibHO20. Bee nouunaemuvca 3 Nescafe’ (45-
word usages).

The significant discrepancy between the general quan-
titative characteristics of English-language and Ukraini-
an-language advertising texts can be attributed to transla-
tion strategies such as localization and transcreation. This
trend partially contradicts Andrew Chesterman’s theory
[14] of S-universals and T-universals, which suggests
an increase in the volume of the target text compared
to the source text. Therefore, it can be concluded that
only partial quantitative equivalence between the source
and target text is based on the general corpus indicators.

The morphological analysis of selected advertising
texts for tonic drinks has revealed significant differences in
the usage of parts of speech in both the texts (word usage)
and the dictionary registers (lemmas). In both the source
text (ST) and the target text (TT), the highest frequency
of usage has been observed for nouns, which is related to
the function of nomination. There has been a predominance
of action verbs, extensive use of adjectives and adverbs
with positive evaluative semantics, and the use of pro-
nouns, which facilitates the task of the personification
of the address, etc. The distribution of parts of speech in
word usage and lemmas is presented in Tables 2 and 3
and on diagrams (fig. 1, 2, 3, 4) (ST — subcorpus of Eng-
lish-language advertising texts; TT — subcorpus of Ukrain-
ian-language advertising text, AF — absolute frequency,
RF — relative frequency).

Table 2
Distribution of word usage in the corpus
ST TT
Part of speech AT RF NG RF

Adjectives 16338 17,91% 8388 12,99%

Adverbs 4515 4,95% 2008 3,11%
Function words 17934 19,65% 18124 28,08%
Nouns 36344 39,83% 21176 32,80%

Numerals 364 0,40% 384 0,59%

Pronoun 5943 6,51% 5064 7,84%
Verb 9807 10,75% 9408 14,57%
Total 91245 100,00% 64552 100,00%

11%

18%

- __A.S%

= Adverbs

= Adjectives

= Function words Nouns

Numerals Pronoun

Verb

Fig. 1. Distribution of word usage
in ST

13%

= Adjectives = Adverbs

= Function words Nouns
Numerals Pronoun

Verb

Fig. 2. Distribution of word usage
inTT
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Table 3

Distribution of lemmas in the corpus

Fig. 3. Distribution of lemmas in ST

The comparison of the distribution of parts of speech in
word usage and lemmas revealed no significant difference
in the usage of stylistically distinguishing parts of speech,
both in the source and target text (Fig. 5). Nouns were
the most frequently used, accounting for 39.83% and 32.80%
of word usages and 45.28% and 44.99% of lemmas in
the source and target text, respectively. Adjectives followed
with 17.91% and 12.99% of word usages and 20.33%
and 23.72% of lemmas in the source and target text, respec-
tively. Verbs comprised 10.75% and 14.57% of word usages
and 16.49% and 15.95% of lemmas in the source and target
text, respectively. These parts of speech form the core con-
tent of both the source and target texts, and their distribu-
tion confirms that the nominal nature of the source text has
been preserved in the target text.

The most frequent words in both the source text
and target text are function words. They account for 5.66%
of the lemmas in the source text and 7.19% in the target
text, playing a highly active role within the text, comprising
nearly a quarter of it (19.65% in the source text and 28.08%
in the target text). However, our research did not focus on
the analysis of function words, as their stylistic distinguish-
ing potential is minimal.

Now, let us examine the most frequent parts of speech in
the corpus at the morphological level.

Nouns are the most frequently used part of speech,
largely due to their informational and pragmatic roles in
advertising texts. Specifically, nouns in advertising texts
serve to represent several key categories: the type of adver-

TT
Part of speech AF RF AF RF
Adjectives 3920 20,33% 2784 23,72%
Adverbs 1309 6,79% 732 6,24%
Function words 1092 5,66% 844 7,19%
Nouns 8729 45,28% 5280 44,99%
Numerals 133 0,69% 60 0,51%
Pronoun 917 4,76% 164 1,40%
Verb 3178 16,49% 1872 15,95%
Total 19278 100,00% 11736 100,00%
45%
* Adjectives = Adverbs = Adjectives = Adverbs = Function words
= Function words Nouns
Nouns Numerals Pronoun
Numerals Pronoun
Verb Verb

Fig. 4. Distribution of lemmas in ST

tised product (e.g., fea, coffee, juice, uau, xasa, xeac),
product characteristics (e.g., faste, aroma, flavor, apomam,
ninka, nomka), methods of drink preparation (e.g., cup,
blend, water, drink, 3epno, obcmadicenmsi, NoeOHaHH:),
and the feelings and emotions associated with consuming
the advertised product (e.g., energy, love, sicumms). The
most frequent nouns in the corpus, along with their relative
frequencies, are presented in Table 4.

We have also observed the use of emotive adjectives
that evoke the desired emotions in the readers, as intended
by the advertiser. These are primarily lexical units that
describe the taste, aroma, colour, and quality of tonic
drinks.

The most frequent adjectives in the corpus with their
relative frequencies, are presented in Table 5.

Emotive adjectives constitute 73.5% of the total number
of adjectives in the corpus of advertising texts for tonic
drinks.

The results of our analysis align with the findings
of I. Horodetska [15], who, based on the works of D. Crystal
andG. Leechonthe frequencyofadjectivesinadvertisements,
identified the 20 most commonly used adjectives in English-
language cosmetic product advertisements: /. new 2. good/
best 3. free 4. fresh 5. delicious 6. full 7. sure 8. clean 9.
Wonderful 10. special 11. crisp 12. fine 13. big 14. great 15.
real 16. easy 17. bright 18. extra 19. safe 20. rich.

Other researches on advertising texts [16; 17] also
confirm that the adjectives new and good are the most
frequent in advertising texts.
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Fig. 5. Comparison of the part-of-speech distribution of word usage and lemmas in the corpus

The most frequent nouns in the corpus

English subcorpus

Rank Noun RF Rank Noun RF
1 tea 1,67% 11 juice 0,22%
2 coffee 0,71% 12 flavor 0,22%
3 taste 0,65% 13 time 0,20%
4 flavour 0,34% 14 water 0,20%
5 day 0,33% 15 moment 0,19%
6 energy 0,29% 16 love 0,19%
7 aroma 0,25% 17 fruit 0,17%
8 Ice 0,25% 18 hell 0,16%
9 cup 0,24% 19 world 0,16%
10 blend 0,22% 20 drink 0,15%

Ukrainian subcorpus

Rank Noun RF Rank Noun RF
1 yaii 1,70% 11 pix 0,32%
2 CMaK 1,62% 12 Yaiika 0,28%
3 KaBa 1,45% 13 CIK 0,26%
4 apomar 0,61% 14 JKUTTSA 0,24%
5 Harii 0,59% 15 MOMEHT 0,21%
6 3€pHO 0,53% 16 00CMaKeHHS 0,20%
7 apaOika 0,43% 17 HOTKa 0,20%
8 KBac 0,39% 18 MMO€THAHHS 0,19%
9 JIEHb 0,37% 19 BiTaMiH 0,18%
10 MmiHKa 0,37% 20 paHoK 0,17%

The most frequent adjectives in the corpus
English subcorpus

Rank Adjective RF Rank Adjective RF
1 new 0,41% 11 good 0,13%
2 Red 0,31% 12 Green 0,13%
3 natural 0,26% 13 smooth 0,13%
4 perfect 0,24% 14 Gold 0,12%
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Continuation of table 5

English subcorpus
Rank Adjective RF Rank Adjective RF
5 refreshing 0,21% 15 real 0,12%
6 delicious 0,17% 16 unique 0,12%
7 great 0,16% 17 cool 0,11%
8 rich 0,16% 18 Fresh 0,11%
9 better 0,14% 19 cold 0,10%
10 best 0,14% 20 special 0,09%
Ukrainian subcorpus
Rank Adjective RF Rank Adjective RF
1 HOBHIA 0,46% 11 30aJ1aHCOBaHUI 0,13%
2 HACHYCHUN 0,30% 12 CBDKUI 0,13%
3 ACKpPaBUI 0,24% 13 BHIIYKAHUI 0,12%
4 Kpanuii 0,19% 14 yro0aeHui 0,12%
5 HIKHHAR 0,19% 15 YHIKJIBHHH 0,12%
6 CMaYHHI 0,16% 16 JIOBEpUICHUN 0,11%
7 yalHui 0,15% 17 YOPHUIL 0,11%
8 3eIeHNH 0,15% 18 Olnmit 0,11%
9 HaTypaJlbHUN 0,15% 19 Knacuynuit 0,11%
10 CHpaBxHii 0,15% 20 1IeanbHAN 0,09%
Verbs in advertising texts are another crucial It is important to note that while the lists of the most
morphological group, contributing significantly to  frequent nouns and adjectives in the English and Ukrainian

readability and dynamism. The most frequent verbs in
the corpus, along with their relative frequencies, are
presented in Table 6.

Among the most frequent verbs in the corpus are those
related to movement, attitude, influence, and modal verbs
expressing desire and intention.

subcorpora contain some overlapping lexical items, their
frequency rankings differ. Additionally, the lists of the most
frequent verbs coincide by only 30%.

Thus, at the morphological level, there is a notable high
frequency of nouns, which is explained by their nominative
function, and adjectives, which serve to evaluate the adver-

Table 6

The Most Frequent Verbs in the Corpus

English subcorpus
Rank Verb RF Rank Verb RF
1 be 2,16% 11 know 0,21%
2 make 0,50% 12 g0 0,19%
3 refresh 0,47% 13 drink 0,18%
4 have 0,46% 14 enjoy 0,17%
5 do 0,44% 15 need 0,17%
6 can 0,39% 16 will 0,17%
7 get 0,28% 17 create 0,14%
8 like 0,25% 18 look 0,14%
9 take 0,22% 19 come 0,14%
10 give 0,21% 20 live 0,12%
Ukrainian subcorpus
Rank Verb RF Rank Verb RF
1 OoyTH 0,34% 11 MiAXOIUTH 0,12%
2 MOTTH 0,25% 12 HAaCOJIOJ)KyBaTUCh 0,11%
3 MaTu 0,19% 13 30epiratu 0,10%
4 JI0JlaBaTH 0,17% 14 cTaBaTu 0,09%
5 pobuTH 0,17% 15 OTPUMAaTH 0,09%
6 crpoOyBaTi 0,17% 16 JII00UTH 0,07%
7 PpO3KpUBAaTU 0,15% 17 XOTiTH 0,07%
8 3HATH 0,14% 18 WtH 0,07%
9 CTBOPIOBAaTH 0,12% 19 JTUBUTHUCS 0,06%
10 BiJUyBaTH 0,12% 20 CIIPUATH 0,06%
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tised product and the outcomes of its use. Verbs are primar-
ily employed to motivate and prompt action.

Conclusions. The analysis of parts of speech in a text
and their relationships is considered a crucial step in deter-
mining the lexical-semantic characteristics of the text. Texts
of'a narrative or descriptive nature are primarily noun-based,
as nouns contribute to the static quality of the description
and brevity. Adjectives highlight the attributes of objects
and phenomena, while verbs are used to structure texts that
describe human activities and various processes.

In advertising texts for tonic drinks, there is a noticeable
predominance of nouns, which contributes to a nominal style
characterized by a static, descriptive nature and an objective
lexical background. This high degree of nominality is preserved
in the target text. Thus, it can be argued that the construction
of the advertising message employs an informative strategy
aimed at a broad audience. This strategy seeks to influence
the recipient through the provision of information and appeals
to their interests, as the informativeness of the advertisement is
often the primary reason consumers engage with it.
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