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The paper presents the problem of transformations
of phraseological units in modern Russian and Slo-
vak advertising slogans. The primary task of the
advertising slogan is to attract the attention of the
recipient, to interest a potential buyer, to motivate
him to buy certain products. When classical linguis-
tic means and techniques turn out to be ineffective or
outdated, the creators of advertising slogans resort
to various transformations of the existing mate-
rial well-known to a certain society, word play and
other experiments with language. Transformation of
phraseological units is a justified, effective and high-
ly relevant method of attracting attention in various
spheres of communication (media, fiction, Internet,
blogs, advertising, politics, etc.). This technique has
occupied the dominant position in advertising for
more than a decade, since fixed expressions or allu-
sions to them appeal to the wisdom of the nation, its
origins, and evoke positive images in memory. The
purpose of this article is to identify the transforma-
tions of phraseological units in advertising using the
example of two Slavic languages, to analyse specific
examples of transformations created by Russian and
Slovak authors, to consider the methods of creating
such transformations, to note their features and to
draw appropriate conclusions.
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Paccmompena npobnemamuka mpavcgopmayuii ppase-
07102U3MO08 8 PYCCKUX U CJI0BAYKUX PEKTIAMHBIX CIL02AHAX.
PexnamHelii ¢102an ¢ MOMeHMA C80€20 CywecmeosaHus
Cmasusn nepsocmenerHHyl 3adauy: npusieisb 6HUMAHUE
peyunuexma, 3auHmepeco8ams NOMeHYUAIbHO20 NOKyNa-
meJis, MOMUBUpPOBams e2o K nokynke. Koeoa knaccuueckue
A3bIK0BblE CPEOCMBA U Npuemsl 0Ka3bl8amcs Hedeticm-
8EHHBIMU, YCMAapeswWumu Uil ManodddekmusHsimu, co-
30amenu pekNAMHbIX C102aH08 npubezarom K pasiuiHsIm
mpaucgopmayusm cyuecmsyoujezo u 3HaKomozo onpede-
JIEHHOMY 00Ujecmay Mamepuana, a3s(K0o8btm uzpam u opy-
2uM 3KcnepumeHmam c s3vikom. Tparcgopmayuu ppaseo-
J102U3M08 — Mo onpasoamHslii, IhhekmueHsili u eecema
akmyanpHolii Memoo npusseueHus BHUMAHUS 8 PA3NUUHBIX
cepax kommyHukayuu (CMH, xydoxcecmeeHHas 1umepa-
mypa, uHmepHem, G102u, pekaama, NoAumuKa u op.). Zomu-
HAaHMHYI0 NO3UYuio 8 pekiame OaHHbIL npuem 3aHuMaem
yoHce He 00HO decsamuiemue, m.K. yCMotiuugble 8blpareHUs,
WU QII03UU HA HUX aneJiupylom K Myopocmu Hapooad, ezo
UCMOKAM, 8bI3bI8AI0M 8 NAMSIMU NONOHUMETIbHbIE 00PA3bL.
Lenv Hacmosiweli cmamwu — npociedums mpavcgopma-
yuu paseonozutieckux eduHuy 8 pexiame Ha npumepe
08YX CNIABSHCKUX 13bIK08, NPOAHAIU3UPOBANb KOHKPEMHblE
npumepsl mpaHcopmayuii, co3daxHsle poccutickumu u
CN108AYKUMU ABMOPAMU, PACCMOMPEMs NPUeMbl C030aHUS
makux mpaicopmayuti, ommemums ux 0Co6eHHOCMU,
clesiams coomeemcmayoujue 6s/600b!.

Knioueevte cnoea: (ppaseonozusm, mpancopmayus,
deppaseonozuzayusi, peknama, peKaamHbili CI02aH.

dvertising is primarily a socio-cultural phenomenon. Therefore, at present, we can consider it a part
of the culture. It is an integral part of our daily life and it represents an ideal lifestyle filled with

a variety of images. In the case of advertising, we are discussing a form of communication, the purpose
of which is to find and influence potential recipients to buy a certain product or service, or to turn their
attention to a certain thought. The advertising communication process is complex. Its language has a
strong influence on people and their behavior because “words sell”. Advertisements convey a message
that should influence a large group of unknown or specific recipients within a complex communication
system. In this regard, the choice of language means is crucial since specific information is transmitted
to recipients with the help of words.

In the past, the original purpose of advertisements was to communicate general information to re-
cipients. In today’s highly competitive environment advertisements are primarily a stimulating means
with shorter texts, innovative slogans, and headlines designed to catch the attention of the recipient.
New words and expressions, emotional lexicon, and linguistic means that do not correspond with the
predictability of the rest of the text are part of the creative process. “The more advertising text violates
the accepted communicative norms by rebuilding the system of rhetorical expectations, the more it at-
tracts attention” [1. P. 223]. Innovation is also necessary because we are overwhelmed by a huge amount
of advertisements on a daily basis. Advertising slogans ought to “stand out”; thereby advertising will not
be unnoticed. Language means, together with the physical properties of a text, such as color, size, text
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12  S3bikosHaHue DPUJTOJIOTMYECKUE HAYKU

organization, in a complex interaction with images and video, enhance the impact on the recipient. The
visual content and design also contribute to the recognition and memorability of a product.

Changes occur in society constantly, which is reflected in all aspects of life, values, as well as in the language
itself. In this regard, the language of advertisements must respond promptly to these changes. The form of
advertisements itself is also changing. Increasingly, it moves into virtual space and becomes more concise.

From a linguistic point of view, the language of advertisements should be informative, specific, and
persuasive. It must attract attention, but at the same time convey the necessary information. The lexicon
and other linguistic means usually have positive connotations that emphasize the exceptional qualities
of the product and help to create a positive attitude among consumers. Connotations are cultural and
emotional associations. Associations, from the point of view of psychology, are connections between two
elements (thoughts, events, feelings, etc.), based on which the presentation of the first element activates
the other. Associations can be conscious or unconscious. They can be in the form of spontaneous, free
associations, or they can be created intentionally which advertising works with.

One of the linguistic means used in advertisements are phraseological units. V.M. Mokienko proposes
the following definition of a phraseological unit: “A phraseological unit is understood as a relatively fixed,
reproducible, expressive multi-word lexical unit with a non-compositional meaning” [5. P. 5]. The above
mentioned phraseological features are noticeable in units with sentence structure as well. We mean prov-
erbs, sayings, weather sayings, but also artificially created units that contain life wisdom of the individual,
such as aphorisms, winged expressions and others. Whether it is appropriate to include all these units in
phraseology or whether to integrate them in paremiology is not the question of our study. However, we find
it necessary to state that for the purpose of our analysis we will approach phraseological units in the broad
sense. Paremias, winged expressions and aphorisms will be analysed as well because they are also actively
used in advertising and they undergo the same transformations as phraseological units in the narrow sense.

Phraseological units preserve the experience of mankind accumulated over the centuries and the most
ancient mythological concepts. They are a kind of refraction in the language of a naive picture of the world
and the emotional-value paradigm closely related to it. “The figurative basis of phraseological units reflects
the characterological features of the worldview, reflexively correlated by the native speakers with the “lan-
guage of culture” [8. P. 9]. The meaning of phraseological units based on the internal form and image can be
understood only against the background of that material and spiritual culture, that language system, in the
context of which phraseological units arise. In other words, the meaning of phraseological units is interpreted,
on the one hand, by their background meaning, i.e. the cultural connotation, and on the other hand, the
worldview and the material and spiritual culture of humanity are reflected in phraseological units [11. P. 543].

g‘he study of the phraseological fund enables us to ascertain valuable information about the culture and
mentality of a given nation because phraseological units are a reflection of its consciousness. They include
knowledge about the people’s vision of the structure of the world in a concentrated form. At the same time, one
of their main functions is to fix the evaluation system of the linguistic culture. They reveal what is considered
important by the native speakers and what, on the contrary, is rejected. They are a proven manual, a system
of moral and ethical standards. These units have a cultural memory. They influence the adoption of cultural
traditions by native speakers as well as the formation of national and cultural mentality. What is culturally
significant information is included in these units and they acquire the status of the language of culture [7.P. 6].
For these reasons “the studies of different thematic groups of vocabulary and phraseology have been recently
injected with a new vigour in areal and comparative linguistics” [9. P. 239].

Phraseological units serve as a source of new, original, and expressive images in the language of adver-
tisements. They are part of the word play and are found in headlines, slogans, or in the text itself. However,
they are most common in advertising slogans. Phraseological units are utilized in advertisements for the
reason that they are known to most potential recipients. Russian and Slovak phraseological units can be used
in their original form without any transformation because they are still expressive enough for advertising
purposes, e.g. advertisement of the «ZJomoTexanka» chain of stores «IemeBo u cepauto» (Cheap and angry)
or the slogan for Slovak bank CSOB “Dobr4 rada nad zlato” (Good advice over gold).

We also perceive a tendency to use untransformed colloquial phraseological units in advertising slo-
gans in both languages which results from the “struggle” for consumer’s attention. This tendency will be
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illustrated as follows: «C Hamu Heygo6HO?! A HaMm 110 6apabany!» (It’s not convenient with us?! We don’t
care!). Such a shocking slogan was used by mobile operator «bunaiia».

We observe a trend towards the usage of informal phraseological units in Slovak advertising slogans
as well, e.g. “Nebud ovca, bud tava!” (Do not be a sheep. Be a camel). The company producing cigarettes
“Camel” has introduced an informal phraseological unit with strong negative connotations “byt ovca” (to
be like a sheep) and promotes an image that a person smoking cigarettes of this brand is independent and
does not behave as he is told. Trend of colloquial lexicon in advertising discourse is natural and it cor-
responds with democratization processes in both studied languages. The shocking slogans we presented
will certainly attract the attention of potential buyers.

7 n our study, we will focus mainly on transformed phraseological units as they are also very productive
in advertising slogans and they are of great interest from linguistic point of view. We will understand
transformation of phraseological units as any change in the meaning or the form of phraseological unit,
after which the unit stays recognizable for recipients.

There are currently a large number of classifications of transformed phraseological units. We have
decided to follow classification by V.M. Mokienko and A.M. Melerovich [6]. These authors distinguish
semantic and structural-semantic types of transformations. We will illustrate both types on practical
material of Russian and Slovak transformed phraseological units in advertising.

Semantic transformations preserve the original structure of phraseological units. They transform se-
mantic level solely through the context. Phraseological unit acquires new shades of meaning in this way or
there is an intersection between the literal and figurative meanings of phraseological unit. “Metaphorical
meaning of the phraseological unit and its parallel etymological prototype in the form of a free phrase
can also be understood as a homonymy, on which the word play is created” [3. P. 214].

Context is crucial in this type of transformation. We need to have a certain background so that the recipient
can realize which meaning (literal or figurative) is applied in a specific semantic transformation. The advertising
slogan, however, is short and does not provide enough context. This problem is often solved by visual com-
ponents that support the transformed phraseological unit and present a key to understanding the word play.

popular method of semantic transformation among advertisers is so called dephraseologisation. It is

a reverse mechanism to phraseologization. This refers to the process whereby the features of a phra-
seological unit are lost but the context indicates a connection with a phraseological unit. The phraseological
meaning is not applied whatsoever and literal meaning comes to the fore, e.g. «[TokaxxeT Ky3bky 1 Ky3bKuny
matb» (He will show Kuzka and Kuzka’s mother — advertisement for the mobile operator «bunaiin»). The lit-
eralization of phraseological unit in this advertisement is based on a visual picture of an actor showing a cat
and a kitten. The figurative meaning of the fixed phraseological unit «[TokasaTb Ky3bKMHY MaTb» expressing
humorous and ironic threat is absent.

The following slogan «ITpogaem ropsiunii Bo3ayx» (We sell hot air) does not express disapproval meaning
of the original phraseological unit «pomaBaTh Bo3nyx» “to trade in something of a suspicious quality”. We
see an insertion of a component «ropstunii», thanks to which dephraseologization is obvious to a recipient in
connection to the name of the company «Tepmodop» (company for heating stoves). The literal meaning of
the phraseological unit is not only actualized but also directly opposed to its idiomatic semantics, which gives
the slogan a touch of expressiveness.

We will illustrate also Slovak examples of this interesting method of word play: “Vyhrajte strechu nad hlavou”
(Win a roof over your head). The company is not promoting a house as one may think but a roof in its literal
meaning as the company “Tondach” sells roofs. The picture of a snail with a shell in form of a roof is presented.

Dephraseologisation is also present in advertisements for “Povazsky cukor” (sugar producing company):
“Som na roztrhanie” (I am about to be torn apart). The idiomatic meaning of a phraseological unit “byt na ro-
ztrhanie” (to have too many responsibilities) is not applied. The dephraseologized phraseological unit implies
the paper packaging of the sugar.

nother method to achieve a semantic transformation of phraseological units is double actualization.
We speak of a double actualization if phraseological unit is used in the original form, but the literal and
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figurative meanings overlap, which increases the expressiveness of the advertising text significantly. To decode
such wordplay, the recipients need a context that will uncover these two layers of meanings. However, in the
case of advertising slogans, the context is not usually presented in verbal form because the brevity of the slogan
needs to be preserved. The audiovisual components come to support the understanding of the transformed
phraseological unit. We will exemplify a few advertising slogans transformed by means of this effective method.

The double actualization can be seen in the slogan of the company “Gilette”: «IIposiBu cTaabHOI
xapakrep» (Show a steel character). The phrase «cTanbHOIT XapakTep» (steel character) means “a char-
acter or will, characterized by steadfastness”. This modification was used in advertisement for a gift set
in steel packaging, which was released especially for sports fans. “Gillette” challenged football fans and
encouraged them to show their steel character in preparations for the competition in this way.

The advertisement for the bank «A6comor» has transformed phraseological unit «Ha nTuubux rmpaBax»
(On the bird’s rights — unofficially). The picture of an elephant in a bird’s nest plays a meaningful role in
the slogan «YeM Ha MITUYbMX MPaBax JepPKaThCS, TyUIle B CBOV oM mepebpaTncsi» (It is better to move
to your house than to keep on bird’s rights) thanks to which the figurative and literal meanings overlap.
The memorability of the slogan is also supported by a rhyme. Rhyme “...emphasizes the difference in
words that have a similar sound to make one listen and think” [4. P. 990].

Literal and figurative meanings collide also in the following slogan: «Eciu okHa — To BOK! Taxe
1o xxupada mormwo» (If windows — then BFK! It even came home to a giraffe). The advertisement depicts
a giraffe that approached the window and looked out.

A well-known advertising slogan of Aeroflot airline is based on double actualization as well: «Jlerok
Ha rogbeM» (to be easy-going). In this case, it is meant that the aircraft of this airline can fly easily to
any place. The company also uses the slogan «Bcerma Ha BeicoTe» (Always on top).

«YUt06bI KyphI He ckiieBayn!» (So that the chickens do not peck! — advertisement for deposit programs) —
in such an advertisement we can trace the transformation of the phraseological unit «KypsI He KneBan»
(Chickens did not peck — big quantity of something). The author of the advertisement intentionally builds
word play on the collision of the literal and figurative meanings of a phraseological unit when using non-
verbal means (a chicken is shown in the picture).

C reating a double actualization is of particular interest to Slovak advertisers as well, due to high semantic
richness of phraseological units transformed in this manner. The advertising slogan for banking services
“Moji rodicia maju Filipa” (My parents have Filip) actualizes the figurative meaning of Slovak phraseological
unit “mat Filipa” (to be clever). The literal meaning comes to the fore by means of a picture showing a child
whose name is apparently Filip since this is the name written on his clothes. The image of a child with the
name Filip facilitates the correct interpretation of this advertisement.

Double actualization is an easy way to incorporate the information about the subject of a certain business
into the slogan, e.g. “Na bet6n najlepsi” (The best for the concrete). This is an advertisement for the construc-
tion company “Stavbau”. Not only the phraseological meaning of a phraseological unit “Na betén” (To be
absolute sure) is implemented but also the literal meaning of a phraseological unit is present in their slogan
(betén — concrete as a construction material). In following double actualization the name of the Slovak daily
newspaper “Pravda” is incorporated in proverb: “Pravda je len jedna” (The truth is only one).

“Tkea” has also used this innovative way of transforming phraseological units to promote vegan meatballs
on the market: “Vyskusat nieco nové — to chce gule” (To try something new — you need to have the balls; in
literal meaning — “meatballs” and in figurative meaning — “courage”).

As seen on the advertising slogans presented the semantically transformed phraseological unit is more ex-
pressive than the original form of a phraseological unit: “...a phrase that on the outside corresponds to a fixed
phraseological unit, due to this correspondence, attracts a lot of attention. It is perceived as if through the prism
of its usual phraseological meaning, which colours the given individual structure to a certain degree” [10. P. 323].

will proceed to analysing structural-semantic transformations of phraseological units. They offer
a wide spectrum of creative and contextual modifications of phraseological units, which can affect

the phraseological structure and semantics in several ways.
The most productive structural-semantic transformation in advertising slogans is the component substi-
tution in both analyzed languages. For example, an advertising slogan «Pacripozaska — 3T0 ApyT 4enoBeka»
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(A sale is aman’s friend — advertisement for a department store); «Tapud — gpyr uenoBeka» (Tariff is a man’s
friend — advertisement for plane tickets). The above-mentioned examples are modifications of a well-known
precedent expression from a popular movie «BpmianToBast pykar: «MoxeT, TaM co6aka — IPYT YeI0BeKa,
ay HacC yIpaBzioM — IpyT yesoBeka» (Maybe, there is a dog a man’s friend, but here a caretaker is a man’s friend).

We see the paraphrased expression «Jleno sicHoe, uTo feno TeMHoe» (It’s clear that it’s a dark matter) in
the advertisement for beer «Lowenbriu Dunkel»: «[Ieno sicHoe, uto uBO TeMHoe» (It’s clear that the beer is
dark). Advertisement is based on the substitution of one component of a fixed expression.

The substitution of component is noticeable in the following transformation as well: «$I st Te6s1 posTBI
ceepHy» (I'll twist the rolls for you — advertisement for Japanese cuisine restaurants «$Imona Xara») — this
advertisement is based on the transformation of the phraseological unit «cBepHyTb ropsI» (t0 move mountains).

The Slovak mobile operator “4ka” (number 4) has transformed the original proverb “Kto Setri, ma za tri”
(literally: Who saves, has it for three). This transformation is based on the substitution of numeral “three”
with the name of the mobile operator “4ka” (number four): “Kto Setri, ma za $tyri” (literally: Who saves, has
it for four).

The KaktusBike retail chain has used the well-known Slovak proverb as their advertising slogan “Najprv
praca, potom zabava” (work first, entertainment later), in which we perceive an inversion of components with
a substitution: “najprv bike, potom praca” (bike first, work later). The inversion has led to opposite meaning:
fun is more important than work.

Wine producer “Terra Parna” has modified a phraseological unit in a more complex manner. At first sight
we observe a simple substitution of a component in advertisement “Pozerdme sa na svet cez ruzové. Perlivé”
(We look at the world through rose-coloured. Sparkling). At the same time, the syntactic structure has been
changed. We see a deliberate break of a sentence structure into two separate parts — parcellation, which is
typical for colloquial speech, and it adds nuances to the transformation in given example.

Following examples, which undergo syntactic inversions, are also recognized as structural-semantic phra-
seological transformations, because they modify semantic and structural aspects of phraseological units. The
advertisement «IIpakTnuHbIM CBeTST HeHbIM» (Money shines for practical — advertisement for «<BuH6aHK»).
The original negative phraseological unit «<He cBetut» (It does not shine — to have too little chance of success)
is transformed into an affirmative statement. As a result, the advertising slogan evokes positive associations
among consumers.

The replacement of a negative construction with an affirmative one is also seen in advertising slogan
«MOsKHO 00BSITh HeOOBsITHOE» (YOou can embrace the immense — advertisement for loans from the Russian
Capital Bank). This transformation refers to the aphorism of Kozma Prutkov «Henb3st 00bTb HEOOBSITHOE»
(You cannot embrace the immensity).

In the advertisement for the mobile operator «bunaiti» we see an opposite transformation of the fixed
expression «TSHYTb KOTa 3a XBoCT» (to pull the tomcat by the tail), i.e. the transformation of an affirmative
phraseological unit to a negative one: «He TsIHM 32 XBOCT — OTIIpaBJisiii ObicTpee» (Don’t pull the tail — send it
faster), which serves as an incentive for the consumer to take action. In this particular example the structure
and semantics is also changed by the omission of the component «kot» and the insertion of the second part.

In our examples above, we have already presented a few transformed paremias. Transformation of these
fixed units is a popular method of creating advertising slogans. Their usage in original or transformed form is
justified, because they evoke associations in consumers of something reliable and true. It is also worth noting
that many proverbs and sayings have rhythm and are based on harmony and rhyme. The euphony of an adver-
tising slogan is one of the top priorities of advertisers. The level of communication failures in advertisements
with proverbs and sayings is rather low since they are well-known to an average consumer. We will analyze a
few more paremias and their creative transformations in advertising slogans.

W include the following examples in the group of transformed advertising slogans with proverbs and
sayings: «MHTepHeT 10 Knesckoii noBenet» (The Internet will bring you to Kyivskaya). Mobile operator
«bunaitn» has creatively approached the modification of the proverb «fI3bik mo Kuesa noseget» (Language
will bring you to Kyiv). The advertisement for the «bunaitu» «OT mogapka He yitnenib» (You can’t get away
from a gift) is also based on the transformation of the proverb «OT cynp0b1 He yiigemb» (You can’t get away
from fate). This transformation is based on the substitution of a component and the use of a precedent text.
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The popular phrase used to emphasise the importance of punctuation «<KasHuTb HeJb3sI TOMUIOBATb»
(To pardon impossible to execute) has motivated following parallel advertising slogans: «MomuaTb HeJlb3s1
KoMMeHTHUpoBaTh» (To be quiet impossible to comment — advertisement for «<bunaitn»); «Konutb Henb3st
kymutb» (To save impossible to buy — advertisement for «A6comoT 6aHK»).

We observe an allusion to proverb «Bce noporu BenyT B Pum» (All roads lead to Rome) in the advertise-
ment «Bce moporu BexyT K Ham» (All roads lead to us — advertisement for the printing house). Perhaps
the precedent text to the transformation was «Bce goporu BenyT K joasm» (All roads lead to people)
from the work of A. de Saint-Exupery «The Little Prince».

2, «

ments for mobile provider “Juro”: “Vtaka poznas po peri, Jura po predvolbe” (You can recognize a bird
by feathers, Juro by area code) (original: Podla peria poznas vtaka, podla reci poznas ¢cloveka — You can
recognize a bird by feathers and a person by speech); “Dvakrat meraj a lacno volaj” (Measure twice and
call cheaply) (original: Dvakrat meraj a raz rez — Measure twice and cut once).

“Kol'ko topanok mas, tolkokrat si clovekom” (How many shoes you have, so many times you are a hu-
man being — advertisement for an e-shop moda.sk). This slogan comes from a proverb “Kol'ko jazykov
vies, tolkokrat si clovekom” (How many languages you know, so many times you are a human being).
The presented examples both in Russian and Slovak suggest a high frequency of component substitution
among transformations of paremias.

Cq"he transformation of paremias is also typical for Slovak advertising. Here are examples of advertise-

ot only proverbs are transformed in advertising. Other precedent texts find their application in transformed

form as well. Some transformations of precedent texts are aimed at a wide range of recipients and can
be identified across cultures. We will illustrate such a text on the material of Slovak advertising campaign of
the delivery service “Bistro.sk”, which used a motif from the fairy tale about the Little Red Riding Hood, which
is known to all children and adults in the European context. The advertisement presents a following dialogue
between The Little Red Riding Hood and a wolf in disguise of her grandmother: “Babicka preco mas také velké
usi? Aby som lepsSie pocula. PreCo mas v ruke mobil? Aby som mohla objednat na bistro.sk” (Grandma, why do you
have such big ears? To hear better. Why do you have a cell phone in your hand? So that I can order on bistro.sk).

On the other hand, “Radoma” company which specialises in frozen products has focused on folk mo-
tifs and transformed a well-known Slovak folk song. Slovak native speakers immediately recognize the
song “Slovenské mamicky, peknych synov mate” (Slovak mothers, you have handsome sons) in following
modification “Slovenské mraznicky, chutné jedla méte” (There is delicious food in Slovak fridges). Motifs
of folk art are often used in Slovak advertisement because they are easily identified and remembered.
They evoke familiar and pleasant associations among recipients.

Advertisements and their slogans must be attractive and easy to remember to influence the target
audience. The entire language of advertisements is based on this assumption along with visual and sound
components. The study has shown that phraseological units are highly effective means for carrying out
the persuasive function of advertising language, as they are a “mirror” of the cultural aspects of society.
An active process of phraseologization takes place in the language of advertisements in order to create
new, original, and expressive images, to enhance the potential impact on the recipient. They can be a
source of new fixed expressions that have not been fixed before.

fter analysis of the examples of phraseological transformations in Slovak and Russian advertisements,

we have come to the conclusion that these two Slavic languages have both common and distinctive
features. Both semantic and structural-semantic types of transformations were detected. Double actu-
alization and dephraseologization are equally used in Russian and Slovak advertising slogans, because
they both are effective in creating word play in connection with the context provided by visual elements.
However, we have noted a more active tendency to incorporate the information about the subject of
a certain business into the slogan or the name of the company in Slovak language.

Structural-semantic transformations are largely represented in both languages by component substitution,
which is the easiest way to transform a phraseological unit and it allows the authors to adjust the phraseological
unit for the needs of a certain context or a product. Sporadically component substitution was followed by other
modifications of structural-semantic nature, such as omission, insertion, parcellation, inversion.
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Transformations of phraseological units predominate to a large extent in advertisements of mobile operators
in both Slovak and Russian languages. In both languages, the substandard lexicon is used in the formation of
advertising slogans based on phraseological units for the purpose of stronger expressiveness and eccentricity.

In terms of the quantitative aspect, transformations of proverbs and sayings dominate in Slovak advertis-
ing. Slovak advertising is also known for a tendency to use and to transform folk motifs which are typical for
Slovak culture. They are well-accepted by Slovak native speakers. In Russian advertising some fixed expressions
seem to be more productive in phraseological transformations (for example: «Ka3HUTb He/lb3s1 TOMUIOBATDY).

Phraseological units are undoubtedly an important part of advertising texts and slogans, because they en-
able the immediate recognition of native speakers and their rapid memorization and subsequent reproduction.
“Phraseological units not only make language expression more interesting, more engaging, but they also add
argumentative power and persuasiveness and the recipient can be more effectively influenced through their
incorporation into context” [2. P. 109]. The function of advertising is not only to inform, but above all to influ-
ence the addressee. Therefore, the transformations of phraseological units are an ideal choice for this purpose.
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