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SEMANTIC PECULIARITIES OF ENGLISH CLOTHES INSCRIPTIONS

Summary. The object of the article is the problem of the linguistic study of English clothes inscriptions. The subject of
this study is the specificity of parts of speech realization in dialects. The purpose of the paper is linguistic analysis of En-
glish-language clothing inscriptions semantic load. In order to achieve this goal in the course of our study, the following
tasks are foreseen: collecting, systematizing and analyzing the inscriptions on clothes and performing their translation into
the Ukrainian language, identifying the existing unsolved questions when translating the inscriptions on clothes. Theo-
bject of the research is English-language slogans, which are placed on the clothes of adults and children in Ukraine and
abroad. The purpose of the paper and its tasks determine the choice of research methods: the method of comparison, which
allows establishing the adequacy of translation of the inscriptions on clothes; descriptive method used to describe success-
ful translations and failures of translators. The inscriptions on clothes as a text representant convey certain information
about a person: about events that occur in a person’s life, about events, about tastes, interests and hobbies of a person. We
have collected and analyzed about 200 clothing slogans. The inscription on the clothes is a communicative tool with a va-
riety of semantic content. It is possible to classify the inscriptions on clothes according to the thematic principle and divide
them into several semantic groups. The latter are finding of research. According to this classification, the semantic load of
the inscriptions on clothes is quite diverse and dynamic. This means that they are in a state of constant change, as well as
the fashion in general and often reflect some short-term problems and soon become irrelevant. The praetical value of the
investigation is to use the suggested classifications to the translation of clothes inscriptions.

Key words: text, inscription, semantic load, classification, clothes, slogan, thematic principle.

The problem formulation. Clothing is one of the necessities of life, influencing the impression people
have about us, affecting one’s self-confidence, an important component of appearance. Clothes with
a print in the form of a short text is one of the ways of self-expression in our time; it provides an op-
portunity to demonstrate feelings, outlook on life, transmits personal information about hobbies and
tastes. That’s why the problem of its linguistic analysis is a relevant one. The relevance of the study is
determined by the focus of modern linguistic studies on the analysis of English inscriptions. One of the
important issues remains the translation of English inscriptions.

Connection with the latest research. At the present stage of development of linguistics, scientists
pay particular attention to the study of such a peculiar, multifaceted phenomenon as the slogan. The
interest of researchers determines the large number of works and points of view devoted to this phe-
nomenon. Slogans have become an integral part of everyday life. These short compact phrases, due to
their high functionality, are implemented and occupy any free physical and mental space. It becomes
apparent that this phenomenon requires extensive investigation. The increased interest of researchers
to the slogan led to the emergence of such a trend in advertising as a slogan. The slogan was an aspect
of the study (part of the study) not only of the language of advertising, advertising text and political
discourse, but also monoverse, newspaper reports, PR texts and texts on clothing. The slogan also be-
came a separate object of study for many scientists (O. Ivsus, N. Belousova, O. Dmitriev, N. Kopeikina,
I. Morozova, D. Ogilvi, P. Ondombo, K. Padova, I. Velinov). Interest in this topic does not fade, despite
the large number of works dealing with the study of the slogan.

The purpose of our study is linguistic analysis of English-language clothing inscriptions semantic
load. In order to achieve this goal in the course of our study, the following tasks are foreseen collect-
ing, systematizing and analyzing the inscriptions on clothes and performing their translation into the
Ukrainian language, identifying the existing unsolved questions when translating the inscriptions on
clothes. The object of the research is English-language slogans, which are placed on the clothes of
adults and children in Ukraine and abroad. The purpose of the paper and its tasks determine the choice
of research methods:the method of comparison, which allows establishing the adequacy of translation
of the inscriptions on clothes; descriptive method used to describe successful translations and failures
of translators.

The essence of the research. The main linguistic and functional features of compressed text labels
on clothing are the compression of a large amount of text and information compression. Such a transfor-
mation is achieved through semantic changes (the structure of short informative messages, implicit and
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fuzzy information, any assumptions or predictions) and stylistic compression (namely the use of stylistic
figures and paths). It is also possible to reduce the volume of the text due to lexical tools (abbreviations,
phraseological units, foreign words, and profanity), grammar (the use of certain parts of speech, turns,
and substitutions), graphics (various fonts, italics, underlining) and syntax (incomplete, elliptic, com-
pound, partial offers).Semantic compression is the process of lexicon compression. The lexicon is used to
create a text document (or a specific set of documents), by reducing the heterogeneity of the language,
but at the same time preserving the semantics of the text. As a result, the same text can be written using
a smaller set of words. In most cases, semantic compression is lossy compression. We understand that
increased flexibility does not compensate for lexical compression, and the original document cannot be
restored in the reverse process.

The inscriptions on clothes as a text representant convey certain information about a person: about
events that occur in a person’s life, about events, about tastes, interests and hobbies of a person. We have
collected and analyzed about 200 clothing slogans._

The slogan on clothing is an integral compressed text, because the slogan must convey to the person
the essence of the information content, as well as interest him and attract attention using the minimum
number of words. And also, we can consider the slogan as a compressed text because of its volume
and space that it occupies. Therefore, we can say that the inscription on clothes is a compressed text,
because it represents the process of reducing the structure of language unit without changing the infor-
mation embedded in it, which is systemic in nature and stylistically unmarked.

The inscription on the clothes is not just a decorative element. It is a communicative tool with a va-
riety of semantic content. It is possible to classify the inscriptions on clothes according to the semantic
principle and divide them into several semantic groups:

1) inscriptions associated with the names of the brand, the manufacturer. Famous clothing brands:
Zara, Stradivarius, Calvin Klein, Dolce Gabbana, Masimmo Dutti, Giorgio Armani, Prada; perfume
companies: Versace, Dior, Chanel; sportswear such as Nike, Adidas, Puma, Reebok. The use of the
names of world brands is very popular among young people and is often found on clothing in the form
of inscriptions;

2) inscriptions with the names of musical groups, musical artists or simply musical directions or
names of sports teams. Often walking along the streets, we see passers-by with such inscriptions on
clothes: “Linkin Park” “Moon”, “Maruv”, “The Firemann”, “Punk not dead”, “Play with an open
heart”, “Real Madrid”. Having seen a person with such an inscription on clothes, we immediately realize
that he is a fan of a certain musical group or football team. Thanks to such inscriptions, we learn the
facts about a stranger, information about his preferences and tastes;

3) inscriptions with negative, offensive, obscene words and expressions. This is another proof that
the inscription on clothes is a way of expressing attitudes towards others. Even if this expression is not
entirely positive. For example: “Keep your distance”, “Do not approach close!”, “Do not copy me!”, “I do
not want to commumnicate with you!”, “Minimum communication with others”;

4) labels containing funny words or phrases. People who want to cheer or support others with their
appearance prefer the following inscriptions: “Life is sad, but the salary is ridiculous”, “A clear con-
science is the best sleeping pill”, “A place for free advertising”, Loneliness is when you have a phone, and
an alarm clock rings”. A person with such an inscription seems positive and sociable. In this case, the
inscription on the clothes is a way to cheer yourself up and others;

5) inscriptions with phrases expressing a personal attitude to politics, the activity of a country or
city, the world around and ecology, science. People who want to express their opinion about the sur-
rounding reality prefer T-shirts with the following inscriptions: “Stop pollution”, “Keep the forest!”
“You are in society”, “You are MAN”, “You are in the city!” “Behave culturally!”;

6) inscriptions with phrases related to the opposite sex, such as: “Call me!”, “I am free”, “Follow me”,
“My boyfriend is not in the city”, “My evening vs absolutely free”;

7) inscriptions with phrases that do not contain specific information, such as “Sunday”, “Mysticism?,
“Cosmos”, “Summer”, “Butterfly”, “Beauty”;

8) inscriptions with the characteristics of a person. For example: “Forever young”, “I am young, just
gray-haired”, “I was born to be blonde”, “I am a little over 307, “‘Always 187, “Born to be free”;

9) lettering with quotes. Basically, these are lines of popular songs: “Where there is no danger, there
can be no glory”, “No one appreciates what is too much”, “Beauty will save the world”;

10) inscriptions challenging society, such as “Just Call!”, “Of course I'm not Katherine Hepburn,
but...”, “Catch me if you can”.

According to this classification, the semantic load of the inscriptions on clothes is quite diverse and
dynamic. This means that they are in a state of constant change, as well as the fashion in general and
often reflect some short-term problems and soon become irrelevant.

In addition, the inscriptions on clothes were classified by M. Khalikov [2] on thematic principle. In
his work, he cites and systematizes several examples of modern t-shirt writing:

1) appeal for action: “Do it”, “Just do it”, “I love Planet!”, “Earth is our home!”, “Be green!”, “Take
care of Earth!”;
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2) appeal for humanism and tolerance “More respect, less attack?,

3) appeal for brutality: “Prepare Attack Destroy”

4) indication of the inadmissibility of interference with the privacy of the T-shirt owner: “Don’t tell
me what to do and I won’t tell you where to go”;

f5)l folk speech formula: “You can only interrupt a woman with the words “I love” “I buy,” “Yes, I'm
a foo 77”;

6) own characteristic: “Happy Fabulous Nice”, “Troublemaker”;

7) expressions of open flirting: “I melt looking at you”;

8) indication of marital status: “I love my husband”, “I love my wife”.

M. (l}olovushkina, 0. Voyachek [1] also classified the analyzed inscriptions according to the thematic
principle:

1) inscriptions according to the character, opinion, worldview: “Life is cool”, “I love everything!”,
“People like people, but I am the queen” “Life is excellent”,

2) inscription according to interests: “Forever” “Handmade”;

3) romantic inscriptions: “I love my husband”;

4) provocative inscriptions: “Do you need my body?”;

5) neutral inscriptions: “Aqua club”, AnnaTeam”.

In addition, in our study, we have developed a classification of clothes on the communicative type of
sentence and emotional coloring.

Slogans for the purpose of the statement are: declarative, interrogative, imperative and exclamatory
sentences. The most effective, in our case, are imperative and exclamatory. The task of an interpreter is
to use the knowledge of theoretical principles of translation for the transfer of the communicative func-
tion of the original, since knowledge of the theoretical foundations of translation and extra-linguistic
realities is a necessary condition for the adequacy of the translation.

Consequently, according to the communicative type of sentence, the following groups of slogans are
singled out:

1) declarative sentence (such sentences are simply statements that relay information), for example:
“I don’t like....”, “I don’t know anything”;

2) interrogative sentence (an interrogative sentence asks a question, and it always ends with a ques-
tion mark), for example: “Is it the silk shine of my hair or am I just the goddess of love?”;

3) imperative sentence (such sentence is used to issue a command or offer advice), for example: “Get
out!”, “Gol” “Let’s go!”;

4) exclamatory sentence (an exclamatory sentence expresses heightened emotion such as excitement,
anger, surprise or joy. It always ends with an exclamation mark!). For additional emotion enhancement,
the following words may be used in occasional sentences: what, that, how: “What’s that?!” Also, occa-
sional sentences placed on clothes may include only one word or phrase: “Wow!”, “Wonderful!”, “It’s
such a beautiful life!”

The texts of the inscriptions are often ironic and gave new meaning to classical forms of clothing,
for example, the inscription on the dress “You can wear me, but you can’t take it off!”, “The most fash-
tonable jacket” on the jacket, “This sweater costs a million dollars” on the sweater. Fashion should not
be taken seriously and has turned consumers of its products into “walking advertisements” of certain
brand. A small label, which is usually sewn from the inside, turned into huge slogans on the most prom-
inent and even unexpected places [3].

Conclusions and prospeets. Slogans on clothes have become an integral part of modern everyday life,
although they have a very long history of existence. The inscription on clothing provides direct, ver-
bal-visual communication between people. After all, every inscription must have its own meaning. This
research will allow people to pay attention to the translation of the inscriptions and use the information
correctly, which should reflect the real interests of its owner. Though some examples surprise us with
their frivolity, sometimes even insults, sometimes funny cues that lead to curiosities. By paraphrasing
the famous phrase, we can assert — we are in charge of what is written on our clothing.
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CEMAHTHYHI 0COBJUBOCTI AHIJIIIHCHKENX HAIIMCIB HA 0431

Amnorania. ¥ craTti posrigHyTO Ipo6aeMy JiHIBICTHIHOTO BUBUEHHA aHIVIIHCHKUX HANNUCIB Ha ofiasi. Meromo nociiseHHs
€ JIHTBICTHYHMI aHAJi3 CeMAHTHYIHOIO HABAHTAKEHHA aHIJIOMOBHHX HAIUCIB Ha offasi. (0 €KTOM [OCHiI;KeHHA € aHIJIOMOBHI
CJIOTaHH, AKi PO3MIIIYI0ThCA Ha OfA31 JopocauX i fiTeil B Ykpaini Ta 3a kopnoHoM. IIpegmerom nporo focixeHHA € crienudira
peaurisaliii 7acTHH MOBY B HiajekTax. [lna focArHeHHS I1i6] MeTH BUKOHAHO 3aBAAHHA 300Dy, CHCTeMATH3ALlii Ta aHA/Iisy HAIUCIB
Ha 0/1A3i Ta IX IepekJIajly yEpaiHChK00 MOBOK, BUABJICHHA iCHYIOUNX HEBUPINIEHNX TUTAHb TT9ac aHAXi3y Takux Hamucis. Mera
poGoTu Ta ii 3aBIAHHA BUSHAYAITH BUGID METOAIB NOCHiIKEHHA: METO] IOPiBHAHHA, IO ]A€ BMOTY BCTAHOBHUTH a/IeKBaTHICTD
IepekJIajly HAIWCiB; ONUCOBUI METOJ, [0 BUKOPHCTOBYEThCA MJIA OIMCY yCHiHUX ciaoraHiB. Hamuen Ha onasi Ak mpencras-
HUK TeKCTy IIepeJaiTh LeBHY iH(opMalio Ipo JIOAWHY: PO IOfil, M0 BiIGYBAIOTHCA B sKUTTI JIOAUHY, IIPO CMAKH, IHTEpECH
it 3axomIeHHA JopuHu. 3i6paHo Ta mpoaHadizoBaHo 6ausbko 200 caoraniB Ha onasi. Hamue Ha opasi — 1e KoMyHIKaTHBHMIH
iHCTpyMeHT i3 pisHOMAHITHMM ceMaHTHIHUM 3MicToM. MosHa KJIacu(ikyBaT HANMCH Ha ONA3I 38 CEMAHTWIHUM IPUHIUIIOM
i BHIOKpeMuUTH cepej| HUX Jiekinbka ceManTuanux rpymn. Ocrami € pegyaprarom nocrimmentsa. CMucIoBe HABAHTAKEHHSA HATACIB
Ha ofifA3i JOCUTDH pisHOMaHiTHe i nuHAMiuHe. BHCHOBOK: aHTilicbki Hamuen Ha ofA3i MepeGyBalTh Y CTaHi MOCTIHHUX 3MiH, AK
i Moma 3araJoM, 9acTo BifoOpaKAIOTh IeAKI KOPOTKOIACH MPOGIeMHE i He3a6apoM CTAITh HeakTyasbHuMu. IIpakTuane 3HATCH-
HA JOCTieHHA 110J1ATa€ Y BUKOPUCTaHHI 3aIIPOIIOHOBAHNX KJIacU(ikalliil 114 mepekaaay HaIKUCIB Ha 0fA31.

Ruawoudosi caoBa: Tekcr, HaINC, CMUC/IOBE HABAHTAKEHHHA, KIacU(ikallid, O[T, CIOTaH, TeMATUYHUN TPUHITHIL.
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CEMAHTHYHI 0COBJUBOCTI AHTJITHCHENX HAIIMCIB HA OJ1A31

Annoramusa. B cratee craBuTes npobieMa JMHTBUCTHYECKOTO UBYYEHUA aHIIMIACKUX Hajamucedl Ha omesxne. Ieabmo cra-
ThU ABJIAETCSA JUHIBUCTUYECKUN AHAJIN3 CEMAHTUYECKON HATDYSKM AHINIOASHMHBIX Hajuuceil Ha ogemue. [lid mocTHmeHUS
9TON BHIIOJHEHB! 33149l c60pa, CHCTeMATH3AIMA W aHAJIM3a HAIHCell Ha Ole#[je W WX MepeBoja Ha YKPAWHCKUN ABHIK,
BBIAIBJIEHKE CYIECTBYIOINX HEPEIIEHHHX BOIPOCOB IIPU aHaJu3e Haanuce# Ha omesmae. O0BEKTOM UCCIeOBAHUA ABIAIOTCA
AHTJIOABLIYHBIE CJIOTAHE, KOTOPHIe PA3MEINAIOTCA Ha Ofiek/e B3POCILIX U feTeil B YkpauHe u 3a pyGesom. IIpegmerom Ha-
CTOSAIIEr0 MCCJAEOBAHUSA ABJACTCA CICIUPUEA Pealnsali YacTeil peun B quaiekrax. Lleab paGoThl U eé 3ajaqu ompeIeau-
JIM BEI6OP METOJOB WCCJIEIOBAHIA: METON CPABHEHUSA MO3BOJAET JCTAHOBUTH aIeKBATHOCTD MEPEBOJA HAIITMCeH Ha OeHk/Ie;
OIHUCATEIbHBI METOJl UCIIOJB30BAH /I OLMCAHUA YCIENIHLX caoranoB. Hainucu Ha ofeie Kak 0COGBIA TEKCT MepesaoT
OTIPeIeTEHHY 0 HHYOPMAIIHIO O YeJ0BeKe, COOHITHAX, MPONCXOANNX B €r0 JKU3HU, O eT0 BKyCcax, HHTEpecax M YBJICUCHUAX.
B mporecce uccaemoBanusa cobpaHo u mpoaHanusupoBaHo okoao 200 croraHoB Ha omemje. Hanmueb Ha ofemae — 3To
KOMMYHUKATHBHEI! MHCTPYMEHT ¢ PasHOOOPA3HBHIM CeMAHTHIECKUM cofep:kanueM. MoHO KIacCHPUIMPOBATD HANINCA Ha
OJle:k]Ie [0 CeMAHTUYECKOMY MIPHUHIUILY U PA3[eJUTh UX HA HECKOIbKO CeMaHTHIecKuX rpymil. IlocieqHue ABIAOTCA pPe3y.Ib-
rarom uccienoBanua. CMBICIOBaA HATPY3Ka HAIMUCEH Ha Oflesk/Ie IOCTATOIHO pasHooOpasHa u quHaMuIHa. BEIBog: Haqmucu
Ha Ofieijle HAXOIATCA B COCTOSHUM IIOCTOSHHBIX M3MEHEHWH, KAK ¥ MO B LIEJIOM, YaCTO OTPAMKAT HEKOTOPhie KPATKO-
BpPeMeHHBIE TIPOOJEeMEl i CO BPEMEHeM CTAHOBATCA HeaKTyaJbHHIMU. IIpakTHIeckoe 3HATEHHE VCCIeOBAHVA 3aKII0IAETCA
B MCIIOJb30BAHUY [PEJJIOKEHHBIX KJIACCUPURAIMIL A IePeBOJia HAIKCei Ha Ol /e,

KaoueBbie cioBa: TeKCT, HAMMUCH, CMBICAOBAA HATPY3KA, KIACCHPUKAIINSA, ONEH/IA, CIOTAH, TeMATHICCKUH TPUHITHIL.
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