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Zirka V. Interactive Technologies of Students Training to Translation of a 
Virtual Advert at Higher Schools: Manipulative Aspect 

The paper deals with the ads of plausible character as a material for selection of 
training students contents. The students are future translators-philologists who study at the 
higher educational establishments and at the faculties of philological profile. It is pointed out 
that as a matter of fact words in ads are inconsistent with the corresponding deeds. The lexis 
accompanied ads assist to persuade addressee in the right for the addresser decision. They 
are specific words manipulating the consumer. Advertisement is considered to be a reference 
“vested” with the emotional – evaluated signs. 

An advertisement is an announcement in a newspaper, on television, or on a poster 
about something such as a product, event, or job. The paper deals with the ads of plausible 
character as a material for selection of training students contents. The students are future 
translators-philologists who study at the higher educational establishments and at the 
faculties of philological profile. Advertising becomes more and more a manipulative model, 
keeping to the plausible manner of presentation. At the (very) fact by the use of a word it 
(ads) appeals to the theme of constant renewal, the subject of beauty, health, family, life, 
children, success (immutable values) and prosaic reality, based on a hidden mechanism of a 
peremptory impact on consumers. From the position of linguistic manipulation – advertising 
– it is an appeal to the consumer, “dressed” in an emotionally-evaluative symbols – 
manipulative components (evaluation lexis, borrowings, precedent phenomena, etc.). These 
symbols are called on the basis of emerging associations, to give vent to imagination, to 
arouse and to impose the necessary images and desires. Students are taught to 
translate/create the text using the mentioned mechanisms. In general these ads appeal to 
attract attention of the audience in order to reveal the true meaning of the real text. In the 
social space an advertisement is a symbolic sign of a thing/item/service for which the material 
thing in the process of consumption disappears completely. If we consider the process of 
consumption of things widely, in modern society this process comes down to the consumption 
of verbally defined things, realized by an advertising text, which is created on the basis of 
freedom of a word. 
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