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TeopeTuuHi Ta NpakTHUYHI aceKTH PO3BUTKY HAayKH Ta OCBiTH (4actuHa I):
Mmatepiamu 111 MixkHapoaHOT HaykoBO-TipakTU4HOT KoH(DepeH i M. JIbeis, 10-11
kBiTHs 2021 poky. — JIbBiB : JIbBiBCHKUIT HaykoBHiA (hopyMm, 2021. — 56 c.

Y naHomy 30ipHUKY MpeAcTaBieHI Te3u JnonoBineil ydacuukis 111 MixnapoaHoi
HAYKOBO-TIPaKTHYHOI KOH(epeHiii « TeopeTnyHi Ta MpaKkTHYHI aclieKTH PO3BUTKY
HayKM Ta OCBiTW», oOpraHizoBaHoi JIbBIBCBKUM HAayKOBUM  (HDOpYMOM.
BuCBITIIIOIOTECS NEOPETUYHI Ta MPAaKTUYHI aClIEeKTH PO3BUTKY HAYKH Ta OCBITH Ha
Cy4acHOMY €Talli CTaHOBJICHHS, PO3TIISAAI0ThCS CYdacHI HAyKOBi TUCKYCii pi3HUX
HayKOBHX HAIPSMIB.

30ipHMK TNpeaHa3sHAaYeHWH Ml CTYHEHTiB, 3100yBadiB HAyKOBHX CTYIIEHIB,
HayKOBIIIB Ta MPaKTUKIB.

Bci marepianu mpenctasieHi B aBTOPCHKiH pefaxilii. 3a MOBHOTY Ta IUIICHICTh
SIKUX aBTOPH 0e3MocepeIHhO HECYTh Bi/MIOBIAAIEHICTb.

JIpBiBCEKHI HayKkoBH hopym, 2021
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These three types of translation are used for the majority of attributes expressed by the compound adjectives,
but only in those cases when they do not belong to metaphoric or transferred epithets. Otherwise, various types of
lexico-grammatical transformations should be used. Such transformations can be as follows:

a) the developed descriptive translation;

b) the transfer of attribute characteristic features to another denotatum in the nearest context;

c) the transfer of attribute characteristic features to another denotatum, implied in the source language;

d) the substitution of the whole attributive group for the verbal word-combination;

e) the singling out the attributive characteristic features expressed by a compound noun in the function of a
predicate into separate sentence.
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LINGUISTIC STRATEGIES FOR POSITIVE COUNTRY IMAGE FORMATION

In the process of globalization it is important to create a positive image of a country in order to make it more
successful in the sphere of international relations, politics, economics, tourism, etc. At the same time, maintenance
of national identity is a vital factor in state functioning. Therefore, the notions of the country image and the country
brand have received much attention of Ukrainian and foreign scholars in the past decade. Several authors have
attempted to define these two concepts. Throughout the paper we use the term “country image” suggested by
Kotler et al. to refer to “the sum of people’s beliefs, ideas and impressions about a certain country” [4, p. 141].
When it comes to the term ““country brand”, D. Cotirlea believes that through a serious approach, performed with
systematic efforts and in the conditions of the existence of an effective strategy, each country can become an
efficient "product”, a well-sold brand [3, p. 169]. But we support the idea of S. Anholt that “<...> if a country is
serious about enhancing its international image, it should concentrate on product development and marketing
rather than chase after the chimera of branding. <...> Only a consistent, coordinated, and unbroken stream of
useful, noticeable, world-class, and above all relevant ideas, products, and policies can, gradually, enhance the
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reputation of the country that produces them” [2, p. 7]. This approach explains the focus of our research on
investigation of country image formation.

International image of a country greatly depends on the content and forms of messages sent through mass
media channels. In [7] the author concludes that the choice of news topics to be covered about a country should
reveal the scaffolding of its image [7, p. 23]. The researcher lists the following factors known to affect the selection
of news: the ownership and target audience of the medium, advertising concerns, and the ideologies embraced by
the editorial board. We agree with E. Tarasheva that education is called upon to train recipients to distinguish the
bias behind media representations [7, p. 22].

Several studies have been carried out on linguistic strategies of country image formation. Thus, in her analysis
of image strategies of Ukraine, O. Pliasun mentions that emotional-evaluative constructions, epithets, metaphors
[5, p. 114], intentional repetition of lexemes, and use of semantically strong words have a powerful image potential
[5, p. 118]. The above mentioned language formulas stimulate emotional channels of information perception [5, 114].

More recent evidence [1, p. 112] suggests that literary works play an important role in image formation of a
state. There one can reveal mythonyms, nonequivalent lexis, proper names, and symbols [1, p. 113]. According to
observations of O. Pliasun, such prominent figures as Yaroslav the Wise, Bohdan Khmelnytsky, and Taras
Shevchenko are regarded as cultural markers of Ukraine because they are perceived by recepients as certain
symbols that form the idea of the Ukrainian culture [6, p. 114]. In this context the scholar mentions the following
image strategies: the strategy of the universal image that focuses simultaneously on different social groups; target
image strategy that is applied to influence a definite social group; “‘breaking stereotypes” strategy that is used to
create an original image; “positioning” strategy that is used with the aim of immersing an object in a favorable
information environment; “mythologization” strategy that is used to affect the audience at the subconscious level
by means of myths and archetypes; “‘emotionalization” strategy that is applied to influence the recipents using
memorable emotionally coloured vocabulary; “visualization” strategy [6, 123-127].

To sum up, in the research paper we have outlined the difference between the terms “country image” and “country
brand”, described strategies and lexical means that are used with the aim of positive country image formation.
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