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Zaitseva M. A. Peculiarities of translation of the terms in the texts on military issues.  
The article is devoted to some problems of translation of the terms in the texts on military themes. 

Military-technical terms are crucial for military texts and form a large part of the military vocabulary, so the 
correct translation of military documents to a large extent depends on the correct translation of such terms. 

Keywords: the term, military vocabulary, semantic load. 
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vanova . Linguistic creativity of Ukrainian-language advertising through the lens of 
postmodernism. 

The article is dedicated to the problem of aesthetics and post-modern artistic method to create a 
structure of the image in the Ukrainian-language advertising. It describes the main components of postmodern 
at the level of art image advertising embodied in the language level. 

Keywords:postmodern, advertising text, advertising communication, artistic image, the language of 
advertising. 
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