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The article deals with the concept and the usage of idioms. The idiom is a stable expression which
carries a figurative meaning, which we can understand on the basis of the whole expression. The analysis of the
usage and the formation of idioms in the English and Ukrainian languages became the aim of the given
research.

It has been noted that the first who used idioms were the native speakers of both countries. Native
Englishmen and Ukrainians used idioms to impress their interlocutor. They used those phraseological units, i.e.
idioms, with figurative meaning. The most widely used classifications of phraseological units by V. Vinogradov
and A. Schweitzer have been presented in the article. At the current stage the process of creation and usage of
idioms has not been stopped, because idioms began to be used in the language of advertising. It has been
concluded that the idioms increasingly penetrate into the sphere of not characteristic usage. They make the
language richer and more expressive; reflect the culture and traditions of the nations.

Key words : idiom, stable expression, native speaker, phraseological unit, figurative meaning.

In the historical development of English and Ukrainian vocabulary as a whole, there
may be noticed significant grammatical, phonetic and semantic changes. In accordance with
these changes modern scientists could not explain how a particular word came into usage.
Because of the etymological research it became possible to establish the initial value of the
lexical unit, its motivation that gives the ability to look in a completely different way into the
practice of everyday communication.

Despite the fact that phraseological units are widely used in oral and written language,
their cultural, structural and semantic features have been not completely understood. That is
why the aim of the given article is to determine the formation and the usage of idioms in the
English and Ukrainian languages, taking into account their national specifics. In modern
linguistics the comparative research of English and Ukrainian phraseology of general
character has not been studied sufficiently the latter determined the topicality of research.

To reach the aim the following tasks have been set:

1) to clarify the notion of idiom,;

2) to analyze the classification of phraseological units;

3) to make a comparative analysis according to the usage of idioms in English and
Ukrainian advertisement slogans.

An idiom is an expression (term or phrase) which meaning cannot be deduced from
literal definitions and the arrangements of its parts, but refers instead to a figurative meaning
that is known only through a conventional usage. In linguistics, idioms are figures of speech
that contradict the principle of compositionality (the principle — which tells the meaning of a
complex expression is determined by the meanings of the expression constituents and the
rules used to combine them) [8, p. 42]

A significant number of scientists have studied the problems of the phraseological
formation and usage, they are: A. Cowie [7, p. 56], S. Hudii [1, p. 123], A. Ivanchenko
[2, p. 93], P. Skandera [9, p. 67], A. Trybuhanchyk [5, p. 157].

Very often we face the question from where did these idioms came into Ukrainian and
English language. First idioms appeared because of native speakers who loved to play “games
in words” aiming to impress the interlocutor. They used those combinations with double
meanings. Thus, expressions that were used only in the literal sense began to be used in
figurative one. The historical and cultural situations are always promoting this process.
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Idioms make the language more colorful. They make each language individual and
rich. Idioms reflect the history of the nation, their traditions and customs, folk songs and tales,
as well as culture.

In linguistics the idioms are called “phraseological units”. It is the terminology
suggested by well-known academician V. Vynogradov who introduced the most widely used
classification. His classification is based up on the motivation of the unit that is the
relationship between the meaning of the whole and the meanings of its component parts. The
degree of motivation is correlated with the rigidity, indivisibility and semantic unity of the
expression that is with the possibility of changing the form or the order of components and of
substituting the whole by a single word though not in all the cases.

According to Vinogradov’s classification all phraseological units are divided into
phraseological fusions, phraseological unities and phraseological combinations.

Phraseological fusion is a semantically indivisible phraseological unit which meaning
is never influenced by the meanings of its components [3, p. 244].

It means that phraseological fusions represent the highest stage of blending together.
The meaning of components is completely absorbed by the meaning of the whole, by its
expressiveness and emotional properties.

E.g. Once in a blue moon — very seldom, to cry for the moon — to demand unreal;
under the rose — quietly.

Sometimes phraseological fusions are called idioms by which linguists understand a
complete loss of the inner form. To explain the meaning of idioms is a complicated
etymological problem (it to tat means “to revenge”, but no one can explain the meaning of
the words tit and tat) — oxo 3a oxo.

Phraseological unityis a semantically indivisible phraseological unit the whole
meaning of which is motivated by the meanings of its components [3, p. 245].

In general, phraseological unities are the phrases where the meaning of the whole
unity is not the sum of the meanings of its components but is based upon them and may be
understood from the components. The meaning of the significant word is not too remote from
its ordinary meanings. This meaning is formed as a result of generalized figurative meaning
of a free word-combination. It is the result of figurative metaphoric reconsideration of a
word-combination.

E.g. To come to one’s sense —to change one’s mind; to come home — to hit the mark;
to fall into a rage —to get angry, Kynysamu Koma y MWKy, MIIKO HAA6AMU; MPUMAU
KAMiHb 30 NA3YX010.

Phraseological unities are characterized by the semantic duality. One cannot define for
sure the semantic meaning of separately taken phraseological unities isolated from the
context, because these word-combinations may be used as free in the direct meaning and as
phraseological in the figurative meaning.

Phraseological combination (collocation) is a construction or an expression in which
every word has absolutely clear independent meaning while one of the components has a
bound meaning [3, p. 246].

It means that phraseological combinations contain one component used in its direct
meaning while the other is used figuratively.

E.g. To make an attempt — to try; to make haste — to hurry; to offer an apology — to
beg pardon; 6pamu cno6o, nopyuiumu Mo84aHHA, PO3KEACUMU HiC.

Some linguists who stick to the general understanding of phraseology and refer to it
communicational units (sentences) and winged words, define the fourth type of
phraseological units.

Phraseological expressionis a stable by form and usage semantically divisible
construction, which components are words with free meanings [3, p. 246].
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E.g. East or West, home is best; marriages are made in heaven; still waters run deep,
Kpanjisi KamiHb mo4umo, Cim pa3z 8iOMip, 0OUH pa3z iopixc, y 300p08OMY Mili 300p0sull OyX.

Phraseological expressions are proverbs, sayings and aphorisms of famous politicians,
writers, scientists and artists. They are concise the sentences, expressing some truth as
ascertained by experience of wisdom and familiar to all. They are often metaphoric in
character and include elements of implicit information well understood without being
formally present in the discourse.

There is also a classification of American variant of idioms suggested by
A. Schweitzer. According to this classification, there are idioms partially-americanisms and
idioms full-americanisms [6, p. 215]. In the first case, the general English meaning left to be
primary and the American is secondary, it means that such idioms have been developed on
the basis of the first one (examples are such phraseological units as dark horse - «remHa
KOHSYKA, HEBIJIOMHIA KiHb HA 3MaraHHsIX» - «MaJIOBIIOMHUI KaHAMJIAT HAa BUOOpAx» oOr roaring
forties - «COPOKOBI IMPOTH ATIAHTHUHOTO OKEAHY» - «LEHTpaIbHUH paiion Heio-Hopkay ).
Full americanisms are peculiar only for American variant of English language (to come right
with a bang - 6ucKy4e MPOUTH, MaTH BEJIMKHUH YCIIIX, big time - BEIIUKWHA, 3HAYHUH, f0 be on
the (water) wagon - 0OCTOIOBaTH TBEpE3Uil CrOCiO KUTTS, HE BXKMBATH aKOTOJILHUX HAIIOIB,
lone wolf - moanHa, MO Ai€ CaMOCTIMHO, HE ITYKAIOYH CTOPOHHBOI JOITOMOTH) [6, ¢. 215].

As for the comparison of English and Ukrainian idioms the language of advertising
has been taken as the foundation, in which a large number of idiomatic units are usually in
use. The effectiveness of advertising, as a message, primarily depends on the meaning,
measuring by originality of creative ideas, using appropriate advertising strategies,
motivational logics etc. Idioms, which are naturally characterized by imagery, semantic
transformation of components, expression, ambiguity, identity, are able to focus on a
significant idea of advertising appeal. Phraseology has great potential for creating effective
communicative advertising slogan, both in English and Ukrainian languages. E.g. Good Old
Days Goodness — the expression (good old days) is a popular BBC television light
entertainment program. As an idiomatic expression it means a time in the past when you
believe life was better. In this ad the idiom is used to describe one of the kinds of flavor of
Howard Johnson’s ice cream. Blow your Mind Away — the original meaning of this idiom that
is to overwhelm someone and to excite him. In this ad, it is used to describe the amazing taste
of (Burger King) and since the meaning of the idiom means to overwhelm someone because it
is exactly surprising. Tip of Iceberg — the meaning of the idiom is a small evident part or
aspect of something largely hidden. The idiom is used to give the impression that the sea
hides unseen world and Sanyo camera is capable of picturing the hidden world. Flag a Dead
Horse — the original meaning of the idiom is to insist on talking about something that no one
is interested in, or that has already been through discussed. The use of the idiom in the
advertisement makes the meaning of idiom negative; it means that we can discuss the great
qualities of (Pedigree) over and over again because simply we are the best. Get your Hands
on — The idiom (get your hands on it) means to have, get and own something. The
advertisement shows a picture of Toyota car and the sentence (get your hands on a Toyota)
encourages us to buy one [10, p. 4].

Examples of idioms in the Ukrainian language of advertisement: «Maxwell House» —
Wonderful flavor to the last drop (Yydoeuii cmax 0o ocmannvoi kpanni). Lollipops
«Strepsilsy — when a sore throats because of the strong cold (Koau npocmyoa 6epe 3a 2opo).
"Toyota" — the clever one would not go into the mountains he would better drive (Po3ymnuii 6
2opy He nide, po3ymHuil 8 2opy noioe). «Roshen» — made with love (3pobaeno 3 110606'10).
«Mars» — everything is chocolate (Bce 6yoe 6 woxonaoi). «Philipsy — Let us change the life
for better (3minumo xcumms na xpawe). All these advertising and many similar expressions
commonly use in everyday speech and undergo semantic shift, acquire another meaning and /
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or sometimes other stylistic coloring. Very good example is the advertising slogan of Donetzk
jewelry salon "Krystal" — It is time to collect the stones (ac 36upamu xameni!). The basis of
this idiom is well-known biblical phrase. Collision of literally and figuratively expression
causes communicative efficiency [4].

Stressing of advertised product is based on word play, when direct and figurative
sense is working. Such a case we can see in the advertising slogan "Nuts" — Die hard or tough
nut (Miynuti eopiwox), Ukrainian seed (Vxpaincoke nacinus), that what you will sow will
harvest (LL[o nocicw, me 1 noxcneut) [4].

Analyzing the material that has been used in the given article we came to the
conclusion that idioms are very popular in the language of advertisement. They pass into
everyday usage to draw our attention and keep in our minds the availability and desirability of
a product, service or brand. Since idioms are the mirror of cultural aspects of a society, they
can be fruitfully used for pedagogic targets to enrich the field of foreign language studies
based on the specific linguistic features of these languages.

Therefore, the perspective of the given research we can see in the further
consideration according to the usage of idiomatic units in the headlines of newspaper and in
the television.
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AHOTANIA

Y ecmammi oocniosceno nonammsa ma euxopucmanns idiom. Ioioma — ye cmanuil eupas AKull Hece 8
CO0I NepeHOCHe 3HAYEeHHS, SIKe MU MONCeMO 3PO3YMIMU HA OCHOBI BICUBAHHA 1020 K €0UHO20 Yino2o. Memoro
oanoi cmammi 6y10 NPOAHANI3Y6aMU GUKOPUCMAHHS MdA Gopmysants i0loM 6 aH2RIUCLKIL ma YKpaiHcbKil
MO8ax.

byno 3asnaueno, wo nepwiumu, xmo ukopucmosysas idiomu OyIu KOPIHHI dcumeni 060X KpaiH.
Kopinni aneniviyi ma yxpainyi euxopucmosysanu idiomu 0Ji mozo, wob epasumu c020 CNispo3mMo8HUKA. Bonu
BUKOPUCIOBYBATIU (PPA3CONOCIUHI 0OUHUYL, MOOMO 10iOMU 3 NEPEHOCHUM 3HAYEHHAM. Y OaHill cmammi maKkoxic
6ynu npedcmasieni HaAUbLbUL WUPOKO PO3NOBCIOONCEHT KIACUDIKayil hpazeonociuHux 0OUHUYb MAKUX 8I00MUX
sueHux, sk B. Bunoepados ma A. Ileaiiyep. Ha cyuacnomy emani npoyec ix 6UKOpUCMAHHS MA MEOPEHHS He
3YNUHUBCS, addice i0IoMU NOUANU BUKOPUCTIOBYBAMUCA Y MO8i pexaamu. Byno spobneno eucnosok, wo ioiomu
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6ce Oinbute [ OinbUle NPOHUKAIOMY Y YIO HENPUMAMAHHY 015 HUX cgepy ejcusants. Bowu pobaime mogy
bazamuio ma eKcnpecuHiuo0, 8i000paxicaroms Kyaivmypy ma mpaouyii Hapoois.
Kntouogi cnosa : idioma, cmanuti 6upas, HOCIti MOGU, PPaA3eon0ciuHa 0OUHUYS, NEPEHOCHE 3HAUEHHS.

AHHOTAIIUA

B cmamve uccnedyemcess nowsmue u ucnonvzogauue uouom. Houoma - smo ycmoiuusoe gvipasicenue,
uMeloujee NEePeHOCHOe 3HAYEeHUe, KOMOPOe Mbl MOJCEM NOHAMb, Ynompebisisi e2o Kak eduHoe yenoe. Llenvio
OaHHOU cmambvu ObLT AHAIU3 UCHOTL306AHUSL U YOPMUPOBAHUSI UOUOM 6 AHSTULICKOM U YKPAUHCKOM S3bIKAX.

Boino ommeueno, umo nepvimu, Kmo uUCnoab306al uOUOMbl, ObLIU KOPEHHbIE JHCUMENU 00eux Cmpan.
Kopennvie anenuuane u ykpaunyvbl ucnonvb308anu uOuomsl 01 Moo, umobbl npousgecmu GneyamieHue Ha
csoeeo cobecednurxa. OHU UCNONB306ATU OAHHbIE (DpazeonocuiecKue eOUHUYsbl, Mo ecmb UOUOMbL, C
NEepeHOCHbIM 3HaueHueM. B Oannoul cmamve OvLiu npeocmasienvl Hauboniee WUPOKO PACHPOCMPAHEHHble
Kaaccupurayuy @dpazeonrocuteckux eouHuly u3eecmHuix yuyeHvlx -  B. Bumoepaoosa, A. Illeetiyepa. Ha
COBPEMEHHOM dmane Npoyecc Uux UCHONb308AHUSL U CO30AHUSL He OCMAHOBUILCS, NOCKOJbKY UOUOMbL HAYAU
UCNONBL308AMbCSL 6 SA3bIKe pekiambl. bl coenan 6v1600, umo uouomul gce bobule U OOIbULE NPOHUKAIOM & MY
HecgolcmeeHnyio um cghepy ucnonvszosanusi. Onu Oenaiom s3blK Oo2aue U IKCHPECCUGHee, OMPAadNCaAlom
KYAbmypy u mpaouyuu Hapooos.

Kniouesvie cnosa : uouoma, ycmouuusoe sbipasicenue, HOCUmeNsb s3blKd, Ppazeonocuteckas eOunuya,
nepenocHoe 3HaveHue.

VK 159. 922.8

TEPAIIEBTUYHI KA3KH TA KA3KOBI ICTOPIi B KOPEKIIIHO-
PO3BUBAJIBHIN POBOTI 3 AITbMH TA INIJJIITKAMHA

MAPIHEHIOK M.O., ®EJIBIIAH I.M.

MykauiBcbKuii 1ep:kaBHUN yHiBepcUTeT

Y emammi posenadaromscsa cneyupixa, yukyii ma modxciueocmi mepanesmuyHUX Ka30K ma icmopiti
8 KOPeKYIiliHO-po36Uusanviiti pobomi 3 dimemu ma nionimxamu. Ocobause micye 6 pobomi 6i0800UMbCs came
mepanesmMuyHUM KAa3Kam ma KA3KO8UM ICMOpIsM Rni0 4ac NCUXONOSIYHOI donomocu Oimam i Nioaimxam,
OCKIIbKU CbO20OHI KA3Komepanis cunmesye 6azamo 00cCscHeHb NCUxonozii, nedazocixu, @inocoii uepes
3ACMOCY8anHs. memapopu ma memapopuuroi KOMyHiKayii.

3asnauaemocs, wo mepanesmuyni Ka3Kosi icmopii, 3a36udail, NUWYMbCs Cneyianbho 0as dimeu |
opieHmogaHmi Ha KOHKpemHi npodnemu. Tobmo KoNHCHA 3 HUX MAE 61ACHY CHPSIMOBAHICIb [ PO3N0GIOAE NPO NesHi
cumyayii, Ha KWUMaum mux, 8 AKUX 4acmo ONUHAIOMbCSL Oimu.

3aznauaromvcs no3UMUGHI KOPEKYITIHI MOJNCIUBOCHI, 8UCOKA OI€gicmb ma epekmugnicms ypobomi 3
Pi3HUMU Kameeopiamu Oimell, 30Kpema, 3 OimbMu, W0 MAomb 6UCOKULL PIBEHb MPUBOICHOCMI, DIHOMAHIMHI
cmpaxu, azpecusHicms. Lleti memoo oonomazae adanmyeamucs im 00 pisHUX OUMAYUX KOAEKMUBIB, A MAKOHC Y
BUNAOKAX PI3HO20 POOY NCUXOCOMAMUYHUX 3aX80piodaHy. TIpoyec kazkomepanii 0038015 OumMuHi yceioomumu
ma npoananizyeamu c8oi npobnemu, i uepes 30iLUCHEHHs HeNPAMO20 8NIUGY, NIOWMOBXHYMU NOOAYUMY WIAXY X
BUPIUEHHS.

Bucsimaena mema 3acmocysauns kKazkomepanii — ye Kaskomepanis Ax ncuxomepanis. Take
3ACMOCYBanHA Ka3komepanii 0ac 3Mo2y OumuHi Nnooonamu 61ACHi Cmpaxu, HAOMIpHY MPUBONHCHICMD,
nONpayoeamuy HA0 BUNPABNICHHAM He2AMUBHUX puc xapaxmepy. 3a60anHs nedazoea yu NCUXOI02d NOJSA2AE Y
momy, wob nidibpamu 4y Cmeopumu Kasky 6ionogiono 00 nomped oumunu. Axwo kasky nidiopano 6daio,
oumuna "ebyodosye" it nocnanns y csill scummesuil cyenapit. Adce came mak 6i00yearomvbCs 2nUOOKI 3MIHU 6
orcummi oumunu. Hapasi kazkomepanis egasicaemucs Haubibwe M'skum memooom ncuxomepanii. Bin npayroe
6e3 0bmedicenb | € HAO36UYALIHO ePeKMUBHUM. 3a2anbHOBIOOMO, WO 8 PAHHLOMY 6iyi 6 Oimell nepedaxicae
NPABONIBKYIbHUNL MUN MUCTEHHS, OPIEHMOBAHUNl HA YiliCHe 00pasHe OCMUCAeHHA iHpopmayii, eMoyitiHo -
yymmeee cnpuunamms ceimy. Tomy eadxciuea O OumuHu iHOpMayis Kpawye 3ac60HEMbCA Yepe3 ACKpasi
obpasu.

Oxpecneno ynkyii kazkomepanii ik NCUXOMEPANEEMUUHO20 MemOodY. JiaeHOCMUYHY, Wo nepedbavac
BUABIEHHS B8JC€ HAABHUX HCUMMEBUX CUeHapiie i cmpamezill n08ediHKU OUMUHU, NPOSHOCMUYHY - 8 MOMY
8UNAOKY, KOAU OiA2HOCMYEMbCA NOMEHYIUHULL PO38UMOK NOOill, mepanesmuuny (KOpekyitiHy) — Kazku ma
Ka3K08l icmopii, 3a805Ku SKUM 6i00Y6a0MbCsl NOZUMUGHI 3MIHU Y CIMAHL MA NO8EOTHYT OUMUHU.
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