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Momnorpadusra ,,E3uxbT Ha pexsamMHus cioradH. Hemcko-6vaeapcku napaneau’ pasriexaa
XapaKTepHUTE 0COOCHOCTH Ha €3MKa Ha peKjamaTa Bb3 OCHOBAa Ha aHalW3a Ha OBJITapCKH U
HEMCKH PEKJIAaMHU CJIOT@HH OT IOCJIEJHHUTE ABE JIECETHJICTHUS C METOAWUTE Ha NPHIIOKHATA
JIMHTBUCTHUKA. BB3 ocHOBa Ha HU3CICABAaHETO Ca (bOPMy.HI/IpaHI/I HU3BOJAMU KAaKTO 3a TCHACHIUUTEC B
aKTyalJiHaTa pCKJIaMHa IPAaKTHKa, TaKa U OTHOCHO PAa3BUTHCTO HAa CHBPCMCHHUA 6’bJIFapCKI/I u
HEMCKH €3HK.

N3xoxnailku 0T OCHOBHATa ()yHKIIMS Ha peKiaMaTa BbOOIIE U Ha PEKIaMHUs CIIOTaH B
YacTHOCT Ja MOBIUSBAT Ha M300pa Ha MOTpPeOUTENs, M3CIEABAHETO ce (QOKycupa BBPXY
KOMILJIEKCa OT €3UKOBH CPEJICTBA 3a BB3/ICHCTBHE B Ta3M MOCOKA. | TaBHUAT HHTEpeC € PoKycupan
BbPXY KOHKPETHH NMPHUMEPH, Ype3 KOUTO CE€ YCTAHOBSIBA KaK PA3JIUYHUTE €3UKOBH CHCTEMH C€
npuiaraT B NpodecHoHa]HaTa MpakTHKa Ha peKIaMHaTa KOMYHHUKaIUs, KakBa € pojsaTa Ha
OIPECACIICHU JIMHIBUCTUYHHU CPCACTBA U KaKBU Ca Bb3MOXXHOCTUTEC HA €3HMKa 34 KOMYHUKHUPAHCTO
Ha pCEKIIaMHHU IIOCIIaHUs. OcHoBHaTa TCHACHLUA, KOATO IpeaAonpcaciii CHCIII/I(l)I/IKaTa Ha
CbBPEMEHHUS PEKJIAMEH CJIOTaH, € CTPEMEXbT KbM HEroBata KpaTKoCT M €3MKoBa HKOHOMUS. OT
CBIIUTE CBOMCTBA Ce M3BEXJAT M JIPYTUTE HETOBH Hal-BaKHU XapaKTEPUCTHKH: JJAKOHUYHOCT,
MHOTO3HaYHOCT, YIapHOCT, Pa3II03HABAeMOCT H MHEMOHUYHOCT. B MoHOTpadusTa ca pasriesanu
0COOCHOCTHUTE B M3MOJI3BAHETO HAa Pa3HOOOPA3HU €3UMKOBH U PETOPUYHH CPEACTBA HA (POHETHUHO,
MOP(OJIOTHYHO, CAHTAKTUYHO U CEMAHTUYHO HUBO.

N36paHusT WHTEPAMCUMIUIMHAPEH HayueH IMOJIXOJ, BKIIOYBAIl B cebe CHU OCBEH

JIMHIBUCTUYHATA ChUIO TaKa €CTETUUYCCKATA, COUATHO-TICUXOJIOTMYCCKAaTa U aHTPOIIOJIOTNYHATa
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NIEepCHEeKTHBA, HAacOYBA BHUMAHMETO BbBPXY KOHTEKCTAa Ha AaKTa Ha KOMYHHUKalUs M Ha
IIPUIIOKEHHUETO Ha €3UKa B peaHa cpea. B To3u cMuchi u nenTa Ha myOJIMKyBaHOTO U3CIIEBAHE
€ Jla oyepTae He caMo KaK peKyiamaTa ce BB3MOJI3Ba OT CHCUU(DUIHUTE CTPYKTYPHU €IEMEHTH U
XapaKTepHUTE U3PA3HU CPE/ICTBA HA €3MKA, HO U 110 KAKbB HAUMH TS CE OTPa3siBa HA ChBPEMEHHHUS
€3UK U HaYMHUTE 3a HEerosa ynorpeoa.

VimeHHO 4pe3 Ta3u KOMIUIEKCHOCT Ha PEKJIAMHOTO M3pPa3sBaHE € pa3KpUTa XapakTepHara
crneurn(UYHOCT Ha PEKJIAMHHSI €3UK, KOWTO MOXe Ja CH MO3BOJH Ja ObJe CHIIHO MeTadopHueH,
MHOTO3HA4€H, SIMOTHYCH U JOPH J1a HapylllaBa CTaHJAapTHUTE €3MKOBU HOPMHU.

MoHorpadusra npeacrass pekjgaMara KaTo €IdH OT Hali-Ba)KHUTE ChbBPEMEHHH (hakTopw,
Bb3JIeiicTBAIM 32 OOHOBJICHME HAa €3MKa TOYHO 3apajld MEXAMHHOTO CH IOJOXEHHE MEXIy
pasroBopHara, HedopMadHa €3MKOBa MpaKTHKAa W  HEM30€KHOTO CH  OTHOCHUTEIIHO
opunmanu3upaHo NMPUCHCTBUE B MEAMUTE M IYOJMYHUTE MpocTpaHcTBa. M3ciensanero naBa
IIPUMEpU 3a TOBAa KaK pelula €3MKOBU (OpPMYIJIH, HEOJOTU3MH, HOBM 3HAUEHHUS Ha JyMHUTE
IIPEMUHABaT OT peKJaMHaTa KOMYHHMKalMs B €XeIHEeBHOTO oOmryBaHe. Taka €3UKBT Ha
pPEeKIIaMHUTE JECBH3H CE€ MPEBpPBINA B CBOCOOPa3eH OAPOMETHP 32 CHCTOSHHETO HA €3MKa KarTo
CPEACTBO 3a ’KMBa KOMYHHUKAIIUS M KaTaau3aTop 3a MPOMEHHUTE B Hes. Pexnamara e makmyc 3a
TpaHchopMalMuTe B OOIECTBOTO KaTO LsU10, T pearupa MOMEHTAIHO HAa BCHYKH HOBOBBBEICHUS
U B CBIIOTO BpeMe caMa IMpe3BUKBa MPOMeHHU. Ta3u ABYNocouHa Bpb3Ka MOXKE J1a Ce MPOCIIeaAN
0co0eHO J00pe B peKJIaMHHS €3MK KaTO CBOCOOPa3HO OMUTHO TOJie 3a BaJIWJAMpPAaHE HA HOBU U
HeoOWYailH! €3UKOBH CTPYKTYPHU U KOMOMHAIIMH.

CrnenuaneH akIeHT B aHAJlIM3a € IMOCTaBeH BBbPXY KYJITYpHO cHelM(UUHMS IUIACT Ha
peKIaMHaTa KOMYHHUKAIUs M HEOOXOJUMOCTTa OT HAIMOHAIHO-CHEIM(pHUYHA OIBETEHOCT Ha
PEKIIaMHUTE TIOCITAHUs Ype3 KYJITYpPHUTE CTEPEOTHITH U €3UKOBUTE (DOPMYJTH HAa MECTHATA IIeJIeBa
rpyna. 3a na ObgaT NpaBWJIHO JEKOAMPAHH OT NOTPEOMUTETUTE, PEKJIaMHUTE MOCIaHUs ca
NPUHYJEHU J1a U3I0J3BaT KOJEKTUBHUTE MpeiactaBu. Ilo To3m HauumH pekinaMaTa pa3KpuBa B
KpaifHO cOuTa U cuHTe3upaHa (opma Hemojo3upaHa MHGOPMAIHS 3a )KUBOTA, 32 BKYCOBETE U
MPEINOYUTAHUATa Ha €HO 00mecTBO. Ts1 MOXKe /1a TIOCITY)KH 3a pa3KpHUBAHETO Ha MMOKA3aTeITHH
COIMOKYNTYpHH (DaKTH, OCTaHAIIM CKPUTH Ha TIPBB MOTJIE, ]a oYepTae 3apaykKaally ce TeHICHIIN
B OOIIIECTBEHUTE HATJIaCH.

AHanM3bT Ha €3MKa Ha peKiiaMaTa B ObJrapckara i HeMcKaTa IMpakTHKa MHOTO OTYETIMBO

pasKpuBar, 4€ IABCTC KYJITYpHU THPIAT COAHOTUIIHMW BIIMAHHA, B KOHTO CE€ OTpa3sdBaT KaAKTO
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IIPOLIECUTE Ha IN100anu3anus, Taka U Ha ChbIIPOTUBIIABALIUTE UM CE aHTUTTIO0AINCTKY TEHACHIUH.
Pa3nukara B peakuuure CIpsMO €IHU U CBhIIM BB3JEHCTBUS MHOTO OTYETJIMBO XapaKTEPU3UPAT
JIBETE PA3JINYHU HALlMOHAJIHU KYJITYypu. Taka upe3 aHaiau3a Ha peKJIaMHUTE €3UKOBU IOXBATH CE
JIOCTUTA J10 CHILECTBEHO 3HAHUE HE CAMO 3a aKTYaJIHMs €3UK WJIM 3a JHEIIHATa PeKjiaMa, HO U 3a
IbJIOOUYMHHUTE MPOLIECH B CHBPEMEHHOTO OOLIECTBO OIIE NpeAd Te Ja ca Ce H3SBWIU B
MIOJINTUYECKHU WM COLMATHY TEHICHIIMH.

OT rnenHa TOYKa Ha MPAKTUYECKOTO MPHIIOKEHHE HIesATa HAa MOHOTpadusTa € 1a HalpaBH
CBOWTE M3BOJM Ha 0azara Ha Oorar eMnupuyeH MaTepuai. Llutupanure u aHaIU3UPaHU IPUMEPH
OMxa MOIJIM J]a ce M3IOJ3BaT B UYXKJA0E3UKOBOTO 00OyueHHE 3a OHAIJIeAsIBAaHE HA pa3HOOOpa3HUTE
PETOPUYHH Bb3MOXKHOCTH Ha OBJITAPCKUS M HEMCKUS €3UK B U3II0JI3BAHETO MY KaTO MHCTPYMEHT
3a yoexaBaHe. B mporieca Ha €3UKOBOTO 00y4EHHUE Upe3 CPAaBHEHHETO MEKIY PEKIIAMUTE HA €HU
U CBbIIM NPOAYKTH, PEAU3MpaHU B pa3jiMyHaTa €3UKOBAa M KYyJITypHa Cpella Ha ChbOTBETHHUTE
o011ecTBa, MOXKE Jla c€ pa3Kpue B MHOIO HarjeJHa, MHTPUIYBallla M 3aloMHsAIIa ce (opma
cneun¢ukara Ha Bata e3uka. OT Jpyra cTpaHa, ChIIOCTaBKaTa MEXy OCIaHUATA, CTPYKTYpUTE
Ha U3rpaXkJaHe v CrIeU(UIHUTE €3MKOBH CPEJICTBA MOXKE J1a ITOCTYXKH KaTo J00pa U3X01HA TOYKA
3a aHaJIM3 Ha TpaHCPOpPMALMUTE IPU TPAJULIMOHHUTE MPOSIBICHUS HA aKTyaJJHUTE LIEHHOCTH Ha

JIBETE PAa3IUYHU KYIATYpH.

The book The Language of Advertising Slogans. German-Bulgarian Parallels analyzes the
specific features of the language of advertising based on the analysis of Bulgarian and German
advertising slogans from the last two decades using the methods of applied linguistics. The
research draws conclusions about the trends in the current advertising practice, but also about the
development of modern Bulgarian and German language.

In accordance with the main function of advertising and advertising slogans to affect
consumer choice, the study puts the emphasis on exploring the great variety of the extensive
linguistic repertoire and its ability to exert influence. The main interest is focused on specific
examples that identify how different language systems are applied in professional advertising
communication. The research questions are therefore: Which patterns determine the advertising
slogan and what is the role of certain linguistic tools and the ability of language to communicate

creative messaging?
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The most important trend that determines the specificity of the modern advertising slogan
is the striving for brevity and linguistic economy. Some additional characteristics related to the
linguistic brevity are succinctness, ambiguity, impact, recognition and mnemonic. The book
examines the peculiarities in the use of various linguistic and rhetorical means at the phonetic,
morphological, syntactic and semantic level.

The chosen interdisciplinary approach, consisting of the linguistic, as well as aesthetic,
socio-psychological and anthropological perspective pick out the context of the communication
act and the use of the language in a real environment. In this view the purpose of the research is to
outline how advertising benefits from the specific structural elements and characteristic expressive
means of the language, as well as to show how it affects the contemporary language and its uses.

The complexity of means of expression in advertising reveals the distinctive specificity of
advertising language which can afford to be highly metaphorical, ambiguous, elliptical and even
violate the norms of standard language.

The monograph presents advertising as one of the most important contemporary factors
influencing language because of its intermediate position between everyday speech, informal
linguistic practices and its inevitable formal presence in the media and public spaces. The study
provides examples of how a number of linguistic structures, neologisms or new meanings of words
move from advertising communication to everyday communication. Thus, the language of
advertising slogan becomes a kind of barometer for the status of the language as a means of
communication and a catalyst for significant changes in it. Advertising is a litmus test for societal
transformations. It responds instantly to all innovations and, at the same time, causes changes
itself. This bidirectional link can be well traced in the ad language as a sort of test field for
validating new and unusual language structures and elements.

Special emphasis in the analysis is placed on the cultural context of advertising
communication which must consider culture-specific and linguistic codes in all their nuances and
shades of meaning and the collective understanding of these by the target group. In order to be
properly decoded by users, creatives have to use collective mental patterns and perceptions. In this
way, advertising reveals in a synthesized form unsuspected information about the life, tastes and
preferences of a society. It can be used to uncover indicative sociocultural facts that remain hidden

at a first glance and to outline emerging trends in public attitudes.
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The study of the language of advertising in the Bulgarian and German practice reveals very
clearly that the two cultures have the same influences, reflecting both the processes of globalization
and their opposing anti-global tendencies. The differences in reactions to the same impacts
characterize distinctively the two different cultures. Thus, through the analysis of advertisements,
linguistic techniques reach a significant knowledge of the current language and of today's
advertising, but also of the profound processes in modern society even before they manifest
themselves in political or social trends.

From a practical standpoint, the conclusions in the book, as well the analyzed examples,
could be used in foreign language training to illustrate the diverse rhetorical possibilities of
Bulgarian and German as a persuasion tool.

In the process of language learning, the specificity of the two languages can be revealed in
a very visual, fascinating and memorable way by comparing the advertisements of the same
products realized in a different linguistic and cultural environment.

On the other hand, the comparison of messages, structures and specific linguistic means can serve
as a good starting point for analyzing transformations in the traditional manifestations of current

values of two different cultures.

HVﬁJ’II/IKaHI/II/I B CﬁODHI/[III/I N HAVYHHU CIIMCAHUSA

2. E3UK, KYJTYPA, KOMYHUKAIUS. B: E3uk u npodecnonanna komynukanus, Copus:

VYuusepcurercko uznatenctso "Cs. K. Oxpuacku", 2017, ctp. 254-262.

ISBN:978-954-07-4230-4

Cratusita pasriiexaa Temara 3a 00OBbpP3aHOCTTa MEXAY €3MK U KYJITypa U MPEBPBHLIAHETO M B
LEHTpaJlHA 3a Pa3JIMYHU TEUeHHUs B JIMHTBUCTHKAaTa. B umcTopuuecku muiaH ce mpocieasna
BB3HMKBAHETO Ipe3 eroxara Ha [IpocBenienneTo Ha nesTa 3a 3aBUCUMOCTTA Ha €3UKa OT CpejaTa,
KaKTO U pa3BUTHETO U MPEOCMUCIISTHETO Ha uaenTe Ha Xepaep u Bunxenm dhon Xymbonr, noBenu
70 BB3HMKBAHETO Ha ChBpPEMEHHATa TEOpHs 3a €3MKOBaTa OTHOCHTEIHOCT, KOSTO HaMupa
rocje1oBaTeIn KakTo B AMepuka, Taka v B EBpona. O030pbT 3aiuTaBa Te3aTa 3a KOMILJICKCHUS
XapakTep Ha KOMYHUKAIUATA, KbAETO €3UKBT KaTO HEUH OCHOBEH MHCTPYMEHT € TSACHO 0OBBp3aH

C KyJATYpHHUTE 0OCOOCHOCTH Ha ChOTBETHATA CTpaHa. B AucKycusaTa 3a Mpou3xo/ia Ha e3uka Xepep
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MpUBEXKJA pelula MpUMepu B MOJKperna Ha HeATa CHU 3a B3aMMOBpPbB3KaTa MEXIy HpPaBHTE,
Xapakrtepa, Ipou3xoja Ha HapOoAUTE U TeXHHUA e3uk. HeroBure Teopuu craBat OTHpaBHA TOYKA 3a
Apyr repMaHcku ¢uiuocod M JUHTBHCT — Bunxenm ¢on XymOonT, enuH OT Hall-BUAHUTE
MPEAIISCTBCHUIIM HA JIMHTBUCTHYHUS PENaTUBU3BM, Ch3Aal (DyHIaMeHTa Ha eBporelckara u
aMepuKaHCKaTa eTHOMHIBUCTHKA 0T 30-Te ronuau Ha XX Bek. B penuiia ceou Tpynose XymOoT
ce 3aHMMaBa C BIMSHUETO Ha €3MKa BbPXY MUCIICHETO U IOCTaBs B LICHThPA HAa U3CIIEIBAaHUATA CU
CBOSI BB3TJIE/, Y€ €3UKBT OCBEH MHCTPYMEHT 3a OTKpHMBAaHE Ha CBETa € M3pa3 Ha CBETOIJe[a Ha
enuH HapoJl. [TouTu Bek Mo-KbCHO HHTEPECHT KbM €3MKa KaTO HAI[MOHATHO 000CO0EH CBETOTIIE
OTHOBO C€ MOJIeMa B aMEPUKAaHCKOTO €3uKOo3HaHue u Mexay 1940 u cpenara Ha 60-Te roauHu
n00uBa OrpoMHa MONyJIsIpHOCT. Bb3paxaanero u mpeocMucisHeTo Ha XyMOOJITOBUTE UIEH BOAU
JI0 TSICHOTO OOBBP3BaHE HA €3MKO3HAHUETO C aHTPOTOJOTUSITA U 10 Bb3HUKBAHETO HA TEOPHS 3a
€3MKOBaTa OTHOCHTEITHOCT, KOSITO HAMHpPA peuIia rmocieaopareau. Ha 6a3ara Ha chIloCTaBsHE Ha
pPa3IMYHUA €3WIM C€ CTUTa [0 3aKIIOYCHHS H3IUI0 B Jyxa Ha XyMOONT 3a BIMUSHHUETO Ha
KYITYpHUTE KaTerOpUU BBPXY KOTHUTHBHATAa Kiacupukanus Ha OOEKTHBHATa PEATHOCT H
dbopMupaHETO Ha PA3TMYHU MHUCJIOBHH W TOBEACHUSCKM MOJCIU y OO0IIecTBara, TOBOPEIIU
CHOTBETHUTE PA3IMYHU €3UIIH.

Kynatypuute monenu, B KOMTO HAMHUpAT AUPEKTEH H3pa3 BKYCOBETE, LIEHHOCTUTE M
uJeanuTe Ha €HO OOIECTBO, C€ MPOEKTUPAT B €3WKA: B HETOBHUTE BepOAlHU U MapaBepOaTHU
eJIeMEeHTH. Pa3nmuyHuTE KOMYHHKATUBHU TPAKTUKU, MEHTAJHW U COIHAIHU CTPYKTypU U
IIEHHOCTHU CHCTEMH HMaT KJIIOYOBO 3HAUY€HHE 3a €(PEeKTUBHATA KOMYHHUKAIIUS, 3alloTO B
3HAYUTENIHA CTENEH MOJAENUPAT ChIBbPKAHUETO Ha CHOOIIEHHWETO, M TAXHOTO MPABUIHO
UHTEPIpPETHPaHEe € BAXHO HE CaMO 3a MEXIYUYOBEIIKOTO pa3dupaHe, HO MU 3a TpaBHIHATA

KOMYHUKAaIIUA HaA ousHec CTpPaTCrum.

The article Language, Culture, Communication explores the close link between language and
culture and its central role in various currents in linguistics. It offers an insight into the historical
development and genesis of the conception of the language dependence on the environment,
which became popular during The Enlightenment, as well as the development and rethinking of
the ideas of Herder and Wilhelm von Humboldt, which led to the emergence of contemporary
theories of linguistic relativity which found followers in America, as well as in Europe. This

study defends the thesis of the complex nature of communication where language as its main tool
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is closely linked to the cultural characteristics of the country in question. In the discussion of the
origin of the language, Herder cites a number of examples in support of his idea of the
interconnection between the morals, character, and origin of people and their language. His
theories became the basis for another German philosopher and linguist — Wilhelm von Humboldt,
one of the most prominent forerunners of linguistic relativism who laid the foundation for
European and American ethnolinguistics in the 1930s. In many of his writings, Humboldt deals
with the influence of language on thinking, and puts at the center of his research his view that
language as a tool for discovering the world is also an expression of the worldview of a people.
Almost a century later, interest in the language as a nationally distinctive worldview resurfaced
in American linguistics and gained immense popularity between the 1940s and the mid-1960s.
The revival and rethinking of Humboldt’s ideas led to the close linking of linguistics with
anthropology and the emergence of a theory of linguistic relativity which found many followers.
Based on the comparison of different languages, conclusions are drawn entirely in the spirit of
Humboldt about the influence of cultural categories, on the cognitive classification of objective
reality, and the formation of different mental and behavioral models in societies speaking
different languages.

Cultural models that directly express the tastes, values, and ideals of society are projected
into language: into its verbal and nonverbal elements. Different communication practices, mental
and social structures and value systems are crucial for effective communication because they
largely shape the content of the message and their proper interpretation is important not only for

interpersonal understanding, but also for the proper communication of business strategies.
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3. KOMYHUKATHUBHA KOMIIETEHTHOCT B CHEHIUAJIN3UPAHOTO
OBYUYEHHME. B: Uyxnust e3uk 1 CbBpEMEHHOTO BHUCIIIE 00pa3oBaHue, peaakTop/u: Tuiiesa.
1., TaueBa, B., Mepmxanos, Us., Bapna: Menuuunackus yausepcutet “IIpod. a-p IT. CtosHOB”,
2017, ctp. 575-584, ISBN 978-619-221-070-0

TekcThT ocTaBs BBIIPOCH 3a CbBPEMEHHUTE N3MCKBAHUSA MIPeJl IPENOAABATEIN 110 YUY €3UK 32
HYXIUTE Ha MpodecusiTa, KAKBO OYaKBaT CTYJCHTUTE, KO MOJKE 1a CTUMYJIHpa y4eOHUs IpoIiec,
KaTO aHAJIM3MpPa MO-KOHKPETHO IENUTE, 33aJJauuTe, 0OCOOCHOCTUTE U YCIICUTHUTE MEXaHU3MH B
00y4YeHHETO 10 UKOHOMUYECKH HEMCKHU €3UK. POKYChT TYK € HACOU€H KbM HOBOCTHUTE, KOUTO CH
IPOKapBarT BT B IpakTUKaTa. [[parMaTHUHOCT, aTPaKTUBHOCT, aKTUBHOCT €a KJIIOYOBHU (paKTOpu
B MOJIEpHHS Y4eOeH Tpolec, a MoJ00pSIBaHETO HA MEXIYKYITypHaTa KOMIIETEHTHOCT TPaBU
YyXJ10€3UKOBOTO 00y4€HHE MO-IIbJIHOLIEHHO, 3al[0TO JJaBa HE CaMO €3UKOBH 3HaHUS, HO ChILO
TakKa 10j100psiBa KOMyHUKaTUBHUTE U MEXIYIMYHOCTHUTE yMeHUs. [locouenure aprymeHTu u
IpUMEpH JaBaT MaTepuall 3a HOBO pa30upaHe 3a y4eOHHUS HpOLIEC U HErOBOTO OOBBP3BaHE C
NpaKkTUKaTa B €/HA MPUHIWIHO HOBa paboTHa cpena. M3cinenBaHeTO MOCTaBsS aKUEHT BBPXY
3HAUEHUETO Ha IMpernojaBaTelisi, KOMUTO € OTrOBOPEH 3a aKTyaJHOCTTa M IOJIE3HOCTTa Ha
IPEernoJIaBaHOTO 3HaHUe. B TekcTa Ha myOnMKanusaTa € OT/IeIeHO 3HAYUTETHO MSCTO 3a aHallu3a
Ha pa3auuus MeXIy ObJrapckara M repMaHckara KyJiTypa, KOMTO OMxa MOTJIM Jia 3aTPYAHAT
NPAaBWJIHOTO pa3OupaHe Jopu mOpu J00po BiageeHe Ha 4Yyxkaus e3uK. CbBpPEMEHHOTO
YyXJ0€3UKOBO 00ydeHHUeE 3a HYKAUTE Ha OM3HEeca 03HadyaBa KakKTO Ja BIIaJeell YyXIUsl e3UK,
Taka ChIIO U J1a U3rpaxkjam 100py KOMYHHUKATUBHM yMEHUs (1yBCTBUTEIHOCT U TMO3HAHUS 32
KynTypHOocnenuduyunus GoH Ha oOlryBaHeTo). 3a ycrexa U IOCTUTaHeTO Ha OCTaBEHUTE LeNTN
OT pelllaBall0 3HAuY€HHUE € J]a Ce 3Hae Kak Ja M3MpaTUM IMOCIaHMETO CH aJeKBaTHO, KaK Ja
chOyXJ1aMe cUMIaTHs U JIOBEpUEe y MapTHbOpA, a TOBA CE MOCTUIa HE TOJKOBA ¢ Oe3ynpedHa
rpamMaTHKa, KOJKOTO C IO3HaBaHETO Ha KYJITYpPHO OOYCIOBEHMTE Pa3IM4Ms B MUCICHETO U
NoBeleHNeTo0. B cratusATa € pasmielaHo Kak pasIMUYHUTE HOPMHU, PHUTYalIH, LEHHOCTHHU
MPEJICTaBU U €MOIMH 3apaju MPSIKOTO CH BB3JIEHCTBUE BHPXY KOMYHHUKAIIUATA CTaBaT Ba)KHA
MpEeJoCTaBKa 3a ycleX WIM MpoBal B OM3HEC HAaYMHAHUATA NPU MAPTHBOPU OT PAIUYHU
KynTypu. Penuna mnpumepu J0Ka3BaT KOJKO CHJIHO MOXKE Ja OBbJe BIUSHUETO Ha
MEXIYKYITYpPHUTE pa3lu4usi B Ipoleca HAa KOMYHHKAIMS MEXIy OBITapcKd M HEMCKH

NapTHbOPH, a MPEHEeOperBaHeTo WM HEMpPaBUIHOTO aHAIM3UpPaHE HAa MOBEJIEHUETO MoraT Ja
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3acTpallaT NapTHbOPCTBA C MHA4ye TOJsIM IOTEHIMal. 3aToBa OT 0COOEHa BaXKHOCT B
CBhbBPEMEHHOTO OOy4YeHME IO CHEeLHATU3UpPaH 4yXkJ €3UK 3a HYXKIUTE Ha npodecuoHanHara
KOMYHHKAIHS € J1a ce 00bpHEe BHUMaHUE M HA MOJJ00PSIBAHETO HA KOMYHUKATUBHUTE YMEHUS U
MEXIYKYJITYPHUTE KOMIIETEHTHOCTH. B CHIIOTO BpeMe OCh3HABAHETO U CUCTEMATU3UPAHETO HA
KyJATYpHUTE pa3Iuuus MoXKe Ja ObAe NPaKTUYECKU II0JIE3HO, 3aIl0TO Ce pasriexia B

CBC€TJIMHATa Ha Bb3MOXHOCTUTC 3a CUHCPIUuA U IIPEAOTBpaTIBaHC HA KOH(bJ'II/IKTI/ITe.

The article Communicative Competence and Foreign Languages for Special Purposes raises
questions about today's requirements for foreign language teaching and the needs of the
profession, and analyzes the goals, tasks, features and successful mechanisms in teaching
Business German. The focus here lies on innovations that are making their way into practice.
Pragmatism, attractiveness, and activity are key factors in the modern learning process.
Improving intercultural competence makes foreign language learning more meaningful, not only
due to the possibility of providing language skills, but also because it improves communication
and interpersonal skills. The arguments and examples provide material for a new understanding
of the learning process and the essential need for teaching programs to meet the challenges of the
completely new work environment. The research emphasizes the key role of the teacher who is
responsible for the relevance and usefulness of the teaching subject and elaborating knowledge.
The publication provides considerable space for analyzing the differences in cultures and
traditions between Bulgaria and Germany, which could lead to some confusion or
misunderstandings even when the conversational partners have good language skills. Modern
foreign language training for the needs of business means both good foreign language skills and
good communication skills (sensitivity and knowledge of the specific cultural background of
communication). It is crucial for the success and accomplishment of strategic goals to know how
to communicate the message well and appropriately, how to evoke sympathy and trust in a
partner, and this is achieved not so much with impeccable grammar, but with knowledge of
cultural differences in thinking and behavior. The article examines how different norms, rituals,
values and emotions impact the communication and become an important prerequisite for success
in business ventures with partners from different cultures. Many examples prove the importance
of taking account of cultural differences and sensitivities in the communication between

Bulgarian and German partners. Misunderstanding and mistrust because of underestimation of
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the impact of the culture factor can destroy a partnership with otherwise great potential.
Therefore, the inclusion of communication skills and intercultural competences in the modern
language education is of high importance. At the same time, awareness and systematization of
cultural differences can be of great use for conflict management and prevention, teamwork and

creating more synergies.

4. E3UKBT HA TSJIOTO B BUBHEC KOMYHUKAILUATA. Boe: ®unocodcku
antepunarusu, N 5, 2018, ctp. 5-13, ISBN 0861-7899

CraTusiTa € IOCBEeTeHa Ha €(PEKTHBHOTO OOIIyBaHE KAaTO HACOYBA BHUMAHHETO MPEIUMHO KbM
IIparMaTUYHUTE acleKTH Ha HeBepOaliHaTa KOMyHHUKalus. AHaNIM3bT ce MPUIbpikKa KbM Hai-
HOBMTE U3CJIEIBAaHUS B IMHIBUCTHKATA, COPE]l KOUTO HEBEPOATHOTO HE € MEXaHUYEH ChIIPOBOJ
Ha KazaHoTo. Te oka3BaT, 4e BepOATHOTO M HEBEPOATHOTO pabOTAT YCHOPEIHO M B3aUMHO ce
MOJICUJIBAT KaTo HEBEpOAJIHUTE CHUTHAIM BHUHArM €€ OTHAcAT JO CeramiHaTa KOHKpETHa
KOMYHHKATHBHA CUTYyallUsl 1 OOMKHOBEHO M3pa3sBaT U IMOIYEPTaBaT €MOIIMOHAIHO OHOBA, KOETO
ce ChIbpKa B JyMHUTe. MHUMHUKaTa M JKECTOBETe Morar Ja ObAaT JOpPH MO-TOYEH HOCHUTEN Ha
uHpopmanus, mnopaau ¢axkTa, uye IYUIEBHUTE IPOMEHH C€ MpPOSBABAT MOMEHTAJIHO U
HEINOCPEICTBEHO Ha HEBEPOATTHO HUBO. B chIIOTO BpeMe cUurHanure, Bb3IMPUETH Ype3 3pEHUETO,
KOUTO Ca HAaTOBAPEHHW ChC CTOTULM ITBTH MOBeue MHQoOpMalus, ce nmpepadoTBaT 6e3 Quitpu
JUPEKTHO OT MO3bKa. B HeBepOalHUTE CUTHAIM BCBHIIHOCT C€ KPUAT UCTUHCKUTE HaMEpPEHHS.
3aroBa PHU HECHOTBETCTBUE PELIMITUEHTUTE BSIPBAT MO-CKOPO Ha HEBEPOAIHOTO.

E3UKbT Ha TATI0TO MOXKE J]a CIYXH U KaTo epuKaceH HHCTPYMEHT 3a Bb3JIEHCTBUE, HO U 3a
pa3sKpuBaHEe Ha CKPUTUTE HAMEpPEHMs. YMEHHETO Ja BIaJeell M HW3I0J3Ball HeBepOalHaTa
KOMYHHKAIHsI € 0cOO€HO BaXKHO B CBETa Ha OM3Heca.

Crarusita ce crypa CbIlO U Ha Bpb3KaTa MEXIy KYJITYPHUTE MOJEJIN HA IIOBEJIECHUE U
HeBepOaHaTa KOMYHUKALUA U UACHTU(UIUpPA peauna pa3anyus (0cOOEHO B KECTOBETE WIIU
JBHKEHHETO B MPOCTPAHCTBOTO). Te ca mopoaeHu win GopMUpaHU OT IEHHOCTUTE, KYJITYpPHUTE
NPaKTUKU U TPAJUIIMUTE, KOUTO CHIIO KaKTO €3UKa ca Bb3HUKHAIHU U ca OMIIM CTaHIapTU3UPaHU
B JBJIBI MpPOLEC U ca BbB BHCOKa CTeNeH KyiTypHocneuupuunu. KoHKpeTHM mnpumepu

MOJIKPENSAT HAIIPaBEHUTE U3BOJU 32 OCOOCHOCTUTE Ha HeBepOaliHaTa KOMYHHUKaIMs B bearapust
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KaTo KyJITypa ¢ BHUCOK KOHTEKCT Ha OOILIlyBaHEe, KbJIETO €3UKBT Ha TAJIOTO € HACUTEHH C
UMIUTMIUTHA HHpopManus. LleHTpanHo MACTO ce 0Tpeka Ha eMOLMOHAIHATa UHTEJIUT€HTHOCT,
KOSITO € KIIIOYOB (hakTop 32 epeKTUBHATa OM3HEC KOMYHHMKAIMS M B CHIIOTO BPEME € CHIIHO
MOJBJIACTHA HA KYATYPHUTE OCOOCHOCTH M MOJEJH Ha MOBeAeHuE. B 3akimodyeHne ce u3ThKBa
Ba)XHOCTTA HA Ch3HATEIHATA TPEHUPOBKA HA €MOLMOHAIIHATA MHTEIUI€HTHOCT U 3aCUJIBAHETO
Ha eMOLIMOHAJIHATa TPAMOTHOCT, KOETO 03Ha4aBa Jla yMEeM Jia yeTeM, pa3oupame u yrpasiisiBaMe

CMOIMHUTE U Ja BJIaACCM €3MKa Ha TAJIO0TO.

The article Body Language In Business Communication discusses the practical effects of non-
verbal communication and seeks to explain why non-verbal codes should not be underestimated.
According to the latest research in linguistics, nonverbal is not a mechanical accompaniment to
what has been said. Verbal and nonverbal elements work together and reinforce each other, and
nonverbal cues always relate to the direct communication process and usually express and
emphasize emotionally the words. Facial expressions and gestures can quickly communicate
emotions and reveal more information. All mental changes appear immediately at a non-verbal
level and the signals received through sight which are charged with much more information, are
directly processed by the brain without being filtered. Signs and gestures do not lie, they reflect
a person’s true intentions. When there is a discrepancy between cues, we usually trust the non-
verbal ones.

Body language can also serve as an effective tool of influence. The ability to master it and
use it is particularly important in the business world.

The article also focuses on the connection between cultural patterns and nonverbal
communication, and identifies a number of differences (especially in gestures or movement in
space). They are formed by values, cultural practices and traditions and, like language, have been
standardized over a long period of time. Many examples support the conclusions about the
specifics of communication in Bulgaria as a high context culture with nonverbal and implicit
communication.

Finally, the paper emphasises the role of emotional intelligence as a key factor for business
success. At the same time, culture and emotional intelligence are interdependent and it is
therefore necessary to develop emotional intelligence, which means to learn how to read,

understand and manage emotions and to master the body language.
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5. POJIAATA HA KYJITYPHUSA ®AKTOP I1PU NIPEHOCA HA PEKJIAMHHU
CTPATEI'MUN. Boa: ®unocodcku antepHarusu, N 4/2019, ctp. 5-28, ISSN 0861-7899

CryausTa mpeajiara HOBU aCIIEKTH B M3CJIEABAHETO Ha pekiamaTa KaTo Hepa3puBHA 4YacT OT
KMBOTA Ha BCEKHM M €MaHalMsl Ha €IHO MHTEPAHUCLUIUIMHAPHO I0JIe, B KOETO OCBEH YHCTO
THPrOBCKM CTPATETUHU CE€ MPECUYAT OILE €3UK, COLIMOJIOTHS, ICUXO0JIOTUS U €CTETHKA.

Ha 6a3ara Ha crOpaHus U aHATU3MPaH eMIIMPUYEH MaTepuai € 000CHOBaHA Ba)KHOCTTA OT
OOBBP3BAHETO HAa HAIMOHAIUTE MApPKETUHTOBU CTPATErHMH C HAIMOHAIHUTE LEHHOCTU U
MaHTAJUTETHN XapaKTEPUCTHKHU. V3cimenaBaHeTo pasriexaa BbhIpoca 3a e()eKTHBHOCTTA Ha
pEeKJIaMHHUTE KaMIIaHUM KaTO M3pa3 Ha ChOTHOIIEHHETO Pa3XOAu —KOMYHMKAIIMOHEH e(eKT (I10
M3MEpUMU KPUTEPUU) U ONPOBEpraBa ¢ MpUMEpH OT MPAKTHUKATa MOAX0a Ha CTaHIapTU3AIHATa
U TEOpHUMTE 3a HajlaraHe Ha YHHU(QOpPMEH UMUK Ha Opanna. HezaBUCHMO OT HACTBIIEHUETO HA
ri00anu3anusaTa, BCHYKA MapKy, JIOpU rojieMUTe OpaHJ0BE, UMAT HYXJa OT CBOS XapaKTepHa
KOMYHHUKAIHS Ype3 KyJITypHUTE CTEPEOTUIIN U €3UKOBUTE (POPMYJIU Ha LieJeBaTa rpyna.

Penuna akryanHu npuMmepH, aHaIU3MpaHU B CTYAMSTA, JOKa3BaT, Y€ Hal-yCIICHIHWUTE
pPEKJIIaMHU CTpAaTeTMUTE CTBIBAT Ha YOEXKJAEHUETO, Y€ JIOpM YHUBEPCATHUTE HYOBEIIKH
MOTPEOHOCTM M MEYTH CJEIBAaT pA3JIMYHU HArJIacu, MOJENM Ha IOBEJEHHE, MUCJIEHE U
KOoMyHHKanus. OT BCUYKKM MapKETUHIOBU MHCTPYMEHTH peKJiaMaTa B Hail-roJisiMa CTENEH 3aBUCH
OT KyJITYpHUTE KOJIOBE, OT €3MKa U CUMBOJIMKATA, Thil KATO TOUHO HEIHA € 3a/1a4aTa J1a HaToBapBa
IIPOAYKTUTE ChC COLIMAIHM 3HaueHus. M3cienBaneTo npeacTass 3a IBPBYU IIBT YPE3 aHAIU3a HA
MIPUMEPHU COLMOKYATYPHUS aCIEKT Ha pekjamara, KOMTO ce pa3kpuBa B €3MKOBaTa peaan3alus Ha
MOCJIaHUATAa W M3MPaBsl MApKETOJIO3UTE Ipeja AuieMaTa: CTaHAapTH3alUs WM ajanTanus Ha
pPEKJIaMHHUTE CTPATErMM IIPU W3JIM3aHETO HAa pa3jIM4YHM MHTEPHALMOHATHU masapu. B ToBa
CBIIOCTABUTEIIHO pas3riekaHe Ha TpaHC(hOpMAIMUTE HA CIOTaHUTE HA €THU U CHIIM MAapKH Ha
pa3nMYHM ma3zapu B cBera W bbarapus Morar Aa ce BUAAT peauua  (QyHIaMeHTaTHH
COLIMOKYNTYpHU ocoOeHocTH. OueBUIHO €, 4e He caMO ChABP)KaHHWETO Ha IMOCIAHUETO, HO U
PETOPUYHOTO MHOrooOpazue ca MPOJUKTYBAHM OT pa3IMYHHUTE KYIATYPHHM CTaHIApTH, KOHUTO
HaMUpaT U3pa3 B pa3IMYHOTO IOBEJECHUE, OYAaKBaHMs M CTWJ Ha KOMyHUKauus. B crynusara e

pasriieaH U MEeXaHU3MbT Ha HHTETPUPAHOCT, KOWTO oOyclaBsd Ayaiau3Ma MEXAYy KyJITypuTe
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ACIICKTU W KOMCPCHAJIHUTC LCIHU, 3aJIOKCHU B MYITHKYITYPHHUSA MapPKCTHUHI. C'bIHeCTBeHO
IpeaAuMCTBO IPECACTaBIsABa IOAXOABT KbM HpOGJ’IeMaTI/IKaTa, KOHUTO ChUeTaBa pa3HOO6p33HI/I

AHAIIUTUYHUTEC METOAU — C3UKOBCACKU, KYJITYPOJIOTrUUCH, CONUOJIOTNYCH, MKOHOMHWYCCKU.

The paper The Role of Culture in Transmission of Advertising Strategies offers new aspects in
the academic research of advertising as an integral part of everyday life and emanation of an
interdisciplinary field, including language, sociology, psychology, aesthetics and commercial
strategies.

On the basis of the collected and analyzed empirical material, we attempt to prove the
importance of the link between cultural value systems and strategic marketing. The paper looks
at the issue of the effectiveness of advertising campaigns in terms of cost-communication effect
(by measurable criteria) and with examples from practice disproves the views of the
standardization approach and its theories for imposing a uniform brand image.

Regardless of globalization, all brands, even the big ones, need their own distinctive
communication through cultural stereotypes and the language of the target group. Many
examples analyzed in the paper prove that the most successful advertising strategies are based on
the belief that even universal needs and dreams of consumers are determined by differing
attitudes and thought patterns, behavior and communication. Of all marketing tools, advertising
is the one most dependent on cultural codes, language and symbolism, for its purpose is to give
social meanings to products.

This comparative study analyzes the transformations of brand slogans in Bulgaria and other
markets, and points out many fundamental socio-cultural features of advertising. This is revealed
in the linguistic realization of the messages and confronts the marketers with the dilemma: when
they are seeking to improve their global market presence should they choose standardization or
adaptation of advertising strategies? Evidently, not only the content of the message, but also its
rhetorical diversity is determined by differing cultural values, different behavior, expectations
and communication. The paper also looks at the mechanism of integration that determines the
dualism between the cultural aspects and the commercial goals of multicultural marketing.
Furthermore, an important advantage of this market-based approach is that it combines various

analytical methods such as linguistic, cultural, sociological, and economic.
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6. IOJI U KYJITYPHU CTEPEOTHUIIN B MOJATA. B: Connonorudecku mpodiaemu, N 2/
2019, ctp. 777-785, ISSN (print):0324-1572

CratusitTa aHanM3upa BBH3MOKHOCTHTE HAa MojJaTa 3a BbB3JCHCTBHE BBPXY OOIIECTBOTO 3a
MPeoI0siBaHe HAa MPEapa3ChIbLUTE W MOJKpEna Ha HOBU COLMAIHMU ABWKEHUS. ABTOpKaTa
00BBp3Ba MOJ]aTa KaTO CHHOHMM Ha MPOMSHATA C aKTyajHaTa JUCKYCHs 32 MHOTOOOpa3ueTo Ha
M0JIOBAaTa MJICHTHYHOCT, C TOCiIeoBaTeHaTa 00opba 3a moBeye mpaBa U CBOOOIM M Hal-Beue C
MIPaBOTO 32 CAMOOTIPEEIIsHE.

B nyOnukamusita ce aprymMeHTHpa Te3aTa 3a HEBB3MOXKHOCTTAa Jla ce IMpHeMe
0€3KOH(IMKTHO MPEIUBAHETO HA POJIUTE, ACPUHUPAHN TPAJTUIIMOHHO OT I10JIa, KOETO C€ JIBJDKU
Ha I[’I)JI6OKO BKOPCHCHOTO BJIMAHWEC Ha KYJITYPHUTC CTCPCOTHIIHN. 3HayuTENHA YacT OT TIX Ce
OCHOBaBaT Ha JIBYMOJIOBOTO pa3/ieIeHHe Ha COLMANHNUTE (DYHKIUH, KOETO HU MOCpelia OT CaMOTO
paxkJiaHe U HU CJe/IBa BbB BCHUKH KUTEHCKH eTany U cepu. AOCOTIOTU3UPAHETO HA COLIMATTHUTE
POJIM Ha MBbKa M JKE€HAaTa Hajlara CTporo pas3jiejeHue U OrPaHUYEHHS TaKa ChIIO 110 OTHOLIEHHUE Ha
BBHITHUS BUJI: JPEXH, IPHYECKH, OOYBKH, I[BETOBE, aKCECOAPH U TIP.

CrienirajHO BHUMAHHE € OT/AENICHO Ha O0JIEKIIOTO KaTO €UH OT CHIIECTBEHUTE €IEMEHTH
Ha CEeKCyallHaTa MJIEHTUYHOCT, KaTO CHIIEBPEMEHHO c€ M3ThKBa M (PAKTHT, Y€ TO € CHIIHO
MOABJIACTHO HA KYJITYPHUTEC CTAHAAPTH U TpaJULIUU. B T03M KOHTEKCT KOCTIOMBT C€ MMpeBpbIIa B
KOJI 32 MPUHAJIC)KHOCT HE CaMO KbM OIPEeJIeHa COIMAJIHA TPYyMa HO U KbM HEHHUTE BB3TIIEIN
3a yCTPOWMCTBOTO HA CBeTa W OOIIECTBOTO. AHaMM3BT JOKa3Ba, 4e aOCONIOTU3MPAHETO Ha
COLIMAIHUTE POJIM HA MBbKA U KEHATa Hajara CTpOrd OrpaHUYEHHS U 110 OTHOLIEHUS HAa BbHUTHUS
BUA. BcCskakBuM OTKJIOHEHMSI OT NPUETOTO 3a ,,HOPMAIHO™ JBYIOJOBOTO pa3leieHUE Ce
BB3MPUCMAT C TIOAO3PCHHUE B €AHA KOJCKTUBHUCTHUYHA KYJITypa KaTo 61>J1rapc1<aTa, KBIACTO
MHEHHETO Ha rpylara € BOJELIO U BCAKO NMPOTUBOPEUYUE C YCTAHOBEHATAa KYJITYpHA U COLIMAIIHA
HOpMa, OMpeJesila KeHCKOTO U MBXKO MOBEJIEHHE, C€ MpHUeMa KaTo JPaCTUYHO HApYILIECHHE,
3acmykaBailo nopumanue. O630pbT MoKa3Ba Kak HOBaTa TeHepalus Ju3aiiHepHu MpoAbKaBatr
Oll[e TO-PaUKATIHO J]a PeMaxBar MOJIOBOTO pa3jielieHue MEXAY ,,MBbXKKa*“ U ,,JaMcKa* MoJia U J1a
Ch37aBaT AMHAMUYHU, TOCTMOJIEPHU MOJIETH Oe3 MOJIOBU Oele3u U pa3MepH, MpeJHa3HAUYCHU 3a
BCEKH, KOMTO UCKa J1a u3pa3u ceOe cH Mo HEMOBTOPUM HAYMH upe3 JApexurte. B cbBpeMeHHUs CBIT

MBXKCCTBCHOCTTA OTJaBHA B€UC HC € aHTUIIOJ HA )XCHCTBCHOCTTA, a TAXHOTO IIPEJIMBAHC € OHOBA,
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KOCTO XapaKTEpusupa CbBpEMCHHATa MOCTIKCHABP €I10Xa. HNmenHo To JaBa HOBO CHbAbPKaHUEC
Ha OOJIEKJIOTO KAaTO BB3MOXKHOCT BCEKH Jda U3pa3u cebe cu Oe3 Ja C€ 49yBCTBa Hey,Z[O6HO. 3a
MNPpUEMAHCTO Ha TC3U UJCHU U CIIPABAHCTO C TACHATA paMKa Ha 61/1HapHaTa IMO0JIOBA HOMCHKIJIATypa
CC U3UCKBA MOBCUC MOACPHOCT U TOJICPAHTHOCT, OTKOJIKOTO CC Ha6mona13a B IIO-KOHCCPBATHUBHUTC

oO1iecTBa.

The article Gender Identity and Cultural Stereotypes in Fashion focuses on fashion as a powerful
tool for influencing society, overcoming prejudice, and supporting new social movements. The
discussion about gender and its social role is essentially a new stage in the struggle for fundamental
human rights and freedoms: the right to self-determination and the freedom to present yourself to
the world in the way that you feel. The difficulty to accept the gender bending and deviations from
the established gender roles and patterns stems from the deeply rooted socio-cultural traditions and
stereotypes. A considerable part of them are based on the binary model of gender and social
functions which are assigned to us at birth and follow us at every turn and in nearly every aspect
of life. The absolutization of the male and female social roles also imposes strict restrictions on
appearance: clothes, hairstyles, shoes, colors, accessories, etc.

The paper examines clothing as one of the signifying elements of sexual identity and
emphasizes that it is ingrained into cultural norms and traditions. In this context, the suit becomes
a code of belonging not only to a particular social group, but also to its views on the structure of
the world and society. The analysis proves that the absolutization of the social roles of men and
women imposes strict restrictions on outfit as well. Anything that does not fit into the gender binary
is perceived with suspicion in a collectivist culture like the Bulgarian, where the group's opinion
is leading and any contradiction to the established cultural and social norms defining female and
male behavior is considered a drastic violation deserving reproach. The review shows how the next
generation of designers continue to disrupt gender-defining men’s and women’s fashion and create
dynamic, postmodern, gender-less styles designed for anyone who wants to express themselves in
a unique way through clothing. In the modern world, masculinity is no longer the antithesis of
femininity, rather the constantly blurring lines is what characterizes the modern post-gender era.
This gives new meaning to clothing as an opportunity for everyone to express themselves without

feeling uncomfortable. Adopting these ideas and dealing with the narrow framework of gender
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binary nomenclature requires more modernity and tolerance than is observed in more conservative

societies.

7. UBERSETZUNG VON SLOGNAS: LOST AND FOUND IN CULTURE. In: Beitrage zur
Translation und Fachkommunikation, editor/s:Vlasta Kucis, Maria Grozeva und Anelia
Lambova, Sofia: NBU Publisher, 2019, S. 33-48, ISBN:978-619-233-077-4

[IpeBoabT € BaKeH MEXaHU3bM 3a aJCKBAaTCH TpaHC(ep HAa PEKIAMHH CTPAaTETHU B CBETOBCH
Mamrab. Ctatusra ce crupa Ha mpobIeMuTe MPH MPEBOia Ha PEKJIIAMHU CIIOTaHU U MIpeiara HOBH
acIieKTH B HW3cjelBaHe Ha €()EeKTUBHOTO IpHJaraHe Ha W3pa3HUTE CPEACTBA B peKiamara B
3aBUCHMOCT OT CHEIU(PUIHUTE KYJITYpHHU KOJOBE, ACHCTBAIIH B 1aJICHO OOIIECTRBO.

B Ta3u mepcrnekTuBa KbM peKiiaMaTa MEHTPAITHO MSCTO 3aeMa HEWHOTO COIIMOKYITYPHO
3HAa4YCHHUE, 2 CPABHCHUETO HA MIPEBOJIUTE HA €THH M CHIIU CIIOTaHU € U3BEACHO YOCIUTEIHO KaTo
oco0eHo MmoKka3aTeslHo. ABTOpKaTa CThIIBAa HA pa30MpaHeTo 3a MPEeBOIa KATO TBOPUECKHU MPOIIEC,
B KOMTO HE CE MPEBEXIaT caMo JYMHUTE, a TyXbT Ha TEKCT, U WIIOCTPHUpA Te3aTa CU C JOOpHU |
HEyJaYHH TPUMEpH OT TI00aNHMU peKJIaMHU cTpareruu. M3cienBaHeTo MOCTaBs aKIEHT BBPXY
crenu(pUIHATE MPAKTUKU TPU MPEHOCA HAa PEKIAMHHUTE CIOTaHU U KJIMIIOBE Ha TOJEMHTE
KOHIIEPHH HA PA3IUYHHUTE HAIMOHAIHU Ta3apH, MPU KOETO TPsAOBA Ja CE TPAHCIIOPTUPAT HE
MIPOCTO €3WKOBH TIOCIIaHUs, a CHIIHOCTTA M CMHCJICHOCTTA Ha CIOXKHA rpyna 3Haiu. [lo TakbB
HAYMH CTaTUATa, OT €JHa CTpaHa, TMOCTaBi BBIPOCAa 3a BBH3MOKHOCTTA 3a H3pa3siBaHE Ha
CHOTBETHUTE €3UIIM, HO OT JIpyra CTpaHa, c€ ChCPEI0TOYaBa BbPXY CHIIECTBEHOTO BIHUSHHUE HA
KyntypHus poH. Upes aHanu3a Ha IpUMepH ca NPeACTaBeHH OCHOBHUTE TPYIHOCTH MPHU MPEBOAA
Ha pCKIaMHHU CJIOTraHU U TEKCTOBC HAa PCKIIAMHH KIIUIIOBE, KOUTO NPOU3THYAT OT TECHUTC BPB3KU
MEXIY peKliaMa U KyJITYpHHU IEHHOCTH, KaKTO U OT OCOOCHOCTHTE Ha €3WKa U MPEANOYUTAHUS
CTHJI Ha KoMmyHuKanus. CbhIIOCTaBKaTa MEXIy MpeBOJa HAa PEKJIaMHH CIOTAaHU HM3BEXKAa Ha
IMOBBPXHOCTTA p€AVLia KYJITYPHHU pa3jindusad U TAXHOTO BJIIMAHUC BBPXY BKYCOBETC, NUACAINUTE U
pazOupaHusTa 3a 100po U JIOMIO.

B cratusita ca cucreMaTu3upaHu BB3MOKHUTE TOIXOIM TMPU TPEBOJa HA pPEKIaMHU
CIIOTaHU ¥ € OOOCHOBAaHO 3HAYEHHETO Ha BB3MPHUATHETO HA MOTPeOUTENNTE OT TJie/IHAa TOYHA Ha

AHTPOIIOJIOTUATA.
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Translation is an important mechanism for adequately transferring advertising strategies globally.
The article Translation of Slogans: Lost and Found in Cultire analyzes examples and addresses
the main obstacles to advertisement translation stemming from the close links between advertising
and cultural values, but also from the rhetoric of language and the preferred communication style.
The comparison of translated slogans reveals a lot about cultural differences, the way of
communicating messages, and the state and dynamics of advertising practice.

The main focus is on the socio-cultural impact of advertising and the comparison of
translations of the same slogans is shown to play a major role in this context. The concept of
translation as a creative process in which not only words are translated, but also the spirit of the
text, is illustrated with good and bad examples from global marketing campaigns. The research
provides insight into specific practices of transferring slogans and television commercials by major
brands across different markets worldwide. The selected examples show that translation involves
much more than a transfer of verbal messages, it is rather a transference of a complex group of
symbols and culture-specific codes.

Thus, on the one hand, the article, raises the question of the possibility of expressing them
in the respective languages, and on the other hand, focuses on the significant influence of cultural
background. The analysis of the examples also presents the main difficulties in translating
advertising slogans and commercials that result from the close links between advertising and
shared cultural values, as well as the peculiarities of each language. The study illustrates a number
of cultural differences und their effects on the moral conceptions, tastes, desires and dreams of
society.

The article presents and systematizes possible approaches to translating advertising slogans

and substantiates the importance of consumer perceptions from an anthropological point of view.
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Peunuum:
8. MOJAEPEH BBJI'APO-HEMCKUN BU3HEC PEUHUK, Codus: ®vu Tesn, 2011, 734

ctp. ISSN 978-954-92445-6-4

Pe4HUKBT € Jero Ha MHOTOTOJWIIHA HATPYIBAHHS M € HAW-I'BJIHOTO U 00OOIICHO JBYE3UYHO
U3JlaHHEe B MKOHOMHYECKATa, MKOHOMHYECKO-IOPHIMYECKaTa M WKOHOMHYECKO-(prHaHCOBaTa
obnactu. U3manumero cwbupa Ha 734 crpanunu Hany 50 000 3armaBHM TepMHHA, KOUTO ca
JOM'BJIHEHH C (PPa3e€OIOTUYHU U3pa3u U MPUMEPH, MOJOPaHHN OT aKTyaJHH TEKCTOBE, MaTEpHUAIH
1 nyOMKyBaHu 0a3u JaHHU. M31aHUETO € JIOIBIHEHO ChC CIMCHK Ha OCHOBHHUTE CHKPAIICHUS B
ObJrapckara MKOHOMUYECKA U FOpUAMYECKA JTUTEpaTypa. PEUHUKBT ce U3M0I3Ba OT HKOHOMHUCTH,
YWICHOBC Ha KOPIOPATHUBHUTC PBKOBOACTBA U MCHHUI)KMBbHTA HA KOMIIAHUUTC, MHCTUTYLHUOHAJIHA
1 1podeCHOHATHN HHBECTUTOPH, (UHAHCOBH aHAIM3ATOpH, (UHAHCOBH MEIUH, JEHCTBAIIH
IOPUCTH, KaKTO U OT CTYJICHTHTE [0 MKOHOMHKA, (PMHAHCH, MEHUKMBHT, yIIPABICHUE U MPABO,
KOUTO TIPOSIBIBAT MHTEPEC KbM MPHI0OMBaHE HA 33bJIOOYCHU TO3HAHUS IO CICHUATU3HPAH

HEMCKH €3HK.

The Modern Bulgarian-German Business Dictionary is the biggest Bulgarian/German dictionary
in the economic, economic-legal and economic-financial fields and a result of many years of
experience. This 734-pages-long edition contains more than 50,000 terms and notions,
supplemented by phraseological expressions and examples collected from current texts, materials
and published databases. In addition, the dictionary contains a list of the main economic and legal
abbreviations in Bulgarian. This lexicon is a very useful tool not only for those studying
economics, finance, management and law, but also to support the day to day work of economists,
/executive teams, institutional and professional investors, financial analysts, economic journalists,

law firms, and everyone who is interested in acquiring in-depth knowledge of Business German.
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9. HOB YHUBEPCAJIEH PEYHUK BbJII'APCKO-HEMCKM, Codusi: [lonc brarapus,
2008, ISBN 978-954-8278-72-0

HoBusat YHuBepcaneH ObIrapcKo-HEMCKH PEYHHK € JOITBJIHEHO U MOA00PEHO H3/1aHue Ha

YHuBepcanHusi ObJIrapcKo-HEMCKH PEUHHUK.

The new Universal Bulgarian-German Dictionary is an updated and improved edition of the

Universal Bulgarian-German Dictionary.

10. YHUBEPCAJIEH BBJI'APCKO-HEMCKHU PEUYHUK, Codus: [Tonc benrapus, 2003,
1114 ctp. ISSN 954-8278-10-3

YHuBepcanHusAT ObIrapcKko-HEMCKH PEYHUK € Ch3/Ja/IeH B €KUITHA padoTa ¢ KOJIETH TepPMaHKCTH.
Toti ceabpika moBeue ot 118 000 qymu u u3pas3u, U WIKOCTPATUBHU IPUMEPH U (ppazeosioru3mu
OT ChBPEMEHHHUS OBJITAPCKH €3WK. PEUHUKBT € 000raTeH ChC CIIPaBOYHA YaCT OT Pa3HOOOpa3HH
rpaMaTHYHU MIPUIIOKEHHUS, TTOKa3alIlH ¢ MEPHU €AMHUIIN, TIOJIE3HU U3pa3u U HHQopMaIus 3a

AIMUHUCTPATUBHO ACJIICHUEC, KOCTO YJICCHSABA pa60TaTa C HCIrO B pa3HOO6pa3HI/I CUTyallnu.

The Universal Bulgarian-German dictionary was created as a collaboration between colleagues
from Sofia University. It contains more than 118,000 words and expressions, as well as illustrative
examples and phraseologies of the modern Bulgarian language. The dictionary is enriched with a
reference section with a variety of grammatical applications, indexes, useful expressions and

information about administrative division, which makes it easier to use in various situations.
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11. BUBHEC PEYHUK HEMCKO-BBJI'APCKHU, BBJI'APCKO-HEMCKHMH, Codwus:
[Tonc bwearapus, 2004, 748 ctp. ISSN 954-8278-45-6

JIBynoCOUHUSAT (HEMCKO-OBIATapcku M OBIATapcKO-HEMCKH) OM3HEC PEYHHMK € pa3padoTka Ha
aKajeMuueH ekur. Hal-rosreMusiT 10 TO3M MOMEHT HEMCKO-OBJITrapcKu/Obarapo-HEMCKH PEUYHUK
ChC CIIeNMAIM3UpPaHa 4acT, chabprkany Hajx 300 000 nymu, u3pasu u 3HadeHus ¢ oo odbem 747
enpoGopMaTHU CTpaHWIM. PEYHMKBT mpeanara AyMH, H3pa3d M YCTOWYHMBH (Ppa3eoqOrHuHU
ChUCTaHUS OT PA3TOBOPHUS JI0 JTUTEPATYPHUS CTUII Ha CHBPEMEHHUS €3UK, ILTIOC CIIeIIUaTn3upaHa
JIEKCUKa OT OO0NacTUTe MpaBO U HMKOHOMHUKA. bu3Hec peuyHuKbT o0enuHsBa (YHKIMHTE Ha

IIpaBOIMUCCH, CAHOHMMCH H IIPABOI'OBOPCH PCUHHUK.

The Business dictionary German-Bulgarian, Bulgarian-German, developed by an academic team,
is the largest German-Bulgarian / Bulgarian-German dictionary to date. It contains a specialized
section with over 300,000 words, expressions and meanings for a total volume of 747 large-format
pages. The dictionary offers words, expressions and idioms used in both every day and formal
communication. In addition, it includes specialized law and economics vocabulary. The book can

be used as a spelling and legal dictionary, as well as a thesaurus.



