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I. Introduction 
Online social networks have changed the way people 

communicate radically. They affected the way the 
businesses are conducted. Undoubtedly, marketing is 
an integral part of any business. In the respect of social 
networks we can use the notion electronic marketing or 
e-marketing. In the process of my extracurricular 
activity I have challenged some significant problems 
considering the most popular social network Facebook 
usage. I have faced the problem of partial absence of 
Ukrainian equivalent of English version of the 

abovementioned social network. Talking more 
precisely it has been the absence of considerable part 
of terms in the Facebook Ad Manager Service [1] 
which have not still been translated. 

The reason why the social networks were chosen as the 
object of the research is given below. According to 
UniversalMcCann media group the Ukrainians were the 
top five among the most active social networks users in 
2011. As of 2011 the percentage of Ukrainians who use 
social networks reached 81%. According to data of the 
same research, the number of Ukrainians who use 
Facebook social network was circa 1,43 million then. 

The more recent research which was conducted by 
Google in 2016 released its results. The purposes of 
browsing the Internet with the smart phones by the 
Ukrainians had been explored by TNS Infratest. The 
percentage of social networks usage was up to 45%. 

That is why the issue of social network translation is 
worth attention. 
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II. Research problem 
The Ukrainian electronic marketing professionals may 

face some problems in the process of their professional 
activity in social networks. It concerns the electronic 
marketing terminology of Facebook social network (in 
Facebook Ad Manager Service). There is the high 
percentage of terms and their definitions that have not been 
translated into Ukrainian language yet. In comparison to 
Ukrainian version of Facebook Ad Manager all terms are 
translated into Russian in the Russian version. The precise 
figures in the course paper research part further in the paper 
are given as well. 

The effect is that due to the lack of the Ukrainian 
equivalents of English terms they are transliterated or even 
replaced with the Russian ones. Therefore it results in 
overabundance of barbarisms in Ukrainian version. It causes 
slow mastering of the abovementioned service by the 
professionals who do not have good command of the English 
language. It is an obstacle in the path of Ukrainian electronic 
marketing development. 

III.  Objectives of the study 
1. To check the Ukrainian version glossary titles of 

Facebook Ad Manager Service for Ukrainian translation.  
2. To make up a list of English terms which have not been 

translated into Ukrainian to be translated into Ukrainian. 
3. To compare the amount of terms in Ukrainian and 

Russian versions of the abovementioned glossary which 
have not been translated yet. 

4. To compile the alternative list of translated terms of the 
abovementioned glossary. 

5. To define the ways of translation for the translated 
terms and figure out their percentage ratio. 

IV. Research methodology 
In the process of research the hypothetico-deductive 

method was employed. 
The factual information was gathered from the glossary of 

electronic marketing terms of Facebook. Specifically, there 
were 154 terms of Ukrainian version of Facebook Ad 
Manager Service. The data was summarized with the help of 
inductive approach. Besides, Google Sheets and MS Excel 
2010 were used as the methods of statistical analysis of the 
results. 

V. Analysis and interpretation 
In the process of the research it was found that 79 out of 

154 terms of Ukrainian version of Facebook are translated 
(51,3%) and 75 terms (48,7%) have not been translated into 
Ukrainian yet. 

The research was also done into the Russian version of 
Facebook Ad Manager Service. It was discovered that 100% 
of terms are translated into Russian. 

It means that there is a lack of opportunities for Ukrainian 
e-marketing to operate quickly due to the presence of a large 
amount of terms that have not been translated into Ukrainian 
yet. It causes the considerable demand on the translation into 

a language that is familiar to Ukrainian users. Thus the 
official language of the former Soviet Union is predominant. 
That is why they tend to use terms in Russian version what is 
suggested automatically in the options for translation on 
Facebook Ad Manager. 

Considering all the above mentioned it can be concluded 
that there is a real issue of language choice of Ukrainian 
marketing professionals in the process of their professional 
activity. Which one will they choose? The Ukrainian or the 
Russian language? It is obvious that it is easier to look up 
Russian term than ‘google’ the Ukrainian equivalent of an 
English term. 

Only 51.3% of terms are translated into Ukrainian in 
Facebook Ad Manager Service comparing to the presence of 
100% of translated terms in Russian version. 

Hence, the suggested list of translated terms for Ukrainian 
version of Facebook Ad Manager Service is essential for 
implementation. It can enable the quick operation in the 
service. 

By the May, 2017 the Ukrainian version translation of 
Facebook Ad Manager Service needs a lot of improvement. 

The opportunity to access the translated service will enable 
mastering the original Ukrainian terms by the future 
generations but not the barbarisms what happens now. 

The way of translation was analyzed in the process of 
Ukrainian translation. 55 terms were analyzed. The 
classification of Petrenko was used for that purpose [2: 25]. 

The descriptive way of translation was employed for 32 
out of them, rough translation — 13, calquing — 10, 
transliteration — 0. The avoidance of transliteration was 
made on purpose in order to preserve the Ukrainian language 
identity. 

To sum up, the research may be beneficial for the 
representatives of Warsaw Facebook Department which is 
responsible for Slavic languages versions of Facebook 
services. The suggested translated version can be used for the 
Ukrainian translation of other social networks such as 
Twitter, Instagram, LinkedIn, LiveJournal, etc. 

Another essential point is that the suggested Ukrainian 
version of the glossary can be available on Ukrainian 
websites that concerns Ukrainian electronic marketing as 
well as other websites that deal with Ukrainian terminology. 
The latter are, for example, linguistic portal Mova.info or 
Ukrainian Lingua-Information Fund, NAS of Ukraine 
(Український мовно-інформаційний фонд НАН 
України). 

Conclusion 
Ukrainian electronic marketing professionals face serious 

problems in the process of their professional activity in social 
networks. It concerns the electronic marketing terminology 
of Facebook social network (in Facebook Ad Manager 
Service). There is the high percentage of terms and their 
definitions that have not been translated into Ukrainian 
language yet. In comparison to Ukrainian version of 
Facebook Ad Manager all terms are translated into 
Russian in the Russian version. 

The effect is that due to the lack of the Ukrainian 
equivalents of English terms the English terms are 
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transliterated or even replaced with the Russian ones. 
Therefore it results in overabundance of barbarisms in 
Ukrainian version. It causes slow mastering of the 
abovementioned service by the professionals who do not 
have good command of the English language. It is an 
obstacle in the path of Ukrainian electronic marketing 
development. 
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The article examines the validity of narrative discourse 
of textual era of the English modernism and key issues 
associated with this phenomenon. Particular attention is 
paid to the conceptually important components of 
narrative discourse of the textual era. 
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зона наратора, дискурсна зона персонажа, 
англійськомовний художній дискурс модернізму, 
текстовий “портрет” епохи. 

 
Нині мовознавчі дослідження зосереджені на 

міждисциплінарному вивченні структури, системи 
мови та дієвості її компонентів у соціодискурсному 
просторі етно- або субкультури. У такий спосіб вони 
формують об’єднувальну єдність когнітивної й 
комунікативної функцій мови. А студії функціону-
вання оповідного дискурсу в текстову епоху 
англійськомовного модернізму системно націлені на 
розв’язок проблем авторського експериментаторства 
у різнорідному літературно-художньому масиві. І 
навіть попри безугавний інтерес до форм та способів 
текстового комунікування [М.В. Архипова 2009; І.А. 
Бехта 1998, 2013; І.С. Жилина 2015; О.С. Комаров 
2010; С.В. Кузнецова 2007; Н.В. Максимова 2005; 
A.М. Трепачко 2004; І.О. Шипова 2016; Per Krogh 
Hansen, Stefan Iversen, Henrik Skov Nielsen, Rolf Reitan 
2011; D.Tannen 2007], надалі відсутнє їхнє єдине 
розуміння, а форми мовлення у форматі дискурсних 
зон наратора та персонажів у філологічній науці, 
потребують системного типологічного опису їхнього 
вияву в різних мовах.  
Занепад реалізму на порозі XIX-XX ст. проклав 

шлях розвитку модерністських течій, які претенду-
вали на художнє втілення нової епохи. Появу 
модернізму як художнього світовідчуття вбачаємо у 
новій філософській системі координат, у якій 

опинилася людина на початку ХХ ст. Опис 
культурної парадигми ХХ ст. набув хаотичного 
візерунку з ознакою хронологічної асистемності за 
відсутності конкретно-історичної моделі. Цю 
парадигму названо авангардна, маючи на увазі під 
авангардом не змістове поняття – перебування на 
передньому плані або конкретний період у мистецтві, 
а стан свідомості – певне поєднання культурних 
інтенцій, властивих для художніх напрямів ХХ ст. 
[11: 332]. Міркування про авангардну художню 
парадигму, спонукають до розуміння ступеня 
умовності її функціонування. Вагомим означенням 
авангардизму є прагнення позбутися однозначних 
схем [P.Bäckström, B. Hjartarson 2014; S. Majumdar 
2013; T.Tate 1998; J.P. Wexler 1997]. Утім, це ж 
означення розглядаємо як складник єдиної культурної 
авангардної парадигми ХХ ст., стадію розвитку цього 
явища, один із станів моделювання культурно-
історичних комунікативних практик текстової епохи 
ХХ ст.  
Якщо виокремити культурно-історичний контекст, 

можна збагнути поняття текстова епоха, яке дає 
змогу, на думку І.Т. Касавіна, простежити історико-
культурні зміни значень слів, що визначали дух 
історичної епохи. Текстова епоха – «історично-
своєрідний тип мовної культури» [8: 309-330]. Кожній 
з них властивий соціальний тип інтелектуального 
творчого індивідууму. У текстову епоху мова, 
передусім, постає як засіб пізнання світу. В епоху 
модернізму спостерігаємо пошуки реальності, яка 
стояла б за умовними знаками і системами культури.  
Об’єктом аналізу статті є мовно-експеримен-

тальна характеристика англійськомовного худож-
нього дискурсу модернізму – літературного напряму, 
як найяскравішого вияву мовнохудожніх інновацій з 
формою й змістом у ХХ столітті [2; 24]. Дослідницька 
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