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LINGUISTIC PECULARITIES OF ADVERTISEMENT TRANSLATION
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3 year student
Eurasian National University named after L.N.Gumilev
nurai_097@mail.ru
supervisor — Kyzyrova A.M.

The article under the review is devoted to the investigation of translation peculiarities of
advertisement.

The actuality of this theme is determined by fact that the importance of advertisement has
grown in our modern world. Present-day advertising uses a variety of media, including television,
print, Internet, direct mail, radio; it appeals to all the senses and is packed with wordplay, cultural
references, allusions, storytelling, music, striking visual images, and even scented strips. Its
overwhelming ubiquity and the volume of linguistic and visual data it contains make advertising a
fascinating area of study.

When businesses expand their operations overseas they often take their existing advertising
material with them. They carry out some form of translation in order to make this advertising
appropriate to the target culture. Nowadays English-language advertisement plays a leading role in
the global information flow both in terms of volume and influence. Therefore there is need to
translate into another language, taking into account not only linguistic problems and peculiarities
but also problems of sociolinguistic adaptation. For example:

Maybe she was born with it,
Maybe it’s Maybelline

Caran 0apabIFbl TaH KaJaabl,
Cen- Meii0e1/IMHHEHCIH.

Translators have employed the method adaptation, according to lingua-cultural features and
generalization. One of the most difficult cases of translation of stylistic means of expressiveness is
the word games and translation lost this wonderful method:«MymkiH o5 ocklnail TybsuiFan Gomap,
HeMece 0ys1 MelOMUTMHHIH oCcepi MIbIFapy.

When translating advertising texts, the most important role is assigned to the method of
loaded language as the use of polysemy phrases. According to one of the researchers of the loaded
language R. Blakar, language is used as "an instrument of social power" in such cases [1]. Loaded
language (also known as loaded terms or emotive language) is wording that attempts to influence an
audience by using appeal to emotion [2]. “Hungry? Grab a snickers”, in the Kazakh language “Am
OoscaH e3iHe yKcaMaichiH, ToKTaMa cHukepceTeH . In this case, the translator used the loaded term
“camkepcren” instead of “cHukepc xem Kyarran”, therefore consumer gets the impression that the
eating of chocolate helps to reduce hunger and get energy. Another example can be the translation
of the paper towel “Selpak Surpremely Absorbant. Cenmaxk Ilinaeit cimipeni.” The sentence in the
Kazakh language attracts the attention of people making them imagine how much the paper can
absorb water as an elephant. Moreover, in this translation, we see metaphor, which is described as
"a figure of speech that makes a comparison between two things that are basically dissimilar."[3] In
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other words, it describes one thing in terms of another.

Translation theory suggests that adverts, as to persuade, should in such a way that the target
text functions within the target culture as though it were an original.[4]

As a rule, the content of advertisement corresponds to so-called AIDCA (attention, interest,
desire, confidence, action) formula. That is: an advertisement should attract attention, keep interest,
arise desire, achieve confidence and demand purchasing action [5].The advertising text conveys the
features of the advertised goods not only through images but also with the help of language. The
nature of the advertisement translation depends on its focus on a specific audience: adolescents,
business people, children, young women, etc. So, according to the conducted researches, the
advertising focused on people retirement age, is concentrated mainly on medicine, cheap food.
Consequently, and the translation of such advertising aimed at people of advanced age, should not
contain too emotional and intrusive words and expressions. However the style of advertising
children's toys, as a rule, emotional, contains bright and memorable words and expressions. For
instance, a style of advertising such a famous product as tea is to create a special atmosphere of
exquisite comfort:

Earl Grey Tea Opn I'peit maiist

Reminiscent of the warm nature KpiTait emi kem >Kburmap Kymnusiga ycTar

Scents of a far-away summer evening KEJIe)KaTKaH,

With a tantalizing taste and delicately JKeHin MaHIapuH JoMiMEH KYJIIIBIH/IBIPATHIH,

Scented in a secret way described by OTKeH >Ka3Fbl Kl XOII HiCIMEH MYPEKTi

A Chinese mandarin many years ago. TOJNTBIPATHIH

Much to the satisfaction of its many TaOufru KbUTYIBI

Admirers Twinings share the secret. Cizzmepre ecke Tycipesi.

At is most refreshing served Tex Aavupan TBHHHHIC JMMOH IIOKIMi Oap

Straight with only a sliver of lemon. JKalapnbpl  eTeTiH CYChlH  KYIHACHIMEH
Oemiceni.

The most commonly used method in the process of advertisement translation 1is
transformations. Transformations consist of substitution, transposition, omission. As an example for
substitution, imagine that the slogan for advertising a chocolate bar Bounty "A taste of paradise"
would be translated literally - " YKonnar gomi". Agree, these options are not as vivid as "XKau
paxatsl". Here translators have successfully picked up the emotional and expressive word "paxat",
instead of the commonly used "mom" These word-amplifiers are an integral part of successful
advertising. Also, we see here that the Bounty was translated through transcription. However, the
translator should remember that the use of means of expression should not be excessive because
"advertising text should distinguish between lucidity, brightness, and conciseness"

A prime example of transposition was demonstrated in the translation of Earl Grey Tea.
Transposition is connected with the change in the structure of a sentence but also means to use a
word for another one. Mostly, some words denoting the meaning in the former language, then its
translated form may be given not as the same structure in the latter: Coca-Cola “sunny side of life”
“Koka —Komna‘*“xapKpIH >xakTa eMip cyp’.

Omission is a grammatical redundancy of certain forms in two languages. Whenever we do
translation we are certain to meet some speech omitted or supposed to be.

“New LAST OUT extra extending mascara with an astonishing new way to streamline the
curve: Estee Lauder

Aca kepemeT »aHa 3aT, KIpmiK y3apTaTelH Tyml. KipmikTi y3apTyAblH >kaHa amalbl:
EsteeLauder.” The word combination “LAST OUT” is omitted.

Generalization is a type of lexical transformations which is used to generalize the similar
meanings into the whole meaning. It is usually seen when two or more sentences are changed into
one sentence in its overall thoughts. The following sentences show the usage of generalization.

“The infinite endless, limitless possibilities of lips. With Evette.”

“Ci3/iH epHIHI3 KepeMeT Tycke ue 0onajpl, JBerte.”
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'™' is for moments you'll never forget?

For days marvelous with flowers and laughter.

For nights magical with means and old promises.

‘M’ Fragrances by Henry C. Miner.

It’s Magic;

‘M’ OyJ1 OTip/IiH HiCIH YMBITY MYMKiH 6¢?

OHBIH XOII Hici OAKBIT 9pi HA3IKTIrIMEH OayJian/Ibl.

AJT CUKBIPJIBIFBI MOJI TYH/IEP OapJIblK KHSJIIap MEH apMaH1apIbl

‘M’ 6yt I'enpu C. MuHepaaH XOII HiCTi 9Tip.

Byt CUKBIPIIBIK.

When translating advertising, special attention should be paid to the translation of verbal
combinations. The translation of verbs with an imperative form enhances the dynamism of the
advertising message as if convincing the audience of the need to purchase the advertised goods:
«Buy - you will not regret!» «CaTpin anbIiHbI3-eIIKaNIaH 6KiHOEHCI3» or «Buy, and if you do not
like it - we will refund your money!» «CaTsbIm anbIHbI3, YHaMaca, aKIIachlH KaiTapaMbI3).

Rhyme is often used in advertising slogans, and it can be quite difficult to reproduce the
translation in a poetic form while retaining the meaning. However, examples of such a successful
translation can still be cited:

"Gillette. The best a man can get "-" J[xwer. Ep ymrin eq kepemer."

Another example of trying to convey the form of advertising is a jingle for advertising
detergent Mr. Proper (in English-speaking countries - Mr. Clean). A jingle is a short song or tune
used in advertising and for other commercial uses.[6] In the original, it sounds like this: «Mr. Clean
will clean your whole house and everything that’s in it». In the translation was an attempt to
recreate the motive of the original jingle: «C Mr. Proper Beceneif, B 1oMe 4HUCTO B JBa pasa
osbicTpeii!», as well as in the Kazakh language: «Muctep Ilponep konbiHga, YiaiH inmi Tam-Ta3a»
however, the meaning is slightly changed.

As mentioned before, the literal translation of slogans is rarely used, but there are still
successful examples:Kit Kat: «Have a break...Have a Kit Kat» - «Cenne y3inic 6ap... Cenae Kit
Kat 6ap»;

When choosing the method of translation, you need to take into account many factors, for
example, the audience (if necessary, adapt the text) or the purpose of advertising (if you need to
focus on the import of the goods - leave without translation, if you need to evoke positive emotions
- use more emotionally colored words). In any case, the translation of advertising texts is a creative
process, sometimes it is possible to think over only one slogan for weeks.

The correct way to understand whether you have successfully translated the advertisement is
to read it yourself or, even better, to give it to acquaintances (without saying that the translator is
you) and ask if they want to buy the advertised product after such presentation. Their response will
be evidence of a qualitative or unsuccessful translation.
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