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LINGUISTIC AND SOCIO-CULTURAL PROBLEMS

INTRODUCTION

Language, as one of the most essential
elements of communication, is a power-
ful instrument, influencing people and
their behavior. This is especially rele-
vant in marketing and advertising. The
choice of language to convey specific
messages with the intention of influen-
cing people is vitally important. Adver-
tising companies have their own philo-
sophy about how to persuade the con-
sumer. But the linguistic differences may
disturb the process of persuading, be-
cause it might be difficult to find the
equivalents in one or another particular
language. “Hence, the translator will have
to bridge the gap, small or large, be-
tween two cultures” (Ginter 2002).
Another disturbing factor in persuading
or attracting people is culture. Culture
here is to be understood “in the broader
anthropological sense of all socially con-
ditioned aspects of human life, as a to-
tality of knowledge, proficiency and per-
ception” (Ginter 2002). The translator
has to “produce meanings which are
acceptable for cultural community the
reader belongs to” (Wolf 1997:128).
There are two very broad factors that
help people to identify a product and
remember it — visual content as well as

design and language. Language streng-
thens the effects of persuasion. The tran-
slator not only has to translate the text,
but also to transmit the highly persua-
sive meaning of an advertisement.
Globalization has also affected the
world of translation. With the media re-
volution and its string of intangible ex-
changes, translators suddenly find them-
selves involved in every aspect of inter-
cultural communication. Different peo-
ple sometimes interpret language in dif-
ferent ways. Wherever the local language
is an influential measure, the translator
is called in as a decoder and mediator,
sometimes even as a negotiator.
Advertising is now one of the areas of
activity that most often makes use of
the services of specialized translators.
Indeed, the intensification of interna-
tional exchanges involves a growing need
for communication and, consequently,
for translation. The amount of transla-
tions in advertising is already substan-
tial, and keeps increasing. In this re-
gard, it follows the opening of new lin-
guistic areas to international trade. The
media are more and more varied: the
press, the radio, television, and the In-
ternet. Multinational advertising agen-
cies, cross-border television networks,
and the success achieved by multilingu-
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al publications have contributed to the
expansion of this phenomenon. One just
has to watch a satellite broadcast for a
day to see the same campaigns shown
in several languages. In the same way,
consulting various weekly or monthly
editions of a magazine enables one to
come across the same translated adver-
tisements again and again. All these me-
dia provide an extraordinary amount of
advertisements and rich material for the
study of translations in advertising.

East European countries, including Li-
thuania, entered the market economy on-
ly since the early 1990s. Earlier there
were no reasons to investigate the diffi-
culties of translating advertisements, be-
cause there was no commercial adverti-
sing in Soviet Lithuania.

A contemporary advertisement has to
be not only informative, but also inte-
resting, funny and attractive. Thus, if
the advertisement is able to contain these
qualities in one language, it will not ne-
cessarily have the same meaning in anot-
her language. If the visual part of an
advertisement is attractive to one target
group, it may not be attractive to anot-
her. The worldwide trade has to overco-
me these obstacles.

In the last decades some linguists have
tried to describe the process of transla-
tion of advertisements, to define problems
and to stress the features that are neces-
sary for translators but, at that time, the
situation regarding the translation of ad-
vertisements then was not comparable
with that of today. In 1990 Claude Tati-
lon wrote a paper dealing with the ques-
tion of “translation” and “adaptation” of
the advertising text. Since then relatively
little has been published concerning the
problems in translating ads in particu-
lar. A lot of the text used in advertising
does not fit the same norms that are con-
ventionally adhered to in natural lan-
guage. Translation itself is a complica-

ted process, though in translating adverts
one has to be aware of the cultural diffe-
rences which sometimes do not allow the
same product to be presented in the same
way, because of the different mentality
of a particular nation. “The concept of
culture is fundamental. If translation is
defined as source text induced text pro-
duction, translation into a foreign langu-
age will always be an instance of inter-
cultural communication” (Ginter 2002).

The language of advertising does not
conform to general linguistic rules. The
article deals with the problem of whe-
ther it is possible to translate linguisti-
cally unconventional texts and to pre-
sent the message in the same persuasive
and attractive verbal form.

The article aims at analyzing the tran-
slation and adaptation of advertisements
from two aspects: linguistic and socio-
cultural. It analyzes the attractiveness
of verbal and visual presentations to dif-
ferent target audiences, in particular, the
adaptation of Western advertisements
to the Lithuanian market.

Research methods include a survey
and content analysis. The quota sample
was drawn from the population of Li-
thuanian translators, taking into account
their gender and age. As the profession
of translator is dominated by women,
the research data reflect mainly women'’s
attitudes. The sample consisted of 90
respondents (81 female and 9 male). As
the group of male translators turned out
to be too small for analysis, it was not
analysed. Distribution among the res-
pondents by age and professional expe-
rience is as follows: 44 experienced trans-
lators (employed as translators for more
than 5 years) and 37 unqualified trans-
lators (students or persons working as
translators less than 5 years). The age
of non-experienced translators is 18-28,
whereas the group of experienced trans-
lators consists of senior respondents.
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OVERVIEW OF TRANSLATION
THEORIES

There are two very basic approaches to
translation. The first one aims to express
as exactly as possible the full force and
meaning of every word and turn of phrase
in the original. The second one (Adams
and Thelen 1999) aims to produce a re-
sult that does not read like a translation
at all, but rather expresses itself with
the same ease as in its native rendering.
In the hands of a good translator nei-
ther of these two approaches can ever
be entirely ignored.

Prior to modern translation theories
in 1791, the Scottish historian Sir Alex-
ander Fraser Tytler (1907) published his
celebrated Essay on the Principles of
Translation in which he describes a good
translation to be “that, in which the me-
rit of the original work is so completely
transfused into another language, as to
be as distinctly apprehended, and as
strongly felt, by a native of the country
to which that language belongs, as it is
by those who speak the language of the
original work”. Tytler proceeds to sug-
gest certain rules to be used to guide
translators in their work and as a crite-
rion for judging the efficiency of their
translations. According to Tytler (1907),
the ideal translation should give a com-
plete transcript of the ideas and senti-
ments in the original passage, maintain
the character of the style, and have the
ease and flow of the original text. Tyt-
ler’s ideas inspire modern translators
and scholars, particularly his open-min-
dedness on quality assessment and his
ideas on linguistic and cultural aspects
in translation. At that time form-equi-
valent translation or formal equivalence
translation was the most favoured.
Form-equivalent translation (often called
literal translation) is the oldest theory
of translation. In this type of transla-

tion, the translator chooses one of a li-
mited number of meanings assigned to
each Hebrew, Aramaic or Greek word.
The translator fills in the words that be-
long in the sentence but follows the word
arrangement and grammar that is cha-
racteristic of the original language. Such
a translation is often viewed as accura-
te. However, it can result in very awk-
ward, misleading, incomprehensible, or
even amusing sentences. That is one of
the reasons why poetry was considered
to be the most difficult genre to translate.
The difficulty was in rendering both
the form and the content in the target
language. In 1959, in his influential pa-
per “On Linguistic Aspects of Transla-
tion”, the linguist and semiotician Ro-
man Jacobson even declared that “poet-
ry by definition [was] untranslatable”
(Jacobson, 1959). In 1974 the American
poet James Merrill wrote a poem, “Lost
in Translation”, which in part explores
this subject.

Tytler could be considered to be the
first person to consciously use a transla-
tion type, similar to what is now called
“free translation”. A free translation is
one which preserves the meaning of the
original but uses natural forms of the
target language, including normal word
order and syntax, so that the translation
can be naturally understood. Free trans-
lation is a kind of idiomatic translation.

Together with “free translation” ano-
ther type of idiomatic translation should
be mentioned: functional equivalence
(formerly known as dynamic equiva-
lence). The term was changed in the book
published much later “From One Lan-
guage to Another: Functional Equiva-
lence in Bible Translating” (De Waard,
J., Nida, E 1986). This theory of transla-
tion is also often called paraphrasing.

However, in 1964, the linguist Eugene
Nida claimed to separate translation stu-
dies from linguistics, since one can tran-
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slate without knowing anything about
linguistics at all, in the same manner
that one can speak a given language flu-
ently without being a student of linguis-
tics. According to Nida, a translator ana-
lyzes the message of the text in ques-
tion into its simplest and structurally
clearest forms in the source language,
transfers it at this simple level to the
target language and restructures it at
this simple level to the target language,
which is most appropriate for the parti-
cular type of audience in mind (Nida
1964). This encourages translators to con-
centrate on what is important, and to
restructure the form when it is necessa-
ry to convey the meaning. Such an em-
phasis is especially helpful in a situa-
tion where communication is difficult,
because it is better to transmit at least
minimal core content than to produce a
formal equivalent that does not work at
all. According to Nida,

(...) language consists of more than the
meaning of symbols and the combination of
symbols; it is essentially a code in operation,
or, in other words, a code functioning for a
specific purpose or purposes. Thus we must
analyze the transmission of a message in
terms of dynamic dimension. This dimen-
sion is especially important for translation,
since the production of equivalent messages
is a process, not merely of matching parts of
utterances, but also of reproducing the total
dynamic character of the communication.
Without both elements the results can scarce-
ly be regarded, in any realistic sense, as equi-
valent (Nida 1964).

In recent decades, translation modes
include the Franco-Canadian translation
scholar Antoine Berman who identified
twelve deforming tendencies inherent
in most prose translations (L’épreuve de
I'étranger 1984), and the American theo-
rist Lawrence Venuti who insisted “fo-
reignizing” has to be used in translation
strategies instead of domesticating ones
(see The Translator’s Invisibility 1994).

In addition, many mid-century tran-

slation theories draw on concepts of Ger-
man Romanticism, with the most obvi-
ous influence on the theory of foreigni-
zation being the German theologian and
philosopher Friedrich Schleiermacher. In
his seminal lecture “On the Different
Methods of Translation” (1813) he dis-
tinguished between translation methods
that move “the writer toward [the reader]”,
i.e. transparency, and those that move
the “reader toward [the author]”, i.e.
respecting the foreignness of the source
text. Schleiermacher clearly favoured
the latter.

Larson’s (1994) translation theory sug-
gests that there are three important re-
quirements for the translator to meet:
familiarity with the source language; fa-
miliarity with the target language; fa-
miliarity with the subject matter.

At a time when people and ideas, and cultu-
re and business, seem to increasingly cross
the barriers of language, translation from
one language to another becomes a necessa-
ry part of the action, with that action being
neither transparent nor automatic. Transla-
tors make choices about how to move the
text across the barriers behind which cul-
tures have evolved characteristic linguistic
ways of seeing and thinking, of encoding
and protecting their cultures. All throughout
history, we can see the creativity of indivi-
dual translators as they sought to push their
texts through filters of culture and language
(Adams and Thelen 1999).

The same source text can be transla-
ted in different ways; the result is not
going to be the same. Reasons for this
variation include the purpose of the tran-
slation, the translation team itself and
the target language audience for whom
the translation is intended. The results
are translations that fall someplace on a
continuum from literal translations to
idiomatic translations. Literal transla-
tions follow very closely the grammati-
cal and lexical forms of the source text
language, whereas idiomatic translations
are concerned with communicating the
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meaning of the source text by using the
natural grammatical and lexical items
of the receptor language. Translations
that add to the source text or change
certain information for a specific effect
are called unduly free or linguistically
unconventional.

Modern translation theories appeared
together with modern linguistic studies
(Witherspoon 1998; William 1999). The
literature on translation has started to
become more objective and systematic.
Modern translation theory has moved
away from a purely linguistic perspec-
tive toward the methodology of incor-
porating non-linguistic disciplines, most
notably semiotics (the systematic study
of signs, sign systems or structures, sign
processes, and sign functions) to sup-
plement the existing theory.

Another important contemporary trend
to be mentioned is functional linguis-
tics (also known as functionalism). It
attempts to find explanations for lan-
guage phenomena outside the field. The
work of functionalists contrasts with
those who pursue formal linguistics,
which typically (like in a Chomskian way)
defines linguistics (especially syntax) as
a self-contained field of study, and finds
“explanations” in formal notations. Func-
tional linguists pursue a variety of the-
oretical approaches to language but are
united in viewing language function as
being of primal importance. Linguists
who have approached language func-
tionally include Wallace Chafe, Simon
Dik, William Foley, Talmy Givon, John
Haiman, Michael Halliday, George La-
koff, Ronald Langacker, Ellen Price, San-
dra Thompson, Teun van Dijk and Ro-
bert Van Valin. Functional linguistics
and “relevance theory” are the two are-
as of linguistics today most valuable for
translation theory.

Relevance theory is added as a relati-
vely new branch of linguistics develo-

ped by the British linguists Sperber and
Wilson. It focuses on coherence in com-
munication which derives from explicit
and implicit information which pertains
to a speech situation. Relevance theory
is built upon the premises of pragma-
tics. Ernst-August Gutt (2000) has best
described why this theory is relevant to
translations.

“Translation, in the broadest sense of
the word, is probably the unsung hero
of international communication” (Wil-
liam 1999). Despite all the talk about
Global English and the need for a lingua
franca, remarkably very little has been
said or written about the extraordinary
contribution of translation to the ex-
change of ideas, the dissemination of
human knowledge and, ultimately, cross-
cultural understanding.

TRANSLATING ADVERTISEMENTS:
THEORY AND PRACTICE

ON OPPOSITE SIDES

OF THE BARRICADE

Unfortunately, although various theo-
ries suggest different ways of transla-
tion, analysis of practice shows that these
theories are almost useless when aiming
at the translation of adverts. Current
trends in advertising show that adverti-
sements disregard the rules and con-
ventions of linguistics. This is especial-
ly true when rules and conventions end
up in affecting the reference to the pro-
duct and make readers reconstruct them
and insert a referent. In doing so, readers
will arrive back at a certain entity as the
referent and at the product as the focus
of the advertisement. This pattern of
rule-breaking, then, is very valuable and
beneficial to the realm of advertising,
as it helps advertisers achieve their
goal of marketing a product as one that
is desirable. This scheme works in the
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source language, but causes enormous
problems when the same formula is ap-
plied in the target language. The list of
cases when rules are broken and lin-
guistic anomalies appear in advertising
is as follows:

1) Use of referring expressions (such as pro-
nouns, without any explicit linguistic ante-
cedent) in the advertisements;

2) The advertisement makes a reference in
the text, but the referent is not textually con-
tained. Instead, the referent is in the image;
3) Advertisements tend to include the pro-
duct logo or brand name as a referent;

4) Advertisements may perform inadequate
reference in one of two ways: either they do
not use an appropriate referring expression
or they do not furnish an antecedent refe-
rent;

5) Language in advertising assigns the se-
mantic role of agent to entities that cannot
be agentive;

6) Within advertisements, language appears
clearly written to be read and not spoken. At
the same time, we also find patterns that are
typical to spoken language and that are in-
tended to represent spoken language, such
as the use of contractions or sentence frag-
ments;

7) In advertising, the sentence fragments that
are clauses are of a type that lacks a subject;
8) In cases of advertising, where the subject
is dropped, it can be represented by and re-
covered in the image;

9) The reflexive pronoun is not employed
where it is supposed to be;

10) Sentences are not often appropriate
to the context. The text is a sentence that
consists of the product name and is followed
by an adverb of intensity like evidently, natu-
rally. They are intensifying and affirm a pro-
position that was made previously but about
which the consumer has no information. Sen-
tences of this type are typically used in a
conversational context and not when they
stand in isolation, as in such advertisements;

11) There are two relatively well-known
examples of morphological anomalies that
are in widespread use in advertising cam-
paigns. (a) Although in natural language,
morphology does not allow for un- to be
affixed to nouns, this is often done purpose-
fully in advertising; (b) Another example of
morphological irregularity is the brand name

of a product inflected with a morpheme
which does not belong to a lexical, deriva-
tional or an inflectional affix.

This list shows that the language of
advertisements does not obey general
linguistic rules. Indeed it is only in this
way that it becomes attractive and inte-
resting for the consumers. At the same
time, such adverts often pose problems
of translation, because many translation
theories become inapplicable.

TRANSLATION AND ADAPTATION
OF ADVERTISEMENTS

Translation in advertising depends on
the meaning given to the concept of “ad-
vertising”. This concept includes all forms
of commercial communication and pro-
motion, from a leaflet to a television
campaign broadcast on an international
scale. Obviously, the translation of an
advertising brochure is not to be placed
on the same level as multimedia cam-
paign, but the practical principles and
the management of the translation pro-
cess are comparable.

In fact, the translation of advertise-
ment is the means of communication of
a company exporting its products. But
defining translation as a tool or even as
another type of international marketing
is somewhat restrictive, because an es-
sential fact is then forgotten: communica-
tion becomes effective abroad only after
the message has been translated. Without
this prior translation, it will hardly have
an impact on the foreign consumer.

However, this implies that translations
must be adapted to each country. This
concept encourages companies to syste-
matically adapt their communication to
the consumers they are targeting. Actu-
ally, translation must be considered as
a business function, the mission of which
consists of adapting marketing strate-
gies to a group of market countries.
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According to Lockard (2001), the im-
plementation of such a function within
a company is the result of a general diag-
nosis which aims at appraising the rele-
vance of advertising campaigns transla-
ted for the business considered, with
reference to the competitors. This diag-
nosis varies according to the markets
targeted by the company: it is known
that the automatic adaptation of adver-
tisements from one country to another
does not involve the same risk. Several
aspects must be taken into account: first,
it must be considered if the national mar-
ket differs from the foreign markets and
if these differences justify the transla-
tion of the advertising message. Then, it
must be considered if the competing com-
panies resort to this kind of service for
marketing their products. Will the trans-
lation be an advantage for the compa-
ny? Lastly, it has to be decided which
objectives are assigned to the transla-
tor, i.e., what will be the effect of this
new business function.

According to Bruce Bergh and Helen
Katz (1999), three types of advertising
effects can be observed: zero effect, in
which the translation of the original mes-
sage into the languages of the foreign
consumers or the new company’s ad-
vert does not bring any change to the
communication status of the company,
either in terms of brand image or in terms
of commercial repercussions (neither a
drop nor increase in sales). This effect
has already been observed in some Eu-
ropean markets. A positive effect occurs
more or less according to business ex-
pectations, in which the translation of
the advertisement or new company’s ad-
vert almost automatically involves in-
creased brand awareness and an increase
in demand on the target market. This
effect is common in the Arab and orien-
tal markets, especially in the luxury, per-
fumes, and cosmetics sector. However,

a third unexpected and often incom-
prehensible result, known as negative ef-
fect occurs when the translation of the
advertisement or company’s new advert
nullifies the strengths of the company
on the foreign market and becomes a
disadvantage, which does not serve the
interests of the producers or the distri-
butors. This effect has been observed in
the case of sports products and of coun-
try-typical products, the expected po-
tential of which has been reduced by
the translation or the advert itself that
has somehow made these products un-
desirable in the eyes of the foreign con-
sumers.

All this leads to underlining the com-
plexity of the problems raised by imple-
menting a translation function within
the market. This also reveals the huge
pressure put on the translators of ad-
vertisements, since they are perceived,
all things considered, as the guarantors
of the success or of the failure of the
campaign. As the last link in the chain,
they are therefore responsible for the
entire communication process.

THE IMPORTANCE

OF TRANSLATION IN CULTURE
AND THE IMPORTANCE

OF CULTURE IN TRANSLATION

The art of translation has played, and
continues to play, a key role in the de-
velopment of world culture. It is com-
mon to think of culture as national and
absolutely distinct, but if one begins to
examine the impact of literary transla-
tion, the possibility of communication
beyond a specific geographical location
is clear. Indeed, the translational capa-
city of culture is an important criterion
of culture’s specificity. “Culture is like
a life plan, established by the float of
history” (Liubiniené 2002). Culture ope-
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rates largely through translational acti-
vity, since only by the introduction of
new texts into a culture can this culture
experience innovation as well as per-
ceive its specificity. The cultural dimen-
sion offers a very subtle field for re-
search. Culture is to be understood here
in the broad sense of the entire virtual
or effective context in which the trans-
lated advertising message is received.
The parameters related to this aspect of
translation of an advert can be prescrip-
tive and explicit (for instance, the legis-
lature of the target country) or implicit
and left to the judgment of the transla-
tor (like uses and customs). In the spe-
cific case of Lithuania today, laws that
protect the consumer are strict only for
those companies that advertise poten-
tially harmful products (cigarettes, drugs
and the like).

According to Bruce Bergh and Helen
Katz (1999), advertisers, under the pres-
sure of economic logic, tackle this sub-
ject from a pragmatic point of view. The
advertising approach to cultural facts is
always specific. Culture is not considered
in the absolute; it is associated with the
commercial concerns of communication.
Only those cultural elements that are
refractory to transfer are examined. It is
not the culture in general, but only some
aspects of it create a problem in inter-
national advertising. Thus, it is pos-
sible to differentiate two main compo-
nents. The first, a strictly socio-cultural
component, is related to religion, tradi-
tions, ethnic attitudes, the spirit of com-
munity, and purchasing habits. The se-
cond one, the legal component, relates
to products that are forbidden to be ad-
vertised and are liable to legislation on
commercial promotion (for example, the
ban on misleading advertising).

This last effect not only varies accor-
ding to the countries and the products
affected by advertising, but is also evo-

lutionary and often dependent on the
political system and the political situa-
tion. Thus, the translator is forced to
take the legislation of the target coun-
tries into account, or run the risk of se-
eing the entire advertising campaign re-
fused. Edward B. Tylor (1998) said that
culture is “that complex whole which
includes knowledge, belief, art, law, mo-
rals, custom, and any other capabilities
and habits acquired by man as a mem-
ber of society”. Here the “law” is to be
noted as a very important concept, be-
cause it regulates advertisement contents
as well as their expression and their pre-
sentation.

In order to comprehend the activity of
translation, we need to clarify what we
mean by the terms language and culture,
and to point out the relationships between
culture and language. Commenting on this
relationship, the linguist Gary Withers-
poon (1998) wrote: “If we look at culture
from a linguistic point of view, we get a
one-sided view of culture. If we look at
language from a cultural point of view,
we get a one-sided view of language”.

Various theorists describe culture as
something very fragile and tender. In-
deed, in practice, specifically, in adverti-
sing practice, culture could be described
as a victim. As long as ethics is a part of
culture, advertising ignores it, too.

Enola G. Aird (2001) points out that
today in the United States, Americans
are blessed with extraordinary material
surpluses, but they are riddles with pro-
found spiritual, moral and character de-
ficits: “We are losing touch — in impor-
tant ways — with our humanity”. “Ame-
rica is the country in which the domi-
nant cultural messages are: “Just do it”.
“Have it your way”. “Follow your in-
stincts.” “Obey your thirst”, “No boun-
daries”, “Got the Urge?” (Aird 2001).
These messages are all advertising slo-
gans and they all promote a powerful
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worldview holding that life is about “sel-
fishness, instant gratification and ram-
pant materialism. A world view that de-
grades human sexuality, promotes the
idea that our value as human beings is
determined by what we buy and what
we own, and desensitizes our children
to ever—increasing levels of vulgarity and
violence” (2001). In addition, she claims
that she is from a country in which MTV,
the flagship network for young people
in the United States and, increasingly,
across the globe, features what one com-
mentator has called the “self as a star
of the universe”. “It is a culture that
believes in unbounded freedom, unli-
mited choice, radical individualism, and
material success as an end in itselt”
(Aird 2001).

A comparison can be made with Li-
thuanian society, which only two deca-
des ago was a closed and traditional
society. Lithuanians, like people in all
post-soviet countries, were supposed not
to free their mind, soul or the body. In-
dividualism was not acceptable. Each
of the life spheres was under govern-
mental control. Suddenly, through ad-
vertising, slogans like “follow your ins-
tincts” have appeared. Statements like
this have been incompatible with Lithu-
anian culture and ethics.

THE LINGUISTIC ASPECT
OF THE ANALYSIS
OF ADVERTISEMENTS

The paper aims at analyzing advertise-
ments in two aspects: linguistic and so-
cio-cultural. Thus, the perceptional per-
spective becomes very significant. Firstly,
if the advertisement is interpreted only
as an informational message, it does not
have to be attractive. Its purpose then is
to inform and this process does not call
for attractiveness. The appeal of an ad-
vertisement is created with the help of
numerous techniques. To reach the ef-
fect the advert has to be interpreted and
adapted, as even a linguistically uncon-
ventional text sometimes should stron-
gly relate to a visual image or brand
name. To find out the linguistic pro-
blems in translating the advertisements,
the respondents were asked to rank the
provided methods of verbal persuasion
on the list and add their own options.
Table 1 presents the ranking pattern in
a descending order.

The additional list of verbal persua-
sion methods suggested by respondents
is as follows: appellation to feelings; ca-
ricature; alliteration; irony; climax; com-
pounding; idiom; logo.

As is shown in Table 1, experienced

Table 1. Ranking of verbal means of persuasion by importance in groups by experienced

and non-experienced translators

Means of persuasion Total % Non-experienced Experienced
Rhetorical questions 90 43 47
Symbols 89 39 50
Personification 86 40 46
Simile 85 34 51
Metaphors 83 33 50
Detailed description 71 22 49
Comparison 68 26 42
Repetition 51 15 36
Hyperboles 43 21 22
Other 32 3 29
N 81 37 44
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translators have been more active in pro-
viding additional verbal means of per-
suasion (29% compared to 3%). Expe-
rienced translators attach more impor-
tance to symbols (50% compared to 39%),
simile (51% compared to 34%), metap-
hors (50% compared to 33%), detailed
description (49% compared to 22%), com-
parison (42% compared to 26%) and re-
petition (36% compared to 15%). The
data confirm that the experienced tran-
slators are more active. The fact of acti-
vity could be explained by the follow-
ing: the longer the professionally active
period, the wider the knowledge in the
field of translation; the more profound
knowledge in the field of linguistics,
the more developed analytical skills be-
come. This whole list of verbal means of
persuasion refers to the most common
persuasion techniques so that the ran-
king shows that respondents pointed out
techniques not according to the frequ-
ency or spread, but according to the me-
mory of one or another advert. Here the
visual means of persuasion play a vital
role. Respondents remember few parti-
cular advertisements and recognize their
content and context as the most com-
mon. For example, caricature does not
fall into the category of the most com-
mon verbal technique, but if the advert,
containing caricature, was very funny or
interesting, it will be remembered each
time in the context of advertising. This
would mean that the advertising cam-
paign or advert was successful.

The other block of questions analyzes
the problems of translating the adverti-
sements. Professional experience here
was a significant parameter, which
helped to form very definite conclusions.
One point of research was the logic of
advertisements. Firstly, respondents were
asked to evaluate if the text of adverti-
sement seemed to be logic. Differences
by age have been discerned. 98 % of the

senior respondents have noticed that ad-
vertisement are sometimes illogical,
whereas even 84 % of respondents aged
18-22 did not notice any illogical adver-
tisements. A significant difference can
be explained considering the level of pro-
ficiency and experience. Non-experienced
respondents, possibly, have fewer skills
not only in translation, but also in text
composition, style, etc. When asked to
provide an illustration of an illogical
advertisement, only 21 out of 81 res-
pondents were able to provide an exam-
ple. 16 from those 21 respondents be-
long to the older age group. The list of
examples given is as follows: illogical
comparison; illogical associations; illo-
gical metaphors; untenable simile; mo-
tiveless comparison; illogical conclusion.

Illogical comparison here is to be un-
derstood as the process of the compari-
son of things that cannot be measured,
so it is senseless to state the result, which
is often given as a fact in advertisements.
For example, the advertisement for hair
shampoo, which states the product will
make your hair more beautiful multi-
plied by n times. Firstly, beauty is not a
thing to be measured, because it is per-
ceived individually. Secondly, the beauty
of hair does not have levels to be mea-
sured. It has different criteria — shiny,
healthy or strong, but these cannot be
measured. Nevertheless, the shampoo
cannot make your hair healthier, unless
it is a medical treatment, but most com-
panies advertising shampoo do not ha-
ve any medical purposes. Legally, this
is called misrepresentation. The same
manipulation could be recognized in the
adverts of hygiene products (for wo-
men, babies, children, etc.).

Illogical association here is understood
as the association between things that
cannot be associated: for instance, the
association made between meat and wo-
men in the advertisement produced by
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“Krekenavos Agrofirma”. The associa-
tion is not only illogical, but also sexist.

An illogical metaphor is clearly illustra-
ted by the advertisement of “Svyturys”
beer. A lighthouse has an allusion to a
light in darkness, to a solution in chaos,
but a beer or its usage cannot be consi-
dered to have such an effect, controver-
sially, it has an opposite effect.

An untenable simile is illustrated by the
advertisement for toothpaste, which pus-
hes consumers to believe that if one uses
“Colgate” his/her teeth will be similar
to a beaver’s. Physically, this is impos-
sible. In the advertisement the beaver
speaks in a human voice. This fact is
supposed to make the consumers think
that natural powers will make human
beings and animals exchange or share
their features: if a beaver can speak En-
glish, human beings can have a beaver’s
teeth. The fact that only adults are shown
in the advert (communicating to the be-
aver) should make consumers think that
this is not a fantasy.

Illogical conclusion could be described
as a conclusion based on false facts or
no facts. The conclusion is often presen-
ted not verbally, but by image. For ins-
tance, the image of a happy family or a
happy couple is presented in the advert
of a bank, which is offering loans. This
kind of advertisements appeals to the
feelings of a customer, sending the mes-
sage that one or another good or service
will help the consumer to start a joyful
life or relations.

The next question was to analyze if
some translated advertisements lose their
meaning during the translation process.
86 percent of experienced translators ad-
mit that advertisements of imported
goods lose meaning during the process
of translation, whereas 84 percent of non-
experienced translators did not express
their opinion in regard to this question.
They claim that they do not watch ad-

vertisements carefully or that they do
not analyze them.

Thus, it could be stated that a lack of
experience in translation includes the
lack of ability to analyze different types
of text.

Further research leads to the analysis
of translation mistakes in advertisements.
Again it is noticeable that non-experien-
ced translators had no opinion related
to this question. This fact stands as fur-
ther evidence that there is a clear gap in
the analytical skills of non-experienced
translators. Only 2 percent of respon-
dents provided an example or named the
mistake in translation. Mistakes named
by respondents are as follows: word choice;
jargon; the use of international words in
an inappropriate context; the use of false
idioms. It is worth mentioning that the
language of advertisements allows lin-
guistic mistakes for the sake of creating
an effect. Thus, the list of mistakes given
above could be called “mistakes on pur-
pose”, because the same grammar, style
and composition rules cannot be applied
to the language of advertising.

Another significant aspect is the at-
tractiveness of advertisements. 68% of
non-experienced translators disagree
with the premise that advertisements lose
their attractiveness because of the trans-
lation, whereas 32% of them agree with
the statement. On the contrary, 77% of
experienced translators believe that ad-
vertisements lose their attractiveness be-
cause of the translation.

To sum up, it could be stated that non-
experienced translators have weaker ana-
lytical and linguistic skills, which means
that they might mistranslate the text or
leave it not translated, because they would
not be able to find the right linguistic
solution. Even advertisements that are
linguistically unconventional or gramma-
tically incorrect operate under high lin-
guistic literacy, because they make mis-
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takes on purpose - to enable the specific
technique of persuasion to function.

Considering problematic translations,
the respondents were asked to translate
an advertisement “BU" (be you). All the
variants suggested by the respondents
were rather similar. The most common
answers are as follows:

1. be individual (biik individualus);

2. stay individual (lik individualus);

3. stay yourself (lik savimi, pasilik savimi);

4. be yourself (bitk savimi).

The most interesting answers are as
follows:

1. survive yourself (iSgyvenk biidamas savi-

mi);

2. follow yourself (sek savimi);

3. follow your mind (sek savo mintimis).

The slogan “follow your mind” is bor-
rowed, because it is an advertisement
for another kind of product, but this
slogan is universal and easy to remem-
ber. It is important to note that the ex-
perienced translators suggested more in-
teresting versions of this translation. Ab-
breviations as linguistic objects are not
too complicated to translate, but abbre-
viations in advertising play a very sig-
nificant role. Sometimes they even con-
tain a slogan (as in this particular exam-
ple “BU”) or the original message. Thus,
the translators in such a situation can-
not use any of their skills, because the
only way to preserve the original mes-
sage is to keep to the original text. In
English-speaking countries, children or
teenagers use abbreviations in everyday
life, for instance, in the text messages:
“CU tmr” (See you tomorrow), “vR” (we
are), “come2me” (come to me),
“givitdme” (give it for me), etc. This kind
of a text (abbreviated as much as pos-
sible) is very familiar to them. When
they read “BU”, it seems like a message
from a friend, a person that one knows
well. When people from other countries
read such an abbreviation it requires short

analysis. Sometimes we understand such
adverts accidentally, by repeating the
abbreviation a few times: it does not
seem familiar at all. It may seem funny,
strange, even attractive, but not like a
text message from a friend.

A similar problem is observed in the
next advert presented for analysis: How
Fa will you go? The word “Fa” is an ab-
breviation from the word “far”, but pho-
netically it sounds the same (in British
English) - [fa:]. In the advertisement the
word “Fa” is both the slogan and the
name of a product at the same time, so
it is particularly significant. Yet transla-
tion perspectives are complicated, be-
cause the Lithuanian language does not
have the equivalent word. Most of the
respondents (77 %) together with va-
riants of translation provided an expla-
nation in brackets. This means that it
was rather difficult to transfer the origi-
nal message. The most common variants
of translation are as follows:

1. How far will you run/go? (kaip toli nubég-

si/nueisi?);

2. How far would you go? (ar toli nueitum?,

ar toli nueisi?);

3. Could you do this? (ar padarytum tai?).

As it seen, not many variants of trans-
lation could be suggested for this ad-
vertisement. Experience did not act as a
dividing line in this case. In such com-
plicated cases the translator cannot fol-
low any of the directions suggested by
theorists, cannot apply any linguistic or
grammatical solutions. Thus, this is not
only a matter of the translator. The ad-
vertisement or the whole advertising
campaign depends on a particular com-
pany, and the company is supposed to
be the institution for decision-making.

The respondents were to explain why,
in their opinion, advertisements are so-
metimes not translated. The most com-
mon answers are as follows: not to lose
its sense/message; to stay attractive; be-



Inga Andritinaité, Vilmanté Liubiniené
TRANSLATION AND ADAPTATION OF ADVERTISEMENTS 251

cause it is aimed at a particular group
(target audience) that understands the
advert; to keep authenticity; because of
its untranslatable features.

To conclude, it has been noticed that
experienced translators do not refer to
any advertisement as “untranslatable”,
whereas non-experienced translators of-
fer this as a reason, thus hiding their
lack of linguistic knowledge and com-
petence.

Next, the respondents were asked to
translate four complicated adverts of dif-
ferent types. The first task was to give a
variant of translation to the slogan Un-
furl your curl. Alliteration is used to ma-
ke this slogan sound attractive. The re-
petition of consonants “rl” creates the
effect of curliness and something soft.
The question is how to transfer this ef-
fect to the Lithuanian language? Is it
possible to translate this advert, not lo-
sing the effect of curliness and softness?
In addition this slogan contains a rhyme,
which makes the advertisement funny
and attractive. The variants suggested
by the respondents are as follows:

1. Line your curl (iStiesink savo garbanas);

2. Let your curl repose (leisk savo garba-

noms ilsétis);

3. Uncurl your curly curl (israityk susirai-

¢iusias garbanas);

4. Release your curl (islaisvink savo gar-

banas)

Experienced translators have sug-
gested the third version, which seems to
be the most attractive; it even has a little
alliteration — repetition of consonant “r”
in each word. However, logically it is
not acceptable, because the curl (garba-
nos) cannot be uncurled (nesusiraiciusios):
if a curl is uncurled, it is not a curl any-
more. All the other suggested variants
are neither attractive nor suitable to func-
tion as a slogan.

The second task was to translate the
advertisement related to foot cosmetics:
“Make your pinkies perky”. This adverti-

sement also contains a powerful language
tool — alliteration. The repetition of con-
sonant “p” in this advert creates an ef-
fect of lightness and softness. The list of

suggestions is as follows:

1. Revitalize your feet (atgaivink savo pédas);

2. Let your feet shine/glow (leisk savo pé-

doms blizgeti, svyteti);

3. For your toes to be wantonly nice/beauti-

ful/soft (kad jusy kojy pirstai biity begédiskai

graziis)

From the grammatical point of view,
the translations were correct, but aspects
of effectiveness seemed to be ignored.
None of the suggested variants have al-
literation; none of them create the speci-
fic sense of softness. The first and the
second variant sound too simple and
are not attractive. The third variant
sounds a little bit snobbish or arch, which
is completely different from the effect
of lightness and softness.

The third task was to translate a simi-
lar advert: Extra Frothee Coffee. The ad-
vert contains alliteration and assonance.
The repetition of consonants “r”, “f”,
“t” creates alliteration, and the repeti-
tion of vowels “a” and “e” creates asso-
nance. Nevertheless, this advertisement
contains a grammatical mistake, because
the word “frothy” is normally spelled
with the letter “y” at the end, but in this
advert the word is spelled with a dou-
ble “ee” at the end. The pronunciation
of the word would be the same in both
cases, but here the visual effect is signi-
ficant for advertisers, too. This fact turns
the situation into a more difficult one,
because the translator has to convey not
only the linguistic aspect, but also the
visual. Thus, the situation becomes
rather complicated. The suggested va-
riants were as follows:

1. Coffee with a special froth (kava su ypatin-

ga puta);

2. Special-froth coffee (ypatinga kavos puta);

3. Frothy coffee (putojanti kava).
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None of the original effect is left. The
advertisement becomes simple and not
attractive. Probably most of the respon-
dents would leave the original message
in the advertisement for a consumer
to read.

The fourth task was to provide a trans-
lation variant for the advertisement of
“Swatch”, a very expensive watch often
advertised together with the tennis play-
er Ana Kurnikova. The advert reads:
“Touch “Swatch””. As many as 60 % of
non-experienced translators did not trans-
late the advert at all, because, as they
stated, they cannot translate without the
context. In comparison, only 10 % of
experienced translators did not trans-
late the advert, but only one of these
explained why. The list of suggestions
is as follows:

1. touch “Swatch” (paliesk “Swatch”);

2. graze “Swatch” (prisiliesk prie ”"Swatch”);

3. feel “Swatch” (pajausk”Swatch”).

The same conclusion could be drawn
— not suitable suggestions. None of the
sentences in the list could serve as slo-
gans for the company because of the
reasons mentioned above: simplicity and
unattractiveness.

To conclude, the linguistic analysis has
revealed that possessing a linguistic li-
teracy and grammatical awareness is not
enough in translating adverts that con-
tain rhetorical devices. To transmit the
attraction and original idea of an adver-
tisement, great creativity is demanded
from a translator.

Table 2. Ranking of stereotypes by importance

SOCIO-CULTURAL ASPECT
IN ADAPTATION
OF ADVERTISEMENTS

Most of the respondents interpret the
concept of advertising as a message cal-
ling for public attention to a product,
service or company by means of paid
announcements so as to affect percep-
tion or arouse consumer desire to make
a purchase or take a particular action.
96% of respondents suggest that adver-
tisements are mechanisms for creating
stereotypes or that they involve a com-
plicated and intangible process of cons-
cious-manipulation. 93% percent of res-
pondents agree that advertisements are
permanent processes of persuasion, while
only 4% of respondents presume that
advertisements are presentations of a
new product or service. Those respon-
dents who considered advertisements as
mechanisms for creating stereotypes were
asked to name the exact stereotypes. A
list of stereotypes was provided to be
ranked by frequency of response. The
results are provided in Table 2.

In addition to these, 24% of respon-
dents suggested some other stereotypes,
such as an ideal way of acting; an ideal
way of living; an ideal way of saving;
an ideal business, an ideal environment;
ideal friends; an ideal car, etc. 64 per-
cent of respondents those who noticed
“an ideal female/male” stereotype, be-
long to the group of experienced tran-
slators. As Table 2 indicates, the stereo-

Stereotypes Total % Non-experienced Experienced
Coolest teenager 71 49 22
Ideal female/male 69 5 64
Ideal mother/father 44 13 31
Cozy home 40 3 37
Harmonious family 32 12 20
Ideal housekeeper 12 4 8

N

81 37 44
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types of “an ideal female/male” and the
“coolest teenager” are the most notice-
able, recognizable, and frequent.

The next block of questions was aimed
at identifying the influences of global
advertising on the local market. Firstly,
the respondents had to discuss the sig-
nificance of globalization on the market
of advertising. The responses could be
grouped as follows: advertising weakens
national features; advertising becomes
universal and global. 43 % of expe-
rienced translators have expressed a ne-
gative attitude towards globalization,
whereas only 11 % of non-experienced
translators have formed a negative opin-
ion considering globalization. Different
cultural backgrounds or even a genera-
tion gap could explain this fact.

It has been noticed that Lithuanian
advertisers have provided an alterna-
tive to Western advertising, launching
national advertising campaigns for certain
products. E.g. “Krekenavos Agrofirma”
has been mocking at the well known
Western advertisers, using their slogans
as an introduction to their own adverti-
sing message. (“Kai jau iSmokote teisin-
gai valytis dantis (the pause or space) —
Krekenavos, kai norisi mésos” / “When
you've already learned to brush your
teeth ... Krekenavos, when you want
meat”). But, this company might have
been quite successful in this campaign,
if they had not got into the scandal be-
cause of a highly sexist advertisement,
where a parallel is drawn between a wo-
man’s body and meat. The advertise-
ment shows a woman from the backside
unclasping her (red) dress, followed by
a slogan inviting us to taste it (the meat).
“Krekenavos, kai norisi mésos”. The
slogan has a parallel structure, it is rhyth-
mical, and sounds very strange. This
advertisement did not run long. It arou-
sed a lot of public dissatisfaction and
was finally banned, since demeans wo-

men and portrays her as an inferior sex,
a thing to eat when you feel passion.
Stanislovas Kairys, the journalist, sta-
tes, that all bad advertisers offer mil-
lions of arguments why they are not guilty
and why the advert has become unsuc-
cessful. Advertisers claim that there are
always unsatisfied groups of consumers.
Advertisers often forget moral criteria
and interpret them from the perspective
of business success. Kairys calls the ad-
vertisement of “Krekenavos Agrofirma”
an example of “vulgar semantics”,
where “meat” is linked with woman as
a sex object.

CONCLUSIONS

It is a very delicate task to discern lin-
guistic and cultural differences in ad-
vertising. One language cannot express
all the meanings of another; instead, there
is a distinction between the meanings
built in and the meanings that must be
captured and expressed. In this sense,
different languages predispose their
speaker to think differently, i.e., direct
their attention to different aspects of the
environment.

Translation is not simply a matter of
speaking in other words conveying a
similar meaning, but rather of finding
appropriate ways of saying things in
another language. Different languages
may use different linguistic forms, but
these forms are only one of the aspects
of the difference between the two lan-
guage systems.

Translation of advertisements still does
not have clear strategies to follow, be-
cause this particular sphere is not refe-
rable to any fitted classifications. It could
be considered as a sphere of idiomatic
translations, though in most cases even
this direction is not the appropriate one.
The main reason is because the concepts



254 VERTIMAS - VERTE - VARTOTOJAS

of function and purpose differ in literal
texts and in advertising language. This
could serve as a firm basis for future
research.

Translation of advertisements is a com-
plicated task, as many translation rules
become inapplicable. Still, the main task
for a translator is to convey the mes-
sage of the advertisement. Thus the tran-
slator has to cross two barriers: linguistic
and socio-cultural, and both of them
require very profound knowledge and
experience.

Research has revealed that experience
is a very important matter for a transla-
tor. Decision-making in translation re-
quires not only professional practice but
also social experience, which comes to-
gether with age. Translation reveals the
power that one culture can exert over
another. Translation is not merely pro-
ducing an equivalent of another text, but
it is rather a complex process of rewriting
the original text, taking into account both
linguistic and socio-cultural properties.
The process of transmitting cultural
elements through translation is also a very
complicated task, which demands deep
professional knowledge. Indeed, the cul-
tural factor is vitally important in adver-
tising. Neglecting cultural aspects may
result in making the advert unattractive
to consumers. In an advertisement not
only the text, but also the background of
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REKLAMOS VERTIMAS IR ADAPTAVIMAS

Lingvistinés ir sociokultirinés problemos

Santrauka

Reklamos vertimas turi savo specifika. Todél
verciant reklama daznai tenka nusiZengti bend-
rosioms kalbos normoms ir taisykléms. Rekla-
mos vertimas ir adaptavimas vietinei rinkai
yra probleminis dalykas, nes tenka atsizvelgti
i begale sociokulttiriniy faktoriu. Problemiska
vertime iSlaikyti reklamos originalo patrauk-
luma, zaisminguma ir itikimuma. Straipsnio
tikslas — analizuoti reklamos vertimo ir adap-
tavimo problemas lingvistiniu ir sociokultiiri-
niu aspektu.

Straipsnyje analizuojama, kaip vakarietis-
kos reklamos adaptuojamos lietuviskame kon-
tekste ir kiek reklamos vertimas lemia jos pri-
gijima vietos rinkoje. Tyrimo metodai — ap-
klausa ir turinio (kontentiné) analizé. Patyru-
siu specialisty ir pradedanciuju vertéju apklausa
bei lingvistiniai teksty tyrimai padéjo issiais-
kinti pagrindines tokio pobtidzio vertimuy pro-
blemas. Tyrimo rezultatai atskleidé, kad verti-
mo sékmeé labai priklauso nuo vertéjo amziaus
ir profesinés patirties.

Reklamos vertimo kokybés savoka apima

ne tik lingvistinio teksto perteikima kita kal-
ba, bet ir dvasinj bei moralinj vartotoju audi-
torijos komforta. Dauguma solidaus amziaus
arba turindiy stiprius moralinius principus var-
totoju amorali, vulgari ar pernelyg arogantis-
ka reklama Sokiruoja ar vercia jaustis nepato-
giai, todél reklamos kiiréjams ar leidéjams pa-
tartina nuolat analizuoti Lietuvos rinkoje vy-
raujancias jdomumo, patrauklumo bei Zaismin-
gumo nuostatas. Profesionaliis vertéjai yra igi-
je geresnius analitinius gebéjimus ir gali pa-
sitilyti daugiau ir jvairesniy lingvistiniy spren-
dimu, kurie padeda islaikyti reklamos origina-
lo patraukluma. Sie vertéjai gali aktyviai daly-
vauti ne tik reklamos adaptavimo vietinéje rin-
koje, bet ir jos kiirimo procese. Tyrimas paro-
dé, kad vertéjui nepakanka vien kalbinés kom-
petencijos. Vertéjas turi biiti gerai susipaZines
su kulttirine ir socialine-ekonomine aplinka,
pazinti rinkos specifika ir turi bati kiirybinga
asmenybé. Tik tokiu btidu jis gali tapti media-
toriumi tarp skirtingu kultiry, visuomeniuy,
kompanijos ir vartotojo.



