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Abstract: As a product of culture, advertising can more directly show the relationship between
language and culture, therefore advertising language is an art form with strong cultural background
and influenced by the tendency of the times as well. This paper discusses the English and Chinese
advertising languages, analyzes the problems existing in the translation of advertising languages, and
puts forward several effective methods for the advertising translation from the perspective of culture.
Since the purpose of advertising language is to persuade target consumers to buy its products or
services, it becomes a crucial task to fully understand the cultural differences between China and the
western countries. This paper analyzes from following aspects: collectivism and individualism, social
and historical background, and taboo factors in advertisement translation.

In the process of advertisements translation between Chinese and English, there are many
unsatisfactory examples, some of them even lead to sales setbacks. This paper proceeds from
problems in advertising translation that the translators do not have a good command of the nation-
specific culture and is too adhesive to the advertisement’s superficial meaning while there are a lot
of cultural factors hidden in the present advertising translation. In fact, advertisement translation
requires more than just rendering sentences into another language. Translators have to convert the
ideas and thoughts behind the sentences into the target language by applying the knowledge of the
target culture. This paper suggests some methods to make advertising translation in view of the
language and culture differences.
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Nowadays the marketing will have a great impact on world

competition plays a significant role in
global business. In this circumstance,
the quality of the advertisement seems
to be very important and necessary if
you want to make your products
competitive and attractive to the
consumers among millions of other
competitors. As we know China is a
large importer and exporter, and its
economy has already integrated into the
world economy, thus the translation
accuracy between Chinese and English

economic trade.

A high-quality translated
advertisement will not only transform
the information in accuracy and reap a
good advertising effect, but also take
receptor’s cultural and appreciating
association into account, which will
have much help to the cultural
communication, thus it is also an
impulse in cultural diffusion. However
we also cannot deny the fact that most
of the company haven’t realized the
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importance of the advertisement
translation and seek for help from the
inexpert translators instead of a
professional one, due to this selection
the quality of the translated version will
not be high, as this article mentioned
before, the process of the advertisement
translation will not only convert the
information in accuracy but also involve
the cultural aspect of source and target
text.

Language

The study on the relationship
between language and culture is not a
new topic. According to the works of
previous scholars, we can clearly
understand that there is a close
connection between them, which
determines that translation is not a
simple process of language conversion.
Even for the relationship between
language and culture, some people put
forward the idea that language is culture
and the two are consistent. However,
from my point of view, I can't agree with
this statement completely.

Human language is  highly
complex in that it is based on a set of
rules relating symbols to their meaning,
thereby forming an infinite number of
possible innovative utterances from a
finite number of elements [1]. Language
1S a combination of every element,
which contains the ideology, cultural
background and other factors of the
speaking group. Therefore, language is
not a simple combination of different
limited elements, but a complex
combination which supported by the
awareness and culture of the speaking
group.

Culture and Language

As Amer Enas mentioned in her
article “language cannot be separated

completely from culture because it is
deeply embedded in. Foreign languages
are the key to cultural heritage of
another people, and that knowledge of a
foreign language enables an individual
to increase his personal culture through
contact with great minds and the great
world of literature” [2]. As a foreign
language learner, culture plays an
important role in a language. Language
is the product of the long-term
development of human society, and this
product is also the expression of human
cultural heritage. At the initial stage of
learning a language may be is to simply
learn the grammar structure of the
language, but with the deepening of
learning, we will realize that how the
culture contained in the language. For
instance, there are many positive idioms
include dragon in Chineselike “J¥fi& %
PR e R FE”, whereas in western
culture, dragon represents ferocity, so it
is difficult for language learners to
understand why the meaning of these
idioms is positive without
understanding the cultural background.

Culture, Language and
Translation

As Alejandra Patricia Karamanian
states in her article ‘“Translation,
involving the transposition of thoughts
expressed in one language by one social
group into the appropriate expression of
another group, entails a process of
cultural de-coding, re-coding and en-
coding. As cultures are increasingly
brought into greater contact with one
another, multicultural considerations
are brought to bear to an ever-increasing
degree” [3]. With the development of
society and globalization, cultures
among languages are no longer
independent. Due to the integration of



cultures the “multicultural” has become
increasingly important in the translation
process. Larson  claimed  that
“Translation is a complicated process”
[4]. To have the target language
knowledge is the basic requirements of
the translators, however in recent years,
having language knowledge is no longer
the only requirement of translators. In
the process of translation, the
transformation between languages is the
foundation, and the transmission of
background culture contained in the
original text is particularly important.

With the rapid development of the
world economy, the impact of the
advertisement translation 1s increasing.
The translated version with high quality
must be able to impress people and
create a lasting and strong memory in
people’s mind. Writers and translators
of advertisements should pay attention
to the features of advertising language,
cultural differences and translation
principles.

This article mainly focusses on the
influence of advertisement translation
due to the cultural differences between
China and western countries and how to
dealing with these cultural problems in
the process of translation.

Cultural Differences in
Advertisement Translation

The target of advertisement writer
is the native reader who has same
values, thinking ways and living habits,
so the advertisement translator needs to
face the people whose cultural
background, tradition and social values
are utterly different. Therefore, as an
intercultural activity, advertisement
translation requires the translator to put
acceptance degree of target reader in the
first place and to consider adequately

the specific details of a culture in
advertisement.

Advertisement can  influence
people’s values, traditions and customs.
We don’t need to worry about the
cultural difference in our own country
while we are making an advertisement.
We Chinese people underestimate the
communication situation when we
prepare for readers, listeners, or viewers
from western countries somehow.

A qualified advertisement
translator should know clearly about the
cultural differences, thus, he or she
could be able to make a good
advertisement and  arouse  the
customers’ purchasing desire. Now, this
part list several aspects related to
culture-specific ~ in  advertisement
translation and discuss its problems and
solutions.

Differences in cultural values

The value orientation of Chinese
culture emphasizes self-conscious
ability,  generally = showing  an
introverted character, while that of
westerners shows an  extroverted
character. For instance, when the
famous American slogan "just do it"
was broadcast on Hong Kong television,
it was translated into "ABfHCEE A",
The theme of the advertisement would
not be surprising in the United States,
which  highlighted the individual
freedom in western culture. However,
Hong Kong as a Chinese society has the
traditional self-control psychology, thus
many consumers think that the
advertisement has the suspicion of
inducing young people to do bad things,
this cultural difference causes a number
of complaints for this slogan, therefore
the company later changed the slogan of
the advertisement into “ MUt 20—



to do what you should do. Chinese
people put more emphasis on
collectivism while western countries
value individualism more. From this
advertisement we can see the typical
spirit of Chinese people.

Western countries value the spirit
of innovation while Chinese people
follow the spirit of mediocracy. This
spirit of the mediocracy involved in
Chinese famous idioms: K75 T X4

2, the word or word translation of
this idiom is “wind damages the
flourishing trees in the forest”, the
connotation of this idiom s
“outstanding people always be jealous
or a person in a high position is always
be attacked”, thus the spirit of the
mediocracy plays an significant role in
Chinese value, however people in
western countries don’t feel like running
only in one groove. Take the slogan of
Apple as an example: Apple thinks
different — CEEHMN, AF<HLZR).
They emphasize the “difference”
between individuals, and try to create
their own style attract people’s
attention. Therefore, as a translator in
the process of translation need to
consider the form of the source
language and the  background
information as well.

2.The different social history
background can influence
advertisement translation

Different social and historical
backgrounds are reflected in advertising
translation. For instance—“4&x ¥ & H
W, SRR, this is  an
advertisement for the edible oil, the
person who knows about Chinese
culture will familiar with the symbol
“dragon”, it 1s definitely a sign of lucky
and fortune in China, but in western

countries it is just an evil creature, so
this is so inappropriate if you translate
the brand name “&J” to “golden
dragon”. This article also chooses two
typical examples to analyze the social
historical differences which involve in
the advertisement translation.

Example 1: Southern Comfort—
the spirit of New Orleans since 1860.

Actually, this advertisement is
total a success in America because it
relies on native people’s understanding
of American traditional culture.
“Southern Comfort” wine just like the
American Jazz all comes from New
Orleans. Due to the cultural identity, we
can easily figure out its pun meaning
which means a lot in a good
advertisement translation. “Southern
Comfort” wine has become widely
familiar in America from middle period
of 19th century when people began to
create Jazz music. It presents the spirit
of New Orleans somehow —innovation
and optimism. However, due to the lack
of related cultural background, it is hard
for Chinese reader to perceive cultural
connotation in the original text. So, the
translation should be based on Chinese
audience’s point of view and mainly
focus on cultural apprehension.

Example 2: “Fresh Up with Seven-
Up” (L7518

Numbers in an advertisement is an
important factor that we should pay
much attention to. The word seven is a
positive word in these areas: America
and Europe. Seven is equal to the
number eight in China which stands for
a good luck.

3.The influence of taboo factors in
advertisement translation

Taboo is a cultural phenomenon
shared by all nations in the world, and



different languages and cultures
inevitably form different taboos. In
Western Literature

The seemingly positive words in
culture are taboos in Eastern culture. In
trademark translation, special attention
should be paid to avoid unhappiness or
even disputes. Coca-Cola has launched
a new kind of “Zerosugar" Coke. When
the product entered the Chinese market,
the Chinese translated it into "ZLHE",
which was originally a very vivid
translation. However, because the
pronunciation of “ZZFE" is the same
with “RE” which means mourning
hall, although the name of this
commodity highlights the
characteristics of the product, but it does
not bring expectations to consumers,
cause it is easy for consumers to
associate with “death”, and superstitious
people think that such commodities are
“unlucky". Therefore, this appropriate
translation should be “JCHER[ K> , It
can not only accurately express the
meaning of "sugar-free" in the original
text, but also avoid the misleading effect
of "IRE" in the translation.

In China, in order to express
auspicious meaning, we use homonym
to express it. Chinese people generally
like to talk about "¥2" (chicken) related
topics or words. Because in Chinese
language "chicken" and "lucky" are
homonyms, so "chicken" is used as a
lucky animal for all kinds of happy
events, such as "KJ§" ("big lucky")
brand cigarettes produced in Jinan,
which have become a special cigarette
for wedding banquets. But in English,
"chicken" has many bad meanings, such
as '"chicken" means timidity; and
"Count one's chickens before they are

hatched.”It means overconfident and
contains derogatory meanings.

4. Some basic methods and
principles in advertisement translation

All above, cultural differences are
big  barriers for  advertisement
translators. So, it would be great if the
translators can be fully aware of these
differences. A good translator should
know the traditions, values, language,
beliefs and customs well. If we just
transfer the literal meaning of the
advertisement, the product is impossibly
accepted in international market. So, in
this part, some basic methods and
principles advertisement translation will
be discussed.
Use both transliteration and literal
translation

Literal translation refers to the
method retaining the structure and
rhetoric of the original sentence and
striving to reproduce the form, content
and style of the original language. That
is, the grammatical structure of the
original language must have the
corresponding structure in the target
language and the vocabularies are
translated correspondingly. Let’s see the
following examples:

Example: JEfEGE 2RRE
K, BIET19314F, 26041
FHERRE, W7 CoErE it
PR, 7 im2EENSN, BN
e K E L £

Translation version: The Hero Pen
Factory the main subsidiary of Shanghai
Hero Co. Ltd, was founded in 1931.
After more than 60 years of growth, the
company has become famous in China
and aboard for its Hero and Doctor
Brand Pens and for its Hero golden Pens
which are used for important national
affairs.



In this example, the fact is put into
an important place and no cultural
background information is supplied in
the original version. Literal translation
is applied for the purpose of conveying
the function of the original version.

2)Target-language-culture-
oriented principle

The special purpose and function
of advertising requires that the
translation of an advertisement should
adapt both to the target language and the
target culture. It means due to the
purpose and function of advertisements;
advertisement translation must be
target-language-culture-oriented. Here
are some examples

Example: MfLZM, MK T3
B,

Version 1: Kongfu down, case
done.

Version  2:
provokes your mind.

Look at those 2 versions, we both
know that the second version is better
than the first one. The second one is
closer to the west culture and the
psychology of the audience. The word
“provoke” is frequently used in
advertisements, such as “thought-
provoking exhibition” in New York
Museum of Fine Arts. So, it is more
easily to be adopted by the western
people. The “Confucian spirit” is
associated with the “British Spirit”
which is more familiar to them. So, the
second version is better than the first
version.

This paper tries to make people
know how important a transnational
advertisement can be in today’s
business world at first. And then it
explains the definition of an
advertisement and shows wus an

Confucian  spirit

advertisement in general. It has also
shown us that cultural differences can
influence on advertisement translation
in so many ways. At last this paper
offers us some useful methods and skills
in advertisement translation.

Advertisement 1s a tool for
business communication. We cannot
ignore the cultural differences between
China and Western countries. In order to
attract more potential customers, it is an
urgent task for all advertisers to make
clear of each other’s culture. Thus, we
can provoke those potential consumers
to buy our own products.

Advertisement translation is a
transfer of language and also a transfer
of culture.

It is necessary for us to know
something  about  advertisements’
features if we want to do a good job on
advertisement translation. We should
pay more attention to the relationship
between language and culture. To be an
adequate advertiser we also need to
fully handle the culture differences and
get to know the basic standards of a
good translation of advertisement.
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INEPEBOJYECKAS KOMIIETEHIIMS BBIBOPA AJIEKBATHBIX DKBUBAJIEHTOB
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AHHoTanus. Kak npoayKT KyJbTyphl, pekjlama MOKeT 00jiee HeOCPEACTBEHHO MOKa3aTh
CBSI3b MEXAY SI3bIKOM U KYJIBTYpPOM, IO3TOMY SI3bIK pEKJIaMbl — 3TO BHUJl UCKYCCTBA C CHUJIbHBIM
KyJIbTYPHBIM MPOLUIBIM, HA KOTOPBIM Tak)Ke BIUSET TEHACHLMS BpeMeHHU. B nmaHHOW crarbe
paccMaTpuBalOTCA S3bIK AHIJIMICKOTO M KUTANCKOTO TEKCTOB pEKJIaMbl, aHAIU3UPYHOTCS
npo0JieMbl, CYIIECTBYIONIME B TMEPEBOJEC PEKIAMHBIX S3BIKOB, MpPENIaraloTcsi HECKOJIBKO
3 PEKTUBHBIX METOIOB MEPEBOJA PEKIaMbl C TOYKH 3peHHs KyJIbTYypbl. ITOCKONBKY IeNbio
PEKIIaMHOTO SI3bIKA SIBIIETCA YOSUTD 1IeJIEBbIX MOTpeOUTENeH MOKYIaTh €ro TOBAPhl WIIN YCIYTH,
CTAHOBUTCS BaXKHOM 3aJlayeil MOJHOE MOHMMAaHHWE KYJbTYPHBIX pa3inuuuii mexay Kuraem u
3araJHbIMU CTpaHaMu. B TaHHOM cTaThbe aHAIU3UPYIOTCS CIEAYIOIIUE ACTIEKThI: KOJJIEKTUBU3M U
WH/IMBUYaIN3M, COUUAIBHBIA M UCTOPUYECKUH (PakTop, Taly U (aKTOpHI B MEPEBOIC PEKIAMBI.

B mpomecce mepeBonga pekiaMHBIX OOBSBICHUM MEXIYy KHTAHCKAM WM aHTIUHCKUM
SI3pIKAMH CYLIECTBYET MHO>KECTBO HEYJOBJIETBOPUTEIBHBIX IPUMEPOB, HEKOTOPBIE U3 KOTOPBIX
Jake MPUBOJIAT K CMaly Mpojax. DTa CTaThs MPOUCTEKAET U3 MPOOJIeM, CBA3aHHBIX C TIEPEBOOM
peKamMbl, KOTOpBIE 3aKJIIOYAIOTCA B TOM, YTO IMEPEBOJYMKHU IUIOXO BIIAJCIOT HALMOHAIBHOMN
KyJIbTYPOH U CIUIIKOM MPUBSI3aHBbl K MOBEPXHOCTHOMY 3HAUEHUIO PEKJIaMBbl, XOTS B IEPEBOJIE
PEKIIaMBI CKPBITO MHOKECTBO KYJIbTYPHBIX (pakTOpoB. Ha camoM niene mepeBo/| pexiiaMmbl TpedyeT
OoJpllie, YeM TMPOCTO TEPEBOJA TNPEIJIOKEHHH Ha Jpyroil s3bIK. [lepeBOaYMKH TOKHBI
npeoOpa3oBaTh UJEH U MBICIH, CTOSIINE 32 MPETIOKECHUIMH, B IIEJIEBON A3bIK, TPUMEHSS 3HAHUS
1[eJIeBOM KyJIbTYphl. B JaHHOM cTaThbe MpeaaraloTcs HEKOTOpbIe CIIOCOOBI MePeBO/Ia PEKJIaMHBIX
TEKCTOB C YYETOM SI3bIKOBBIX M KYJbTYPHBIX Pa3IndMil.

KuroueBble cji0Ba: s3bIK peKIaMbl; KyJIbTypHasl pa3HHUIA; PEKIIaMHBIHN 1epeBo

AYJAPMA K¥3bIPETI BAPABAP DKBUBAJIEHTIMEH TAHJIAY

Auaraii B.!

1«Ayz[apMa 1C1» MaMaHIbIFBIHBIH

2-1111 KypC MarucCTpaHTHI,

AoObunaii xan ateiaaarel KazXK xone OTY,
Anmartsl, Kazakcras.

DNeKTPOHIBIK morTa: bayanl989altay(@mail.ru

Anparna: MofeHHET JXeMIiCl peTiHJIe >apHaMa TiT MEH MOJCHHUET apakaThIHACHIH
KepceTeal, )kKapHaMa TUTI MOJICHH TaHOaJaHFaH JKOHE YaKbIT aFbIMbIHA Kapall TYpIl BIKIAJIFa
Tycelmi. ATanMBbIlll MakKanda aFbUINIBIH KOHE KbITAall TUTIHZIETI jKapHama TITiH CcypeTTeii,
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JKapHamMaHbl Oip TUIIEH eKIHIIl TUIre aynapy MoceleepiHe Taljay >Kacalibl, MOJICHH TYCHIH
€CKepe OTBIPHII KapHaMaHbI ayapyIbIH OipHeIIe e3eKTi TOCUIIEpiH YChIHAAbL. JKapHama TiniHIH
MakcaThl TYTBHIHYIIBUIAPABI Tayapjlap MEH KbI3SMETTEpAl CaThill ajlyFa KeHAIpy OolFaHAbIKTaH
KpiTali MeH OaTeic enjepi MOASHHUETIH TYTacTall TYCiHY KUBIH Macene Oonmak. Makanmama
YKapHaMaHBbI ayaapy Macesneci oipHenre (hakTopap bl €CKEpiM )Ky3ere acabl: KOJJIEKTUBTIK )KOHE
KeKe-Jjapa MOJICHHET, dJICYMETTIK JKOHE TapuxH, Taly co3/1ep epeKILeiri.

KpITali TUTIHEH aFbUIIIBIH TITIHE XapHaMallapbl ayaapy OapbIChIHIA KOINTETeH COTCI3
aynapmanap keszgeceni, Oy TINTI TYTBIHYIIBUIAPABIH CAThIN any KaOineTiH TomeHaeTeni. OHbIH
cebeb1 aymapMaIbuIapAblH MOJCHUET TYPFBICHIHIA OUTIMIHIH Cas3[IbIFbI, KapHamMara TOH TUIII
meHrepmerenirines. [IIsHABIFBIHA, )KapHAMAHBI ayIapy TUT TeK OeplireH ceiieMaepAl eKiHIIl
Oip TuIre aymapa cajdyJaH TYpMaiapl, ayJapMaiiblIapIblH MOJACHHETTEH Xabapbl OOJIBI,
ceiiyieM/ie )KaChIPBIHFAH TYIKI MaFbIHAHBI IIBIHAMBI JKeTKi3yl MiHAeTTi. COHIBIKTAaH OChl MaKala
JKapHamMaHbl Oip TUINEH eKIHII TUIre ayjaapy OapbIChIHAA €CKepuryli Thic OipHemie ayaapma
TOCUIZIEpiH KapacThIPaIbL.

Tyiiin ce3aep: xapHama T, MOJICHUET albIPMAIIIBUTBIFBI, YKapHAMaHbI ayaapy
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