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Characteristics of Advertisement Translation From the
Perspective of Cultural Difference

SHU Na
( Periodical Office of Journal Jiangxi Normal University Nanchang Jiangxi 330027 China)

Abstract: The international advertising is the cross — cultural activity. So what it has to confront is
not merely simple linguistic transformation. Advertisement translation is something different from the
ordinary translation. It is commercial persuasive and national. What” s more it has to adhere to mar—
ket regulation pattern marketing strategy advertising law as well as cultural obstacles. Among them
cultural difference is the prominent element. In order to guarantee that the version has equal results
even superior to the original text the translator should understand in depth the cultural background of
the target language and adopt suitable cultural transformations so as to provide appropriate version
to promote sales and open up vaster markets.

Key words: cultural difference; advertising translation; commercial; persuasive; national
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( Advertisement is an action or form of communication whose purpose is to inform potential customers

about products and services and how to obtain and use them. )

( Literal Translation) .
“ 2 “ ”»
Y
()
6 ( Bp 6M) : (market) ( B AR, L4 B AR A6 S8 LR K F

REAEEF) . (message) (ERESEPHAXSEE) . (media) (REKHE LA AL%
BRAFAT E A B AT HEAR) ( motion) ( A8 % #9124 & 3h) - ( measurement) ( ELIEFE A IEF L AEfr F
JG g BT FIBT) ( money) (S~ & % A) -

o

[ 1]Good to the last drop!

[ 2] A luxury you can relate to. It is powerful. It is affluent. And it is beautifully put together. It is

friendly. Tt is efficient. And it is simply fun to drive. Wouldn’ t you really rather has a Buick?
?
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luxury powerful affluent
43 ?7’

~ ~ ~ o . N N N ~ o

[ 31 o (LEHH
Fresh — up with Seven — up.
3 “@ ”
“oroeroe Seven —up”( & E 4L H)
&) “ ”
«Hofstede
Hofstede

13

( Literal Translation)

Irving Wallace

» 13 ”»

“Fresh — up” ( 4% 4% B2

o

. individualism and

collectivism( NA E U Ao £ 4K £ 30 BIR T ANAF) 538 2 £ 4KF) ) , power distance( AR H F& & : AT AE
L RML P BT F AL E) ,uncertainty avoidance( 7R 4 & P B 82 xFF 4 R A T 5T

A2IE) o
1.

o o
~ N ~ o

[ 4)Ask your dentist which oral — B brush is right for you.

“your dentist( 449 F &) ”

[43 ”

o

[ 5)Do you want to own smooth skin as mine?
?

o

[ 6)Do you want your skin become smooth as silk?

»
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?
2.
N o 1995 5 21 o
o “the best the most” N .
o 12 o

o

[ 71The home of your dreams awaits you behind this door. Whether you taste be a country manor es—
tates or a penthouse in the sky you will find the following pages filled with the world” most elegant residences.
7 “awaits be manor elegant residence” “wait is house nice
place” . o
[ 81Big - time bargains on sizable cotton skirts.
8 “Big — time” “cheap goods’, “Big — time” o

o o

o G. N. Leech : make get give have see buy come go know keep look
need love/like use feel take start taste.

o

“Have get give buy keep” o

[ 9]Keep a beautiful record of your world travels Kodacolor.

o

“Go look feel ” o :

[ 10)You will feel good about it WaterPik Lipstick.
WaterPik .

“Love like need” o

[ 11]If you like walking you will love Nordic Track.

o
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o (1) o o
(&R7)
o (BERL77) o
- (2) o o
o 0 o “expensive ” “high
quality high competence” o ‘expensive” o
‘@ ” [3
o
not cheap’  “not the cheapest’  ‘reasonable price”  “competitive price” . “ 7

«“ L)
expensive o



