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Abstract

Advertising is the symbol of modern
commercial society and reading advertisements
has become an important part of our daily life.
The rapid development of international exchanges
leads to a growing need for international
advertising, thus the need for ad-translating.
However, the study of ad-translating in China is
not in pace with the growing need. With their
clear-cut  purpose of promoting sale,
advertisements are of a very special type of
writing, so that traditional translation theories
seem to be inadequate to have the process of
ad-translating satisfactorily interpreted. We need
a new perspective to make up for the deficiency
and 1nadequacy. The book holds that the
functionalist perspective is an effective solution.

The functionalist concept of translation has
opened up a new way for the study of translation.



This approach is characterized by its
target-orientedness. It emphasizes the
functionality of the target text in the target culture
and requires the translator to put all possible
factors into consideration that are helpful to
making the target text ﬁmctiohally effective, so
that the translator is encouraged to use whatever
strategies he thinks appropriate to the purpose of
the translation. The major contribution of the
functionalist approach is its adoption of function
and purpose of the target text as the decisive
criterion for the work of translation, which can be
used as the theoretic basis for studying
special-oriented, unconventional translations such
as translating advertisements.

The strong orientedness of advertisement
translation determines that ad-translating is not
just a faithful representation of the message of the
source text in another language, but a dynamic
process of active interpretation and creative
annotation, in which the translator needs to make
adaptations of the original text, using the target
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culture as the reference, in order to please the
taste of target readers.

Such specialty in the nature of ad-translating
has staged strong challenge for traditional theories
for conventional translation. To fill up the defect,
the author of the book, in light of the functionalist
skopostheorie, has studied the process of
ad-translating and its principle.s and criterion of
judgment. The author suggests the KISS
Principle, Readability and Accuracy as principles
for ad-translating activities.

Choice of translating strategies and methods
1s determined by what criterion the translator
takes. From the perspective of functionalism, after
a summary of traditional translating methods, the
author has put forward some new approaches of
practical use, such as imitation, emotional
conveyance, cultural compensation, etc. The
author has also analyzed the problem of cultural
barriers caused by cultural difference.

This book concludes that realization of the
designed purpose of the translation in the target



culture is the primary concern in ad-translating.
To attain the purpose, cultural and linguistic
adaptations of the original text are inevitable.
Therefore, ad-translators enjoy more freedom of
creation, that is, so long as effect is guaranteed,
they are free to choose what to translate and how
to translate.
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Chapter one

Introduction

Advertisements are all around us. Whenever
we turn on the radio or TV, we hear or see
advertisements. Whatever newspaper or magazine
we read, there are advertisements. Wherever we
go, in the streets or on a bus, advertisements are
of a common sight. In fact, all the public places
are permeated with advertisements and
advertisements become an essential part of our
life. They are playing an important role in
promoting sales, which is a decisive factor in the
development of the national economy.

With the rapid development of China’s
economy and opening-up to the outside world,
more and more Chinese products are exported to
foreign countries, and in the meantime, foreign



goods and services are flooding into China. The
increase in international exchanges and the
intensification of commercial competition lead to
a growing need for international advertisements
and thus of ad-translation. The demand for
advertisement translation is getting strong and the
work of ad-translating becomes an indispensable
part of international marketing.

However, the study of advertisement
translation, especially that between the English
and Chinese languages, is far from satisfactory to
its need. Nowadays, most people still translate
advertisements under the guidance of traditional
theories for conventional purposes. As a result,
such translations are not so effectively as
expected, because the target audiences are often
baffled by such translations. As Liu Fagong
(%] 3% 2, 1999) points out, advertisement
translation has long been a weak point in
contemporary practical translation. Let us take
some translations of advertisements from Chinese
to English for example. In china, most advertisers



