-30-

with wealth, prestige, abundance and high soqiefy - ali thingg‘
the normel consumer can only dream of. The slogan dces not try
to persuade by reasoned argument. It creates the illusion that
whoever buys and wears Rolex watches will automatically be pért‘

of this high society and elite.

3
5 E

The slogan is entirely based on hidden persuasion and relies on its
appeal to the consumer's hidden needs. There are no word plays,
rhymes o. other stylistic techniques which are often characteristic

features of slogans.

¥

Thé only problem with which the translator is confronted in trans-

lating this slogan into German is the translation of "die Grossen"

which literally translated refers to "the big ones".
Suggestions for the translation of this specific slogan:
THE WORLDS ELITE WEAR ROLEX

THE ELITE WEAR " ROLEX

ALL OVER THE WORLD
LITE WEAR ROLEX

La s eyt ot s

"WHAT DRIVES A MAN IS

CFTEN WHAT A MAN DRIVES"

(Bw)




This slogan is written in the form of a simple statement bvased
on a play of words., The advertising slogan is divided into two
parts, both making use of exactly the same words but in a different

word order.

The first part "what drives a man" ‘refers to the reason behind a
man's will to achieve sovmething and the second part "what a man '

drives" provides the answer, in this case,the car he uses,

The word play centers on the verb "to drive". In the first part
the verb is used idiomatically, in the second part it refers to
the simple action of driving a car.

The imblicit meaning of the slogan is.that by driving a TW a

man will be able to dchieve even more in life.

The slogan is almost untranslatable, firstly because there is
no eguivalent for the word play on "drive" in German and secondly
because the use of the same words in a different word order canmncit

be retained in German either.

The only solution would be to create an entirely new and different

slogan in German, for example:

EMVW DER WAGE

‘MANN

WAGEN VOFR

BMW : DIE ZUKUNFT SCHON HEUTE

ERREICHEN




The accepted German slogan for BIW "Gehen. Sie aufs Ganze"

is also a fair equivalent of the English version.

£) "I HR GUTER STERN AUF ALLEN

STRASSEN™"

-

{Mercedes Benz)

This slogan is a simple positive statement based on an idiomatic
expression. "Einen guten Stern haben" means that something pro-

tects you from danger or evil.

The slbgan appeals to the need for safety and security in consumers
and implies that Mercedes Benz will protect them from accidents.

Driving a Mercedes means safety, security and protection.

In addltlon, the star is also the logo ot Mercedes Benz and this

makes the slogan doubly effective.

The official Fnglish version of the Mercedes Benz.advertlsements

in South Africa reads:

"ENGINEERED LIKE NO OTHER

CAR IN THE WORLD™"™

As a translation, this slogan is not very satisfactory, The
phrase "like no other car in the world" has almost become a
cliché in the advertiesing world since almost every product is
’said to be the "best" or "greatest" in the world. However,
the image of "German engineering" in South Africa does render
its use plausible.

A far better translation could be:

REACH FOR THE MERCEDES BENGZ

.STAR




meaning:

The star referring to the star which represents

logo of Mercedes Benz.

Star in the sense of famous or great.

THE GENTLE

This advertising slogan is unique for translation purposes.

The English slogan was taken as it stands and placed in a German
magazine. Even though it was not translated, the alogan is still
successful because it is fully understood by German speakers.
"Gentlemar has almost become an integral part of the German
language and the same can be said of the word "drink". The play
on words “gentle" and "man" and "gentlenan" is also very effectlve

since it adds an element of surprise to the slogan.

|)

BITTE ZUM BESTEN AN

"BESTEN . EIN BIT

This slogan is practicelly untranslatahle.

The alliteration and assonance and the fact that the wordplaj is
so embedded in the source language culture create insurmountable
problems for the translator. Pinchuck compares this éiogah with
the English Haig Whiskey advertisement:




"DONTT

HAIG "

which is similarly untranslatable.

" GANS BESONDERS GUT
(UNGARISCHE GANSEKETD LEN UND
CANSEBRUSTE GANS KNUSPRIG

GANS ZART)

This is an advertising slogan for Hungarian geese and anotiier

example of "untranslatability".

: The.slogan relies on the German homophonés "ganz" (very)

and "Gans" (goose).

The word play appeals to the consumer's sense of humour. Usually ,

the exéreséioﬁs "besonders gut”and__"knusprig" and.ﬁzart“,are
automatically associated with the adverb "ganz' and it comes as a sﬁrpriSe
to find that the adverb has been substituted by the noun "Gans" which is
the same time, the advertised product. The advertisement is highly'

amusing and very effective because of 1ts originzlity.

"ROTH-ZANDLE BRING:® WURZE IN

ENTSCHEIDUNG" (hsth—HandleAcigarettes)

This slogan is a simple statement which can be interpreted

in a number of ways. The actual meaning, however, remains unclear.

A literal translation of the slogan would be:




ROTH-HANDLE ADDS TASTE/SPICE

P70 THE DECISION

This can either refer to the decision of smoking Roth-Hindle
or to any other decision one makes in life. It could also mean
that Roth-Fandle cigarettes add a certain flair to your smoking.

The slogzn is definitely open to interpretation.
An adequate translation into English would be: -

ROTH-EANULE ADDS A BIT

"SPICE TO0 YOUR LIFE.

The translation has kept the idea of "Wurze" or "spice". It

is, however, not a word for word rendering of the original

and still not a very satisfactory solution.
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TRANSLATION THEORY AND ITS APPLICABILITY TO THE TRANSLATION
OF ATWERTISING SLCGANS

Classical translation theory has established certain principles
for the translation of ‘poetry and other literary works. The
question arises whether these theories are also valid for the

translation of advertising slogans.

Translation consists in transferring the meaning, style and
structure of a source langrage text as closely as possible 1nto

the target language.56

fWhene"er speaking about translation it must be emphasized that it
is a "communication process, at the beginning of which there

is the original author encoding his message in the system of

signs put at his disposal by his native language, the message

is received - i.e. deciphered and 1nterpreted - by the translator
and again expressed by him in his native 1anguage, recoded " v

to bevrgid and interpreted once more by the reader of the transla-

n

tion. ‘ .

x

Many different formulations of principles and practices of tréns—
lation have been suggested' however, there seems to be no univer-

58

sally accepted theory on the subgect. The basic question ‘
underlying the theory of translatlon is the question of transe-
latability: is translation between dlfferent langusges indeed
possible or not. According to Steiner, there are two dlametrlcally
opposed points of view. The one, termed universal, holds that -

the underlylng structure of language 1is "universal and common

to all men“59 and that dissimilarities between languages are

only superficial. Pranslation is possibe because all languages
have the same elementary universals and cormon pr1ncxp1es of

being. 60

The opposite view on translatability is called “monadlst“ It holds

that real translation is impossibe because a word in one language

i
,
¥
v
i

T gt




can never actually mean the same as it does in another.
There can never be total equivalence - associations and mental
images‘are closely linked to .a word and differ from people to

people.

languages are regarded as structures which are entirely different

from one another. There is no such thing as translation. "What
passes foritranslation is a convention of approximate analogies,
.a. rough-cast similitude, just tolerable when the two relevant
languages or cultures are cognate, but altogether spurious when
“remote tongges and far-removedysénsibilities are-in =

. )
question. "

- kg
3

To a ceriain extent, however, the monadist point of view is absurd.

As we have seen, translation is a communicative process - to

dismiss translation as an impossible process would mean that
communication as such is impossible.
‘"We do speak of the world and to one another. We do trans-
+ late intra- and interlingually and we have done‘SOVsince%fhé

beginning of human history. The defence of translation has the .
immense advantage of abundant, vulgar fact. How could we be
sbout our business if the thing was not inherently feasible,
ask Saint Jerome and Iuther..."  Nabokov feels thati it is
absurd to disniss the validity of translation jﬁft because it

is not always possible and never really perfect.,

In The Art of Translation Savory states that translation is

1hdeed possible tecause of the equivalence ‘that lies behind the
64 :

different werbal expressions.

Tﬁe argument should not evolve around translatability as such,
but rather around the degree of fidelity the translator has
to pursue in his work .65 Thug, translation has been bvasically
divided into three classes:

1) Metaphrase

é) Paraphrase

3) Imitation




can never actually mean the same as it does in another.

There can never be total equivalence - associations and mental
images‘are closely linked to.a word and differ from people to

people,

languages are regarded as structures which are entirely different
from one another, Theré is no such thing as translation., "What
passes for'translation is a convention of approximate analogies,
<& rough-cast similitude, just tolerable when the two relevant
languages or cultures are cognate, but altogether spurious when

remote tongues and far-removed sensibilities are in
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To a certain extent, however, the monadist point of view is absurd.
AS e have seen, translation is a communicative process - to
dismiss translation as an impossible process would mean that
communication as such is impossible. -
"ye do speak of the world and to one another. We do trans~
. late intra- and interlingually and we have done so since the
beginning of human history. The defence of translation has the .
immense adventage of abundant, vulgar fact. How could we be
about our business if the thing was not inherently feasibie,
ask Saint Jerome and Iuther..."” 2 Nabokov feels that it is
absurd to dismiss the validity of translation just because it

is not always possible and never really perfect.

In The Art of Translation Savory states that translation is
indeed possible because of the equivalence that lies behind the
64 S e

different verbal expressions.

The argument should not evolve around translatability as such,
tut rather around the degree of fidelity the translator has
to pursue in his work 65 Thus, translation has been basically
divided into three classes: '

1) Metaphrase

é) Paraphrase

7) Imitation 66




“Metaphrase is a strictly literal, word for word and line by line

67

translation from the source language into the target language.
Paraﬁbrase is a type of translafion which aims at a close and
faithful rendering of the oriéinal work. It is, however, not

a word for word translation. The sense of the original ie .

more strictly followed than ité‘wofds.éa

Imitation is a recreation of the orlginul rather than a trans—‘
lation. The translator is not restrlcted by structure or form. He
is interested in rendering the splrlt and the meaning of the original by

69 70

creatirg a version of his own.

All translations are basically concerned with a faithful rendering
of the original text. To what degree, however, the translator |
can achieve that faithfulness does not alone depend on his

skills but to a large extent on the type of source language text.
There is a multiplicity of diverse texts, ranging from poems

to prose works and scientific and technical documents. Each

type of text has its own characteristics and the translation of

every one of these text types has its own difficulties. A

I. Pinchuck basically distinguishes between two types of “documents,
between aesthetic and service texts. Aesthetic works include
literary woerks such as poetry, fiction, drama and. belle-lettres,
and service texts include all the works whlch do not f£all into

the first category. Scientific and technical texts are all service
texts, . but service texts are not always s01ent1f1c and technlcal.72
Advertisements are service texts. Pinchuck remarks: "“Some serv1ce
texts use the techniques of persuasion or seek to arouse emotions,

as with publicity material...”- 13

In the translation of advertising slogans, how the specific
advertisement is written is often more important than what it

is about. To 2 certain extent, this is also true for the trans-
lation of poetry and other literary works, whereas, in a scien=
tific and technical translation it is the message that”is'impdr::
tant « the way in which this unessage has been written generally

plays a minor role.




The'translafion of advertising slogans seems to have a special
place within the bounds of translation theory. There are no hard
and fast rules that apply specifically to the translation of ad=
vertising slogans. The nature of the slogah itself determines

fn what way it has to be translated to achleve the de31red effect.

4

As previous examples have shown, all three “classes"‘of translation,

namely, Metavhrase, Paraphrase and Imltatlcn can be applied in the

translatlon.of advertising slogans.

Although a word for word translation or metaphrase may often result'
in a‘diSﬁorted, 1nconprehensible and completely unimaglnative
message, there are, however, some advertising slogans which can

e 11terallJ translated without losing their effect and w1thout
destroylng {their persuaS1ve element. The prevxously mentioned
‘slogan, "Think Thin", can easily be translated into German by

®Denk Dunn". This is an example of a word for word translatlon

where the effect of the original version is in nO‘way lost. The same
applies to the slogan, vp Diamond is forever" and its translatlon,
"Ein Diamant ist unverganglich."

Paraphrase is another form of translation sometimes used in. the
translation of advertising slogans. It attempts to obtain a close

rendering of the style and meaning of the original without

- "distorting" the target language tezt The PLAYERS slogan

for example: "Some things in 1ife have a special quality",

wag paraphrased in the German translatlon-”"Manchnal bietet Ihnen

das Leben etwas ganz Besonderes” .

It is a relatively close translation of the original, although

far from being a word for word translation.

Tmitation seems to be used fairly often in the translation of
advertising slogans. It is often the only way to achieve an
adequate and effective translation. The translator is noi

yvestricted by the words or the structure of the original slogan
and can make use of his creative skills. In casgs of "untransla—

tability" (e.g. Bitte...ein Bit) it is best to vreate a completely

b




new slogan which should be as effective and persuasive as the

original,

Thus, metaphrasing, paraphras;ng, imitation and "creation" are
all applled when translating advertising slogans. The nature of"

the~slogan mainly‘determines which approach is to’be~used.

» 3

Translatlon theory is ba81cally cotricerned with- the faithful réne”

dering of a source language text and the achievement of an almost
exact equivalent in the target language. This, however, is e b
always required in the translation of advertising glogans where
the emphasis is solely on the eff ectiveness of the slogan, i. es

where it is not important whether the meanlng or the or*glnal

_words are retained or not. The essential thing is for the advertl—
sirg slogen to attract the attentlon of consumers and to persuade

them to buy'the advertised product.




CONCLUS ION

The translation of advertising slogans poses gseveral problems

to the translator. Wherever a slogan is based on stylistic—

lingulstwc techniques such as rhyme, rhythm, play on words, 1d10ms

‘ and others, the translator has to meke u 2 of his own creatlve
skills to achieve an adequate, effective and persuasxve recreation 7
of the original advertising slogan. Very of ten, he is faced with
the difficulty of having to adapt his words and ideas to ‘the
§1lustration of a specific product and is thue hampered in his

creative originalitye.

An additional difficulty arises from the fact that countries not
only differ in respect of languages but also in respect of customs,
habits and culture. Thus, a slcgan which is e?fectlve in one country

may prove‘to ‘be completely unsuccessful in another.
The use of loan words adds another problem to the translation of
advertising slogans since they have a specifjc value in one language

which they often do not have in ancther.

There is no specific rule or theory which couid be appiied’to fhe'
translation of advertising slogans. The three basic classes of ‘
translation laid down in translation theory, namely, metaphrase,
paraphrase and imltation are all applicable to the translatlon

of advertising slogans. Which of the three ‘classes is to be an lied

in the translation-of the slogan depends on the nature of the

slogan itself.

The translator should, however, remember that it is the Yasic
function of a slogan to persuade people to purchase a Specific
product and that this is achieved through certain lingulstic
techniques and through appeals to our subconsolous needs. It 1s :
therefore sometlmes better to create a completely new slogan and
to capture the spirit of the message then to give a close and
ineffective translation of the original which mlght lack’ the per-
guasive element of the message. The faithful renderlng of the
original is generally of minor importance. It is the effect of . the

slogan that counts.
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