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ABSTRAKT

Tato bakalska prace se zabyvdgkladem reklam, zejména pakeposem a adaptaci
reklamnich slogainz anglického déeského jazyka.

Teoretickacast popisuje technikyipkladu, stylistické progtdky a znaky, které byly
pouzity v korpusu slogdin a rekteré zakladni informace o reklamnim textu.

Praktick&tast obsahuje corpus 39 paeklamnich slogahand jejich analyzy.

Klicova slova: reklamni slogan, reklamni texteldad, pgenos, adaptace, stylisticky

prostedek

ABSTRACT

This bachelor thesis deals with translation ofeatising, particularly transfer and
adaptation of advertising slogans from Czech taliEndganguage.

The theoretical part describes the techniquesranistation, stylistic devices and
features which were used in the slogans of theusognd some basic information about
advertising text.

The practical part consists of the corpus of 3Bspaf advertising slogans and its

analysis.

Keywords: advertising slogan, advertising textnsgtation, transfer, adaptation, stylistic

device
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INTRODUCTION

The topic of my bachelor thesisTisanslation in Advertising: Transfer vs Adaptation.
| chose this topic because | am interested in adugy, and translation is something what |
want to deal with in the future. Within my analysihave to find out which types of
translations or adaptations are used in advertisiogans which are transferred from
English language to Czech language.

In my bachelor thesis | deal with advertising sllagand its function, how slogans are
usually translated from English into Czech, diffexes between Czech and English
advertising language and the use of stylistic d=vin advertising.

In the first part of theoretical section | mentisome general information about
advertising text. It includes a style of advertisand typical features of the style, reasons
why advertising text is so catchy and where we ro@et it. It is also important to know
something about participants of advertising.

In the second part of theoretical section | de#h wtylistic devices and features which
are necessarily used in advertising slogans fahaag attention.

Last theoretical part is about types of transtatiich are used in advertising slogans
of my corpus.

In the practical part | analyze 39 slogans whiatrenvtransferred from English to
Czech. My analysis is divided into 6 groups acamydhe common features of Czech and

English slogans.
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1 ADVERTISING

All people should ask what is advertising. It isused by the fact that we are
surrounded by adverts everywhere and everyday. &k if as something natural. It is
possible to find advertising text in lots of placeéhe most frequent ones are in
newspapers, magazines and between programs onGoddard, 2001, 5) However, we
can also find it during commuting to school or jabpus stop and in bus itself, along roads
and lots of places we do not realize. Due to frequeof advertising occurrence we
perceive it unconsciously.

The aim of advertising text is to force us to e#pand remember catchy words and
phrases. This text plays with not only words amkestbut also with our perceiving of the
words. It provides us with information on the stywe are influenced, society we live in,

and also on us ourselfihejrkova, 2000, 10)

1.1 Advertising Slogan

Advertising slogan is a “short statement on whabmpany or brand stands for” (De
Mooij, 2004, 188) There are long-term and shontteslogans. It depends on success of
slogan. If a company creates a good slogan, itnepresent it for many years. It is very
important to have one slogan that functions forsdime because it becomes synonymous
with the name of product. If a slogan seems lefeidfe after some time, it will have a
short lifetime. Advertising slogan is a specifiarfo of advertising. (Crha, #Zek, 2008,
127)

1.1.1 Function of Advertising slogan

The main task of slogan is not to amuse, to slwwdk make somebody laugh but to
remind, to offer and to sell something. Of coursean use humor and other emotions but
it has to serve to the main task. (Crha&jzkkk, 2008, 127) According to another source
primary function of slogan is to persuade peoplduyg some product. However, it also
offers values, supports attitudes, creates relsliipnand warns of a danger. Most of
slogans want to evoke contentment, smile and lai@@hejrkova, 2000, 12)

There are a lot of definitions of slogan’s funatibut they have always one common

aim of slogan and it is to sell a product.
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1.2 Style of Advertising

Jiii Kraus claims that some features of advertising &&e connected with artistic
style. They both create a new association and esigghdormal and semantic part of
language. Advertising style prefers direct useasilaetical features. (iimejrkova, 2000,
17) On the other handmejrkova wrote that to classify style of advertisinas not simple.
There are some features of spoken language, patidistyle, scientific and artistic style.
Nowadays, style of Czech advertising is rather ndgh as publicistic style which has a
function of appeal and persuasi@inejrkova, 2000, 23)

As far as style and genre of advertising it isdgterent from other functional styles
mainly because of the fact that each advertisermeitates various types of discourse.
Therefore, it is difficult to define its style. Adtisements borrow a lot of features from
different discourses. For that reasons they mighienhave its style (Cook, 2006, 33-34)

It is visible there are lots of definitions of amltising style but they all have one

common feature; advertising style is a mixturelb$iyles.

1.3 Participants of Advertising Communication

There are a lot of terms for advertising partioiga Writer and reader, addresser and
addressee, sender and recipient and other termd beufound in different books. In
English slogans they are usually expressed expliby personal pronouns “You” and
“We”. However, the Czech slogans use both expéinodl implicit utterance. It is given by

the fact that Czech language is inflective.

1.3.1 Sender

A sender is usually represented in a slogan bgpqamos “We” and “I”. (Cook, 2006,
203) It tries to impress face-to-face communicatod to be closer to a recipient. Sender
could not watch reaction of a recipient. He onlgmases who is a recipient and according
to his assumption he creates a slogan. Sendewohaddtess mass audience but a slogan

should imply that a statement is only for hiidr(ejrkova, 2000, 29)

1.3.2 Recipient

Pronoun “You” in slogans appeals to recipientsodk; 2006, 203) In advertising
discourse recipient is a passive participant. B@tion is not visible explicitly but through
amount of sold goods. Recipient has to believe #uertising addresses to him and it
knows his identity. (mejrkovéa, 2000, 30)
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2 STYLISTIC DEVICES

“It is a conscious and intentional literary usesofme of the facts of the language in
which the most essential features (both structamdl semantic) of the language forms are
raised to a generalized level and thereby presgeharative model.” Stylistic device can
be regarded as a special code (MisSikova, 2003, 9)

They are often used in advertising slogans t@acitittention. English slogan creators
seem to use these devices much more often thadzbeh ones. It is visible in my corpus
of slogans where about 90% of slogans are creaitbdtne help of some stylistic device.
At the same time, only 40% of Czech slogans useetdevices. It can be caused by the fact
that advertising has a short tradition in the CZRepublic. This branch started functioning
after The Velvet Revolution in 1989 while in Amexidt has gone about 100 years ago.

Consequently, we have to learn a proper advertisiegtion.

2.1 Phonetic level

“This is the way a word, a phrase or a sentencead® The sound of most words
taken separately will have little or no aestheatue. It is in combination with other words
that a word may acquire a desired phonetic effddbivever, perception of all sounds is
very individual and it depends on everybody hovetd each sound. (MisSikova, 2003, 90-
92) Phonetically created slogans are regardedghdyteffective.

2.1.1 Alliteration

It is very often occurring device in advertisinggans, especially in English ones.
However, we can not say that it does not existaadh language. Alliteration can be found
in very old Czech literature but as far as advegiggenre it is much more typical for
English advertising.

There are a lot of definitions of alliteration bese it is one of the most spread devices
and it could be recognized by common people whonateinterested in advertising and
literature.

MisSikova claims following about alliteration: “[Weration is] a phonetic stylistic
device which aims at imparting a melodic effecatoutterance. The essence of this device
lies in the repetition of similar sounds, in pastar consonant sounds, in close succession,
particularly at the beginning of successive wordaie also divided alliteration into two

groups. The first one isontinuous alliteration which is typical for this structure ( x x X X
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) and it is visible in the slogan on Toyofeoday, Tomorrow, Toyotal he second one is
transverse alliteration ( x y x y) which could be found in the slogan oivéa for men:
What men waniMisSikova, 2003, 93-94)

On the other hand, advertising text experts Crhd Kiizek wrote this about
alliteration: Alliteration results from repetitiaof the same letter or sound at the beginning
of each word. It is always very pleasant for peaplears in slogans. It is a very good
device which makes a slogan special. Alliterationtabutes to remembering both visual
and acoustic form of slogan. Moreover, there issility to give to a slogan peculiar
graphical form. (Crha, Kzek, 2008, 137)

2.1.2 Rhyme

It is generally very frequent phenomenon in adsmg. In Czech slogans it has
occurred from the first half of twentieth centurjn@n small businessmen placed a table
with the slogan in front of the shop. It is trudlzdt time these businessmen had to create it
on their own. Actually, it is the first catchinguwdee used in Czech advertising. Maybe it is
the simplest device. If we tell advertising amateucreate a slogan, he will probably use a
rhyme. (Crha, Kizek, 2008, 135) In English slogans a rhyme is usadh more often than
in Czech ones. It could be caused by the factEhgtish has more one syllable words and
it is simpler to create a good rhyme.

This type of slogan is typical for children’s poats. Children get used to rhyme in
songs and poems. They can easy remember and rgpead usually influence their
parents to buy a product.

Here is one of many definitions of rhyme: “The e#fion of identical or similar
terminal sound combinations of words. Rhyming woads generally placed at a regular
distance from each other. In verse they are uspédiged at the end of the corresponding
lines. Identity and particularly similarity of sodircombinations is relative.” (MisSikova,
2003, 95) She also divided rhyme into these groups:

Full rhyme is the best possibility for advertising slogan dese it is the most
memorable one. This type of rhyme has identicalelamd following consonant sounds in
the last syllables. It is for example this slog&u well, go Sheland Czech oneKdyz
nevite coby, najdete to v OBinother onejncomplete rhymeor half rhyme, is divided by
MisSikova into several subgroups. First of &lbwel rhyme needs the same vowel in

rhyming words and consonant is different. It isibles in this sloganEerything we do is
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driven by youThe second oneonsonance rhymghas a concordance in consonants. As

for example the slogaWwhat men want

2.1.3 Rhythm

“The notion of rhythm involves some noticeable révieappening at regular intervals
of time.” We can feel and hear rhythm every daygolild be a heart-beat, flashing light or
music. (Roach, 2000, 134) It is often used in lagguof advertising for stimulation of
creative thought because “rhythmic language haswegul emotional and mnemonic
effect” (Cook, 2006, 125) and due to it slogan mrenmemorable.

In English slogans rhythm occurs more often tha@ziech ones. It is possibly caused
by the fact that English language has more onealsgllwords and most of slogans are
created only with these words. If English slogaeators use this type of slogan where
stresses alternate each other, perfect rhythnbeiliere. It is visible in these slogans:

Tix takes out what life puts in;

Go well. Go Shell;

The best a man can get

Roach claims that English speech itself is rhytlaniRoach, 2000, 134) Therefore, it is
not difficult to use rhythm in English slogan.

As far as rhythm in Czech slogans, it occurs less®ause Czech language has longer
words and stresses are placed regularly on fillstdg. Cmejrkova, 2000, 60) However, it

is possible to find slogan where perfect rhythmsed:Co den dal, Tix si vzal.

2.1.4 Pun

“Another stylistic device based on the interactantwo well-known meanings of a
word or phrase.” (MiSSikova, 2003, 17) This typettod pun is based on polysemy. It can
be found in this slogartiave a break. Have a Kit Katyhere the phraseave a breakas
the first meaning ohave a restand the second one lmve a piece of chocolate off
Another type plays with two words of different mesgs, these two words, however, have
the same sound. This pun is based on homophonyd@ad, 2001, 127) It is often used in
the Czech slogans where the homophone is usuakyert by the name of brand:
Aby Vas motor skie Shell,
Nech se West.
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2.2 Intertextuality
“The way in which one text echoes or refers toth@otext.” (Goddard, 2001, 126) It

is frequantly occurring phenomenon in advertisinggans but it is very difficult to
recognize it in foreign slogans. It is necessarkriow the culture of specific country. In
my corpus | have recognized only intertextualityl @nis the slogan on Dov&eauty has
no age limitwhich refers to the name of American book for agevomen. However, this
fact was not recognized by Czech advertising credtecause Czech slogan is translated
semantically.

Notwithstanding, this type of slogan creation éyweffective because slogan creators
use the text which is established. Therefore, as so difficult to remember it. People
have this trace in the memory and if they get cohae, they will feel clever. On the other
hand, for those recipients who do not recognizeaaigynal text, it is effective too because
they may ask others. And talking about slogansnis of the main aims of advertising.
(Goddard, 2001, 51-52)

Guy Cook divided intertextuality into two grougstra-generic intertextuality and
inter-generic intertextuality. The former means that one slogan refers to anathe.
Several years ago it often appeared in slogansvalsrwhen one company parodied its
competitor. Nowadays, when advertising discourseitsahistory it is used only to attract
attention. “The later contains the voice of a ddéfg genre, as when an ad evokes
knowledge of a film or story.” (Cook, 2006, 193-194

2.3 Authority (professional) Reference
It means that slogan is supported by a famous rmam®rds that refer to some profession.
It is visible in these slogans:
Professional hair care;
The Maku-up of Make-up artists.

It is better to use these general references ttarconcrete name because concrete
people and fairytale characters are ageing andha@réashionable after sometime (Crha,
Ktizek, 2008, 142)
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2.4 Grammar features

Specific grammar features are inseparable pastagfans. Not only catching devices
but also grammar can be means of attraction. Ifiquas, capitalization and negatives have

the right use, slogans can achieve high effects®ne

2.4.1 Pronouns

Possessive and personal pronouns are used iniaohgediscourse more often than in
other discourses. It is cause by the fact thatetipeenouns shorten distance between and
advertising and recipient.

The most powerful ones are pronowm and your because they suggest personal
relationship. The sender does not know who is gpiet. However, the recipient has to
think the text is addressed only to him. In Czexstglage these pronouns can be expressed
by the use of more polite form and they are writtgth the first capital letteMy, Vas
Therefore, Czech slogans created with the helphnede pronouns are more striking than
English ones.{mejrkova, 2000, 148)

Another often used pronoun in slogan¥\s.In English slogans this pronoun must be
expressed explicitly only. However, in Czech we asme both variants, explicit and
implicit use. Cmejrkova, 2000, 149) It is cause by the fact thaedd language is
inflective. It is visible in these slogans:

Everythingwe do is driven by you - VSechno, céidine, ridite vy.

2.4.2 Capital letters

Capital letters are parts of graphology which I tstudy of writing system.
(MisSikova, 2003, 86) This phenomenon is calledtabpation. There are two types of it.
First one,initial capitalization, has emphatic effect because it looks like a meadAll
words have an initial capital letter to point outaning of every word. However, it is
typical for English language only, in Czech it wablde felt as something unnaturglll
capitalizaion is used in advertising slogan for similar readbmll letters in a slogan are

capital, it is more probable we will mention itafslationdirectory)

2.4.3 Negatives
Sometimes it is possible to use negatives withtipesmeaning. Firstly we can use
two negatives which emphasize positive meaning stitement as for example in slogan

on Adidas:Impossible is nothinglThere is also only negative with positive meanifidgne
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negation plus noun or adjective serves to exprepssitive evaluation of a person or
phenomenon.” (MisSikova, 2003, 70) However, in atisieg slogans negatives are used

sparingly because it is very important for a sloggahe positive.

2.4.4 Passive voice

It is very often occurring phenomenon in Englisinduage, therefore, there is no
wonder that it could be found in 70% of English edising slogans. It is a good way how
to solve problem of long structures. On the othamchit almost does not occur in Czech
slogan. If it is used there, it is perceived as aitring unnatural and it is mostly proof of
not very good translation. It is visible in the gdmkrasa neni limitovanaskemwhich is

not typical Czech construction.
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3 TRANSLATION

“Translation is an activity that is growing phenemally in today’s globalized world.”
(Hatim, Munday, 2004, XVII) This statement is véypical for advertising because adverts
are mostly international and sometimes it can bg dédficult to translate it. Translators
have to respect not only meaning of slogans itselfthey should take into consideration
also culture, history, people’s needs and moteed,general rules of language. If they will
respect all these points, they will develop effestiadvertising slogan. However,
advertising is very young branch in the Czech RépuBdvertising creators seem to be
afraid of making some special construction. Themfahey mostly prefer the use of

evoked or semantic (literal) translation.

3.1 Semantic (literal) translation

This type of translation is usually described asdafor-word translation. It means that
target text uses equivalent words of origin textisTtranslation is acceptable between
languages which are close but it is not common wlaaiguages are distant. (Hatim,
Munday, 2004, 11-12) Since the Czech is Slavomguage and the English is Germanic
one, semantic translation should not be foundandiation between these two languages.
Nevertheless, this type of translation is very mftised in Czech translations because it is
the simplest type.

As far as a translation of advertising slogansyas#ic translation is the most often
used method in Czech language. “A literal transtatis often not a good solution,
precisely because of the independence of languatjewdture.” (De Mooij, 2004, 188) We
can meet with this translation in Czech slogansnipadecause of the short advertising
tradition in this country. Advertising creators dot dare to devise a new imaginative

slogan which could not be independent on the cailgine.

3.2 Translation with evoked meaning

“Evoked meaning arises from dialect and registeaiation. Different groups within
each culture have different expectations about vidmrad of language is appropriate to
particulars situations.” It means that we are oftenfused by a speech which is not typical
for us. As for example baby talk, economic speechve can be unused to teenager’s
speech. In some cases translator has the diffiask when he has to transform a speech

into understandable form according to target grgBpker, 2006, 16-17)
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In advertising slogans, which are translated fienglish into Czech language, this
translation is used quite often but according tocmrpus the use of it is not very effective.
Sometimes it makes a slogan less imaginative andetlicit. It is visible in these
examples:

Two For Me. None For You - Twix. Twix. &ycinky v jednom;
It's time for real - KdyZ je chiskutena;

Every little help - S ndmi uséte.

3.3 Translation with respect to culture

“Advertising is not made of words, but made oftard.” It was revealed at the turn of
the century when standardized global advertising fwand as not very effective. Not only
languages but also values and needs of customeysfrean country to country. Other
cultural differences contain “symbolic referenag;luding myths, history, humor and the
arts.” These are called schemata and they have tnboded for a good adaptation. (De
Mooij, 2004, 179-181) “Speakers of different langesa not only say things differently,
they also experience things differently.” Consedlyetranslators should avoid word-for-
word translation. (De Mooij, 2004, 186)

The theoretical section deals with the main toputéch are important to know for
better understanding of following analysis of adgerg slogans. Firstly, it gives
information about basic features, style and fum&iof advertising text. Secondly, some
stylistic devices and other catching features ascudbed. Finally, there are 3 types of

translation which are often used in translatioaafertising slogan.
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4 SEMANTICALLY TRANSLATED SLOGANS

Semantically translated slogans have not onlysdi@e meaning as a whole but all
words or phrases have identical meaning in botlguages, Czech and English. As for
example in the slogan on Ford all words and phrasesdenticaleverything = vSechno,
we do = co dlame, is driven by you #dite vy.This type of translation does not give a
true picture of real meaning because it does rt#cteany cultural reference and language
differences. It is visible in the slogan on Snickeéfhe phrasbave a breakncludes only
one meaning in the Czech slogan, which is the meaoi “have a rest”. But it does not
include second meaning of “have a break a pieahotolate off”. Therefore, these Czech

slogans are less effective.

Everything we do is driven by you x VSechno, coé&éme, Fidite Vy - Ford

This slogan has full semantic translation and alnatl English words are equivalent
with Czech words. Especially, the key wordsi\(e, 7idit) have the same meaning and both
evoke traveling by a car.

From the syntactic point of view there is the akpassive voice in the English slogan,
whereas, in the Czech one there is used activeewtuch is more typical for Czech
slogans. Passive voice is common in English sloganis is more common in English in
general.

Lexically, both slogans use personal pronouns #natvery effective in advertising
because they shorten the distance between adngrtgsid a recipient. They are more
polite.

From the phonetic point of view the Czech slogarampletely different because in
the English slogan there is used a half rhydeexX yod and the number of syllables in both
parts of the slogan is the same. It means thaEtigdish slogan sounds better than the
Czech one, which has no rhythm and rhyme.

This example confirms the fact that semantic et is supposed not to be as

effective as other types of translation.

Have a break, have a Kit Kat x Dej si pauzu, dej it Kat
It is complete semantic translation. Only collamathave a ...had to be adapted to
Czech language because this collocation does mgitiaxCzech, so there is used verb and

reflexive verbdej si.
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From the syntactical point of view both languagsed the same stylistic device called
anaphor. In the English slogan itHgve a..., have a..and in the Czech one thereDs]
si..., dej si...This sentence structure emphasizes the factfthatiihave a Kit Kat, you are
relaxed.

Semantically, the English slogan is ambiguous bsedhe phraskave a brealdoes
not mean only “have a rest”, but “break a piececlbcolate off‘. Unfortunately, this
second meaning is not included in the Czech oneitagdnhot as effective as the English

one.

Creéateur d'Automobiles x Tviarce automobihi - Renault

English creators of advertising slogans kept stigian in original (French) language.
Generally, it is very typical for English speakioguntries. French words evoke something
noble and imposing. Furthermore, it was not necgdsatranslate this one into English
because these English equivalents are almost ed¢m@nd all Englishmen and Americans
understand it. On the other hand Czech creatorstbatanslate it into Czech since
advertising slogans should be understandable &ad, @nd not every Czech knows foreign
language. It is a full semantic translation andinhot as effective as the original slogan
because French origin of these automobiles is igbtighted. Only the wordviirce evokes

guality of these automobiles.

Where there's life, there's Mattoni x Kde je Mattoni, tam je zivot

This slogan is interesting by the fact that ittrignslated from Czech into English
language. English slogan creators translated itaséinally but with the use of catching
device. Repetition of the phrateere’sseems to be very catchy and this is not useden th
Czech one. They also changed the position of thelstde and Mattoni. By this change
they highlighted the wortife. On the other hand, this Czech advertising empbhaghe
brand.

Professional hair care x Profesionalni pé& o VaSe vlasy - Schwarzkopf

In both slogans we can see another typical dedfiskogan creation which is known as
an authority reference. It is the wagpdofessional This word almost guarantees quality of
these products and the use of it is very effedtivadvertising. Moreover, Czech slogan

creators added possessive pronMasewhich support the fact that everybody can use
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professional products. Other Czech words are etpnvavith the English ones including
the collocationhair care which has almost the same collocation in Cz@geie o viasy)
Only structure of words is differenHowever, this collocation is more effective in the

English slogan because it is a rhythair,care)which is more easy to remember.

Icy Cool Breath That Lasts x Ledow swZzi dech, co trva a trva a trva - Winterfresh

At first sight, these slogans are semantically game but each of them was created
with the aid of other stylistic devices. In the Esig slogan there is an initial capitalization
which is very often phenomenon in English advergsit is used to catch attention. On the
other hand in the Czech slogan the wdadt -> trva is emphasized by means of a
repetition. The woraool in the English slogan is polysemantic. This woréglaot mean
only cold andchilly but it is expression afuperandgreatwhich target this product to the
young generation. Unfortunately, this second meargmot included in the Czech slogan.
We may suggest that Czech slogan creators shotildave used only Czech wolkeldow
but English wordcool because nowadays this word is quite internatiaral Czech

teenagers know the meanisigper.

Drive your way x Ridim svij svét - Hyundai

Effect of these slogans is the same because tieeyeay similar from the semantic
point of view. Actually, two wordgway, s¥t) have completely different meaning when
they stay alone but as a whole phrase these twdsnaare synonymous. This effect was
reached by the fact that the English collocatonr waywas replaced by the Czech one
Swuij Svet.

Syntactically, the English slogan has imperatitracsure. Czech creators rather used
declarative structure that is not too obtrusiveoter difference on syntactic level is the
change of person from the second in the Englisyesido the first in the Czech slogan.

At the phonetic level, the English slogan souneften because all 3 words have the
same number of syllables and position of stresBeis. phenomenon is not found in the

Czech one.

Beauty has no age limit x Krdsa neni limitovana &kem — Dove Pro-age
This slogan is translated into Czech fully sentatiiy and has the same meaning in

Czech and in English. But this slogan is typicaraple of intertextuality becau&eauty
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has no age limits famous American book for ageing women writtgnniake-up artists,
stylists and other experts. So the best possilbibiy to create the Czech slogan is to find a
Czech book with similar theme and use the namé &ut Czech slogan creators did not
know about this book, therefore, they only trareslait. So effect of this slogan is as
striking as the English one.

From the semantic point of view it was translateth the use of words with identical
meaning.

Syntactically, Czech translators changed the stramf phrase from the English one
adjective+noun gge limit) to the Czech one verb+nolimitovana wkem)because the
structure adjective+noun is not typical in Czeciglaage.

Czech creators used passive voice in the slogawekkr, it is very rare in Czech

advertising slogans. Here it is used mainly becafisbortening.

No battery is stronger longer x Zadné jiné baterimevydrzi déle... — Duracell

This slogan is translated semantically. Only ongrdsM(stronger) is transferred to
another meaning.

From the semantic point of view the Czech sloganat very effective because only
time (vydrzet, déle)s emphasized there, but the English one highligbtsonly time but
power of these batteriestfonger) In the Czech one there is no word that evokesf#uit.
The Czech slogan is not all right from the stytigioint of view because conciseness is not
kept. The wordiné is absolutely useless and makes it less effective.

In both slogans we can see indirect comparisothdnEnglish one it is mainly given
by two comparative wordgstronger, longer) and in the Czech one there is only one
comparative worddéle)but this fact is supported by 3 dots at the enth@fslogan.

At the phonetic level, the English comparison edat rhyme, while in the Czech one this
phenomenon was not reached.

The Czech translation seems to be really bad sec@aech creators only translated it

and did not try to find some special text with tang features.

Sheer driving pleasure x Radost z jizdy - BMW
The English slogan was translated to Czech larggsaghantically, because the noun
phrasedriving pleasurehas almost the same meaning as the Czech ptadsst z jizdy

Only difference is an ellipsis that was used in@zech translation. The wostheerwould
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be useless in the Czech slogan because concissnaks not be kept. But in spite of the

omitted word the final effect is the same becaush blogans emphasize enjoying this car.

The Best a Man Can Get x Pro muZe to nejlepsi - Gafte

This Czech slogan is typical example of the fhat semantic translation is not always
the best choice. The Czech slogan is without aegtre idea and without stylistic features
used for catching attention. On the other handh@&English slogan it is possible to find
perfect rhythm. All English words have only onelalyle which is very pleasant to hear and
people can remember it much more quickly.

Moreover, the use of articles in advertising sfogavery catchy but it is not possible
to use something similar in Czech because artaasot exist in Czech language.

From the graphetic point of view, another strikithgvice is capitalization, which is
very often occurring phenomenon in English slogdhsfortunately, this device was not
transferred to Czech slogan. Consequently, theigingine is more catching than the

Czech one mainly because of better selection oflsvor

Maybe she's born with it. Maybe it's Maybelline x MoZna se tak narodila, mozna je to
Maybelline

The Czech slogan is a full semantic translatiorthef English one. However, it is
typical example of the fact that semantic transfais not always good choice. The Czech
one does not include the main catching feature@tnglish one which is the wonaaybe
This word is not used in the English slogan becadises meaning, but due to the fact that
maybeis the part of product’s name. By the use of a Boglish creators reached the
highlighting of this brand and it is pleasant te fi@s text as well as listen to it.

Nonetheless, this effect is not achieved by thecBzslogan. It is only sentence

without any catching device and it is not so sivikas the English one.

Semantic translation is the most often occurrihgrmenon in Czech advertising.
My corpus of slogans makes 39 slogans. This trdosl#s used in 12 of them, which is the
most numerous group in my analysis.

It could be caused by the fact that advertisingnbh is not very developed in the
Czech Republic. Czech slogan creators, in mosscasdy translate slogans word by word

and they do not think about covered ideas there.
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5 SLOGANS ADAPTED TO CZECH WITH THE USE OF THE
SAME CATCHING DEVICE

Here Czech slogan creators used the same catdbinge and usually the same main
thought of slogan but not identical words and dtrec of slogan. This adaptation mostly
attracts attention of the same target group. Maggosonstructions with catching device

are very well memorable.

5.1 Phonetic devices

Phonetic catching devices are suggested the rfiestiee devices. Pleasant words and
sounds can influence even recipients who do notvshterest in a product because they
remember the slogan easily. Very pleasant word$aneophones, especially, when they
are created by the name of brand. Homophone reygsefee hame and also another word.
Rhyme and rhythm is pleasant and catching as whdliteration is very effective.

Unfortunately, it is not often used in Czech slagan

5.1.1 Slogans based on homophony
Go well. Go Shell x Aby vas motor dobe Shell

From the lexical point of view the English slogarnan imperative sentence which is
not often used in Czech language, however, it issrappealing to recipient.

Both slogans are created mainly phonetically lagheof them uses different stylistic
devices.

The English slogan is based on a full rhymell, shell)with the same number of
syllables and stresses are set in the same plaesifucture emphasizes the fact that you
can go well only if you use the Shell oil.

Czech advertising translators wanted to keep éimeesidea. Nevertheless, they used
another stylistic device which is known as a pumsType of pun is based on homophony
with the use of homophone®l - shell It means that an effect of these slogans is very
similar because the key wofo in the English slogan evokes some movement asasell
the Czech word/otor.

Consequently, the Czech slogan was adapted tohClaeguage with the use of

linguistic device of the same nature.
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Let’s go West x Nech se West

This slogan is fully adapted to Czech languagseéms to be a very good adaptation.
Both languages use the same phonetic featuresedinsnthese slogans have the same
number of syllables and stresses, which have, mergthe same position. Consequently,
these slogans have an identical rhythm.

The English slogan is typical example of cultuefkerence where the woklfestdoes
not mean only the brand of cigarettes but it inekighart of America, which is almost
untouched and hence it evokes freedom. Every snuaesay that the word “smoking” is
nearly synonymous with “freedom®. This effect caat lbe used in the Czech slogan
because west of The Czech Republic does not evade fgelings.

Therefore, Czech slogan creators changed thesteudut they kept the wokVestat
the end of the slogan and they created a pun vathophonous verlvést The effect of
these slogans is quite the same because the geoidm the English slogan evokes the

move as well as the Czech wavest = vést.

5.1.2 Slogans based on rhyme and rhythm
Nicorette, nicorette, you can beat the cigarette! Misto cigaret — mysli nicorette

At the phonetic level both slogans are based gmet{Nicorette — cigarette)in the
English slogan the worNicoretteis mentioned twice because of better rhythm infitis¢
part of slogan. Another reason for repetition aé tivord it sounds like chant on some
strike.

The Czech slogan could not be translated sem#ptimecause Czech creators wanted
to use the same device to catch attention andatime shyming words. If they translated it
semantically, there would not be rhyme because ICzEmguage is inflective.

Consequently, they adapted the slogan to Czeclidayggwith the same main idea.

What men want x muzi W&di, co chgji - Nivea for men

It is suggested this slogan is transferred to B2anguage very well. The main idea
and half rhnyme were retained. Czech creators tite@ddapt it to Czech and not only
translate it. However, the English one looks betemcludes not only rhyme but good
rhythm, where all three words are monosyllabic. #heo advantage of this slogan is that

the wordswhat andwantare not only rhyming but they sound very similan tBe other
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hand the additional wordedi in the Czech slogan is used intentionally, becalssses

their self-confidence.

TIX TAKES OUT WHAT LIFE PUTS IN x co den dal, TIX s i vzal - TIX

This slogan seems to be a very good adaptatioh.oNly that a basic meaning of
slogans is very similar but Czech creators useddnee stylistic devices to catch attention
of recipient.

Both slogans are created phonetically. The English has a perfect rhytm because all
words have only one syllable and the same posdfastresses. The same phenomenon is
visible in the Czech one. Moreover, both slogangetanother phonetic feature, which is
full rhyme in the Czech one, and the use of theesaounds in the first two wordks, ks)
in the English one.

From the graphetic point of view the English o full capitalization in the slogan
while in the Czech one this phenomenon is visilbly on the wordix. It is supposed to be
better because the main aim of advertising is tphesize the name of product.

At the lexical level it is possible to see two opjpe wordgin, out)in the English one
and in Czech ongdal, vzal) This device is very striking but English, out is more
emphasizing than Czeclal, vzal.

These both slogans are very effective, even thoeggth of them uses the same as well

as different catching devices.

Milky Way today - at work, rest and play x Milky Way a s ni se si

Both these slogans are created phonetically becthusy create a rhyme. Czech
creators adapted this slogan to Czech with chahgeeaning because they wanted to keep
rhyme which is very important in this case. Thislsgan for children and children do not
think about meaning of text but they are able tmember rhyming text. Consequently,

Czech slogan seems to be very effective becausasitreated with respect to target group.

5.1.3 Alliteration
Today, Tomorrow, Toyota x Nic neni nemozné - Toyota

Semantic meaning of Czech slogan is completeferdifiit than the English one which
evokes the fact that Toyota is the car of future.t@e other hand the Czech slogan tries to

put up self-confidence of potential Czech ownershsf car.
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From the stylistic point of view, Czech creatoranted to retain the same device to
catch attention. Therefore, they used alliteratiust,with different letter (not “T* but “N*).
In the English it is possible to find there anotrstylistic device known as initial
capitalization which points out the name of thisdarct. However, Czech creators used
different catching device, when they placed to ghigyan three negations. It underlines the

positive meaning of this slogan.

Phonetic devices are the most often transferradcele From 11 slogans of my
corpus, which was created with the use of the saatehing device, 9 slogans were created
with the help of phonetics in both languages. lldobe caused by the fact that these
devices are regarded as highly effective becauseameremember it unconsciously. We

usually listen what is pleasant for our ears withiotention.

5.2 Professional reference
The Make-up of Make-up artists x Make-up maskeéi filmovych hvézd - MaxFactor
Common feature of these slogans is the use ofséimee device which is called
professional reference. But the professional inEhglish slogan is different than in Czech
one, which means that people can find here cultueédrence. The English slogan
emphasizes the fact that this slogan was creatagdyartists of make-uagnd all people
know that every woman wants to afford somethingispe
The same effect is reached by the Czech slogaty @mother professional is
mentioned there. Professional of make-up artisepaced by film star. It is changed
because we can not imagine any make-up artistaltieetfact that in the Czech Republic
make-up brands almost do not exist and Czechsdifith star more attractive. Another
reason for substitution is repetitioNd@ke-up, Make-up In English slogans it is used on

purpose to catch attention, while in the Czechatagwould sound unfittingly repetitive.

5.3 Specific jargon
Hungry? Grab a Snickers! x Mas hlad? Jdi do snickes - Snickers

The English slogan is transferred to Czech languag only with the same meaning
but with the same style. At first sight teenagegga is used in both slogans. It means that

Czech creators focused on the same group of pesdinglish creators. In the first part of
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the English slogan this style is recognizable adiogrto type of question where a verb and
a subject are omitted. On the other hand this Cpéchse is on standard level of Czech
and colloquial features are used in the secondgbadine slogan.

From the lexical point of view the wof@rab was adapted to Czech language. Czech
creators used equivalent colloquial collocation alhis typical for Czech teenage(sli
do...)

Both slogans have the same effect mainly becaudeaise of the same style. This is

given by the same target group.

This group of slogans is the second biggest aom fmy corpus. It is not very simple
to create this type of slogans because sloganocselaave to harmonize the same catching
device and close meaning in order to reach sireili@ct of slogan. These slogans are very
effectively accepted by recipients. They have thdita to influence our subconscious
mind because we can remember it unintentionallyer@lore, it is one of the best

possibilities of slogan creation.



TBU in Zlin, Faculty of Humanities 32

6 TRANSLATION WITH EVOKED MEANING

English slogans are usually very implicit and has@vered” meaning. It means that a
true meaning is hidden in slogan and we have w ifinit forces recipients to think about
real meaning of slogans. Unfortunately, this fumttof slogans is not often transferred to
Czech slogans, as is visible below. Czech slogeatars found the main thought of slogan
and they created slogan that explains the meariiggglish one. They used this sentence
as a Czech slogan. Slogans, which are created ibytdbhnique, are too explicit and

recipients need not think about them.

It"s time for real x KdyzZ je chut’ skute¢na - Hellmanns

The Czech slogan has evoked meaning of the Engl&h The meaning, which is
directly expressed by the Czech one, is evokedbyEnglish slogan. It is a pity that our
slogan is too explicit and clear. On the other hdnr@dEnglish one is very imaginative and
it forces us to think about this product. And intswf the use of the same key wdrdal),

the Czech slogan is not as effective as the Enghigh

Beanz Meanz Heinz x Obyené &ci. Neobyejné dobré — Heinz

This English slogan was fully adapted to Czeclglage, not only with respect to style
and language but to Czech culture as well.

Stylistically, in the English slogan initial cagiization and alliteration is used for
catching attention. A result of it there is intem@l mistake (letter “z“ instead of “s®).
While in the Czech one another stylistic devicattpact attention is used. It is known as
oxymoron because two contradictory wodby‘ejné, neohyejne) are usedhere.

From the cultural point of view value of beans imlave been adapted because in
history meals from beans were very cheap and hinsestill regarded as food for poor
people. By this slogan this presumption was ovegom

Effect of both slogans is very similar but the Estgslogan emphasizes the fact that
only Heinz beans are the besthile according to the Czech one these beans atg ia
could be caused by the fact that the Czech slogennet created only for beans but for all

Heinz products as for example ketchup or mayonnaise
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Every little helps x S nami uSetite - Tesco

The Czech slogan is evoked meaning of the Engligh The English one seems to be
much more imaginative. It forces people to thinkaththis hypermarket. People want to
know what little help they can find there. Howewe Czech one is without creative idea,
it is only simple declarative sentence and Czedpleeneed not think about it, they only
say: ,yes, it is cheap market as well as any dther.

Czech creators wanted to adapt it into Czech laggsimply; nevertheless, it could be

better to translate it semantically.

Two For Me. None For You x Twix, twix. DW ty¢inky v jednom

This slogan is fully adapted to Czech languagee Hnglish slogan is more
imaginative and it forces recipients to think abpuduct. On the other hand the Czech
slogan is an utterance of the English one, and &ni idea that is evoked by the English
one. The Czech slogan is too much clear and ngt eféective. It could be better to use
only the first part of sloganTvix, twiX because it itself evokes the number of bars.

At the graphetic level in the English slogan thisrased an initial capitalization which
has emphatic effect because it looks like a headlimd attracts attention. For the similar
reason there are used possessive pronouns. Urdtalythese devices are not transferred
to the Czech slogan.

In the English slogan a parallel constructionigble by means of a repeating phrase
for you, for meThe expectation is broken because a recipienegpact the phrasme for

me, one for you.

8 out of 10 cats prefer Whiskas x K&y by kupovaly Whiskas

The main idea of both slogans is relatively thmesdut Czech creators adapted it. The
English slogan is very funny because of the faat this type of slogans is typical for
washing machine advertising and here it is apglepet food advertising. The fun of this
slogan is not transferred to the Czech slogararitle caused by the fact that this situation
need not seem to be funny in the Czech Republieréfre, Czech creators changed the
structure of slogan with the use of condition. Bluey preserved the metaphor, which
emphasizes the fact that cats can not buy it btitey were able to buy something, they

would buy Whiskas.
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Nobody does chicken like KFC, We do chicken right ®roklaté dobré kuie — KFC

The Czech slogan is evoked meaning of the Englists, because all slogans evoke
the fact that this fast food has the best chickdme Czech slogan seems to be more
effective because it does not include obhsic idea of KFC but the style evokes location
of this company. The worgroklate is colloquial expression and it persuaded mosplgeo
that it is typical speech of the Colonel from Keaky It is a pity that it is not represented
in the English slogan. Consequently, the Czechtargdransferred the basic meaning of
the English one and added another meaning. Therdfue Czech one is more striking and

it captured attention of Czech children.

This type of translation occurred in my analysisn@es. It is effective only if creators
add some catching device. As for example in thgasioon KFC there is a speech of
Kentucky. However, only evoked meaning without supipg devices are supposed to be

not effective. Consequently, this type of translatis not appropriate for slogan creation.
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7 CULTURAL REFERENCE

Adaptation with respect to culture is suggestetieay effective. It means that Czech
creators did not translate a slogan but they adeatmew one which is more fitting to
Czech culture. It is usually visible in slogans aaimpanies that have long tradition in
foreign countries or companies that are typicaltf@ir home country. Consequently, these

slogans have to use something what is close tolQzeaple.

Chevrolet. An American Revolution, See the USA ingur Chevrolet, The Heartbeat
of America x Velké plus - Chevrolet
It is another slogan which was adapted into Czmdture. All three English slogans

included the word America or USA. The English slugy@voke the fact that this car has
American origin and a long tradition. It is veryfegitive in USA because US people are
very proud of their nationality. On the other hahd type of slogan can not be used in
another culture, especially in The Czech Repubkzause the attitude of non-Americans
towards the USA seems to be shaken in recent y€arsequently, Czech creators had to
create completely different slogan which would extfke same thing as the origin slogans

evoke to US people. So, they created a simple fiectige slogarvVelké plus

We keep your promises x Protoze néase zalezi - DHL

It is suggested that this slogan is adapted toclCzeth respect to Czech culture.
Firstly, it is conventional in The Czech Republiclegin slogans witprotozeor other
conjunctions.

From the semantic point of view the English slogabased on confidence, however,
the Czech one evokes the quickness. This phenomisnoaused by the fact that this
Company has a good name and a long tradition ieigorcountries, but in the Czech
Republic it is not well known brand. Consequenflyech creators had to take this fact into
consideration and based this slogan on somethinghw$ important for Czech people, so
they used time. They could not use confidence Is@aople do not trust in something
what they do not know.

Thus, it was a good choice to change the meanirglogan, because in The Czech

Republic it is much more effective than the origimeaning would be.
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Wotalotlgot! x Barevny swét v hrsti — Smarties (Lentilky)

The first interesting thing in this slogan is dint name of product. It is given by the
fact that this product has been named many yeaysaad in that time Czech slogan
creators wanted to use only Czech-sounding exjomessi
The Czech name evokes a shape of the product. ©atlier hand, the English one says
“you will be clever, if you eat Smarties.

Because it is well established name in The CzeepuBlic, slogans are fully
independent. Here it is not possible to speak atranslation.

The English slogan is more interesting and catchiinig word that is compounded from
the phras&Vhat a lot I've gotHere it is too difficult to name this word fornat but we
can say that it is compound word which is writtenveell as pronounced. This word is
sometimes used in British English in real estateeding with meaningt includes.. It is
effective because of a rhynlet, got)which is included here.

This word evokes the fact that we can find in laot of lentils and these lentils. On

the other hand the Czech one evokes many colaradaprinkled in the handful.

The DIY supplier x Kdyz nevite coby, najdete to v @i

The Czech slogan is not translated but fully aeldpgb Czech language and Czech
culture. Firstly, an acronyIY expresses compound and idiomatic word “do-it-ydéirse
which has equivalent word in Czech. Czech transdatather used the phrakdyz nevite
cobythat evokes someone who likes working and repaginigome. Despite of the use of
different words, effect of these slogans is the esdnmcause the woklipplierevokes the
place where everybody can find everything necesgseually, in the Czech slogan the
phrasenajdete to v Obéevokes the same feelings.

At the stylistic level, the acronym DIY is hereedsnot only for its meaning but to
attract attention. It is very catching due to caldetters and rhyming soundgway.
Czech creators wanted to use some stylistic dewbeh will attract attention but it was
not possible to find equivalent acronym so theydus# rhyme(coby — Obiwith the same

number of syllables in both parts was the most@mate.

Have a happy period x Aby byly vaSe dny fijemnéjsi - Always Ultra
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The slogan is completely adapted to Czech languBEge meaning of these slogans is
quite same but each word has different meaninghénEnglish slogan there is a phrase
have a happy..which is used in every day English. But if we wsguivalent Czech
collocation in Czech slogan, a funny situation \ailise. The worgberiod can not be used
in Czech slogan because Czech equivateenstruaces still considered a taboo word.
Therefore, Czech translators had to avoid this wamd they used more euphemistic
collocationvasSe dnywhich is more likeable for women. In spite of atineeanings of key
words(happy, gijemny) both evoke pleasant feelings.

From the syntactical point of view both slogans tgpical for respective languages. It
means they are conventional. Czech slogans oftgim lvéth conjunctions while English

slogans usually have imperative structure.

Plug into service & price x Elektro z vasi ulice -£uronics

Here nobody can talk about translation becaus&tiytish slogan is fully adapted to
Czech language. In the English slogan there is loadion plug into which evokes
electrical appliances because this expressionpisally used with it. And here it is used
with the wordsserviceand price, so the whole slogan evokes the fact that Eurcséeds
with cheap products and professional service.

In the English speaking countries the sggrs typical means for headlines. Sometimes
this sing can be found in advertising slogans totcattention.

The Czech slogan is less imaginative than theiimgihe. The Czech slogan creators
used the wordelektro)that does not exist in English. However, it evollessame stuff as
the English collocatioplug inta The phrase vasi uliceevokes the fact that in Euronics
people can find friendly staff and cheap produots tn spite of full adaptation, effect of

both slogans is the same.

6 slogans of my corpus were created with resmecutture. This type of adaptation
seems to be very effective but it is not very sinfd create it. Czech slogans creators
should find something what is typical for Czeclditian.

Cultural reference adaptation should be used inciEzlvertising much more because
Czech people are very conservative and refuse tnwegynew. Therefore, slogan creators

have to close a product to people by something tiegt admit.
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8 TRANSLATION WITH DIFFERENT STRUCTURE

These slogans are translated semantically, they bialy different structure and some
words are added or omitted. Meaning of some woodsdcbe changed a little but it does
not change meaning of whole slogan. Therefore etlsé®gans are not only translated but

adapted as well.

Impossible is nothing x NemozZné neexistuje — Adidas

This slogan was translated with the same mear@mdy the wordnothing was not
semantically translated. Czech creators used ntiokeng word neexistuje.
At the lexical level they take advantage of the lishgslogan and they used two negations
which have an emphatic positive meaning. This &fglidevice is known as a litotes and it
is typical in English. Both slogans have the megrilmat everything is possible including
buying Adidas products.

Just imagine what Citroen can do for you x Pekona VaSe pedstavy - Citroén

In spite of the fact that the Czech slogan is hiltely different than the English one,
the main idea is very similar. The English slogamoo long and it is not very welcome in
Czech advertising. Therefore, Czech slogan credtadsto adapt it according to Czech
general rules of advertising.

From the syntactical point of view the Englishgglo has again imperative structure
while the Czech one is declarative. Not only keydgojmagine, pedstavy have identical
meaning but it forces people to think about thisdpict. For these reasons both slogans
seem to be really effective. It is not translatiblowever, it is a slogan with preserving the

main idea.

This group is the smallest one in my study. krisated only by 2 slogans. It could be
caused by the fact that semantic translation ipleimand from my corpus is obvious that

Czech slogan creators are not very involved in imggye slogan creation.
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9 ADAPTATION WITH THE USE OF THE SAME KEY WORDS

These slogans were adapted to Czech with the ehaingtructure, devices and some
words. Czech slogan creators created completelyst@yan. They only retained word that
is the main in the slogan. In my study | calledsta key word. Actually, this word is the

main thought of slogan and it has a meaning itself.

Move & More x Swét v pohybu - OMV

It was not possible to translate this slogan iGiech language with the use of the
same stylistic devices. At the graphetic levelhe English slogan alliteratiorMve &
More) is used. Phonetically, both words have the samebeuraf letters and syllables.
Moreover, almost all letters are identical andnat first sight it looks like the same word.
So this slogan is very catching and easily notieedfrom the lexical point of viewlove
is typical word used in oil advertising because @@ imagine driving the car. And the
word moreis an indirect comparison which evokes the faat this company is better than
others. The use of sigl even highlights this slogan.

Czech slogan creators had to adapt this slog@rézh because it is not possible to
use Czech equivalents with the same effect. Sokbptyonly the woranove->pohykand
they wanted to use a word that evokes, as wellhasword more, greatness of this
company. Therefore, they used the wewét.

Consequently, this slogan was fully adapted toc@danguage without usage of the
same stylistic device but with the same meanindottinately, the Czech slogan seems to

be not so catching as the English one.

joreYs

Czech creators adapted this slogan into Czechudgggwith change of meaning but
with the same key worllome This word has to be used in all languages becausgany
IKEA wishes the worchomewas synonymous witlhkea However, the English slogan
seems to be better. At the syntactic level, impezasentence is used here. It is more
striking than a simple sentence in this case. Ehgine forces people to spend their money
for home accessories and say , it is a good investmk is true that the Czech one tries to
say something similar but the Czech creators ches® catching device superlative which

is not very insistent here.
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From the lexical point of view, the woldveis very powerful and possessive pronoun
is suggested to be effective in advertising slodars not possible to find these striking
words in the Czech slogan.

It is noticeable that the English slogan has nfieaéures for catching attention than the

Czech one.

Ideas you can’t live without x Chytré éci nenahradis - Tefal

The English slogan was translated to Czech largwdth the change of all words.
However, the main idea of slogan was retained. Wesdsideasandchytré have different
meaning but both are placed here to evoke that rigaily intelligent to work with this
product. It is effective that both these words placed at the beginning of the slogan.
Consequently, it is the first word to take notice.

From the morphological point of view both slogarse the same catching device that

is the use of negation.

Hello tomorrow x Krasnégjsi zitiek — Avon

This slogan is not adapted only to Czech culturediso to Czech language because
the wordtomorrowwould sound strange in Czech, if it was inflecéatording to Czech
case system. Therefore, Czech creators left thrsl wochanged, only the first wokdello
must have been substituted.

Semantically, English slogan has very positive mmga and it evokes the fact that if
we use these products, other days will be bettsr tiefore. And Czech creators used the
word krasr¥jSi which is more explicit and at the same time indirect comparison which

means the effect of both slogans is very similar.

My corpus has only 4 slogans that are created tvéthelp of key word. In my opinion
these slogans are very effective because key vgoplaced in slogan to be synonymous
with the name of brand. Nowadays this type of ghogeeation is not used in the Czech
Republic very much because this branch is not dgeel here as in foreign countries. |

think these no simple technique will be more usethe future.
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CONCLUSION

My bachelor thesis has discovered some differebeéseen Czech and English style
of advertising. As | expected English slogans uassiye voice much more frequently,
however, it is given by the fact that English laage itself is typical for the frequent use of
the passive voice. Another stylistic aspect thatase often used in English slogans than in
Czech one is the use of imperative sentences. Geghn creators may want to be more
polite, therefore, they try to avoid it and useyashéclarative structures.

On the other hand, the use of conjunctions anplgsigons at the beginning of slogans
is very typical for Czech slogans. As for exameotoZze nacase zalezi; Kdyz je chu
skute’na; Pro muze to nejlep&tc This phenomenon is not visible in any English alog
from my corpus.

English slogans are usually much more imagindtnaa the Czech ones. Meaning of
Czech slogans is explicitly expressed and it dadsfarce people to think about it. This
fact is visible in the slogan of Tesdévery little help x S nami ugée. It is too clear and
simple. People want to reveal the true meaningealoacause they regard themselves
cleverer. Unfortunately, this effect is not reachednany of Czech advertising. On the
other hand, it is very typical for English slogan.

Consequently, it is hard to say if slogans aredsleted or adapted. In my opinion all
translations are adaptations in a way. If we taite consideration that the translation is a
semantic translation, than it is the most oftendusehnique for transferring of slogans
from English to Czech language. It makes one thirdny corpus. Other slogans are
adapted with a small or total change of meaningit@nother hand, it is very arguable to
say what type of transfer is more effective. In sarases semantic translation seems to be

more effective but mostly adaptation is better.
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