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OZET

- Glinlimiizde ekonomi ile ilgili her konuda ¢ok yaygin olarak kullailan bir kelime olan
kiiresellesme olgusunun ¢eviri iizerinde de ¢ok biiyiik etkisi bulunmaktadir. Uriin ve
hizmetlerin yabanci pazarlara ya da yabanci alicilara pazarlanmasi ve bunlarin reklaminin
yapilmasi g¢evirlyi zorunlu bir eylem haline getirmektedir. Bu ticari aktivitilerdeki en
onemli faktorlerden bir tanesi reklam ¢evirisi ve dolayisiyla ¢evirmendir. Reklam
cevirisinde ana dilde yazilmig bir reklam metninin yabanci bir dile ve kiiltiire ¢evrilmesi
gerekmektedir. Reklamin en 6nemli islevi aliciy: satin alma eylemini gergeklestirmesi i¢in
ikna etmektir; aym amag ¢eviri reklam metinleri i¢in de gecerlidir. Kaynak dilde yazilmis
bir reklam metnini erek dilde ve kiiltiirde de reklamin amag ve islevlerini yerine getirecek
sekilde ceviri stratejileriyle ¢evirmek gerekmektedir. Ceviri siirecinde reklam ¢evirmeni
dilsel ve kiltiirel farkliliklar1 g6zoniinde bulundurmak durumundadir. Bu tezin amaci;
Tiirkiye’de yerlesik dort bankanin internet ortaminda yer alan reklamlarmin gevirisinde
¢evirmen tarafindan yapilan tercihlerin ve iiretilen geviri metinlerinin reklam stratejisi ve

Skopos Teorisi agisindan degerlendirilmesi hedeflenmektedir.




ABSTRACT

In today’s world globalization, which has inevitably become the jargon in all issues related
to economy, also has a remarkable effect on translation. Marketing and advertising of
products and services has made the need for translation an obligatory act in foreign
markets to foreign customers. The intensified trading activities included an influential
parameter in this intercultural communication, which is the translation of advertising and
thus the translator because in the translation of goods and services there are two different
cultures and languages. The main function of advertising, as a medium between two
cultures, is to persuade the potential customers to purchase. The same purpose applies to
the translated text as well. It is crucial to appeal to translation strategies while translating
the source text into the target language so as to achieve the same targets and functionality
in the target text. During the process of translation, the translator should pay regard for the
cultural and linguistic differences between two languages. The purpose of this thesis is to
evaluate preferences of the translator in the translation of texts advertised on the websites
of four different banks founded in Turkey with regards to advertising strategies within the
framework of Skopos Theory.
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INTRODUCTION

In this thesis we will mainly focus on consumers from different cultures and nations living
in Turkey rather than international markets. However, the function and content of
translation and its relationship with advertising is exactly the same as the aim of the source
text. In all cases, translation acts as a tool to pave the way for advertisements to realize
their targets. So, our focus in this descriptive study will only be on banking advertisements
on the web in Turkey. It will aim to find out a relation between the advertisement and
translation strategies to demonstrate points where the source text and target text comply

with or differ from each other.

The general aim of this thesis will be dealing with the issue of banking advertisements on

web pages within the framework of advertisement, marketing, banking and translation.

Thanks to the developments in web technology and the support of technology, using web-

based innovative advertisement strategies has become almost inevitable. It has become
popular with all banks to the extent that those banks which employ the use of technology to
the utmost are able to become market leaders. Therefore, in this work the aim is to evaluate
the translation of advertisements in the light of a new advertisement paradigm brought
about by developments in web technologies. Their translation into English is the main

concern of this thesis.

Today, in the Turkish economy banks are the most significant actors operating within the
commercial and economic environment. In addition to the influence of globalization,
especially foreign trade in the 1990s, the Turkish economy started to open up to the world.
Banking sector also moved into international banking. So, the banks going beyond their
basic banking activities such as collecting funds and granting loans have been carrying on
their activities, through a variety of products and services. Due to the increasing range of
products and services, the need for effective marketing also increased. So, advertising
plays a key role in the selling of products and services. Also, taking into account the fact
that foreign population has greatly increased in Turkey, companies including the banks are
obliged to communicate with their customers in an international language, namely, in our

case, English.

T



Marketing is closely related to people’s life styles and ways of communication. In each
era, these continue to change due to technology. So, not only marketing strategies but also

marketing policies are changing.

In order to minimize cost and in return, maximize revenue, companies employ various
methods. As the main goal of marketing is to direct consumers towards purchasing,
companies prefer the medium that enables them to reach their customers instantly, one of
which is internet. This fact is the reason why in this thesis we focus on internet

advertisements.

In translation of advertisements two different languages and cultures coexist. Therefore,
translation plays a significant role as a medium between the languages and cultures. In the
translation of advertisements, it is essential to pursue a translation strategy that renders the
marketing of the product possible in the target culture via the translated advertisement
because linguistic and cultural features that are intrinsic to the target language may
thoroughly be different than the ones in the target language and culture. Within this frame,
the aim of this thesis is to demonstrate the translation strategies employed in the
translation of some advertising texts in reference to Skopos Theory. The second aim is to
examine to what extent the translation strategies adopted by the translators coincide with

the advertising strategies.

In agreement with these objectives, in the first and second parts of this thesis some general
and theoretical information about advertising, banking and translation theories has been

included.

Considering that advertisements are strategic texts composed by advertisers with profound
caution and care, it is expected that their translations should also be a strategic act. This
fact highly emphasizes the importance of translation in advertising. In this thesis randomly
chosen eight advertising texts available online from four different banks and their
translated versions into English have been analyzed in accordance with Skopos theory
within the context of Translation Studies in order to demonstrate the significance of

translation in advertising.




1. ADVERTISING AS A TEXT TYPE

Advertisements act as a go-between linking the world of trading and the recipients. By
means of rapidly developing technology, a product is not only sold in the source country or
is not only purchased by the local people. On the contrary, thanks to advertising, a product
or service can attain an international cultural status. Due to that new positioning,
translation of advertisements and rewriting them according to the audience, culture and age
group has become another issue to be negotiated. Some similar obstacles that are valid for
translating any text are also pertinent for the translation of advertisements if there is, in the
advertisement, delineation through words, if the product name has connotations, if source
and target languages have grammatically different structures or if the advertising text
includes puns, then it might be concluded that while translating advertisements into
another language or adapting it, the translator should definitely know the consumer,
language and culture very well. “To take advantage of a language, it's necessary to know
about it - its rules, resources, figures, structure, etc. Only he who has knowledge of its
proper application can communicate accurately and clearly convey ideas to consumers”
(Edwards, 2013). This is also critical in order not to send a misleading message to the
customers. Not only in the source text but also in the target text, gathering the attention of
the addressee and then communicating the message properly is the main aim of

advertisements.
1.1 Advertising and the History of Advertising

It is commonly accepted that the idea of advertising started with the beginning of
commerce among people. It is observed that there is a close relation between mass media
and the development of advertising. In his book 4D Land, Tungate states that “the Romans
certainly knew how to make a convincing sales pitch, and early examples of advertising
were found in the ruins of Pompeii” (2007, 10). Since then the notion of advertising has
covered a Jot of ground. While in the Middle Ages advertising was a service provided by
street barkers, whose personal skills played an important role and those were the very first
examples of audial advertising, which also acted as the initial examples of adverting
through radio. Advertising, in the form of how we perceive it today, started to appear in
mass media with the invention of printing press in 1450. For the first time in 1480, a

publicity poster about The Pyes of Salisbury Use, a book written for priests, was put up on




the walls of a church in London. This happened to be the first printed material of
advertising. Later, some examples of advertisings were found in newspapers. In 1841, the
establishment of the first advertising agency in Philadelphia pointed out a more conscious
and deliberate approach to advertising. Due to the Industrial Revolution, an abundance of
consumer goods were produced. Those products needed to be promoted to create a demand
for them. So, the nineteenth century required the skills of the advertiser to form creative
advertisements formed with the mixture of images and words and skilful use of language
which we are familiar with today. Advertisements began to be considered as a fundamental
part of business, which should be handled seriously. Many advertising agencies ruling the
global markets today were set up in the second half of the nineteenth century. As new
methods of attaining the attention of a mass audience became technologically possible
(radio, television, etc.) advertising became a crucial tool for manufacturers to market their
goods. In 1941, the first television commercial was made. So, after the Second World War,
a boom in consumer goods was accompanied by the emergence of a new powerful
advertising tool. Today, after the era of its infancy, advertising has become more efficient

thanks to the power of the Internet. The Internet transformed the form of advertising into a

_more flexible and technological form, which can be considered as a brand new era in the

history of advertising. Technology; namely, internet paves the way for inevitable changes
in the way manufacturers, advertisers and also consumers think and act. As Internet
advertisements are exposed to instant consumer reactions through other tools of social
media, the advertisers should be open to the response of the consumers and flexible in the
formation of the advertisements in accordance with the consumer reactions. This fact

affects the wording of the advertisement takes and its translation as well.

In this thesis, we will focus on Internet advertisements, specifically on banking

advertisements.
1.2 Definition of Advertising and Its Aims

We are living in an age of competition and advertising has become a necessity in our lives
because it plays an important role for the manufacturers, sellers and the customers. As soon
as a product is launched, customers can be aware of the product as long as it is advertised.
Another function of advertising is “to create a differentiation between one particular

product and others in the same category” (Williamson, 1978: 24). So, advertising enables




the customers to compare the products in the market so that they can choose the most

appropriate one for themselves.

Advertising is also important for the companies and producers who want to increase their
sales or introduce a new product into the market. Suttle suggests in Chron Magazine that
“print and other types of advertising must also prompt people to act immediately” (Suttle,

2015) in order that more sales of products in the market are possible.
1.3 Advertising and Technology in Relation to the Banking Sector

In this thesis we attempt to analyse the web pages of some banks located in Turkey from

the perspectives of advertisement, marketing, banking and translation.

Although it is argued that the main factor in the translation of a text into target language
“properly” is the translator and his/her skills, in fact those factors do not suffice as it is also
necessary for the translator to comprehend the text intensively and he/she should definitely
be aware of the advertisement’s function and linguistic properties. However, as far as

advertisement texts are concerned, some editorial abilities appear to be a “must”.

Thanks to developments in web technology and the support of technology, using web-
based innovative advertisement strategies has become almost inevitable. It has become
popular among all banks to the extent that those banks which benefit from the use of
technology to the utmost are able to become market leaders. Therefore in this work I aim
to evaluate the translation of advertisements in the light of a new advertisement paradigm,
which was due to the developments in web technology. Their translation into English is the

main concern of this thesis.
1.4 Language of Advertising

The language of advertising is moulded according to customer perception; their likes,
preferences, culture and customs are the factors that determine the language of advertising.
The key factor that shapes the language of advertising is the audience that is targeted.
Advertisements address the audience, taking its features into consideration. While
designing the advertising language, medium (TV, radio, internet) is also considered as
advertising language varies from one medium to another. The language of advertising has

never been the same. So, the language differs in accordance with the medium of
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advertising and the reason why the commissioner wants to advertise and most importantly

according to the target audience.

The language of advertising should be stunning, effective and innovative. It should have a

strategy. Advertising language holds an informative, leading, encouraging structure.

The customers should get the message clearly and act accordingly. If those reactions are
what the advertiser aims them to be, then, it can be concluded that the advertisers have

used the language of advertising perfectly.
1.5 Advertising Texts as Audiomedial Texts

Today, in Turkish economy banks are the most significant actors operating within a

commercial and economic environment.

Since the emergence of technology and the internet in the banking sector there emerged
several ways to bank, such as through internet banking, telephone banking, ATMs etc.
Because of the increase in the number of international and foreign funds, translation of

advertisements is inevitable.

In this study, as advertisements of banking will be analysed in terms of translation, it is
necessary to examine them as a text type and discourse. The key feature that differs an
advertising text from other types of texts is its functionality. In the Organon model,
designed by Biihler, communication functions are categorized according to linguistic
communications they refer to. These communicative functions are as follows; Expressive

Function, Representation Function and Appealing Function (Biihler, 2011: 35).

Another linguist and translation scholar Reiss, a defender of the Skopos theory, introduces
the audiomedial type in addition to the text types defined by Biihler beforehand (1971,
160-172). Audiomedial text type in Reiss’s Text Typology includes films, commercials,
visual and spoken ads, images, music, etc. The distinctive feature of these texts is that they
hold the aim of canalizing the addressee, in other words, the target audience to act. As
Reiss points out “the text type determines the general method of translating. The text
variety demands consideration for language and text structure conventions.” (1971,160-
172). Therefore, in the translation of such texts, it is important to be able to create the same

feeling in the target audience as in the source audience. While it is sometimes possible to




obtain the same effect by means of a literal translation into another language and culture

without any necessity of adaptation, it is mostly impossible for most of the advertisements

to be translated into another culture with a word for word translation technique.



2. TRANSLATION OF ADVERTISEMENTS
2.1 Role and Importance of Translation in Advertising

In today’s competitive marketing environment, advertising, as the most powerful tool of
marketers has to appeal to different langﬁages and cultures when foreign customers are
being targeted as well. The power and success of advertising is measured in reaction to the
extent that it evokes the notion of purchase in the customers. So, the advertisers have to
employ effective, catchy and a persuasive language. Companies have to communicate with
customers of different languages and cultures due to the effect of the globalization of
goods and services. Considering that translation language should be as dynamic as the
advertising itself, advertising executives pay much attention to create advertisements with
figures of speech such as puns, metaphors etc. as translation of advertisements are
dependent on the cultural background of the customers. So, level of complexity

necessitates effective translation in advertising.
2.2 Advertising Translations with Regards to Translation Theories
2.2.1 Skopos Theory

As a break from the former translation theories that defend the kind of translations based
on “word for word” equivalence in translation, Skopos theory appeared as a
communicative approach to translation. As Vermeer explains in his article “Skopos and
Commission in Translational Action”, every text, in other words every translation has an
aim and the formation of the translation should be held accordingly (Vermeer, 1996). Nida
and Taber in The Theory and Practice of Translation state that “Translating consists
reproducing in the receptor language the closest natural equivalent of the source-language
message, first in terms of meaning and secondly in terms of style” (1982, 12). According to
the former translation theories, translations should take the expectation of the target
language receivers into account. Thus, the texts are adjusted merely according to the needs
of target audiences. Along with the functionalist theory developed by Katharina Reiss,
Hans J. Vermeer, Justa Holz-Manttari and Christiane Nord, there opened up a new outlook
to translation studies, which advocates a free translation rather than a literal one. Pym says
that “the skopos is in a sense the pragmatic content of the initiator's instructions (Pym,

2015). According to Skopos Theory, the commission assigned to the translator and the




skopos of the translation text rise to prominence. So, the translator, as a result of the
meetings with the commissioner, determines his/her translation strategy in line with the

skopos for the target text receivers.

Christiane Nord summarizes that among three possible purposes in translation;
communicative purpose is aimed at by a particular translation strategy (Nord, 1997).
Accordingly, the communicative skopos of advertisement translation is to ornament the
target audience with the relevant message in the most persuasive way to convince them to

buy.
2.2.2 Advertising Translation in Terms of Skopos Theory

As the world economy and trading develops, translation of advertisements has also become
more and more important. The translation of advertising entails profound cultural
communication with some specific purposes. In order to be considered successful, a
translation should be able to transfer information about the goods, attract customers and
trigger the notion of purchasing in them. While the previous traditional translation theories
dealing with an absolute equivalence for the sake of a strict and inflexible translation may
bring about adverse and/or inadequate impacts, Skopos theory introduced a brand new
viewpoint on the translation of advertisements. Skopos theory enabled the translator to
adjust to the function of the advertising flexibly so that he/she can adjust to the purpose of
the advertisement’s target. In this thesis some examples of literal and free translation will
be illustrated. Also, it asserts that both the local denotation and adjustment to target culture
should be highly emphasized by the translator. It also emphasizes that a translator should
not only try his or her best to express the native connotation, but also keep in mind the
adaptation to the foreign culture. Only by doing so, can translation fulfill the purpose of

advertisements.
2.2.3 Skopos Theory and Advertising Strategies

With the booming commercial activities and intensifying interaction between the sellers
and buyers, the sole and ultimate objective of all advertisements is to convey vthe message
about the product or the services and convince consumers to purchase them. The language
of advertising just serves as an instrument to accomplish this goal. Accordingly, as Nord

states "one of the most important factors determining the purpose of a translation is the
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addressee" (1997, 12). Therefore, translation strategies and methods can only be
determined by the purpose of a translation.

Skopos theory is meant to be a functional theoretical general theory covering process,
product and, as the name says, function both of production and reception. As a functional
theory it does not strictly distinguish between descriptive and (didactic) prescription
(Vermeer, 1996). Namely, what determines the strategies and the methods of the
translation of advertising texts is the purpose of the marketing strategies. Take, as an
example, the English version of the Internet web page of a bank. The translation of the
original web site, which is Turkish, first aims to ornament foreign customers with the
necessary information about the products and services provided by the bank. So, while
informing the customers appears to be an informative function, promoting its image is an
operative function. In this case, the translator applies the translation strategies
independently so as to transmit the specific information in accordance with the specified
receivers and skopos of the main text. Given the specified target addressees and skopos of
the TT, the translator can employ translation strategies freely insofar as the information is

fully transmitted in the TT.
2.2.4 Skopos Theory and the Role of the Translator in Advertising Sector

According tov Skopos Theory, before starting the process of translation, every translator
should set his/her goal. While that goal may be set by the translator himself, in most cases
it is set by the commissioner. However, in advertising translations, it is done through a
“advertising brief” written by the product owner. As the Greek name “skopos” suggests
every action has a target or an aim. If translation is a process, then translation has a target
as well (Vermeer, 1989) which should be carried out by the translator accordingly. While
translation is a fully functional process and advocates a target oriented approach that
focuses on the expectations of the target audience, it may also refer to a source oriented
approach as translation is also an intercultural phenomenon (Snell-Hornby, 1988:82). In
such a case the translator emerges as a bicultural expert who takes over the task of
translation in this process. Hence, a translator is definitely expected to have a
comprehensive knowledge of the product or the service. Only in that case is an “adequate”

and “acceptable” form of translation possible.
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In Ammann’s book Grundlagender Modernen Translations Theorie-Ein Leitfaden fiir
Studierende /Akademik Ceviri Egitimine Giris. Here, Ammann gives some sample cases to
illustrate the importance of “aim” in translation (2008, 49-51). In one part of her book, she
compares the translation of two CVs by two different applicants from Finland, both of who
get their CVs translated into German to apply for jobs in Germany. The translator of the
first applicant just translates the CV and the reference letters and the applicant applies for
several jobs with these translations. On the other hand, the translator of the second
applicant attaches an explanatory letter which explains the differences between reference
letters in Finland and Germany. While the application of the first candidate is rejected, the
second applicant is offered a position by most of the companies. The different approaches
of the two different translators demonstrate that translation texts should be created in
accordance with the situation, a certain aim and certain receivers. The different approaches
of these two translators resulted in different outcomes. The second translator, who took
into account the possibility that the reference letters written in Finland might be
misinterpreted in Germany prepares a legend that enabled the receiver to comprehend the
information and the documents accurately. Translation should be done in regard to an aim
and strategies employed by translators should be shaped according to this aim so that this
translated text serves to fulfil its function, which is also valid for the translation of the

advertising texts.

As an influential theorist Nord defines the function of the text as follows; informative,
expressive, operative and audiomedial. (2005, 80) In this classification an advertising text
fits to informative category. The translator should naturally determine the type of text
beforehand. The aim of the translation process varies in accordance with the text type.
While the main aim in the translation of an informative text such as a biography or
technical texts is to transfer the information smoothly without any missing points in an
expressive text, a fictional one like novels and poems, the major aim of the translator is to

recreate a mood that is as impressive as the one that has been obtained by the source text.

As for the translation of an operative text, the preferred method is adaptation as creating an

“adaptive, equivalent effect” (Munday, 2012: 112) is critical in such translations.
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2.2.5 Advertisement Translation Strategies

Puns are used in order to make the advertising slogans attractive. These depend on and
vary according to the language, culture and habits of a society as these factors determine
what draws the interest of a society. Hence, cultural analysis is required for the translation

of advertisements.

It is the culture and language of a nation that determines the advertising texts and slogans.
They differ from one language to another. Within this context, the aim of this analysis is to
determine whether the translation preferences vary and whether the communicative effect
on the receivers is obtained through translated texts. Accordingly, the content of this study
is to analyse the translation strategies and word preferences in order to create that

functional effect.

Translation strategies are tactics employed by the translator to overcome the obstacles

encountered during the process of translation.




3. SAMPLES

3.1 Sample 1 (See App. 1 &2)

13

Source text

Target text

Bankacilik Cebiniz kadar yakimimzda
Garanti CepBank ile, Internet Subesi ve Cep
Subesi'ne girig yapmadan, istediginiz kisinin
cep telefonuna Garanti'de hesabi ya da kart
olmasa bile aminda giivenli bir sekilde para
gonderebilirsiniz. Para goénderdiginiz kisi
gonderdiginiz  parayr Tiirkiye'nin  her
yerinde tiim Paramatiklerden ¢ekebilir.
sagdaki Facebook"

butonuna tikladiktan sonra sadece kendi cep

Hemen "Garanti

telefonu numaramizi ve para gondermek
istediginiz cep telefonu numarasim girerek
dilediginiz kigiye aninda para
gonderebilirsiniz.

CepBank iPhone uygulamasim1t App Store,
Android uygulamasmni ise Android Market,
Samsung Indiroid ve Turkcell T-Market'ten
ticretsiz olarak indirip hemen kullanmaya
baslayabilirsiniz.

CepBank iPhone uygulamasinda yer alan
"Bump ile Transfer" 6zelligi sayesinde, para
gondereceginiz kisi yammizda ise ekrana
telefon numarasi yazmaniza gerek kalmadan
telefonlarimz1 birbirine dokundurarak para
transferinizi yapabilirsiniz.

Dilerseniz para gonderme isleminizi cep
telefonunuzdan sadece kisa bir mesaj

gondererek ya da Garanti Internet /Cep

Mobile Banking that don’t

Let you reach for your pocket

On Garantt Mobile Banking, both the
transactions and the connection are FREE!

wap.garanti.com.tr

O T




14

Subesi ve Paramatiklerden de yapabilirsiniz.
Para gonderdiginiz kisi génderdiginiz paray1
Tiirkiye'nin heryerinde tiim Paramatiklerden
cekebilir.

CepBank islemleri bunlarla simirli degil.
GSM TL yikleme, kredi kart1 borcu
O0demesi, sans oyunlari, OGS 6demeleri gibi
birgok islemi CepBank ile yapabilirsiniz.

CepBank'inizi sagdaki Bagvur butonu ile

aninda tanimlayabilirsiniz.

Dilerseniz Internet Subesi'nden ve
Paramatiklerden de CepBank'imzi hemen

tanimlayabilirsiniz.

Evaluation

Compared with the English version, the Turkish slogan is shorter with only four words,
giving the Turkish customers confidence that mobile banking is as close and fast as
touching a button on your mobile phone. The meaning is not vague or incomplete. It not
only emphasizes the practicality of this banking channel but also intimates to the
technological development level of the bank. Customers who prefer Garanti Bank will
definitely enjoy the opportunities and privilege of being the customer of Garanti as it offers
its customers high technological products, which undoubtedly differentiates its products
from its rivals via these technological products. This feature enables the bank to exceed
rival banks in terms of a technological comparison. This feature puts the bank in a very
significant position in the eyes of the Turkish customers. Because technology is the key
element of a radically changing understanding of products and services in such a
technological world like ours today, it is the determinant factor of customer preferences

especially in a sector where the business is run totally based on technology.
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In the main text, it is promoted that banking transactions are for free providing the
customers do their transactions via the mobile phone application. While the grammatically
incorrect slogan in the target text “mobile banking that don’t let you reach for your pocket”
focuses on the cost of transactions, which is for free, the slogan in the source text
“Bankacilik cebiniz kadar yakimimizda” mainly focuses on the mobility, easiness, and

functionality, practicality of this delivery channel, which is mobile banking.

It is seen that the skopos of the source text shifts to a different skopos in the translated text.
The shift in the skopos may be derived from the demands of the commissioner or the

advertising strategies of the translator.

S
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3.2 Sample 2 (See App. 3 & 4)

Main text Target text

Isimi kuruyorum. SME Loans

Isim yeni destegim Garanti! Your biggest supporter
Evaluation

The fundamental purpose of advertisements is to trigger sales. While doing online
advertising, which is another selling channel for the company and using the rhetoric
devices to form the texts of advertisements, the customer and the market should be linked
to each other very closely. The charm of the target language is an important key factor that
should also be taken into account seriously along with the other features such as consumer

awareness, cultural background etc.

Puns are the most common way of showing the magic of a language. Puns with brief and
clear cut expressions enable the customers to catch the core of the message about the
product. That way both the consumers and the commissioners benefit from the effects of
puns. Via the use of puns the implicit message of advertisements becomes explicit and
meaningful to the customers. Thus, the impetus driven by the advertisements through the
use of puns evoke an emotion in the customers to purchase the product that is advertised.
The pun in the advertisement provokes the customers while making them experience a

feeling of esthetics within the language.

In this advertisement, there is sylleptic pun which is also known as polysemy pun. In this
advertising text the word “Garanti” holds two meanings although “garanti” appears only
once. There are two meanings of the word “garanti”. First, it is the bank’s brand
“Garanti”. That first meaning is emphasized also by writing the initial of the word in capital
letters. Secondly, it refers to the word itself, which can be translated as “to be covered by
warranty”. So, translation of puns especially in advertising texts is quite challenging as it is
important not to lose the effect of the advertisement on the buyers that is achieved through
use of puns in the source language and also the effect of double meaning created by the
power of the source language. In the Turkish advertisement “Isim yeni, destegim Garanti”

is translated as “Your biggest supporter” in the target text . It is seen that effect of pun in
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the source language is completely lost in the translated text. Here, there is a plain and bare

translation which is far away from conveying the double meaning in the original text.

The translator especially in the process of marketing the product is supposed to bring the
brand into the forefront. In other words, the translator should be totally aware of the
importance of the brand so that he/she will not fail in revealing the mission of the company
in the target text as well. In this advertisement, owing to the linguistic constraints, the
notion and message of “trust” associated with the brand “Garanti” could not be conveyed
to the customers. To sum up, the skopos of the source text, which is to establish brand

value, is not apparent in the target text.




3.3 Sample 3 (See App. 5 & 6)
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Main text

Target text

Konut Kredisi

Her evin kapisim1 agan TEB Konut Kredisi
ile c¢esit g¢esit ev, cesit g¢esit kolaylik sizi
bekliyor.

TEB Konut Kredisi’nin sundugu uzun vade,
distik taksit secenekleri ile kira 6der gibi ev
sahibi olabilirsiniz. Hemen

ve 1§ yeri

Basvurun

o Konut Kredisi Uriin Bilgilendirme

Formu

¢ Konut Kredisi S6zlesmesi

e On Odemeli Konut Kredisi
Bilgilendirme Formu
e On Odemeli Konut Kredisi

Soézlesmesi

Mortgage

With TEB Home Loan which opens the
doors of every house, plenty of homes in
different shapes and sizes, and various

facilities are waiting for you.

With longer maturity and lower installment
options of TEB Home Loan, you can
become a home and office owner like
paying rent and can have the place of your
dreams easily. By submitting the required
documents, you can utilize one of our home
loans that best fits you and benefit from the

advantages.

Evaluation:

This advertisement by TEB is available on the web page of TEB. It was accessed on April

3" 2015.

In both of the advertisements the same visual image is used. In the original text, there is

more detailed information about how to access the required documents for the product that

is advertised. In addition to the information given about the product in the source text,

some links which enable the customers to reach the necessary forms and documents related

to the application process are also available.
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Adjectives are frequently used in advertisements to attract the customers by describing the
superior features of the product. In the first paragraph an intensive adjective “gesit ¢esit” is
used to emphasize two different nouns; which are “ev” and “kolaylik”. While in Turkish
repetition of some adjectives provides an intensified meaning of the adjective, intensifying
the meaning of an adjective is not possible via the repetition of the adjective in English.
Therefore, in the target text, the translator tries to obtain the same effect by using the
adjectives “every” and “plenty” to intensify the nouns following. This preference of the
translator emerges out of the fact that both languages have different structures and also out

of the intention of getting the same effect in the translated text as well.

In the second paragraph of the main text, adjectives like “diigiik” and “uzun” are employed
in order to emphasize the advantages of the product. In the translated text, these advantages
are more emphasized by using the comparative form of the same adjectives: “lower
maturity” and “longer instalment”. Thus, while those adjectives highlight the qualifications
of the product, they essentially underline the superiority of the product compared to the

rivals’ products.

The fundamental aim of the advertisers is to make the customers act quickly to buy the
pfoducts advertised. So, adverbs are parts of speech which are commonly used in
advertising texts. In the source text, with an adverb of time “hemen” in an imperative
expression the consumer is personally addressed and asked to take action quickly. We do

not see a similar effect in the target language.

The skopos of the source text is to galvanise the buyers into action so that they can get a
bank loan immediately. In the source text, this effect is achieved via the advertising
language and discourse. In the target text, the translator attempts to accomplish the same
impact on the buyers by means of language. However, the translator fails to succeed in
realising the skopos of the source text partly due to some translation problems visible in

the target text.
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3.4 Sample 4 (See App. 7 & 8)

Main text Target text

TEB Titanium Worldcard TEB Titanium Worldcard, Yes...Why Not!

TEB'den Avrupa'da ve Tirkiye'de bir ilk: | A first from TEB in Turkey and in Europe:
TEB Titanium Worldcard TEB Titanium Worldcard!

Yurt i¢i ve yurt dist seyahatlerinizde | It is exactly the card of your dreams by the
sundugu firsatlar ve yasam stilinizi | oppurtunities it offers in your domestic and

destekleyen hizmetleriyle tam hayalinizdeki | international travels and the services

kart. supporting your life style. With TEB
Titanium Worldcard, we make your dreams
TEB Titanium Worldcard ile hayallerinizi
come true.
gercgeklestiriyoruz.
Evaluation

In terms of translation strategies, in this sample there is a calque, word for word translation
from Turkish to English. The interesting point is that the card is already named in English
in the main language, which is Turkish. The name of the card is already English in the

main language.

While in the main text the title is “TEB Titanium Worldcard”, in the translated text there is
an addition so it appears as “TEB Titanium Worldcard, Yes...Why Not!” Both expressions
end up with an exclamation mark. However, in the translated text, there is an additional
phrase and the exclamation mark is right after this additional expression. In advertising
texts, interjective expressions are used to create a kind of enthusiasm in the consumers.
That way, advertisements create an effective impact on buyers. With the additional short,
but affirmative expression “Yes...Why not!” advertisers want the potential buyers to

approve the product immediately.
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Incomplete sentences, both in the main and target languages, comply with each other to
create an influence on the customers and it may be concluded that this effect strongly
contributes to the power of the advertising. By means of including an incomplete sentence,

the customers are asked to be involved into the communicative atmosphere.

In terms of skopos, despite differentiating linguistic features, forming an effective

advertising language is the skopos of both texts.




3.5 Sample 5 (See App. 9 & 10)
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Istediginiz her an,

istediginiz her yerde bankacilik keyfi!

Finansbank Internet Subesi'nde, ister

tniversite Ogrencisi olun ister sirket
yOneticisi, beklentilerinizi ve ihtiyag¢larimizi
karsilayacak hizmet ¢6ziimlerine ulagin.
Bireysel islemlerinizi ve girkete ait birgok
bankacilik isleminizi diinyanin neresinde
olun, dakikalar

olursaniz icinde

gerceklestirin.

7 gin 24 saat kolay ve giivenli hizmet
almanin rahatligini yasayin.

Finansbank banking services

are as close as your computer

All customers with an account at
Finansbank or who have a Finansbank
credit card can take advantage of Consumer
Internet Banking services using their
customer number and password which can

be obtained by calling +90 850 222 0 900.

Easy to use, fastest service

When using Internet Banking, instructions
are provided on how to conduct each
transaction. Your transaction is carried out
instantly as soon as you click each button
and clear explanations guide you step-by-

step through the transaction.

Please click here for Consumer Internet
Banking Transaction List.Please click here
for Consumer Internet Banking Transaction
Limits & Hours.

Evaluation

The main slogan in the original Turkish version “Istediginiz her an, istediginiz her yerde

bankacilik keyfi!” is an incomplete and an interjective expression. In the translated text, it

turns out to be a sentence with a verb and no exclamation mark. Interjective expressions

elicit a feeling of enthusiasm in the consumers, informing them that the product being

advertised is a thrilling one. So, it draws the attention of the target audience. In both texts

the slogans are written in two lines. In the main text information about the product is given
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in imperative form, which enables the company to create a direct and close communication

with the consumers by directly addressing them.

In the target text, compared to the source text, more detailed information, including the
customer service télephone number, operation of the system, and two links that lead the
customers to the Internet banking transaction list and to the information about the
transaction hours are given. Extra information is added by the translator thinking that
foreign customers may not be as familiar with the product and the online system as the

Turkish customers.

In both of the texts, the main thing that is emphasized is that the service is available at any
time. In the main text it is specified with figures “7 giin 24 saat”. This figurative expression
is quite catchy. While the non-stop service may be the most significant feature of the
service for Turkish users, the emphasis on this feature shifts to some other features for the

foreign users in the target text.

In the source text, after explaining how beneficial it is to own this product, the customers
are informed as to how to access all the required information. Despite the fact that the
same message of the commissioner is forwarded by means of different advertising
strategies and translation method applied by the translator, both of the texts have the same

skopos.
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"Beklentilerinizi yiikseltin!"

CardFinans ile 1.500i agkin marka ve
250.000'in tizerinde aligveris noktasinda
beklentilerinizin Gtesinde avantajlar ve
hayatiniz1 kolaylastiracak hizmetler sizi

bekliyor.

CardFinans ile indirimlerden yararlamn,
taksitle aligveris yapin. Dahas1 yapacagimz

harcamalardan ParaPuan kazanin.

Bir CardFinans... Sayisiz kolaylik!

Acil nakit ihtiyaglarimz igin ¢ok uygun

taksitlerle, kefilsiz Aninda Kredi
kullanabilir, ihtiyaglarinizi aninda
kargilayabilirsiniz.

Anlasmali kurumlara ait faturalarimz igin
Ucretsiz Fatura Odeme talimati vererek,
kendinize zaman yaratabilirsiniz.
TaksitKolay taksit

aligverislerinizi

ile
bile

taksitlendirebilir, 6demelerinizi rahat rahat

yapmayan

magazalarda

yaparsiniz.

Tiklayin, CardFinans'in hayatiniza

getirecegi biitiin kolayliklar1 6grenin!

Kazandigimiz ParaPuanlar size ¢ok ozel

ayricaliklar saglar.

Kazandiginiz ParaPuanlarla iye

Raise Your Expectations

CardFinans Classic is associated with 1,500
brands and over 250,000 stores where you
will come across advantages beyond your
expectations and services that will make

your life easier.

Your CardFinans Classic card will make
you more powerful. You will be able to take

advantage of discounts, shop and pay in

instalments. Moreover everything you
spend will come back to you as
MoneyPoints. You may use your

accumulated MoneyPoints to get discounts
to your shopping in CardFinans member
merchants or top-ups/minutes. You can
even flight tickets

get with  your

MoneyPoints.
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igyerlerinden aligveris yapmanin Kkeyfini
yasayin.

Dilediginiz havayolu girketinden bedava
ucak bileti satin alin, hayal ettiginiz yerlere

ugun.

Evaluation

In the main text all the advantages of CardFinans are categorized in three main parts, each
of which is written in different styles and using different strategies. The first one
“Beklentilerinizi ylikseltin” is an imperative form that enables the company to address the
target audience in a direct way. The same strategy is also visible in the target text with a
word for word translation: “Raise your expectations”. In the source text, other main
features of the card are given under two more categories, the first of which is “Bir

'99

CardFinans... Sayisiz kolaylik!” The advertiser prefers incomplete expressions to make an
effective expression. Those countless benefits are listed here one by one under this
category. Another main facility of the card which is ParaPuan is mentioned in a separate
part. In this part, although the advantages of ParaPuan are announced to the target audience
through two imperative sentences, it establishes a joyful atmosphere as it motivates the
customers to shop and fly to their dream lands. So, while information is submitted to the

target audience, it not only refers to the mind but also to the feelings of individuals.

In the target text, some of the advantages of the card are summarized in two paragraphs
without highlighting any of the benefits. General information about the facilities of the

card is given by skipping some information in the source text.
The brand name has been transferred directly to the target text.

In Turkey, Turkish customers comprise the main part of the card holders, so the skopos of

the main text is to encourage more customers to get a credit card from the bank. So, a

discourse that will serve to trigger the customers is supported with imperative expressions
to complement the discourse. However, the skopos of the translated text changes as the

main purpose is not to increase the sales of cards to foreigners.
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3.7 Sample 7 (See App. 13 & 14)

Main text Target Text
Sevdiklerinizle birlikte HSBC Advance is with you
HSBC Advance de yaninizda. when you are realizing your
Dabha ileriye, hep birlikte. _ dreams along with your
loved ones.
Together we advance.

Evaluation

HSBC Advance is the name of the program that offers a range of privileged features to
HSBC customers on the proviso of setting three regular payments from their current
account. The aim is to acquire customer loyalty. The design of the website is the same in
both texts. Exactly the same visual image has been used in both of them. Rather than
giving information about the service, it is aimed to enforce its image in the eyes of the
customers. The name of the product “HSBC Advance” is preserved as it is in the target text

through use of calque.

In the main text, the slogan is “Dostlarin yamndaysa, giines daha giizel dogar.” It
obviously focuses on friends. In the target text there is both interpersonal and illocutionary
change by means of which the tone of the discourse changes from a literary expression to a
question not meant to ask but remind them of their real friends by attempting to establish a
communication with the consumers. In both the source and target texts, the emphasis is on
the notion of friendship, claiming that HSBC Advance is also a friend whom you would
like to be with at present and in the future to share the most beautiful moments. In the main
text, the use of the prepositional phrase “HSBC Advance de” highly contributes to this
effect.

The incomplete phrase “Daha ileriye, hep birlikte” points out the intention for the
continuity of the mutual relationship between the company and the customers. Besides, the
customers are expected to complete. Thus, in a way, they are drawn into communication

with the company. The same thing is stressed in the target text with a sentence including a
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verb “Together we advance”. Despite the use of two different language structures, there is

- no loss of meaning.

In this advertisement rather than calling for the customers to purchase what is advertised,
the message of the advertisement is conveyed through the feeling of love with which the
target customers can associate themselves. The customers are placed in a narrative and told

what they can take out of this advertisement.

Similarly, the customers are included in the same story as in the source text. Linguistic

elements are employed with regard to the soft sell. So, the advertising strategy in the
source text is preserved in the target text. Thus, the skopos of the source text is maintained

in the target text as well.
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Main text

Target text

Hizmetlerimiz

Ust diizey hizmet anlayisimiz gergevesinde,
stirekli degisen piyasa kosullarinda siz
kisiye  Ozel

seckin  miisterilerimize

bankacilik hizmet ve ¢Oziimleri sunuyoruz.

Uluslararas1 deneyime ve bilgi birikimine
sahip, Private Bank Miisteri Yoneticilerimiz
ile finansal piyasalar hakkinda sizi diizenli
olarak bilgilendiriyor, risk tercihlerinize

uygun yatinm ¢dziimleri 6neriyoruz.

“Kisiye ozel birikim yonetimi” anlayisi ile

sadece Private Bank miisterilerimize
sunulan yatinm fonlar1 ve tiirev tiriinlerini

sizin i¢in gelistiriyoruz.

Size 0©zel ayricaliklarla tasarlanan ve
HSBC
Private Bank Kredi Kart1 ile yasamin her

avantajli mil programmma sahip

noktasinda  hayatimzi  kolaylastiriyor;
hayatimizi1 daha da zenginlestirmek igin

sizlere yeni kapilar agiyoruz.

Products and Services

Our mission is to provide high-net-worth
customers with an exclusive service
network and special products designed to
meet their special needs and requirements,
providing top-notch service that is
responsive to and generates maximum
advantage from changing and developing

economic conditions.

Our clients are personally served by HSBC
Private Bank Relationship Managers, who
are experts in their field and dedicated to

meeting the needs of their exclusive

clientele. Our clients are notified
immediately of all financial market
developments in Turkey and abroad,

drawing on all the resources of HSBC
Group’s accumulated knowledge and global

financial network.

Evaluation

The main and the translated texts are available on the Internet website of HSBC Bank.

Rather than advertising a certain product or service, it enlightens the audience, private

banking customers, as to the main features of the service provided by HSBC.
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In the source text adjectives like “iist diizey, seckin, kisiye Ozel, 6zel” are used in
abundance to define the product and the customers who are eligible to benefit from this
service. In the target texts, in order to obtain the same effect, the service and the customers
are depicted as “high-net-work, exclusive, special, top-notch” to emphasize the superiority

of the customers.

While in the main text an active voice is employed to explain the service and its
advantages, in the target text, passive structures make it sound more formal, building up a
distance between the company and the customers. That distance built up in the target text is
enforced by use of third person plural pronoun instead of addressing them with “you” in

the source text.

The four-paragraph text is transformed into a two-paragraph long translation via

paraphrasing and deletion of the last paragraph, related to Private Bank credit card.

Before a translator starts to translate, the first question he/she should ask to the
commissioner is “Who am I going to make this translation for? Who is my target
audience?” The translator is supposed to act in accordance with the answer to these
questions throughout the translation process because by means of translation it is the target
audience who is triggered to take an action. Therefore, how the audience perceives the
translation and how it is influenced by the translation is one of the main factors that
determine whether a translation achieves its goal or not. Hence, the translators of
advertisements should get to know and understand the target audience so that they can
comprehend what they want from the translated text and he/she should definitely be aware
of how to make them take an action in response to the advertisement. In order to achieve
this aim properly, the translator should also take into consideration the socio-demographic
structure. The more the translator knows about the receivers, the more competently he
addresses them. That way, he can employ the right words, language and style to shape the
translation which readily paves the way for easy adoption and appreciation of the
advertisement by the target consumers. Briefly, producing customised texts become

possible.
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In TheBanks.eu website it is stated that “Private banking refers to banking, investment and
other financial services generally provided by banks to their clients, usually to high-net-

worth individuals who enjoy high levels of income or invest sizable assets.”

Considering the definition of private banking above, it can be concluded that although the
advertising strategies and discourse have been changed, skopos of this advertising remains

the same as in the source text.
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3.9 Sample 9 (See App. 17 & 18)

Main text Target text

Birebir Bankacilik Akbank Affluent Banking

Size 6zel ¢oziimlerimizi birebir tasarliyoruz. | Enjoy the privileges of Akbank Affluent
Banking!

Evaluation

The word used in the source text means “one-to-one” and “face-to-face” communication,
which simply refers to private banking service provided by the bank. The expressions
“Size 6zel” and “birebir tasarliyoruz” highly contribute to the perception of affluent
banking. However, while the word “¢6ziimler” focuses on solutions, the expression

“priviliges” in the target text emphasizes some special advantages given only to customers

of Akbank Affluent Banking.

Interjective expression and the imperative form in the target text help to create a direct and
close relation with the customers, by calling them to benefit from the advantages provided

only for them.

In both texts, a banner with an image of fish is used in red colours that represent the
corporate image of Akbank with red colour. In both pictures used, a man is sailing on a
fish which vice versa appears in the form of a boat in its reflection on the water. While in
Christianity fish is used as a religious symbol, in eastern cultures like Turks, Chinese and
Indians it is seen as a symbol of fertility, abundance and luck as the fish lays eggs to
continue his generation. (Ersoy, 2007:298) So, in the source text the employment of fish
image enforces the notion of wealth, affluence and abundance that the bank promises the
customers. On the other hand, in European culture, as the symbol of fish does not hold a
similar meaning and as it is associated with religion, it would definitely be more functional
in terms of the skopos of the translation if a different symbol which connotes fertility,

abundance, wealth and etc. was used.
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3.10 Sample 10 (See App. 19 & 20)

Main text Target text
SubeSiz Delivery Channels
e Internet Bankacilig1 e Internet Banking
e Cep Bankacili1 e Mobile/SMS Banking
e Alo Garanti 4440333 e Paramatik (Garanti ATM)
e Paramatik e 444 0333 Alo Garanti
Evaluation

In both texts, types of delivery channels, Internet Banking, Mobile Banking, Alo Garanti

and ATM, are introduced without any detailed information.

One of the biggest challenges in translation derives from linguistic differences between the
source and target languages. In Turkish the word “SubeSiz” holds two meanings, the first
of which 1s “without a branch”. It suggests that all banking transactions are available and
possible without visiting a branch as ATMs, Mobile Banking and Internet Banking options
are also provided by the bank as the quickest and easiest banking services. So, customers
can make all their banking transactions without visiting the branch. The second one, via

[T
S

capitalisation of the consonant “s”, connotes the subject pronoun “you”, addressing to the
customers that they can carry out all their banking transactions through online delivery
channels by themselves while in Turkish “-siz” is used as a preposition which means
“without” in English. Secondly, it is employed to address the customers by saying that they
themselves are the branches at which they can make a transaction. The emphasis that is put
on the word “SubeSiz” in the main text will definitely become distant from the effect that
is aimed to be evoked in customers when it is translated into English as “delivery
channels”. So, it is impossible to translate this phrase into English without preventing it
from failing to show the similar features that it holds in the source language and having a

similar effect on the customers.
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To conclude linguistic differences may cause a loss in the translation. Therefore,
translating the source text into English without losing the main features it owns in the

source language and culture is unavoidable.




3.11 Sample 11 (See App. 21 & 22)
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Main text

Target text

DenizBank Mortgage Kredisi ile artik siz de
bir ev sahibi olun!
Uygun vade ve faiz oranli Mortgage

Kredilerimiz ile hayalinize ulagin...

Sabit faiz segenegi ile mortgage kredisi
kullanabilir, kredinizi esit taksitler halinde

Odeyebilirsiniz.

25 yila kadar vade sec¢eneklerinden

yararlanabilirsiniz.

Satin alacagimz konutun ekspertiz degerinin
en fazla %75'ine kadar kredi

kullanabilirsiniz

Mortgage for Foreigners

We Finance your Dream

We would be glad to offer our Mortgage
services for your property finance in
Turkey. DenizBank is the leading bank
providing mortgage loans to foreigners in
Turkey. This makes us the most
experienced bank and the best partner in

making your dream come true.

In addition to our Mortgage services, we
offer full banking service in setting up your
daily banking needs in Turkey.

Evaluation

The slogan in the original Turkish version “DenizBank Mortgage Kredisi ile artik siz de bir

ev sahibi olun!” is an interjective expression which aims to evoke enthusiasm in the

consumers in order to make them act. In the main text a lot of information about how to

use mortgage credit by DenizBank is given. On the other hand, the slogan” Mortgage for

Foreigners” in the target text confines the product merely to foreign customers. Here,

notwithstanding the slogan, the text mostly includes some general information on mortgage

and DenizBank.

In the target text, it is claimed that Denizbank finances the dreams of customers. This

creates a close relationship between the company and customers as it aims to make the

customers’ biggest dream come true, which is buying their own house.
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In both texts, a visual image is available. In the main text, the picture shows a house next
to DenizBank branch. A big key is more visible in the foreground. Briefly, the picture
demonstrates a key image that leads the customers to their dream house. The same image is
used in the target text. However, it is supported by a female employee of the bank so that
the foreign customers would associate the image with the bank. With the employment of
an image representing the company, the literal translation is empowered to give the
message more efficiently. The image used in the target text contributes to the effectiveness
of the advertisement in the target culture and discourse. As “matricial norms govern the
selecting of target language material. Omissions and additions may be determined by
norms” (Toury, 2000:202) Also, norms determine the intersemiotic translation between the
text and visual images in an advertising text. They also determine whether the target text

will be formed in accordance with the source culture or target culture.




3.12 Sample 12 (See App. 23 & 24)
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Main text

Target text

ATM Bankacilig

Deniz, Her Yerde Yanimzda!

Hergiin biiyliyen ATM agimizla DenizBank

her yerde yanimizda!

DenizBank - PTT is birligi sayesinde,
4,000’e yakin ATM ile ihtiyaciniz olan her
yerdeyiz.

2,000’in tizerinde AgikDeniz ATM’sinden
tiim bankacihik islemlerini gergeklestirebilir,
1.800’1 askin PTT ATM’sinden DenizBank
banka kartinizla para ¢ekebilir, bakiyenizi

kontrol edebilirsiniz.

DenizBank kredi kartlar: ile PTT

ATM’lerinden nakit avans ¢ekebilirsiniz.

AcikDeniz ATM'lerindeki 6zel islem
meniileri, islemlerinizi kolayca ve hizh

tamamlamaniza yardimei olur.

o Banka Kart1 - Mevduat Islemleri
Meniisii

¢ Kredi Kartlan - Kredi Karti
Islemleri Meniisii

e On Odemeli Kart - On Odemeli Kart
Meniisii

o Isletme Kart - KOBI’lerimize Kredi-
Kredi Kart1 Islemlerini Ay
Ekranda Igeren Ozel Menii

o Uretici Kart - Ureticimizin Dostu
Uretici Karta Ozel Menii

ATM Banking

Life is Beautiful with A¢ikDeniz ATM
Banking!

You may conduct your Banking transactions

o Without waiting in queues,
o Without paying charges,
o Securely

at DenizBank ATMs.

With DenizBank ATMs, you can experience
the difference of transaction sets special for
card types and screen designs.

Debit Card
Credit Cards
SME Card
Producer Card

At DenizBank ATMs, you can deposit cash
to your account and pay credit card debt in
cash without waiting in queues. In addition,
you can carry out these transactions without
having your card.
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Evaluation

In the advertisement ATM Banking service by DenizBank is advertised. In both texts there
are images which are totally different from each other. In the source text, the ATM is on
the beach. In the background the sea is visible, which refers to the brand of the company
and infinite number of services provided by the company. On the other hand, in the target
text, a sign which announces that it is an exchange point is employed. While it is more
meaningful for Turkish customers, who are eligible to make all types of transactions
provided by the bank, to know that they can also make their transactions through the ATM,

it is sufficient for the foreigners to recognize the sign to exchange money.

In line with the message given with the image in the source advertisement, figures
regarding the number of ATMs are indicated to prove the availability of the product all
around the country. By use of adverbs “kolayca” and “hizli”, it is also stated that the
menus designed for banking transactions are quite user friendly. In the target text, there is
more focus on convenience of the service rather than its availability. This facility is

verbalised through bullet points listing the advantages of using DenizBank ATMs.

Different images used and the content of both texts are complementary and functional in
terms of the skopos of the translation as each text refers to the requirements of the source

and target audience.
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Conclusion

Advances in technology have caused indisputable changes in the understanding of
advertisements and marketing of products and services brought new insights to the
advertising industry. The use of technology-based creative advertising strategies is
becoming almost mandatory. With a new digitalized economic approach, creative
advertisement strategies enable companies to become successful in the market. Abolishing
the differences between the two cultures and languages is usually possible through
translation. So, sellers who target not only local but also international consumers as well as
buyers who want to be aware of the products in different markets benefit from this

situation.

This descriptive study consisted of three main parts. In the first two parts, before analysing
the samples, advertising and its relationship with translation within an interdisciplinary
context is put forward on a theoretical basis. The first part is “Advertising and the History
of Advertising”. In this first part, advertising and its development through technology and
its impact on the banking sector and advertisements of banking products, texts types and
advertisement texts as audiomedial texts are mentioned. The second part appears as
“Translation of Advertisements”. In this part, theories related to translation and also
translation of advertisements is examined in detail. Here, the aim is to establish a
relationship between advertising and translation. Importance of translation in advertising,
some restrictions encountered during the process of translation, translation of
advertisements in the light of Skopos Theory, the role of the translator in accordance with
Skopos theory and advertising strategies are included. In the last part, some samples are

analysed in line with the parameters mentioned in the preceding parts.

Examination of these samples in the light of Skopos theory reveal that it is not feasible to
make a literal translation, for instance, if the connotation of a product or its brand is
important as in the case of “Garanti” in Sample 2 and “Subesiz” in Sample 10 the brand
and the product name hold some special features. Figures of speech like puns metaphors
and symbols are commonly used methods in advertising. So, due to the linguistic
differences between source and target texts, adoption is a mostly preferred solution in the
translation of advertising texts. Sample 2 and Sample 10 illustrate how the translator fails

to accommodate the play on words in the source text. At this point, it can also be
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concluded that fulfilling the requirements of the translation is both one of the conditions of

“proficiency” in translation and translation competence. (Oner, 2003:79)

Translation of figures of speech fails to convey the same feeling that is released out in the
source audience. It is also observed that usually a literal translation is preferred while

translating the advertisements.

The understanding and interpretation of culture is also a main concern in advertising texts.
However easy it may seem to translate an advertising text or a slogan, in some cases, the
translators may have to transfer the source culture to another, rather than translating the
text and the slogan. While translating an advertising text, the translator should keep in
mind that habits, life styles, demographic features and many other things in both cultures
should be considered so that the message of the commission and the commissioner can be
conveyed appropriately to the consumers. If a translator or the commissioner wants the
message to reach the target audience directly, he/she must take the values, culture and
language of the target audience into consideration. Sample 7 and Sample 9 highlight the
importance of cultural issues in the translation process to show that diagnosing and taking
the cultural features in the source text in the process of translation is another requirement
of translation competency. Recognition of the source text type and establishment of it in
the target text form, accurate understanding of the text forms, reformulating the source text
through paraphrasing, summarizing, using or avoiding calques so as to produce the most
appropriate target text are the most important points that help the translator to enhance the

translation competence.

Those samples demonstrated in this thesis have been chosen among several similar
examples. It is observed that, in Turkey, the translation of advertisements is usually not as
vivid, catchy as the source texts due to the fact that they are not target culture oriented.
When analyzed, it is seen that cultural factors have an important role in translation and
translation decisions taken by the translator should be shaped accordingly. So, it can be
empbhasized that the translator should determine the culture dependent elements that
comprise the source text and then meet the requirements of these elements in the

translation process in line with task description assigned. (Oner, 2003:79)
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The functional approach, which this thesis is based on, is closely related to Skopos theory
and it suggests that “the function of a translation depends on the knowledge, expectations,
values and norms of the target readers, who are again influenced by the situation they are
in and by the culture. These factors determine whether the function of the source text or
passages in the source text can be preserved or have to be modified or even changed.”
(Kussmaul, 1995: 149) However, in the samples analyzed in this thesis, translators mainly
intend to translate the linguistic data into the source text, trying to preserve the same
linguistic features of the source text in the target text as well. This proves that linguistic
parameters are the factors that create the discourse of the translations rather that the

cultural factors.

Another crucial conclusion underlined by this study is that translators are actively engaged
with genres and text types. A translator should regard advertisements as an important text
type to be studied and should perform translation competence. It is clearly observed that
the translator seems to lack the ability of selecting the lexical items and obtaining a
syntactic organization and cohesion, which results in failure of functionality suggested by

Skopos theory.

The poor translation of advertisements also proves that translation of advertisements
should be treated seriously by the commissioner and the translator as well. In other words,
translation of advertisements should be seriously considered as a professional task and if
translation is an intercultural process as Vermeer asserts, then the translator should be

considered as an intercultural expert.

Having a product or the brand function effectively is the main concern of the commissioner
and then the translator through translation. In order to fulfil this, the translator should
tackle the linguistic and grammar differences between two languages, which emerge as the

biggest challenge in the process of translation.

To conclude, literal translation of an advertisement from one culture to another is not

possible if
- the product that is advertised or the brand has connotations

-the two languages are linguistically and grammatically different
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-the advertisement text includes figures of speech.

Identifying the consumers closely and knowing the source and target cultures are the main
rules of advertising. Following the same attitude, the same rules definitely apply to
translation. Samples evaluated in this thesis demonstrate that though literal translation of a
message or content, seemingly very easy, is possible, it should in fact be translated from

one culture to another.

At the end of this analysis, it is observed that the translator should embrace the fact that it
is not appropriate or possible to translate advertisements without considering the cultural
aspect of translation. The translator should note that cultural compounds of the message of

the advertisement should also be transmitted.
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APPENDIX
Appendix 1 Print screens of sample 1 Garanti Bank advertisement in Turkish

Bankacihk cebiniz kadar
vakimmizda!

SR NN IS MR BEBE e

G R W e

fFlw 3 inlo

Garanti CepBank ile, internet Subesi ve Cep Subesi'ne giris yapmadan, istedijiniz
Kiginin cep telefonuna Garant'de hesati ya da karh olmasa bile aninda giventi bir
gekilde para gdnderebilirsiniz. Para gbnderdiginiz kisi gdnderdiginiz parawi
Tarkive'nin her yerinde tdm Paramaltikierden gekebilir,

Hemen sagdaki "Garanti Fatebook™ butonuna tkiadiktan sonra sadece kendi cep
telefonu numaramnz ve para gondermek istediginiz cep telefonu numarasini girerek
ditediginiz kigsive aninda para gdonderebilirsiniz.

CepBank iPhone uygulamasint App Store, Android uygulamasni ise Android Market,
Samsung Indiroid ve Turkcell T-IMarketten licretsiz olarak indirip hemen kullanmaya
baglayabilirsiniz

CepBank iPhone uygulamasinda yer alan "Bump Hle Transfer Szellifi sayesinde,
para gonderecediniz kigi yamnizda ise ekrana telefon numaras! yazmaniza gerek
kaimadan telefoniarimz birbirine dokundurarak para transferinizi yapabilirsiniz

Diterseniz para gbnderme isleminizi cep telefonunuzdan sadece ksa bir mesaj
gdndererek ya da Garanti internet /Cep Subesi ve Paramatiklerden de vapabilirsiniz.
Para giénderdiginiz kisi gonderdiginiz paray Tdrkiyenin heryerinde tiim
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Appendix 2 Print screen of sample 1 Garanti Bank advertisement in English

o Garanti .

\faus Password? tw;;iy

Deposii@dmupsimen loang o Cawds Hortane Dl ¥ 00 Sfensions Prrivate Banki:
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Appendix 3 Print screen of sample 2 Garanti Bank advertisement in Turkish

FiGaranu

ROBI

KB Ozel o Hredler | KeediHartian C vatrm Hakit¥inetni  © Jubelh

Bemo | Rarciane nattens | Parola 81

Legsing v Factuing | Nigodave Emekdink

igim Yeni Destedim Garsnti

Isimi

simyeni destedim
Carantil

ety bitg

Kuruyorum.

@ Shretiour

‘ 49 Sk Kurulugy Be 48 g1 noststar

~,  Gigimod ElRitab
: "6’ Girigimcilere yoi gasterici tim tiigier

£asy Dargd
@ Griimclere bzel geni hesr kart

- ROBVierin Garantisi | Henafr Celecek Garantist

igim Yeni Destegim Garanti

48
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Appendix 5 Print screen of sample 3 TEB advertisement in Turkish

Hesie e W Wareie W W Wowrt

R R E . o . =

Konut Kredisi

Hor e Hagmaoni aim TH Kosor
Kewhisl e gl rpioes yepl fogd

T sl b e s ey # ,v e
it higeih AhE sk B Aee G e
e P i g el b

b ot Kot Al Sl

Barw

o BantRne St

Wghekone vty

Sdmal et e
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Appendix 6 Print screen of sample 3 TEB advertisement in English

Forwe v v demen

¢

B

5 Wemipagh

Al

Mg Poskeite

s oggeort Sana

e Tl CEREY
s Brarhisig Tuadion

ey

Mortgage

0 TEB Moo Fswnwtuch sgiopa e

ot of erery bt iy of ey i
T g N St

s e waiog B e

Ve ks sy el ok tiionst
| e e 0 S aed
g ook ad o i ot

g i sy, By Sotwiting the

EETEE S PNT P T S
Joondl Hoos o IS,

Bt R woepataskeg T

Martpipe Fesdects
I G 3

L
s et b T et
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Appendix 7 Print screen of sample 4 TEB advertisement in Turkish

wid ¥ T Biedle § T Theday hoiead

:i’iéB Titanivm Worldcard

I S Baiieg
¢ TR Thaski Wigas

s HEE e tade Mametanl

noao

TEB T Moot s

A e Aenspn o o Tibin e i B TEH Domnies Workiod
Vit vt it Sy g il s s A Mot iy Nl S b el i,
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Appendix 8 Print screen of sample 4 TEB advertisement in English

TED Weekdsand » TEB Wondcands » T8 Taaohas Warkdcand

TEB Titanium Worldcard

!4 TER Wondcards

© v TEG Worscars

TEE Goid Warkicard

TER Praticam Worldeard

TEB Tilanium Werdeard

YES Wods Signia MasierSand

TEE Werdoard Gokden Yaurs

TEE Viduat Worldeard

TES Warls Supolpmentayy Carg
Campagny
: TEB Titanium Warldeard, Yes...Why Kot!

A first from TEB in Turkey and in Europe: TES Tianium Weddrardt

ftis exaxtly the cand of your dreans by the oppurtunities i offers in your domest and i ional ravels and the
your ife styke. With TES Titanium Weddeard, we make yaur dreams zome trae,

:
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Appendix 9 Print screen of sample 5 FINANSBANK advertisement in Turkish

BAFTL AR BHEVIUAY  TATIRSE

Istediginiz her an,
istedibiniz her yerde bankachk keyfil

= N

e gkiate a0 Bagei
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‘,] Appendix 10 Print screen of sample 5 FINANSBANK advertisement in English

Consumer Internet Banking

Finansbank banking services
are as close as your computer

A OB RO B I BT FIRasAharE G0 Wi Baree § Frnatalaek oot Card (ot Lakie sdvaritage
slsbaieed By Calling w0 BGS 23T O . .

.
:
d

Ensy to use, fastest service

Wik ity Drterrel Bonking, SBeeotions e persiided o B S cuenlonn saals trasacnn, Yo
Frasea Tt B il U ety Y e w yod Ul sk Bortnes el Chea epdaneiiesy Guiie wou
Stegedag oNbeds e Guh e DUt TR,

o Pl chak hees for Ctedenes Soteraet Baciing Traoam e LRL.

o Pease Lok faire B Ut Dabernet Baciinng Traense e L & Houes,
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Appendix 11 Print screen of sample 6 FINANSBANK advertisement in Turkish

CardFinans

CerErinier

"Beklontilerinizi yitkseltint™

CardFinans ile 1.500°0 askin marka ve 250.000%n Uzerinde aligveriy nokrasweda beklentilerinizin Stesinds
avantajlar ve hayatiniz kolaylagtiracak hizmetier sizi bekiivor.

: CardrFinans fle indirimisrden yvaraclamn, taksitie abipvery yapm,. Dahas: vapacadimz harcamalardan
Parabfoan kazarn.

Bir CardFinans..., Sayisiz kolayhi?

~  Acit nakit ihtivaglanmz igin gok uygun taksitlerie, keBisiz Aninda Kredi kullanabilir, ihtivagtarmz:
amnda kargitayabilirsiniz.

+ Antagmah kuromibara st Faturalanmez igin Uoretsiz Fatura Odeme talimats vererek, keadinize zaman
= varatabilirsiniz.

; = TFaksitkolay ite taksit yapmayan mafazalarda bite atigverizlerinizi taksitlendirebilir, Sdemelerinizi
- ratiat rahat MEOArsiniZ.

KazandiGunz Parafuaniar size cok dzel ayricabikiar sagiar.

= Kazandifimz ParaPuaniaria Gve igyerlerinden abigveris yapmanin keyfini vasayin.,

= Ditediginiz havayolu sirketinden bedavs ugak bifet salmn alin, hayat ettifiniy verlere ugun.




Appendix 12 Print screen of sample 6 FINANSBANK advertisement in English

Lanst s Seraus

o Yowr Donaten

shpcne wRete pis W SERnA BRI RV EOREGER St e
PR B R T el R e B e,

Yo L fiacs Chom ael sk sl oo s oot Yoo wil b
A B et o el i e e e ekt
Feomgtd Sepsyiung i ape el v Saek b 88 Mane ey,
Wil S S PN i gt ey

S en: o g S o e MR
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Appendix 13 Print screen of sample 7 HSBC advertisement in Turkish

Sevdklennizie bificte
HSBC Advance de yaninizda.

Daha iierye, hep birlicte.

# AYBSNTRI SR
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Appendix 14 Print screen of sample 7 HSBC advertisement in English

| ETHERMADES HSBC Advance i wih you
} FILM OF YOURI . when you are realizing your
drearns along wath your

b

foved ones.
Together we advance.
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Appendix 15 Print screen of sample 8 HSBC advertisement in Turkish
-HSBC &

A Tt PiagieBecky

e mm Hizmetlerimiz
OV OIS b iy i crsmvntn, sk o yss

* Kart islermbeston ' mww&mwmwwmmmw
+ Hizgmetierimiz Ulusiararas mm e Dilgi birkiming xaiip. Privete Sank Jopten
. Yautemisting Yorwtcherniz e S5anss) plyasaiar hakings 3ii Sizent olansk
' ' Diiglanirtyor, Fik IaeCRiminize UYQun yebnen caziminn radvon.
s Bankach v Fingnsman
iglemtesiniz “Kighye Sxet Dirkin yhouti® slsyips 19 sacuce Pivate Bank
igatiarinize surlas yabrn foriae ve K Ui sizin i

« Express Bankeodk
> Bize Ulsgin Size So ayncashiaria tasariansn ve svantals mi programing sahip
HSED Private Bank Kridki Karti 16 yagomin b poktasindy hayating:
Koibyiaginiyor; hay8linizi NS U6 2eaginieysemei Xi6 Sties yani Kapir
yon.
G Privae Bvi 1088 S TR SO Tk A 8 i
m(mmwm
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Appendix 16 Print screen of sample 8 HSBC advertisement in English

WMM e Pr’oducts and Services
ot in o e Vot o
5 Ced oo ey do

: m.w‘ % ,»):;Mmtmnmmww
s i Sarvicay o Cordoas ’ - T
v feearmety o cusedy e o mwm : thwnks Hdationatip
» Firavnce and Banking Loy, mnrmxmﬁw
» Bapeess Banding it G4 T chusien Chebee. LU CBares e rotbed bermsiastly of
' i aWWWWnIMMMmW«%»&
+ Cantact U W resesarnes of HESEHO s anumilanss o wg ghotad

B Py,

Lt ; ot
Lo oA T L.

HEBE B 4.3,




Kariyerimin

Basindayumn

~ | FX Birebir Ba

nkacilk

Biretir Ayncabidar Timyas

Finansal Avansjiar

Birehir Portfly Fikivieri

akb
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Appendix 18 Print screen of sample 9 Akbank advertisement in English

iakbank,coi

PPEATCY

How can we help you today ?

B Expat Banking

i o Fag
Barding

. Akbé,igk Affluent Banking :

Akhank xnat Banking Akhank A&fflaem Hankina World of Privileass
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Appendix 19 Print screen of sample 10 Garanti advertisement in Turkish

gsLarant T ]

Bireysel

4 milyondanfazlakez
indirilen uygulamalarimz
Uygulama Ditkkanrndal




Appendix 20 Print screen of sample 10 Garanti advertisement in English

Internet Banking Log in

DD | FORgt Yot PESINGT - A0pY

Hlodhresy Diuy

Advanced
Video
Garanti Technology means

¥isit wap. qavanti.com.ir now and experience
the 3G difference in hanking.
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Appendix 21 Print screen of sample 11 DenizBank advertisement in Turkish

DenizBank Mortgage Kredisi
ile artik siz de bir ev sahibi
olunl!

Uygun vade ve faiz oranh Mortgeage
Kredilerimiz ile hayalinize ulasm...

HESAPLAMA ARACLARY  {]

DenizBank Mortgage Kredisi
Sabit faiz seqenedi ife mortgage kredisi kaitanatdlic, kredinizi egit taksitier halinde ddeyebitirsiniz,

25 yifa kadar vade segenekderinden yararianabilirsiniz,

Satin atacafim § in ekspretiz dederinin en fazia %75 ine kadar kredi kullanabilirsindz
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Appendix 22 Print screen of sample 11 DenizBank advertisement in English

Search

_ BANKING BUSINESS CARD : WEALTH MANAGEMENT

We Finance your Dream

We would be giad to offer our Mongage services for your propeety
finance in Turkey. DenizBank is the leading bank providing
reortgage loans to foreigners in Turkey. This makes us the most
experisnced bank and the best partner in making your dream come
frue,

Trs acidition to our Martgage services, we offer full banking service
in setting up your daily banking needs in Turkey.
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Appendix 23 Print screen of sample 12 DenizBank advertisement in Turkish

Deniz, Her Yerde Yaninizdal

Hdergin bixjixgen ATM atprmzie DenizBank her
gerde garuruzdal

N

Derdziiani - BTT i hirkidi sayesinde, 4,400 yakn AT e
Blivaormz olan her yerdeyis,

2000 drevinde AgkDeniz AT sinden on bankaolk isterntecin
rergekiegtivebilir, 1.800°G aghen PTY ATM sinden DenizBank banks
arfarnzde pars gekebitin, bakivenizi kontrof edebdiivsiniz.

renizBank kredi RKertdarn ife PUT AT %erinden nakit avans gekebilingingz,

soikDeniy AT erindeks Srel iplern meniders, igienderinizi kolayca we huzh famamdamanza vardime: olur.,

= Banka Karly - Mevduat Isternfer Menisa

o Keedt Kavtiar - Mredi Karts Iglomioni stondsi

w O Odemel Kart - On Gdermeli Kery Mendisis

w Igleterue Kart - KOBUlervmize Kradi-Kredt Koty Iglemberind avey Elkranda Icoren Ozel Ments

i Oretici Kark - Oreticinizie Dostas Uretic Karta Ozed Mend
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Appendix 24 Print screen of sample 12 DenizBank advertisement in English

P~ PR 1 Q

B3 uine SIENE

Life is Beautiful with AcikDeniz
ATM Bankingl

rou may conduct your Banking transactions

OWRDoOt waiting Uy QUeUESs,

o owEthout paving charges,

o Secarehy

at DenizBank ATMs,

with DenizBank ATHMS, you can experience the difference of transaction sets special for
card rypes and screen designs.

w Lyvehdt Cared
B Credit Cards
BeUSME Card

Producer Card

AL Deeniziiardd ATHMS, vou can depasit cash to yvour acceunt and pay credit card debt in cash without walting in
queaes. In addition, youw an ey ot these ransactions withaut having yeur card.
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