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Abstract 

In the era of globalization, advertising has become an essential tool for 

multinational companies seeking to reach diverse audiences across linguistic and 

cultural boundaries. Translating advertisements, however, is not a simple linguistic 

process; it is a complex act of cross-cultural persuasion. This article explores how 

persuasive strategies in advertisements are adapted, transformed, or restructured in 

translation to align with the cultural norms, values, and expectations of target 

audiences. Drawing on theories of cross-cultural communication, translation studies, 

and advertising discourse, the study examines key challenges in translating 

persuasive messages, including cultural values, symbolism, humor, emotional 

appeal, and rhetorical strategies.  
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Introduction  

Advertising plays a central role in shaping consumer behavior by persuading 

audiences to adopt certain attitudes, beliefs, or purchasing decisions. In the global 

market, companies increasingly rely on translated advertisements to communicate 

with consumers from different linguistic and cultural backgrounds. However, 

persuasion is deeply embedded in culture, and what is considered convincing in one 

culture may be ineffective or even inappropriate in another [1]. 
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The translation of advertisements therefore goes beyond the transfer of 

linguistic meaning. It involves the adaptation of persuasive strategies to fit the 

cultural context of the target audience. This process, often referred to as localization 

or transcreation, requires translators and advertisers to understand not only language 

but also cultural values, social norms, and communication styles [2]. 

1 Persuasion in Advertising 

Persuasion in advertising is the deliberate use of language, images, and symbols 

to influence consumer attitudes and behavior. According to classical rhetoric, 

persuasion operates through three main appeals: ethos (credibility), pathos 

(emotional appeal), and logos (logical reasoning) [3]. Modern advertising frequently 

combines these appeals to create compelling messages. Advertising discourse is 

characterized by brevity, creativity, emotional intensity, and cultural references. 

Slogans, metaphors, humor, and wordplay are commonly used to attract attention 

and enhance memorability. However, these features are often culture-specific, which 

makes their translation particularly challenging [4]. 

2 Culture and Communication 

Culture shapes how people perceive messages, interpret meanings, and respond 

to persuasive attempts. Hall’s distinction between high-context and low-context 

cultures highlights differences in communication styles [5]. In high-context cultures 

(e.g., Japan, China), messages rely heavily on implicit meaning and shared cultural 

knowledge, whereas low-context cultures (e.g., the United States, Germany) prefer 

direct and explicit communication. Hofstede’s cultural dimensions, such as 

individualism versus collectivism and uncertainty avoidance, further explain 

variations in consumer preferences and persuasive effectiveness [6]. For example, 

advertisements emphasizing personal success may be effective in individualistic 

cultures but less persuasive in collectivist societies, where group harmony is valued. 

https://scientific-jl.com/luch/


 

https:// journalss.org/index.php/luch/                                    Часть-59_ Том-1_Декабрь-2025 421 

3 Advertising Translation and Transcreation 

Traditional translation theories that prioritize linguistic equivalence are 

insufficient for advertising. Scholars argue that advertising translation should focus 

on functional equivalence, ensuring that the target text achieves the same persuasive 

effect as the source text [7]. The concept of transcreation has gained prominence in 

this context. Transcreation involves creatively adapting the message to the target 

culture while preserving the brand’s core identity and communicative intent [8]. This 

approach allows translators to modify slogans, visuals, and emotional appeals to suit 

cultural expectations. One of the primary challenges in translating advertisements is 

dealing with linguistic features such as wordplay, puns, and idiomatic expressions. 

These elements often lack direct equivalents in the target language. A literal 

translation may result in loss of meaning or persuasive impact [9]. 

For example, English slogans that rely on rhyme or alliteration may sound 

awkward or meaningless when translated directly. In such cases, translators must 

recreate a new slogan that conveys the intended message and emotional tone rather 

than the exact wording. Cultural values strongly influence consumer responses to 

advertising. An advertisement that emphasizes independence and self-expression 

may resonate with Western audiences but appear inappropriate in cultures that value 

modesty and conformity [10]. Religious beliefs, social taboos, and moral norms 

must also be considered. Images or messages that are acceptable in one culture may 

be offensive in another. Failure to account for these factors can damage a brand’s 

reputation and reduce persuasive effectiveness. Humor is a powerful persuasive tool 

in advertising, but it is highly culture-dependent. Jokes, irony, and satire often rely 

on shared cultural knowledge and linguistic nuances. As a result, humorous 

advertisements are among the most difficult to translate. 

Similarly, emotional appeals vary across cultures. Some cultures respond 

positively to sentimental and family-oriented messages, while others prefer rational 
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and information-based persuasion. Translators must adjust emotional strategies to 

align with cultural expectations. The analysis shows that cross-cultural persuasion 

in translated advertisements is a dynamic and creative process. Translators act as 

cultural mediators who balance linguistic accuracy, cultural sensitivity, and 

persuasive effectiveness. The success of translated advertising depends largely on 

the translator’s ability to understand both source and target cultures. 

Moreover, the study highlights the limitations of literal translation in 

advertising contexts. Persuasion is not universal; it is culturally constructed. 

Therefore, achieving equivalence in advertising translation requires a functional and 

audience-oriented approach rather than strict textual fidelity. 

Conclusion 

Cross-cultural persuasion in translated advertisements is a crucial aspect of 

global marketing communication. This article has demonstrated that effective 

advertising translation involves more than language transfer; it requires cultural 

adaptation, creative transformation, and strategic decision-making. By examining 

the relationship between culture, persuasion, and translation, the study underscores 

the importance of transcreation and localization in achieving persuasive impact. 

Future research may focus on empirical studies of audience reception to translated 

advertisements or comparative analyses across specific cultures and industries. 

In conclusion, understanding cross-cultural persuasion enables advertisers and 

translators to communicate more effectively with global audiences, ultimately 

contributing to the success of international advertising campaigns. The 

implementation of metacognitive strategies has proven to be a transformative 

approach in enhancing the independent learning skills of English teachers. Through 

reflective practices, self-regulation, and goal-setting, teachers have reported 

significant improvements in their ability to manage their learning processes 

effectively. This shift not only fosters greater autonomy in professional development 
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but also positively impacts their instructional practices and student outcomes. By 

cultivating metacognitive awareness, teachers are better equipped to identify their 

strengths and weaknesses, enabling them to tailor their learning experiences 

accordingly. The findings suggest that ongoing training in metacognitive strategies 

should be integrated into professional development programs for educators, 

promoting a culture of continuous improvement and lifelong learning. 
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