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Annotation: The pragmatic features of translating advertisements in English and Uzbek TV
involve capturing cultural nuances, societal values, and linguistic peculiarities of each language.
Advertisements must resonate emotionally and contextually with the target audience while retaining the
original message’s intent. Strategies include adapting idiomatic expressions, slogans, and humor to align
with local customs and beliefs. Moreover, translators must ensure clarity and maintain persuasive elements,
balancing creativity with accuracy to achieve effective cross-cultural communication and audience
engagement across diverse linguistic and cultural contexts.
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IMPATMATUYECKHE OCOBEHHOCTH IIEPEBO/JIA PEK/IAMbI HA
AHTJIMACKOM M Y3BEKCKOM TEJIEBUJEHUU

MyxameaoBa Masnka KaxpamMoH Ku3u
Mazucmpanm 2- Kypca Hanpag/ieHue auHesucmuka malikapulatova03333@gmail.com

AHHoOTaumA: [I[pazmamuyeckue ocobeHHoCMu nepeeodd pek/Aambl HA AH2AUUCKOM
U y30eKCKoM mesegudeHUUu 8K/aKw4Yam 8 cebss yyem KyJbMmypHbIX HIOAHCO8,
06wWecmeeHHbIX YeHHOocmel U 513blK08blX 0CObeHHOocmel Kaxcdozo si3vika. Pekaama
Jdo/HCHA 8bI3bIBAMb IMOYUOHA/IbHLIL OMKAUK U CO0OMBemcmeosams KOHmMeKcmy
yesesoll aydumopuu, COXpAaHsisi Npu 3MOM U3HAYAAbHbIU 3ambices. Cmpamezuu
gK/IYAIOM adanmayuio UdUOMAMUYecKux 8blpaXdceHull, C/102aHO8 U HMopa 8
coomeemcmeuu ¢ MECMHbIMU 06biasimMu U mpaduyusimu. Kpome moeo, nepegodyuku
do/xcHbI 06ecneyu8ams SICHOCMb U COXPAHSMb 3/1eMeHmbl ybexcdeHus, coyemas
KpeamusHOCMb C MOYHOCMbI 0151 3PPHeKmuUBHOU MEHCKYAbMYPHOU KOMMYHUKAYUU U
808J1e4eHUs1 dydumopuu 8 pa3HbiX s13bIKOBbIX U KY/AbMYPHbIX KOHMEKCMax.

KnwueBsble caoBa: [Ipaemamuyeckull, nepeeod, pekaama, aHaautickuil, y36ekckutl,
mesiegudeHue, Ky/1bmypHble HRAHCbI, TUH2BUCMUYECKAss adanmayusi, MexcKy 1bmypHas

KOMMYHUKAUUsl, 808/1e4eHuUe aydumopuu.

INGLIZ VA O‘ZBEK TELEVIDENIYESIDA REKLAMA TARJIMASINING
PRAGMATIK XUSUSIYATLARI
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Annotatsiya: Ingliz va o‘zbek televideniyesida reklama tarjimasining pragmatik xususiyatlariga
har bir tilning madaniy nuances, ijtimoiy qadriyatlar va lingvistik o‘ziga xosliklarini hisobga olish kiradi.
Reklama magqsadli auditoriyaning hissiy va kontekstual javobini uyg‘otishi kerak, bunda asl g‘oyani saglab
qolish zarur. Strategiyalar mahalliy urf-odatlar va an’analarga mos keladigan idiomatik iboralar, shiorlar
va hazillarni moslashtirishni o'z ichiga oladi. Bundan tashqari, tarjimonlar aniglikni ta’minlab,
ishontiruvchi elementlarni saqlashi, samarali madaniyatlararo muloqot va turli lingvistik hamda madaniy
kontekstlarda auditoriyani jalb gilish uchun ijodkorlikni aniglik bilan uyg‘unlashtirishi kerak.

Kalit so‘zlar: Pragmatik, tarjima, reklama, inglizcha, o‘zbekcha, televideniye, madaniy nuances,
lingvistik moslashuv, madaniyatlararo muloqot, auditoriyani jalb gilish.

INTRODUCTION

In today’s increasingly interconnected world, the globalization of media has brought
about a dynamic interplay between languages and cultures. One of the key areas where this
interaction is especially noticeable is in the translation of advertisements. Advertisements
serve as powerful tools for communication, aiming to persuade and engage audiences across
diverse cultural landscapes. However, translating advertisements from one language to
another, such as from English to Uzbek, is not merely a matter of linguistic conversion. It
involves navigating a complex web of pragmatic features that reflect the cultural, societal,
and contextual nuances inherent in both languages.

The pragmatic features of translation pertain to the practical and contextual elements
that influence how meaning is conveyed in communication. In the realm of advertisements,
these features become even more critical due to the dual objectives of maintaining the
original message’s intent while ensuring that the content resonates meaningfully with the
target audience. This is particularly important in cross-cultural contexts, where differences
in values, beliefs, customs, and cultural expectations can significantly affect how messages
are perceived.

The process of translating advertisements involves not only linguistic accuracy but
also an understanding of cultural contexts. A successful translation must strike a balance
between preserving the source language’s message and adapting it in a way that aligns with
the target audience’s expectations. For instance, idiomatic expressions, humor, cultural
references, and even certain brand names might not have direct equivalents in the target
language. This creates a challenge for translators, who must decide how to adapt such
elements without losing the essence of the original message.

In English and Uzbek TV, the differences in cultural norms, traditions, and
communication styles create unique challenges for advertisers and translators alike.
English, as a widely used international language, carries its own set of cultural
connotations, whereas Uzbek, with its distinct linguistic and cultural identity, offers a
different set of norms. These differences must be accounted for in the translation process to
ensure that advertisements do not only translate linguistically but also culturally.
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This article explores the pragmatic features of translating advertisements in English

and Uzbek TV. It seeks to identify key aspects that influence the translation process,
focusing on how cultural values, societal norms, and contextual factors impact the
effectiveness of advertising across these two languages. By examining the challenges and
strategies involved, the article aims to highlight the importance of maintaining a balance
between linguistic accuracy and cultural appropriateness in cross-cultural advertising
efforts.

Ultimately, understanding the pragmatic features of translation in the context of
English and Uzbek TV contributes not only to more effective communication but also to
fostering greater cultural understanding between audiences. As globalization continues to
expand, the role of translation in bridging linguistic and cultural gaps becomes increasingly
vital, particularly in the realm of advertising, where the goal is to engage and resonate with
diverse audiences across different cultural contexts.

The pragmatic features of translating advertisements in English and Uzbek TV

The pragmatic features of translating advertisements from English to Uzbek TV
involve a complex interplay of cultural, linguistic, and contextual factors that must be
carefully navigated to ensure effective communication. Pragmatics, in the context of
translation, refers to how context, cultural norms, and societal values shape the meaning
and interpretation of communication. When translating advertisements, it is essential to go
beyond mere word-for-word translation. Advertisements are not just about conveying
linguistic content; they must also connect with the audience emotionally and culturally,
ensuring that the message remains relevant and persuasive.

In the realm of advertising, pragmatics plays a crucial role because it focuses on how
the intended message is perceived by the target audience. For instance, an advertisement
that works effectively in one culture might not necessarily translate well into another. This
is particularly evident when comparing English-speaking and Uzbek-speaking audiences.
The cultural nuances, values, and expectations differ significantly between the two groups,
creating unique challenges in translating advertisements.

Cultural Differences and Their Impact on Translation

One of the most significant pragmatic features influencing the translation of
advertisements from English to Uzbek is cultural differences. Cultural norms, values, and
beliefs deeply affect how advertisements are perceived by the audience. In English-speaking
cultures, individualism, freedom, and personal achievement are often emphasized. In
contrast, Uzbek culture tends to be collectivist, placing a higher value on community,
family, and social harmony. These differing cultural values create different expectations for
how advertisements should be constructed and communicated.

For example, an advertisement promoting individuality, personal success, or self-
reliance might not have the same impact in Uzbek culture, where the collective well-being
and family are prioritized. Translating such an advertisement requires the translator to
adapt the message so that it resonates within the cultural context of the target audience. A
simple slogan like "Be Your Own Boss" may not translate well into Uzbek, where a more
community-oriented message might be more effective, such as "Success Together.'
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Cultural differences extend to how humor is used in advertisements. Humor is often

deeply rooted in cultural references, idiomatic expressions, and shared experiences.
Translators must be cautious when translating humor from English to Uzbek. A joke or a
pun that relies on Western cultural knowledge may not translate effectively because the
target audience may not share the same cultural context or values. For instance, translating
a joke that relies on a particular idiom, such as "time is money," might not have the same
meaning or impact in Uzbek, which values time differently. Instead, a translator might
adapt the message to something more culturally relevant, like "Tug’ilgan kun gimmatli
lahza' (A birthday is a precious moment).

Moreover, cultural values related to gender roles can influence the translation of
advertisements. In Western cultures, gender roles tend to be more fluid, allowing for a
greater range of expressions in advertising. In contrast, Uzbek culture tends to emphasize
traditional gender roles, where men are often portrayed as providers and leaders, while
women are expected to focus on family responsibilities. Translators must ensure that the
messages they convey do not conflict with these cultural norms. For instance, an
advertisement promoting gender equality in the workplace might be less effective if
translated without regard to Uzbek cultural expectations regarding gender roles.

Linguistic Differences and Translation Challenges

Linguistic differences between English and Uzbek further complicate the translation
of advertisements. English and Uzbek have distinct grammatical structures, syntax, and
vocabulary, which can pose significant challenges when translating idiomatic expressions,
metaphors, and slogans. One of the key differences is the sentence structure. English
typically follows a Subject-Verb-Object (SVO) order, while Uzbek follows a Subject-
Object-Verb (SOV) order. This structural difference can lead to awkward translations if
not handled properly.

For example, translating an English sentence like "We deliver quality service' into
Uzbek requires restructuring to fit the SOV order: 'Biz sifatli xizmat ko‘rsatamiz." A
translator must ensure that the message remains grammatically correct and maintains its
intended meaning.

Idiomatic expressions are particularly challenging to translate because they often
carry meanings specific to a particular culture. For instance, phrases like "break the ice" or
'kick the bucket" are common in English but may not have direct equivalents in Uzbek.
Translating such expressions often requires the use of cultural equivalents or rephrasing to
ensure the message is understood in the target language. A literal translation may not
capture the intended meaning, leading to a loss of impact.

Similarly, metaphors often rely on cultural imagery that may not resonate with the
target audience. Translators must ensure that metaphors are adapted in a way that
maintains their relevance and effectiveness in the target culture. For example, an English
metaphor like "building bridges' might not carry the same meaning or resonance in Uzbek
culture. A translator might replace it with a more culturally relevant metaphor, such as
‘qulay alogalar o‘rnatish" (establishing comfortable connections).

Slogans are another critical component of advertising that presents challenges due to
linguistic differences. Slogans are often designed to be catchy, memorable, and culturally
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resonant. Translators must carefully consider the phonetic, semantic, and emotional impact
of the slogan when adapting it for the target audience. A slogan that works well in English
may not translate effectively into Uzbek, where cultural connotations may differ.

For example, a slogan like 'Just Do It" might be difficult to translate directly into
Uzbek. A translator might need to adapt it to something that conveys the same message
while remaining culturally relevant, such as 'Osonroq qiling" (Make it easier). The
translator must ensure that the slogan maintains its emotional appeal and brand identity
while aligning with the target audience’s cultural expectations.

Contextual Factors and Audience Expectations

Context plays a crucial role in the translation of advertisements, particularly in cross-
cultural settings. Contextual factors such as social norms, lifestyles, and consumer behavior
differ between English-speaking and Uzbek-speaking audiences, which affects how
advertisements are received and interpreted.

In English-speaking cultures, advertisements often emphasize individualism, personal
choice, and empowerment. In Uzbek culture, however, advertisements often focus on
family, tradition, and social harmony. For instance, an advertisement for a personal care
product promoting individuality and self-expression may not resonate as strongly with an
Uzbek audience. Instead, an advertisement that emphasizes the product’s benefits for the
family or communal use is likely to be more effective.

Moreover, consumer behavior and preferences also differ between cultures. For
example, while Western consumers may prioritize convenience, speed, and efficiency,
Uzbek consumers tend to value quality, trust, and long-term relationships. Advertisements
that highlight fast results or immediate gratification might not be as effective in Uzbek
culture, where a greater emphasis is placed on reliability and quality over quick fixes.

Translators must also consider the audience’s expectations regarding product
benefits. In English-speaking cultures, advertisements often highlight how products can
improve individual lifestyles. In contrast, Uzbek audiences may prioritize how a product
enhances family life or contributes to social well-being. A translator must ensure that the
advertisement reflects these expectations to maintain relevance and engagement.

Strategies for Effective Translation

To ensure effective translation of advertisements from English to Uzbek, translators
must adopt strategies that balance linguistic accuracy, cultural adaptation, and contextual
relevance.

Cultural Adaptation:

One of the most important strategies is cultural adaptation. Translators need to
ensure that culturally specific references, idiomatic expressions, and humor are
appropriately adapted to resonate with the target audience. This may involve replacing
idiomatic expressions or metaphors with equivalents that carry similar meanings but are
more culturally relevant.

Equivalence and Localization:

Equivalence is another key strategy, where translators aim to find culturally
appropriate counterparts for expressions, slogans, and brand names. For example, instead
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of translating a slogan like "Think Different" directly, a translator might adapt it to

'O‘zgarishni o‘'ylang," ensuring the message remains relevant and impactful.

Phonetic Adaptation:

When translating brand names or slogans, phonetic adaptation may be necessary to
ensure that the name remains recognizable and retains its brand identity. For instance, if a
brand name has no direct equivalent in Uzbek, transliteration can be used to maintain the
brand’s identity while adapting it to the target language.

Contextual Analysis:

A thorough contextual analysis is essential to understand the specific expectations
and values of the target audience. This involves considering factors such as lifestyle, social
norms, and consumer behavior to ensure that the advertisement aligns with the cultural
framework of the target audience.

Ensuring Clarity and Persuasion:

Effective translation requires not only linguistic accuracy but also clarity and
persuasive appeal. Translators must ensure that the message remains clear and persuasive
in the target language while maintaining its emotional impact.

Conclusion

The pragmatic features of translating advertisements from English to Uzbek TV
involve a complex interplay of cultural, linguistic, and contextual factors. Translating
advertisements goes beyond simple linguistic conversion; it requires understanding and
adapting the pragmatic elements that influence how messages are perceived by the target
audience. Cultural differences, linguistic structures, and audience expectations create
unique challenges in the translation process. By adopting strategies such as cultural
adaptation, equivalence, phonetic adaptation, and contextual analysis, translators can
ensure that advertisements remain relevant, effective, and engaging for Uzbek audiences.
Ultimately, the goal is to maintain the original message’s intent while ensuring that it
resonates with the target audience in a culturally appropriate manner.
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