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Translation difficulties of metaphor

The article deals with the translation difficulties of metaphor. Many metaphors and similes are
conventional figures of speech regularly used by the members of the language community.

Keywords: translation, metaphor, stylistic device, target language, source language

B crarbe paccMmarpuBaroTcs TPYAHOCTH, CBSI3aHHBIE C MEPEBOIOM MeTaopsl. MHOrue me-
Taopbl U CpaBHEHUS SBISIOTCA YCIOBHBIMM (QUIypaMH pedd U 00JaJaroT HalMOHaJIbHO-
KYJIBTYpHOHU CIelU(PUIHOCTBIO.

Knrwouesvie cnosa: mnepeBon, meradopa, CTUIUCTHUYECKHH NpHUEM, S3BIK NEPEBOJA, S3BIK
OpuruHazia

To enhance the communicative effect of his message the author of the source
text may make use of various stylistic devices, such as metaphors, similes, puns and
so on. Coming across a stylistic, device the translator has to make up his mind wheth-
er it should be preserved in his translation or left out and compensated for at some
other place.

Metaphors and similes though most commonly used in works of fiction, are not
excluded from all other types of texts. A metaphor and a simile both assert the re-
semblance between two objects or processes but in the latter the similarity is made
explicit with the help of prepositions “as” and “like”.
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Many metaphors and similes are conventional figures of speech regularly used
by the members of the language community. Such figurative units may be regarded
as idioms and translated in a similar way. As in the case of idioms their Karakalpak
equivalents may be based on the same image (a powder magazine — mopoxJibl )ep
Tene, White as snow — kapnaii ak) or on a different one (a ray of hope — ymur
ymkberHnapsl, thin as a rake — witaeneit apsik). Similarly, some of the English stand-
ard metaphors and similes are rendered into Karakalpak word for word (as busy as a
bee — kypMbIicKamait muiineT cyiruin), wWhile the meaning of others can only be ex-
plained in a non-figurative way (as large as life — xen ayHbsiaii).

More complicated is the problem of translating individual figures of speech
created by the imagination of the ST author. They are important elements of the au-
thor’s style and are usually translated word for word. Nevertheless the original image
may prove inacceptable in the target language and the translator will have to look for
a suitable occasional substitute. Consider the following example:

They had reached the mysterious mill where the red tape was spun, and Yates
was determined to cut through it here and now. (St. Heym. “Crusaders”)

“Red tape” is usually translated as «OGropokpaTu3M, BookuTay, but bureaucrat-
iIsm cannot be spun or cut through. The translator had to invent an occasional substi-
tute:

OHM yIepiuch B CTeHy ITaGHOH GIopokpaTHy, HO MeHTc TBepao pemm TyT
e IPOOUTH ITY CTEHY.

A similar tactics is resorted to by the translator when he comes across a pun in
ST. If the SL word played upon in ST has a Russian substitute which can also be used
both literally and figuratively, a word-for-word translation is possible:

Whenever a young gentleman was taken in hand by Doctor Blimber, he might
consider himself sure of a pretty tight squeeze.

Joxrop bmaiimOep KoabiHA Xop KaHmal JHKSHTIBMCHIM alFaHjia, OJ KePeKIn
JIOpEKeIe yCIaHaTYFhIHIIBIFBIHA HCEHCE 00Iap efu.

In other cases the translator tries to find in TL another word that can be played
upon in a similar way:

He says he’ll teach you to take his boards and make a raft of them; but seeing
that you know how to do this pretty well already, the offer... seems a superfluous one
on his part.

Here the word “teach” is intended by the owner of the boards to mean “to pun-
ish” but the man on the raft prefers to understand it in the direct sense. The Kara-
kalpak equivalent «okpITEIY» does not mean “to punish” and the translator finds an-
other word which has the two required meanings:

he’ll teach you — on enie kepceTun Kosibl

A very popular stylistic device is to include in the text an overt or covert quota-
tion. Unlike references in scientific papers the stylistic effect is usually achieved not
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by citing a complete extract from some other source, giving the exact chapter and
verse and taking great care to avoid even the slightest change in the original wording.
In literary or publicist texts quotations often take the form of allusions with a premi-
um put on a general impression. It is presumed that the cited words are well known to
the reader and can readily suggest the sought-for associations [1].

Translation of such allusions is no easy matter. The translator has to identify
the source and the associations it evokes with the SL receptors and then to decide
whether the source is also known to the TL receptors and can produce the similar ef-
fect. He may find the allusion untranslatable even if the source is sufficiently popular.
For instance L. Carroll’s “Alice in Wonderland” was many times translated into Rus-
sian and is much enjoyed both by children and adults in this country. However, the
translator will hardly preserve the obvious allusion to the book in the following sen-
tence:

The Tories were accused in the House of Commons yesterday of “living in an
Alice in Wonderland world” on the question of nuclear arms for Germany.

Buepa B manate oOIMH KOHCEPBATOPOB OOBHUHWIM B TOM, YTO OHHM MHUTAIOT
MIPU3PAYHBIE WIUTIO3UU IO IOBOAY sII€pHOTO BoopyxkeHus OPI.

As a rule, previous translations of the source of the allusion are widely used to
render it into Russian. This can be exemplified by S. Marshak’s translation of the
popular English nursery rhyme about Humpty Dumpty which is often cited in Britain
and USA. In the translation Humpty Dumpty who “sat on the wall and had a great
fall” was called «I1lanrait-banrait» and “all the king’s men” who “cannot put Hump-
ty Dumpty together again” became «Bcst koposieBckas patb». And ever since all allu-
sions to the rhyme have been translated on the basis of Marshak’s version. So, when
C. Bernstein and B. Woodward called their famous Watergate story “All the Presi-
dent’s Men”, it was unquestionably rendered into Russian as «Bcs npe3uaeHTCKas
patb».[2]

Some stylistic devices may be ignored by the translator when their expressive
effect is insignificant and their reproduction in the target text would run counter to
the spirit of TL. One of the oldest and most commonly used stylistic devices in Eng-
lish is alliteration. Many headings, strings of epithets and other phrases in English
texts consist of words which begin with the same letter. An Englishman seems to be
very happy if he can call an artificial satellite “a man-made moon” or invent a head-
line like “Bar Barbarism in Bars”. As a rule, the formal device cannot be reproduced
in the Russian translation where it would look rather bizarre and often distort the
meaning of the phrase. There are, however, infrequent exceptions when the repetition
of the initial letters assumes a particular communicative value. A much cited example
is from Ch. Dickens “Little Dorrit™:

“Tapa 1s a preferable mode of address”, observed Mrs. General. “Father is ra-
ther vulgar, my dear. The word Papa, besides, gives a pretty form to the lips. Papa,
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potatoes, poultry, prunes and prism, are all very good words for the lips, especially
prunes and prism”.

Obviously the Russian equivalents to the “good” words should all begin with
the letter «n» even if they referred to quite different objects, e.g.: mamna, npstHuK, Hep-
CHK, Mpock0a, Ipu3ma, etc.

Still more infrequent is the reproduction in translation, of another common
English stylistic device, the so-called zeugma, when a word enters in several colloca-
tions within one sentence each time in a different sense, e.g.:

(The man) ... took a final photograph of Michael in front of the hut, two cups of
tea at the Manor, and his departure.

A stylistic effect can be achieved by various types of repetitions, i.e. recurrence
of the word, word combination, phrase for two times or more. A particular type of
repetition is the reiteration of several successive sentences (or clauses) which usually
includes some type of lexical repetition too, e.g.:

England is a paradise for the well-to-do, a purgatory for the able, and a hell for
the poor.

AHrnus — OGaiinap ylIblH dKOHHET, TAIAHTIBUIAP YIIBIH ChIHAY MalJaHbl XoM
JKapJibliap YHIBIH JO3aK.

Repetition is a powerful means of emphasis. It adds rhythm and balance to the
utterance. In most cases the translator takes pains to reproduce it in TT. Repetition,
however, is more often used in English than in Russian and the translator may opt for
only a partial reproduction of the English long series of identical language units.

The interpreter meets with the need to refer to various expressive
means used in the original text, more often than might appear at first glance. Virtually
any text includes the various trails, figures of speech or other expressive means of
giving expression, constituting a special feature of linguistic units - stylistic. Transla-
tion of various kinds of stylistic functions from a language into another requires a
special kind of transformation that help maintain or modify the emotional and aes-
thetic information.

The most characteristic stylistic unit is the metaphor. Since ancient times, peo-
ple recreate words in picture of the world in its submission manner, through various
means. In many ancient languages anthropomorphic shape perceptions remain about
the environment, such as division of all subjects on the basis of male or female. This
right to personify, along with various cultural nature, is manifested in different ways
in different languages and in our time is seen as an unconditional rejection of the
standard compatibility of linguistic units, i.e. as a metaphorical unit.
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Translation of advertising texts

With the development of economic globalization, advertising industry has been developing
at a speed no one could imagine twenty years ago. This paper focuses on the research of advertising
translation with the directions of the following aspects: values difference, social custom difference,
language difference, geographical and humanistic environment difference. The research indicates
that according to the features of ads, proper methods can be utilized in the process of translation.

Keywords: Commercial Advertising, intratextual elements, extratextual elements, culture,
Translation, Strategies

C pa3BuUTHEM YKOHOMUYECKON IN100aNn3aluy peKiiaMHasi HHAYCTpUs Havajla pa3BUBAThHCS CO
CKOpOCTBIO, KOTOPOIl HUKTO HE MOT IMpPEICTaBUTh ceOe ABaauaTh JeT ToMy Ha3aa. CTaThsl MOCBS-
LIEHA MCCIIE0BAaHUIO NIEPEBO/IA PEKIAMBI B CIEAYIOIINX acIeKTaX: pa3jnyue LIEHHOCTEH, pa3anine
COLIMAJIbHBIX O0OBIUAEB, SI3BIKOBBIE pa3IuyuMsl, pa3ianune reorpaduyeckoil cpeasl. Mccnenopanue mo-
Ka3bIBA€T, YTO B 3aBUCHUMOCTU OT OCOOCHHOCTEH PEKJIaMbl B IPOLIECCE NEPEBOIa MOTYT UCIONb30-
BaTbCs PA3IMUHbIE METO/IBI.

Knroueswie cnosa. KOMMCPYECKAA pCKilaMa, BHYTPUTCKCTOBBIC J3JICMCHTBI, BHCTCKCTOBLIC
OJICMCHTEI, KYJIbTYypa, ICPEBO, CTPATCTUN

It goes without saying that translation has always existed in every part of life
since the beginning of time. Regardless of what the languages, needs, methods, or
texts are, the translation has been used in every field of studies, and this has led to the
multidisciplinary nature of translation studies. After being placed under main disci-
plines such as Linguistics or Literature for a very long time, translation studies have
only recently begun to be realized as an independent discipline. Definitions and theo-
ries of translation itself also seem to have evolved through time; from the word level
transfer of meaning to sentence level and later the integration of cultural elements.

Translation of advertising texts not only include words, but also cultural con-
cepts, ideas and visuals. Mooij defines translating advertising copy as “painting the
tip of an iceberg and hoping the whole thing will turn red”. He touches the cultural
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