05 ¥ Rl16H1S

*

#3453 Tk

Tor
Bo

g

&7

p—

junt

=0

(Z=roldh)

1. A&

FoltValdés 2013). U} 2

3

oA @ A3 Mg $EG ok ke

FAY 8- AKreceptor) 2]

kS

B W

z o
o =2

Aol, 3, olHER7]

] 93 8K(descriptive translation studies)(Toury 1995)2]

il

)

Q

)

20158Pd = gh=o]=olt)
=3

=l il Al

A7
=

=
=

*



o~

6 fElcly o F6H 12

A7) wWEL7 Far

o
o
i
1)
=
W
N
S5
(o]
o,
=
lo E
ro
ojo
Mo
2,
S

[[In advertising translation research there are still some flaws and
challenges to overcome, such as the notion of text, the choice and
organization of a corpus, the scope of the research or the methodological
approach to its study. As regards the first question, the identity of the
source text and of the target text is obscure in advertising translation.
Concerning this, a clarification should be made regarding the notions of
source and target culture. If in other translation spheres the source culture
refers to the context from which the text to be translated comes, and the
target culture is the context in which the translation is produced or at
which it is addressed, in the case of advertising translation this distinction
is difficult to make, as the source text may be designed, written and
produced in different cultural contexts. Often we tend to claim that the
source culture of a text is the culture associated with a product, which
may not be the case. Moreover, the authorship of a source advertisement
is multiple and unidentified. This anonymity takes researchers to a
crossroads (Valdés 2013: 310).

FnAgAT R Bagd] Hat g, Tsse] g 24, A7)
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e wae PUE el o velgte] Ak geloly BE 2uE
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AL Wefo] AdulE W wak AW PRGN e
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B o] A Feje] ATSE TR doje} w3te] SUE AT
& Sl 2m2(Smith 2000)= Fol-2lAlote] def elA] & =eele] v
ke =3l1aL, obii(Adab 1999)2 HlwEA A& E8sle Fage &
skl en, 2] 9 AKLaviosa 2007)E Fare] 1o]f3l7t o1 g A *ﬂ%ﬂ - 9
eAek 2@ o] A F27] wsd vAe 9% 5o =P vt

uok Lt Anjx9l SeRol-E A e)(Smith and Klein-Braley 1997), #|ErfZH}
ﬂ(]ettmarova et al. 1997), EdAl(Torresi 2004) & F1o 318 A|A|
(references)©} ¥ (stereotypes)= =olHA w8t Q47 Fa A nx|=
vhoFal odgkel S A vl QlekValdés 2013: 30994 Aj<1E).D

4 7 APATELS 7159 WHAME WS =dkith 7 E
dArle A5 aefsA ae Bae] ou|E 249 ofad 4 g7 o
ol s MYEAGNT we 7S 3] eI )s 3o |
" (intersemiotic  adaptations)& RH=A] mE@oF dtha T TH Torresi
2008). 1= Hl TRFC HAAEIE EAsHEA 7|5 te] Wgo] ¥ (practice)
o FReINE shsstetn AHYTHE9). A Tejolutze 54 Fask Al )
o] M= o wA(TV, e, FA)dIA o9A t2x oA FdIAE 4
HEWA Fae 789 ZHE fAske WdeR wgdHta F43
(Freitas 2004). I+ F19 ujxl7t FnE olgslsd o] “HeH
5" (complementary function)< Gty FAstAA F7HeF Bebd Ve
713 ZF el A4 ge)(working definition)o]] EFHAIZITH293-7). BFA| T
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& éia‘r"l Bdlzle 3 *ﬂ% A7F EEUE 19909 2, Faroln] o]
g2 gAE(M)e onA|(V)E et B A «Fasi(Tv
£ O Z AR, “4=7(export), “IHZE &7]7](straight translation), “H S (V
T AL Te ¥9), “<wg" (Ve fAstL Te A2 2A) o2 /et
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(Smith and Klein-Braley 1997). Z-& Al7]o] A|Enj&ule 2n]x-2ejel-HY
2lo] Aeguch st <A g5 W, «ofrte] Wgr, “yigkolels A
WS 7okl thJettmarova et al. 1997). 2HH 71l Au| A% 45702] Jo-2]A]
olo] Fx 9] F=gelS H|wEAMBIHEA “FH S (tranference), “EH S
3" (source-language-orientated),  “T=2Ho] 24 3 (target-language-orientated) ] 2k
Al 7 AZE AAHEHK. Smith 2006). SHATF 99} 2o MPAFLEL
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A Y82 ] A ofdl(interest) oF T3S W T

S dF Y] FaHAE FAY Aot 7=

okl Al elnje] Blo] & Zhol «drdA 7MdE $§1"(Toury 1995: 37)3k=t
e 7] wWiZelthd FAAR #AE feide FarAAE 2A Aol
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(Valdés 2013: 308-9).

2473

ne,
TH
3};
o2
ot
o
=
il
of
:?L_',
i
A=

N

N,
o
=
lo,
'z
12
2
1
o
Lo
r O
)
4

AT

3.1. 1 MAIXIZ HIXBILE 220 Chet HIHOIL 297I1E Hts 2R
o

07|E 25 HH)

B0 A2 2 58 Ao o]z olgle] Fmo] MAAE H|LEh) B
A717F A e A7) Aok WA ad 19 F FuE el

e NGBS tgos ~ A WHolol Yokt Aol
Lx}-;—-s— AR W AE

4) 71 ggor e dE ]
T8 A (prescriptive) Wk A Eth 71EH Y
)0)

H3tn 2 4o A9E DY) Wel, B3 NQRIE fA AZk SgEa o)
A grgeRd TIA0R NAANEFEAT IA)E Fhetan dh



72 WelslaT ¢ X6 12

a2l 1 WIH(McCafe) 21 H|W

fourbucks i dumb,

HOW g BSpresso.

F=o| Fae J2EFE A9 dedsrt AhE 71ES YASEA Al
2Fel WIlH (McCafe)e] FaLolt}. o17]4 “four bucks is dumb.”0]2= 719 +=
‘A g 2ol 428= HFUgth ehe 3oE HEstiAM T AEeH st
3k olyg wAIA = T4 Hl=Edc4g e vhE 2ok gk
A EA(AEAE AR, dumbs 7 EAl) T2 s 9 o AEs
tp7F-thSimpson and Mayr 2010: 36-7). §3] ©] #Fao] 7}ul= A -3 AAL
o] A E Zxete FA, HHd B AT E FAshs, &9 Bl
o 4 ggs st itk

ghd 39| gho] Fae g MAAIE tha TS 29071 SedlA,
AESMA Aeeta itk o] #Fxo A Jlue A7t o] 7hA LS AEpH A0t
A"Hl 7H4 9] Aybolets ou|E Zt=t], 1 offre i ) «Fro] 27t 2E
i 2(StarBucks, 172 )¢t AT W(Coffee Bean, i ‘FTHE ) A
J517] wjiolth ol2d onle Fuw shete] YA “W200079] B1E B
US o Wasjiich =3 o] Fae] 7ty o] wiEKolop(Er]d] £

A3 she AR 7HEA viEhe 2] AoR3lR, AAVHE st
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T 3tk a7 39 oltytii(adidas) B B ws] 2Ak

a2l 3 off|ciA & H|w

INPOSSIBLE 1S JUST A BIG WORD THROWN
ARCUND EY SMALL MEN WWHC FIND T EASIER
TOLIVE N THEWORLD THEY VE BEEN GIVEN
THAN T0 EXPLORE THE POWER THEY HAVE
70 CHANGE IT. IMPOSSIBLE IS NOT A FACT.
IT'S AN OPINION. IMPOSSIBLE IS NOT A
DECLARATION. IT'S A DARE. IMPOSSIBLE IS
POTENTIAL. INPOSSIBLE IS TEMPORARY.

IMPOSSIELE 1S NOTHING.

HA #20] 9o Fng AvEd 13 39 Furt dojrlze FAHY
WEHTE A1 47159] f3j] F53la Slas & 5 Sivk o] FaclA &
Al Aol 7P A =dele %" ofrte EFehE HPATFY Aot
wsh saido] Q7] Sl dlolH|= w a

q

1 WL ARG 7] eItk £a HaE B2 TIH Ao7137h 16
A9 RS BAelE VT 43 FEA F4H] 97 dEl. HA%
o olof F8x1e] AAe] g e ALY mfe] HAE BEAH, oA

Aol LBEAN BHow AYY £ Qe AL o FWEAE 11 A2

EEAER o7 #2 AW} o|uAZ PHH $3 AWHE o] oA g

2 A8 Sl (12 I HERD) SEE A H] a
1=}
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| SENG) Lo

SRR A F4E). 2dd o] Fao Ag "HAE E8o] F=
& Gol B vis) 4 o AEsty 1 ARk w3kt giukshd by
Zao|u|A(EFT)7E AR EEA =gl “Eul s (decontextualization) (Torresi
2008: 68)7F =obxal aurt F Age] ojnjA]= gjE EES HAE &
o= el 4 FE 7M7) wiEelth

g 92E 550 = AIAA A A 239 84 729 e
o=z Q& u% o AEsizth & E59 7 30 “BErbs, 23S ]
thogkes “HHE(repetition) P “% & (parallelism)(Simpson and Mayr 2010:
92-3)¢] Fx5 w2 o Tldsr] Ae HEEEE - HEF 2007
300-304)S 248t A A4 g9= Fosia St 53] 2dojr)ze v
AAZE @ 23 g 22 AAE0] the HollM go] Fae] WA EG 3t
Asta FFA ot olfd A4 BHE sl o] WS A 71E Y
AE 7 Y Aot FYetEE FEATE d7d
“IMPOSSIBLE IS JUST A BIG WORD THROWN AROUND BY SMALL
MEN WHO FIND IT EASIER TO LIVE IN THE WORLD THEY’VE BEEN
GIVEN THAN TO EXPLORE THE POWER THEY HAVE TO CHANGE
IT9 B335 40| “B7bs, a3 ekt A9 A Exeit 9t
ol skt 3 gle £er WogHdth &2 “IMPOSSIBLE IS
NOTHING.”& f¥stAl o] iz AAst] $8at9] Alde JSAZAL
a0 "ok dme]l HAGETFs, IS oFFAlE ol ThY)S Y =
TEE Y 92E 554 3712 IFAA WY 835 E3vh
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A

Ry

[e]
45 "9x

3.3. d=HFE M=s FF(AZ-AN7|29 FIIE St 0152 A=)

oA A2 F<F(generic conventions)o] F-S 7Y Eo] Wi Fof
7hed shrh vk Gt sEolthe) JstE A MM = dste] Y& E
FEE Hop FAAoR AHsty] 9l o] mAst AR —dojr|sitnt
of et A7 a5 A WA o H7fste] WAISeE— o] ARgE=T] ofef

6) AIt]Z8-(Sidiropoulou 2008)% Fawake] 24 Aoke HelEthw A7 5E
DS B3 del/]Eolw FREES),



76 WSkl ¢ M6 12

a9 49 a7 se a3 AlRE 2 BolE

a2l 4 HE ZAH HI

ot moton sicius fomthe cresrot Ml GUY

waflberg Kkinis mecfarane “Ly =REI SHollA
t d = 7717(1§EH'?”
in theaters june 28 OiXIES B=E s 2

== HIE=

a9 49 ted(2012)= 83 B
sl 2 gsfolnh WA o Fa
of AR, S AP, T, e
E avel A BEE wpe] Z79)ekE A5, w}aw K
o] ¥2HE FME davt LFELA s JH ol9ld 2Eeld Ud 4

S @717t olETh

W, $39 9] e

T,

2
i
O,

i
O
%
il
_l a
o,
ot
A
%0,
i}
LI
T o
o
of
=)
ozi

I
o
(e
1o
fd
m1>

#dste] Holx F 7HA zjolE He
BsEs} ¥3kEo) ik 7}

A, N E AAZYY, <8
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=0 FadAe ol g2Er o Qg g W H[Eo] 3741
AL, A7 zel dor|ze Aete LINATFZRE 2 Heh €4,
o dorlse 2EL o9 = skl F2, 44, dt 59 Xé g 54
oliME I Zeflla gtk oA TAE Fdukgoz gl
Alde]l 71 whe] Tdehs X))o YRE “OF(udA :X}?J)£ gz}l

% = .
=3} HEo] 7P WA woll Y "aEen, 1 & Z3HE Ao 3= ')F
Akl WS Edor)rld FEsith @F- “1957°(194 mRE g2
“F21 A 53501 (vertical paronymy)(Delabastita 1993: 78-81)Z, H°13 H|
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S $9E 4AS celle B9 o Pkl BEFHARBHE T

A HolFEth w3 viE R HolE FA} «E(GA] WA FA9) e «Fr
THA 9201 (horizontal paronymy)(ibid.)E ©|FHA Aof3le] &
S b7 Qi W ol WA B4 <3 <ghe ual A
B 224 FACGAEL Z2E 1259 FA/E )G A4S o2
A AEd AAE g9E AEstn Yeul(E2s], o)Ak 2013, Kroeber-Riel
2005: 44), olefgt &dbe= widshde] FE wdo=M S o dEsin
(C3EE =Yo=H HARA S SAES 77 sl{foregrounding] A1 7).
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839) &7t 2E 28 HHRC)

THE HUNGER GAMES

“ATCHING FIF

IOVEMBER =

StH % 55 HERX] AN 452} The Hunger Games2| A2H The Hunger
Games: Catching Fire®] 93} L2Ho|th, Q8% dhao] XAElA 71 &
o B e ISHASCFAAYL: AT olo)o] FHAHE] WA o7 MYy
A= Aotk & 7 9 ZTmRE AR gojoke RE “YPAAN S
Z AR, “AA FoloPE AL AR AXtE Holth Fo] Fue
“Hunger Games”2}= AlFETHs FA| 9 A28 HH (AR o|n] =] 7} AJH
o] Y-S AAZHE xsta e v, do] Faue “IAAY T 1 5t

7) 218(2012)S =g} 723719 A2 M T A(zero translation), <3, 2|4,
%7 (adaptation), THA] 2H3817](text production)?] 2o 2 FEsle] BA&t
u]é‘i Al “S27E QBAIEO] G WMo oM E el Ao b ok

0 F4ke9).
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o Hl2E JHE Al Al S A el 9
o] A% ke A (eF 605t el #A FA)(mITlelx 2013)& ARt
7198t7] ofel FAEThE “YAAY RN Bolgs Al dxshke Ao] 2
e FHAE Ego] HdE Aolth

FAAD ] B E DA rede] Aol & AAY Fgke] ~EU
e dElFe AR 9aEr) F7HERln. “dopdolel %] At B

,d
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)
Lﬁ
O\I
of SL

fru

£ 7% uhitheke $re ddlel A% 9AAY F4 sxelgle o
gt} w3 A2 97 Hol= “FElX] AM / BEEW A s E1E 93l

28 BAHoR HalFEA B0 BAS FEse 9T Bk} 98L
o

of W FAF] BE “F7 ]?:]I”O]‘j/]"‘ 01] Foll Hosw (A9 S Y|
go] WalEE wehor AAFA dl=alole] AAS AFA7) 1 AAE o

ATE) EAl, oMLY FR=2Y omA 2N TAH o
g] 3o Fu= F= sicho|| ofg] Wl JA AAES A4
u 2 g3y 289 Ao 9SS HAFE ZAd 3 zpA|d nmh
24 AL FolgtaL Sith o] HA] o] FadME EAsA EUH, A=
fin

HHO] FILR o] H?‘f F Atk A, Gl EolA AHEE EEE 19 60
A

oL QA 471 W S s 49 BER 2R
AEE T} &, ¥lal 7Fs3 Efo] 183 (comparable typography)E &3l %3}
FEd #F AP ES <dofr) g FRAIFTE)

8) #ue| Hsellolt BliEx Fuwle] ol Ee 0E8%d AP urt ol B,
a3 FrRE Fn9 £4 SWdM S W= 10% F= Z¥h AckBernhard
1978; Kroeber-Riel 2005: 57 A1), o] Fxor] HAEE Zof vjx|3t o]
BRo|xe] A}l o] 733k Az Z23l7) 93to|t}.

9) @=gae] el aefule] 715t 2AAF dhajre AEN2007)E Fastt
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a8 72 A A GS|AL wiE ARG Wbk <Exgh o] Fano]
o} a8 o] T FaoMe Mg #AE FHATE 1 oW AA7Isy
Aoz 22 4 flok SRR o] F Fa
DAEERL2S 3oz 1wt A7) 4
A ARE AT FollA gr2r] 52 Edl AT ] o] M(transcreation) ] A3}
22 gasolol ATkl Fawlelo e “Zue e e
[.] BAHEel @ olr] AEstE £848 to
Aol ofe) A7) Wge] T UrEE 8T P4 TR et o
Hete L] BY3 7152 ZEgr(Valdés 2013 1-2). FaHge A4
(faithfulness) E.0+= 7164 57K functional equivalence) % ZJ(adequacy)¥}
o] K Torresi 2011: 7).

T e s AuEE H359 vttt e “For over 50 years,
Dulcolax has provided trusted relief from occasional constipation”("3= 24},
Mo ge g9l Brheke B7E WAl e W, 59 d=o] Fae
“15~60 ool #MEA~ F3PF UEhgUTH S 7R ARgSta stk o
Al el o] Fae AlEPehe “4l8hA o] (mythical meaning)(Barthes
19572001)5 A9 T8l e v dh=o] Fue o] WE g%

AP EAER Al$aL slek of2idt aiMe 2t Fael A7 as oA
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[Abstract]

Exploring Types of English-Korean Translation Strategies
in Print-based Advertising

Lee, Sang-Bin
(Hankuk University of Foreign Studies)

This study aims to show how global ads are localized (translated) and to
explore types of translation strategies for commercial print-based advertising.
For this purpose, the researcher used the descriptive translation studies
approach to analyze seven pairs of English (SL) and Korean (TL)
advertisements from the perspective of textual and visual signs. These analyses
show that there are four types of strategies in advertising translation: (1)
conveying the same message, but rewriting textual and visual signs to adapt
the ad to the target socio-culture, (2) changing textual signs to create new
visual effects, (3) adding textual and visual signs in a way that befits the

generic conventions, and (4) crafting a new ad with a different selling point.
» Key Words: advertising translation, typology, textual/ visual signs, translation strategies
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