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English�commercial�slogans�are�being�used�in�Vietnam.�As�a�result,�this�study�aims�to�explore�

how�cultural�factors�a�ect�the�English-Vietnamese�slogan�translation�process�by�analyzing�
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,��,QWURG�FWLRQ

�DQJ�DJ�� LV� �K�� PRV�� �VV�Q�LDO�

P�DQV� R�� FRPP�QLFD�LRQ� �RU� K�PDQ�

beings.�Man�has�made� it�very� a�ordable�

�R��Q��UV�DQ��DQ��FRPP�QLFD����L�K��DFK�

other;�however,�it�is�di�cult�to�express�our�

thoughts� in� any� second� language.�Many�

languages�go�extinct�or�vanish�over�time.�

Besides,�every�language�derives�from�the�

culture� of� its� respective� country,� which�

makes�it�more�plentiful�and�various.�

As� we� know,� English� is� now�

FRQVL��U��� DQ� LQ��UQD�LRQDO� ODQJ�DJ��

and� is� used� in� most� nations,� including�

Vietnam.�However,�due� to�structural� and�

cultural� di�erences,� there� are� challenges�

in� translating� English� into� Vietnamese.�

Moreover,� English-language� slogans�

DU�� QR�� ��LOL���� PRU�� �U�T��Q�O�� DV� D�

U�V�O�� R�� JOREDO� FRPP�QLFD�LRQ� DQ��

integration.� Translating� English� slogans�

LQ�R�9L��QDP�V�� SRV�V� FKDOO�QJ�V� ���� �R�

di�erences�between�the�two�languages.

In� our� daily� lives,� we� frequently�

FRP�� DFURVV� Q�P�UR�V� VORJDQV� LQ� D�

variety� of� sectors,� but� we� have� no� idea�

how� to� translate� them� properly.� As� a�

result,�it�has�been�discovered�that�there�are�

D�OR��R���DVFLQD�LQJ�DVS�F�V�R���K��SURF�VV�
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R�� �UDQVOD�LQJ� (QJOLVK� FD�FKSKUDV�V� LQ�R�

Vietnamese,� which� intrigues� us� and� we�

really�appreciate.�That�is�the�main�reason�

�K�����FKRV���K���RSLF����VW�G��RQ����W��D��

�D�WR�V�R��(Q��LVK�V�R�DQV�W�DQV�DWHG�LQWR�

9LHWQDPHVH�� for�our� research.�This� topic�

will�provide� translations�of� slogans�from�

English� to� Vietnamese� in� 3� di�erent�

�elds:�commerce,�education,�and�society,�

and� o�er� suggestions� for� translating�

(QJOLVK�VORJDQV� LQ� �K�� OLJK��R�� F�O��U�� LQ�

these� three� areas.� Finally,� the� study� also�

provides��ve�cultural�factors�that�a�ect�the�

�UDQVOD�LRQ�R��(QJOLVK�9L��QDP�V��VORJDQV�

DQ��PDN�V�VRP��U�FRPP�Q�D�LRQV�VR��KD��

the�translator�can�successfully�convey�the�

message�of�the�source�slogan.

,,��7�HRUHWLFDO�EDFNJUR�QG

�����:KDW�LV�VOR�DQ�

�� VORJDQ� LV� D�P�PRUDEO��PR��R� RU�
phrase� used� in� political,� commercial,�
religious,�and�other�contexts�as�a�repetitive�
expression�of�an�idea�or�purpose.�

Colin’s� dictionary� de�nes� a� slogan�
as�a�short�phrase�that�is�easy�to�remember.�
Slogans� are� used� in� advertisements� and�
E��SROL�LFDO�SDU�L�V�DQ��R�K�U�RUJDQL�D�LRQV�
�KD���DQ��S�RSO�� �R� U�P�PE�U��KD�� �K���
are�saying�or�selling.

Several�linguistics�say�that�a�slogan�
LV� D� EUL��� DQ�� P�PRUDEO�� SKUDV�� �KD��
encompasses�an�o�ering’s�appeal.

�����)�QFWLRQV�RI�VOR�DQ

6ORJDQV� DU�� QR��P�U�O�� D� JUR�S� R��
FD�FK���RU�V���K���DU��D�V�UD��JLF�D���PS��
at�creating�a�persuasive�image�in�the�minds�
of�consumers.�Therefore,�the�functions�of�
VORJDQV�FDQ�E��DV��ROOR�V��

7K��EDVLF�S�USRV��R��D�VORJDQ�LV��R�V�OO�
a�product/service.�A�genuinely�successful�
slogan�will�not�only�bene�t�your�brand�but�
also�be�a�long-term�commitment.�

Slogans� aim� to� reveal� more� about�

your� company,� especially� by� providing�

PRU�� LQ�RUPD�LRQ� DER��� �R�U� SULFLQJ�

strategy,�services,�or�what�customers�may�

look�forward�to.

�QR�K�U� �VV�Q�LDO� ��QF�LRQ� R�� D�

VORJDQ�LV��R�SRVL�LRQ��K��EUDQ��LQ�F�V�RP�UV��

minds�desirably�and�advantageously.

��VORJDQ�LV��K��E�V���D���R�FODUL����R�

the�consumer,�“This�is�who�we�are,�this�is�

what�we�sell�and/or�this�is�why�we�are�the�

perfect�choice�for�you!”

�����)HDW��HV�RI�VOR�DQ

The� features�of�a�slogan�may�vary,�

E��� VRP�� FRPPRQ� FKDUDF��ULV�LFV� R�� DQ�

e�ective�slogan�include:

Memorable:�A� good� slogan� should�

E�� �DV�� �R� U�P�PE�U� DQ�� V�LFN� LQ� �K��

minds�of�the�audience.

6LPSO��� 7K�� VORJDQ�V� ODQJ�DJ��

should�be�simple� and�concise,�making� it�

easy�to�understand�and�communicate.

8QLT���� �� �QLT��� DQ�� RULJLQDO�

VORJDQ� FDQ� K�OS� D� EUDQ�� V�DQ�� R��� �URP�

FRPS��L�RUV� DQ�� FU�D��� D� P�PRUDEO��

identity.

Relevant:� The� slogan� should� be�

relevant� to�the�brand,�product,�or�service�

it�represents,�conveying�a�key�message�or�

value�proposition.

(PR�LRQDO� �SS�DO�� �� VORJDQ� �KD��

DSS�DOV� �R� �K�� D��L�QF��V� �PR�LRQV� FDQ�

more� e�ectively� create� a� connection�and�

leave�a�lasting�impression.

Consistency:� Consistently� using� a�

slogan� in�branding�and�marketing�e�orts�

FDQ� LQFU�DV�� EUDQ�� U�FRJQL�LRQ� DQ��

awareness�over�time.

7LP�O�VV�� �� JRR�� VORJDQ� VKR�O��

remain�relevant�and�e�ective�over�a�long�
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period,� avoiding� trends� or� language� that�

may�quickly�become�dated�or�irrelevant.

Overall,�a�successful�slogan�should�

FDS��U���K���VV�QF��R���K��EUDQ��RU�SUR��F��

LQ�D�P�PRUDEO��DQ��LPSDF���O��D���KLO��

resonating�with�the�target�audience.

�����2�H��LH��RI�W�DQVODWLRQ

�������:KDW�LV�W�DQV�DWLRQ

2Q�� R�� �K�� PRV�� ��OO�NQR�Q�
��SODQD�LRQV� R�� �UDQVOD�LRQ� LV� V�D���� E��
Newmark� (1988:5,[1]),� who� de�nes�
translation� as� “�HQGH�LQ�� WKH�PHDQLQ�� R��
a� text� into� another� language� in� the� way�
that� the� author� intended� the� text.”� This�
de�nition�stresses�rendering� the�meaning�
R���K��VR�UF��ODQJ�DJ�������LQ�R��K���DUJ���
language�text�as�intended�by�the�author.

���������SHV�R��W�DQV�DWLRQ

a.�Word-for-word�translation

In� word-for-word� translation,� the�
source�language�word�order�is�preserved,�
DQ�� �K�� �RU�V� DU�� �UDQVOD���� E�� �K�LU�
most�common�meanings,� out� of� context.�
Cultural�words�are�translated�literally.�

b.�Literal�translation

In� literal� translation,� the� source�
ODQJ�DJ�� JUDPPD�LFDO� FRQV�U�F�LRQV� DU��
converted�to�their�nearest�target�language�
equivalents,�but�the�lexical�items�are�again�
translated�singly�and�out�of�context.�

c.�Faithful�translation

�� �DL�K��O� �UDQVOD�LRQ� D���PS�V� �R�
U�SUR��F���K��SU�FLV��FRQ�����DO�P�DQLQJ�
R���K��RULJLQDO��L�KLQ��K��FRQV�UDLQ�V�R���K��
target� language’s�grammatical� structures.�
It�attempts�to�be�completely�faithful�to�the�
VR�UF�� ODQJ�DJ�� �UL��U�V� LQ��Q�LRQV� DQ��
text�realization.��

d.�Semantic�translation

Semantic� translation� di�ers� from�

“faithful� translation”� to� the� extent�

�KD�� L�� P�V�� �DN�� PRU�� DFFR�Q�� R�� �K��

aesthetic�value� (that� is,� the�beautiful�and�

QD��UDO� VR�Q�V� R�� �K�� VR�UF�� ODQJ�DJ��

text),� compromising� on� meaning� where�

appropriate�so�that�no�assonance,�wordplay�

or�repetition�jars�in�the��nished�version.�

e.�Adaptation�translation

Newmark� (1988,[3])� states� that:�

“�GDSWDWLRQ� KDV� D� S�RSH�W�� R�� �HQGLQ��

WKH� LGHDV�R�� WKH�R�L�LQD�� WR� ��HDWH�D�QH��

text�used�by�a�new�language�more�than�to�

be� faithful� to� the� original.� The� creation�

in� adaptation� is� completely� objective� in�

�RQWHQW�DV��H���DV��R�P”.�

f.�Free�translation

In� free� translation,� it� reproduces� the�

PD���U� �L�KR��� �K�� PDQQ�U� RU� �K�� FRQ��Q��

without� the� original� form.� Usually,� it� is� a�

SDUDSKUDV�� �KD�� LV� P�FK� ORQJ�U� �KDQ� �K��

original,�a�so-called�‘LQW�D�LQ��D��W�DQV�DWLRQ.’�

g.�Idiomatic�translation

Idiomatic� translation� reproduces�

the�“message”�of�the�original�but�tends�to�

�LV�RU��Q�DQF�V�R��P�DQLQJ�E��SU���UULQJ�

FROORT�LDOLVPV�DQ��L�LRPV��K�U���K�V���R�

not�exist�in�the�original.

h.�Communicative�translation

Communicative� translation�

“attempts� to� render� the� exact� contextual�

PHDQLQ��R��WKH�R�L�LQD��LQ�V��K�D��D��WKDW�

both� content� and� language� are� readily�

acceptable� and� comprehensible� to� the�

�HDGH�VKLS”�(Newmark,�1988b:45-47,[3]).

�����2�H��LH��RI�F�OW��H

*�What�is�culture?

The� �rst� anthropological� de�nition�

R�� F�O��U�� FRP�V� �URP� ���K�F�Q��U��

British�anthropologist�Edward�Tylor:

“Culture...is� that� complex� whole�

which�includes�knowledge,�belief,�art,�law,�
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morals,�custom,�and�any�other�capabilities�

and�habits�acquired�by�man�as�a�member�

R��VR�LHW�”�(Tylor�1871,[6]).

*�Some�speci�c�features�of�English-

VS�DNLQJ�FR�Q�UL�V�DQ��9L��QDP�V��F�O��U��

In� the� world,� two� kinds� of� cultures�

create� di�erent� Western� cultures;� however,�

each� nation� keeps� its� private� characteristics�

in� terms� of� geography,� history,� materials,�

customs,�and�habits.�It�means�that�its�language�

re�ects�the�culture�of�a�nation,�especially�by�

vocabulary.� Vietnam� has� complex� terrain,�

long-standing� agriculture,� and� a� long,�

magnanimous� �ght� against� invaders.� The�

monsoon�tropical�region,�which�is�considered�

the�main�character�of�Vietnam,�is�re�ected�in�

names,�means�of�production,�rice�processing,�

customs�and�habits�about�marriage,�customs,�

and�traditions�about�religion.

All� these� things�are�very�popular� in�

Vietnam;�however,�they�are�very�strange�to�

Western�people.�In�Western�culture,�life�is�

very�active�and�free�to�accept�new�things,�

such�as�science,�the�Internet,�etc.�Besides,�

English�is�rye�agriculture,�which�is�di�erent�

from� Vietnam� agriculture.� Their� work� is�

more�developing�with�advanced�machines.�

Hence,� their� character� is� individual.�

Contrary� to� the� Vietnamese,� the� English�

one�is�combinative�of�each�other.

,,,��5HVHDUF��PHW�RGRORJ�

������LP�RI�WKH�VW���

7K��V�����DLPV��R�

�LQ��R���KR��(QJOLVK�VORJDQV�U�OD����

to� commerce,� education,� and� society� are�

translated� into� Vietnamese,� taking� into�

consideration�cultural�factors.

Determine� the� �ve� cultural� aspects�

�KD�� LPSDF�� �K�� �UDQVOD�LRQ� R�� (QJOLVK�

VORJDQV�LQ�R�9L��QDP�V���L�KLQ� �K��DU�DV�

of�commerce,�education,�and�society.

Suggest� e�ective� solutions� for�

�UDQVOD�RUV� �R� �UDQVOD��� (QJOLVK� VORJDQV�

into�Vietnamese�more�accurately.

However,�this�study�only�focuses�on�

the�cultural�elements�involved�in�translating�

(QJOLVK� VORJDQV� LQ�R� 9L��QDP�V�� UD�K�U�

�KDQ� ��SORULQJ� DOO� DVS�F�V� R�� �UDQVOD�LRQ�

across�the��elds�of�commerce,�education,�

and�society.

�����0HWKR�V�RI�WKH�VW���

This� study� will� employ� various�

methods� and� techniques,� including�

analysis,� comparison,� and� theoretical�

exploration� of� translation,� slogans,� and�

culture.�It�will�also�examine�the�importance�

R�� F�O��UDO� FRQ����� LQ� �UDQVOD�LQJ� VORJDQV�

DQ�� KR�� �UDQVOD�RUV� �QD�DU�� R�� F�O��UDO�

di�erences�can�in�uence�the�target�source.

,9��)LQGLQJV�DQG�GLVF�VVLRQ

With�modern� technology� shrinking�

our� world,� international� borders� are�

becoming�less�of�a�barrier.�The�only�barrier�

among�the�countries�is�culture.�Due�to�the�

cultural�di�erences�between�Vietnam�and�

Western�nations,�translators�must�be�aware�

of� this� issue�when� translating� to� prevent�

errors.� Some� of� the� following� examples�

can�prove�the�role�of�culture�in�translating�

slogans.�If�the�translators�make�a�mistake,�

their� merchandise� can� be� boycotted,� or�

their� message� might� be� misinterpreted.�

Otherwise,� they� will� succeed� when� they�

transmit�a�slogan�that�matches�the�culture.

����� �RPH� V�FFHVVI�O� W�DQVODWLRQV�

RI�VOR�DQV�

7K�� �ROOR�LQJ� VDPSO�V� VKR�O��

E�� DQDO����� LQ� RU��U� �R� O�DUQ� PRU��

DER��� �UDQVOD�LQJ� (QJOLVK� VORJDQV� LQ�R�

Vietnamese.�

It�is�believed�that�literality�faithfully�

re�ects� contents� in� accordance� with�
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forms.�That�is�to�say,�we�can�maintain�the�

RULJLQDOL���R���K��VR�UF��VORJDQV�E���LU�F��

translation.� With� literal� translation,� we�

FDQ�V�L�FK��LU�F�O��E�����Q��K���DUJ���DQ��

VR�UF�� VORJDQV� �R�N��S� �K�� RULJLQDO�V��O��

and�meaning.�

D��&RPPH��LD��V�R�DQ��

Example�1:�The�slogan�of�Nokia

The� Nokia� motto,� “&RQQH�WLQ��

3HRS�H,”� is� regarded� as� the� most�

V�FF�VV��O� �UDQVOD�LQJ� VORJDQ� �URP�

English� into� Vietnamese,� “Kết� nối� mọi�

người.”�Both� in� the�source� language�and�

target� language,� the� slogan� also� reveals�

the�message�of� the�producer.�The�slogan�

expresses� the� function� of� the� product,�

�KLFK�LV�QR��RQO���R�FRQQ�F���K����O�SKRQ��

line� but� also� to� connect� people.� Thanks�

to�Nokia,�people�can�speak�to�each�other.�

1RNLD�KDV�E�FRP��PRU����OO�NQR�Q�DQ��

��OO�OLN���DPRQJ�9L��QDP�V��S�RSO��DV�D�

result�of�its�distinctive�slogan.�Moreover,�

the�word�“kết�nối”� also�implies�having�a�

JRR�� U�OD�LRQVKLS� �L�K� VRP�RQ�� VR� �KD��

you�can�understand�one�another.��KH��RRG�

translation� expresses� the� Vietnamese�

�RPP�QLW�� VSL�LW�� �KL�K� LV� D� W�SL�D��

���W��D�� �HDW��H� LQ� WKLV� �R�QW���� Now,�

whenever�we�say�Nokia,�we�remind�“Kết�

nối�mọi�người”.

Example�2:�The�slogan�of�KFC

“Finger�licking�good!”

“V��ngon�tr�n�t�ng�ng�n�tay”

Using� the� free� translation,� the�

�UDQVOD�RU� �UDQVPL����� �K�� SUR��F�U�V�

message� to� consumers:� � “Although� you�

have�eaten�the�KFC,�the��avouris�still�on�

your� �nger.”�The� process�of�moving� the�

tongue�over�something’s�surface�in�order�

to� eat� it� is� called� “licking”� in� English.�

However,� this� behavior� is� considered�

unfriendly� in� Vietnam,� particularly� in�

public.�In�Vietnamese�culture,�everybody�

often�avoids�opening�their�mouth,�moving�

their� tongue,� or� talking� during� the�meal.�

Using� free� translation,� this� slogan� was�

successfully� translated� into� Vietnamese.�

But� in� Vietnam� today,� with� cultural�

integration,� this�action�is�no�longer�rude.�

Licking� �ngers� shows� the� good� taste�

of� the� food� a� person� eats.� �KH�H�R�H��

by� considering� customs� and� traditions�

�D�H������� WKH� 9LHWQDPHVH� W�DQV�DWLRQ� R��

WKLV� V�R�DQ� LV� �H����RRG.�Thanks� to� that,�

L�� V�Q�V� Q�F�VVDU�� PDUN��LQJ� P�VVDJ�V�

successfully�to�the�customers.�

b.�Educational�slogan:

Similar� to� commercial� slogans,�

���FD�LRQDO� FD�FKSKUDV�V� DU�� DPLDEO��

and� memorable.� However,� educational�

VORJDQV��PSOR���RUPDO�ODQJ�DJ��DQ��U���U�

to�the�trend�of�a�program�or�target�school.

“Child-friendly�school”

“Trường�học�th�n�thi�n”

The�slogan�of�the�program,�“Child-

friendly� school,”� refers� to� the� type� of�

school� that� UNICEF� (United� Nations�

Children’s� Fund)� promotes� for� use� in�

primary� and� secondary� education.� In�

RU��U��R�OR��U�V����Q���URSR���UD��V�DQ��

relieve� student� burden,� this� initiative�

was�established�in�Vietnam�in�2008.�The�

program’s�slogan�reveals�that�educators’�

duty� is� to�help� the�pupils,� like� going� to�

VFKRRO� DQ�� ���OLQJ� U�OD���� �K�Q� �K���

are�at� school.�The�writer� used� the� noun�

phrase� to� be� tidy,� straightforward,� and�

memorable.

����R�LD��V�R�DQ�

The� slogan� of� � International�

9RO�Q���U��D��

“Volunteering!�Connect�to�Share”

“T�nh�nguy�n!�Kết�nối�đ��Chia�s�”
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The� theme� of� World� Volunteer�

Day� in� Vietnam� is� “&RQQH�W� WR� �KD�H,”�

emphasizing� how� volunteering� unites�

individuals,� groups,� and� cultures.� These�

catchphrases,�written�in�both�English�and�

Vietnamese,�describe�the�role�of�volunteers�

who� wish� to� sel�essly� contribute� to�

making� the� world� a� better� place.� When�

this�slogan�is� translated�into�Vietnamese,�

it� successfully� reveals� the� destination� of�

the�original�slogan.

����� �RPH� V���HVWLRQV� IR��

W�DQVODWLRQ�RI�(Q�OLVK�VOR�DQV��Q�H��WKH�

�LH��RI�F�OW��H�

Contrary� to� some� of� the� examples�

given� above,� some� slogans� have� errors�

LQ� �K�� �UDQVOD�LRQ� E�FD�V�� �K�� VORJDQ�V�

P�DQLQJ� KDV� FKDQJ��� RU� �R�V� QR��

match� Vietnamese� culture.� Toury� stated�

that� “��DQV�DWLRQ� LV� D� �LQG� R�� D�WL�LW��

which� inevitably� involves� at� least� two�

�DQ��D�HV� DQG� W�R� ���W��D�� W�DGLWLRQV”�

(1978:200,[5]).�As�this�statement�implies,�

�UDQVOD�RUV� DU�� FRQV�DQ�O�� �DF��� �L�K� �K��

FKDOO�QJ��R��KDQ�OLQJ��K��LPSOLFL��F�O��UDO�

�O�P�Q�V� LQFO����� LQ� D� VR�UF�� ����� DQ��

determining�the�best�method�for�e�ectively�

�UDQVOD�LQJ� �K�V�� �O�P�Q�V� LQ�R� �K�� �DUJ���

language.�Discussing� this� problem,�Nida�

said� that� “Di�erences� between� culture�

PD���D�VH�PR�H�VH�H�H��RPS�L�DWLRQV��R��

translator�than�do�di�erences�in�language�

VW���W��H”� (Nida� 1964:130,[4]).� We� can�

V����KD��E��VRP����DPSO�V��ROOR��

D��&RPPH��LD��V�R�DQ��

The�slogan�of�Henredon�Furniture:

“For�those�who�value�excellence”

“Cho�nh�ng�người�đ�nh�gi��cao�s��vư�t�tr�i”

Henredon�Furniture�is�the�high-grade�

trademark� in� Italia,� where� individuals�

value� distinct� lifestyles,� and� there� is� a�

social� class� divide.� Otherwise,� Vietnam�

LV�D� U�S�EOLF� FR�Q�U���L�K� QR� �LV�LQF�LRQ�

between�social�classes.�When�the�products�

R���KLV�FRPSDQ���Q��U��K��9L��QDP�PDUN���

with� the� same� slogan,� it� seems� not� to�

match� the� Vietnamese� culture.� In� Italia,�

the� headline� can� judge�customers,�but� in�

Vietnam,� it� doesn’t� respect� customers�

because,� in� Vietnamese� culture,� people�

venerate�community�lifestyles.��KH�H�R�H��

the� slogan� is�not� suitable� for� the� culture�

R�� WKLV� �R�QW����The� slogan� is�distinctive�

to� customers,� making� it� inappropriate�

for� Vietnam’s� culture.� The� slogan� is�

�UDQVOD���� LQ�R� 9L��QDP�V�� �L�K� D� OL��UDO�

translation,� so� it� is� identical� not� only� in�

sentence� structure� but� also� in� meaning.�

7KLV� VORJDQ� LQ� �K�� VR�UF�� ODQJ�DJ��

conveys� the� idea� that� the� producer� is�

providing�the��nest�quality�to�consumers,�

while� in� Vietnamese,� it� means� that� only�

NQR�O��J�DEO��FRQV�P�UV�PD����LOL����K��

product.�Meanwhile,�the�Vietnamese,�who�

have�an�Eastern�culture,� �are�modest�and�

simple.�Thus,�this�slogan�should�be��xed�

and�translated�by�free�translation�as:�“Giá�

trị�tuyệt�vời�dành�cho�bạn.”

1����LV��K��VORJDQ�R��6�QVLON�

�/L�H��DQ�W��DLW�

“Sống�l��kh�ng�chờ�đ�i”

When� translating� Sunsilk’s� slogan,�

the� copywriter� made� some� mistakes,�

�KLFK�O����R�PLV�Q��UV�DQ�LQJV�DER����K��

message� of� the� production.� In� English,�

�K�� SUR��F�LRQ� �DQ�V� �R� V�Q�� F�V�RP�UV�

the� message,� “The� women� live� with�

passion� and� urgency,� as� well� as� having�

the�con�dence�to�take�leaps�of�faith�with�

their� lives�and� looks.”�However,�when� it�

is�translated�into�Vietnamese,�the�meaning�

of� the� text�changes.�The�tagline�“sống�là�

không� chờ� đợi”� may� be� understood� as�

encouraging� hastening� and� urgent� life.�

Because� this� is� a� product� for� women� in�
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Vietnam,� the� translator� must� be� familiar�

with� Vietnamese� culture.� One� of� the�

characteristics� of� Vietnamese� people,�

particularly� women,� is� their� endurance�

and�patience;�however,��KHQ�WKH�V�R�DQ�LV�

translated�into�Vietnamese,�it�seems�to�be�

the�reverse�of�this�quality.�7KLV�VORJDQ�PD��

be� �xed� and� translated� into� Vietnamese�

as�“Cuộc�sống�không�chờ�đợi�bạn”�to�be�

suitable�with�the�Vietnamese�culture.

b.�Educational�slogan:

7K�� VORJDQ� R�� �K�� �RU�LJQ� 7UD���

University:

“To�be�Harvard�of�Vietnam”

“Đ��tr��th�nh�Harvard�c�a�Vi�t�Nam”

The� Foreign� Trade� University,�

which� has� set� up� the� destination,� is� to�

become� Harvard� of� Vietnam.� Harvard�

is� a� prestigious� private� university� in� the�

United� States.� The� university’s� mission�

is� very� obvious� in� English� but� less�

apparent� in� Vietnamese.� Everyone� in�

Vietnam�wonders,� “Why�compare�public�

schools� with� private� schools?”� because�

the� disparity� between� private� and� state�

universities� is� so� great.� Also,� while�

PDQ��9L��QDP�V��S�RSO��DU���QD�DU��R��

Harvard,�some�understand�this�university�

is� highly� reputable.� In� this� statement,�

the� word� “Harvard”� serves� as� both� a�

V�PERO� R�� �K�� E�V�� SRVVLEO�� ���FD�LRQ�

and�the�name�of�the�renowned�university.�

Therefore,� the� slogan� of� the� Foreign�

Trade�University�is�better�when�using�the�

communicative� translation� by� replacing�

the�word�“Harvard”-�a�personal�noun�with�

D�FRPPRQ�QR�Q�VR��KD��L��FDQ�E���UDQVOD����

as� “Sẽ� là�một� trường�đại�học�danh� tiếng�

của�Việt�Nam.”

����R�LD��V�R�DQ�

The�last� is�the�slogan�of�the�“Earth�

hour”�event:

“Turn�o��the�lights,�turn�bright�the�future.”

“T�t�đ�n,�b�t�s�ng�tư�ng�lai”

This� is� the� �rst� time� Vietnam� has�

joined�in�this�event.�The�slogan�has�a�very�

close� meaning� to� the� source� language.�

However,� in� Vietnamese� language,� the�

word�“tắt�đèn”�is�obscure.�In�Vietnamese�

literature,� the� novel� called� “Tắt� đèn”�

was�written�by� the�author�Ngo�Tat�To.�It�

�LVF�VV��� �K�� V�U�JJO�V� �DF��� E�� �DUP�UV�

before� the� 1945� revolution.� Whenever�

anyone� attends� the� phrase� “Tắt� đèn,”�

people� usually� think� of� “chị� Dậu”-� the�

main�character�of�“Tat�den”-�who�connects�

�L�K��K���DUN�DQ��LV��K��V�PERO�R���K��SRRU�

farmer�with�the�bad�future.�As�a�result,�this�

slogan� can� be� recti�ed� and� translated� as�

“Tiết�kiệm�điện�cho�tương�lai�tươi�sáng”�

to�suit�the�cultural�context�in�Vietnam.

7KRPDV� �UL��PDQ� �� �K�� D��KRU� R��

the�book,�“The�Lexus�and�the�Olive�Tree”�

VDLG�� ��KH�H� D�H� W�R� �D�V� WR� PD�H� D�

person� feel� homeless� -� one� is� to� destroy�

KLV� KRPH� DQG� WKH� RWKH�� LV� WR� PD�H� KLV�

home� look�and� feel� like� everybody�else’s�

KRPH”�(1999,[2]).�The�most�excellent�way�

to�prevent�homelessness� is�to�understand�

�K�� F�O��U�� �R�� DU�� �UDQVOD�LQJ� LQ�R� DQ��

give� readers� the� impression� that� your�

P�VVDJ�� RU� SUR��F�� LV� �DLORU��� �R� P����

their�requirements.

4.3.�E�ects�of��ve�cultural�aspects�

LQ� W�DQVODWLQ�� (Q�OLVK� VOR�DQV� LQWR�

9LHWQDPHVH

����U�DQDO��LQJ�D�Q�PE�U�R��(QJOLVK�

slogans� related� to� three� di�erent� �elds,�

such�as�commerce,�education,�and�society,�

L��LV��Q��QLDEO���KD��9L��QDP�V��F�O��U��KDV�

a�huge�impact�on�translation.�There�are��ve�

cultural�aspects�a�ecting�the�translation�of�

VORJDQV��URP�(QJOLVK��R�9L��QDP�V���7K��

J�RJUDSKLFDO� DQ�� SV�FKRORJLFDO� DVS�F�V��
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Custom�and�traditional�aspects;�Religious�

aspec;� Material� aspect� and� Historical�

aspect.

The�results�show�the�di�erent�e�ects�

of� �ve� cultural� aspects� of� translating�

English-Vietnamese�slogans.�

Geographical� and� psychological�

factors,�customs,�and�traditions�are�heavily�

considered�when�translating�slogans.�

Commercial� slogans� provide�

LQ�RUPD�LRQ� DER��� L��PV� RU� SURJUDPV�

to� attract� customers.� Therefore,� a�

E�VLQ�VVS�UVRQ�FDQ�RQO��V�OO�PRU���KLQJV�

E�� NQR�LQJ� SV�FKRORJ�� DQ�� F�V�RP�U�

behavior.�

(��FD�LRQDO�VORJDQV�U���U��R��K���U�Q��

of� a� program� or� the� targets� of� a� school.�

Therefore,� translators�need�to�understand�

SV�FKRORJLFDO� DQ�� J�RJUDSKLFDO� DVS�F�V�

DV� ��OO� DV� F�V�RPV� DQ�� �UD�L�LRQV� �R�

successfully�translate�a�suitable�slogan.

6RFLDO�VORJDQV�DU���V�DOO��DLP���D��

the�community.�This�means�that�only�with�a�

�KRUR�JK��Q��UV�DQ�LQJ�R��D�FRPP�QL���V�

historical,� religious,� geographical,� and�

psychological�aspects,�as�well�as�customs�

and� traditions,� can� the� translator� use�

the� correct�words� to� convey� its� goals� or�

destination�to�objects.

Religious,� material,� and� historical�

DVS�F�V� DU�� DOVR� �R�Q�� LQ� PRV�� R�� �K��

slogans,�but� they�are�less� than� the�above�

elements.�To�be�e�ective,�every�slogan�has�

speci�c�characteristics:�it�uses�simple�and�

colloquial�language,�the�sentences�must�be�

short,�usually�imperative�or�interrogative,�

or� even� sentences� without� a� predicate.�

With� the� second� element� in� translating�

“culture,”� after�studying� the�commercial,�

educational,� and� social� slogans,� some�

V�JJ�V�LRQV� DU�� U�FRPP�Q���� �RU�

�UDQVOD�LQJ�E����U�DV��ROOR�V�

Translators� must� �rst� develop� a�

�RUNLQJ� JUDVS� R�� 9L��QDP�V�� F�O��U��

in� order� to� translate� slogans� e�ectively.�

However,� there� are� times� when� the�

�UDQVOD�RU� �LOO� QR�� E�� DEO�� �R� �DL�K��OO��

convey� the� original� meaning,� therefore�

they�must�adapt.

While� translating� slogans,�

�UDQVOD�RUV� DO�D�V� FRQVL��U� DOO� �DF��V� R��

Vietnamese� culture,� including� historical,�

material,� geographical,� psychological,�

customs� and� traditions,� and� religious�

aspects,� to� ensure� they� do�not�make�any�

mistakes�in�conveying�the�information�to�

the�objects.

In� short,� the� more� a� translator� is�

D�DU��R���K��F�O��U��DQ���K��FRPSO��L�L�V�

of�di�erences�between�cultures,�the�better�

she�or�he�will�be.

9��&RQFO�VLRQ

7K�� URO�� R�� �UDQVOD�LRQ� LQ� �K��

development�is�considered�as�varying�and�

various� pictures� through� “translation,”�

DQ�� VLQF�� FUL�LFDO� ODQJ�DJ�� LV� FRQF�UQ���

�L�K� �K�� SURF�VV�V� R�� SUR��FLQJ� DQ��

interpreting� text,� and� with� the� way�

cognitive� processes� and� socially� shaped�

are,�it�can�be�considered�as�an�alternative�

perspective� on� translation� studies.� We�

DU�� D�DU�� �KD�� F�O��UDO� ��FKDQJ�� �L�K�

R�K�U� QD�LRQV� LV� �VV�Q�LDO� �RU� D� FR�Q�U��V�

development.� Cultural� diversity� makes�

human�rights�visible,�but�this�recognition�

requires� conversations,� which� brings� us�

back� to� “language”�as� the�major�tool� for�

discussions.

7K�� V����� ��� VW�G�� RQ� ���W��D��

�D�WR�V� R�� (Q��LVK� V�R�DQV� W�DQV�DWHG�

LQWR�9LHWQDPHVH�� DQDO�V�V� �K�� F�O��U�� LQ�

translating� English� Vietnamese� slogans.�

The� study� has� attempted� to� investigate�

the� equivalence� between� English� and�
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Vietnamese� translations� of� commercial,�

educational,�and�social�slogans.�The�major�

�ndings� demonstrate� that� Vietnamese�

culture� plays� a� signi�cant� role� in� the�

Vietnamese�translation�of�English�slogans.�

When�translating�slogans,�two�of�the��ve�

cultural� aspects-� psychology,� customs,�

and�traditions-�are�initially�considered.

Cultural� diversity� makes� human�

rights� visible,� but� this� recognition�

requires� conversations,� which� brings� us�

back� to�“language”�as� the�major�tool� for�

discussions.
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NGHIÊN�CỨU�VỀ�CÁC�YẾU�TỐ�VĂN�HÓA�TRONG��

DỊCH�THUẬT�KHẨU�HIỆU�TIẾNG�ANH�SANG�TIẾNG�VIỆT

Nguyễn�Thanh�Minh���3KDQ��j��KL†

Tóm�tắt:�Như�chúng�ta�đã�biết,�tiếng�Anh�hi�n�nay�đư�c�coi�l��ng�n�ng��to�n�cầu�v��

đư�c�sử�dụng�tại�đa�số�c�c�quốc�gia,�bao�gồm�cả�Vi�t�Nam.�Tuy�nhi�n,�s��kh�c�bi�t�về�cấu�

trúc�v��văn�h�a�gi�a�hai�ng�n�ng��đặt�ra�nhiều�th�ch�thức�trong�qu��tr�nh�d�ch�thu�t�t��

tiếng�Anh�sang�tiếng�Vi�t.�H�n�n�a,�cùng�với�s��giao�lưu�v��h�i�nh�p�quốc�tế,�ng�y�c�ng�

c��nhiều�khẩu�hi�u�thư�ng�mại�bằng�tiếng�Anh�đư�c�sử�dụng�tại�Vi�t�Nam.�Do�đ�,�nghi�n�

cứu�n�y�nhằm�kh�m�ph��t�c�đ�ng�c�a�c�c�yếu�tố�văn�h�a�đến�qu��tr�nh�d�ch�khẩu�hi�u�t��

tiếng�Anh�sang�tiếng�Vi�t�th�ng�qua�vi�c�ph�n�tích�c�c�bản�d�ch�khẩu�hi�u�trong�c�c�lĩnh�

v�c�thư�ng�mại,�gi�o�dục�v��xã�h�i.�Đồng�thời,�nghi�n�cứu�cũng�đề�xuất�c�ch�tiếp�c�n�d�ch�

khẩu�hi�u�t��g�c�đ��văn�h�a.�

Từ�khóa:�d�ch�thu�t,�khẩu�hi�u,�thư�ng�mại,�gi�o�dục,�xã�h�i,�văn�h�a.
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