INTERNATIONAL SCIENTIFIC AND
) NATIONAL UNIVERSITY OF PRACTICAL CONFERENCE ON “INDIRECT

[
.i UZBEKISTAN NAMED TRANSLATION: A TWO-ARCHED BRIDGE
7 AFTER MIRZO ULUGBEK BETWEEN CULTURES”

TASHKENT, APRIL 15-17, 2026

ADAPTING ENGLISH ADVERTISING SLOGANS FOR THE UZBEK CONSUMER

Xojixonova Zubayra
zubayraxojixonovaZ@gmail.com
NUUz, Faculty of Foreign Philology
https://doi.org/10.5281/zenodo0.19395036
Keywords: Advertising slogans, cultural adaptation, linguistic adaptation, English-

language advertisements, mobile apps, brand.

This article examines the adaptation of English advertising slogans for Uzbek consumers
from a linguacultural and pragmatic perspective. It analyzes how lexical choices, stylistic
devices, wordplay, and influence strategies in English slogans have been modified to suit Uzbek
linguistic norms, cultural values, and consumer expectations. The findings show that effective
slogan adaptation requires both linguistic competence and deep cultural awareness, since
literal translation often fails to convey the intended meaning or persuasive effect. The research
highlights the importance of culturally sensitive translation strategies in improving advertising
communication and consumer engagement in the Uzbek market.

Advertising slogans are culturally loaded expressions that rely on wordplay, emotional
appeal, and social values. When English slogans are adapted for Uzbek consumers, literal
translation is often ineffective because cultural meanings and stylistic norms differ. Therefore,
translators must use strategies such as paraphrasing and localization to preserve both meaning
and persuasive impact. Studying slogan adaptation from a linguistic perspective helps explain
how language and culture interact in international advertising communication.

The process of adapting foreign advertising texts to the local market is one of the
important areas of modern marketing. English-language advertisements are developed by
many international companies and are often aimed at attracting the attention of a global
audience. However, directly translating these texts into Uzbek does not always give effective
results, since the specificity of the language, cultural values, and consumer psychology are
different. Therefore, the process of adapting advertising texts requires not only changing the
language, but also adapting them to the local context.

English-language advertisements often consist of short and memorable phrases that are
intended to convey humor, emotion, or create a certain image. For example, a simple but
powerful motivational phrase like “Just Do It” may be globally recognized, but its direct
translation may not have a strong emotional impact on Uzbek consumers. Therefore, the
translator and advertising specialist tries to adapt the text not only word for word, but also in
terms of content and style. In this process, it is important to take into account semantic changes,
the use of metaphors, national values and the characteristics of regional languages.

The localization process includes two main stages: cultural adaptation and linguistic
adaptation. In cultural adaptation, the advertising text is adapted to the customs, beliefs, social
values and aesthetic tastes of that society. For example, in an advertisement promoting food
products, jokes or quotes used in the English text may be incomprehensible in Uzbek culture.
Therefore, it is necessary to modify the text using local jokes, proverbs or folk expressions.
Linguistic adaptation, on the other hand, includes speech style, sentence structure and phonetic
aspects. Simplicity and clarity at this stage increase the effectiveness of advertising, since
complex or useless words distract the consumer.
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One of the main challenges in adapting English advertising texts is maintaining an
emotional tone. Advertising often serves to create a brand image, so it is important not to lose
its emotional power. For example, a direct translation of the phrase “Feel the difference” used
for personal care products could be “Feel the difference”, but it sounds vague or formal in Uzbek.
Therefore, it is advisable to change it to an emotionally rich and motivating phrase, such as
“Experience your new life” or “Bring a new breath into your day”.

Linguistic features are also not ignored in the localization process. English phrases are
often short and rhythmic, and their pronunciation is memorable. In Uzbek, however, words are
often longer, making it difficult to maintain rhythm and tone. Therefore, the advertiser must
maintain tone and memorability by shortening the text, using synonyms, or introducing
repetitive structures. For example, even if the slogan “Think Different” is translated as “Think
Differently,” it does not fully convey the rhythm and power of the English. Therefore, options
such as “Choose a new path” or “Renew your thoughts” are more suitable for the local context
and leave a more positive impression.

Also, semantic compatibility and cultural context are closely related when adapting
advertising texts. It is necessary to be careful when choosing advertising words so that local
consumers do not misunderstand a phrase or form negative associations. Another important
aspectis the uniformity and identification of the brand voice. Global companies want to express
their brand in a way that is unique for each market, but consistent with the overall brand
strategy.

Technological progress and the development of digital marketing have further
complicated the process of adapting advertising texts. Advertising is delivered quickly through
social media, mobile apps, and online platforms, so the text needs to be short, effective, and in
harmony with the visual components. In this regard, the harmony between visual content and
words is also important when adapting English text. Visual and linguistic material created for
local consumers can complement each other and help make the brand memorable.

The process of adapting English advertising slogans to the Uzbek market should be
carried out taking into account linguistic, cultural and psychological factors. Only word-for-
word translation reduces the effectiveness of advertising and can negatively affect the brand
image. During the localization process, it is important to maintain an emotional tone, select
phrases that are consistent with cultural values and consumer psychology. Advertising texts
adapted in this way can attract consumer attention, make the brand memorable and strengthen
its competitive position. In general, adapting advertising slogans to the Uzbek language
requires a professional approach and strategic planning, which is a guarantee of long-term
success for companies.

References:
1.  Hojiyev A. Explanatory Dictionary of Linguistic Terms. Tashkent: Uzbekistan National
Encyclopedia State Scientific Publishing, 2002. 380 p.
2. Shomagsudov A., Rasulov, 1., Qo’'ng’urov R., Rustamov H. Stylistics of the Uzbek Language.
Tashkent: O’qituvchi Publishing, 1983. 248 p.
3. Chambers 21st Century Dictionary. Indexed Edition. London: Chambers, 1996. 124 p.
4.  Dan L. Techniques for the Translation of Advertising Slogans: Discourse as a Form of
Multiculturalism in Literature and Communication. Arhipelag XII Press, 2015. 215 p.

Vol. 6, No. 4 — Special Issue (EJAR) ISSN: 2181-2020



NATIONAL UNIVERSITY OF
UZBEKISTAN NAMED
AFTER MIRZO ULUGBEK

INTERNATIONAL SCIENTIFIC AND
PRACTICAL CONFERENCE ON “INDIRECT
TRANSLATION: A TWO-ARCHED BRIDGE

BETWEEN CULTURES”

5.  Galperin LR. Stylistics. Moscow: Nauka, 1981. 312 p.

TASHKENT, APRIL 15-17, 2026

Vol. 6, No. 4 — Special Issue (EJAR)

ISSN: 2181-2020



