TU14 review questions key

1. conditional clauses, present and present perfect tenses and deontic modality (indicating obligations and duties.

2. The informative function.

3. Malice aforethought/ premeditazione; rights and privileges/ diritti; null and void/ nullo.

4. Particularly difficult culture-bound aspects of legal language are terms referring to juridical rank, A term like attorney, for example, has different meanings in British and American English. (see Tayor p. 130)

5. Standard written business correspondence  in English features   formal and phatic content;  it is marked by widespread use of the conditional tense and set expressions that ensure politeness(essential to good business relations). Forms of business correspondence like memos tend to feature deontic modality and imperatives combined with politeness expressions like please. 

6. No. Translators would need to be sensitive to the phraseology, grammatical and stylistic norms used for this kind of correspondence in the TT, rather than searching for only apparently equivalent grammatical structures and lexis.

7. Informative function.

8. English headlines feature the removal of any function words that can be considered redundant. In practice, this means that articles, copular verbs, connectives, and possessives are frequently removed from such texts. 

9. Vocative function.

10. Alliteration, rhyme, repetition, reiteration.

11. The lexis is from the common stock of vocabulary often associated with the spoken language.

12. Te imperative mood is an important grammatical feature, as are non-finite verbs (also common in the spoken mode). Disjunctive grammar is also common, as are verbless clauses.

13. (Errata corrige : deictics). Deictics (particularly the use of personal pronouns and possessives) creates a sense of shared knowledge and establishes an intimacy between the addresser and addressee, so important for the persuasive effect of vocative texts.

14. Metaphors abound, as do similes; another very common figure of speech is the pun (a play on words). 

15. When translating advertising texts, translators need to be aware of how valued and appreciated certain strategies are in the Target Culture. Taylor cites the tendency to strive for humorous effects in English-language advertising texts. On the contrary, Italian adverts tend to attribute most value to the aesthetic appeal of products. Such cultural factors would need to be taken into account   in any brief to translate such texts.
