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I: Forget hot taste
Onl Kool with pure menthol has the taste of extra coot

ness

Cane up b Kool?.
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Kool , Kool  cool s

cool
hot taste s
2 M ore sun and air for your son and your heif?!.
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heir

uUn sony  air

)

’

“spoil’ : s

4 M oney doesn t grov on trees But it blossoms at our

branches?.

branches

trees ,
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5 Tiy our sweet com; youw ill sm ile fran ear to eal”.
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“ ”  Smile fran ear to eax , “ ()
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, ear ; ear s
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, smile from ear to ear 5 , >
>

143 ”

) >

: )

@ Not all cars are created equal™.

)
“Allmen are crated equal’, 171
3
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7 You' 1l go nuts br the nuts you get n Nux’'.

«

, to gonuts

»

10 Have a Pepsi day ®.

& Coke mfreshes you lke no other can' .
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s Coke refreshes you like no other ( can ’
tip, drink) can ( refresh you)

)
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9% Whih hger can chin to be trulyGeman? This cad
( ) ’
. >
Lager can ’ ’
' ( ) o ' 11: Better late han the late!'.
Lager ) )

. !
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"better hte than never " (¢
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12 Easer dusting by a stre— e— etcH [* , ) )

, , ) ( )
S tretch s

«

s “ S tretch”

13 The driver is saferw hen the road is dry The wad is

safer when the driver & dry’'.

dry
( ; ) , ’ ’
. diy ’
14 When the wind has a bite . . and you feel like a
bite . . thenbite on awhok Nuf®.
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Pun in English Advertisan ents and Its Translation S trategy

M I Chun JIA De- jiang
(Unwersity of South China H engyang 421001, China )

Abstract Pun is a very mportant figure of speech n advertisan ents the adoption of which can add attraction and hum or to the
language of advertisam ents This paper attempts to explore the utilzaton and chssification of puns i Englsh advertsen ents and ac-
cordingly i puts fow ard fve translaton strategies of them.
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