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A COMPARATIVE ANALYSIS OF Al AND HUMAN TRANSLATION IN ADVERTISING TEXTS

ABSTRACT

This study analyzes the effectiveness of artificial intelligence (AI) and human translation in
advertising, where cultural sensitivity and persuasiveimpact are essential for global brand communication.
Al-based translation offers advantages in speed, scalability, and cost efficiency but remains limited in
conveying cultural nuance, emotional appeal, and stylistic intent. Human translators integrate linguistic
competence with cultural and contextual awareness, enabling culturally appropriate and emotionally
resonant advertising messages. A comparative review of existing research reveals significant differences
in stylistic quality and audience reception, with human-translated content perceived as more authentic
and trustworthy. The findings emphasize the continued relevance of human expertise in advertising
translation and indicate that future development lies in hybrid models combining Al efficiency with
human creativity and cultural sensitivity.
Key words: Automatic Translation, AI Limitations, Linguistic Experience, Cultural Awareness,
Contextual Understanding, Stylistic Nuances, Human-AlI Collaboration, Hybrid Translation Models,
advertising translation, artificial intelligence, cultural nuance, stylistic intent, human translation, hybrid
models.

REKLAMA MATNLARIDA SUNIY INTELLEKT VA INSON TARJIMASINING
QIYOSIY TAHLILI

ANNOTATSIYA

Ushbu maqolada reklama matnlarining tarjima qilish jarayonida sun’iy intellekt texnologiyalari va
inson tarjimasining samaradorligi qiyosiy jihatdan tahlil qilinadi. Reklama diskursida madaniy moslik,
emotsional ta’sir va persuazivlik muhim omillar hisoblanadi. Tadqiqot davomida sun’iy intellekt asosidagi
avtomatik tarjimaning tezkorlik va iqtisodiy samaradorlik jihatlari hamda inson tarjimasining lingvistik
tajriba, madaniy kontekst va stilistik nozikliklarni uzatishdagi ustunliklari korib chiqiladi. Ilmiy
manbalar tahlili natijalari shuni ko'rsatadiki, sun’iy intellekt reklama tarjimasida samarali yordamchi
vosita bollsa-da, murakkab kommunikativ va madaniy mazmunni toliq ifodalashda cheklovlarga
ega. Maqolada reklama tarjimasining kelajakdagi rivoji inson va sun’iy intellekt imkoniyatlarini
uyg unlashtiruvchi gibrid modellar bilan bogligligi asoslanadi.
Tayanch so‘zlar: Avtomatik tarjima, SI cheklovlari, Lingvistik tajriba, Madaniy xabardorlik, Kontekstual
tushunish, Stilistik nuanslar, Inson-SI hamkorligi, Gibrid tarjima.

CPABHUTEABHBIN AHAAW3 ITEPEBOAA PEKAAMHBIX TEKCTOB C
HCIIOAB3OBAHHUEM M1 1 YEAOBEKOM

AHHOTAIIVSL

B AaHHOM HCCAeAOBaHMM 06CYyXAaeTCs 9PPEKTUBHOCTb U POAU MCKYCCTBEHHOTO MHTEAACKTA
(MM1) B CpaBHEHMHM C YeAOBEUECKHMM IIEPeBOAOM B JKM3HEHHO BaXKHOM OOAACTH PEKAAMBbl, TAE
TOHKAs MEXKYABTYpHasd KOMMYHUKaIlMd HEOOXOAMMA AAS BAMSAHMS Ha IIOBEAGHUE MOTpebuTeAer
1 POPMUPOBAHUS AOSABHOCTH K GPeHAY Ha MEXAYHapOAHBIX PbIHKaX. XOTSl CMCTeMbl MallMHHOTO
nepeBoAa Ha 6ase M mpeaAararoT 3HauMTEAbHBIE TPEMMYILECTBA B CKOPOCTH, MacIITaOMPyeMOCTH 1
SKOHOMMH 3aTpaT 6Aaropaps 06paboTKe OrpOMHBIX 6a3 AaHHBIX U IIPOrpaMMHOTO obecrieyenus HATI,
OHH, KaK ITPaBUAO, He CTIOCOOHBI IEPEAATh OCHOBHbBIE KYABTYPHbIE HIOAHChI, SMOIIMOHAABHEIN Pe30HAHC,
CTUAMCTHUECKYIO OKPACKy U y6exxAarolee HaMepeHue, Mpucynjue 3P deKTUBHBIM PeKAAMHbBIM TeKCTaM.
[TpodeccoHaAbHbBIE TTIEPEeBOAYMKU-AIOAU, HAITPOTUB, 0OAAAAIOT AMHTBUCTUUECKMMHU CITIOCOOHOCTAMMU
B COYETaHWM C 6OraThIM UyBCTBOM KYABTYPHBIX HIOAHCOB M KOHTEKCTYaAbHON OCBEAOMACHHOCTHIO,
YTO MO3BOASET UM CO3AaBaTh COOOIIEHM, KOTOPhIe HE TOABKO TOUHBI, HO M KYABTYPHO IIPUEMAEMbI 1
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SMOIIMOHAABHO Pe30HAHCHBI, yMeAO 00palasach ¢ TAKMMU SAeMEHTaMH, KaK FOMOP, MAMOMAaTHYeCKKe
BBIPOXEHM U MMUAX OpeHpAa. CpaBHUTEABHbIM aHAAM3 M OLEHKAa CYLIECTBYIOIUMX MCCACAOBAHUI
BBIABASIOT CyLI€CTBEHHbIE PA3AMUMSA B CTUAUCTHYECKOM MCMIOAB30BAHMY U BOCIIPUATUM ayAUTOPHEN:
KAMEHTBI CKAOHHBI IIPOSIBASITH 60ABILIee AOBepUe U MACHTUPHUKAIIUIO C MaTepUaAaAMU, TIepeBeACHHBIMU
YEeAOBEKOM, M3-32 MX BOCIIPMHMMAEMOM ayTEeHTUUYHOCTH Y SMOLMOHAABHOM CBA3U. MICKYyCCTBEHHBIN
WHTEAACKT AEMOHCTPUpYeT IPEBOCXOACTBO B 3(M(HEKTUBHOCTH, OAHAKO €ro OrpaHMYeHHUS B
obecriedyeHNH CAOXKHOM KOMMYHMKAIIMKM MOTYT IIPeNnaTCTBOBATh NMPUBA3AaHHOCTU K OpeHAy U oOlei
Pe3YABTaTUBHOCTH. Pe3yAbTaThl yKasplBAIOT HA COXPAHAIOUIYIOCA aKTYaAbHOCTb 4YeAOBEYECKOM
VHTYWLMN B TIEPEBOAE PEKAAMBI M IPEACKA3BIBAIOT, UTO OyAyllee pasBUTHE OyAeT HaOAIOAATLCS B
VHTEIPaTUBHBIX TMOPUAHBIX MOAEASIX, COUeTaromuX 3(h(hEeKTUBHOCTh MCKYCCTBEHHOTO MHTEAAEKTA
C YeAOBEYECKMM TBOPYECTBOM M KYABTYPHOM UyBCTBUTEABHOCTBIO AASL MAKCMMM3ALUK TAOGAABHBIX
MapKeTHUHTOBBIX KOMMYHHMKALJW.

KaroueBbie caoBa: ABTOMAaTUYecKUH TmiepeBop, Orpanuuennsa WM, AMHIBUCTMYECKME OIIBIT,
KyAbTypHas 0OCBEeAOMAEHHOCTb, KoOHTeKcTyaabHOe moHMMaHue, CTUAUCTAYECKHE HIOAHCHI,

CorpypHMuecTBO yeAoBeKa U MM, I'nbpraHble MOAEAU TIEpEBOAA

INTRODUCTION

The translation of advertising can be
viewed as more than just an administrative task;
it is at the core of any global marketing strategy.
Advertising relies almost entirely upon effective
intercultural communication, and subsequently
provides the catalyst for influencing consumer
behaviours  within  different  geographic
marketplaces. With commerce rapidly becoming
globalised, it is increasingly necessary for brands
to expand their approach from traditional
'translation’ to ‘transcreation'. Transcreation
is the reorganisation and/or reworking of an
advertising message from onelanguage to another
without changing the overall intent, mood,
tone and context of that message. According
to Moneus and Sahari (2024), the effectiveness
of advertising lies in its ability to connect with
the respective local audience, so that language
becomes a bridge and not a hindrance.
The digital revolution has contributed to
the advent of AI as a crucial influence on
advertising. Al-based solutions (from Neural
Machine Translation (NMT) to Large Language
Models (LLMs)) are rapidly gaining acceptance
as advertisers look to take advantage of the
ability to scale very quickly with dramatically
lower production costs. However, advertising is
a medium largely built on the use of persuasion,
irony and cultural subtext. Though NMT and
LLMs can maintain syntactical accuracy at very
high levels, very few of them have the capability of
navigating through the sociolinguistic landscape
associated with the transfer of advertising
messages. Therefore, they can produce
marketing messages that seem "uncanny" and/

or "hollow", which can potentially damage the
relationship between the brand and its intended
target audience.

Methods. A multi-dimensional comparative
analysis framework was used for evaluating the
support the various translating methodologies
provide to the market. It was developed using
data extracted from a combination of the most
current academic literature (through 2024) and
relevant industry case studies conducted over
that same period. The procedure follows as:

» Compare Linguistic Mapping: This involves
analysing how AI and humans approach the
high-context linguistic characteristics (irony,
colloquialism, and cultural metaphors) of any
given language/culture.

- Study of Technological Structure: This part
of the analysis looks at the differences between
the output of pattern-based AI processes (e.g.,
Mohamed et al., 2024) compared with the
cognitive-emotional processes used by human
linguists.

» Study of Empirical Consumer Data: This
supports the conclusion that quantitative survey
data from Keegan et al. (2024) and Mikaleff et
al. (2023) show the existence of a "Trust Deficit"
when reviewing Al-generated content.

- Case Study Compare: This consolidates the
translation-choice practices and their related
entry successes into the following segments;
Luxury, Beverage, and Sports.

Results. This comparative analysis shows that
human translators provide a level of cultural
understanding that Alwillnot be abletoreplicate.
Advertising text often plays on "what is not said"
— i.e., the cultural background that is assumed

TISU ilmiy tadgiqotlari xabarnomasi
BecTHuk HayuHbix nccnenosanmit TY3C
Bulletin of scientific research TUES



to be understood by the local audience. Human
translators are able to translate with a high degree
of empathy, thus creating connections with
specific audiences. For instance, humour and
irony are two forms of expression that are very
hard for Al to translate, as they often break the
rules of linguistics rather than following them.
A study by Mohamed et al. (2024) highlights that
Al has "saturated at achieving high syntactical
accuracy,” but suffers from a problem of being
"stylistically flattened." Al models create outputs
by predicting the most likely next word, which
leads to a very generic type of translation. This
generic nature creates a substantial disadvantage
for AI in advertising because the purpose of
advertising is to differentiate a brand from all
others. Another issue with AI translations is
that they do not demonstrate the emotional
intelligence necessary to motivate a customer to
purchase.

2024 empirical data shows a significant difference
in the level of trust that Consumers placed on Al
V Human generated translations. These areas
were as follows:

» Trust Deficit. Consumers indicated a higher
level of trust with human translations versus Al
translations due to the "human-to-human”aspect
of the human translation (Keegan et al,2024).

» The levels of authenticity. In a study conducted
by Mikalef et al (2023), approximately 70% of the
participants indicated that AI advertisements
had 'functional, yet cold' and human-translated
advertisements had ‘authentic' and 'relatable’
qualities.

» Engagement Levels. In certain B2B industries,
human-translated ads that contained a high
level of localised cultural references generated
30% higher engagement levels than machine
translations.

Discussion. This analysis illustrates that, in
most instances, the distinction between two
words goes beyond semantics and is primarily
based on emotion. According to Basha (2023),
an individual translator possesses a conceptual
understanding of a brand’s emotional heart.
For example, in a luxury setting, translating
the term "cheap" to "affordable” or "exclusive" to
"high-priced" requires deep knowledge of the
brand’s status within the social hierarchy. AT has
little to no hierarchy of values on which basis to
make these distinctions; thus, the end result is

that the "voice" of the brand will not be preserved
(Hicham et al. 2023).

Without the ability to interpret or understand
the deeper meaning of a complex cultural
reference, Al can create a risk not only financially
but reputationally. As such, a human translator
functions as a "cultural filter" because they can
easily recognize ugly, inappropriate wording or
identify cultural taboos that might slip past an
automated translator. A slogan that is successful
in America, such as a "home run,” has no
emotional connection to a non-baseball-culture
country. A human translator modifies a home-
run metaphor to an equivalent one, such as a
"winning goal” or a "perfect game"; therefore, they
retain the emotionality of the original word used.
Asindicated by the current analysis, Alwill be our
partners, not our competition, moving forward
(Peltier et al. 2024). According to Peltier et al.
(2024), there’s a “synergistic model” in which Al
will be used to generate high volumes of low-stress
content and produce first drafts rapidly using the
Al layer while humans will create “high-touch”
creative refinements to ensure the brand voice is
maintained and an emotional experience occurs
through the human layer.

Conclusion. Currently, while the speed at which
Al translates is greatly improved (due to its
ability to process massive amounts of data very
quickly), it has not yet developed sufficient levels
of persuasive ability or persuasiveness. The
difficulties associated with human interaction,
humour and cultural sensitivity are all things
that can only be performed by humans, at this
stage. Therefore, the success of globalised brands
in 2026 will depend upon their willingness to
use Al for efficiency purposes while at the same
time relying on the creativity of humans as a way
of developing long term emotional bonds with
consumers.

According to Peltier et al. (2024), the solution to
this issue may come from an integrated approach
that utilises Al efficiency and combines this with
human contextual sensitivity. In particular,
Anayat & Rasool (2024) suggest that Al can
be used during the early stages of translation,
producing an initial draft, while the human
translator uses their experience and knowledge
to refine and adapt the translated text through
"culturally-correct” methods so as to create
a convincing piece of work of literature. In
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addition, as Anayat & Rasool (2024) point
out, understanding consumer responses to the
produced hybrid translations will be critical
to determining the effectiveness of the use of
technology in marketing.
In conclusion, though Al can be fast, the subtleties
of advertising still pose problems that current
technology has not yet resolved completely
because advertising relies heavily on culture and
emotion. Human translators bring their own value
to the development of inspiring and appealing
advertising - this is something that AI cannot yet
replicate. How we interact with each other, along
with our interactions with machines, will be key to
determining successful means of communication
in a more integrated and globalized economy
going forward.
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