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Abstract

The aim of this dissertation is to discuss peculiarities of translation strategies used in fast food
advertisement texts based on English and Georgian materials. There are various translation
strategies and choosing an appropriate one plays significant role in increasing fast food sales. The
most commonly used translation strategies in fast food advertisement are literal translation,
transliteration and loan words. The paper uses a quantitative method as well as a qualitative
method. A quantitative method is based on questionnaires. For the purpose of collecting data,
online questionnaire survey was given to 100 respondents. Comparative analysis is employed to

analyze the responses of Georgian consumers to current translated fast food advertising texts.

Key Words: Translation strategies, advertising texts, fast food.



