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Abstract: Advertisements in the 1920s and 1930s Latvia were published mainly
in Latvian, German and Russian. Besides original adverts for local products, there
were numerous translations of advertisements, mainly from German. Translations
of translations also circulated in the press, blurring the concept of a source text.
Advertising, including translated adverts, made an impact on culture, glorifying
feminine beauty in many cases but trivialising women by a specific use of language
in others. Advertising also influenced the Latvian language itself. Translators added a
second layer of German calques to the ones that already existed. However, new terms
coming from adverts also enriched the language. Translations helped create the language
of advertising as such, by developing its constituent parts: brands and slogans.

Keywords: translated adverts, adverts of the 1920s and 1930s, language of advertising,
brand.

Introduction

At the beginning of the 20th century, with the growth of production and
competition in Latvia, the importance of advertising increased. Articles
on the significance of advertising appeared in the Latvian press. For
instance, the author of the article “80,000 lats for button advertising”
stated: “the age has begun in which the one who knows how to publicise
his stuff in the most beautiful, special and sometimes even loudest way
wins.” (80,000 latu par pogu reklamu 1936: 2). Advertising reached out
to quite a varied audience. In 1935, Latvia’s total population was almost
2 million. Of them close to 1.5 million (75.5 per cent) were Latvians,
206,000 (10.6 per cent) were Russians, 93,000 (4.8%) were Jews, 62,000
(3.2%) were Germans. There resided Poles, Belorussians, Lithuanians,
Estonians and people of other nationalities ( Latvijas statistikas gada
gramata 1936: 8). For these target audiences, 22 newspapers were
published in 1920, and as many as 168 in 1931. After the coup d’état
of 1934, which brought the closure of many newspapers, their number
fell to 47 in 1936. Of them 33 (70.2 per cent) were in Latvian, 7 in
German, 4 in Russian, 2 in Yiddish, and 1 in Lithuanian (Salnitis 1938:
138). Newspapers and magazines were the main media for adverts. The
material for the present study is taken from the daily newspaper Jaundikas
Zinas with a circulation of 200,000 copies (Brempele et al. 1988: 215
- 217); Briva Zeme (a daily newspaper of the Latvian Farmers’ Union),
circulation 18,000 (ibid. 76 — 78); the daily newspaper Rits, circulation
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18,850 (ibid. 530 - 531); the German-language weekly Rigasche Post,
circulation 8000 (Treijs 1996: 434) and magazines: the Russian-language
Dlya Vas (referred to as the best Russian magazine published in Latvia
at that time (20. gadsimta Latvijas vésture 2. s§j. Neatkariga valsts 1918
- 1940, 2003: 776)); the Latvian Atpita, circulation 70,600 (Brempele
etal. 1988: 44 — 45) and Sievietes Pasaule. The object of this study is the
translation of adverts, the cultural impacts of advertising and the impact
of advertising on the Latvian language.

1. Translations

Adverts for imported products were translated, mostly from German. The
advert for the Original-Hanau tanning lamp, one of the most modern
devices of the time (Bormane 2017: 115), can serve as an example of
a rather free translation from German. The headline was changed from
“Riistzeug fiirs Leben!” ! [A tool for life!] to “Ko dod maksliga kalnu

saule?”? [What does the artificial mountain sun give?]. The beginning of
the first sentence of the German text, “Immer wieder bestatigt sich’s:” [It
is confirmed again and again:] is omitted in Latvian. The meaning of
the sentence “Der Mensch fuhlt sich wieder frei” [You feel free again]
is slightly changed. It is translated with a set expression sveiks un vesels
(literally, safe and sound, meaning healthy). Although the translation is
free, there are features of translationese such as the calque maksliga kalnu
saule [artificial mountain sun] from the German kinstliche Hohensonne
and of almost word-for-word translation of 4z sein Tagewerk [to his daily
work], savi darba.

Translations were sometimes even made from Latvian into German.
One example is a product from the German chemical company
Hans Schwarzkopf in Berlin Tempelhof, that registered the Latvian
transcription Svarckopf with the Patent Board of Latvia ( Patentu
zipas 1936). An advert for Schwarzkopf shampoo in German used
a Latvianised product name: “Vél skaistaki klas Jasu mati caur

SVARCKOPF SAMPUNU ar “Matu spidumu”. “Matu spidums” sniedz

dabigu mirdzumu”? [Your hair will become even more beautiful through
Schwarzkopf shampoo with Hair Shine. Hair Shine gives a natural
gloss]. “Matu spidums” [hair shine] is a calque from German Haarglanz
and the Latvian construction with the preposition caur [through] is a
syntactic calque from German. The same text was available in German:
“Noch schoner wird Thr Haar durch SVARCKOPF-SAMPUNU mit
Haarglanz. Haarglanz gibt natiirlichen Glanz” * 'The accusative noun
sampunu, a Latvian word in a German text, reveals that it is a translation
from Latvian. There is some eclecticism and cross-interference in this: the
Latvian text has German traits, and the German text has Latvian features
(e.g. a Latvian case ending). The Rigasche Post published Svarckopf
ads with even stronger Latvian interference: “Wundervoll glinzendes
Haar. SVARCKOPF-SAMPUNU mit “Haarglanz”5 where the Latvian

accusative ending made the German text illogical as it requires the

31



Vertimo studijos, 2022, vol. 15, ISSN: 2029-7033 / 2424-3590

nominative. Later, a calque of the brand name Schwarzkopf [black head]
was used: the shampoo for greasy hair was called Melna galva [the
black head] and was produced according to the original Schwarzkopf
recipes, as claimed in the advert: “Pret taukainiem matiem SAMPUNS
MELNA GALVA ar “Matu spidumu” pagatavots péc “Svarckopfa”

originil-receptém.” ¢ [For oily hair BLACK HEAD SHAMPOO with
Hair Shine, made according to the original Svarckopf recipes].

There were Latvian and German versions of the same adverts in the
local press (Figure 1, Figure 2). For example, the adverts for Nivea
in both languages warn that gloves did not always protect your skin
and you needed Nivea cream to keep your skin soft. There is a unit
shift between the versions at the beginning of the body copy: there
are two sentences in the German version, “Sicher, Handschuhe halten
manchmal warm” [Sure, gloves sometimes keep you warm] and “Thre
Haut beschiitzen sie nicht” [They do not protect your skin], but only one
compound sentence in Latvian. The cohesion in the German and Latvian
sentences is different, as the second Latvian clause is introduced by the
conjunction “but”. The first part of the introductory Latvian sentence is
more affirmative about the ability of gloves to keep you warm than in the
German advert.

Figure 1

' Sicher, Handschuhe halten manchmal warm. Thre Haut beschitzen sle
nicht. Das erreichen Sie mit Nivea-Creme. Reiben Sie morgens u, abends
und am Tage, bevor Sie ausgehen, lhre Haut gut mit Nivea-Creme ein,
Ibre Haut bleibt zart, weich und jugendfiisch, selbst bei strenger Kalte.

Figure 2.
Rigasche Post. 1936. Nr. 58, 13.12

According to Bormane (2017: 109), Nivea cream was produced at
A. Rimeiks’s chemical factory in Riga. Although Nivea was produced
in Latvia, its adverts were in many cases translated from German. For
instance, the poster with the German slogan “Mit NIVEA in Luft un
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Sonne” (Figure 3) is from 1930s Germany, and the same picture was
used in the Latvian magazine Aspira in 1936 (Figure 4) and a very
similar one in the Russian magazine Dlya Vas in 1935. The headline,
which is also a slogan, is a word-for-word translation from German into
Latvian: “Ar NIVEA gaisi un saulé!””. [With Nivea in the air and in
the sun], but the Russian translator has used expansion: the headline
contains a translator’s gloss “Cs xpemoms NIVEA Ha Bosayxb u coanub!”
8 [With Nivea cream in the air and in the sun!]. The Russian text is more
expressive, it reads: “UyaecHo... a10 Huueroneabaanie” [Wonderful...
doing nothing] where the Latvian copy has just “Tas ir patikami...
Jauki ta slinkot” [It is pleasant... It is nice to laze] with a semantic
repetition (the synonyms patikami and jauki repeat the same meaning;
nice). Another instance where the Russian text is more expressive is
the sentence “Ta Jus sekmigi novérsisit saules deguma briesmas” [In
this way you will successfully avert the danger of sunburn] in Latvian
where the Russian copy has “Taxs Bet ymaasiere onacnocts 60absnennaro
coaneynaro oxora” [In this way you decrease the danger of a painful
sunburn] with an attribute 6osmsuennazo [painful] added. There is an
awkward sentence in the Russian text with two members of the sentence
illogically connected (a noun and an infinitive are connected as equal
sentence members, making the same word »ydecuo they are related to into
an adjective and an adverb): “UyaecHo... 310 HUYeroHeAbAaHie 1 3aroparh
Ha coaHub” [literally, Wonderful...doing nothingand to bathe in the sun].
The Russian text is thus more explicit and expressive. The Latvian text is
longer. It has two additional sentences, one in the middle and another
at the end of the text. We should take into account, however, that there
is a timelag between the two texts’ publication dates (Latvian in 1936
but Russian in 1935), and there might have been different versions of the
source text.
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PO WAl i v

NIVEA
CREME

TUR HALTPFLEGY

Figure 3.

=~ Tas ir patikami...
| Jauki td slinkot un iedegt!
Tikai ieprieks lobi jgierivajas ar NIVEA-krému
vai ellu. Tad Jis ar prieku varot baudit gaisy
un sauli. Ta JUs sekmigi movarsisit saules
deguma briesmas un atrak iedegsit.
NIVEA-krBms karstumd@ pafikami atvEsing,
NIVEA-ella turprefi (vEsakds) bezsaulainas
4 ; nallc\ldsa cizsargd Jus no parék lielas atvasi-
. néSangs.

NIVEA-kréms kérba — Ls 0,50 — Ls 1,60,
NIVEA-ajla Ls 0,9C — Ls 2,50.

Figure 4
Atpita. 1936. No. 608, 26.06.: 21

There were Latvian, German and Russian versions of the same adverts
in the Latvian press, for example the advert for Nivea toothpaste (Figure
5, Figure 6, Figure 7) (Nivea toothpaste was produced in Latvia by the
company Pilot). The text of the advert consists of three sentences in all

three languages (Table 1).
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NIVEA zcbu pastu visi lisiZ vinas Jabds
{edarbibas dé] un ari labés garias dil
Pateicolies vlslabdkdm jélvieldm NIVEA
zobu pasta garants pilnigu sobu kopéanu.
Veseligi. stipri un spidodi balli zobi
norada uz NIVEA zobu pasia lela-
danu.

Figure S.

Figure 6.

\%ﬁuﬂ und n-ltl '
Geschmach.

—— |

L

Figure 7.
Rigasche Post 1936. No. 53

Table 1
Nivea toothpaste adverts 1936

The first sentence is similar in Latvian and in Russian albeit with
a slight cohesion difference, while its structure differs in German due
to the peculiarities of the German language. The Latvian text has a
calque normal in the Latvian of the time: jé/vielas from German Robstoff
[raw materials]. The Russian text has more additions that explicitate
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and intensify the meaning and make the text more expressive. The last
sentences in German and Russian are similar with an explicitation in
Russian, however the last sentence in Latvian is different: it is a repetition
of the headline, “Veseligi, stipri un spidosi balti zobi norada uz NIVEA
zobu pastas lietasanu.” [Healthy, strong and shiny white teeth indicate
the use of NIVEA toothpaste]. The brand name, Nivea, is repeated three
times in the Latvian text and twice in the German text, while it is
mentioned only once in the Russian text, which is compensated by the
addition of the brand name Nivea in red as a caption to the picture.

In general, the Russian versions are more expressive and more
explicitation is used.

The German influence is observed in the advert for Orient Henna
Shampoo, produced by the Alberto Gothemere chemical company in
Germany ( Interesanta chronika 1931). The Latvian version contains an
antonymic pair sizmi — nesirmi mati [grey — non-grey hair]®. Judging by
the same antonymic pair ergrautes — nichtergrautes Haar '° used in the
German version, Latvian nesirmi [non-grey] is a calque from German. It
is not used in modern Latvian. The Russian advert also contains the same
pair cedste — ne cedvie sonocor ' . The German text probably served as a
source text for the Latvian version although there are additions in Latvian
“vienkarsi mazgajot” [simply by washing] and “lidz vistumsaki melnai”[to
darkest black] but the Russian translation was probably made from
Latvian, as it has exactly the same addition, “o6bikHOBeHHBIM MBITBEM [bY
simple washing]. Also, the Latvian advert does not contain the German
syntactic calque with caur, German durch, as was the case in Swarzkopf
ads, but the construction “ar “Orient Henna Shampoo” palidzibu” [with
the help of “Orient Henna Shampoo”] as used in modern Latvian. The
Russian version has the same construction as Latvian with an addition:
“poamoxso ¢ nomowpio “Orient Henna Shampoo” [is possible with the
help of “Orient Henna Shampoo”]. The end of the final sentence has
been cut off in the Russian translation and the sentence “Ilpoaaercs
Besae” [Sold everywhere] added.

Thus translations of translations circulated in the press, blurring the
concept of the source text. The same versions of adverts were used for
several years. Speaking about literary translations of the time, Andrejs
Veisbergs writes about the lack of clearly defined borders and merging
of translation and original (Veisbergs 2022: 19; see also Hermans 1996:
43). The language of advertisements demonstrates the same thing. There s
also merging of translationese and normal language (Veisbergs 2022: 19;
2009) in a translated text: a second layer of German calques was produced
in advertisements, adding to the one already existing in the language.

2. Formation of brands

Brands were transcribed and registered with the Patent Office, identifying
the owner of the brand in a foreign country as in the case of the
German brand Svarckopf $ampuns, or simply transcribed, for instance
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the cosmetic brand Dortis, transcribed from the French D’Hortys. The
French perfume and cosmetics brand D’Hortys was created by Max
Heidelberg in Neuilly-sur-Seine ( Perfume Intelligence 2022) in 1917.
In Latvia, imported D’Hortys products were sold along with others
produced locally in the Ambroko laboratory according to the recipe of the
Parisian perfumer Maurice Blanchet (1890-1953) ( Memorialo muzeju
apvieniba 2022). The brand was used both with the French spelling and
in the transcribed form.

A brand name might also be borrowed for a different product, for
example German Nirosta, the trade name of the stainless steel alloy
obtained at the Krupp steelworks in 1912, an acronym of zichtrostende
Stible [non-rusting steel] (Cobb 2007: 39). In 1935, the Patent Board of
Latvia registered the logo Nirosta for the steel products, especially razor
blades, produced by the company Saturn, S. Genins in Riga ( Valdibas
Vestnesis 1935). The form of the borrowed word was not changed.

Brand names were also borrowed for the same product, for example
Extase powder by D'Hortys, transcribed into Latvian as Ekstaze. The
brand name was Latvianised and was used both with the French spelling
and in the Latvianised form.

There were hybrid forms as well, for example, Giitermana sujamais zids
[Giitermann’s sewing silk] with half-German, half-Latvian spelling,

A gradual adaptation of brand names was taking place. The brand name
of Nivea cream was first introduced in its German form, Nivea-Creme. It
was a feminine noun and declined using an apostrophe: Nivea-Creme’s,

12 which is foreign to Latvian. Later, a hybrid spelling appeared with

a Latvian macron over the German name, Nivea-Créme, > and, from

February 1936, a Latvian name of masculine gender was used: Nivea-

kréms 4.

Under the influence of foreign cultures local brands sometimes
acquired a foreign flavour. A French acute accent to indicate French
pronunciation was added to the brand names ELPE pideri [ELPE
powders], ELPE sejas piens [ELPE facial milk], ELPE prepariti [ELPE
preparations] 15 produced by beautician Elza Pérkone, who had acquired
her professional skills in Paris, Vienna and Berlin. The brand name was
made from the first syllables of her name. The acute accent added a
special Frenchness to her cosmetics. However, there were advertisements

in which the brand had Latvian spelling: “Skropstu un uzacu kops$anas

kréms “Elpe”” [Elpé eyelash and eyebrow-care cream] '¢.

Some local brand names were concocted from foreign words, for
example in cosmetics, Bosex, probably from French Beau Sexe, as the
Patent Board announced registration of the full French name, Beau
Sex, which had the English spelling, for the same company’s products
( Latvijas Farmaceitu Zurndls 1935). French names were popular in

cosmetic products, but also in the manufacture of fabrics, for example

17" Some other Latvian brands

acquired German names. All in all, the picture was very mixed as Latvians

Kloké, a firm, thin woollen georgette

advertised French brands, but also produced cosmetic products according
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to French recipes and under the influence of other cultures gave local
cosmetic products French, German and other foreign names (among
them, Frankolin roku ziepes [Frankolin hand soap] produced in P.

Putning’s chemical laboratory '* ).
3. The impact of translations on slogans and content

Translated adverts made an impact on the development of constituent
parts of Latvian adverts. There were translated slogans, such as one

literally translated from German “Gut rasiert — gut gelaunt!” 9. “Labi

20 [well shaved, feel good] for Rotbart razor

blades. In the local adverts, slogans were included at the end of the
text, as “Tikai reiz gvarckopfa-gamponu, vienmeér Svarckopfa-gamponu”

skuvies, labi jaties!”

21 [Once Schwarzkopf-Shampoo, always Schwarzkopf-Shampoo]. Some
of them contained words of the same root: “Samta puderis samtainai
idai!” #* [Velvet powder for velvety skin]. Sometimes the slogans, also
called mottos in advertisements, were quite long, such as the one for
Peruin toothpaste: ““Peruin” devize: - veseligi, skaisti, balti zobi, patikams
aromats mutg, tira, svaiga elpa un oikonomija, jo liela taba maksa tikai 75
sant., ta pietick ilgam laikam.” 23 ['The motto of Peruin: healthy, beautiful,
white teeth, a pleasant taste in the mouth, clean, fresh breath and value for
money, because a big tube costs only 75 santimses and lasts a long time].
The same brand Peruin, but spelt Peruin, with a Latvian macron,
offered the same content to women and men in adverts where nothing
except the picture of an addressee was changed (Figure 8 and Figure 9).
Different content when advertising the same product to women and men
came into advertising from translated adverts. For women, the benefits of
the artificial sun lamp were offered at different stages of a woman’s life:
from pregnancy, then breast-feeding to menopause 24 1n another advert,
a sun lamp was advertised to parents as providing protection against
various childhood diseases such as rickets, scrofula and whooping cough

%> The same product was advertised to men as effective against nervous

disorders 2°.
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CikEpatikami ir mazgat galvu ar
«PERUIN» ziepém. Maigajas «PE-
RUIN» ziepju putds mati atdzivina-
jas, dabli savu dabisko, jauko spi-
dumu un kuplumu.

Bet galvenais ir «PERUIN» ziepju
iedarbiba uz galvas adu un matu
saknitém. «PERUIN» ziep@s atro-
doias dziedinoids vielas dzili iesficas
galvas ada, spécina un atsvaidzina
matu saknites un veicina matu augSanu.

Régulari lietojot matu mazgasa-
uai «PERUIN» ziepes, Jusu mati klas
kupli un veseli, galvas &da atveselosies blaugznas un citi adas
defekti izzudis. Ja gribat skaistus matus, tad mazgajiet tos ar pa-
saulslavenam mediciniski-kosméetiskam ziepeém «PERUIN».

B el ziepes

Vienig. priekist. P. Putnins, Kr. Barona iela 63.

Figure 8
Atpita. 1936. No. 594, 20.03.: 15

Cik patikami ir mazgat galva ar
«PERUIN» ziepgm. Maigajas «PE-
RUIN» ziepju putds mati atdzivina-
jas, dabii savu dabisko, jauko spi-
dumu un kuplumu.

Bet galvenais ir «PERUIN» ziepju
iedarbiba uz galvas &du un matu
saknitém. «PERUIN» ziep&s atro-
doias dziedinoid@s vielas dzili iestifas
galvas ada, spécina un atsvaidzioa
matu saknites un veicina matu ﬂughl}u'

Régulari lietojot matu mazgafa-
nai «PERUIN» ziepes, Jusu mati klis
kupli un veseli, galvas ada atveselosies blaugznas un citi adas
defekti izzudis. Ja gribat skaistus matus, tad mazgajiet tos ar pa-
saulslavenam mediciniski-kosmétiskdm ziepgm «PERUIN».

Peruln ziepes

Vienig. priekist. P, Putnips, Kr. Barona iela 63.

Figure 9
Atpita. 1936. No. 592, 06.03.: 2

4. Cultural influences of advertising

Although some traits of feminisation are observed in the translated

» 27

language (the neutral German “Jung und schén sein [to be young

and beautiful] was translated into Latvian as feminine, “Jaunai un
skaistai izskatities” ** ). Gender roles were depicted traditionally. As the
headline runs in the advert for Nivea cream (Figure 10): “Neskatoties
uz darbiem majsaimnieciba — vienmér koptas rokas, pateicoties NIVEA-
KREMAM?” [Despite your housework, your hands stay nice thanks
to NIVEA-cream]. Another Nivea cream advert contained the same
message: “Nedz nejauks laiks, nedz majas darbi nevar kaitét adai, kuru
kopj ar NIVEA. - ... NIVEA nepiecie$ams, lai paliktu jauna un skaista”

# [Neither bad weather nor household work can harm the skin you
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care for with NIVEA. - ...NIVEA is needed to stay young and beautiful].
Adpvertising helped to perpetuate such conceptions.

NIVEA ~KREMAM

M@ajas darbos jiis rokas nevarat iaupit, bel jisu
rokas gan var izskatities koptas un smalkas.
Ierivéjat ikvakarus seju un rokas ar NIVEA-
krému;: maiga vésma jisu ddu padaris skaistu.

No ka &1 iedarbiba? No Eucerita. NIVEA
tadi ir neatvietojams un neatdarinams.

Figure 10.
Atpita. 1936. No. 621, 25.09.: 20

Advertisingalso trivialised women. The patronising diminutive mutite,
a little mouth, trivialised woman in the advertisement for Peruin
toothpaste: “Skaista sievietes mutite nav domajama bez sniegbaltiem,

veseligiem zobiem un patikama mutes aromata.... Zobi klust tik veseligi,
30

pérlu balti, ka izsauc klateso$o sajasmu.” [A woman’s pretty little
mouth is unthinkable without snow-white, healthy teeth and a pleasant
mouth odour.... Teeth become so healthy and pearl white, delighting
everyone around.].

The obsession with beauty and the many beauty-product
advertisements were a feature of the epoch: Riga was one of the oldest
metropolises of the Old Continent where all the latest trends of modern
beauty were echoed immediately or at least swiftly (Bormane 2017: 107).
Midzins-Vestena, a well-known beautician who graduated with honours
from the Paris Beauty Academy and had a beauty parlour for women
and men in Riga, wrote: “Life shows that beautiful, fresh, healthy young
women win everywhere, at work, in everyday life, in love, in their careers...
Beautiful women walk down the middle of the road and do not give way
to anyone. Beauty today is a symbol of success and victory.” (Midzin3-
Vestena 1934: 4).

There were dissenting opinions as well, such as this one in the press:

The cult of the body has promoted the cult of beauty care... The women who
leave these beauty institutes all look almost the same. The same heart-shaped doll’s
mouth, porcelain cheeks, eyebrows painted with mascara. There is sometimes
little difference in appearance between daughters, mothers and grandmothers.

(Technika un kimija dailuma kalpiba 1930: 2).

Cosmetic surgery was popular in Riga among women who were not
satisfied with their faces, noses or breasts. Adverts helped to sustain beauty
fashion trends, for example a Nivea cream ad promising a stylish brown

sporty look for the skin. *!

The glorification of beauty was found in advertising, and a modern
woman in folk dress was used by Latvian cosmetics producer Tombergs
as a symbol of Latvian beauty (Figure 11). Before the First World War he
had cosmetics companies in Moscow and Odessa, but he lost everything
in the Soviet revolution, returned penniless to Latvia but managed to
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establish a cosmetics factory that successfully competed with German and
French producers (Bormane 2017: 109).

| moc]epnjg panﬁm‘i
tkaistuma lopsanas lidzekli
‘s\’él'lw E

iemiPoiurn 0s

FABR.HOLIKTAVAY:
\ AIPAZIJAS BULY. 6
BRIVIBAS IELA 24

Figure 11
Atpita. 1935. No. 581,20.12.: 23

5. The impact of advertising on the Latvian language

Besides its cultural impact, advertising influenced the development of the
Latvian language itself. Lexis was borrowed from German and French.
From German came the semantic borrowing brininat in the meaning ‘to
get a tan’, from briunen (using the normal Latvian word brins [brown]),
saules degums [sunburn], a translation loan from Sonnenbrand, a product
Matu spidums from Haarglanz, normaltibina [normal-size tube] from
die normale Tube, Sampons [shampoo] from Shampoon. From French
came lotions (from lotion), mats (from mat)[matt skin] bouclé, a fabric
made of looped yarn, spelled in French in advertising), demi-saison, used
in the quotation marks to show its foreignness and used together with
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more assimilated French borrowing galosas (from galoches) [galoshes],
rouge and others.

There were syntactic influences mainly from German, from where
syntactic borrowing took place, for example, zem saules un véja iespaida
[under the influence of the sun and the wind] from German unter dem
Einfluss von Sonne und Wind. An attributive modifier after the noun
it modifies was rare in Latvian at the time (Veisbergs 2022) but is still
observed in some adverts: pédéja mode pirma labuma [the latest fashion
of the first quality]. And constructions with caur (the benefit is obtained
through the product) from German durch were used.

Some influences were negative, such as syntactic ones that perpetuated
the German constructions that already were used or, in some instances,
even revived those German constructions that had been ousted, some
influences were transient, some borrowings such as matu spidums for hair
shine, have survived to this day.

Several terms passed through advertising into everyday language. For
example, the term eucerits 3> was used in Nivea adverts. The discovery
of eucerit, an emulsifier obtained from sheep’s wool fat, was the basis
for Nivea cream. It was the first water-in-oil emulsifier. Another term,

cholerins 3, denoted a substance similar to skin fats reportedly discovered
in a well-known cosmetics laboratory (Jaunakais ahdas resp. skaistuma
higieni 1934). It was produced in P. Putnin’s cosmetics laboratory and
was added to their product Panacea cream. The term was used in the
advertisement for the cream. The term cholerins, however, has not stood
the test of time.

The spelling of the borrowed words was unstable, as in the case of the
noun shampoo that was spelt as Sampons, Sampuns, sampins and showed
a gradual phonetic assimilation. The borrowing lotion was assimilation
from transliteration, Jotions, to transcription, losions.

Grammatical assimilation was also taking place, for example in the case
of the term exucerits. It was declined by adding an apostrophe, eucerit’n,
thus underscoring its German origin, but also sometimes without the
apostrophe in accordance with the Latvian grammar: euceritu.

Conclusions

A cult of the body fostered the cult of beauty care, with advertising
making an impact on how people, especially women, perceived
their bodies. Advertisements helped to sustain beauty fashion trends.
Advertising, including translated adverts, made an impact on culture,
glorifying feminine beauty in many cases but also trivialising women by a
specific use of language in others.

Advertisements in the 1920s and 1930s Latvia were published mainly
in Latvian, German and Russian. Although many products of foreign
brands were produced in Riga, adverts for them were translations of
foreign originals. Although there are a few cases of translation from
Latvian into German.
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Translations were free adaptations with some features of translation
language. The boundaries between source texts and target texts were
blurred, and translations of translations showed eclecticism and linguistic
cross-interference.

In translations, a second layer of calques was added to ones already
existing in the language. However, advertising translators-copywriters
also enriched the language by providing it with new terms and features
that have stood the test of time. Translations made an impact on
the formation of the language of advertising itself by developing its
constituent parts, brands and slogans.
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