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Abstract. This article narrates about the concept of “mediation”, her history and role in the world. Principles 
and legal frameworks, application domains andpresent legal position of this procedure are presented. The basic 
problems of introduction of institute of mediation are also described in legal space of Republic of Kazakhstan.
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PECULIARITIES AND DIFFICULTIES  
OF SCREEN ADVERTISING TRANSLATION 
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Advertisements have become an inseparable part of consumers’ lives, advertising influences 
society to behave in a certain way. It has become increasingly international. More than ever before, 
corporations are looking beyond their own country`s borders for new customers. Faster modes of 
shipping, the growth of multinational corporations, rising personal income levels worldwide, and 
falling trade barriers have all encouraged commerce between countries. That is why the advertising 
translation has become required. The translation of screen advertising is distinctive. In the process 
of screen advertising translation, the translator has to decide the language, linguistic problems, asso-
ciated with differences in semantic structure and peculiarities of two languages using in the commu-
nication process, as well as the problems sociological adaptation of the text.


