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Last time, we talked about…

 Commercial advertisements: B2B vs. B2C

 Promotional translator’s characteristics

 Text type and text function

 Loyalty to the ST and trans-creation



Homework

 Describe 

and 

translate.





Analysis

 Category: commercial and product advertisement

 Type: B2B

 Sub-genre: hard-sell. The image is the attention-seeking 

device.

 Copy: headline, sub-headline, body copy and payoff

 Graphic: image and logo

 And now, let’s translate it!



Homework

 Describe and translate.

Would you translate “you” 

as “tu” or “voi”?



Analysis

 Category: commercial and product advertisement

 Type: B2B

 Sub-genre: hard-sell.

 Copy: headline, sub-headline, body copy and payoff

 Graphic: image and logo

 And now, let’s translate it!



Homework

 Describe and translate.



Analysis

 Category: commercial and product advertisement

 Type: B2B

 Sub-genre: hard-sell.

 Attention-seeking device: image

 Copy: headline, sub-headline, body copy and payoff

 Graphic: image and logo

 And now, let’s translate it!



Trans-creation

(or traduzione creativa)

 Re-building the entire promotional text so that it 

sounds and reads both natural and creative in the 

target language and culture.

 It implies we transfer the meaning and not the form

 When we need to adjust the translation to the 

target market.



GILT – Globalization, 

Internationalization, 

Localization, Translation



Globalization G11N

 The process of enabling financial and investment 

markets to operate internationally, largely as a result 

of deregulation and improved communications. The 

process by which a company etc. expands to 

operate internationally (Collins)

 The organization of business processes 

(management, marketing, consumer care) to 

support internationalization and localization 

(Munday 2016)



Internationalization I18N

 It refers to the development stages of a digital 

product to ensure it will function internationally 

(Munday 2016)

 It is the process of making the product international



Localization L10N

 It involves taking a product and making it linguistically 
and culturally appropriate to the target locale 
(country/region and language) where it will be used 
and sold (LISA in Munday, 2016)

 LISA – Localisation Industry Standard Association, 
operational from 1990 to 2011

 Processo di traduzione e adattamento di un prodotto, 
software o hardware, in un’altra lingua affinché soddisfi
i requisiti linguistici e risponda ai modelli culturali di un 
determinato mercato locale (Scarpa, 2008)



Translation T9N 

 The process of translation between two different 

written languages involves the changing of an 

original written text (the source text or ST) in the 

original verbal language (the source language or 

SL) into a written text (the target text or TT) in a 

different verbal language (the target language or 

TL) 

 Munday, Jeremy, Introducing translation studies, 

Theories and Applications, Routledge, 2016



Adaptation

 It involves changing the cultural reference when a 

situation in the SC does not exist in the TC (Vinay 

and Dalbernet in Munday 2016)

 It is considered as a procedure of translation.



Translating advertising material

 “It is not about translating words, sentences of texts 

but it is in every case about guiding the intended 

co-operation over cultural barriers enabling 

functionally oriented communication. […]

 Translational action focuses very much on 

producing a target text that is functionally 

communicative for the receiver.”

(Holz-Mänttäri in Munday, 2011)



The tip of an iceberg

 Marieke De Mooij (2004),

Translating Advertising, Painting the tip of an iceberg 

WORDS

A LOT BEHIND



Culture

 A set of values, traditions, beliefs and attitudes that are 
shared by the majority of people living in a country or, 
alternatively, in a local community that is distinguished 
from the rest of the national society by major traits such as 
language, religion, or political and legal system (Torresi, 
2010)

 Culture not separated from individual,

not separated from historical context

 The translator is a cross-cultural expert because he is a 
native speaker



Speaking of culture 

and adaptation…



Culture and context

 Edward Hall (in De Mooij, 2004) 

 Context: it explains the degree of directness in 

communication

 High-context communication: most of the 

information is either part of the context or 

internalized in the person; very little is made explicit 

as part of the message

 Low-context communication: the information is 

carried in the explicit part of the message



Dimensions of national culture

 Geert Hofstede (in De Mooij, 2004)

Model of 5 dimensions of national culture

 Power distance

 Individualism/Collectivism

 Masculinity/Femininity

 Uncertainty avoidance

 Long-term orientation

 To explain differences in people’s needs and motives, 
communication styles, language structure, metaphors and 
concepts



Power distance

 The extent to which less powerful members of a 

society accept that power is distributed unequally.

 Large power distance society (Italy): everyone has 

their rightful place in society, there is respect for 

elders and people in authority

 Dependence relationship

 Hierarchical vs. egalitarian cultures



Individualism vs. collectivism

 Individualistic culture: people look after themselves and 

their immediate family or want to differentiate themselves 

from the others – independent

- use of “I”

 Collectivistic culture: individuals are dependent from 
each others and the social context

- in Japan there are different ways to refer to “I”

“we” culture



Individualism vs. collectivism

 Hofstede: relation between collectivism and high-context

because the information flows more easily 

among members of groups and there is 

less need for explicit communication 



Masculinity vs. femininity

 Masculine cultures: achievement and success are 

dominant values

Status products and brands are important

Men and women have distinct roles

- US, Great Britain and Italy

 Feminine cultures: caring for others and quality of life 
are dominant values

Status is not so important



Uncertainty avoidance

 The extent to which people feel threatened by uncertainty 

and ambiguity and try to avoid them.

 Strong uncertainty avoidance: need for rules, rituals and 
formality. Competence = strong value (belief in experts, such 

as Italy)

 Weak uncertainty avoidance: people tend to be more 

innovative and less bureaucratic (England)

e.g. Alice in Wonderland, Harry Potter (produced in England)



Long term/short term orientation

 Long term or short term thinking

- Western short term cultures vs. East Asian long term 

cultures

 Hofstede’s model is useful for understanding consumers’ 

behaviour and can be used for statistical analysis.

 It is used in marketing





Language and culture

 Speaking a foreign language correlates with low 

uncertainty avoidance

 In high-uncertainty avoidance countries (such as 

Italy), people do speak a little of foreign languages 

and they are reluctant to try

So…

the consumer does not have a sufficient command 

of English to understand a native



Language and culture

 Language reflects one cultural framework

Different language means different ways of saying 

and experiencing things

So…

The more meaningful advertising is, less translatable it 

becomes

A language describes

a culture-specific communication style



Communication style

 Direct or indirect communication (messages more 

or less embedded in the context)

 Verbal personal communication: elaborate, 
metaphors, indirect communication reflects in the 

use of different registers (Italy)

 Verbal contextual style: direct and simple style, 

power difference does not reflects in the use of 

different registers (UK, USA)



Advertising style

(De Mooij, 2004)



Advertising style

(De Mooij, 2004)



Humour and celebrities

Nothing fake about them.

I’m not into phonies. Good thing 

there’s nothing phony in 

Popchips. They only taste like 

they’re bad for you.



HCC and LCC

High-context

 Implicit verbal messages

 Indirect (different registers 

according to status)

 Symbols and metaphors

 Verbal contextual style 

Low-context

 Explicit verbal messages

 Direct and unambiguous 

information

 Positive attitudes towards 

words, argumentation and 

rhetoric

 Verbal personal style





Would you use a 

formal or informal

register?





Today, we talked about…

 GILT

 Marieke De Mooij

 Culture

 Hall, high-context and low-context cultures

 Hofstede’s dimensions, power distance, individualism vs. 

collectivism, masculinity vs. femininity, uncertainty 

avoidance and long-term/short-term orientation

 Language

 Communication and advertising style


