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Last time, 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





Would you use a 

formal or informal

register?





Motivation

 Consumption can be driven by functional or social needs 
(clothes vs. fashion)

needs

 People’s behaviours

context

So…

“The advertising message has to win the heart of the consumer, 
who will willingly - albeit temporarily – suspend disbelief in order to 
buy into the lifestyle, values and benefits promised by the 
acquisition and use of a product.”

(Adab and Valdès, 2010)



Motivation

 Emotional effect on the addressee

 Interest or curiosity or desire towards the object

 Critical observation of large amount of B2C text



Do you remember B2C promotion?

 Issued by private companies to individuals who are not 

expected to have in-depth knowledge of the product

So….

 Usually technical or non-technical?

 Low or high information-to-persuasion ratio?

 Functional trans-creation or close translation?

 Ira Torresi, 2010



Culture and B2C advertisements

 High degree of acceptance of highly creative and 
emotional texts

 The reader is involved in the re-creation of the meaning 
and this ensures better attention 

 Emotional devices promote identification and 
participation

But…

Creative language is more common in British and 
American advertisements. In Italy, the companies tend to 
go for more reassuring solutions (Brancati in Torresi 2010)



Culture and B2C advertisements

 Reference to national habits, traditions or sports

(football)

 Reference to national identities (German cars, 

Italian pasta)

 Cultural and visual taboos (Sega videogames)

 Cultural stereotypes (assumptions not subject to 

conscious rational judgement but handed down as 

naturally occurring and universal facts from parents 

to children, and passed on peer groups, e.g. the 

happy family (Torresi, 2010) 



Overt and covert translation

 Julianne House (in Munday, 2016) categorizes translation:

 Overt and covert

- Overt translation: the addressee is quite “overtly” not 

being directly addressed. TT does not pretend to be an 

original and it is clearly not directed at TT audience 

- Equivalence cannot be sought at the level of the text 

function since the discourse worlds of ST and TT are different. 

So, equivalence at level of language, register and genre



Overt and covert translation

 Julianne House (in Munday, 2016) categorizes translation:

 Overt and covert

- Covert translation: the TT enjoys the status of the original. 
The function of the original is reproduced.

- Equivalence is necessary at the level of the text function 
and to do this the translator needs to apply “cultural filters”

 https://www.proz.com/translation-
articles/articles/2705/1/Juliane-House-e-il-suo-modello-per-
valutare-la-qualit%C3%A0-di-una-traduzione

https://www.proz.com/translation-articles/articles/2705/1/Juliane-House-e-il-suo-modello-per-valutare-la-qualit%C3%A0-di-una-traduzione


Overt and covert translation

 Cultural filters: the translator needs to modify cultural 

elements thus giving the impression that the TT is an 

original   (                his role is to be a mediator)

 This may involve changes at the level of language 

and register



Advertisement: what kind of 

translation?

 House does not give any rules about the choice

“The distinction is a cline” (House in Munday 2016)

But…

 We know it is necessary to reproduce the same 

function of the ST



Tip for translators

 Recreate motivation critical observation 

of B2C texts in TL and TC

 Use of creative and emotional language

 Ira Torresi gives us a series of general indications



The language of advertising 

 Elena Di Giovanni, Francesca Staffolani, 

Advertising. Perspectives and strategies, EUM, 2009, cap.4

 Rhetorical figures and figurative expressions are used freely 

 It is necessary to pay attention to the meaning

 Figure of speech, figure of thoughts and tropes (used 

freely)



The language of advertising

 Figure of speech: words are used in such as way as to 

keep their real meaning 

 Figure of thought: related to ideas and acts not on the 
form of placing words, but on the qualities of reasoning 

 Tropes: the passage of meaning from on item of 

vocabulary to another, where the semantic value of a 

word is transferred to another 

(Staffolani, 2009)



Creative language

 Ira Torresi defines it as the purposeful use of non-standard 

language

 It means that language is not used in normal ways (following 

grammar and logic) but it follows alternative rules (like the rules of 

games) which are alternative to the rules of the real world

 Captures the addressee’s attention and enhances memorization

 Trans-creation (to translate creative devices)



Metaphor

 A word or phrase used to describe 
somebody/something else, in a way that is different 
from its normal use, in order to show that the two things 
have the same qualities and to make the description 
more powerful, for example

She has a heart of stone (OED)

 Heart and stone are tough

 Both verbal and visual

 It can be replaced when necessary



Metaphor

 Re-contextualization and re-writing

 Death metaphors are difficult to detect

 Not perceived as a metaphor because frequent usage 
has wore it out (destroyed through use) until death

Black gold = crude oil

 Back to life involving the reader and make him realize 
the oddity and irony of its literal meaning



Dead metaphors back to life

 Expansion: She’s a rose of a girl but what about her 

bunch of friends?

 Literal visual translation





Playing with words

 Pun: “switching a word that would normally be used 

in that context with another one having the same 

sound, but different spelling (homophony) or the 

same written form, but different meaning 

(homonymy)” (Torresi, 2010)

 “Poor homme” (pour homme) British advertisement 

for Stella Artois

 Pèsca - pésca, book – (to) book



Speaking of homophones…



Playing with words

 Neologism: creation of a new word

 Prefix and suffix: Fruit-tella

 More productive affixes: ultra- , super-

 Compounding: ColorFix, PlayStation

 Blending: Swatch (Swiss + watch)

 Clipping or shortening: Crocs



Playing with words

 Grammatical shift: (to) hoover



Playing with sounds

 Assonance (vowels) and consonance (consonants): 

Have a break, have a Kit-Kat

L’analcolico biondo che fa impazzire il mondo

 Allitteration: Paw Patrol

 Onomaatopoeias: Once you pop, you can’t stop

https://www.youtube.com/watch?v=suai1lU4x-g

https://www.youtube.com/watch?v=suai1lU4x-g




Playing with syntax

 Parallelism: repetition of a 

syntactic structure for rhetorical 

purposes

 Elliptical or incomplete sentences:

Shell. Made to move.



Playing at the textual level

 Intertextuality: reference to another text genre

- Poor homme example, reference to perfume jargon

- Proverbs: texts in their own right that have the advantage of 

being immediately recognizable as something familiar by virtually all 

native speakers of a native language (e.g. Levi’s international TV 

commercials based on Shakespeare’s A Midnight Night’s Dream)

We need to reproduce conventions of 

the imitated text type that apply in the TT

(Torresi, 2010)



Playing with syntax

 Parallelism: repetition of a syntactic structure for rhetorical 

purposes

 Elliptical or incomplete sentences:

Shell. Made to move.





Emotional language – the product

 Emotionally charged terms (dream, magic, 

fantastic)

 Superlatives and comparatives (the most, more… 

than)

 Lexical boost (paramount = most important)

 Terms with clear positive or negative connotations 

(brilliant, shiny, awesome – terrible, awful)

 Definite article the



Emotional language – the reader

 First- and second-person personal deictics (words that 

need a contextual information to be understood)

We – brings together the addresser and the addressee

I – identification between addressee and the person 

vouching for the product

 Indicators of time and place – the addresser and the 

addressee share the same space and time (e.g. 

yesterday, there, that, those days…)



Emotional language – the reader

 Imperatives and questions, both real and rhetorical (they involve the 

reader directly)

e.g. Qualità senza risparmio o risparmio senza qualità? (Sole)

It’s time to start caring for time is running out. (National Geographic)

 Informal style and register which resemble oral speech (in all 

languages?)



Tips for your translation

Informal style and register

 High-frequency, generic, colloquial and short terms 

(get, go, make, let…)

 Simple verbal forms (e.g. present in body copies)

 Lack of grammatical cohesion

 Preference for implicit coordination



Assignment

 Discursively describe the 

advertisement (category, 

sub-genre…) and describe 

the creative use of 

language and visuals

 Keep it short (250 words)

 Translate it!





Homework

 Can you spot any 

creative uses of 

language?

 Please, revise your 

translation 

according to what 

we said today.





Homework

 Can you spot any creative 

uses of language?

 Translate it.



Today, we talked about…

 Motivation

 Julianne House (overt/covert translation and cultural 

filters)

 Creative use of language

 Emotional language


