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Mock exam

 Discursively describe the 

advertisement, including 

the following information: 

category, subcategory, 

subgenres, attention-

seeking device(s), copy 

and graphic elements. 

You can add further 

information such as the 

creative use of language 

(250 words).



Mock exam

 Translate the 

advertisement.



Mock exam

 Comment on your 

translation referring to the 

translation techniques 

described by Molina and 

Albir (2002) as well as to 

any other theory 

discussed in this course.



Recap

Do you remember?

 Communication (persuasive and promotional)

 AIDA formula

 Corporate Social Responsibility and Cause Related 

Marketing



The “new economy”

 It is based on the "digital revolution" and information 

management.

 Information is personalized, differentiated and 

adapted. Companies can quickly send information 

to many people connected to the World Wide Web 

(for example, through their websites.)

 As a consequence, people have easy access to 

news and information, and they can make informed 

decisions.



The “new economy”

Consumers can:

 Have higher purchasing power (they can compare 

prices, avoid queuing, fix a budget for their 

expenses, get discounts on large quantities and so 

forth.)

 Select from a wide range of products and services;

 Find much more information than before;

 Easily interact and send orders;

 Make comparisons between different information 
and companies.



The “new economy”

Companies can:

 Use the Web - a new information and sale channel - to 

send news, information, discounts, samples and 

promotions;

 Present their products and services through a website;

 Collect information about markets, costumers and 

competitors (market segment);

 Share information with employees and consumers;

 Establish bidirectional communications.

(Kotler, 2003)



Market segment

Do you remember the definition?

 An identifiable group of individuals, families, businesses, or 

organizations, sharing one or more characteristics or needs 

in an otherwise homogeneous market (Business Dictionary)

 Market segments may be quite specialized



What is marketing?

 Instrument to create, promote and deliver goods 

and services to consumers and companies;

CHANNELS: 

 Communication channel

 Distribution channel

 Service channel



Communication

 It must be cost-effective.

 AIDA FORMULA – do you remember it?

A- ATTENTION: attract the attention

I – INTEREST: make the people look closely

D – DESIRE: convince people they want it 

A – ACTION: push the audience to take action and buy



AIDA formula

 It is difficult to grant the presence of the four elements 

in just one communication. For this reason, companies 

usually refer to a PROMOTIONAL MIX. 

The means which a firm can use to inform prospective 

customers of the nature and attributes of its products and 

to persuade them to buy and repeat purchase those 

products (https://financial-dictionary.thefreedictionary.com/)

https://financial-dictionary.thefreedictionary.com/


Promotional mix

 The promotional mix is made up of advertising, sales 

promotion, personal selling, and public relations.

SALES PROMOTION: short-term activities intending to 

create a fast but temporary growth of a product sale.



Promotional mix

 The promotional mix is made up of advertising, sales 

promotion, personal selling, and public relations.

PERSONAL SELLING: direct selling (salesman.)



Promotional mix

 The promotional mix is made up of advertising, sales 

promotion, personal selling, and public relations.

 PUBLIC RELATIONS: they aim at the creation of a 
positive image in consumers' mind.

 A good and interactive website is essential for 

effective public relations (the first thing people do 

when they want to get information about a 

company is checking its website.)



Website

A good website should contain:

 Company history

 Company mission/vision

 Managers' profiles

 Sponsorships (social activities)

 Contacts to send feedbacks

 Relationship area (e.g. social media)

 Media area (e.g. press releases)

And…

 Pages to expand business (e.g. product images and 
descriptions, salesmen contacts, payments and placing orders 
sections)



B2C websites

 Longer than advertisements. 

 More narrative or argumentative style.

 They should never overtax the reader's attention with very 
dense or specific information (except when information 

density is what is expected, for example for products whose 

primary benefit is being high-tech or professional.)

 RISK: to be tempted by the amount of space potentially 

available and bore readers (long descriptions), thus losing 

their attention along the text.

(Blythe, J., Cedrola, E., 2013)



B2C websites

 Kept short and persuasive and complemented with 

prominent visuals which attract the attention.

Images and layout are integral parts of the promotional text 
and should never be ignored when translating it (Torresi, 2010).



Information-to-persuasion ratio

 Ira Torresi (2010) defines it as the extent to which the 

text can be defined as informative or technical, 

compared to the extent to which it appears to aim 

at persuading the addressee by means that do not 

include the provision of objective data or facts.



Information-to-persuasion ratio

 B2C advertisements         + PERSUASION

 B2C websites                     ( - information)

 Awareness raising

 B2B advertisements

 B2B websites                      (- persuasion)

 B2B brochures                   + INFORMATION





B2B and B2C websites: 

different approach

B2B

 Product and commercial

 From businesses

 To businesses

 More technical language

 + informative

B2C

 Product and commercial

 From businesses

 To consumers (=private citizens)

 More immediate language

 + persuasive



B2B and B2C websites: 

different approach

B2B

 Consider your target (businesses)

 More technical language

 + informative

 ST-oriented translation

B2C

 Consider your target (consumers)

 More immediate language

 + persuasive

 TT-oriented translation



Cause related marketing

 Joint funding and promotional strategy in which a 

firm's sales are linked (and a percentage of the sales 

revenue is donated) to a charity or other public 

cause.

 However, unlike philanthropy, money spent in cause 

related marketing is considered an expense and is 

expected to show a return.

Business Dictionary







Corporate social responsibility

 A company's sense of responsibility towards the 

community and environment (both ecological and 

social) in which it operates. Companies express this 

citizenship (1) through their waste and pollution 

reduction processes, (2) by contributing educational 

and social programs, and (3) by earning adequate 

returns on the employed resources. 

Business Dictionary

 https://www.ikea.com/it/it/this-is-ikea/limpegno-di-

ikea-italia-pub806fb6e1

https://www.ikea.com/it/it/this-is-ikea/limpegno-di-ikea-italia-pub806fb6e1


Homework

 Please, translate from Italian into English:

https://www.ikea.com/it/it/this-is-ikea/sustainable-

everyday/

I nostri materiali: 

Lana sostenibile

https://www.ikea.com/it/it/this-is-ikea/sustainable-everyday/


Today, we talked about…

 The new economy

 Marketing and promotional mix

 Communication and websites

 Cause related marketing (CRM) and corporate 

social responsibility (CSR)


