





Translating large international advertising
campaigns

- Specialized agencies in charge of translating/transcreating the

campaign.

- The translator might be asked to provide MULTIPLE versions of
his translation (3 normally), with literal back translation

- The translator might be asked to provide detailed comments
on the choices he/she made

- The translator is provided with a BRIEF

- What is a brief ?

- The brief is a document containing detailed information about
the brand, the product and the intended audience. It gives the
potential translator information about lexis, register and personal
and social deixis (Feminine/masculine-Singular plural, degrees of
social distance and respect).


























































In the previous examples we saw that it is possible to physically change,
translate a visual element in order to match, or contribute to create, a
meaning which best suits the target society or that serves the purposes
of the encoder/marketer. (Torresi 2008)

This attitude is also true when advertisements, chose to use a more
scientific approach and thus use apparently technical language that

is only designed to appear as such in order to make the product
more reliable.

In the Lancome Youth Advanced Genifique Ad scientific language is
used only in the Ttalian version to stress the reliability of the product.
Other examples such that of an Elvive Shampoo advert, mentioned in
Torresi 2008 are even more significative. In a 1999 advert

in UK becomes in Italy and the
Computer Generated images that are shown in the advert are
completely different even though the product formulation is the same.







