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ABSTRACT
This study aims to show the extent of using adaptation as a strategy in
translating Ads from English into Arabic language. To study this problematic,
we have hypothesized that using adaptation in translating advertisement
contributes greatly to achieve a reliable translation; further more coupling
translation to approximation produces a reliable translation. In order to approve
this hypothesis, we opted for a comparative analytic approach in which we have
chosen some advertisements taken from the internet and bilingual brochures.
After the analysis, we could conclude with the main results which are: a
translation of advertisement in which adaptation is used can be more reliable,
also, adaptation is not only a strategy by which translators opt for to solve
cultural problems, but also a linguistic tool since it deals with the language part
of culture.
Key words: Advertisement, Adaptation, Translation, Strategy, Culture.
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Résume :

Cette etude vise a montrer I'étendue de I'utilisation de I'adaptation comme
stratégie de traduction des publicités de 1'anglais vers I’arabe. Pour étudier cette
problématique, nous avons émis I'hypothese suivante : I'utilisation de
I'adaptation dans la traduction de la publicité contribue grandement a la
réalisation d'une traduction fiable; aussi, une traduction reliée a I'approximation
produit une traduction fiable. Afin d'approuver cette hypothese, nous avons opté
pour une approche comparative analytique dans laquelle nous avons choisi
quelques publicités tirées de I'internet et des brochures bilingues. Apres I'analyse,
nous avons pu conclure avec les résultats principaux suivants : la traduction de la
publicite dans laquelle I'adaptation est utilisée peut étre plus fiable, aussi,
I'adaptation n'est pas seulement une stratégie pour laquelle les traducteurs optent
pour résoudre les problémes culturels, mais aussi un outil linguistique, car elle
traite la partie linguistique de la culture.

Mots clés: publicité, adaptation, traduction, stratégie, culture.
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Introduction:

Advertisement is an activity that intends to promote the interest of a group of people
and to get the attention of others for some marketing purposes. Advertisement can be
categorized as belonging to operative texts, since it seeks to get the attention of the readers
and to make them react actively. It requires communicating, influencing and impacting
consumers. Thus, the need of translating advertising text into different languages is crucial. In
translating this text, the translator can adopt several strategies in order to convey the
advertiser’s message clearly and successfully. One of these strategies is adaptation which is

applied by translators to convey the message appropriately.
Literature review:

Although translating advertisements is a crucial need in marketing products and
services, there are not many researches about this subject. Only few articles have been
written. This has been stated by Munday “advertising translation has long been ignored in
translation theory.” Munday (2004, p210). In this topic, it is important to state that Leonardi
has considered the translation of advertisements as a “negotiation process” which means that

there is a decision making that has to be negotiated between the translator and the advertiser.

Ho points out that the translator of ads should be creative and should adopt the
strategy of “the beauty of disloyalty”. Ho (2008), because as many types of texts, while
translating ads, the translator has to take into account the cultural aspects of the target
audience. This is why, Smith and Klein state that it is not an easy task to translate ads. Smith
and Klein (1997).

Concerning translating ads, Dorey argues that the translator should know both the

source and the target cultures in order to keep the same impact of the ad’s message.

To sum up, it can be said that using adaptation in translating advertisements has

become a necessity, not only by choice, especially when it concerns cultural matters.




Statement of the problem:

The main problem that the translator faces in translating advertising texts is not mainly
linguistic but also cultural. Dealing with advertising texts in translation needs some special
care and attention by translators; since the consumers of the advertised texts do not belong to
the same environmental culture, and hence its rendering from one language into another may

stand as a blocking stone for an appropriate message as it is conveyed in the source text.
Main question:

To what extent can adaptation be an effective and a reliable strategy in translating

advertisement from English into Arabic?
Sub-questions:

The research questions of this study are formulated as follows:

1. What are the motives behind applying adaptation in translating advertising?
2. What are the difficulties encountered by translators in this perspective?
3. What are the limits of the key-solutions that adaptation may provide us with?

Hypothesis:

It is hypothesized that using adaptation in translating advertisement contributes greatly
to achieve a reliable translation; furthermore coupling translation to approximation

produces a reliable translation.

The aim of the study:

The overall aim of this study is to investigate the extent to which adaptation can be
effective and reliable strategy in translating advertisement from English into Arabic, it aims at

identifying the main challenges and how to facing them.
Methodology:

Investigating the effects of applying adaptation in translating advertising texts on the
target audience can be achieved via comparative analytical approach that helps to compare
between two advertising texts translated from English into Arabic, to analyse their contents

where adaptation is noticed and the effect of using this strategy in the target audience.




Objectives:

This study attempts to:

» Propose potential techniques and or strategies to the various challenges faced by the

translator in dealing with advertising texts translation.

» Achieve adaptation reliability and efficiency either linguistically or culturally.
Structure of the Study:

This study is divided into theoretical and practical parts .The theoretical part is
concerned with an overview about the concept of adaptation in translation since it is
commonly used in the field of advertising translation; what is meant by adaptation, its
manifestations, procedures, types and the need of adaptation in translating advertisement.
Also, the concept of advertisement is defined regarding its objectives, its types, elements of
communication in advertisement, advertisement language and the relationship between
advertisement and culture. On the other hand, the practical part shall be devoted with the
application of some aspects of the theoretical part on some selected advertising texts
translated from English into Arabic. The researcher tends to compare and analyze their

contents in which adaptation took place.




Chapter one

Adaptation and Advertisement.




1. Introduction:

This chapter is devoted to introduce the concept of adaptation, this strategy which is
heavily used in translating advertisements. The chapter tackles the meaning of adaptation, its
reasons, procedures, types and the importance of using adaptation in translating
advertisement. Also, it defines the concept of advertisement and includes its objectives,

advertisement’s language and the relationship between advertisement and culture.

2. The concept of adaptation:

2.1 Main definitions:

The concept of adaptation has several meanings. In the field of translation many
theorists have tackled it, such as Mona Baker who defines adaptation as “a set of translative
interventions which result in a text that is not accepted as a translation but it nevertheless
recognized as representing a source text of about same length. (1998, p7). Therefore, it is
noticed that adaptation is considered as rewriting. Hence, there is a difference between
adaptation and translation .On the other hand, (Vinay &Darblnet, 1977) consider adaptation
as the maximum limit of translation, in which translators use it when a certain position does
not exist in the TL. Adaptation is “associated with advertising texts, audiovisual translation’’
(Ibid). Thus, advertising texts includes some elements that cannot be translated only trough

adaptation.

According to Oxford dictionary(2016), to adapt means “to change something so that
you can use it in a different situation, and the noun “adaptation” means “the state or process
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of adapting” ’thus, it is clear that the notion adaptation includes a change.

“Other terms that have close meaning of adaptation have been found such as:
appropriation, recontextualization, tradaptation, simplification, abridgement, special version,
rewording, and transformation and many terms which are related to aspects of adaptation
(occurs in adaptation process), such as omissions, rewritings, maybe additions, but will still

be recognized as the work of the original producer” (Gambier & Doorslaer, 2010, p.3).

Newmark (1988) believes that adaptation “is the 'freest' form of translation. It is used mainly
for plays (comedies) and poetry; the themes, characters, plots are usually preserved, the SL
culture converted to the TL culture and the text rewritten.” Thus, he views that adaptation is a




type of free translation that involves transference of not only language but also culture from
the source to target text.

“Adaptation is associated with the genres of advertising and subtitling the emphasis
here is on preserving the character and function of the original text, in preference to
preserving the form or even the semantic meaning.”’(Baker,2005, p.6).Thus, adaptation goes
beyond the importance of the function of the original text and at the same time with regarding

to true to the meaning.
11.2.Reasons of adaptation:

Despite the fact that adaptation is linked to culture, there are various factors and
reasons that lead the translator to adapt SL to get more benefit with target culture so that it is

clearer to the reader. They may be also called conditions of adaptation:

a) Cross codes breakdown: when lexical equivalent in target culture adaptation is required
chiefly in metalanguage. (Baker,1998)

b) Situational adequacy: the use of adaptation when the SL context doesn’t exist in the target
culture.

c¢) Historical factors: using adaptation in an era of history may be is unlike with another
adaptation such as this example for Shakespeare’s writings were adapted mannerly. Also,
Shakespeare’s writings were changed for the English native speaker as their manners and
their traditions have been changed.(Gambier & Doorslaer, 2010)

d) Commercial factors: advertising is a significant activity which leads to adaptation .The
prospective success is not achieved for such products unless the adaptation of its names at least
like’Pajero’ a Mitsubishi Japanese company, car model manage much success in Argentina when its
name was adapted to” Montana’.(ibid)

e) Physical disabilities: the translator may adapt referring to physical disability for example the
hard of hearing ‘HOH’ .The translator adapts their official language to local sign at form of subtitles
that probably has a closed captions as well which provide information of any value sound because, it is
very difficult to them to read subtitles in their language ( ibid)

These conditions can lead to two main types of adaptation local and global:

Local adaptation: is obtained parts of texts alone to gain the same impact of the source
reader on the target reader and between source and target culture. The translator should

expose the coherence of the source text to take concise impact on the text in general. In this




type of adaptation, the translator has to know the differences between what is transformed
structure to what is not transformed. Adaptation is an important translation process which is
derived by mains of effectiveness because it comes to achieve an equilibrium between
changeable and unchangeable form ( see in Baker,2001,p.7)

.Global Adaptation: is selected by factor outside the original text, it involves a wider

ranging revision. It may be applied to the text as a whole. The decision to admit this type of
adaptation may be obtained by the translator his/herself or may be emphasized by external
forces. Their case, global adaptation contains a general strategy that aims to reconstruct the
goal function or impact of the original text. The translator should be systematic. He/she may

scarify formal elements and even semantic meaning to reproduce the original function. (ibid,).
2.3 Restrictions of Adaptation:
Adaptation also has limitations; the translator has to be aware of them.

a. The knowledge and expectation of the target reader: the translator should
know the level of the presumptive reader; his/her adaptation should be in balance with target

reader culture.
b. The target language: the translator has to pay attention to the style and structure of the
SL, faithfulness is not restricted only to meaning but also to style and form.

c. The meaning and purpose(s): here to both ST and TT.

(Baker, 2005)

1.4 Procedures of adaptation
According to Mona Baker in her book the Routledge of encyclopaedia (1998),

translation argued a several procedures of adaptation while translating

a) Transcription of the original: when the translator writes literal reproduction of a
part of the source text in the original language with a transcription of that word in the target
language.

b) Omission: in this case the translator omits the unwanted part from the ST. For instance
deleting the indecent scenes on Arab TV.

¢) Expansion: to explain an idea that was mentioned in the ST even though footnotes in the
TT.




d) Exoticism: in this case, the translator seeks to find a similar equivalent in the TL while
the ST includes mysterious words that comes from dialects or nonsense words.

e) Updating: it takes place when the translator updates the old information or traditional
information to modern equivalent widely used in the TL.

f) Situational equivalent: the adaptor contextualizes the original context to modern context
that is different than the old one.

g) Creation: when the translator creates a text that conveys the essential of the source text.

2.5 Types of adaptation:

Assagaf (2013) classified the types of adaptation in four as the following:

a) Collocation Adaptation
This way can be defined as using the words with each other systematically. It refers to
obstacles in which the words together, for instance, some verbs and nouns can be joined

together, or prepositions come with specific verbs.

It is believed that collocation is a hard subject for students who are studying any
languages since the reason of specific collocation cannot be guessed. Normal dictionaries do
not provide meanings for collocation; this is considered as a hurdle for translators. For
instance, the verb perform is always associated with the word operation. However, the word
discussion can never be used with this verb. Therefore, we can say ‘the doctor performed an

operation’, but we cannot say ‘the committee performed a discussion’.

b) Cultural adaptation
Translation is performed with regard to either the source culture or the target culture.
Therefore, translations include hints about the real connections between cultures around the
world. Both The translator and the interpreter must be careful about the reader’s culture when
they translate any material from one language into another. The available method to make the
translation suitable to local culture is called adaptation. Very clear examples in this cases the
difference between Arab and European cultures, e.g ,I welcomed my guests and gave them a

glass of whiskey
Ll /) (e Uy oS ag Ladia 5 gling 8 sa300 Caliiu




c) Literary Adaptation
This kind is used in translation of narrations, rhyme and performance. Adaptation is
used to translate various literary genres because of cultural differences. The poetry is believed
to be difficult to translate mainly due to cultural differences. All experts of translation argue
that the poetry is impossible to translate however adaptation provides aid to solve this

problem.

d) Ideological adaptation
The word ideological refers to the sex and religions because most of the people in
Arab world are embarrassed to speak or discuss these two terms. In schools and universities in
Arab regions the tutors are trying to avoid speaking about such topics, which have relation
with sex. For these reasons, Arab translators always try to refine the English text to be
accepted to Muslims or Arab readers.
Other types of adaptations:
e) Semiotic Adapatation :

Snell-Hornby defined semiotic translation as “an interpretation for verbal signs by
means of signs of nonverbal sign system” (2006, p21.) This type of translation which
deals with several semiotic codes is employed, for instance, when translating

advertisement or multimodal translation, drama translation.

f) Linguistic Adaptation:
It includes adding some words in order to explain more about what is said or written in
the SL, or to omit something which does not suit the TL. It is mainly used because of

the language divergence and the differences in the languages systems.

2.6 Theoretical boundaries between adaptation and translation:

In spite of the fact that translation refers to rendering from one language into another
while adaptation is a strategy used by the translator in order to convey his message clearly to

the target reader.

There have been debates about translation and adaptation between researchers. Some
consider adaptation as a separate operation, that there is no necessity to use it and translation

is sufficient to produce a suitable target text to the target culture.




In her book (Routledge encyclopaedia of translation studies), Mona Baker (2005) discusses
the issue of translation and adaptation so deeply. Within this book, in one hand Bastin said
there are some scholars who think that the term adaptation is not needed at all, because the
term translation can hold all the kind of language transfer, while in the other hand, the
translator Michel Garneau proposed the term tradaptation as an appropriate term to describe
the relationship between adaptation and translation.

Overall, the most important purpose that translation and the translators tend to achieve
Is producing a text that seems like the original one of the source culture, and the translator is
committed to follow some methods and techniques in order to produce such text. Adaptation
is one of these effective methods that the translator uses trying to gain a text alike the original

one in the target culture.

At first, adaptation had been studied as a separated field .So, the researchers altered
their attitude and they considered the translator as a mediator arguing that the reason behind

using adaptation is having a successful communication.
3. Concept of Advertisement:

3.1 Definitions of Advertisement:

According to Cambridge on line, “advertisement is a picture, a short film, song, etc
that tries to persuade people to buy a product or service or a piece of text that tells people

about a job, etc.” (Cambridge dictionary)

According to Collins on line, “it is an announcement in a newspaper, on television, or

on a poster about something such as a product, an event, or a job.” (Collins dictionary)

According to Oxford on line, “Advertisement is a notice or an announcement in a
public medium promoting a product, service, or event, or publicizing a job vacancy. To

advertise is denoting a statement calling attention to something.” (Oxford dictionary)

Wheeler on line defines advertising as follows: “it is any form of paid, non-personal
presentation of ideas, goods or services for the purpose of attracting people to buy.” (Wheeler

dictionary)

To summarize these definitions, advertisement can be defined as the activity of
attracting public attention to a product or business. It is any paid form of non-personal

presentation of ideas, goods and services by an identified sponsor. That means that the

10
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advertiser pays to buy media time and space. He uses mediated form of communication i.e.

via media, so it is not a face to face interaction between the advertiser and the consumer.
3.2 Objectives of Advertisement:

An advertisement includes objectives for what it had been created, and the most

important ones are as follows: trial, continuity, brand switch and switching back.

Trial: it involves persuading the consumer to buy the product and use it even if by curiosity
i.e. a successful advertisement is the one which can convince the biggest number of
consumers to buy the product.

Continuity: advertisers try always to keep the existing consumers to continue buying and
using their product. This is why; they use some tactics such as bringing something new in the
product and the advertisement, so that the existing consumers keep buying the product and
never change it by another-

Brand switch: this is an objective of a company who wishes to attract a competitor’s
customers.

Switching back: it involves re-attracting previous customers who have switched to

competitor companies. For this, advertisers use different ways such as discount sale, new

advertise, reworking on packaging, etc.

These are the most important objectives of an advertisement, but other objectives can’t be
denied like: introducing the product in the market, enhancing the goodwill, supporting
personal selling program, fighting competitors, improving dealer relation, entering a new

market and attracting new customers.

3.3 Key Players in Advertising:

Any activity cannot be successful only if every player in this activity makes his role
appropriately. Advertising also, includes key players which are: the advertiser, media, ad

agency, vendors and target consumers.

a) The advertiser: it is the person who is selling the product or the service. And he

pays money in order to get the product advertised.

11
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b) Media: it is the channel through which the advertisement is disseminated to people
and potential customers (television, broadcast, internet, magazines, newspaper...)

¢) Ad agency: it includes designers, photographs, creators, and all these work together
to place the advertisement.

d) Vendors/ suppliers: they are those who assist ad agencies and media in creating
and placing advertisements, studio, camera...

e) Target consumers: it is a specific group of people that the advertiser wants to

convince to buy the product, for example: the target consumers of a toy advertisement

are children.

All these elements work together in order to make an advertisement able to persuade the
maximum of target consumers to buy and keep buying the product.

3.4 The Elements of Communication in Advertisement:

Everyone agrees that while advertising a communication situation is being arising.

And talking about the communication situation, there are elements that should be highlighted.

In advertising, four notions can be distinguished among which are: the sender, the receiver,

the message and the channel (media). (Jefkins, 2000)

a. The sender: can be defined as the advertiser, helped by the editors, designers,
photographs, copywriters and researchers, he codifies the advertisement. This task
determines the value of what the advertiser wants to send, so he/she codifies the message
into symbols. (Jefkins, 2000)

b. The receiver: can be defined as the public, (people who see or hear the advertisement).
Also, it implies the decryption of symbols and comprehension of the transmitted message
through the advertisement.

c. The message: the receiver is often influenced by the message more than the product
itself. This is why, advertisers give a greater importance to the message for the role that it
plays in the persuasion of the consumer to buy the product or use the service (i.e. the
success of the advertisement). And, designers, copywriters and photographs focus more

on the message (coherent image, graphics symbols, letters characters, italics).

12
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d. The channel: is the means used to communicate an advertisement. As examples which
can be cited: the press played and still plays a major role in this domain since it is the
oldest channel: newspapers, magazines, specialized magazines, etc. In the press, many
advertisements are printed such as job recruitments, selling and buying houses, event
announcements, etc. There are pages that are specialized to advertisements in almost all
kinds of press. The television is always known by its power to attract people’s attention. It
is always used to diffuse screen advertisements, but it is too expensive and it cannot be
aimed to a specific people category. Without forgetting the radio which plays a primordial
role to diffuse audio- advertisements that can be repeated several times in short periods of
time. Finally, the internet that can be more efficient for the success of an advertisement
since it is used by everybody at any time and everywhere. So, ads can be transmitted as

podcasts, message boards, blogs...

3.5 Language of Advertisement:

According to Collins the language is defined as follows: “A language is a system of
communication which consists of a set of sounds and symbols which are used by people of a

particular country or region for talking or writing.” (Collins dictionary)

However, language in advertisements is different from the one that people use for
daily life. It means that we may think that the language is the same but when we focus on the
language used in advertisements, we notice that it has its own characters; it is concise and
precise even if it is produced in a short time. The language of an advertisement is described as
a “functional dialect”. (Kelly-Holmes, 2005)

That means that the language used in advertisement is aimed to attract and convey,
this is why, advertisers choose meaningful words and discuss them for hours, because time
and space are paid in advertisements, so advertisers have to plan which kind of words they

should include in their ads.

Advertisers try always to use the same language used by the target market, but they
cannot succeed in this task, because language used by people is spontaneous. Though the one
used by advertisers is planned and discussed. Advertisers choose their words according to the

time and space of the advertisement.

13
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“It is not enough to say as some linguists do, that such behaviour is understood as
another semiotic system, separate from language. Firstly, the two modes of meaning are not

separate. Paralanguage interacts with language and on occasion outweighs it”. (Cook, 2001,

p71)

By this quote, it can be understood that using only language, whether written or
spoken, in advertisement is not sufficient to attract the target community and transmit them
the advertising message. So, to reinforce the advertising message, advertisers tend to use non-
verbal elements of communication such as capitalized and/or italized caracters, different

colors of fonts, seize of letters... all these make the difference and attract more people.

Also, in screen and broadcast ads, advertisers tend to use music sequences and
intonations in the speech to focus on the audio and visual elements. Without forgetting
prosody, this is considered as an important element of paralanguage. It includes rhythm,

rhyme, assonance and consonance.
3.6 Advertisement and Culture:

People belong to different cultures which link them with their society or community.
This is why; people of the same area have the same habits, beliefs, rituals, traditions, values,

etc. all these elements constitute what is called by culture. (Gill, 2013)

The relationship between mass media and culture is very tight and not deniable,
because sources for content are always provided by culture to mass media, including

entertainment, movies, advertisements, etc.

Thus, advertisement takes a large place in mass media, so it has to be suitable to the
culture of the target people, because it cannot be understood if it is not adapted to its

receiver’s culture and sometimes it is even unacceptable.

So that people to whom the advertisement of a product is directed will not be affronted
to choking messages. This adjustment includes elements of the language, values, beliefs,

situations, type of the text...

To explain more, it can be noticed that some products are well known by the people of
a given country but they are not for others, and the advertiser’s purpose is to sell his product

everywhere. In this case, he tends to use expressions more acceptable and to be more creative

14

——
| —



in order to adapt his advertisement to all his target’s audience cultures so that he persuades

them to get the product or use the service.
3.7 Advertisement and Translation:

Although translating advertisements was not very important in the past, since there
were not studies or researches dealing with this subject. Nowadays, in the era of globalization,
there is an outstanding need to advertising translation thanks to the international markets, so
advertisers need to translate their advertisement into several languages in order to impact

more potential consumers.

According to Guidére, advertising translation can be defined as a cultural and
linguistic activity transferring advertising texts from one market into another. (Guidere, 2000,
p32)

To translate an advertisement is not an easy task, because it confronts many problems
and challenges especially cultural ones. This kind of translation is complicated in the way that
the translator has to select different procedures and strategies and this should be according to

the advertisement’s field (food, beauty, tourism, technology...)

Also, it is very hard to be faithful because the advertisement should be transferred into
another language and another culture by giving an equivalent one at the syntactic level, the

commercial purpose and other levels.
3.8 The Translator’s Task and Advertisement:

Considering that advertisement is not a limited activity, it is an international activity
which is improved and enhanced everyday by using new technologies and new strategies. So,
the role of the translator of advertisements is of a great importance. It involves being a

competent translator and knowing all the advertising dimensions.

The translator should be responsible when rendering the ads into another language,
because he must be aware of the competition between international markets in every field. So,
he has to transmit the message so that it attains a positive impact on the consumer and be
aware that any error can be fatal for the advertising company, because this mistake could

engender the failure of the advertisement.
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Thus, the translator must be specialized in the field of advertising because while
translating, he is not only rendering the ads into another language but he is producing a new

advertising passage that has an objective to achieve.

As explained before, a translator should be faithful in translating any kind of texts, in
this kind of texts (i.e. advertising texts) the translator has to be accurate in the choice of his
words, because the advertising company’s reputation relies on him and his final product. It
can be said that the translator should play the role of a second advertiser for the same

advertisement.

According to Mathieu Guidére, “the translator of advertising texts is lonely and

unarmed in the rendering battle without any theoretical or practical support” (Guidere, 2000,
p11)

This is because there are not many references about the advertising field. So the
translator has to rely on himself, make more efforts, be aware and be accurate to succeed in
his task.

The cultural aspect plays a major role in the success of an advertisement; the reason
why the translator should be aware of the culture of the target audience. It is not acceptable to
translate the advertising text literally, because each language carries its own culture. So, the

translator should be wise and translate ads using some techniques and strategies of translation.
3.9 Adaptation in translating advertisement:

(Robinson, 1997 p.10) states that “an advertising campaign is designed to associate a
product with sophistication and uses entirely different images of sophistication in the source
and target languages.” Therefore, behind the translation of advertisement, the main purpose is
attracting the target audience to buy a product .An ongoing debate is between global
companies on whether adaptation takes place in advertisement through translating its
message; when a company determines to use adaptation, the translator has an important role
in adaptation in translating advertisement that is deemed the main element in the
communication process that is between the company and the consumer. There are many
factors involved when adapting an advertisement. It encompasses more than just a text; there
are sounds, models, images, that all have a hand to the communication of the message. The
translator must adapt the foreign image to turn out the targeted consumers in the targeted

societies. Hence, when translating advertisement, textual adaptation plays the most important
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role, because without textual adaptation the voice of companies is not heard, and the message

is considered unclear and ambiguous.
4. Conclusion:

Although adaptation is the freest translation and advertisement is the activity of getting
public attention to a product. A successful advertisement goes beyond the importance of the
message and reproducing it in the other language with the same intention, impact and effect.

It implies being creative and whilst at the same time remaining true to the original.
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Chapter two

Analysis of adaptation cases in advertisement
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1. Introduction:

This chapter is devoted to study adaptation in translating advertisement. In this chapter
the researcher analyses and links them to some aspects already mentioned in the theoretical

part of the research.

2.Methodology:

The study examines advertisement’s translation from English into Arabic. The focus
of the study will be on the adaptation as a strategy of translating ads and the reasons behind

using this technique in such type of texts.

The researcher uses both comparative and analytic methods. Translated pairs of ads
from English into Arabic are compared in order to describe their content and then to analyze
where adaptation took place.

Also, the study focuses on the text and the image, because this element is very
important in advertisements and sometimes it expresses the message more than words do.

3. Data collection:

The corpus of this study was collected from some bilingual cosmetic brochures as well
as from the internet. It consists of two perfume brands: Christian Lacroix Tumulte and
Givenchy” Ange ou Démon”, an ad of chips brand and two cosmetic headlines in which

different types of adaptation are detected.

4. Analysis of adaptation cases in advertisement:

4.1)-Semiotic adaptation: omission:

Ad 1: Christian Lacroix- Tumulte:

In this pair of ads, it is noticed that the original one shows a well dressed woman
holding the perfume’s bottle Tumulte of Christian Lacroix. It is known that many advertisers
use women pictures in order to attract the target audience’s attention and make them buy the
product. This is usually made because the woman inspires tenderness and beauty. But in the

Arabic culture, especially in conservative countries, it is forbidden to a woman to show
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herself and all kind of marketing or advertising using women pictures is not allowed, only if it
Is an ad of a abayyah or garment for women with one condition which is: she has to be
covered not naked.

The translator of this perfume’s ad which is (Christian Lacroix- tumulte) chose to

adapt the ad to the Arabic criteria. The reason why, the woman’s picture is removed, because
a woman is the symbol of chastity and decency in the Arabic culture.

Christian Lacroix - Tumulte

International campaign Saudi campaign

Figurel: Christian Lacroix- Tumulte

4.2)-Addition:
Ad 2: Givenchi- Ange ou Démon:

In this pair of ads, it is noticed that even the language is the same (I e the ad is not
translated into another language), the translator chooses to keep the ad’s source language
changing the word “démon” by “étrange”. This ad which is destinated to women is made by
the French company of perfumes Givenchy. The advertiser wants to show that when a woman
uses this perfume, she can be qualified as an angel or a devil since it is a very strong perfume.
Hence, this product is also directed to the Arab woman, and the Arabic culture does not
accept the use of words related to devil it is because of what it represents of evil and lust and
hence it is forbidden for a woman to act like a devil. So, the translator of this ad chooses to

create another ad for the same product titled “Ange ou étrange”.
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It is also noticed that there is a woman’s picture wearing a white dress symbolizing an
angel with a dark makeup to inspire devil. But, the white dress is naked in the back, which is
not acceptable in the Arabic culture. This is why; the naked part is removed and colored with

the same color of the dress. So, there is adaptation by addition

Givenchy - Ange ou Etrange

ange
\I\ mon

Figure 2: Givenchi- Ange ou Démon
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4.3)-Linguistic adaptation:
Ad 3: Chips Lay:

Chips Lays is not only known in the USA but it is also sold in the Arabic markets. So,
it is advertised in English and in Arabic.

In this ad, it is noticed that there is many literal translations such as: “Best ever lays!”
“ G Lo 3 Jdl and some words which describe the product like: “light” "4&éa" and
“thin » "4a8 )", But, the sentence : It just takes... one bite !” is not translated literally since it is
rendered as follows: "f4ege 3 ... daad 4", It is noticed that this sentence; means that only one
bite is sufficient to recognize the delicious taste of these chips and to ask for more. It could be
translated as:"...53a) 5 daad J3S3" Or "las dagae, Azl & ") But the translator uses linguistic
adaptation by choosing the expression: "4sg« 3 <" since the ad is directed to the Arabian Gulf
people, so the translator sees that it is preferable to use their local words in order to attract

their attention and to impact them.

Figure 3: chips Lays
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Ad 4: Tee Tree Face and Body Wash:

The headline of the cream’s ad “Tea Tree Face and Body wash” contains six words
summarizing all what can this cream do for the skin. But it is translated into Arabic, adding
words, by: “(ludll caa) 4y pladll 54, i GLLEI adaa J e,

So, the translator uses adaptation by addition, he/she chooses to add the words: (a&-
Ll Ca Ay Hladll 4y il -UEYY) in order to highlight the benefits of this cream. Hence, the
consumer shall know this cream is good for what and weather it is really what he/she wants to
buy. Also, by this translation, the translator explained more (l.e. it is not just a face and body
wash but it is also a sterilant for bacterial and fungal inflammation- acne), So that the

consumer can have more information about the product.

The background from which the consumer looks at the product may differ according
to the culture they are within for instance the Arab consumer tends to be attracted with

cheaper plus multifunction.

Ad 5: Clear vein cream:

ST: Clear vein cream.

TT a5 piial) cilaxSl g 4y saall ol ) g3 p8ull ) jenl JSUial llas oy S

ST TT
Clear laa
Vein GlaxXll 53y gadll Ol yandl) g5 3 ) jeal
Cream S

The literal translation to (clear vein cream) is x5l 4388 & S, this literal translation is
not suitable to appeal with the Arabic reader because he/she may understand how to use this
cream since it is used externally (on skin surface ), the Arabic translator adapted this
expression (clear vein cream sl 485 4 S ) with the target reader by adding some phrases in
turn are explanations of how to use this cream and that through giving more explanations to
wsl V4B a S to be (0 sl (85 el ClesSll 5 4y geall ol ) 55 50 ) jea) JSUIL el o S ),
because when the body is beaten or bruised with a solid objects that will cause a rupture of the
capillaries ( which are thin veins and arteries ) therefore, it leads to blood deposition and this

23

——
| —



is the cause of redness and bruising , that’s why the cream called (clear vein cream 4 a S

2,5Y) is adapted by addition.

5. Conclusion:

From the previous analysis of the practical part. One can deduce that adaptation is
governed by the aim of the translator. Since adaptation may be useful in most cases in
translating advertisement such as through omission and addition .In this ads the translator

focused on target audience more than the original meaning.
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Conclusion and Findings:

This work is an attempt to study the use of adaptation in translating advertisements
from English into Arabic. It is found that the diversions of languages and cultures make the

task of translating this kind of texts more difficult than it appears.

Various aspects of our life are influenced by advertising. Hence, they are translated in
order to be marketed and known for the variety of the international consumers. Translating
them literally can be unacceptable in many cases because of the cultural and linguistic

boundaries, which requires one way: ADAPTING them to the foreigner receiver.

At the very beginning, we have set the research hypothesis, and it is high time to approve

or disapprove it:

Our main hypothesis was: using adaptation in translating advertisement contributes greatly to
achieve a reliable translation; furthermore coupling translation to approximation produces a

reliable translation.

After the analysis we have tackled in this practical part, we can declare it correct for

all the results we got relying upon our analysis.
Through this dissertation, the researcher attained the following results:

_ Theorists have not discussed the role of adaptation in advertisement enough, even though it

plays an important role in modelling the message content in the TT.
_A translation of advertisement in which adaptation is used can be more reliable.

_Adaptation is not only a strategy by which translators opt for to solve cultural problems, but
also a linguistic tool since it deals with the language part of culture.

As many aspects of disciplines of translation studies, adaptation plays a primordial
role in translation. The reason why, it cannot be limited to one research, therefore, it’s

important to anticipate for a deeper research about this subject in the future.
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