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Translation of Advertising Discourse
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Abstract: The media technological leap that humanity has known has brought about a
convergence and friction between cultures, which facilitated the transmission of information and
technologies.

In this paper, we will try to answer a set of questions, including what are the peculiarities of the
advertising discourse? And what are the constraints that this type of discourse is exposed to
while being transferred from one language to another? And what is its nature?

In the conclusion, the researcher concluded that advertising translation is governed by three
economic, linguistic and cultural necessities, which represent a set of constraints binding the
translator to achieve text fidelity without losing semantic or functional integration and the
requirements of the communicative process.

Keywords: Translation of advertising discourse, global consumer, advertising slogan,
communicative informative nature, slogan transposition.
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3 Voir Decaudin, j.M, stratégies de publicité internationale, Paris, edition, liaisons, 1991.
4 Voir : Guidere, M, publicité et traduction, Paris, Harmattan, 200. P.26.

ISSN : 1112 - 3974

96



102-95 .2 ¢2009/1 >aal 8 W lallly a3 e

G Asdls oAl 8 ame ale By b aws Jody G Ll s O 223L
as gl G Y S L a3 500 e Sl 3 ol by A iy
sl ailate 3 W dys 3 IVl o)l e el
Loy ald o Ols 597 o o i dad Slaspa LAY Ollad) i
e taall jow 35 S 4l s Gy s (5)"@3;\} leabs s JUIy aalll
ool by ke o8 s gy Blg) 8 aid o Jam @) QL) by (g padl
O Al b el ol Ko plas”
o Tesd s g I Aol 2] b 15 Ukt L3V Cladl an
ady JKE 3 Olelay ans OY1 (3 OB Lal by e L L Jelix oL
o) )
dls ol el Wl SN (ol (ool L?A)..a.)\ A G kgl e O
el cle publiciste ;g k3 Y 4 S 3 Ss: 30 ole e 59 sLaY) ale
. le produit @:;L\, <le cosommateur
e DGl baslel Lel3 bl o QL oK) G e lels (g5 ©

S or b Y kN aa Al dlg 3 ad Sl e 81 L JI ol |3,
o e osle b e Siudly popall Ol dle 3 3m A aled g Ll

sl ale ansle 4y Al Wy OLLAI 2 A2 LY Oladt) welis bl sl dIs S
022 dmine 2006 JyY)

(1 sad) el dnsla iyl Al UL 2 dle ool Oladl Al (b 5 W) 4 6
22 ua <2006

" Chesterman.A. Readings in translation theory, Helsinki: Finn lectura, ,1989. PP.
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8 Chesterman.A. Readings in translation theory, Helsinki, Finn lectura, ,1989. PP. 108-109.
° Voir. Adam, JM et Bonhomme, I’argumentation publicitaire, Nathan, 200, P04.
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- Gagnez le ceeur du monde (Air France).
- Tu es le grand soleil qui me monte a la téte (Poéme).

10 Reiss.K., Type, Kind and individuality of text decision Making in Translation, in Venuti ed,
Translation StydiesReader London, New York: Routledge 2000, P 168.
1'Voir Op. Cit.P42.
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13 Ibid , PP, 119,120.
14 Ibid. P.120.

ISSN : 1112 - 3974

100



102-95 .2 ¢2009/1 >aal 8 W lallly a3 e

iy e
We keep our promise / Us,e s & &
Ay e 61 Eom g5b tolin] (3 el 21 8 1) g sl ¥l i A B
gt Blaxzal s ezl ¢l5 K ct,asizag}\ il oKy ade g se
G
B i o a2 S Oline oy B 512 e my Lo Al 41 L
sl L]
) Toead ™ e ol OV oy s
Réécriture LA ssle! o
Bt Ay pa B ) el oSO pla¥) U1 ST o 2l olel OF st o
il p.\ e A aed) Ale cd wlall alel O B e I (192 K
Pk o e AV any pall pall By LS Jl Ol -
oD W Sy 35S !

- Peugeot/ pour que I’automobile soit toujours in plaisir/ The drive of your
life/ 35l dnze
MoV gl Lo i s ks @

- On voit les choses autrement/You can with a Nissan
Olyg o BN RS 3,81 aa ) O) g B0 oda WL 3 anliinl LSc L o2l 0l
W IAPENIN RS
LLY) r:q-j{l\ g2 g SIS Y e Ju L*;)\ aslaly wlully wslasyl ol Al
Mo Ll VI L2V Olladtl a7 Gl s O s iy 5 VAl 55l 055
e A W Gl (o é” P dhel ) dded)) Ollaze

13 1bid. P.1.

ISSN : 1112 - 3974

101



102-95 .2 ¢2009/1 >aal 8 W lallly a3 e

References

[1]
[2]
[3]

[4]
[5]

[6]
[7]
[8]
[9]

Adam, J-M &Bonhomme, 1’argumentation publicitaire, Nathan, 2000.
Chesterman.A. Readings in translation theory, Helsinki: Finn lectura, ,1989.
Decaudin, J-M, stratégies de publicité internationale, Paris, edition, liaisons,
1991.

Guideére, M, publicité et traduction, Paris, Harmattan, 2000.

Reiss.K., Type, Kind and individuality of text decision Making in Translation,
in Venuti ed, Translation StydiesReader London, New York: Routledge 2000.
Hamid al-Hamdani madkhal li-Dirasat al-Ishhar majallat ‘ Alamat al-Maghrib al-
‘adad 18, 1998.

Mahmaud Fahmi Hijazi, al-Usus al-lughawiyah li-‘Ilm al-mustalah, Maktab
Gharib, al-Qahirah, 1993.

‘Abd al-“Ali Ba Tayyib, aliyat al-khitab 1’shhary, Majallat Makhbar al-lisaniyat
wa-al-lughah al-‘Arabiyah, Jami‘at ‘Annabah, al-‘adad 1, 2006.

‘Abd al-Majid Misa al-khitab alashhary mkwnath walyat ashtghalh mjlh al-Fikr
al-‘Arabi al-mu‘asir ‘adad 84-85 Markaz al-iman al-Qawmi.

ISSN : 1112 - 3974

102



