
In introducing this volume, it is perhaps necessary to justify why one would 
write a book about the translation of a wide array of promotional genres, from 
advertising to institutional brochures, from company websites to personal pro-
motion (CVs, job application letters, personal websites, Facebook pages). One 
might argue that such text types have different topics and addressees, circu-
late across different media, and therefore have different linguistic and contextual 
characteristics that call for different translation strategies. What unites them, 
however, is that they all share a persuasive purpose. Or in more cynical terms, 
they all aim at selling something, be it a service, product, life-style, company (of 
any size), or public institution. For translators, this has one major implication: if 
a source text is intended to promote something or someone, then the one who 
commissions the translation of that text usually wants the same purpose to be 
re-created in the target (i.e. translated) text. This means that the translations of 
promotional texts are assessed in functional terms - i.e. for what they do rather 
than what they are, or for how well they affect the reader rather than how close 
they are to the original (§ 3.2). In other words, promotional translations, just like 
their source texts, are assessed in terms of their effectiveness or success, which 
means in terms of an increase in sales or, in the case of institutions, an increase in 
the number of contacts received as a token of visibility.

Thus, even if they belong to different genres, all promotional texts can be 
tackled within the same translational approach, which, in turn, needs to be 
adjusted to the specific nature of the text in question (for instance depending 
on its information-to-persuasion ratio, § 3.3), and the situational context 
of the translation job (for instance, a given commissioner might want a literal 
translation of a promotional text for non-promotional purposes, or for later 
re-creation).
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For readers who may be interested in definitions, this shared translation ap-
proach can be broadly identified with functionalism or Skopostheorie (Reiss 
and Vermeer 1984/1991; Nord 1997; Schäffner 1998, 2009; Martín De León 
2020), and may be considered a kind of consumer-oriented translation, 
which applies to a larger number of text genres, including recipes, technical 
handbooks and instructions in general (Hervey and Higgins 1992/2002: 196–
204; Hervey et al 1995/2006: 145–154). It is also an instance of covert trans-
lation, which implies the naturalness of the target text, i.e. the translated text 
appears to have been written directly in the target language (House 1977/1981: 
189. The concept is further expanded in House 1997, 2015). This implies that the 
source text is usually domesticated, i.e. made to conform as much as possible 
to the linguistic and cultural norms the target community attaches to that text 
genre (Venuti 1998b).

1.1 How to use this book as a teaching/learning tool

This book can be used in University classes or hands-on seminars. In either 
case, note that chapters do not correspond to study units and require different 
periods of time and degrees of effort. In particular, the first three chapters should 
not take more than one-tenth of the time you devote to the entire course or 
self-learning process. It is however important that practice-related and general 
issues ( chapters 2 and 3) are studied before going on to practical examples.

As for timing, an adaptation of the book was piloted on an Italian under-
graduate 30-hour (10-week) course focusing on translation practice. For shorter 
courses, I advise trainers to make a selection of topics from chapter 4 to chapter 7 
rather than rushing through the whole coursebook. Professionals may also find 
it useful to skip sections about text types which they do not usually encounter in 
their work. To this purpose, I have designed chapters 4, 5, 6 and 7 in such a way 
to make it easier, I hope, for readers to select the topics and materials that best 
suit their own teaching or learning needs.

Teachers and trainers may also want to integrate this book with translation 
coursebooks and translation theory handbooks, such as the ones listed in the 
last paragraph of the Introduction above (especially Nord 1997 and House 
2015), as well as a selection of relevant works from the further reading section 
in the References. Additionally, the materials provided in this book should be 
taken as examples, and should always be integrated with fresh real-life mate-
rial that best suits learners’ needs, including languages that are not accounted 
for here.

As far as activities are concerned, apart from individual translation exercises 
that can be corrected and discussed in class or among peers, roleplay can be useful 
to optimize classroom or individual study time, accommodate distance learning 
needs, and encompass revision as well as translation roles. This is especially useful 
with texts that lend themselves more easily to multiple versions (§ 2.2). Pairs or 
groups of more than two people can work together exchanging roles after each 
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exercise: one component acts as the translator, the other as the commissioner’s 
reviser/editor, and in larger groups additional members can be second-level re-
visers, or one of them can play the role of the end client. The reviser, or the end 
client where present, fills in the brief following the general model in table 2.1 
or any other brief agreed by the group for the specific text to be translated. The 
translator translates the text following the brief, getting back to the end client or 
the commissioner’s reviser to clarify the brief or negotiate choices when possible 
or relevant, and after self-revision hands in the final version(s) of the target text. 
The reviser revises the target text(s) taking the brief, the visual level and the 
target culture into account (see Mossop 2001/2007/2014/2019 for revision and 
editing strategies), and ranks alternative versions, when present, in order of pref-
erence and compliance with the brief. This first-level revision is then sent to the 
second-level reviser or the end-client, if the group includes such figures. At this 
point, individual choices and suggestions are critically discussed among all group 
members. In a face-to-face setting such as the classroom, oral communication 
has the advantage to be more effective and less time-consuming, but email, or 
real-time platforms such as Teams, Zoom, Skype or Messenger are more realis-
tic choices and help participants choose specific rhetorical strategies to motivate 
their translation and revision choices. Of course, given that power relations are 
non-symmetrical in the group, translators will need to be flexible and ready to 
accept equally or more fitting alternatives suggested by the reviser(s) or client, but 
equally ready to tactfully advocate for the validity of their translation options if 
they are sure about it. It might be a good idea to accompany the translation with 
a detailed comment that pre-emptively argues for translation choices; revisions 
should similarly be motivated with a comment. Revisers and end-clients should 
be well aware of their priorities from the start of each project when they fill in 
the brief, and investigate into any translation choice that they might interpret as 
challenges to such priorities. This should drill participants into the practice of 
negotiation (following § 2.2) and prepare them to face the complaints and claims 
that might arise during their professional practice.

1.2 Intended readership

This book is intended for a broad range of people who may be interested in the 
theoretical as well as practical sides of promotional translation across languages 
and cultures. In particular, it addresses researchers, trainers, trainees and profes-
sional translators or multilingual copywriters. Researchers may find it useful to 
have one repository of different translation or international copywriting issues 
connected with text types that are usually discussed as separate case studies in 
the literature.

Translation students, both undergraduate (BA level) or graduate (in master’s 
or other postgraduate translation courses) may use it as a coursebook in class, or 
as a tool for individual training if promotional translation is not a topic of their 
translation courses.
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Promotional translation may also be of interest for those professionals with 
different priorities. For instance, newly graduated translators who have not re-
ceived specific training for advertising/promotional material, and who do not 
want to risk mining their reputation by venturing into an unknown domain, 
may want to know more about this field, just in case one of their first clients asks 
them to translate texts such as a website or a company advertising campaign. As 
we all know, it is very difficult at the start of one’s career, for both economic and 
psychological reasons, to say ‘no’ to any translation job. And clients do tend to 
turn elsewhere after the first refusals.

Similarly, well-established freelance translators or translation agencies spe-
cializing in other fields may wish to diversify their translation service offer, for 
at least two reasons: first, advertising translation is usually paid better than other 
fields; second, client fidelization is important, especially once one has won one’s 
own pool of regular clients. For instance, if my clients are mainly small industrial 
companies, the bulk of my commissions will probably be made up of technical 
handbooks, but if I turn down, or translate badly, promotional texts, then my 
precious regulars might look for other providers, not just of promotional transla-
tion services, but of translation services in general.

This book, however, does not only address translators, but also in-house mar-
keting people or sales personnel in charge of foreign markets, who work at small 
to medium sized companies that cannot afford to outsource their international 
advertising and marketing campaigns. Such professionals might be asked to de-
velop and/or translate in-house the company’s promotional texts (e.g. posters, 
leaflets and brochures to be distributed and displayed at international exhibitions, 
chapter 5).

Finally, other professionals working in the fields of marketing and advertis-
ing may be interested in gaining some insight into advertising and promotional 
translation. For instance, figures such as in-house copywriters, sales managers 
at advertising agencies, or the marketing staff of companies that outsource their 
promotional translations, may be asked to review or edit the target text produced 
by a translator, or may wish to have some degree of understanding of and control 
over the translation/adaptation process. After all, if translators need to learn to 
know their commissioners in order to work at their best, the reverse applies, too!

1.3 A short note on terminology

The trans-linguistic, trans-cultural, trans-market transfer of advertising and pro-
motional material goes under a number of names. Just to name a few, ‘transla-
tion’, ‘adaptation’, ‘localization’, and ‘trans-creation’, each of them referring to 
different aspects of the same process. A detailed discussion of this terminology, 
its applications and rationale, is offered elsewhere (Torresi 2021), but a short note 
is in order here.

Whereas translation might be considered as mainly connected to the written 
word and to the transfer of concepts from one language to another, adaptation 
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‘seeks to fulfil the purpose of the source text’ (Bastin 2020: 13). Similarly, local-
ization (a more specific term, which is mainly used for advertisements, websites 
and software) may be seen to stress the cross-cultural aspect of the process and the 
need to adjust the promotional text to the target market in order to preserve its 
persuasive function. This, in turn, might entail trans-creation, i.e. re-building 
the entire promotional text so that it sounds and reads both natural and creative 
in the target language and culture.

In this book, however, I will use the term ‘translation’ for all such aspects, 
as long as they fall or can fall within a translator’s field of action. In this sense, I 
give ‘translation’ its etymological meaning of ‘transfer’, i.e. the transfer of a text, 
concept, or promotional purpose across languages, cultures and markets. This by 
no means implies that translation is limited to the verbal dimension, nor to texts 
as seen out of their real-life contexts.

1.4 Structure

After this introductory chapter, we will first see a few notes and caveats con-
cerning professional practice (chapter 2). Section 2.1 briefly outlines some of the 
non-linguistic abilities involved in promotional translation, while section 2.2 
describes a few tools available to promotional translators and section 2.3 discusses 
the relative weight of advertising and promotional translation in professional 
practice. Chapter 3 focuses on a number of key issues such as the translatability 
of brand-names (§ 3.1), loyalty to the source text (§ 3.2), the different strategies 
required by different types of promotional texts (§ 3.3), text analysis (§ 3.4), cul-
tural issues (§ 3.5) and a few methods and frameworks that may help address them 
(§ 3.6). Chapters 4, 5, 6, and 7 are entirely practical and each chapter is devoted to 
a different text type. Texts are categorized according to their source, target, con-
text of distribution, and information content, progressing from more informative 
text types such as self-promotion (chapter 4) to business-to-business (or B2B) 
promotion (chapter 5), institutional promotion and awareness-raising (chapter 6), 
and business-to-consumer (or B2C) promotion (chapter 7).

The Appendix includes additional language versions of examples for which 
several translations were available. Recurrent technical terms are listed in the 
Glossary; terms that are included in the Glossary are marked in bold the first 
time they occur in the book. Moreover, curious readers will find a further read-
ing section in the References, with several suggestions on how to expand one’s 
theoretical and practical knowledge about promotional translation.

1.5 What this book does and does not do

First and foremost, reading this book and doing all the translation exercises it 
contains is not, by itself, key to professional success. Secondly, although the book 
is meant to be as comprehensive as possible, there are entire areas that are not 
covered here. For instance, only printed or online promotional materials are 
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accounted for, leaving out radio and TV commercials or promotional videos. 
The translation of these texts can be approached by combining this book with 
that of Díaz Cintas and Remael 2007 (see also Valdés 2007).

What this book tries to do is to provide you with plenty of real-life examples, 
and information and hints that come from my own professional practice, which 
might help you recognize some of the main problems and opportunities of pro-
motional translation. This, however, is far from being enough to make anyone a 
good translator of promotional and advertising material. As in other translation 
fields, it is vital that you seek as much practice, and expose yourself to as many 
promotional texts as you can. For instance, look closely at ads and promotional 
material that circulate in your own market, culture and language to spot recur-
rent linguistic forms and consumer values or fears that are used for leverage. You 
may also want to put into practice the theories and methods discussed in the last 
sections of chapter 3.

Additionally, my examples are mainly in English. Some of them are admit-
tedly rather old, although still valid to illustrate my points; and even the newest 
ones will be old in a few years’ time. Do not take them as universals, but always 
compare them with fresh material from your own country. And it would not be 
surprising to find that the more you are attentive to new trends and local pecu-
liarities, the more you will have to adjust the general principles and approaches 
presented here which will serve, nonetheless, as solid guidelines to follow. 


