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ANOTACIJA

Pirms Industrialas revoliicijas reklama bija fenomens, kas izplatijas viet§ja méroga, tacu
miusdienas reklamdev&ji uzskata, ka ir ,,jadoma globali, bet jarikojas lokali”. Paral€li sarunam,
kas noris starp globalas un lokalas reklamas piekritgjiem, reklamdevéjiem ir jaatrod veidi, ka
patérétajiem pardot produktus, un viens no veidiem ir transkreacija. Transkreacija ir
salidzino$i jauns jédziens un tam ir veltita neliela p&tnieciska darbiba, turklat latviesu valoda
Sis termins V&€l nav atzits (lai gan Latvijas reklamdevgji lieto terminu ,,adaptacija’”). Tadgl
petijuma merkis ir noteikt transkreacijas izplatibu un 1pasSibas reklamas materialos Latvija.
Pétijuma teorétiskaja dala tiek pétita reklamas valoda, tas rasanas un dazadas pieejas,
ka arT transkreacijas loma reklamas pasaulé. Empiriskais petijums veikts, balstoties uz
aprakstosu analizi un kvalitativu kontentanalizi. Lai nodroSinatu petijuma bazi, tika iegiti 80
reklamas materiali, no kuriem 25 apspriesti detalizéti — sakot ar prestiziem zimoliem un
turpinot ar master un super zimoliem, un glokaliem zimoliem. P&tijuma tika atklats, ka

transkreacijas izplatiba un 1pasibas ir saistitas ar uznémuma korporativo politiku.

Atslegvardi: reklama, transkreacija, adaptacija, prestizi zimoli, master zZimoli, super

zimoli, glokali zimoli



ABSTRACT

Before the Industrial Revolution, advertising was largely a local phenomenon, but now most
advertisers hold the belief that they should ‘think globally but act locally’. In the midst of the
global versus local debate, advertisers must find ways to market their product to the target
consumers, and one method of doing so is via transcreation. Transcreation is a fairly new
concept and little research has been devoted to it; moreover, in Latvian the term has not been
recognized, yet Latvian advertisers tend to use the term ‘adaptation’. Consequently, the goal
of the research is to determine the spread and characteristics of transcreation in Latvian
advertising.

The theoretical considerations explore the language of advertising, its emergence and
various approaches to it, as well as the place of transcreation in the world of advertising. The
empirical investigation is carried out by descriptive analysis and qualitative content analysis.
To provide a basis for the analysis, 80 advertisements were collected; 25 of them were
discussed in detail, starting with prestigious brands, continuing with master and super brands,
and ending with glocal brands. The investigation revealed that the spread and characteristics

of transcreation are linked to corporate policy.

Keywords: advertising, transcreation, adaptation, prestigious brand, master brand,

super brand, glocal brand
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INTRODUCTION

Many a small thing has been
made large by the right kind of
advertising.

-Mark Twain
It is without doubt that currently advertising impacts each member of society (to a greater or
lesser extent). Advertising was already practised by early civilisations in Egypt, Mesopotamia,
Greece and Rome, and throughout centuries it has evolved into a strong device of persuasion.
Before the Industrial Revolution, advertising was largely a local phenomenon, but currently
most advertisers hold the belief that they should ‘think globally but act locally’. In Latvia, the
history of advertising can be divided into three distinct periods: the first period spanned the
20s and 30s of the 20™ century; the second began in 1989 and ended in 1995, following the
fall of the Soviet Union; and since 1997, Latvian advertising has been in its third stage. Only
during the last stage, translated advertisements attracted attention and a global mindset
towards advertising was adapted; to put it in the words of Zauberga, today, ‘advertisement
translations are rewritten to bring them in line with the general manner of Western
advertising’ (Zauberga, 2004: 20).

When dealing with advertisement translation, there are several key factors for
consideration, e.g. the types of an advertisement, whether it be print advertisements, radio
commercials, or TV commercials; modality or multimodality, branding, language and context,
etc. Amid all the enlisted criteria, advertisers must find ways to market their product to their
target consumers, and one method of doing so is via transcreation.

Transcreation is a fairly new concept and little research has been devoted to it;
moreover, in Latvian language the term has not been recognized; yet, Latvian advertisers tend
to use the term ‘adaptation’. The essence of transcreation is the transfer of creative content
through a set of translation strategies, with an emphasis on emotional content. Even though
transcreation has not been profoundly studied, it is crucial to discuss its emergence, to
establish its spread in Latvia, and possibly find an underlying pattern for its use in Latvian
advertising.

The goal of the current Paper is to establish the spread and characteristics of

transcreation in Latvia and, in relation to the goal, the following four research questions are

developed:

1. What is the spread of transcreation in Latvia?

2. What types of brands are primarily affected by transcreation?
3. Are some product types predisposed to transcreation?
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4, What are the characterstics of transcreated advertisements?

In order to achieve the goal, severeal enabling objectives are set:

. To gather, read and analyse secondary sources on various aspects of advertising and
trancreation
° To collect advertisements from the surrounding environment, online and print media,

belonging to prestigious, master and super, and glocal brands
o To conduct an interview with a marketing professional and to establish criteria for

evaluating the collected advertisements
. To compare the target text in English with the source text in Latvian, or to speculate

about the source text in case there is no source text available
o To establish the spread and characteristics of transcreation in Latvian advertising

For the purposes of the empirical study, the chosen research methods are qualitative
content analysis (interview) and descriptive analysis (investigation of collected
advertisements).

The theoretical part of the Paper is initiated by Chapter 1.1 briefly enlisting the
features of different types of advertisements and acknowledging the views of Goddard (2002)
and McStay (2010); the discussion is then shifted towards multimodality in Chapter 1.2 and
the Chapter provides commentary on the views by Douglas and Craig (2007), Stockl (2000)
and Torresi (2008). In Chapter 1.3, branding is debated and the respective discussion is
largely based on the ideas of Wells, et al. (2005) and Lo¢mele (2013), whereas Chapter 1.4
highlights the main views in language and context expressed by scholars Natkare (2012),
Wells, et al. (2005), and others. Chapter 1.5 provides a brief history of Latvian advertising and
refers to research carried out by Lo¢mele (2013) and Zauberga (2004). In the last theoretical
chapter — Chapter 1.6 — and its two subchapters, transcreation is investigated, including the
analysis of its distinction from other translation strategies and transcreation within the Skopos
framework. The Chapter refers to the views expressed by the leading global language service
providers and scholars such as Arens, W., et al. (2008) and Zauberga (2004).

The empirical part of the Paper is divided into two larger subchapters and several
smaller chapters. Chapter 2.1 is concerned with the methodology of the empirical research,
whereas Chapter 2.2 provides an overview of the conducted interview and summarises
conclusions drawn from this interview. Chapter 2.3 deals with the analysis of collected
advertisements; the analysis is based on the brand type assigned to the advertisement:
prestigious brands, master and super brands, glocal brands, and other types of brands. Chapter
2.4 provides an overview of the investigation results attempting to answer the research

questions.



Lastly, several conlusions are drawn and follow the overview of results. Theses are
provided after conclusions and summarise the main results from both the theoretical and the
empirical part of the research. Finally, references that were used in writing the Thesis are

provided.



1. ADVERTISING: CALLING ATTENTION

Before executing a profound theoretical analysis of the phenomenon of transcreation, it is
essential to devote part of the discussion to advertising and the language of advertising
because — as indicated later in the Chapter — transcreation is almost exclusive to advertising
and marketing texts. Taking that into consideration, the first Chapter is divided into the
following subchapters: Features of Different Types of Advertisements, Multimodality,
Branding, Language and Context, Advertising in Latvia, and Transcreation. Firstly, key
differences in various advertisements are enlisted, then the fundamental concepts of
advertising are introduced, then multimodality in advertising is debated, later the importance
of branding is emphasised, in the following subchapter the key characteristics of language and
context in advertising are enlisted, and then the theoretical considerations are devoted to
advertising in Latvia and transcreation (by pointing to distinctive features of transcreation and
addressing its role within the Skopos theory).

To initiate the discussion of advertising, it is essential to elaborate on its fundamental
concept, namely, its definition. From the etymological standpoint, to advertise is to ‘make
aware, call attention, remark’, which semantically stems from Latin advertere, meaning ‘to
direct one’s attention to’, literally ‘to turn toward’ from the the Latin ad ‘to, toward’ + vertere
‘to turn’ (Online §). From an economic perspective, advertising is ‘the business of trying to
persuade people to buy products or services’ (Online 1) or, more precisely, ‘the promotion of
goods or services for sale through impersonal media, such as radio or television’ (Online 2).
Historically, advertising was already practised by early civilisations, as evidenced by
tradesmen’s signs, tavern signs and literary references to services in Egypt, Mesopotamia,
Greece and Rome (Douglas and Craig, 2007: 18). Moreover, from the very beginning
advertising ‘served to inform, persuade (sell) and remind consumers just as it does today’
(Douglas and Craig, 2007: 18).

Before the Industrial Revolution, advertising was largely a local phenomenon (ibid.).
To elaborate, Wells, et al. argue that the old axiom of ‘all business is local’ should be modified
to read ‘almost all transactions are local’; even though advertising campaigns are created to
have a global reach, advertising is ‘intended to persuade a reader or listener to do something,
which is usually a transaction that is completed at or near home or in the office’ (Wells, et al.,
2005: 519). This pertains to a certain concept in contemporary advertising — to think globally
but act locally (Arens W., et al., 2008), which highlights the creation of advertisements
reflecting local consumer wants and needs, yet having a consistent global theme. The
significance of this theme is discussed by Hanger who insists that the ‘theme line’ must
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‘resonate across all relevant markets’ (Mackay, 2005: 308), which is the greatest challenge for
advertisers. Theme significance is likewise acknowledged by Batra who states that global and
standardized advertising campaigns have the ‘obvious disadvantage that they may be aimed at
the lowest common denominator and may end up not appealing strongly enough to any
particular market’ (Kalmane, 2012: 106). A more substantial debate between globalisation and
localisation can be found in Chapter 1.2.

By and large, the global versus local debate divide advertisers and scholars alike;
however, they unanimously agree that the purpose of advertising — persuasion — has withstood
the test of time. Nevertheless, consumer choice is not purely linguistically motivated, as there
are several key elements which affect their choice, i.e. the ‘marketing mix’ or the four Ps:
product, price, place, and promotion (Wells, et al., 2005: 8). Though advertising is a facet of
marketing, it is worth mentioning that Philip Kotler has challenged the four Ps and suggests
using the four Cs instead (Mackay, 2005: 14). Kotler’s alternative marketing mix is comprised
of the following: customer value, cost to the customer, convenience, and communication
(ibid.). In the current Paper, communication with the customer (or promotion) is of interest
since promotion is largely done by the means of language, (including visual language), and as
expressed by Schmitt and Zhang, ‘linguistic structure plays and important role in the
formation of cognitive processes such as perception and hence judgement and choice’
(Douglas and Craig, 2007: 419). The reason for presenting Kotler’s theory is that promotion is
often viewed as rather one-sided, and profound studies into the communicative aspects of
advertising have revealed that ‘customers like to be heard, really listened to, rather than
promoted to’ (ibid.). Furthermore, it seems that the communicative approach would be more

suitable when tackling transcreation.

1.1. Features of Different Types of Advertisements

Before focusing on other facets of advertising, it is essential to briefly elaborate on key
features of different types of advertisements. In general, the contemporary advertising space is
shared between three types of advertisements: print advertisements (physically printed
media), broadcast advertisements, or on-air advertisements (commercials aired on television
or radio), and digital advertisements (advertisements spread via digital technologies such as
the Internet or smart devices). For the purposes of this study, only print and digital
advertisements are discussed further; in some instances where textual information is retrieved
from video materials, the empirical analysis does not take into account any audial features and

only focuses on the textual and visual information in the video.
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According to Goddard, there are several devices employed in print advertisements
which help the text stand out because, due to the ever-growing competition in markets,
advertisers have to find ways to ‘shout at us from the page’ (Goddard, 2002: 9). Some devices
are enlisted below:

. Startling, shocking or disturbing images

o Variations in print (handwriting vs typed print, upper-case vs lower-case letters; choice
of a typeface: different fonts, styles, sizes)

. Layout, etc.

There is a vast amount of features that might be used in print advertising because its
purpose is not only to attract and hold consumer attention, but to also present the
accompanying text in the best way possible and to offer additional information (similar to
how visual information helps to understand the text better); this is especially important due to
the lack of the audial mode in print. Modes and multimodality are further discussed in the
following subchapter 1.2.

As regards digital advertising, it might be slightly difficult to argue what exactly
constitutes a digital advertisement other than their means of emergence via the Internet, social
media, or various smart devices. As pointed out by McStay, one key difference is engagement;
advertising generally entails capturing consumer interest, and in the contemporary era,
advertising is much more social and interactive (McStay, 2010: 3). Meanwhile, using
technology to their advantage, advertisers target their audience to tailor specific content for
each consumer through, e.g. search keywords. However, there is one prominent linguistic
feature characteristic to digital advertising — digital jargon or digital lexicon, and as stated by
the scholar ‘we no longer share work but “files”; we do not work on a computer but are
“users”; content shared online is “information” rather than ideas; [and] we “send” messages

rather than express them’ (ibid.).

1.2. Multimodality

Concerning multimodality, Douglas and Craig promote the idea that the role language
plays depends on the advertising medium, i.e. ‘in print media the informational content of the
message may be more clearly evident and play a more significant role than in TV or radio’
(Douglas and Craig, 2007: 419). This statement is curious because a large fraction of scholars
would stress that advertising is highly visual — apart from radio — and the visual mode cannot
be detached from language as ‘splitting a text into several dimensions is a completely

artificial procedure that should be carried out for analytical purposes only, since all
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components of a text [...] contribute to the construction of meaning’ (Torresi, 2008: 62).
Nonetheless, in multimodality the focus is not entirely shifted away from language, but is
rather divided between all modes involved; as Stockl states, ‘current ads are hardly purely
visual — they are semiotically minimalist combinations of word and image with a calculated
division of communicative labour between the two’ (Stockl, 2009: 4).

Referring to the concept of multimodality and discourse in advertising, Cook claims
that an advertisement is the interaction of the elements shown in Figure 1.2.1., and that each
element ‘comes into existence through the interaction of the others’ (Cook, 2003: 5). Cook
also acknowledges that a considerable amount of studies concentrate on separate elements and
ignore the rest of them; however, the empirical focus of this study is the linguistic and visual
mode, thus, the element of music will not be discussed. This method of analysis (splitting a
text for analytical purposes) is justified by a previous claim by Torresi and by Stockl who
notes that language is viewed as the most flexible and ‘semantically potent mode’ (Stockl,
2009) or the Archimedium (Stockl, 2009). In addition, Hull and Nelson justify this method:
‘when choosing a multimodal text, it is necessary to identify which modes [...] will be the
focus of the analysis’ (Hull, Nelson, 2005: 234). A discussion of all involved modes would be
too complex for the scope of this study and overwhelm the reader of the current Thesis.
Finally, in view of translation training Torresi declares that ‘the verbal-only approach [...] is
not unmotivated — rather, one must admit that it is backed by very practical and sensible
reasons’ (Torresi, 2008: 64), simultaneously expressing that ‘no text can be said to be
exclusively verbal’ (ibid.: 71). To further the discussion, the core idea of multimodality is that
each mode, e.g. the visual mode, convey meaning in a different manner than language does

and the modal ‘respective meaning-making affordances’ are different (ibid.: 229).

participants society

function \ paralanguage

substance > __{_— language
pictures a situation

music other ads

other discourse

Figure 1.2.1. Interaction of elements in advertisements (from Cook, 2003).
Multimodality has gained considerable attention from scholars in the last decades but

Leo Burnett — one of the advertising greats of the last century — realised its significance before
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any comprehensive studies were carried out, striving to combine language and striking visuals
to elicit the most positive emotional response from the consumer. Burnett was also devoted to
Motivation Research (Online 4) which is directly related to human cognition and psychology
and aims to analyse the forces behind consumer decisions (Online 1). On a cognitive level,
visuals are ‘stored in the brain as both pictures and words’ and this dual processing ‘makes it
easier for people to recall the message’ (Clow, Baack, 2002: 305). Consequently, since visual
elements are easily stored and remembered by the brain, surely they are welcomed in
advertisements by consumers. Stockl also supports this conclusion and admits that the ‘shape
and structure of visual language help to reinforce the product message or create visual
evidence for an argument constructed’ (Stockl, 2014: 292). Additionally, in contemporary
advertising there is a trend where advertisers are compelled to rely solely on visual imagery
which is creating a ‘visual esperanto’, i.e. a ‘universal language that makes global advertising
possible for any good or service’ (ibid.). Because there is no universal language in the
traditional sense and because language is closely intertwined with cultural nuances,
advertisers are putting effort in creating a universal visual language, hence it is worth
considering the idiom that ‘a picture is worth a thousand words’. Clow and Baack daresay that
visuals transcend cultural differences as well, yet that is not always the case since some
features, such as colours, are culture-sensitive and are factored in when generating
advertisements for the target market (as shown in Figure 1.2.2).

Despite visual language being a key component in advertising, there are four types of

advertisements which lack comprehensiveness without words:

o Advertisements with a complicated message

. Advertisements for high-involvement products

o Advertisements requiring the definition and explanation of the presented information
. Advertisements in which abstract qualities are presented (Wells, et al., 2005: 357)

As concerns the present Paper, the empirical investigation will mainly focus on
advertisements which belong to the second and third point above: high-involvement products
and products requiring additional information.

To conclude the discussion of multimodality, Goddard pointedly states that ‘the verbal
language can suggest particular qualities as a result of how it appears’ and therefore ‘writing

is a form of image-making’ as well (Goddard, 2002: 13).



1.3. Branding

Before discussing linguistic peculiarities in advertising, it is essential to briefly
elaborate on branding because it is directly related to linguistic strategies used in advertising,
particularly translation strategies. Generally, economic markets are divided between local,
regional, or glocal (global+local), and international (global) brands. Local brands are
marketed within a certain country, regional brands within a certain region, such as Europe,
and international brands are marketed globally (Wells, et al., 2005). In order to be classified as
international, a brand must be marketed in ‘two or more of the four major regional market
blocs: North America, Latin America, Europe and Asia-Pacific’ (ibid.: 519).

Alternatively, brands can be also classified into prestigious brands, master brands,
super brands and glocal brands (cf. Lo¢mele, 2013). The scholar indicates that advertisements
belonging to prestigious brands, such as high-end cosmetics or luxury cars, are at times left
untranslated; master and super brand advertisements, such as Coca Cola or McDonald’s
advertisements are translated; and glocal brand advertisements, e.g. for Dove, are localised
and adapted to communicate with the glocal consumer, mainly because glocal brands are
positioned to be sincere and have a long-standing relationship with the consumer (ESOMAR,
2009). Since the purpose of the present Paper is to investigate transcreation, which is often

likened to localisation, it is speculated that transcreation primarily affects glocal brands;

therefore, the discussion of branding is crucial to the empirical part of this Paper.
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/7
// Y .
o / / / \ \ NN\
0000 @080§g$g @@0@@8 08@8
US
L)

Source Ching ® Germany @ India
T © Jopon @ ux ® us

Figure 1.3.1. Colour symbolism across cultures (Online 4).
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To expand the argument about global vs. local markets, Theodore Levitt firmly
believed that businesses should operate as in one global market; however, since there has been
an ongoing debate about brand standardisation and localisation, his outlook can be
challenged. One method of challenging Levitt’s view is by supporting the localisation school
of thought. Localisers believe that advertisers must reflect on the local cultural, economic, and
social peculiarities, as well as legal restrictions (Wells, et al., 2005: 520). Nevertheless, the
scholars admit that the product category is important, since the advertising of high-tech or
high-fashion cosmetic products can be standardized (cf. Lo¢mele, 2013); for other product
categories, standardisers might risk alienating the consumer. Contrary to the localisers, the
standardisers believe that ‘advertisers must focus on the similarities of consumers around the
world’ (ibid.: 520) which aligns with Levitt’s views. There is also a third school of thought
which argues for the combination of standardisation and localisation, admitting that ‘some
elements of brand identity and strategy may be standardized, but advertising executions may
need to be adapted to the local culture’ (ibid.). This idea is illustrated in Figure 1.3.2 which is
named the ‘Adaptability Continuum’ by the scholars.

To finalise, in the discussion of brading, be it standardisation or localisation, it is
rather curious to witness that the need for localisation has emerged with globalised markets
because products are first developed to fit the international markets and then are adapted to
local markets (Hiippala, 2012). In consequence, localisation cannot exist without globalisation

and vice versa.

] ] -

< | | 4

Totally Standardized Standardized Strategy, Standardized Strategy, Totally Localized
Strategy and Execution Translated Execution Modified Execution Strategy and Execution

Figure 1.3.2. The Adaptability Continuum (adapted from Wells, et al., 2005).

1.4. Language and Context

Before focusing on specific linguistic features, it is vital to establish what and how the means
of language are employed in contemporary advertising. Bruthiaux positions the language of
advertising as the ‘product of a linguistic adaptation to a context in which messages are aimed
at a vast audience representing an array of backgrounds and presuppositions that can only be

guessed at by the writers’ (Bruthiaux, 2005: 137). Due to this vast appeal, one can assume that
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the linguistic tools used in advertising are rather constructed in a simple manner; moreover,
David Ogilvy — labelled as the father of advertising — has said that to persuade people to buy
something, you should use their everyday language, the language in which they think (Dahl,
2007: 281). Even though individuals might think in and use language that might correspond to
language norms, in reality, advertising language it does not correspond to them: to approach
the consumer, advertising language does not adhere to the accepted language norms, and at
times even deliberately avoids them. In addition to widening the appeal, this linguistic
strategy aids advertisers in creating welcomed consumer associations towards the product and
a positive evaluation (Locmele, 2013). This deliberately creative approach to advertising
language ‘provides a fertile ground for linguistic analysis as the language of advertising is
poetic, influential and artful in character’ (Kalmane, 2012: 4); however, since advertisements
not only persuade customers but also inform them, advertising language is ‘very close to the
concept of informal language’ (Kalmane, 2012: 18) and reflects the functional use of products
in everyday life (cf. Douglas and Craig, 2007: 419).

Though the language of advertising is fertile ground for linguistic analysis, Guidére
argues that ultimately ‘the success of an advertising translation is assessed in terms of its
commercial outcome’ and that ‘traditional linguistic quality assessment criteria, such as
faithfulness and “respect” for the source text, disappear altogether’ (Torresi, 2008: 68).
Despite Guidere’s views, the goal of this Paper is oriented towards the success of linguistic
characteristics in advertisments rather than their economic outcome or commercial success.
Furthermore, the criterion of ‘faithfulness’ does not align with the concept of transcreation on
a textual level, but rather on a semantic level, meaning that within the frame of transcreation,
Guidére’s view can be argued. The analysis of transcreated text is largely based on decrypting
source content and presenting it to the target audience in a concise way, therefore, textual
‘faithfulness’ to the source cannot be applied to transcreation, whereas semantic ‘faithfulness’,
1.e. the core message and idea apply. The criteria which are applied to the analysis of

transcreated materials are presented and discussed in detail in Chapter 2.

To return to the appeal of advertising, even though advertising has the same function across
the world — the manipulative function (Zauberga, 2004) — the way the message is expressed
varies throughout cultures (Wells, et al., 2005). The scholars distinguish between high-context
cultures, in which the ‘meaning of a message can be understood only when contained within
cultural cues’ and low-context cultures, in which ‘the message can be understood as it stands’
(ibid.: 521); Figure 1.4.1 illustrates the ranking of cultures from the highest to the lowest

context. For the purposes of this study, it is worth pointing out that Latvian, similarly to
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English, is a low-context culture because ‘words have clearly defined meanings that are not
highly dependent on the words surrounding them’ (ibid.). The concept of high and low context
cultures is crucial when analysing the language of advertising because messages written by
advertisers from high-context cultures might not suite low-context culture audiences because
‘they may offer too much detail to make the point clearly’ (ibid.) and, respectively, messages
by low-context culture authors would be quite vague for high-context readers since they are
used to contextual detail. Because the current empirical investigation will focus on
advertisements transcreated from English into Latvian, a profound examination of the
relations between high and low context languages and their behaviour in advertising is not

further discussed.

To focus on specific syntactic, lexical, and stylistic peculiarities across advertising texts,
Kalmane declares that in advertising grammatical rules are often ignored, namely, incorrect
punctuation, spelling, and incoherent or unfinished sentences are a widespread feature
(Kalmane, 2012); additionally, one might encounter ‘semantic oddities’ (Natkare, 2012). As

concerns syntax, there are several oddities as well:

o Intentional shortening of sentences because advertising space is expensive
o Imperative clauses
. Introduction of a problem in the form of a question and then providing the solution to

the problem in the following sentence
o Use of exclamatory sentences which is often unmotivated and might elicit an

aggressive response from the consumer
o Use of ellipsis to compress information in the advertisement (Lo¢mele, 2013)

Lexically, in advertising there is a tendency to choose words with a positive
connotation and avoid words with negative connotation, and opt for stylistically marked,
‘colourful” adjectives that accentuate the benefits of a product. These adjectives, along with
superlatives, are often used to compare a product to another product, which is considered a
market competitor; however, this is done indirectly, achieving a rather hyperbolised effect
(Lo¢mele, 2013). In result, the language in advertisements becomes ‘loaded’ and risks
overburdening the message and the advertisement being perceived negatively.

Overall, the lexical base of advertising language is composed of a ‘restricted sub-set of
English which includes common words, mostly with some emotional as well as literal value’
(Kalmane, 2012: 18). To achieve this emotional value, words are compounded and the product
name is incorporated in the compound, or a neologism with the product name is created. In

addition, a common phenomenon is weasel words which appear ‘substantial upon first look
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but disintegrate into hollow meaninglessness on analysis’ (Schrank in Kalmane, 2012: 87).
Lastly, the use of first and second person pronouns is quite extensive, and advertisers include
these pronouns to reduce the distance between the brand and the consumer, which establishes

a rather intimate and interactive conversational mode (Natkare, 2012).

High-Context

Japanese
Chinese
Arabic

Greek
Spanish
Italian
English
French
North American
Scandmavian
German

Low-Context

Figure 1.4.1. High to low context cultures (adapted from Wells, et al., 2005).
Stylistically, advertisements feature several lexical and syntactic stylistic devices, and
these devices are often used together; the most frequently used devices are enlisted below

(from Lo¢mele, 2013).
o Hyperbole

o Epithet

. Personification
o Paradox

o Antithesis

. Parallelism

. Anaphora
. Anadiplosis
. Zeugma
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o Rhyme

o Allusion

Apart from the devices above, English advertisements are characterised by widespread use of
alliteration because, along with with rhyme and repetition, alliteration ‘enhances
memorability and amusement’ (Natkare, 2012) and ‘phonetic modifications draw attention’
(Kalmane, 2012: 77). In Latvian, alliteration is not as common in advertising mainly due to
phonetic peculiarities, but also economic factors, such as costs; however, some advertisements
translated into Latvian might reflect the source by retaining alliteration, rhyme and rhythm in
the target.

Even though advertising might disregard language conventions, the translator must
realise that deliberate avoidance of grammar norms might alienate the consumer; as Dahl
admits, ‘the challenge lies is walking a fine line between using simple, easy-to-grasp words
and phrases and writing the way people think’ and ‘make your ads simple in their language
but creative in their content and presentation’ (Dahl, 2007: 68). Occasionally, advertisers
focus on the creative presentation, overlooking grammar, and this is particularly concerning in
Latvian because incorrect punctuation can obscure meaning (unlike in English, in Latvian
punctuation is guided by grammatical principles). All in all, poor language and poor
translations affect the credibility of the product in foreign markets, therefore the scholars
Arens’ and Weigold have attempted to create an ideal profile of a translator who deals with

advertising texts:

. The translator must be an effective copywriter

. The translator must understand the product

. Translators should translate into their native tongue

. The advertiser should give the translator easily translatable English copy (Arens, W.,

et al., 2008: 432-433)
Although the scholars suggest proficiency in copywriting, it is worth noting that copywriting
is often likened to transcreation (as well as localisation), hence, in view of the scholars’ idea,

the first and the second statement would constitute an ideal transcreator.

1.5. Advertising in Latvia

The history of advertising in Latvia can be divided into three periods. The first period spanned
the 20s and 30s of the 20™ century: Latvia had just been established as an independent country

and the free market required marketers to create advertisements. However, Lo¢mele points out
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that advertisements during this period were based on advertising traditions from the previous
century and those at the turn of the century, and thus new advertisements were influenced by
translated advertisements (Lo¢mele, 2013). During the 20s and the 30s, advertisements
exhibited features characteristic to contemporary advertising language, e.g. deliberate
misspelling, abundance of neologisms, and loaded language (ibid.). Syntactically, the
beginning of the first period saw advertisers writing longish sentences which contained the
whole message; but, at the same time, there was a tendency to use short and very precise
sentences (ibid.).

During the Soviet era, the free market ceased to exist and advertising (at least in its
traditional sense) also disappeared, though, it emerged in the form of Soviet lozungs. The
second period in Latvian advertising began in 1989 and ended in 1995; following the fall of
the Soviet Union, Latvia experienced an influx in translated advertisements which, due to
cultural misappropriation, were poorly translated and clumsy (ibid.). As Zauberga states, in
‘early stages of Latvian advertising (1990-1995) many unadapted advertisements were
published’, and their ‘apologetic tone reflects the low self-image of Latvians and prevents the
text from achieving the desired result’ (Zauberga, 2004: 20).

The second period was followed by an interim period during which the state of
advertising in mass media was heavily discussed. Starting from 1997, Latvian advertising has
been in its third period and is characterised by increased quality, consideration for cultural
differences between markets, and the influence of global advertising (Lo¢mele, 2013). Today,
‘advertisement translations are rewritten to bring them in line with the general manner of
Western advertising’ (Zauberga, 2004: 20).

Additionally, specific linguistic features characteristic to Latvian advertising language

have been discussed in detail in Chapter 1.4.

1.6. Transcreation

As underscored earlier, creativity has a prominent role in advertising, and in result a new type
of translation (at least under a different name) has garnered the attention of many in the last
decade: transcreation or creative translation. As Belch states, ‘advertising creativity is the
ability to generate fresh, unique, and appropriate ideas that can be used as solutions to
communications problems’ (Belch, 2004: 241), and precisely this desire for innovative and
unique ideas has positioned transcreation at the core of contemporary advertising.
Consequently, cultural context and cultural nuances are the cornerstone of transcreation

because in its definition, transcreation is the ‘process of recreating precise brand content for
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multilingual consumption’ (Online 10). The aim of transcreation is to achieve the ‘same
reaction in each language, something that translation in itself won’t be able to achieve’

(Online 7).

1.6.1. Distinction from other translation strategies

The largest global language service provider (LSP) Lionbridge (and other businesses)
argue that standard translation services do not convey the creative and emotional content,
which are the pillars of advertising. Although transcreation is often likened to marketing
translation, localisation or copywriting, there are several key distinctions between these
translation strategies, as shown in Figure 1.6.1.1 and Figure 1.6.1.2. It should be stressed that
in transcreation, the source meaning, voice and style are transferred to the target language,
whereas standard translation strategies generally sacrifice the voice and style to preserve the
meaning or vice versa.

Another LSP — Welocalize — states that transcreation goes beyond the written word,
enlisting three main differences between translation and transcreation: source content, people
and timing (Online 6). To elaborate, the source of transcreation materials would typically be
text within images, posters or commercials; the transcreation process would involve linguists
with excellent target language knowledge (Welocalize stresses that the transcreator should at
least reside in the country where the target text will be marketed) (cf. Arens, W., et al., 2008);
and transcreation would be quite time consuming and costly since transcreation projects have
a rather unpredictable schedule (ibid.). Furthermore, in the blog for Williams Lea Tag, the
author Rik Grant compares transcreation to peeling an onion — layers of text are uncovered to
reach the core message, and hence the author enlists four questions to be asked for achieving

this message:

. What is the actual point of this?

o Why does this execution or campaign exist?

o What is its purpose?

. What response is it mean to elicit, and for whom? (Online 9).

The author echoes the view by Lionbridge by arguing that ‘advertising needs to look,
sound and feel as if it has been created solely for the consumer in the target market’ (ibid.).
Nonetheless, during transcreation several teams shape the target message because it is highly
reliant on visual information, and to recreate the target ‘look’, artists must be involved. In
consequence, transcreation is not only linked with culture, context, and branding, but is also

intertwined with multimodality.
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Marketing translation | Transcreation Copywriting

Purpose Persuasive Motivational Original

Adherence to the | Faithful Conceptual No source

source

Stakeholder Medium High Very high

engagement

Type of asset Websites, email, | Slogans and taglines, | Taglines, copy-rich
training, product | campaigns, collateral,  without
information, blogs brochures, headlines | reference to source

material

Figure 1.6.1.1. Comparison between marketing translation, transcreation and copywriting (adapted
from Online 10).

Localization Transcreation
o Modifies the source to accommodate | o Creates a culturally adapted version
culture and language that does not necessarily match the
o Leverages translation memory and source
allows for reuse . Applies primarily to marketing and
o Creates a culturally adapted version advertising materials
that does not necessarily match the | o Does not easily leverage translation
source memory or encourage reuse

Figure 1.6.1.2. Comparison between localisation and transcreation (adapted from Brown-Hoekstra,
2014).

In general, when discussing the translation of vocative texts (which incorporate

advertisements), Zauberga enlists four translation strategies: adaptation, revision

(localization), zero translation, and direct transfer, or literal translation. The scholar then

briefly elaborates on each translation strategy:

o ‘Adaptation is the most widely applied method of rendition of vocative texts. As a rule
culture items are adapted due to the culture gap between the source and target
recipient. Appeals differ from culture to culture [...].

. ‘Revision is a method when the visuals are kept but the text itself is changes. This
method is often applied by large companies with international markets. Their slogan
is: “Think global, act local” and they often tailor the actual texts to local needs. This
method is also called localization.’

o ‘Zero translation is applied in case of very well known brand names. There translation
is always supported by visual images.’

. ‘Sometimes, often in unprofessional rendition, direct transfer or literal translation is

used. Direct transfers in advertisement translation result in breached expectancy norm
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and changed of the source text function. An unadapted text as a rule cannot elicit the

same response in a different culture situation.’ (Zauberga, 2004: 19-20).

Zero translation  Literal translation Localisation Adaptation

-

Cultural spectrum

Figure 1.6.1.3. Gradation of translation strategies in vocative texts (developed by the author of the
Paper).

Based on Zauberga’s classification, the above translation strategies can be gradated
and placed on a cultural spectrum; this is done by the author of the Paper in Figure 1.6.1.3. At
the ‘lowest’ end of the spectrum there is zero translation which leaves the source as is and
therefore approaches the target audience directly (without any intervention from a translator
or other individuals). Next, there is literal translation in which the source text is translated into
the target language; this strategy does not attempt to transfer the intended message to the
target audience, but rather relies solely on the language. Further on, there is localisation which
transfers the source message to the target audience and adjusts it, often adding features that
make the target text more comprehensive and evoke empathy. Lastly, adaptation is a strategy
with the most cultural ‘weight’: in order to successfully adapt a text, the target audience and
the culture must be heavily studied. Also, another feature mentioned by several scholars
(including Zauberga) is that adaptation should be performed by a native speaker, which

indicates that adaptation is a high-involvement practice.

1.6.2. Transcreation within Skopos framework

Skopos theory is founded on the belief that the choice of a translation strategy is guided by
the purpose of the target text rather than the function of the source text. By and large, Skopos
theory is concerned with the details of a function-oriented approach, or a target-oriented
approach (Zauberga, 2004). This target-oriented translation is a ‘rendition of the source text in
the target language according to the purpose assigned to it by the new communicative
situation’; it is a free translation (ibid.: 11). The approach is illustrated by Zauberga and

represented in Figure 1.6.2.1 below.
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source text \ / convenlions

COMIMISSIONET e TT readership

purposc markel situation
space restrictions

Figure 1.6.2.1. Factors in target-oriented translation (from Zauberga, 2004).

As concerns transcreation, the market situation might be particularly significant
because transcreation is bound to the market of the target consumers where the transcreated
advertisement are published. Zauberga admits that in the target-oriented approach, the
emphasis is placed on cultural rather than linguistic transfer and that ‘focus in the translation
process lies on the function of the target text rather than prescriptions of the source text’
(ibid.). As expressed in the preceding Chapters, transcreation relies heavily on cultural
peculiarities, and in essence transcreation is a purely target-oriented approach where the
translator assumes the role of an ‘intercultural communicator’ (Vermeer, 2004) because in
general, the creator of the source text ‘lacks the necessary knowledge of the target culture and
its texts’ (ibid.: 228).

Vermeer alos discusses ‘trans-coding’ and ‘transposing’ and how these processes
might affect the translatum, or translation, claiming that trans-coding is aimed towards the
source text and that it opposes the theory of translational action. Curiously, the scholar
mentions intertextual coherence between the source text and the target text, and states that the
translator (or the transcreator) must be aware of the extent of their actions, 1.e. they must be
aware of the effect their created text will have in the target culture and how the impact of their
creation will differ from the impact of the source text on the source culture (ibid.). Though
intertextual coherence is generally studied in the field of organizational studies, it deals with
analysing language microprocesses, which undeniably affect translation processes. In broad
terms, intertextual coherence is founded on several textual acts and takes various forms, e.g.
formulating ideas is an act of synthesised coherence (Locke, Golden-Biddle, 1997). Although
the two scholars investigate journal articles, they attempt to illustrate how the contributions
intended by the authors are revealed and textually constructed in their texts. Taking into

account the above, the purpose of the Paper is not to investigate intertextual coherence in
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detail but rather to draw attention to an approach which underscores the necessity for
awareness of both source and target constructs (as pointed out by Vermeer).

Within the traditional framework of Skopos, transcreation appears to be a functionalist
approach because the faithfulness to the source text is of secondary importance in comparison
Vermeer’s views. Consequently, Zauberga’s image in Figure 1.6.2.1 can be slightly modified
to reflect transcreation within Skopos, and this is done by the author of this the Paper in
Figure 1.6.2.2, in which the conventions and space restrictions have been removed. To justify
the removal, conventions in transcreation and in advertising in general are often deliberately
avoided, as pointed out in Chapter 1.4, whereas space restrictions are believed to rarely affect
transcreated material since creativity has the centre stage. Additionally, the element of the
source text is underlined in Figure 1.6.2.2 because the traditional criterion of faithfulness
towards the source text does not exist in transcreation. Transcreated material is only faithful to
the source idea (though, the text and the idea might overlap is borderline cases).

All things considered, the functionalist approach underscores the importance of the
social and culture perspective in translation and transcreation; this has also been expressed in
the preceding Chapters, yet the significance of transcreation within the Skopos framework had

not been previously investigated.

COMIMISSIONET e TT readership

- / \

Figure 1.6.2.2. Factors in transcreation (developed by the author of the Paper).

markel situalion

To sum up, Chapter 1 consists of a total of eight subchapters and provides main views on
advertising, its language and transcreation. In Chapter 1.1, the discussion was devoted to the
features of different types of advertisements. Chapter 1.2 was concerned with modes relevant
to advertising, multimodality, and how these modes might affect the practical discussion of
transcreated advertisements. In Chapter 1.3, branding was debated from the perspective of
global vs local markets: brand types significant to the empirical part of the Paper were

established: prestigious brands, master and super brands, and glocal brands. Chapter 1.4
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highlighted the main views in advertising language, such as the avoidance of language
conventions, and its relationship with context. Chapter 1.5 provided a brief history of Latvian
advertising. Chapter 1.6. was split into two subchapters; the first subchapter included a brief
analysis of how transcreation is distinguished from other translation strategies, whereas the
second subchapter considered transcreation within the Skopos framework. Subchapters 1.6.1
and 1.6.2 also mention the views expressed by the leading global LSPs and scholars
concerned with translation strategies.

Chapter 2 will deal with the empirical part of the Paper. Firstly, the methodology
applied to the empirical investigation will be described in Chapter 2.1. In Chapter 2.2, the
conducted interview will be briefly summarised and the criteria for analysing the collected
advertisements will be set. Chapters 2.3.1-2.3.4 will contain the analysis of the collected

advertisements. Chapter 2.4 will provide a concise overview of the research findings.
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2. ANALYSIS OF TRANSCREATION IN LATVIAN ADVERTISING

The second Chapter of the Thesis is concerned with a profound empirical analysis of the
conducted interview and the collected advertisements, all the while focusing on establishing
the spread and characteristics of transcreation in Latvian advertising. First, the methodological
foundation of the empirical investigation is laid down, providing the research methods and the
research procedure; further on, the discussion is shifted towards a summary of the interview
answers and the evaluation of the collected advertisements, namely, advertisements by
prestigious, master and super, and glocal brands. Finally, an overview of the research results is

provided.

2.1. Methodology

The research methods that were applied to carry out the investigation were:

1. Qualitative content analysis (interview)

2. Descriptive analysis (to analyse the collected advertisements)

The research procedure incorporated the following steps:

1. The first step was to collect advertisements from various sources: from the
surrounding environment, from online sources, and from the print media. The main
criterion for acquiring advertisements was variety, i.e. advertisements from brand
types singled out in the theoretical part of the Paper: prestigious, master and super, and
glocal brands.

2. The subsequent step consisted of conducting an interview with a professional
specialising in marketing, which allowed to compare the gathered linguistic data with
the leading views in marketing, and to also establish by what means transcreated
advertisements are to be evaluated.

3. The third step was to locate the source text, campaign or marketing concept in English
and to compare it to the target text in Latvian retrieved from the advertisements.

4. The next step was concerned with establishing the spread and characteristics of
transcreation in the collected advertisements based on the previously mentioned
criteria.

S. The last step was to provide an overview of the research results by descriptive means
to answer the research questions.

The following subchapters present the research findings, starting with the main points
expressed during the interview; and then dwelling on the collected examples. The full

interview and supplementary advertisements are to be found in the Appendices.
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2.2. Interview

To consider the essential points of the interview, it is worth mentioning the interview
questions. The interviewee was Edgards P&tersons, the creative director of the marketing
agency WKND. To facilitate the communication process, the interview was conducted in

Latvian and the questions were:

1. Kas ir transkreacija? (What is transcreation?)
2. Kadi paraléli termini pastav? (What are the parallel terms?)
3. Kas ir pats svarigakais avota teksta elements, kas ir jasaglaba, veicot transkreaciju?

(Which is the most important source text element that should be retained during
transcreation?)

4. Vai ir zZtimoli, kurus transkreacija ietekme visvairak? (Are there brands that are affected
by transcreation more?)

5. Vai ir kada produktu grupa, kuru transkreacija ietekmé visvairak? (Is there a product
group that is subjected to transcreation more?)

6. Kadas ir pazimes, péc kuram transkreaciju var noSkirt no citam tulkoSanas
stratégijam? (What are the characteristics that help differentiate transcreation from

other translation strategies?)

7. Kada ir transkreacijas izplatiba Latvija? (What is the spread of transcreation in
Latvia?)
8. Vai ir vérojams augos$s pieprasijums péc transkreacijas? (Is there a growing demand

for transcreation?)

9. Péc kadiem kritérijiem var noteikt, ka transkreacija ir bijusi veiksmiga? (What are the
criteria that suggest that transcreation has been successful?)

For the purposes of the empirical analysis, in the ensuing discussion the interview will
be shortened (the full interview is provided in Appendix 1) and the main concepts will be
briefly summarised.

Concerning the very definition of transcreation, the interviewee admits that, compared
to adaptation, the term ‘transcreatio’ is more precise because it implies the process of creation;
the text is not merely translated, but rather the thought is transferred from one language into
another. The rival term is ‘adaptation’, and usually no other terms are used in Latvia to refer
to this process.

To refer to this transferral, the most important source text elements that should be
retained are: the message, brand values and associations, and the tone of voice. The tone of

voice incorporates the tone, form of address, and the style. The features are indicated by the
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client and are strictly followed during translation because they should not vary from market to
market. To illustrate the above elements, they are represented in Figure 2.2.1. This cluster of
elements — referred to as the Transcreation Pyramid — has been developed by the author of the
Paper based on the interviewee’s response. This Figure will be the analytical foundation for

Chapters 2.3.1-2.3.4.

Tone of voice

Transcreation

Brand values
and associations Message

Figure 2.2.1. The Transcreation Pyramid.

To elaborate on brands that are pre-disposed to transcreation, as pointed out by the
interviewee, in such a small market as Latvia, the two main factors that influence the
advertiser decision is budget and corporate policy. Companies undergo cyclical change in
management, which means that one creative director might wholeheartedly believe in
localisation, yet another might strictly adhere to centralisation. There are also companies that
fall in the middle. Generally, if there is a substantial budget and belief in transcreation, it will
be used, whereas if there is no budget nor belief in it, transcreation will not occur. In an ideal
scenario, the content would not only be created for a certain market but would be curated for
each individual; however, since that would be very expensive, consumers are divided into
groups.

When addressing transcreation for specific product groups, the interviewee speculates
that advertisers might target products which have a higher consumer involvement, a more
complex purchasing process, or a higher financial risk, e.g. cars, living space or household
appliances. Another group more likely to be subjected to transcreation is products by well-
established brands, e.g. McDonald’s; for super brands it is key to empathise with their client,
thus, transcreation might be more prominent. Whereas for consumer goods it is not as

important because such brands rely on consumer knowledge of a certain product, and often
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enough their advertisements are translated verbatim, not transcreated. The exception could be
Old Spice which is a curious brand; their advertisements are quite creative because the
category of men’s hygiene products is itself challenging. The company — Procter and Gamble
— has made a corporative decision to establish a brand which strongly empathises with thei
target audience. Though the interviewee admits that the brand attempts to target women who
purchase products for their men.

To elaborate on the characteristics that might help differentiate transcreation from
other translation strategies, one might argue that the outcome of translation depends on the
person handling the task, i.e. whether the task is performed by a technical translator or a
creative translator. It is important whether the transcreator has background in new text
creation.

If we creative translation strategies were placed on a scale, then the spectrum would
start with verbatim translation (as often a phrase translated word-for-word is so successful that
it dissipates the border between simple translation and creative translation). The next point
would be translating within a certain theme (middle spectrum) and using mandatory reference,
while keeping the slogan and the idea. Third, the client might define a global concept and thus
the translator would have full creative freedom or, from an advertising perspective, freedom
to copywrite. This gradation is visualised by the author of the Paper and illustrated in Figure
2.2.2. below (cf. Figure 1.6.1.3.). To clarify, the author of this Paper has coined the term
‘framework translation’ to refer to the translation method where advertisements are translated
based on a certain ideological framework established by the client/company (transcreation

falls within this category).

Werbatim Framework i
. . C Titmg
translation translation opywiiing
Creative spectrum

Figure 2.2.2. Gradation of creative translation strategies.

Admittedly, there is no one way of selecting the correct translation strategy because
the desired outcome might greatly differ; the main strategy lies in what the company is trying
to communicate. On the one hand, if the company wants to emphasise that they are a global,
reliable brand offering equally levelled products across markets, then it is important to adhere
to centralisation. On the other hand, if the goal of the company is to state that they are global,

meanwhile they are close to people, they are sensitive and adaptive to the audience, then even
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extreme transcreation and localisation can be considered. Both approaches can work, but the
ultimate choice largely depends on the brand defined within the company.

To briefly discuss the spread of transcreation in Latvia, the fact that Latvia is a
bilingual country is already an indicator. Most advertisers create campaigns for both the
Latvian and the Russian audience, but since Latvia is a small country its market is part of the
global economic pool, and large companies enter the Latvian market with their products. This
begs the question of whether the Baltic countries and Latvia are treated as a serious market
and whether companies have the budget and the will for supporting localisation and
transcreation. All in all, the interviewee admits that transcreation has large potential in the
Latvian market. In relation, due to the growing globalisation and economic competition,
companies are starting to rethink ways of reaching their target audience, and one way is via
transcreation. Also, demand is closely related to digital media which facilitates the process of
adapting and changing the intended message.

To conclude, one of the goals of the interview was to establish criteria for determining
whether transcreation has proven to be successful. Generally, the purpose of communication
in advertising is to persuade a consumer to perform a certain action, and this action is usually
a purchase, however, it can be an exchange of opinions, providing contact information,
discussing a company with one’s peers, etc. After launching a campgaign, this can be
measured financially or sociologically via surveys which help establish the following:
whether the message was understood, what the expressed values were, what associations
connected with the brand were, and other criteria. Advertisers can also analyse the
information individuals are sharing on social media and also their output, and sometimes the
analytical outcome is rather unpredictable. Finally, the success lies not only in financial

measurements, but also in the consumer opinion indicated in various ways.

2.3. Evaluation of Collected Advertisements

Before initiating the evaluation of advertisements collected from various sources, it must be
pointed out that Chapter 2.3 will be divided by the evaluation of four brand types: prestigious
brands, master and super brands, and glocal brands. Alternatively, Chapter 2.3.4 will briefly
discuss other brand advertisements. The advertisements will be evaluated based on Figure
2.2.1 — the Transcreation Pyramid. The purpose of the following subchapters is to establish
the spread of transcreation and it characteristics in different types of brands and to possibly

discover an underlying pattern.

26



2.3.1. Prestigious brand advertisements

To start the discussion of prestigious brand advertisements, it was pointed out in Chapter 1.3.
that prestigious brands might deal with high-end cosmetics or luxury cars. One of such high-

end cosmetics brands is Yves Saint Laurent. The below Image depicts their advertisements

found in the cosmetics and perfume store Douglas.

Image 2.3.1.1. Yves Saint Laurent advertisement.

‘Mon Paris’ is the French name given to the fragrance and it is not translated because it is a
product name. The only indication that the product is advertised for the Latvian audience is
one line of text below the product name and the brand name, stating that there is a new
fragrance for women. The advertisement for another perfume the one by Lancéme in Image
2.3.1.2 is visually constructed in a similar way, yet only contains the French phrase La vie est
belle (also name of the perfume). Besides the perfume bottle, there is no textual information

that a perfume is being advertised, yet the message is clear. This echoes the idea that
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prestigious brands largely rely on a myth that has been embedded in the mind of a consumer
(Lo¢mele, 2013). To discuss the brand values and associations, the advertisements might
evoke associations of luxurious French lifestyle (this is partially achieved by the visual
imagery and partially by French words and expressions). Since Yves Saint Laurent is a French
luxury fashion house, their values are communicated clearly. As regards the tone of voice, the
imagery implies a light feminine tone which balances between luxury (Lancdme) and desire
(Yves Saint Laurent). Even though these two cases do not concern transcreation per se, they
must not be excluded from the discussion of advertising; moreover, it is rather curious to
analyse apparently similar advertisements, but to acknowledge that one brand emphasises a
seemingly luxurious lifestyle (luxurious=beautiful) and another promotes desire

(luxurious=desirable).

NCOM

PARIS

Image 2.3.1.2. LancOme advertisement.

Next, the discussion is shifted towards luxury cars. In Image 2.3.14, which is taken from Audi
homepage for the Latvian market (Online advertisement 2), there are some key features that

distinguishes it from the English advertisement (Online advertisement 1) in Image 2.3.1.5.
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English Latvian

The art of progress. Maksla bt pirmajam.
Beautifully expressed in visual form. Skaisti izteikta vizuala veidola.
In an exceptional vehicle. Izcila automobili.

The Audi AS. Audi AS.

Awe-inspiring and sporty, staying true to one | ledvesmojoss un sportisks.

clear principle: concentration on the essential.

Not a single line wihout a function.

Distinctively structured surfaces.

Exclusive materials.

All finished to a supreme standard.

And aspiring to something very special —

brilliance down to the last detail.

Table 2.3.1.3. Comparison between an Audi advertisement marketed for the English-speaking

audience and for the Latvian audience.

A8

Parskats Transmisija un Zasija Aprikojums Aksesuari Cenas un tehniskie dati

Maksla bat pirmajam. 1 e e
Audi A8.
Konfigurators

Maksla but pirmajam. Skaisti izteikta vizuala veidola. Izcila automobili. Audi A8.
Iedvesmojoss un sportisks.

Image 2.3.1.4. Audi advertisement marketed for the Latvian audience.

Even though the Latvian and English advertisements are visually almost identical (with some
slight layout changes between both homepages), there are some significant textual
differences; an overview of them is provided in Table 2.3.1.3. The first feature one will notice
is that the English text is considerably longer: it contains a string of ten short sentences,
whereas the Latvian version contains only five sentences (although they retain the same

length sentence-wise). The ‘title’ and the following descriptions also differ greatly: the
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English advertisement talks about the awe-inspiring and dynamic car, meanwhile, the Latvian
declares that it is a ‘form of art being the first’. The artfulness is mentioned later in the
English version, specifically ‘the art of progress’. Then the English and Latvian versions
continue in the same manner Latvian text ends abruptly off in the middle of the fifth sentence,
ending on the idea that the vehicle is ‘awe-inspiring and dynamic’; very close to the idea
which opened the English advertisement. Overall, the idea and the translation are almost

identical, despite being shifted around to appear different, but the message remains the same.

Awe-inspiring and
dynamic.

Image 2.3.1.5. Audi advertisement for the English-speaking audience.

The associations and values which are transferred are the ones of likening the vehicle to a
masterpiece and stressing that it is designed for perfection-loving consumers who enjoy
winning (‘being the first’ in the Latvian version); these associations can be derived more the
English text since the Latvian text is cut short. ‘Supremacy’ and ‘brilliance’ are not
emphasised so much in the Latvian text. The tone of voice is rather serious and affirmative
enlisting several reasons why the vehicle is excellent in every way, using a string of adjectives
that maintain this vision. The text highlights the visual features which means that the target
audience is not only consumers who appreciate fast cars, but those who pay high attention to
detail (wealthy consumers).

To contrast, there are luxurious vehicle advertisements that do not focus on elaborate
descriptions and are rather minimalistic, as shown in Images 2.3.1.6 (Online advertisement

14) and 2.3.1.7 (Online advertisement 15).
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Jaunais 911 Turbo Cabriolet

Speks. Bufiba.

Image 2.3.1.6. Porsche advertisement for the Latvian audience.

Compared to its English counterpart in Image 2.3.1.7, the Latvian advertisement is
almost identical, with only two differences: the additional of the word ‘new’ in Latvian and
the translation of ‘presence’. Due to this closeness, there is not much that can be argued about
different messages for the English and Latvian audiences, yet the inclusion of the word ‘new’
might be a manipulative strategy characteristic to marketing translation. This also referes to
‘presence’ translated as ‘butiba’, which under these circumstances indicate

manipulation/persuasion.

911 Turbo Cabriolet

Power. Presence.

Image 2.3.1.7. Porsche advertisement for the English-speaking audience.

Another example of prestigious brand advertisements is from the brand Vertu, which is a
luxury mobile phone brand. The advertisement shown is Image 2.3.1.8 appears on the
homepage of the Mobius boutique where several luxury brand items are sold (Online

advertisement 12).
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JAUNAIS SIGNATURE TOUCH JET ALLIGATOR

Image 2.3.1.8. Vertu advertisement for the Latvian audience.

Although the Latvian advertisement is similar to the English advertisement visually
and layout-wise, the accompanying text might confuse and appear more manipulative to the

Latvian reader (the comparison between the English and Latvian texts are provided in Table

2.3.1.10).

JET ALLIGATOR

€ 12.800,00

Jet Alligator Skin

Brushed & Polished Titanium
Black PVD Titanium

Black Ceramic Pillow

Sapphire Crystal Screen

i@ conTacT A BouTIQUE

May we assist you?

JET ALLIGATOR

The New Signature Touch Jet Alligator features brushed and polished Grade 5 Titanium from a single piece of 130 carat sapphire crystal for a precise high definition and a virtually
sides, a hardened black ceramic pillow and a Grade 5 Titanium black PVD coated back scratchproof surface. As we use only the finest natural materials, each handmade Vertu is
plate. lt's wrapped in unmistakable alligator skin, crafted by a specialist French tannery, for a individual and may differ slightly from this visual.

supple, matt feel and a wear-resistant finish. Each New Signature Touch screen is formed

Image 2.3.1.9. Vertu advertisement for the English-speaking audience.
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English

Latvian

Jet Alligator Skin Cela aligatora ada oglu melna krasa
Brushed & Polished Titanium Matgts un puléts titans
Black PVD Titanium Titans ar melnu PVD parklajumu

Black Ceramic Pillow

Melns, keramisks skalruna vacins

Sapphire Crystal Screen

No safira polikristala izgatavots ekrans

Paaugstinata skaluma dinamiskais skalrunis

Goodmans Axiom

Preciza tehnologijas Solidcraft montaza

Operetajsistema Android

Augstvertigas kvalitates oglekla instrumentalais

terauds.

The New Signature Touch Jet Alligator features
brushed and polished Grade 5 Titanium sides, a
hardened black ceramic pillow and a Grade 5

Titanium black PVD coated back plate.

It’s wrapped in unmistakable alligator skin,
crafted by a specialist French tannery, for a

supple, matt feel and a wear-resistant finish.

Apdare, izmantojot aligatora adu ar atpazistamo
apdrukas reljefu, izstradata specializeéta francu
adas darbnica — péc taustes maiga, pec vizuala
izskata mateta, ka armT maksimali izturiga pret

nodil$anu.

Each New Signature Touch screen is formed
from a single piece of 130 carat sapphire crystal
for a precise high definition and a virtually

scratchproof surface.

Jauna viedtalrupa Signature Touch ekrans ir
izgatavots no 130 karatu safira polikristala,
tadgjadi nodrosinot augstvertigu att€la kvalitati
un neparspgjamu noturibu pret skrapgjumu

rasanos.

As we use only the finest natural materials, each
handmade Vertu is individual and may differ

slightly from this visual.

Pasaule dargakas adas neatkartojama tekstiira —
ideali piem@rota §1 legendara zimola telefonam.
Ta ir dalina izsmalcinatas greznibas, ko no
visaugstvertigakajiem materialiem saudzigi ar

rokam veidojusi labakie meistari.

Table 2.3.1.10. Comparison between a Vertu advertisement marketed for the English-speaking

audience and for the Latvian audience.

It appears that the translation is not rendered well and does not transfer the intended message

over to the Latvian reader in such phrases as ‘noble alligator skin’ or ‘instrumental steel’. The
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Latvian text seems to be missing a stronger link to the original, which has resulted in the
Latvian text lacking much needed explanation, e.g. what the technological advances that make
this product stand out are. Perhaps the distributor relies on the consumer who does not need a
detailed explanation to influence their decision; moreover, the product has a specific target
audience who might not concern themselves with elaborate descriptions, but this does not
minimise the effect of a poorly constructed advertisement.

The values and associations present in the English text are the following: the product
is high-end, luxurious and durable, whereas the Latvian text seems to emphasise that the main
value is that the phone is expensive, while claiming the brand to be ‘legendary’. This aspect is
a slightly toned down in the English text, which signals that the advertisement does not evoke
the same associations from the consumers. Also, the advertisers do not rely on the same
values in the two markets. To elaborate on the tone of voice, in the English version it is rather
serious (stressing what is special about the product), but also quite informative. The Latvian
advertisement attempts to be informative, however, it achieves the opposite effect — it enlists
several things that fail to inform the reader without a proper explanation. The consumer is

thus left with a notion of exclusivity without receiving a proper explanation of exclusivity.

Louis Erard
SN Ber

SVEICES MEHANISKIE PULKSTENI

- C'LAIKS

www.laikswatches.lv

Image 2.3.1.11. Louis Erard advertisement for the Latvian audience.

Next, a brief analysis is devoted to the advertisement by the luxury watch brand Louis
Erard. In Image 2.3.1.11, the reader can see an advertisement constructed in a rather simple
manner: it presents the watch, clearly states the brand name and provides information to the
Latvian consumer of the brand selling Swiss mechanical watches. Also, the advertisement
states that these watches can be purchased in the shop Laiks. To compare with how the brand

advertises their products in English, they position themselves in virtually the same way
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(Online advertisement 9; Image 2.3.1.12). The visual representation encapsulates the brand
message both in English and in Latvian by translating the logo verbatim. However, opting for
translation rather than zero translation is a deliberate choice by the advertiser, and thus the
preservation of the brand message can be deemed successful. Regarding brand values and
associations, the Latvian advertisement clearly transfers the original message, as evidenced by

the examples above, which means that the tone of voice is identical to the source.

L.ouis Erard

SWISS MECHANICAL WATCHES

Image 2.3.1.12. Louis Erard logo.

This case makes one think whether this is trancreation — a point also made by the interviewee.
The author of this Paper believes that this does not constitute transcreation based on Figure
2.2.2. Although verbatim translation and framework translation are relatively close on the
creative spectrum, they are entirely different translation strategies. To distinguish between
them, one can only base their analysis on textual evidence. Since all indications point toward
a verbatim translation, the author believes so and does not consider this a case of
transcreation, though the message, brand values and tone of voice are apparently the same.
Such cases could be treated as borderline. Consequently, the author of this Paper proposes the
below model in Figure 2.3.1.13 when analyising advertising texts that seem to be translated
verbatim, where the borderline cases are placed between verbatim translation and framerwork

translation on the creative spectrum.

Borderline cases

Verbatim I Framework "
. . C Titing
translation 1 translation opywiiing
[ ] .
i »
I
Creative spectrum

Figure 2.3.1.13. Alternative gradation of creative translation strategies.

Finally, some prestigious brands opt for zero translation or do not include any text in
their advertisements, e.g. Dolce & Gabbana and Lindberg in Image 2.3.1.14 and 2.3.1.15. In
the case of Dolce & Gabbana, the advertisement only includes the brand name and the image
of a woman, therefore it is rather difficult to determine what exactly the brand is trying to
communicate — whether they are selling sunglasses, jewellery or perhaps something else. For

Lindberg, there is text in English that could be translated — design by/made by, however, this
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is not done, and thus there is no indication that it is intended for the Latvian audience. Perhaps

the advertisers solely rely on the brand recognition, or value visual information higher,

leaving the text untranslated.

F @ N D B E RGES

Image 2.3.1.14. Lindberg advertisement in Latvia.
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2.3.2. Master and super brand advertisements

Master brands are brands which have several sub-brands and whose products are based on a
unified idea defined within the company, e.g. Coca Cola. Wheareas super brands, however,
are well-known and highly recognizable on a global level, e.g. McDonald’s. The Chapter
analyses the advertisements of Coca-Cola and McDonald’s.

To begin with the advertisements for Coca-Cola, in Image 2.3.2.1 it is evident that the
brand has local headquarters in the Baltic states: there is information on the bottle cap in
Latvian, Lithuanian and Estonian, encouraging consumers to participate and win. However,
the information on the bottles in the background is in Latvian (apart from the slogans),
showing the toponyms are localised. The remaining text is in Latvian, and it provides
additional information about the campaign; the small print in the lower right corner informs
the consumer about the duration of the campaign and other details.

As concerns the message, it is presented in a concise way, despite slogans being left
untranslated (7aste the feeling and Original Taste). Since these slogans are generally
untranslated, the brand must approach the local consumer differently; in this case, a fair
amount of information is provided in Latvian, and the toponyms are localised properly. This
allows the company to transfer their values more precisely — since summer is approaching, the
advertisers have emphasised associations with fun, light, warm aspects of summer by placing
the drink bottles in sand and mentioning a trip and a festival; the consumer feels as if they are
embarking on an adventure via a purchase These associations are also related to the tone of
voice which is very light and directly targets the consumer (Laimé katru dienu!).

In general, Coca-Cola’s advertisements approach the local audience by various means,
acknowledging the importance of national events (Image 2.3.2.2) or by rendering hashtags in
Latvian, initiating consumer participation, (Image 2.3.2.3), all the while retaining their master

brand core ideas and values.
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Image 2.3.2.1. Coca-Cola advertisement for the Latvian audience.

Certoty

TASTE THE FEELING

Image 2.3.2.2. Coca-Cola advertisement for the Latvian audience.
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Image 2.3.2.3. Coca-Cola advertisement for the Latvian audience.

The connection to the local consumer can best be seen in the campaign that was called
‘Mazajiem, lielajiem’ in Latvia, yet it was a global campaign adapted to each market, e.g.
Argentina. Argentina is chosen for analysis because it matches the Latvian campaign the most
precisely, and thus is the basis for the ensuing investigation. In Argentina, the campaign was
named ‘For everyone’ and was released in 2002 (Online advertisement 3). In Latvia, the
advertisement was released in 2004 (Online advertisement 4) and retains the same theme, yet

there are some key differences, and the comparison is provided in Tables 2.3.2.4 and 2.3.2.5.

Argentina Latvia
Talking Singing
Height Size

Having all or nothing

Majority and minority

Committed, castaways

Families and loners

Well-mannered, bikers

Businessmen and musicians

First and last

Winners

Ones who work

Mechanics

Tan and nudists

Locals and visitors

For him, for her

For women and men

Table 2.3.2.4. Differences between ‘For everyone’ campaign in Argentina and Latvia.

Argentina

Latvia

Family

Family
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Joy and sadness Happiness and sadness

Romance Passion, love

Professions (musicians, clowns, astronauts, | Professions (musicians, mechanics,
businessmen) businessmen)

Table 2.3.2.5. Similarities between ‘For everyone’ campaign in Argentina and Latvia.

As shown in the Tables above, both advertisements are based on the core idea of manipulating
with common tropes and archetypes in society. As most societies share these tropes, the
campaign helps to transfer the values and message of the brand to the target audience, and
with slight adjustments it can be adapted to most markets. The physical and figurative tone of
voice does not vary greatly — in both advertisements the speakers enlist groups of people,
trying to incorporate all members of society. Since all criteria from Figure 2.2.1 have been
met in this particular Coca-Cola campaign, one can say that this is a successfully transcreated
advertisement. The values, the message and tone of voice have been adapted to the target

market with slight modifications.

Further on, the discussion is devoted to McDonald’s advertisements in Latvia. From an initial
analysis, it appears that the brand has two strategies in the Latvian market — some campaigns
are created particularly for the Latvian market and do not have counterparts in English, yet
some advertisements (especially on McDonald’s social media pages) are left untranslated,
containing references to American popular culture and values.

First, the investigation focuses on the campaigns created for the local market. Image
2.3.2.6 shows the well-recognized white block letters of the Riga sign, and a single French fry
is placed atop the letter i. Although some might argue that this is not a traditional
advertisement, the Image does promote McDonald’s French fries and the company logo is
placed in the lower right corner, so the idea would not be associated with another brand or
company. However, it is not very clear what the advertisement is attempting to communicate
because besides the two lines of text, there is no context, therefore it is difficult to speculate
about the message, the values, or the tone of voice. Perhaps this is a hybrid between an

advertisement for French fries and marketing material.
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PRIEKA, RIGA!

Pievienojies sarunai

Image 2.3.2.6. McDonald’s advertisement for French fries (Online advertisement 10).

To compare, other advertisements (identical in format) might contain text in English
(in Images 2.3.2.8). Images 2.3.2.7 and 2.3.2.8 contain references to American popular culture
which might not resonate with the Latvian audience; in Image 2.3.2.8, there is reference to the
film Beauty and the Beast (with accompanying visual metaphors), yet under the post on social
media, the publisher has provided information that they are referring to the film ‘Skaistule un
briesmonis’. In Image 2.3.2.7, there is reference to the cult film The Blair Witch Project, and
this staple of American popular culture is transformed into a visual metaphor with the help of
French fries. In this case, the Image contains text in Latvian, ‘Fri projekts’ and also an
explanation mentioning the film ‘Bléras ragana’. One can already witness inconsistency in
localised references, moreover, there are references that expand to American national events,
see Appendix 2. The advertisement alludes to Black Friday, the day after Thanksgiving in The
United States, and this is cleverly transformed into a pun, Black Fried-Day. Even though
during translation the pun would lose the stylistic impact, perhaps it would be best to not
publish the advertisement, since Black Friday does not carry any meaning for the Latvian
consumer. Lastly, the origin of these advertisement hybrids is rather ambiguous, since the

NorthAmerican Facebook page for McDonald’s does not contain any related images.
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FRI PROJEKTS.

n mcdonalds.latvija

mcdonaldslv

Image 2.3.2.7. McDonald’s advertisement material (Online advertisement 10).

-
:

BEAUTY AND THE BEAST.

n mcdonalds.latvija

mcdonaldslv

Image 2.3.2.8. McDonald’s advertisement material (Online advertisement 10).

2.3.3. Glocal brand advertisements

To initiate the discussion of glocal brand advertisements, the further analysis will focus first
on cosmetic brand advertisements and then advertisements for beverages. Firstly, three slogan

from different Old Spice campaigns are provided in Table 2.3.3.1.

English Latvian
Drop kick odor for 48 hours Satriec sviedrus uz 48 stundam
One spray lasts all day Iesmidzini vienu — jut visu dienu!
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Destroy wetness for more freshness Nost ar mitrumu — lai dzivo svaigums!

Table 2.3.3.1. Old Spice advertisement text.

Before starting a more elaborate discussion, it is worth mentioning that Old Spice is a
male cosmetics brand known for creating advertisements that some viewers might view as
rather outlandish, and this is precisely what the brand is advertising. The brand’s strategy
aligns with its advertising — the translators are unrestricted and their main goal is to adhere to
the creative non-restrictive strategy the client has laid down. This can be seen when
comparing the English and Latvian text: the translator has successfully transcreated the
advertisement, even retaining the rhythm and rhyme of the original. Thanks to this, neither the
message nor the brand values are sacrificed during translation. Additionally, the tone of voice
— which is usually humoristic for Old Spice advertisements — is kept, therefore, the above
examples can be positioned as successful examples of transcreation. The brand is also famous,
or rather notorious, for their television advertisements; one example can be viewed from the
Online advertisement source 13.

Next, the advertisements materials for Dove are analysed. Generally, on social media
Dove has a very similar approach to McDonald’s — it is an advertisement without actually
advertising the product. For example, the company has created a campaign that celebrates
women’s hair (Online advertisement 6). This seems to be intended for all markets, but the
explanation under the post is also provided in Latvian, and it aligns with the general concept
of the video in English. Although the video does not advertise a particular product; it does
advertise the brand, particularly its values. To elaborate, Dove is known for their all-inclusive
strategy towards advertising products for women; their advertisements include women of
various physical features, stating that their products can be used by all women. In Online
advertisement 6, the brand emphasises the Your hair, your choice (Tavi mati, Tava izvéle) idea.

Dove’s Facebook page features several of these hybrid advertisements, and usually at
the centre of the image there is a motivational phrase, or in this case, a Latvian idiom
emphasizing the concept Labdkais laiks jauniem sakumiem ir tagad of you reap what you
sow. Other examples include and Lai laipniba lido ap Tevi ka konfeti (which is translated
verbatim from English); seen in Image 2.3.3.3. Again, it is quite difficult to pinpoint what is
the purpose of these materials; perhaps their goal is to remind the consumer of the brand.
Nevertheless, it seems that these materials are in line with the brand’s overall strategy (even
though the materials published in social media slightly deviate from inclusiveness and focus

more on positivity).
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Ko sési, to plausi.
Vienmer.

Lai laipniba lido ap
Tevi ka konfeti!

Image 2.3.3.3. Dove advertisement on Facebook (Online advertisement 7).

Further on, an analysis of Merrild coffee and Lipton tea is provided, with visual
evidence in Images 2.3.3.4 and 2.3.3.5. To focus on Merrild, the advertisement contains brand
names only in English, and is promoting a campaign where a consumer can win an exclusive
sound system. It is curious that the text mentions Danish quality, which means that it relies on
associations in the consumer’s mind which might be evoked when speaking about Danish
quality. Secondly, the text states that this quality will be delivered straight to the cup, which

implies that there will be no hassle for the coffee drinker.
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ogrc Mertild In-CUP af

 AIME EKSKLUZIVU
SKANU SISTEMU

i
|

= e

Image 2.3.3.4. Merrild advertisement in Latvia.iWhat might appear as an invitation to participate
in a campaign, is actually an advertisement. The source language for the product is Danish,
yet it is evident that the core values are communicated clearly (Danish quality and delivered
straight to your cup). The message, as stated above, is to promote a campaign to win a sound
system. The tone of voice is rather neutral (it is neither humoristic, nor ironic, nor anything
else which might indicate a specific underlying tone).

Lipton, however, takes a slightly different approach; the advertisement is rather
minimalistic, containing only the slogan in English and a statement saying that Lipton is the
first choice for tea drinkers in Latvia (below, there is text in small print that justifies the
presented data). Although there is little text, it is evident that the advertisement is aimed at
Latvian consumers due to the claim. It is rather difficult to argue what about the intended
message , other than acknowledging the brand’s position in the Latvian market. Same for the
brand values — it seems that the brand values are being at the top of the market. The tone of
voice, it is also difficult to speculate about since there are no linguistic indications of a tone

being anything else than neutral.
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Image 2.3.3.5. Lipton advertisement in Latvia.

2.3.4. Other brand advertisements

Taking into account the previous method of classification, respectively, Figure 2.2.1 there are
some advertisements that cannot be clearly categorised as belonging to borderline cases. One
example of borderline cases are products that are often labelled as ‘as seen on TV’ products.
The particular cases — Dormeo mattrasses and NutriBullet — are advertised in Latvian
television, yet they also appear in the environment as printed advertisements. iMemory
mattress and NutriBullet blender are advertised globally. However, as evident in Images
2.3.4.1 and 2.3.4.2, the brands approach the target market by casting Latvians celebrities
(Dormeo) or featuring expert testimonials (NutriBullet). To focus on each advertisement
separately, by examining Image 2.3.4.1, the consumer might not be aware that the product is

advertised globally, particularly because it features a well-known Latvian actor.

46



DOrmeo JAUNS

& UNIKALS

Image 2.3.4.1. Dormeo advertisement for the Latvian audience.

The first line of text provides the brand name and states that the product is ‘new and unique’,
the second line features the specific product name, whereas the next lines declare that the
product is created for adjusting to individual sleeping habits. Interestingly, the advertisement
does not acknowledge that it features a Latvian celebrity (not even a name is provided), which
implies that advertisers rely on the consumer knowledge and are confident in them. Overall,
less emphasis is placed on showcasing the product and more on the celebrity advertising the
product: in a way, a familiar face constitutes the need for showing the product and assuring

the consumer that the product has all the positive characteristics they are looking for.
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5wd4ﬂh'm2m
NUTRIBULLET
uztura specialiste

Lai dzivotu PILNVERTIGI. ..
Jums ari jaéd PILNVERTIGI!™

Image 2.3.4.2. NutriBullet advertisement for the Latvian audience.

To consider the Image 2.3.4.2, the advertisement is constructed in a similar way,
starting with the product name and ending with a brief statement attempting to leave an
impression on the consumer, however, one key distinction is that the advertisement
acknowledges the person in it. Thus, this might be interpreted as an endorsement, especially
since the Image features the professional title and their signature. These features indicate that
the advertiser is attempting to create a certain construct in the consumer’s mind, which is
strongly connected with their trust. They are assured that the product is used by a celebrity,
then it must be good The consumer ir assured that by purchasing NutriBullet, they will live
their life to the fullest (stated in the final lines of the Image) by eating properly prepared food.
This means that proper food: prepared with NutriBullet.

To sum up, ‘as seen on TV’ advertisements cannot be clearly categorised into brand
types because they contain features characteristic to all markets, e.g. the information
presented in the advertisemet (Online advertisement 5) and celebrity endorsements (Online
advertisement 8), yet they feature a familiar face to approach the Latvian consumer. All in all,

it can be argued that the above advertisements display features most likely found in

copywriting.
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Another type of advertisement that do not clearly belong to a particular brand are
advertisements that appear in magazines, are clearly marked as such, and usually advertise
vitamins, beauty treatments or alternative pharmaceutical products; two of these

advertisements are provided in Images 2.3.4.3 and 2.3.4.4.

REKLAMA

Vairak neka kosmétika

Tabletes skaistai adai

2 7:}
i ‘ Sy

Skin Care”

“Suait

Sensacionals zviedru atklajums adai o
péc 30 gadu vecuma - tas ir daudz
' efektigaks lidzeklis par adas Iifting_u

Pétijuma

rezultati*

Image 2.3.4.3. Skin Care advertisement (Santa).

Upon an initial analysis of the visual information, it seems that both advertisements are
marketed to women: they appear in women’s magazines, feature women, and mention
problems that most women can relate to, i.e. skin aging and hair loss. It is also curious to
notice that women are targeted by using specific keywords that might manipulate them into
buying the product: ‘sensational’, ‘effective’, and also seemingly scientific language is used to
add credibility to the advertisement, e.g. ‘Swedish discovery’, ‘I discovered Scandinavian
vitamins’or ‘study results’. It is also worth acknowledging that both advertisements mention
Scandinavia assuming that consumers have a positive notion of it in their minds. To focus on
Image 2.3.4.3, the advertisement opens with a statement that the tablets are ‘more than
cosmetics’ and then provides information that the product is tablets for achieving beautiful
skin. Then an image of the tablets is provided on the right with the accompanying explanatory
text on the left. Since the target audience of the advertisement seems to be women that are
older than 30, there are some deliberate keywords that shape the advertisement which were

mentioned above.
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REKLAMA

Mani mati
izkrit!

M 2 l A‘ A -

vina pa T sakusi izkrist gluZi

azgZjoties dusa
vai sauia 3t Jr—matu kemmeé,
dus3a, mati xluva plani un
retl — ¢ ties, Far 1aimi,

es at Sminus matiem

Hair Volume

Image 2.3.4.4. Hair Volume advertisement (Santa).

The advertisement appears to provide facts and rely on rational information, whereas Image
2.3.4.4 is based on solely emotional information and testimony. The latter Image largely
contrasts Image 2.3.4.3 because of this emotionality: it starts with exclaiming a problem to
immediately attract the attention of a consumer. When this attention is gained, the reader will
continue reading the testimony which is seemingly told by a Latvian woman. Although this
can be debated since no further information about the testifier is provided (cf. Image 2.3.4.2).
The testimony employs emotional statements and hyperboles to emphatise with the consumer,
e.g. ‘Maija was shocked’, ‘the hair was everywhere’, ‘I was very worried’. When they are
convinced of how grave the problem is, they are then offered a solution —Hair Volume.

To provide an overview, Images 2.3.4.3 and 2.3.4.4 cannot clearly be assigned to a
particular brand because they do not exhibit distinctive features characteristic to prestigious
brands, master and super brands, or glocal brands. Although Image 2.3.4.4 features a
testimony by a Latvian consumer, it is not possible to determine whether this is authentic. It is
interestingthat on top of the page it is indicated that the following text is an advertisement.
Finally, since these advertisements cannot be divided into a brand category, it is difficult to
argue about transcreation in them; however, it is important to mention them since they are

quite widespread and frequently appear in Latvian magazines.

2.4. Overview of Results

To provide an overview of the research results, the empirical part of the Paper was comprised
of an interview and the evaluation of collected advertisements; altogether, 80 advertisements

were collected. The interview consisted of nine questions and were answered by Edgars
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Pétersons, the creative director of the marketing agency WKND. The interviewee’s answers
helped establish a theoretical framework for analysing collected advertisements by Figures
2.2.1 and 2.2.2 developed by the author of the Paper. The evaluation was based on Figure
2.2.1 and during the empirical investigation, three aspects of transcreation were brought into
the forefront — the message, the brand values and associations, and the tone of voice. The
discussion was divided between prestigious brands, master and super brands, glocal brands,
and other brand advertisements.

Upon analysing prestigious brand advertisements, the results were inconclusive
because the use of transcreation varies from brand to brand: some brands opt for marketing
translation (Porsche), while others aim for verbatim translation (Vertu) or do not translate
their advertisements in general, relying solely on the brand name (Dolce & Gabbana). Turning
to the analysis of master brands and super brands, the investigation was based on Coca-Cola
and McDonald’s advertisements. The results indicated that while Coca-Cola leans towards
transcreation in some campaigns, McDonald’s advertisements tend to include elements that
might emphatise more with an American audience than with a Latvian one; although, in some
cases McDonald’s marketing materials might reflect on events of national importance,
similarly as Coca-Cola’s does. As regards glocal brand advertisements, they exhibit
characteristics similar to master and super brands because their advertisements vary from
ambiguous cases (Dove) to fully transcreated advertisements (Old Spice); yet, glocal brand
advertisements are more likely to accentuate their position in a market — in Lipton’s case, the
entire advertisement consisted of providing the consumer with the information that their tea
was number one in Latvia. Lastly, other brand advertisements were analysed separately
because they could not be clearly identified as belonging to any particular brand type. It was
established that ‘as seen on TV’ advertisements for Dormeo and NutriBullet do not exhibit
transcreation because the same marketing strategy can apply to any market, even though
Latvian advertisements feature well-known Latvian celebrities and their endorsements. Two
advertisements for Skin Care and Hair Volume were analysed from a different perspective; the
seemingly generic content of these advertisements disallow them to be catagorised under the
three mentioned brand types. However, since these advertisements appear in Latvian
magazines, they are part of the discussion of Latvian advertising and therefore were included
in this study.

To sum up this Chapter, it was initiated by Chapter 2.1 which briefly outlined the
methodology used to carry out the empirical study. Chapter 2.2 summarised the main views
expressed in the interview with Edgars Pétersons and developed a basis for the practical

evaluation. Chapters 2.3.1 through 2.3.4. dealt with the discussion of collected advertisements
51



based on Figure 2.2.1, while attempting to establish the spread of transcreation and possible
underlying pattern to transcreation in Latvian advertising. The following discussion reveals

the conclusions of the study.
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CONCLUSIONS

Advertising is the cornerstone of modern society and in the era of rapid technological
developments is ever so important. Through advertising companies communicate with the
consumer by employing detailed strategical means in this communicative-persuasive process.
Even though advertising was practised by early civilisations, it amassed power only after the
Industrial Revolution. Currently, there is an ongoing discussion between the two main schools
of thought — that which believes that advertisers should aim for a global, market-inclusive
approach and that which maintains that a local approach is the correct approach. In actuality,
most advertisers opt for a hybrid approach reflecting the belief that they should ‘think
globally but act locally’.

The goal of the current Paper was to establish the spread and characteristics of

transcreation in Latvia and the following research questions were proposed:

1. What is the spread of transcreation in Latvia?

2. What types of brands are primarily affected by transcreation?
3. Are some product types predisposed to transcreation?

4. What are the characteristics of transcreated advertisements?

Taking into consideration the research goals and the research questions, several conclusions
have been drawn, and they are reflected through both the theoretical considerations and the
empirical findings.

The theoretical considerations of the Paper were comprised of eight subchapters. The
theoretical considerations were followed by the empirical investigation the basis of which was
formed by an interview and evaluation of collected advertisements. The research method used
to carry out the empirical study was descriptive analysis and qualitative content analysis.
Altogether, 80 advertisements belonging to different brands were collected; 25 of them were
discussed in Chapters 2.3.1 through 2.3.4. All collected advertisements were not discussed
due to the limited scope of the study, yet they are provided in the Appendices. Some
advertisements were not determined as belonging to prestigious brands, master and super
brands, or glocal brands, and therefore were discussed separately.

The interview results indicated that transcreation is widespread in Latvia, and this
revelation partially aligned with the analysis of collected advertisements. The main
conclusion that was drawn regarding the spread of transcreation is that it largely relies on the
company manufacturing the product rather than the brand type. Considering brand types
affected by transcreation, the investigation was inconclusive due to the reason that each

company has their own policy regarding their approach in a certain market and thus
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transcreation; however, glocal brands exhibited features of transcreation in more cases than
other brand advertisements. Moreover, prestigious brands are more likely to opt for zero
translation or only including their brand name in the advertisement. As regards some product
types that might be predisposed to transcreation, the research did not reveal clearly indicate
that some product types might be affected by transcreation more than others. However, it was
hypothesised in the interview that transcreation might affect products with high consumer
involvement. Although the investigation revealed that this is not exactly the case, it was found
that high involvement products do display a more manipulative language from market to
market, e.g. in car advertisements. Finally, the characteristics of transcreated advertisements
cannot be clearly classified according to brand or product type because they are largely based
on Figure 2.2.1, in other words, characteristics which are pre-defined in company
headquarters. Consequently, this pre-defined status strongly influences the advertisement
execution in the target market.

Given the above-mentioned research results, there are some improvements that can be
made in further studies of the present topic. Firstly, the scope of the research can be expanded
not by only including several interviewees and creating a comprehensive corpus of
advertisements, but also by expanding the criteria of the analysis, e.g. evaluating the
representation of the cultural aspects in advertisements or evaluating other modes besides the
textual and the visual mode. On an interdisciplinary level, the research can pay greater

attention to the psychological and cognitive aspects of advertising language and transcreation.
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10.

THESES

Advertising has evolved from a largely local phenomenon to a global one, rapidly
attaining this status after the Industrial Revolution; currently, the leading view in
advertising is ‘think globally, act locally’.

Contemporary advertising space is shared between print advertisements, broadcast
advertisements, and digital advertisements.

Most of the research earlier has focused on text, however, visual information helps to
reinforce the product message and thus should be considered when analysing
advertisements.

Transcreation is a fairly new concept and little research has been devoted to it; when
referring to transcreation in Latvia, advertisers tend to use the term ‘adaptation’.
Transcreation differs from other translation strategies in its purpose and adherence to
the source text.

The spread of transcreation in Latvian advertising largely relies on corporate policy.
Most brands can be divided into prestigious brands, master and super brands, and
glocal brands.

Prestigious brands are more likely to opt for zero translation or to only include the
brand name in the advertisement.

Glocal brands exhibit features of transcreation in more cases than other brand
advertisements.

Products with high consumer involvement display a more manipulative language,
however, there is no clear indication whether some product types are affected by

transcreation more than others.
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Appendix 1

APPENDICES

Transcreation in Latvian Advertising (full interview)

1. Kas ir transkreacija?

E: Griti teikt, jo Latvija maz ir diskutets par So jautajumu. Ir diskutéts par adaptaciju, tacu
man liekas, ka vards transkreacija ir daudz precizaks, jo tas atklaj un ietver sevi (pasa varda)
to, ka tu kaut ko radi. Tu nevis vienkarsi iztulko, bet parnes domu. Reizé€m ir griiti saprast, kur
ir robeza, jo varbiit veicot transkreaciju noris tas pats process, kas tulkosana; varbiit radosais
tulkotajs divas dienas lauza galvu, tacu beigas saprot, ka vards varda iztulkotais sauklis ir

perfekts. Vai ta ir transkreacija vai ta nav transkreacija?

2. Kadi paral€li termini pastav?

E: Parsvara runa ir par adaptaciju/adaptésanu.

3. Kas ir pats svarigakais avota teksta elements, kas ir jasaglaba, veicot transkreaciju?

E: Darba uzdevumos agentiirai ir vairakas sadalas: kas ir produkts, mérki, utt. Tas viss tiek Joti
specifiski ierakstits darba uzdevuma, un darba uzdevuma ir sadala, kas saucas zina, zimola
vertibas un asociacijas, kas $aja kampana ir jaizmanto, un balss tonis. Balss tonis defin€, kada
ir tonalitate, kads ir uzrunas veids, kada ir stilistika. Tas nak no uzn€muma un tas ir stingri
jaievero, un nevar biit ta, ka veicot §ts kampanas transkreaciju vai adaptaciju, viena tirgii tiek
izmantots sauklis, kur§ ir humoristisks, savukart cita tirgii tiek izmantotas, pieméram, bailes.
Vai ar1 viena saukli tiek izmantota ironija, bet cita tirg sauklis ir izaicinoSs vai nopietns. Ja
mes runajam par tekstu, tad teksta ir jasaglaba asociacijas vertibas, galvena zina un balss tonis

— viss, kas ir definets darba uzdevumos.

4. Vai ir zimoli, kurus transkreacija ietekme visvairak?

E: Biezi vien tik maza tirgli ka Latvija noteicoSais kriterijs ir budzets. NoteicoSie faktori ir
budZets un korporativa nostdja. Uzp€mumi biezi vien piedzivo cikliskas izmainas jeb
cikliskas svarstibas — atnak viena vadiba, kas loti tic lokalizacijai, kas var novest pie tadas
galgjibas, ka katra valsts var darit, ko grib un komunicét ka vélas, savukart cits vaditajs vai
cits ieks€jais noskanojums tic striktai centralizacijai. Ir ar1 spektrs kaut kur pa vidu. Tadel
runa par iek$€jo korporativo preferenci, ko biezi vien nodefin€ uzp€muma mitng

(headquarters), un par budzetu. Ir skaidrs, ka ar adekvatu budzetu un parliecibu, ka vajag
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veikt transkreaciju, notiks transkreacija. Ja ir parlieciba, ka ir javeic transkreacija, tacu nav
budzeta, tas nenotiks (tas nenotiks arT, ja nav ne parliecibas, ne budzeta).

Runajot par lokaliem zimoliem, kas uzruna latvieSu un krievu auditoriju, transkreacijas
konteksta tas ir loti interesants jautajums, jo tas ir stasts par humora uztveri, kodiem, tekstiem,
terminiem, kas atSkiras. Ir zimoli, kas izv€las komunicét tikai latviski, ir zimoli, kas izv€las
komunic@t abas valodas. Tas noved pie jautajuma, vai ir pietickami resursi un izpratne, lai
veidotu katrai auditorijai pielagotu tekstu no vienas pamatdomas, vai arl saturs ir jarada
latviski un jatulko krieviski (ir arT gadijumi, kad saturs tiek radits krieviski un tulkots latviesu
valoda).

Ideala pasaulé mes saturu varétu pielagot ne tikai katram tirgum, bet arT katram paterétajam —
ztmola mérkauditorija biitu viens individs; tacu tas butu loti dargi, tadel cilveki tiek iedaliti

grupas.

5. Vai ir kada produktu grupa, kuru transkreacija ietekme visvairak?

E: Transkreacijai ir liela nozime pirkumos, kuros ir licla patérétaju iesaiste, kur ir sarezgitaks
pirkSanas process un lielaks finansialais risks, piem&ram, automasinu iegade, dzivojama
platiba vai sadzives tehnika. Lietas, kas kalpo ilgak, un kuru iegadei ir nepiecieSams ilgaka
léemumu piepems$ana. Otra grupa, kura transkreacija var€tu biit svariga, ir produkti, kuru
iegade lielu lomu spélé zimols. Pieméram, McDonald s biitiba ir nevis €dinaSanas bizness, bet
vinu pamatdarbibas veids ir marketings un nekustamie 1pasumi, un tadé] zimolam ir loti
svarigi rast empatiju ar klientu. Paterétajs varétu doties ar1 uz Hesburger, Subway vai citu
estuvi. Savukart atras aprites precém transkreacija nav tik butiska, jo uzn€mums palaujas uz
to, ka patérétajs atcerésies un atpazis zimola vardu. Tu ieej veikala un tev nav nepiecieSams
sajust emocionalo saikni ar velas pulveri. Tev ir garantija, ka tu esi kaut ko dzird€jis par Ariel,
tu atpazisti So vardu, tade] tu iegadajies So pulveri. Tadel biezi vien $adu precu reklamas tiek
vienkarsi tulkotas, jo svarigakais, ko zina uznpémuma marketinga cilvéki, ir tas, ka reklama ik
péc 30 sekundém tiek min&ts vards Ariel vai ar1 vards ir vizuali redzams, lai tas tiktu ierakstits
cilvéku pratos.

Z: Tas ir saméra interesanti, jo, pieméram, Procter & Gamble zimolam Old Spice aktivi tiek
veikta transkreacija.

Runijot par Old Spice jaatzist, ka tas ir Joti interesants zimols. Saja zimola uzpémums ir
atklajis radoSuma speku, tacu vienlaicigi ta ir arT izaicinoSa kategorija — virieSu higi€nas un
skaistuma produkti tikai pamazam attistas; lidzigi ar1 Dove ir izlaidis savu virieSu produktu

liniju. Lidz $im $T auditorija bija atstata novarta, bet iesp&jams, virieSiem ST kategorija tik loti
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neinteres€ja. Zimoli butiba censas cinities par vietu zem saules, ka arT Old Spice stratégija ir
tada, ka zZimols cenSas vairak uzrunat sievietes, kas perk saviem virieSiem produktus. Old
Spice gadijuma ir runa par korporativu [émumu, kad uzn€mums vélas radit spécigu zimolu un

specigu empatiju ar savu mérkauditoriju.

6. Kadas ir pazimes, p&c kuram transkreaciju var noskirt no citam tulkosanas stratégijam?

E: Viens no kritérijiem varétu attiekties uz personu, kas veic tulkoSanu — vai to veic cilvéks,
kur$, pieméram, ir tehnisko tekstu tulkotajs vai to veic tulkotdjs ar kadu radoso ievirzi.
Dazkart tulkoSanas agenttras ir tulkotaji, kas ir specializ&jusies transkreacija jeb adaptacija. Ir
bitiski, vai autora pamatdarbs ir jaunu tekstu radiSana.

Z: Vai ir iesp&jams §is stratégiskas sakartot péc gradacijas, teiksim, sakot ar marketinga
tulkoS8anu, kas ir visvienkarsaka strat€gija, un beidzot ar kopiraitingu, kas ir teksta jaunrade?
Visvienkarsaka stratégija vards-pret-vardu tulkos$ana jeb verbatim, taCu tas ari ir interesants
jautajums. Dazreiz anglu valodas fraze, kas ir burtiski partulkota latviski, ir tik veiksmiga, ka
ir griiti noteikt, vai ta ir jauna teksta radiSana vai tulkoSana. Nakamais [imenis ir, ka tulkojot
tiek izmantoti vieni un tie pasSi materiali, kas ir atsititi no klienta. Ir pamatmaterials, kas ir
obligati jaizmanto un japielago. Piem@ram, ir televizijas klips, kur$ ir jaiztulko un javeic ari
adaptacija uz citiem kanaliem, un tada gadijuma ir lokala briviba. Tad tiek izmantots tas pats
sauklis un idejiskais koncepts, bet vizuala informacija var atskirties. TreSais Iimenis saistas ar
globali definetu koncepciju un tulkotajam ir pilniga ricibas briviba, tas ir tirs kopiraitings no
reklamas skatupunkta. Ka pieméru var minét adaptaciju Continental riepam — mums tika
iedots reklamas klips un teksts, me&s veicam tulkoSanu, veicam virsrunu (voiceover) un
palaidam klipu televizija. Vel viens piemérs ir par kadu automasinas zimolu — ar1 tika iedots
klips, kuru més pielagojam, tacu drukata reklama (vides reklama) atSkiras no televizijas klipa.
Vel var minét Jameson reklamas — katra tirgii atSkiras tas, kurus kanalus klients var izmantot,
tadel ir griti definét vienotu materialu kopumu. Tada gadijuma uzn€mums mums ir atsiitijis
zimola gramatu ar koncepcijas aprakstu — Sine Metu (bez bailém), kura ir ieklauts Sis moto,
noskanas bildes (mood boards), utt., un tad klients saka, ka mums vajag baneri socialo tiklu
aktivizacijas kampanai, panemiet So sajitu un no nulles radiet jaunus materialus.

Z: Tatad tas biitiba ir atkarigs no ricibas brivibas, ko iedod klients.

E: Tiesi ta, un tie ir korporativi Iémumi. Un Tsti nav viena pareiza piegajiena. ledarboties var
jebkura tulkoSanas stratégija, tacu jautajums ir, ko klients vélas ar to signaliz&t un pateikt. Ja ir
meérkis pateikt, ka me&s esam globals zimols, kas ir loti uzticams un piedava vienada Iimena

pakalpojumus un produktus visas valstis, tad ir svarigi pieturéties pie centralizacijas (varbut
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pat vards varda). Savukart, ja ir merkis pateikt — ja, meés esam globals zimols, bet esam loti
tuvu cilvékiem, esam aktuali un klatesoS$i $aja valsti, esam iejutigi un sp&jam pielagoties tiesi
tev, tad varbut ir verts veikt samera ekstrému transkreaciju un lokalizaciju. Tas ir [idzigi, ka ar
zimoliem. Pieméram, ir General Electric, kas razo avio dzin&jus, kuriem ir banka un citas
darbibas jomas, visur paradas General Electric vards, viss grafiski izskatas pilnigi vienadi. Un
ir ar1 Procter & Gamble, uz kuru produktiem pasu uznémuma vardu un logotipu nevar redz&t
vai arl tas ir mazs un novietots aizmuguré uz produkta etiketes. Procter & Gamble pieder
vairaki produkti (pat viena kategorija), tacu paterétajs to nemaz neredz. Un strada abas

pieejas.

7. Kada ir transkreacijas izplatiba Latvija?

E: Fakts, ka m&s esam divkopienu valsts jau liecina par to, ka transkreacija ir diezgan
izplatita. Visi lielie reklamdevg&ji visas (vai vismaz dazas) kampanas doma par to, ka
kampanas zina iedarbosies uz latviesu auditoriju un ka uz krievvalodigo auditoriju. Ta ka
esam maza valsts un neesam paSpietieckami, bet gan dala no globala tirgus, ir skaidrs, ka miisu
tirgli ienak lielie Zimoli ar saviem produktiem, un tad rodas jautajumi par to, kas ir nodefinéts
uznémuma iekSieng, kadai ir jabut tulkoSanas stratégijai. Vai Baltijas valstis un Latvija tiek
uztverta ka nopietns tirgus, kura uzp@mums grib ienakt un veiksmigi darboties, vai
uznémumam ir budzets, lai to daritu, vai uznémuma ieks$gja stratégija atbalsta lokalizaciju.
Kopuma es domaju, ka transkreacija ir diezgan izplatita. Varbiit pietriikst pieejamas,
mérktiecigi izstradatas metodologijas un specialistu, jo neviena tulkoSanas agentiira biitiba
nav sevi pozicion&jusi ka transkreacijas ekspertu, tadel es domaju, ka transkreacijai ir liels

potencials.

8. Vai ir vérojams augoSs pieprasijums péc transkreacijas?

E: Es teiktu, ka tas ir ciklisks process. Biezi vien tam var izsekot, lasot menedZmenta
zurnalus, kuru marketinga sadalas nepartraukti valda diskusijas par /Jocalisation,
globalisation, glocalisation. Mans noverojums ir, ka lai gan pieprasijums péc transkreacijas ir
ciklisks, globalizacijas ietekmé palielinas konkurence, un konkurences ietekmé ir lielaka
nepiecieSamiba efektivak aizsniegt auditoriju un spét atSkirties, Iidz ar to, lai panaktu atdevi
no investicijam, kas tiek iegulditas komunikacija, uzn€mumi sak domat par efektivakiem
risindjumiem, un transkreacija ir viens no veidiem, ka var efektivak nodroSinat to, ka zina
aizsniedz auditoriju. Jamin arT tehnologiskas iesp€jas, jo pieprasijums ir saistits ar digitalajiem
medijiem. Agrak més vargjam runat par reklamu televizija, vidé un drukato reklamu. Saja
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gadijuma atSkiras razoSanas process. Piemé&ram, tiek ierakstita virsruna, ta tiek apstiprinata,
reklama tiek radita televizija, un tad vairs neko nevar mainit. Lidzigi ir ar vides reklamu —
reklama tiek nodrukata un ievietota vidé, un p&c tam to nomainit ir loti grati. Savukart
digitalajos medijos nereti veic dazadus procesus, pieméram, AB testéSanu vai, kad vienlaicigi
tiek palaisti divi tris baneri ar dazadiem tekstiem un tad tiek pétits, uz kura banera klikskina
biezak; ja neklikskina uz neviena banera, tad var méginat pielagot zinu, var atri reaget, atri

test€t vai mainit zinu.

9. Péc kadiem kritérijiem var noteikt, ka transkreacija ir bijusi veiksmiga?

E: Tas ir atkarigs no ta, ka katrs uznp€mums ir defingjis savus mérijjumus. Komunikacijas
mérkis ir, lai cilvéki veic kadu darbibu. Ne vienmer tas ir pirkums; lai gan biezi vien tas ir
pirkums, bet ta var but arT viedoklu apmaina, kontaktu atstasana, tas, ka tu kadam citam
pastasti par produktu — jebkada riciba. Ir uzn@mumi, kas veic mérjjumus finansiali un
pardosanas datos, citi uznpémumi veic izp&ti pirms un péc kampanam jeb sociologisko izpéti,
kura tiek jautats, vai saprati zinu, kadas vertibas tika ieklautas Saja kampana, kas ir
asociacijas, kas izveidojas ar zimolu u.c. Pieméram, uznémums Bite dazreiz veic pirms un péc
kampanas novertejumu, iedalot tirgu latviesu un krievu auditorija. Tad tiek jautats, vai zina
tika saprasta, vai tika izprastas tas paSas vertibas, vai tika uztverts tas pats balss tonis utt. Var
arT pétit to, ko misdienas cilveki parruna socialajos tiklos un kada ir vinu atdeve, jo bieZi vien
reklamas materials tiek radits un tu neredzi rezultatu, tieck novérots tas, ko hermeneitika saprot
ar autors ir miris — tiek uzrakstita gramata un par¢ja interpretacija ir cilvéka rokas. Reizém ir
griti prognozet to, ka cilveki reageés. Mil§ piemérs ir Pasazieru vilciens, kas neattiecas uz
transkreaciju, bet gan izpratni. Tika izveidota akcija Ko dari vilciena? ar domu, ka vilciena
var darit dazadas lietas. Tika izveidots arT heStegs #kodarivilciena, uzdodot jautajumu, ko tu
dari vilciena, kameér tu, pieméram, brauc uz darbu. Tacu heStegus raksta kopa, un cilveki
izlastja nevis Ko dari vilciena?, bet gan Kod ari vilciend! Protams, tam naca klat ar7 attéli un
teksti par alkohola lietoSanu sabiedriskaja transporta.

Domaju, ka veiksme slépjas ne tikai cietajos biznesa raditajos, bet arl novert€§juma caur

sociologiskam aptaujam vai atsauksmém publiskaja telpa, socialajos tiklos u.tml.
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Appendix 2

BLACK FRIED-DAY.

n mcdonalds.latvija

mcdonaldslv
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Appendix 3

GARDELIS

K] mcdonalds.latvija
mcdonaldslv
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Appendix 4

MEDIBAS SAKUSAS!

n mcdonalds.latvija

mcdonaldslv
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Appendix 6
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Appendix 7

Labakais laiks
jauniem sakumiem ir
tagad!
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Appendix 8

Mana milaka vieta

Ir tava azote.
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MAYBEL

MAKE IT HAPPEN
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Appendix 9

GOLOR DRAMA
lip contour palette

4-in-1 l0pu konturéSanas palete:
baze, lupu kenttrfiija; lGpu krasa un spidums.
legusti pilnigaka izskata lupas

1 Nujorkas minute.
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Appendix 11

| BABY LIPS “.5 fmahe

| ¥ MIRDZUMS, NESALIP.
| LOPU SPIDUMS . s
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Appendlx 12

JAUNUMS - LOREAL

[NO PARDROSA MEIKAPA
LIDZ SKAISTAI, TIRAI ADAI AR VIENU
- f VIEGLU KUSTIBU

RARE FLOWERS |

ATTIROSIE LIDZEKLI
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Appendix 13

L'OREAL
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Appendix 14

L'OREA

B PARIS

L

°’reférence

&R H/-SHINE KOMPLEKSU

RECITAL
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Appendix 15

SAKI NE NO_TEIKUMlEM,
SAKI JA KRASAI.
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Appendix 16

Ar jaunajiem ASICS Lightshow apderbiem,
esi redzams ari tumsaja dienakts laika.

9
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Appendix 17

MetaRun

PERFORMANCE MASTERED
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Appendix 18

OPEL ASTRA SPORTS TOURER

ux LED Matrix prieksejas gaismas, joslas skérsosanas bridingjuma sistéma ar stiires

sesciu, prieksejas sadursmes bridingjums ar automatisku bremzesanu — tasir tikai dazas
el Astra droSas braukSanas paligsistemam. Turklat Astra ir aprikota ar Opel OnStar -

wssonigo palidzibas asistentu, kas avarijos gadijuma var glabt dzivibu. Idealaizvele Tev

i gimenei! Cena sakot no 14 770 €*.

Jaudzums kombingtaja cikld90-138 g/km.

BN BUTOSALONI  RIGA | Amserv Krasta, Krosta iela 66, talr.: 47 ©7 8000 Amo Blitz, Skonstes lela 33, tdlr.: 66 00 11 77. Autofaverits, Valgales iela 20, talr.: 67 67 00 00
UM SERVISS  VENTSPILS | Autofavorits, Zvaiginu ie S7A7 0000 DAUGAVPILS | Autofavorits, Kirklu lelo 20, talr.: 67 67 0000

SPEL SERVISS  LIEPAJA | Amserv Liepdjo, Brivibos ielo 1468, 15 JEKABPILS | Pilna Servisa Lizings, A. Pormala iela 40, talr.: 652322 15
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Appendix 20
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14 vadi

kotni.

Més istenojam na

Volkswagen

€0, emedi 102-120 g/km. Degvielas patdeind: 3,9-5.2 V100 km.
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Appendix 21
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Appendix 22

Mekigjiet Gon.apavué

¥p ALFA” Brivibas gatve 372, k s Kalku iela 12/14,
: t/c ,Riga Plaza" M u jela 3

86



Appendix 23

ECCO INTRINSIC TR

JZLABOTS KOMFORTS

CO VEIKALUS MEKLE SAJOS TIRDZNIECIBAS CENTROS
Domi
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SAMSUNG

Samsung QLED TV -
nakotnes TV inovacija

Redlas krasas, Ka hameleons
ko var pat sagarsot telpa

Kvantu punktu tehnologija (Quantum Dot)

labakam attélam un pladakam krasu spektram

2. Samazindts ekrana atspidums un nianséts
krasu kontrasts gan gaiss, gan tumsa vide

zcila redzamiba no jebkuras vietas telpa

Appendix 25

QLED TV

Nianséets
360° dizains
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UIRVAY

ZVAIGZNE
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Zelta stundas

TERRE DE
LUMIERE

L'OCCITANE

% TROVENCE

L’OCCITANE

EN PROVENCE

Sanem sejas kopSanas konsultaciju un bezmaksas paraudzinus L'occitane veikalos T/C Spice. Lielirbes ialz 29,
~ * Galerija Centrs. Audéu iela 16, T/C Alfa, Brivibas isla 372, U/ Stockmann, 12, Janvara iela, Riga, tiessaists www.loccitane.lv

94



Appendix 31

ESTHEDERM
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AANLS

'SAULES AIZSARGELLA
Jgu NIBAS SAGLABASANAI
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: J 2 y and Hair C:
VEICINA SKAISTA IEDEGUMA
VEIDOSANOS

§  vwntacebook comfesthadermity
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KAD IZSMALCH_\IATAS PIEREDZES
PAMATA IR DABAS SPEKS

AURA BOTANICA

NEATVAIRAMIEM, VESELIGIEM MATIEM

98% dabigas sastavdalas*

Ar rokam spiestas Samoa kokosriekstu un argana ellas
legitas atbildiga veida
Nesatur sulfatus un silikonu
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sOreon

HAIR CARE
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JOHN FRIEDA® Expect Perfect™

' lt[l Zz LUXURIOUS dleer
brunette. EPAIR voliinlé BLONDE.
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| INOVACIJA

MOISTU

_ W |egust
- Ynedélas

iPASI MITRINOSA, |
NOMIERINOSA MASKA

'# RARI TAVAI ADAI
IR VAJADZIGA ATPUTA
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PALMOLIVE
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Appendix 38

DIADERMINE

DERMATOLOGIJAS EKSPERTS RUPES PAR JUSU SKAISTUMU

1 8.04.—07.0‘. Vairak par davanu veikalos un www.drogas.lv
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P AR IESS

Huile Prodigieuse*

: B NOURRIT, REPARE, ADOUCIT
BB MULTI-PURPOSE CARE
: B NOURISHES, REPAIRS, SOFTENS

Hl VISAGE, CORPS, CHEVEUX — FACE, BODY, HAIR |
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Appendix 42

LOGONA

NATURKOSMETIK

Dzili attiro$s micelarais adens ar
bio alveju un bio Damaskas rozi.
Intensivai mitrinasanai un S4nu
regeneracijai. Alveja mitrina un
nomierina kairinatu adu. Piemerots
visiem adas tipiem, ari jutigai adai,

maigs un dzili attir“

Aizsargajoss dienas kréms un
nakts kréms ar bio ehinaciju

un vairoglapi jutigai adai. irt] 10! LOGONA
Ehindcija mazina apsartumu : & :‘é ! i LOGONA
un nomierina sakairinatu adu. ! 4 Nt

é‘f.

Vairoglape paatrina 3Gnu
regeneraciju un kolagéna

sintézi ada, samazina siku
bracu veidosanos. P i 82 sy | WTE e
ocons ‘260, [ DIENASFLUIDS =
TS R P S| i

Matéjoss dienas fluids un nakts fluids ar bambusa pulveri
un bio burvjlazdu kombinétai adai. Burvjlazda nodrosina
pretiekaisuma iedarbibu, palidz adai saglabat tas dabigo
mitruma limeni un attira poras, lidzsvarojot adas stavokli.
Sastava esosais bambusa pulveris spéj apsorbét par 200%
vairak sebuma, neka pasa svars, tadéjadi nodrodinot talitéji
pamanamu mateéjosu efektu visu dienu.

legadajies veikalos bi®1éka
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Appendix 43

TVIRTAKAWADA ARTOCCITANE
L’OCCITANE

EN PROVENCE

L'OCCITANE kermena kop3anai izmanto tonizéjo$as mande|u ipasibas. Produkti ne
tikai labi smarZo, bet ir ari neticami efektivi. Ada izskatas gludaka un tvirtaka!

MANDELU DUSAS ELLA
L e { BAROSANA }
Grezna mandelu dusas ella, RS
saskaroties ar Gdeni, klast par
delikatu un maigu Zeleju, kas
maigi apvij Jasu adu. Sastava ir
mandelu ella, kas aizsarga adas
virséjo slani un pieskir adai
garsigu aromatu.

. o ey ..’“‘ “m‘z» S “:‘5’!‘“‘:
IEMILOTAKAIS MANDELU PIENA KONCENTRATS
PRODUKTS 200mi - 43€

Mandelu pienins lieliski baro un mikstina
adu. Tam piemit |oti maiga tekstora un
burvigs ziedosu mande|u aromats. Kermena
ada klast gluda un zidaina, atgriezas tonuss
un elastiba.

PRETCELULITA ZELEJA
200ML - 37€
Mandelu atsvaidzinosa Zeleja
redzami palidz samazinat
celulita paradisanos uz
gurniem, padarot adu tvirtaku.
Ada ir redzami gludaka un
.apelsina mizas efekts"

MODELEJOSA ZELEJA KERMENIM samazinas.
200ML - 45€ £
Atsvaidzino3a Zeleja, kas atri absorbgjas PRETC ELUL[TA
ada. Ta ir bagatinata ar dabiskiem un IED ARBTB A

aktiviem ekstraktiem, tonize un stiprina

na adu. Vizudli nostiprina un

du tonizétu ar mandeju ekstrakta
palidzibu.

Sanem sejas kop3anas konsultaciju un
T/C Spice, Liglirbes iela 29, T/C Galerija C
U/V Stockmann. 12. Janvara i
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FUTURN S Sievietes
B starojumam
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: Naktssveces ella

Silica

¥ Mati-gdg. nagi

m—p

* FUTURA® NAKTSSVEGES ELLA
no savvalas ziedu s&klam
palidz uzturét adas
veselibu un hormonalo
lidzsvaru, ta pozitivi augi un vitamini
ietekmejot sievietes ipasi sievietes
| paﬁsajntu skaistumam.

108



Appendix 45

P AR IESS

Huile Prodigieuse*

: B NOURRIT, REPARE, ADOUCIT
BB MULTI-PURPOSE CARE
: B NOURISHES, REPAIRS, SOFTENS

Hl VISAGE, CORPS, CHEVEUX — FACE, BODY, HAIR |
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[ %
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e

Otrivin’
0,1%

nosies purskalas (tirpalas)
# deguna aerosols, Skidums

Xylometazolini
hydrochloridum

| 2. Mazina deguna tecésanu

1. Atbrivo aizliktu degunu

3. Palidz noveérst
glotadas sausumu

4. Mazina deguna
glotadas tusku

mazinasanai r

Nosies gleivin
mazinimas e

Lietot no 12 godu vecuma lidz 3 reizém diend un ne ilgak par 7 dieném. Uzmanigi izlasiet lietosonas instrukciju
Konsultéjieties ar arstu vai farmaceitu par 2Gju listosanu! Rekidmas devéjs - GlaxoSmithKline Latvia SIA

ZALU NEPAMATOTA LIETOSANA
IR KAITIGA VESELIBAI!
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Hjertemagnyl® e

Oy . 75

1-2 tabletes diena samazina /105 mg Hjertemagny-
asins trombu veidoSanos, S 150 mg/21 mg
mazinot infarkta un insulta risku.

apv

Hjertemagnyl 75 mg un 150 mg lieto akitas un Mognas ooty '
hron_iskas iéé_miskés slimibas gadijuma, ka ar[ primél_'ai 3 ‘s’a'mmna oL
kardiovaskularo slimibu un atkartotu trombozu profilaksei. ®idosanas risk,

Reklamas devajs Takeda Latvia SIA, rek
Pirms lietodanas rupigi izlasiet lietodanas in

s mocab;em Samazin tiom
ama izstradata 11/2015, LV-2015-HMG-03.

strukeiju un konsultéjieties ar arstu vai farmaceity par zalu lietosanu,

ZALU NEPAMATOTA LIETOSANA IR KAITIGA VESELIBAI
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Olfen”

iskais p|5ksteris

pret S apem

140 mg arstniec

Gudrs gajiens

- Olfen’” o

140 mg arstnieciskais pléksteris

140 mg ravimplaaster
me"

00819
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3 Kartn per G, 174 ¥
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Ar celabiedriem

EXTRA
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Magistra darbs ,,Transcreation in Latvian Advertising” (,,Transkreacija reklamas

materialos Latvija”) izstradats LU Humanitaro zinatnu valodu fakultate.

Ar savu parakstu apliecinu, ka petijums veikts patstavigi, izmantoti tikai taja noraditie

informacijas avoti un iesniegta darba elektroniska kopija atbilst izdrukai.

Autors: Zane Vilcina

Rekomendgju/nerekomendgju darbu aizstavesanai

Vaditaja: prof. Gunta Lo¢mele

Recenzents: lekt. Svetlana Korolova

Darbs iesniegts Sastatamas valodniecibas un tulkoSanas nodala 02.06.2017.
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Komisijas sekretare:



