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Introduction 

The objective of tourist brochures is to attract visitors to Morocco and support the 

livelihoods of the local people. This is why it is important for tourist entrepreneurs to 

present the area and its attractions in the best possible light in order to increase the interest 

of travelers to visit the location. Henceforth, it can be argued that the mission of the 

translator and the purpose of a translated brochure is to do the same; that is, to present the 

promoted location or event in the best possible light.  

The translator must also keep in mind that the text is directed to foreign visitors with 

different cultural backgrounds (English and Arabic speakers around the world represent 

hundreds of millions of potential visitors). 

Visitors from foreign countries may have little knowledge of the local cultural and natural 

features and describing these features may serve as additional or even primary elements in 

creating attraction to the local area. However, different areas feature different attractions, 

and native visitors may look for different attractions or activities than a foreign visitor in 

the same area. For instance, in Morocco, potential native visitors may be looking for good 

affordable food and playgrounds for their children, whereas foreign visitors may want to 

experience the different seasonal features such as the unique and gorgeous south eastern 

sunset or the unforgettable, no less original sunbathing experience in the deep Moroccan 

Sahara. 

The research problem deals with of whether it is possible to, accurately and faithfully, 

transfer meaning in tourist brochure translations? 

All translators must take into account various aspects when translating a text. The 

translator of a tourist brochure has to make the translation correspond with the original 
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while potentially also decide whether to make omission, additions or other changes to the 

text to explain cultural or natural terms and concepts to a non-native reader who has no 

previous knowledge of them. These terms and concepts are usually well-known to native 

readers and can even be left unexplained in the source language text. 

The goal of this thesis is to see what methods are utilized by translators of selected tourist 

brochures to transfer the intended meaning of the original language brochure into the target 

text, and whether this process has a negative effect on the relevance and attraction of the 

target language brochure.  

This study concentrates on the translation of several tourist brochures collected from the 

Moroccan tourist information offices, as well as websites that promote locations near 

Agadir, Marrakech and Ouarzazate. The brochures are mainly advertising activities and 

locations in the Moroccan tourist golden triangle (Marrakech, Agadir, Ouarzazate) but also 

in the other Moroccan Empire cities like Rabat, Meknes and Fez. There is also a brochure 

with a wider scope that describes food culture from all around Morocco. 

The topic of this study, namely studying the translation of tourist brochures from tourism 

information centers in Morocco was born from Mohand Akli MELLAL‟s connection to 

Morocco and previous interest in the brochures and the differences between different 

language versions. Our background in tourism, hotel and restaurant industries were also in 

a great help in understanding, analyzing and explaining the studied material. 

The main presentation‟s hypotheses would be: 

First of all, did the translator succeed in transferring the essence of the original point 

of view? Secondly, was the choice of modulation and relative theories relevant? 

Finally, was modulation the most efficient way in translating tourist brochures? 

         The data and Methodology section lists the brochures that were collected for this 

study. The selection process and reasons for selection will also be looked at, alongside how 
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the brochures will be analyzed in the analysis section. The theoretical framework and 

earlier research section will describe the chosen literature and general framework used in 

this study, alongside some of the earlier research that helped in the formation of the 

framework.  

The analysis section will apply the concept of translation theory and studies that are 

examined in the theoretical framework section, such as the modulation and the relevance 

theories as proposed by Julianne House in A model for Translation quality Assessment, 

(2004), and the propositions of Peter Newmark (1988), in order to achieve the stated goals. 

The more philosophical concepts by Sperber (1986) and Wilson (1986) and the application 

of their writings to translation by Gutt (1998), as well as the commentary on the mission of 

the tourist brochure translated by Hickey (2004), will also be utilized.  

In the fifth section titled discussion, the findings from the analysis section will be 

discussed. The section will also be covering the entirely of this study, and any possible 

implications of the choices that a translator can make when translating tourists brochures. 

The discussion section is followed by the final section, titled Conclusions. In this section, 

the study itself and the choices made by the translators in the data, theoretical framework 

and analysis will be discusses and summarized, and their suitability and functionality will 

be reviewed. 

To begin this section, it could be useful to think about the purpose and nature of tourist 

brochures, and what the mission of the translator in regarding the text of the brochures. To 

put it simply, tourist brochures are supposed to persuade tourists to 1) visit a particular area 

and 2) visit the attractions/ events in the area, and use the services available. This purpose 

and the mission of the translator will be revisited in the text section, and supported with the 

theoretical framework by Leo Hickey (see Hickey, 2004), who wrote on the effect of 
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tourist brochures on (potential) tourists and whether translators should keep this effect in 

mind when translating the texts in the brochures.  

The types of the brochures vary from fliers to magazine-type brochures. Others have a 

separate brochure for different language versions, which have been counted as a single 

piece of data. The translations are mainly directed from Arabic to English. 

The translators of the different brochures are most likely not the same people, since the 

promoted locations are not affiliated with each other and thus they probably use different 

advertisement companies to produce these brochures. This will likely ensure that the 

brochures present different means which the translators have used to transfer the meaning 

in the translations. 

Some of the brochures described and studied in this thesis are meant for people who are 

already present at the destination or at present in the target country. These brochures, as 

they promote specific locations on a smaller scale, are probably not available in the source 

countries of the potential visitors. However, the websites presented in this thesis are 

possible to visit from almost any place in the world. 

The brochures that will be listed later in this section were chosen out of a number of 

brochures acquired from the Moroccan Tourist information Offices in 2016 and early 

2017. The selection process for the brochures that were to be analyzed in this study 

included the following parameters: 

 The brochure had to contain an English language section that could be assumed to be a 

translation of an Arabic source text. 

 There had to be an adequate amount of text that could be analyzed. This usually means 

at least multiple paragraphs in each text. 

The brochures are basically pieces of data. They will be looked at individually. This means 

that different pieces of text within a single piece of data will be compared to find 
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interesting items to analyze and discuss, according to the goals of the study. The brochures 

and websites will be analyzed separately, but in the Discussion section it will be looked at 

whether any single translation procedure was more prevalent than others. The data that was 

chosen to be analyzed is listed on next. A more in-depth analysis will be provided in the 

analysis section. 

  

1.2 List of brochures to be translated and analyzed 

We have chosen to translate and to analyze in the brochures some titles like the climate 

and the seasons, Crafts and Art de Vivre, A stimulating climate, Sports in contact nature, 

Sun and sand, City of Casablanca, City of Marrakech and City of Meknes 

This section listed the collected data, meaning the tourist brochures which will be analyzed 

in the analysis section. The research methodology was also outlined. Next, the theoretical 

framework of the study will be outlined, and some of the earlier research concerning the 

topic of this study will be reviewed. 

Doing this thesis is a real pleasure for former hotel management and tourism professionals 

(Mohand Akli MELLAL and Mohamed MEZAGUER) that we are. A lot of the things 

studied in the thesis are familiar to us. Nevertheless, we admit that we had some 

difficulties in limiting the number of theories needed for the subject. Thanks to important 

help of Miss Nine, we succeeded to do a more academic work rather than a pure tourism 

professional advertising.  
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Modulation in translation helps to illustrate the difference between literal translation and 

coherent meaning translation. The idea or meaning is the same, but the phrases that are 

used in the source and target languages are different – the source language is not 

translated word-for-word into the target language. 

1. Theoretical Framework and Earlier Research 

Modulation as a framework studies the meaning and language use which are dependent on 

the speaker, or in this case, the writer of the brochure, and the addressee (which will be 

referred to later as recipient), which is the tourist. The concept of the utterance, which for 

the purposes of this study means the translated text in the brochure, is also essential in the 

field of Modulation (see Levinson, 1983:5-34). The context is what the addressee uses to 

infer the meaning of utterance (see Sperber and Wilson, 1986). As stated above, the 

utterances are the texts in the brochures, namely the source language and the target 

language texts. 

 

1.1 Modulation Theory 

According to Gérard Hardin and Gynthia Picot (1990), Modulation is a widely used 

translation technique. Modulation basically means using a phrase that is different in the 

source and target languages to convey the same idea: Te lo dejo means literally I leave it to 

you but translates much better as you can have it.  It obviously changes the semantics and 

shifts the point of view of the source language. Modulation help the translator generate a 

change in the point of view of the message without altering its meaning and without 

generating an unnatural feeling in the reader of the target text. 
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Modulation is often used within the same language. The expressions es fácil de entender (it 

is easy to understand) and no es complicado de entender (it is not complicated to 

understand) are relevant examples of modulation. Although both have exactly the same 

meaning, it is easy to understand  is actually conveying easiness, whereas it is not 

complicated to understand implies a previous assumption of difficulty that we are denying 

by asserting it is not complicated to understand. This type of technique helps the reader a 

lot and it makes him think that this is the exact way of saying things in their language. 

Modulation is defined by Gérard Hardin and Gynthia Picot (1990) as “a change in point of 

view that allows us to express the same phenomenon in a different way”.  We can 

distinguish two types of modulation: 

– Recorded modulation, also called standard modulation: it is usually used in bilingual 

dictionaries. It is conventionally established and is considered by many to be a ready-made 

procedure. 

– Free modulation:  this second type is considered to be more practical in cases where “the 

target language rejects literal translation”. 

There are around eleven categories or types of free modulation: -Negated contrary,  
 
Active for passive, Part for whole, Singular to plural, Indefinite to definite, Positive for  
 
Double negative, change of the point of view, abstract for concrete, cause for effect, and  
 
Space for time 
 

– Negated contrary– is a procedure that relies on changing the values of the source text in 

translation from negative to positive or vice versa. For instance: It is difficult can be 

translated into French as “ce n‟est pas facile” or in Spanish “No es facil”. It should be 

added in this case that these examples are all free translations and their correctness 

depends on the context. Yet, modulations become compulsory when there is a lexical gap 

in opposition. 
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– Part of the whole modulations: e.g. „fille aînée de l‟Église‟ stands for „France‟ 

There are many other procedures that can be used, but they are less frequent. These are: 

abstract for concrete, cause for effect, space for time, etc.  But impersonal or active for 

passive is still the most frequent and useful procedure. An example of the latter is: 

English: He is said to be serious. 

French: On dit qu‟il est sérieux. 

All in all, modulation as a procedure of translation occurs when there is a change of 

perspective accompanied with a lexical change in the target language. Yet, this procedure 

should better be avoided unless it is necessary for the naturalness of the translation. 

 

1.2 Relevance Theory 

Relevance Theory is a pragmatic theory which, according to Sperber and Wilson 

(1986:118-121), presents the idea that the reader, when seeking for meaning in an 

utterance through inference, will choose the most relevant meaning for the utterance, and 

then stop the search entirely. According to Relevance Theory, the correct meaning of an 

utterance is that intended by the speaker (see Sperber and Wilson, 1986:118-121). 

Relevance itself is a philosophical concept that is used by the recipient, that is, the reader  

or a listener, to interpret an utterance, that is, a piece of text or a spoken sentence. The 

recipient processes the utterance and subconsciously attempts to find contexts that would 

help in inferring the utterance. Relevance here can be said to mean the degree of effort that 

it takes to infer the meaning of a given utterance. An utterance with a high degree of 

relevance is easier to infer than an utterance with a low relevance. (Sperber and Wilson, 

1986:155-171) 
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An utterance usually has a meaning or a message that is intended by the original 

communicator to be transferred to the recipient in a form as close to the original intention 

as possible. This is especially true in advertising. However, for the purposes of an 

interview view, it could be said that some works of art, for example, are intended by the 

original communicator, or artist, to especially have a different meaning for different 

recipients. In other words, each viewer of the piece of art forms their own conclusions of 

what the meaning of the piece. Thus, the relevance of the artwork is low enough for each 

recipient to infer a different meaning according to what contexts are available to each of 

them. 

As said earlier, the pragmatic concept of an utterance in this case stands for the texts in the 

brochure. It can stand for both the original and the translated texts. In the field of tourist 

brochures, this means that the utterance should be as explicit and easily inferred as 

possible, to reduce the amount of inferential work that the tourist must do and do not 

present any incorrect or unwanted information about the tourist attractions. The specific 

relation between relevance theory and translation was also discussed by Ernst August Gutt, 

whose ideas will be discussed later in this subsection. 

The above can be applied to the concept of equivalence (and equivalents) in translation, 

which will be discussed more thoroughly in the last paragraph of this subsection. The 

author of the source language text has an agenda and in the case of tourist brochures, it is 

likely to promote the locations and events in a certain area for both native and foreign  

Tourists. Therefore, the translator must do the same, so there should probably be a certain 

degree of equivalence present. 

 The translator still has multiple choices to make about how the meaning will best be 

delivered for the foreign language speaking, non-native audience. 
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Gutt connected relevance Theory to translation in the following way (see Gutt, 1998:43). 

According t him, the concept of optimal relevance, as discussed by Sperber and Wilson 

(1986), is inherently possible to apply to the theories of translation. To reiterate; the 

recipient, when interpreting an utterance, will attempt to identify the speaker intended 

context. The recipient will also assume that the context is needed to interpret the utterance 

correctly, which, as stated earlier, is the interpretation that the speaker intended the 

recipient to have. The recipient will then reach an interpretation that seems correct 

according to the context and which is also worth the effort invested in the process. These 

processes are usually subconscious, the recipient is not aware of them (Gutt, 1998:46). 

When interpreting mainly textual utterances, what the text is labeled to be, i.e. a satire, 

fact, fiction, etc. can further clarify the context to the recipient and help the interpretation 

process. In such situations, when the interpretation process is somehow aides, by context 

or something else, it is said that the relevance is increased. Relevance can also be increased 

when the original communicator and the recipient both agree on the subject. 

Depending on the context, the same utterance can have multiple interpretations. According 

to Gutt (1998:49), variables such as the cultural background of the recipient can alter the 

context. They could also be said to metaphorically “be” the context. According to Gutt 

(1998:49), translation is an interpretive use of language, from the point of view of 

relevance theory. 

 Translation restates in another language what some first stated in a different language. It 

can be compared to quoting or speech-reporting. Thus, when translating something 

cultural, to an audience hose cultural background differs from the native population‟s 

cultural  background, the translation can be compared to “quoting out of context”, which 

can be harmful. Gutt uses the term “secondary communication situations”, due to the 

overtly negative connotations of “quoting out of context” (Gutt, 1998:49). 
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The original communicator usually does not consider the cultural differences when for 

instance writing a tourist brochure in the native language. It can contain completely 

culture-bound terms and concepts which can be impenetrable to non-natives and possibly 

even non-local natives. 

It should be noted that translated brochure texts can be categorized in more ways than what 

have been used here. Some translators might translate while keeping in mind the cultural 

differences between the source language audience and the target language audience. Other 

translators may be translating a given text simply because the promoted service or event 

could lose non-native customers because there was no information available in a language 

that they could understand. In the first case, the translator is attempting to market the 

promoted service or event specifically to the non-native audience. In the second case, the 

translator is repeating what the original communicator has communicated about what is 

being promoted. Usually, the original communicator does not consider cultural differences 

when writing for the source language audience. 

The translator can also have a choice to leave certain things untranslated since they are 

local cultural words or untranslatable place names. This is similar to Newmark‟s concept 

of transference. The foreign language reader will recognize that they are cultural words 

and likely will not pursue the meaning of these words further, or at least will not mind that 

they are left explained in the brochures. Such cultural words can be said to have low 

relevance, but the reader will be unlikely to attempt to infer their meaning. 

 An untranslated and unexplained place name would be of course an example for an overt 

translation. A Place name that is most likely untranslated but is, however somehow 

explained, like the upcoming example the Agadir brochure, would technically be a covert 

translation, since the target text audience is being addresses. More information on overt 

and covert translations will be presented in the next subsection. 
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2. Analyses 

In this thesis, brochures as well as online tourist material have been studied. 

 The online material was subjected to similar analysis as the printed material, but one 

should keep in mind that the Internet is much more flexible medium than the printed page. 

A minor error in the final version of a printed travel brochure may be left uncorrected due 

to costs and time concerns. In a website, such an error can be corrected even after 

publishing. A travel entrepreneur can also change the amount of, and update information 

presented in the website for their location while keeping possible costs low and without 

having the worry about brochure length. 

Generally in the printed brochures, the length of a section or a piece of text does not 

usually exceed one page. In online material, thanks to page scrolling, text sections can be 

longer. In tourism websites, extra information can be added about the local culture or 

biosphere as a bit of interesting trivia, while such information would already be known to 

most native tourists. Tourism websites can also have multimedia content, such as image 

galleries which would greatly increase the costs of a printed brochure, and embedded or 

linked videos, which are impossible to include in a printed page, or even weather 

applications that show the current weather situation (e.g. temperature, wind speed and 

direction).  

Websites can also have social media applications, such as Facebook comments or a 

guestbook that can be viewed by anyone, to possibly see feedback or comments. It should 

be noted that these kinds of differences between different language versions are most likely 

not decided by the translator, but by the entrepreneur, or tourism actor. Thus, the various 

types of cultural filters that have been applied are not necessarily all applied by the 

translator of the target language version. 
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In this section, some chosen brochures have been looked in mind the concepts of 

Relevance Theory, and the translation methods of overt and covert translation. The 

concepts and terms of Peter Newmark have also been applied when their use has been 

recognized. The brochures are not generally analyzed as a whole, but more specific 

examples have been chosen and the concepts and tools mentioned in the previous section 

will be applied. In some cases, the usage of specific items throughout a single brochure 

(that may have been compiled from multiple sources and multiple authors) may be 

discussed. Generally speaking this means that the overt or covert nature of the translation 

will be determined, alongside the methods used by the translators. After this, the 

implications of this choice on the relevance and the intended perlocution will be discussed 

in each analysis. 

Tourist literature can be said to be a quite unique genre of literature. It is, in essence, 

advertising. However, tourist locations can be small in scale and highly cultural, yet they 

need promotion as many as any commercial products do. The traditional task of the 

translator usually includes keeping the translated text faithful to the original. However, it 

could be said that the translation of tourist literature needs to uphold the intended 

perlocution, i.e. the meaning of the source text. Thus, the traditional task has a lesser role 

in the face of attracting non-native tourists to the locations in the area. In the genre of 

tourist literature translation, this can be seen as acceptable, due to the aforementioned 

requirement and mission of attracting tourists to the promoted location or event.The 

analyses of the previous chapter depict some of the various ways that translators can 

transfer the meaning of a source text (modulate it). This is by no means supposed to be an 

exhaustive study of the possible ways to translate tourist brochures. The examples included  

Various degrees of perlocutionary equivalence, referring to the concept discussed by 

Hickey and reported in earlier sections. Hickey presented an important question in 
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perlocutionary pursuits; “Do translators aim at perlocutionary equivalence?” (2004:77). 

Hickey himself did not arrive at any specific conclusion, and the examples he studied were 

slightly different than what were studied in this thesis, that is, the source text was in 

Spanish and the translations that he studied were in English and French.  

According to Hickey, the translators of his examples may have been more detached from 

the source texts and may have done some decisions that hurt the perlocutionary 

equivalence of the target texts due to not being aware of the significance in certain details 

of the source text (ibid.). The details in question had significance in relation to the 

attractiveness of the location. In  

the examples analyzed in this thesis, there seemed to have been effort to improve the 

perlocutionary equivalence of the target text, such as in the Ifrane brochure. While a 

certain air of ruralness and cultural localness can be attractive, too much of it can lead to 

low relevance and therefore lower attractiveness due to the opaqueness of the text to a non-

native reader from a different cultural background. Relevance can thus be improved using 

a cultural filter, a characteristic of a covert translation.  

A cultural filter creates a buffer between the culture of the source text and the reader. 

Cultural filters can be applied in different degrees, with the importance as well as amount 

of equivalence between the texts decreasing as the cultural filter is applied more strongly. 

Sometimes the cultural filter can be applied so strongly that there is hardly any 

translational equivalence at all. However, it could be said that in some cases the relevance 

would be higher and the perlocutionary equivalence has taken the place of translational 

equivalence, although the value of cultural words in tourist literature should be forgotten. 

An overt translation can be attractive to tourists. 

 The tourism entrepreneur may wish to hold on to an air of localness or ruralilty by keeping 

parts of the translated text slightly harder to infer. 
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Transferred words combined with functional equivalents were perhaps the most effective 

keeping the balance between increasing relevance and transferring the perlocution of the 

original, thereby increasing attraction.  This method keeps the cultural attraction as it keeps 

the cultural word of the original, while providing relevance to the word with the functional 

equivalent. On the other hand, transferred cultural words on their own can decrease 

relevance, not aiding the transfer of the perlocution to the target text either. 

Cultural equivalents were used the least, except in the Agadir brochure. Some of the 

instances that were found in the analyses could perhaps be interpreted to be different 

methods of translation. However, we maintain that the instances that were reported to be 

cultural equivalents in the analyses were indeed that. Cultural equivalences eliminate the 

presence of the source culture from the target text, and in increasing relevance, they are 

quite neutral. They may hurt or help the transfer of perlocution, depending on how they are 

used. An overtly cultural term or concept can be culturally filtered for the target culture to 

make it more palatable. In the case of Agadir brochure, for instance, the use of cultural 

equivalents is practically necessary to portray a more understanding of the Amazigh 

society solidarity spirit‟s image for non-native tourists. 

Descriptive equivalents can be used to increase the relevance of a cultural concept by a 

large amount, as they can provide more contexts for the recipient than for instance a 

functional equivalent. However, they do not necessarily achieve the intended 

perlocutionary effect of attraction. On the other hand, when describing cultura l items such 

as food, the attraction of the text may grow, in which case the intended perlocution of the 

original can be said to have been transferred at least partially. 

Perhaps the worst for both increasing relevance and transferring the intended perlocution is 

the method of omission. Pieces of text can of course be omitted from the translation if it 

seems they hold no value for the intended perlocution or for the relevance of the target 
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text. However, in some cases in which omission was used, such as the removed welcoming 

sentences in the taste of Morocco brochure, the transferrable of the intended perlocution of 

the original texts can be said to be suffered. 

Here, in the following, one may found an example of how, a particular brochure among 

those we translated from the source language (Arabic) into the target language (English), 

functions. It‟s pretty much the same pattern that we followed in our ten brochures‟ 

translations. These brochures, mentioned above, could be found in the translation part. 

 

We take some examples to see how modulation process is used in the brochures of the site 

web: www.visitmorocco.com and www.batuta.com  that are included in the Appendices 

section. 

2.1The Climate and the Seasons 

This brochure gives the reader an overall view of the Moroccan climate diversity. It tells 

the tourist that Morocco can be visited at any time of the year. Beaches or mountains, it is 

important to a potential visitor to know what temperatures and weather conditions to 

Expect at different times of the year. In this brochure, many of the cultural words, such as 

place names are from the Amazigh language, instead of Arabic. 

There are four sections in the brochure. Each section shows a different season and what 

activities offered to the visitors by mentioning to them what region to choose. 

Modulation has been used in the brochure in translating from the source language (Arabic) 

into Target language (English). The purpose of using modulation is to transfer of the 

meaning without altering the message. The use of the relevance theory tends to strengthen 

the initial purpose of the brochure which is to attract the biggest number of tourist possible 

to the country. 

http://www.ibn.batuta.com/
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The use of the Relevance theory is present in the brochure, especially by keeping the 

Amazigh origin of the local toponomy (origin of the places‟ names) in order to match the 

prehistoric times of the local places and the Amazigh history which goes back to very old 

times .  It is the case of “Ifrane” which represents a mountain area in the middle area. 

Ifrane means caves in the Amazigh language. The presence of several caves explains the 

choice of the name by the local people. 

Agadir is also a major destination in winter and spring. The principle of cultural filter is 

also used by keeping the Amazigh world Agadir for this major tourist city in southern 

Morocco. Agadir represents a place where Amazigh people keep their crops in order to 

find them in time of need. 

2.2Crafts and Art de Vivre 

In this brochure, tourists from all over the world can admire the popular genius of 

Moroccan people. This popular genius is depicted by the variety of the handmade products 

such as rugs and weaving, exotic crockery, leather and hides as well as amazing table 

decoration. 

 As far as translation, we notice the use of modulation in translating the original brochure 

title: indeed, the Arabic expression “ياة ح ن ال  has been translated thanks to the ”ف

modulation precede by the French expression “Art de vivre” which represents itself a 

borrowing from the French language.  

Another modulation use has been used in translating the subtitle “اوان مزنوعخ”   by the 

English expression “Exotic crockery”. Indeed, the translator gives the reader the equivalent 

point of view in the target language (English) in translating the latest expression rather 

than giving a literal translation or a tracing.  

The relative theory is used to depict the pertinence in translating the original version  



20 

 

“  by “Table Decoration”, That refers to different dishes and as the dish of  ”  المبئلحفنون  

the beginning and the second dish ,ice, drinks, desert…,We feel in this translation the 

pragmatism and the straight forward style of the English language which focus on the 

performance rather than the form. 

The same relative theory is used in translating the subtitle “اللثبغخ" فن  by leathers and 

hides. In fact, this Moroccan art which goes back to ancient times is the handling of leather 

by transforming it to beautiful, exotic, and useful jackets, rugs, and furniture. The famous 

tanneries of Fez or Marrakech are part of the world heritage recognized by the UNESCO. 

This art is so original to Morocco that the French have adopted the world maroquinerie 

(things from Morocco) to describe leather goods, as the work is meticulous and the 

products high quality.  

2.3A stimulating Climate 

This brochure show the amazing diversity of "the most beautiful country" in the world as 

the local people like to call their country, Morocco. In fact, there is an activity to every 

given tourist in any given time: One can ski, climb the mountains or hunt in the different 

tourist destination that Morocco offers to its tourists. 

Modulation is used in this brochure in one of its section‟s title. Indeed, the original, Arabic 

title of one of the brochure sections “ الميبه اللافقخ”  has been translated thanks to 

Modulation theory by “still water runs deep”. Henceforth, we transferred the meaning from 

the Arabic nominative sentence into the English verbal sentence under the title “still water 

runs deep”. 

The relative theory is also used in this brochure in translating the Arabic subtitle “ الٖيل

 by the English subtitle hunting and game. Here, anyone can notice the pertinence ”والطوائل
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of the relationship between the two translations. Knowing that the target English speaking 

people favor games during their vacations, the translator has knowingly put in front the 

activities that the tourists can enjoy in Infrane rather just the natural beauty of the region. 

The last subtitle of this brochure was translated by using the theory of modulation. Indeed, 

we have seen a transfer of meaning from the source Arabic language                        

يت“ ع ي ب ط ناظرو ال م مراعي ل  into the target English language « Mountain pastures and“ ال

countryside »,here we understand the pleasure that we can feel through seeing nature and 

enjoying the time that the shepherds spend far away from the noise of big cities, 

Henceforth, the translator took the meaning as a whole in the source language (Arabic) and 

gave the equivalent point of view in the target language (English). 

Any language specialist would notice the translation of the first subtitle of this brochure. 

Indeed, “ فٖول افوى " has been translated by the author by another season. The reason is 

that English speaking people need more specific details due to the detail oriented nature of 

Shakespear language while Arabic tends to be more general. 

2.4 Sport in contact with nature 

This brochure show the sports opportunities opened to travelers and tourists while 

travelling to Morocco. 

The advertising flyer shows a variety of sports activities such fishing and hunting, 

climbing, riding white waters, caving, etc. 

Modulation is used in translating the original Arabic brochure section‟s title                       

“ الأعلىمن  الوؤيب ” by the English idiomatic expression “Bird‟s eye view”. The relative 

theory is also appropriate for this matter to this section‟s title, for the pertinence is there.  

Another subtitle was translated by using the modulation theory. Indeed, " الؾيبح"الميبه  was 

translated by « white waters », The translator has transferred the meaning from the Arabic 
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source language into the English target one and he/she means that water is the best thing 

that god created without it, there is no life on earth.  

The relative theory is shown in translating the brochure subtitle “  اللهاعبد الهوائيخ“ by 

“Mountain-biking”. We notice here the pertinence for the target language speaker of using 

the adjective mountain, for it is how they latest subjects use their bikes, for refreshing 

mountain activities. 

Another English speaking people activity was translated from the original Arabic      

لق الغجبل“ س  into the English single word “climbing » . The translator has used here“ ت

the modulation theory, for he transferred the conventional meaning from the source 

(Arabic) into the target language (English).  

2.5 Sun and sand 

The brochure covers the immense Moroccan coastline which is long by more than 2500 

miles. The Modulation theory is used here in translating the source language                   

ٌ والَجبؽخ  “  by a verbal form “sunbathing”, for we transferred the original ”  ؽمبمبد الْم

nominative nature of the original Arabic expression into the target  English, verbal nature, 

which expresses action. 

The relative theory was used in this brochure in translating the brochure‟s subtitle               

قت “ ي ت ع  by just “the new medina », for that everybody knows that “ الملينخ الغليلح ال

when we talk about a medina in North Africa means automatically that‟s is old. 

Henceforth, the translator found that it wasn‟t pertinent to use redundancy.   

The brochure source language Arabic main title “ شاطئ شمس وال  was translated by "ال

the target language English expression « sun and sand ». We notice that in the source 

language, the translator choose to highlight the beach as a place while he choose to picture 
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the activity one can enjoy in the target language. We are referring here about the subtle 

translation of the Arabic word “ الْبٛئ » into the English word « sand ». Of course, it 

couldn‟t happen without the use of the relative theory by the author (translator). 

2.6 City of Casablanca 

The brochure covers the City of Casablanca, the economic hub of the Kingdom of 

Morocco. The original Amazigh name of the city is “Anfa” which means “a hill” in the 

Amazigh language. It is also the largest city in the entire North Africa (Morocco, Algeria, 

Tunisia and Libya). Its population of more than  8 million sees every morning the waters of 

the Atlantic Ocean, which limits the west of the country.  

The translation of the brochure from the Arabic source language into the English target 

language is mostly done by using modulation theory. Indeed, we have transfered the 

meaning from the original Arabic tex into the target text by using the procede of 

modulation. In our description of the city, we translated words or phrases like                      

 by “bourgogne district”, which represent an equivalent in English. The ”ؽي الجوقوني “

phrase “برى ك ضاء ا ل ي ب دار ال  was translated by « greater Casablanca » by using the ”ال

same procede of equivalence, thus, modulation theory. 

We also used the relative theory because we judged it is pertinent to keep some of places‟ 

names unchanged like “bab Marrakech”, “Ain Diab”, and “El habous”, etc. Indeed, it is 

always better to keep the original toponomy in the source language origine, so it keeps all 

its identity and speaks more to tourists and visitors in general 

 

2.7 City of Marrakech 

It is probably the most famous city and the major tourist destination in Morocco. 

Marrakech is a combined Word of “Amour” and “Akouch” which, respectively, means 
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“the city of god” in the Amazigh language.Indeed, If you are looking for a haven of 

summer and heat, Marrakech will welcome you in its most beautiful time: between 

September and May. Morocco's third largest city hosts its tourists with great affection, 

opening its doors and colorful colorful markets to the world's tourism delegations, which 

still see this city as a beautiful symbol of the East, while Arabs and Muslims see it as an 

open, flowing and welcoming city.We have used the modulation theory in this Marrakech 

description brochure. Henceforth, we have kept some original Arabic source language 

places‟ names while translating them into the English target language like “Majorelle”, 

“Oued Aseel”, and “Imilchi”. 

The relative theory is also used in order to keep pertinence while translating from the 

Arabic source language text into the English target language text. We can see that in our 

translation of the Arabic expression “"فنزييخ للقيول” by its English pertinent equivalent 

“Folk Art of Riding horses”.  

 

2.8 City of Meknes  

It is one of the four Moroccan Empire cities with Marrakech, Fez, and Rabat. The word 

Meknes comes from the Amazigh word “Imeknassen” which means warriors or 

combatants. A lot of Imeknassen tribe were in the expedition with Tarik ibn ziad in his 

conquest of Spain, in 711. 

Meknes had Access to UNESCO world heritage list. It is more naturally that we have kept 

the original toponomy in our transtions from the Arabic source language text into the 

English target language one. Thus, we kept the names like “Zaytouna”, “sidi Bouzkri”, 

“hamria” unchanged for the pertinence of our translation and in respect of the relative 

theory rule. 
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Modulation theory is also used mostly in all remaining aspects of the descriptive text in 

order to give to the English speaking visitor the closest equivalent point of view of the 

original Arabic text. Thus, we have transferred the meaning as faithful as possible by 

taking in account the different rules of modulation theory that we had, thoroughly, 

analyzed through our thesis. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



26 

 

 Conclusion 

The aim of this study was to choose examples from the genre of tourist brochure 

translation and research how the decisions made by the translator effect the perlocutionary 

equivalence of the target text to the original, or in other words, how the meaning of the 

source text is transferred into the target text, therefore keeping or increasing the attraction 

present in the target text. It was also determined whether the translated texts were either 

overt or covert translations as proposed by House (2004). This theoretically would have 

helped to separate the translations into two binary categories, but it was found that there 

were some overlapping features in some of the translations. 

The data that was collected worked fairly well for the purpose of this study. There was a 

sufficient amount of material to analyze and most of the data that was collected was quite 

suitable for analysis. Of course, the idea for this study was born from viewing the data in 

the first place, so the aptness of the data is no surprise. The online material, especially the 

Moroccan Tourism Office website, was especially interesting to look at due to the ease of 

access and the possibilities made available thanks to the versatility of the online media. It 

could perhaps be interesting to see more examples like the Agadir brochure, with as many 

as five translations in different languages, and compare the different language versions and 

the decisions made by the translators. 

For future studies, online data, meaning tourism websites, could be a worthwhile option to 

look at. There is however a possibility that the information on the website, like anything on 

the Internet, can be altered or even removed. Nevertheless, there can be a vast number of 

things that could be researched from online resources. 
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The theoretical framework of this study, namely Sperber (1986) and Wilson‟s Relevance 

theory, Newmark‟s propositions (1988b), and House‟s concepts, along with Hickey‟s and 

Gutt‟s (1988) writings were also very useful and we think that the support they provided 

for the study was good. So far, we don‟t really find anything lacking in the framework, 

even though some of the concepts were included in the framework later on. The analyses 

were of course a result of the data and the theoretical framework, which were good for the 

purposes of this study. Therefore, we think that the analyses were successful. What was 

surprising in the results was the fact that the translators had in fact attempted to improve 

the transferrable of the intended perlocution, and in some places, succeeded. Another 

unexpected fact was the differences between different language versions that were present 

in the online material. For instance, the amount of additional information presented by the 

English language version of the Moroccan Tourism office‟s website was surprising.  

Potential uses for the results of this thesis could be for instance to inform translators in the 

commercial business of how to best improve relevance and the transferrable of intended 

perlocution. Another way to utilize the results could also be to instruct the translators to 

avoid the methods that have a negative effect on the aforementioned relevance and 

intended perlocution, and by proxy, the attraction of the brochure. 

The results of the study reveal that in some cases, the translators do in fact seem to 

recognise the importance of relevance and the transferral of intended perlocution, thus 

striving to improve relevance and take measures to aid the transferral of intended 

perlocution. In other cases, the translators did not seem to hold relevance and perlocution 

in importance. 
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4. Appendices 

4.1 English Arabic Glossary 

  

Art de vivre ٍانحُاة ف  

Bird‟s Eye View الاػهً يٍ انرؤَا  

Bourgogne ٍانبرقىٍَ ح  

Climbing انجبال تسهق  

Exotic Crockery ٌيتُىػت اوا  

Folk Art of Riding Horses  نهخُىل فُتزَت  

Greater Casablanca انكبري انبُضاء انذار  

Hunting and Game وانطرائذ انصُذ  

Leathers and Hides ٍانذباغت ف  

Mountain Biking انهىائُت انذراجاث    

Mountain Pastures and 
Countryside 

نطبُؼُتا وانًُاظر انًراػٍ  

Sand انشاطئ 

Still Water Runs Deep ِانذافقت انًُا  

Sun and Sand انشاطئ و انشًس  

Sun Bathing وانسباحت انشًس حًاياث  

Table Decoration ٌانًائذة فُى  

The New Madina انجذَذة انؼتُقت انًذَُت  
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White Waters ِانحُاة انًُا  

 

4.2 Arabic English Glossary 

Exotic Crockery  ٌيتُىػت اوا  

Mountain Biking انهىائُت دراجاث         

 Greater Casablanca انكبري انبُضاء دار         

Hunting and Game وانطرائذ صُذ  

Sand شاطئ 

Sun and Sand انشاطئ و شًس  

The New Madina انجذَذة انؼتُقت يذَُت  

Mountain Pastures and Countryside انطبُؼُت وانًُاظر اػٍير  

White Waters  ِانحُاة انذافقت انًُاِ يُا  

Still Water Runs Deep  ِانذافقت يُا  

Bird‟s Eye View الاػهً يٍ رؤَا    

Climbing انجبال تسهق  

Sun Bathing وانسباحت انشًس حًاياث  

Bourgogne ٍانبرقىٍَ ح  

  

Leathers and Hides  ٍانذباغت ف  

Folk Art of Riding Horses نهخُىل فُتزَت  
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Art de vivre ٍانحُاة ف  

Table Decoration ٌانًائذة فُى  

 

4.3 Moroccan National Tourist Office 

PERSONAL INFORMATION 

The Personal Information about Internet Users collected through the Internet 
Site visitmorocco.com is handled in accordance with the provisions of Law 
No. 09-08 on the protection of natural persons as relates to the processing 
of personal data. As such, the Site visitmorocco.com has been reported to 
the National Commission for Controlling the Protection of Personal Data 
(CNDP). 

The personal data collected on the Site visitmorocco.com is intended for use 
by the Moroccan National Tourist Office (MNTO), which may also share it 
with its subcontractors for the purposes of managing the site and the 
services available on said site. 

Data provided voluntarily by Internet Users is employed by the MNTO in its 
role as processing manager for the purposes of managing Internet User 
accounts and access to the services available on the Site. 
The data collected may also be used to send the Site's newsletter to Internet 
Users once they have given their consent. 
In compliance with the aforementioned law, Internet Users have the right to 
access, amend and delete their Personal Information and to object to its 
processing on legitimate grounds. To exercise this right, Internet Users may 
send a letter by mail with their first and last name, contact phone number 
and copy of their national identity card to the following address: Angle Rue 
Oued Al Makhazine/ Rue Zalaga-BP 19-Agdal – Rabat - Maroc 

Morocco offers up a vast variety of landscapes, ranging from beaches to 
mountains to desert to urban jungle. It is also a country where this diversity 
is matched by a real commitment to environmental principles. 

Since the creation of the Moroccan Responsible Tourism Charter and the 
Moroccan Sustainable Tourism Awards, the country has been committed to 
ensuring its tourism industry is eco-friendly and sustainable with a series of 

http://www.visitmorocco.com/
http://www.visitmorocco.com/
http://www.visitmorocco.com/
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standards. Each year, a growing number of businesses and tourist 
destinations in the country are recognized for their environmental 
responsibility. 

To date, 13 Moroccan beaches have been awarded the Pavillon Bleu 
distinction. There are also many hotel and lodging facilities throughout the 
country that have earned the Green Key. All these eco-labels aim to highlight 
the environmental efforts of their owners. 

When it comes to Energy, Morocco is also a stand-out with its high-profile 
Noor Power Station, the world's seventh thermodynamic solar power plant. 
This is a major public works project—though it is first and foremost 
Moroccan, it is also a world effort in terms of expanding the use of 
renewable energy. 

4.4 Ibn Batuta Site Web 

About Batuta 

Muhammad Ibn Battuta was a medieval Moroccan traveler and scholar, 

who is widely recognized as one of the greatest travelers of all time. 

Over a period of more than 30 years, Ibn Battuta explored Africa, the 

Middle East, and most of Asia. Today, the Batuta brand stands for the 

same spirit of exploration as Ibn Batuta did 700 years ago. 

Founded in 2012, Batuta is providing daily to over 15,000 customers the 

means to discover the world of hospitality across the globe. In our 

online store we are offering more than 250,000 hotels in over 250 global 

destinations. 

Our Vision, Mission and Ambition 

The Middle East is becoming increasingly attractive as a hospitality 

region, benefiting the local population as well as visitors from other 

parts of the world. 

Batuta aims to be the 360° hospitality reference brand, offering you as 

our customer genuine value for money services. Batuta stands for 

tailored hospitality solutions, transparency, piece of mind, and support 

at each stage of the experience process. 

Global View, Local Insights 
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On a daily basis, our team of hospitality experts is carefully selecting 

and sharing the best hospitality offerings that suit the requirements of 

the modern customer. Having our roots in the Middle East helps us in 

understanding your requirements. In addition, our vast local experience 

 enhances our hospitality services for those visiting the Middle East. 

 

Best Choice of Accommodation 

Our online store offers you the best accommodation selection for each 

occasion. Whether it is a family event, a business trip, a romantic 

holiday, or pilgrim's journey, we have the best customer-appreciated 

accommodation. 

Our dedicated customer support team is fully equipped to service you in 

the Arabic and English language and to provide tailored advice 

regarding the best locations, the most suitable accommodation 

solutions and amenities that suits your requirements best.    
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4.5 Original text and its translation 

 ­شيس –بحر  –سفر  –سَاحت  ­أغادَر 
 24/01/2017 دَواٌ انسَاحت انيغربٍ

 

 

 

 انشًس وانشاطئ
 

غيه كفيلخ على مهاكى  ٬الري رؽرل المكبنخ الولى ثين نظيهارهب ثبلمغهة ٬همه المؽٛخ الّبٛئيخ

ً في هب الٕكاهح فهي رروفهه على ّبٛئ هملي نبعم يمرك على مٍبؽخ رنبهى العّه كلمرهاد والّم

 يوم على مكاه الٍنخ. 300مّهقخ ٛوال 

 حًاياث انشًس وانسباحت

يوم على مكاه الٍنخ و ّبٛئه الهملي  300المنبؿ العليل الأٍٛوهي لأكبكيه ثّمٍه الٍبٛعخ ٛوال 

منؼ المكينخ مؤهلاد كفيلخ ثٙمبن نعبػ العٛل  ٬النبعم الممرك على مٍبفخ رنبهى العّه كيلومرهاد

لا رنٍى. فأكبكيه من ثين المنبٛق القليلخ الري رروفه على أعمل الفلعبن في الّبٛئيخ وععلهب مكهى 

 الرهفيهي المي رٙمه ثين عنبؽيهب يرٍع لمئبد القواهة الرهفيهيخ.ء كمب أن المينب ٬العبلم

 شاطئ انبحر

ُ المي رمد رهيئره فيمنؼ الآن لعّبق المنبظه الٛثيعيخ فهٕخ الرنىه على الواعهخ الثؽهيخ  في الكوهني

أي وقد ٛبة لهم من اليوم. كمب يوفه لهم منظها ّبملا يّهف على الفليظ ثأكمله. و إن كنرم في 

 أكبكه فلا رفورنكم ىيبهح مينبئهب الكائم الؽيويخ.
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 انقصبت انؼتُقت

غيه أن هما الموقع يرميى ثإٛلالخ  ٬لم رؽرفظ القٕثخ ثأٍواههب ماد الفُُرؽبد 1960إصه ىلىال عبم 

ً ء مّبهكح الفليظ والمينبّبملخ رريؼ لكم  و المكينخ العكيكح. إنه منظه يٍلة الألثبة عنك غهوة الّم

 الري رٙفي على همه المكينخ ؽينهب ثأّعرهب المهثيخ الفبفرخ هونقب وعمبلا.

 انًذَُت انؼتُقت انجذَذة

المكينخ  فٍوف نكرّفون مكبنب قلمب هأيرم له مصيلا: ٬إما مب ارعهرم قليلا إلى العنوة من وٍٛ المكينخ

ً المعمبهي الإيٛبلي "كوكو ثوليرىي ٬العريقخ العكيكح " الري أعيك ثنبؤهب في الرٍعينبد من قثل المهنك

لفبفهح. إنه إنعبه معمبهي إٔيل مرنبٍق رنرّه في مؽلاد الٕنبعخ الرقليكيخ والمٛبعم افي ّكل 

إٔيل و مقكام يّكل فليٛب مرعبنٍب ررعلى فيه هوػ الهويخ المغهثيخ. أمب ٍوق المعوههاد  ٬هائع 

 والمقهى الرقليكي المغهثي فهمب يٍرؽقبن أكصه من معهك ىيبهح عبثهح.

 نهتذكُر

إضغط هَ ٬نيشاهدة شاطئ أكادَر يباشرة

http://www.visitmorocco.com/index.php/ara/node_162/node_208/node_503
http://www.visitmorocco.com/index.php/ara/node_162/node_208/node_503
http://www.visitmorocco.com/index.php/ara/node_162/node_208/node_503
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3.1 Sun and sand 

The leading seaside resort in Morocco deserves its title. A 10km­long  beach of fine sand 

and more than 300 days of sunshine a year. 

Sunbathing and swimming 

With its miraculous climate, providing a minimum of 300 days of sunshine a year, and its 

10km­long beach, Agadir has all you need for a great seaside holidays. Agadir is a member 

of a private club which is part of the world's most beautiful bays. It contains a marina 

which can receive several hundred pleasure boats. 

Seaside 

The developed coastal road allows you to stroll along more of the sea front, a popular place 

for a walk at any time of day. It offers a complete panorama of the whole bay. Don't miss 

visiting the port which is constantly buzzing. 

The old kasbah 

Destroyed by the earthquake of 1960, the kasbah no longer has its crenellated ramparts. 

Nevertheless, this elevated site has a complete view of the bay, the port and the new town. 

It is enchanting at sundown, when the light is flecked with gold. 

The new medina 

Slightly to the south of the city center, this is a place to be discovered with great delight: 

the new medina was reconstructed from the 1990s onwards by Italian architect Coco 

Polizzi. Careful urban development, craftsmen and Restaurants. It is an original and bold 

http://5.39.26.94/index.php/eng/I-get-information/Before-leaving/The-climate-and-the-seasons
http://5.39.26.94/index.php/eng/I-enjoy/Crafts-and-Shopping/Crafts-and-Art-de-vivre
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success, where the Moroccan soul still survives. The jewelry souk and the Moorish café are 

more than worth the detour. 
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  دَواٌ انسَاحت انيغربٍ ­شيس طول انسَت  ­اقايت فٍ انيغرب 
  

  

 انًُاخ و انفصىل

ؽٍة  ٬الّواٛئ أو العثبل : يرعين عليكم معهفخ كهعبد الؽهاهح و الاؽوال المنبفيخ المهرقثخ

 الفٕول.

 الَفو في فٖل الوثيع

ٕؽو ّمٍب مرألقخ في معظم ايبم الٍنخ. ففٕل الهثيع فيه عليل و ممرع ثّكل يٙمن لكم عو المغهة ال

كهعخ مبئويخ في اكبكيه و مهاكُ. و رمنؼ  26و 23فبٓ. و كهعبد الؽهاهح ثه ررهاوػ مب ثين 

 إٛبها هائعب لٕوه عميلخ.ء الاّعبه المىههح و قمم العثبل المكٍوح ثبلصلوط الثيٙب

 انسفر فٍ انصُف

ؽه الري رهة على الٍواؽل كهعبد الؽهاهح المهرفعخ فلال الٕيف. و يعهف عنوة رلٛف هيبػ الث

ً الكثيهء في مب وها ٬الثلاك كهعخ مبئويخ  38اهرفبعب في كهعبد الؽهاهح الري رٕل إلى  ٬عثبل الأٛل

ً الهائع المي يٍوك في العثبل ٕيفب. كمب هو  في الؽبل مصلا في المروٍٛ. فرمرعوا و إنرعّوا ثبلٛق

 مرها( ثمهاعيهب و اّعبههب الكصيفخ  1650ٍفوػ إفهان )على اهرفبع 

ً العليل كائمب على موعك معكم في كل الفٕول!  وّلالارهب. ففي المغهة الٛق

 ءانسفر فٍ انشتا

http://www.visitmorocco.com/index.php/ara/node_248/node_187/node_438/node_469
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لمروٍٛي كهعبد ؽهاهح معركلخ على مكاه الٍنخ على الٍواؽل. أمب على وفه المنبؿ المؽيٛي و ا

ٛ ء المهرفعبد فبلّرب ً المروٍ ثبهك وهٛة. ففي الؽين المي يمكنكم فيه المهبة للرىلظ في عثبل الأٛل

ً الوقد من الٍثبؽخ في أكبكيه ! ٬المكٍوح ثبلصلوط  يرمكن افهون في نف

 انسفر فٍ انخرَف

ه رىكاك الليبلي ٛولا وكهعبد الؽهاهح انففبٙب في المنبٛق الكافليخ. و نظها انه فٕل الهاؽخ: ففي

 لم رثكأ ثعك فمبىال العو منبٍثب للٍثبؽخ في الٍواؽل الثؽهيخ.ء لكون امٛبه الّرب

 للزنكيو

ى ٛول الٍنخ. فرعبلوا واٍرفيورنوع الثلاك علء المنبؿ المعركل للمغهة يٍمؼ ثبلاٍرمربع ثصها
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3.2 The climate and the seasons 

Beaches or mountains: it is important to know what temperatures and weather conditions 

to expect at different times of the year. 

Visiting in spring 

Morocco offers the guaranty of excellent quality sunshine for most of the year. The spring 

is particularly warm and pleasant. In spring temperatures are around 23­26 °C in Agadir 

and Marrakech. The trees are in bloom and the mountain peaks still have snow on them… 

making for fantastic photos. 

Visiting in summer 

The hot summer temperatures are kept in check on the coast by the sea breeze. On the far 

side of the upper Atlas Mountains, the south of the country experiences high temperatures 

(38 °C on average). Take advantage of the cool and the exquisite climate of the mountains 

in summer. For example, as in the Ifrane valley (at 1 650m altitude) with its pastures, 

woodlands and waterfalls. In Morocco, a suitable climate is never far away, no matter the 

season! 

Visit in winter 

The Atlantic and Mediterranean climate provides mild temperatures all year round on the 

coasts. On the uplands, winter is cold and damp. That is why you can go skiing in the 

mid­range Atlas mountains which are covered in snow, at the same time that others are 

swimming in Agadir! 

 

http://5.39.26.94/index.php/eng/I-am-going-to/Other-cities/Ifrane/Active
http://5.39.26.94/index.php/eng/I-enjoy/Other-sports/Sports-in-contact-with-nature
http://5.39.26.94/index.php/eng/I-am-going-to/AGADIR/Unmissable
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Visit in fall/autumn 

This is the season for rest: nights are longer and temperatures fall inland. The winter rains 

have not yet arrived and it is still pleasant to swim in the sea. 

To remember 

The temperate Moroccan climate makes it possible to enjoy the richness and diversity of 

the country all year round. Come and enjoy it! 
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–إقايت فٍ اَفراٌ  جولاث   – تزنج   – صَد   ­ 

 04/02/2017 دَواٌ انسَاحت انيغربٍ

 

 

 يُاخ يُؼش

ٕيك و  ٬هؽلاد ٬من الهٛوثخ ثّكل يكبك يععلكم ررٛيهون ٛهاوح وانرعبّب. عولادء في إفهان الهوا

رمرعوا ثبلمواهك الٛثيعيخ الغنيخ الري روفههب الؽكيقخ وٛنيخ في كل الفٕول. ٬رىلظ  

خريفصىل أ  

 

1650إفهان الري رقع على اهرفبع  ُ ٕيفب وصلوعهب   مرها فوق ٍٛؼ الثؽه رمنؼ الىائهين عوهب المنع

ٗ ّرب ا. فعلى ثعك ءالنبٕعخ الثيب 19 روعك مؽٛخ ميّليفن للرىلظ ومنؽكهاد  ٬كيلومرها عنوة الثلكح 

وع. إنهب رعهثخ عثل "هثهي" الري ٍروفه لكم عنك أول الرٍبقٛبد الصلعيخ منؽكهاد للرىلظ ولا أه

 فهيكح رريؼ لكم الرمرع ثٍكن كافئ ميبّهح عنك ٍفؼ مٍبلك الرىؽلق.

ِ انذافقت  انًُا

يمكنكم القيبم ثٕيك  ٬رعك الثؽيهاد والأنهبه من كنوى إفهان الععيثخ. ففي قلة مغهة كله مفبعآد

ٛ ثيئخ مؽميخ لم رمٍٍهب يك إنٍبن. كيفمب كبن نوع ال ٬أٍمبك الٍلمون والىنعوه ٍمك المي وٍ
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 ٬رفلٕوا من الإههبق و هاقثوارأهعؼ ٛوافخ ٕنبهركم ٬ءاٍرمرعوا ثبلٛثيعخ العمها ٬رٕٛبكونه

 فبلأٍمبك كومب ثبنرظبهكم هنبك!

 انصُذ وانطرائذ

رّرهه إفهان ثكونهب منٛقخ الٕيك الوافه.  ٬إلى عبنة منبظههب العمبليخ الٛثيعيخ الري لا رٙبهى

ٛ غبثبد كلهب ٛ ٬ؽعل ٬فنبىيه ثهيخ ٬أهانة هائك رىفه ثهب الؽيبح الثهيخ المؽليخ الري رىكهه وٍ

ٛ ثقهينخ "ٍويٍها" الٕغيهح المغهثيخ. ومع إٛلالخ الٕثبػ يمكنكم المهبة في هؽلخ ٕيك  ٬عميلخ رؽي

مؽٛخ رعهيثيخ رعنى ء لأنواع مرعككح كصيهح من الٛهائك ثهفقخ مهّكين موي فثهح ٛويلخ. وقك رم إنّب

وملك لهٕك المواهك الؽيوانيخ ثعنبيخ وكقخ. ٬دثكهاٍخ ٍلوك الؽيوانب  

 انًراػٍ وانًُاظر انطبُؼُت

اٍرفيكوا من إقبمركم ثإفهان لىيبهح الأمبكن الٛثيعيخ واٍركّبف الهٙبة الثهكبنيخ والمهاعي العثليخ 

وغبثبد الأهى الهائعخ وكما أّعبه الؽوه والقيقة. عملخ من الععبئة الري رٙم ثين ٛيبرهب ثؽيهح 

وهيه" الممركح على مٍبؽخ رقبهة "أفين 400 هكربه وٍٛ غبثخ للأهى. إنه معقل للعكيك من أنواع  

 الٛيوه النبكهح.

 للزنكيو

ُ وثيئخ ٛثيعيخ ملائمخ للقيبم  ٬ررميى إفهان أو "ٍويٍها المغهة الٕغيهح" كمب يٛلق عليهب ثمنبؿ منع

ء.ثأنّٛخ رمنؽكم قوح وؽيويخ و ٕفب  
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3.3 A stimulating climate 

In Ifrane, the air is so fresh it is invigorating. Markets, excursions, fishing, hunting and 

skiing. Take advantage of the natural resources of the national park at any time of year. 

Another season 

Ifrane, perched at an altitude of 1650m, provides freshness in summer and snow in winter. 

The ski resort of Michlifen, 19km south of the town, and the slopes of Mount Hebri has 

great slopes to hurtle down once the chill sets in. A unique experience and possibilities of 

cozy accommodation right at the foot of the slopes. 

Still water runs deep 

One of the treasures of Ifrane is its lakes and rivers. Come pike or trout fishing in the heart 

of an unexpected Morocco, in preserved and unchanged surroundings. No matter what you 

catch, enjoy the unspoilt nature without reserve, forget stress and watch the bobbing of 

your cork. Fish won't be far away! 

Hunting and game 

An incomparable natural area, the Ifrane region is also a hunting area. Hares, boar, 

partridge – local wildlife roams freely in the superb forests neighboring Morocco's "Little 

Switzerland". From dawn, accompanied by experienced guides, head out on the trail of a 

abundant and incredibly varied game. A research station studying animal behavior 

accurately and carefully monitors the game stock. 

 

http://5.39.26.94/index.php/eng/I-enjoy/Other-sports/Sports-in-contact-with-nature
http://5.39.26.94/index.php/eng/I-enjoy/Other-sports/Sports-in-contact-with-nature
http://5.39.26.94/index.php/eng/I-enjoy/Other-sports/Sports-in-contact-with-nature
http://5.39.26.94/index.php/eng/I-enjoy/Other-sports/Sports-in-contact-with-nature
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Mountain pastures and countryside 

Take advantage of your stay in Ifrane to explore the natural areas and discover the volcanic 

plateaus, the mountain pastures and the splendid cedar, maple and poplar forests. Among 

other marvels, the Afennourir Lake spreads over nearly 1000 acres surrounded by cedar 

forest. It is a favorite destination for many species of rare birds. 

To remember 

Ifrane, Morocco's "Little Switzerland", has a climate and natural environment well­suited 

to restoring health and energy and to calm and rest. 
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ٌ انسَاحت انيغربٍ ­رَاضاث و اكتشاف انطبَؼت فٍ انيغرب   04/02/2017دَوا

  

  

ٌ انطبُؼت  فٍ أحضا

ً في قلة  ٬من الرىؽلق على الصلظ إلى القفى ثبلمظلاد ثبقخ من الأنّٛخ و الهيبٙبد الؽيويخ رمبه

 المغهة.

 انتزحهق ػهً انثهج

ً الكثيه و الرىؽلق المٍرقيم مىيظ ثين هؽلاد الرىؽلق على الصلظ ثبٍرعمبل العكبىين  في عثبل الأٛل

ٛ و الرىؽلق الألثي على الصلظ في مؽٛخ أوكبيمكن  ً المروٍ  ميّليفنأو على الصلظ في عثبل الأٛل

 قهة إفهان.

 تسهق انجبال

 

لمواقع المصيهح للاهرمبم مصل أهمك و عثل أهوكان و فعظ ربغيب و منؽكه يروفه المغهة على العكيك من ا

أمب رٍلق عثل  ٬مرها( يثقى ٙهوهح مؽرمخ (4068ٍيهوا و ريكغين في الهيف. إن رٍلق عثل مغون 

 يرٛلة يومبن للمرٍلقين المؽنكين. ٬روثقبل صبني أعلى قمخ عثليخ في أفهيقيب ثعك عثل كيليمبنكيبهو

 انصُذ و انقُص

http://5.39.26.94/index.php/ara/node_248/node_180/node_391
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فإن ٍمك الرهورب يرم إٛيبكه في وكيبن  ٬إما كبند أٍمبك الىنعوه و الكمه ررهكك على ثؽيهح رٍليد

أؽنٕبل و أٍيف ملول و مغون و في رٍبود العليب. أمب إما هغثرم في هكوة الأمواط و ٕيك كميبد 

على القنبٕين الروعه نؽو ؽين يعة كثيهح من الٍمك فمب عليكم ٍوى الروعه إلى فليظ الكافلخ. في 

 منبٛق ثين الويكان و أهثوعخ و نؽو ؽلقخ واويىاهد.

 نفروسُتا

إم رنظم هؽلاد على ظهه الفيل  ٬عهف المغهة كيف يؽبفظ على صقبفخ هكوة الفيل ٬ثلك الفهٍبن

ً الغهثي ال ٛ و إلى منؽكهاد ٍبغهو و إلى ٍيهوا.إلى الأٛل ً المروٍ  كثيه و الأٛل

 

 انذراجاث انهىائُت

رؽظى هيبٙخ الكهاعبد الهوائيخ ثكوههب ثبلاهرمبم من ٛهف الىائه المي يعّق ممبهٍرهب في قلة 

ً الغهثي الكثيه و في منؽكهاد ٍبهغو و ٍيهوا و كما في عثل ركغين ثبلهيف و في  ٬عثبل الأٛل

 ء.الٕؽها

 ِ انحُتانًُا

ً واك أؽنٕبل و أٍف  هيبٙخ الكبنيونينغ في ميبه ربىهد و ربغيب و الهافرينغ فلال فٕل الهثيع ف

ً و واك ريليمثود و عثل ركغين: مرع مفرلفخ.  ملول و الكنوو كبيبك في أوهيكب و أٍيف نفي

 الاستغىار

http://5.39.26.94/index.php/ara/node_248/node_187/node_436/node_466
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ً ثه من المغبهاد و الممهاد رؽد أهٙيخ. و من ثين أّ هه نعك مغبهح يٙم المغهة عككا لا ثأ

عمقهب )يثلغ مغبهح روغوثيد عنوة ّفّبون و  ٬المبٙيرم رهييئهب ثكايخ القهن  ٬فهيواٛو قهة ربىح

مره( و مغبهح غوهان ثين الوليكيخ و أٍفي قك كبن الفنيقيون قكيمب يرهككون عليهب و هي رففي في  713

 أؽٙبنهب منؽوربد ٕفهيخ.

 انرؤَا يٍ الأػهً

ً الكثيه أو انىلوا ثمظلاركم  و اٍرغلوا أيٙب العولاد  ٬ملالفي ثني اٍموا ثمظلاركم فوق عثبل الأٛل

و الري رنٛلق من مهاكُ. هل رعّقون الٛيهان على مرن  207العويخ المرعككح على مرن ٍيٍنب 

 أو وكيبن الأٛلً./يمكنكم الرؽليق فوق منٛقخ مهاكُ و؟ الٛبئهح الففيفخ ماد المؽهك 

 

 

 

 

 

 

 

 

 

http://5.39.26.94/index.php/ara/node_248/node_187/node_443/node_471
http://5.39.26.94/index.php/ara/node_248/node_187/node_435/node_465
http://5.39.26.94/index.php/ara/node_248/node_187/node_436/node_466
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3.4 Sports in contact with nature 

From skiing to parachute jumping, a wide range of activities and open­air sports are 

enjoyed right in the heart of Morocco. 

Skiing 

The combination of travelling by mule and skiing (known as "mule­skiing") in the High 

Atlas mountains, cross­country skiing in the cedar forests of the Tabular Middle Atlas and 

Alpine skiing at the resort of Oukaïmeden or Michlifen, near Ifrane. 

Climbing 

Morocco is home to several remarkable sites: Aremd, the Djebel Aroudane, the Taghia 

gorges, the Sirwa Massif and Mount Tidighin in the Rif. Climbing Mount M‟Goun 

(4068m) is still a must, and the ascent of Mount Toubkal, the second highest summit in 

Africa after Kilimanjaro, takes two days for experienced climbers. 

 

 

 

 

 

 

http://5.39.26.94/index.php/eng/I-am-going-to/Marrakech/Active
http://5.39.26.94/index.php/eng/I-am-going-to/Other-cities/Ifrane/Active
http://5.39.26.94/index.php/eng/I-am-going-to/Other-cities/Dakhla/Active
http://5.39.26.94/index.php/eng/I-am-going-to/Other-cities/Dakhla/Active
http://5.39.26.94/index.php/eng/I-am-going-to/Marrakech/Unusual
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Fishing and hunting 

While pike and tench are more common in Lake Tislit, brown trout can be fished in the 

wadis of Ahansal, Assif Melloul, M‟goun and in the upper Tassaoute. For surf­casting and 

deep­sea fishing, head to Dakhla Bay. Hunters should head for the Bin El Ouidane and 

Arboua regions, and the ring of Ouaouizert. 

Riding 

A country of horsemen, Morocco has successfully continued the equestrian tradition. 

Horse rides are organized in the western High Atlas, the Middle Atlas and the Saghro and 

Sirwa massifs. 

 

 

Mountain­biking 

The pleasures of mountain­biking are celebrated at all the tracks of the western and central 

High Atlas, the Saghro and Sirwa massifs, as well as Mount Tidighin in the Rif and in the 

desert. 

White waters 

Canyoning at the Aqua­n­Tazart and the Aqua N‟Taghia, rafting in the spring in the 

Ahansal wadi and the Assif Melloul, kayaking in Ourika and Assif Nfiss, the Talembote 

Wadi and Mount Tidighin in the Rif: a wide variety of pleasures! 

Caving 

http://5.39.26.94/index.php/eng/I-am-going-to/Other-cities/AZILAL/Active
http://5.39.26.94/index.php/eng/I-am-going-to/Ouarzazate/Active
http://5.39.26.94/index.php/eng/I-am-going-to/Marrakech/Active
http://5.39.26.94/index.php/eng/I-am-going-to/Other-cities/Chefchaouen/Active
http://5.39.26.94/index.php/eng/I-am-going-to/Other-cities/Chefchaouen/Active
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Morocco has an impressive number of caves and underground networks. Among the most 

famous are the Friouato cave, near Taza – which was opened for visitors at the start of the 

last century – Toghobeit, to the south of Chefchaouen (713m deep) and the Goran cave, 

between Oualidia and Safi, which was already explored at the time of the Phoenicians and 

houses cave paintings. 

Bird's eye view 

Fly high paragliding in the High Atlas or parachuting in Beni Mellal. Also take advantage 

of several aerial routes on board a Cessna 207 available leaving from Marrakech. Does a 

ULM flight tempt you? You can fly over the Marrakech region and/or the Atlas valleys. 

 

To remember 

 

 

 

 

 

 

 

 

http://5.39.26.94/index.php/eng/I-am-going-to/Other-cities/Chefchaouen/Active
http://5.39.26.94/index.php/eng/I-am-going-to/Other-cities/SAFI/Active
http://5.39.26.94/index.php/eng/I-am-going-to/Other-cities/AZILAL/Active
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 هُا انذار انبُضاء

كبىاثلانكب )أو ثبٍم الزؾجّت: كبىا( هي الكلمخ الأعنجيخ لملينخ اللاه الجيٚبء المغوثيخ٬ أكجو ملينخ في 

ٌ وليجيب(. ٍكبنهب  ب أكجو ملينخ في المغوة العوثي كله )المغوة٬ الغيائو٬ رون ًٚ كولخ المغوة وهي أي

ٜ الأٛلَي الزي رؾلّ كولخ  ملايين نَمخ يوون كل ٨النين يجلغ علكهم أكضو من  ٕجبػ ميبه المؾي

المغوة من غوثهب. ؽبٙوح كجيوح رغمع ملينزين اصنزين: اللاه الجيٚبء والمؾمليخ ومؾبفظزين أفويين٬ 

 ٨ٔوكلهم ٍويخ يَُمّون: اللاه الجيٚبء الكجوى. منبفهب معزلل٬ ؽيش يٖل معلل الؾواهح الَنوي إلى 

خ مضل الوٛوثخ والويبػ٬ اللنين يَبعلان على رلطيف الؾواهح في كهعخ٬ وهي رزأصو ثبلمؤصواد الجؾوي

فٖل الٖيف واعزلالهب في الْزبء. إنهب ملينخ ّغو النقيل العبلي والجيود الجيٚبء٬ وهي لؤلؤح ؽقيقيخ 

لا رْجههب ملينخ أفوى في العبلم. لا رزوقف فٖوٕيخ هنه الملينخ الكجوى عنل كونهب أعمل ملن 

مطلخ على المؾي٬ٜ ثل هي العبٕمخ الاقزٖبكيخ للجلاك ومطبههب الأكجو والأهم في الَبؽل المغوثي ال

الجلاك ومينبؤهب الأهم في أفويقيب كلهب. يزغَل الموكي الزبهيقي للملينخ في الملينخ القليمخ الزي يؾيطهب 

بء ٍوه وعلح أثواة٬ أّهوهب "ثبة مواكِ". كمب أنّ أعياء الملينخ رزٚؼ ثْكل كجيو ؽَت الأؽي

الكجيوح المعووفخ فيهب: ؽي "آهد كيكو" في ّوق الملينخ القليمخ٬ الني يٚم المنطقخ الإكاهيخ وؽليقخ 

الغبمعخ العوثيخ٬ وؽي ثوهغون في غوثهب ومَغل الؾَن الضبني عنل ّبٛئ الجؾو. أمب قلت الملينخ 

ل المنبٛق الٖنبعيخ ففيه الملينخ القليمخ وموكي الأعمبل وأهم الفنبكق والَفبهاد. في الْوق روع

والأؽيبء الْعجيخ٬ مضل ؽي الٖفيؼ ٍيلي مومن. كبىاثلانكب ملينخ غنيخ ثبلزنوعبد والأمبكن الَيبؽيخ 

ُ الٖنبعخ الزقليليخ; ٍبؽخ  ً ووه المضيوح٬ مضل ؽليقخ يبٍمينخ وؽليقخ الغبمعخ العوثيخ; ؽي الأؽجب

ٌ ماد الطبثع الأنللَي ثنبفوهرهب الكجيوح الز ً ؽولهب في الليل؛ مَغل الؾَن مؾمل القبم ي يغزمع النب

الضبني وهو وصبلش أكجو مَغل في العبلم؛ مزؾف الفيلا والفنون; الملينخ القليمخ وثبة مواكِ والَوق 

الموكييخ. وفيهب مهوعبنبد ٍنويخ أهمهب: مهوعبن اللاه الجيٚبء ومهوعبن لجولفبه للْجبة 

غليلح في كبىاثلانكب أعمل وأفٚل من الملينخ القليمخ٬ ولكن الموٍيقيين. وهنبك من يقول إنّ الملينخ ال

ٌَ المينبء: المبهينب الغليلح في كبىاثلانكب رٚيف  عليك ٛجعب الوٕول إلى هنبك والؾكم ثنفَك. ولا رن
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هونقبً وعٖويخ وثويقب على المينبء القليم٬ والزغوال هنبك في العٖو والمغوة لا يٚبهيه إلا الزغوال 

بػ الجبكو. يَمونه هنب ّبهع الكوهني٬ِ وهو يْجه ّكلا هثبعيب ٙلعه الأكجو ّبٛئ فيهب في الٖج

ٜ ّبٛئ عين الليبة لمن يؼ ّّ الَجبؽخ والزَفع. عُوفذ هنه الملينخ �المؾي٬ٜ وفي عنوثه ثبلٚج

ب في الؾوة  ًٕ واعبد الؾوثيخ٬ فٖو ّٖ ٛوال القون العْوين في العبلم الغوثي وكبنذ ؽبٙوح في ال

لضبنيخ. الفيلم الني أنزظ عن هنه الفزوح في الملينخ واٍمه "كبىاثلانكب" يعُلّ من أهم الأفلام العبلميخ ا

ّٔ الَينبهيو اللولي٬ يعزجو ٍينبهيو هنا   ـالَينمب المعبٕوح٬ وهوثود ميكي٬ مقز الغوثيخ في ربهي

زؾلس عن كبىاثلانكب الفيلم أفٚل ٍينبهيو ٍينمبئي على الإٛلاق. وقل اّزهو هنا الفيلم للهعخ أنّ من ي

٘ عْبق هنه الملينخ  ٔ غوثي٬ّ فقل يَأل لأول وهلخ: كبىاثلانكب الفيلم أم الملينخ؟ ثع أمبم ّق

ٌ القل  .هٍيقولون ثضقخ: الاصنبن عميلان ثنف
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3.5 City of Casablanca 

Largest city and also the largest city in the entire Maghreb  (Morocco, Algeria, Tunisia and 

Libya). Its population of more than  8 million sees every morning the waters of the Atlantic 

Ocean, which limits the west of the country. 

A large metropolis brings together two cities: Casablanca, Mohammadia Casablanca is the 

foreign word for the Moroccan city of Casablanca, Morocco's edia and two other 

provinces, all of which are called: Greater Casablanca. Its climate is moderate, with an 

average annual temperature of 18 degrees. It is affected by marine influences such as 

humidity and wind, which help to temper the summer heat and moderation in winter. It is 

the city of tall palm trees and white houses, a real pearl unlike any other city in the world . 

The privacy of this great city does not stop at being the most beautiful city on the 

Moroccan coast overlooking the ocean. It is the economic capital of the country and its 

largest and most important airport in the country and its most important destination in 

Africa. 

The historical center of the city is embodied in the old city surrounded by a wall and 

several doors, most notably the "Bab Marrakech". The parts of the city are well known for 

the large neighborhoods known as Art Deco in the eastern part of the Old City, which 

includes the administrative district, the Arab League Park, the Bourgogne district in the 

west and the Hassan II Mosque at the seashore. The heart of the city is the old city, 

business center, major hotels and embassies. In the east there are industrial areas and 

popular neighborhoods, such as the slum district Sidi Moumen. 

Casablanca is a city rich in varied and exciting tourist attractions, such as Yasmina Park 

and the Arab League Park; Al Habas neighborhood and workshops of traditional industry; 
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The Andalusian-style square of Mohamed V, with its large mosque where people gather 

around at night; the Hassan II Mosque, the third largest mosque in the world; the villa and 

the arts museum; The Old Town, the Marrakesh Gate and the Central Market. It has annual 

festivals, the most important of which are: Casablanca Festival and a festival for young 

musicians. There are those who say that the new city in Casablanca is nicer and better than 

the old city, but of course you have to get there and judge yourself. 

And do not forget the port: The new marina in Casablanca adds elegance and modernity to 

the old port, and roaming there in the era of Morocco is only equivalent to roaming in the 

early morning. They call it Corniche Road here, and it looks like a quadrangle with its 

largest beach, the ocean shore, and in the south it is exactly Ein Diaab beach for those who 

love swimming and snorkeling. 

This city was known throughout the  02 th century in the Western world and was present in 

war conflicts, especially in World War II. The film produced in this city, Casablanca, is 

one of the most important western films in the history of contemporary cinema, and Robert 

Mickey, an international screenwriter, is considered the best screenplay scenario ever. The 

movie is so famous that someone who talks about Casablanca to a Westerner may ask at 

first sight: Casablanca, the film or the city? 

Some lovers of this city will say with confidence: The two are just as beautiful 
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 يذَُت يراكش

ٍجزمجو /ثين أيلول :إما كنذ رجؾش عن ملام من الٖيف وؽواهره فمواكِ ٍزَزقجلك في أعمل أوقبرهب

لمغوة رؾزٚن ٍبئؾيهب ثعطف كجيو٬ فبرؾخ أثواثهب وأٍواقهب فضبلش أكجو ملينخ في ا .مبيو/وأيبه

يبؽخ العبلميخ٬ الزي مب ريال روى في هنه الملينخ هميًا عميلاً  َّ الملوّنخ الغنيخ والطبفؾخ أمبم وفوك ال

 .وؽبلمًب للْوق٬ فيمب يوى فيهب العوة والمَلمون ملينخ منفزؾخ وانَيبثيخ ومزقجلخ

هموى هنه الملينخ٬ رلزقي كلهب ورزقبٛع مع أٍواق هنه الملينخ الملأى ؽمبمًب وهي من  ٕٗفي مواكِ 

ثبلعطوه والملاثٌ والؾلويبد والأٛعمخ. يمكنكم أن رٖلوا إلى ٍبؽخ عبمع الإفنبء لززنبولوا مآكل 

َّوق  َّبؽخ الموكييخ٬ ومن هنبك اللفول إلى ال ًْب في الأكْبك المنزْوح في هنه ال ّهيخ وّواءً منع

 الكجيو٬ الني يطيت فيه الٚيبع ورزجع الوّوائؼ والألوان.الزقليليّ 

ووهيّ  ّٚ في مواكِ نهو "واك أٍيل" ثنُيذ عليه قنطوح لعجوه الواعلين٬ ومن ثعل القنطوح من ال

الوٕول إلى ؽليقخ مبعوهيل الجهيخ الفبرنخ الممزلئخ فٚبهًا٬ أو ؽلائق المأمونيخ٬ اللزين رقزلفبن عن 

ني يطغى على الملينخ وعموانهب. إنه نفٌ اللون الجنيّ الني يكَو ٍوه الملينخ الجني ال-اللون الإٔفو

ثبثب٬ً ممّب يٚفي على الزغوال في الملينخ ّعوهًا ثبلَيو عجو عزجبد الزبهيـ  ١ٔالقليم المُؾبٛ ثـ 

ٍَّذ عبم   م. ٠ٕٓٔالعويق لهنه الملينخ الزي رأ

يجخ أو أن يزوعّهوا إلى مزؾف الفن الإٍلاميّ يمكن للمغبموين أن يؾلقوا في هؽلاد المنطبك العغ

للوقوف عن كضت عنل معبلم هنه الؾٚبهح. ويمكن للكَبلى المزوافين المزمزعين ثبلغوّ الغميل٬ أن 

يؾزلوا ٛبولخ وكوٍيبً في أؽل المقبهي المؾيطخ ثَبؽخ عبمع الإفنبء٬ وأن يْزووا صلاس ٕؾف يوميخ 

خ( وأن يْوثوا الْبي المغوثي المُؾلىّ ؽزى الظهيوح٬ قجل أن )ثبلعوثيخ أو الفونَيخ أو الإنغلييي

ينهٚوا ثنْبٛ كجيو ثبرغبه أؽل مطبعم الجللح القليمخ الزي رقلّم الوعجبد المغوثيخ الزقليليخ ثقبلت فبفو 
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ومزميي٬ وعلى هأٍهب الطبعين الْهيّ. هكنا يفعل آلاف الأوهوثيين النين اّزووا ثيوربً هنب وقوهوا 

 رجقى لهم من أيبم في ظلّ الأٛلٌ الكجيو.قٚبء مب 

ملينخ كجيوح رمزلّ ثوفبء رؾذ أقلام عجبل الأٛل٬ٌ ٙبعّخ في مواكي الؾوكخ كمب يليق ثبلملينخ الزي 

رْكل الموكي الضقبفيّ للولخ المغوة. ولكن للاثزعبك قليلا عن ٕقت الملينخ الميكؽمخ يمكنك الزمزع 

َّعليين.ثبلهلوء الوقوه الني يلفّ قجوه الْ  وفبء ال

ومع أنّ الفزوح المفٚلخ لييبهح الملينخ هي الأّهو الأقلّ ؽواهح من أّهو الٖيف إلا أنّ الٖيف يؾمل 

في هنه الملينخ فعبليبد عناثخ٬ يمكن أن رعوّٗ عن ؽواهح الٖيف: مهوعبن الفنون الْعجيخ ثعبىفيه 

بد٬ أو ٍجبقبد "فنزبىيب" للقيول٬ والأهم: وهاقٖيه ومُمضليه ومجزلعي النيوان وملهثي الأفبعي والعوّاف

موٍم اليواط الإملْيلي الني يغوي في إملْيل القويجخ من مواك٬ِ ؽيش يمكن أن يٖل علك الأىواط 

ِّ اليوعيخ معًب إلى  ىوعًب. رفٚلوا إمًا: مكبن وىمبن مليئبن ثبلوّومبنَيخ لإفواط  ٓٗالنين ٍيلفلون ع

 القبرم المبٍيّ من قمُقمه.

أيبم  ٖهمب رغيوّد فططك ورجلّلذ وأنذ في المغوة٬ ؽبول ألا رزوك هنه الملينخ المضيوح قجل ولكن م

من وٕولك. فقل يغٚت ؽينهب ٍبئقو الؾنبٛيو المغزمعون في الَبؽخ الكجيوح ولن يٖؾجوك في نيهخ 

هبها فووٍيخ عويقخ في أنؾبء مواك٬ِ وهثمب لن رغل الوقذ الكبفي لغولخ على الغمبل في ٕؾواء الَ

 الملإقخ للملينخ.
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3.6 City of Marrakech 

If you are looking for a haven of summer and heat, Marrakech will welcome you in its 

most beautiful time: between September and May. Morocco's third largest city hosts its 

tourists with great affection, opening its doors and colorful colorful markets to the world's 

tourism delegations, which still see this city as a beautiful symbol of the East, while Arabs 

and Muslims see it as an open, flowing and welcoming city. 

In Marrakesh, 24 bathrooms, symbols of this city, all converge and intersect with the 

markets of this city full of perfumes, clothes, sweets and food. You can reach the courtyard 

of Al-Ifna Mosque to eat delicious appetizers and refreshing barbecue in the stalls scattered 

in this central square, and from there enter the large traditional market, which is good for 

loss and tracking of smells and colors. 

In Marrakech, the Wad Aseel River was built on it by a bridge to cross the legs. After the 

archway, it is necessary to reach the magnificent Majorelle garden filled with vegetables or 

the Mamounia Gardens, which differ from the brown-brown color that dominates the city 

and its cities. It is the same brown color that adorns the old wall of the city, surrounded by 

17 doors, giving the city a feeling of travel through the ancient history of this city, founded 

in 1062. 

The adventurous can fly in the exotic airship or head to the Museum of Islamic Art to take 

a closer look at the landmarks of this civilization. In the cafeteria surrounding the 

courtyard of the mosque, you can buy three daily newspapers (Arabic, French or English) 

and drink local Moroccan tea until noon, before they are very active towards a restaurant in 

the old town. Traditional Moroccan meals are served in a luxurious and distinctive mold, 
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topped by delicious appetizers. This is how thousands of Europeans who bought houses 

here and decided to spend the rest of their days under the Great Atlas. 

A large city that stretches comfortably under the feet of the Atlas Mountains are crowded 

in the centers of movement as appropriate for the city which forms the cultural center of 

the state of Morocco. But to stay away from the hustle and bustle of the bustling city you 

can enjoy the serene calm that surrounds the tombs of the honorable Samaritans. 

The city's favorite time to visit is the warmer months of the summer months, but the 

summer holds an interesting activity that can compensate for the heat of the summer: the 

Folk Arts Festival with its dancers, dancers, actors, firefighters, snakes and sprinters: The 

Ethiopian wedding season that takes place in Imlachil, near Marrakech, where the number 

of couples who will enter the marriage together can reach 40 pairs. So please: a place and a 

time full of romance to remove the diamond ring from its bottle. 

But no matter how your plans change and you are in Morocco, try not to leave this exciting 

city 3 days before you arrive. Angry crowds may be angry at the large square and will not 

accompany you on a long horseback ride around Marrakech, and you may not have time to 

tour the beauty of the nearby Sahara desert. 
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 يذَُت يكُاس

رلافيلالذ٬ ؽيش رنقَم إلى -مكنبً ثبلأمبىيغيخ رعني "المؾبهة"٬ وهي عبٕمخ عهخ )مقبٛعخ( مكنبً

ٍَّو هنه الملينخ ٛموؽين للهعخ أنهم  عيءين أٍبٍيين: الملينخ الغليلح والملينخ القليمخ. كبن مؤ

َّبثق "فوٍبي المغوة"٬ أٍوح ثفوٍبي لوي الواثع عْو في اهزمّوا  ثزطويوهب وعموانهب فَمّوهب في ال

  .ثبهيٌ

ثعل فٚوع مكنبً للاٍزعمبه الفونَي في القون العْوين٬ قوّه الفونَيون رطويوهب ورؾليضهب٬ فجنوْا 

نهب وّواهعهب. كمب أنّ فيهب الملينخ الغليلح على الطواى الأوهوثي ثموافقهب المقزلفخ ومجبنيهب وثَبري

منبفهب المعزلل في الٖيف )يميل للجووكح ّزبءً( ععل منهب موٛنبً مويؾًب للأوهوثيين وغيوهم٬ وؽوّل 

منطقخ مكنبً إلى منطقخ فلاؽيخ يكضو فيهب الييزون٬ وىيذ الييزون المكنبٍي معووف ثغوكره٬ إلى 

ً موكيًا أٍبٍيبً في عبنت كووم العنت الممزبى الني يُٖلّه ثمعظمه إلى أوهوثب . لنلك٬ رعزجو مكنب

 .المغوة من نبؽيخ اليهاعخ والفلاؽخ

 ـ ً ٍلَلخ عجليخ هائعخ٬ أثوىهب إفوان الزي يؾتّ الَيبػ رَميزهب ث ٜ ثمكنب إلى عبنت اليهاعخ٬ رؾي

  ."ٍويَوا القبهح الأفويقيخ"٬ المليئخ ثبلفيلاد الغميلخ٬ وفيهب منطقخ للزيلظ عنل عجليْ مْليفن وهيوي

 ٌ ويظلّ المعمبه الإٍلامي وموهوس مكنبً الزقليلي من أهمّ مب يفزقو ثه أهلهب٬ ؽيش رغل ثبة الواي

ٜ القيول وٕهويظ الٖواني٬ إلى عبنت الملينخ العزيقخ  ٌ وثبة منٖوه وموث وثبة عليل وثبة القمي

ً ثلفولهب إلى قبئ مخ الزواس العبلمي وعوامعهب ومآمنهب العليلح وأٙوؽزهب وىوايبهب. لنلك ؽظيذ مكنب

 .الزبثعخ لليونَكو

٘ المنبٛق الَيبؽيخ الهبمخ الزي لا يمكن ىيبهح الملينخ من كون الوٕول إليهب٬ مضل:  وهنبك ثع

المنطقخ الَكنيخ ٍيلي ثوىكوي ّليلح الاكزظبظ٬ والؾمويخ٬ وهي المنطقخ الزغبهيخ العٖويخ٬ وٍبؽخ 

والملينخ القليمخ ثَوههب ومعبلمهب مضل الَكبكين وّبهع الهليم العزيقخ والَوق القليم وؽلائق الؾجول 

 .الوواميين
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كمب أنّ عبمع الييزونخ من أقلم مَبعل مكنبً والمغوة عمومًب٬ مُجقيبً ؽزى اليوم على ٛبثعه الإٔلي٬ّ 

 ومعه قٖو الَلطبن إٍمبعيل العلويّ 
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3.7 City of Meknes 

Meknes in Amazigh means "warrior", the capital of Meknes-Tafilalet district, divided into 

two main parts: the new city and the old city. The founders of this city were so ambitious 

that they were interested in its development and construction. They called it Versailles 

Morocco, like Parisian Louis XIV in Paris. 

After being subjected to French colonization in the 20th century, the French decided to 

develop and modernize it, building the new European-style city with its various facilities, 

buildings, orchards and streets. Its mild climate in the summer (tends to cold winter) made 

it a comfortable home for Europeans and others, and around the Meknes region to a region 

where olive farming is abundant, and olive oil is known for its quality, along with excellent 

vineyards, most of which are exported to Europe. Therefore, Meknes is an essential center 

in Morocco in terms of agriculture and agriculture. 

In addition to agriculture, Meknes is surrounded by a magnificent mountain range, most 

notably Ofran, which tourists like to call the "African continent", full of beautiful villas, 

with a ski area at the mountains of Muslin and Héré. 

The Islamic architecture and the traditional heritage of Meknes remain one of the most 

proud of its people. The door of the Rais, the new door, the door of the Thursday, the door 

of Mansour, the horseshoe and the trays of trays, the ancient city, its mosques, its many 

minarets, its temples and its corners. Therefore, Meknes had access to the UNESCO World 

Heritage List. 

There are some important tourist areas that can not be visited without access to the city, 

such as: Sidi Bouzkri residential area is overcrowded, Hamriya, the modern business 
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district, the old Hadim Square, the old market and the gardens of the ropes and the old city 

with its walls and its features such as knives and street fortresses. 

The Mosque of Zaytouna is one of the oldest mosques in Meknes and Morocco in general. 



Laboratoire de domiciliation du master: ………………………………………………………...……….  
 

Summary 

The topic of this thesis concerns the translation of tourist brochures and how the 

message of the original text, along with the intended perlocution, is transferred to the 

translated text. The thesis mainly looks at translations from Arabic to English. The 

analysed translations were found from ten brochures that were collected from the 

Moroccan office of tourism, and another website that promote locations in Moroccan 

cities. The brochures promote locations situated in Morocco which promotes the food 

culture , The climate and the seasons, Crafts and Art de Vivre , A stimulating climate, 

Sports in contact nature, Sun and sand, City of Casablanca, City of Marrakech and City 

of Meknes of this country. The theoretical background for the text includes Relevance 

Theory and the linguistic concepts of locution, and perlocution.  

 

 

 

 يهخص

ِ انرسانت َتؼهق بترجًت انكتُباث انسُاحُت وكُف َتى َقم رسانت انُص الأصه٬ٍ جُبا  يىضىع هذ

ٍ انترجًاث  ٍ ف ً انًقصىد٬ إنً انُص انًترجى. وتُظر الأطروحت بشكم رئُس ً جُب يغ انًؼُ إن

 ٍ ٍ كتُباث تى جًؼها ي يٍ انؼربُت إنً الإَجهُزَت. وقذ تى انؼثىر ػهً انترجًاث انتٍ تى تحهُهها ي

ٌ انًغربُت. وتشجغ انكتُباث  ٍ انًذ يكتب انسُاحت انًغرب٬ٍ ويىقغ آخر نهتروَج نهًىاقغ ف

ٍ انًغرب وانتٍ تروج نهثقافت انغذائُت انًُاخ وانفصىل وانحرف وانف٬ٍ  انًىاقغ انتٍ تقغ ف

ٍ يذَُت انذار انبُضاء٬ ويذَُت  ٍ طبُؼت ٬ وانشًس وانريم٬ ف ويُاخ تحفُز٬ٌ وانرَاضت ف

يراكش ويذَُت يكُاس. وتشًم انخهفُت انُظرَت نهُص َظرَت انصهت وانًفاهُى انهغىَت يٍ 

 أسهىب انكلاو٬ انتكافئ وترجًت انًؼًُ
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