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INTRODUCTION



Nowadays, the whole world becomes as one village. This means a great
need for international exchanges between countries in order to share cultures,
traditions and knowledge. There is also the import and export of multiple products
aiming at citizens’ welfare all over the world. This process relies on advertising,

which is an important marketing operation.

Advertising is a means, which tends to influence, inform and especially to
convince the different categories of product users by attracting public attention
using different means of communication such as newspapers, magazines, internet

and television in order to transmit the exact message in different languages.

Translation has become, with the spread of the consumption in the recent
centuries and with the global export and import of cosmetics products, a necessary
process for companies business. Hence, translation helps meeting the consumer’s
need by providing the information he needs about the product in the language he
understands better. A good advertising translation plays an essential role in
informing customers and persuading them that the product they purchase is the

best.

This is why we have decided to study this special kind of translation based
on a corpus, which consists in selected skin care products of the international

trademark Forever. And our problematic consists in:

-What are the main procedures adopted by the translators of skin care product

brochures from English into Arabic?



Our research also raises another question:

-What are the difficulties a translator faces while translating an advertising

brochure for skin care products?
In an attempt to answer the questions raised by this study, it is hypothesized
that the procedures of advertising translation are:

- The direct translation procedures of VINAY and DARBELNET may be

relevant in such a brochure. Moreover, an accurate selection of terms may help
to make readers understand the advertisement in a simple way and convince them

to become clients.

- Some local words in the source text might be difficult to translate, as well as

some English expressions are not common in the Arabic social context.

Our Methodology of Research is based on the field of Advertising cosmetics
products brochure by comparing between the two advertising texts, source and

target one “English” and “Arabic”.
Our personal motivations about this research:

-Just as we care about cosmetics and makeup material, we also care about the skin

health and the materials we use to preserve it.

-Our attention is drown to the frequent talk about these skin care materials on

social media.



-The progress and development in the formulation achieved by the field of skin

care.

The Objective of this research is in the aim of showing difficulties that translator
can face while doing translation in the advertising Brochure. In addition
examining the different procedures that the translator adopt in advertising

translation.

We choose the book of “GUIDERE, Mathieu(2000), publicité et traduction,
paris, ’'Harmattan.” As a reliable source for its rich information contained in the

book about Translation and advertising.

While doing this work, we encountered some difficulties, and one of them
Is the lack of cosmetics products brochure translated into Arabic so that we can
make a stylistic comparison for instance. We find this very unfortunate for a field
as lively as that of cosmetics. Adding another difficulty, which is the choice of
some words and expressions to translate the brochure (our corpus) from English

into Arabic.
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Chapter |

Advertising and advertising translation
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Advertising permeates the life of the ordinary people, just as the products
do. It is as close as possible to an identification card. It bears the identity of the
product and roams the streets and cities, calling with the name of the product with
the different publicities. it invites the individual to discover any product or service
advantages and benefits with all the necessary information, exciting the consumer
and influencing his lifestyle. Since our research focuses on advertising translation.

This first chapter, which is the theoretical part of our thesis begins by
introducing the concept of advertising, and then we move on to the definition of
the advertising text, its characteristics and elements as well. After that, we define
the advertising translation, the basic elements to advertising translation and its
importance. At least we talk about the cosmetics brochure concept. Finally, we
suggest some translation approaches as well as we focus on the semantic and

syntactic inaccuracies in such a kind of translation.

I-1 Advertising

It is an audio or visual form of marketing communication that employs an
openly sponsored, non-personal message to promote or sell a product, service or
idea. (https:www.nascode.net visited on: 10/9/2022)
I-1-1 Advertising definitions

Advertising according to The Oxford dictionary means “ the activity and
industry of advertising things to people on television, in newspapers, on the

internet, etc.”
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According to Winston FLETCHER (2010): “... First, there is a difference
between advertising and advertisements: advertising is a process, advertisements
are the end result of that process, but the words are often used interchangeably”
Second, and perhaps more importantly, while the public uses the word
‘advertising’ to cover all kinds of publicity, within the advertising industry the
word is used fairly specifically (though even here, confusions arise).

(FLETCHER, 2010: 1)

On the basis of KOTLER’s (1997) point of view. “Advertising is any paid
form of non-personal presentation and promotion of ideas, goods, or services by
an identified sponsor”. (KOTLER, 1997: 58)

In line with the advertising association of the UK, advertising is any
communication usually paid for specifically intended to inform or influence one
or more people.

I-2 Definition of advertising text

An advertising text is that which is made to attract the attention of
consumers’ potential about the product or the service that they wish to promote.
Exactly, we say that advertising text has two objectives: making the product
known by the largest public, and encouraging to buy.

Advertising texts can be elaborated starting from the argumentative texts,
because they explain the reasons that could encourage the consumer to buy a

product.
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The means of information provided by the owner of the deal on a glorious floor
with creative and impactful peculiarities is a difficult matter, and since the task of
attracting attention and persuasion is difficult to achieve, it is necessary to recruit
a striking language and emphasis to attract the consumer.
« Le discours publicitaire de persuasion, sa finalité tout axée sur le
declenchement de gestes de consommation (...) elle consiste a traquer la personne
mediatiquement dans les recoins de sa vie quotidienne. » (TATILON, 1990 :244)
“The persuasive advertising discourse and its purpose are all centered on the
triggering of consumer gestures (...), consists in tracking down the average

person. Media in the corners of his daily life” (our translation)

I-2-1 Characteristics of advertising text

The advertising text harnesses elements that make it a discourse with
countless formal, structural and linguistic characteristics, as (GUIDERE,
2000:32) was able to summarize them in three characteristics.
I-2-1.1 Writing characteristic

It is the apparent image of advertisements and it is known by viewing it,
because the written language is primary material in the advertisement text.
I-2-1.2 Iconographic characteristic

As the visual part of the advertising forms, an integrated format with the
linguistic part and the latter has no chance of penetrating the mind and soul of the

consumer without this unique feature.
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I-2-1.3 Semiotic characteristic

So that the advertising discourse consists of several signs in one format and
this consistency emphasizes the total overlap and complementarity between them.
« ...il s’agit ici de premier niveau de caractérisation du langage, lequel
détermine dans une large mesure tous les autres niveaux. » (GUIDERE, 2000: 39)
“This was the first level of language characterization, which determines largely
all the other levels”. (Our translation)
I-2-2 Elements of advertising text
GUIDERE (2000) defines these three (3) elements as follow:
- brand name, product name and slogan:
I-2-2.1 The brand name
It denotes a company or organization that produces goods or services.
According to The Oxford dictionary: “ it is the name given to a product by the

company that produces it.”

(https://www.oxfordlernersdictionaries.com visited on: 15/9/2022)
I-2-2.2 The Slogan
A word or phrase that is easy to remember used for example by a political
party or in advertising to attract people’s attention or to suggest an idea quickly.
In this context, GUIDERE (2000) says : « En effet, le slogan bénéficie d 'un statut
particulier au sein de [’annonce publicitaire, par son expression, il consiste en
une structure autonome par sa mise en forme, il fait figure de titre ».

(GUIDERE, 2000:104)
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" Actually, the slogan takes benefit of a particular statue in the advertising
announcement. Its expression consists of an autonomous structure and appears
in the form of a title”. (Our translation)
1-2-2.3 The product’s name
It is an investment in product development to launch a new product into the

market. According to GUIDERE(2000) : « Il y d’abord le nom de marque qui
designe [’émetteur ou la créature du produit ... il y ensuite le nom du produit qui
permet d’identifier ['objet de la publicité ». (GUIDERE, 2000:91)

“First, there is the name of the mark that indicates the emitter or the creature of
the product. After there is the name of product that allows identifying the object

of the publicity”. (Our translation)

I-3 Advertising translation
In this subtitle we are going to deal with the study of advertising translation .
I-3-1 Definition of advertising translation

Advertising translation is one of the areas within translation studies that
evolved most rapidly and intensively in the last few decades, in spite of its late
entrance in the academia. Any comprehensive study of this topic requires an
interdisciplinary approach to deal with the complexity of advertising material
production as well as with the complexity of its translation. Aspects like discourse

of advertising, the richness and variety of advertising texts, in different
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participants in the production, distribution and translation stages and the impact
of the media are key issues to consider.

The first studies on advertising translation can be traced back to the 1970s
when Canadian linguists such as TATILON (1978) explored the nature of
advertising translation. Claiming that this translation process involves more than
inter lingual transfer from a written text in SL to another in TL, TATILON (1978)
declared his position in favor of the translatability of this kind of texts, according
to their communicative nature: “...les traducteurs démontrent inlassablement la
possibilité de traduire” (TATILON,1978:75).

“The translators prove tirelessly the possibility of translating ”. (Our translation)

Advertising Translation requires not only an accurate translation but also
a consideration of cultural references and plays on words used in the source text.
In other words, translators of advertising texts must go beyond translating the text
and adapt the message to the target audience.

It can be defined as the fact of transmitting an advertising speech from one
language to another. The subject of advertising translation is a media subject
situated between applied linguistics and sociolinguistic sciences.

Publicity translation is a basic term that includes plenty of different tasks and
advertising differs a lot. Companies use big budget radio, TV, printed media
advertisements and of course their personal website as a great advertising tool.

The translation of the advertisement includes different elements: visual and

audio. All of such require be translating, localizing and probably transcreated in
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order to make sure that the final translated copy of the advert meets the taste of

its targeted audience.

(www.tridindia.com visited on: 5/10/2022)

I-3-2 Basic elements to advertising translation
Now we will walk through a few of the key important things we have to
consider while doing advertising translation.
1-3-2.1 Context
Advertising is basically an art form. Your advertising should have covered
all the information such as what your brand is all about, why buyers need your
products ...etc. the translated advertisement requires to meet the cultural context
of its intended audience.
I-3-2.2 Linguistic context
While translating an advertisement we need to think carefully about the
language. We also have to contemplate how snippets of the advertising copy
might sound. If it goes different from the context, the wrong choice of word may
cause offence or have a bad impact on the brand image.
1-3-2.3 Cultural and socio-historical context
Cultural and socio-historical contexts are not instantly apparent to those who
mainly share their culture with the advertisement creators. They can be quickly

evident to individuals who belong to different backgrounds.
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I-3-2.4 The evolving cultural climate
While translating the advertising material, we need to consider both the
local cultural context as well as the wider global cultural climate. In case, we keep
the advertising away from the awareness of both, either it is possibly missing the
mark or it gets outdated faster. (www.tridindia.com visited on: 5/10/2022)
It is an indispensable communication tool, and it cannot be ignored, it
allows the passing of goods and services lightly and intelligently. It is an activity
with common borders between the world of the advertising industry and the vast
world of communication.
In this same perspective, GUIDERE (2000:41) adds that it is not related to the
translator alone with his personal capabilities, aspirations and his knowledge, but
it rather determines and contributes to internal and external factors, through the

advertising material, including cultural, economic and social factors.

I-3-3 Advertising translation Characteristics:

GUIDERE (2000) speaks of three types of effects in advertising translation:
a/l The effect zero: when the translation does not change anything from the
original text it only makes the sale but positively or negatively.
b/ The positive effect: the translated copy achieves the success and popularity of
the advertising materials in the relevant markets and contributed to bringing them
closer to the consumer because the translation reduced the advertising material

and conveyed the advertising act with all its effectiveness.
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¢/ The negative effect: it happens when the translation of trends or the original

speech makes the advertising campaign in the target language unreliable.

(Translator journal.net/journal/15.advert.htm): visited on: 22/9/2022)

I-3-4 The importance of advertising translation

The importance of advertising translation in today's global world. Its overall
aim is to investigate procedures and limitations affecting advertising translation
from English into Arabic, and concludes that advertising translation should no
longer be disregarded by mainstream translation studies, but rather should be
viewed as a growing genre of translation that affects the lives of people on a daily
basis. The thesis examines how essential the role of translation is in the overall
effectiveness of an advertising campaign. It aims to highlight the techniques
currently used in the field and the challenges that translators face. The thesis
reviews translation theories most pertinent to translating advertisements, and
identifies the necessary skills required by translators in this field. The thesis
compares English and Arabic advertising campaigns and examines how different
procedures used in advertising translations from English into Arabic can affect

the target audience.

(https://scholar.google.com/scholar?hl=fr&as_sdt=0%2C5&qg=+the+importance+of+advertising+trans

lation&oqg=impo visited on: 9/10/2022)
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I-4 Cosmetics brochure concept
The electronic version of the Oxford Learners Dictionary defines it as
follows: “A small magazine or book containing pictures and information about

something or advertising something.”
(http://www.oxfordlearnersdictionaries.com visited on 10/11/2022)

Brochures considered as one of the most interactive, whether press or
electronic. They influence people and convince them in addition to their high
speed in transferring information and modern technology.

In a world led by technology a lots of companies are relying on brochures.
In the goal of transmitting the suitable message, to the clients and in a professional
way. This means of communication contains lots of information. It allows
companies to add references in small area about the product and its function or
ingredients. It permits to convey more information that other printing options.
Brochures also allow the clients to see the caring and devoted side of a company.
When clients can read about how you care, they will trust your company more.

It is a way, which permits to consumers and companies, to communicate about
the different products, this is why translation is important.

(http://www.flottmanco.com visited on: 9/11/2022)

In this respect, GUIDERE (2008) said : « La communication a envahi tous
les domaines de la vie quotidienne, tout le monde veut communiquer des hommes

politique jusqu’a citoyens anonyme. » (GUIDERE, 2008 :7)
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I.e. “Communication invaded all the fields of the daily life, everybody wants
communicate from political men to anonymous citizens.” (Our translation)

He added : « Avec le renouveau de la communication a [l’ére électronique, la
traduction est devenue interculturelle et multimédia. » (GUIDERE, 2008:7)

I.e. “With the renovation of communication in electronic age, translation has

become cultural and multimedia.” (Our translation)

I-4-1Cosmetic products specificities
The specificity of cosmetic products brochure is to display or show the
cosmetic product. It is defined in The Oxford Dictionary as “A4 substance that you

put in your face or body to make it more attractive. “
(Electronic Oxford learner’s dictionaries  Vvisited on 10/11/2022)
While in Cambridge dictionary, it is known as “a substance that you put on face
or body that tended to improve your appearance. ”
(English Cambridge Dictionary)
In other words, cosmetic products are products that help people in their

daily life to look in good image without changing their facial features.

The word “cosmetics” comes from the ancient Greek “kosmetikos”. Kosmos

9% ¢¢

essentially means “order” “ornament” “decorate”.

(https://www.carecreations.basf.com, visited on: 10/11/2022)
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I-5 Procedures of advertising translation
We suggest a brief overview of the three outstanding procedures of VINAY
and DARBELNET (1958) within the framework of direct translation as we think
they would be relevant to our problematic.
I-5-1 Direct translation of VINAY and DARBELNET
These translation techniques are used when the concepts and structure of
the source language can be used in the target language.
I-5-1.1 Borrowing
It is when words or expressions are directly took from the source text and
carried over into the target language. We often use this technique when there is
no equivalent in the target language, such as food or clothing. This can help to
preserve the cultural context of the source text.
English is full of borrowed words that have become parts of the everyday
language. A borrowing is usually written in italics.
Example: café (French), hamburger (German), kimono (Japanese).

(http://mww.intertranslations.co.uk.com visited on: 28/10/2022)

« La question de l’emprunt intéresse les effets de style et par conséquent le
message » (Vinay et Darbelnet, 1958 : 47)
I.e. “The question of borrowing concerns the effects of style and therefore the

message”. (Our translation)
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I-5-1.2 Calque
This is the literal translation of a phrase from one language into another
coining a new term in the target language. In other words, this is the literal
translation of a borrowed word.
Example: the English term ‘skyscraper’ is translated as ‘gratte-ciel’ in French,
« Le calque est un emprunt d’'un genre particulier ».
(Vinay et Darbelnet, 1958 :47)

I.e. “ Calque is a particular kind of borrowing ”. (Our translation)

I-5-1.3 Literal translation

When using literal translation, each word is translated directly. The target
text must be idiomatic and retain the same words’ order, meaning and style as in
the source text.

This technique can miss the nuances of the original text, and is only possible
with languages and cultures that are extremely close.
Example: ‘I want a glass of water’ would be translated literally as:
Ll e LS a0,

VINAY & DARBELNET (1958) define it as follows : «La traduction li
ttérale ou mot a mot déesigne le passage de LD a LA aboutissant a un texte la fois
correct et idiomatique sans que le traducteur ait eu a se soucier d’autre chose

que des servitudes linguistiques.» (Vinay et Darbelnet, 1958 : 48)
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“Literal translation or word by word indicates the passage from SL to TL
resulting in a text that is both correct and idiomatic without the translator having
to worry about anything else than linguistic constraints” (Our translation)

NEWMARK (1988) says that “literal translation ranges from one word to
one word (...) through group to group (...), collocation to collocation(...), clause
to clause (...), to sentence to sentence”.(NEWMARK,1988:69)
I-6 Semantic and syntactic inaccuracies

We will particularly focus on the loss of meaning, the omission and the
addition while translating an advertisement.
I-6-1 Loss of meaning

It is losing the meaning of a sentence or even a part of text and its
effectiveness when translating into a different language. This can happen at the
level of the style, the form, etc.
I-6-2 Omission

In order to adjust linguistically, pragmatically, culturally, or ideologically
the translated texts or their target audiences, professional translators delete words,
phrases, sentences, and sometimes, even more consistent parts of the source texts
by means of this procedure. (http:/Avww.tardfoline.com  visited on: 28/10/2022)

For his part, Jean DELISLE (1999) speaks of the omission in these terms:
« Omission : faute de traduction qui consiste a ne pas rendre dans le texte

d’arrivée un élément de sens de départ sans raison valable » (DELISLE,1999 :60)
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I.e. “Omission: A mistake of translation which consists of not rendering in the
target text an element of sense in the original without a valid reason. ”
(Our translation)
I-6-3 Addition
It is a translation technique by which extra words, short or even long
sentences are added into the translated text to allow closes rendering of the
contextual meaning of the source text while being able to convey the logic,

colloquial style and rhetoric of the target language.

( https://www.speartranslation.com visited on: 28/10/2022)

By the end of this first chapter, it seems like advertising translation clearer
for us. Cosmetics brochure being a subject of this kind of translation seeks how
to convince the consumer, to interest him in such a product. There are different
elements that the translator should take into consideration while doing the process
of advertising translation in this domain.

Moreover, we understood the effects of advertising translation in consumers via
an advertising text, as well as the importance of the basic linguistic and stylistic
elements, which permit to the translator to produce the best translation for such
products.

Finally, this chapter suggests the procedures that can be used in translating a

cosmetics product brochure, to open the way to the second chapter.
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Chapter I

Analytic study of the translation version of
selected Forever living products of skin care



This chapter represents the practical part of our dissertation, it presents our
corpus, which is a skin care products brochure written originally in English and
translated into Arabic. It also gives an overview on the history of Forever Living

products.

The tools used in the analysis of this brochure are selecting the most
inaccuracies and mainly explore some of the translation procedures adopted in
translating the English brochure of skin care products into Arabic. The study also
sheds light on the linguistic and stylistic inaccuracies that appear in the translated

version of the corpus.

I1-1 Historical overview of Forever living trademark

For 40 years, forever has demonstrated a commitment to searching all over
the world to find the purest ingredients from nature and pair them with the latest
scientific advancements. For one purpose to help you and your family look better

and feel better.

The founder, Rex MAUGHAN has a vision of a healthier life for everyone.
That is what led him to launch Forever living products in 1978. He wanted to
bring the tremendous benefits of aloe Vera to people all around the world in order

to help them look better and feel better, and help others do the same.

Rex MAUGHAN founded the company in 1978, after acquiring the

company Aloe Vera of American by the 1990’s. From day one, he had a passion
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for doing things the right way finding the perfect ingredients from the best
sources, working with experts in all areas of the business and making decisions

with integrity.
“ Qur plants, our plantations, our way”

Because we love Aloe, we treat the 50 million Aloe Vera plants in our
plantations a bit differently. Our aloe is harvested by hand and our potent aloe
Vera gel is delicately separated from the leaf before being gently stabilized to

provide you the purest, freshest Aloe Vera gel from plant to product to you.
“ Powerful ingredients «

We have dedicated ourselves to seeking out nature’s best source for health
and beauty and sharing them with the world. Our Aloe Vera products were the
first to receive the international Aloe science council’s Seal of approval for

content and purity.

At Forever, we combine pure Aloe Vera with natural and scientifically
advanced ingredients selected to complement and enhance the benefits of Aloe.
The versatility of Aloe Vera means it can be combined with different ingredients,

and used in many ways to help you and your family look better and feel better.
“ Honest practices “

Forever does not test its products on animals and many of our products

feature the kosher. Halal and Islamic society Seals of Approval. We are so
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confident that everyone will love our products that we offer our customers a 30

day completely satisfied.

The company reported a network of 9,3 million distributes and revenue of
4 billion in 2021. We are very proud that our products have benefited millions in
the United States and over 150 countries around the world. We hope you will be

the next person to experience the amazing benefits of Aloe Vera.

(Official presentation in www.Foreverliving.com)

11-2 Presentation of the corpus: The Electronic brochure of Forever living
tradmark

The corpus that we have chosen for our thesis is an electronic brochure of

“Forever Living tradmark”.

This brochure was originally written in English and published by the Aloe Vera
Company “Forever”. It illustrates different skin care products made of Aloe Vera.

The selected brochure advertises for various kinds of skin and beauty care

products, which consist in:

- Forever Aloe scrub

- Aloe Lotion

- R Factor skin defense Creme

- Firming day lotion

- Mask powder

- Forever Alluring Eyes

- Forever Propolis Creme

- Recovering night Creme
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- Aloe Activator
- Aloe Ever-shield
- Aloe Vera Gelly

We join both versions (Arabic & English) of the corpus to our study just in

the appendix.

11-3 Analytic study of selected Forever living products of skin care

In the process of conveying a message from a language-culture A to a
language-culture B, translators rely on different procedures to accomplish this
task. In some cases, they reach the right meaning and in some others, they face
difficulties that they can fail overcome, and this engenders a loss of meaning in

the target language.

Let’s see to how extend this is true in the following bucket of examples that

we’ve taken from our corpus.

11-3.1 First series of examples: Borrowing

“Ideal as the final step before applying Makeup”.

(Page number 32 from the corpus)

"Zlsla Jesl 522 ES Slla lotion fraiche e zlus JS Jasivy"
(35 ) daia)
“...Mask powder...”
(Page number 32 from the corpus)
“Leles (Bl G b s ik g,
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(35 ) dadua)
“...we use microspheres of jojoba which roll over your skin gently”...
(Page number 28 from the corpus)
“o b aad b SH e (SR a8 ye, 7
(24 8, 3sim)

We notice that the translation of this first series of examples was only

possible by relying on borrowing when giving the equivalent term in Arabic.

Since the terms are used in the social linguistic context of the target society, there
Is no ambiguity or problem in rendering them through a phonetic transcription.
So we can say that suggested translations are acceptable.

11-3.2 Second series of examples: Calque

“They pick up dead skin cells clearing the way for fresh...”

(Page number 28 from the corpus)
" Agal) LAY g ol sl calaly Jy "
(24 & 4aia)

“This defense creme is like a personal body guard.”

(Page number 30 from the corpus)
“... i (g Jlanialy Guadll Gim el A oS5 58 Alan b 15355 Y

(27 @, 4nia)
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“We use microspheres of jojoba will roll...”

(Page number 28 from the corpus)

Msa o) pad il S ) e b e

(24 &) 4ain)

“Made without the harmful antiperspirant aluminium salts.”

( Page number 33from the corpus)
7 okal) Cad o gudalY) 3l (e JAS

(3148 Andua)

For these examples, the process of translation based on calque to render the
meanings and the forms of the terminological expressions written in bold. The
translator in this situation adopted this procedure to bring the expressions that are
common in the source language, well known and used in the field of skin care, to

the target language.

This procedure is justified by the necessity to simplify the meaning and the

very will to introduce the same expressions in the target language.
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11-3.3 Third series of examples: Literal translation

“Skin around the eye area is delicate ...”

(page number 30 from the corpus)
"epadl Jane Jon el Lala Jaxias”
(27 &) Aaia)

“...That your eyes have wrinkles, fine lines...”

(page number 30 from the corpus)

"aeladl) ghghdl) sk aiay "

(27 &) Anina)

“...use microspheres of jojoba which roll over your skin gently”.

(page number 28 from the corpus)
Mol dllay 5 Al s 35 el qua s
(27 b dniia)

We can say that these translations are expressed in a simplified language,
so that the costumer or the reader could easily find what he needs to know about

the product.

34



-"epall e J 2", in this example the translator relays on literal translation it’s an
accurate translation. He kept the right meaning by following the structure of the
source language.
- “wrinkles and fine lines” this example has reached a certain degree of accuracy
since it retains the same meaning of wrinkles and fine lines by giving them the
equivalent "aselaill 5 b shaall", However, if we analyze this procedure of literal
translation, we notice that the translator should add "4aé , L s for fine lines to
keep an accurate translation.
- "akly ellay" here the literal meaning is kept but he didn’t translate each word
directly and also didn’t maintain the same style and structure of sentence as the
ones used in the source text. Nevertheless, it remains a literal translation since the
meaning isn’t lost. So all these terms are doing the job and transmitting acceptable
meanings

This series of examples shows a great degree of accuracy in the literal
translation adopted to render their meanings. We think that the recourse to this

process was judicious and could easily pave the way to reach the desired target.

As a result, in Our corpus the translation is not identical in most cases as it is

given in the source text. So, we focused in the important terms and expressions

that the translator used in the field of skin care products.

35



11-3.4 Fourth series of examples: Omission

> See the translation of the “Aloe Ever-Shield *“ product in the corpus.

We notice in the Arabic version of this product advertising a translation
inaccuracy. In fact, there is the omission of valuable advertising information that

show the real benefit or function of the product such as:

“all day protection gives you the peace of mind you need to tackle your day head

»

on

Such a text is used to convince consumers. Therefore, omitting this phrase in the
target text provokes a loss of meaning and lack of faithfulness regarding the
company and the consumer who hasn’t enough information to purchase the

product.

> See the translation of the “Forever Alluring Eyes ““ product in the corpus.

This is another example of omission in translation. In this case, the
translator has omitted the essential information about the ingredients of the
product, which are Vitamin “E”, Aloe Vera and Jojoba. While this product is
estimated for part of the eye that needs such vitamins in order to keep the skin
around it intact and wrinkle free. That is why we think that mentioning these

information are indispensable in the translated version of the advertisement.
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11-3.5 Fifth series of examples: Addition

» See the translation of the “Aloe Vera Gelly” product in the corpus

In this example, we notice that the translation is based on many additions.
There is an unnecessarily insertion of random information that does not exist in

the original text, into the target text. Among those, we mention for instance:

G -

Jigaadl =
) pdal) tu.l -
. ouadll Al -

> See the translation of the “Aloe lotion" product in the corpus

We note in this example that the translator added words and even a sentence
in his translation, without being mentioned in the source text. Among these, we
mention:

bl 5 Jla A3
YEQPEEA PPN L)

11-3.6 Sixth series of examples: Loss of meaning

e See the translation of the “Aloe scrub “ product in the corpus

In this example, we can say that there is a manipulation of the translation
style, that changed the course of content in this advertising text. Moving away

from the basic essence of translation and rendering a scientific style by a literary
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expression. This changed deeply the information given in the original text, like

the product feature and its ingredients.

For instance using the sentence "<k J: % changed the function and the feature
of the product. “scrub” is a specialized term in cosmetics, which is equivalent to
43" We think that adopting this equivalent would keep the translation more

professional.

*General observations on the translation of the Brochure:
Information added that are important in the field of skin care cosmetic products,

Even if they are not presented in the source language.

“ ... Calming skin irritation...”
".OUL.QM.‘ aw &*.oo"

“ ... Glamorous skin...”

MR B, "

“...Clear skin...”

"...@M sﬂ-oo"
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- The translation is professional regarding the word "irritation" and it is
well placed in the sentence. Because it describe the exact case that deals
with the product, which he meets in the meaning an accurate word as an

equivalent which is "<laggsli,

“Glamorous” he chooses this word to attract the client specially teenagers since
they are obsessed with perfect skin, so the chose of “ 48 » 3 5" which is literal
translation is accurate. The same thing for “clear skin” each girl desire is a
clear skin, translating clear skin as "4dl—=3 4" is suitable for this kind of
content.
We gave in this chapter a historical overview about the Aloe Vera products
Then we presented our corpus and we have chosen some examples from Aloe
Vera products Brochure. After this, we moved to the analysis of some examples.
We noticed that the translator relied on direct translation procedures, borrowing,
calque and literal translation, that allowed him a good translation and a simplified
language for the consumer. The occurrence of some semantic and syntactic

inaccuracies may be simply due to the fact that there’s no perfect translation.
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Conclusion



Advertising translation has become an important kind of translation. It is a
marketing operation that allows companies to introduce and promote their

products.

This thesis is an attempt to explore an Electronic Cosmetics Brochure and to

analyze it using translation procedures.

Eventually, our study has answered the questions of our problematic. It has shown
the procedures, the semantic and syntactic inaccuracies in the process of

translating our cosmetics brochure from English into Arabic.
The most outstanding results, it comes to are:

- The efficiency of the procedures that the translator adopted in addition within
the framework of direct translation of “VINAY and DARELNET”: Borrowing,
calque and literal translation. are relevant in such a brochure of skin care products
— Adopting a simplified language for the target audience; since advertising
translation aims at convincing and persuading the readers/customers, in a way that

they never realize that the texts were translated.

- The advertising translator always faces difficulties while choosing the relevant

words, especially in the social context.

- Picking up the wrong choice of terms or phrases can offend the brand users and

introduce wrong meanings in the message.
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- Some local words in the source text can be difficult to translate but sometimes

it is not the case, because the translator grasps a wide knowledge about this field.

Every company is known thanks to a good advertising of its products, and
that helps improving and developing a business, especially when the translation
of the advertisements is well done.

Bad advertising translations give a negative image of the brand or company. The
development of cosmetic world draws full women attention especially to the bio
products, which constitute a real tendency nowadays.

The following recommendations can be made for the benefit of the
translators and the students who want to work on this type of translation and the

skin care brochures:

Students are recommended to develop their linguistic and cultural knowledge
so that they (students and translators) can avoid inaccuracy or infidelity in their

practice though improve the quality of their translations.

Moreover, students should use specialized dictionaries in the field especially for
the technical terms. We also recommend a little research surfing on the web
or consulting specialists in the field. All these points help the translators to avoid

the wrong choice of texts’ vocabulary.

The perspectives of our research highlight the importance that is given to the

wide field of cosmetics and what are the problematic that can be avoided in the
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future since it’s a recognizable domain, which needs translation mightily for any

student or researcher who tend to deepen a study on this same theme and corpus.

Bring to the end, this study has been managed to show that advertising is an
important variety of translation. And the main goal behind advertising is to

convince an audience to make a specific action.

43



Appendix

1/ The Corpus
The original text and its translation
2/ The glossaries

e Arabic —English Glossary of selected skin care terms
e English — Arabic Glossary of selected skin care term
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1/ The Corpus

Forever
' Aloe Scrub®

! / Unlike some scrubs

that use sharp, harsh
ingredients like crushed
nuts, fruit pits or plastic
microbeads we use
microspheres of jojoba
which roll over your skin
gently. As they roll, they
pick up dead skin cells
clearing the way for fresh,
newer skin below. Gentle
enough for everyday
use, this fine scrub helps
remove debris that clogs
pores and dulls skin
appearance.

FOREVER
ALOFE
SCRUB

[

Aloe Scrub .

bl et Sl % Ghee 200 0a
gedmd (e el izl Lty o) Calal,y
JH e a1 LM suameld e Lall & Lol
fladl sl e oy 50050 &5 >
Aollie dsle vidugall 1oad 5ol | 25 25
i ol g pa

agll w¥le e % 32 1 e M ol Sl

celally lagoms 5o widaly ey 4 4lls

AL s gt gl s
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¥

Aloe
ALOE ) otion
LOTION
On top of Aloe, we
added vitamin E, jojoba
oil, collagen and elastin
to moisturize and help
') skin feel supple. This
) ‘ [ softening lotion includes
apricot kernel oil, which
helps prevent the loss
Tk Jogobe (N of water by creating a
o v § lightweight barrieron
the skin
LDz

Emulsion Aloés

S ur‘ orddls ) Bl Cle , L% f

e 1S Bl B pslindy Lgo gl ) 2 f
csle dels a ol adl 2al ds g 20l AdlSe . ALOE :’
lilly Jlo | i3k ey *ado o5zl a) | LOTION /
Sy 3l a9 86 ¢ el o, S i |
R B T L

S AV B J) el e Al ‘

;
AL e hyie gizall L ',
i

3 i

62.:._,,1|.-.;\.,|.|”8 AL LS |
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L 4

R_\

ACTOR

1N NEIENAS TRl

washing Shew Crow

R®Factor®

Skin Defense Creme

Retain, restore, renew.
Alpha hydroxy acids, also
called fruit acids, exfoliate
and loosen dead skin cells
by dissolving the natural
glue-like substances that
allow dead skin cells to
cling to the surface for far
too long. Old skin cells
create a barrier, so getting
rid ofthese allow the

other ingredients, vitamih
E, retinyl palmitate and
soluble collagen to goto
work on restoring skin's

> - moisture and renewing its
m J appearance. This defense

creme Is like a personal
body guard to your beauty.

R3 Facteur Aloeés

oo Jelidl e saclacally 3,0l o tall
ilaliy Lglaslly sclodd] Jias sl jsaks
u.a‘.)u)n arTJl\:J.s L_fn"éé .\.L"L" &‘LG)J
Bayaz 8,y Lls gLudW! g degadly Ll
B3I p3e o % 35 2 st ) 555
brleo Jaxiny ¢ JloazaVl pilaas
Llos> Blgo0 0 Y dadaie s iy e cliey
oSty ol (2 )l 5 655 524
et s
JJ..J‘ B el 4""5‘;“’ C}:-—b” L)-Q
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Firming Day
Lotion

Before you face the world
and its environmental
effects, arm your face

with Firming Day Lotion.
Scientifically designed to
reduce the signs of aging
by helping the skin to firm,
as well as retexture and
tighten pores. Ideal as the
final step before applying
makeup, this greet-the-
day lotion Is filled with
collagen, vitamins C, E
and B5.

Soin Fermeté Jour
St Lo a2yl &zilly bl ains
sl (i lgradaly 0502 00 e B2
Seainsd 5 Ladly dagailly L 158 LD oS5 0 =2
l‘&"‘f""d aelasy LA, 55 2! ¥ ’ l’
3l 3 00 %391 1 e N 35S ‘
o oo JS Josins J.L..a.:..ﬂl C“'L“'
zLsle J.NJ oJ;.LaS 3! la Lotion Fraiche ke
oSadol LT e Sl Laill ax s Brrsd
055 Sl BV Bl JI Glaly a5y 1gagds
] o i
AL s e zgiell lin
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FOREVER
FAVORITE

A

PRy s
\\{ ik Powder -
FMWL1 0L 20 g emt 7

Mask Powder

After you apply this mask, you'll feel the wonder
of it working. As it tightens, you'll know it's
cleansing your pores. Albumen and corn starch
help tighten, while kaolin absorbs excess olls.
Allantoin and chamomile help condition and
rejuvenate the skin so you feel refreshed when
you wash it of, revealing clean and revitalized skin.

5k Powcer
MWL L O, 20 ) e

g

".
p

§
Masque Poudre Visage

le Masque <oy lActivateur Alogs mes e i

Aol poliall fa 8y 3 4.5 5 Poudre Visage
83l 3 el g (1B glaall g Bl
Aol A it el Ly Syl o o
8yl iy Loglasdl JaS LSS sy

SUOSNL [ T FRRROR 38 | O N ¥ I
ddale Il 1 Jlman¥| il

Lo Iyindly cleg (28 j080ll (po B yieo
UActivateur Alogs  ya § pive dialo
su23 e Jpanl L2 J] Lorg jaly
Tobuit! o5 323530 J1 10 ;yo Loy
el elalls oSz

Wl e S35 ol e
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¥

FORIYIM
ALLUNING
LVES

Forever
Alluring Eye®

They say the eyes are the
window to the soul, so this
important feature deserves
its own product. Just one
look can convey so many
messages and one message
you don't want to send is that
your eyes have wrinkles, fine
lines, under eye-puffness
and dark circles. Skin around
the eye area Is delicate so
we've included emollients
from coconut oil, vitamin E,
Aloe Vera and jojoba. These
moisturizing agents target
highly sensitive skin around
the eyes and help improve
the overall appearance,
suppleness and elasticity.

Créme contour 17

des yeux s
I

233 ey 8l bl fpaall Jmo o p0 :
Nl gl o iy seclocly Lyl |
el Jazes p 3o ety @l dbled LaiSTo l Al L

s

BVl oM 0 % 35 ¢ s S @ i

;Lmag >l -Lo.a.;—w H ;!LQ-A.;-VA\“ c.?L.aJ BN E;
.J.L:.” (e )S,La C}I.Lo." KV-Y
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Aloe Propolis
95 Creme
ALOE A well-loved, flagship

product because it
PROPOLIS  featuresourtwo prized

ingredients: Aloe Vera
CREME and bee propolis. Bee
propolis is a resinous
substance bees use to
[P fortify and protect their
=y e hive. More important

d—

‘ than a hive Is your skin,

! which needs protection
and a natural barrier to

l help keep moisture in.

Eoslwt wes oy One sniff of Aloe Propolis

Creme and you can tell
it's filled with herbal and

botanical ingredients like
chamomile. This thick
= creamis also filled with
o vitamin Aand E.

L { -
s R :
| Aloe Propolis Créme 1}

| ALOL
| PROPOLIS o ol 1) ylonioy ySally 59U & rtoall (sl
| CREME e yally b 2l Bolaally Alaall Ll 3,08 3]
253201 Lol dlaJt &l lomgeld Bagalls
Spadl e rorad E oA pelindy pgills
atsly 3dlodl 3 i) 5Dl igallly daga]

3591 gl e % 7 1 i3I U L,ALL @

TV 402 (g | s %0,46
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% 2 J POy | DU 2l e'L.d-u )

"‘..IF‘S).:Q"JLG

iyl lin

RN | RS

51



Recovering

Night Creme

WWE 208 575

FOREVER"

1
|

i

Recovering
Night Creme

While you sleep, this

night creme goes to

work. We have employed
polysaccharides and
strong humectants to form
a barrier against moisture
loss. A sclertific blend of
collagen and natural lipids,
like apricot kernel oll, help
you wake up to skin that is
youthful in ts appearance—
pliable, smooth and

more taut.

Créme Ressourgante Nuit 4y

»{Ml f

\

v ’f’f?l
Recovering
Night Creme

Nepwy o ow S E
pleita

\a ol 2l 2

mc..a:-LJ..;EJ_JJILDLa-'.:_Jh_,am'LL;s
‘ﬁ w;.,_..i'usxjpmvlmw.u@w
Ools dados sl 5 geie Loglaslly 40 e

ey 55l 50l
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Aloe
j Activator

Create your own fresh
mask by adding Aloe
Activator to our Mask
Powder. This Stabilized
Aloe Vera gel contains
enzymes, amino acids and
polysaccharides, making it
\\ the perfect wetting agent
y to help remove dead skin
‘% cells and condition. Aloe
Activator can be used 2-3
times aweek as partofa

Lator, ////m{ mask or daily, applied with
‘ FL. 0}-_'\"1 18 mi, a cotton ball.

//,

(7

v
t

L

W7
= e

-1'_.

W

V

>

ctivator //m
4FL. 0%“(.! 18 ml

/
-

Activateur Aloes )
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Aloe

Ever-Shield®
Made without the harmful
antiperspirant aluminum
salts found in many other
x deodorants, this underam
protectionglides on smoothly.
ALOE Thanks to the high Aloe
: content, this gentle deodorant
EVER-SHIELD" canbe applied directly after
Powlerans Sité shaving or waxing without
' irritation. All day protection
' glves you the peace of mind
you need to tackle your day
“Twtasoraity | headon.Aloe Ever-Shield®
offers a clean, pleasant scent
that's not overpowering .
——
). aad
» » . ',’;‘\,
Stick Déodorant Aloés __ -
sl s aaelV 23l e I JexSI e I % :
a,J\'l oo S 7 p&-uv-n C—Jﬂb Cagse allaé dylo 1) ALOE

it gy Gbl pypp GTELD %
RIS PRPRN B0 { RS Docdorars i B

disd Ogamey pLill LS ol lslo PCTOIN (DW S eLa.; [\M
adlog dzlaiz v
Sl e gsial) 1 e v
- FOREVER®

67 ax dle 0 2921

N
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FOREVER

E '1 FAVORITE
'v‘
¥  Ale
Vera Gelly
ALOE
If your skin needs
VERA extra care, reach for Aloe
Vera Gelly. Essentially
GELLY identical o the inner leaf
of the Aloe Vera plant,
“ this 100% Stabilized Aloe
N‘ Vera gel soothes and
lubricates sensitive skin.
For temporary relief from
nshing Chuar (o minor skin irritations, this

is Ideal for your bathroom

aswell asyour first-ald

. i kit. Onbe applied, you'll
¢ILOZ [1ie be saying Ahhh-loe Vera

FOREVER? because it feels that
good.

= %
; S Y
Gelée Aloés ¥
5 o g _ ALOE
Julia pigin o gl ol S d VERA
sl olyad e el e Ul Sladl | GELLY
Az agdy 3 8l suzmy *o ] 54 3
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2/ The glossaries

e Arabic —English Glossary of selected skin care terms

circles

Redness Jea)
Sun’s UV Cadd) da
Skin inflammation
8 ) algal)
Effects of tiredness ) )
Breakout AlAS
Aluminium salts as+ialy) 3|
_%_
Chamomile arnn
Skin leather alal) A8
Dry skin Al 3 iy
Rough skin ALdA B iy
Glamorous skin A8 g B iy
Clear skin ddla 5 iy
Bright skin A8 pudia B iy
Clean skin Adudai 5 iy
Powder b s
-
Wrinkles Lelad
Gentle message iaal el
Natural skin exfoliation b pdiall da sl
-z-
Eye puffiness and dark Agha oYW 9 g
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Fat free Goad (e JA
Scratch JEVALY
Line Jad
Invigorated line dgedalad
Skin cell alal) 4,18
Dead cell dia dla
g
Impurities il g
Crack (s
-y
Velvety formula dlads alina
Liquid formula Alilu A
d
Propolis g
Effective and antibacterial LSl Balidaa g Allad Aslie
care
3
Mask gLd
4
Jojoba wax pellets Lisa sl pad iy S
J
Softness RPN
Light touches PETEQLAWN|
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Makeup Geaten

Cream pR A

Detoxifying p ganall ALy 54

Calming skin irritations dgalal) claggill dage

Around eye area Cd) Janaa

Pore plea

Anti-aging A3 il dadlsa

Liquid formula Jila ol
O

Glowing b l&d

Softness dagad
>

Gel of aloe 3 ol aJa
X

Sunscreen i B g
S

To calm down contact iaY) ddags

To rejuvenate the skin b ydil) Japils

To Moisturize

b

-~
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e English —Arabic Glossary of selected skin care terms

-A-
Aluminium salts o sy 3l
Arround eye area Cad) Jasaa
Anti-aging YEQEERAP T
-B-
Breakout
3 AA)
Bright skin 43 e byl
-C-
Clean skin PR R
Clear skin ddla § iy
Crack e
Cream Ak 4
Chamomile sl
Calming skin irritation doalalf cilangill Ainga
-D-
Dry skin A3y byl
Detoxifing a gamd! ALy S
Dead cell Qi dds
-E-
Eye puffiness and dark circles 4aS)a eV § g
Effects of tiredness uail) U
Effective and antibacterial Lttt Balas g Alled 4 le
care
-F-
Fat free Gl G A
-G-
Glamorous skin 43) 4y byl
Gentle massage el el
Gel of aloe 55N a3
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Glowing Bl
-1-

Impurities il g
Invigorated lines iS e da haghi
-J-

Jojoba wax pellets Lsa sl aed iy
-L-

Line Jai
Liquid formula Abib ddpua
Light touche 48,83 dcal
Liquid emulsion Gl aladiona
-M-

Mask gLd
Makeup zlsl
-N-

Natural skin exfoliation Bl e i
-P-

Propolis nse
Powder 3344
Pore alua
-R-

Rough skin ALdA Byl
Redness Jlaa)
-S-

Sun’s UV i) Aai
Skin inflammation B el gl
Skin leather Aal) e
Softness PR
Softness da g2
Sunscreen ruadi (A g
Scratch JEVALY
Skin cell alal) 418
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To calm down contact AiaY) diags

To rejuvenate the skin B Janiuts

To moisturize b i
-V-

Velvety formula Aladal) diua
-W-

Wrinkles Lelal
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Abstract

Our research aims to show the importance of advertising translation in the
field of skin care products. The translation analysis is based on precise procedures
and observations relying on the contrastive approach between the original
language "English" and the target language "Arabic". Our corpus contains a
selection of cosmetic products from the electronic brochure of Forever living
trademark. The study basis in the direct translation procedures of VINAY and

DARBELNET and the various semantic, and syntactic inaccuracies.

Key words:

Advertising Translation, skin care, brochure, translation procedures.
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