Table of Contents
1. Introduction ........................................................................................................ 10
1.1. Why transcreation? ....................................................................................................10
1.2. Research purpose ...................................................................................................... 11
1.3. Research questions ................................................................................................... 11
1.4. Contribution ..............................................................................................................12
1.5. Delimitation ..............................................................................................................13
1.6. Dissertation structure ...............................................................................................13

2. Translation studies ............................................................................................. 15
2.1. The map and the development of translation studies ..............................................15
2.2. The turns and memes of translation studies – different approaches to describing
the development of a research fields ...............................................................................16
2.2.1. Issues with turns ..................................................................................................................... 19
2.2.2. Translation and memes ......................................................................................................... 19
2.2.2.1. The nature of memes .................................................................................................... 20
2.2.2.2. The equivalence meme .................................................................................................. 22
2.2.3. New terminology .................................................................................................................... 24
2.3. Taking an active stand ............................................................................................ 26
2.4. Context-oriented research ....................................................................................... 28
2.4.1. Why the context-oriented perspective for this study? ...................................................... 31
2.4.2. More on translation in context – the sociology of translation ........................................ 31
2.4.2.1. Translation and networks ............................................................................................. 38
2.4.2.2. Translation and interdisciplinarity ............................................................................... 38
2.4.2.3. Bourdieu and the sociology of translation ................................................................. 38
2.4.2.4. Sociology of translation and invisibility ...................................................................... 40
2.4.2.5. Sociological aspects of functionalism ......................................................................... 41
2.5. Advertising translation vs. transcreation ................................................................. 44
2.6. Localisation vs. transcreation .................................................................................. 46
2.7. Translation vs. transcreation ................................................................................... 50
2.8. Translation dichotomies .......................................................................................... 52
2.9. Descriptive translation studies ................................................................................ 55
2.9.1. On norms ................................................................................................................................ 55
2.9.1.1. Types of norms .............................................................................................................. 56

5

2.9.2. Assumed translation .............................................................................................................. 56
2.10. Conclusion ............................................................................................................. 59

3. Integrated Marketing Communications ............................................................. 60
3.1. Introducing Integrated Marketing Communications ............................................. 60
3.1.1. Bendgate .................................................................................................................................. 65
3.2. Open source brand management ............................................................................ 65
3.2.1. Japanese failure in China ....................................................................................................... 67
3.3. Adaptation of marketing communications ............................................................. 68
3.4. Conclusion ............................................................................................................... 69

4. The concept of transcreation .............................................................................. 70
4.1. On concepts and words ........................................................................................... 70
4.1.1. Transcreation – first of all a word ....................................................................................... 71
4.2. Transcreation and translation ................................................................................. 72
4.2.1. Opposition towards new terminology ................................................................................ 74
4.3. The practitioners’ view ............................................................................................ 76
4.4. Scholars vs. practitioners ......................................................................................... 86
4.5. Conclusion ............................................................................................................... 87

5. Methodology ....................................................................................................... 91
5.1. Qualitative vs. quantitative research methods .........................................................91
5.2. Ethnography ............................................................................................................ 92
5.2.1. Participant observation.......................................................................................................... 94
5.2.2. Ethnographic techniques ...................................................................................................... 96
5.2.2.1. Making observations ...................................................................................................... 97
5.2.2.2. Questioning ..................................................................................................................... 99
5.2.2.3. Interacting with participants ......................................................................................... 99
5.2.3. Researcher roles ...................................................................................................................... 99
5.2.3.1. Complete observer ....................................................................................................... 101
5.2.3.2. Observer-as-participant ............................................................................................... 102
5.2.3.3. Participant-as-observer ................................................................................................ 102
5.2.3.4. Complete participant ................................................................................................... 103
5.2.3.5. How to choose a role and enter the field ................................................................. 105
5.2.4. Reasons for choosing ethnography ................................................................................... 106
5.2.5. Ethnography in translation ................................................................................................. 107

6

5.2.5.1. Ethnography – a growing trend in translation studies? ......................................... 108
5.2.6. Organisational ethnography ............................................................................................... 109
5.2.6.1. Terminological discussion .......................................................................................... 111
5.2.7. Ethnography and case studies ............................................................................................ 112
5.2.8. Challenges to ethnography ................................................................................................. 117
5.2.8.1. Time span ...................................................................................................................... 119
5.2.9. Building an ethnographic study ......................................................................................... 120
5.3. Research design ...................................................................................................... 121
5.3.1. Ontological and epistemological considerations ............................................................. 122
5.3.1.1. Ontology........................................................................................................................ 122
5.3.1.2. Epistemology ................................................................................................................ 123
5.3.2. Scientific worldview ............................................................................................................. 124
5.3.3. Strategy................................................................................................................................... 125
5.3.4. Methods/techniques ............................................................................................................ 126
5.3.5. Frame of the ethnographic study ....................................................................................... 126
5.4. Method of analysis .................................................................................................. 127
5.4.1. Template analysis ................................................................................................................. 128
5.4.1.1. Generating codes ......................................................................................................... 129
5.4.1.1.1. The coding process .............................................................................................. 130
5.4.1.1.2. Hierarchical and parallel coding......................................................................... 131
5.4.1.2. Challenges to doing template analysis....................................................................... 131
5.4.1.3. Preliminary list of codes .............................................................................................. 131
5.5. Introducing the scene of study ............................................................................... 133
5.5.1. Choosing a company ........................................................................................................... 134
5.6. Ethical considerations ............................................................................................ 134
5.7. Doing the field study .............................................................................................. 135
5.7.1. Data material ......................................................................................................................... 136
5.7.2. Assumed transcreation ........................................................................................................ 137

6. Analysis and results .......................................................................................... 139
6.1. Moving in ................................................................................................................ 139
6.1.1. The surroundings ................................................................................................................. 140
6.1.2. First day at the office ........................................................................................................... 141
6.2. Terminology ........................................................................................................... 143
6.3. Agents ..................................................................................................................... 147
6.3.1. Transcreation managers ...................................................................................................... 147
6.3.1.1. Self-perception ............................................................................................................. 147

7

6.3.2. The copywriter...................................................................................................................... 149
6.3.3. The copyeditor...................................................................................................................... 151
6.3.4. The client ............................................................................................................................... 153
6.3.4.1. Client management ...................................................................................................... 153
6.3.4.2. Feedback from the client ............................................................................................ 159
6.3.4.3. Dealing with deadlines ................................................................................................ 161
6.3.4.4. Meeting client expectations ........................................................................................ 165
6.4. Working in an international environment .............................................................. 166
6.4.1. Challenges to the communication – language deficiencies ............................................ 168
6.4.2. Cultural and linguistic plurality as an important asset .................................................... 173
6.4.3. Transcreation managers interacting with writers and clients ........................................ 175
6.4.4. Transcreation as a teamwork effort................................................................................... 177
6.5. Quality in transcreation .......................................................................................... 179
6.5.1. Quality management ............................................................................................................ 180
6.5.2. Campaign consistency ......................................................................................................... 182
6.5.2.1. Coordinating campaigns ............................................................................................. 183
6.5.2.2. Campaign guardians ..................................................................................................... 187
6.5.3. Terminology management .................................................................................................. 188
6.5.4. Cultural/native insight......................................................................................................... 189
6.6. Transcreation vs. translation .................................................................................. 190
6.6.1. Transcreation projects ......................................................................................................... 196
6.6.1.1. Challenges encountered .............................................................................................. 198
6.6.1.2. Transcreation as copywriting ..................................................................................... 201
6.6.1.3. Transcreation as fun .................................................................................................... 202
6.6.2. Translation projects ............................................................................................................. 203
6.6.3. Duality in the texts – viewed as either translation or transcreation ............................. 205

7. Discussion and conclusion ............................................................................... 207
7.1. The transcreational turn ........................................................................................ 207
7.1.1. Where does transcreation begin? ....................................................................................... 208
7.1.2. Transcreation as glorified translation? .............................................................................. 214
7.1.3. Transcreation – an answer to requirements of campaign consistency? ....................... 215
7.1.3.1. Choosing standardisation or adaptation ................................................................... 216
7.1.3.2. Cross-cultural branding ............................................................................................... 216
7.1.4. Writer engagement ............................................................................................................... 218
7.1.5. Power relations ..................................................................................................................... 219
7.1.5.1. The transcreation manager and the creative agency ............................................... 220

8

7.1.5.2. The copywriter and the copyeditor ........................................................................... 221
7.1.5.3. The client ....................................................................................................................... 222
7.2. Beyond the description of transcreation ............................................................... 222
7.2.1. Translation as a straw man ................................................................................................. 224
7.2.2. The reality of the client is very much the reality of the language service provider .... 224
7.2.3. The economic turn............................................................................................................... 225
7.3. Overall conclusions ............................................................................................... 226
7.3.1. Agents .................................................................................................................................... 227
7.3.2. Working in an international environment ........................................................................ 228
7.3.3. Quality in transcreation ....................................................................................................... 228
7.3.4. Transcreation vs. translation .............................................................................................. 228
7.4. Limitations............................................................................................................. 229
7.5. Future perspectives................................................................................................ 229

8. English summary .............................................................................................. 231
9. Dansk sammendrag .......................................................................................... 233
10. List of appendices ........................................................................................... 235
11. References........................................................................................................ 236

9

1. Introduction
Transcreation is in many ways the essence of this dissertation. It can basically be
described as a fusion of the two words translation and creation. Together they form a new
word, but do they also form a new idea? This dissertation sets out to explore the
perceptions attached to this term and how these perceptions affect everyday working
situations within an agency that provides transcreation services. I will now briefly explain
the reasons for choosing transcreation as the subject for this PhD dissertation, and after
that, I will present the main contributions and delimitations of this research project.
1.1. Why transcreation?
Within marketing and advertising, transcreation constitutes a fairly new domain, which
has experienced extensive growth during the last decade or so. More and more
companies provide transcreation alongside other services like translation and localisation.
In academic circles, the term transcreation has so far received little attention.
This, however, is not to say that transcreation is an untreated subject within translation
studies. It does appear on different occasions (e.g. Bernal Merino 2006; Gaballo 2012;
Rike 2013; Katan 2015), and the scientific journal Cultus1 even included transcreation in
the title of its 7th edition in 2014. So in a certain way you could say that the growth of
transcreation among practitioners is starting to be reflected in academia. However, the
view from within the transcreation industry itself is something that has so far been hard
to find, and that is where the present dissertation wants to contribute.
In translation studies, the workplace perspective has become an element of
increasing attention, as it has been broadly recognised that translation does not take place
in a vacuum (Koskinen 2008). I therefore see a context-oriented field study as a valuable
asset to the academic treatment of transcreation.
From the practitioners’ point of view it should be worth noticing that in a domain with
many neighbouring terms like transcreation, localisation, marketing translation etc.,
boundaries can easily move and blur distinctions between different practices. By diving
into the process of transcreation, this project could help strengthen the training of
current and future transcreators.

1

Cultus – the Journal of intercultural communication and mediation
Pseudonym
3
http://www.coca-colacompany.com/history/2008/03/bite-the-wax-ta.html (consulted 30/1-2016)
2
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1.2. Research purpose
In 1980, Susan Bassnett released a book with the very laconic title “Translation Studies”.
The book has since then been continuously reedited, just about once every decade, and
saw its fourth edition published in 2014. Being originally from 1980, it first came out at a
time, when the discipline of translation studies was very much in its infant years (some
even proclaim that it still is) having existed at that point for less than a decade. Perhaps
for that reason, this work is very concerned with what could be called the foundations of
the discipline. I introduce Bassnett’s work here, because she explicitly addresses the
purpose of a theory of translation. Bassnett states that “[t]he purpose of translation
theory, then, is to reach an understanding of the processes undertaken in the act of
translation and, not, as is so commonly misunderstood, to provide a set of norms for
effecting the perfect translation” (2002: 43). Much in the same vein, Toury (2006) talks in
favour of conducting research on translation on a “wish-to-understand” basis. The need
for both Bassnett and Toury to emphasise this point suggests that some voices in
translation studies speak in favour of a more prescriptive approach.
Following the principles of both Bassnett and Toury, the purpose of this
dissertation is not to provide normative standards for transcreation. Instead, I seek to
explore the concept of transcreation and in Bassnett’s words try to “reach an
understanding of the processes undertaken” (in this case in the act of transcreation).
1.3. Research questions
In order to explore transcreation from this perspective, I propose the following research
questions:
1. How is transcreation conceptualised in:
-

academic literature?

-

literature from transcreation practitioners?

2. How is transcreation perceived and practised in the marketing implementation
agency TagLine2?

2

Pseudonym
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As we shall later see, this dissertation adheres to a qualitative research paradigm. It is
explorative in the sense that it seeks to look at perceptions of the phenomenon
(transcreation) from different angles.
The first research question takes on a broad perspective and will not be limited to
the domain of marketing and advertising, which is highlighted in the dissertation title.
This question will mainly be treated in chapter 4 through a review of literature coming
from both scholars and practitioners, which concerns transcreation.
The second research question is the one that is most extensive in scope. The title
of the dissertation indicates that it will be based on ethnographic description, and this
will be true for RQ2, which focuses on one single agency. I will attend to this research
question in chapter 6, which is an analysis based on data collected from an ethnographic
field study that took place in February and March of 2014.
1.4. Contribution
Theoretically, the present dissertation aims at contributing to the discussion about what
translation can be. Translation studies is a field that currently has a strong focus on
moving boundaries, and in this context, the present study will discuss the term
transcreation and its relation to translation.
Furthermore, the project should provide some methodological contributions as
well. As a method, ethnography is still relatively new within translation studies, and it is
my impression that the field could benefit from the experiences of researchers going out
in the field for extended periods of time. This project will add to the literature on
fieldwork in translation studies and will contribute with ethnographic experiences in
translation related contexts.
As for transcreation in its own right, this is a subject that has mostly been treated
from a conceptual level. This dissertation will contribute to the broad conceptual debate
on transcreation that is already going on. But more importantly, it will add the insider
view – transcreation as seen from within the transcreation industry.
In general, the contributions of this dissertation are not propositions for a set of
best practices for transcreation, but rather descriptions of how perceptions of
transcreation are manifested through words and actions.
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1.5. Delimitation
As a study that focuses on one particular provider of transcreation services this
dissertation will be limited in scope, and its conclusions will mainly concern one specific
agency. Many of the perceptions can only be said to represent a very limited group of
people, so the potential for generalisation is relatively small.
Chapter 4 extends the view on transcreation and includes perceptions coming
from many different entities, but these perceptions are presented in short form.
Furthermore, it is important to emphasise that this is a study of transcreation
within the sphere of marketing and advertising. The term transcreation has found its way
into many different domains, and some of these domains will be briefly presented in
chapter 4. But the focus will be on one specific type of transcreation, and therefore the
dissertation only aims at making conclusions that fit a marketing and advertising context.
1.6. Dissertation structure
Chapter 2: Translation studies
One of the key purposes of chapter 2 is to place this dissertation within the research field
of translation studies. The chapter will emphasise on context-oriented approaches to
translation research and thereby line up the theoretical foundation of the project.
Chapter 3: Integrated Marketing Communications
Interdisciplinarity is a familiar element in translation studies, and this project will also
broaden its perspective and include other scientific fields. This chapter introduces the
field of Integrated Marketing Communications (IMC), although not as thoroughly as the
field of translation studies. Campaign consistency is a key element in transcreation, and
IMC is a field that describes this element and treats the subject of connecting with
consumers across media, communications, campaigns, and cultures.
Chapter 4: The concept of transcreation
Whereas chapter 6 treats transcreation thoroughly from a narrow perspective, chapter 4
is more the other way around. It makes an overview of the term and its different uses.
This means that the marketing and advertising perspective, which is the main focus of
this dissertation, will, for a moment be broadened and include other sides of
transcreation. Basically, the implication is that the chapter will tend to both scholarly and
industrial uses of the term transcreation and will look for both common ground and
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discrepancies across the transcreation landscape. This chapter attends to research
question 1, which seeks the broad perspective of transcreation and takes in several
different entities representing a large array of professional domains.
Chapter 5: Methodology
This chapter presents the methodological framework of the study. As indicated in the
title, this is an ethnographic study, wherefore this chapter will focus on ethnographic
methods and relate ethnography to translation studies. Furthermore, the chapter will
situate the present study within a qualitative research paradigm based on a socialconstructivist philosophy of science.
Chapter 6: Analysis and results
This chapter is founded on ethnographic principles and analyses perceptions of
transcreation through observations made at an agency, which provides transcreation
services. The data for the analysis was gathered during a four-weeks field study in
London, where I visited a marketing implementation agency that specialises in
transcreation services. During these four weeks, I observed and worked with the inhouse staff of this agency, and this chapter will account for the events that took place
during those four weeks. The results of the analysis will be presented as overall themes.
Chapter 7: Discussion and conclusion
This chapter reflects on the results of the analysis presented in the previous chapter. In
chapter 6, transcreation is studied from the perspective of the agency I worked with, and
in chapter 7, I seek to widen the perspective. Both my research questions start with a how
and are intended to be purely descriptive. In this chapter, I will also start a discussion
about the why of transcreation. Why is it there? And for what purpose?
Finally, this chapter will conclude on the results and limitations of this research
project and discuss the future perspectives of research on transcreation related activities.

14

2. Translation Studies
The purposes of this chapter are manifold. First of all, it establishes this study as
belonging to a research paradigm within translation studies. Theories from other research
fields are included as well, and their relevance to the study is not denied, but the work in
hand will first and foremost be considered as a contribution to the field of translation
studies. It is then the hope that the interdisciplinary aspects can help establishing even
closer connections to other research fields that, together with translation studies, can
form a theoretical basis for understanding, and maybe even developing, transcreation
from an academic point of view.
This general perspective will feed into a more detailed description of the
translation theoretical path chosen for this study. As the concept of translation expands,
and tends to comprise more and more aspects of interlingual and intercultural
communication, the ways of approaching translation research projects also multiply. It is
no longer given that translation research should consist of comparing source and target
texts and looking for selected linguistic features. Therefore, this chapter will also argue
for its way of approaching and investigating transcreation.
2.1. The map and the development of translation studies
It should be safe to say that a fair amount of translation scholars have been in situations
where they have departed from James Holmes’ map of translation studies. So, as I set
out to do the same, I also admit to start in a rather standardised fashion, so to speak.
And why go all the way back to Holmes’ map? In fact, I think that when dealing with a
relatively new trend (as is the case here) going back in time can be extremely relevant.
Throughout this thesis, the concept that will be the main centre of attention is
transcreation, more specifically marketing and advertising transcreation. Given that the
term transcreation is rather new, at least in this particular commercial context, it will only
be natural to assume that it is based on a set of ideas that are just as new. But just
because a term is new it does not necessarily follow that the ideas behind the term are
equally new. For example, the birth of Translation Studies in 1972 did not mean that
studies on translation had not existed before that point in time. So as in any other
historical rendition, looking at the past of translation may help one to understand current
trends.
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Holmes’ map does not necessarily have to be perceived as a final rendition of the
field of translation studies. Holmes himself even suggested that he was merely opening a
research field rather than painting a perfect picture when he encouraged scholars to “let
the meta-discussion begin” (Holmes 1988: 79). Later contributions to the map (Lambert
1991, Snell-Hornby 1991, and Toury 1991) also suggest that the field is evolving, and
new angles can be found all the time. This is probably also one of the reasons why we
keep seeing turns in translation studies.
Staying in the lane of historical perspectives, even the translation of advertising material,
which is very closely connected to the concept of transcreation, has a history going way
back before the name and nature of translation studies. One famous example is the
introduction of Coca-Cola on the Chinese market back in 1927. The company struggled
to find an appropriate name for the brand, because the Chinese characters needed to
create a name that phonetically resembled “Coca-Cola” made very little sense. Meanings
like “female horse fastened with wax” and “bite the wax tadpole” was what came out of
saying Coca-Cola using Chinese characters. So that would of course be rejected, and
instead the company opted for a name that was pronounced a bit differently (K’o K’ou
K’o Lê). The meaning of this name in Chinese is something like “to permit mouth to be
able to rejoice”. So what the Coca-Cola Company achieved was a Chinese brand that was
very appealing in the target market (was very target-oriented), and was still phonetically
close to the original name.3
This example is supposed to serve as a reminder of how new trends and new names may
not necessarily be a result of revolutionary thinking and a complete paradigm shift. It can
be just as likely that it is simply a case of an enhanced focus on approaches that were
already present. This way of viewing developments in translation studies as slowly
shifting approaches rather than as revolutionary turns will be characteristic for the
following sections.
2.2. The turns and memes of translation studies – different approaches to describing
the development of a research field
The metalanguage of translation has undoubtedly been an important part of the
discipline right from the beginning. When James Holmes presented his emblematic paper
3

http://www.coca-colacompany.com/history/2008/03/bite-the-wax-ta.html (consulted 30/1-2016)
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“The Name and Nature of Translation Studies” in 1972 he invited everyone to “Let the
meta-discussion begin.” Many scholars have since then taken this invitation very
seriously. In Yves Gambier (2009), there is even an example of someone later referring
directly to it by stating: “Let the meta-discussion continue”. The meta-discussion does
not merely describe what is already there, it also guides towards what is about to come.
New trends can be observed and sometimes considered so important for the research
field that they constitute a turn or a shift. This section will shortly describe how the
metalanguage of translation has led the discipline in new directions over the most recent
decades.
Translation studies and translation as a whole are not steady objects. They evolve over
time. New methods and practices arise, and the meta-discourse of translation regularly
bifurcates and starts to follow new directions. It should probably be emphasised that the
use of bifurcation as an illustration of the meta-discursive development has not been
chosen haphazardly. Bifurcation suggests that one path splits and becomes two paths,
which continue in each their one direction more or less close to each other. In the same
way, translation turns lead researchers in new direction, but that does not necessarily
mean that old traditions vanish all together. They can easily continue their existence
following a different path than those generated from the new turns.
One of the most recognised works on translation turns is Mary Snell-Hornby’s
“The Turns of Translation Studies” (2006). Snell-Hornby takes us back to the emerging
stages of the discipline of translation studies and all the way up to the beginning of the
new millennium. Her main focus is on the 1980s and 1990s. She sees the 1980s as the
decade of the cultural turn with all the most dominant emerging paradigms focussing on
target-orientedness and functionalism, which was, to a large extent, a response to
equivalence-based discussions dominating the previous decades. The turn away from
equivalence has since continued to dominate the discipline (although it can be discussed
whether the equivalence meme is really dead or not).
The discussion of turns does certainly not end with Snell-Hornby. After the turn
of the century, more and more scholars point out the sociological aspects of translation.
These aspects are indicated in the later parts of Snell-Hornby (2006), but it is in other
writings that this perspective becomes more explicit (e.g. Inghilleri 2005; Pym et al. 2006;
Wolf & Fukari 2007). A more recent confirmation of the ever-evolving field of
translation studies can be found in Yves Gambier’s “Changing Landscape in
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Translation” (2014) where it is suggested that we are currently experiencing an economic
turn in translation. Gambier acknowledges that technological development has had an
enormous influence on translation. From within the discipline of translation studies,
rapidly developing computer technology has made it possible to store vast amounts of
data and thereby made translation research based on corpus linguistics move into an
entirely new era. Just as some software programs have completely changed the ways of
studying cognitive processes.
But aside from the direct impact of new technology on the development of
research methods in translation studies, technological progress has of course had an even
bigger influence on the ways of translating. Gambier mentions Information and
Communication Technology (ICT) as a key transformer of translation as it exists in the
world of today. He sees the new technology as a game changer in translation and
suggests that certain norms become stronger in this new landscape:
The industrialized market of translation (including localization, multilingual writing, and
publishing) imposes specific norms, including financial ones, on multiple markets (2014: 9)
With new technology, and here I am especially thinking about translation memories, it is
possible to produce large amounts of translated text in relatively short time. In one way,
this is something that eases the work of the translator, because it suddenly becomes
possible to translate more text faster. But this type of technology can also increase the
pressure on translators, given that the technological aids cannot help but change the
perceptions of how large quantities of text it is reasonable to expect a translator to be
able to process. According to Gambier, this is all a part of an economic turn in
translation, where an industry of large-scale translation dictates short turn around time
(short deadlines) combined with cost minimization.
So on the one hand, Gambier sees specific changes in the ways of production
and in the financial norms of translation, but he also sees changes in the perceptions of
translation. Machine translation tools may create a perception of translation as a robotic
process that hardly needs any human intervention. A loss of prestige could then be
something that the translator would have to face:
A new hierarchy of translators would be imposed, but at the top we might not find the literary
translator, as has been the case for decades. What would be disturbing today within the
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translator milieu would not be so much the fact that automation is becoming increasingly more
prevalent, but that the prestige of literature, a reference value of our cultures and the channels of
myths like the genius of the writer and creativity for so long, could be lost (2014: 11)
2.2.1. Issues with turns
Looking at translation as a history of turns has undoubtedly been a very helpful way to
understand the discipline of translation studies and how it has developed and still is
developing. However, there might be a potential problem attached to the use of a
concept like turns that one should at least be aware of. Since turning implies going in a
new direction, turns of translation studies may very well indicate a much more drastic change
than is actually the case. Rarely, if ever, will a turn cause an entire discipline to change
course. So the pragmatic, cultural, empirical and globalization turns highlighted by SnellHornby should probably be seen more as new areas of particular interest. A turn in
translation studies does not necessarily mean a turn away from the previous ideas. SnellHornby actually hints to this point when she relates the idea of turn to the German
expression Blickwechsel, which has the double meaning of “exchange of glances” and
“change in viewpoint”. The second meaning actually says a lot about the idea of turns;
they imply seeing things from a new perspective and focussing on aspects that were not
necessarily absent before, but just not the centre of attention.
2.2.2. Translation and memes
A different way to look at the development in translation history can be found in
Chesterman (1997). In his famous work Memes of Translation, Andrew Chesterman
describes different perceptions of translation by presenting them as general ideas or
memes. Memes in Chesterman’s sense of the word are to be understood as general ideas
about translation, just as another essential point is that translations in themselves are
survival machines for ideas or memes – translation not only allows a text to spread, but
also allows its spirit to survive through time and space. Memes of translation do not
necessarily imply the idea of a turn, where one idea is abandoned in favour of another,
although Chesterman does point out that there is some sort of evolution of translation
memes. This, however, does not necessarily entail that old memes are completely
abandoned, something Chesterman points out when talking about a contemporary
meme-pool “containing traces of all the preceding memes or meme-complexes” (1997:
42).
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2.2.2.1. The nature of memes
Here, I will go further into detail about the concept of translation memes and emphasise
on some of the elements that can be of particular interest within a transcreation
paradigm.
If we start by looking at the very concept of memes, Chesterman explains that it
comes from the world of sociobiology and was first introduced by Dawkins (1976) in The
Selfish Gene. Dawkins says the following about memes:
Examples of memes are tunes, ideas, catch-phrases, clothes fashions, ways of making pots or
building arches. Just as genes propagate themselves in the gene pool by leaping from body to body
via sperm or eggs, so memes propagate themselves in the meme pool by leaping from brain to
brain via a process which, in the broad sense, can be called imitation (1976: 206)
Chesterman relates this conceptualisation of memes to translation and states that
“translations are survival machines for memes” (1997: 5). By taking this sociobiological
concept and using it for translation, Chesterman creates his own concept of memes and
uses it to talk about theories and ideas of translation. One of the things he does is to take
Derrida’s idea of translation as perpetual modification of the original and relate this to
his own concept by calling it “memetic mutation” (1997: 29). As we can see from
Dawkins’ description of the sociobiological concept of memes, it uses genetic behaviour
(the spread of genes) as a metaphor for its own nature. When Chesterman uses a concept
like “memetic mutation” you can argue that he implicitly distances himself from the
equivalence meme (more on this in section 2.2.2.2.), because something that has mutated
cannot possibly be equivalent to the thing from which it originated. The functionalists
(see section 2.4.2.5.) try to distance themselves from equivalence by granting a much
higher status for the target text, so that it would no longer be seen as a mere replication
of the source text. Chesterman does more or less the same thing when he talks about
mutation. But when it comes to moving away from an equivalence paradigm,
Chesterman’s biological metaphors seem to be more efficient, and by relating his own
concept of memetic mutation to Jacques Derrida’s deconstructionist thoughts, he moves
even further away from equivalence. Derrida sees meaning as something that is not
stable. The meaning of any given utterance will change according to who is receiving it,
when it is received etc. In much the same way, a transfer of genes will always result in
some sort of modification or mutation; although the genetic material of a mother and a
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father travels to the child, this child will never be equivalent to its parents. And the seed
from a plant will never create new plants that are equivalent to the old one. By
transferring the principles of meaning according to Derrida and the meme metaphor to
translation, you create a paradigm where a translation, by definition, becomes a
modification or a mutation, and, thus, it cannot be equivalent to its source in any way.
The idea of using genetics as a metaphor for translation has later on been
followed up by George Ho (2004), who thinks of translation as genetic engineering:
The process of translation starts by extracting the cultural ‘genes’ from the source culture. These
genes are then introduced to the target culture by modifying the genetic material of the source
culture. After the successful incorporation of the new ‘genes’ from the source culture into the
‘genetic material’ of the target culture, a new text or message that carries the ‘genetic codes’ of the
source culture is produced (2004: 228)
Ho does not mention Chesterman’s concept of memes as a source of inspiration, and
one should therefore be careful to create any direct link between the two authors, but,
nevertheless, the common use of genetic mutation as a metaphor for translation deserves
attention. In relation to the present study, it is of particular interest that Ho’s hypothesis
of genetic engineering comes from a paper on advertising translation (at the conceptual
level a close relative to transcreation), and this is a subject that will receive special
attention later on.
So far, I have mostly focused on memes as a (socio)biological metaphor for translation.
But Chesterman also uses the concept of memes to present ideas about translation, i.e.
the memes about translation as opposed to the memes transferred through translation.
Chesterman’s account on the translation meme pool is very broad, and it will not be
presented in its full length here. Instead, the focus will be on a specific translation meme
that could be of central relevance in a discussion about transcreation.
One way of relating transcreation to the concept of memes is by taking a closer
look at the idea of translating as creating, which is something that we see represented in
what Chesterman identifies as the logos-meme. This perception of creation, however, is not
inherently attached to the idea of translation as something that completely reshapes the
source, e.g. by making use of a different semiotic system. The logos-meme is explained
by referring to authors like Friedrich Schleiermacher and Lawrence Venuti who, for
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different reasons, advocate for the use of foreignizing translation strategies. When
Schleiermacher (1813) wrote “Ueber die verschiedenen Methoden des Uebersezens”, he wanted to
enrich and promote the German language through translation and thereby strengthen the
development of a unified German nation-state. Venuti, on the other hand, favours
foreignization in translation because today’s all dominating lingua franca, English, has a
tendency to erase traces of foreign elements, thereby making native English speakers
blind to foreign cultures. Translation, thus, is creation in the sense that it imports new
ideas, cultures, expressions, language use etc. into a given target domain. Within this
meme, Chesterman describes the translator in the following way: “translating is creating.
A translator is an artist who shapes language” (1997: 27). The idea of translation as
creation will be kept in mind for the following chapters, also from different perspectives
than the ones just mentioned, but it will not receive further attention in this chapter.
This has mainly been a presentation of translation as ideas that spread, and ideas about
translation. You could say that, in one way, Chesterman uses the concept of memes to
present different ideas of translation (not necessarily his own), and, in another way, he
uses the biological metaphor inherent in the concept of memes to talk about what
translation is (e.g. memetic mutation), and how it works. This way of presenting
translation has been related to George Ho, who also uses a metaphor of genes to
describe translation, perhaps in a more operational way than Chesterman. Ho’s main area
of focus is advertising translation, and this is a subject that will be treated more in detail
in section 2.5.4.
2.2.2.2. The equivalence meme
Before I leave the subject of memes, I will take a closer look at one meme, which has
received a lot of attention throughout the history of translation studies and which can
easily become relevant to discuss when dealing with transcreation. The meme is that of
equivalence. Equivalence is a subject that has been of great importance throughout the
history of translation studies, and, despite the fact that the idea of equivalence has been
vastly criticised all across the scholarly landscape of the discipline, its position as a large
influential source within translation cannot be denied. But since its theoretical weight is
drastically decreasing, one could, of course, ask if it is even relevant to talk more about
equivalence, if it is indeed a concept of very little or no importance.
4

Section 2.5. contains extracts from an article published earlier by this author
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According to Toury, equivalence is neither a prerequisite nor a goal in translation,
but merely the result of recognising a text as a translation. If there is a case of (assumed)
translation, the relationship between source and target can be characterised as one of
equivalence, be that as it may, in a more anti-positivist sense. In Toury’s sense,
equivalence is, thus, to be considered as a historical, and not as a prescriptive, concept as
pointed out by Snell-Hornby (2007: 315).
So far, I have talked about translation as a discipline that is moving away from a
perception of the source text as the primary authority of all translation. In that
perspective, some of the more traditional understandings of translation and equivalence,
like the following from Nida and Taber (1969), begin to seem superfluous:
Translating consists in reproducing in the receptor language the closest equivalent of the sourcelanguage message, first in terms of meaning and secondly in terms of style (Nida and Taber
1969: 12)
But despite the fact that the equivalence meme has been labelled as a thing of the past in
this study, there are some elements of the empirical material, which indicate that
equivalence still plays a role in contemporary translation activities, regardless of the fact
that it has been rejected by large parts of the translation studies community. Even if you
take transcreation, which is in many ways perceived as a very free and creative form of
interlingual transfer, it is easy to detect elements that fit well into an equivalence
paradigm. What you will often hear, and this will be demonstrated in chapter 4, is that
transcreation providers tend to describe their services as something that creates the same
effect. So when the content may be strongly adapted, it will all be for the sake of making
sure that the outcome in each target market has an effect that is equal to that provoked
by the source material. A similar perspective can be found in Guidère (2000), who takes
the French expression Les Belles Infidèles (see section 2.4.2.5.) and adapts it to an
advertising context by saying Les Belles Efficaces – it is secondary how the target text looks
compared to the source, as long as it is effective. But whereas some may see this way of
prioritising effect over source resemblance as a step away from an equivalence-based
paradigm, others notice the expression ‘same effect’ and see a clear link to equivalence.
Once again, the focus will be on Chesterman and, to a certain extent, on Derrida.
Chesterman is very critical towards the idea of creating the same effect. He considers it
to be simple and not very scientific: “We might consequently call the belief in the
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possibility of the “same effect” the homogeneous readership fallacy. It represents a kind of
linguistic idealism, but rests on no tenable theoretical foundations beyond the trivial truth
that all readers are members of the human race” (1997: 35). Seen from this perspective,
talking about creating the same effect in a new target market almost screams ‘equivalence-based
translation’.
Many other voices in translation studies have spoken strongly against the idea of
equivalence. One example is Theo Hermans, who finds it pointless to seek for
equivalence, because it is impossible to know exactly what equivalence is:
Translation cannot produce total accuracy because there is no way of determining what total
accuracy would consist of. It is therefore pointless to continue to think of translation in terms of
demands for equivalence “in all respects at once” (Hermans 1999: 19)
To summarise, it could be said that the equivalence meme has gone from being a
dominating criterion to become less important and later pointless or even non-existent.
Theorists from outside translation studies have served as inspiration for the elaboration
on equivalence. Deconstructionists like Derrida have become important sources in the
questioning of the value of the equivalence meme. According to Derrida, meaning is not
stable, but is constantly modified, and under such circumstances, a translation can never
be equivalent to its source. Chesterman (1997) takes in this view when discussing
meanings and concludes that “[m]eanings are no longer seen as primarily conventional,
objective, stable, existing “out there”; rather, they are ever-shifting, ever-slippery, never
original, always relative” (1997: 29).
As we will see exemplified later in chapter 4, many practitioners talk about
transcreation that goes beyond equivalence and instead aims at obtaining the same effect.
But even if you do not adhere to the perception of “same effect” as something that
stems directly from the idea of equivalence, it is still relevant to note that, in general,
transcreation does not seem to deny the existence of “basic equivalence”, it just claims
that there is more than that.
2.2.3. New terminology
Another, complementary rather than alternative, way of addressing perceived changes or
developments is to create new terms that, in one way or another, relate to translation.
Transcreation, which is indisputably the primary term of concern in the present study, is
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one clear example of this. Other examples are localisation, adaptation, paratranslation,
transediting, and transculturation. Usually, these new terms represent a wish to highlight
certain aspects of a practice that, apparently, are insufficiently expressed by using the
term translation. They can come from many different places, and on many occasions, they
do not even originate from the research environment, but are invented somewhere
within the LSP industry. The rise of these new terms can create a lot of confusion. Are
they supposed to represent something that is not translation? Or is it more a matter of
focussing on translation from a specific point of view? Whereas companies and agencies,
often rather openly, embrace many of these terms, most of the terms meet constant
scepticism within translation studies. Nord (2012) takes up the term of paratranslation
and questions if it is really useful, or if it is merely a superfluous attempt to “reinvent the
wheel”. Munday (Munday & Gambier 2014) is sceptical about the role of transcreation
and tends to believe that “the umbrella term “Translation Studies” will persist because
translation, in its diverse guises, remains a pivotal concern; whether “transcreation”
survives as long is another matter” (2014: 35).
The metalanguage of the new terms often gets, or is perceived as having, an
emancipatory agenda; it describes something that could potentially be more than or
different from translation. So when treated within translation studies, the new terms are
often discussed in relation to translation, and, just as often, the tentative conclusion is
that translation as an umbrella term can easily embrace the new terms. However, in her
treatment of transediting, Schäffner (2012) tries to go a bit further and elaborates on the
possible gains from using new terminology, although it does not exceed the concepts
belonging to translation studies. In her conclusion, she says that the new terms can
“contribute to raising awareness of the complexity of processes and encourage rethinking
the more traditional views” (2012: 881), and thereby she moves more in the lines of
Chesterman’s memes and Snell-Hornby’s turns by perceiving the new terms more as
contributions to translation than as replacements of it. We already saw that Munday
expected a much larger potential of longevity in the translation umbrella than in that of
transcreation, and as for the closely related term localisation Adab and Valdés (2004)
suggest that instead of claiming that localisation is an umbrella term with the ability to,
among other things, cover translation, it makes just as much, if not more, sense to claim
the opposite. More or less the same conclusions can be found in Gouadec (2007) and
Sin-wai (2013). Gouadec even goes as far as to consider localisation as a term that has
emerged out of reasons that are far from being translation theoretical:
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localisation is technically a variety of translation. Yet, for reasons of marketing (the hope of
getting more money for a high-tech translation) and self-appraisal, most translators do claim a
different status for localisation (2007: 38)
In the following parts, the metalanguage of turns and memes will serve as a building
stone for the framing of my theoretical focus, and the metalanguage of new terms in
translation will play a vital part in the discussion about transcreation. But first, I would
like to introduce yet another approach to translation that suggests a much more political
agenda.
2.3. Taking an active stand
A common feature of both translation turns and translation memes is that they seek to
explain what translation is. In this section I will look at scholars who tend more to ask
why translation is – why is it there and what should it do?
In 1995, Lawrence Venuti wrote about translator invisibility. He had noticed that
in many published works, the translator appeared to be practically unnoticeable. This was
both in the very straightforward sense that in many translations (novels, films etc.) the
translator’s name would often be put in the background or sometimes not even appear,
and also in the sense that the translation strategies chosen would blur or even hide the
fact that it was a translation. According to Lawrence Venuti, translators should be more
visible. The foreign elements of a text that made it clear that it came from another
culture and another language than that of the target reader should not be erased. Venuti
even becomes very clear when explaining the importance of making the translator more
visible:
Foreignizing translation in English can be a form of resistance against ethnocentrism and
racism, cultural narcissism and imperialism, in the interests of democratic geopolitical relations
(2008: 16)
As a US American, Lawrence Venuti comes from a culture where he sees foreign (mainly
literary) works being adapted to an extent where it is no longer possible to recognise it as
something that comes from another culture. According to Venuti, this is something that
can have very negative consequences, and therefore he seeks to promote the use of
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foreignizing translation. When working with Venuti, one must following be very much
aware that his theories of translation are far from neutral, and that he has some very
strong personal views that guide his description of translation.
But Lawrence Venuti is not the only one who wonders why translation is, and
what its role in society should be. Michael Cronin has a similar urge to determine the role
of translation, and, just as Venuti, he very much sees the description of translation as a
general description of what its purpose is. Purpose, in this context, is not meant in the
functionalistic sense of the word, where every single translation is approached according
to a specific purpose, which can change in any given situation. With both Venuti and
Cronin you could talk more of a moral purpose. Cronin says:
At one level, translation’s raison d’être is its implicit ability to universalize, its capacity to take
a text from one spatially bound language and culture and transplant it into a different language
and culture. At another, it is translation which makes readers even more aware of the specific
nature and depth of a particular culture either by displaying unknown riches in outward
translation or by revealing hidden potential in inward translation (Cronin 2003: 32)
When Cronin talks about the raison d’être of translation he shows a clear interest in asking
why translation is, instead of just asking what it is. If you compare him with Venuti, you
could say that Cronin’s notions of outward and inward translation more or less
correspond to Venuti’s foreignization and domestication. Foreignization has already been
briefly explained above as a translation approach where different kinds of foreign
elements (cultural references, tone of voice etc.) are kept in order to ‘educate’ the reader
on foreign cultures. Domestication is quite simply the opposite, where the translator
adapts the text for the target readership both linguistically and culturally. Outward
translation as mentioned by Cronin can be compared to foreignization and inward
translation to domestication. But whereas Venuti is clearly a spokesperson for one of the
approaches, Cronin apparently does not say that one is better than the other. According
to Cronin, both approaches can contribute in positive ways. Outward translation can
display ‘unknown riches’ and inward translation can reveal ‘hidden potential’. However,
translator invisibility also seems to be an issue for Cronin, and just like Venuti he calls for
action when he says that:
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it is by revealing, not disguising, their identity as translators that translators can make a
legitimate bid to make more central interventions in culture, society and politics.
To do this involves, of course, changing purely restrictive and instrumental views of translation
practice and educating wider society as to what translators both know and can do. There is little
chance of this happening, however, if translators and their educators do not also embrace a
broader conception of the task of the translator (Cronin 2003: 67)
What may seem interesting here is that, without making any explicit mention of it, he
criticises some of the ground principles of functionalism. A translator should be visible
and intervene in society instead of just adapting to a purpose proposed by a given
context. Both educators and practitioners should be aware of the potential power of
translation in social interaction. This seems to be the message of Michael Cronin.
Furthermore, Cronin is also very clear on what he wants from researchers. He argues
that translation studies should go beyond what he calls offering “fast-track solutions to
maximize translation output and quality”, because, despite the fact that such research can
be very helpful at an operational level, it provides no insight into “why translation is so
important in late modernity” (Cronin 2003: 2).
To summarise on the perspectives of Lawrence Venuti and Michael Cronin, translation
can also be seen as an activity carried out by a social actor (the translator) who has a
responsibility, not only towards him or herself, the contractor, and the immediate
readership, but also towards society in general. This perspective comes from asking why
translation is, instead of just asking what it is.
2.4. Context-oriented research
The meta-discussion initialised by Holmes back in the 1970s has far from come to an
end. There is no doubt that we will keep seeing turns in translation studies. Indications
of this can be found in more recent writings from Gambier (2014) and Katan (2015).
Gambier asks if it is time for an economic turn in translation, and Katan wonders if we
are at the break of a transcreational turn.
Although translation studies is a relatively new discipline, it has been developing
its own methods and has a history of different approaches to doing research. I will now
present the approach deemed most relevant for this project.
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There are many ways of mapping the field of translation studies. In the following, the
mapping has been done based on research methodologies and the object of study. It is
mainly inspired by Saldanha & O’Brien (2013), but other sources will be drawn upon as
well. Saldanha & O’Brien divide translation research into four main categories: productoriented, process-oriented, participant-oriented, and context-oriented translation
research. This is a rather recent work, and Saldanha & O’Brien should by no means be
regarded as the pioneers in the endeavour of mapping the ways of doing translation
research. An earlier example of such an endeavour came in 2002, when Jenny Williams
and Andrew Chesterman published a book entitled The Map: A Beginner’s Guide to Doing
Research in Translation Studies. It was a systematic description of different research methods
that serves as a guide to building a research design in translation studies. By calling it The
Map, the authors probably want to indicate that the intent is to give a broad introduction
to the discipline of Translation Studies and the research traditions present at the time.
Saldanha & O’Brien do some of the same things but seem to be clearer on differing
between four major directions in translation research. As already mentioned, this project
will focus on context-oriented research, which is contrasted by Saldanha & O’Brien to
product-oriented research where the individual is generally left out of the equation and
the main focus is on translation as a product; process-oriented research which, without
being a complete shift away from the product, is far more focused on the agent – the
translator – and the cognitive processes going on inside the mind of the translator; and
participant-oriented research, which is directly focused on individuals involved in the
translation process.
In the following, I will explain what I mean by context-oriented research. Here,
translation in context, or context-oriented research, should be understood as “external
factors affecting individual translators, the circumstances in which translations take place
and how translations influence the receiving culture” (2013: 205). Translation in context
is not a theory in itself. You can look at different theoretical branches of translation and
find both product-oriented and context-oriented concerns. As an example, descriptive
translation studies (DTS) is concerned with very product-based issues such as translation
universals, which are mainly to be identified using large translation corpora. On the other
hand, the very essential concept of norms in DTS has a clear contextual nature, especially
the preliminary norms, which will be further explained in section 2.9.1.1. Marco (2009)
argues that more recent culturalist and sociological approaches to translation, unlike
most of those within a DTS paradigm, “aim to go beyond description and uncover the
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socio-economic and political motives hidden behind norms” (2009: 26). This way of
portraying DTS could probably be put into question due to the fact that it was never the
intention of especially Gideon Toury to stop at pure description, which is also one of the
reasons why he called his pivotal work from 1995 “Descriptive Translation Studies and
Beyond” (own italics), indicating that research within this paradigm contains more than
just description. But no matter how you view the contextual elements of DTS, it does
not change the fact that context-oriented research can have many different purposes. For
the most part, the focus will be on political, social, economic and ideological factors
(Saldanha & O’Brien 2013). It can make use of ethnographic methods with a focus on
human interaction as in Koskinen (2008), but can also take its point of departure in a
literary genre as in Gouanvic (1994). And instead of studying just one context, contextoriented studies can also have a comparative element. You can make a chronological
comparison: how is the situation now compared to previously? Locational comparison:
how are the working conditions here compared to other places?
Given that the above-described way of painting the landscape of translation is
accepted, the present study belongs to the context-oriented category. As already
indicated, context-oriented translation research as understood here is a rather broad
concept and does not dictate any particular theoretical adherence. Consequently, dividing
the field of translation into product, process, participants and context is only the first
step towards creating a theoretical framework. The next step is to identify the more
specific aspects of a given context that should undergo scrutiny in this study.
There is definitely no saying that Saldanha & O’Brien’s categorisation of
translation research is the only right way, nor are their categories clearly inseparable.
Context and participant-orientation, for instance, can easily overlap. Moreover, taking in
other related perceptions could give you a broader understanding of the ways of doing
translation research. Another more metaphorical way of depicting the field is to say that
some researchers see translation through a microscope, others through a telescope5. If
you take this perspective on translation research, you would come to the conclusion that
context-oriented research looks at translation through a telescope, while other more
process-oriented approaches focus more on the micro-levels of cognitive processes. On
the other hand, one could argue that context-oriented research focussing on a single case
is also microscopic. Be that as it may, by using the terminology of Saldanha & O’Brien,
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the present study situates itself within the context-oriented branch of translation
research.
2.4.1. Why the context-oriented perspective for this study?
This project is mainly based on a field study, which focuses very much on transcreation
as a process and not just as a product. In other words, in its understanding of
transcreation it grants high priority to the process of transcreation and the people
involved in this process, and it tends to be less focused on the product itself, although
transcreations as products will in no way be left out of the analysis.
The broad meaning of the term ‘translation’ makes it almost senseless to define
and describe something that a certain group of people has coined as ‘transcreation’
purely on the basis of textual material, meaning actual transcreations, because, whatever
this material may contain, one could always, and with good reason, ask ‘why should this
be called transcreation rather than translation?’. The texts6 can only reveal so much; what
genres are most likely to appear in transcreation? What kinds of changes are made during
the transfer process? But even after answering these questions, it remains difficult to see
exactly why the term transcreation should be used instead of translation. In order to get a
more solid understanding of why this happens, it is necessary to apply a much broader
perspective, which is also why this thesis asks for the perceptions of transcreation from
various different angles. From a methodological point of view, this means that this study
will call for the application of research methods that bring in a much more humancentred perspective. More concretely, ethnographically inspired methods will be at the
centre of this study. But the theoretical framework will obviously also be guided by the
more open and context-oriented research question and by context-related theory of
translation as presented in the following sections.
2.4.2. More on translation in context – The sociology of translation
During the last decade or two the social aspects of translation have gained more and
more interest among translation scholars. This development can, to a certain extent, be
perceived as a step away from some of the very text-oriented approaches dominating the
field in previous decades. Vinay & Darbelnet (1958) and Catford (1965) are some of the
more emblematic examples of attempts to describe translation strategies. These scholars
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are still quoted today and continue to provide inspiration for people engaged in
translation. However, the development within the following decades may easily have
changed the way these works are perceived. New ways of understanding translation have
brought new methods and new approaches, which, at the time of Vinay & Darbelnet and
Catford, were unlikely to be associated with translation.
The discipline of linguistics was undoubtedly strongly related to the study and
perception of translation, maybe even to an extent where it was difficult to view
translation as a discipline in its own right. Even after James Holmes announced the name
and nature of translation studies in 1972, research in translation was and still is broadly
characterised as an interdisciplinary event. But though the interdisciplinarity remains, the
outreach towards other disciplines is in constant development. A more recent allied has
been the discipline of sociology.
For a long time, scholars of translation have argued that linguistics and translation are
not the same thing. André Lefevere (1992) is very clear about that when he says that
“contrary to traditional opinion, translation is not primarily “about” language. Rather,
language as the expression (and repository) of a culture is one element in the cultural
transfer known as translation” (1992: 57). Lefevere represents the polysystem approach,
which is based on descriptive principles and mainly focuses on literary translation.
According to Hermans (1999), a polysystemic principle is that literature “as a network of
elements which interact with each other, is meant to serve as a tool for investigating why
translators behave in this or that way, or why some translations prove more successful
than others” (1999: 32). So, polysystems theory can clearly be seen as an indication of a
growing interest for elements outside linguistics. This tendency is also acknowledged by
Mary Schnell-Hornby who says: “It has now become widely accepted in Translation
Studies that a text can consist of both verbal and nonverbal elements” (cf. Snell-Hornby
2006: 79-84).
As it became more and more clear within translation studies that textual analysis
and linguistically oriented translation strategies, although inarguably essential to
translation, could not offer a full picture of translation, other approaches were embraced,
and, thus, we now see the sociological level of translation studies as an important
cornerstone within the discipline. But one should, however, be careful not to establish
the sociology of translation as an inexperienced child born out of a new trend of viewing
translation as more than text produced on a piece of paper (see for instance Pym et al.
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2006: 2). Indeed, it should not be forgotten that translation studies also has a quite
extensive history of going beyond the text. The functionalist tradition is well known for
focussing on extra-textual elements. Holz-Mänttärri (1984) (see also Guidère (2011: 337)
on the many tasks of the translator) introduces translational actions and thereby claims
that translation can be defined as what the translator does. The Skopos theory (e.g. Reiß
& Vermeer 1984) states that translations are driven by the purposes they are supposed to
fulfil among the target audience. Gideon Toury, a mastodon within descriptive
translation studies, has long been known for regarding translation as a norm-driven
activity (Toury 1995), and, much in line with Reiß & Vermeer, sees translations as “facts
of target cultures”.
Translation can, thus, be said to have engaged in a long-term relationship with
sociology, and there are no indications of this relationship coming to an end anytime
soon. For long, translation scholars have found inspiration in works of sociology,
especially those of Pierre Bourdieu. An early and explicit example of this is the Canadian
scholar Jean-Marc Gouanvic (1994) who treats the introduction of US American science
fiction literature in France. More on the use of Bourdieu in translation studies will follow
later.
At the beginning of the 21st century, in his work Translation and Globalization,
Michael Cronin (2003) aims at framing the role of translation, and thereby also
translation studies, in modern society. Without adhering to any specific theorists from
the field of sociology, Cronin talks about the importance of going beyond a text-bound
approach to translation. He even argues that translation studies cannot be taken seriously
“if all the discipline had to offer to contemporary attempts to understand the new global
order was a number of fast-track solutions to maximize translation output and quality”
(2003: 2). Cronin is, thus, more interested in finding answers to why translation plays an
important part in modern society than in how translation works at the operational level.
Considering that translation somehow appears to be in the middle of a perpetual struggle
for recognition and higher status, it also seems very legitimate to ask that kind of
question. Cronin’s focus is, consequently, more on society at large and the new world
order, i.e. globalization, although he occasionally also treats the more individually
concerned conditions of the translator, e.g. the issue of translator status (2003: 123-5).
Cronin is but one example of the shift in focus towards the individual, towards the
translator. Of course, in this aspect, Cronin cannot be regarded as a pioneer, especially
considering Holz-Mänttärri’s extensive work on the translator’s actions from the early

33

1980’s. Since then, many studies have been made on the translator’s work and working
space (see for instance Daniel Gouadec’s work from 2007 on Translation as a Profession).
So, in general, the sociological aspect has been treated from many different sides. Wolf
(2007) also acknowledges the presence of both a cultural and a sociological side to
translation, but questions whether it is adequate to place the sociology of translation as a
sub-discipline within translation studies. In her opinion “[t]he questions pertinent to
translation viewed as a social practice should instead be placed at the core of the
discipline” (2007: 6).
The literature mentioned so far in this section is inarguably diverse in scope, but
nevertheless points towards the need to see the translator as a social actor who is
affected both by an immediate context (colleagues, clients, CAT tools etc.) and by more
general social conditions (globalization, translation norms, society’s (lack of) recognition).
So, how does the sociology of translation fit into the broader realm of translation
studies? In his 2007 paper on translation sociology (Bridge concepts in translation sociology),
Andrew Chesterman sketches four different perspectives on translation studies: the
linguistic level, the cultural level, the cognitive level, and the sociological level. As typical
sociological research topics Chesterman mentions the translation market, the role played
by the publishing industry and other patrons or agents, the social status and roles of
translators and the translator’s profession, and translating as a social practice (2007: 173).
According to Chesterman, the main focus in sociological translation studies research is,
thus, on “people and their observable actions” (ibid: 174). Earlier on, Chesterman (2006)
had made an effort to divide the sociology of translation into three subcategories, which
he found useful for research purposes. These categories are:
o The sociology of translations as products.
o The sociology of translators.
o The sociology of translating, i.e. the translation process.
Whereas the first subcategory is product-oriented (sociology of translation, thus, is not
synonymous with a complete dismissal of text-bound approaches), the remaining two
subcategories head in a different direction. According to Chesterman himself,
subcategory number one was the first to gain interest in translation studies and was
already foreseen by Holmes, when he created his classic map in 1972. The second and
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third subcategories, which are less concerned with translation as a finished product and
more concerned with their making and the people assigned to provide the translations
(the translators), were much less important at the time. However, they have later on
become far more influential, especially after the turn of the century, and in 2009,
Chesterman even goes as far as suggesting the term Translator Studies to enhance this
specific focus, which he tentatively coins as “a new subfield, a new branch” (2009: 13).
Dam (2013) later questions this framing of Translator Studies as a field of study or
discipline on its own and prefers to talk about the translator approach, suggesting that it is
merely a sub-field or an approach feeding into the wider perspective of translation
studies (2013: 17). Within this research frame, the focus is personal and directed towards
the social aspects of being a translator. Chesterman mentions the following issues as
examples of focus points within the sociology of translators: the status of (different kinds
of) translators in different cultures, rates of pay, working conditions, role models and the
translator’s habitus, professional organizations, accreditation systems, translator’s
networks, and copyright (2009: 16).
Though relatively new as an area of particular interest in translation studies,
translator status is a topic that has already been treated on a number of occasions. It has
already been mentioned that Cronin has treated this subject, but there are many other
and more recent studies showing particular concern for this specific issue. Dam &
Zethsen have shown concern for it on several occasions (e.g. 2008 and 2009), and it is
also central for Kristina Abdallah (2010), who has a focus on translators’ agency in
production networks, which she identifies as “the prevailing working environment in
present-day translation industry” (2010: 11).
These networks are formed “when one actor who needs translations, in the
capacity of a principal, delegates work to another actor, an agent, to produce these
translations, and this latter actor, in the capacity of a principal, subcontracts translating
work to yet another actor, who becomes an agent” (2010: 15). Abdallah then goes on by
identifying four dyads, i.e. relationships within the production network. This network
consists of four entities: the reader, the translator, the translation company, and the client
company. The argument that Abdallah puts forward is that the (power) relationship
between these entities has a great influence on the translators’ agency (way of acting) and
can lead to a sense of conflict. One of the basic assumptions of the study, which is also
supported by interview data, is the fact that “translators often feel a great sense of
responsibility towards the reader”, something that can eventually lead to goal-conflicts
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and issues such as “moral hazard and asymmetry of commitment” (Abdallah 2010: 13).
The question one may ask, then, is: do the translation companies not feel the same kind
of responsibility towards the reader? Apparently, the experience of Abdallah’s
respondents is that the answer to this question is very often no.
Another example of how the conditions of the translator can be treated is
Koskinen (2008). In a very holistic study that focuses not only on the working
environment, but also on the general life situation of Finnish EU translators in
Luxembourg, Koskinen probably offers one of the most noticeable attempts to convey
the everyday life of a certain group of translators. The study is ethnographic and, among
other things, shows how the translators’ institution (in this case the European
Commission) has an effect on fundamental personal issues, such as identity. According
to the study, the translators find themselves negotiating “between their national and
European identities” (2008: 118).
What these studies have in common is that they give voice to the translator and
reveal that translation can be vastly influenced by the translators’ social context. They
represent the accounts of translators and the reality they experience on a daily basis. In
Chesterman’s outline of the different subcategories of the sociology of translation, there
is a clear distinction between the approaches focussing on translations as products and
approaches focussing on translators as human beings. Although these subcategories do
indeed have different concerns and different objects of study, both Koskinen and
Abdallah show that they are interconnected, and that the one can influence the other.
Koskinen, for instance, argues that “[a]n analysis of even a minute linguistic feature can
give us clues to the social role of the translation and translators in either the source or
the target community” (2008: 119). Koskinen found that although the Finnish translation
unit of her study lived abroad and worked in an institution housing translation units of
many other EU languages, the Finns were physically detached from the other language
units and lived in a rather closed, national community far from the multinational blend
one might initially expect from an institution representing most of Europe. At the same
time, the translators had little or no direct contact to the receivers of their translations.
These conditions are then related to the fact that the translators’ efforts in using
translation strategies that could increase readability were relatively restricted.
Abdallah finds similar tendencies in her study, although she operates in a quite different
context. She highlights examples of dissatisfaction among translators, which can
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eventually result in “moral hazard and asymmetry of commitment” (2010: 13). These
phenomena are then later explained as constituting the negative results of situations
where translators do not receive a sufficient amount of information on the translation
job, and where there is no mutual agreement on the level of translation quality.
Abdallah approaches her study from an agency theoretic point of view; a theory
departing from the assumption that individuals differ widely in their risk attitudes, and
that principals are usually less risk averse than agents (Eisenhardt 1989: 61-62). Abdallah
then transfers this to translators’ agency in production networks defined as “sets of interfirm relationships that bind a group of firms of different sizes, including micro
entrepreneurs, into larger economic units” (2010: 11). These networks tend to be highly
hierarchical and normally have the translators placed at the lower end of this (power)
hierarchy.
What seems to be prevalent is the fundamental feature among the translators of
feeling a large degree of responsibility toward the end user, i.e. the reader of the
translations. What the translators perceive as quality in the translation is a parameter of
high concern to the translators themselves, who experience that they are much more
concerned with translation quality than their employers, to whom speedy delivery and
cost efficiency seem to be of much more concern.
The translators’ network is a theme that is also thoroughly treated by Risku & Dickinson
(2009). However, the type of network described here differs from the one illustrated in
Abdallah (2010). Risku & Dickinson are concerned with translation communities where
professionals can share experiences and expert knowledge. Their key example is
proz.com, which is presumably one of the largest on-line communities for professional
translators, but at the same time they acknowledge the existence of many other similar
translation communities. From a general point of view, these communities, apart from
serving as a base for knowledge sharing, are potential keys to finding ways of abandoning
the individualistic tendencies among translators (2009: 50). Social media platforms like
Facebook and LinkedIn also host similar communities for translators and thereby
confirm that although many translators are hired individually and carry out many of their
tasks in solitude, there is a tendency towards using new technological possibilities to
create translator networks.
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2.4.2.1. Translation and networks
The concept of network is often central to these context-oriented studies, and in many
of them, it is indicated that the identified networks have major importance for the work
of the translators.
Networks can work in different ways and can be both beneficial and detrimental
to translators. Koskinen (2008) points out that vague networks where translators feel
isolated from both initiators and receivers can lead to indifference and a loss of
engagement towards the work they are doing. A certain level of frustration is detectable
in Abdallah’s study (also illustrated by the fact that 100 % of the translators had
abandoned their work place after the initial round of interviews). The much less
hierarchical networks described by Risku & Dickinson, i.e. communities of practice, have
a much more positive effect on the translators and in many cases provide them with a
feeling of being more empowered as translators.
2.4.2.2. Translation and interdisciplinarity
The ways of analysing translation in context are manifold and so are the choices of
theoretical perspective. As already mentioned, interdisciplinarity is omnipresent in
translation studies, and this is something that is reflected in the very frequent use of
theories traditionally belonging to other fields of research. We have already seen how this
also applies to context-oriented studies. But one must not forget that some theories of
translation have proven themselves to be of high value to context-oriented studies.
Norms, as described mainly by Toury (1995), have been a key concept for many
translation scholars when describing the conditions that influence the behaviour of
professional translators. As an example, Inghilleri (2003) uses norms to investigate
interpreting as a socially situated activity. But other concepts have also been used in
order to describe the sociological aspects of translation and translation activity. In the
very same article, Inghilleri draws upon Bourdieu’s concepts of field and habitus,
something that has also been done by many other researchers both before and after
Inghilleri. The following section will go through one of the main influential sources from
the last two decades of research in the sociology of translation.
2.4.2.3. Bourdieu and the sociology of translation
Despite the fact that the work of Pierre Bourdieu is not directly related to translation, his
writings have provided a considerable source of inspiration for a large number of
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translation scholars. There are many examples of how the name of Bourdieu has found
its way into translation studies and how his concepts of sociology have been used to
describe translation phenomena. Some of the more frequently used concepts are those of
field and habitus.
According to Bourdieu, habitus constitutes a socialized subjectivity, which includes
the norms and values of an individual and a field in combination. For some scholars, this
concept can, thus, function as a valuable alternative to norms in DTS. The translator’s
habitus is therefore a subject that has been treated on a number of occasions. Examples
of researchers who have been working explicitly with the concept of habitus are Daniel
Simeoni, Jean-Marc Gouanvic, Hélène Buzelin, Rakefet Sela-Sheffy and Moira Inghilleri.
Among those who have been suggesting that Bourdieu’s notion of habitus could be an
(improved) alternative to Toury’s notion of norms you can find Simeoni (1998),
Gouanvic (2002) and others as well. So the Bourdieusian approach to translation has, to
some extent, become, if not an attack on, then at least a questioning of norms as
behaviour decisive elements in translation. Gouanvic (2005) also says that “[n]orms do
not explain the more or less subjective and random choices made by translators who are
free to translate or not to translate, to follow or not to follow the original closely” (2005:
157-8). He sees the translator’s habitus as being bi-lingual and therefore the translation as
the result of a meeting between two cultures (Gouanvic 2007: 82). This approach puts a
lot of emphasis on the translator as a bi-cultural actor and maybe distances itself partly
from Toury’s view upon translation as ‘facts of target cultures […] in any event’ (Toury
2012: 23). In much the same line, we find Reine Meylarts who says that “Toury’s model
for descriptive translation studies has privileged collective schemes and structures instead
of individual actors” (Meylaerts 2008: 91). Meylaerts argues for a more dynamic
understanding of the notion of habitus, and for a translation sociology at the individual
level (Koskinen & Kinnunen 2010: 8).
Another of Bourdieu’s key concepts, which has been amply used for studies in
translation, is the one of field. In general, this can be understood as a setting where you
have both the agents and their social positions playing a role. For Gouanvic, this concept
is essential to his study of the translation of US American science-fiction literature into
French (Gouanvic 1994 and 1997). One of his conclusions is that the study of translation
cannot be limited to the translators, but needs to include all actors involved and even the
entire field.
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Perhaps, it is not fair to claim that social actors operating within a field according
to their personal and/or shared habitus is ground-breakingly different from systems
governed by sets of norms, but more and more scholars seem to favour the former due
to the more delicate concern for the individual actors. Toury did emphasise the
sociological aspects of translation, and, at some point, he even makes a direct reference
to Bourdieu by saying that “it may help relate the concept of ‘norm’ to Bourdieu’s notion
of ‘habitus’, an aspect whose importance in the context of translation has been stressed
time and again in the last few years” (Toury 2012: 68).
When it comes to bringing in scholars from other, more sociological, disciplines,
Bourdieu is not the only one to be found. Buzelin (2005) also suggests using Bruno
Latour’s actor network theory, not necessarily as an alternative, but more as a
complement to Bourdieu’s sociology, and the same goes for Inghilleri (2003) who sees
the British sociologist Basil Bernstein as a helpful supplement to Bourdieu and his
conceptual framework.
2.4.2.4. Sociology of translation and invisibility
Dam & Zethsen (2014) use Bourdieu’s conceptual framework to investigate how
translator self-image as experts relates to their perceived status. One of their findings is
that although most translators see themselves as experts (e.g. as suggested by HolzMänttärri 1984) they lack acknowledgement from their surroundings and feel that they
have relatively low status. This is a finding that can be related to Simeoni (1998) who sees
similar tendencies:
To become a translator in the West today is to agree to becoming nearly fully subservient: to the
client, to the public, to the author, to the text, to language itself or even, in certain situations of
close contact, to the culture or subculture within which the task is required to make sense.
Conflicts of authority cannot fail to arise between such masters but, in the end, the higher bidder
carries the day. The translator has become the quintessential servant: efficient, punctual,
hardworking, silent, and yes, invisible (Simeoni 1998: 12)
In the eyes for Simeoni, being a translator, with all that it implies, is very much
determined by the surrounding culture. Following from his observations, a translator is,
to a large extent, a subservient being. Not because this is necessarily in the very nature of
translation, but because there is a culture that promotes such a scenario. If this is so, then
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it should potentially be possible to change this situation, and if you ask a scholar like
Lawrence Venuti, he would say that not only is it possible, it is necessary (Venuti 1995).
Simeoni actually uses the expression invisible to characterise the translator, something that
is also done by Venuti. Venuti clearly calls for action in order to get rid of this invisibility,
but by looking closer at the writings of someone like Abdallah, Koskinen, Dam &
Zethsen, and others, we learn more about the actual situation of many translators, and
why it is difficult to step out of the shadow and become visible. In this light, Gouadec’s
hypothesis of the insistence on claiming a different status for localisation as a symptom
of a wish for higher appraisal may seem even more plausible.
To sum up, translation agencies and other kinds of translation networks constitute
communities, which influence the people working inside them. It has long been known
that the making of translation in general constitutes a highly complex endeavour that
cannot solely be explained on the basis of the relations between source text, target text
and translator. Now, a number of context-oriented studies have identified some of the
exterior forces (others than the three just mentioned) affecting translation. Much in the
same line, the present study will focus on how a marketing implementation agency is
experienced from within by the people who work there.
In the following sections, I will present translation theories, which are not as
directly related to the social aspects of translation as those we have just seen, but which
still hold relevance for the context-oriented aspects of translation.
2.4.2.5. Sociological aspects of functionalism
In this section, I will introduce the translation paradigm of functionalism, which
generally has it roots in some of the German-speaking research environments.
Functionalism is very much based on the idea of translation as a purposeful activity
(Nord 1997), i.e. the answers to all choices made by a translator should be found by
relating the translation to its stated purpose. If your fundamental claim is that translation
is first and foremost governed by its purpose, it quickly becomes clear that the contextoriented elements of functionalism are central to the entire theoretical framework. The
purpose of a translation can be to promote a product, a political view, an event etc. The
purpose could also be to inform about a legal decision or to introduce an authorship to a
new audience. The possibilities are unlimited, but no matter what the purpose may be, an
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analysis of that purpose is also an analysis of the context, which will frequently mean the
social context as well.
Another important aspect of functionalism is the dethronement of the source
text. In many traditions of translation research, the source text is the primary authority. A
good translation is seen as one that is faithful to the source and renders its content as
accurately as possible. A text that fails to meet the expected requirements of accuracy
and faithfulness can even risk falling into the category of non-translation. Traces of such
a view can be found in Nida and Taber (1969), Koller (1972), and Newmark & Hall
(1988). And if you go further back in time, it becomes even more evident. One example
could be the French tradition of Les Belles Infidèles, which implied that translations could
either be beautiful or faithful (towards the source) but not both at the same time. This
way of viewing translation has since been seriously questioned all across the field of
translation studies, and also among supporters of functionalism.
However, one should be careful to assign the idea of dethroning the source text to the
functionalistic tradition alone. Similar ideas can be found in works within polysystem
theory led by scholars like André Lefevere and José Lambert, and Toury explicitly says
that translations are facts of target-cultures. Chesterman (1997) even points out that, in
1540, the French writer and poet Etienne Dolet argued that “translators should not
become slaves to the original, by merely rendering word for word” (1997: 24), and
thereby beat Vermeer to the point by more than four centuries. Nevertheless,
functionalism can be seen as a contribution to a turn towards a more cultural or social
approach to translation studies.
And when you say functionalism, it is difficult not to mention skopos theory as well. All
the above-mentioned thoughts about functionalism are at the heart of the skopos theory,
which was first introduced in 1984 by Hans Vermeer and Katharina Reiß. It is based on
the assumption that all human activities have a purpose. This, of course, also goes for
translation activities. Translators are social actors, and, just like all other social actors,
they strive to engage in meaningful actions. Nevertheless, however sensible such an
approach may appear, it has also been perceived as rather rudimentary. The ground
principles of the skopos theory are so general that the theory has been criticised for
merely stating the obvious.
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Another criticism is that skopos theory is more of a quasi theory because it
merely states how translation should preferably be: a result of fulfilling a given purpose.
If you look at the theory like this, it will easily start to seem very prescriptive, and you
could argue that instead of a skopos theory you have a skopos maxim in the style of ‘the
end justifies the means’ (Reiß & Vermeer 1984/2014: 101). Another criticism about the
scientific value of skopos theory can be found in Buzelin (2005), who argues that skopos
theory is generally based on very little empirical evidence, and that it is therefore difficult
to see whether it “reflects actual translation practices or idealized visions of them” (2005:
214).
When you look at some of the context-oriented research already presented in this
chapter there are signs of the latter suggestions of Buzelin to be the case of much reallife translation activity. Skopos theory places the purpose of a translation as the highest
determinant. But when Simeoni looks at the surrounding society, he sees that this is far
from always the case. There are other interests at stake, and the translator working in this
society must succumb to these interests. Skopos theory tends to place the translator as
the ultimate decision maker. Holz-Mänttärri clearly sees the translator as an expert. The
translator may very well be an expert and ideally also the ultimate decision maker, but
there are many external factors that can give the translator a much more subservient role.
Functionalists have been presented here as speakers of a lower source text status and
thereby also of a clear step away from the equivalence paradigm. However, this does not
mean that it is definitively buried. Whereas Vermeer said that the source text was merely
an ‘offer of information’, the idea of equivalence was never really abandoned by Reiß.
Furthermore, although it does not entail any explicit mention of equivalence, we can, in
fact, see examples of functionalists emphasising on loyalty as an important factor. Toury
(2012) has explicitly criticised Nord for bringing the concept of loyalty into the
discussion on translation – something he sees as a kind of drawback: “Unfortunately
[….] Nord (re)introduced the concept of ‘loyalty’, and as an a priori moral principle at
that, which lends privileged status to what we would call ‘adequacy’. This may well be
opening a new gap between the two approaches as the old one seems to have been
closing” (2012: 20).
Although the last couple of pages have mostly been a critique of functionalism and
skopos theory, it is not a rejection of it. For translator training and translator practice,
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skopos theory has been, and continues to be, a valuable place to turn. As already
mentioned, its scientific validity has been seriously questioned, but I still believe that it
can have value for research purposes. Therefore, elements of skopos theory will also be
included later on in the presentation of transcreation perceptions.
According to skopos theory the purpose of the translation determines the outcome, and
despite the fact that this ‘maxim’ renders equivalence irrelevant, or at least secondary, it
does not remove equivalence from the translation equation. The removal of equivalence,
on the other hand, is much more likely to happen when applying Chesterman’s scheme.
2.5. Advertising translation vs. transcreation 7
Advertising translation is an area that has been studied from many different angles and
interest on the subject can be dated back several decades. In 1972, the same year we saw
the inception of Holmes’ map, Roger Boivineau focuses on advertising translation in
“L’ABC de l’adaptation publicitaire”, and the year before Katarina Reiß touches upon the
subject in “Möglichkeiten und Grenzen der Übersetzungskritik“. As we will see throughout this
section, many other scholars have since taken an interest in advertising translation. So,
whereas the ‘transcreation’ of advertising is a field that has enjoyed only little academic
interest, the ‘translation’ of advertising is frequently discussed in the translation studies
literature. And a large part of the elements deemed essential to transcreation are also
valued within advertising translation. Guidère (2000), for example, assigns great
importance to reaching the same effect when translating advertising material and admits
that this effect can be something as straightforward as provoking the purchase of a
product (2000: 62). De Mooij (2004) states that “if advertising is translated at all, the
translator should closely co-operate with the copywriter/art director team and not only
translate but also advise about culture-specific aspects of both languages” (2004: 196).
Whereas De Mooij emphasises on the importance of close collaboration between
translators and other important agents within the advertising sphere, George Ho (2004)
focuses on the aspect of the translator acquiring knowledge on specific elements crucial
to advertising. In his article on translation of advertisements across heterogeneous 8
cultures, Ho talks about the brand and how important it is for the translator to
comprehend the aspects of branding. As consumer behaviour becomes more
7

Sections 2.5., 2.6., and 2.7. contain parts of an article earlier published by this author – Pedersen (2014)
”heterogeneous” is a term used by George Ho himself. It is used to distinguish between what he calls
homogeneous Eurocentric cultures and more heterogeneous cultures, i.e. Chinese vs. Western cultures.
8
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sophisticated (Gobé 2001), showing one particular product’s superiority is not enough to
“win the heart of the consumer” (Adab & Valdés 2004: 162). According to Gobé (2001),
this development in consumer behaviour has led to a change in marketing strategy with a
focus on emotional value – emotional branding. Ho (2004) elaborates on what this new
trend of emotional branding means to advertising translation. For him, there is no doubt
that the changes in consumer behaviour and marketing strategies must have implications
on translation as well. Ho says that “the translation strategy for commercial translation
should be changed accordingly, from focusing on the product itself to highlighting the
personal needs of the consumer” (2004: 226).
In general, the advertising translator is seen as an agent that should ideally be an
integrated part of the marketing process. This somehow contradicts the image of the
invisible translator, and one could be led to think that this represents wishful thinking
and a description of an ideal situation more than it represents the actual situation of
advertising translators. However, this remains to be seen, and, hopefully, the
contributions of this dissertation can shed some light on this matter. In any case, the call
for highly engaged advertising translators is far from new and can be seen very clearly in
Séguinot (1994):
In translating advertising, translators are expected to take responsibility for the final form of an
advertisement. Globalization of the translation business sometimes means providing full
marketing services in addition to translation and interpreting. Therefore, in the marketing of
goods and services across cultural boundaries, an understanding of culture and semiotics that
goes well beyond both language and design is involved. Translators need to understand the basics
of marketing; they need to know the legal jurisdictions of the market; they must know how
cultural differences affect marketing; they must be aware of constraints placed by the form and
functions of the source text, and they must be able to interpret the visual elements which are of
key importance in advertising. Going global successfully means taking control of a final product,
researching the cultural and marketing aspects, and making sure the translation conforms to
legal constraints. All this shows that the range of knowledge and skills needed by the profession
of the translator is changing (Séguinot 1994: 249)
Séguinot clearly advocates for an advertising translator who plays an active role (as
opposed to a subservient/invisible role as described by Simeoni 1998), and who has a
dual expertise. In Holz-Mänttärri’s sense, the translator should be an expert in all the
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aspects of carrying out an advertising translation. This would include knowledge of
marketing mechanisms as well as knowledge about legislative matters. We could probably
include branding strategies as an area worthy of the advertising translators attention.
In general, transcreation and advertising translation share common grounds,
above all in the field of application, as both concepts evolve around persuading the
client. Consequently, there is a shared need to emphasise cultural adaptation, local
market specificities etc. The importance of the brand and how it is presented in each
target market is also recognised both in advertising translation and transcreation.
2.6. Localisation vs. transcreation
The section above was an attempt to take a subject that relates to transcreation and see
how it is presented within translation studies. This section will do more or less the same
thing but with a different concept: localisation. I will here discuss localisation by looking
first at a description of a transcreation workflow and then comparing it to one of
localisation, albeit, in a simplified form.
On their website, the transcreation provider Hogarth World Wide describes one
of its overall workflows in the following way:
Hogarth uses its in-house team of native insight planners who will analyse the creative brief,
identify any differences in consumer behaviour, consider cultural nuances, validate creative ideas,
copy and visuals. The creative agency will refine the campaign based on feedback from Hogarth’s
native insight team. Once the revised master creative9 has been approved, Hogarth can begin
transcreation
According to the description of this particular workflow, the process of marketing and
advertisement transcreation goes on hand in hand with the creation of the original
campaign. If transcreation is involved in the development of the master copy (the source
text), then we are probably looking at a process that involves creation of both source and
target texts. This process is in many ways similar to what Pym (2014) describes as
internationalization, which is usually associated with localisation. Internationalization is a
sort of intermediary stage between source and target, which Pym illustrates using this
simplified model:

9

creative (n.): “(Advertising) creative material produced for an advertising campaign, such as the copy,
design, or artwork.” (OED)
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Start

Internationalized

Target

Pym (2014: 121)
Although the starting point may differ depending on the sort of assignment (e.g.
localisation or transcreation), the intermediary phase of internationalization that follows
in localisation does look like the creation of the master creative in transcreation. Pym
(2014) says that internationalization prepares a product prior to its translation (2014:
121). Hogarth World Wide say that they help the creative agency “analyse the creative
brief, identify any differences in consumer behaviour, consider cultural nuances, validate
creative ideas, copy and visuals”. This is a preparatory phase that ultimately leads to the
transcreation of the master creative. A tentative model of this process inspired by Pym
could look like this:
Creative brief

Master creative

Transcreation

Even though these processes are not entirely identical, the similarities seem to be
apparent. There is, of course, a difference in the fact that the preparation of the master
creative is a phase of counselling and collaboration between a creative agency and the
transcreation experts. Internationalization, on the other hand, as defined by the former
Localization Industry Standards Association (LISA) in 1998, is “the process of
generalizing a product so that it can handle multiple languages and cultural conventions
without the need for re-design. Internationalization takes place at the level of program
design and document development” (In Pym 2014: 119-120).
However, when it comes to localisation and transcreation, there are some commonly
shared features that could be emphasised. First of all, they both seem partly to be a result
of a need for fast, global distribution. The nature of the involved types of texts makes it
clearer to see why this could be the case. Localisation is primarily concerned with
software programs (Pym 2004, 2014; Mazur 2009; Rike 2013), while marketing and
advertisement transcreation mainly deals with creative campaigns. Both these text types
have a relatively short life expectancy, and therefore, fast and efficient distribution is in
many ways essential. Secondly, the fact that both localisations and transcreations usually
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have the ultimate goal of provoking a sale makes the focus on local relevance and
cultural (consumer) behaviour appear as an important factor. Thirdly, they both share a
structure of one-to-many-languages/markets that is normally applied.
It is most likely possible to highlight even more similarities between localisation and
transcreation. LISA says that localisation involves taking a product and making it
linguistically and culturally appropriate to the target locale (country/region and language)
where it will be used and sold. More or less the same thing could be, and has been, said
about transcreation.
The task of framing transcreation and localisation is probably all but done, and
we may continue to find examples of transcreations deemed to be localisations and vice
versa. But so far, there seems to be a tendency detectable in the abovementioned
examples, which would be that as a process, and in its general structure, transcreation is
close or similar to localisation. The difference between the two seems to lie mainly in the
fields of application.
Whereas transcreation as a term connected to the elaboration of marketing and
advertising material is relatively new (less than a decade), the term of localisation and an
established localisation industry have been well known since the 1990’s, also within
translation studies. This makes it possible to look at previous discussions of localisation
and relate them to the present discourse surrounding transcreation. We have already seen
extracts of Pym’s presentation of localisation, and the localisation process can be related
to that of transcreation. Now, the focus will be on the ways in which localisation was
presented when the phenomenon was about as new as transcreation is now. In order to
investigate this aspect of localisation, one can turn to Cronin (2003) who, in his work on
globalisation, dedicates a large part of his attention to the concept of localisation and
especially how it is presented by the commercial industries operating with the concept.
Cronin takes up an example of Bill Gates and his attempts to establish localisation as
“just a linguistic process”. What Cronin finds remarkable in this description is the use of
the adverb “just”, and he expresses this when he says: “‘Linguistic’ processes are
enormously complicated and have occupied some of the best minds for centuries but it is
presumably not the intrinsic complexity of human language that Bill Gates has in mind
when he uses the curt adverb of expressive dismissal, ‘just’” (Cronin 2003: 62).
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Cronin then continues to find examples of people who describe localisation from an
industrial point of view. At one point, he quotes Perkin (1996), according to whom:
The localisation process is a complex one and extends far beyond translation. Cultural
sensitivities must be respected in the use of colour, style, forms of address, and the selection of
images and graphical representations. Practical demands require the conversion of units of
measure and standards such as weight and currencies. More fundamental modifications are often
required, for example in financial software, which may be geared to particular systems of
accounting and taxation (Cronin 2003: 86)
Cronin then responds to this description by pointing out that it renders translation as a
very narrow concept, which can easily be contested given that the many culturally
sensitive aspects of the localisation process mentioned by Perkin are quite regular issues
in a vast amount of translation activities. Although this statement specifically concerns
localisation, it still seems to carry the potential of serving as a (historical) base of
comparison between transcreation and localisation, given that similar emancipatory
traces (localisation is not/goes beyond translation) can be detected in transcreation.
Much more on this will follow in chapter 4. Another issue that should also be taken into
account is the possibility of a much more strategic use of localisation. On more than one
occasion, it has been suggested that the term translation is avoided for historical reasons:
the use of the word ‘localization’ rather than translation is not wholly innocent. Translation has
a long history of difficulty and approximation which is to its epistemic credit and commercial
disadvantage. Localization, on the contrary, implies a wholly new process which engages
effortlessly with the ‘local’, thereby eliminating any unpleasant imperial aftertaste left by
agonistic conceptions of translation as conquest (Cronin 2003: 63)
In translation studies, it has often been asked: does it really matter what we call it? Here,
Cronin makes a contribution to this discussion. His point is clearly that it does matter.
Words, as Cronin puts it, are not innocent. They carry a baggage and therefore influence
the way people think about the concept behind the word. According to Cronin,
translation has quite a few negative connotations. Consequently, the use of terminology
in connection with localisation must be considered from different angles. Based on a
number of quotes from representatives of the localisation industry, Cronin indicates that
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a simplified perception of the concept of translation is one of the reasons why a term like
localisation starts to thrive. Based on Cronin, there could be an interest in not saying
‘translation’ because it is a word that carries connotations that are not desirable for the
industry in question. This seems to be supported by the considerations of Gouadec
(2007) who, as we recall, suggests that for reasons of marketing, among others, “most
translators do claim a different status for localisation” (2007: 38). But there are also
others, albeit related, ways of explaining the rise of localisation:
With its emphasis on target-oriented translation, wholly consonant with the more popular
versions of functional and polysystemic theories of translations, ‘localization’ appears to be the
corporate linguistic response to the ecological injunction to think global and act local (Cronin
2003: 63)
The move in translation studies from a very source-oriented and equivalence based view
of translation towards a much more target-oriented perspective seems to have reached
the industry as well. But whereas the result in translation studies has been an expansion
of the understanding of translation, the industries seem to have come to the conclusion
that translation is still source-oriented and equivalence based, and the new perspectives
and new ways of producing target material must consequently belong to a different
paradigm and constitute something that is more than or different from translation.
From idea to finished product both localisations and transcreations undergo a lot
of different processes. Usually, there are several people involved in the making, and a lot
of technical equipment is needed as well. To call this ‘translation’ requires a broad
understanding of the concept, and this broad understanding is rarely found in localisation
and transcreation industries.
2.7. Translation vs. transcreation
This section will pay close attention to some of the more general theoretical aspects of
translation relating to transcreation. Jakobson (1959) divides translation into three groups
that embrace both interlingual, intralingual, and intersemiotic translation, this last one
including transfers that are not necessarily between two different languages. According to
Toury (1995), translation, or assumed translation, includes “all utterances which are
presented or regarded as such within the target culture, on no matter what grounds”
(1995: 32). The same ‘open’ approach to the definition of translation can be found in
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Tymoczko (2007). Tymoczko does not seem to have any intention of delimiting
translation, which she sees as an open cluster concept. She states that “there are no
necessary and sufficient conditions that can identify all translations and that at the same
time exclude all non-translations across time and space” (2007: 78). Based on these
views, it is difficult to say what translation is or to exclude transcreation from potentially
belonging to translation. However, Toury’s own concept of assumed translation makes it
possible to argue that transcreation is not translation, simply because it is assumed to be
something else. Nevertheless, when bringing forth this idea, Pym’s questioning of who is
supposed to be doing all the assuming (2006: 4) becomes relevant, because it would
imply that the conceptualization of one particular group of people, in this case the
transcreation providers, determines what transcreation is (and is not).
If we move on from these general views on what can be deemed as belonging to the field
of translation and take a closer look on how translation is categorised, we find that many
theories tend to create translation dichotomies. From a number of these dichotomies it is
possible to identify a series of different approaches. In 1813, Friedrich Schleiermacher
distinguished between two general approaches to translation, one being a naturalizing
and the other being an alienating strategy. Much in the same line, we find Lawrence
Venuti, who talks about translations being either foreignizing or domesticating. One
thing they seem to have in common is the idea that one is faced with the choice of either
hiding or showing that a text is a translation. This idea can be recognised in many other
translation dichotomies, e.g. Levý’s illusory vs. anti-illusory translation, House’s covert
vs. overt translation, and Gutt’s indirect vs. direct translation. When comparing these
different strategies, they all seem to leave the translator with a choice between two
general options: either you move towards the source or towards the target.
This overall theoretical framing of translation might also be applicable when
describing transcreation strategies. Target-orientation, which seems to hold a strong
position within translation theory, is also an important factor in transcreation. Nida’s
dynamic equivalence is one such term that could be placed in the category of targetoriented strategies. Regarding dynamic equivalence, Nida himself says that it means “that
the relationship between receptor and message should be substantially the same as that
which existed between the original receptors and the message” (Nida 1964: 159). This
brings in another factor much valued in transcreation – the idea of same or equivalent
effect. This idea is later put forth by others focussing on translation, e.g. Eco (2001) who

51

says that “a good translation must generate the same effect aimed at by the original”
(2001: 44-5). Target-oriented translation is also at the heart of the functionalist approach
as formulated principally by Reiß & Vermeer (1984/2013) and Nord (1991), who see
translation as being determined by its function or purpose. It therefore seems plausible
that some approaches to translation could also be considered as approaches to
transcreation.
2.8. Translation dichotomies
As we will later see in section 4.3., transcreation is very often presented as opposed to
translation. Many practitioners agree on a different status for transcreation and see
translation as a much too narrow concept to fit all the aspects of transcreation. But
translation has always been characterised as being multifaceted and much research has
established translation as all but a narrow concept. There are many ways of presenting
the various sides of translation. A strategy that is often applied is the use of dichotomies.
When describing translation, the use of two opposing pillars constituting the
main directions in which a translation can go is a commonly used method. Put rather
simplistically, translation is on many occasions presented as being either x or y. These
dichotomies originate from different approaches to translation, but, as we will see,
several of these dichotomies share common ideas.
The act of dichotomising translation is something that by far predates what many
consider to be the official birth of translation studies as an academic discipline. In 1813,
Friedrich Schleiermacher said about translation that either you carry the text towards the
reader or you bring the reader towards the text.
But even before Schleiermacher, the French idea of Belles Infidèles somehow
divided translation into two main categories: a translation can either be beautiful or
faithful, but not both at the same time.
Schleiermacher’s view on translation has transcended into modern thinking of
translation, probably most noticeably in the work of Lawrence Venuti (e.g. 1995), who
divides translation into two main strategies: domestication and foreignization. His point
of departure is the translator’s invisibility, which he finds problematic. Therefore, his
presentation of translation shows some very clear preferences when it comes to choosing
strategies. Foreignization, in the Venutian understanding of the term, is not just a simple
issue of being source text oriented. It is an active choice by the translator in the struggle
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against anonymity or invisibility. Venuti encourages translators to work from a
foreignizing perspective, both in order to obtain visibility and (deserved) recognition and
to make the receiver more familiar with foreign cultures. Being a US American, Lawrence
Venuti comes from what he characterises as a dominant culture, which is largely reluctant
to embrace foreign literature and culture in general. Relatively few publications in the
United States are translations, and those that are have usually undergone an extensive
process of domestication making them more familiar to the target audience. One must
therefore bear in mind that Venuti’s dichotomy is not neutral and is strongly in favour of
foreignization for somewhat political reasons. A part of Venuti’s mind set is also visible
in Juliane House’s distinction between overt and covert translation; either you show or
you hide that your text is a translation.
Other dichotomies are more neutral and do not necessarily favour one particular
translation strategy instead of another. According to the functionalistic approach, the
purpose (skopos) of the translation is essentially what guides the choice of strategies. As
a logic consequence, it is not possible to claim that one particular strategy should have
natural preference – each new translation situation requires its own set of strategies.
Within functionalism, translation is typically characterised as being either instrumental or
documentary. But given that the skopos is the overall driving force, it cannot be said that
one side of the dichotomy is inherently better than the other.
Following Toury, translation either strives for adequacy or acceptability, which
are two principles closely related to the function of the translation. Toury defines the two
concepts in the following way:
acceptability
The production of a text in a particular culture/language which is designed to occupy a certain
position, or fill a certain slot, in the host culture
adequacy
Constituting a representation in that language/culture of a text already existing in some other
language, belonging to a different culture and occupying a definable position within it (Toury
2012: 69)
Just by looking at these examples it becomes clear that a common feature in most
translation dichotomies is a conception of translation as being either source or target
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oriented. An attempt to systematise many of the most influential dichotomies in
translation studies has been made by Jeremy Munday (2012) who makes the following
scheme:
Theorist

Orientation of strategy
Target-oriented

Source-oriented

Schleiermacher

Naturalizing translation

Alienating translation

Nida

Dynamic equivalence

Formal equivalence

Newmark

Communicative translation

Semantic translation

Oblique translation
Vinay and Darbelnet

Instrumental translation

Direct translation

Nord

Covert translation

Documentary translation

House

Acceptability

Overt translation

Toury

Target-oriented

Adequacy

Hermans

Domestication

Source-oriented

Venuti

Foreignization

(Based on Munday 2012: 304)
Without necessarily being exhaustive, this list proposes a pattern to translation
dichotomization. Granted, the ideas behind these dichotomies may differ a lot.
Instrumental and documentary translation are based on a skopos approach where the
choice of strategy is made according to the purpose of the translation, whereas
domestication and foreignization are strategies that are far more political and value laden.
But still, the general tendencies are hard to overlook.
But exactly how can all this be related to transcreation? From an advertising
transcreation point of view, target-orientation is essentially regarded as the primary
strategy and, to a very large extent, as one of its main strengths. This relates to what we
have already seen regarding localisation, and much more examples of perceptions about
transcreation will follow later on.
After having briefly examined a number of translation dichotomies it has
hopefully become obvious to the reader that assigning target-orientation to transcreation
(or localisation for that matter) might be problematic. After all, target-orientation is a
broadly used strategy in translation studies and it is strongly connected to several
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practices. From a translation studies perspective it is hard to say that an increased focus
on target-oriented strategies should constitute an extraordinary exception and justify the
making of an entirely new category. On the contrary, a proclaimed emphasis on targetorientation in transcreation is more likely to give the translation scholar a sense of
familiarity. So if transcreation is accepted as being a translation phenomenon, it should
also be possible to say that the emphasis on the target audience, which is repeatedly
mentioned in both localisation and transcreation contexts, invites researchers to turn to
the various translation dichotomies of the discipline.
2.9. Descriptive Translation Studies
In this chapter, I have presented a broad, although far from exhaustive, range of
perspectives to translation and translation studies. They each serve as inspiration and as
the theoretical foundation of this study and will be drawn upon throughout the next
chapters. However, there is one translation paradigm of particular interest when it comes
to defining the object of study for this dissertation, and that is descriptive translation
studies.
In Holmes’ map from 1972 one of the main branches is called descriptive
translation studies as opposed to one of the other main branches, which is applied
translation studies. According to Toury (1995), the applied branch of the discipline is
mostly engaged in translation studies for teaching purposes and for quality assessment.
With descriptive translation studies we see an attempt to define translation from a
descriptive (translation turns ought to be) instead of a prescriptive (translation should
be…) point of view. This approach could be seen already in 1953 when McFarlane
laconically claimed that “translation is as translation does”. Theo Hermans talks about
descriptive translation studies as an approach “which wants to gain insight into its nature
rather than to urge it to perform the impossible” (1999: 19). Here, ‘the impossible’ refers
to creating (absolute) equivalence and, accordingly, descriptive translation studies can
also be perceived as a step away from the importance of equivalence.
2.9.1. On norms
Doing descriptive translation studies, thus, means searching for observable
characteristics of translation. One of the more fundamental elements within this
paradigm is the concept of norms and the description of translation as a norm-based
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activity. Toury (1995) says the following about norms: “Norms are the key concept and
focal point in any attempt to account for the social relevance of activities” (1995: 55).
But how can a norm be detected? Norms are not necessarily explicitly formulated, and
one could also argue that norms can sometimes be broken. About the very essence of
norms, Toury claims that “[t]he norms themselves will still need to be recovered from
instances of behaviour, using the observed regularities as a clue. Thus, from the scholarly
point of view, norms do not appear as entities at all, but rather as explanatory hypotheses
for actual behaviour and its perceptible manifestations” (2012: 65). So, Toury suggests
that it is through behaviour that norms manifest themselves. Consequently, norms can
be said to be a tool for the explanation and to some extent prediction of behaviour. An
example of the application of Toury’s norm-based framework for context-oriented
research is seen in Inghilleri (2003), who uses the concept of norms to carry out a study
on interpretation as a socially situated activity.
2.9.1.1. Types of norms
Toury sees translation as a norm-based activity and distinguishes between different types
of norms. Basically, there are preliminary and operational norms. The preliminary norms
are those that govern the activities prior to the actual translation. This refers to
translation policy and the directness of translation and concerns which texts should be
translated.
The operational norms are those that govern the making of decisions during the
act of translating and include “the way linguistic material is distributed in it – as well as
its textual make-up and verbal formulation” (2012: 82).
Norms, thus, function on different levels: from the micro level that governs
specific linguistic formulations to the macro level where sociocultural aspects affect the
choices of what to translate in the first place.
2.9.2. Assumed translation
Finally, and as a very essential source of inspiration for this project, descriptive
translation studies take on a rather interesting approach when it comes to identifying the
object of study.
One of the main endeavours of translation studies has been to define what
translation actually is. We have seen Jakobson (1959), who defined translation by
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dividing it into three categories – interlingual, intralingual, and intersemiotic translation.
A rather strict way of defining translation is given by Newmark (1999), who says that
translation is “to cause what was stated in one language to be stated in another, with the
purpose of achieving the semantic end expressive equivalence of both statements” (1999:
152). Whereas setting the frames for what is and what is not translation (and to a certain
extent what is good translation) has by many scholars been considered to be one of the
primary objectives of translation studies, Toury found it not only secondary but also
problematic and counter-productive. He says that:
The obsession with restrictive definitions proves counter-productive precisely when the aspiration
is to account for real-life phenomena in their immediate contexts; they tend to hinder rather than
advance descriptive-explanatory work (1995: 31)
One of the core elements of descriptive translation studies is that research should be
conducted on a wish-to-understand-basis (Toury 2006). Accordingly, descriptive studies
should first and foremost be inductive and empirical, i.e. the result of looking at what
actually takes place in the contexts of translation. However, by not being restrictive about
what does and does not constitute translation, it can become very difficult to identify
exactly what your object of study, i.e. cases of translation, is. To deal with this problem
Toury proposed assumed translation as the object of study. In Toury’s own words, assumed
translation is:
all utterances in a [target] culture which are presented or regarded as translations, on any
grounds whatever, as well as all phenomena within them and the processes that gave rise to them
(2012: 27)
When Toury announced his now famous idea of assumed translation, it was received
with relief by translation studies scholars. Finally, there was no need to define what
translation is and, for that reason, the object of study was better available for scrutiny. So
from a practical point of view, assumed translation made it much easier to identify an
object for study within descriptive translation studies (2012: 93).
But the idea of assumed translation as a valid point of departure has also been
met with scepticism. For instance, in 2007 Anthony Pym challenged Toury’s concept of
assumed translation by asking “exactly who is supposed to be doing all the assuming?”
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(2007: 157). This is a question that also needs explicit attendance in this study, in order to
clarify what exactly qualifies as “assumed transcreation” (see section 5.7.2.).
Toury (2012) responds to some of that criticism by saying that the idea of
assumed translation is born out of a desire to conduct research on a wish-to-understand
basis, something that almost inherently excludes any kind of prescription.
The idea of assumed translation also contains a fundamental philosophical principle. It
acknowledges translation as a social construction with no clear boundaries. If assumption
is all it takes for a text to be a translation, then there is almost nothing that cannot
potentially be, or become, a translation. If you take the idea a step further, it also implies
that something can change status from being a translation to not being it and vice versa.
So, does Toury open up for an arena where everything goes? Judging from the
premise that assumption is the main, if not the only, determining factor it may well seem
so. However, one should not forget that Toury also established three postulates of
translation, which should always be present: the source postulate, the relationship
postulate, and the transfer postulate. These postulates are formulated in the following
way:
1. The Source-Text Postulate, which “entails the obvious assumption that there is
another text, in another culture/language, which has both chronological and
logical priority over it”
2. The Transfer Postulate, which “entails the assumption that the process whereby
the assumed translation came into being involved the transference from the
assumed source text of certain features that the two now share”
3. The Relationship Postulate, which implies that a translation has “accountable
relationships which tie it to its assumed original”
(Toury 1995: 33-5)
The idea of assumed translation combined with the three translation postulates are
supposed to help the researcher identify the object of study. A text can qualify as a
translation if it is assumed to be a translation, and if it meets the requirements of the
three translation postulates.
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2.10. Conclusion
This chapter has presented a number of views on both theory and methodology of
translation. The point that I have attempted to make is that translation is an evolving
field, and that perceptions of what translation is, or should be, have changed over time.
The chapter has tried to highlight aspects of translation that bring the translator
and the role of the translator into focus. This has been done in order to pave the way for
a study based on field observations.
Last but not least, this chapter has discussed and placed the present study within
the field of translation studies. I want to emphasise such a simple fact because the
following chapter will focus on a different research field – that of marketing – which, just
as translation studies, should help create a base for the discussion of the concept of
transcreation.
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3. Integrated Marketing Communications
This chapter will treat the field of integrated marketing communications (IMC) and relate
some of the principles of this field to a transcreation context. The chapter also expands
the theoretical framework of this dissertation by including a field that is not directly
related to translation studies.
3.1. Introducing Integrated Marketing Communications
Campaign consistency, as we will later see, is an issue that receives a lot of concern at
many stages of the transcreation process. In general, most companies will aim at being
consistent in their marketing communication in order to create a homogenous image of a
brand and avoid different communications within a campaign that contradict each other
or show so much inconsistency that the brand has no clear identity. IMC pays a lot of
attention to this particular issue.
IMC is the process of developing and implementing various forms of persuasive
communication programs with customers and prospects over time. The goal of IMC is
to influence or directly affect the behaviour of the selected audience. IMC considers all
sources of brand or company contacts which a customer or prospect has with the
product or service as potential delivery channels for future messages. Further, IMC
makes use of all forms of communication which are relevant to the customer or
prospect, and to which they might be receptive. In sum, the IMC process starts with the
customer or prospect and then works back to determine and define the forms and methods through which
persuasive communications methods should be developed (de Pelsmacker & Kitchen 2004: 6-7).
This is a field that can be traced back to the late 1980s (de Pelsmacker & Kitchen 2004)
and which began to expand vastly during the 1990s as a consequence of the ever-growing
amount of communication channels available to companies wanting to promote
themselves and their products. Marketing communications can be considered as “all the
promotional elements of the marketing mix 10 which involve the communications
between an organisation and its target audiences on all matters that affect marketing
performance” (Pickton & Broderick 2005: 4).

10

“range of marketing activities/tools that an organisation combines and implements to generate a
response from the target audience” (Pickton & Broderick 2005: 4)

60

IMC then focuses on integrating these communications. According to Tom Duncan
(2002) this means that IMC is:
a process for managing the customer relationships that drive brand value. More specifically, it is
a cross-functional process for creating and nourishing profitable relationships with customers and
other stakeholders by strategically controlling or influencing all messages sent to these groups and
encouraging data-driven, purposeful dialogue with them (In Pickton & Broderick 2005: 25)
One of the key concepts in this definition is customer relationship. Marketing
communications generally constitute a company’s contact to customers, and the
integration part represents a desire to strategically control the communication going on
between company and customers. According to Pickton & Broderick (2005), the element
of integration is an attempt to see marketing communications from an overall strategic
perspective instead of just an unconnected set of activities. In an international context,
this can become very complicated, and technological development can make it an even
bigger challenge. Not only do companies communicate in many different markets, they
also communicate through many different channels. Obviously, the rise of the Internet is
a major explanation to the proliferation of communication channels. Whereas advertising
used to be limited mostly to print (posters, newspapers, magazines) and television
commercials, an array of online media is now giving corporate brands and product
brands a tantalising amount of digital platforms where they can promote themselves. In
order to obtain some sort of consistency in this diverse media landscape, many
companies will turn to the principles of IMC.
Eagle et al. (2007) have investigated how ad agency practitioners perceive IMC and have
found that these practitioners emphasise the coordination of communications disciplines,
developing and directing brand strategy, and delivering unified messages (2007: 961).
Another thing that was highlighted was that IMC is perceived as a strategic brand
business process. In short, IMC seems to be strongly connected to branding and the
consistency in communication.
Others mention the client perspective as an important aspect of IMC (Fill 2009;
Pickton & Broderick 2005; de Pelsmacker & Kitchen 2004). One of the aspects of IMC
is that it takes its point of departure in the customer or stakeholder perspective rather
than in a company’s own products and services. This consumer-oriented approach to
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marketing communications has also been highlighted by the translation scholars Beverly
Adab and Cristina Valdés (2004) who mention that consumers can no longer be won
over simply by telling about the superiority of a product. The relation to the brand is of
great importance and can often be a determining factor when a person chooses to buy a
product. In IMC literature there is a lot of focus on how an integration of the different
ways of communicating with customers and other kinds of shareholders influences the
sales activities and brand perception.
Very often, the goal of this integration is to create a synergetic effect. Pickton &
Broderick understand this as “[t]he effect of bringing together marketing communication
elements in a mutually supportive and enhancing way so that the resulting whole is
greater than the sum of its parts” (2005: 22). Some research within IMC shows how the
combination of media can create synergistic effects for the advertising endeavours of a
company (Naik & Raman 2003; Jin 2004). Furthermore, one definition of IMC provided
by The American Association of Advertising Agencies (Schultz 1993: 17) emphasises on
the element of synergy and calls it “[a] concept of marketing communications planning
that recognizes the added value of [a] comprehensive plan that evaluates the strategic
roles of a variety of communication disciplines – for example, general advertising, direct
response, sales promotion, and public relations – and combines these disciplines to
provide clarity, consistency, and maximum communications impact”.
This definition mentions added value and the goal of creating maximum impact.
This generally comes from a philosophy of synergy where 2+2=5 (Pickton & Broderick
2005), meaning that the combined (integrated) marketing effort creates an effect that is
larger than the effects of each individual communication.
But how exactly does IMC create a synergy effect and increase impact? A part of the
answer may lie in the concept of relationship marketing. Relationship marketing is a type
of marketing that does not necessarily promote a product but serves more as a way of
maintaining relationships, both long-term and short-term. Advertising, more than just
being a tool of persuasion, has a reminder function (Eagle et. al 2007). If people already
know the advertised brand, the objective is more about keeping this brand present in the
minds of the target audience. An essential (economic) factor related to relationship
marketing is the beneficial effect of having loyal customers who keep buying the same
brand. David A. Aaker (2012) highlights that “a highly loyal customer base can be
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expected to generate a very predictable sales and profit stream”, and that “a brand
without a loyal customer base usually is vulnerable or has value only in its potential to
create loyal customers” (2012: 21). This indicates that the value of having a strong brand
should not be underestimated.
Campaign consistency is a way of ensuring this. But campaign consistency is not
something that only takes place over time. Space is certainly also a crucial factor, and this
is where transcreation starts to enter the picture. Later in this dissertation, there will be a
number of examples of how transcreation is perceived as something that can help
recreate a campaign and give it a new look as it reaches a new market. However, this may
not be something that intuitively rhymes with consistency. This notion therefore requires
some extra attention.
In this study, the term consistency is taken directly from the data material, but the term is
also mentioned explicitly by Pickton & Broderick who say that it applies to marketing
communications that are “not self-contradictory; in agreement, harmony, accord” (2005:
28). One could then be led to think that consistency implies saying more or less the exact
same thing across all markets. In the cases where a company opts for a global strategy of
standardisation, there might even be some truth in such a way of seeing cross-market
consistency.
However, there seems to be more to it than that. To begin with, one could argue
that many a translation scholar has found examples of how consistency in message has
been achieved through adaptation, but despite the fact that sources like Guidère (2000),
Cronin (2003), Pym (2003), Ho (2004), and Munday (2004 and 2012) could have
provided valuable contributions to the writing of Pickton & Broderick, they (or any other
IMC authors of my knowledge) make no reference to translation studies literature and
tend to focus on all the potential pitfalls connected to translation, which they do, after
all, accept as a part of the marketing communications mix. Their concern for translation
comes from the international aspect of working with marketing communications.
Whereas this aspect may be of primary concern from a translation studies perspective, it
is less salient in IMC literature, although still an important subject. This should probably
not come as a surprise, since most large companies today operate in several markets with
different languages and cultures.
Another important, perhaps obvious, fact is that when operating in many
different and possibly diverse markets IMC faces a challenge. From a translation
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perspective, the need for some sort of cultural adaptation is a basic condition for
practically all work. But what happens when an IMC principle of consistency and
continuity meets the principles of cultural adaptation? This issue is addressed by Pickton
& Broderick (2005) who, in their description of the international aspects of IMC, turn to
the classic dilemma of standardisation vs. adaptation. As in any other marketing related
fields, economic factors are very important, and they do have a major impact on the
decisions concerning the global strategy for marketing communications. The economic
factors can most certainly be detected in the cases where companies choose a global
standardisation strategy. It is simply cheaper (at least on a short-term basis) to run the
same campaigns worldwide. But the reasons for favouring standardisation probably go
beyond a simple calculation saying that one set of marketing communications costs less
than several sets. If you take a closer look at branding strategies and how they have
developed throughout time it becomes possible to see how standardisation relates to
more traditional forms of managing a brand.
The classical idea behind brand management was an inside-out perspective
(Andersen & Antorini 2013) where the brand was defined exclusively in the marketing
department and then diffused into the market using a one-way stream of communication.
When applying such an approach, the marketing strategy will be less sensitive to
consumer behaviour and market diversity and consequently tend towards a strategy of
standardisation. This kind of brand management more or less assumes that consumers
will act rationally and buy a product based almost exclusively on factors like price and
quality. This, however, does not seem to be a picture that fits entirely into the conditions
of contemporary branding. Traditionally, a brand or a brand identity was mostly
perceived as “a unique set of brand associations that the brand strategist aspires to create
or maintain. These associations represent what the brand stands for and imply a promise
to customers from the organization’s members” (Aaker 2002/2012: 68). This way of
understanding brand identity is now being disputed from many different sides. This
understanding clearly implies that the brand identity is seen as something that comes
from the company and is projected towards the customers in a fairly simple onedirectional stream of communication. In other words, this is a way of seeing the
company itself as being fully in charge of how their brand is perceived.
But this is hardly the case anymore. As mentioned earlier, one of the principles of
IMC is that it is based more on an outside-in perspective starting from the customer and
then going to the marketing department. The brand is perceived as a dynamic concept
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that is constructed together with the consumer. A dynamic brand can also change and is
more likely to be adapted in local markets.
If consumer behaviour is predictable and possible to control from the marketing
department, there is less need to listen to consumers and to take cultural differences into
account. However, both branding and IMC literature today tend to favour a perception
of an empowered consumer who acts more independently and who does not always act
rationally but oftentimes based on emotions – a tendency that is most certainly present
within translation studies as well.
Andersen & Antorini (2013) point out that consumers nowadays have a lot more
influence on brands than ever before, not the least because they have been given a
powerful voice through different kinds of social media.
3.1.1. Bendgate
One example of this could be the iPhone bendgate. When iPhone 6 was released in 2014,
rumours quickly rose that the phone would easily bend. iPhone users worldwide started
uploading pictures and videos of iPhones that were, to some extent, deformed. In
addition to the actual cases of damaged iPhones, there was a wave of Internet memes
showing distorted phones, which, despite the fact that they were clearly fake, added to
the debate of how reliable the iPhone 6 really was. The allegations rose to a point where
Apple felt that they had to respond, and so they released communications documenting
that only a vanishing small amount of bending phones had actually been reported.
This is just one example of how a brand image can easily be affected by the
public in a way that is difficult for the company itself to control. The new phone may not
have been that much more susceptible to bending than most other phones, but Apple’s
image as a company that delivers state of the art designed products was threatened by
these public initiatives. According to Apple, there had only been an absolute minimum of
cases where the company had received actual complaints about bending phones, and this
just shows the power of public perceptions and how difficult it can be to control it from
the inside out.
3.2. Open source brand management
Bearing in mind the abovementioned bendgate, to which a number of incidents
involving other companies could be added, we move to a third world order for brand
management, which has been suggested in recent years. It is called open source brand
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management and is very much a result of the extremely dynamic arena of communication
between brand and consumer caused primarily by the opportunities offered by online
social media (Andersen & Antorini 2013). The bendgate actually illustrates some of the
essence of this particular brand management perspective. Since consumers, or any other
group of people, potentially have the tools to drastically change, or at least affect brand
perceptions, it has become increasingly difficult for the corporations themselves to
control how their own brands are perceived and thereby to create their own brand
identity. From this perspective, managing a brand can also be a question of managing
risks (Fournier & Avery 2011). The idea of the consumers as a passive group that merely
reacts to marketing communications in a more or less predictable way does hardly have
anything to do with the conditions of contemporary marketing communication.
Consumers tend to act more as co-creators of brands, which means that they play a very
central role in the brand management and can even be invited by companies to express
their opinions or otherwise participate actively in building a brand.
In this chapter, Apple’s bendgate has been used as an example of the vulnerability of
even very strong brands and the potential power of critical consumers. One could, of
course, argue that had the iPhone been unbendable, as it should be, the incident would
never have occurred. But at the same time, it shows that perceptions (the iPhone is too
soft and bends when put under pressure) can have immense consequences for a brand,
because they are oftentimes decisive for the choices made by consumers when buying a
product. In such a volatile market situation, where a brand can easily be left to the mercy
of components that are not controllable, risk management becomes a primordial concern
for those who do not wish to loose complete control over their brands and how these
brands are perceived.
Although this example does not relate directly to the issue of adaptation of
marketing communications, it does illustrate how vulnerable even the largest and most
powerful brands can be to consumer attitudes. Adaptation of marketing communications
is in many ways an attempt to meet a new group of consumers on their terms and make
it possible for them to relate to both the product and the brand11. Of course, a product
deficiency would probably be detrimental to a company, no matter how well your
marketing communications are adapted. But crises, both big and small, are easier to
overcome (or avoid) if a company is sensitive to the culture of their local markets. And
11

See for instance Ho (2004) for more on advertising across heterogeneous cultures
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sure, in many cases adaptation is necessary for legal reasons and is not up for discussion,
if you wish to introduce a product to a new market. But it is far from uncommon to see
situations where cultural differences that lie just beneath the surface can be almost
devastating to companies if they are not taken into consideration.
3.2.1. Japanese failure in China
An example of how a lack of cultural sensitivity led to disaster could be the Japanese
brand Toyota. When Toyota introduced the PRADO SUV in China, they used a picture
in their advertising campaign showing a stone-carved lion saluting the car. However, this
was not received well in China, where the stone-carved lion was associated with those on
the Marco Polo Bridge from where Japanese troops launched a full-scale invasion of
China in 1937. In China, this bridge is a symbol of humiliation and Japanese cruelty, so
all ads depicting the stone lion had to be pulled in China. At the time Toyota realised
they had made a terrible mistake a considerable amount of money had been spent (and
wasted) on advertisement, and the Toyota brand had been seriously damaged in the huge
and important Chinese market (see A4).
This just shows how cultural sensitivity can have a considerable effect on the way
a product is perceived. If staying in the car domain, consumers may have a specific
perception of big SUVs in Great Britain, where many streets are narrow, which does not
apply at all in the United States, where there are a lot of wide-open spaces. Later on in
chapter 6, there will be some examples taken from the data material of how cultural
sensitivity has been a subject of consideration in the transcreation process.
IMC is a field that emphasises on the importance of the consumer (the receiver of the
marketing communications). As a field of research it claims to deal with a subject that is
being taken seriously by the industry and is of high concern for many companies (Eagle
et al. 2007). And it may be something of which the rise and growth of the transcreation
industry is a symptom. However, there are signs of a marketing landscape where some
organisations adapt more slowly than others and hesitate to implement new measures
that almost turn traditional ways of doing business communication upside down.
According to Pickton & Broderick, this is partly due to “ignorance, unwillingness and
inertia” and to the “difficulties of achieving true integration” (2005: 25).
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3.3. Adaptation of marketing communications
The argument for using adaptation strategies lies mostly in the ability to create flexible
campaigns that respond to the peculiarities of each single market. But not all
international campaigns are adapted and many of those that are, are adapted with great
precaution. Pickton & Broderick (2005), who represent the IMC paradigm, emphasise
the importance of having a clear international marketing strategy, but do not take a clear
stand when it comes to favouring either standardisation or adaptation of marketing
communications. And although they present some of the advantages of adaptation, they
never go into detail about the potential strengths of competent translation providers. A
valuable contribution to this discussion could have been Ho (2004) who sees translation
as an integrated part of the marketing process and suggests that it brings an added value
to the entire campaign.
Despite the fact that there are some evident advantages connected to adaptation
as a part of the overall IMC strategy, the disadvantages also show themselves. From a
corporate perspective, the most obvious weakness will most likely be the financial
implications. For just as economic factors speak for standardisation, they generally speak
against adaptation, which will inevitably be more costly, at least on a short-term basis. A
set of multiple adapted campaigns is simply more expensive than one single global
campaign.
Another factor is a fear of loosing control of the brand image if the brand is
granted too many different faces throughout the world. The cross-campaign consistency
is easily put at risk if adaptation takes place. Most companies, as will be illustrated later
on, do not wish to see this happen, and, as a result, adaptation does not always pop up as
the most obvious choice for an international advertising strategy. And there are examples
of adaptation that did not have the intended effect. So even if you choose to adapt a
campaign there is no guarantee that it will be well received. Just look at the Toyota case
above to find an example of how a bad adaptation can cause serious harm and in a
worst-case scenario have more negative effects than a neutral, standardised campaign.
On the other hand, successful adaptations can lead to increased sales and popularity and
thereby cancel some of the immediate financial incentives for choosing standardisation.
Adaptation will usually imply extra costs at the early stages of a campaign, but can later
turn out to be worth the investment. And concerning brand image and the supposed loss
or increased risk of loosing control over the brand image by adapting marketing
communications, the tendencies within open source brand management as described
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above are that consumers have more influence on the brand under all circumstances, so
complete control over the brand image is never really awarded to a company in the first
place. Within such a scenario, the companies most fitted to face the challenges lying
ahead of them are those who are able to navigate in a market where their brands are cocreated with the consumers. This could be done, for instance, by relating to and
understanding each single market, e.g. through adaptation of marketing communications.
3.4. Conclusion
Integration and coordination are some of the key elements of IMC, and although these
elements, at a first glance, might seem to go against a concept like transcreation, where
focus is often on cultural adaptation, IMC contains a principle of consistency that is also
very important for transcreation. This chapter has been an attempt to open up for a
research field other than translation studies that could be of relevance to the study of
transcreation. There have been arguments for why IMC is one such field, but it is not
unlikely that other perspectives could be brought in in future transcreation studies. Just
as the preceding chapter 2, this chapter will serve as a basis for the analysis and
discussion of this dissertation.
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4. The concept of transcreation
This chapter takes on transcreation and how it is perceived by different entities. Unlike
chapter 6 “Analysis and results” it is not based on empirical findings from the field, but
rather on existing statements concerning transcreation and what it is assumed to be. The
statements are collected both within translation studies and the transcreation industry,
and the purpose of presenting them in this chapter is to provide a picture of how
transcreation is currently conceptualised from a scholarly as well as from an industrial
point of view. Furthermore, the chapter will also highlight some relevant theoretical ideas
on translation. It should not be forgotten that transcreation is more often than not
defined and perceived in relation to translation, wherefore general conceptions about
translation can be of considerable value when trying to understand transcreation as a
concept. More specifically, following the considerations presented in section 2.9.2., the
concept to be clarified here is that of assumed transcreation, which, as the following pages
will show, is not necessarily a unified and unambiguous entity.
4.1. On concepts and words
When I use a word,’ Humpty Dumpty said in rather a scornful tone. ‘it means just what I
choose it to mean – neither more nor less’.
‘The question is,’ said Alice. ‘whether you can make words mean so many different
things’.
‘The question is,’ said Humpty Dumpty. ‘which is to be master
–

that’s all (Carroll 1872/1994: 100)

This quote from ‘Through the Looking Glass’ appears in Mary Snell-Hornby’s article
“What’s in a name?” from 2007, which treats the subject of metalinguistic confusion in
translation studies. One of her points is that terminology in translation studies has
traditionally tended to be ambiguous and not completely in sync all across the field. But
she does not necessarily see this as a problem. For her, this is more like a natural
condition for a discipline like that of translation studies because “the metalanguage of
translation discusses complex issues that themselves refer to language – and they hardly
favour unambiguous discourse” (2007: 314). Words can mean different things to
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different people, and they only have the meaning that we ourselves bring into them. But
is that a problem?
In a special issue of Hermes, Chesterman, Dam, Engberg and Schjoldager had some of
the same considerations when they asked “What if we called it all bananas?”.
As Lewis Carroll suggests through the character of Humpty Dumpty the concept
behind a label or a word is not a definitive thing. The concept does not determine the
label, just as the label does not determine the concept. The latter statement seems to be
one of the main reasons for asking “What if we called it all bananas?”. As stated earlier in
chapter 2, new terminology has been thriving in translation related contexts, and this has
also led to a lot of discussion. As a contribution to this discussion, the authors of Hermes
ask if the issue of all this new terminology is really that essential. As long as we agree on
the concept and know what we are talking about, is it really that important to use the
word translation instead of other more or less related words?
With this question in mind, I will use this chapter to go behind the word of
transcreation and look at the concepts it covers. But since the meaning of words can be
futile, I will not claim to have any final definition of transcreation, only the meanings
assigned to it at this point in history.
4.1.1. Transcreation – first of all a word
To reach the full extent of correlation between a concept and the label used to talk about
it is extremely difficult if not impossible, and the present chapter does not pretend to
provide any definitive answer to what transcreation is. The term is still developing, and
there is no global agreement on what it covers. However, many attempts have been made
to define transcreation, and these definitions come from many different places.
As stated earlier in this dissertation, the main objective here is to study
transcreation from a marketing and advertising perspective. For this reason, the main
focus will be on the perceptions found within this domain. More precisely, the objective
is to study how transcreation is perceived in this particular context. There is both a
practical and a conceptual aspect to this objective. But before immerging into the parts
of the marketing implementation industry occupied with transcreation, the focus will be
on transcreation as a concept in general. What is it believed to be? How is it defined by
different entities? The fundamental attention to the commercial uses of transcreation,
however, will not result in a complete absence of the conceptual aspects of transcreation
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stretching beyond this particular context in this chapter, which will aim at identifying
perceptions of transcreation from both a scholarly and a practical point of view.
This chapter will treat a range of aspects of transcreation, from the basics of the word
itself to current definitions in both academia and the professions. One way of starting is
by looking at the word itself and to see if there is any a priori definition of it that
transcends professional fields. As it turns out, the OED does not, at the time of writing,
have transcreation as an entry. However, the verbal form ‘transcreate’ is included as a
nonce-verb, i.e. not an official verb, but a verb created for a particular occasion or
situation. It is defined in the following way: “To create by or in the way of transmission”.
As an example of the usage of this verb, the dictionary quotes S. T. Coleridge who in
1839 wrote: “Not the qualities merely, but the root of the qualities is trans-created. How
else could it be a birth,—a creation?”. So the word transcreation somehow originates from
creation and transmission/translation.
Nevertheless, whereas the idea of transcreation is present through the verbal
form to transcreate, transcreation as a noun is not an official part of the English language if
The Oxford English Dictionary is to be considered as the superior lexicographical
institution. So despite of a massive tendency of adopting transcreation as a term in
advertising, the process of making transcreation an official word of the English language is
relatively slow.
This does not necessarily deprive the term transcreation of its legitimacy in selected
contexts, and on this note it is also relevant to mention that it is being used more and
more frequently. But it does, nonetheless, indicate that we are dealing with a word still
seeking for some sort of recognition and, as it will later be illustrated, familiarity in the
general public. Perhaps for some of the same reasons, both scholars and practitioners
put a lot of effort into explaining, defining, and understanding the phenomenon. It
would hardly be a truism to claim that the result up until now has been broad consensus,
but this will not be the same as saying that it is not possible to trace certain patterns.
4.2. Transcreation and translation
Literature on transcreation has taking a number of directions. Some place the term in
literary contexts, others in more industrial contexts. Some uses of the term have been
there for decades, others are much more recent. Consequently, literature in contexts,
such as marketing and advertising transcreation, is relatively scarce. Its existence,
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however, must be acknowledged, and Bernal Merino (2006) notes that transcreation “is
being increasingly used by a new wave of companies seeking to distance themselves from
traditional translation firms. These new firms offer translation-like services that include
not only translation but also creativity” (2006: 32). Some come to the conclusion that
transcreation can be understood as a close relative to localisation. In Mangiron and
O’Hagan (2006), these two terms actually seem to be intertwined. They state that “[i]n
game localisation, transcreation, rather than just translation, takes place” (2006: 20).
Munday (2012) says about transcreation that it “is used to stress the creative and
transformative nature of the process” and thereby acknowledges that a focus on
creativity is an important part of transcreation. Furthermore, he notices that
transcreation will sometimes be contrasted to localisation, but to this observation he adds
that “the creativity behind the new term ’transcreation’ is combined with the description
‘look and feel’, which comes straight from the discourse of localization and translation”
(2012: 280). Rike (2013) also says that transcreation borders on localisation, but unlike
Munday, who looks for the similarities, Rike tries to make a distinction by saying that
“localisation is mainly used for software, manuals, user instructions, etc., and is not
associated with the idea of creativity in the way that transcreation is (2013: 73). Katan
(2014) seems to have a slightly different agenda and tries to paint a broader picture of
transcreation by saying that it is used in many different contexts. He finds uses of the
term in both literary and commercial fields, and considers it to be present for very similar
reasons. He demonstrates that, in the poetic field, transcreation is frequently perceived as
intersemiotic translation in the Jakobsonian sense (2014: 17). Katan, as well as Di
Giovanni (2008), mention traditions from India, where transcreation as a concept was
made popular by the translator and academic Purushottam Lal who was mainly
concerned with the translation of ancient Sanskrit texts into modern day language.
Among other things, Lal describes this task as one where “the translator must edit,
reconcile, and transmute; his job in many ways becomes largely a matter of transcreation”
(1964: 5). In another part of the world, the Brazilian writer and translator, Haroldo de
Campos, struggles with the notion of translation, which he cannot see as a proper term
to describe the complex interpenetration between two cultures that the process involves
and therefore suggests a list of alternative terms, and among these transcreation is one of
them.
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In an ambitious attempt to define transcreation, Gaballo (2012) looks at the many
different uses of the word, including many of those already mentioned in this section. As
her article comes to an end, Gaballo defines transcreation in the following way:
Transcreation is an intra-/interlingual re-interpretation of the original work suited to the
readers/audience of the target language which requires the translator to come up with new
conceptual, linguistic and cultural constructs to make up for the lack (or inadequacy) of existing
ones. It can be looked at as a strategy to overcome the limits of ‘untranslatability’, but in fact it
is a holistic approach in which all possible strategies, methods and techniques can be used. It
requires fluency (the ability to generate ideas and meaningful responses), flexibility (the ability to
repurpose ideas), originality (the capacity to produce rare and novel ideas) and elaboration (the
capacity to develop ideas). It requires the translator not only to conceive new words, but also to
imagine new worlds (2012: 111)
This is a very long definition suggesting that transcreation can potentially involve many
different things. Transcreation involves coming up with new constructs when the
existing ones, for one reason or another, do not suffice. Once again, the concept is
closely related to an idea of creation, of using a source to make something that is new or
original. However, unlike many practitioners, Gaballo does not try to place transcreation
outside a translation paradigm. There is no explicit mentioning of transcreation as
translation, rather as an intra/interlingual re-interpretation, but she does identify the
individual performing the act as a translator. Furthermore, just prior to providing her
definition, Gaballo places transcreation within a Translation Matrix Diagram (2012: 109).
More recently, Katan (2015) has suggested a transcreational turn in translation.
Katan sees the transcreation focus as something that will not only help translators and
interpreters, but as a vital and indispensable tool for the future. He makes this very clear
by concluding that “if T/Is are to survive, then they must take the transcreational turn”
(2015: 13).
4.2.1. Opposition towards new terminology
However, praise and approval are by no means the only things that the transcreation
phenomenon is met with in the world of academia. A number of scholars have, in one
way or another, asked critical questions about the use of new terminology, including
transcreation. If it is not fundamentally different from translation and is defined in such a
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way that it describes a concept that can just as well be considered as a form of
translation, what purpose does the new term actually serve? Is it somehow superfluous
or a sort of a ‘reinvented wheel’ (Nord 2012)? Munday (2014) sees many new translationrelated terms appear, and, just like Nord, he wonders what implications this tendency will
have in the future. He takes a rather critical stand and states:
As far as the professions go, the term “translation” becomes disadvantaged if added value is
given to roles bearing other labels. This is fair enough if the other roles require superior skills
and knowledge, but I’m not convinced that this is always the case. And I think it is definitely
wrong if those working in Translation Studies allow the label “translation” to become devalued
(Munday 2014: 22)
He does not believe in the supposed superiority of many of these new concepts, and he
is not alone in being skeptic. Bernal Merino (2006) sees the arrival of transcreation and
how it is praised for being more advanced and creative than translation. But he does not
share this enthusiasm and remarks that “creativity has always been a skill developed by
translators to avoid the robotic word-for-word approach” (2006: 32). Munday even goes
a step further and suggests that not only is translation not inferior to transcreation; it may
in fact be superior:
I think that the umbrella term “Translation Studies” will persist because translation, in its
many diverse guises, remains a pivotal concern; whether “transcreation” survives as long is
another matter (Munday 2014: 35)
This statement could be said to represent an opposition to Katan, who sees the
transcreational approach as necessary for the survival of the translation industry as we
know it. In short, transcreation has been described in many different ways in scholarly
literature and has met quite some scepticism along the way. But as a concept, it has also
received interest from very different angles, and there are no clear boundaries for the
areas of application.
This was a brief introduction to the scholarly treatment of transcreation. In the
following, the voice speaking will mainly be that of the transcreation industry itself.
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4.3. The practitioners’ view 12
Transcreation is a term and a practice that, like localisation (Mazur 2009), is currently
being developed by the industry, and it is this industrial development of transcreation
that will now be subject to scrutiny. The meaning of transcreation, in a marketing and
advertisement context, originates from the needs and ideas of practitioners who have
their own agendas. So, when observing this phenomenon from an academic angle, it is
important to bear in mind that this kind of transcreation is primarily defined from a
practical point of view. In the present section, the concepts of transcreation and
translation, as seen from the point of view of the transcreation industry, will be briefly
described. This will be done by looking at definitions taken from a number of different
transcreation providers:
(Example 1): Transcreation is the creative adaptation of marketing, sales and advertising copy
in the target language. It involves changing both words and meaning of the original copy while
keeping the attitude and desired persuasive effect. (Branded Translations)13
This example starts by mentioning the areas where transcreation is applied. A common
feature of the texts represented within these areas of application is their persuasive
character and their ability to have a certain effect on the target audience. So in many
ways, this transcreation provider defines the text types found in transcreation based on
the (commercial) goals they share. Here, transcreation is seen as creative adaptation, and
what is being adapted is both words and meaning. As we move on to the next example,
we will find a further elaboration on which kinds of texts are most typically being
transcreated:
(Example 2): Text featuring creative wordplay and techniques such as assonance or alliteration
requires more than a straightforward translation, they need to be transcreated to ensure this
impact is retained. (TransPerfect)14
In this case, the focus is not that much on the goals of the texts, but more on what they
actually contain. Elements such as wordplays and alliterations that are normally deemed
difficult to translate would, according to this transcreation provider, not just benefit from
12

The following section contains abstracts from Pedersen (2014)
http://www.brandedtranslations.com/transcreation/ (consulted 6/6-2014)
14
http://www.transperfect.com/services/multicultural_marketing_transcreation.html (consulted 6/6-2014)
13

76

a process of transcreation, but would actually require it, if hopes are set on reaching the
same impact when speaking to a new target audience. And in this particular claim, we
also find an indication of the intended goal of transcreation – retention of a desired
impact.
Another thing worth mentioning is that, in this quote, the term translation is
actually used. There is an indication of translation somehow being involved, but, as we
go into the process of transcreation, there is something more than translation going on.
When moving on to other examples, it is possible to detect this same indication:
(Example 3): If you want to realize your brand’s potential, it has to be tailored for its audience.
And when you’re a global brand, translation isn’t enough. You need to make sure you speak to
your audience using the right cultural nuances too.
We call this dual focus ‘transcreation’. (Tag)15
Once again, translation is mentioned. And once again, there is a reference to the
insufficiency of translation, when it comes to certain types of text. In this example, we
are faced with the expression “dual focus”, which seems to be a reference to a sort of
added value that transcreation has, and which separates it from to translation. The
adaptation of cultural nuances is an essential part of what constitutes transcreation.
Besides describing the elements that constitute transcreation, there is also a statement of
what the goal of transcreation is, and that is “to realize your brand’s potential”. So,
according to this transcreation provider, the brand is at the very core of transcreation.
And there are other providers who share this focus on the brand:
(Example 4): Transcreation goes far beyond transferring words from one language to another.
Looking at advertising content from strategic and creative perspectives, we leverage both linguistic
and cultural expertise to deliver the message and brand voice to the target audience in each local
market. (Hogarth World Wide)16
This is another example of the brand having a very central position in the transcreation
process. Earlier, we saw the content of a transcreated text as consisting, among other
things, of wordplays and other kinds of “tricky” elements. In this case, the description of

15
16

http://www.tagworldwide.com/services/index.php (consulted 6/6-2014)
http://www.hogarthww.com/transcreation/transcreation-language-services/ (consulted 6/6-2014)
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the content is taken to a more general level, indicating that a transcreated text contains a
message and a brand voice that have to be adapted for each local market.
The word translation is not present in this example, but it should be fair to assume
that the idea of translation is present in “transferring words from one language to another”. If we
assume that this refers to translation, then there is, in some way, a commonly shared
perception of translation among a number of different transcreation providers. The
following example adds little new information on transcreation and translation, but
seems to place both concepts more or less within the same perimeters as the majority of
the transcreation industry:
(Example 5): Alpha CRC features a dedicated marketing transcreation team which can
recreate your marketing and advertising texts in a new language, rather than just translating the
source version. (Alpha CRC)17
As we have seen before, the area of application is marketing and advertising. This
example also indicates the language transfer and the fact that transcreation is performed
in teams, although it is impossible to deduct anything with absolute certainty from this
limited piece of information. As in many of the other examples, the concept of
transcreation is placed in opposition to translation.
The next example is from a transcreation provider, which states the following under the
headline ‘Transcreation’:
(Example 6): A real growth market for the localisation industry where the focus is on
transferring the essential message of a text into the target language and culture – as opposed to a
more traditional translation between two languages. (TextMinded)18
What makes this definition differ slightly from the rest is the fact that it has a very
explicit focus on transcreation as an industry. What is more, this particular provider
places transcreation within the localisation industry and thereby places it as a subcategory
within a localisation paradigm. When moving on to the remaining part of the definition,

17

http://www.alphacrc.com/linguistic.php (consulted 6/6-2014)

18

http://textminded.dk/EN-GB/Text-Services/Transcreation.aspx (consulted 6/6-2014)
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it is once again possible to find transcreation being opposed to translation. From here,
we move on to someone who is interested in explaining what transcreation can do:
(Example 7): There is less adherence to the source, and the level of stakeholder engagement is
typically high.
Let’s say that one of your key performance indicators is how many content downloads you get
from emails. In a pilot, we can note whether the adapted campaign is meeting these expectations.
If it’s not quite delivering, why? Once we have answers to this, we can work with the in-market
copywriter linguists to adjust the campaign so that it achieves the intended effect in your target
markets19
In this quote, there is a reference to stakeholder engagement. From the example, we
cannot say exactly what is implied in stakeholder engagement. However, in chapter 6 of
this study, there will be a number of examples of what this kind of engagement could
mean. In the quote above, it is indicated that stakeholders tend to engage more in
transcreation, basically meaning that they (oftentimes in the shape of a client) will be
somehow involved in the transcreation process. In this case, it could be by measuring if a
key performance indicator (a goal or a purpose) is achieved. If this is not the case, or if
improvements are deemed highly desirable and even necessary, the stakeholders can then
enter in a dialogue with the transcreation provider and try to solve the problem. In short,
this example indicates that transcreation is perceived as a dynamic process where several
entities can participate and influence the final outcome. And this is not limited to the
preliminary stages, but can reach well into the post-production stages.
These are some of the points considering process that can be extracted from this
example. But by taking a different perspective and looking at the example from a more
translation theoretical angle it becomes clear that there are elements from the
functionalistic approach that are highly relevant. According to skopos theory, a
translation, as well as any other action, is guided by a purpose. The only real way to
evaluate if the translation, or the action in general, is good, bad, appropriate, adequate,
inadequate etc. is to consider to which extent is fulfils its purpose. This skopos-oriented
approach can clearly be detected in the example above. It states a very concrete example
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of a purpose: achieve a high number of content downloads from emails. The text, in this
case an adapted campaign, is expected to fulfil this purpose. The job of the translator (if
one dares to say that about an in-market copywriter linguist) is then measured based on
this concrete key performance indicator (the purpose), and adjustments will be made
until the intended effect is achieved. And it is possible to find other examples of this
approach to transcreation:
(Example 8): All that matters is what your target audience thinks, wants, and needs. Engage
and resonate”20
We have already seen that many traditions within translation studies promote targetorientation. This quote emphasises on target-orientation by saying that it is all that matters.
And, apart from being very much in line with functionalistic principles, there is obviously
also a clear link to Toury who talks about translations as “facts of target cultures” (1995:
39). Thus, as well as a typical example of transcreation, this can be seen as a dedicated
skopos approach where the relation to the source text is clearly secondary to the effect in
the target market and as a Touryan approach to transcreation as facts of target cultures.
In an interview from August 2015 on transcreation, a Venezuelan specialist in
“audiovisual localization and transcreation services” answers questions about her
experiences with transcreation. When it comes to defining transcreation she says that “[a]
transcreation is, above all, a marketing piece. Similar to what a monolingual copywriter
would expect, a brief is most helpful”. For her, marketing is at the very core of
transcreation, and she thinks that it should be approached like any other copywriting
assignment. She then moves on by comparing transcreation to translation. When the
interviewer asks “Are there any misconceptions about transcreation?”, her answer is:
(Example 9): Some clients believe they want transcreation when what they really need is a
translation that doesn’t sound as such. They want a text that flows naturally in its target
language (full disclosure: this should be the norm for any translation) but doesn’t introduce any
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elements that are not present in the source text, such as cultural appropriateness. This is
completely different from a transcreation, where the copy is almost completely original21
This is an example of a practitioner who explicitly connects translation with targetorientation. Consequently, she does not see this as a parameter that separates translation
from transcreation. Earlier, we saw that target-orientation was very much combined with
transcreation, but here we see that at least some practitioners do not see this as the
defining feature of transcreation; translation is considered to be a target-oriented process
as well. Nevertheless, she still distinguishes between translation and transcreation. But
given the fact that she assigns a large scope to translation, the conditions for labelling
something as transcreation almost automatically become stricter. In this case, it means
that transcreation must imply a target text that is “almost completely original”. Whether
this is a general perception is, however, not entirely clear. As David Katan (2015) points
out, the CEO of Globo Language Solutions, Gene Schriver, talks about transcreation in
the following way:
In transcreation, translators aim to produce a conversion that stays close
[to the original], while also evoking the desired reaction from those who receive the message in the
target language. Transcreation involves neither a strict translation nor creation of a message from
scratch. (In Katan 2015: 11)
This way of seeing transcreation contradicts the previous statement, where transcreation
is considered to be “almost completely original”. Later, in chapter 6, there will be a focus
on this balance between staying close to the original and evoking the desired reaction in
the target language. Another element worth noticing is how the person performing the
transcreation is presented: as a translator. This also differs from one of the previous
examples, where this person was presented as an in-market copywriter linguist. Whereas
this may not have any practical influence – these two people could be doing more or less
the same job – it does change the perception of transcreation. In some cases, the words
translation and translator do not appear in connection with transcreation, and it is thereby
indicated that something else is at stake. However, as in the example above, others see
no problem in calling a person performing a transcreation task a translator. In such cases,
transcreation is presented more as a variation of translation. Here, the person speaking
21
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tries to describe transcreation on the basis of a continuum, where you have strict
translation in one end and a message created from scratch in the other. Without going into
further discussion about what is meant by strict translation (and the implications of
combining such a value laden adjective with translation) or if there is such a thing as a
message created from scratch, it can be tentatively concluded that some see transcreation
as a middle way between two extremes.
I will now move on by bringing in a new perspective that has so far been left untouched:
the client perspective. In the following quote, the attention is drawn towards possible
misconceptions about transcreations:
(Example 10): While marketing translations can help you express your marketing content in a
different language, they might not hold the same creative style needed to “wow” your audience in
another country. As you can imagine, this requires something more than just translation – it’s
known as transcreation22
With transcreation you can “wow” your audience. This is a typical example of
transcreation being presented as more than translation. It is difficult to say what exactly
is implied in “wowing” an audience, but what you can say is that transcreation is
presented as a product, which is opposed to another product: marketing translations.
The idea is then that with marketing translations your possibilities are limited, and if you
wish to reach the full potential of your marketing material you will need something more,
and this is where transcreation comes into the picture. Of course, this message has all the
sign of being an advertisement for transcreation products. The entity speaking is a
language service provider, and in the text it is presented almost as self-evident that
translation will put restrains on marketers (As you can imagine…). Nevertheless, when you
look behind the commercial intent, this seems to be a statement that adds to the idea of
transcreation as a product that can somehow offer more than a translation. Although
taking a different perspective, the following example shows a similar tendency to
distinguish between translation and transcreation:
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(Example 11): The moment you get into headlines, tag lines and buy lines, calls to action, you
simply must understand the proposition, the market speak and the language nuance.
Translators, do not get that and we see this time and time again23
This is not so much about the concepts of transcreation and translation as it is a
statement about the people performing these tasks. This statement critically tries to
answer what a translator is. Or rather, what a translator is not. Apparently, this is a person
who has had a lot of negative experiences with translators, and, as a consequence, he
brings this critique. Whereas many of the other statements emphasise the limitations of
translation (as a concept or a product) this one goes directly after the translators and
suggests that, based on experience (we see this time and time again), translators do generally
not have the necessary skill set to carry out assignments that require a thorough
understanding of marketing mechanisms and commercial communication strategies. This
may be a harsh critique, and it can probably be discussed how justifiable it really is, but,
nevertheless, it must be relevant to note that it is out there, and that in some parts of the
transcreation industry there is a perception of translators as people that are not ideal, or
in some cases maybe even unqualified, for marketing related adaptation tasks.
So far, there has been very little focus on the actual texts. Except from indications of text
types/genres that are most likely to be connected with transcreation (taglines and other
sorts of advertising material) process and personnel have been the main areas of
attention. But actual texts and linguistic features will not be kept completely out. In the
following example, which is taken from a blog belonging to an international language
service provider, we will see how varying degrees of adaptation are perceived as guidance
for the determination of what constitutes the difference between translation and
transcreation:
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(Example 12): Transcreation FAQ: What you need to know about creative translation24

This is an attempt to provide an actual example of how different degrees of adaptation
can constitute something that approximates a distinction between translation and
transcreation. However, one should probably remark that transcreation is initially
described here as creative translation. This inevitably places transcreation as a type of
translation rather than in opposition to translation. But, as a reader of this blog, one can
later get confused, because the writer continues by stating that transcreation is not
translation. What the writer then really means remains a bit unclear, but, in any case, it
indicates that terminology in this areas is still being refined, and that even though some
people perceive transcreation as belonging to a different category than translation, it is
very hard to explain transcreation without referring to translation.
If we move on to the text example provided by the writer, we see that the focus
is on the product itself, and it is argued that the further the linguistic elements of the
target version are from the source version the more you will be inclined to define it as a
transcreation. What this example does not reveal is whether the process of transcreation
is different from that of translation.
Nataly Kelly, who in 2010 co-authored the article Reaching new markets through transcreation
with Rebecca Ray for Common Sense Advisory, clearly sees a number of reasons to
distinguish between translation and transcreation. In a brief and punctual form she
outlines: “Six ways transcreation differs from translation”
(Example 13):
Transcreation specialists are writers
24
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Transcreation starts with a creative brief
Transcreation is billed by the hour
Transcreation results in new messaging
Transcreation is for creative, marketing-focused copy
Translation is perfectly fine for informative text, but when text is designed to trigger an action
from the reader, as marketing text usually is, transcreation is simply a better fit
Transcreation involves advising on look and feel as well25
Here, we find another comparison between translation and transcreation. In this case,
transcreation is not only more than translation. It is also a better fit than translation – at
least for a specific type of text. To a certain extent, it is an attempt to line up a set of
concrete measures that can help one to distinguish transcreation from translation. It
addresses the people performing the task, who are called writers (maybe as opposed to
translators), there is something about execution (starts with a creative brief, is billed by the
hour), and also something about suitability (for creative, marketing-focused copy).
The fact that transcreation seems to be a term that is still on the edge of common
language use may also be reflected in statements like the following:
(Example 14): I have learned to follow the word ‘transcreation’ with “let me give you an
example…26
This indicates that merely mentioning the word transcreation is usually not enough to give
people an idea of what is at stake. In some cases, it will simply be because people are not
familiar with the word, in others, the issue is rather that some people find it difficult to
point out what exactly separates transcreation from other related concepts. More on this
subject will follow in chapter 6.
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4.4. Scholars vs. practitioners
Roughly spoken, almost every translation scholar who mentions transcreation somehow
places it under the translation umbrella, whereas most practitioners, although often
referring to translation, claim a different status for transcreation. This, of course, is more
of a tendency than an overall fact. But it will, nevertheless, serve as a basis for some of
the following discussions.
Contemplation upon this tendency can be observed in Yves Gambier’s conversation with
Jeremy Munday in the 7th edition of Cultus on Transcreation and the Professions, where
he states that:
I think the term “translation” is rejected because it implies a formal transfer, a word-for-word
work, in parallel with communication seen as a unidirectional conduit and with an ethics of
neutrality. It is also rejected because it goes with the traditional image of the translator as a
subservient worker. TS has deconstructed this definition for some time now and this image.
And, I believe, now we have arrived at a concept of translation that recovers creativity, voice,
interpretation and commitment, partly because we have a quite different concept of
communication (Munday & Gambier 2014: 21)
When looking at the extract of quotations from the industry provided in this chapter,
Gambier’s observation seems to be fairly accurate. He then goes on by saying that
translation studies has deconstructed the rather simplified conceptualisation of
translation, which apparently reigns within the professions (in this case the transcreation
industry). This is also very much in line with what has been presented in this chapter.
Nevertheless, there is no clear sign that language service providers in general embrace
this theoretical deconstruction of the simplified perceptions of translation. Transcreation,
as well as other terms like localisation and transediting, seem to thrive and constitute
expanding industries. Is it simply because the industries are generally not aware of the
current trends in translation studies? Or are there any specific factors that encourage a
distinction between translation and transcreation? A paradox, one may argue, is the fact
that we see a frequent need to explicitly give the reasons for why transcreation is not
translation. Would this be necessary if, indeed, there was no relation whatsoever between
the two terms?
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4.5. Conclusion 27
The overall objective of this chapter has been to present some of the dominating
perceptions of transcreation from different sides, with an emphasis on those originating
from the transcreation industry itself. A more detailed study of one specific workplace
engaged in transcreation activities will follow in chapter 6.
This chapter has been an attempt to provide an overview of the landscape of
transcreation. The object of study has been any kind of literature, both from academia
and the industry, that explicitly mentions transcreation.
Academia treats transcreation from several different angles and generally sees it
as belonging to more than just one domain. The commercial fields, which clearly
dominate the industry and are also the main focus in this study, are certainly present in
academic sources, but the same goes for the more poetic fields, which may not have any
direct links to the commercial ones, but are in some cases still considered to share some
elements. In the case of Gaballo (2012), we even have a scholar who tries to provide a
definition that can embrace both poetic and commercial transcreation. According to
Katan (2015), the transcreational perspective is necessary if translators and interpreters
are to stay competitive (or in Katan’s own words: survive) in the future.
Some sources have a very critical and even sceptical approach to the concept of
transcreation, and especially the claim that transcreation should be something more or
something different than translation is contested. Munday (2014) is not only opposed to
the idea of transcreation as being a unique phenomenon, he even sees translation as a
concept that will most likely outlive transcreation.
Maybe not surprisingly, the landscape looks a bit different when you turn to an industrial
perspective. In general, there are two perceptions of transcreation that seem to dominate
in the industry: transcreation is more than translation, and transcreation is not
translation. The examples reveal very little about the actual process of transcreating, but
do, however, help form a general picture of how transcreation is conceptualised by the
entities that provide this particular kind of service. So, what is there to extract from these
definitions?
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No matter how representatives from the industry perceive transcreation, there is an
observation that seems to stand out: it is difficult to talk about transcreation without
mentioning translation. Even those who claim a different status for transcreation usually
still mention translation, albeit in negation (transcreation is not translation). We even saw
one example of a person calling transcreation creative translation and then this same
person continued by stating that transcreation is not translation. Within marketing and
advertising, texts usually have a persuasive character, and elements like wordplays,
assonance and alliteration are frequently applied. The focus is on ensuring cultural/local
relevance, and there is some sort of commercial intent involved. These assumptions
seem to be supported in almost all the definitions, but there are other general
observations to be made. What seems to be a common factor in transcreation when it
comes to comparing it to translation is the assumption that when transcreation takes
place, it involves something more than translation. Phrases like “more than translation” and
“just translation” seem to be repeated over and over again and contribute to the
impression that transcreation gives an added value to a job that would otherwise be
subject to translation. So, the client is offered a transcreation product, which is
considered to be more effective or valuable than a translation. Based on this observation,
it could be said that rather than transcreation having no relation to translation
(transcreation ≠ translation), transcreation is more than translation (transcreation >
translation). If we take this added value as being a defining feature of transcreation for
the advertising and marketing industry, what is it then that transcreation can do that
translation cannot?
An element that appears paramount when treating transcreation is culture. There seems to
be a focus on all the cultural nuances needed to convey the right message (Example 3).
The amount of adaptation required to obtain success in this quest is, apparently, not
easily reached using “straightforward translation” (Example 2). Another aspect worthy of
attention is the fact that at the centre of the marketing and advertising transcreation we
seem to find the brand. Behind the message of each single text we find the voice, which
is speaking: the brand voice. Ensuring that the brand is presented in the desired way in
each target market appears to be a main focus of transcreation.
Another element that seems to repeat itself in practitioner circles is targetorientation, although it is not a point where there seems to be a lot of coherence among
practitioners. Some are very explicit about target-orientation as being the only valid
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measurement for transcreated material. Others are much more careful and mention
something that could be interpreted as loyalty or faithfulness in translation studies terms.
But no matter how it is presented, the idea of target-orientation seems to be important in
transcreation, and considering that this is also something that receives a lot of concern
within translation studies, it may actually be something that links the two concepts of
transcreation and translation.
If we take a closer look at how translation is presented, it can be said that translation is
considered to be good for many things, but there comes a point where it is no longer
enough and where its application would prevent marketing material from reaching its full
potential in a given target market. A translation job is assumed not to take important
issues as language nuance, creative style, and market speak into account. And this will
supposedly be detrimental to its impact in the target market(s). In a few cases, it is even
suggested that the problem may not be translation as such, but the people doing the job
– the translators. When looking at Example 11, it could be argued that the person
speaking does not necessarily see translation as inherently incapable of delivering a
marketing message in different markets, but his experience just shows that the translators
he has been working with do not get it or cannot transfer a creative intent successfully.
To sum up this short analysis and formulate some general observations, we could
probably say the following about translation and transcreation based on the words of the
transcreation industry: translation is transferring words from one language to another.
Transcreation is transferring brands and messages from one culture to another.
This view on translation is rather simplistic and is certainly not coherent with
dominating ideas within translation studies. To say that using the right cultural nuances
(Example 3) and going beyond transferring words from one language to another (Example
4) constitute characterising features of transcreation as opposed to translation is
something that would undoubtedly encounter great opposition in a translation studies
context. Surely, when Nida (1964) talks about dynamic equivalence in translation, it
certainly involves going beyond just transferring words from one language to another. A
point that is also emphasised by Katan (2009), who talks about “translation as
intercultural communication” as something that “requires treating the text itself as only
one of the cues of meaning” (2009: 91). And when Toury (1995) characterises
translations as facts of target cultures there is clearly a suggestion of using cultural
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nuances. “Translating cultures” is a common collocation, and these are but a couple of
examples of how transcreation, as presented by the industry, fit perfectly well into a
translation paradigm.
This chapter has focussed on the commercial use of transcreation, while drawing
parallels to other fields where the term is also present. In very general terms,
transcreation is perceived as something belonging to the interface between reproduction
and creation, but there are many different ways to describe transcreation, and there is no
broad consensus on what it is.
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5. Methodology
In chapter 2, there was a lot of focus on translation studies as a research discipline.
During its relatively short lifetime as an established discipline28 translation studies has
developed a number of different approaches for doing research. Chapter 2 introduced
some of these approaches and how they apply to different ways of looking at translation.
This chapter will go more into detail about research methods and focus explicitly on the
one applied in this study, namely ethnography, and at the end of the chapter, I will
present the research design of the study. But before I turn to the description of
ethnography and the use of ethnographic methods, I will start by taking a more general
approach to qualitative and quantitative research methods.
5.1. Qualitative vs. quantitative research methods
A general way of categorising research is to divide it into qualitative and quantitative
groups. Ten Have (2004) provides us with a general description of the main differences
between qualitative and quantitative research:
The defining feature of quantitative research, that its results can be summarized in numbers
most often arranged in tables, is absent, or at least not dominant, in qualitative research. In
other words, while the results of quantitative research can be presented in numerical form, those
of qualitative research require verbal expressions, and often quite extensive ones at that (Ten
Have 2004: 4-5)
In a relatively simple form, Ten Have makes a distinction between research that can
present its results in numerical form and research that presents results in verbal form.
Creswell (2014) also elaborates on the reasons for choosing either a qualitative or a
quantitative research approach and says that in qualitative research “the author will
describe a research problem that can best be understood by exploring a concept or
phenomenon” (2014: 110). For quantitative research, he suggests that “the problem is
best addressed by understanding what factors or variables influence an outcome” (2014:
111). Thus, choosing a research approach is strongly connected to the problem, which
the researcher intends to solve. In many cases, solving a problem may call for a mix of
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these two approaches, so it is also commonly argued that by mixing the qualitative and
quantitative ways of doing research a third or a middle way to do research arises. This
approach makes use of mixed methods (both qualitative and quantitative) in order to
produce research results (Creswell 2014). Mixed methods are by many seen as a
pragmatist approach, where the pragmatic element consists in a ‘what-works’ approach
that allows for any research methods, either qualitative or quantitative, to be used, as
long as it is deemed appropriate for solving the research problem. Such a pragmatist
approach can be seen in Nisbeth Jensen (2013), where a mix of quantitative and
qualitative studies is applied to investigate the translation of patient information leaflets
(PILs).
So, from a methodological point of view, the researcher will generally have to
choose between using either a qualitative approach, a quantitative approach, or a mix of
the two. For the present study, the choice has fallen on the use of a qualitative paradigm.
If we go back to Creswell and his way of describing qualitative research, his point was
that the qualitative paradigm is most adequate for studies where problems are best solved
“by exploring a concept or phenomenon”. The issue of exploring a concept or
phenomenon is exactly what is the objective of this study, and this is one of the reasons
why a qualitative research paradigm has been chosen. Within this research paradigm, we
see a variety of methods like case studies, action research and grounded theory. For this
study, the use of ethnographic methods has been prioritised, and in the following, I will
go through some of the principles of ethnographic research.
5.2. Ethnography
Ethnography is an anthropological discipline normally based on fieldwork. It is a cultural
description that includes different research techniques and ethnographic theory (Spradley
1980: 13). It is a strategy of inquiry (Creswell 2009: 13) that allows the researcher to go
out into the field and study a culture in its natural surroundings, and ethnography is,
among other things, characterised by its rather large extension in time (Koskinen 2008;
Daymon & Holloway 2011; Creswell 2014). However, this is not the same as saying that
ethnography is automatically a study of culture per se. Wolcott (1999) actually finds it
important to emphasise that the focus in ethnography should really lie somewhere else.
He mentions that “[e]thnography is not the study of Culture; it is the study of the customary social
behaviors of an identifiable group of people” (1999: 241). Later on, in the section on ontology
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(section 5.3.1.1.), there will be a further discussion of what constitutes, or what can
constitute the object of study in ethnography and in qualitative research in general.
As a method for research, ethnography has been applied by researchers with
both positivist and constructivist backgrounds, and it can be dated back to the studies of
the British anthropologist Bronislaw Malinowsky during the early 20th century, if not
further back. But despite its longevity and vast spread across scientific traditions,
attaching a clear and specific definition to ethnography is difficult. This is, in part, due to
the variety of situations that have called for ethnographic research over the years
(Hammersley & Atkinson 2007: 2). A lot of theory has been written about this field,
although it seems commonly acknowledged that it can be considerably difficult to
theorise:
Reality exists in the empirical world and not in the methods used to study that world; it is to be
discovered in the examination of that world …. Methods are mere instruments designed to
identify and analyze the obdurate character of the empirical world, and as such their value exists
only in their suitability in enabling this task to be done (Herbert 1969: 27-28)
Nevertheless, there seems to be some features that are characteristic for most
ethnographic research. Spradley (1980) argues that ethnography is more about learning
from people than studying people (Spradley 1980: 3). He then claims that the
ethnographer consequently enters the field as a sort of student, whose goal it is to
discover and understand the insider’s view (Spradley 1980: 4). So if you should identify
any initial skills required to succeed in ethnographic research, it would be the ability to
adapt to a new environment and to set aside your own views and presumptions, to keep
an open mind and somehow maintain naiveté (Bernard 2006: 366).
In order to describe ethnography, it is also important to highlight that it has two
meanings worth separating. Ethnography can refer both to the actual study performed by
the ethnographer and to the written report that comes out of this study. The
characteristics of the first meaning have vaguely been suggested here, but there are also
some characteristics to the way of reporting ethnographic research. Given that
ethnography is a method that studies contexts and the people in these contexts, the
reporting will usually become detailed and pay attention to a variety of different
occurrences, which, in more experimental, quantitative research, would merely be dealt
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with as variables. An interest in finding the extraordinary in the ordinary (Brannan &
Oultram 2012) calls for detailed descriptions, something that, according to Wolcott
(1999), is a characterising feature of ethnography:
If you are inclined to offer your descriptions in great detail, here is an activity that not only calls
for but insists on it. Ethnography is a matter of detail. Ethnographic questions beg for relevant
and complex detail (1999: 85)
Much in the same line, Clifford Geertz (1973) talks about thick description as the thing that
defines the enterprise of ethnography. Ethnography often makes use of narratives –
detailed accounts of events in the field. Geertz himself uses the anthropologist Gilbert
Ryle and his ‘thick’ description of a dramatic encounter between three Jews and a group
of Berbers in central Morocco in 1912 as an example. Moeran (2006) includes several
stories from his year of ethnographic research in a Japanese advertising agency, and in
Robinson (2008), the author describes her experiences at a non-government primary
school in Western Australia.
5.2.1. Participant observation
participant observation is not an attitude or an epistemological commitment or a way of life. It’s
a craft. As with all crafts, becoming a skilled artisan at participant observation takes practice
(Russell 2006: 344).
So far, I have only talked about ethnography without going into detail about the term
participant observation. I find it important to highlight this term, not because it is something
different than ethnography, but because it is the ethnographic fieldwork. As it is pointed
out in the quotation above, participant observation is a craft, the craft of ethnography. It
involves immersion into a culture (Bernard 2006: 344), although the extent to which one
immerses into the studied culture can vary a lot. I will return to that later on.
So, when I use the term participant observation, I am simply referring to the aspect
of going into the field and doing ethnography, with all the different activities that this
may involve. And that is another aspects of the ethnographic craft. There are many
different ways of doing ethnography, and even after identifying all the different
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ethnographic methods, one is still left with the task of customising them according to the
needs of every single study.
Being present in a somewhat foreign research environment is an almost inherent
part of doing ethnographic studies, although there could be said to be a few exceptions
to this general rule. Nethnography, which consists in following online communities, is a
kind of quasi-ethnography that does not require the physical presence of the researcher,
and Alvesson (2009) talks about at-home ethnography, where the researcher investigates
a “cultural setting to which s/he has a ‘natural access’ and in which s/he is an active
participant, more or less on equal terms with other participants” (2009: 159). However,
in the case of at-home ethnography, the researcher, despite staying ‘at home’, will still
engage in participant observation.
Participant observation is the way of doing ethnography par excellence. In many cases the
two notions are even used interchangeably as if they were synonymous. But what is it
actually that constitutes participant observation? Since it is materialised through live
experiences it will have a shape that differs from other more experimental forms of
research, where it is much more fixed from the start what the researcher will look for,
and where the researcher is not necessarily the main tool for data collection. Brannan &
Oultram (2012) see participant observation as something that will produce a very
particular form of account:
Whereas other forms of investigation will produce text, speech and numerical forms of
information, PO, in the first instance, produces sensuous bodily experience, which is then
encoded into other communicable forms (2012: 296)
Perhaps, because of this strong connection to the empirical world, ethnography is in
many cases described from a rather pragmatic point of view, as we see it in Spradley
(1980), Bernard (2006) and Hammersley & Atkinson (2007). They all feed their
description with large amounts of examples of former ethnographic studies. Their
theories build on the experiences of themselves and others. The successes, the failures,
the right decisions, and the mistakes made by ethnographic researchers whilst in the
field.
In ethnography, the participant observer will account for the life and experiences
of others, but it can just as well be the observer’s own experiences that serve as data.
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While the practical experiences from others seem to be considered as being of important
value to those studying ethnography, one is also met by the assumption that the
researcher must interpret his or her own experiences and try to objectify the subjective
impressions acquired during fieldwork. Whereas this approach may very well have some
obvious weaknesses, many also point to the advantages of becoming a more or less
integrated part of the research environment. It could be pointed out as a weakness that
the researcher is often personally engaged in the research environment, but, as Alvesson
(2009) notices, this is a factor that can also prove to be advantageous because it allows
the researcher to investigate naturally occurring events without necessarily having to
interrogate participants29 (2009: 158). And this is also more or less what Brannan &
Oultram (2012) highlight:
The beauty and power of PO is its ability to find the extraordinary in the ordinary, and it is
going through that process of participation that helps to capture that (2012: 307)
5.2.2. Ethnographic techniques
As a novice researcher, it can be quite intimidating to see that the general opinion about
ethnography is that you can only become a good ethnographer by actually doing
ethnography. Although this opinion does not necessarily discourage this novice
researcher completely, or dooms his study to failure even before it starts, it certainly does
fill him with respect and awe when facing the task of doing ethnography for the very first
time.
But is there no way to learn how to do good and qualified ethnography before
you enter the field? Are the secrets of succeeding in ethnography all hidden out
somewhere in the field, waiting to be discovered by the adventurous researcher, who
does not fear to fail and finds himself comfortable when walking around in unfamiliar
territory?
It seems reasonable to assume that, given the uncountable number of unknown
factors due to the fact that you are situated in a real life environment, which does not
necessarily adapt to your presence, it is almost impossible to be sure that you are doing

29

In Creswell (2014), it is suggested that the term participant is more appropriate than the otherwise
commonly used term informant. As an important note, participant should not be confused with the term
participant observer. The participants are the people representing the research environment, i.e. the people
participating in the study. The participant observer is the researcher.
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the right thing all the time. Ethnography is, in many aspects, a method of constant
willingness to improvise (Robinson 2008).
But even though the valuable asset of experience cannot be gained by studying
theory, the toolbox offered by experts in ethnography is, if not exhaustive, then at least
useful, and the basis of constructing an ethnographic research design is undoubtedly
present. Spradley (1980) provides a step-by-step guide to conducting an ethnographic
study and doing participant observation. His steps follow a linear sequence going from
the definition of a research problem to reporting the result. But, at the same time, he
points out that ethnography rarely follows a linear model (Spradley 1980: 28). Instead, it
is more normal to see a cyclical pattern, where each step repeats itself over and over
again.
Spradley illustrates the linear model as follows:

(Illustration based on Spradley 1980: 27)
The ethnographic researcher will rarely move in such a linear direction, but will most
likely return several times to the stage of analysis. But, as a simplified model, this can
serve as an indication of the steps involved in doing ethnography. The next thing to do
is, then, to take a look at some of the main ways of collecting data in ethnography.
5.2.2.1. Making observations
Earlier in this chapter, I highlighted participant observation as an essential part of
ethnography, and one could maybe even go as far as to call it an ethnographic sine qua
non. Participant observation, of course, implies that observation is the primary method.
But what exactly is ethnographic observation?
When observing, you can take different approaches and focus on different
aspects. Spradley generally divides observation into descriptive, focused, and selective
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forms (Spradley 1980: 73). In defining a methodology for making observations, it is
undoubtedly important to have in mind that it is impossible to observe everything. Even
the most simple and apparently trivial settings can offer a rich amount of actions, and
recording all of it is a big task. In order to systematise this enormous task of observing,
you can change between more overall descriptive observations and selective and detailed
ones.
Spradley mentions a set of features that are present in any given social situation,
and which can therefore be used as a point of departure for making descriptive
observations:

1. Space: the physical place or places
2. Actor: the people involved
3. Activity: a set of related acts people do
4. Object: the physical things that are present
5. Act: single actions that people do
6. Event: a set of related activities that people carry out
7. Time: the sequencing that takes place over time
8. Goal: the things people are trying to accomplish
9. Feeling: the emotions felt and expressed
(Spradley 1980: 78)
On the subject of descriptive observations, Daymon & Holloway (2011) note that
“[t]his type of observation is the researcher’s immediate perception of what is going on
in the setting, as opposed to later descriptions of what others remember from the
situation” (2011: 258). This statement partly refers to the circular way of doing
ethnography as described above. There will be an immediate stage where events and
settings (and maybe even the observer’s own thoughts) are described in as much detail as
possible. To these observations you can then later add reflections on what happened.
In other situations, the researcher can go more into detail and make focused and
selective observations. These types of observations require a more narrow perspective
and come into play in situations where the researcher knows what s/he is looking for
(Spradley 1980: 128).
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5.2.2.2. Questioning
Another way of doing ethnographic research is to start interacting with the research
subjects and ask questions. This can be done in an informal way, e.g. by asking for simple
clarifications of doubts, or in more formal ways, like actual interviews.
However, this method is not necessarily completely detached from observation,
because observing implicitly involves asking questions (Spradley 1980: 31), if not to
others, then at least to yourself. Furthermore, Gold (1958) even goes as far as
categorising interviews as a sort of formal observation (Gold 1958: 220). When it comes
to doing interviews, we will see cases of both semi-structured and structured
interviewing. This will definitely sound familiar to people outside the ethnographic
paradigm. It would be dubious to say that any particular method for collecting data is
particular ethnographic or belongs to the discipline of ethnography. Practically all
qualitative researchers will make observations, write field notes and do interviews. So the
particularities of ethnography are to be found in other places.
5.2.2.3. Interacting with participants
In ethnography, the researcher must never forget that s/he is working with real people
who are inevitably affected by the researcher’s presence. Even after accepting the
presence of the researcher, the participants can still find themselves in situations where
they feel reluctant to participate in an event or weary of its outcome. Certain vulnerability
can occur as pointed out by Ten Have (2004):
contrary to a formal interview, using field methods does not allow people to offer only a “public”
performance to the researcher. So he catches them in a range of situations and therefore also in
less flattering moments (2004: 116)
Doing ethnographic can therefore be a balance between making an effort to obtain as
much valuable data as possible and respecting the well-being of the participants, which
the researcher depends on. This can sometimes prove to be difficult, and Ten Have also
points out that “[t]he feeling of being “used” by the researcher may be hard to avoid” (2004: 116).
5.2.3. Researcher roles
I will now move on to the subject of researcher roles, which may be one of the
particularities of ethnography. This may very well just be an approximation, but what can

99

surely be said is that the ethnographer will have to make a conscious decision on how
s/he wants to act in the field. In other words, the ethnographer must choose a role. This
is not the same as saying that the ethnographer should pretend to be someone else, but
merely that his or her position in the research environment must somehow be
negotiated. Wolcott (1999) suggests that the participant observer should have a very
strategic approach towards the choice of researcher role and be careful not to get too
involved in the research environment:
There is an inherent paradox in the role of participant observer. As a general guideline, it seems
preferable to stay on the cautious side, becoming only as involved as necessary to obtain whatever
information is sought (1999: 51)
So, before entering the field, there are a lot of considerations to be made. We have
already seen that ethnographic research provides the researcher with a large amount of
data collecting techniques, and, to some extent, how they can be applied. One thing that
the researcher must bear in mind is that by applying a certain set of techniques s/he does
engage in a certain role. We must always keep in mind that the ethnographer acts in the
research setting and therefore obtains some kind of relationship with the participants.
This relationship will inevitably affect both the researcher and the participants, and it is
consequently important for the researcher to make decisions about the role deemed most
adequate for the study.
However, the role of the researcher cannot be decided a priori exclusively by the
researcher himself. The determination of the researcher’s role must be negotiated with
the inhabitants of the environment, usually through some sort of gatekeeper (Hammersley
& Atkinson 2007: 4). It is also important to remember that when doing participant
observation, the researcher becomes the real instrument of data collection and data
analysis (Bernard 2006: 344).
Gold (1958) identifies four different kinds of researcher roles that go from the
complete observer to the complete participant. These researcher roles are placed on a
continuum going from the researcher that only observes and does not interact with the
participants to the researcher who is completely emerged in a setting and acts like a
member of the group of people, s/he is studying. Between these two extremes, Gold
(1958) places the observer-as-participant and the participant-as-observer, which are the
most commonly applied researcher roles.
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Each role has its advantages and disadvantages, and therefore it is not
uncommon to see an ethnographic research project that mixes several roles during the
time of study, in order to obtain the best of what each role can provide.
When doing ethnographic research, there are many risks and many things that
can ‘go wrong’, but there are generally two things that can be more or less directly
connected to the type of research role one chooses to take. The researcher who has no
contact with the participants runs a great risk of misunderstanding situations, while a
researcher with close contact to the participants can easily start a process of ‘going
native’, which basically means that the researcher adopts the same world view as the
participants and thereby gets the characteristics of an ‘insider’. When this happens it is no
longer possible for the researcher to be efficiently detached from the situation and
observe the field objectively (if this is ever possible). In the following, I will go through
each of the four mentioned researcher roles separately.
5.2.3.1. Complete observer
The complete observer is not interacting with the participants, who may not even be
aware that someone is observing them. This role will seldom be used exclusively and is
often used as a supplement to other roles (Gold 1958: 221). One of the arguments for
applying such a role is that it keeps the level of researcher influence at a minimum. If the
participants have no contact with the observer, and are unaware of the researcher’s
presence, there is very little chance that the researcher will affect their actions. But this
type of observation also has its potential weaknesses. First of all, the complete observer
has very limited access to the field under study, which means that there are many things
that cannot be observed. Second of all, the risk of misunderstanding is quite present
when the researcher has no possibility of asking questions. Finally, when performing
complete observation, the researcher may face an ethical dilemma; if the identity of the
researcher is never revealed, and the participants remain ignorant to the fact that they
have participated in a research project, it is a case of using participants without their
consent.
In his description of some of the major ethical concerns of the ethnographer,
Spradley (1980) refers to the Council of the American Anthropological Association and
some of the principles they have adopted. Among these, you find the following:
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In research, an anthropologist’s paramount responsibility is to those he studies. When there is a
conflict of interest, these individuals must come first. The anthropologist must do everything
within his power to protect their physical, social, and psychological welfare and to honor their
dignity and privacy (Principles of Professional Responsibility, 1971, para. 1)30
It should, of course, be mentioned that these principles are US American and therefore
not necessarily directly applicable in other countries. However, it should be fair to
assume that the principle of participants’ consent is quite universal. As a consequence of
these ethical considerations, some institutions will undoubtedly estimate that the role of
the complete and covered observer is to some extent unethical.
5.2.3.2. Observer-as-participant
Although there are a number of similarities between the observer-as-participant and the
complete observer, there is at least one very important difference, and that is the fact that
in the case of the observer-as-participant the participants are aware of his or her presence
in the field, and the observer-as-participant will, hence, have some kind of relationship
with the participants. The observer-as-participant is far less in contact with the
participants than both the complete participant and the participant-as-observer. The
encounters with the participants are usually brief and few in number, and the researcher
enjoys a rather detached role, where contact with the participants can be made whenever
it is deemed necessary or relevant. On one hand, that decreases the risk of ‘going native’
(Gold 1958: 221), but, on the other hand, it increases the risk of misunderstanding
situations (Gold ibid).
5.2.3.3. Participant-as-observer
When applying this role, the participant observer still has some kind of privileged status
(Daymon & Holloway 2011: 264) and is accepted as a researcher with academic tasks
that are different from those of the participants. In this role, the researcher is, thus, still
able to withdraw from the field every now and then. However, the participant-asobserver does undertake certain duties and responsibilities and thereby takes part in
some of the daily routines of the group that is under study (Daymon & Holloway ibid).

30

http://ethics.iit.edu/ecodes/node/3162 (consulted 30/1-2016)
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There is hardly any delimitation to the work extent of the participant-as-observer,
and you can even find examples where researchers have tried to participate in the exact
same activities as the participants. This can give the researcher the advantage of extensive
first hand experiences with the people and the activities s/he wants to describe, but it
can also create problems that are very difficult to surmount:
Each day I would come back from treks through the forest numb with fatigue, ill with hunger,
and covered with ticks and biting insects. My own work was difficult to pursue, for fishing and
hunting are serious business and there is no time to pester men at work with irrelevant questions
about their mother’s brothers (Gregor 1977/2009: 28)
Although this example is taken from a case of the more traditional anthropological
tradition of studying indigenous societies, the issues troubling this ethnographer can
easily be transferred to any other ethnographic context, even the more organisational
contexts where too much involvement in a company’s business activities can take the
focus away from the primordial task of reporting events. So, in general, this type of
participant observation, although it offers a more thorough first hand experience in the
field, also seems to have its complications and to result more difficult to perform than
merely interviewing (Daymon & Holloway 2011: 265). What is more, participating may in
some situations, for obvious reasons, be considered extremely difficult or even
impossible:
The ethnographer studying open heart surgery in a hospital or the dancing of professional
ballerinas may have difficulty carrying out the same activities as those done by the surgeon or the
dancer (Spradley 1980: 61)
These examples are, of course, very extreme and mostly serve to prove a point.
Nevertheless, they make it clear that the participating ethnographer should carefully
judge whether or not it is reasonable to participate in any given task performed by the
participants.
5.2.3.4. Complete participant
The complete participant has a covered identity (Bernard 2006: 347), meaning that, just
as in the case with the complete observer, those who are observed by this researcher are
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not aware that they are taking part in a scientific project (Gold 1958: 219). The purpose
of this extreme form of role-playing is to gain complete access to the field and become a
more intimate part of lives and work activities of the participants.
Becoming the phenomenon is a participant observational strategy for penetrating to and gaining
experience of a form of human life. It is an objective approach insofar as it results in the
accurate, detailed description of the insiders’ experience of life (Jorgensen 1989: 63)
Generally, many of the arguments in favour of complete observation are the same as
those in favour of complete participation. Both approaches seek to influence the
research environment as little as possible and to let events occur as naturally as possible.
However, complete participation is not unproblematic. Gold argues that any complete
participant may face at least two potential problems. One is that, in order to protect the
pretended role, the complete participant may be handicapped in his or her performance
in the research environment. The other is the risk of ‘going native’ (Gold 1958: 220).
A much more favourable attitude towards this type of research role is presented
in Bernard (2006). He refers to the British social anthropologist, Bronislaw Malinowski,
who had a quite clear idea about how participant observation should be done:
Spend lots and lots of time in studying a culture, learn the language, hang out, do all the
everyday things that everyone else does, become inconspicuous by sheer tenaciousness, and stay
aware of what’s really going on (Bernard 2006: 345)
Just as the complete observer, the complete participant may face some ethical issues,
since working ‘undercover’ implies concealing one’s true identity. Furthermore, it is
highly questionable if the researcher would even have an interest in taking such a role.
Geertz (1973), at least, even finds it rather pointless:
We are not, or at least I am not, seeking either to become natives (a compromised word in any
case) or to mimic them. Only romantics or spies would seem to find point in that (1973: 13)
As a sort of conclusion to the subject of researcher roles, one could say that the extreme
ends of the scale going from complete observer to complete participant will rarely be
desirable. Most of the time, the researcher will find a role somewhere between the two
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extremes of the researcher role continuum, if one can speak of such a thing. Also, it is far
from given that the researcher will remain in the same role during the entire study. It is
possible to switch between roles and be more of an observer at some points and more of
a participant at others. This is, in fact, something we can see happening in several
ethnographies. In Moeran (2006), we hear how the researcher first has to be granted
permission to attend a presentation31, and how he is later formally appointed as the
agency’s foreign spokesman at another presentation.
In much the same way, the present study will both show examples of the
researcher attending meetings in a rather passive observer role and of the researcher
actively performing some of the same tasks as the participants.
5.2.3.5. How to choose a role and enter the field
Bearing in mind the above-mentioned details about different researcher roles, I must also
make some considerations about how I wish to interact in the field, and how my choice
will affect the study, as well as myself. Gold (1958) distinguishes between the self and the
role, but also acknowledges that they are connected and need to be balanced in order to
make the fieldwork role successful:
It is axiomatic that a person who finds a role natural and congenial, and who acts convincingly
in it, has in fact found how to balance role-demands with those of self (1958: 218)
The participant observer must never forget that the primary objective of the fieldwork is
to do research. Therefore, the research purposes should always be the main concern and
decisive factor. That being said, flexibility, and to a certain degree improvisation, are
factors that must also be taken into account when you are operating in a setting that you
cannot control. Consequently, the researcher’s role can change according to the
surrounding conditions.
Just as Moeran (2006), and others as well, I will shift between researcher roles. As
suggested by Moeran, there will often be a more or less natural progression in the choice
of researcher role. During his fieldwork, he started to participate in more and more
activities as he gained knowledge of the agency’s work and gained the trust of the
participants-cum-co-workers.
31

In the advertising industry, a presentation is a performance put on by an agency to demonstrate its
unique skills in marketing analysis and creative ideas and so to persuade an advertiser to contract the
agency to carry out its advertising over a period of time (Moeran 2006: 4)
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5.2.3. Reasons for choosing ethnography
Ethnography is the description of cultures and must therefore be based on the
assumption that knowledge of cultures is of a certain value (Spradley 1980: 13). When
relating this assumption to my own project, the underlying axiom becomes that a cultural
description is of relevance to me. And why is that so?
In order to answer that question, I must return to my research questions.
My first research question is almost purely conceptual and does not relate to a
specific cultural group that can be studied, and an ethnographic approach will not be
applied when treating this research question. Furthermore, this research question is based
on statements, not on actions.
My second research questions, however, is based on what I can find through an
empirically based collection of data, and this is where the considerations on choosing an
ethnographic approach become relevant. One of the principles for my research is that I
regard and treat the members of my research environment as representatives of a specific
culture – a corporate culture, one might say. The second research question is based on a
(thick) description of a particular agency, including the experiences of participants and of
myself as a researcher.
It is, thus, the second research question that calls for an ethnographic approach. But why
not choose an alternative method that is not as time-consuming and often uneconomical
(Alvesson 2009: 159) as ethnography?
The strengths and the weaknesses in ethnography seem to be very closely
attached, and it is not always possible to decide whether one specific matter is to be
considered as a gain or a risk. However, the possible gains from using ethnography for
this study are deemed so important that the choice of method was made at an early stage.
As I have already mentioned, ethnography represents a study of the ordinary. But why is
it relevant to study the ordinary when dealing with a relatively new concept as
transcreation? First of all, it is my impression that transcreation, which is the subject of
interest here, is best described through practice. Transcreation has already been defined
within the research environment, and my task is then to investigate the practice that it
constitutes. By using ethnographic methods, it becomes possible to include a broad
range of aspects of this practice: the people involved, the physical frames, the artefacts
used, the documents produced etc. Furthermore, as a participant observer, I will become
a part of this practice and use my first-hand experiences as yet another data source. All in

106

all, by doing ethnography, I will obtain insights to what it means to work with
transcreation – a perspective that can hardly be achieved through any other way of doing
research32.
5.2.5. Ethnography in translation
So far, we have seen different examples of how ethnography can be applied in different
situations. But how does it fit into translation studies? To answer this question, we could
start by searching for previous experiences of applying ethnography within translation
studies. In doing that, one could start with Koskinen (2008), who has probably
conducted one of the most extensive ethnographic studies concerning translation. In her
ethnographic study of the Finnish translation unit of the European Commission in
Luxembourg, she argues that the ethnographic method is suitable when dealing with
institutional translation, because it involves in-house translation and thereby translators
interacting with each other (Koskinen 2008: 39). The relatively rare usage of
ethnographic methods within translation studies might then be due to the fact that
translation has been, and still is, widely performed as a very individual discipline with
little social interaction. Or maybe the social relevance has just suffered from a lack of
attention. After all, institutional translation, like the kind we see within the European
institutions, can hardly be described as a new phenomenon.
A few years before Koskinen’s efforts, Hélène Buzelin (2004) noted that
translation should be seen as more than “the ‘simple’ reflection of the norms of a given
society or that of the subjectivity of the translator, but rather as the expression of the
relations between the various intermediaries that have participated in its production”
(2004: 729). Her study is not an ethnography as such, but it does compare the work of
the translator to that of an ethnographer by saying that both rely on the interpretation of
a context in order to produce a text. In her comparison between ethnographers and
translators, she also notes that the US American anthropologist Clifford Geertz once
defined the ethnographer as a ‘cultural translator’ (traducteur culturel) (2004: 730). So,
the link between ethnography and translation is clearly established. The very same year,
Hanna Risku (2004) made a workplace study following project coordinators in an
Austrian translation agency. Her study differs from that of Koskinen in the way that the
focus is on in-house coordinators in contact with freelance translators located all over
the world, whereas Koskinen has a focus on in-house translators. In an even broader
32

Perhaps through interviewing, but probably not to the same extent
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context, Koskinen (2014) has made a study of the city of Tampere as a translation space.
This study, evidently, takes us away from the organisational context, but, nevertheless,
illustrates how context-oriented research can be applied to many different aspects and
settings of translation.
5.2.5.1. Ethnography – a growing trend in translation studies?
One general aspect of ethnography in translation is that it is difficult to trace it very far
back in time. This calls for a discussion on the possible reasons for ethnography to be of
rare occurrence in translation studies.
The relatively recent advent of methods using keystroke logging, eye tracking and
internet-based research has an inherent logic in the fact that they require technology that
has only existed for a couple of decades. It is therefore pointless to start asking why they
have not been implemented at an earlier stage. Other research methods, however, do not
owe their late introduction in translation studies to a lack of required technical
equipment. More specifically, I am referring to what Saldanha & O’Brien (2013) qualify
as context-oriented research methods. Although these authors choose to give this kind of
research the general title of “Case studies”, I will emphasise on the use of the term
ethnography in the description of the study of the present dissertation.
Sociological studies and ethnography, unlike keystroke logging (just to give an
example), are not characterised by the necessity of advanced technological equipment
and could, thus, have achieved general interest long before the heavily computer aided
methods. Of course, technological development has also had its impact on the more old
fashioned methods and created new ones (e.g. nethnography), but, in general, the
ethnographic approach in translation studies has enjoyed little attention compared to
other more linguistically oriented approaches. The reasons for this are probably
manifold, but what could be highlighted as one of the main factors is the fact that
translation studies was for a long time focussed mainly on product-oriented research, as
earlier mentioned in chapter 2. The interest in the social aspects of translation is not new
and can be traced all the way back to the polysystem theories with Even-Zohar, Toury,
Lefevere, Lambert and others. But, at this stage of what we could call the sociology of
translation, the focus was still on literatures (e.g. Gouanvic 1994). The explicit focus on
the translator as an individual remains a topic taken up by few researchers, although it
has gained more and more interest especially during the last decade, with the already
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mentioned studies of Koskinen, Risku, Abdallah, and Dam & Zethsen as examples of
this.
Another factor, which can definitely not be ignored, is the economic factor.
Apart from being time consuming, context-oriented field studies can easily become
expensive since the researcher has to spend large amounts of time in a more or less
remote location. Time and money will often be scarce resources, especially in the
humanities, and this is a factor that does not favour ethnography or other similar types
of field studies.
Be that as it may, context-oriented studies in general, and ethnographic studies in
particular, are now proliferating in translation studies, and according to Koskinen “[i]t
has rather become a truism to say that translations do not take place in a vacuum, that
they need to be interpreted and evaluated in their relevant context” (2008: 72). This is
something that makes it impossible to neglect context-oriented research in translation
and the field-related methods connected to this kind of research. The following pages
will be dedicated to the use of ethnography in research, and will eventually focus on the
role of ethnography in translation in particular.
5.2.6. Organisational ethnography
As I mentioned earlier, ethnography can be used in many different contexts, and it can
therefore become relevant to distinguish between them and classify the kind of
ethnography I face.
One may argue that ethnography has existed for a vast amount of time. By sticking to the
definition of ethnography as a cultural description, it is possible to go far back in time,
and find written works that fit to this definition.
Ethnography has its roots in the anthropological tradition and has often been
connected to the exploration of indigenous societies where the culture and the ways of
living are very different from that of the ethnographer. Creswell (2014) calls ethnography
“a detailed portrait of a culture-sharing group” (2014: 204), and Spradley (1980) goes in
the same direction when calling it a written cultural description (1980: 38). It is holistic in
the sense that it attends to both everyday details as well as the wider social context
(Koskinen 2008: 37).
Early on in the 20th century, ethnography was in many ways associated with the
exploration of (from a Western perspective) exotic societies. This could be illustrated
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through Bronislaw Malinowski, who in 1920 published writings on his encounters with
the indigenous people of the archipelagos of New Guinea.
Ethnography quickly expanded to urban areas as well. A well-known example of
this is the work of the Chicago school of ethnography conducted by sociologists from
the University of Chicago. They became famous during the 1920’s and onwards for
studying different areas of the city of Chicago (Hammersley & Atkinson 2007).
More recently, ethnography has become more and more associated with
workplaces. Brian Moeran (2006) spent an entire year at a Japanese advertising agency,
which resulted in the book Ethnography at Work. It follows the experiences of the author
as a participant observer and how he becomes more and more integrated into the agency
and its working processes. In 2009, Sierk Ybema et al. published “Organizational
Ethnography – Studying the Complexities of Everyday Life”. It is a collection of articles
from different authors within organisational studies, each providing their ethnographic
perspective on organisations. In the introductory part of this book, Ybema et al. (2009)
try to capture some of the essence of organisational ethnography:
Although the quotidian experiences of people working in organizations may, to some, hardly
seem exciting, for organizational ethnographers much of the intriguing ‘mystery’ of
organizational life is hidden in the ordinary exchanges of ordinary people on an ordinary sort of
day (2009: 1)
This may be an indication of how organisational ethnography, in its essence, is
fundamentally similar to any other kind of ethnography. Although ethnographers, or
researchers applying ethnographic methods, attend to very different milieus there is clearly
a common denominator: ethnography is not the study of spectacular cases or curiosities.
It is the study of the ordinary, whether that be the everyday life of a South American
tribe or the employees of a Japanese advertising agency.
So, exactly how does this relate to my own project? In the particular case of my own
study, I must keep in mind that it is situated in a very professional context. The ‘natives’
are professionals in their working environment. Based on this fact, my study becomes a
sort of ‘organisational ethnography’ that, among other things, aims at studying particular
parts of the daily working routines (Ten Have 2004: 116).
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Basically, it is possible to draw many parallels between the organisational
ethnography and the more traditional kind, which usually deals with indigenous
environments. First of all, there is a general research design that is applicable, just as well
when spending time with an Amazonian tribe, as when visiting a European institution. In
both cases, the ethnographer will probably spend a large amount of time (this notion is,
of course, difficult to define), in which s/he makes observations, asks questions, writes
field notes and maybe collects artefacts. All this collected data then ends up forming a
description of the studied culture.
But there are also some significant differences between the tribe and the European
institution. First of all, in the institutionalised environment, what you see is the
professional identity of the involved participants, and, although it is possible to argue
that all cultures are somehow constructed, it becomes more evident when you enter a
private company or a public institution.
Another aspect is the possibility of gaining access. In an organisational context,
the organisation could have various reasons for not accepting a researcher:
The presence of a researcher would disrupt the workings of the institution. The organization is
currently in flux because of a reorganization and research would confuse these delicate processes
(Ten Have 2004: 117)
These are just some of the reasons a company could have for not wanting to participate
in a research project. So, the ethnographer must be prepared to offer a set of arguments
in favour of doing the research project, and, as Ten Have suggests, be able to counterargue an initial refusal (2004: 117).
5.2.6.1. Terminological discussion
Especially within the research field of organisational studies, the sub-categorization
organisational ethnography has been used to label the studies of organisations using
ethnographic methods. As already mentioned, there is no fundamental difference
between doing ethnography in an organisational setting and any other given setting.
Nevertheless, it is worth noticing that the concept of organisational ethnography has
found its way into certain academic circles, and I will therefore take a look at some of the
things that are deemed to be characteristic of organisational ethnography.
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According to Ybema et al. (2009), there may be a slight shift of focus when it
comes to organisational ethnography:
Rather than trying to grasp the entire gestalt of the organizational ‘village’, organizational
ethnographers seem increasingly oriented toward following the person […] or a specific
organizational practice (2009: 5)
Much the same can be said about the present study, which is primarily focussed on a
specific practice (that of transcreation) rather than on an entire community (the company
as a whole).
This perspective has actually led to a discussion of the use of the term ethnography,
because, although accepted and used by several scholars (all be it, mostly within
organisational studies), its adequacy can still be questioned.
If you go to the roots of the term ethnography and look at its etymology, it is
constructed by the two Greek words ethnos (people) and graphein (writing) and can, in that
way, basically be described as a study of people. But when the organisation is the main
focus, is the ethnos-part then really appropriate? Czarniawska (1997: 202; 2007: 108)
argues for a slightly different term – ‘ergonography’. Ybema, on the other hand, is more
in favour of the term organography, but refrains himself from applying it, since it is already
used in the medical and biological sciences. So, at least for now, organisational
ethnography seems to be the term most commonly used for the study of ‘organisational
life’.
5.2.7. Ethnography and case studies
In some cases, ethnography and case study are used interchangeably, giving the
impression that doing ethnography means that you are simply doing a type of case study.
However, there are some (Yin 2014; Creswell 2014) who tend to draw a clearer line in
the sand and explain how these two approaches to qualitative research differ from each
other. This section will present examples of confusion between case studies and
ethnography and finally account for the facts that make me classify this study as an
ethnography and not as a case study.
When Saldanha & O’Brien describe context-oriented research in translation studies, they
do not distinguish clearly between ethnography and case studies. In fact, they end up
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placing ethnography as a subcategory to case studies by claiming that all context-oriented
research, including ethnography, is some sort of case study. They say that a case can be
“anything from an individual person (translator, interpreter, author) or text (note that
text fragments cannot be cases because of the requirement of contextualization), to a
whole organization, such as a training institution or a translation agency, and even a
literary system” (2013: 207). They build large parts of their understanding of case studies
on the writings of Robert K. Yin who says that case studies intend to describe a
phenomenon within its context. In that sense, there is a logic reason for placing the case
study in a category of context-oriented research. However, their understanding of case
study (as illustrated by their definition just above) expands to a degree where it, almost
completely unproblematically, includes ethnography. By using Koskinen (2008) as an
example, acknowledging its status as an ethnography and then referring to it as a case
study, their status as two different research methods somehow vanishes. A similarly
blurred categorization is presented by Brian Moeran (2006), who in his work
“Ethnography at Work” writes:
Those of you interested in the everyday world of business relations will have noted, I suspect,
several intriguing points in my writing of this case study (2006: 15)
He thereby shows that he has no problem with switching between ethnography and case
study when talking about his work. The question then is, if this is an adequate
categorization. Is ethnography the same as case studies?
Moeran probably refers to his own study as a case study, because it focuses on
one specific context: a Japanese advertising agency. Something that could be, and in
Moeran’s case is, regarded as a case. Saldanha & O’Brien (2013) point to the fact that
case study and ethnography tend to be used interchangeably (as illustrated by Moeran)
and claim that “ethnography has ceased to be a clearly defined method: the term refers to
a methodological approach where multiple sources of data and techniques of analysis are
acceptable, and this is where the boundaries with the case study start to blur” (2013:
208). However, Yin (2014) warns against confusing case study research and ethnography
(2014: 15) and argues that many of the characteristics of doing ethnographic research
need not be present in a case study. As salient features he mentions that case study
research does not have to engage in thick description and does not require long periods
of time in the field. In fact, Yin argues that “[y]ou could even do a valid and high-quality
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case study without leaving the telephone or Internet, depending on the topic being
studied” (2014: 21). In short, Yin finds it to be an erroneous assumption that case studies
and ethnographies, as well as other fieldwork methods, are somehow the same thing.
This is something that can make you wonder why Saldanha & O’Brien, who base large
portions of their description of case studies on the writings of Yin, come to the
conclusion that ethnography is no longer a clearly defined method. However, it should
also be mentioned that Saldanha & O’Brien do try to highlight the particularities of
ethnographic research (2014: 208-209) and say that they are traditionally different
methods, albeit, with a tendency to merge.
But if case study and ethnography are apparently so easily confused what is then
the essence of a case study? And does this essence differ from that of an ethnographic
study? According to Yin, a case study is “an empirical inquiry that investigates a
contemporary phenomenon in depth and within its real-life context, especially when the
boundaries between the phenomenon and context are not clearly evident” (2014: 16).
When watching ethnography from this case study perspective, many elements still make
a great deal of sense. It can certainly be said about ethnography that it is an in-depth
empirical inquiry that is very context-bound. But Yin’s emphasis on the word phenomenon
might be the key to where ethnography and case studies differ. One could argue that
ethnography is not so much a study of a phenomenon within a real-life context as it is
the study of that particular context (or culture). As an example of a case study, Yin uses
Graham Allison’s (1999) study of the Cuban missile crisis in the 1960s (2014: 7). This
could never be considered an ethnographic study per se, because it does not have its focus
on a people or a culture, but on a specific situation caused by extraordinary
circumstances. As mentioned earlier, ethnography is the study of the ordinary and
therefore not the ideal option for the study of a particular event (or in this case maybe a
series of events). Additionally, this example shows that a case study can also be a
historical study aiming at a retrospective explanation to how and why something
happened.
Another example of an attempt to show how case studies and ethnography differ
from each other can be found in Creswell (2014) who separates these two methods,
alongside other types of qualitative research study, and, without providing any definitive
distinction, he does provide some sort of rule of thumb:
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From my review of many qualitative research studies I have found narrative research to include
one or two individuals; phenomenology to typically range from three to ten; grounded theory,
twenty to thirty; ethnography to examine one single culture-sharing group with numerous
artifacts, interviews, and observations; and case studies to include about four to five cases (2014:
189)
This way of distinguishing between different qualitative forms of doing research does not
promise any definite explanation to why ethnography is not the same as case studies, but
it does show a clear tendency to set different ontological frames. In ethnography, the
focus is on ‘one single culture-sharing group’ and, consequently, everything pertinent to
this group. Case studies will often focus on a small series of cases, although the singlecase study does also exist, and a culture-sharing group does not need to be the centre of
attention.
Perhaps, ethnography can for some be seen as a single-case study. When the
study revolves around one particular group of people, there can definitely be talk of
looking at one single case. But to take this kind of argumentation and use it to confuse
two different research methods can turn out to be unpractical. For what may also be
relevant here is to put forth that the concept of case studies risks loosing all meaning, if it
applies to everything that focuses on one specific context. Yin seems to be aware of this
potential problem and addresses special attention to the issue of discerning case study
and other qualitative research methods.
It can certainly be argued that there are quite a few similarities, although
ethnography will probably always be placed as a subcategory to case studies. Those who
claim that every ethnography is a kind of case study would probably never go the other
way around and say that every case study is an ethnography. The mere fact that a text
could constitute a case is, in itself, enough to exclude this possibility, given that
ethnography (ethnos = people) cannot be without a human element.
One should therefore be careful to say that every context-oriented study is a case
study. Partly, because in that way, the notion of case studies becomes so broad that it
almost looses all meaning. Consequently, in the present writings, case study and
ethnography will not be seen as two interchangeable terms that describe the same type of
study.
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And now, how do these considerations relate to this study? First of all, by pointing out
that the goal is to create an ethnography and not a case study, I adhere to a specific
research paradigm where the focus is on cultural thick description. However, this still
does not necessarily make it definitive that the study should be categorised as
ethnography. It is indisputable that this project is concerned with transcreation. It could
therefore be argued that the focus is more on a specific phenomenon than on a culturesharing group. For this reason, I deem it absolutely necessary to elaborate on the object
of study and say more than just: it is a project on transcreation.
Had the focus been solely on the literary sources mentioning transcreation, as in
chapter 4, the study would not have had an ethnographic element and could not go into
that category. The ethnographic element is introduced in the field study taking place
within a specific culture. But going into the field does not constitute an ethnographic
study in itself. Case study researchers can certainly make fieldwork as well, and it may
well be argued that by looking at a specific phenomenon in its context (transcreation), I
am, in fact, doing a case study. And had this been a comprehensive description of my
study, it would probably have been more appropriate to classify it as a case study. But
there is a very important factor inherent to the study that makes it take a turn away from
the path of the case study and go towards a more ethnographic approach, and that is the
fact that it is first of all a study of the people working with the phenomenon. I see the
phenomenon (transcreation) as something that is constructed and constituted by the
participants that I meet in the field, and therefore it becomes just as much a study of
them and their organisation – an organisational ethnography. So, one of the key
questions then becomes: do these people share a culture? The assumption is clearly that
they do. As representatives of a company, the participants are part of a corporate culture,
and their behaviour and beliefs therefore become essential to my understanding of what
constitutes transcreation. At a more basic level, it also disserves to be mentioned that
most of these people are physically situated in the same location (the workplace), where
they spend considerable amounts of their time together. It is therefore only fair to
assume that they influence each other to an extent where it makes sense to consider
them as belonging to the same group, at least in a professional context. To put in another
way, one could say that the focus will be on how these people manifest themselves as a
culture-sharing group working towards a common goal.
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5.2.8. Challenges to ethnography
As with any other research method, it is possible to point out weaknesses and
deficiencies in ethnography. In this section, I will turn my attention towards those
aspects of the ethnographic method that could easily turn out to be problematic and that
need to be dealt with in order to make a solid research design that accounts for all the
possible pitfalls and challenges.
Koskinen (2008) compares the craft of ethnography to that of weaving a net. By
nature, it will be full of holes – if there are no holes, there is no net. Just like that, an
ethnography will have holes. Given that the object of study in ethnography is usually
some sort of social group, whether minor or major, and potentially everything that goes
on within this group, it is impossible to capture the entire scenario. No matter how
vigorous and thorough the efforts of the ethnographer may be, there will always be an
abundance of occurrences escaping his or her attention. The data that does get captured
must, then, to some extent, be considered as a selected set of observations, a sample of
the entirety.
Another thing that is often pointed out as a potential problem to ethnography is
the fact that the ethnographer is his or her own research tool. Whether that be through
more or less passive observation (since every observation requires the researcher’s
presence as a minimum of effort, it can never be fully passive) or through complete
submersion (participation) into the field. The researcher must trust his or her own senses
(hearing, vision, taste, sense of smell and touch), judgement (Should I focus my attention
towards one side of the office or the other?), personal behaviour (Am I being too
intrusive? Too passive? Too friendly? Too distant?). Much depend on the researcher’s
way of acting in a social setting, and, although some events never make it to the
published work for reasons of space, or because they have been deemed irrelevant or
redundant, many events simply just escape the attention of the researcher (Fine and
Shulman 2009: 185).
Risku (2004) also points to this problem and acknowledges that the possibilities
of the fieldworker are limited:
In einer realen Situation kann man vieles beobachten – nur eines kann man nicht: alles
beobachten (2004: 108)
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So, how can the ethnographer even be trusted? Can his or her rendition of a set of
events be considered as valid? Creswell (2014) emphasises on self-reflexivity as an
extremely important factor that must be present at all times. The researcher, just as any
other human being, will carry personal biases, and, despite efforts to be as objective as
possible, there will be an interpretation of the surroundings, which is somehow affected
by the researcher’s background and personal experiences. The researcher should be
aware of that and be able to identify those biases in order to help both reader and
researcher to increase the understanding of the presented data. One could also argue
against this concern by saying that, although ethnographic research can, at some points,
be more chaotic and haphazard than doing experiments or surveys, it will be more likely
to account for naturally occurring events.
One must accept the conditions of qualitative research and be aware of the fact
that, rather than presenting the world as it is, ethnography, if carried out successfully, can
provide a broad picture of how people describe and structure their world (Fraenkel &
Wallen 1993). And this perspective will, in many cases, be deemed more relevant than a
realist approach where the discovery of an underlying and objective truth would be the
main purpose of doing research.
Ethnography has also been criticised for being upright unscientific (what is the value of a
study based solely on the researchers own interpretations of a series of events?). These
voices mostly have their origin within quantitative research traditions (Hammersley 1992:
1) and are becoming more and more vague following that “many quantitative researchers
now accept that qualitative research has its own logic and criteria of validity” (1992: 1).
So, instead of seeking absolute truths or statistic significance (qualitative), ethnography
strives for descriptions of social/cultural groups based on interpretations. But, when you
have such a seemingly general purpose, how is it possible to know when you have
reached a point of saturation in your data collection? Is it even possible when you are
weaving a net, where the holes occupy more space than the actual material? Charmaz
(2014), who mainly focuses on grounded theory, suggests that saturation is reached when
observations no longer add new information or new ideas to the existing themes or
codes33 of the study. Knowing exactly when this point is reached is, of course, very
difficult and, as many other elements of qualitative research, it relies on the judgement of
the researcher.
33

More on this in section 5.4.1.1.
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Finally, I would like to return to Koskinen’s use of net weaving as a metaphor for doing
ethnography. Unfilled gaps are inevitable, but, just as the net, ethnography is still
coherent and can carry out its function in spite of all the empty spaces. One must not
forget that other research methods deal with insufficiencies as well, even those that claim
to provide statistical significance.
The first step towards dealing with the potential weaknesses of a method is to
acknowledge their presence. Only then can they be, at least partly, overcome. The
possible steps to take afterwards are manifold. One could, for instances, take a pragmatic
approach and use a variety of different methods, both quantitative and qualitative, in
order to gain many different angles to a research study (e.g. Nisbeth Jensen 2013). If the
researcher is able to find and argue for both the strengths and the weaknesses of a
chosen method it will, of course, become more likely that the research can be carried out
successfully.
5.2.8.1. Time span
One of the characteristics of ethnography, which could probably also be described as a
challenge, is the amount of time that it usually requires. It certainly has many of the same
features as grounded theory and case studies, but one of the elements that many consider
to be inherently ethnographic is the very time-consuming effort that follows. Having its
roots in the anthropological tradition, where the main objective is to create thick
descriptions of a given culture, ethnography, to a large extent, depends on the long
duration of the fieldwork. What follows from this is that the research findings should not
come merely as a result of doing interviews or reading literature on the subject, but also
as a result of finding patterns in everyday behaviour. The researcher does this through
participant observation, where the level of participation can vary (see section 5.2.3. on
researcher roles).
Having that in mind, the relatively short time span of this study (four weeks of
fieldwork) may seem like a factor that could disqualify it as an ethnography. And there
are indeed certain elements that this study cannot describe. As an evident example one
could mention the aspect of an annual cycle. Is the stress level higher at some points of
the year? Are there any sorts of activities around Holiday seasons that help employees
bond and promote corporate culture? It seems obvious that long-term fieldwork can
open a door to an array of interesting findings that can be highly relevant to a cultural
description, but I will argue that short-term fieldwork (in ethnographic measures) can be
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valuable as well. Especially, when it comes to organisational ethnography, as described
above, there are some elements that can validate short-term studies. First of all, by
studying a workplace, I limit the field of interest to a certain part of the participants’ life:
the one that unfolds during working hours. So, in that sense, the study, although still
engaging in a broad field, is not quite as extensive as an ethnographic study of a
population’s life in its entirety. In connection with that, events of relevance for the
ethnographic study are probably more likely to happen with greater frequency in a
working environment, because the organisational life is comprised into just of portion of
the day.
5.2.9. Building an ethnographic study
So, what will actually come out of the present study? The most straightforward
suggestion will probably be that, since I am using ethnographic methods, the final output
will be an ethnography. However, Wolcott (1999) has noted that this is not always the
case:
In fields in which ethnography has only recently been recognized as an acceptable research
approach, it is viewed almost exclusively as a method. Thus, for many of today’s qualitatively
oriented researchers, to be “doing ethnography” has become a shorthand expression for describing
how they intend to gather their data, without necessarily suggesting or implying, and certainly
without promising, that the outcome of their efforts will be framed as ethnography (1999: 4344)
Some researchers seem reluctant to claim that they are making ethnographies and instead
say that they are merely using ethnographic techniques, or that they are inspired by
ethnography. Whether it is because of the close connection to anthropology that makes
researchers from other fields less eager to call their research ethnography, or the
expectation of a rich, detailed, and thick description connected with ethnography that
results in more moderated ways of naming ones research, is hard to say. Moeran (2006)
takes up this issue and mentions that many anthropologists are critical towards the use of
the label ethnography. He even suggests that these anthropologists may see these
neighbouring disciplines as invasive, as they make use of the methods originating from
the field of anthropology. He then says, in a rather teasing way:
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How dare advertisers and marketers hijack our precious concept of fieldwork, label it
ethnography, and use it for their own unscrupulous ends, I hear them moan. That’s not real
ethnography; just a typical quick fix (2006: 128)
Based on these comments, it looks as if framing a study as an ethnography is not as
straightforward as it may seem, and that some may be critical towards the use of this
term in a context that is not traditionally related to anthropology. However, as a
methodological contribution to translation studies research, this study aspires to add to
the collection of ethnographic studies already made by other translation scholars and will
therefore be named as such.
5.3. Research design
As presented in the previous sections, this project adheres to a qualitative research
approach and is largely based on the use of ethnographic methods. This section will, in
more or less condensed form, provide an overview of the study’s entire research design.
As an introduction to this overview, I would like to return to the foundation of my
project, i.e. my research questions. They are the guiding star of the work in hand and
specify its purpose. Remember, the questions are:
1. How is transcreation conceptualised in:
-

academic literature?

-

literature from transcreation practitioners?

2. How is transcreation perceived and practised in the marketing implementation
agency TagLine?
Generally speaking, the answers to these questions are sought through the use of the
following tools:
-

A conceptual analysis based on a collection of statements and definitions of
transcreation gathered both from translation studies and from the transcreation
industry

-

A template analysis based on an ethnographic study carried out during a fourweeks stay at a marketing implementation agency in London.
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Chapters 4 and 6 are both analytical in their nature. But whereas chapter 4 is based on a
literature review, chapter 6 is dedicated to analysing data gathered throughout an
ethnographic field study.
As the analysis is conducted from a qualitative research approach, I will inevitably
ascribe to certain research traditions (although qualitative research in itself is an
extremely broad concept). I will address the methodological implications of my research
approach in the following pages, but before I go more into detail about the structure of
the analysis, I will first dwell at the fundamental philosophic considerations behind my
project. This will be done in a run-through of the scientific worldview with which I
approach the entire study.
5.3.1. Ontological and epistemological considerations
So far in this study, I have indicated, on more than one occasion, which scientific
worldviews are the most dominant for the present dissertation. I have made it clear that I
work within a qualitative research paradigm and that the main concept of interest for the
study is (interpretations of) transcreation. But, so far, it has been without any explicit
reference to the ontological and epistemological considerations on which this study is
based. The next couple of pages will go deeper into that subject.
5.3.1.1. Ontology
Ontology is a branch of philosophy dealing with the essence of phenomena and the nature of their
existence. Hence to ask about the ontological existence of something is often to ask whether or
not it is real or illusory (Duberley et al. 2012: 17)
In chapter 4, transcreation was presented from various different angles. What stands
clear is that there is no single definition of transcreation that unifies all the uses of the
term. A key term within this study is assumed transcreation (see section 5.7.2.), which
basically establishes transcreation as a phenomenon that exists mainly through
perceptions. And the idea of data as perceptions is not unfamiliar within ethnographic
traditions. In a quite straightforward way, Clifford Geertz (1973) explains the ontology of
much ethnographic research:
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what we call our data are really our own constructions of other people’s constructions of what
they and their compatriots are up to (1973: 9)
Initially, the data, I gather, could be described as the perceptions of the people I meet in
the field. But Geertz actually goes a step further and says that the data is the researcher’s
perception of the perceptions s/he gathers. In other words, there is a great deal of
interpretation involved in the collection of data, and, rather than collecting data, one could
talk about constructing data. Objectivity would therefore be a concept that is difficult to
relate to this kind of data building, which van Hutst et al. (2012) describes in the
following way:
Rather than seeing themselves as objective, uninvolved discoverers of pre-existing data,
interpretive ethnographers see themselves as actively involved in the (co-)construction of those
data, and they also see their narratives as constructing the organizational ‘realities’ they report
(2012: 343)
So what can ultimately be described as data is not there until it has gone through a
process of construction, in which both participants and researcher have been engaged. In
that way, the data also become a story of the places, the people, the documents etc. to
which the researcher has access, as well as of how the interaction between researcher and
participants formed the data:
interpretive ethnographers look at how happenstance shaped their access to various
organizational parts, persons, documents (van Hutst et al. 2012: 343)
5.3.1.2. Epistemology
epistemology is the study of the criteria by which we can know what does and does not constitute
warranted, or scientific, knowledge. That is, what do we mean by the concept ‘truth’ and how do
we know whether or not some claim, including our own, is true or false? (Duberley et al.
2012: 16)
Within a constructivist paradigm, the concept of objectivity is problematic, because the
idea of an objective truth that is waiting to be unveiled is rejected. For research taking a
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constructivist position, objectivity makes little sense and cannot be considered as a goal
in itself. Consequently, it should therefore be replaced by something else. Stiles (1993)
suggests permeability as an alternative to objectivity and by this he means ‘the capacity of
theories or interpretations or understandings to be changed by encounters with
observations’. To gain knowledge based on interpretations is, thus, a complicated matter,
and the constructivist researcher must somehow accept that results and findings can
always be disputed:
All perception and observation are assumption-laden. And even if there were such a foundation,
there is no means by which we could logically induce knowledge from our observations in such a
fashion that its validity would be guaranteed (Hammersley 1992: 50)
Interpretation is what will be seen as the way to construct knowledge. For the present
study, this means that the idea of assumed translation and assumed transcreation will
guide every aspect of the data collection and data analysis. Thus, every action or artefact
that is assumed to be either translation or transcreation will count as such.
According to Clifford Geertz, this interpretive approach to research fits well into
ethnographic description and can even be considered to be a characterising feature:
there are three characteristics of ethnographic description: it is interpretive; what it is interpretive
of is the flow of social discourse; and the interpreting involved consists in trying to rescue the
“said” of such discourse from its perishing occasions and fix it in perusable terms (Geertz
1973: 20)
5.3.2. Scientific worldview
This section aims at clarifying the ontological and epistemological considerations, or
maybe even beliefs, on which the entire project is built. As it has already been indicated
above, the subjects of this section are directly related to the research questions. This also
goes for the considerations about my scientific worldview. As much as the research
questions reflect the purpose of the dissertation, they also intend to reflect the
dominating scientific worldview it has. The research questions are deliberately
formulated very openly and have a focus on searching for interpretations. On this note, I
will now move on to presenting some general comments on the philosophy of science,
which will later lead directly into the more concrete matter of my own project.
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The present study adheres to the tradition of social constructivism. Creswell
(2014) highlights four scientific worldviews in a presentation, which, although it may be
slightly simplistic, presents some of the dominating approaches in contemporary
research. The constructivist worldview is assigned a central role in this presentation,
where it is mainly opposed to the postpositivist worldview as an interpretivist approach
to qualitative research. A central element in constructivism is the reliance on the
meanings of research participants. Social constructivists share a general scepticism
towards the concept of objective truth and are generally more interested in
interpretations of the (research) objects than the object itself, given that the object may
as well just be an illusion or a constructed reality. The true value, then, lies in the
interpretations of the world, because, although they may just be interpretations, they can
have very real implications on everyday live34. Participants’ opinions are truths about the
perceptions of the world, and these perceptions will often be the main object of interest
in constructivist research.
One of the core elements of this study is how transcreation is perceived (or
constructed). This can, of course, be seen very explicitly in the research questions, but it
is also reflected in the very Touryan definition of assumed transcreation (see section
5.7.2.), and, also very importantly, in the choice and use of methods for the analysis, as
can be seen in the following section on the specific strategies for carrying out this
research project.
5.3.3. Strategy
The present chapter has already made it clear that the research method of ethnography
has been chosen for this study. In the following, I will explain how the ontological and
epistemological considerations presented just above have an implication on the way of
doing conceptual analysis and performing ethnographic research.
The conceptual analysis aims at presenting transcreation as it is constructed through the
interpretations of various entities representing different kinds of fields. Therefore, it is
based on definitions and other claims about transcreation, mainly from a marketing and
advertising perspective, but broader and more general considerations going beyond this

34

Niklas Luhmann points towards this condition when states: ”Reality, then, may be an illusion, but the
illusion itself is real” (1995: 173)
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specific domain will also be included in order to paint a more nuanced picture of
transcreation as a concept.
The second analysis is based on an ethnographic field study. Ethnographic researchers
throughout time have departed from very different ontological and epistemological
presuppositions about the fractions of the world they are contemplating. Although
widely recognised as a qualitative research method that works within constructivist
epistemology, ethnography has its roots in a much more positivist way of thinking.
Traditional ethnography was often about describing a culture as it was and thereby about
making rather realist claims (Ybema 2009; Hammersley 1992). However, a shift in a more
constructivist direction has been seen and can be detected in many kinds of
contemporary (organisational) ethnographies. They see social realities as social
constructions that exist largely through the interpretations of the people inhabiting the
research environment, just as the ethnographer is also considered to be very much a part
of this constructivist process. This development fits very well into my own scientific
approach, so, what I would now like to present is a set of methods and techniques that
allow for an interpretive approach to the collection of qualitative data.
5.3.4. Methods/techniques
When talking about the ethnographic methods, or techniques, I refer to the complete set
of ‘tools’ at the disposal of the ethnographer. I would like to divide these tools into three
main categories, namely the tools for observing, conversing, and the collection and
interpretation of artefacts35. To a certain degree, the primary tool through which all data
collection goes remains the same: the ethnographer, in this case myself. It is my own
presence, which allows all observation, conversation and gathering of artefacts,
wherefore all data must be considered as something that has been somehow selected and
interpreted by me. Ethnography, in that sense, is a toolbox. But exactly how do I use this
toolbox for my research purposes?
5.3.5. Frame of the ethnographic study
The actual fieldwork is set up in the following way: it consists of four weeks of physical
presence at TagLine. All four weeks were spent within the agency’s premises from
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I have chosen to expand the notion of documentary sources to include, not only written documents, but
all sorts of artefacts.
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Monday to Friday from 9am to 6pm. As a researcher-cum-outsider, my presence could
hardly avoid constituting some sort of intrusion. For the agency, as well as for me, the
situation was unusual, and the conditions had to be agreed upon prior to initiating the
actual field study. As for the agency, my stay was more or less categorised as an
internship. The agency also provides conventional internships, but they differ very much
in nature from what I was doing. So, even in that context, I was a unique case.
Roughly, the field study was conducted in the following way:
Week one – General introduction to the agency and visits to different accounts
Week two – More visits to a number of different accounts within the agency
Week three – One-day visit to a partner agency physically located in another place in
London. After that going back to one selected account
Week four – Staying with the same selected account for the rest of the field study
The study was planned before initiating the four weeks of participant observation, but
only to a certain degree. Although there should be an overall plan for what was going to
happen, the inductive approach also allowed for decisions to be taken during the
fieldwork. Robinson (2008: 250) states that, when doing ethnography, the researcher
“needs to be flexible and reflexive from the planning phase and throughout the fieldwork”. So, I
allowed for conditions rising during the fieldwork to guide me in new directions.
5.4. Method of analysis
Although widely recognised as a qualitative research method that works within a
constructivist epistemology, ethnography has its roots in a much more positivist way of
thinking. Traditional ethnography was often about describing a culture as it was and
thereby about making rather realist claims (Ybema 2009). However, a shift in a more
constructivist or interpretative direction has been seen and can be detected in many kinds
of contemporary ethnographic studies. Buzelin (2004) traces this shift back to the 1960’s
and sees the ethnographer as someone who is part of a knowledge construction rather
than as a discoverer of facts. According to her “L’ethnographe ne prétend plus « collecter » des
données, mais envisage son travail comme un processus de construction reposant sur une confrontation de
points de vue“ (2004: 737). Furthermore, she states that translation researchers could
benefit from using the interpretative approach so widely applied in contemporary

127

ethnography. Based on the presentation of the developments within translation studies in
chapter 2, there is an indication of translation research moving in a similar interpretative
direction. The same thing goes for the present study, for which reasons the use of
ethnographic methods and epistemological approaches seems to fit in very well. But the
methods also need to be presented, and, therefore, I will now go through the approach
and system of presentation for my analysis.
5.4.1. Template analysis
This chapter has presented a lot of information on ethnography and some of the ways of
doing ethnographic research. In this section, I will look at the issue of data analysis and
discuss methods that will allow for an interpretative approach to a diverse set of
qualitative data. By diverse, I refer to the fact that the data set consists of many different
kinds of data sources. In order to attend to the complicated task of putting ethnographic
data consisting of field notes, interviews, e-mails and other things into the same system, I
have mainly found inspiration in template analysis, especially as described by Nigel King.
About this kind of analysis, King says that it can be used “on any textual data, including
organizational documents, participant observation notes, and research diaries” (1998:
133). But what are the ground principles of template analysis?
Generally speaking, template analysis is about producing a list of codes (a
template) that represents the content of the textual data (King 2004: 256). It should not
be understood as one single, clearly defined method for analysis, but rather as a set of
techniques that organise various data sources in themes or codes. The approach taken
when using template analysis is usually very exploratory. It is qualitative in the way that it
does not accept the frequency of a code as a direct link to its importance. A code that
appears only few times in the data set could potentially be just as important as a code
that appears repeatedly throughout the textual data and can therefore not be categorised
through quantitative measures, but most undergo thorough qualitative investigation.
In many ways, template analysis resembles grounded theory, although there are some
essential differences. First of all, template analysis allows the researcher to develop a set
of codes in advance. These codes can then later be redefined according to the findings
that arise from the phase of analysis. During the analysis, more codes will be added to
the template, making it more and more complete and adjusted to the data material. By
working in this way, the researcher is put in a position where s/he works both
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inductively and deductively. Inductively in the sense that codes are developed as the
analysis goes along, deductively in the sense that some of the codes, although potentially
subject to change, are developed a priori. Template analysis is, thus, somehow positioned
in the middle ground between top down and bottom up approaches, allowing both
things to take place during the process of analysis (King 2012: 430).
Second of all, it is noticeable that although grounded theory in recent years has
gained a more constructivist approach, its history is very attached to a more positivist
framework, with the researcher as a sort of tabula rasa coming into the field with no or
very little preliminary coding. However, it should be mentioned that recent authors
dealing with grounded theory, especially Charmaz (1995), take a much more
constructivist approach than the one present in the original works on grounded theory
by Glaser & Strauss (1967).
I do, however, consider template analysis as being a more suitable approach for
this study. According to King (2004), template analysis fits well into the constructivist
approach, where the researcher is to be considered as a co-creator of data rather than as
a discoverer of truths. In such a context, the main issue is not as much reliability as it is
permeability, meaning “the capacity of theories or interpretations or understandings to
be changed by encounters with observations” (Madill et al. 2000: 9). All this being said, I
will not pretend to leave any other approach to thematic analysis out of the picture. Nigel
King himself does not see template analysis as ‘a single, clearly delineated method’. He
also emphasises the flexible nature of templates and the fact that the method can be used
for many different types of study:
Template analysis has become a widely used technique for the thematic analysis of qualitative
data, in organizational studies and beyond. The main reasons for its popularity, I would
suggest, are its combination of a clear, structured and systematic approach with the flexibility to
adapt it to specific needs – both in terms of the content of particular studies and the
epistemological positions used (King 2012: 447-448)
5.4.1.1. Generating codes
One of the defining features of template analysis, and probably also of any other kind of
thematic analysis, is coding. According to King (2004), a code is “a label attached to a
section of text to index it as relating to a theme or issue in the data which the researcher
has identified as important to his or her interpretation” (2004: 257). Creswell sees the
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coding phase as a process where data is organised by ‘bracketing chunks’ (2014: 197). He
then suggests three general types of codes:
-

Codes on topics that readers would expect to find, based on the past literature
and common sense

-

Codes that are surprising and that were not anticipated at the beginning of the
study

-

Codes that are unusual, and that are, in and of themselves, of conceptual interest
to readers

This, more or less, corresponds to King’s description of deductively and inductively
emerging codes, the general idea being that some codes are present even before the data
collection starts, but many others will not appear until the actual fieldwork starts. A
similar distinction can be found in Kvale & Brinkmann (2015) who talk about conceptdriven and data-driven coding. Concept-driven coding happens before the analysis, and
data-driven coding happens during the analysis. One of the key elements in template
analysis is that it does not have to be a question of either concept-driven or data-driven
coding (to use Kvale & Brinkmann’s terms). Usually, a combination of the two types of
coding will be applied, especially within qualitative template analysis. Strictly conceptdriven coding is based on theory and, to some extent, on prior assumptions, and strictly
data-driven coding, a cornerstone in traditional grounded theory as described by Glaser
& Strauss (1967), implies a sense of objectivity that comes from a researcher entering a
field more or less without any personal bias as a tabula rasa. This study will also make use
of a combination of these two types of coding.
5.4.1.1.1. The coding process
The coding process has various different stages and can be seen as a part of the analysis.
For, as King puts it:
In qualitative template analysis, the initial template is applied in order to analyse the text
through the process of coding, but is itself revised in the light of the ongoing analysis (2004:
259)

130

The use of coding in template analysis is meant to be flexible and pragmatic, and this can
make it difficult to combine it with more quantitative approaches. King (2004)
emphasises that the frequency of a code does not automatically translate into the salience
it should have. And since this is not a quantitative study, there will be made no attempts
to measure codes by the number of times they occur in the data material.
5.4.1.1.2. Hierarchical and parallel coding
One of the main pillars of template analysis is the hierarchical positioning of the different
codes (King 2004). This allows the researcher to place related codes under the same
thematic umbrella, thereby creating overall themes. The lower level codes will, then,
relate to more specific themes with room for detailed description.
Another possibility in template analysis is to make parallel coding, which means
analysing the same segment of text under different codes. This kind of analysis can work
well in a constructivist context, where one phenomenon can be subject to several
different interpretations. Template analysis can also be used for quantitative research,
but, in cases where it is used for such purposes, the use of parallel coding is less likely to
happen, given that it disturbs any attempt to account for frequency.
5.4.1.2. Challenges to doing template analysis
When the coding is not a question of having either pre-defined or post-defined codes,
but is a balance between the two, the challenge is, of course, to find the right balance. If
there are too many pre-defined or concept-driven codes, there is a risk of becoming
blind to unexpected insights, and that could prevent the researcher from “considering
data which conflict with your assumptions” (King 2004: 259). On the other hand,
starting with no codes at all can leave the researcher in an overwhelming situation with
large amounts of data that could potentially lead in several different directions. In order
to face this challenge, I will make it clear, which concept-driven codes I bring with me to
the field. From this preliminary set of codes it is possible to form a template that is far
from complete, but can help identify my assumptions and possible biases.
5.4.1.3. Preliminary list of codes
Since some of my codes are more or less given a priori, template analysis can be useful.
Based on the previous chapters, it should not be a surprise that translation and transcreation
are already codes that form part of the analysis. Those codes were present even before I
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entered the field. But there are other codes as well that are mostly a result of my prior
assumptions, and these codes will also appear in the preliminary template.
One of the characteristics of template analysis is the fact that the complete set of
codes does not have to be present when the analysis starts. They can be changed
according to my findings. New codes can arise, and others can disappear, if they turn out
not to be as important as I initially deemed them to be. So, in that way, the process of
analysing the data is at the same time a process of developing the final template. My
preliminary template looks like this:
1. Translation
1. Work process
2. Perception of own work
2. Transcreation
1. Work process
2. Perception of own work
3. Status
1. Low status
2. High status
4. Interactivity between employees
5. Workplace design
1. Placement of staff
2. Decoration
This template is far from perfect and is not supposed to be so. A final template would be
much more detailed with more general codes as well as subdivisions. It is merely a
display of my prior assumptions that can put the final analysis in chapter 6 into
perspective. Now that I have my preliminary template, I will go more into detail with the
field study (the workplace) and the type of data gathered during the study.
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5.5. Introducing the scene of study
In this study, transcreation is defined as whatever people in the transcreation industry
consider as being transcreation. As a result of this definition, my fieldwork was to take
place in a company that officially works with transcreation. There are quite a few
companies that do so, and the whole industry of transcreation seems to be thriving at the
moment. To start with my job was to find such a company.
In most cases, advertising material will be made by the marketing department of a
company in collaboration with a creative agency. Transcreation comes into the picture,
when the campaign developed by these entities has to go out into different markets. But
even before the campaign is fully developed, the transcreation experts can test the
creative ideas in all the target markets. In some cases, they will even take care of the final
production of the advertising material. They are, thus, present in a large part of the
marketing implementation process and are many times responsible for important parts of
a campaign. Consequently, transcreation is not always to be found within the range of
agencies that are usually the target of translation studies researchers, e.g. translation
agencies. To put it in other words, the term translation is not necessarily one that will have
a predominant appearance in agencies working with transcreation, although it is possible
to find language service providers in the more traditional sense who have transcreation as
one of their products. The present study, however, was carried out at a marketing
implementation agency where the transcreation of advertising material has a very central
position.
Just as transcreation is perceived throughout this study as a constructed phenomenon,
the transcreation industry is perceived as the sum of entities perceiving themselves as
providers of transcreation services. This is principally manifested through the use of the
term transcreation, i.e. actually stating that you provide transcreation services. Furthermore,
as has been stated previously, the study is limited to the investigation of transcreation in
a marketing and advertising context. With this perspective established, let us take a brief
look at the industry representing the agency under scrutiny in this dissertation.
Adapting advertising material into new languages and new markets is not at all a
new phenomenon. You can easily find examples dating back to the 1920’s36, and there is
no saying that it cannot go even further back in time. So, in a certain way, one could say
36

Like the Coca-Cola example in chapter 2
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that the term itself is newer than the phenomenon ‘transcreation’. Many of the activities
that are now referred to as transcreation, would previously have received a label like
advertising translation (an area that has received some attention within translation studies as
well). Although the use of the word transcreation can be traced relatively far back in time,
it is only within the last decade that is has been established in a marketing context. In this
case, TagLine is no exception. The agency was founded in the late 2000’s, so it is just
over half a decade of age. Nevertheless, it has expanded rather quickly and now has
offices in many parts of the world. Transcreation is one of the core activities of the
agency, which also comprises different sorts of production management.
5.5.1. Choosing a company
As earlier mentioned, my project is first and foremost based on a field study carried out
at a transcreation provider. In choosing a company that would be adequate for my study,
many considerations came into mind. I saw different companies as being eligible, but, in
the end, I went for a marketing and advertising agency placed in London. I chose this
particular agency primarily because it could live up to the following criteria:
1. It provides at least one product that they themselves denominate ‘transcreation’
2. At least one other product should be called ‘translation’, thereby providing
grounds for comparison
Apart from these two sine qua non, I was also guided in the direction of this agency by the
fact that it was one of the leaders worldwide in the field of marketing and advertising
transcreation, it had (relatively) lot of experience in this field, and, at the same time,
transcreation as one of its core competencies.
5.6. Ethical considerations
When doing an ethnographic study, the researcher will inevitably reach a stage of
intimacy that goes beyond formal encounters. The organisational ethnographer shares
everyday experiences with employees, sees how they work, and what they work with.
This immersion into the working environment serves as an important way of getting to
understand what goes on within a company and will, depending on how the study is
conducted, give the ethnographer access to a certain level of detailed internal
information. As some of this information may contain business secrets or other delicate
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matters, which the company by no means wishes to reveal to the outside world, the
ethnographer is bound to take this into account and respect both the company’s and its
representatives’ (employees’) integrity.
The issue of anonymity and integrity has also been of vital importance to this
study. The clients of the agency are mostly large multinational brands who want to
advertise on a global scale. The transcreation phase of their campaigns can be a very
delicate matter where confidential information is being dealt with. The anonymity of
these brands in this study has therefore been of utter importance. Since a lot of the
advertising material treated in the study would be easily recognisable due to its extensive
global exposure, there will be some cases where this has led to changes in the source
material dealt with, so that it is not represented in its original form.
The participants of the study have also been made anonymous, as has the agency
itself. This means that all names of participants, companies, and brands are fictional.
Caution has also been taken not to expose business secrets or other confidential
information. As part of ensuring this degree of anonymity, I signed a non-disclosure
agreement with the agency prior to the field study.
5.7. Doing the field study
In these surroundings and under these circumstances, I conducted my field study.
In February 2014, I went to London to spend four weeks with the marketing and
advertising agency, TagLine. Prior to my visit, I had been in contact with a couple of
representatives from this agency, including one of the main transcreation managers. I had
even paid them a short visit six months before starting the field study, where I was
shown around in their office buildings and gave a presentation of how I planned to
execute the field study. So, when I started in February, I already knew something about
the physical environment and about how the company works.
The first part of the study, meaning more or less the first two weeks, was planned
in advance and included visits to different departments within the company. At TagLine,
as is probably also the case in many other similar companies, the departments were
constructed mainly according to the client they represent. Thus, the main way of dividing
departments was not transcreation vs. translation, although some departments tended to
work a lot more on translations than on transcreations and vice versa. So, after the first
two weeks, where I saw many different departments working with all sorts of different
assignments, I chose to go back to one particular department dedicated almost
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exclusively to transcreation activities and spent the remaining part of my stay with them,
following their work, talking to them and even doing some small assignments myself.
When the time had passed, and my four weeks of field study were completed, I
left the agency carrying with me a large variety of data material ranging from
observations of the work environment, summaries of meetings and interviews with
employees to company documents, pictures and e-mail correspondences.
5.7.1. Data material
These are the general conditions of space and time. More detail on this will follow in
chapter 6. As for the actual data material, it consists of the following elements:
Observations:
-

General descriptive observations of the environment

-

Focussed observations of specific units within the agency

-

Selected observations with a focus on individuals

Interviews:
-

Rendered as recordings

-

Rendered as field notes

Texts:
-

Transcreations

-

Translations

-

Training material for employees

-

E-mail correspondences

These data were collected with different degrees of participation, ranging from an almost
complete observer role (especially in account meetings) to a role as a highly emerged
participant (e.g. when performing transcreation manager 37 tasks). The degree of
participation also varied over time with a tendency of going from passive observer to
active participant.

37

For a definition of transcreation manager see section 6.3.1.
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The data for the concept analysis is to be seen as separate from that of the template
analysis. The template analysis is based on data gathered from an ethnographic study,
and the data thereby consist of on-sight collected material from one particular company.
The concept analysis in chapter 4, on the other hand, is built on data from a variety of
different entities. Some of these are published sources within the field of translation
studies, others are statements38 taken from different practitioners who frequently work
with transcreation. Together, this data material should help providing a general picture of
the current state of affairs concerning (marketing and advertising) transcreation.
5.7.2. Assumed transcreation
The data for the study of transcreation are collected on principles deriving mainly from
the area of descriptive translation studies. In chapter 2, I introduced the notion of
‘assumed translation’, and here I would like to introduce another notion called ‘assumed
transcreation’. If you take Toury’s definition of assumed translation and adapt it to
transcreation, you get the following: assumed transcreation is
all utterances in a [target] culture which are presented or regarded as transcreations, on any
grounds whatever, as well as all phenomena within them and the processes that gave rise to them
Apart from being an acknowledgement of transcreation as a social construction, this
definition is also a tool that helps identify the object of study. But before this can be
done properly, there are still some elements of the definition that will have to be sorted
out.
The present study does, in fact, not include all thinkable aspects of transcreation
as indicated in the research questions in section 1.3. The primary concern here is the
domain of marketing and advertising and the way transcreation is presented in this
context. Therefore, the ones who are supposed to be doing all the assuming are the
representatives from this industry and, to a more specific degree, the representatives of
the agency used for this study. This is perhaps where the idea of assumed transcreation
for this study differs from that of assumed translation presented by Toury. The assuming
is not done by a target culture as such but by a sender or source – the industry providing
the service of ‘assumed transcreation’.

38

These statements are gathered online and are not to be confused with the interview data forming part of
the template analysis.
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At another stage, Toury also talks about assumed naivety, which he sees as a
research strategy that can ultimately be much more rewarding than research that takes
“too many things for granted” (2006: 55). What Toury sees as a genuine problem within
translation research is a tendency to enter in research projects with the presumption of
knowing something for a fact. In this case, it would be the presumption of knowing that
something is a translation or a transcreation.
As a point of departure, there is one major prerequisite attached to the notion of
assumed transcreation, as presented in this project, as well as one major presumption.
The prerequisite is that it must have a certain status for a specific group of people. The
only data material qualified to acquire the label ‘transcreation’ is that, which is presented
or regarded as such by representatives from the transcreation industry39. The intention is
to create a basis for research that is as open-minded and explorative as possible. But, be
that as it may, there is also one inherent presumption in this research project that needs
to be mentioned explicitly, and that is the fact that assumed transcreation is presumed to
have relevance for translation studies. In this study, assumed transcreation is placed, a
priori, under the umbrella term ‘translation’, and is, thus, treated as a translation
phenomenon, although still acknowledging emancipatory voices describing transcreation
as non-translation.

39

Companies in the field of marketing and advertising offering at least one service that goes under the
name of ‘transcreation’
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6. Analysis and results
This chapter is based on my four weeks stay at TagLine. In the form of four major
themes (‘Agents’, ‘Working in an international environment’, ‘Quality in transcreation’,
and ‘Transcreation vs. translation’) it answers the research question “How is
transcreation perceived in the marketing implementation agency TagLine?”
Prior to this thematic rendering, there will be an introductory part describing the
research environment, in which this study took place. As already mentioned in the
previous chapter, this is an ethnographic study, wherefore it will also pay attention to the
surrounding environment and the overall working conditions, to which I was subject.
This is a part of the thick description that aims at providing the reader with an
impression of how the study took place.
Furthermore, this chapter contains an explanation to some of the terminology
used throughout the thematic analysis. As this is an ethnographic study that tries to
describe a specific context (in this case the everyday life of people working in a
marketing implementation agency), there will be an attempt to stay close to the
terminology used by the agency itself, and, in order to ease the reading and
understanding of this terminology, a small explanatory section is provided as well.
A part of doing ethnography is to acknowledge that nothing happens outside
context. More concretely, this will mean that the environment within which this study
takes place will receive a fair amount of attention. The same goes for a selected number
of everyday routines, because it is through these routines that some of the most
fundamental structures of the workplace are revealed. The following pages will therefore
be dedicated to a description of the local environment.
6.1. Moving in
As a fieldworker in a foreign environment, I not only had to find my way into a different
workplace than my usual one. I also had to move temporarily to London and commute
on a daily basis during rush hour from Bethnal Green to Tottenham Square in the Tube
(London Underground) together with thousands of other Londoners. My way of getting
to the office is, of course, not a part of my studies, although the life of the London
Underground sure seems like something worth studying in other contexts. But it did
contribute to my general impression of an average workday of my temporary co-workers.
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Bethnal Green station comes just before larger stations like Liverpool Street and
Bank, where many people get off; so overcrowded train wagons were an almost
inevitable factor. In average, it would take me around 40-45 minutes to get to work –
something that would not be unusual for someone working in central London. Normal
working hours would then be from 9am to 6pm. By adding the 45 minutes of
transportation each way that sums up to a minimum of 10 an a half hours away from
home, given that you go directly from the workplace to your domicile, and you don’t
work overtime.
6.1.1. The surroundings
The office premises are located in central London, making it accessible mainly by bus or
the Tube. The building does host a couple of other companies, but TagLine is the most
prominent and also has most of the building floors at its disposal. At the entrance, there
is a permanently staffed reception desk. From here, on my first day, I received a visitor’s
badge, which could then serve as my entrance pass for the rest of the stay. From the
ground floor, it is possible to get up either using the stairways or the elevator. However,
in order to get into the rooms of each floor, an employer badge, which serves as a sort of
key, is needed. This also means that you are not, as such, able to enter the office
premises of a company, to which you are not directly attached. Even for using the
elevator you need your employer badge as electronic identification, since it goes directly
to the premises. The building only has six floors, so the stairways are also frequently
used.
The ground floor, of course, functions mainly as a reception area and a way in
and out of the building, but, at some occasions, it also serves as a gathering point for
different kinds of social activities. During my stay, for instance, there was a cake day
featuring a selection of cakes baked by some of the employees. The ground floor would
also be decorated on different occasions. When I first arrived in early February, there
were still decorations hanging from the celebration of the Chinese New Year.
But I also found other interior parts of the building that were decorated,
although in a slightly different and more permanent way. In the stairways, the walls are
quite heavily decorated with paintings of all kinds of different figures. You would see
both Batman and Mickey Mouse and many other characters that are more or less
recognisable. By taking a closer look, you could actually see (so I was made aware) that
some of the paintings are, in some way, related to the work of the departments on each
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particular floor, e.g. imagery looking like pills if the client was a pharmaceutical company.
On several occasions, I actually found myself trying to decipher the intended meaning of
the paintings. Some of this attention was probably the result of the ethnographer’s
inherent state of curiosity towards all kinds of imaginable and unimaginable things, but I
also believe that the decorations possessed some kind of general mentally stimulating
power that not only ethnographers succumb to.
The parts of the building described so far would still be parts accessible for all people, no
matter if they had a direct connection to the agency or not. Entering the rest of the
premises requires an employer badge, which, in my case, was an official guest pass. Once
inside the office area, each floor, at least the ones I had access to, is structured in a
slightly different way than the others according to the nature of the different
departments residing there. Each floor has two elevator entrances from where you get
directly to an open office space. The employees are placed according to the department
they belong to, but are not separated by walls. Instead, there will be other, more subtle
things, indicating where each department or account belongs. The transcreation
accounts, for example, have product samples and signs telling which client they
represent. In the largest account, where the client has requested a native speaking
manager for each European market they represent, there are even small flags at each
desk indicating which country’s manager sits here. Parts of the production area is placed
right next to the transcreation accounts, making more or less constant interaction
possible.
Furthermore, each floor has a small open kitchen area where you can store food,
as well as cook it, and where you can make tea and coffee. Especially during the early
morning hours, the kitchen area also works as a gathering place for the employees, where
they can have small informal conversations.
6.1.2. First day at the office
I arrive Monday morning at the office premises in Central London. I have arranged a
meeting with Chris, who has been my contact person so far. We met just about six
months earlier at the same location, where I was shown around and given an
introduction to the agency. This morning, I am supposed to meet him at 9:30 am. I enter
the main hall, where two receptionists greet me. I wait for about 10 or 15 minutes, and
then Chris shows up. Traffic was dense that morning, so he was a little late. I receive a
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visitor’s badge, which, apart from showing that I am a guest40, serves as an entrance pass
to many of the areas in the building, and then I am shown to my designated desk, which,
it would later turn out, would be mine for the first two weeks of my stay. After that, I
would move permanently to one specific account. But on my desk this Monday morning
I find a computer, which I can freely use, and a schedule for the first couple of days. I
receive access to the agency’s intranet and get my own personal e-mail account, so, to
some extent, I am treated like an intern. This is an impression that is only strengthened
by a small folder lying on my desk reading:
Internship plan
10th February
Daniel Pedersen
The next couple of hours, I receive a general presentation of the agency. This includes a
short trip around the building and after that a more informative description provided by
one of the employees. On my way around the building, I meet Laura from the HR
department, with whom I have corresponded via e-mail on earlier occasions. She says
hello to me, and we briefly talk about my stay, and then she asks me if she can make a
copy of my passport.
When we reach the lunch hour, I am asked if I want to join some of the others
and grab something to eat. Together, we go to the local China Town where Rebecca
knows a good place. Since the agency is placed right in the heart of London, only
minutes away from Leicester Square, there is an enormous amount of places you can go
for lunch. Even though we are a relatively small group, many different nationalities (and
continents) are represented. Spain, China, Denmark, Cameroon, and Brazil, to be more
precise.
After the lunch break, I go back to my desk. I sit right next to Caitlin, who is in
charge of terminology management. First, we go to a separate room where she spends
some time introducing me to the work with terminology management (for more on this
see section 6.5.3.). After that, we move back to our desks where she guides me through a
project, she is currently working on. Once she has shown me the basic principles of a
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Koskinen 2008 also mentions the visitor’s badge. She tells that it somehow works as a constant reminder
of her position as an outsider in the research environment; a position that can otherwise be easily forgotten
when spending large amounts of time in the environment, participating in everyday activities.
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simple terminology task, she sends me a document I can work on, and I spend most of
the remaining workday doing terminology work.
It may not be possible to characterise this day as an average day at the office. After all, it
was slightly unusual in the sense that some of the activities, I went through, were
specially designed to introduce me to the agency. However, it did give me a sense of the
corporate culture and my own role within the agency. First of all, one can clearly put an
emphasis on the multicultural aspects. Although the agency is placed in the UK, the
employees represent many different countries, and there are no immediate signs of
people separating themselves into national groups, neither professionally nor socially.
The lunch break with five people from five different countries is but the first indication
of this.
There is also a social aspect to the workplace. I first see this at lunch hour, and
later I hear that many of the employees enjoy going to a specific bar together on Friday
afternoons after work. Many of the employees also go out for lunch together. So there is
a general feeling of people sharing not only their professional but also their personal
lives, at least to some extent.
More from my own point of view, and in terms of researcher roles, this first day
shows different degrees of participation. With Caitlin, I shifted from shadowing to doing
some of the things she had just shown me. The role as a complete or nearly complete
observer is, thus, discarded right away. I am classified as a sort of intern, and I finish the
first day by performing a small task that is directly related to one of the job functions of
the agency (terminology management). In the previous chapter, I indicated that my role
would gradually shift from a more passive observer point of a continuum to a more
active participant point. This is also true from a general point of view. But during each
day, small variations can occur and briefly put me in a position where I become more of
a participant than an observer and vice versa.
6.2. Terminology
As promised in the introduction, I will now provide a small list of key terms used for the
present analysis. This chapter is, to a large extent, a rendition of the time I spent with
TagLine, and this will inevitably have an effect on the use of terminology. Many terms
will come directly from the everyday work of this particular agency and are rather a
reflection of the agency’s reality than that of the outside researcher. Many of the terms
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will be explained along the way as they are presented, others, whose prior explanation is
primordial to the understanding of the text, will be presented in this section in order to
prepare the reader for an entrance into the world of a marketing implementation agency.
The emic versus the etic
I feel that emic ethnography, the insider view, is most successfully achieved when the effort is
presented and clearly understood to be the telling of the ethnographer’s version of a people’s story.
In spite of noble intentions that seem to require the ethnographer to disappear altogether, the
storyteller in ethnography is the ethnographer (Wolcott 1999: 148)
This is how Harry F. Wolcott approaches the issue of what he calls emic ethnography.
The question here is whether the voice speaking should be most clearly that of the
ethnographer or of the participants. I personally have no intention of disappearing
altogether, as Wolcott puts it, but, at the same time, the terminology used by the agency
in question will, to a large extent, be respected and preserved throughout the analysis.
However, the most salient terms will be explained in the following in order to avoid
misunderstandings and to clarify where the terminology comes from:
Transcreation
Transcreation is everything that goes under the name of transcreation within the
agency. This definition has a number of implications. First of all, it has been a
determining factor during the data collection phase. When Gideon Toury stated
that assumed translation is all utterances which are presented or regarded as such
within the target culture, on no matter what grounds (1995: 32), it allowed him to
collect empirical material using the simple criterion that it should be regarded as
translation. In the same line of thought, I have collected transcreation material
based on the sole criterion that it should be regarded as such by the agency.
The definition also has repercussions in the use of language throughout
this chapter. The term transcreation, as well as the derivated verb to transcreate, are
used in a way that, more or less, reflects how they appear within the agency. In
short, the term transcreation is here primarily used in the somewhat Touryan sense
of assumed transcreation.
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Translation
Much of the same applies to translation. It refers to everything that goes under
the name of translation within the agency. It does not necessarily have the same
meaning as it generally has within translation studies and must therefore be
regarded exclusively as a term representing a certain type of product or process
within the frames of a certain agency.
Account
An account is a section or department within the agency. An account is usually
dedicated to a single client and takes care of all material related to that client. A
few accounts will have more than one client attached. This will usually be due to
the fact that each of the individual clients are not deemed big enough to have an
entire account dedicated to them.
Account managers
They are responsible for the contact with the regional brand leaders and the
transcreation managers. Regional, in this context, has a very broad meaning and
refers to large regions like Europe or Asia. Account managers are not language
experts in the same way as the transcreation managers and are, to a large extent,
coordinators of projects.
Copywriter
The people working on transcreation projects are generally referred to as
copywriters within the agency. For this reason, the same denomination will be
used throughout this chapter. The difference between a transcreation manager
and a copywriter is that the transcreation manager is an in-house coordinator
handling the contact to all parts involved in the process. These people are usually
not situated in-house, but tend to be placed within the local markets. The
copywriters are expected to have in-depth knowledge about market, language and
culture, as well as the brand they are working with.
This term is not fully agreed upon throughout the transcreation
environment, and some like to distinguish between a transcreator and a
copywriter. But since the term copywriter is preferred by the agency when
addressing the people providing the first version of the actual transcreations, this
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is the one that will be applied throughout the analysis, and it will not be distinct
from the term transcreator.
Copyeditor
Just like a copywriter, a copyeditor will be assigned to work on transcreation
projects. A copyeditor is supposed to revise the transcreation but is, at the same
time, expected to give feedback and in some cases to provide alternative
suggestions. To some extent, the copyeditor is perceived as a second writer.
Translator
In this context, a translator is to be understood as a person assigned to deliver a
product categorised as a translation. This means that it is not the same as a
copywriter or a transcreator, although it is not impossible for one person to be
both a translator and a copywriter.
Short copy
This basically refers to short texts. In more concrete measures, this means texts
usually containing less than 2000 words. These kinds of texts will usually be less
informative and be more persuasive in character. Short copy will usually be some
sort of advertisement and can some times be extremely short and contain
nothing more than a tagline. Short copy will most often be classified as
transcreation.
Long copy
This refers to texts that have a word count exceeding that of short copy. There is
a strong tendency to classify long copy texts as translation, although there is
some times also talk about long copy transcreation. Long copy will typically be
more informative and contain more or less detailed descriptions of a product or
service.
This was the introductory part serving as a base for the analysis. The remaining parts of
this chapter are the thematic descriptions, which have resulted from my field study.
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6.3. Agents
‘Agents’ is an overall theme that covers the different people involved in the transcreation
process. It is most likely possible to argue that there are more agents involved than the
ones described in this analysis, so this is first of all supposed to be seen as a description
of those who are most directly involved in the actual production. This means that the
receivers are not included, just as the more technical staff is also left out of the picture, at
least for now. Transcreation, in this context, is viewed as a collaborative process, where
the final product is a result of the interaction between several different agents. The
following pages should reflect this aspect.
6.3.1. Transcreation managers
The first agent I turn to is the transcreation manager, which is the most central agent for
this analysis. As opposed to many of the other agents, the transcreation managers work
in-house. For this simple reason, I spent most of my time with these people, and they are
in many ways viewed as the centre of attention. The transcreation managers are
responsible for the linguistic and cultural elements, they have the contact to the local
markets, and they follow transcreation projects through all the steps of production.
So, the transcreation managers will usually refer to specific markets/countries. In
some cases, there can even be more than one transcreation manager for one language if it
is spoken in various countries (e.g. German speaking managers for Germany, Austria and
Switzerland). The division into markets has priority over the language division due to the
fact that national regulations, standards, and also culture, do not allow for all advertising
material to be published in the same form, although the language may be the same.
Most of the people portrayed or referred to in the analysis work as transcreation
managers. Just as the account managers, they have a coordinating function, but a large
part of their job also consists in evaluating transcreation content and giving feedback to
writers. Sometimes they also take on transcreation jobs themselves, so they can also have
a function as a writer.
6.3.1.1. Self-perception
Since the transcreation managers are the most central agents in this analysis, I would like
to go more into detail about how they perceive themselves professionally. In translation
studies, self-perception, and, to a large extent, the status of the translator, has been and
still is a subject of concern. This study does not have the same scope as those of Dam &
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Zethsen (2008 and 2009), and I do not wish to draw any direct lines to them, except
from the fact that I do see the self-perception, in this case mainly of transcreation
managers, as an important part of this work. But self-perception in this context will not
be directly connected to the issue of status. It will merely be an expression of how
transcreation managers describe their job function.
One of the things I did in order to get an overall impression of how the in-house staff
members perceive themselves and their jobs was to ask many of them an open question
about their work. The question I asked was:
“When you talk to your family and friends or people in street, and they ask you what your job is, what
do you tell them?”
The purpose of asking the question like this was to find a way to make the participants
talk rather openly about themselves and their job. One thing is to observe them and
explain what I see them doing. Another one, which I find equally important, is how they
define their job. The results of this inquiry will not be rendered quantitatively as they
could have been through the use of questionnaires. Instead, the rendering will follow the
more narrative principles of ethnography.
In a few cases, the word translation appeared in the answers. But this would almost
exclusively happen within one single account. Outside this account, the answers would
include many different domain descriptions such as advertising, advertising postproduction, marketing implementation, adaptation, and copywriting. What may appear as
striking in this case is that none of them would start by saying transcreation. The most
common thing would be to start from a broader perspective and explain some of the
most important job functions. Then, eventually, but not always, they would say that they
work with transcreation.
I ask the same question to Amy who does not work in the TagLine premises of Central
London, but at a department located in a different part of the city. Just as the others, she
does not mention transcreation right away. During the conversation I have with her, I
suddenly realise that talking about transcreation through explanation that does not
include the actual word transcreation is something that I am very familiar with myself. I tell
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her that I rarely mention transcreation explicitly when I tell others what my project is
about. Just as Amy, and many of the other transcreation managers, I usually start by
explaining the concept, and after doing that, I may mention the term transcreation, but
most of the time this does not happen. She responds to this by saying “But if we don’t
say transcreation, people will never learn it”.
Indeed, transcreation is often granted a different and even higher status than translation.
But it seems evident that as a relatively new term in a marketing and advertising context
transcreation is not easily recognised, and many people working with the concept tend to
assume that outsiders are not familiar with the term. Amy’s response to my way of
describing my project to outsiders (and at times also to other scholars within translation
studies) is an indication of a call for awareness. The same day as I talk to Amy, I receive a
series of documents from another member of this department. One of them is an e-mail
sent to a client. The client has stated that he does not entirely understand what
transcreation is, and he therefore asks for a clarification that can increase his
understanding of the concept.
As indicated in chapter 4, transcreation as a noun is not included in the OED
and the verbal form transcreate is only there as a nonce-verb. This indicates that
transcreation, in any context whatsoever, has troubles reaching the general public. This
impression is only strengthened when talking to representatives of the transcreation
industry. That being said, it should not be neglected that I have generally made
acquaintances with people who take pride in their work and find its challenges intriguing,
but, at the same time, these same people seem to struggle for awareness and a broad
understanding of what they do.
6.3.2. The copywriter
Now, I will move to the people who are actually assigned with the job of producing text
for transcreations. I will start with the copywriters who will usually not work in-house,
but will be situated within the local markets. As opposed to the transcreation managers,
who on occasions can also take on copywriting assignments, the task of the copywriters
is mainly one of (text) production and not of coordination. In order to illustrate the role
of the copywriter, I will make use of the following example, which is an extract of a
conversation between the transcreation management and the copywriter:
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TL41: When you say "REINTERPRET" you might get the meaning that the thing you are
reinterpreting is the same, you just perceive it in a different way. But in this case the point is
that the records are not the same, but all new. Could you provide an alternative that indicates
more clearly that the records are new? I agree with you here. An alternative could be 'AT DER
ER BLEVET FREMBRAGT/PRODUCERET NYE REKORDER' (THAT
NEW RECORDS HAVE BEEN MADE/PRODUCED).42
Are you sure it's not possible to put "re" in front of "skabe" in Danish? - "NYSKABT" It is
possible to say 'nyskabt' in Danish, but somehow saying 'AT REKORDER ER
BLEVET NYSKABT' just doesn't work. If you want to use the verb 'nyskabe', it would be
better to say 'AT DER ER BLEVET SKABT NYE REKORDER' (THAT NEW
RECORDS HAVE BEEN CREATED), however this does not convey the same
unexpectedness as in the English source.
TL: "AND STANDARDS HAVE BEEN REDEFINED" - This solution is very
close to the one in adaptation 1. Could you provide an alternative that has a more different
sound? If you still want to go with the verb 'nydefinere' (redefine), an alternative could be 'OG
DER ER SKET EN NYDEFINERING AF STANDARDER' (AND A
REDEFINING

OF

STANDARDS

HAS

BEEN

MADE)

or

'OG

STANDARDER ER BLEVET DEFINERET PÅ NY' (AND STANDARDS
HAVE BEEN DEFINED ANEW/AGAIN). Or alternatively 'OG DER ER
OPSTÅET/UDVIKLET NYE STANDARDER' (AND NEW STANDARDS
HAVE EMERGED/DEVELOPED). (see A8)
I find this piece of conversation as I am following Melanie, a transcreation manager
working for an account that almost exclusively does transcreation projects (some
accounts will do both translation and transcreation projects). This can be seen as a kind
of feedback where the transcreation management will ask questions concerning some of
the solutions suggested by the copywriter and maybe ask the copywriter to come up with
some alternative suggestions. These comments are not necessarily meant as instructions.
The copywriter may very well have a good point and a solution that is perfectly
acceptable, but as Melanie says to me at one point: it is better to ask one extra time and be

41
42

Short for TagLine
Copywriter remarks marked with red colour
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absolutely sure that everything is okay. This means that as long as the copywriter can argue for
his or her solution it is likely to stay as it is.
If you look at this as an example of the relation between agency and copywriter it
might suggest that the copywriter has much possibility of getting heard. If we go back to
Koskinen and Abdallah and their interviews with translators, the impression was often
that they felt that little attention was paid to their opinions and their needs. This is
seemingly not the case here, where we see copywriters (and also copyeditors) being in
close contact and dialogue with the more centrally placed transcreation managers.
However, this cannot be said to be the case for any given transcreation project. Later, in
section 6.4.1., we will see an example of transcreation projects, where the style is much
more authoritarian and where the writer is given very specific instructions. Furthermore,
this study does not include interviews with copywriters or copyeditors, so it can only
partially tell how their position is and how it is perceived.
6.3.3. The copyeditor
In transcreation, both a copywriter and a copyeditor are involved. They will both work
on the same copy but not at the same time. The first one to work on the copy and
provide suggestions (usually two or three) for a transcreation is the copywriter. After
that, the copyeditor takes over. The link between these two processes is the transcreation
management. The following extract tells a little bit about what goes on between the
copywriting and the copyediting stages:
Anything like wordplay, alliteration, idiom, all of those things. You want to see that they’ve
addressed those. Where they’ve amended a line, have they updated the backtranslation and the
rationale? They do that all the time. They’ll make a change and not explain at all what they’ve
done. And if they propose an alternative, have they explained why in the rationale? Another
thing that you will get is… some… some copyeditors and proofreaders… they will just say “I
don’t think this works”. And they will send it back like that (?) The brief tells you exactly
what to expect of them. They will just say that without proposing an alternative. Other V2s43
will sometimes… sometimes the first writer will have done a really good job, but the V2’s
thinking “Well, I’m getting paid for this, I better do something”. So they will mark up a
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V2 is short for version 2 and refers to the copyeditor. The copyeditor receives the copy after it has been
treated by the copywriter, who is referred to as V1.

151

change, which… sometimes not as good as the original, but…. So you have to kind of balance
whether they do too much or too little (A2 p. 17)
This mostly refers to the copyeditor, who will receive the suggestions from the
copywriter along with the most pertinent parts of the conversation going on between the
copywriter and the transcreation manager. Normally, the copyeditor will also be asked to
direct special attention towards specific issues, e.g. notable challenges encountered
during the copywriting phase. The copyeditor will then have to go critically through the
first version of the transcreation. The example above shows what can happen if a
copyediting job is not done properly. Just as the copywriter, the copyeditor is expected to
mark changes and explain why they have been made. In addition to that, whenever the
copyeditor finds something in the copy that s/he does not like, an alternative solution
must be given. Simply saying “I don’t think this works” is not enough.
Another thing that seems to complicate the copyediting phase is the difficulty of
finding a balance between too little and too much interference. The copyeditor is to be
considered almost as a second writer, and this appears to influence the copyeditor’s
approach to the job in a way that, in some cases, can be detrimental to the overall quality.
This issue mostly applies to the situations where the copyeditor makes so many changes
to the copy that it is brought too far away from a good suggestion from the copywriter.
The challenge for the copyeditor will then be how to know when a change to the copy
will bring improvement and when it will not.
In the extract above, the copyeditor is compared to a proofreader, but it may be
that the copyeditor is expected to be more than that. The expectation is not that the
copyeditor rewrites the copy, but s/he must at the very least go thoroughly through the
copy and consider any possible changes that could improve the quality.
The copyediting task can, to some extent, be described as one of the key defining
features of transcreation. It is the copyeditor’s second opinion or second run-through
that clearly separates it from a translation job. Translations are proofread, but are not
subject to the scrutiny of a second writer in the same way that a transcreation job is.
In the present section, the attention has mainly been on the challenges of copyediting
and the situations where problems can occur. But most of the time, the copyediting
appears to be highly appreciated and considered to be a valuable asset to the
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transcreation process. It is even said about copyediting that “[i]n many projects, their
contribution is closer to 50% of the process”.
6.3.4. The client
As in many other contexts, the client is of vital importance in the sphere of transcreation.
Although this agent is not present within the office premises, and I never see any clients
in person, their presence in the transcreation process in general and in the work of the
transcreation managers is evident, and so is their influence on a large part of the everyday
life of the agency. The following pages will investigate the relations to the clients and
what the clients’ role is in the process of transcreation.
6.3.4.1. Client management
During one of my first days at the agency, I was given a presentation of the ad hoc
account, which mainly deals with clients that are not permanent. I was guided through
the work of this specific account by the account manager, Rebecca, who at some point,
halfway joking I suppose, said that transcreation management is some times more like
client management. I soon realised what she meant by that. Some of the points she
emphasised repeated themselves several times over the next weeks, finally to an extent
where I figured that this particular subject disserves a section of its own.
At the agency, many of the in-house employees are transcreation managers,
meaning that they serve as project managers who link the parties involved in each job,
e.g. the client, copywriters, copyeditors, translators etc. As experts in the overall
workflow, they have the overview of each step in the work process and can therefore
help the client in many different aspects. As one of the account managers puts it: “In the
end, our job is to make the job of other people easier”.
The client, being both some sort of initiator and an approver of almost any given project,
is undoubtedly one of the most vital partners of the transcreation agency, and the
interplay and collaboration between these entities is one of the more noticeable elements
of the everyday work of transcreation managers. When a campaign is transcreated and
goes into several different markets, the content of the campaign is property of the brand
in question and, of course, has to be approved in each market. In some cases, there will
even be several different approvers, which can create certain challenges, as commented
upon here:
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Basically, who’s going to be approving the copy? Some clients you will have central clients and
local market and you gotta get approval from both because often the local markets are very
determined to get in right away. So we have to bounce off their changes, bounce it back to the
central client, which is very much the case of (?) Humphrey, has very tight schedules (A2 p. 1)
Here, it is very important to distinguish between the different types of clients. For one
single brand, there will be a central client and various local market clients. They all
represent the same brand and are owners of the same campaign. For each campaign,
there will be a master file from which the transcreations will go out into the different
local markets, and for each (language) version of the campaign there will be local
approval. But since campaign consistency across different markets appears to be
primordial to most brands, there are certain restraints and things you cannot do. There
are often many parts involved in the creation of a campaign – to which the phase of
transcreation can be added – so it is not unlikely to experience some level of discrepancy
in views and interests of the different parties, and in the middle of all this you will find
the transcreation agency attending to both local and central approvers. For the agency, it
is therefore very important to know the scope of the campaign, exactly what can be
allowed in the local markets, and how to make this clear to the different approvers.
However, managing client relations goes far beyond the final stage of approval. The
client can intervene at every stage of the process, thereby partly making the final
transcreation a result of the communication between the client and the transcreation
management. As will be shown in the following, this can prove valuable, because it
allows all parts to share highly relevant information about the campaign, both in general
and in detail, and can provide the copywriters with new ideas for the texts they are
working on. But, at the same time, there are pitfalls that need to be avoided. For many
clients, the concept of transcreation and the transcreation workflow is relatively new and
unfamiliar. The clients do not always know what type of information is needed to make
the right transcreation decisions, which can lead to a lack of vital details and even
misunderstandings. As I speak to Jennifer from the Humphrey account, she tells me that
it can sometimes be necessary to ‘educate’ the client. This ‘education’ can concern many
different subjects spanning from providing formal information about a project to
essential knowledge on very central themes:
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believe it or not again, often the client will neglect to tell us what it is that we’re transcreating. If
something is gonna go online on Facebook, even if we know that their target audiences xyz, if
we know it’s going on Facebook we might actually copy slightly differently (A2 p. 6)
Obviously, the visual elements are very important, and since the transcreated copy can
find its way into a great deal of different shapes, digitally as well as in print, the media
itself is an important factor. This is an issue that has also been discussed within
translation studies, and if you look at for instance Michael Cronin, you will find that he is
very explicit about the relation between message and media:
If the message drives the medium, then translators have to become as attentive to messages as
they are to media. In particular, this transformation effected by the new media entails a greater,
not a lesser, concentration on aesthetico-semantic contexts to media texts in a global era
(Cronin 2003: 23)
Cronin spoke these words before the invention of Facebook, but they most certainly fit
into some of the issues dealt with by this transcreation provider. If we stay with the
Facebook example we can see that it is indeed a medium that will make the agency
consider if the copy should be made differently. This can be for simple layout reasons,
or, as you can see from the above example, the media may even have an influence on
how you want to communicate with your target audience. And the client needs to be
aware of this. Overall, clear communication is necessary in order to have an efficient and
satisfactory workflow, because, sometimes, even very crucial matters are not properly
dealt with:
we try and get our clients to use a briefing template, because otherwise all your instructions will
be spread out, there’ll be 20 e-mails and 20 people in copying. It’s really hard, some clients
don’t even have a footer with their job title and their number [….] So, even that… it seems
like a really stupid thing to ask, but… also we recently had a case where we delivered an entire
job, the person from the creative agency had told us the wrong brand. We were under the
impression that we were delivering for one brand. We weren’t. We found out… (A2 p. 2)
As we see here, communication is not always just between representatives of the actual
brand and the transcreation department. In many cases, the communication will be
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directly between the creative agency and the transcreation managers. In general, many
actors are involved in the process. The client has already been mentioned as one of the
more crucial ones, but the creative agency, which is usually responsible for elaborating
the initial campaign later submitted to a transcreation process, is also an important
player. A large proportion of the information about a given project can go through the
creative agency, and therefore focus is also very much on the interactions with this
particular entity – how they unfold, and, indeed, how they can be improved in some
cases.
But there are other matters as well that are quite crucial and sometimes cause
problems of understanding. One of those is of a more linguistic character. Not
particularly related to the creative agency, but generally speaking. It can hardly come as a
surprise that language, in all its aspects, can be problematic, but even something as
essential as knowing which specific language to use is not always a given factor when
your clients operate worldwide. Even within a language there can be regional differences
that are extremely important to be aware of, if the target text is to have a chance to
succeed:
We need to know, what is it for? Is it for one or two markets? Is it a potential global tagline?
What is it? These particular languages… French is spoken in several markets, Chinese,
variations of Chinese are… I mean if it’s a TV script and it’s getting out in Hong Kong,
you’re gonna want Cantonese, because it’s spoken. If it’s Taiwan, it’s traditional, if it’s PRC
it’s simplified. If it’s Guangzhou it’ll be Cantonese. So we need to know. This happens every
day as well: “I wanted Mandarin”, “Okay… which Mandarin?” (A2 p. 2)
In this case, it is pointed out that the many variations of Chinese are locally determined,
and cannot be used globally. The transcreation provider needs to be completely aware of
that and be able to critically assess the instructions of the clients and make sure that
something as grave as transcreating into the wrong language does not occur. This
example also illustrates, once again, that the media very often influence the decisions
made in the transcreation process. When you are doing a TV commercial, which is often
the case in transcreation, the target text will be spoken, a fact that will have some
implications in the final outcome. Both the text and the voice artist must reflect the local
market, so that when you hear a voice speaking in a commercial for Hong Kong it
actually sounds like a person coming from Hong Kong. This might seem obvious, and
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the whole idea of giving your target text a local flavour is probably to be considered as
one of the main features of transcreation. But on a day-to-day basis there will be
situations where the client has not made the necessary information available, and where
the transcreation team will have to ask for further details.
In general, there are quite a number of examples illustrating that the client is an
important player in the transcreation process, and that ‘educating’ the client is important
for the improvement of the workflow in general and, in some cases, even of the end
product.
At this point, it has already been suggested that the client is often a very active part of the
transcreation process. Occasionally, the client participation can even reach levels where
the efforts of the transcreation agency are not only subject to feedback and questioning,
but also to changes in the copy. These changes will naturally be taken into consideration,
but, at the same, time they will be critically assessed, even to a point where they might be
rejected:
Some of the clients don’t get it and will massacre the copy, and you have to, very tactfully, not (?)
explain why. It doesn’t happen too often. Occasionally. So these are just sort of criteria. Does
it… does the client changes…. Does it change intended meaning? Does it omit anything that’s
important? Does it change the tone, style or register? Which (tighten) very much with the target
audience. Does it improve the copy or weaken it? Does it make it too long? Does it make it
inconsistent with other stuff or other parts of the campaign? (A2 p. 18)
The interplay between the client and the transcreation management is noticeable during
the entire process. Sometimes the transcreation management will merely inform the
client about the status of a project, sometimes, as can be seen from the extract above,
client intervention plays an important part and, apparently, not always for the better. In
order to ensure that the intentions of the campaign are not compromised by the client
interventions, the transcreation managers will then have a set of tools that help them
check whether the campaign is going in the right direction or not. Experience seems to
show that client changes will not necessarily improve the campaign, but there are also
examples of suggestions from clients that have been positive for the entire process:
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the client actually came up with something pretty clever, which we haven’t thought of. And we
ran it past all sorts of in-house German speakers. Half of them didn’t like it. But the two
copywriters whose judgement we trust best, one of them used to (?) over here and she moved back
to Germany, said “Just like the English, like tell history it’s not natural, but it works. The
same thing happens in the German”. Because you’ve got “zählen” and “erzählen”. So it’s
pretty much using… we’re using a (?) which is really close. Count time, account history. So in
that case it’s fine. We’ll always check it with a native speaker (A2 p. 18)
So, the client will, in many cases, participate actively in the creative process and give
suggestions for the transcreation. It is then the job of the in-house transcreation team to
assess the quality of these suggestions and find out whether they will work or not. The
client suggestions seem to be taken very seriously, and a lot of effort is put into testing
them. This is typically done using both in-house personnel and locally situated
copywriters.
From the statement just above, it looks like trust is a very important factor during
the assessment phase of the client suggestions. The in-house staff members that are
consulted may not be directly attached to the account and thereby the particular brand in
question, but they are transcreation experts, they know the genre and are presumably
trusted colleagues. The trust factor is also vital when seeking advice from in-market
copywriters. In this case, one of the copywriters even used to be in-house, but is now
based in Germany – the market in question. They have obviously worked with both
copywriters before and trust them to deliver high quality feedback. So, in general, criteria
deemed necessary for assessing whether a suggestion from a client is good or not would,
first of all, be knowledge of the language in question at a native speaker level and proved
copywriting skills.
To sum up this section about client management, it can be said that the client is in many
ways an active part of the transcreation process. The information provided by the client
prior to initiating a project, the client intervention in the editing phase, and, as we will
later see, the timeline given for a project are all factors that influence the work in a
transcreation agency. In this section, there have been a number of examples of how the
agency feels a need to be briefed very precisely, and what the potential outcomes are if
this does not happen. We have also seen how client suggestions will usually be
considered and discussed between in-house employees.
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It is often indicated that a large part of the transcreation managers’ job is to
optimise work processes and communication with the client. Client management as a
theme is largely about these job functions.
6.3.4.2. Feedback from the client
In the end, it is the client who has to approve the copy. Therefore, the transcreation
management will pay close attention to the client’s wishes and thoughts and see how they
fit into the concepts of the campaign. The following statement concerns an insight check
for a campaign for a car company. The insight check takes place before the actual
transcreation and its purpose is to check how the ideas of the campaign will work in
different markets:
And when we did an insight check for example. China loved it. Canada and the States go
“Yeah okay. We can deal with that.” Russians hated it. Russians don’t give a fuck. They’re
like “I’ve got deep snow, I want people to think I’m rich” and our planners, our Russian
planners are very blunt about it. They’re like “Russians won’t care at all about that”. You
know.. so… you know.. they’re not gonna bend their whole campaign to suit Russia, but when
they get laid it down, when they get to choose between say 10 creatives, they’ll pick that one, that
one, that one for Russia, but that one, that one, that one for Canada (A2 p. 7)
The main idea behind this campaign was to say that the car aspires the driver to be a
loving and caring person, who is concerned with environmental and safety issues. In
short, the car or the brand should embody empathy and compassion. The campaign is
thereby being very value laden, and when this happens different cultures might react in
very different ways. In this case, there is one culture that has a very positive attitude
towards the campaign and is more or less ready to incorporate the concept as it is,
another culture that thinks it is okay and accepts the concept, and then again another
culture that completely rejects it and thinks that it will have no positive effect within the
local market. Since cultural values tend to vary, in some cases even extensively, across
different markets it can be potentially harmful for a company to assume that one
concept, as universal as it may seem, will work in all cultures. However, the fact that one
single market rejects the concept will not have repercussions on the entire global
campaign strategy, but it will have a local impact. A way of facing the challenges that will
inevitably occur at some point when you are reaching out to a global audience is to have
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variations of the overall concept (different creatives) that can eventually allow you to
avoid elements, which do not fit into certain markets. The contact with local market
experts is therefore of high priority to the transcreation units. But although they can be
valuable advisers during the preparatory stages of the campaign, taking advice from local
approvers should generally be done with care and not without being familiar with their
full knowledge about the campaign in question:
when we send this copy for approval, the person who is looking at a copy has no idea what the
whole campaign is about. They are like seeing the tip of the iceberg, and quite often, particularly
with Humphrey a large part of what we have to do before we can deal with the copy at all is…
we have to brief the local market on the campaign. Because otherwise we will have taken like
hours and hours of […], and they’ll come along and go “We don’t like that”, and they’ll
rewrite the whole thing, and it’s not gonna work. And the headquarters are not gonna let them
do it, so it’s really (?) to have that (A2 p. 2)
The campaign should be seen as a whole and each of its individual copies as a part of
that whole. The brand leaders seem to want consistency in their advertising material,
meaning that several individual copies can work together on creating one common
message. As soon as you have seen one copy of the campaign, you should be able to
instantly recognise the ensuing copies when exposed to them and comprehend the link
to the other copies and the campaign as a whole. When a single copy is judged in
isolation without considering the rest of the campaign, there can be a certain amount of
reluctance towards elements that are essential to the overall look of the campaign and
therefore not possible to change or erase. The transcreation management will, thus, make
sure that the local approvers are familiar with the campaign in its entirety in order to
prevent them from giving suggestions or making changes that will ultimately have no
chance of being implemented because they go strictly against the essence of the
campaign. Furthermore, in a world where time is precious and even minor delays could
potentially have significant implications, there will be a great amount of effort to prevent
these sorts of queries that are generally seen as inutile.
But there are other situations as well, where client intervention can result in
problematic changes to a copy. The following example concerns a TV commercial for a
car where the voice over is supposed to sound like the inner monologue of a girl:
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This was a film, spoken. It’s an interior monologue of this little girl in the back of a car. That’s
kinda hard to tell how old she’s supposed to be from the visual, but the agency said she’s about
ten. [….]
This is the script. Chinese version, carefully written to sound like a ten to twelve year old, how
they would speak. And the Chinese client didn’t realize that, or wasn’t putting two and two
together. Basically, their changes made it read like an adult, yeah, which just totally killed it. It
wasn’t gonna work. You know, it was a voice over that we were recording and had to work with
that (A2 p. 19)
Here, the local Chinese client clearly did not fully understand the intention. From this
extract it is not possible to conclude if this misunderstanding was due to a lack of
reflection on the interplay between textual and visual effects, but it is possible that this
could be the case. The main problem here is that a discrepancy between the different
semiotic elements (pictures and sound) occurs. The voice speaking does no longer
correspond to the girl displayed on screen. Another problem is that, in other markets,
this misunderstanding did not occur, and the voice over did actually sound like the little
girl projected on the screen. The Chinese version with the too mature sounding adult
would then be inconsistent with the other language versions, which is something that
many brands will try to avoid. Even in a world where adaptation to local market
expectations is very important, campaign consistency has a high priority (more on
campaign consistency in section 6.5.2.). Having the voice of a ten-year-old in one market
and the voice of a twenty-year-old in another is therefore highly undesirable and
something that the brand would want to prevent. In this particular case, the revised text
from the Chinese client was actually sent to recording so quickly that it was not possible
to withdraw the changes. However, the client changes were later deleted after the
transcreation management had consulted the creative agency. A second recording was
then made costing the agency a large amount of money. If anything, this incident
illustrates how quickly the transcreation managers must sometimes act in order to
prevent any sort of calamity, and it may also contribute to the understanding of why
there is such a large emphasis on providing a thorough description of the creative intent.
6.3.4.3. Dealing with deadlines
Short deadlines are very much a part of the everyday life at a transcreation agency. The
transcreation process consists of several different steps, and during each of these steps it
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is necessary to keep track of how the project evolves, so that the final delivery can be
made on time.
When it comes to translation, this is something that in many contexts is often
seen almost as a postproduction work instead of as an integrated part of the creation of
the campaign (Ho 2004). At TagLine, considerable efforts are made to ensure that the
transcreation does become an integrated part of the campaign, and as time goes on, the
‘education’ of the clients improves the working processes. But in many cases, there will
be short turn around time (deadlines) and very busy schedules.
Advertising, in general, is a field with a need to go quickly from idea to execution,
and this is something that will inevitably have a visible impact on an agency in the
transcreation business, and it has to be dealt with in different ways. In many cases, the
job of the transcreation management will, simple as it may sound, consist in making
realistic scenarios for the time it takes to finish a given project:
Well they just want them to understand is… you know… this is our adaptation 1,
backtranslation, rationale, adaptation 2, backtranslation, rationale. We just need them to
understand how much work. Because we will still get internal people who will say “Yeah, yeah,
we can deliver that tomorrow”. So “no, you can’t” … you know, that’s the point (A2 p. 16)
An important part of the communication with the clients is to be open about what is
involved in the transcreation process. You may get the impression that many of the
unrealistically short deadlines could be due to the clients not knowing what actually goes
on in transcreation. Naturally, there could be other factors as well contributing to the
occasionally high level of haste from the clients. Their campaigns might be subject to
tight deadlines as well as they can have fixed airtime. In the example above, at least, there
is an emphasis on showing the client that a transcreation job goes through various
different stages (and people), and that this will set limits to how quickly it is possible to
deliver a product. But, apparently, the problem not only lies in the unrealistic client
expectations. Even from an in-house perspective, the wish to meet these deadlines at any
cost can lead to accepting requests that should have been moderated to begin with. In
general, communication about deadlines and mutual understanding of what is possible,
and what is not, seems to be a big issue for the agency, which clearly prefers to be able to
estimate the time required to deliver a project and to compare this to the deadlines of the
client:
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Often, the client sends this massive request; it takes a day and a half to cut it all up. You get
back to them and they tell “We need it tomorrow”. So, tell us at the beginning and we’ll tell you
it’s not even gonna… don’t even think about (A2 p. 2)
This example illustrates the discrepancy that can sometimes be seen between client
expectations and the actual scale of a transcreation project. In addition to that, it also
indicates that there should be honesty when it comes to making promises to the client.
But even though a lot of effort is being put into avoiding these unrealistic scenarios,
there will still be situations where quick delivery is required, and therefore it is necessary
to be able to face the challenges involved with having short deadlines. One of the
answers to how this is possible could lie in the fact of aiming for consistency in
personnel:
Again, the big advantage of an account like Humphrey is that we have teams of people, and we
work with them all the time, so we kinda know who’s going to do that. It’s a nightmare, you
grey have this thing. Anytime after 3 o’clock on a Friday, they will ask you something to be
delivered on Monday 9 o’clock, and you just have to use whoever is prepared to work over the
weekend (A2 p. 17)
Knowing people well and having worked with them before proves to be a valuable asset
when there is only very little time to deliver. Sometimes it will require working outside
the normal hours. Receiving a weekend job on a Friday afternoon can be a stress factor
and an unpleasant surprise for the people affected by this, but they will still have to do
the job, and, in those cases, knowing your colleagues well is important to the
transcreation managers. The trust factor treated earlier in section (6.3.4.1.) may also be an
attributing element.
The many times short deadlines will, of course, have an effect on the work, not
just between transcreation management and the clients, but also between the
management and the copywriters. Effective and clear briefing is vital both for quality
reasons and for being able to deliver on time:
When we write our brief, you just gotta think, it’s a writer for a different culture and language.
What do you need to know? Imagine that you are from another planet (?) and you’re given this
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piece of text, what do you need to know in order to understand that the way it’s intended? And
mostly because half the time whatever we tell our clients, we’ve got really short turn around time
(A2 p. 9)
The copywriters should not have to spend too much time on trying to interpret to copy.
First of all, because they might get it wrong (this subject will be treated in section 6.4.1.),
but there is also a time pressure that does not allow extended sessions of discussion and
interpretation. As can be seen above, one of the things that is considered to be a key to
effective and successful transcreation is a detailed brief in which you can find an
elaborated description of the source material that needs to be treated. In a transcreation
context, this brief sometimes also goes under the name of ‘copy breakdown’. It
meticulously runs through every detail of the copy and explains the intention of the
entire campaign, the ideas behind the text of the copy, the communicational strategies
applied etc. In one copy breakdown, I found the following extract, which illustrates the
briefing taking place:
'Records rewritten' - unusual collocation
-Here we focus on the fact that [X] has broken multiple records.
-In English, the standard collocations are 'to set a record' and 'to break a record'; the verbs
'write' and 'rewrite' are usually used with the noun 'history' (i.e. [re]write history].
-Whereas we might barely register the stock phrase 'records broken', the phrase 'records
rewritten' is an unexpected collocation and serves to arrest our attention.
-As such it emphasises [X] history and brand values where pushing boundaries is concerned:
from technical innovation and excellence to involvement in setting new records in exploration and
sport.
1. Does the same verb+noun combination work in your language? If not, what solution do you
suggest to convey the same meaning with equal impact?
2. 'Records rewritten' - can you recreate the same alliteration in your language? (see A7)
This is merely a part of the copy, but it is still explained in detail. It starts by explaining
what it refers to and thereby provides a context. Then, it moves on to treating more
linguistically oriented issues. In this case, it is the fact that an unusual collocation has
been used. This is fully intentional, and the breakdown also explains why this strategy has
been applied. If it is possible they would want the writer to do something similar in the
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local language. The same also goes for the alliteration used in the copy. The writer is not
asked to use the same linguistic structures by all means, but should at least consider
whether or not it would work in the transcreated version. A similar breakdown will be
made for the other parts of the text, and together with a general explanation of the
creative intent, they will form the instructions for the writer. All in all, these meticulous
measures aim at clarifying exactly what is expected from the writer, and, in terms of
deadlines, they should help the writer deliver a solution within a relatively short amount
of time.
In another context, Michael Cronin has declared that “[u]nrealistic deadlines produce
dead lines (of poetry, of prose)” (2003: 71). Within the transcreation agency, they seem to
be working on a way to balance between a work environment where short (possibly also
unrealistic) deadlines are a part of everyday life and a pursuit of well-elaborated target
market communication.
6.3.4.4. Meeting client expectations
A part of this balance is to meet client expectations. In the section above, it was
suggested that clients would regularly be told that transcreation projects require a certain
amount of time and that this should be taken into consideration when setting a deadline.
This, however, does not mean that the client is constantly in a situation where conditions
are set according to the needs and interests of the transcreation agency. The client will
have a large saying when it comes to establishing the conditions surrounding the
transcreation projects, and this will be illustrated from the following example taken from
a meeting in one of the agency’s accounts:
There is a meeting in the Teazer account. All the transcreation managers are there. The
subject of the meeting is the results of a survey that has recently been conducted among
the clients of the account. In general, the results are positive. Client satisfaction is high
and there is reason to celebrate. The agency has a high score on almost every parameter,
and the client considers them to be very nice people. However, not everyone is
completely satisfied. It is suggested that when the transcreation managers talk to the
clients they could drop into conversations about services that the agency provides and
which the clients are not currently using. This idea is generally well received, but the
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representative for the French market points out that the French client44 is unwilling to do
“out of scope” jobs, because they think that the account works too slow. Here, the
client’s argument seems to be “If you are struggling to deliver your current products as
quickly as we want them, there is no reason to think that assigning you with more tasks
will decrease the turn-around-time or even maintain it at the current level.” This point is
discussed afterwards, because if the client feels that the agency is not able to, or finds it
difficult to, meet expectations, something has to be done. Many suggestions are put on
the table and near the end of the meeting the sentence “Promise something amazing and
try to stick to it” pops up. (A1 p. 14).
The immediate impression from this meeting is that, in general, the client is satisfied with
the account in almost every aspect. But the client also shows signs of being very
demanding when it comes to certain issues. The example with the French client is very
much related to the previous theme involving deadlines. It seems obvious that the agency
operates within a culture of often very short deadlines, where the client expects jobs to
be delivered quickly. Previously, it has been illustrated that there are many circumstances
that can slow down the working process, and that deadlines can sometimes seem to be
unreasonably short, especially when there is also a high concern within the agency for
quality management. Nevertheless, when a client has strict expectations about quick
delivery, the agency will not necessarily discard client demands as unreasonable and
unrealistic, but rather try to assure the client that they are able to meet their expectations
and work internally on improving procedures accordingly.
6.4. Working in an international environment
Given that TagLine is an agency that operates in several different markets worldwide, the
international touch can only be described as a natural aspect. Although the agency
initially started in London and still has its headquarters here, there are now many other
offices spread out around Europe, Asia, Africa, the Middle East, and the Americas. The
worldwide presence of the agency may not be instantly noticeable for an outsider. But as
you get more and more emerged into the activities, it becomes clear that there is a close
contact between the different offices and that they share experiences at a regular basis.
The most obvious example of the close relations between the agency’s different offices is
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The meeting concerns one central client, but the transcreation managers who are present at the meeting
each represent the local (national) clients from all over Europe.
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the fact that company e-mails are regularly sent out to all the employees worldwide. They
can contain general information relevant for all offices, or can be requests for
experiences with certain writers, which means that it is not unusual to see requests going
out to all offices about where and how to find a writer for a specific language
combination. And there will, on a weekly basis, be global requests for feedback on some
of the agency’s new writers.
In short, there seems to be a close global relation between all parts of the
company, which helps to give the impression of an international environment. But this is
not the only factor. What primarily adds to the international atmosphere, at least at the
apparent everyday level, is the fact that a large part of the employees, especially the
transcreation managers, are foreigners (not British). They represent a lot of different
nationalities in order to bring a broad and varied cultural and linguistic knowledge to the
agency. This is, of course, needed in a agency that delivers material targeted for many
different countries worldwide. There is even a case where a (big) client has demanded
that native speaking transcreation managers, in this case in the European markets,
represent all the languages they operate in. As a consequence, the agency has people
from many different countries working side by side, and it is difficult to point out a
dominating (national) culture. When looking at the workplace from a general perspective,
it is, however, in no way an invisible fact that it is located in England. A large part of the
employees are British, and those who are not still have highly developed English
language skills. But it is not only the language skills that show practically all of the
employees’ adaption to the local culture. I also notice small British habits among the
internationals like starting practically all phone conversations with a “How are you?”. So,
despite of being in a very international environment, it is still obvious that the workplace
is placed in Britain. You will, however, constantly be reminded of the international
nature of the workplace by things like occasional conversations in Italian, French,
Spanish and other languages, and the fact that some of the informal conversations
between the employees are about local customs and traditions from the countries
represented by the employees.
So, apart from the fact that most of the material that the agency works with goes
out to different corners of the world, there are many other things that indicate that this is
an international workplace where it is almost impossible not to be constantly reminded
of the presence of many different cultures and many different languages. The cultural
diversity is, first of all, necessary (in some cases even required) in order to meet the
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expectations of the clients, but it also turns out to be an actual asset when knowledge
about a certain language, or a certain international market, is needed. However, when the
collaborative partners are spread all over the world, communicating clearly and efficiently
sometimes demands an extra effort. In the following, I will point out some of the aspects
that can lead to increased attention on clear and unambiguous communication between
the agency and its partners.
6.4.1. Challenges to the communication – language deficiencies
The presence of multiple nationalities can also create challenging situations at times. At
the in-house level, as has already been partly described, staff members seem to integrate
relatively well, and language deficiency causing problems of communication is as good as
undetectable. This, however, is not always the case when collaboration is extended to the
local market contacts. As a working language, English has a very dominating role and is
used for most communication both internally and externally. When working in a very
international environment, communicating efficiently can sometimes be challenging. This
is especially due to the fact that a large part of the advertising material contains
wordplays, puns and other possible ambiguities. There is a possibility of a creative intent
being misunderstood by someone who is directly involved in the transcreation process.
Consequently, the agency will try to find ways to meet these challenges and secure that
misunderstandings do not find their way into the final product.
Within the Humphrey account, they have experienced some cases, where
communication has not been ideal due to lacking language skills. The first time I talk to
Jennifer, she genuinely says that some times local clients don’t speak very good English
and that it can create problems because they don’t get the message (A1 p. 24). But this is
not an issue that occurs exclusively during client involvement. With some writers, extra
attention can be needed because they do not fully understand the source texts they are
working with. At one point, while spending some time with Emma from the same
account, the conversation circles around the writers from one particular market. They
come from a small East Asian market, and their English proficiencies are at a level that
makes it difficult for them to provide high quality transcreations. The transcreation
management discovered this problem mainly by analysing the backtranslations provided
by writers for this market. The target language in question, Khmer, is not spoken by any
of the in-house staff members, which makes them very dependent on these
backtranslations. At an early stage, shortly after getting into this market, it became clear
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to Emma and her colleagues that they were working with writers who sometimes had
difficulties understanding the full depth of the texts they had to transcreate. She shows
me some examples of how they have tried to solve the problem. For every transcreation
project there is a brief, which explains the idea behind the campaign and the elements to
which the writer should pay extra attention. This brief is meant as a guideline, and,
usually, the writer will have a certain degree of freedom to interpret the creative. But in
this case, the guidelines have been turned into specific instructions that leave little space
for free interpretation. According to Emma, this is not at all a standard procedure, but, in
order to avoid misunderstandings, this is currently the strategy they are using for the
writers of this particular market:
Please start the headline with the date, like in English.
Please make sure this headline is consistent with the headline in the [previous communication].
Normally, such a transcreation brief will start with an explanation of the creative intent
of the campaign, but in these introductory lines you can see that this has been taken out
in favour of very concrete instructions on how to treat the text, starting with headlines.
Later on in the brief, there are some explanations of wordplays:
TIMELESS is interesting here because it conveys which is outside a time frame, which is
eternal (ironical for a watch) but it also conveys that it fits in different times, it doesn't ""age""
STRIKE A RESONANT CHORD - It means 'create an emotional response, reaction.
Also 'chord' means 'a musical harmony' and evokes the 'sound' of the alarm tone. Please see if
you can recreate this in your language.
The purpose of these explanations is clearly to avoid misunderstandings. Normally, you
would expect the writers to be able to detect such wordplays and find solutions that
make sense in the target language. But, since there have been a lot of cases where the
Khmer writers did not get the subtle nuances of the English text, the agency has found it
necessary to explain the meaning of the text at a very detailed level. This is then followed
by some additional instructions:
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[Watch name] - Please keep the name of the watch in English if possible.
COMPANION - The watch is personalised, Please check if the personalisation works in your
language.
EARLY PLANE TRAVELLERS - Please look at the visual which feature a plane
traveller.
At the very end of the brief, the writer is instructed to make use of reference material, i.e.
previous campaign material from the same brand. These instructions are written in
capital letters, which helps emphasise its importance:
FOLLOW THE PREVIOUS [BRAND] MATERIAL FOR THE WATCH
CAPTION, AS THE TECHNICAL SPECIFICATIONS ARE ALMOST
IDENTICAL. PLEASE MAKE SURE THAT THE NUMBERS/VALUES
FOLLOW THE ENGLISH MASTER. (see A6)
Apart from a reminder to look at reference material, there is also an instruction about
being careful with numbers and writing the right numeric values. In general, many of
these instructions can seem very basic, and this is also the intention. The writers are
asked to be aware of very specific matters and are granted very little freedom to interpret
the text. A working procedure where the transcreation management dissects the copy to
a degree where they do no longer estimate that misunderstandings can happen does
require extra work and also gives the writers a different role than what is usually seen in
transcreation. The writer will normally be regarded as the local market expert, who is able
to judge what will and what will not work in the target language. But, in this case, we see
that even though the transcreation agency is not the expert in Khmer language and
culture they take on a role where they are very specific about what the target text should
say.
As indicated before, this procedure was not implemented because the writers from the
local markets asked for help and said that the source material was too complicated for
them. It was the backtranslations provided by the writers that revealed their lack of
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understanding of the source material. So, what happens when backtranslations clearly
show that the writers tend to misunderstand the original creative?
The account members had to find a strategy that would improve their writers’
understanding of the material and what they have generally opted for is to explain the
meaning of the source texts in detail. This is something that will be done in any case to
some extent (see section 6.3.4.3.), but, in this particular case, the need seems even more
acute. The solutions from the writers do very often not correspond to the instructions
they get. Something needs to be done, and the people of the Humphrey account have
given the issue a lot of thought. They have tried different approaches and have come up
with a strategy that can help them improve the texts from this small Asian market.
Generally speaking, their solution is to make the instructions even more detailed than
usual. And you could say that their efforts towards clearer communication, in this case,
seem to have had the desired effect, although it does also raise some questions. A
possible dilemma lies in the fact that their detailed instructions restrain the creativity of
the writers. One of the key elements of transcreation is that the writers have the freedom
to explore different solutions. Or this is the ideal. There are certain constraints that
sometimes need to be taken into account. One central element when discussing the
freedom factor in transcreation is campaign consistency – a subject that will be treated
separately in section 6.5.2. Another important element seems to be language skills. When
the writers do not possess a level of English that makes the transcreation management
comfortable with granting them unlimited permission to explore different creative
solutions, a certain amount of control comes into the picture. And the transcreation
managers seem to acknowledge that the reliance on the writers and their backtranslations
makes the agency vulnerable when it comes to certain markets and certain languages, as
can be seen from the following example:
And that’s what’s really scary… you know, we… it is (?) Particularly the languages where…
you know, Arabic, Vietnamese, Korean… we can’t read them. And we’re totally dependent on
what the writers tell us, and what our colleagues tell us, and on that being accurate and that
being accurate. But it’s… it’s really worrying, because sometimes in other languages we do (?)
we speak. We see what a bad job someone can make of it, and we have to (?) The Asian
languages aren’t going that way. But there’s no way around that. You just have to… you know,
you learn how to work with particular writers, and you just refer it to another writer until you’re
happy with it (A2 p. 18)
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Ideally, all languages would probably be treated as equally as possible, as is the case in the
Teazer account, where there are native speaking transcreation managers for all languages.
But often it is not possible to have all languages covered among the in-house staff, and
the transcreation management acknowledges the inconveniences and the vulnerable
situations that can occur. For when going through texts from languages they do
understand, it becomes clear that they detect misunderstandings or otherwise badly
written copy, which would have passed unnoticed, had it been in a language they are
unfamiliar with. In this connection, it should, of course, be made clear that the
transcreation managers will always have backtranslations to rely on, but reading an
English backtranslation of say a Korean text cannot deliver the same amount of insight
as does reading and understanding the Korean text itself. The extract above points
towards awareness of the risks adhered to the reliance on backtranslations, and, so, there
is also an indication of which strategies can be used to face the inherent challenges of
this kind of quality check. When the backtranslations acquire an essential role, the work
of the writer becomes even more important, simply because the work can only be
assessed through the writer’s own backtranslation. Trust, then, becomes an important
factor, and, therefore, in these cases, there is an extra focus on finding the right writers
and maybe an extra willingness to try different writers until they find someone who
delivers a satisfying result.
But the multilingual environment does not just create challenges when the writers are
involved. It can also influence the interaction between transcreation management and the
client. As mentioned earlier, the client is the one who approves the final copy and, thus,
has a lot of influence on the outcome and will not necessarily accept the suggestions
from the writers without commenting them or even asking for amendments. As it was
shown in section (6.3.4.2.), these comments, or suggested changes, are usually dealt with
critically, given that they may occasionally be born out of misunderstandings.
However, the many potential challenges that can occur in the communication
between transcreation managers and the clients are not necessarily restricted to
misinterpretations of the copy itself. Problems can also occur when clients are not able
to, or do not wish to, communicate in English, which is the standardised working
language for most contact between clients and the transcreation agency. I realise that
during my first visit to the Humphrey account. One of the transcreation managers,
Heather, is occupied with some client feedback, but is faced with the problem that she
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cannot read it, because it is written in a language, she does not understand. It turns out
that the client wants to give comments in his own language (Danish), although none of
the transcreation managers in the Humphrey account speak Danish. The client’s
argument is that he can express himself better if he uses his mother tongue. Since I
happen to be a native speaker of Danish, I am asked if I can explain what the client’s
comments are about. Later, Heather tells me that such incidents – clients choosing to
respond in a language not understood by the account members – are rare, but,
nevertheless, this example shows that it can happen and that transcreation managers can
sometimes be forced to seek help from outside their own account in order to understand
the comments they receive.
6.4.2. Cultural and linguistic plurality as an important asset
So far, I have mainly been looking at the challenges related to the multicultural
communication that is an essential part of the agency’s everyday work. By relating it to
concrete work situations and explaining some of the strategies applied to solve the
problems that occasionally rise, I have tried to go beyond the banal conclusion that there
are many situations where communication across many different countries and cultures is
demanding and can create misunderstandings. For most people, there is probably no
huge surprise hidden in such a statement, and it may even be argued that it is one of the
contributing factors to the establishment of the entire transcreation industry.
However, it will not be neglected that the cultural and linguistic plurality also
shows signs of providing a valuable asset and an extended knowledge base that enables
the agency to make judgements and take decisions that may not have been possible, had
its representation been purely monocultural/lingual. The advantageous elements of being
represented by a large scale of nationalities are also noticeable and are most easily
detected when looking at the communication between in-house staff members. As
already mentioned, a large part of the staff has a non-British background. These people
will, among other things, evaluate the work handed in by the writers.
In a number of everyday situations, there are indications of this evaluation
process benefitting from the presence of many different nationalities. At one specific
point, as I am following one of the transcreation accounts, there is a conversation going
on about a certain writer. The writer comes from Switzerland and claims to be able to do
jobs in Italian. In the account, there happens to be a native Italian who then evaluates the
writer’s level of writing in Italian. Her judgement is that the writer does write in a
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flawless Italian, but some of the formulations do not sound natural in the ears of a native
Italian. This evaluation from an in-house Italian native speaker would then become
valuable to the final assessment of the writer in question and to the decision about
whether or not to make use of his services for jobs in Italian (A1 p. 76).
Even I get to play a role, although mainly inadvertently, where my national and linguistic
background has a direct influence on the work and helps detect an error that would
otherwise possibly have passed unnoticed.
It is a Wednesday afternoon during the first week of the study. I have only spent
relatively little time within the office premises. I am shadowing Janice, who is one of the
account managers. She receives a lot of finished jobs that are to be sent for printing, be
aired on television or go online. This afternoon, one of the jobs she receives is a website
banner in Danish. Since I am already there, following her work, she asks me if I can just
quickly take a look at the banner. I willingly do that, and, immediately, a major spelling
mistake catches my attention. It is the word “frustraende” that should have been spelled
“frustrerende” (frustrating). Janice, who does not speak Danish, then asks me if I am
absolutely sure about this being a mistake. I confirm that this is undoubtedly not the
right way to spell the Danish word for “frustrating”. After being reassured about that,
Janice then asks that the website banner be changed and the misspelled word corrected.
This was only a small isolated incident of a mistake that would hopefully and probably
have been noticed somewhere in the process anyway, but it still gave me a first hand
experience of how the agency’s multinational composition affects everyday working
situations and can bring extra competence into the agency’s decision making.
The feeling of being in an international environment where the parent culture is not
omnipresent is certainly there and reminds the observer that this is a workplace in
constant connection with many different parts of the world dealing with a large variety of
cultures and languages on a daily basis. Navigating in such an environment requires a
large knowledge base and can lead to situations of confusion and misunderstandings.
Thus, the agency is in some way constantly reminded about the challenges to the
communication with both writers and clients, as well as the challenges attached to the
products they deliver – the transcreations. However, at the same time, there seems to be
an explicit awareness of all the positive effects of multicultural representation. Local
expertise is being used regularly to clear different issues, to seek advice etc. This is
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probably most obviously seen in the fact that locally based writers make the
transcreations, but the in-house expertise is also being used very actively.
6.4.3. Transcreation managers interacting with writers and clients
The transcreation management is also at the service of the copywriters. One of the tasks
of the transcreation manager is to provide the writer with the necessary material and
make sure that s/he delivers on time. But the mere practical issues are only a small part
of the interaction between transcreation management and the writers. When a writer
receives a copy that has to be transcreated, it will come together with instructions on
what exactly to be aware of:
So anything ambiguous in the copy, occasionally there’ll be embedded references, which might
refer to other either previous campaigns or other creatives in the campaign. We’ll spot those, if
we’re familiar with that campaign, but in case we’re not, they’ll just send us one or two (A2 p.
3)
The transcreation agency will receive the creative intent from the creative agency in order
for them to be absolutely clear on what the copy means. As soon as the transcreation
managers have a complete understanding of the copy, they will be able to provide the
writers with a copy breakdown that explains the overall creative intent together with any
possible ambiguity. As is the case with the local approvers, there will also be a priority
towards making sure that the writers are familiar with the campaign in its entirety. If the
copy in question is the piece of a campaign that is being presented to the transcreation
team they will even ask to have other similar copies, preferably from the same campaign,
sent to them. In many cases, the transcreation management will prefer to work with the
same writers throughout a campaign. In that way, the writers will be more familiar with
the brand in general and will also be more likely to recognise references to other parts of
the campaign. But given that the writers’ complete understanding of the creative intent
of a copy cannot be taken for granted, and given that many different writers could be
assigned to work with the same campaign, the writer’s brief has to be as detailed and
unambiguous as possible. The copy breakdown will contain specific information on
concrete linguistic challenges and on the overall intent of the campaign. And in some
cases it may even be relevant to include an even broader view depending on the current
status of the brand involved:
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when we get our brief, we’ll say “if you got a strategy deck, please share it with us.” It’s great.
And we’ll grab little bits and pieces of it and put them in our brief to our writers. Particularly,
where is the brand at now and where does it need to go. That… we’ll often be like: if you’re
doing a repositioning, like people perceive us this way, we’re going over here, we wanna be
perceived this way. That’s super important for transcreation (A2 p. 4)
The brand may be in a situation where it wants to reposition itself, change its image. If
this is the intention, both the transcreation management and the writers must be made
aware of this, since it may influence the tone, the register, the sense of humour, in
general, the way of communicating with the target audience.
So, the task of briefing the writer about a copy can, to a large extent, exceed the
explanation of the content. Advertising is a part of a brand’s overall strategy, and the
people in charge of transcreating their advertising material must be familiar with this
strategy in order to provide a satisfactory product. However, the amount of information
given to the transcreation team is sometimes limited for one reason or another.
Sometimes, the client is simply not aware of what the transcreators need, the client could
have forgotten to provide certain material, or the client could be reluctant to provide
certain parts of the campaign material for reasons of confidentiality. The client may think
that the restricted access to information will not be detrimental to the transcreation
outcome, but, in some cases, it might actually be so:
But because of confidentiality they will never give us the visuals when we’re transcreating from
French into English. And we’ve learned from experience that if there is a word like ‘blue’ in the
copy, we can be sure the visuals are gonna be blue. Or any… any word in there that looks
remotely contrived or the (titel) with the visual image we have to anticipate that’s what the
visuals gonna look like, but we hate not having visuals, just cause it really limits us. We might
deliver something that’s absolutely brilliant, and then the client says “oh here’s the visual” and
none of it works with the (leverage) (A2 p. 6)
This is an example of what can happen when the client does not want to provide the
transcreation team with the visuals for the campaign and, consequently, leaves the agency
with the text alone. Presumably, the client expects this to be sufficient enough for the
transcreators to do their job. The problem, however, is that text and visuals will very
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often be closely connected, and the visual elements will be a tool to fully understand the
text. Apparently, as much as they would prefer to have the visuals from the start, this is
not always possible for the people responsible for transcreation. They have, then,
developed methods to (partially) compensate for the lack of information, but even this
will not fully solve the problem; there will be cases where the visuals and the transcreated
text do not work well together, mainly because the transcreation team have had to ‘guess’
their way through some of the meaning. The issue of trying to make the client
understand the importance of having both text and visuals can be related to the earlier
mentioned theme of ‘educating’ the client and doing client management. The fact that
text and image work together to create meaning may seem obvious to people who have
worked with the transcreation/translation of multimodal texts before, but to people who
are not familiar with the full scope of this job, it may not be that obvious. A part of the
transcreation managers’ job will therefore be to make the clients who are unwilling to
reveal their visual material understand that not having this material will limit them to a
degree where they can no longer guarantee a product that will ultimately convey the
intended meaning. In this concrete case, the issue is perhaps due to more than just a lack
of understanding of the strong semantic ties between text and image. The client’s policy
of confidentiality is the primary obstacle for the transcreators, so, what they feel they
need, in order to have an optimal basis for doing their work, is to be allowed access to
more of the client’s confidential material. In other words, the transcreation agency feels
that the client should trust them with more information.
6.4.4. Transcreation as a teamwork effort
When studying transcreation from a workplace perspective, it quickly becomes evident
that the element of teamwork plays an important part. In the following, I will show an
example of how I personally experienced the element of teamwork:
It is Wednesday afternoon and I am shadowing one of the account managers. I have only
been with the agency for a few days. At some point, Jill from the Teazer account comes
along. Earlier that day, I spent about an hour shadowing her, so, at this point, we have
already been introduced to each other. She has been asked to take a look at a Danish
text. It is the voice over text for a TV commercial for a skin care product. She knows I
am staying with the Francis account that day and comes to ask for my opinion on one
particular phrase that is causing a lot of trouble. Jill is not working for that particular
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brand, but the transcreation manager in charge of the TV commercial thought it would
be a good idea to ask Jill what she thinks about the phrase. When she comes over to me,
she has already given the copy some thought and has come up with a couple of
suggestions that she thinks will improve the copy. She asks me what I think about the
matter, and we also discuss the initial suggestion from one of the writers. I express my
opinion, and then Jill moves on with the project.
A couple of months later, after my return to Denmark, I see the commercial on
Danish national television, and as this particular phrase is spoken by the voice over artist,
and the key term pops up on the screen, it reminds me of the struggles we had finding a
good solution.
This example is supposed to illustrate that transcreation is, to a large extent, a teamwork
effort. Officially, the people who are directly involved in creating the text are the
copywriter and the copyeditor with support from the transcreation manager. But in many
cases, others will be drawn into the process and make some kind of contribution. The
transcreated version does not seem to be considered as the property of one single writer.
The copy can go through several people until a satisfactory solution has been found. This
is a point that also appears to be supported by the following statement:
when working in transcreation, a lot of the time you just have to keep pushing the writers to try
a little harder. Some of the writers get it straight away, but it’s very much a collaborative thing.
You know, we might run it past someone in-house who speaks that language, and they’ll say…
they’ll suggest “play with that, you could frame it with that, you might try that”, and we’ll send
ideas back to the writer (A2 p. 17)
So the collaborative element will also have an impact on the working process. The
transcreation file for a given project can go back and forth between the writers and the
in-house transcreation team, each time adding more ideas and questions. In such a
situation, the job of the transcreation manager will be to ‘push’ the writer to elaborate as
much as possible on the copy, provide alternative solutions and a well-reasoned
justification for these solutions. If you go through the different steps of the transcreation
process as defined by the agency itself, you will see that the steps concerning in-house
treatment of the copy are referred to as quality checks. Joining the forces of the in-house
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personnel and challenging the writers’ suggestions are elements that can be seen as part
of these quality checks.
But the collaborative effort is obviously not limited to the transcreation managers and
the writers. The production department is also involved. At TagLine, a lot of the postproduction work takes place in-house. This means that the elaboration and adjustments
to things like TV commercials, web site banners and posters can happen in the building
where the transcreation managers are located. At one point, I get to see how the
interaction between production managers and transcreation managers plays out:
It is a Wednesday afternoon. I am following Sharon from the PlayCo account who is
working on a script for a TV commercial for the Italian market. As she talks to me about
her work, she is contacted by the editorial department, which is located just a bit further
down the hall on the same floor. She goes there, and I follow her. The ‘edits’, as she calls
them, have asked her to take a look at some legal disclaimers45 in a TV commercial for a
specific toy. The edits are working on adding three more dolls in a frame, and the
question is then how to place these dolls in relation to the legal disclaimers. Sharon
suggests that they move the names of the dolls, so they are not too close to the legal
disclaimers or ‘legals’. The editorial workers then follow Sharon’s advice.
Less than an hour later, the same people contact Sharon again and want her to
take a look at another TV commercial. The issue is more or less the same. They want her
suggestion on how to place some text fragments in relation to the depiction of the
product. And so the interaction between Sharon and the editorial staff goes on for a
while.
This example shows how the transcreation manager is not only working on the
linguistic elements together with the writers, but can also work on visual elements in
close collaboration with the editorial staff in order to create the final look of a piece of
advertising material.
6.5. Quality in transcreation
Assuring quality is an issue that will often receive considerable attention in almost all
kinds of text production. Transcreation, in this context, is no exception. Quality
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In many commercials there will be some information that has to appear on the screen. For toy
commercials it could be something like ”Each product sold separately” or ”Batteries not included”
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assurance is an aspect that can be connected to a very large part of the assignments
carried out by transcreation managers, so, as a theme, quality is something that cannot be
ignored, and for this analysis it has been granted a rather prominent role.
In the following sections, I will take a closer look at what is meant by quality, and
how the idea of quality influences the process of transcreation.
6.5.1. Quality management
Quality management is concerned with assessing the work of the employees as well as
the work process itself. It is present, in some form, at all stages of transcreation and takes
both the writers and their texts into account. The writers will be evaluated both before
and after they perform a job for the agency. During the actual transcreation process,
there will also be phases of quality control, which will involve the transcreation
managers. The transcreation managers are expected to do a quality check every time they
receive a copy from a writer. This means that it is not just a check of the final version,
but also of the earlier ones.
One of the principles of the transcreation process is that a project will go through a
quality check at various stages. As I follow Whitney during one of my first days at the
office, she tells me that quality assurance is also there to insure that everyone works in
more or less the same way, so, in that way, if someone is ill, you can take over (A1 p. 13).
One way of insuring this is to have client specific style guides, which can say something
about terminology, grammar, and client specific wishes about spelling, tone or other
similar things. As an example, she shows me that one client wants the word placebo spelt
plazebo, although it is not officially the right way to do it. The client’s wishes, however,
comes before official spelling rules. These style guides are perceived as measurements
that insure higher quality both in process, where they can increase efficiency and
consistency, and in product, where they can help solving possible doubts.
Another instrument that is seen as important for quality assurance is the
transcreation file, which is an interactive excel document shared between the
transcreation management, the copywriter, the copyeditor, and the client. From a very
early stage in my field study, I am introduced to the transcreation process, which ideally
looks more or less like this:
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1. A transcreation file with a locally adapted creative brief is sent out to the
copywriter
2. The copywriter adapts the copy
3. The copy goes back to the transcreation manager who makes a quality check
4. The copy goes out to a copyeditor who reviews the so far provided adaptations
5. The copy then goes back to the transcreation manager who does another quality
check
6. Two to three alternative solutions are delivered to the client for final approval.
Steps 3 and 5 in the process illustrated above are considered to be in-house quality
checks. Through the whole process, the transcreation file will be at the centre with all
sorts of information added by the involved parties. Adaptations can be discussed, and all
comments are added to the same document. At one point, I get an example of how the
content of this transcreation file can help the transcreation managers to detect if some is
wrong:
If this is a language we can speak, so… we can immediately see… does that deliver the same
message? Is that correct? Is that what that says? Very often they will copy and paste that into
there, which shows nobody anything, and it rings alarm bells. The fact that there’s no rationale
at all, combined with what they’ve put is just like “Oh my God! This person hasn’t got this at
all”. So, where (is) your rationale? Can you explain me how this works? Is this an idiom, or
did you just provide a literal translation? You misunderstood this, please correct it (A2 p. 15)
Before anything else is said about this example, the notion rationale should probably be
explained. Apart from providing adaptations, the writer must also argue for his or her
suggestions. If the writer neglects this part of the job, or delivers a very vague
argumentation, it is likely that the transcreation manager during step 3 will ask critical
questions or otherwise react critically to the job done by the copywriter.
A general thing is that the texts subject to transcreation will have some sort of
creative intent. Assuring that the writer has understood this intent and delivered the
desired message in the transcreated version is a fundamental part of the quality check.
Given that the transcreation management will not necessarily speak the language in
question, there are cases where they will have to rely on the comments and the
backtranslations from the writer. This means that a transcreation manager is expected to
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be able to detect vague argumentation and dubious backtranslations. If the transcreation
manager suspects any of this to be the case, the writer will, then, be asked to elaborate on
his or her suggestions.
This shows the vulnerability of working with a large set of different languages
where the people having to ensure the quality do not have sufficient knowledge of all
these languages. In a few large accounts, where the client has asked for native speaking
transcreation managers for all target markets, it is, of course, far less likely that grave
misunderstandings from the writers will slip through the quality check. But with the
clients that are not able to, or do not wish to, have all their target languages covered in
the in-house transcreation management, there are some inherent risks that, to a certain
extent, will complicate the process and the ability to do sufficient quality management.
First of all, in the cases where the transcreation managers do not understand the
transcreated languages, they will depend much more on the judgement of their writers.
Secondly, they will have to rely much more on the backtranslations and the additional
comments from writers 46 . Therefore, they must also have the tools to analyse the
comments they get from the writers and to detect possible signs of misunderstandings.
Quality management, thus, does not only apply to the actual transcreations provided by
the writers. It also takes into concern the surrounding text: the writers’
comments/rationale and the backtranslations. Furthermore, quality management is also
handled at an in-house level, where style guides help the transcreation managers perform
their job and make them aware of any client specific issues concerning language, style etc.
6.5.2. Campaign consistency
The term ‘consistency’ appears again and again in the transcreation context, and it has
already been mentioned on several occasions in the present writing. When working with
advertising and marketing material, it quickly becomes clear that most brands consider
campaign consistency as being something of very high priority. There are also many
examples of the transcreation provider focussing on the campaign consistency and
reassuring the brand representatives they are working with that they as well will prioritise
campaign consistency and even make it a quality criterion in their work process. The
campaign consistency is sometimes mentioned explicitly, but, in many other cases, it also
lies implicitly in the communication.
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These are provided in a language that the transcreation managers do understand. It will usually be
English.
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6.5.2.1. Coordinating campaigns
Although the IMC literature makes little mention of transcreation (and tends to ignore
the contributions of translation studies to their field), it seems obvious that the work of
today’s transcreation providers have a central role in the integration of marketing
communications47. The following pages will go more into detail about how integration
can play a role when working on transcreation projects.
IMC literature acknowledges that adaptation on various levels (product standards, ways
of communicating, use of language) is essential to an international business.
Consequently, transcreation and IMC principles of consistency do not necessarily have to
contradict each other. Adaptation and consistency is not always a question of either the
one or the other. Transcreation practice indicates that it is often a question of balancing
the two. Some may even argue that consistency can be obtained through adaptation. In
the following, I will show some examples of how campaign consistency, and thereby also
IMC, plays a role in everyday activities of a marketing implementation agency working
with transcreation.
During my four weeks in London, I met a variety of people working with different kinds
of projects. Many of them were directly related to transcreation and involved in quality
checks. I often noticed that consistency could be considered as one of the quality criteria,
just as too much consistency could be deemed detrimental to the overall campaign.
Issues of consistency were therefore treated from different approaches according to the
project in hand. Here are some examples:
It is Monday, and I am about to start my second week at TagLine. This morning, I
follow an account that works almost exclusively with transcreation. I start by talking to
Jennifer who is my main contact for the day. As I meet up with her, she is working on an
Arab version of a print advertisement and one of the elements she focuses most on is
cross-campaign consistency. “Here at TagLine, we are campaign guardians”, she says.
This notion of ‘campaign guardian’ seems to imply many different things (and will be
discussed in further detail later on in this chapter). One of these things is to ensure
consistency across campaigns that feature a large number of individual communications.
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The description of TagLine as a marketing implementation agency also suggests that integrating
marketing communications is not foreign to the agency
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But it is a balance as well. Jennifer explains to me that, for the Arab version, there are a
lot of cultural references that have to be taken into consideration. Another aspect of
guarding the campaign is to look at previous campaigns or even texts from the current
campaign in order to make sure that the text in hand is not too similar to previous ones.
So, the part of ensuring consistency, and thereby integration, also entails making sure
that a marketing communication does not look too much like previous communications.
This is something that could cause unnecessary repetitiveness that makes the campaign
look uninspired and generic.
Later that day, I follow Melanie from the same account, and we take a look at the
Spanish version of a campaign. Although I have already met one of the other account
members, this is still my first visit to this account. At this point, I have been introduced
to many of the functions of a transcreation manager and have followed some of the
managers from other accounts, just as I had a conversation with one of the other
account members earlier that same day. So, I am not completely unfamiliar with the work
she is doing. As I meet Melanie, she is working on a transcreation project where she is
reading through the suggestions of a copywriter. She finds many places in the text where
she wants to make sure that the elements of the original follow into the Spanish version.
The text is a transcreation, but the campaign it belongs to consists of various
communications and the need for consistency is therefore deemed to be relatively large.
What these encounters tell me is that a marketing communication is first of all a part of a
larger context. In this case, each communication belongs to a campaign that, with a
number of celebrities (mostly in sports), promotes the product in question. The
campaign uses a specific tagline, and the tone of voice stays the same across the entire
campaign. If this structure is to remain more or less the same, e.g. in order to obtain
recognisability, cross-campaign consistency becomes a very important issue. At a first
glance, more extensive adaptation could maybe be considered for some language
versions. But it must also be kept in mind that more communications from the same
campaign will follow, just as there could very well be communications from the
campaign that have already been released in each single market. As a principle of IMC,
and apparently of transcreation as well, all these communications must work together to
create a clear overall impression. Each communication, as pointed out in the IMC
literature, is a part of a greater whole, and each individual text must therefore be seen as
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a contribution to this overall strategic plan and assessed in accordance with it. This is
probably one of the things that make cross-campaign reference an important tool.
But going back to the account, it seems that there is another issue at stake. Since many of
the texts include wordplays and other complex structures, there is a larger risk of
misunderstanding in the adaptation process, meaning that some adaptations may not be
due to considerations on things like cultural impact, but simply results of the writer
missing the point of the message. Adaptation is usually accepted up to the point where it
does not risk going against the creative intent of a campaign, as could be seen from the
nightmare example of Toyota in China. But most of the time, adaptation happens at a
smaller and not nearly as dramatic scale, as seen with Melanie who is really doing
micromanagement asking very specific questions about the content of a transcreated text.
But transcreation managers sometimes also work against consistency that can be
detrimental to a campaign. This can happen in cases where local legislation or very strict
norms dictate some sort of adaptation. Pickton & Broderick (2005) use the Coca-Cola
Company’s advertising of Diet Coke in Germany and Benetton’s ‘Black Mama’ poster in
the US as examples, but I also found some examples during my own fieldwork.
At another stage, I followed one of the agency’s largest accounts, which is
attached to a client that sells pharmaceutical products. A Swiss transcreation manager
tells me that when promoting pharmaceutical products in Switzerland you cannot show a
staged picture of a person wearing a white coat, because this would insinuate that this
person is a doctor. Marketing of pharmaceutical products, in general, appears to be an
area where regulations vary a lot from country to country, and where considerable
adaptation measures can be obligatory even between countries that share the same
language, e.g. Switzerland and Germany. In these cases, a part of the job of the
transcreation agency is to be aware of the country specific regulations to avoid the risk of
having to withdraw a campaign simply because it does not meet local requirements for
what can and what cannot be said, or depicted, in a promotion for pharmaceutical
products.
What I have shown, so far, are examples of a need for adaptation that has been detected
and then implemented. The following example will show that there can also be cases
where arguments for extensive adaptations do not convince the client:
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During a one-day visit to a TagLine partner located in another place in London, I got to
spend some time with a group of people who are very much engaged in the preparation
of material before it goes to transcreation. This can, for instance, involve analysing a
campaign or a brief for a campaign in order to evaluate its content and find out how it is
best implemented across different markets. This kind of work takes place at a stage that,
in Touryan terms, would probably be characterised as preliminary, meaning that it is
governed by norms that go prior to the actual text production phase.
This especially goes for Amy, with whom I go through a series of native insight
48

checks . There is one case in particular where a problem occurs. On that day, she is
working on a TV commercial. The commercial goes out to many different countries, and
one of those countries is Brazil. It is animated and shows young people participating in a
talent show. They are initially insecure but become comfortable with performing after
using the promoted product, which is for personal hair care. For Amy, the issue is that
talent shows, at least the type portrayed in the commercial, do not have the same popular
status in Brazil as in other countries. “I’ve told them. This is not gonna work”, she says.
She shows a bit of frustration as it turns out that the client decides to run the commercial
despite being advised not to do so.
It is difficult to say what exactly caused this decision. Maybe the adaptation of the
commercial was deemed too expensive, or maybe the marketers just did not understand
how unappealing the commercial would risk being in Brazil in its present form. Another
possible reason is the issue of tight deadlines, which was treated in section 6.3.4.3. Very
often, advertisements, especially when they reach the transcreation stage, will have to be
finished and made public within a relatively short time span, and there will only be so
much that can be done before the official release date.
But no matter what the reasons may be for the client to reject the suggestion of
adapting the commercial for the Brazilian market, this example shows how a need for
cultural adaptation, even if pointed out by experts, is not always met. Returning to the
issue of norms, it could be said that there is one particular extratextual norm that can end
up influencing a lot of the work during a transcreation project, and that is: the will of the
client prevails. Solid argumentation based on a cultural background check does not
automatically lead to the desired changes. Other factors may play a role as well.
48

Native insight covers insight into local markets with information on cultural specificities as well as more
practical local regulations. The purpose of native insight is to create a basis on which a company can make
strategic decisions on branding for a specific local market. This information is regularly updated.
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6.5.2.2. Campaign guardians
These efforts made by the transcreation manager can be linked to the earlier mentioned
notion of ‘campaign guardians’, which was, at some point, used by one of the
transcreation managers at TagLine to describe their role. Being a ‘campaign guardian’ can
entail many things, and I will now try to elaborate a bit on this idea.
First of all, in the context where I was actually presented to the notion, it referred
to TagLine checking for cross campaign consistency. So, from one perspective,
‘guarding’ the campaign can mean making sure that each individual copy is consistent
with the campaign in its entirety, so, for instance, if a specific phrase or tagline is
repeated in different copies, the transcreation managers will make sure that it stays the
same throughout a campaign. Secondly, the more general quality control ‘guards’ the
campaign in the sense that it ensures that the intention of the campaign is not lost
through the transcreation process. Finally, there is also an element of ‘guardians’ as
‘protectors’, meaning that the transcreation management both respects and safeguards
the confidentiality of the campaign. In short, the transcreation management will protect
the campaign from being ‘corrupted’ (loosing quality) and prematurely exposed to
outsiders.
Having participated in the activities of a transcreation unit myself, I also got to
experience this ‘guarding’ of the campaign. During the last two weeks of my field study, I
stayed with one particular transcreation account following their work and occasionally
assisting them on some of their projects. Apart from giving me a view into their daily
work, it also gave me access to a large amount of the material they were working with,
and most of this material was confidential, especially due to the fact that it concerned
advertising material that was still in progress and had not yet been publicly released. On
one occasion, late on a Thursday afternoon during me first week with the account, I
receive an e-mail from one of the managers of the account with the following content:
“Just a note to reiterate that anything you work on or hear regarding the Humphrey account
and our doings is strictly confidential :-)
I am sure you know already and that it applies to the whole company, but just a reminder!”
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At that point, I had already been with the account for a couple of days and participated
actively in some projects. Before my arrival at TagLine, I had signed a non-disclosure
agreement that should prevent me from revealing any kind of business secrets. An
agreement like this would probably not be unusual in other similar cases with outsiders
gaining extended access, and I was in no way surprised about the fact that I had to sign
such an agreement. The interesting matter here would much rather be the fact that I
would so explicitly be made aware of my obligations. It shows that the protection of the
agency’s internal working documents is not just something that happens through
mandatory legal documents. It can also be executed more actively on a day-to-day basis.
In this case, one of the campaign guardians was making sure that I, an outsider, would
not reveal anything against their will. Or perhaps it would be more adequate to call it a
brand guardian, given the very broad perspective included in “anything you work on or
hear regarding the Humphrey account and our doings”.
In general, the concern for the brand and the awareness of protecting it was
detectable at numerous occasions. Earlier during my stay at TagLine, I noticed two
copies of a printed brochure – one for Switzerland, one for Austria. They were both in
German, but the text on the front page was quite different in the two versions. I instantly
thought of it as an example of how the communicational strategies could change
between two different markets although they speak the same language. I, therefore, asked
if I could be allowed to take a photo of the two copies. The transcreation manager who
was present at the time granted me permission to do that, but only on the condition that
the brand name and logo did not appear on the photo. So, I took the photo and on it
you can, besides the two print copies, see a post-it covering the brand logo. When an
outsider, e.g. a researcher, is allowed into the office premises, the transcreation managers
will, in some cases even very literally, serve as campaign or brand ‘guardians’.
6.5.3. Terminology management
Staying a bit in the sphere of consistency, I will now move to the subject of terminology
management. Handling terminology is an essential part of almost any kind of language
provider service, and transcreation is no exception. Even though transcreation is mostly
performed on short copy material where there are only small amounts of text,
consistency is still an important issue. And terminology management is one way of
ensuring this consistency.
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Transcreated material normally consists of different kinds of advertisement
(print, digital and TV) with short, concise messages that aspire to have a certain amount
of originality. These features suggest a low level of standardisation and also a relatively
small text corpus. Hence, Translation Memories (TMs) would most likely not have the
same useful impact in transcreation as in many other contexts. Furthermore, it can be
argued that the whole idea of transcreation being very creative, and on the border to
being copywriting, does not match the idea of having a TM looking for complete or
fuzzy matches. And the use of TMs does not have nearly the same massive use in
transcreation as in translation. However, there seems to be a consideration of using this
type of CAT tools, at least to some extent.
But, in spite of all the reasons for letting most transcreation be made more or less
‘from scratch’, i.e. without the help of TMs, there are still some elements that make it
highly relevant to keep track of previous material, and this is probably where terminology
management comes into the picture. Whilst a large part of the transcreated material is
deemed to have a status of being original, there will still be elements such as product
names and taglines that need to be repeated and, of course, appear in the same way over
and over again; both because it makes them more recognisable for the reader and, to a
certain extent, also because they can be official trademarks of a brand.
6.5.4. Cultural/native insight
In the section 6.4., I touched upon the implications of working in an international
environment. Therefore, the subject of cultural or native insight has already been treated
to some extent. The reason why it still gets a section of its own is that it is actually a
separate service with its own workflow. Native insight is a process that precedes the
actual transcreation process. As all other types of advertising, transcreations are heading
into a specific target market, and knowing this market in detail will, of course, have high
priority. Therefore, there is an entire field of expertise concentrated around native
insight, or the insight into a specific market. Within TagLine, the following is said about
native insight:
We deliver up-to-the-minute local insights that are not only in-tune culturally but also
strategically useful to help our clients balance global positioning and local relevance.
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We provide a clear understanding of local consumers’ lifestyle, mindset, behaviours, motivations
etc. both to serve as a springboard during creative development and to validate draft executions.
Our methodology allows rapid delivery of insight to support strategy development at any stage.
The concept of native insight covers cultural perspectives and is a view into local
particularities and is very consumer-oriented in the sense that it mostly refers to aspects
of consumer behaviour that are characteristic of a local market. The description “up-tothe-minute local insights” indicates that it is an ever-evolving process that takes many
aspects into account. The more general cultural characteristics may not change from
minute to minute, but, from a strategic point of view, it is seemingly considered to be
relevant to have a freshly updated picture of each market. In this example, things like
lifestyle, mind set, and motivations are mentioned as important factors, but considering
some of the more legal issues that can also be present, it is not unlikely that legislative
and regulatory aspects may be a part of the native insight as well. More generally, and
from an IMC perspective, it could seem as if the native insight procedure also shows
clear signs of the consumer-oriented IMC approach, where global, as well as local
strategies, are formed based primarily on consumer behaviour.
6.6. Transcreation vs. translation
By now, it should come as no surprise that the main subject of this dissertation is
transcreation, and this has also been reflected throughout the analysis. But, as it was
clearly indicated in chapter 4, transcreation is very often described as what it is compared
to translation. In other words, although many practitioners claim a different status for
transcreation, it is still by relating it to translation that its nature is explained. Similar
tendencies can be detected within TagLine, which is, in fact, an agency that delivers both
translation and transcreation services. This naturally entails that there must be some way
of distinguishing between these two concepts. The following sections set out to describe
how this distinction is made by analysing examples where there are assumed to be
differences between translation and transcreation.
If it is possible to distinguish between a translation job and a transcreation job,
there must necessarily be some kind of difference, some kinds of features that make it
possible to say that something can be categorised as either the one or the other. And
these are the features I will be looking for.
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Transcreation as a term for adaptation of advertising and marketing material is still
relatively new. Many people, both inside and outside the industry, are not sure about
what the term covers, or do not know the term at all. It is, therefore, not uncommon to
see transcreation providers spending a lot of energy on explaining the concept and what
it entails. This can be done in different ways. Usually, transcreation providers tend to
explain the transcreation concept and product on their websites in order to make it
understandable for outsiders. But even on the inside explanation of the concept is
needed for several reasons. A main reason for this is that transcreation, given its
relatively late introduction into the world of advertising, remains somewhat unfamiliar to
many newcomers. Thus, TagLine has at its disposal a series of documents and
presentations that explain transcreation.
Among these multiple sources for education on transcreation, I find something
called “The Little Book of Transcreation” (2011). It is, as the title reveals, a small
handbook, seemingly informal, that staff members can peruse at will and use to find
information and ideas on the concept of transcreation. Despite of its relatively informal
appearance, this little handbook can still serve as a look into the world of transcreation as
seen by the industry itself. In the following, there will be a presentation of a few extracts
from this handbook.
In its introduction, the author of the handbook asks the fundamental question: “What is
transcreation?” The immediate answer is then:
Effectively translating marketing material and other creative texts, such as books and
screenplays, is a tricky business. It’s about much more than converting words from one language
to another – it’s about ensuring that all the different elements that make up a text (the style,
tone, idioms and analogies to name a few) are accurately tailored to the target audience.
In short, the finished text should read as if it were originally written in the reader’s own mother
tongue, and give them the exact same experience as the source text gave to readers in the original
language.
This process is far more complex than translation – it is what we call transcreation
One may argue that there is a paradox in the fact that the text starts by referring to the
process as “effectively translating marketing material”, and afterwards concludes by stating
that it is something more or something different than translation (somewhat like example
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12 in section 4.3.). But even if being so, this small introduction does reveal some
essential ideas of what constitutes transcreation. First of all, the extract starts by framing
the domain and saying that it applies to marketing material. The transcreation here is
therefore not to be confused with that described by Purushottam Lal (1964) and Haroldo
de Campos (1986 and 2007), who both put transcreation into a slightly different context.
After initially setting the stage, the text moves on by emphasising that transcreation is a
complicated matter (“a tricky business”) and that it requires “more than just converting
words from one language to another”. This way of looking at translation vs.
transcreation is widely spread among transcreation providers and is often how they
present it to the outside world (Pedersen 2014). Not surprisingly, the same mind set also
prevails among staff members. The handbook then moves on by elaborating more on
the concept of transcreation and goes more into detail about what it means to be a
transcreator:
Someone who can transcreate copy must have a sound knowledge of the source language, and be
a mother tongue speaker of the target language. They must have an in-depth understanding of
the two cultures involved, and be an accomplished writer. This gives them the confidence to move
away from the original text when necessary, without changing words and ideas simply for the
sake of change
The last part of the quote brings forth an issue that might disserve some more
elaboration. Apparently, transcreation should have an original touch and at the same time
be careful not to make too many changes. Transcreation providers often tend to place
transcreation somewhere between translation and copywriting (see section 4.3.), meaning
that it is perceived as something that can read as an original while staying in line with the
global campaign. Knowing how to balance between these two sources of interest is
therefore seen as a core skill in a transcreator. The next quote, which refers to
transcreation from a more strategic angle, also takes up the issue of working between
originality and loyalty:
This is where transcreation comes in: it allows campaigns to walk the fine line that ensures they
are both fresh and relevant locally, and at the same time consistent globally
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The “fine line” referred to here appears to have a prominent role in transcreation. The
issue is, of course, how to combine original and creative content with global consistency.
Transcreation claims to be able to do that. This example also shows a clear link to IMC
where many of the same concerns are treated, as seen in the following:
In developing a campaign or part of a campaign targeted at a specific audience, a single
proposition is less likely to confuse and is more likely to create impact. However, to the extent
that integrated marketing communications may be targeted at many different audiences with
multiple objectives, it is more likely that not one but multiple messages may be used. What is
significant is that those messages should be coherent, consistent and complementary (Pickton &
Broderick 2005: 29)
This example is taken from a more general context of campaign development and does
not mention transcreation. But the concerns for global marketing as explained by
Pickton & Broderick do seem to be strikingly similar to those of the transcreation
industry: adaptation may very well be necessary, but coherency and consistency are key
factors in all aspects of a campaign. Consistency is highlighted as an important issue,
which should not be compromised when campaigns are adapted locally. Here, you could
say that transcreation is presented as a middle way between standardisation and
adaptation that combines the best parts of each approach.
Sometimes, it is also suggested that there is a difference between the people who
perform translation and those who do transcreation – in their skill set so to speak. We
already saw examples of this assumption in chapter 4, but it is also indicated in some
places within TagLine. When taking a look at some of the tables listing writers that the
agency uses, you see that some writers may only do transcreation, others only translation,
and some may even do both. This indicates that there are some perceived differences in
the skill sets required for translation and transcreation, and that the writers for these two
kinds of services are expected to have different areas of expertise. But these are only
expectations. The real life experiences still remain untreated. What has the transcreation
agency learned from working with translators and transcreators 49 respectively? The
following extract indicates that the distinction between the two is not merely conceptual,
but is also based on experiences acquired from working with writers:

49

Their job title is usually copywriter
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But sometimes… you know… you’ve got two hours, and you have to use who ever is available,
and you might not get your best writer. You might get a translator. You might get someone
who’s someone another account has told you is really good, and you’ve got great expectations of
them. And they send you something like this (A2 p. 15)
Although it is not said explicitly, it is still indicated that a person carrying the job title
“translator” is not the ideal choice for a transcreation job. It may happen that a translator
is assigned a transcreation job, but such a scenario would rather be born out of necessity
than out of a deliberate choice and would mainly be due to extremely short deadlines and
the lack of available staff that sometimes follows. Translators and copywriters are
assumed to have different skill sets, and the translators are not expected to be able to
deliver the same quality in a transcreation job as can the copywriter. This particular
extract is, of course, taken from one single transcreation provider, but even when
looking at it from other angles, but still within the transcreation industry, much of the
same perception prevails50.
From a more strategic point of view, clear choices are sometimes made about how to
refer to the material delivered by the writers. In the following quote, Jennifer is
explaining to me how the communication with the writers works. More precisely, what
the writers do when they provide a rationale for their transcreation solutions. In this
case, she does so by providing an example of someone who has made a bad choice:
A lot of people will put… they’ll put in here, when it’s really close: “close translation”. Never
use the word translation within a transcreation file. It undermines the whole thing that we’re
doing (A2 p. 18)
At this point, it becomes very clear that the word “translation” can have some seemingly
negative connotations and that it should be avoided when working with transcreation.
Much in line with the references that have just been made to the translation profession
and its perceived (and experienced) limitations, there is an understanding of translation
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Transcreation, creative writing by language is all about copy, market, brand and language. The moment
you get into headlines, tag lines and buy lines, calls to action, you simply must understand the proposition,
the market speak and the language nuance. Translators, do not get this and we see this time and time again
(Section 4.3., example 11)
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representing something that is not desirable in transcreation. As a result, even the word
‘translation’ should be avoided, since it can ‘undermine’ the whole transcreation process.
In general, the use of the word ‘translation’ is a delicate subject, and it is not without
importance when and where it is used. This goes for the purely internal communication
between writers and transcreation managers but also for the communication with the
clients. The differentiation between translation and transcreation is fundamental, first of
all, due to the fact that they constitute two different products. Confusion is therefore
very important to avoid. But there seems to be other reasons for wanting to distinguish
between the two terms, and this also has something to do with perceptions:
As I follow the managers of two of the smaller accounts, the conversation goes around
their work. There are three people sitting together: April, Susan, and Gemma. I am
presented with some of the challenges they sometimes face when handling their projects
and being in contact with the clients. They find a lot of different examples and are happy
to share them with me. One example involves a tagline where the visual elements play an
important role. In the tagline51, the text is coloured, and the first and the last word have a
different colour and thereby grab the immediate attention of the eye. In the English
master version, these two emphasised words are pronouns that help direct the attention
towards the consumer and the product and a connection between these two parts is,
thus, created. But, given the fact that sentence structures can vary a lot from language to
language, and especially the position of pronouns, it is most likely that the two words
emphasised in English will have to be placed differently in other languages. For the
transcreation unit, this causes a minor dilemma because the English pronouns also create
a visual effect, given that they have a different colour and sort of frame the rest of the
text. If this visual effect is transferred to other languages (they use Italian as an example),
the pronouns will no longer be highlighted. The question that rises is then: what is most
important? Is it to maintain the visual effect created by highlighting the first and the last
word of the tagline? Or is it more important to keep the emphasis on the two pronouns
and maintain the connection between the consumer and the product? Doing both is for
most languages apparently not an option. The reaction they meet from the client when
asking these important questions provokes a bit of frustration: “Well, can’t you just write
what it says?”. Susan is the one who tells me this story, but April and Gemma are right
51

In order to protect client identity the actual tagline is not shown here.

195

next to us, and they eagerly engage in the conversation, and they tell that they have
experienced similar client reactions. April tells that she can sometimes get frustrated with
these kinds of reactions: “I get so pissed off when they say “Can’t you just translate it?”
because there is so much more to it” (A1 p. 41).
Just a few moments later, April shows me another example, this time of a text
box for a web site. Once again, the visual element plays an important role, and she
cannot allow the text box to change size from language version to language version. This
type of constraint can easily cause challenges due to the fact that text expansion appears
to be rather common when switching from English to other languages (see for instance
section 6.6.1.1.). But when facing the client with this issue the response is more or less
the same: “Well, can’t you just write what it says?”
This is, of course, just a fraction of what goes on in this account, and the examples only
highlight complicated situations with little or no client understanding. However, it is still
an illustration of regular challenges caused partly by client perceptions.
At this point, it seems to be relatively fair to assume that there exists a perception
of translation as being somehow inferior to transcreation. This perception is noticeable
among the transcreation providers, but it is also relevant to ask if the same perception
exists among the clients, or at least some of them. If it is true that some of the clients
lack understanding of the process (of either (assumed) translation or (assumed)
transcreation) and the complexity involved with adapting material with a high level of
interplay between text and visuals, and if they do not see translation as a way to adapt
visual effects, then abandoning the term ‘translation’ in some contexts can, then, seem to
be a step which is not unlikely to take, and which could help increase client awareness
about processes that are not as straightforward as they may appear at a first glance.
6.6.1. Transcreation projects
Problem solving is very much a conversation between the writer and the transcreation
manager. Once the first draft from the copywriter comes back to the agency, this does
not necessarily mean that it will go directly to the next writer: the copyeditor. Making
comments and asking questions to the copywriter is not an unusual thing. The
copywriter will, in any case, have to provide a rationale for the decisions s/he has made
in the copy, but the transcreation manager may very well ask the copywriter to elaborate
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even more on the copy and can even ask the copywriter to rewrite the initial suggestions,
or at least provide alternative ones:
Once you’ve been through the previous palaver, you might have a conversation going on with
like.. there’ll be my questions in red and the writer will come back and answer in blue, and
there’ll be another question from me in red and an answer in blue. So before we send it to the
second writer we clean it all up. You just take away any options that you’ve totally rejected and
leave over here the questions for the second (?) (A2 p. 16)
The path towards a final suggestion from the copywriter will often be full of remarks
from both writer and transcreation management. The second writer, or the copyeditor,
will not be presented with all of these remarks, but only the ones that are considered to
be relevant. This could, for instance, be doubts about the text that still prevails after the
first writer’s treatment of it.
But the conversations on the individual projects are not just between writers and
managers. We have already seen that the clients are very much involved at all stages of
the transcreation process, but another agent that is also in contact with the transcreation
management during the working process is the creative agency:
that’s where… you know… we can reassure the creative agency that we work with that we will
try… we will protect the brand voice and the creative that they’ve come up with, because you
don’t want this… you know… a little girl in Germany and someone speaking like a twenty
year old in China (A2 p. 19)
Once again, the notion of ‘campaign guardians’ becomes relevant. This time it is as
protectors of the brand, or the brand voice. In this case, the problem is that a Chinese
client has made changes to a copy that makes it inconsistent with the rest of the
campaign. The brand voice has, possibly inadvertently, been changed, meaning that the
tone and register from one market, here exemplified by Germany, is now completely
different in another (the Chinese market). The transcreation management will look out
for inconsistencies like that and try to prevent them from finding their way through to
the final approved copy. From this example, it can also be seen that the task of
protecting, or guarding, the campaign is also a responsibility towards the creative agency
that came up with the creative. The creative agency will be interested in making sure that
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their idea for the campaign goes into every target markets. In this case, their idea includes
the perspective of a little girl. She is sitting in the back seat of a car, and the voice over of
the TV commercial is supposed to be the inner monologue of the girl. Therefore, the
tone and register should also match that of a girl aged 10-12 years. When the Chinese
text is adapted and gets a more formal and mature tone, the original idea of the creative
agency is no longer projected, and that is something they want to prevent.
6.6.1.1. Challenges encountered
When working with advertising, many challenges can occur. There are many pitfalls and
required adaptations that need careful attention in order to be carried out successfully.
The transcreation providers are obviously very much aware of that. In fact, it is almost
impossible to find one who does not start a website presentation of transcreation by
emphasising its almost inherited complications (see chapter 4 for examples of how
transcreation is presented across the industry). But what are the particular challenges that
can occur during transcreation and how are they addressed on a day-to-day basis?
It has already been mentioned that the transcreation brief is a powerful tool for
the entire process, but there is still much more to say about the nature of the different
kinds of challenges. It is the transcreation managers’ job to brief the writers about the
copy’s intended message and any sort of issue that requires special attention. This goes
for both the creative, the (cross)cultural, and linguistic parts. The following pages will go
through these different parts and show examples of some of the challenges a
transcreation agency can meet in this context.
Many people will probably immediately think about the linguistic elements when it
comes to challenges in transcreation. Although they do not by any means constitute the
only potentially problematic issue, they are most certainly present. Even before you get
to the point of dealing with rhymes, idioms, alliterations etc., there can be basic
challenges like text expansion:
You may know from translation and it’s typical text expansion is up to 30%, Italian and
German being the worst. And then you’ll get “I couldn’t find any English word that fits,
unfortunately, but...” in the English version this [….] and they’re already… you can see...
like… they just… “Now go to our website”. Doesn’t matter how many times you tell them in
advance. They will build their website not leaving any space for text expansion. Again… you
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know… with German, they have very strong rules, and we’ve got to mess the German structure
up in order to write the sentence. Normally, it would be “Das nützen, und das zu bezahlen”.
But we’ve got to put it the other way around (A2 pp. 11-12)
Since most transcreations offer a strong interplay between pure text and other elements,
such as pictures, formatting in the right way is considered to be very important. When
something goes out on a website, for example, space limitations will often be very strict,
making text expansion very difficult if not impossible. Most of the time, the source
language will be English, and since English language often tends to be more condensed
than many other languages – here exemplified by German and Italian – text expansion
will almost inevitably occur at some point. The transcreators will, then, find different
ways to face the challenges rising due to this linguistic phenomenon. First of all, they will
make their clients aware of the problem and ask them to take possible text expansion
into account. Alternatively, linguistic conventions will sometimes have to be broken in
order to make sure that a text does not exceed the amount of space given to it. This also
relates to the experiences of April accounted for earlier in section 6.6.
The next type of challenge, I will move on to, is what concerns the creative intent of a
campaign. The concept of creativity can be very vague and hard to define, but in this
particular context it simply refers to the main idea or main message of a campaign and
how the central elements of this or these ideas are treated in the transcreation process.
From the point of view of the transcreation management, the first thing that
must be done is to break down the creative intent (see section 6.3.4.3. for an example of
what is meant by a breakdown). The creative agency that makes the master campaign will
have a specific creative intention, which should preferably find its way into all target
markets (remember the concept of campaign consistency). The writers will be presented
with the creative intent and asked to bring it into their transcreations. This, however, is
found to be extremely complicated in some cases. This example tells some of the story of
why this is so:
So this is only gonna work for most markets, if you change the image. Because they gave us their
equivalent idiom, and it involved… I can’t remember it right now, but I can look them up. So
for this market you need an image of that, and in that market you need an image of that, which
means that it looses its global consistency and they decided to drop it. But of all the English
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headlines this is the one I liked a thousand times than all the others. So that’s the (?) Idiom
and wordplay are the biggest challenges that we have in transcreation (A2 p. 10)
Often, the creative agency will come up with something where there is a play on words.
This can by itself constitute a transcreational challenge, and when this sense of ambiguity
is also illustrated in the visuals it can complicate the transcreation process even more. In
order to keep the visual elements as they are in other languages, you must, then, find a
play on words that includes the exact same object as did the original version. This is not
always possible and then it becomes relevant to ask if the visuals should be changed for
other language versions. Changing imagery is certainly something that transcreation can
also involve, but, in many cases, the client will be careful with doing that or maybe even
reject it completely. Consistency is once again a main reason for not wanting this kind of
change in a campaign. It can even have such a prominent role that a brand may decide to
drop a creative idea completely if it does not allow a recognisable global image and only
truly works in one or very few markets.
Finally, there are the cultural differences, which can have huge consequences for the way
a company wants to advertise a product in different markets. A product can be perceived
very differently according to which cultural setting you are in, and not being aware of
that could potentially be very damaging to a brand. For the transcreation agency, this
means that they will not only take care of the adaptation of the final master campaign,
but will, in some cases, also have an advisory role where they provide the creative agency
with information on market specificities that are essential for the creation of the
campaign:
Big SUVs, big four by fours. In England people really hate them. In urban areas people hate
them. Because they take up too much room, you can’t park anywhere. If they come up the street,
everyone else is averse to let them go through (?). They drive like bullies. If they hit a smaller
car, the person in the smaller car is dead. You know... and they are driven by like... you
know... bankers you know... in their English (?) of banking. Whereas in America, they’ve got
so much space in their cities that no… none of that perception applies at all. Totally different.
In Russia... Russians are pretty shocking in their values, but… the Chinese are way ahead of a
lot of other markets in terms of their… how genuinely they are about the environmental concerns
and about the well being of other people. And there is… 275,000 people a year are killed in
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traffic accidents in China. So you kinda see why. So this is a lot of the insight work we did for
this pitch, and you can see... yeah they want to move the brand from here to here. So that again
is important to us for the transcreation. We’re choosing one message over another (A2 p. 5)
Here is an example of a specific product – SUVs – that cannot possibly be advertised in
the same way in all markets. The cultural differences attached to this type of car are
enormous. In Britain, for several reasons, the connotations are overwhelmingly negative.
In the US, on the other hand, none of these negative connotations are recognisable. This
will have an important influence on the way this product is presented in the two markets.
It may not be possible to deliver the same message in both markets and extensive
changes will then have to be made in the advertising material in order to make it efficient
worldwide. This example essentially illustrates the amount of work that is sometimes
required for a campaign prior to its international launch. Both the transcreation agency
and the creative agency will want to make sure that they know how a product is
perceived in different markets before they start advertising it. Once they have found out
that British people are more favourable towards smaller cars, the US Americans have a
much more positive attitude towards big cars, and that the Chinese have high records of
traffic accidents and are very concerned about the environment the agencies can start
targeting the different markets.
Although transcreation is mainly thought of as involving the adaptation of already
elaborated creative copies, there is also an important element of cultural pre-work in
which the transcreation agency will also participate and sometimes have a key role.
The transcreation agency, however, cannot always be sure that their clients will
take their advice and adapt their campaigns for each market. The desired global
consistency will most likely be one of the dominating reasons for the client’s occasional
reluctance towards local market changes. We saw an indication of this earlier in section
6.5.2.1., where Amy told how a client could not be convinced about changing a TV
commercial for the Brazilian market.
6.6.1.2. Transcreation as copywriting
Through most of this chapter, the people making the transcreations have been referred
to as copywriters. This is absolutely no coincidence, since this is the term that is
consistently being used by the agency itself. And they are not alone in giving the
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transcreators this label. The term appears among other transcreation providers as well
(see chapter 4). However, saying that transcreation is copywriting is more of an
approximation than an overall perception among transcreation providers. Some argue
that transcreated material should have the same status as copywrite material, while others
argue that transcreation is something that should be distinguished from copywriting (see
section 4.3.). But somewhere in this discussion lies the fact that in the agency used for
this study they refer to their transcreators as copywriters, which almost inevitably creates
the following transcreation meme: transcreation is copywriting.
6.6.1.3. Transcreation as fun
This is perhaps not the most elaborate or the most essentially revealing characteristic
about transcreation. However, it is an observable perception that I have come across on
several occasions during the field studies. This first came across my mind when I
experienced sitting with a transcreation manager going through rather complex product
information, which was assumed to be a translation job. And when putting it aside for a
TV commercial assumed to be transcreation the manager said “Okay, let’s move on to
something more fun”. And while we are at the subject of TV commercials, it can be said
that one factor that seemed to be quite intriguing within transcreation was that when
working with advertisements, and especially with TV commercials, you can see things
you have worked with appear on national television. I find an example of this one day as
I am talking to Sharon from the PlayCo account. She mostly works on TV commercials,
and she says that sometimes when she is in her home country, mostly during Holidays,
she sees commercials on television that she herself has been working on. And that would
actually make her feel a little proud.
That is an aspect of the work with especially TV commercials that can certainly
have an appealing effect; the outcome will be broadcasted, leaving the people involved in
the production with the knowledge of having contributed to something that is on
national TV somewhere in the world. As described in section 6.4.4., I even got to
experience this myself. When I saw the commercial I had been working on displayed on
national television, I could not help but to have a strange feeling of pride, even though
my own contribution to the commercial was very modest.
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6.6.2. Translation projects
Although the focus in this study is mainly on transcreation, translation will not be
forgotten. But before I move into this particular section, I will first spend some time on
explaining what is meant by the title “Translation projects”. In brief, it refers to the
products and processes that are categorised as translation by the agency. By far the most
sections of this analysis have focussed on and used the term transcreation. This is due to
the fact that I have chosen to stay faithful to the terminology of the agency (at least in
this chapter). Furthermore, most of the processes I have followed have been
transcreation processes52.
This overall choice will, consequently, also force me to stay loyal to the use of the
term translation. I will thereby render the distinction made by the agency and what they
present as either translation or transcreation.
As I start talking about the difference between translation and transcreation, and as I am
introduced to different accounts, I begin to form a picture of where the distinction is
made.
One very pragmatic thing that seems to be connected to translation is the use of
Translation Memory tools. Translation is perceived as being more or less synonymous
with long copy, although you can also find long copy transcreation. So, the distinction
between long copy and short copy seems to be essential when separating a translation
job from a transcreation job. But text length is not the only characterising feature.
Another essential part of defining a translation job in this context is the work process.
Whereas transcreation jobs go through both a copywriter and a copyeditor, as earlier
described, translation jobs are usually just subject to proofreading following the
translation. The approach when facing a translation job is therefore not the same as
when facing a transcreation job.
An additional perceived difference lies in the way that the writers are described. When
looking merely at the job titles, copywriters and copyeditors make the transcreations,
whereas translations are made by translators and then checked by proofreaders. So, there
is also a perception of a difference between the people doing the translations and the
transcreations.

52

Once again: as defined by the agency itself
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During my field study, I spent time with several different accounts. Some of them
worked mostly with translation projects and others mostly with transcreation projects. By
focussing on the characteristics of these accounts, I also got a picture of some of the
aspects that tend to be prevalent in translation services on one side and transcreation
services on the other side.
The accounts are, first of all, separated according to the client they represent and
could all potentially offer both translation and transcreation services. And this is also
what actually happens in many cases. However, in some of the accounts, translation
seems to be more prevalent than in others. This is mainly related to the kind of material
the client requires. For some clients, the need is mostly for TV commercials and short
taglines. These clients will typically receive more transcreation services than translation
services. Other clients who require more technical material will tend to receive more
translation services. The following is a brief work description provided by a manager
from an account working mainly with translation projects:
We do translation. Once translated we send the texts to studio to do art work. We do text
control, and then the changes to go back to studio, then to the client for amends. There are
always amends. We check the language. Sometimes it’s difficult because it’s medical. We just
have to trust the translators (A1 p. 12)
Although there are some differences from many of the transcreation projects described
throughout this chapter, some parallels can definitely be drawn as well. The interplay
between post-production (studio) and the (in this case) translation managers is certainly
present. Although it may not work exactly as we saw earlier with Sharon from the PlayCo
account and her experiences with the editorial staff, it is still indicated that there is a
connection between those in charge of the linguistic aspects and those in charge of
layout and other visual aspects.
Furthermore, we see that the client perspective is also present when dealing with
translation projects. The clients will not only often, but supposedly always, amend the
translations to a certain degree. Talking about amends, however, may not convey the
same degree of discussion and multiple suggestions as we have seen in some of the
transcreation examples. Amends seem to be more definitive and corrective. This could
have something to do with the rather technical nature of many of the translations. In the
example above, it is pointed out that the content is medical. The direct implication of
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this is that language check is complicated, probably due to the high degree of
specialisation involved.
To sum up, translation projects, in relation to transcreation projects, tend to have
a higher word count, more technical content, and less discussion about creative intent.
6.6.3. Duality in the texts – viewed as either translation or transcreation
Although this is an ethnographic study, and the main focus is on transcreation in its
context and the human interaction establishing it, it cannot be excluded that the products
per se (transcreations and translations) can contribute to the understanding of the
phenomenon. When you are inside an agency that offers transcreation services, assumed
transcreation is relatively easy to detect. If a project is considered to be a transcreation
project, it will be named as such and then you have it. In general, a very basic distinction
can be found in the terms short copy and long copy, but they can hardly constitute any
comprehensive foundation for understanding by themselves. For to say that a product
changes status from translation to transcreation based on a word count makes little
sense. Nevertheless, you could tentatively say that within an agency that works with the
concepts of translation and transcreation and perceive these concepts as representing
two different services there is a tendency to favour the translation service, when the text
in hand contains more than 2000 words. But what is perhaps more enlightening is the
concept of genre. In order to illustrate this, I can take examples from an account that is
almost exclusively perceived as a translation account and another one that is almost
exclusively perceived as a transcreation account.
I will start with the translation perspective. In this particular translation account, as I
choose to call it here, the client is in the pharmaceutical industry. The texts that you deal
with here are mostly brochures and product information leaflets (PILs). In this industry
there is an extensive set of regulations to how a product can be described (at least in
some countries). They often work with long copy and use translation memory tools. One
of the managers from this account summarises their work in the following way: “We are
here for translation, consistency and client contact” (A1 p. 12). This same manager also
says that transcreation is more about explaining why something works. This can be
related to the earlier mentioned rationale, which is something that both copywriters and
copyeditors in transcreation projects must provide.
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In the transcreation account that I have chosen as an example most of the work is
related to commercial campaigns promoting luxury items. There are hardly any
regulations that restrict the way in which you can talk about such a product, and its
quality is considered to be almost inherent and self-evident, so, instead of focussing on
detailed product information, the campaigns relate to iconic events and iconic figures.
The product is thereby connected to inspiring performances made by respected and
famous people. The texts are usually short and have little to do with the product itself
and put more emphasis on dream scenarios and the idea of striving for perfection. In
section 6.3.4.3., there was an extract from a brief taken from one of these campaigns. It
shows how one specific alliteration is explained in detail and how the writer is invited to
come with different suggestions for a solution.
Taken from these examples, the tendency is clearly that longer, more technical, texts will
be treated as translations, while shorter texts with a larger focus on appeal will be treated
as transcreations with all that this ensues.
Nevertheless, as a finishing remark I will emphasise that no matter how revealing
these observations may be, they can only indicate tendencies. What remains the primary
indicator is whether or not something is assumed to be transcreation. All the tendencies
listed above can be helpful and increase the understanding of the transcreation
phenomenon, but from a constructivist point of view it is primarily perceptions that
count. If something is not assumed to be transcreation, then none of the other indicators
(text length, genre etc.) matter.
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7. Discussion and conclusion
In this chapter, I will summarise and discuss the main results of this study. Whereas the
former chapter was an ethnographic rendering that highlighted the opinions and
experiences of the participants of the study and toned down my own voice as much as
possible, this chapter will bring in much more of my own reflection based on the results
presented throughout the study.
Both my research questions start with a how and are very descriptive in their
nature. They have served as a point of departure for the study and guided the analysis. In
this chapter, I move more from description to explanation and include discussions of why
transcreation is out there.
7.1. The transcreational turn
At a relatively early stage of translation studies, Susan Bassnett (1980/2002: 23) pointed
out the dangers of carrying out translation in isolation:
In the same way that the surgeon, operating on the heart, cannot neglect the body that surrounds
it, so the translator treats the text in isolation from the culture at his peril
This warning appearing for the first time in 1980, made it clear that a translation will
suffer if attention is only paid to the text itself with no, or little, regard for the
surroundings – the context. But today, this prophetic statement may very well apply to
the translators themselves. Katan (2014) finds it worrying that accounting for the context
“still goes against what is considered professional for the profession” (2014: 14). Shortly
after making this statement, Katan (2015) asks if it is time for a transcreational turn.
According to him, the term of transcreation may be able to free translators and widen
their role, something that is also discussed by Rike (2013). Katan even goes as far as
suggesting that not only is transcreation helpful it is necessary:
There really is no question about it: if T/Is53 are to survive, then they must take the
transcreational turn (2015: 13)

53

Translators and interpreters
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If the translators and interpreters are only accountable for the text (in the very narrow
sense of the word), their profession risks falling into a category where it is difficult for
potential clients to see the difference in quality between a human and a (more and more)
sophisticated machine translator. And within a scenario like that, the much more
expensive human translator stands little chance of survival. This seems to be the warning
from Katan.
Another important point, we can extract from Katan, and also from Rike, is that
transcreations need not be considered as non-translations. Instead, one could say that
transcreation, from the point of view of these scholars, is a helpful perspective that
expresses a focus on a certain group of elements. Schäffner (2012) also points out that
new terminology, including transcreation, can “contribute to raising awareness of the
complexity of processes and encourage rethinking the more traditional views” (2012:
881).
Taking a transcreational turn could, thus, be seen as an attempt to take an active stand
and protect the professionalism (or in Katan’s terms: survival) of both translators and
interpreters. In chapter 2, I presented the views of Lawrence Venuti and Michael Cronin
and their call for action among translators. They both speak in favour of translator
visibility, and especially Venuti promotes the use of foreignizing translation strategies.
This is probably where the transcreational turn differs very much from Venuti, when it
comes to ideas about taking an active stand. Throughout this dissertation, there are
examples of transcreation being described as a practice that adapts material, targets
specific groups, and adds local ‘flavour’. So, in Venutian terms, it could be seen as an
extreme case of domestication that does everything possible to hide the fact that it stems
from a source text in another language. Visibility, from a transcreation perspective, is
more a question of emphasising skill and effort in complex adaptation processes and, in
the light of the competition from computer technology, the human flair for cultural
differences and appealing taglines.
7.1.1. Where does transcreation begin?
Throughout chapter 6, I have presented a number of work procedures, routines etc. that
are connected to performing transcreation services. I have also introduced terms like
native insight, which include checking the cultural and marketing related state of affairs
in each local market. When looking at such a term it becomes relevant to ask how it
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relates to transcreation and how it fits into the transcreational process. In short, what
part of this entire process goes under the name of transcreation? How broadly is
transcreation actually understood? I will try to answer this question through some of the
insights I gained during my field studies.
There seems to be a more or less plural understanding of transcreation. Just as the term
translation, transcreation can refer to both the product and the process. There are many
steps involved before an idea for one campaign turns into several different versions for a
number of local markets. We have seen that transcreation can be a part of the process,
but is it possible to say exactly where it starts, and where it ends? I will look more into
this by using an e-mail correspondence from TagLine where a client has asked for
clarification of the different terms concerning cross-cultural adaptation:

What's the difference between transcreation and local market creation? And what exactly
means cross cultural consultancy?
Transcreation is a creative approach to language & cultural adaptation of advertising
copy. It is required when a straightforward translation is not enough to transmit the message
and feeling of the original. It is used when the level of creativity in the original copy is higher
than usual (most ATL advertising copy). It is performed by copywriters as opposed to
translators.
This description fits very well into the perception we have already seen. Transcreation is
here described as something that is opposed to translation and as something that requires
a high level of creativity. Furthermore, the writers are mentioned: “copywriters as
opposed to translators”. Although this extract merely repeats many of the perceptions
we have already seen, it may be interesting to note that transcreation is mainly described
as something that refers specifically to the adaptation/writing phase. Many of the other
phases, as we will now see, are, presumably, named differently:
Local market creation comes into play when, regardless of the degree of creativity, a generic
master centrally created exposes a big cultural gap for a given local market. In that case an
alternative market-specific master needs to be created (either directly in the target language, or
still in English to then be translated/transcreated). As a result, new concept, copy and visuals
may be generated for that specific market so the resulting piece becomes culturally relevant and,
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thus, effective.
This description can be related to the example from chapter 6, where a campaign for a
car went out to China, the US, Canada, and Russia, and where the generic master (just to
use the term from the example above) did not fit the Russian market. However, it should
be said that in the example with the Russian market it is expressed that “they’re not gonna
bend their whole campaign to suit Russia, but when they get laid it down, when they get to choose between
say 10 creatives, they’ll pick that one, that one, that one for Russia, but that one, that one, that one for
Canada”. This means that it is not necessarily an example of local market creation, given
that there were already a number of creatives to choose from. However, the quote does
not specify if the creative used for Russia was made before or after the feedback from
the Russian planners. If the latter were the case then it would probably be a case of local
market creation.
But what may be even more interesting here is the fact that local market creation
is categorised differently than transcreation, i.e. if a ‘generic master’ (a master campaign)
is rejected locally for what ever reason and replaced by a new one targeted specifically at
the local market, you do no longer talk about transcreation, but local market creation.
What this example indicates is, then, that transcreation is mainly limited to the writing or
adaptation phase that comes after creating a master copy. This fits very well with the
explanation from chapter 4: “Once the revised master creative has been approved, Hogarth can begin
transcreation”. This also indicates that transcreation is something that sets in, once the
source text (master creative) is finished.
However, it could also be argued here that this understanding of transcreation is
not shared all across the industry. If we recall the example from chapter 4 saying that in
transcreation “the copy is almost completely original”, this is an idea that seems to point in a
different direction. Since we are not looking for a generic definition of transcreation this
does not necessarily prove to be problematic, but it does show that setting the borders of
transcreation can be a complicated matter, because it is, on the one hand, perceived to be
a very creative (whatever this adjective may imply) process that grants writers with a large
amount of freedom in their adaptations, and, on the other hand, it emphasises on
campaign consistency and is presumably thought of as something that has a more or less
complete master copy (a source text if you want) as its source. Thus, creating a new
concept and a new campaign that has little resemblance to the original master campaign
is (usually) considered to be local market creation rather than transcreation.
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Transcreation, here presented on the same level as translation, then comes into the
picture when this new master campaign has to be adapted into a local language and/or
market.
The next part of this same e-mail explains something that has already been treated in
chapter 6 under the headline ‘Cultural/native insight’:
Cross-cultural consultancy is the service in which we provide advice on other cultures
regarding certain topics or creative executions. It is not an adaptation service (as the previous
ones would be), but a cultural insight service.
In some occasions, our clients want to know about certain aspects (brand perception, market
reality, consumer profiles, etc.) in some markets where they don't have visibility or experience.
In other occasions we're asked to assess and advice (adaptation feasibility, cultural relevance,
etc.) on certain creative executions before deciding whether to produce these, or at any stage of
Master Creation / Primary Production (sense-check of images, voices, characters, location, etc.).
I'll include a second example in the deck for further reference.
Once again, we are presented with a concept that is related to, but not categorised as,
transcreation. This time, it concerns a procedure that does not involve production of any
source or target text. Instead, it concerns an insight check as explained in section 6.5.4. It
is described as opposed to adaptation services, which would include transcreation and
translation. Thereby, we actually get another description of transcreation or, if you want,
a transcreation meme: transcreation is an adaptation service.
Cross-cultural consultancy, on the other hand, is, as the name suggests, part of an
advisory phase that can take place prior to the production of a campaign (investigating
local markets) or when the campaign is there and the client wants to know if it is ready to
be adapted locally. Transcreation, supposedly, will then happen after the cross-cultural
consultancy has been made.
The last extract from the e-mail summarises and categorises the central terms and
thereby provides an overview of how they are assumed to relate to each other:
I have rearranged our slides slightly so TRANSLATION services come first, as the most
straightforward approach to language adaptation; 2nd TRANSCREATION, for a more
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creatively challenging copy adaptation; 3rd LOCAL MARKET CREATION as a step
further when a new, customized master is required; 4th our CROSS-CULTURAL
CONSULTANCY available for any stage of the creative development.
If you go further into this categorisation of the different terms, you get a scale going
from reproduction to new creation, where translation is placed at the extreme
reproduction end as “the most straightforward approach to language adaptation”. At the
other extreme, you find local market creation, and in between these two there is
transcreation. Somewhere hovering above all these concepts you find cross-cultural
consultancy, which does not involve copy production, but has a different function.
Interestingly enough, transcreation is placed closer to translation than to local
market creation. Supposedly, it is because these two concepts (or in this case, services)
belong to the same production phase, which sets in when you have an approved master
copy (source text) ready for local adaptation. In other words, transcreation is here seen as
an alternative to translation and vice versa. So, as a service provided by the agency,
transcreation is something that can potentially substitute a translation service. The same
thing cannot be said about local market creation or cross-cultural consultancy.
But where exactly does this leave us in the search for perceptions about
transcreation? First of all, it provides us with a deeper understanding of how
transcreation as a service is framed. In the entire process of creating a campaign that
goes out into several different markets, only a part of it bears the name transcreation, and
that is the part that involves “language & cultural adaptation of advertising copy”. Of course, it
should be kept in mind that this concerns transcreation as a service provided by a
company rather than as a concept in general. As a result, it becomes more clearly and
strictly defined, and if we go back to the question in the headline “Where does
transcreation begin?”, this section more or less suggests that transcreation begins once a
master copy has been developed, i.e. market investigation, cultural insight checks, local
market creation etc. are not to be considered as actions of transcreation. However, this
does not mean that the transcreation agency cannot participate in other parts of the
process, e.g. the stages of consultancy. The transcreation experts will still provide these
other kinds of services leading up to the actual transcreation, but these services are
considered to be something else.
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This was a relatively strict definition of transcreation that specifically concerns the service
named transcreation provided by a transcreation agency. In this context, I consider such a
definition of transcreation to be valid because it falls into the sphere of assumed
transcreation: anything that is assumed to be transcreation from the point of view of the
agency used for this study. Following this definition, or perception, it could be argued
that transcreation could be reduced to cover a specific service named transcreation, but I
would like to take the discussion just a step further.
If we go back to some of the concepts presented in this section – cross-cultural
consultancy, local market creation, adaptation feasibility, cultural relevance etc. – these
are all prerequisites for transcreation to happen, so why not take them as being a part of
the transcreation process? Toury’s definition of assumed translation, which is a
cornerstone in the present study, also includes “all phenomena within them and the
processes that gave rise to them”. If this is transferred to transcreation, you can argue
that a process such as checking a master copy for cultural specificities and consulting on
issues of cross-cultural relevance are processes that ultimately give rise to transcreations
and should, therefore, be considered as processes covered by the concept of assumed
transcreation.
Earlier on, I stated that, for pragmatic reasons, it makes sense for a company to
give different services different names, and thereby to make concepts like translation and
transcreation into more tangible entities: actual products. Consequently, it should be fair
to propose that transcreation be considered a language service, where a given provider
adapts an advertising copy for a given market. Much the same thing could then be said
about translation.
But if you take the more Touryan perspective and include all processes leading to
(in this case) transcreation as part of the concept, then you get a broader picture of what
transcreation is. This picture of things like cultural insight checks as parts of the concept
of transcreation is also strengthened by the fact that these are processes, or services, that,
to a large extent, take place within the same agency. This extended conceptualisation has
been important for many parts of the analysis, where all sorts of practices eventually
leading to a transcreation output have been included. From this perspective,
transcreation starts as soon as there has been made a decision about adapting a campaign
for multiple markets (transcreation as a concept or a process). At the same time, it should
be acknowledged that there is a perception of transcreation as a much more delimited
service that takes place during a specific phase of a marketing implementation process
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(transcreation as a service or a product). Having this last perception in mind, it also
becomes easier to comprehend what the participants of the study refer to, when they say
transcreation.
7.1.2. Transcreation as glorified translation?
This is obviously not a view that stems from the transcreation industry itself. It is,
however, an idea that cannot be ignored by the industry, and which it has to answer to.
In fact, the inspiration for choosing the expression ‘glorified translation’ in the headline
comes from a LinkedIn discussion among transcreation professionals who discuss
intellectual property rights (IPR) for transcreation. According to the initiator,
transcreation is copywriting (another transcreation meme) and should therefore entitle
the writer to IPR and consequently usage rights and a given fee. The question of the
status of transcreation as either translation or non-translation is, then, no longer a
conceptual, theoretical question, but something that has very real economic implications,
both on the provider and on the client side. If you put it down like that, the status of
transcreation can quickly become an issue of basic provider interests versus client
interests. Gouadec (2007) touches a bit on this issue when saying about localisation that
some claim a different status for it “for reasons of marketing (the hope of getting more money for a
high-tech translation) and self-appraisal” (2007: 38). But seen from other perspectives, it might
be a more complicated and diverse matter than that. I will now present the issue of
transcreation as glorified translation both from within and outside the industry.
Throughout this study I have presented examples of transcreation providers talking
about transcreation in very positive terms. It has been referred to as creative adaptation, a
real growth market for the localisation industry, as something that goes far beyond transferring words
from one language to another, and can recreate your marketing and advertising texts in a new language.
And this is just to mention some of it. Apparently, none of these things are associated
with translation (among those making the claims), and, therefore, it becomes logic to talk
about transcreation. From this point of view, it is clearly a matter of perception, and we
are based at a conceptual level. This is, nevertheless, a perception that has been
contested, primarily in chapter 2. But since the scholarly views have already been
presented, the following will focus on this matter from the industry’s point of view.
I would like to return shortly to TagLine and some of their experiences with their
clients. In section 6.6., it was mentioned that, at times, the clients’ perception of
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translation and/or transcreation could influence the way the agency worked, mainly in
cases where the client did not fully understand the extent of adaptation needed during
the language transfer phase. This could lead to insufficient briefing, a lack of
opportunities to make layout changes, and other things. The agency would, then, try to
make the client understand the complexity involved in the adaptation of a tagline, a TV
commercial or other kinds of transcreation related projects. Here, the use of a
terminology that is not in the same way associated with simplicity and
straightforwardness (like translation) comes in handy.
At one point during my field study, I spent some time with a transcreation
manager who showed me an example of a tagline that had been transcreated into several
different languages. As with most taglines, this one was relatively short – in most
languages between three and five words. The transcreation manager, Theresa, told me
that, in order to make the client understand that even such a short tagline requires a fair
amount of time to be properly adapted, they would often ask the client to think about
just how long it took the creative agency to come up with the original tagline. Theresa
said that this actually helps, and that it gives the client a better understanding of how
much work it can take to make a tagline in a new language, even if it is only a matter of a
very few words.
So, in the process of explaining the characteristics of transcreation, it will mostly
be the elements that are not linked to straightforwardness and simple word transfer,
which are highlighted.
7.1.3. Transcreation – an answer to requirements of campaign consistency?
Chapter 3 introduced the field of Integrated Marketing Communications (IMC). Many of
the principles of IMC coincide with the requirements of campaign consistency so often
mentioned in transcreation contexts. But, whereas international adaptation of campaigns
is just a small fraction of the IMC perspective, it covers an enormous amount of ground
in transcreation. This can definitely make one wonder if transcreation holds some
contributions to the field of IMC, where standardisation and adaptation are often seen as
a question of either the one or the other. This study has included IMC in its theoretical
framework, and here are some of the main points from thinking IMC into the field of
transcreation:
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7.1.3.1. Choosing standardisation or adaptation
It is no secret that money is an important factor when it comes to making strategic
decisions concerning marketing. In his ethnography on a Japanese advertising agency,
Brian Moeran (2006) suggests to ‘follow the money’ and states that “as a seasoned
ethnographer who has in his time also studied folk art pottery, ceramic art exhibitions,
whaling and fashion magazines, ‘follow the money’ is a good principle for anybody trying
to find out about the organization and structure of any industry (and, indeed, about the
whys and wherefores of particular government policies) anywhere in the world” (2006:
21). Marketing is no exception to this principle. There simply has to be incentives that
can be measured in the ROI (return on investment), if companies are to be persuaded to
apply adaptation strategies.
The data from this study indicates that the degree of integration can also vary according
to the type of brand you are dealing with. Some brands tend to require a higher degree of
adaptation due to cultural differences attached to the way of consuming their products.
This could be said about brands promoting beauty products and food, as well as many
pharmaceutical products, due to the huge differences in the legislative systems regulating
the promotion of such products. On the other hand, some brands are less sensitive to
cultural diversity and have fewer problems with presenting a more uniform global image.
This goes especially for high-end brands, whose primary target audience is a group of
cosmopolitans appreciating an image of globally defined luxury.
7.1.3.2. Cross-cultural branding
As already indicated on a number of occasions, one of the most valuable assets of a
company is its brand(s). When a customer buys a product it is not always out of sheer
need (shoes for the shoeless), or as a mere result of the products practical qualities. The
brand, and the connotations it carries, can be just as, if not more, influential. This is
something that has also been realised, not only within an IMC context, but also in
translation (e.g. Guidère 2000; Adab & Valdés 2004; Ho 2004). Marketing
communication is about more than simply informing about and selling a product.
Building a relationship to the message receivers is of high importance, and this seems to
be a condition that is broadly acknowledged across both academic and practitioner fields.
IMC and translation studies are two research fields that are rarely combined.
Nevertheless, the present study, as well as others, shows that they have large contact
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areas, especially when it comes to commercial translation. Branding theory also receives
the attention of people working with the adaptation of marketing communications into
different markets, and there are signs of a general understanding of factors that
determine the development of a brand. It may, then, be relevant to ask if transcreation
agencies can constitute a strengthening factor when it comes to combining the need for
integrated marketing communications with multilingual performance.
In many ways, the integration of marketing communications is something that is dealt
with on various levels in transcreation, and the work of transcreation providers can tell
something about the ways, in which this integration happens.
When looking at the structure of an agency working with transcreation, the
extent of integration possibilities can become clearer. As mentioned earlier, there is a
certain point during my fieldwork, where I hear the role of transcreation managers
explained in the following way: “Here at TagLine we are campaign guardians”. Pickton &
Broderick (2005) see the adaptation phase as one that is very vulnerable and full of risks.
There are so many things that can get lost in translation, and the history of advertising is
definitely full of examples of campaigns that did not travel well across markets. Most
companies would generally want to maintain control over their brands and see adaptation
as something that is detrimental to this control. But, perhaps, the transcreation provider
can be seen as an entity that helps a company maintain this control across markets. Of
course, only to the extent that this is possible.
If nothing else, the current expansion of the transcreation industry indicates that
cross-cultural marketing implementation combined with linguistic expertise are two sets
of skills that can work together, and which do not necessarily have to be divided between
a marketing department and a translation agency. Having both perspectives at the same
time is something that can be detected within the transcreation industry; both in the way
these entities talk and, to a certain extent, also in the way they act. However, one should
probably not be led to think that this double perspective is only present within agencies
dedicated to assumed transcreation. George Ho (2004) explains how he translates the
text of a New Zealand campaign for kiwifruit into Chinese. In connection to this, he
highlights that “[f]or commercial translation in the global economy, especially for
advertisements, the new trend of business marketing strategies sends the translation
profession a clear message: the translation strategy for commercial translation should be
changed accordingly, from focusing on the product itself to highlighting the personal
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needs of the consumer” (2004: 226). The marketing trends he mentions seem to fit very
well into the principles of IMC, and by saying that this trend will have an immediate
effect on (commercial) translation he does create a link between marketing
implementation and linguistic, as well as cultural, expertise.
So, while IMC literature may see translation as a peripheral activity placed at the
end of a series of marketing activities, an assumption that, in some cases, may contain
some elements of truth, transcreation practitioners, as well as translation scholars,
indicate that the translation of marketing communications can indeed be very much
integrated with the rest of the overall marketing strategy. If we return to a strict focus on
assumed transcreation, it is possible to find examples of transcreation providers who
offer services that exceed the last steps of implementation (see for instance the workflow
description in section 6.5.1.). They show, or at least put an emphasis on, the expertise
that is needed to understand important elements like branding in marketing
communications and thereby also insights into the principles of IMC. They may not
mention IMC explicitly, but the focus on campaign consistency shows that it is certainly
present.
7.1.4. Writer engagement
Both translation practitioners and academics have long argued that a detailed brief is
essential, and that without it, it becomes very difficult, if not impossible to perform well.
Nevertheless, many translators struggle with insufficient briefing (Abdallah 2010), and
transcreation agencies sometimes find themselves in similar situations. So, there are
generally many obstacles facing those who operate these types of positions. Making the
translator an active part of the advertising process is certainly not a new idea, as has been
shown earlier through the thoughts of Séguinot (1994). When it comes to the
transcreation agency, it does not seem to be a question of a single person gaining access
to detailed information on a campaign, but rather a team of people who work together
on adapting the material.
De Mooij (2004) suggests that the translator be more involved in the advertising
process and co-operate with the copywriter or art director (2004: 196). In many ways,
transcreation seems to merge the roles of translator and copywriter, which almost
automatically suggest the interaction advocated by De Mooij.
The question is, then, if this interaction reaches levels that are satisfactory for the
people involved. Are there signs of transcreation professionals being sufficiently briefed
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about the projects they receive? The answer to this question varies a lot, but there are
signs of a high level of involvement. Transcreation projects will normally be
accompanied by detailed information on the campaign in question, and every time a
copywriter starts to work with a new brand, he or she receives a creative brief that
contains pertinent information on the brand. This could be information on what the
brand stands for, what the brand voice is, the target audience etc. This information can
then be combined with information about a particular campaign and its creative intent.
In this way, each single campaign is put into perspective and requires knowledge about
the brand in general. As a result, the copywriters and the transcreation managers will
often be considered as brand experts. In addition to the creative brief, reference material
is provided, and if there is a tagline used in previous advertisement material from the
same campaign this will be mentioned, often followed by instructions to keep this tagline
in the new copy. Relationship building is based on recognition, and a way of achieving
this is, of course, to have a tagline that has been seen before in previous
communications. In short, transcreation practices show signs of writer involvement as
emphasised by De Mooij (2004) and also Séguinot (1994). Whether the level of
involvement is satisfactory or not is an issue that would require further research.
7.1.5. Power relations
As discussed earlier in chapter 2, power relations can have a large effect when producing
texts where multiple entities have a saying. In Abdallah (2010), the focus was on
translators, but many of her findings seem to be transferable to the context of the
transcreation agency. Of course, the focus of this project is different, which will probably
change the perceived power of the participants. Abdallah concentrated on people who
saw themselves as being at the lowest end of the hierarchy almost completely at the
mercy of clients and translation agencies. In this study, the participants are not the
freelancers, but representatives of a centrally placed agency in direct contact with the
client and, apparently, with a lot more to say. But, as we have seen on more than one
occasion, being a transcreation agency does not necessarily provide you with complete
control over any given situation. Going back to the theme of agents, four were
mentioned explicitly: the transcreation manager, the copywriter, the copyeditor, and the
client. A fifth agent, which received a little less attention, but still has an important
influence in transcreation, is the creative agency. I will now go through these different
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agents and discuss their level of influence based on the results of the analysis made in
chapter 6.
7.1.5.1. The transcreation manager and the creative agency
Without claiming that the transcreation manager is the most central agent in the
transcreation process, there is, however, no doubt that it is the most central agent for this
study. Situated within the agency, the transcreation manager is in more or less direct
contact with all the other agents. Due to this central position, the transcreation manager
may be the person with the clearest overview of how a campaign moves forward from
being just a master version to becoming a set of locally adapted campaigns. They follow
every step of the transcreation process and are usually well informed about its
development. So, in terms of knowledge and expertise, they appear to hold a relatively
strong position. From an economic point of view, the agency, here represented by the
transcreation manager, is both a service provider and a client. On the one hand, they get
paid by the client to deliver different marketing solutions and, on the other hand, they
themselves pay writers for doing transcreation and translation jobs. This puts the agency
in a position where they are evaluators in some contexts – they test and evaluate their
writers – and, in other contexts, they are the ones being evaluated (e.g. see section
6.3.4.4.). Given their central position and close contact to local markets, it could be
assumed that suggestions of adaptation coming from the transcreation managers would
usually be followed. But, for several reasons, this is not always the case. The following is
an example of how a disagreement between the transcreation agency and a creative
agency was solved:
This is an American agency, and the first year we worked with them, before (?) was launched,
all of their copy was addressed to 16-year-old teenagers in Chicago, and yet they were launching
in the financial sector in Germany. And we kept saying to them “Guys, you can’t”… you
know... we kept turning it right down. And they’d say “No, this doesn’t deliver out what we
wanted to say” and eventually they went off and did like 8 months with [….] research and
[….] came back and said “You need to stop doing this” and we draw it back. We were greatly
relieved (A2 p. 8)
This is an example of how the advice of the transcreation agency was eventually followed
by the creative agency. But, as one sees, the advice was not initially followed. The

220

transcreation agency strongly opposed the idea of keeping the advertising strategy used
so far, given that it was deemed unsuitable for the new target audience. The creative
agency, however, was very reluctant to make the considerable changes suggested and
continued to hold on to their initial creative intent until thorough investigations
convinced them to do otherwise. Earlier on, we saw economic incentives as being
devastating for the wishes to adapt creative content, but, in this case, with the creative
agency, there might be something else at stake as well. As the source of the original
intent of the campaign the creative agency does not want to change the concept, which
they themselves came up with. They have a clear idea of how they want to communicate
with the target audience, and this could very easily be the factor that initially makes them
refuse the changes suggested by the transcreation agency. Making extensive adaptations
can also mean changing some ground concepts or ideas, and for the creative agency that
came up with them it can prove difficult to dispatch something that, according to
themselves, is satisfactory in its current form. And, apparently, this may even be true in
cases where the source material travels across very diverse markets.
From a perspective of power relations, this indicates that despite of a seemingly
privileged position with access to a lot of information and an overview of the entire
campaign, the transcreation management sometimes ends up in situations where their
acquired knowledge and their argumentation is not enough to effectuate their ideas.
Objection or refusal from either clients or creative agencies can be something to which a
transcreation manager must bow.
7.1.5.2. The copywriter and the copyeditor
For this study, these agents have only been observed indirectly, i.e. through the
communication they have with transcreation managers and the work they have
presented. They are not physically present within the office premises of the transcreation
agency, and, although the transcreation managers can sometimes take on the role of a
copywriter or copyeditor, these roles are mainly assigned to freelancers spread across the
globe. Nevertheless, there is still basis for discussing their relations to the other agents
involved in the transcreation process.
From the perspective of the copywriters and the copyeditors, the only relation
displayed in the study was the one they had with the transcreation managers. So, in that
way, they very much resemble the translators portrayed by Abdallah (2010). We also saw
that they will typically receive a set of instructions on how to approach a transcreation
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assignment (e.g. illustrated by the copy breakdown), and, in section 6.4.1., it was shown
how the writers, in special cases, could receive very specific instructions. But, apart from
that, the analysis also showed that both copywriters and copyeditors were obliged to
provide a rationale where they argue for the choices they have made. This could indicate
that there is a degree of empowerment that the translators in Abdallah’s study felt was
missing. A more elaborate analysis of the position of copywriters and copyeditors would,
of course, require a study with much more focus on these particular agents.
7.1.5.3. The client
As indicated in the analysis, the client has a fairly prominent role and is present at almost
every stage of the transcreation process. The client can intervene on several occasions
and is basically the one who approves the final version. Those, and the fact that the client
is the one that pays for the transcreations to be made, are things that constitute a fair
reason to assume that the client enjoys a position as a main influential force in the
production of transcreation material. And there are certainly many elements that indicate
that the perception of the client as a dominating factor is present in many places. For
instance, in section 6.3.4.4., which told the story of an in-house meeting on client
satisfaction, the issue of living up to client expectations turned out to be of vital
importance to the agency. Later, in section 6.5.2.1., there was an example of a
transcreation manager having to accept the decision of a client to run a campaign in
Brazil as it was, despite the fact that it had been strongly recommended that extensive
adaptations were made.
But there were also examples of the transcreation management being able to
influence the client. Section 6.3.4.1. on client management showed how the transcreation
managers would frequently try to improve workflows by ‘educating’ the clients. So, in a
way, it could be said that in a situation where the client makes the final approval and can
choose not to follow the advice of the transcreation managers it is through expertise (on
transcreation workflows, cultural insight etc.) that the transcreation management acquires
a strong position.
7.2. Beyond the description of transcreation
In general, questions starting with why normally suggest some degree of causality. But the
goal here is not to set up a strict causal relation (Because of x, y follows). It is rather to
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highlight some of the most dominant factors encountered throughout the study and to
discuss their influence on the development of transcreation.
The following part of the discussion tends to move in a more explanatory
direction. In a paper on explanation in research, Andrew Chesterman says: “My key word
in the title of Gideon Toury’s book Descriptive Translation Studies and beyond (1995) is the
last one, beyond – beyond description, i.e., towards explanation of some kind” (2008: 363).
The paper comes from a publication named ‘Beyond Descriptive Translation Studies –
Investigations in homage to Gideon Toury’. The paper therefore takes its point of
departure in Toury’s research and more specifically in his emblematic work from 1995
‘Descriptive Translation Studies and beyond’.
The present study has undoubtedly been a description of transcreation. There
have been analyses of how a number of different entities, both academic and industrial,
perceive transcreation, and there has been thick description of a workplace dedicated to
transcreational services. All this relates to the two research questions both starting with a
“how” and thereby inviting for descriptive work. I have intended to carry out this work
in a Touryan spirit by focussing on ‘assumed transcreation’. But as Chesterman points
out, Toury wanted more than just description. There is something beyond description
and this something is explanation. This calls for a question starting with “why”. The
question here is: why has the notion of transcreation emerged – what purpose does it serve?
As mentioned above, a question starting with a “why” might seem to suggest a
causal relationship and thereby a rather positivistic approach, which would not fit very
well into this openly declared constructivist study. However, explanations do not need to
be seen exclusively as a causal, positivistic phenomenon. Chesterman suggests a very
tentative and explorative nature of explanations when stating:
Proposed explanations may not necessarily be complete, or adequate, or even true; but to the
extent that they satisfy the questioner, in a given context – to the extent that they are adequate
to the questioner’s needs – they contribute in the first instance to the questioner’s understanding
(2008: 363-364)
Explanations, in this sense, are more to be seen in a hermeneutic sense as explorative
and as steps on the path towards better understanding of a given subject. My own
explanations position themselves in this lane. They are not meant as definitive truths, but
as a help to a better understanding of the transcreation industry and its place in
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advertising and in language service provision. The following pages will, therefore, suggest
explanations, elaborate on findings, and invite for a discussion of the transcreation
phenomenon. In short, this will be an attempt to go beyond description.
7.2.1. Translation as a straw man
As suggested several times in this dissertation, translation is often presented as a
relatively narrow concept that only covers a specific kind of language transfer. If there is
a consensus among an established group of people to adhere to this concept, it creates a
large space for services that cannot be considered as translation.
During the last 40 years or so, translation studies has taken a number of turns.
Many of these were discussed in chapter 2, so I will not go into further detail here. In
general, these turns have led to a broadening of the understanding of translation and
what translation can be. Consequently, many concepts presented with different names
(e.g. transcreation, localisation, transediting) can rather easily be embraced by this broad
understanding. Based on the data material I have collected for this study, the same
development does not seem to have taken place in the industries. Here, the
understanding of translation largely coincides with the equivalence-based theories
dominating translation studies decades ago. In a scenario like that, it is only logical that
translation becomes a phenomenon that only fits into a restricted set of tasks.
From a conceptual point of view, it seems that transcreation can only be seen as
a unique and independent phenomenon if you perform the manoeuvre of reducing
translation to a ‘straw man’ whose sole purpose is to transfer words from one language
into another.
7.2.2. The reality of the client is very much the reality of the language service provider
A perspective that cannot be left out when dealing with a transcreation agency, or a
translation agency for that matter, is the client perspective. As illustrated in the analysis,
the client plays an important role in various aspects and can be an active participant
throughout a project.
To say that the client is very important, however, is in itself a very rudimentary
and self-evident statement. So, the reason, why I bring up this seemingly trivial fact, is
that the clients’ perception of advertising adaptation does not necessarily match the
complexity involved. As a service provider the transcreation agency is very much a part
of the reality of the client, and if many clients find it difficult to understand the subtleties

224

of transcreation, it more or less forces the transcreation provider to be very explicit
about the differences between their services and explain exactly how, and maybe also
why, they work.
This could very well be a contributing factor to the clear distinction between
transcreation services, translation services, and other services as well. If the word
‘translation’ does not convey the intended message, something else must be done. Could
it be that the experiences of Susan, Gemma, and April described in section 6.6. deserve a
note in the midst of such discussions?
Moreover, it might be worth remembering one of the quotes from earlier: “Never
use the word ‘translation’ within a transcreation file. It undermines the whole thing that we’re doing”.
7.2.3. The economic turn
From a very practical point of view, it makes sense for a marketing implementation
agency, and probably many other types of language service providers as well, to
differentiate between services. If you have two or more services covering source text
adaptation that require different workflows and are priced differently, these services will
also very likely have different names. In such a scenario, it would only seem natural to
suppose that if you have one service labelled translation, other services would be labelled
differently.
Speaking once again about turns, Gambier’s suggestion of an economic turn can
help explain many of the circumstances within the transcreation industry. First of all,
word-for-word taxation is probably the most common way of paying translators. The
adequacy of this payment method is clearly a potential subject of discussion, and, in
some cases, its inadequacy is indisputably striking. Taglines are an obvious example of
this. In section 6.6., I gave an example of how taglines can cause problems. It concerned
a tagline where the pronouns had a very prominent position and where text and visuals
played strongly together. In this case, the number of words did not reflect the complexity
of the task, and, once again, there is an example of a need to differentiate between
services.
From a broader perspective, TagLine, or even the entire transcreation industry, are not
alone in finding different terms for processes that involve more than just language
transfer. In many cases, public institutions have set up regulations for what they perceive
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as translation. One example is The European Union 54. According to the European
Standard for Translation Services (EN 15038) (A3), there is a series of added value services
including adaptation, rewriting, localisation, transliteration, pre- and post-editing,
subtitling, voice-over and many more (transcreation is not in the list). In short, services
that involve one or more of these elements can be called something else than translation
and then function partly as descriptions of the service you get as a client when ordering
the product, but there is also a much more tangible implication than just the way of
perceiving translation services in relation to other services. Establishing a set of
translation related services (many of which can theoretically be placed under a translation
umbrella) that supposedly adds value will most likely have a direct economic implications
as well: if you include one or more of the added value services your product becomes
more expensive. And, in most cases, it is probably not difficult to argue for the added
cost. If you hire an actor and a studio to do a voice-over recording of a translated text,
there is no doubt that the price for such a service will go up. Such developments will
inevitably have repercussions within translation environments, practical as well as
academic. Gambier (Munday & Gambier 2014) asks what will be left for translation if all
these related services are accepted as something else than translation, and, indeed, as
something that suggests an added value. No matter how these added value services are
received in academic circles, they do inspire discussions on the position of translation
and make scholars reflect on the ontology of their research field.
7.3. Overall conclusions
In the introduction chapter, I raised two research questions:
1. How is transcreation conceptualised in:
-

academic literature?

-

literature from transcreation practitioners?

2. How is transcreation perceived and practised in the marketing implementation
agency TagLine?
I mainly attended to the first research question in chapter 4 on the concept of
transcreation. This chapter showed that transcreation is conceptualised in many different
54

Thanks to Renée Desjardins for pointing out to me that similar regulations exist in Canada
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ways. In the scholarly literature, there are voices criticising the tendency to downgrade
translation through the invention of new labels like transcreation (Munday & Gambier
2014). But, at the same time, there are those who see the concept of transcreation almost
as a gift to translation, because it emphasises the creative element of translation, which
suffers from the merits of advanced machine translation (Katan 2015).
Regarding the practitioner angle of the concept, chapter 4 indicated that
transcreation is generally seen as something more, or something different, than
translation. But it was also indicated that there are slightly different ways of defining
transcreation within the industry itself. Some see transcreation as something that is
clearly placed somewhere between creation and re-production, and others perceive
transcreation as something that is almost completely original.
The second research question was the main concern in chapter 6, which gave a
presentation of transcreation as seen from within the industry itself. This chapter was
built on a template with four major themes, each with their own subthemes. I will now
provide my conclusions for the second research question by going through each of the
four principle themes from the analysis in chapter 6:
7.3.1. Agents
Transcreation has been identified as an interplay between a number of agents each
carrying out a specific role. This study places the transcreation manager at the centre of
the process, which also includes copywriters, copyeditors, clients, creative agencies,
production managers etc. The transcreation managers rarely describe themselves as
people working with translation. Instead, they tend to use labels like advertising,
advertising post-production, marketing implementation, adaptation, and copywriting to
describe what they do. So, to some extent, the transcreation managers’ perceptions of the
work they do reflect many of the views presented in chapter 4.
The theme of agents also suggested that the collaboration between transcreation
management and clients is also a learning process where the client is ‘educated’ on how
to provide what the transcreation managers perceived as optimal conditions for the work
concerning transcreations.
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7.3.2. Working in an international environment
When working with languages, the international aspect is more or less given, and this
also shines through in a transcreation context. This study clearly indicates that
transcreation means being in close contact with many different markets and working
with multiple nationalities at the same time. It was indicated that there are both
complications and benefits connected to this international environment, and, more
importantly, it was indicated that transcreation tends to be perceived as a teamwork
effort where several different people can provide their inputs. The image of the lonely
writer does not fit this context where the outcome is usually the result of many people
sharing their thoughts and ideas.
7.3.3. Quality in transcreation
To say that quality assurance is a distinctive feature of transcreation would probably
make very little sense. Even within TagLine, quality was also an important aspect in
translation projects. But what can be said is that the ideas of securing quality in
transcreation have led to a specific workflow that includes both copywriters and
copyeditors working on each project. They provide the client with multiple alternatives
(usually two or three), and a native insight check will often be carried out prior to the
work on the text in the transcreations.
So, apart from the actual use of the name transcreation, this workflow, born out of
the perceptions of quality, may be what most clearly characterises transcreation.
This study indicates that the degree of adaptation (some may attach the concept of
creativity to this aspect) can vary from project to project. Sometimes, extensive adaptation
is needed to make a transcreation fit into a local market. Sometimes, the content of the
master campaign fits very well into a market, and only minor adaptations are needed. But
in both cases we will have instances of transcreation, not due to the degree of adaptation,
creativity, or whatever you may want to call it, but due to the fact that both projects have
gone through a transcreation workflow.
7.3.4. Transcreation vs. translation
Chapter 4 clearly showed that TagLine is far from a singular case when it comes to
opposing transcreation and translation. Many other transcreation providers describe
transcreation as something more, or something different, than translation. The analysis
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also came with some suggestions to why the use of the term translation could sometimes
turn out to be problematic for the agency. One of the major concerns of many of the
transcreation units, as I got to learn, is that not all clients take the adaptation needs into
account, and that when they say ‘translate’, they merely refer to a simplistic linguistic
transfer that does not concern any other semiotic units. The term translation, as
understood by the client, then, becomes incompatible with the actual work procedure of
the agency.
7.4. Limitations
This project has, of course, been limited in scope and cannot be seen as an exhaustive
exploration of marketing and advertising transcreation. The field study gave an insight
into many aspects of a specific transcreation provider, but there is no way of saying if
this insight is representative of the entire industry. Furthermore, this project almost
exclusively accounts for the experiences of the transcreation managers. Many of the
other agents were mentioned and described, but their physical absence means that this
project cannot provide us with their experiences with transcreation.
Another aspect that one should bear in mind is the fact that the time spent in the
field was very limited compared to what you see in many other ethnographic studies.
Chapter 5 discussed some of the issues of doing ethnography over short periods of time,
and it is still an open question what a prolonged stay at the agency could have done for
the research project.
Finally, the deep emersion into the local environment meant that I got access to a
lot of confidential material. One of the consequences of this is that I have had to be very
careful when presenting transcreation and translation projects carried out by the agency.
So, in terms of showing examples of actual transcreations, my possibilities have been
quite limited. I deem this to be reasonable for a context-oriented study, but it does leave
an open space for more product-oriented studies of texts labelled as transcreations by
practitioners, i.e. assumed transcreations.
7.5. Future perspectives
Translation scholars have long advocated for a broad understanding of translation and
for the importance of the context. The reasons for this are manifold. Technological
improvement/invasion threatens the raison d’être of the human translator and makes
extra-textual considerations not only a mean for higher quality but also one of the
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translation profession’s most powerful weapons in the fight against extinction. This is the
very serious picture painted by Katan (2015), and whether you share his views or not, it
does raise an interesting question: does transcreation/the transcreational perspective
empower the translator?
It could certainly be interesting to see, if transcreators feel empowered by their
possibility to argue for their choices and to provide alternative solutions. This would
require another study where the focus is on the freelancers sitting with the transcreations
out in the local markets.
Another perspective that could be of major relevance is the client perspective.
Throughout this study, it has been established that the client plays a vital role in the
entire process of transcreation. Therefore, it could be valuable to investigate how the
clients perceive transcreation. What makes a brand opt for a transcreation solution?
What do the clients expect from the transcreations?
From a completely different angle, it might be of relevance to ask, if the experiences
from transcreation could be brought into the training in translation institutions. The
present study showed that transcreation was also an exercise in giving feedback on
copywriters’ suggestions, in explaining a creative intent, and in solving both linguistic and
visual issues through discussions with colleagues. In short, transcreation is a teamwork
effort and not a job for the lone writer. Desjardins (2011) argues that online social
networking can be a valuable contribution to translator training and sees Facebook as an
important tool for the translator. It may also be worth considering if the collaborative
nature of transcreation projects is something that could inspire translator training.
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8. English summary
Transcreation is a word that can basically be described as a fusion of the two words
translation and creation. It is a term that has found its way into many different domains,
and it can refer to adaptations of ancient Sanskrit plays, computer games, and different
kinds of poetry, just to mention a few examples. However, it is one domain in particular
that is of interest for this study, and that is the domain of marketing and advertising. This
dissertation takes on the different aspects of transcreation that are related to this specific
domain and seeks to give an insight into a practice that has so far received little attention
from a scholarly perspective.
But how does transcreation come into the picture in a marketing and advertising
context? When advertising their products, brands will very often have to cross national,
linguistic, and cultural borders. In this context, a relatively new industry – the
transcreation industry – promises to deliver adapted advertising and marketing material
that will work well when entering new markets.
But how is transcreation actually perceived, and what exactly happens during this
process where one master campaign turns into several locally adapted campaigns in many
different languages? These are some of the major points of interest of this dissertation.
And it will mainly be based on theory from the field of translation studies, but also from
the field of Integrated Marketing Communications, that this dissertation sets out to
explore the concept of transcreation.
For the collection of data, this dissertation is strongly inspired by Gideon Toury (2012)
and his concept of assumed translation, which is “all utterances in a [target] culture which are
presented or regarded as translations, on any grounds whatever, as well as all phenomena within them
and the processes that gave rise to them (2012: 27). In the same line of thought, this dissertation
takes the position that, in order for something to be considered as transcreation, it must
be assumed to be so by the people talking about it.
More concretely, this study sets out to do two things. Firstly, through a review of
different literature on transcreation coming from both academia and the industries, the
study will provide a broad picture of how transcreation is conceptualised. This review
shows a tendency among practitioners to see transcreation as something more or
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something different than translation. The degree of adaptation involved in transcreation,
however, is something that the practitioners do not entirely agree upon. The academic
literature tends to be much more sceptic towards granting transcreation a special status.
Secondly, the study will go much more into detail with the concept of
transcreation by investigating how it is conceptualised and manifested by one specific
provider of transcreation services. In this context, transcreation seems to manifest itself
as an activity that is carried out in teams, and where several different agents can influence
the outcome of a transcreation project.
The second part of the study is, by far, the most extensive and is based on an
ethnographic field study carried out during a period of four weeks in the beginning of
2014. During this field study, I followed the employees of a marketing implementation
agency situated in London. I observed them, talked to them about their work, and also
participated in some of the tasks they do. This dissertation presents my experiences
during this field study and finishes by discussing what could be some of the reasons for a
phenomenon like transcreation to gain a more and more prominent role in today’s world
of marketing and advertising.
Reference:
Toury, G. (2012). Descriptive Translation Studies and beyond: Revised edition, John
Benjamins Publishing.
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9. Dansk sammendrag
Transcreation er en sammenskrivning af de to ord translation og creation. På dansk bliver
det ofte omtalt som kreativ oversættelse. Det er en term, som findes inden for mange
forskellige områder, og den bruges blandt andet til at referere til gamle sanskrittekster,
computerspil og i nogle tilfælde poesi. Der er dog et andet område, som her har særlig
interesse, nemlig reklame og marketing. Denne afhandling behandler de dele af
transcreation-fænomenet, som er relateret til netop dette område, og sigter mod at give et
indblik i praktiske forhold, som indtil videre kun har fået forholdsvis lidt opmærksomhed
i akademiske kredse.
Men hvad er det, der gør transcreation så relevant inden for reklame og marketing? Når
store brands skal markedsføre deres produkter, vil det som regel ske på tværs af både
nationale, sproglige og kulturelle grænser. Og det er her, transcreation kommer ind i
billedet. Det er en relativt ny industri, som lover sine kunder at levere reklame- og
marketingmateriale, der fungerer godt, når det skal ud på nye markeder.
Men hvordan bliver transcreation rent faktisk opfattet, og hvad kan man helt
nøjagtigt sige om den proces, der fører til, at en overordnet kampagne bliver til flere
forskellige nationale kampagner på flere forskellige sprog? Det er nogle af de
grundlæggende spørgsmål, som denne afhandling forsøger at svare på. Dette sker på
baggrund af undersøgelser, der først og fremmest baserer sig på oversættelsesteori, og
som derudover inddrager teori fra integreret marketingskommunikation.
Til dette forskningsprojekt er dataindsamlingen stærkt inspireret af Gideon Toury (2012)
og hans princip om, at oversættelse er hvad som helst, der antages at være oversættelse.
På samme måde opstiller denne afhandling det kriterium, at for at noget kan anses for at
være transcreation, skal de personer, der taler om det, selv opfatte det som transcreation.
Helt konkret sætter dette forskningsprojekt sig to ting for øje. For det første vil der være
en gennemgang af litteratur, der omtaler transcreation. Det drejer sig både om litteratur
fra akademiske miljøer og fra folk, der selv praktiserer transcreation. Dette gøres for at
give et overordnet billede af, hvordan transcreation opfattes som koncept. Denne
gennemgang viser, at der blandt folk, der praktiserer transcreation, er en tendens til at se
transcreation som noget, der enten er mere end, eller falder uden for kategorien
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oversættelse. Den akademiske litteratur er generelt mere tilbageholdende i forhold til at give
transcreation en særstatus.
For det andet vil dette projekt gå mere i dybden med transcreation-fænomenet
ved at undersøge, hvordan det opfattes, og hvordan transcreation udføres hos én
bestemt transcreation-udbyder. I denne kontekst synes transcreation at manifestere sig
selv som en praksis, der udføres i hold, og hvor flere forskellige agenter har mulighed for
at få indflydelse på det endelige resultat.
Den anden del af studiet er den mest omfattende, og den er baseret på et etnografisk
feltstudie, som blev udført over en fireugers periode i starten af 2014. I løbet af dette
feltstudie

tilbragte

jeg

en

masse

tid

sammen

med

de

ansatte

hos

et

marketingimplementeringsagentur i London. Jeg observerede dem, talte med dem om
deres arbejde og deltog desuden i nogle af de samme opgaver som de ansatte. Denne
afhandling redegør for mine oplevelser i løbet af dette feltstudie og runder af med en
diskussion om nogle af de faktorer, der kan have været medvirkende til, at transcreation i
dag får en mere og mere prominent rolle inden for reklame og marketing.
Kilde:
Toury, G. (2012). Descriptive Translation Studies and beyond: Revised edition, John
Benjamins Publishing.
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