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In today's globalized world, the issue of effectively communicating culture- 

specific information comes to the forefront and gives rise to the discussion of the 

ways and means of appropriately conveying culturally biased content. 

It is well established that the cultural specifics of a text are not always 

accurately conveyed through verbal means alone. In this respect, the term 

"transcreation" is becoming more in demand [1, 3, 5, 9]. 

Different researchers have various perspectives on the definition of 

transcreation. Some describe transcreation as the intra/interlingual interpretation 

of an original work that is adapted to the target reader (audience); this process 

requires the translator to create new conceptual, linguistic, and cultural constructs 

to compensate for the absence or lack of existing ones [6, p.95]. Other researchers 

limit transcreation to the creative adaptation of video games and advertising 

products [8, p.9] or solely to marketing [7]. From a marketing perspective, the 

content of the text, which appeared as a result of transcreation, is intended to 

resonate with local markets in order to have the same impact as the original. It is 

an efficient marketing tool, which helps to elicit a similar emotional response from 

target audience in both the source and target languages. By bridging the cultural 

gaps or differences in the original content with new linguistic and cultural 
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elements, transcreation ensures that the true meaning, implicit information, and 

intentions of advertising slogans are accurately conveyed. It aims to expand the 

audience and attract new customers by making the advertising message resonate 

with the intended users. Transcreation means blurring the boundaries between 

different cultural perspectives and striving to make the translator's presence as 

invisible as possible in the translated text [2]. 

The divergence between translation and transcreation is apparent. In 

translation, the content of the message remains unchanged, and the original 

meaning is preserved. Meanwhile, transcreation involves creating a different 

meaning to achieve a goal. On the other hand, in translation, the original message 

may incorporate different types of images and remain unchanged. Transcreation 

requires changing images and backgrounds to meet the needs and expectations of 

local consumers. 

Researchers posit that applying transcreation for marketing purposes helps 

expand the audience and acquire new customers [5]. This type of translation 

requires high qualifications, a wide range of intercultural knowledge and 

competencies, and a creative approach. Hence, the growing tendency for language 

providers to use transcreation creates a demand for employees with new skills and 

competencies. Due to this fact, there is an urgent need to include transcreation 

courses or its elements in the university curriculum to meet the new requirements 

of the job market. 

Current trends in translation studies and the evolving market of translation 

services are giving rise to innovative forms of translation that diverge from more 

traditional ways and methods of translation. These forms present new 

requirements and challenges for translators. In light of such changes, modern 

translation specialists and freshly turned out professional graduates should be 

competent about the latest developments in their professional field and have a 

thorough background cultural knowledge of source and target languages. 
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В умовах посилення глобалізації та жорстокої конкуренції, для 

компаній стає надважливим застосування ефективних маркетингових 

стратегій, де ключову роль відіграє грамотний брендинг. З огляду на 

домінування англійської мови на міжнародній арені, переклад брендів та 

їхнього контенту виступає як ключовий аспект глобальної маркетингової 

стратегії. Однак, цей процес несе в собі численні виклики та складнощі, які 

потребують ретельного вивчення та аналізу. 


