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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.

REFERENCES:

1. Bepryn, JI. Tpanckpeamis sk 3aci0 MDKKYJIbTYpHOI KOMYHIKAIIii.
[HHOBAIIIIHI TIPOIIECH E€KOHOMIYHOTO Ta COIIATbHO-KYJIbTYPHOTO PO3BHUTKY :
BITUM3HSHUM Ta 3apyOiKHUN mocBia : 30. Te3 gom. [X MixHap. HayK.-TIpakT.
KOH(}. MoJouX ydeHux i crynenTiB / penkodn. : JLI. Beprys, 0. B. Menbauk, O.
Jlerkwuii. Tepuomins : THEY. 2016. C. 170-171.

2. Bipotuenko, C., & SxyroBud, M. Oco0nuBOCTI aganTyBaHHsS BIACHHUX
Ha3B IMUISXOM BHUKOPHCTAHHS CTpaTerii TpaHCKpearii, JAOMecTHKaIlii Ta
dopeHizalii mix yac 3AiMCHEHHST KIHOTIepeKinany kutaichbkux TB-moy. Bicauk
XHY imeni B. H. Kapasina. Cepis: [Hozemna ¢dimonoris. MeToanka BUKIa aHHS
iHO3eMHHX MOB. 2022. (96). C. 17-22. https://doi.org/10.26565/2786-5312-2022-
96-02

3. Irnarenko, B. J/[. OcoOnuBOCTI HaB4YaHHS MalOyTHIX MepeKiIanadiB 3
ypaxyBaHHSIM CYyYaCHHUX TEHJICHIIIN B IHIYCTpli nepekiany. AkaaeMidHl CTY/Ii.
Cepin  «llemarorikay. 2023. (4), C. 16-20.

89



Mamepianu VI Mixcnapoonoi Haykoeo-npakmuynoi Konghepenuii

https://doi.org/10.52726/as.pedagogy/2022.4.3

4. IIputnuenko I'. CyyacHi TeHAEHIII1 y IEpPEeKIa03HaBCTBI Ta IX BILIUB Ha
poboty mepekiamgada. Mojomuit Buenuid. 2021. Ne 12 (100). C. 222-225.
https://doi.org/10.32839/2304-5809/2021-12-100-45

5. Benetello, C. (2017). Transcreation as the Creation of a New Original: A
Norton TM Case Study. Exploring Creativity in Translation across Cultures.
2017, December. P. 237-247. https://doi.org/10.4399/978882550960117

6. Gaballo V. Exploring the Boundaries of Transcreation in Specialized
Translation // ESP Across Cultures 9. 2012. P. 95-113.

7. Ray R., Kelly N. Reaching New Markets through Transcreation, Lowell,
Massachusetts: Common Sense Advisory, Inc. 2010. 50 p.

8. Routledge Encyclopedia of Translation Studies/ edited by Mona Baker.
Routledge, 2001. 654 p.

9. Venuti L. The Translation Studies Reader / ed. by L. Venuti. 4th ed.
Abingdon, Oxon; New York: Routledge. 2021. URL:
https://doi.org/10.4324/9780429280641

CYUYACHUM AHI'JIOMOBHUM TUCKYPC BPEHIUHI'Y SIK
ITPOBJIEMA TIEPEKJIAZ1Y
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M. Tepnonine, Yrpaina

Opucnaea lIeanuie
KaHouoamka Qinono2ivHux Hayk,
doyenmka Kagheopu meopii i nNpaxmuku nepexiaoy
TepHoninbcbKull HAYIOHAILHUL Ne0A202iYHULL YHIBepCUumem
imeni Bonooumupa I'namioxa
m.Tepnonine, Yxpaina

B ymoBax mocunenHs Tiobanmizarlii Ta XOPCTOKOI KOHKYPEHIIIl, s
KOMIIaHIi CTa€ HAABAXIIMBUM 3aCTOCYBaHHS €(DEKTUBHUX MapKETUHTOBHUX
CTpaTeriii, Ji¢ KIIOYOBY pPOJIb Biirpac TpaMOTHUN OpeHAWHT. 3 OTJsay Ha
JOMIHYBaHHSI aHTJIIMCHKOI MOBM Ha MDKHAPOJHIA apeHi, mepekiaa OpeHmiB Ta
iXHBOTO KOHTEHTY BHUCTYIAE SK KIFOUOBHUM ACIMEKT TJIOOAIBHOI MapKETHHTOBO1
crparerii. OgHak, el mporec Hece B 001 YMCIICHHI BUKIUKH Ta CKJIATHOII, SKi
noTpeOyIOTh PETEIbHOTO BUBUYCHHS Ta aHAII3Y.
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