
902 

Summary : 

                   Advertising Translation and culture: Challenge or Transgression??  

Key words:   

 Advertisement ,  globalization , culture , advertising translation , consumption , adaptation 

 Translation of advertisements is a specific genre that has been crystallized from the rapid 

changes enforced by globalization which seeks the spread of a common way of consumption, 

using advertisement. What we witness nowadays is the repercussions of advertisement and 

globalization which makes an end to the dialogue between cultures that creates their harmony, 

paving the way to the sole American civilization. Advertisement is simply a discourse  born in a 

society where a set of parameters define its architecture and target; however, it is included 

within the cultural practice where the socio-cultural space is endowed; what make of its 

translation a real challenge, a controversial issue. Consequently, the translation of 

advertisement has become confined to intercultural matters. As a subsequent aftermath, 

adaptation is considered one of the successful procedures to realise a local communication by 

changing the western advertisement according to the receptor's cultural features, for the sake of 

maintaining equilibrium between the commercial benefit and the recognition of the “other” and 

even respecting the difference and acknowledging the manifolds.  
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