Boiko Ya. V. Intercultural business communication: strategies for translating marketing texts

VIK 81'25:316.77
DOI https:/doi.org/10.24919/2663-6042.23.2025.3

INTERCULTURAL BUSINESS COMMUNICATION:
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This article provides a comprehensive analysis of the intricacies involved in the translation of marketing texts
within the broader scope of intercultural business communication. It highlights the multifaceted challenges that trans-
lators encounter when dealing with content rich in culturally specific references, idiomatic expressions and persuasive
rhetorical devices, i.e. elements that often resist direct or literal translation. The study underscores the necessity of
employing a nuanced, context-sensitive approach that aligns with the target audience s cultural expectations, commu-
nicative norms, and market-specific preferences. In particular, the article offers a detailed classification and critical
evaluation of various translation strategies, including transcreation, localization, adaptation, and perspective shift.
These strategies are assessed in terms of their capacity to preserve both the semantic content and the emotional and
persuasive force of the original message, which is crucial in maintaining the integrity and impact of brand communi-
cation across linguistic and cultural boundaries. The article also outlines practical techniques for implementing these
strategies effectively. These include the transcoding, which ensures the equivalent translation of marketing content
across all linguistic levels; lexical-semantic transformations, which adjust the meaning of foreign terms, considering
the cultural, contextual and grammatical features of the target audience; lexical-grammatical transformations, which
involve changing sentence structures and word choices to meet the grammatical and stylistic expectations of the target
market. Drawing on a wide array of practical examples from real-world advertising slogans, the article illustrates
how different translation strategies and techniques are applied in specific cultural contexts. Special attention is given
to cases where inadequate cultural adaptation led to misinterpretation or diminished brand resonance, reinforcing the
significance of a culturally informed translation process.

Key words: marketing translation, advertising slogans, transcreation, localization, adaptation, perspective shift,
cultural transposition, consumer perception.

boiiko A. B. Miyckynomypna 06i3nec-komynikauyia: cmpamezii nepexnady MapKemuH2O6UX MEKCHIe.
Y cmammi npoananizoeano cxiaomowi, w0 GUHUKAIOMb NPU NePeKkiadl MAPKeMUuHZ08UX MeKCMI8 V YapuHi
MIdCKyTbmypHOT  Oi3Hec-koMyHiKkayii. Buceimneno 6acamocpani 6UKIUKY, 3 SAKUMU CMUKAIOMbCA Nepekiaoayi
npu pobomi 3 KOHMEHMOM, W0 MICIMUmMs KVJIbMypHO cheyuiuni enemenmu, iOlOMAmMuyHi 6Upaszu ma nepeKoHIusi
PUmMopuyHi 3acobu, mobmo eremenmu, AKi 4acmo 8aicKo Nepeoamu Wiaxom npamoco abo 6YKeaIbHO20 nepexnaoy.
Hocriooicenns nioxpecnioe HeoOXiOHICMb BUKOPUCIAHHS BUBAICEHO20, UYMIUBO20 00 KOHMEKCMY NioxXody, SAKuil
8I0N0BIOAE KYIIbMYPHUM OYIKYBAHHAM YLIb0BOT ayOUmopii, KOMyHIKAMUGHUM HOPMAM Ma CReYUQiuHUM YRoOOOAHHIM
DUHKY. 30Kpema, 3anponoHo8ano 0emanviy Knacugixayilo ma KpumudHuil 021:0 pisHux cmpameziii hepexaady, cepeo
iHWoeo mpauckpeayii, nokanizayii, adanmayii ma 3minu nepcnexmugu. Lfi cmpamezii oyinerno Ha npedmem ixHvoOl
30amuocmi 30epicamu AK CeMAHMUYHUL 3MICM, MAK | eMOYIUHY MAa NEPEeKOHIUBY CUTLY OPULTHATbHO20 NOBIOOMIEHHS,
WO € 8aXCIUBUM 0TI 30epedCeHHs YiNiCHOCMI Ul 8NIUB0BOCHIT MAPKEMUH2080i KOMYHIKAYIT uepe3 MOBHI Mma KyIbmypHi
medxci. Y cmammi maxoxc oKpecneHo npakmuuHi mexwiku epexmusno2o sacmocyéanus yux cmpameeii. Cepeo
HUX — MPAHCKOOYBAHHSL, Uj0 3a0e3neuye exgieaieHmHUll nepexiad MapKemuHz08020 KOHMENMY Ha 6CIX MOBHUX PIGHAX,
JIEKCUKO-CeManmuyHi mpancgopmayii, AKi Kopueyioms 3HAUEeHHs THOZEMHUX TEPMINIE 3 YPAXYSAHHAM K)YIbMYPHUX,
KOHMEKCMYaNbHUX 1 2PAMAmMUYHUX 0CoOIusocmetll Yinbosoi ayoumopii; JeKCUKo-epamamuyni mpancgopmayii,
Wo nepeddauaOmMy 3MiHy CIMPYKMypu peveHs ma ubip Cié 3 ypaxy8anHHaM SpaMAmMuyHux i CIMURICIMUYHUX 6UMO2
punky. Ilocny208y6anna wiupoxkum cnekmpom nPaKmudHux RPUKAA0ie i3 peanvHUux peKIamMHux C102aHie YMONCIUBULO
npoimocmpyeamu, AK pisHi cmpamezii ma mexHiku 3acmocogylombCs 6 CHeyupiuHux KyNbmypHUX KOHMEKCMAXx.
Ocobnusy ysazy 30cepedsrceno Ha BUNAOKax, Ko He0OCMamus KyIbmypHa a0anmayis npu3eo0und 00 HenpaguibHo20
MAyMavents abo 3MeHWeHHA Pe30Hancy Opendy, Wo NiOKPecmoe BadCIUGICmyb KYIbHyPHO OOIPYHIMOBAHO20
nepexaaoaybkozo npoyecy.

Knrouosi cnosa: mapxemuneosuil nepexiao, peKiamHi clo2anu, MpancKkpeayis, 10Kanizayis, adanmayis, 3MiHa
nepcnekmueu, KyIonypHa mpancho3uyis, CRPULHAMMA CIONCUBAYEM.

Defining the problem and argumentation of the
topicality of the consideration. In the contemporary
era of globalization and digital commerce, marketing
communication has transcended national boundaries,
requiring businesses to address culturally diverse
audiences across the world. As companies strive to
enter new markets, accurate and culturally sensitive
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translation of marketing texts has become a critical
factor in shaping brand image, engaging consumers and
ensuring successful product promotion. Unlike other
forms of translation, marketing translation demands
not only linguistic accuracy but also cultural adaptation
to reflect local values, consumer behaviour and social
norms. Marketing texts occupy a unique position at the
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crossroads of language, culture and commerce, often
featuring idiomatic expressions, persuasive language
and emotional appeal that present significant challenges
in translation. The ability of businesses to effectively
communicate their value propositions across cultures
has become a decisive factor in international success.
A poorly translated slogan or culturally insensitive
advertisement can result in misunderstandings, damage
to brand reputation or even marketing failure, while a
culturally attuned translation can significantly enhance
brand loyalty and sales. The complexity of translating
such texts lies in balancing fidelity to the original
message with the need for cultural and linguistic
adaptation to local norms, values and consumer
behaviour. A literal approach may distort the message,
whereas an overly liberal one risks misrepresenting
the brand identity. As global markets demand more
multilingual content and consumer expectations grow
increasingly complex, research into effective translation
strategies for marketing texts becomes not only timely
but essential. This topic addresses real-world challenges
faced by translators, marketers and copywriters, and
contributes valuable insights to the field of intercultural
business communication by highlighting best practices
in marketing translation.

Analysis of recent research and publications.
Modern research literature confirms that the translation
of marketing texts in the context of intercultural
business communication is not merely a process of
linguistic transfer but primarily a strategic adaptation of
messages according to the cultural context. The success
of these translations relies on blending translation
techniques with intercultural competence, allowing for
the preservation of persuasiveness, emotional appeal,
and brand values.

Ordudari examined key methods for transform-
ing content while preserving its functional value. He
emphasizes that the strategy selected should align with
the genre of the text and the specific communicative
situation. These considerations are particularly
significant in the context of marketing translation, where
emotional appeal, brevity and persuasive impact are
paramount [5].

Ploniska’s publication addresses the psychological
dimensions of how translated messages are perceived.
The author argues that for a translation to be truly effec-
tive — especially in the realm of intercultural advertis-
ing — it must trigger the same cognitive and emotional
responses in the target audience as the original message
[6].

Molina and Hurtado Albir offer a detailed taxonomy
of translation techniques within a functionalist frame-
work. Their work emphasizes the necessity of integrating
multiple strategies (such as transposition, modulation,
adaptation, and amplification) to ensure communicative
adequacy, which is essential for intercultural marketing
messages [4].

Hag Muntasir applies Skopos Theory to the trans-
lation of pragmatic texts, asserting that the translator's
priority should be the intended function or purpose (sko-
pos) of the translation, rather than direct equivalence [3,
38]. This approach is particularly valuable in the field of
marketing, where the success of a slogan or campaign
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often hinges on cultural resonance rather than literal
accuracy.

Mintsys and Telegina emphasize the need to con-
sider stylistic and cultural elements when translating
texts rich in aesthetic and emotional value [2, 19]. While
their examples are rooted in literary translation, their
insights into transposition, modulation and adaptation
prove highly applicable to the analysis and translation
of advertising slogans.

Given the outlined translation approaches, it is now
crucial to explore how these translation strategies can be
effectively applied to preserve the cultural and commer-
cial impact of marketing texts for the target audience
within intercultural business settings.

Setting the goals and tasks of the article. The
goal of this study is to identify and analyze effective
translation strategies that ensure marketing texts retain
their persuasive power, emotional appeal and cultural
relevance across diverse linguistic and cultural contexts.
To achieve this goal, the article sets the following specific
tasks: 1) to identify the main challenges translators face
when working with marketing texts; 2) to classify and
evaluate translation strategies commonly applied to
marketing texts; 3) to analyze practical examples of
marketing text translation to illustrate successful and
unsuccessful strategies in different cultural contexts.

The outline of the main research material.
Translating marketing texts poses a unique set of
challenges that go beyond linguistic equivalence, as
such texts are deeply embedded in cultural, emotional
and psychological contexts.

One of the primary difficulties lies in handling
culturally specific elements, such as local customs,
values, symbols, humour and references that may
not have direct counterparts in the target culture.
Misinterpreting or inadequately adapting these elements
can lead to confusion, offense or loss of message
effectiveness.

Another challenge involves idiomatic expressions,
which are often tied to the cultural worldview of
the source audience. These expressions are rarely
translated directly and wusually require creative
equivalents or complete reformulations to maintain
their intended impact. Literal translation of idioms
often results in unnatural or meaningless phrasing in
the target language, thereby weakening the persuasive
force of the message.

Additionally, persuasive language — a hallmark
of marketing communication -relies heavily on
emotional appeal, rhetorical devices and stylistic
nuance. Translators must capture the tone and intent of
the original text while adapting it to resonate with the
target audience’s cultural expectations and consumer
psychology. This task is further complicated by
advertising conventions, legal constraints and taboos in
various cultures.

Finally, the risk of distorting brand identity is ever-
present. A translator’s decision — whether to preserve
the source content closely or adapt it liberally — can
influence how the brand is perceived in the new market.
Striking the right balance between fidelity to the original
message and sensitivity to the target culture requires
both linguistic competence and intercultural awareness.
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Translating marketing texts demands a nuanced
balance between fidelity to the source and adaptation
to the target culture. This complexity has given rise
to a wide array of translation strategies, ranging
from ancient practices of domestication to modern
concepts like transcreation. Historically, the strategy of
domestication — where a foreign text is adapted to the
norms and expectations of the target culture — has been
evident since Ancient Rome. Friedrich Nietzsche noted
that Roman translators such as Horace and Propertius
would often omit culturally specific Greek references,
inserting Roman allusions instead and even replacing the
original author's name with their own [7]. This approach
presents translation as a form of cultural conquest, in
which domestication not only bridges linguistic gaps
but also reasserts the dominant culture’s identity.

In contrast, the strategy of foreignization,
introduced during the German classical and romantic
periods and formalized by Friedrich Schleiermacher,
advocates for preserving the cultural and stylistic
distinctiveness of the source text. As Schleiermacher
posited the translator can either bring the reader closer
to the author (foreignization) or the author closer to the
reader (domestication) [2, 23]. These two poles continue
to underpin the theoretical framework of translation
strategies today, especially in fields like marketing
where both accessibility and authenticity are crucial.

Modern methods of translating marketing texts are
rooted in these foundational theories but have evolved
to include more specialized and practical strategies
designed specifically for commercial use. Let's explore
a few of them.

1. Transcreation, as a modern form of domestication,
involves creatively reimagining the source text to
resonate deeply with the cultural and emotional
expectations of the target audience. Unlike literal
translation, transcreation prioritizes the intended impact—
emotional, persuasive or humourous — over strict lexical
fidelity. This strategy is particularly vital for translating
slogans, brand names, advertising headlines and other
emotionally charged content where cultural references,
idiomatic expressions, or wordplay must evoke a
similar response in the target culture. Transcreation
often requires close collaboration between translators
and marketing professionals, as it blends linguistic skill
with cultural insight and copywriting expertise to ensure
that the message remains both effective and culturally
appropriate.

2. Localization involves adapting content to align
closely with the cultural norms, preferences and
expectations of a specific target market. It goes beyond
mere language translation to encompass elements
such as regional vocabulary, imagery, colour schemes,
product names, units of measurement, humour and even
legal or regulatory requirements. The goal is to make the
content feel familiar and relevant to the local audience,
enhancing engagement and trust. Effective localization
can significantly improve user experience and market
acceptance, but it also presents challenges —particularly
in maintaining consistency across different markets
and preserving a cohesive global brand identity. This
strategy requires not only linguistic proficiency but also
deep cultural and contextual understanding.
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3. Adaptation allows for the substitution of culture-
specific elements with functionally equivalent ones
from the target culture, ensuring that the intended
meaning and emotional impact of the original message
are preserved. This strategy is particularly useful when
dealing with references, humour, idioms or imagery
that may not resonate with or even be understood
by the target audience. By replacing these elements
with culturally familiar alternatives, adaptation helps
maintain the relevance and persuasive power of the
text. It is a pragmatic approach that prioritizes audience
engagement, enhances message clarity and demonstrates
a high level of cultural sensitivity — key factors in the
success of international marketing campaigns.

4. Perspective shift involves altering the viewpoint,
grammatical structure, or narrative focus of a message
while preserving its core meaning. This strategy is
particularly useful when the original perspective may
not align with the communicative norms or expectations
of the target audience. Perspective shift helps
ensure that the translated message remains coherent,
persuasive and stylistically appropriate, especially in
marketing communication where tone and narrative
framing significantly influence consumer perception.
For instance, the English phrase “you are required to”
might be rendered in a less direct form in cultures that
favour indirectness. This strategy enhances clarity and
naturalness without compromising communicative
intent.

5. Literal translation (selectively applied) refers to
the direct, word-for-word rendering of source content
into the target language. While generally unsuitable for
creative marketing materials, it may be appropriate for
legally required information, technical specifications or
universally understood concepts. Its use must be limited
and contextually justified to avoid loss of impact or
cultural mismatch.

In the context of marketing texts, these strategies
are supported by practical techniques [1, 378], such as
transcoding, which ensures the equivalent translation
of marketing content across all linguistic levels. This
includes methods like transliteration, transcription,
practical transcription, null transcoding/incrustation
and calquing, ensuring that brand names, slogans and
other key terms are accurately conveyed in the target
language. Lexical-semantic transformations, such as
generalisation, concretization and modulation, adjust
the meaning of foreign terms or concepts, considering
the cultural, contextual and grammatical features of
the target audience. This helps marketing messages
resonate with local consumers while maintaining
the emotional appeal and persuasive power of the
original text. Lexical-grammatical transformations
play a key role in adapting marketing content, as they
involve changing sentence structures and word choices
to meet the grammatical and stylistic expectations
of the target market. These transformations include
grammatical substitution, addition/ amplification,
omission/elimination, transposition, antonymous
translation, descriptive translation, explication and
total reorganization. These techniques ensure that the
message remains clear and culturally relevant, without
losing the original intent.
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Together, these strategies and practical techniques
create a cohesive framework that ensures marketing
content is both precise and culturally fitting. They
empower brands to effectively engage with a diverse,
multilingual audience, guaranteeing that marketing
messages are not only technically accurate but also
resonate emotionally and culturally. Marketing
translators often adopt a hybrid approach, blending
elements from various strategies depending on the type
of content, target audience and campaign objectives.
By applying these strategies and techniques, brands
can successfully navigate the complexities of global
marketing in an increasingly interconnected world,
boosting brand loyalty, enhancing consumer engagement
and driving overall campaign success.

Let us analyze several examples to illustrate the
implementation of these strategies and practical tech-
niques in marketing content. By examining real-world
examples, we can better understand how brands adapt
their messages to resonate with diverse audiences while
maintaining consistency and emotional impact.

McDonald’s global slogan I’m Lovin’ It was trans-
lated for the Ukrainian market as ‘Yac mist macts’
(Time for Happiness), by using a localization strategy
that reflects national values such as family togetherness,
emotional warmth and shared mealtime experiences.
Rather than directly translating the original phrase, the
localized version emphasizes moments of joy and har-
mony that align with Ukrainian cultural ideals. Visual
elements of the campaign — featuring family leisure,
meals with children and friendly gatherings — reinforce
this emotional tone, fostering a deeper connection with
the audience while maintaining the brand’s core mes-
sage of enjoyment and positivity.

While translating the slogan, the following tech-
niques were used to ensure cultural appropriateness and
emotional resonance with the target audience. Modu-
lation shifted the focus from personal emotion /'m
Lovin’lt — I adore it to a temporal context and shared
activity ‘Uac must macts’, which better corresponds to
the Ukrainian style of emotional communication. Gram-
matical substitution replaced the verbal structure (pres-
ent continuous tense — /’'m lovin') with a nominal one
(noun ‘uac’ + prepositional phrase ‘s macrs’). Gene-
ralisation involved a complete change of imagery,
replacing the direct emotional expression with a gene-
ralized concept of “a happy moment”, which fits more
naturally into Ukrainian cultural codes. Finally, elimina-
tion removed the personal pronoun ‘I’, as it could sound
overly egocentric for Ukrainian advertising perception,
further aligning the message with the local cultural con-
text.

KFC’s global slogan Finger Lickin’ Good was
translated for the Ukrainian market as ‘Cmagno 3a
mexamu ysaBu® (Delicious Beyond Imagination) using
an adaptation strategy to align with local cultural
norms and expectations. The original idiomatic expres-
sion, cantered around finger-licking, could clash with
Ukrainian values that emphasize cleanliness and proper
table manners. The adapted slogan avoids any cultura-
lly inappropriate imagery by shifting the focus from
physical action to an abstract and universally appealing
description of taste. This change preserves the original’s
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emotional appeal — highlighting the irresistibility of the
food — while ensuring the message remains respectful
and relatable for the Ukrainian audience.

While translating the slogan, several techniques
were used to ensure cultural appropriateness and reso-
nance with the target audience. Generalisation and
descriptive translation shifted the focus of the slogan
from a personal, direct expression Finger Lickin’ to
a more abstract, sensory appeal ‘CmauHO 3a MexxaMu
ysBu’. This change allowed the slogan to highlight the
taste experience without any potentially uncomfortable
associations. Elimination was also applied by removing
the direct reference to “licking”, as this action might not
be well received in Ukraine, where personal hygiene
and cleanliness are highly valued. This omission helped
avoid negative connotations while maintaining the core
message of the food’s irresistible taste. Finally, trans-
position contributed to adjusting the slogan’s struc-
ture, converting the informal, idiomatic phrase Finger
Lickin’ Good into a more formal and descriptive ver-
sion ‘Cmauno 3a mexamu ysaBu’. This change better
aligned with the cultural and linguistic preferences of
the Ukrainians, ensuring the message was both effective
and appropriate.

Coca-Cola’s Open Happiness campaign was
translated for the Ukrainian market as ‘ll{acts B TBOEMY
cepui’ (Happiness in Your Heart) through the use of a
transcreation strategy, allowing the brand to resonate
more deeply with local cultural values such as sincerity,
warmth and emotional closeness. By shifting from a
directive phrase to a more introspective and emotionally
charged message, the transcreation preserved the
original campaign’s emotional appeal while aligning it
with the Ukrainian audience’s preference for heartfelt
and human-cantered communication.

While translating Coca-Cola’s slogan, a number of
key translation techniques were applied to ensure cultural
resonance and emotional authenticity for the Ukrainian
audience. Transposition was used by replacing the
imperative verb form Open with anoun phrase containing
a possessive pronoun ‘B TBoemy cepii’. This shift
transformed the slogan from a directive command into a
gentle, reflective message, creating a more emotionally
engaging and culturally appropriate tone. Modulation
involved altering the conceptual focus from a physical
action (open) to the emotional location (heart), which
offered a metaphorical and sentimental reinterpretation
of the message. This technique allowed the slogan to
align more closely with the Ukrainian preference for
emotional warmth, sincerity, and harmony. Elimination
was also employed by removing the action-oriented
verb entirely. Instead of prompting the consumer to act,
the adapted slogan presents a lyrical image that evokes
empathy and emotional connection. This approach
emphasizes inner happiness and emotional depth, key
values in Ukrainian cultural narratives, while preserving
the original message’s persuasive and affective intent.

Nike’s iconic slogan Just Do It was translated for
the Ukrainian market as ‘Unau 3 Biporo’ (Go with Faith)
using the perspective shift strategy changing both the
focus and emotional tone of the message, aligning it
with Ukrainian values and fostering a deeper emotional
connection with the audience. While the original
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slogan emphasizes immediate action and confidence, and perspective shift. These strategies are more than
the Ukrainian version focuses on faith, belief and just linguistic techniques; they are culturally attuned
perseverance — values deeply rooted in Ukrainian culture,  approaches that allow brands to reshape their messages
particularly in sports and personal development. This in a way that resonates deeply with the values, traditions
shift moves the focus from external action to internal  and expectations of the target audience.
belief and determination, resonating with Ukraine’s The effectiveness of these strategies lies in their
cultural emphasis on overcoming challenges through ability to preserve the emotional and persuasive core of
emotional fortitude. The concept of faith, integral to  the original slogan while ensuring that it feels authentic
Ukrainian history, enhances the slogan’s emotional and relevant within the local cultural context. For
impact, making it more relevant to local experiences of  example, in transcreation, a slogan might be reimagined
resilience. entirely to align with local cultural norms, as seen in
In the translation of Nike’s slogan, modulation Coca-Cola’s Open Happiness translated as ‘Ilactsa
was used to reinterpret the original focus on immediate B TBoemy cepi’ in Ukrainian, emphasizing emotional
action and confidence Just Do It by emphasizing connection over action. Similarly, perspective shifts, as
perseverance through faith in the Ukrainian version, illustrated by Nike’s Just Do It adapted to ‘Mau 3 Biporo’
‘Unm 3 Biporo’ (Go with Faith). This shift better aligns  for the Ukrainian market, can adjust the focus from
with the Ukrainian communication style, which values external action to internal belief, aligning with cultural
emotional fortitude and belief in the face of adversity, concepts of perseverance and faith. These strategies
especially during challenging times. Modulation here  ensure that the brand’s message is not only understood
involves replacing the concept of confidence with faith, but also embraced by the target culture, creating a
maintaining the core motivation but adjusting the mode  stronger emotional connection with the consumer.
of expression to better suit local cultural values. Moving forward, further research could explore the
Conclusions and directions for further research long-term effects of these translation strategies on brand
in this area. The analysis of slogan translation perception and consumer behaviour. Studies could
strategies demonstrates that successful cross-cultural investigate whether slogans that are culturally adapted
marketing transcends the mere act of literal translation.  using strategies like transcreation or perspective shift
It requires a thoughtful and nuanced adaptation through  lead to stronger brand loyalty or greater consumer trust
strategies such as transcreation, localization, adaptation ~ over time.
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