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Advertising “Awareness”: The Translation 

Perspective 

Not a new phenomenon, globalisation of the world market 

has emerged in a forceful way during the last decades, 

causing local markets to begin uniting to a huge, global 

market. As many have understandably feared, among them 

professor Amaladoss (article on global homogenisation) of the 

College of Theology in Delhi, globalisation could lead to a 

homogenisation without precedent. Professor Ted Levitt of 

Harvard even concluded (“The Globalisation of Markets” 

article), in 1984, that homogenisation of consumer needs and 

wants is already a reality. 

Based upon this presumed homogenisation, many companies 

have taken on the so called “global advertising” method; this 

means the use of the same baseline advertising message in 

all the markets a company aims at. Coca Cola Company, for 

example, had always been a pioneer of the kind.   

However, no official and empirical evidence proves that 

homogenisation of consumer behavior is a reality (yet). On 

the contrary, evidence indicates an increased 

heterogenization in that behavior (De Mooij, 2003).  
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Latest data suggests that global advertising cannot be equally 

effective in all markets, for plenty of reasons, including the 

knowledge of English, differences in culture and behavioral 

codes, etc. This means that advertisements are bound to 

translation, if they are to fulfill their aim of communicating a 

message.  

Coca Cola Company is a great example of this realization, as 

it decided, in 2000, to begin aiming separately at local 

markets, its CEO Daft Douglas stating that they kept 

standardizing their practices, while local sensitivity had 

become absolutely essential to success. This meant they had 

to “rediscover their own, multi-local heritage” (Tomkins, 

2003). 

During the last decade, many companies have sought to 

promote another side of their character: their awareness of 

global problems, e. g. environmental or human awareness, 

which translates in a “duty to benefaction”.  

Whether it is moral or not, whether it really is helpful or not, 

is not to be discussed in this essay. Of great importance to 

us, however, is the fact that being “aware” for a company, 

translates into a way of advertising itself, either explicit or 

implicit. 
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This kind of advertising, and the way of translating it, is what 

we deal with in this essay. We choose, namely, two 

advertisements to analyze: 1) Starbucks shared planet, and 2) 

Zagori, all people’s water (for full advertisements, see Index). 

Then, we will attempt to give a translation concept for both of 

them, considering the analysis results.  

 

Analyzing the Advertisements 

The first advertisement to analyze is that of Starbucks, in 

poster format. As the company states in its webpage, one of 

its main aims is “to minimize their environmental footprint”.  

In this advertisement, we notice right in the beginning that 

the words “we’re huge” are given in a separate line and with 

larger font than the rest of the text, so as to draw our 

attention and be memorable. At first, this message may seem 

pompous, but right away it is explained by the word “fans”; 

we obviously have to do with a pun. Both two first sentences 

are written in capital letters, stating that this is the main 

message of the whole text. Also, the apostrophe used 

(“we’re” instead of “we are”) makes the text more informal 

and, therefore, friendlier. This technicality ought to be 

preserved, if possible.  
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Then follows a definition of what “sustainable” is: “good for 

the planet”. Though not obvious, it really is a cognitive game, 

causing the readers to think that they are also concerned. 

Sustainable may not concern everyone, but as we all know, 

good for the planet = good for us and involves us all. 

In the next sentence, the tense chosen is present continuous, 

instead of present simple, so as to indicate that everything is 

being done right now, while we are reading the message. If it 

makes a difference in the target language, the tense has to 

be preserved. 

Just like in the beginning, there are another two sentences in 

bold and capitals (Keep up to… out, 100% ethically traded 

espresso), this kind of graphology rendering them part of the 

text’s main message. There are bold sentences in the 

beginning, middle and ending of the text, a favorite and easy 

method of raising memorability.  

Finally, the picture of the espresso plant directly links the 

company to nature; they do not show the product of the 

plant, which is coffee, but the plant itself, as to imply their 

awareness of how coffee is produced right from the 

beginning. 
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Everything else on the advertisement is standardized material 

integrated in all the company’s advertisements, including its 

logo, which would follow standardized translating methods, 

including it even not being translated at all. Notably, it also 

contains an alliteration (“Starbucks Shared”, double “s”).  

The second advertisement we chose is that of Zagori water 

(video format), a very popular Greek one. The purpose of the 

advertisement is to show how the company helped in 

completing a program of water supply for 43.000 people in 

Kenya. 

The first part shows children playing football In England; the 

second part consists of a bull-fighter, competing with a bull; 

the third one depicts Hollywood’s walk of fame; and lastly, 

the fourth one portrays children in Kenya. Afterwards, the 

advertisement ends with the company’s explicit message of 

the help it offers, and its logo.  

The advertisement is full of symbols that apply in a certain 

way for particular countries: football is common in England 

and the English really love it; bull fighting is a popular 

spectacle in Spain; The painted stars on the ground stand for 

Hollywood, which represents actors and celebrities, which 

eventually represent the American dream; the children in 
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Kenya stand for Africa and the sore living conditions in many 

of its parts. 

In this case, memorability is succeeded by two means: firstly, 

the use of intense pictures and, secondly, the use of short 

and elliptic sentences, which also add intensity. If we are to 

preserve these effects, the sentences have to remain short in 

our translation. Really important is the Greek verb “διψάω”, 

which means “to be thirsty”; both in English and Greek, thirst 

happens to be used not only literarily, but metaphorically too, 

while in our case, it is also directly connected to the 

company’s theme. Translation of this advertisement would 

require the preservation of this particular verb, whereas in 

some languages this would be impossible and the 

advertisement would lose its style and effect.  
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A Translation Attempt 

1) ΕΙΜΑΣΤΕ ΤΕΡΑΣΤΙΟΙ 

ΟΠΑΔΟΙ ΤΟΥ ΒΙΩΣΙΜΟΥ ΚΑΦΕ ΚΑΙ ΤΩΝ ΕΥΕΡΓΕΤΙΚΩΝ ΤΟΥ 

ΕΠΙΡΡΟΩΝ ΣΤΟΝ ΠΛΑΝΗΤΗ 

«Βιώσιμος» είναι απλώς ένας φανταχτερός ορισμός των 

εταιρειών για το «καλός για τον πλανήτη.» 

 Από κοινού με τους παραγωγούς και τη Διεθνή Ένωση για τη 

Διατήρηση της Φύσης, δουλεύουμε για την απομάκρυνση έως 

και 100 τόνων CO2 από την ατμόσφαιρα, για κάθε στρέμμα 

τροπικού δάσους που προστατεύουμε, βοηθώντας δυναμικά 

στην κλιματική αλλαγή. 

100% ΤΙΜΙΟ ΕΜΠΟΡΙΟ ΚΑΦΕ  

 

2) Στην Αγγλία διψάνε… για ποδόσφαιρο  

In England they are thirsty… for football 

Στην Ισπανία διψάνε… για θέαμα 

In Spain they are thirsty… for spectacle 

Στην Αμερική διψάνε… για δημοσιότητα 

In America they are thirsty… for publicity 

Στην Κένυα διψάνε. 

In Kenya they are thirsty. 
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Το Ζαγόρι χρηματοδοτεί πρόγραμμα έργων ύδρευσης της 

ActionAid 

Zagori sponsors ActionAid’s program for water supply 

Δίκτυο ύδρευσης μεγαλύτερο των 30 χιλιομέτρων 

More than 30 km of water supply network 

Πόσιμο νερό σε 43.000 ανθρώπους 

Drinking water for 43.000 people 

Ζαγόρι, το νερό όλου του κόσμου 

Zagori, all people’s water (Company’s motto translation, taken 

from its official webpage)    
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About the Translation 

For the speaker of both English and Greek, it is not difficult to 

notice that the translation of these two advertisements bears 

no difficult elements, in terms of translation. Despite the use 

of puns and symbols in both advertisements, and whether our 

advertisement translation would ever match the criteria to be 

published or not, we came up with no particular challenges.  

This conclusion, of course, could have a certain basis and 

logic, i.e. the simplicity of these advertisements was meant to 

be so. Despite not avoiding special advertising effects (use of 

language and symbols, etc.), this kind of advertising has to 

remain explicit. When a company is environmentally and 

humanitarian aware, it is so important that it has to be stated 

in every way possible, so that everybody knows it. There are 

plenty of examples of this kind of explicit advertising for 

environmental reasons (like Peta Organisation’s anti-fur 

campaign, or car companies’ advertisements about their 

environmentally friendly cars), which would probably be as 

easy to translate, without losing their vein.  
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Conclusion 

As long as advertising will keep using symbols, stimuli of 

every kind and ideas, and unless homogenisation prevails in a 

wide scale, translation of advertisements will always be 

necessary. Taken also into consideration that ideas, 

perceptions and concepts may differ among different cultures, 

the translator has a heavy duty; as has been described, 

translating an advertisement is like “painting the tip of an 

iceberg” (De Mooij, 2004): you only see part of it, the tip or 

the words, while the whole is hidden underneath and you 

have to know about it or find out yourself. And, of course, 

there will always be those advertisements that cannot be 

translated -exactly because of the above mentioned cultural 

gaps- to the disappointment of those who believe that 

everything can be translated.   
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Appendix 

  

Zagori Advertisement Frames: 

 

 

 

 

(for full video version, visit: http://www.zagoriwater.gr/zagorien.html) 
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Starbucks Advertisement: 

 


