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Ɍɭɥɶɫɤɢɣ ɝɨɫɭɞɚɪɫɬɜɟɧɧɵɣ ɩɟɞɚɝɨɝɢɱɟɫɤɢɣ 

ɭɧɢɜɟɪɫɢɬɟɬ ɢɦɟɧɢ Ʌ. ɇ. Ɍɨɥɫɬɨɝɨ 

 

ɉȿɊȿȼɈȾ ɂ ɅɈɄȺɅɂɁȺɐɂə 

 

ȼɥɢɹɧɢɟ ɦɟɯɚɧɢɡɦɨɜ ɝɥɨɛɚɥɢɡɚɰɢɢ ɧɚ ɦɢɪɨɜɭɸ ɷɤɨɧɨɦɢɤɭ 
ɜɵɡɜɚɥɨ ɩɨɬɪɟɛɧɨɫɬɶ ɜ ɩɨɹɜɥɟɧɢɢ ɧɨɜɵɯ ɭɫɥɭɝ 
ɩɟɪɟɜɨɞɱɟɫɤɨɝɨ ɯɚɪɚɤɬɟɪɚ. ȼɨɡɧɢɤɥɨ ɧɨɜɨɟ ɧɚɩɪɚɜɥɟɧɢɟ, 
ɢɡɜɟɫɬɧɨɟ ɜ ɡɚɪɭɛɟɠɧɨɣ ɥɢɬɟɪɚɬɭɪɟ ɩɨɞ ɚɛɛɪɟɜɢɚɬɭɪɨɣ 
GILT, ɤɨɬɨɪɨɟ ɜɜɟɥɨ ɧɨɜɵɟ, ɧɟɞɨɫɬɚɬɨɱɧɨ ɢɡɭɱɟɧɧɵɟ ɧɚ 
ɫɟɝɨɞɧɹɲɧɢɣ ɞɟɧɶ ɩɨɧɹɬɢɹ ɜ ɧɚɭɤɭ ɨ ɩɟɪɟɜɨɞɟ. 
ɂɧɬɟɪɧɚɰɢɨɧɚɥɢɡɚɰɢɹ, ɥɨɤɚɥɢɡɚɰɢɹ ɢ ɬɪɚɧɫɤɪɟɚɰɢɹ 
ɩɪɟɞɩɨɥɚɝɚɸɬ ɧɨɜɵɣ ɩɨɞɯɨɞ ɤ ɩɟɪɟɜɨɞɭ ɜ ɭɫɥɨɜɢɹɯ 
ɫɨɜɪɟɦɟɧɧɨɝɨ ɦɢɪɚ, ɚ ɩɨɬɨɦɭ ɞɚɧɧɵɟ ɩɨɧɹɬɢɹ ɦɨɝɭɬ 

ɩɨɬɪɟɛɨɜɚɬɶ ɩɟɪɟɫɦɨɬɪɚ ɬɟɪɦɢɧɨɥɨɝɢɱɟɫɤɨɝɨ ɚɩɩɚɪɚɬɚ 
ɩɟɪɟɜɨɞɨɜɟɞɟɧɢɹ. ɇɚɫɬɨɹɳɚɹ ɫɬɚɬɶɹ ɩɨɫɜɹɳɟɧɚ ɧɨɜɵɦ 
ɪɚɡɞɟɥɚɦ ɜ ɧɚɭɤɟ ɨ ɩɟɪɟɜɨɞɟ, ɩɨɹɜɥɟɧɢɟ ɤɨɬɨɪɵɯ ɨɛɭɫɥɨɜɥɟɧɨ 
ɩɨɬɪɟɛɧɨɫɬɶɸ ɚɞɚɩɬɢɪɨɜɚɬɶ ɪɚɡɥɢɱɧɵɟ ɩɪɨɞɭɤɬɵ ɢ ɞɟɥɚɬɶ 
ɢɯ ɩɪɨɞɚɜɚɟɦɵɦɢ ɧɚ ɡɚɪɭɛɟɠɧɵɯ ɪɵɧɤɚɯ. Ⱥɜɬɨɪ ɞɚɟɬ 
ɨɩɪɟɞɟɥɟɧɢɹ, ɚɧɚɥɢɡɢɪɭɟɬ, ɫɪɚɜɧɢɜɚɟɬ ɢ ɩɪɨɹɫɧɹɟɬ 
ɩɟɪɟɱɢɫɥɟɧɧɵɟ ɬɟɪɦɢɧɵ, ɤɨɬɨɪɵɟ ɧɚ ɫɟɝɨɞɧɹɲɧɢɣ ɞɟɧɶ 
ɲɢɪɨɤɨ ɢɫɩɨɥɶɡɭɸɬɫɹ ɜ ɧɚɭɤɟ ɨ ɩɟɪɟɜɨɞɟ ɢ ɦɟɠɞɭɧɚɪɨɞɧɨɦ 
ɦɚɪɤɟɬɢɧɝɟ. Ⱦɚɧɧɚɹ ɫɬɚɬɶɹ ɬɚɤɠɟ ɨɩɢɫɵɜɚɟɬ ɪɨɥɶ ɢ ɦɟɫɬɨ 
ɞɚɧɧɵɯ ɦɟɯɚɧɢɡɦɨɜ ɹɡɵɤɨɜɨɣ ɢ ɤɭɥɶɬɭɪɧɨɣ ɚɞɚɩɬɚɰɢɢ 
ɩɪɨɞɭɤɬɨɜ ɜ ɢɯ ɪɚɡɪɚɛɨɬɤɟ ɢ ɩɨɞɝɨɬɨɜɤɟ ɤ ɡɚɪɭɛɟɠɧɵɦ 
ɪɵɧɤɚɦ, ɢɡɜɟɫɬɧɵɯ ɤɚɤ ɝɥɨɛɚɥɢɡɚɰɢɹ. ȼ ɡɚɤɥɸɱɟɧɢɢ ɚɜɬɨɪ 
ɩɪɢɯɨɞɢɬ ɤ ɜɵɜɨɞɭ ɨ ɬɨɦ, ɱɬɨ ɞɚɧɧɵɟ ɬɟɪɦɢɧɵ ɬɪɟɛɭɸɬ 
ɞɚɥɶɧɟɣɲɟɝɨ ɢɡɭɱɟɧɢɹ ɜ ɪɚɦɤɚɯ ɩɟɪɟɜɨɞɨɜɟɞɟɧɢɹ, ɚ ɢɯ 
ɜɤɥɸɱɟɧɢɟ ɜ ɬɟɪɦɢɧɨɥɨɝɢɱɟɫɤɢɣ ɚɩɩɚɪɚɬ ɧɚɭɤɢ ɦɨɠɟɬ 
ɩɨɬɪɟɛɨɜɚɬɶ ɩɟɪɟɫɦɨɬɪɚ ɪɨɥɢ ɩɟɪɟɜɨɞɚ ɜ 21 ɜɟɤɟ. 

Ʉɥɸɱɟɜɵɟ ɫɥɨɜɚ: ɩɟɪɟɜɨɞ, ɚɭɞɢɨɜɢɡɭɚɥɶɧɵɣ ɩɟɪɟɜɨɞ, 
ɥɨɤɚɥɢɡɚɰɢɹ, ɢɧɬɟɪɧɚɰɢɨɧɚɥɢɡɚɰɢɹ, ɬɪɚɧɫɤɪɟɚɰɢɹ 
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TRANSLATION AND LOCALIZATION 

 

Due to the influence of globalization on economic sector, a 

demand for new services within language transfer appeared. A 

new composite industry termed GILT introduced new terms into 

linguistics, which have not yet been properly researched under 

the theory of translation. Internationalization, localization and 

transcreation suggest a new approach to translation in a modern 

world, and may require revision of the basic definitions within 

translation studies. The following article deals with newly 

appeared subdisciplines in translation studies, dictated by the 

need to adapt products and make them marketable for the foreign 

markets. The author defines, analyzes, compares and clarifies the 

above-mentioned terms, which are widely used nowadays within 

the fields of translation studies and global marketing. This article 

also explains the role and place of these mechanisms of language 

and cultural adaptation of a product within the process of its 

development and preparation for the foreign markets, also known 

as globalization. In conclusion, the author points out that these 

terms require further study within the theory of translation, and 

that adoption of these terms may require reviewing the role of 

translation in the 21st century world. 

Keywords: translation, audiovisual translation, localization, 

internationalization, transcreation,  

 

Introduction 

Globalization has influenced all economic sectors and has 

increased the demand for translation services like never before. 

Nowadays industries require not only translation but also new 
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services within language transfer itself. Within language studies 

and marketing, a composite industry termed GILT appeared. 

GILT stands for Globalization, Internationalization, Localization 

(Chandler, 2005) and Transcreation (Mangiron & O'Hagan, 

2006), associated mostly with the translation of utility and 

entertainment software. GILT deals with translation from the 

perspective of globalization. The last involves such issues as 

making products or services available to foreign markets, 

including legal, financial, marketing and other peculiarities (Fry, 

2003). The need for localization emerged to create target market 

versions (also known as locales) of content in electronic form, 

notably computer softwarО (MКЧРТrШЧ & O‘HКРКЧ 2006). 
During the last two decades, there has been a rapid growth in 

the field of localization, which gave rise to a new area for 

translation research (Folaron, 2006, pp. 195-222), (Pym, 2003). 

Due to the newly implemented marketing strategies and business 

models, established mostly without reliance on knowledge of 

conventional translation, the divide between the localization 

industry and translation studies has widened (Quah, 2006), 

(O'Hagan and Ashworth 2003, p. 130). However, some scholars 

(Dunne 2006), (Bouffard & Caignon, 2004, pp. 806-23), (Reinke, 

2005), (Quiron, 2003, pp. 546-58), (Pym, 2003) managed to 

ЛrТНРО ЭСТs РКp ХКЭОХв (JТЦцЧОг, 2007).  
Results and discussion 

The term localization refers to the adaptation of a product and 

translation of its content from one language into another taking 

into account cultural considerations. As a technical term, it is 

widely accepted in the software industry, and thus is also used in 

the context of electronic content (Bartelt-Krantz, 2011). 
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Pic. 1. The internationalization and localization process 

 

As we may observe from the pic.1 illustrating the 

internationalization and localization processes, these two 

combined are a part of a cycle of product preparation for the 

target markets. These two terms are similar, but they have one 

major difference. Internationalization is adaptation of a product 

for the potential use in any place in the world, while localization 

is the adaptation applied for every particular region (locale). 

Internationalization takes place at the early stages of product 

development, while localization is conducted at the late stages 

and for every target language. 

Localization is a dynamically developing sector, adapting to 

the demands, emerging from new types of products to be made 

global-rОКНв. TСКЭ‘s аСв GILT prКМЭТМОs КrО prОsОЧЭТЧР ЧОа 
dimensions of translation studies, which are not yet fully 

explained (Pym, 2004; O'Hagan & Ashworth, 2002). While the 

theory of localization has not been described in the translation 

studies, a commonly accepted localization principle is that 

ХШМКХТгОН prШНЮМЭs sСШЮХН prОsОrЯО ―ЭСО ХШШФ КЧН ПООХ ШП ЭСО 
locally-ЦКНО prШНЮМЭs‖ (Frв, 2003). Moreover, this idea of 

equivalence and the notion of the source and target language is 
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НТППОrОЧЭ ПrШЦ ШЧО ШП ЭСО ЭrКЧsХКЭТШЧ sЭЮНТОs‘. (MКЧРТrШЧ & 
O‘HКРКЧ, 2006) 

Content that is widely localized nowadays include video 

games, movies, animated films and series. Game localization also 

shares many characteristics with audiovisual translation 

(Safronova, 2017), since most localized video games, movies, 

animated films and series are currently dubbed or subtitled, or 

both.  

The aim of the localizers is to produce a version of a product 

that would allow the audience to get experience equal to that of 

ЭСО ШrТРТЧКХ ЯОrsТШЧ‘s. IЧ ШrНОr ЭШ НШ ЭСТs, ЭrКЧsХКЭШrs ЦЮsЭ ЛО 
aware of different stylistic elements such as the register, 

terminology, the kind of humor, the use of puns, etc., as well as 

they also need to be able to recognize allusions and intertextual 

references to other pieces of global popular culture, such as video 

РКЦОs, ПТХЦ КЧН МШЦТМs (MКЧРТrШЧ & O‘HКРКЧ, 2006). 
For this reason, translators are often free to modify, adapt, and 

remove any cultural references, puns, as well as jokes that would 

not work in the target language. Localizers may add new cultural 

references, jokes, and any other elements they deem necessary to 

preserve the game experience and to produce a fresh and 

engaging translation. This type of creative adaptation is the 

exception rather than the rule in any other types of translation. 

The technique of compensation, i.e., introducing a new feature in 

the target text to compensate for a different one that could not be 

reproduced somewhere else in the text is commonly used, and 

accepted, in translation studies. However, the extent of freedom 

in including new features in localization, regardless of the 

original content, is completely different from one of the central 

notions of traditional translation theories: fidelity to the original. 

(MКЧРТrШЧ & O‘HКРКЧ, 2006). 
Last but not least, transcreation is about taking a concept in 

one language and completely recreating it in another language. It 

is normally used in advertisement and applied to the marketing of 

an idea, product or service to the intended audience. The 
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language, therefore, must have the same impact on the target 

audience. Transcreation is widely used when translating trailers, 

teasers, all sorts of advertisement, product packaging materials, 

etc. 

Conclusion 

Today the demographics of media products consumers range 

from young children to adults. That is why localized products 

should preserve its orientation on the target audience, and at the 

same time, they must be equally innovative and exciting, easy to 

pХКв КЧН ЮЧНОrsЭКЧН. (MКЧРТrШЧ & O‘HКРКЧ, 2006).  
Thus, we can say that the translation process involved in GILT 

is characterized by a high degree of freedom and a number of 

constraints that distinguish it from any other type of translation, 

thus making it an area worthy of translation studies. The reason 

for this lies in the nature of media entertainment products, which 

demands a new translation approach. Adoption of these terms 

means that we need to review the terminology of translation 

studies and the role of translation in a globalized 21st century 

world. 
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