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Abstract:

The Translator transfers linguistic meaning from one language to another, but
during the translation process, he unconsciously shows the cultural prejudices
such as his preconceptions ,linguistics, social and religious beliefs. for this
reason ,we can say that the cultural biases of the translator profoundly affects
the production of the text on the one hand and on the other hand, the translator
is working to involve the receiver in the construction of meaning by giving the
latter an opportunity to fill the gaps and spaces left by the text which gives an
aesthetic and enjoyable dimension to a it making the text open to several
interpretations.

In the following article , we will try to show how the cultural bias of both the
translator and the reader impact the production of meaning of the advertisement
text, through a corpus of research made of publicity messages gathered from the
site of pantene company by employing an analytical and critical approach that
enable us to highlight the most important problems and obstacles that the
translator faces during his translation.
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DTuna : Advertising in translation : the translation of cosmetics and perfume

Advertisements into portuguese ,Doctor of philosophy, University of

Warwick,2004,p :262
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Did you know that rinsing your hair with cold water
DOES NOT give you a shiny hair? You don’t have to resort
to these solutions anymore, the New Pantene with its
clinically proven Pro-V formula is what you need for
healthier& more beautiful hair.
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https: //www.facebook.com/pantenearabia/photos/a.10150137394729817.299
921.125143744816/10153499167259817/?type=3&permPage=1.
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Ulinda M. Scott: The Bridge fromText to Mind: Adapting Reader—Response
Theory to Consumer Research, journal of consumer research, 1
December1994,p :04.
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You can now say good bye to your damaged hair!
Don't forget the third step and apply some Oil Replacement

for a beautiful healthy hair!
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