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Abstract
Academics have long debated the similarities and differences between translation and transcreation. Despite extensive discus-
sion, few studies have examined these distinctions through the lens of the strategies adopted. In response, this study explores
how strategies of translation and transcreation are utilized to render gender stereotypes within a specific text type. The the-
oretical framework is grounded in Karoubi’s categorization of translating gender and Ketola’s types of transcreation strate-
gies, which focus on how gender is interpreted and represented across languages and cultures. Utilizing a qualitative
approach, this research analyzes English fragrance product descriptions and their Chinese versions across 12 brands, com-
prising 224 pairs of descriptions. The findings reveal significant differences in the use of target culture-oriented strategies,
with transcreation employing these strategies in approximately 90% of cases, compared to only about 50% in translation. The
results suggest that the primary distinction between translation and transcreation lies in the extent to which practitioners
alter the source text when creating new content. Moreover, identifying strategies of translation and transcreation based on
the established framework could also help distinguish transcreation from translation. These findings contribute new empirical
insights to the ongoing debates about the distinctions between translation and transcreation.

Plain language summary

Exploring how translation and transcreation differ in handling gender stereotypes

This research delves into how the processes of translation and transcreation differ when presenting gender roles in
texts, focusing on fragrance product descriptions. Translation and transcreation are similar, but different approaches are
used to adapt content for new audiences. We analyzed how gender is depicted in English and Chinese advertisements
from 12 brands, examining 224 text pairs. Our results show that transcreation tends to modify the original text more
heavily to suit the target audience in 90% of the cases studied. In contrast, translation does this less frequently, only in
about 50% of cases. Understanding these differences helps clarify how gender stereotypes are maintained or altered
when introduced to new cultural contexts through advertising. Also, strategies can be used to tell translation apart from
transcreation. This research adds important data to the discussion about how translation and transcreation differ.
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Introduction

Since the early 2010s, there has been significant momen-
tum in distinguishing transcreation from translation,
mainly focusing on the nuances that differentiate tran-
screation from what is traditionally understood as trans-
lation. Notable scholars like Gaballo (2012), Rike (2013),
and C. Pedersen (2015), and D. Pedersen (2016) have
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contributed to the evolving debate over whether tran-
screation should be classified under the broad umbrella
of translation. This discussion is mirrored in the language
service industry, where transcreation is often perceived as
a distinct activity due to its unique workflow and higher
cost implications (Morón & Calvo, 2018).

In the traditional sense, translation involves the faith-
ful linguistic conversion of text from one language to
another, focusing on preserving the original content’s
meaning, tone, and style. It emphasizes precision and
fidelity, aiming to produce an accurate and faithful rep-
resentation of the source text (ST) in the target language
without introducing major modifications or adaptations
(Munday, 2016).

In contrast, transcreation goes beyond mere transla-
tion by incorporating significant elements to ensure that
the translated content resonates culturally and emotion-
ally with the target audience (Dı́az-Millón & Olvera-
Lobo, 2023). This makes transcreation particularly sui-
ted to content with deep cultural nuances, such as adver-
tising and marketing materials.

Despite the conceptual differentiation of transcreation
from translation by both academia and the industry,
detailed studies exploring these distinctions through spe-
cific strategies are scarce. Translation strategy, as dis-
cussed by Munday (2016) and Lörscher (1991), varies
from overarching orientation to deliberate procedures or
techniques to solve problems during text transfer between
languages. This study adopts Lörscher’s (1991) definition,
focusing on strategies as deliberate procedures to address
issues related to the translation of gender stereotypes.

Gender stereotypes are beliefs about certain traits dis-
tinguishing men and women, such as agentic traits for men
and communal traits for women (Ashmore & Boca, 1981).
According to Abele and Wojciszke (2014), agentic traits
are related to the agency that emphasizes attaining goals
and tasks—including being competent, assertive, and deci-
sive; while communal traits are associated with the com-
munality that highlights sustaining connections and
societal roles—including being helpful, warm, and sincere.

Recent research has highlighted the impact of transla-
tion on gender stereotypes (Alfano, 2021; Khoshsaligheh
et al., 2019; Wang et al., 2020; Zeven & Dorst, 2021;
Zhu et al., 2022), but these studies have not specifically
compared the strategies of translation and transcreation
in advertising texts. Given that transcreation is a primary
concern in advertising translation, strategies specific to
transcreation can not be overlooked. It has been docu-
mented that both translation and transcreation may
reveal subtle distinctions, underscoring the need for in-
depth examination.

This research explores how gender stereotypes are
handled in fragrance product descriptions, a sector

known for its pervasive depiction of idealized gender
images (Zhu et al., 2022). While effective, the use of gen-
der stereotypes in marketing raises ethical questions
regarding the perpetuation of traditional roles and the
stereotypical portrayals that may be created through
translation. This study may shed light on the strategic
employment of language in fragrance marketing and its
implications for gender representation.

Specifically, this research seeks to delineate the strate-
gies of translation and transcreation in their respective
handling of gender stereotypes. This direction mainly
highlights the distinct approaches and outcomes each
method brings to the translation of gender stereotypes.
Therefore, this study poses the following research ques-
tion: How do translation and transcreation strategies dif-
fer in altering and preserving gender stereotypes from
source to target texts (TT)?

Gender Issues in Translation Studies

Research on gender issues in translation studies has typi-
cally explored the dynamic interplay between gender and
translation. Scholars identify two primary dimensions in
this exploration: first, the influence of gender on transla-
tion, which encompasses translator identities, the sexual-
ity of characters, and cultural ideologies; second, the
impact of translation on gender, focusing on stereotypi-
cal portrayals, nuanced language meanings, and the rep-
resentation of LGBTQI+ identities and ideologies (Hu
& Meng, 2018; Zhu et al., 2023). This dual analysis high-
lights the reciprocal nature of gender and translation.
Furthermore, an increasing number of studies are focus-
ing on the impact of translation on gender (Zhu et al.,
2023).

Gender and gender stereotypes are cultural constructs
emphasized in translation studies as cultural transfer
(Alfano, 2021; von Flotow, 1997). While scholars such as
Lim and Furnham (2016) note extensive similarities in
gender stereotypes across cultures, substantial evidence
also points to significant variations, particularly in adver-
tising contexts (Koinig et al., 2020; Shaw et al., 2014).
These variations underline the complex interplay between
globalized media formats and localized cultural norms,
affecting how gender stereotypes are portrayed and
perceived.

In advertising, where the precise resonance of the mes-
sage is crucial, transcreation plays a central role in han-
dling culturally specific stereotypes. Transcreation goes
beyond literal translation to ensure that marketing mes-
sages are culturally and emotionally engaging to the tar-
get audience (TransPerfect, n.d.). This process involves
carefully adapting or preserving gender nuances to avoid
cultural insensitivity or misrepresentation. For instance,
D. Pedersen (2014) highlights that with nuanced
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transcreation, the intended appeal of an advertisement
can be preserved, turning a potentially persuasive mes-
sage into an offensive or ineffective one.

Karoubi’s Taxonomy of Translating Gender

Karoubi’s (2013) taxonomy is integral to this study as it
offers a classification tailored to translating gender-
related elements. Unlike other general translation strat-
egy taxonomies, Karoubi’s approach directly addresses
gender dynamics, making it particularly relevant for ana-
lyzing gender stereotypes across cultural contexts. This
framework divides gender translation strategies into five
categories: gender reversal, gender amplification and
mitigation, gender omission, gender explication, and gen-
der implication, with an additional focus on gender pre-
servation. These categories, which are empirically
derived, provide a structured method to examine how
gender stereotypes are rendered through translation. This
taxonomy aligns closely with the aim of this research to
explore the transfer of gender stereotypes across cultures.

Ketola’s Classification of Transcreation Strategy

Ketola’s (2018) framework is adopted due to its rele-
vance to transcreation strategies, which are crucial for
this study’s focus on advertising texts. Ketola expands
on the traditional translation strategy by introducing the
concept of transcreation strategy, which involves examin-
ing entire paragraphs of a text for shifts. This framework
classifies these shifts into two broad types: modulation
and mutation. Modulation occurs when the TT contains
entire paragraphs that differ from the ST in semantics or
style. Meanwhile, mutation refers to instances where the
TT includes whole paragraphs without equivalents in the
ST. The current research focuses on the transcreation of
gender stereotypes, analyzing paragraphs that depict
communal or agentic traits. This approach aligns with
the study’s goal of exploring how gender stereotypes are
not only translated but also creatively adapted to reso-
nate within the target market. The distinctions between
modulation and mutation under Ketola’s taxonomy
facilitate a precise analysis of how gender stereotypes are
shaped in the transcreation process.

By integrating Karoubi’s and Ketola’s frameworks,
this study leverages their strengths to comprehensively
address the translation and transcreation of gender
stereotypes in advertising. This dual-framework
approach enables a thorough exploration of how gender
stereotypes are both preserved and transformed across
cultural boundaries, providing insights into the complex-
ities of gender portrayal in global marketing. The adap-
tation and application of each framework are clearly

delineated in the methodology, ensuring a robust analyti-
cal process that aligns with the study’s objectives.

Methodology

Research Design

This study is framed within the qualitative paradigm,
specifically under the interpretative approach of social
constructivism. According to Merriam and Tisdell
(2016), qualitative research is fundamentally about how
people perceive and interpret their realities, focusing on
understanding the world through their perspectives. This
perspective is particularly relevant to exploring how gen-
der stereotypes are conveyed and reshaped through the
translation and transcreation of fragrance descriptions
across cultures.

Data Collection

The dataset comprises 224 pairs of English and Chinese
fragrance descriptions from 12 internationally recognized
brands. These descriptions were sourced from the US
and Chinese mainland websites between June and
September 2021. This period was strategically chosen for
its typical marketing stability, crucial for ensuring consis-
tency in the portrayal of gender traits across different
versions of product descriptions. The fragrance brands
included in this study were selected based on specific cri-
teria that align with the research objectives. The selection
process was guided by the following inclusion/exclusion
criteria:

First, brands were selected based on their listing in
“The Best Perfumers and Fragrance Makers” 2021 rank-
ing, accessible at Ranker (https://www.ranker.com).
Ranker is widely recognized as a reputable platform for
assessing fragrance brands on a global scale. Selecting
brands from this list ensures a focus on internationally
acclaimed fragrance brands that are presumed to influ-
ence gender stereotypes through their marketing
strategies.

Second, only brands with websites accessible in the
Chinese mainland were included. Given the study’s
emphasis on translation and transcreation, it is essential
to select brands with an established presence in both the
US and Chinese mainland markets. The criterion ensures
the relevance of selected brands to the study’s cross-
cultural and transnational dimensions. It enables a com-
prehensive analysis of how gender stereotypes are repre-
sented and rendered across different cultural contexts.

Third, brands categorized into women’s and men’s
fragrances were selected. This criterion aligns with the
study’s objectives, facilitating a focused analysis of gen-
der stereotypes in fragrance descriptions. It allows for an
examination of how these stereotypes are potentially
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perpetuated or challenged through translation and
transcreation.

Fourth, brands were selected based on their product
descriptions, which prominently feature communal and
agentic traits. This focus enables a nuanced analysis of
gender stereotypes in fragrance descriptions. By selecting
brands that explicitly include these traits in their market-
ing materials, the study ensures a rich dataset for exam-
ining how gender stereotypes are translated and
transcreated across cultures.

Based on the above inclusion/exclusion criteria, 12 of
77 brands were included in the study. These brands were
then classified into transcreation and translation cate-
gories. According to Ketola (2018), transcreation is char-
acterized by the addition of entire paragraphs in the
translated versions that are not present in the original
texts.

Table 1 reveals that the seven brands using transcrea-
tion services include Chanel, Guerlain, Kenzo, YSL,
Armani, Oriflame, and Ralph Lauren. The five brands
utilizing traditional translation services are Dior, D&G,
Cartier, Prada, and Bvlgari. In terms of the dataset, tran-
screation services were used for 101 fragrance descrip-
tions, while translation services accounted for 123
descriptions. Altogether, 145 descriptions of female fra-
grances and 79 of male fragrance descriptions were
included in the analysis.

All selected descriptions were extracted from corpo-
rate website homepages, captured as full-size PNG
screenshots to maintain textual fidelity, and then con-
verted to PDF to ensure compatibility with analysis
tools. These PDFs were subsequently uploaded into
ATLAS. ti, which was selected for its robust capabilities
in managing and analyzing qualitative textual data.
Initially, 1,292 English and 1,198 Chinese gender-related
traits were identified and coded into communal and
agentic traits. Strategies were then systematically coded

by comparing ST and TT based on the analytical frame-
work outlined below. ATLAS. ti proved instrumental in
tagging textual elements and organizing them into prede-
fined categories. This systematic approach ensured the
analysis was thorough, replicable, and transparent.

Data Analysis

This study employs a robust analytical framework to
examine gender stereotypes in translation and transcrea-
tion, refining the established models from Karoubi
(2013) and Ketola (2018) based on insights gained from
a pilot study. Significant adaptations were made to
Karoubi’s taxonomy to better address the complexities
of gender portrayal. Specifically, less applicable strategies
such as gender amplification and mitigation were
removed and new categories including gender permuta-
tion and addition were introduced. Gender permutation,
a strategy derived from the concept of gender amplifica-
tion and mitigation, does not necessarily imply amplifica-
tion and mitigation but involves rearranging elements
that indicate gender stereotypes in the ST by replacing
them with different but synonymous traits in the TT.
Gender addition, a strategy derived from the concept of
gender explicitation, is used when adding a trait-denoting
item that indicates gender stereotypes in the TT. These
changes were empirically validated to reflect the nuanced
portrayals of gender more accurately.

Similarly, Ketola’s (2018) taxonomy was adapted to
enhance its focus on gender issues in translation studies,
expanding Ketola’s original categories to include gender
modulation, mutation—further subdivided into omission
and addition—and introducing a new category, gender
preservation with creation. These adaptations ensure
that these frameworks more effectively capture the intri-
cate dynamics of gender representation in translated and
transcreated texts.

Table 1. Selected Fragrance Brands, Descriptions, and Language Services Choices.

Language service choices Brand names Female fragrance descriptions (n) Male fragrance descriptions (n) Total descriptions (n)

Transcreation Chanel 36 17 101
Guerlain 19 3
Kenzo 8 3
YSL 7 3
Armani 3 0
Oriflame 1 0
Ralph Lauren 1 0

Translation Dior 24 11 123
D&G 16 15
Cartier 14 8
Prada 12 17
Bvlgari 4 2

Total 145 79 224
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The specific strategies defined in these taxonomies
include:

� Gender Addition: Adding trait-denoting items
that indicate gender stereotypes to the TT.

� Gender Explicitation: Replacing trait-denoting
items in the ST that do not indicate gender stereo-
types with items that do in the TT.

� Gender Omission: Removing trait-denoting items
that indicate gender stereotypes in the TT.

� Gender Permutation: Replacing one trait-denoting
item indicative of gender stereotypes in the ST
with another in the TT that conveys the same
stereotype.

� Gender Preservation: Maintaining the same
gender-stereotyping traits in the TT.

� Gender Reversal: Reversing trait-denoting items
in the ST that indicate male stereotypes to the cor-
responding item of female stereotypes in the TT,
and vice versa.

� Gender Modulation: Differing entire paragraphs
in the TT from those in the ST in terms of seman-
tics or style while still focusing on gender-related
traits.

� Gender Mutation: Including or omitting entire
paragraphs that contain gender-related traits dur-
ing the translation from ST to TT.

� Gender Preservation with creation: Maintaining
identical gender traits in the ST and TT but differ-
ing in semantics or style.

This framework was operationalized by developing a
detailed coding scheme that outlined specified criteria for
identifying and categorizing different strategies in the ST
and TT. To ensure thorough and accurate identification
of strategies across an extensive corpus, both manual
and automated coding methods were employed using
ATLAS.ti. Each instance of a strategy was meticulously
recorded, with careful attention to its context, allowing
for a deeper analysis of patterns and implications.

Results and Discussion

This section evaluates the application of Karoubi’s
(2013) and Ketola’s (2018) frameworks in the context of
this study. It focuses on how strategies of translation and
transcreation were observed. As illustrated in Figure 1,
these strategies were categorized into target and source
culture-oriented ones, representing two contrasting
approaches. The upper category represents target
culture-oriented strategies, indicating the perpetuation of
gender stereotypes in the TT. According to Eisend
(2019), such gender stereotypes in advertisements not
only shape but also reinforce the gender beliefs and

values of the target audience. When gender stereotypes
are sustained through translation, they can affect the tar-
get audience’s perception of gender roles. This may
involve reinforcing outdated or harmful stereotypes,
potentially influencing societal views on gender roles.

Conversely, the lower category represents source
culture-oriented strategies, suggesting that gender stereo-
types are adapted and challenged in the TT. Adapting
and challenging stereotypes may reflect different gender
values across cultures, as Nardi (2011) points out that
gender stereotypes in advertising manifest the gender val-
ues of a specific cultural community. This approach can
also lead to a more progressive understanding of gender
roles in the target culture.

Similarly, the study applied Ketola’s (2018) classifica-
tion to assess transcreation strategies, crucial when the
content requires not only translation but significant cul-
tural adaptation. This framework distinguished between
source-oriented and target-oriented strategies. The source-
oriented strategy category includes gender preservation
with creation, while the target-oriented strategy category
includes gender modulation and gender mutation.

The study also integrated numerical data to support
the qualitative findings, tracking the frequency of each
strategy’s application. This approach, recommended by
Maxwell (2010), provides a necessary quantitative com-
plement that aids in identifying patterns and substantiat-
ing interpretations of how gender stereotypes are
rendered through translation and transcreation.

Strategies for Rendering Gender Stereotypes in Male
Fragrance Descriptions

This section explores the strategies employed to render
gender stereotypes in male fragrance descriptions, high-
lighting the varying use of translation and transcreation

Translation
Gender Omission
Gender Addition
Gender Reversal
Gender Permutation
Gender Explicitation

Transcreation
Gender Modulation
Gender Mutation

Translation
Gender Preservation

Transcreation
Gender Preservation with 
CreationTa

rg
et
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ul

tu
re

-o
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ed

S
ource culture-oriented

Figure 1. Adapted classifications of translation strategies and
transcreation strategies for rendering gender stereotypes.
Source. Karoubi (2013) and Ketola (2018).
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services among companies. This variation influences how
gender stereotypes are communicated and perceived.
Figure 2 and Table 2 provide a comprehensive overview of
the strategies identified and their application frequencies.

As for the male fragrance descriptions that used trans-
lation service, the distribution between target and
source-oriented strategies was evenly split, with each
accounting for 50% of the strategies used. A closer
inspection of the pie chart reveals that the most and sole
source-oriented strategy was gender preservation,
accounting for 50% (201 instances) of the strategies
observed. Among the target-oriented strategies, gender
addition was the most frequently adopted, comprising
20% (82 instances), followed by gender omission at 19%
(76 instances). Other strategies were used less frequently,
with gender permutation at 6%, gender reversal at 4%,
and gender explicitation at only 1%. The frequent adop-
tion of gender addition and omission underscores the
study’s central theme of navigating the tension between
preserving and adapting gender stereotypes.

Regarding the male fragrance descriptions that used
transcreation service, target-oriented strategies were pre-
dominant, comprising 91% of all strategies observed.
Source-oriented strategy accounted for 9%. The most fre-
quently used transcreation strategy was gender mutation,
representing 67% (60 instances) of the strategies used,
primarily involving omission and addition. Gender mod-
ulation accounted for 24% of the strategies employed.

Strategies for Rendering Gender Stereotypes in Female
Fragrance Descriptions

This section examines the strategies used to transfer gen-
der stereotypes in female fragrance descriptions. Figure 3
and Table 3 present strategies of translation and tran-
screation respectively. Figure 3 shows that target-
oriented strategies were slightly more prevalent than
source-oriented ones, accounting for 53% and 47%,
respectively. A detailed analysis of the pie chart reveals
that the most and only employed source-oriented

Target-
oriented

50%

Source-
oriented

50%

Gender addition,

Gender 
explicitation,

5, 1%

82, 20%

Gender 
omission,
76, 19%

Gender 
permutation,

 23, 6%Gender reversal,
 14, 4%

Gender 
preservation,
 201, 50%

Figure 2. Translation strategies used to translate gender stereotypes in male fragrance descriptions.

Table 2. Transcreation Strategies for Transferring Gender Stereotypes in Male Fragrance Descriptions.

Strategy category Transcreation strategies Total (n) Percentage (%)

Target-oriented strategies Gender mutation 60 67% 91%
Gender modulation 22 24%

Source-oriented strategies Gender preservation with creation 8 9% 9%
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strategy was gender preservation, representing 47% (255
instances) of the strategies used. Among target-oriented
strategies, gender addition was the most adopted, consti-
tuting 20% (111 instances), followed by gender omission
at 17% (92 instances). Other strategies, including gender
permutation (10%), gender explicitation (4%), and gen-
der reversal (2%), were used less frequently.

Table 3 demonstrates that target-oriented strategies
are predominant in the transcreation of female fragrance
descriptions, accounting for 89% of all strategies uti-
lized, while the source-oriented strategy comprised 11%.
Notably, gender mutation, which includes both omission
and addition, represented half of all the strategies
employed, accounting for 51% (120 instances).

In summary, the analysis of fragrance descriptions uti-
lizing translation services, reveals an almost equal distri-
bution of source- and target-oriented strategies,
suggesting that gender stereotypes are generally perpetu-
ated. In contrast, in descriptions that utilized transcrea-
tion service, target-oriented strategies predominate,
indicating a tendency toward altering gender stereotypes.

It supports the view that creativity is at the core of tran-
screation (e.g., Benetello, 2017), as the creation of new
content is oriented toward the target audience’s require-
ments. This observation also substantiates the definition
of transcreation as a translation-related activity that
involves linguistic translation, cultural adaptation, and
(re)creation of some existing content (Dı́az-Millón &
Olvera-Lobo, 2023).

The following sub-section outlines the strategies
employed with illustrative examples. When discussing
each instance, this study will provide a literal translation
(LT) of the Chinese translation and highlight gender-
related traits in bold to facilitate understanding.

Translation Strategies

Karoubi’s (2013) taxonomy of translating gender was
adapted and applied to determine the translation strate-
gies used in this study. This adaptation involved refining
the original taxonomy to capture the nuance of gender
portrayal in fragrance advertising more effectively. The

Target-
oriented 

53%

Source-
oriented 

47%

Gender 
addition,

110

Gender 
explicitation,

20, 4%

Gender 
omission,

94

Gender 
permutation,

58, 10%
Gender 

reversal, 14

Gender 
preservation,

258

Figure 3. Translation strategies used to render gender stereotypes in female fragrance descriptions.

Table 3. Transcreation Strategies for Transferring Gender Stereotypes in Female Fragrance Descriptions.

Strategy category Transcreation strategies Total (n) Percentage (%)

Target-oriented strategies Gender mutation 120 51% 89%
Gender modulation 90 38%

Source-oriented strategies Gender preservation with creation 25 11% 11%
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strategies identified include gender addition, gender
omission, gender reversal, gender permutation, gender
explicitation, and gender preservation.

Gender Addition

The most prevalent target-oriented strategy identified was
gender addition. According to the definitions listed in the
Methodology, gender addition specifically involves add-
ing a trait-denoting item that indicates gender stereotypes
in the TT. Altogether 82 instances (20%) of gender addi-
tion were identified in male fragrance descriptions, while
111 instances (20%) were observed in female descriptions.
The added traits encompass both communal and agentic
traits. Example 1 illustrates the addition of gender stereo-
types in female descriptions through the communal trait
of “emotional.” The representativeness of the example is
emphasized by its frequency within the dataset. Products
described with terms like “emotional,” “gentle,” and
“warm” are notably more common than those using
agentic traits. This prevalence demonstrates the selected
examples reflect a widespread marketing strategy.

In this example, the English ST describes the ingredi-
ent Ylang-ylang, a top note of Diorissimo Eau de
Toilette, without assigning a gender. However, the
Chinese TT personifies Ylang-ylang as a woman using
the term 她的Ta De (her). This gendered portrayal not
only implies a specific female image but also perpetuates
traditional gender stereotypes. The term感性Gan Xing
(sensibility), is defined by the online Chinese dictionary
(www.hydcd.com), as relating to mental activities like
sensation and perception, typically contrasted with
“rationality.” Additionally, the online dictionary Han
Dian (n.d) characterizes individuals described with 感性

Gan Xing (sensibility) as emotional, soft-hearted, senti-
mental, and subjective. Therefore, 感性Gan Xing (sensi-
bility) carries a strong connotation of emotionality
within this cultural context. This example emphasizes
how the translation process can introduce or amplify
gender stereotypes, reflecting the broader implications of
gender addition on gender stereotypes.

Example 1 [Dior female 24]

Gender Omission

The next section of the investigation focused on gender
omission; a category of translation strategies used when
an ST textual item suggesting gender is deleted in the TT
(Karoubi, 2013). This typically occurs at the macro-
textual level, where entire segments indicating gender are
omitted. In this study, gender omission was observed in
76 instances (19%) concerning male stereotypes and in
92 instances (17%) for female stereotypes. Frequently
omitted traits included “strong,” “sexy,” “assertive,” and
“gentle.” Specifically, male stereotypes in advertising
texts are often indicated by agentic traits such as
“strong.” This pattern was not isolated, as a similar
trend was observed in other gender-related traits, exem-
plifying how gender stereotypes are often omitted
through translation in fragrance advertising.

Example 2 illustrates this by omitting male stereotyp-
ing, indicated by the connotative meaning of “strong.”
Advertisers utilize “strong” to describe the scent of musk
and leather. According to Merriam-Webster (n.d.),
“strong” refers to (1) having great physical power and
(2) having an intense odor. While the fragrance advertis-
ing explicitly refers to the intense odor, it also subtly sug-
gests a strong man in the ST.

Example 2 [Prada male 02]

The perception of “strong” in the fragrance advertis-
ing context resonates with Cook’s (2001) notion of
“fusion,” a primary goal of modern advertising. Cook
(2001) defines “fusion” as imbuing a product with desir-
able qualities to enhance its appeal. In the descriptions
of male fragrance, “strong” serves as an agentic trait that
reinforces gender stereotypes. However, in the TT,
“strong” is rendered into 浓郁Nong Yu (rich), thereby
omitting its connotative meaning of a strong man. This
translation underscores the importance of recognizing
connotative meanings in translation and highlights the
strategies translators adopt and their impact on gender
stereotypes.

ST –
TT 她的感性氤氲在迪奥中显露。
LT Her sensibility comes out in Dior.

ENGLISH CHINESE

Connotations: None An emotional woman

ST that gives way to a strong yet smooth blend of Musk
and Leather.

TT 再辅以浓郁丝滑的麝香和皮革调。
LT It is complemented by rich and silky notes of musk

and leather.

ENGLISH CHINESE

Connotations: A strong man None

8 SAGE Open
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Gender Permutation

Gender permutation refers to replacing one trait-
denoting item indicative of gender stereotypes in the ST
with another in the TT that conveys the same stereotype.
In this study, gender permutation was observed in 23
instances (6%) in male fragrance descriptions and 58
instances (10%) in female descriptions. These instances
typically involve a permutation of traits: communal
traits such as “elegant” and “tender” are often permuted
to subtly shift the portrayal of female stereotypes. In
contrast, agentic traits such as “assertive” and “bold”
are permuted to indicate male stereotypes. A typical
example was selected to illustrate these permutations as
it represents a common pattern observed across the
dataset.

An instance of gender permutation is illustrated in
Example 3 [Cartier male 10]. In this example, two com-
munal traits are permuted between the ST and TT. The
phrase “gentle elegance” is subtly rendered into 典雅的
温润Dian Ya De Wen Run (elegant gentleness) using a
noun phrase structure of “adjective + noun.” While the
ST uses the modifier “gentle,” the TT reverses these, with
“elegant” as the modifier. The modified nouns “elegance”
and “gentleness” serve as the headwords in their respec-
tive noun phrases.

This permutation strategy highlights different facets of
sandalwood’s characteristics: the ST emphasizes its “ele-
gance,” while the TT emphasizes its “gentleness.” Both
terms aim to captivate and appeal to consumers’ interests
and desires, subtly shaping perceptions of the fragrance.
According to Merriam-Webster (n.d.), “elegant” is asso-
ciated with qualities that are desirable in refined taste,
categorizing “gentle elegance” as “likable,” as elegance is
generally a likable quality. Similarly,典雅的温润Dian Ya
De Wen Run (elegant gentleness) is coded as “gentle,”
aligning with its connotations and the intended traits of
the audience.

Example 3 [Cartier male 10]

This example demonstrates how seemingly subtle trans-
lation choices, such as those involving gender permuta-
tion, can significantly influence gender representations in
advertising texts. It aligns with Zeven and Dorst’s (2021)
assertion that even minor translation decisions can
impact gender portrayals. This again underscores the
importance of careful consideration in the selection of
translation strategies.

Gender Reversal

The fourth translation strategy examined in this study was
gender reversal. According to Karoubi (2013), this strat-
egy is employed when an ST item specifies gender is substi-
tuted in the TT by an item specifying an opposite gender.
In this study, gender reversal involves replacing a trait-
denoting item indicating male stereotypes in the ST with
one indicating female stereotypes in the TT and vice versa.

A total of 14 instances (4%) of gender reversals were
observed for male stereotypes and 12 instances (2%) for
female stereotypes. These reversals typically involve chang-
ing communal traits into agentic traits and vice versa. The
examples provided below illustrate this strategy, where
agentic traits such as “bold” and “strong” are replaced by
communal traits like “affectionate” and “sincere.”

(1) Gender reversal (male to female). In [D&G
female 02], the agentic trait “bold” in the ST is
translated into 浪漫Lang Man (romantic) in the
TT, corresponding to the communal trait “affec-
tionate.” The term “bold” explicitly describes
the fragrance’s base note and connotes desirable
personality traits, reflecting the aspirations of
the intended audience. As noted by Nemčoková
et al. (2021), adjectives in fragrance descriptions
often carry connotative meaning.

Example 4 [D&G female 02]

ST It starts with the gentle elegance of sandalwood before
adding a subtle touch of rose.

TT 弥散在檀木典雅的温润和一丝隐喻的玫瑰花香之中。
LT It is diffused in the elegant gentleness of sandalwood

and a hint of metaphorical rose.

ENGLISH CHINESE

Connotations: A likable man A gentle man

ST underpinning this glorious floral fusion with a lingering
bold and beautiful base.

TT 构成余韵无穷的浪漫基调，使这款花团锦簇的香氛格外
出色。

LT a romantic sillage of the base note highlights this
floral fragrance.

ENGLISH CHINESE

Connotations: A bold man An affectionate man
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In this translation, 浪漫Lang Man (romantic) serves
as a replacement for “bold.” This term is categorized as a
communal trait, specifically “affectionate,” while “bold”
is an agentic trait. Thus, through the strategy of gender
reversal, an agentic trait is transformed into a communal
trait. This shift changes the idealized male image from
being depicted as “bold” to “affectionate,” illustrating
the transformative impact of gender reversal on gender
stereotypes in advertising.

(2) Gender reversal (female to male). In the marketing
of Sauvage Parfum by Dior [Dior male 01], the ST
describes the fragrance with the phrase “an animal
beauty that comes to life on the skin” which aims
to convey the positive user experience of Sauvage
Parfum. This abstract description, however, may
pose challenges for readers to visualize its mean-
ing. As noted by Toncar and Fetscherin (2012),
noted that abstract fragrance descriptions often
lead to inflated expectations exceeding the actual
product’s evaluation. Such imaginative narratives
in fragrance descriptions frequently evoke themes
of sexual or intimate relationships (Payne, 2020).
Additionally, the use of the word “animal” in this
context, synonymous with “sensual” or “fleshly”
(Merriam-Webster, n.d.), adds an undertone of
sensual or sexual allure.

Example 5 [Dior male 01]

In contrast, the TT employs 锋芒毕露Feng Mang Bi
Lu (make a showy display of one’s abilities or intelli-
gence) and 阳刚魅力Yang Gang Mei Li (the masculine
charm) to describe Sauvage Parfum. 锋芒Feng Mang

(talent displayed) can be associated with the agentic trait
“intelligent,” while 阳刚魅力Yang Gang Mei Li (the mas-
culine charm) corresponds to the agentic trait “strong.”
Thus, through gender reversal, a fragrance initially asso-
ciated with a sensual and sexual male image in the ST is
transformed into one symbolic of a strong and intelligent
male image in the TT. This shift exemplifies the transfor-
mative power of gender reversal in reshaping gender
stereotypes.

Gender Explicitation

The final target-oriented strategy investigated in this study
was gender explicitation. Derived from Karoubi’s (2013)
framework, this concept traditionally refers to strategies
used when TT textual items that explicitly indicate gender
replace ST textual items that specify gender implicitly.
This definition underscores a shift from implicit to explicit
indications of gender in the translation process.

However, within the context of this study, gender
explication is defined slightly differently. It relates to
instances where a trait-denoting item that does not indi-
cate gender stereotypes in the ST is replaced with a corre-
sponding trait-denoting item showing gender stereotypes
in the TT. It is distinct from gender addition, as it
involves transforming existing trait-denoting items rather
than adding new ones. Moreover, these items are not
necessarily related to communal and agentic traits that
explicitly denote gender stereotypes.

Gender explicitation was observed in 1% of instances
involving male and 4% involving female stereotypes.
This strategy was applied to both agentic and communal
traits. The example below, selected from a subset of simi-
lar instances, exemplifies a typical case of gender explici-
tation within the dataset.

Example 6 [Dior male 10]

Example 6 [Dior male 10] illustrates the trait “linger-
ing” is translated into the communal trait “likable” in
the description of Fahrenheit Eau de Toilette. Originally,

ST

Sauvage Parfum is a highly concentrated interpretation of
Sauvage with an extreme freshness bathed in warm

oriental tones and an animal beauty that comes to life on
the skin.

TT 旷野男士香精，奢醇演绎，清冽柑橘气息交织深沉木
香，融入温暖东方香调，展现锋芒毕露之美，生动诠
释阳刚魅力。

LT Sauvage Parfum is a luxurious interpretation of Sauvage
with a refreshing citrus scent, intertwined with deep
woody fragrance and blended with warm oriental
fragrance, delivering the beauty of intelligence and
vividly interpreting masculine charm.

ENGLISH CHINESE

Connotations: A sexy man An intelligent and strong man

ST A unique, contrasting olfactory signature with a powerful,
lingering trail.

TT 弥留特别而鲜明的印记，淋漓释放浓郁而魅惑气息。
LT A unique and distinct signature, with a rich and bewitching

atmosphere.

ENGLISH CHINESE

Connotations: None A likable man
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the term “lingering” describes the long-lasting nature of
the fragrance. However, in the translation, this charac-
teristic is rendered as 魅惑Mei Huo (bewitching), a term
laden with connotations of attraction and allure. While
“lingering” focuses on the endurance of the fragrance, 魅
惑Mei Huo (bewitching) introduces a layer of desirabil-
ity, suggesting that the scent is not only persistent but
also captivating. This translation choice subtly amplifies
the communal trait “likable,” potentially reinforcing the
idea that the fragrance is desirable and appealing, in
addition to its lasting nature. Thus, a non-stereotyping
trait is not merely translated but is contextualized to
align with cultural values that prioritize likability and
allure in fragrances.

Gender Preservation

The primary and only source-oriented strategy identified
in this research was gender preservation, as outlined by
Karoubi (2013). This strategy aims to preserve the gen-
der portrayal in the TT precisely as it appears in the ST,
explicitly used to maintain gender stereotypes through
translation.

In this study, gender preservation was significantly
employed, accounting for 201 (50%) of the strategies used
for male stereotypes, and 255 (47%) for female stereotypes.
These instances were specifically selected as they exemplify
the preservation of gender traits within the dataset.

In most cases, traits associated with “sensual” are
substituted into traits related to emotion, reflecting a
consistent approach across many examples. However,
this tendency is not observed in Example 7 [Prada male
08]. In this case, “sensual” and “voluptuous” in the ST
are translated into 性感Xing Gan (sexy) and 激情和性感

回忆Ji Qing He Xing Gan Hui Yi (passionate and sexy
memories).

Example 7 [Prada male 08]

In fragrance advertising, the term “sensual” often
extends beyond mere sensuous pleasure to imply sexual
allure. The translation choices made in this example
amplify this sexual connotation, opting for terms that
emphasize the fragrance’s sexual appeal. This divergence
from the general trend suggests a conscious decision to
maintain or even enhance the masculine, sensual image
associated with the fragrance.

Unlike the common practice observed in the dataset,
where male images portraying sensuality are typically
omitted or softened. Example 7 actively perpetuates a
sensual male image through the gender preservation
strategy. This choice not only reflects gender values of
masculinity and sensuality but also impacts how gender
stereotypes are communicated and potentially perpetu-
ated through translation.

Transcreation Strategies

These strategies were determined according to Ketola’s
(2018) classification. The adapted framework includes
gender modulation, gender mutation, and gender preser-
vation with creation. To provide further granularity and
precision in the analysis, gender mutation was subdivided
into omission and addition categories.

Gender Mutation

The predominant transcreation strategy observed was
gender mutation, which accounted for 67% of strategies
used in the transcreation of male stereotypes and 51%
for female stereotypes. According to Ketola (2018),
mutation in transcreation typically involves adding or
including entire paragraphs in the TT that do not have
an equivalent in the ST. However, this study extends the
definition to include omission, where entire paragraphs
present in the ST are not translated into the TT. This
broader interpretation is essential since this study specifi-
cally relates to gender issues and is thus referred to as
gender mutation.

In this study, gender mutation was applied when
entire paragraphs containing gender-related traits in the
ST were omitted or added in the TT. This strategy
encompasses adding new content and omitting existing
content, focusing on how communal or agentic traits are
handled.

(1) Addition. The study recorded 36 instances of
omission in male fragrance descriptions and 66 in
female descriptions. In Example 8 [Chanel female
14], the ST avoids using adjectives to describe
ingredients like Grasse tuberose. However, in the
TT, the phrase 细腻柔美的Xi Ni Rou Mei De
(delicate and soft) is added. This translation

ST Sensual and fresh, this spicy floral fragrance is a mix of
sandalwood, mandarin essence, and Hinduran Styrax.
Oeillet is a dream of memories with an intense and
voluptuous allure.

TT 此款性感清新的辛香型香水将雪松、柑橘精华和洪都
拉斯合香融合。康乃馨香带您进入一场充满激情和性
感回忆的美好梦境。

LT This sexy, fresh, spicy fragrance features cedarwood,
citrus essence, and Honduran Styrax. The Carnation
fragrance takes you into a dreamland of passionate and
sexy memories.

ENGLISH CHINESE

Connotations: A sexy man A sexy man
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choice is not merely a linguistic adaptation but
also a cultural and gendered translation.

According to Hernández Socas et al. (2022), transla-
tion plays a pivotal role in shaping and disseminating
specific images within a specific cultural community. In
fragrance advertising, metaphoric language is often
employed to evoke sensory experiences and allure. In this
example, the addition of “gentle” as a descriptor for the
ideal woman suggests a passive, soft-spoken, and nurtur-
ing feminine image, reinforcing gender roles and
expectations.

Example 8 [Chanel female 14]

This example highlights the necessity for translation
practitioners to be critically aware of the broader socio-
cultural implications of their linguistic choices.
Practitioners are urged to approach their work with a
gender-sensitive perspective, acknowledging how subtle
nuances in language can significantly influence percep-
tions and reinforce or challenge traditional gender norms.

(2) Omission. This strategy observed in 24 instances
for male fragrance descriptions and 54 for female
descriptions, reflects a typical transcreation prac-
tice where gender-related traits are omitted to
cater to broader or different cultural preferences.
Example 9 [Kenzo Male 03] exemplifies this typi-
cal transcreation practice where gender-related
traits are omitted. In the ST, the fragrance is
described using adjectives such as “strong” and
“elegant,” which characterize the scent and project
a strong, likable male image, aligning with tradi-
tional masculine ideals. In the TT, however, these
gender-related traits are omitted. This omission
may be seen as an attempt to make the fragrance
more universally appealing, or to align with differ-
ent cultural or market-specific preferences.

Example 9 [Kenzo male 03]

Tuna and Freitas (2012) note that fragrance advertis-
ing often seeks to evoke sensuality, eroticism, and aspira-
tional lifestyle images. According to TransPerfect (n.d.),
transcreation goes beyond simple translation; it requires a
deep understanding and adapting of the intended mean-
ing of the source message to resonate with the target audi-
ence. In this context, the omission of terms like “strong”
and “elegant” in the TT might indicate a shift away from
traditional masculine stereotypes, presenting a more neu-
tral or versatile portrayal of masculinity.

Removing certain communal and agentic traits such
as “strong” and “sensual” demonstrates a deliberate shift
away from traditional masculine stereotypes, suggesting
a broader trend toward neutralizing gendered language
in fragrance marketing. This strategy may be aimed at
avoiding potential gender values. Meng (2016) empha-
sizes that such strategies reveal translators’ (un)conscious
gender values, highlighting the pivotal role they play in
(re)shaping gender perceptions through advertising.

This example underscores the nuanced ways in which
gender stereotypes are managed and potentially mitigated
in the translation and transcreation of fragrance descrip-
tions. It reflects the complex interplay between linguistic
choices, gender values, and the broader sociocultural con-
texts in which advertising texts are situated.

Gender Modulation

The second most adopted transcreation strategy was gen-
der modulation, constituting 24% for male stereotypes

ST Orange blossom, ylang-ylang, jasmine, and Grasse
tuberose compose the ideal white flower.

TT 香气明媚的依兰依兰、晶莹清新的橙花、细腻柔美的
格拉斯晚香玉，勾勒出一朵想象中的臻美白花，耀目
动人。

LT Fragrant ylang-ylang, fresh neroli, and the delicate and
soft Grasse tuberose blend into an imaginary and
dazzling white flower.

ENGLISH CHINESE

Connotations: None A gentle woman

ENGLISH CHINESE

Connotations: A strong and elegant man None

ST L’EAU KENZO Eau de Toilette, an ode to life and
happiness for all grown-ups with a child’s soul. L’EAU
KENZO, an eau bursting with energy, color, flowers and
freshness. A fragrance associated with a strong universal
symbol, the wave, synonymous with strength and
freedom. A spirited eau held in two elegant, streamlined
glass bottles.

TT 清新的柚子香和薄荷香，与雪松基调迷人调和，宛若
带来微风沁凉，一扫夏日倦乏。浮世绘海浪印花手
包：静谧蓝与泳池蓝的恣情妙趣，伴你悠然度夏，玩
转时尚随行搭配。

LT The freshness of grapefruit and mint are charmingly
blended with the cedar base, bringing a cool breeze that
wipes off the drowsiness of summer. The handbag
designed with the ukiyo-e Great Wave, which presents a
beautiful mix of different blue colors, would add to your
fashion look in summer.
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and 38% for female stereotypes. According to Ketola
(2018), gender modulation is deployed when entire para-
graphs in the TT diverge from their counterparts in the
ST regarding semantics or style. In the current study, gen-
der modulation is employed when paragraphs containing
gender-related traits in the ST are reconfigured in the TT,
resulting in significant semantic or stylistic differences.

In total, 21 instances (23%) of gender modulation
were observed for male stereotypes, whereas 91 instances
(39%) were identified for female stereotypes. The follow-
ing two examples elucidate this strategy.

Example 10 [Guerlain male 01] depicts a Western aris-
tocratic gentleman, Arsène Lupin, being reshaped into a
Chinese 浪子Lang Zi [a prodigal] through gender modu-
lation. The ST portrays Arsène Lupin, a fictional gentle-
man thief with aristocratic, passionate, and amorous
traits. Despite his law-breaking activities, Lupin is often
depicted as a force for good.

Example 10 [Guerlain male 01]

Conversely, the TT employs a similar story-telling
style but introduces an entirely different narrative. It
portrays a Chinese hero, 不羁浪子Bu Ji Lang Zi (an
unruly prodigal), a character archetype commonly found
in Chinese Kung Fu novels. This character is charming
yet defies social norms and expectations.

“Amorous” in the ST aligns with 浪漫Lang Man
(romantic) in the TT, emphasizing affectionate rather
than sexual love. The term “aristocratic” is replaced with
浪子Lang Zi (a prodigal), shifting the portrayal from an
aristocratic gentleman to a Chinese unruly prodigal. This
adjustment reflects a significant cultural adaptation from
Western to Eastern hero archetypes, illustrating a deep
understanding of target audience preferences.

Example 11 [Chanel female 01] further illustrates gen-
der modulation by transforming the adjectives “delicate”
and “sensual” in the ST into 自由而大胆Zi You Er Da
Dan (liberal and bold) in the TT. In fragrance advertis-
ing, “sensual” is coded as “sexy,” a communal trait,
whereas “bold” is typically an agentic trait. In this
instance, the communal trait “sexy” is reversed into the
agentic trait “bold.” It highlights the dynamic nature of
gender traits in fragrance descriptions across different
cultural contexts.

Example 11 [Chanel female 01]

These examples underscore the complexities involved
in gender modulation as a transcreation strategy, reveal-
ing the intricate ways in which gender traits are reshaped
to suit the cultural and linguistic preferences of the target
audience.

Gender Preservation With Creation

The final transcreation strategy explored in this study
was gender preservation with creation, accounting for
9% of strategies used for male stereotypes and 11% for
female stereotypes. Unlike traditional translation strate-
gies, transcreation allows for greater flexibility, allowing
for modifications to sentence structure and style while
still adhering closely to the original content’s intent.
Gender preservation with creation is adopted when the
gender-related traits remain consistent between the ST
and TT despite differences in semantics or style. In this
study, 8 instances (9%) were identified for male stereo-
types and 25 instances (11%) for female stereotypes.

Example 12 [Armani female 01] illustrates this strategy
in the description of Armani My Way Eau de Parfum.
Despite stylistic differences between the ST and TT, both
versions convey similar stereotypes through the term
“sophisticated.” The ST portrays a woman as open-
minded and curious, emphasizing her enjoyment of
exploration and experience.

ST Aristocratic, ardent, and amorous, Arsène Lupin is the
ultimate cat burglar, stealing an object as he would a kiss.
An incorrigible seducer, this gentleman thief, the
protagonist of the novels by Maurice Leblanc, is a hero
with two faces.

TT 亚森•罗宾是热情奔放而又浪漫的双面英雄，一面是
虏获芳心的情感大盗，一面是散发魅惑的不羁浪子，
谜一般的身影在世人心中留下挥之不去的叹息。

LT Arsène Lupin is a double-face hero, passionate and
romantic. He is a thief who steals a woman’s heart and
an unruly prodigal who exudes charm. His
mysterious figure leaves a lingering sigh in the hearts of
the world.

ENGLISH CHINESE

Connotations: A sexy man An affectionate man

ST A delicate, sensual interpretation of COCO
MADEMOISELLE designed to be worn at night, behind
closed doors.

TT 可可小姐清新之水。一位自由而大胆的女性。
LT COCO MADEMOISELLE, a liberal and bold lady.

ENGLISH CHINESE

Connotations: A sexy woman A bold woman
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Example 12 [Armani female 01]

In the TT, identical sentences structured with two
words (a verb), followed by six words (purpose of action)
are used, creating an engaging narrative. The three verbs
are 出发Chu Fa (set off), 前行Qian Xing (go forward),
and 经历Jing Li (experience). Both the ST and TT depict
a sophisticated woman with a wealth of knowledge and
understanding about the world, thus preserving the agen-
tic trait “sophisticated” found in the ST. The TT crea-
tively adopts a prose poem style, inviting readers to
imagine the mood and fantasy of associated with the
advertised fragrance. Branded Translations (2020) stated
that transcreation aims to ensure “the localized copy as
relevant and persuasive as the original.” In this instance,
while writing styles are modified, gender stereotypes are
effectively perpetuated.

In summary, the findings of this section support the
notion that gender stereotypes are predominantly altered,
with some strategies being target-oriented and others
source-oriented. Notably, target-oriented strategies are
more prevalent than source-oriented ones. These results
corroborate Morón and Calvo’s (2018) assertion that
more manipulative or marked interventional strategies
are often required in transcreation practice. Additionally,
the findings support Mavis Ho’s (2021) contention that
there are optional shifts in both translation and tran-
screation are realized through strategies. The choice of a
specific strategy is not predetermined for certain traits,
such as the communal trait “sexy,” which may either be
omitted or preserved in the context.

Conclusion

This study has explored the strategies used to render gen-
der stereotypes in fragrance descriptions through transla-
tion and transcreation. The findings reveal distinct
differences and notable similarities between these two

approaches. The results show notable disparities in utiliz-
ing target culture-oriented strategies, with transcreation
using these approaches in roughly 90% of instances, ver-
sus about 50% for translation. This reveals that the key
difference between translation and transcreation lies in
the degree to which practitioners modify the ST to pro-
duce new content.

Despite their differences, both translation and tran-
screation strategies have been found to perpetuate and,
in some cases, challenge gender stereotypes. Their shared
objective of shaping consumer perceptions underscores
the strategic significance of their respective approaches
and their impact on gender representation within mar-
keting narratives.

A salient contribution of this study is the identification
of differential strategies as the hallmark for distinguish-
ing between translation and transcreation. Strategies can
be identified and categorized based on the adapted analy-
tical frameworks by Karoubi (2013) and Ketola (2018).
For translation, typical strategies might include addition,
omission, and substitution. For transcreation, strategies
could involve modulation and mutation. Notably, deter-
mining translation strategies involves examining items,
while identifying transcreation strategies is done by
observing entire paragraphs. This analytical distinction
extends beyond theoretical implications to provide prac-
tical insights for advertising translation practices, empha-
sizing the value of culturally sensitive and creatively
adaptive approaches.

Furthermore, the analysis highlights the importance
of considering the cultural and linguistic nuances in
translation and transcreation processes. The study under-
scores the need for translators and transcreators to be
aware of the potential impact of their choices on gender
representation and to approach their work with gender
awareness. In terms of broader implications, the study
findings highlight transcreation as an essential tool in
advertising translation. Its flexibility and creative adapt-
ability resonate with the evolving demands of global
advertising, facilitating authentic engagement with
diverse target audiences.

Overall, this research contributes to the academic
discourse by offering a rigorous distinction between
transcreation and translation within advertising trans-
lation, supported by empirical evidence. By refining
Ketola’s (2018) framework and incorporating gender-
aware strategies, this study advances the understanding
of transcreation as a multifaceted practice that syner-
gizes linguistic precision with cultural and creative
adaptability. The prevalence of target-oriented tran-
screation strategies underscores the centrality of crea-
tivity in this domain, aligning newly crafted content
with linguistic preferences and the broader sociocul-
tural contexts.

ST My Way Eau de Parfum is the scent of discoveries and
connections for an open-minded, curious, and authentic
woman who is ready to broaden her horizons and live
meaningful encounters around the world.

TT 出发，邂逅远方世界。前行，拓宽自我边际。经历，
造就每一个我。

LT Set off to explore the distant world. Go forward
and expand your boundaries—experience to
discover a different self.

ENGLISH CHINESE

Connotations: A sophisticated woman A sophisticated woman

14 SAGE Open



Although these findings are exciting and practically
relevant, several limitations exist. The analysis was con-
fined to online fragrance descriptions, limiting generaliz-
ability to other media such as novels or social media.
Moreover, the study focused solely on textual content,
excluding visual elements crucial in advertising.
Additionally, gender was conceptualized in binary terms,
potentially oversimplifying the complexities of gender
identity in modern contexts where non-binary perspec-
tives are increasingly recognized.

Future research could extend these findings by explor-
ing translation and transcreation across a wider array of
media to verify the applicability of the conclusions drawn
here. Investigating how gender stereotypes are conveyed
and transformed in the visual and audio elements of
advertising could also provide deeper insights into multi-
modal communication strategies. Furthermore, expand-
ing the scope to include more inclusive representations of
gender, such as those about the LGBTQI+ community
and unisex products. It would enrich the understanding
of gender dynamics in translation studies. These direc-
tions not only promise to broaden the impact of the cur-
rent research but also contribute to a more nuanced
understanding of gender portrayal across different cul-
tural and media landscapes.
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