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PRAGMATIC POTENTIAL OF AUDIOGUIDES
AS AFEATURE TO BE PRESERVED IN TRANSLATION

The article makes an attempt to analyze multilingual audio guides as a convenient tool for tourism
industry and determine their role in presenting the country s image. It describes the evolving tendency,
developed in a recent decade, to publish the audio guides online to reach a bigger and more versatile
audience. The article also discusses the issue of the pragmatic potential of the text applying it to
the content of multilingual audio guides. Additionally, it describes the role that proper translation
of audio guides and preserving their original pragmatic influence on the target audience plays in
providing foreign tourists with the proper information and reaching the desired communicative
effect. The article describes the most important functions of the tourist texts: to inform the readers, to
attract them to the specific destination, to portray its authenticity and uniqueness, as well as to induce
the tourists to come and experience all the charms of the advertized places in person. In this regard,
several excerpts of the texts, taken from the audio guides presented via an izi. TRAVEL platform
are analyzed in detail to find out if the pragmatic potential of the original audio guide is preserved
and to what extent it is rendered in the target version. The issue of pragmatic adaptation as the way
to make the text with a lot of culture- and geography-specific information more understandable
and interesting for the multicultural audience is touched upon. Such translation transformations
as addition, omission, generalization, sentence fragmentation, etc. were revealed to be utilized as

the means of pragmatic adaptation within the translation of tourist audio guides.
Key words: audio guide, pragmatic potential, communicative effect, pragmatic adaptation,

translation.

Introduction. Presently, tourism is one of the most
rapidly growing industries in the world, bringing
countries and communities a fair amount of income
from serving inner and outer travelers. A lot of var-
ious institutions (state and private ones), agencies,
museums, theatres, tour guides, and other stakehold-
ers extensively use various tools that help to spark
the tourists’ interest in visiting certain places or par-
ticipating in certain events. One of such convenient
tools that was introduced into a world practice long
ago and gained special popularity in recent years is a
whole range of multilingual audio guides, that can be
either accessed online on the Internet or found at pop-
ular tourist destinations such as museums, galleries,
exhibitions, and other locations both throughout the
world and also in Ukraine. Audio guides are benefi-
cial for both tourists and institutions of various kinds.
One of the ways they might serve tourist facilities and
attract additional audience from around the world is to
offer a multilingual audio excursion (or provide some
useful information) in case there is no opportunity to
do that in person and in real time. Tourists, in turn,
can choose the language of an excursion, time and
exact exhibitions to visit. One more great opportunity
which has appeared recently is obtaining free access
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to online audio guides about thousands of tourist des-
tinations. When designed properly, such tours can add
to the attractiveness of the destination, influencing the
viewers in the most positive way and communicat-
ing the messages of interest, authenticity, and unique
travelling experiences. As audio guides are created
specifically and are aimed at covering the largest pos-
sible audience, their proper translation, preservation
of the source texts’ pragmatic potential and rendering
a desired communicative effect are crucial in fulfill-
ing this purpose. In this respect, the purpose of this
article is to analyze the texts of audio guides about
Ukraine, establish their possible pragmatic potential
and determine to which extent it is rendered in the
translations of the studied pieces.

Literature review. The notion of the pragmatic
potential of the text was first suggested at the end of
the 20th century by a theorist of translation studies
Vilen Komissarov. He states that any created text is
communicative by its nature and can either be purely
informative or evoke emotions, shape opinions and
attitudes towards the discussed issues, induce some
actions, and influence the readers/listeners in many
different ways. Such influence is considered prag-
matic, and the ability of the text “to achieve a com-
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municative effect, to evoke a pragmatic attitude of the
recipient to the message, in other words, to perform
a pragmatic impact on the recipient of the informa-
tion is called pragmatic aspect or pragmatic poten-
tial (pragmatics) of a text” [3, p. 209]. As continued
by Komissarov, the recipient’s pragmatic attitude
to the text (message) does not solely depend on the
pragmatics of the text itself. It also depends “on the
recipient’s personality, their background knowledge,
previous experience, and other peculiarities”. Analy-
sis of the source text pragmatics allows for an approx-
imate definition of a possible pragmatic influence on
an “average” recipient [3, p. 209]. The translation of
any text is a two-stage process. During the first stage,
the translator serves as the recipient of the source text
message, at this phase s/he tries to decode as much
of both explicit and implicit information as possible.
In this regard, the translator should have wide back-
ground knowledge of the source text culture. During
the second stage, the translator serves as the sender
of the target text message, adapting the text for the
“average” target reader. The fact that the target reader
belongs to a different language community than the
source reader and might have different knowledge
and experience, history and culture makes the trans-
lator introduce necessary changes to the target text,
especially if the divergences between the source
and target cultures prevent the end-reader from fully
understanding the text. S/he explicates or omits the
information that can be misunderstood or is not cru-
cial for the target reader. The process may require
explication of the implicit information, concretiza-
tion, generalization, addition, omission or a complete
change of some notions. These transformations serve
for the pragmatic adaptation of the text, the main task
of which is to provide the target reader with a proper
understanding of the message [3, pp. 210-214]. An
important step for choosing the best tools for the
pragmatic adaptation of the text is proper determin-
ing the function, performed by the source text. The
main purpose of tourist texts is to propose, portray
and offer services and products of a given area and to
pass on the information to the potential visitor. They
are designed to invite the readers to come, aimed at
making the potential tourist destination attractive,
and providing tourists with the essential information
about what they are going to experience and how they
can plan their trip better [6, p. 15]. Referring to what
the text communicates, Sanning singles out 3 main
broad functions: expressive, informative, and voca-
tive. As explained by Sanning, the expressive func-
tion represents the mind of the speaker, the writer,
or the originator of the text as s/he expresses their

feelings irrespective of any response. The core of the
informative function is an external aspect, the facts
of a topic, that is, reality outside language, including
reported ideas or theories. The core of the vocative
function is the readership, the addressee. The term
“vocative” is used in the sense of “calling upon” the
readership to act, think or feel, in fact, to “react” in
the way intended by the text [5, p. 125]. Following
Sanning, we believe that the most important is the
vocative function, because “tourist texts are a type
of popular reading material for ordinary people. The
purpose is to attract the tourists’ attention, arouse their
interest and give them an aesthetic impression, so that
they may be persuaded to visit the tourist attraction
and gain knowledge of the nature, culture, history and
customs of the tourist attraction through reading the
text” [5, p. 125]. The scholar also dwells upon the aes-
thetic function and cultural value of the tourist texts,
which “is manifested primarily through three aspects:
the inherent values in natural views like rivers, lakes,
mountains and so on; the traditional values long-es-
tablished in heritage such as habits, traditions, prac-
tices, social structures, arts and crafts, etc.; and the
artificial values held in man-made sights like palaces
and temples, imperial tombs and underground muse-
ums, architecture and gardens, and elsewhere”, and
suggests that the “ideal tourist texts should main-
tain such qualities as being informative, intriguing,
realistic, practical, cultural, educational, humorous
and even poetic” [5, p. 126]. Our analysis of online
audio guides has confirmed that they perform, most
of the time, informative, aesthetic and vocative
functions, which are manifested in describing the
tourist destination and promoting it in such a way,
that a person is most likely to come and visit these
places in person.

Regarding the multicultural audience of tour-
ist audio guides and the impossibility to predict the
background knowledge of the future recipient, the
complexity of translators’ task includes preserving as
much of the source text’s authentic pragmatic poten-
tial as possible and rendering it in the most under-
standable for the foreign audience way. It was mas-
terfully summed up by Isabel Duran Muifioz, who
emphasized the mediation role of translation in the
tourism sector and stated that “translators must keep
the essence of the source text, its content, its func-
tion, its cultural references, and at the same time they
must approach the translation to the target audience,
by making the content comprehensive, promoting the
destination and making it closer to them” [4, p. 31].

Results and Discussion. The material for this
research is presented by audio guides about Ukraine
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as well as their translations presented on the plat-
form izi. TRAVEL. According to their website, izi.
TRAVEL is the: “go-to platform for the travel market:
a dynamic hub where thousands of content providers
can easily create multimedia guides for millions of
travelers” [6]. The platform presents nearly 15 000
guides about 121 countries. The website operates in
11 languages (interface), and even more languages
are used within the audio guides themselves.

The website has a clear structure and a user-
friendly interface: all the menus are placed cohesively
through web pages. After choosing a location the sys-
tem shows all the available guides together with the
languages into which they are translated. The major-
ity of guides about Ukraine operate in Ukrainian/Rus-
sian, and a lot of them are also presented in English.
One might also find guides in Polish. All the guides
can be accessed in an online mode, a lot of them can
also be downloaded to the users’ devices, using QR
codes located near the tour’s title.

All the guides share a similar structure: the list of
tracks containing the audio guides themselves, which
are usually accompanied by text, and often images
(photos of the featured places) are provided. Some-
times one might find an interactive map featuring all
the places from the audio excursion.

The corpus of the research consisted of 200 guides
about Ukraine. Analysis showed that out of these 200
only 69 presented practical interest having English
as one of the operating languages. Some other audio
guides were presented in German (6), in Polish (5),
and only one — in French. Since the guides are created
by the platform users and it is the author’s decision
which languages the guide would be operating in, a
lot of them operate only in Ukrainian or Russian and
present no interest for a deeper analysis.

Regarding that tourism is an activity which
involves the direct contact between cultures com-
prising folklore, customs, traditions, geographic
locations, gastronomy, etc., any type of tourism con-
tent, including that presented in audio guides serves
as a joint element between tourists, the place they are
visiting, and their cultures. Presenting a wide range
of culture and geography-specific information, the
texts of audio guides have a huge pragmatic poten-
tial which can be simply explained as additional
information that is to be decoded from the text itself.
Failure to preserve the pragmatic potential of the
source text would prevent the target audience from
proper decoding this additional information. Instead,
the successful translation of authentic information,
which often bears most of the pragmatic potential,
would help in picturing the overall attractive image
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of the suggested tourist destination, would help to
render important aspects of Ukrainian culture that
are encoded in the suggested audio guides. Here, it
is important to take into account that the source texts
for the audio guides are often written by people who
know a lot about the subject or concept they describe.
That is why, a lot of valuable information might be
implicit. At the same time, the translations are made
for people who belong to a different linguistic and
cultural community, might have a different attitude
to life and history, different background knowl-
edge, etc. Most often, tourists are not familiar with
Ukrainian culture and, therefore need more explicit
information to grasp the presented ideas. Therefore,
while analyzing the translated audio guides, we tried
to determine whether the translations preserve the
pragmatic potential of the source text. The use of
several types of translation transformations such as
text compression, omission, addition, generalization,
etc was revealed which will be exemplified through
the actual analysis of the audio guides’ texts.

First, we would like to analyze the texts from the
audioguide Myzeii «ITam’SITb €BpeiicbKOr0 HApOy Ta
Tonokoct B Ykpaini» [7] — Museum “Jewish Memory
and Holocaust in Ukraine” [8] (Table 1).

Let us consider the first example. The given
excerpt is among those of an introductory nature,
preceding the entire audio guide and informing the
visitors about religious bases of Jews’ life. The func-
tion of the source text is primarily informative as it is
intended to inform the visitors about the subject of the
first section of the museum — Holy Scripture of Jews.
The text refers to generally known information, which
is likely to be familiar to most tourists. The transla-
tion performs the same function of informing the vis-
itors (or listeners), therefore, the pragmatic potential
of the source text is almost preserved. However, in
the translation of the sixth sentence, an attempt of
pragmatic adaptation was made — the information
was generalized; the phrase “different language ver-
sions” was provided instead of indicating the specific
languages. On the one hand, such translation helps to
prevent over concretization of information that might
entangle the readers/listeners. On the other hand, such
translation lacks clarity on what exact translations of
Commandments are presented in the given museum.
Therefore, part of useful information is lost, and so is
the part of the communicative effect (Table 2).

The second example under analysis is taken
from the same audio guide. The source text informs
the audience about certain parts of the exhibits, as
well as provides the explanation upon the peculiar-
ities of one of the exhibited items. The text is writ-
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Table 1

1) ITepumii 6110k mpucBsiueHO TeMi «EBpei — Hapox KHurm».
2) Tyt mpencTaBieHi €KCIOHATH, SKi PO3MOBITAIOTH PO
CBslllleHHEe TucaHHs €BpeiB — TOpy, abo I’ ATHKHMKKS
Moiiceese.

3) V Bitpuni 1.01 po3mimiero ckpuxaii 3 TekcroM Jlecstu
3anoBinei, siki Oynu nani borom Moticero Ha ropi CuHaii.
4) L1i 3amoBijii CTagu MOPATBHOK OCHOBOIO 1 JITIS FOIai3MYy,
{ JU1s1 XpUCTUSHCTBA.

5) 3 iBpuTy ix Oys0 HepeKiIageHo Ha 6arato MoB CBITY.

6) V BITpHHI TEKCT 3aloBijel MpeacTaBieHUi Ha 1BPUTI,
AHDIIHCHKOIO Ta YKPATHCHKOIO.

(The showcase displays the text of the Commandments in
Hebrew, English, and Ukrainian)
https://izi.travel/ru/9ef7-muzey-pam-yat-ievreyskogo-
narodu-ta-golokost-v-ukrayini/uk#b8ec-ievreyi-narod-
knigi/uk

1) The first section is dedicated to the theme "The Jews are
the people of the Book".

2) Here are exhibits that tell about the holy scripture of the
Jews — Torah or the Pentateuch of Moses.

3) In the showcase 1.01 one can see the tablets of the Ten
Commandments given to Moses by God on Mount Sinai.
4) These commandments became the moral basis for both
Judaism and Christianity.

5) They have been translated from Hebrew to many
languages of the world.

6) There are different
commandments.
https://izi.travel/ru/9ef7-museum-jewish-memory-and-
holocaust-in-ukraine/en#b8ec-jews-people-of-the-book/en

language versions of the

Table 2

1) IMocepenuHi po3TalIOBaHO KOMIIO BiIOMOI CKYJIBITYPH
«Moiiceii», ctBopeHoi Mikenanmkeno byonappori Ha
nodarky X VI c1. 2) Moiiceit TpuMae ckprkani, a Ha Horo
TOJIOBI MOJKHA PO3IIICNITH POTH.

3) HacnopaBmi, BOHH 3’SBHJIHCS 4Yepe3 MOMIJIKY
nepeknagaya, akuil nepeknanas Topy 3 1aBHbOEBPEHCHKOT
Ha IpelbKy MOBY, a 3r0ZIOM Ha JIaTHHY.

4) 3a tekcrom bibnii, ko Moticeii roBopus 3 borom, a
MOTIM TepeKa3yBaB HOro ciioBa Hapomy, oommyus Motices
BUIIPOMIHIOBAJIO CBITJIO.

5) Y naBHBOEBPEHCHKI MOBI CIIOBO «KEPEH» € OMOHIMOM,
OJHOYACHO O3HAYAE CIOBA IIPOMIHBY» Ta «Pir».

(In Hebrew, the word "keren" is a homonym, and has two
meanings: "ray" and "horn".)

6) Tox, mepeknajnad CIUIyTaB I JBa 3Ha4eHHA. 7) Y
nozjianbIIuX nepexianax biomii ms momuika Oyna ycyHeHa.
https://izi.travel/ru/9ef7-muzey-pam-yat-ievreyskogo-
narodu-ta-golokost-v-ukrayini/uk#b8ec-ievreyi-narod-
knigi/uk

1) In the middle there is a copy of the famous sculpture
"Moses", created by Michelangelo Buonarroti in the early
16th century.

2) In this piece of art, Moses is depicted with tablets and
the horns on his head.

3) In fact, the horns appeared because of the mistake of
translator who translated Torah from Hebrew to Greek and
later to Latin.

4) According to the text of the Bible, when Moses spoke to
God and then transmitted his words to the people, his face
radiated light.

5) In Hebrew, the word "keren" is a homonym, and has
two meanings: "ray" and "horn", which are written and
pronounced in the same way.

6) Thus, the translator confused the two meanings.

7) In a later translation of the Bible, this error was corrected.
https://izi.travel/ru/9ef7-museum-jewish-memory-and-
holocaust-in-ukraine/en#b8ec-jews-people-of-the-book/en

ten in a manner that evokes interest of the listeners
to visit in person and see the exhibit themselves,
thus performing a vocative function. The transla-
tion has a similar pragmatic potential as the source
text has, performing also both informative and voc-
ative functions. The translation of the fifth sentence
exemplifies a successful use of addition to improve
the understanding of the text by the target audience.
The part of the sentence “which are written and pro-
nounced in the same way” is added to explain what
the word “homonym” means.

Additionally, it is important to mention that the
analyzed audio guide contains the photograph of the
room where the exhibition is located. However, this
picture does not fully represent the exhibition, because
it only portrays a general view (Fig.1). Apparently, as
one can observe the displayed book, and a sculpture,
the text corresponds to the accompanied picture.

In general, the translation of the analyzed portion
of the audio guide has a similar effect on the target
audience, as the source language guide has. The fact
that Moses is depicted with horns on his head pro-
vides for the intellectual surprise (sentence 2) and
the reason why these horns appeared and what they
have to do in a sculpture of a prophet is successfully
rendered with the help of introducing the additional
information (sentence 5).

The next audio guide we would like to analyze is
«Hapogni pemecna» [9] — “Folk crafts”, in particular,
its part — “The Weaver's Courtyard” [10].

The audio guide contains audio tracks, accompa-
nied by text and images. An interactive map is also pre-
sented. However, the map operates in Ukrainian exclu-
sively and provides no information for foreign tourists.
So the informative function of the source audio guide
is not fully conveyed to the target users (Table 3).
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The source text under analysis performs an
informative function, it describes the exact exhibition
i.e. the weaver’s courtyard and the buildings in it as
well as the interior of the house. The audio guide is
accompanied by several photos, showing the house
itself as well as its interior, other household buildings
in the yard. The text of the audio guide corresponds
to the images provided, thus attempting to create an
integral image of a household of a Ukrainian weaver.
However, neither Ukrainian, nor English versions of
the audio guide have no captions to the illustrative
materials, which could have explained the purpose

of the depicted objects to the visitor who is unfamil-
iar with Ukrainian culture, crafts, traditions, etc. The
source text is rich in realia, describing culture and
profession-specific items, and performing a vocative
function of calling the listener to see some authen-
tic items and experience what the life of Ukrainians
looked like a couple of centuries ago. During the pro-
cess of translation, several types of transformations
were utilized for pragmatic adaptation of the text.

In the second sentence, the omission is used:
nosimka 0714 Xy0oou na 08i nonosurnu is simply trans-
lated as a shed for cattle, without mentioning that

S

Fig. 1. A picture, accompanying the audio guide
about museum “Jewish Memory and Holocaust in Ukraine”

Table 3

1) ¥ my3ei npeacrasieHo ABip Tkada apyroi nonosuHu XIX ct.

2) Y nBopi HOBiTKa sl XyAOOH Ha [IBi TIOJIOBUHH Ta CaX TSI CBUHEH.

(In the yard, there is a two-chamber shed for cattle and a piggery.)

3) O6uaBI criopyAu AepeB’siHi 3pyOH «I1ifl COJIOMOIOY.

(Both buildings are made of wooden logs under a thatched roof.)

4) IlepeBeseHi i3 ¢. B tonume.

(They were moved from Vyunyshche village.)

5) Xara nmoOynoBana B apyrid monoBuHi XIX cr. B c. B'ionume nHa
[lepescnaBumnai, mepeBe3eHa, BCTaHOBIeHa B My3ei B 1970 pomi, —
YOTHpHKaMepHa Oy/iBIis TUITy: Xara + ciHu + KoMopa.

(Khata (house) was built in the second half of the 19th century in
Vyunyshche village, Pereyaslav region. The four-chamber building: khata
(living space) + siny (room, separating the living space and outside
space) + storeroom was moved and installed in the museum in 1970.)

6) O6cTaHOBKA XaTH THUIIOBA: BEJIMKA IIiY, CYIHUK, HaJl ABEPHMA TOJIHIIA,
NpUKpalieHnid BUpi3b0iaeHuMy (irypkamu KOHs 1 MiBHs, JIABH, ML, CTLJ,
Ha MOKYTi — IKOHHM, YMCIICHHI 3HAPSAAIS Mpali i IpUCTPOT [UIs TKalTBa.
(Khata has a typical interior: a large wood burning stove, “sudnyk”
(a shelf for storing cooking utensils) a shelf above the door, decorated
with carved figures of a horse and a rooster, benches, “pil” (bench for
sleeping), table, icons in the icon corner, and numerous tools and devices
for weaving.)
https://izi.travel/ru/2f1d-narodni-remesla/uk#234¢2558-cf4b-4925-a351f-
c7675a5fb701

1) The museum presents the courtyard of a
weaver of the second half of the XIX century.
2) In the yard, there is a shed for cattle and
a piggery.

3) All buildings were
Vyunishche village in 1970.
4) There are four rooms in the house: a living
room + siny room and a storeroom.

5) The interior of the living room is typical:
a large stove, ... a shelf above the door,
decorated with carved figures of a horse and
a rooster, benches, bench for sleeping “pil”,
table, icons, and numerous tools and devices
for weaving.
https://izi.travel/ru/2f1d-folk-crafts/
en#234e2558-cf4b-4925-a35¢f-
c7675a5fb701

moved from
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this is a 2-chamber or 2-part building. However, this
information is not crucial in the text and its omission
makes the overall idea easier for understanding by
foreign tourists, therefore preserving the pragmatic
function of the sentence — informing about the exist-
ence of household buildings for animals in the yard —
and creating a corresponding pragmatic effect on the
target audience. The analyzed translation renders the
implicit pragmatic meaning that the owners of the
household did not only work on creating fabrics, but
were also engaged in livestock breeding to help feed
the family and live sustainably.

Then, sentence integration, generalization, omis-
sion and addition are used simultaneously for sen-
tences 3 and 4 as well as the part of sentence 5 of the
source text. The information from two sentences is
rendered into a single sentence in a target text. “Both
buildings” in the source text are generalized into
“all buildings " in the target text. Such generalization
causes a certain loss in the clarity of the text. Next,
the information on the materials, the buildings are
constructed from is completely omitted in the trans-
lation, whereas the date of moving the house to the
museum is added. It originates from the 5" sentence
of the source text which is substantially abridged
in the translation as a lot of information is omitted.
These transformations were aimed at making the text
easier for a foreigner, who is unfamiliar with the his-
tory, culture, and traditions of Ukrainian people, and
might not need too much of the specific information
on the dates, exact figures, etc. However, in our opin-
ion, the audio guide would benefit if this information
would have been rendered, since it presents valuable
insights into the peculiarities of Ukrainian culture.
This information also provides a certain level of
authenticity, which is lost in the translation. Further,
it might be interesting to strengthen the authenticity
of the suggested destination by adding a tiny clarifi-
cation concerning the history of the village. This vil-
lage was flooded due to the construction of the Kaniv
Reservoir in early 1970s, and adding this fact to the
translation would have enhanced the tourists’ experi-
ence, and impression of something unique, something
that cannot be observed anywhere else. Therefore, the
pragmatic potential of the source text — inform tour-
ists about something new, specific, and different from
their culture — is partially lost.

For the fifth sentence of the source text, sentence
fragmentation is used: the sentence is split into two
parts, the first one being almost excluded from the
translation, and the second part being rendered as the
4th sentence of the target text. It contains a realia word
“siny” which is translated through transliteration

without adding any explanation of what the meaning
of this word is. Additionally, having analyzed the pre-
vious audio tracks with the texts that accompany them,
we revealed that they do not contain any explanation
either. This would make the audio tour more compli-
cated for foreign tourists as “siny” means nothing to
them. Therefore, the pragmatic the source sentence’s
potential of conveying something authentic, interest-
ing, something that is characteristic for our country
is not unfolded in the translated audio guide. Here,
it might be useful to add some explanations that the
concept “siny” presents a kind of transitional unin-
habited part of peasant houses. Usually, it connects
the living space with a porch or divides the house into
two living spaces. It also serves as a storage area for
winter coats, boots, and farming tools as well as helps
keep the winter cold from entering the actual living
space when the front door is being opened. Further-
more, the source text “xama” is rendered as “living
room”, although, the idea of the “living room” in the
understanding of, say, Americans, is very distant from
the idea of traditional Ukrainian “khata”, which is a
common living space where people sleep, work, cook
meals, eat, communicate, pray — do everything that
constitutes life — and all this happens in one single
space, that was occasionally divided into rooms in the
houses of wealthy people. Here again, a considera-
ble part of the source sentence’s pragmatic potential
of providing the possible visitors with the informa-
tion about something new, unique and never experi-
enced before, as well as motivating them to come and
plunge into an ancient atmosphere of rural life is not
rendered in the translation. Conclusively, a great part
of the communicative effect of the source text is lost
and does not reach the target audience.

The 5Sth sentence of the target text (6th sentence
of the source text) is characterized by simultaneous
use of omission and addition. The translation of the
realia word “pil” is clarified by adding an explana-
tion “bench for sleeping”. However, the source text
“sudnyk”, which is a piece of furniture, most often
a shelf, for storing cooking utensils, dishes, and
some food, is omitted in the target text, in the same
way, no translation is provided as to the place where
icons are located. The omission of “sudnyk” might
be justified for not overloading the tourists with a
lot of specific information. One might assume that
a piece of furniture for storing is somehow a shared
concept in many different cultures. In this respect,
overloading the translation with additional infor-
mation might avoided, sacrificing minor details in
order to be able to add some explicit information in
other places to strengthen the communicative effect
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of the text. However, if the person visits the museum
in person, they can find themselves confused not
knowing what types of objects they see. Further-
more, omission in the case of not rendering the place
where icons are located in the house, in my opinion,
harms the target text more. It is worth mentioning
that Ukrainian houses had a special “icon corner”
that was considered a holy place in the house and a
place for worship (Fig.2).

This concept has a pragmatic potential of repre-
senting Ukrainians as faithful and religious people
and failure to keep this communicative effect present
in the translations leaves a considerable gap in pictur-

ing the overall image of Ukrainians as a nation and a
society.

Therefore, despite the attempts to make the trans-
lation easier and more understandable for foreign
audience, the pragmatic potential of the source text is
not fully preserved in the translation.

The next example for the detailed analysis is taken
from the same audio guide about folk crafts (Table 4).

The next portion of the same audio guide telling
about folk crafts illustrates the assumption of Gra-
ham Dann, who stated that “via static and moving
pictures, written texts and audio-visual offerings, the
language of tourism attempts to persuade, lure, woo

Fig. 2. Icon corner within the interior of the house

Table 4

MIPUCTOCYBAHHS JIUTS TKAHHS.
products and tools for weaving.)

JIOMOTKAaH1 PYIITHUKH.

CTyHa, KOPSIKU TOLLO.

to a mug), etc.)

KHNJIMMOM.

as well as a carpet loom with a carpet.)

c7675a5fb701

1) Ha meui, naBi, Ha momy OiNisf TKAabKOTO CTaHKa HamiBpaOpHKaTH Ta
(Stove, bench and even pil near the loom are used to hold semi-finished
2) Ha rpyOui rpeOiHka, KpymIi WUTKH JUISl LUTIXTYBaHHS, Ha CTiHaX —
(Different kinds of combs for yarn straightening and sizing are displayed on
the stove, as well as homespun towels are hanging from the wall.)

3) V ciHAX npeACTaBICHO LUIHA KOMILIEKC 3HAPSIb Mpalli Ui nepepooku
POCIMHHOTO BOJIOKHA, TYT e LUTHH psJ] MOOyTOBUX pedei: KITyKTO, HOKHA
(In siny one might see a whole set of tools for processing plant fiber, as well
as a number of household items: zhlukto (wooden barrel for cloth liming),

foot operated pounder, koryaky (a piece of pottery that is similar in purpose

4) B xaTuHi BCTaHOBJIEHO IPYTHH TKAllbKMH BEPCTAT, CTAHOK JIJISL B’ SI3aHHS
HauWHHS, TPeOHI 3 JHUIIEM, a TAaKOK KHIUMAapChKi po300i 3 HaKIaJIeHUM

(One might see a second loom, devices for knitting, and straightening yarn

https://izi.travel/ru/2f1d-narodni-remesla/uk#234e2558-cf4b-4925-a3 5f-

1) In the siny room, there is a whole set of
tools for processing plant fiber, and more.

2) There are a weaving machine, combs,
and carpets.
https://izi.travel/ru/2f1d-folk-crafts/
en#234e2558-cf4b-4925-a35f-
¢7675a5fb701
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and seduce millions of human beings, and, in doing
so, convert them from potential into actual clients”
[2, p.79]. The source text describes tools and devices
for weaving, items that are unique in modern time
when almost nobody weaves clothing or carpets, but
are used to buying them ready-made (Fig. 3). It per-
forms not only an informative function, but also a
vocative one — to invite potential tourists to visit the
place in person, feel this unique ancient atmosphere,
experience something unique and unknown.

When analyzing this piece of the audio guide’s
content, we observed that the text and the audio as
well are substantially compressed. The first two sen-
tences of this example are omitted, and the third and
the fourth ones are translated in a very general way,
providing too little of the specific authentic informa-
tion. This issue might be viewed from two different
perspectives: first, such generalization can be bene-
ficial for the foreign tourist by not giving too much
information that is hard to understand. On the other
hand, this specific information about the specific
items and tools used for weaving constitutes one of
most important pieces in this audio guide, immers-
ing tourists in a world, different from their own.
Therefore, omitting this information in the process
of translation ruins the pragmatic potential of trav-
elling through time, distance and professions. Addi-
tionally, those who visit the museum in person and
see different items are not able to find any informa-
tion about them and their use, unless they ask spe-

cialists, working in the museum. Taking into account
all the attempts to adapt the translation to the target
audience, the translation lacks authenticity to some
extent, as a lot of valuable information is omitted and
most of its pragmatic potential is, unfortunately, lost.

Conclusions. Summing up, audio guides pres-
ent a convenient tool of representing tourist attrac-
tions. The texts of online audio guides, providing a
great variety of culture-specific information, possess
a strong pragmatic potential, which, when rendered
meaningfully, contributes greatly to the attractive-
ness of the described tourist destination. In such a
way, the translated audio guide is most likely to per-
form a vocative function, similar to that of the source
original material — picture a true image of Ukrain-
ian culture and its artifacts, attract the tourists, and
persuade them to visit the location in person. The
detailed analysis of several excerpts of the presented
audio guides has shown that in some cases adaptation
of the translation strengthens the pragmatic influence
on the target audience. On the other hand, omission
of authentic information that often might be a core
of the pragmatic potential of the text to immerse the
audience in unique atmosphere of old days, can ruin
the pragmatic influence of the text — seducing people
to come and see everything in person. In general, pur-
poseful attempts to preserve the pragmatic potential
of the source text and ensuring that the target text has
a similar communicative effect are a characteristic
feature of audio guides’ rendering with translators

Fig. 3. Weaving tools within the interior of the house
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trying both to simplify some specific texts, and ren-
der the authentic information. Some of these attempts
turn truly successful and help enhance the tourist
experience. However, the very balancing between
two extremes — oversimplification of the text, while
losing some of its authenticity on one hand — and

keeping the text authentic making it too difficult to
understand, on the other hand, is not a trivial task for
the translator. Therefore, sometimes the communica-
tive effect of the translation is considerably weaker
than that of the source text, presenting a vast field for
future research in this area.

REFERENCES:

1. izi. TRAVEL Available at https://izi.travel/en/about-us

2. Dann G. (1996) The language of tourism: a sociolinguistic perspective, CAB International. — 298 p.

3. Komissarov V. (1990) Teoriya perevoda (lingvisticheskiye aspekty): Uchebnik dlya institutov i fakultetov
inostrannykh yazykov. — Moskva: Vysshaya Shkola;

4. Muioz L. (2011). Tourist translations as a mediation tool: misunderstandings and difficulties. Cadernos de
Tradugdo. 1 (27) DOI:10.5007/2175-7968.2011v1n27p29;

5. Sanning H. (2010) Lost and Found in Translating Tourist Texts Domesticating, Foreignising or Neutralising
Approach. The Journal of Specialised Translation, 3, 124-137,

6. Zorko J. (2014). Aspects and strategies of tourist texts translations: the case of Slovenia.info, Koper.

SOURCES OF ILLUSTRATIVE MATERIAL

7. Myseit «Ilam’saTb €Bpeiickkoro Hapony Ta [onokoct B Ykpaini» Available at: https://izi.travel/ru/9ef7-
muzey-pam-yat-ievreyskogo-narodu-ta-golokost-v-ukrayini/uk#b8ec-ievreyi-narod-knigi/uk

8. «Hapomni pemecna» Available at: https://izi.travel/ru/2f1d-narodni-remesla/uk#234e2558-cf4b-4925-
a35f-c7675a5fb701

9. Museum “Jewish Memory and Holocaust in Ukraine” Available at: https://izi.travel/en/9ef7-museum-
jewish-memory-and-holocaust-in-ukraine/en

10. Folk crafts Available at: https://izi.travel/ru/2f1d-folk-crafts/en

Mansina M. C. TIPATMATHYHH TOTEHIIOHAJI AVJIIOTIIIB —
3BEPEKEHHS 1] YAC IIEPEKJIAZLY

Y ecmammi 3pobneno cnpoby npoananizysamu ayodiociou sx 3pyuHull incmpymenm OJisl HAUBANCTUBTUIUX
aeenmis y cgpepi mypucmuynoi indycmpii ma eu3Hauumu ixnio pois y npe0Ccmaesieni imiodcy kpainu. Y cmammi
MAKONHC ONUCAHO MEHOeHYiIo, KA HAOYIA PO3BUMKY BRPOO0BIHC OCHAHHLO20 OecaAmUIimms, — nyonikysamu
ayoiociou 6 mepedci [nmepnem, wob oxonumu axomoea OinbuLy ma pisHOMARIMHiWY ayoumopito. ¥ cmammi
MAaKoHc 002080PIOEMbCA NPOOIEMAMUKA NPASMAMUYHO20 HOMEHYIATY MeKCmy 8 3ACMOCY8aHHI 1020 00
Konmenmy ayoiozioie. Kpim mozo, onucano ponw, Ky 8idiepac npasuibHull nepekia ayoiocioie ma 30epeicenHs
iX opuzinarbHO20 NPAeMAMU4YHO20 6NIUBY HA YLNbOBY AYOUMOPII0 8 HAOAHHI IHO3EMHUM MYPDUCIAM HALENHCHOT
inhopmayii ma OocseHeHHi 0ANCAHO20 KOMYHIKAMUBHO20 egekmy. Y cmammi OnUCaHo HAtuGaANCIUBIUL
QyHKYIT mypucmuyHux mexcmia: iHghopmysamu uumayis, npusepmamu ix y8azy 00 KOHKPemHoi mypucmudtoi
Ooecmunayii, 6i00opasicamu it aBMenmuyHICMb MA YHIKATbHICMb, A MAKONC CROHYKAMU MypUcmis npuixamu
ma ocobucmo nobauumu 6ci NPUHAOU PeKIAMOBAHUX Micyb. Y ybomy c8imii 0emanbHO NPOaHali308aHO
KLIbKa YPUBKI8 meKCcmis, 83amux 3 ayoiocioie, npedcmasnenux na naameopmi izi. TRAVEL, wo6 3 ’sacysamu, uu
30epedceno npazmamuyHuil NOMeHYIaL OPUSIHATbHO20 ay0io2ioa ma HACKIIbKU GiH 8i000paiceHull y Yinbogiil
nepexnaoenitl 8epcii. Y cmammi maxodic nopyutyemocs RUMAaHHs npazmamuynoi adanmayii ax cnocooy
3poOUMU MeKCM 3 8eTUKOI0 KINbKIcmio cneyughiunoi KynbmypHo-eeoepaghiunoi ingpopmayii 6invu 3po3yminum
i yixasum Ons OacamokyibmypHoi ayoumopii. Bcmanoeneno, wo O0as npazmamuynoi adanmayii npu
nepexiadi NPOaHAIi308aHUX MYPUCTIUYHUX AY0i02i0i6 HallYacmiule BUKOPUCMOBYIOMbC MAKI NePeKaadaybKi
mparcghopmayii, AKX 000aBaHHA, ONYUWLEHHS, 2eHEepANi3ayis, YNeHYB8AHHA pedeHb MOWOo, BCMAHOBNEH] 0l
BUKOPUCAHHSA 5K 3ACOOU.

Knrwuoei cnosa: ayoiozio, npazmamudnuti nomenyia, KOMyHIKAMUSHUL eghexm, npazmamuita aoanmayis,
nepexnao.

194 | Tom 33 (72) N2 3 2022



