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The study aims to examine how movie titles are translated from English to Vietnamese under the light of the translation methods proposed by Newmark (1988).
To fulfil this research objective, the researcher uses a linguistic corpus consisting of 83 pairs of movie titles collected randomly from various sources. Two
research methods are employed, including discourse analysis to analyse the linguistic components used in the original and translated titles and translation
comparative to compare the linguistic and semantic similarities and differences between the two versions to identify what methods have been used in each title
translation. The research findings show that of the eight methods presented by Newmark (1988), only five are employed, including faithful translation, semantic
translation, idiomatic translation, free translation and adaptation, together with the two additional ones, including keeping the title unchanged and creating a
new title, of which faithful translation has the highest frequency of use, while the least common method is idiomatic translation. The findings indicate that the
choice of translation methods depends on the text types and translators’ consideration of the linguistic, semantic and pragmatic transfer in the translation
process. These findings partly align with the earlier research of Newmark and other scholars, thereby further consolidating the theories related to translation
methods while some new findings are identified as the contributions of this study to the research topic. Based on the findings, some implications have been made
on how to translate movie titles in general and other text types in particular.
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1. INTRODUCTION

This is an open access article distributed under a Creative Commons Attribution-NonCommercial 4.0 International License (CC BY-NC 4.0), which allows its unrestricted use
for non-commercial purposes, subject to attribution. The material can be shared/adapted for non-commercial purposes if you give appropriate credit, provide a link to the li
cense, and indicate if changes were made.

Amid the current integration context, a particular movie is

The title plays a vital role in a movie as it is the first factor
that grasps audience’s attention. A title is generated to reflect the
central thought, reveal the theme and offer some clue about the
content of the movie (Bai, 2018). It serves as the brand or trade-
mark of the movie, so producers usually make great efforts to
create a good title for their film. Normally, the title is made to be
brief, novel and attractive (Yu, 2018) so that it can catch atten-
tion at a quick glance; sometimes, it is made to have more than
one meaning to arouse viewers' curiosity and interests so that
they are more likely to go to the cinema to watch the movie.
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no longer limited to the country of its origin but showed in vari-
ous other nations, thereby necessitating movie translation.
While the body of the movie can be translated properly into the
target language, its title translation often poses bigger challenges
as the linguistic, social and cultural differences make it hard for
the translator to reproduce it in another language without chan-
ging its original sound effects. As a result, only a few titles are
well rendered while many of them are mistranslations (Qi,
2016). This reality illustrates that more research is needed from
the practical perspective.
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From the theoretical angle, there also exist room for further
research. Specifically, Newmark (2001) calls for more attention
to the two ‘underplayed aspects of translation, one of which is the
approach to non-literary translation’ (Newmark, 2001, p. 135)
while Nida (2004) proposes that researchers should try to ‘ex-
plore the new fields of translation’ (Nida, 2004, p. 17). Over time,
there have been studies on the translation of different genres of
texts and language components, such as public signs, advertising
slogans, proper names, personal pronouns, and movie titles
between different languages, contributing to the theoretical and
practical aspects of translation studies. However, a thorough in-
vestigation into the translation methods of movie titles from
English to Vietnamese has not been made, leaving a research
gap that needs filling in by further research.

The lack of studies on movie title translation and some
problems in movie title translation practice are at the core for
this research. This study expects to fill the identified research
gap by examining how English movie titles are translated into
Vietnamese under the light of the V-diagram translation meth-
ods proposed by Newmark (1988), discuss the reasons why
they are used, and propose some implications for movie translat-
ors.

2. THEORETICAL BACKGROUND

2.1. An overview of previous studies

There have been quite a few studies on movie title transla-
tion, especially from English to Chinese. Previous research has
investigated different aspects of movie title translation, including
factors determining the translation of movie titles, standards of
and requirements for movie title translation, quality of the
movie title translation, and common methods and strategies used
for movie title translation.

Regarding factors determining movie title translation, most
researchers agree that the two most important factors are cultur-
al and linguistic elements (Qin, 2010; Yu, 2018; Qi, 2016; Du,
2019). They suggest that when translating a title, the translators
should primarily base on the source language to find ways to
transfer the titles into the target language; and as movie titles of-
ten contain rich cultural information, especially when they are
idioms or literary quotations, the direct translation often results
in misunderstanding to the target audience, translators should
therefore take into account the cultural information, fully under-
stand it from the cultural perspective and properly translate it
into the target language. Yu (2018) adds that non-verbal ele-
ments are also factors influencing the translation of movie titles.
He argues that a movie is not merely an artwork but also a com-
mercial product, its title serves as an advertisement for the
movie, so translators should treat it as the translation of an ad-
vertisement, i.e., paying attention to its sound effects to make
the translated title impressive to the target audience. Upon com-
paring the translation of the same titles in Chinese Mainland,
Hong Kong and Taiwan, Du (2019) concludes that the historical
and social factors also determine the translation of movie titles
into the target language.

by Phuong Thi Lan Nguyen

In terms of the standards of movie title translation, Yin
(2009) proposes that a properly translated movie title should
meet the three standards. Firstly, it should provide the informa-
tion about the story by summarising the main plot, revealing the
theme or offering some clue; secondly, it should add attraction to
the movie and stimulate the audience’s interest in and desire for
watching the movie; finally, it should save trouble for the
cinema, audience and researchers in their publicity, choice of
viewing, comments and studies. Tran (2014) and Ha (2017)
suggest four standards. While they share the same views on the
first three requirements, including the translated title being faith-
ful to its original meaning, the translated title fitting in the target
culture, the translated title having both commercial and aesthetic
effects, the two researchers differ in the final principle: Tran
(2014) believes that a good title should show the artistic value,
while Ha (2017) recommends that a good title should be suit-
able with the specific movie genres, for example, the translated
title of a comedy should sound humorous while that of a ro-
mantic film should arouse the feelings of love and romance
among the target audience. Bai (2018) comes up with three re-
capping principles, including the faithful value, which means
that the translator should transfer the meaning of the original
movie title accurately without astronomical distortion, omissions
or deletions, the aesthetic value, which involves the translator in
the efforts to reproduce the grace and beauty of the original title
for the target audience to enjoy and finally, the commercial
value, which requires the translator to grasp the features of the
target culture and aesthetic temperament to inspire the audi-
ence’s pleasure and desires to watch the movie.

The number of studies on the quality of the movie title
translation is relatively smaller than those on other aspects.
Among foreign studies, the quality of title translation is men-
tioned only once in the study by Qi (2016), who claims that due
to translators” insufficient background knowledge, only a few
good renderings are made while most English film titles are mis-
translated. In Vietnam, a more systematic study is done on the
quality of title translations made by Google Translate by Tran
and Le (2021). The two researchers analyse 130 film titles
translated by this online automated translation tool and conclude
that Google Translate transfers only 16 titles correctly while it
makes 141 errors in the remaining titles, including orthographic,
lexical, semantic and syntactic errors, of which semantic errors
are the most dominant. Their conclusions demonstrate that the
translation of movie titles is too sophisticated to be done by a
translation machine.

With respect to how movie titles are translated, researchers
have identified various strategies frequently used by translators.
The most commonly listed methods include literal translation,
where the words and expressions in the target language directly
correspond to their equivalents in the original titles (Yin, 2009;
Qin, 2010; Ha, 2017; Yu, 2018; Bai, 2018; Sun et al, 2020;
Duong & Vu, 2020), transliteration, a common method in Eng-
lish-Chinese translation for personal names and places where
translators write out the close Chinese characters according to
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the pronunciation of words and expressions in the original lan-
guage (Yin, 2009; Qin, 2010; Yu, 2018; Bai, 2018; Sun et al,,
2020; Pham & Quach, 2022), free translation, where the trans-
lators are free to choose the words and expressions in the target
language (Qin, 2010; Yu, 2018; Bai, 2018; Sun et al,, 2020; Pham
& Quach, 2022), providing a new title, where the translators get
rid of the original titles completely to create new names for the
movies (Yin, 2009; Yu, 2018), explication, where the translators
add more details to the translated titles to make them more ex-
plicit to the target readers (Yin, 2009; Ha, 2017), adaptation,
where the translators base on their understanding of the target
culture to reproduce a title that can be understood, accepted and
appreciated by the target audience (Yin, 2009; Ha, 2017; Pham
& Quach, 2022), and keeping the original title (Ha, 2017; Pham &
Quach, 2022). Some researchers (Ha, 2017; Pham & Quach,
2022) have measured the frequency of the methods but their
findings do not match: while Ha (2017) notes that explication is
the most common, Pham and Quach (2022) claim that free
translation is the most frequently used method for movie title
translation.

A review of the previous research illustrates that while
there have been quite a few studies on movie title translation,
most of them revolve around the renderings between English
and Chinese languages, which means that they can hardly be ap-
plied in the research and application of movie title translation
methods among other language pairs. In Vietnam'’s context, only
two studies have been found on English-Vietnamese movie title
translation but the translation methods identified by their au-
thors do not follow on a systematic theoretical framework: they
are mostly based on the subjective observations of the authors.
Such prevalent limitation raises the dynamics for this study.

2.2. Translation and translation methods

The very concept of translation varies substantially, de-
pending on how it is approached. Generally, there are four dis-
tinct approaches. Firstly, from the linguistic view, translation is
defined as a mere transfer of language — an act of transferring
the content of a text from the source language to the target one.
It is largely a code-switching operation in which the linguistic
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components in the source text, including the content, form, style,
function, etc. are replaced with those in the target language
(Catford, 1965). Under the second approach of equivalence,
translation is seen as a linguistic procedure that aims at replacing
a text in the source language by a text of semantic and pragmatic
equivalence in the target language (House, 1977). Baker (1992)
expands the boundary of equivalence by adding some more as-
pects and arranges them from the most basic level of word equi-
valence, then grammatical, then textual, to the top one of prag-
matic transition. The third approach, the functionalism, sees
translation as an act of communication that is done for a specific
purpose to the target audience. It is an inter-cultural communica-
tion process aimed at creating a target text that functions prop-
erly in the specific situations and contexts of the readers (Holz-
Manttari, 1986). Emphasising the communication function,
Newmark defines translation as the process of ‘replacing a writ-
ten message and/or statement in one language by the same mes-
sage and/or statement in another language’ (Newmark, 1988, p.
72).

The cultural approach appearing most recently highlights
the importance of culture in translation and the need to take cul-
ture into consideration when transferring a text from one lan-
guage to another. Under the cultural approach, translation is ‘not
only a kind of pure lingual activity but also a kind of communica-
tion intra-culture and inter-culture’ (Bassnet, 2013, p. 148). Cul-
ture should be treated as an independent element to facilitate
the cultural communication of the translated text (Newmark,
2001).

It can be seen from the above definitions that translation is
the rendering of a written text from one language to another in
a way that the translated text communicates the same message
to the target readers as it does to the source audience.

While theorists have made great efforts to define transla-
tion from different approaches, only a few have looked into
translation methods, among which Newmark is a reputable
name. Newmark has introduced a V-shaped diagram consisting
of eight translation methods which illustrates the relationships
between the original and the target languages in the translated
text. The diagram is presented in Figure 1.

SL emphasis
Word-for-word translation
Literal translation
Faithful translation
Semantic translation

TL emphasis
Adaptation
Free translation
Idiomatic translation
Communicative translation

Figure 1. Translation method V-diagram (Newmark, 2001)

As illustrated in the figure, the eight methods are classified
into two groups: the first group arranged on the left side of the
diagram consists of four methods where the language in the tar-
get text is closer to the original language while the second one
on the right side includes four methods with the language in the
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translated text being closer to the target language. The first
method in the left-hand group is word-for-word translation. It is
actually not a translation method but a pre-translation step. In
this case, the translator hardly does any conversion: no change
in the word order, grammar, forms of expressions while the
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meaning of the words is directly transferred to the target lan-
guage without considering its context, resulting in an incompre-
hensible translated text to the target readers due to grammatical
mistakes. One step further from the source language lies the lit-
eral translation, where the grammatical constructions of the
source text are converted into their nearest equivalents in the
target language, words are still translated out of context. Literal
translation also acts as a preparation step of the translation pro-
cess rather than an actual translation method, it works only
when there are barely differences in the language pairs, or else
it may result in an unnatural and incomprehensible translated
text to the target audience. Another step further from the source
text is faithful translation, where the translator translates the
contextual meaning of the words, changes the grammatical
structures, transfers cultural words to fit the target language, but
cultural and lexical abnormality is still preserved. As a result, the
translated text is still faithful to the intentions and text realisa-
tion of the source author, thereby sounding a bit foreign. Se-
mantic translation is the furthest method from the source lan-
guage in the left-hand group. This method emphasises the aes-
thetic value in addition to translating words in their context,
changing grammatical elements and cultural words to make
them appropriate to the target language, like what is done in
faithful translation. The translator using semantic translation
pays attention to the beauty and naturalness of the language in
the original text to produce the same effect on the target text.

On the right side of the diagram, there are four methods
with the target language running far from the source language,
among which the ‘freest’ one is adaptation, where the translator
seems to create a new text rather than following the original
text in forms. Adaptation is usually used for the translation of
plays, comedies, poetry, etc. where only the themes, characters,
plots are preserved while the source language and culture are
converted into the target language and culture. Adaptation is
also not an actual translation method by its essence but a kind of
text rewriting. One step back from the Adaptation is Free trans-
lation, where the translator keeps only the target content
identical to that of the source text while other linguistic compon-
ents can change. Free translation can be likened to paraphrasing
the source text in the target language, making the translated text
much longer than the original, a kind of ‘intra-lingual translation’
rather than the translation at all. Idiomatic translation is quite a
special method where the translator tends to distort the nuances
of the source text by making use of idioms and colloquialisms in
the target text while they do not exist in the source text,
thereby adding more ‘colours’ to the translated text. The final
method is communicative translation, which prioritises the deliv-
ery of the message to the target language. In communicative
translation, the translator reproduces the contextual meaning of
the source text so that both content and language are readily ac-
ceptable and comprehensible to the target audience. To do so, he
may reduce or expand the units of language or change the forms
of expressions so that the message sounds natural and under-
standable to the target readers.

by Phuong Thi Lan Nguyen

Despite introducing eight methods, Newmark (1988)
stresses that only semantic and communicative translation
should be the actual methods of translation as they satisfy the
two main aims of translation, i.e., accuracy and readability. He
also states that the division of eight methods is not always clear
as sometimes there are overlaps between the two proximate
methods.

2.3. Movie titles

A title is the name of the movie, but it is often more than
so. It is the first element through which a movie communicates
with the potential viewers as it expresses the main idea of the
movie, thereby drawing them to the cinema. A movie title
should therefore serve double effects of art appreciation and
commercial advertisement (Bai, 2018).

Generally, a movie title has three main functions. The first
and most important one is the informative function, which
means that the title should give the audience a reference of
what the film is about, usually its setting, theme or genre. The
second one is the vocative function, which aims at appealing to
the audience’s sentiments and improving their interests in
watching the film. The last function is the aesthetic one, which
refers to the idea that the film title should be written in beautiful
words and vivid expressions to urge the audience’s enjoyment
of the film.

Regarding its features, from linguistic perspective, a movie
title normally has two main characteristics. Firstly, it is usually
short and concise; and secondly, it often makes use of figurative
language. A title is often brief, just consisting of several words,
often put in the form of phrases rather than full sentences and
usually are straight to the point so that it can grasp viewers’ at-
tention and facilitate their understanding quickly. But at the
same time, a movie title often uses figurative language such as
similes, metaphors, oxymorons, etc., which means its meaning
may not just lie on the surface. This is to keep the audience
thinking about the title and they may want to watch the movie
to know more about it.

3. MATERIAL AND METHODS

The study aims to investigate how movie titles are trans-
lated from English to Vietnamese under the light of the eight
translation methods proposed by Newmark (1988). To fulfil
this objective, the researcher uses a linguistic corpus consisting
of 83 pairs of movie titles: the first group comprises 83 original
titles in English and the second one includes their official transla-
tions into Vietnamese, i.e., the Vietnamese titles used with the
movies when they are shown in Vietnam. These titles are col-
lected randomly from various sources, including the websites of
Vietnam’s Movie Association, newspapers, magazines, movie
posters at the cinemas, TV programmes, etc. For the conveni-
ence of data presentation, the titles are coded EO1 to E83 for
English versions and VO1 to V83 for their corresponding trans-
lations into Vietnamese. Two research methods are employed to
examine the translation methods used for English-Vietnamese
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movie title translation. Firstly, the discourse analysis is used to
analyse the linguistic components used in the original titles and
in the translated text. Secondly, translation comparative is used
to compare the linguistic and semantic similarities and differ-
ences between the English and Vietnamese titles to identify
what methods have been used in each title translation. Besides,
the statistical technique is also utilised to measure the frequency
of each method. The analysis procedure consists of two main
steps. Firstly, the English and Vietnamese titles are read by the
researcher to identify the linguistic components and understand
their meanings in both languages. Secondly, the words in the
two titles are compared in their literal and contextual meanings
to identify what translation methods are used in each pair of
movie titles. The use of each method is then calculated to meas-
ure their frequency in movie title translation.

4.STUDY RESULTS

This part presents the results of the research on how Eng-
lish movie titles have been translated into Vietnamese. It illus-
trates the use and frequency of Newmark’s (2001) eight transla-
tion methods for English-Vietnamese movie title translation.
First, a statistical overview of the findings is presented, followed

doi: 10.22363/2521-1442X-2025-9-1-102-111

by detailed descriptions, examples and discussions of how and
why different methods are used in title translations.

To demonstrate how the titles are translated, the original
English title is presented first, then the Vietnamese version of
the title, followed by the back-translation of each Vietnamese
word in the Vietnamese title into English (this word-for-word
translation is put inside a pair of square brackets after the official
translation of the title into Vietnamese), so that readers can see
how the title has been translated into Vietnamese to match it in
the right translation method.

An analysis of the research sample shows that the English
movie titles are translated into Vietnamese via seven methods,
five of which are among the V-diagram translation methods pro-
posed by Newmark (1988), including faithful translation, se-
mantic translation, idiomatic translation, free translation and ad-
aptation, while the two additional methods are keeping the title
unchanged and creating a new title. There are three methods in
Newmark’s (2001) diagram not used in the research sample, in-
cluding word-for-word translation, literal translation and com-
municative translation. The following table presents the fre-
quency of the seven methods for English-Vietnamese movie
title translation (Table 1).

Table 1

Translation methods used for English-Vietnamese movie title translation
NO. TRANSLATION METHODS NUMBER OF TITLES PERCENTAGE OF TITLES
1. Word-for-word translation 0 0.00%
2. Literal translation 0 0.00%
3. Faithful translation 21 25.30%
4. Semantic translation 10 12.05%
5. Communicative translation 0 0.00%
0. [diomatic translation 1 4.82%
T. Free translation 15 18.07%
8. Adaptation 12 14.46%
9. Keeping the title unchanged 6 7.23%
10. Creating a new title 15 18.07%

83 100%

Tot

As illustrated in Table 1, faithful translation is the most
common method in the research sample with 21 movie titles
translated via this method, accounting for 25.30%. Via faithful
translation, words are translated appropriately with the context,
lexical and grammatical structures are converted to fit the rules
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in the target language while the cultural and lexical abnormality
remains unchanged in the target text. These typical features are
shown in the translation of the following examples:

(1) Raising Dion (E06) — Nudi day Dion (VO06) [Raise
Dion]
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(2) The Silence of Lamb (E78) — Su im lang ctia bay ciiu
(V78) [Silence of herd of lambs]

(3) Independence Day (E12) — Ngay doc lap (V12) [Day
independent]

(4) In Bill’s Brain (E78) — Bén trong b6 ndo cta Bill (V18)
[Inside brain of Bill]

The back-translations into English put inside the square
brackets of the Vietnamese titles in the above examples indicate
there are no considerable changes in the lexical conversion
between the two languages, as indicated in all the above ex-
amples, while the word order is altered in some others to make
the translations grammatically correct in Vietnamese, i.e., adject-
ives stand after nouns, as shown in examples (2) and (3).

A closer look at the English titles translated via faithful
translation reveals a common feature of the titles, that is most of
them are usually very short, consisting of a few words, and more
importantly, they are expressed in a straight way without the
use of figurative language. These are the foundations for a direct
translation to work, as a direct re-expression into Vietnamese
does not cause any difficulties in understanding the titles in the
target language.

Semantic translation takes into the aesthetic value of the
source and target language and emphasises the naturalness of
the translated text, in addition to the conversions in lexical,
grammatical and cultural structures as exercised in faithful trans-
lation. Semantic translation is found in the translation of 10
titles, equal to 12.05%, as shown in the following examples:

(1) How to train your dragon (E72) — Bi kip luyén rong
(V72) [Secret to train dragon|

(2) The Teahouse of August Moon (E47) — Tra that dui
trdng thu (V47) [Teahouse under moon autumn|

(3) True Lie (E45) — Lot néi déi chan that (V45) [Lie sin-
cere|

(4) East of Eden (E67) — Phia dong vuon dia dang (V67)
[In the east of the garden heaven]

To create the aesthetic value of the translated texts, the
translators have used several techniques. Firstly, it is the choice
of words with different nuances. Specifically, in example (5),
the phrase how to train in English has been nominalised to the
noun bi kip, a Sino-Vietnamese word with the similar meaning
as secret or know-how in English. Likewise, in example (6), the
word Tra thdt has the same meaning as teahouse in English but it
is also a Sino-Vietnamese one. In example (7), the Sino-Viet-
namese word chan that (sincere) is chosen rather than the direct
translation of the word true into that in Vietnamese. It should be
noted that in Vietnamese language, there are many words ori-
ginating from Chinese, which are referred to as Sino-Chinese
words. These words have equivalents in Vietnamese but bear a
more formal nuance and are considered to be more expressive
and beautiful, they are therefore often used in contexts where
linguistic formality is needed. The use of Sino-Chinese words
makes the translated titles sound more subtle, attractive and im-
pressive. The second technique is paraphrasing. In example (6),
the word August has been turned into trdang thu (autumn moon)

by Phuong Thi Lan Nguyen

in Vietnamese. The justifications for this choice are August
comes in autumn, but more importantly, autumn is the season of
Mid-autumn festival, one of the most significant traditional fest-
ivals to celebrate the full moon in Vietnam, also seen as the sea-
son of love and romance, the season of family gatherings and co-
ziness. The conversion from August which only refers to a fact
into trang thu (autumn moon), which arouses emotional values,
makes the translated title more meaningful and attractive to
readers. Similarly in example (8), Eden, a proper name in the
Bible, has been paraphrased to vudn dia dang, a garden on the
heaven which is associated with beauty and happiness, with
love and blessings. In these title translations, the translators have
tried to beautify the use of words in the target language to cre-
ate impressive titles in Vietnamese.

Idiomatic translation shows a modest percentage which is
used in only 4 title translations, accounting for 4.82%. This is a
quite special method where translators deliberately use idioms
and colloquialisms in the translated texts though they are not
used in the source texts. Translated texts using idioms and collo-
quialisms can catch readers’ attention quickly and leave a deep
impression on them. The translations of the 4 titles in the re-
search sample illustrate the special manoeuvre of the translators
in language uses. Here are how the translations work:

(1) Mirror Mirror (E31) — Guong kia ngu & trén tudng
(V31) [Mirror on the wall]

(2) My Fair Lady (E71) — Yéu diéu thuc nit (V71) [Grace-
ful and feminine|

(3) The Lady-killers (E56) — Ké cdp gap ba gia (V56)
[ Thief meets old lady]

(4) Kramer vs. Kramer (E70) — Ga tréng nuéi con (V70)
[Cock raises chick]

The Vietnamese versions of the above English titles all use
idioms and idiomatic expressions. In (9), the repetitive words
mirror has been translated into Guong kia ngu & trén tudng,
backed translated as a common question of the witch every time
she wants to compare her beauty with Snow White’s in the
popular fairy tale Snow White and the Seven Dwarfs - mirror
mirror on the wall. In example (10), Yéu diéu thuc nif refers to
the image of a graceful, gentle and charming lady. The phrase is
a Sino-Vietnamese idiom very popular in Vietnamese language.
Examples (11) and (12) are special cases as their translations
show the combination of Idiomatic translation and Retitling. The
movie titled The Lady-killers features the ‘fight’ between a group
of criminals who rented a small flat of an old widow, attempting
to use it as a base for their bank robbery. As the old widow acci-
dentally discovered their intention, the robbers wanted to
murder her, but the old lady somehow escaped all the carefully
manipulated plans of the robbers thanks to her outstanding wis-
dom. Based on the movie plot, the translator retitled its name
into Ké cdp gap ba gia, a Vietnamese idiom similar to diamond
cuts diamond, meaning that two people are equally cunning or
witty, so it is hard to cheat or play tricks on the other. Example
(12) is also a case of retitling. Kramer vs. Kramer is retitled into
the Vietnamese idiom Ga tréng nudi con, using the image of a
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cock having to raise his chicks in the absence of their mother.
This movie describes the life of Kramer, a single dad who
struggles to raise his seven-year-old son after his wife leaves.
Retitling the movie name by using a common idiom in Viet-
namese though the original title does not use idiom is the way
the translator conveys the main idea of the movie to the audi-
ence, making it more attractive and comprehensible than if the
proper name were kept unchanged in Vietnamese.

Free translation has the second highest frequency in the re-
search sample, used in 15 titles, equal to 18.07%. This method
gives the translators freedom to adjust the way of reproducing
the message in the target language by only keeping the equival-
ence in the meaning while the grammatical form may be very
different. Examples of this method are presented as follows:

(1) Shrek (E52) — Shrek — Ga chan tinh tét bung (V52)
[Shek — A snake kindhearted]

(2) The Tourist (E38) — Du khach bi én (V38) [Tourist
mysterious]

(3) The Avengers (E17) — Siéu anh hung bdo tha (V17)
[Superhero avenge]

(4) Frozen (E73) — N hoang bang gia (V13) [Queen
freeze|

A common feature that can be seen from the above-cited
examples is that the Vietnamese titles all have the addition of
words to supplement the meaning to the original versions. In ex-
ample (13), the English title is just the proper name of the ma-
gical green snake in the cartoon film; in example (14), the title is
a common noun referring to people visiting a particular place. If
the two titles were translated literally into Vietnamese (as Shrek
for the former and Du khdach for the latter), they would not
provide any clue to the movie contents and could not draw as
much attention of the audience as when some explanations are
added to the translated titles. The same case happens in ex-
amples (15) when the words Siéu anh hung (superhero) and in
(16) when N hoang (queen) are added, making the titles more
understandable to cinema goers. It should also be noted that the
English titles in all these examples are very short, consisting of
just one or two words, this may be the reason why the translat-
ors choose to paraphrase them into a longer version in Viet-
namese.

Adaptation is the freest translation method in Newmark’s
(2001) V-diagram. It is a method commonly used for the transla-
tion of literature works in which only the themes, characters
and plots are preserved while the source-language culture is ad-
apted to the target-language culture and the text is rewritten.
Adaptation is found in 8 title translations, making up the second
highest proportion of 14.46% of the 83 titles. The use of adapta-
tion is shown in the following examples:

(1) Me Before You (E42) — Trudc ngay em dén (V42) [Be-
fore you come|

(2) Nine months (E30) — 9 thang trudc hén nhan (V30) [9
months before marriage]

(3) 27 Dresses (E41) — 27 lan cudi (V41) |27 times getting
married]
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(4) Sex and the city (E28) — Chuyén &y la chuyén nhé
(V28) [That is a small thing]

The comparison between the literal back-translation of the
Vietnamese titles into English and the original titles in English
shows considerable differences in terms of grammar and ways
of expressions between the two versions, illustrating how far
away from the source language the translated texts are. Me Be-

fore You in example (17) is a romantic movie about how a girl
changed herself after meeting a disabled man and also how the
man changed his attitude after working with her. Based on the
movie plot, the translator adapted its title to imply the turning
point in their life. In example (18), nine months is just a very
short name without any clue for its content, and if it were just
faithfully translated into 9 thdng, it would sound too vague to
the audience, this is perhaps why the translator added truéc hén
nhan (before marriage) to make it clearer, and therefore more
attractive, to the target viewers. The same adaptation is also
made to 27 dresses in example (19), as a mere conversion into
27 chiéc vay would sound a nonsense in Vietnamese. The trans-
lator added Ian cu6i (the number of times to get married) to the
Vietnamese title, causing some curiosity to cinema goers about
how someone can get married 27 times in his/her life. Actually,
the girl in the film has been a bridesmaid 27 times, wearing the
bridesmaid costumes 27 times but has not been able to find her
own love. The adaptation was made in an attempt to make the
translated title more appealing in the target language. A clear il-
lustration of adaptation can be seen in example (20). The Eng-
lish title mentions sex, a sensitive topic to be discussed in the
public in an Asian country with a traditional culture like Viet-
nam. So, its translator chose to change it into a more general
word of That rather than keeping it faithful to its original tinh
duc, which may cause the movie some difficulties when asking
for permit to be shown in the cinemas or result in unnecessary
criticism by some conservationists.

In addition to the translation methods listed in Newmark’s
(2001) V-diagram, the English titles are converted into Viet-
namese, using other two techniques, including keeping the titles
unchanged and creating a new title, or retitling.

Keeping the titles unchanged is found in 6 titles, accounting
for 7.23%, used for titles with proper names of people and places
only (for example, King Kong, Titanic, Casablanca, Manhattan,
Chicago, Batman and Robin). There are good reasons for trans-
lators to do so, as these places and characters are familiar with
the target audience, so there is no need for the translation.

Creating a new title is used in 15 titles, making up 18.07%
of the research sample. Retitling refers to the fact that the titles
in Vietnamese show no resemblance or connections with their
original titles in English but are a form of reproductions. It illus-
trates the great considerations and manoeuvre of the translators.
Some distinctive examples of this technique are shown below:

(1) Must Love Dogs (E40) — Diéu kién cho mét tinh véu
(V40) [Conditions for a love]

(2) Get Smart (E46) — Diép vién 86: Nhiém vu bat kha thi
(V46) [Agent 86: Mission impossible]
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‘Firstly, the absence of word-for-word translation and
literal translation in the translations of the movies in
the research sample is understandable. In his proposal,
Newmark (1988) already clarifies that these are not the
actual translation methods but should only be
considered as a pre-translation step where the
translator tries to approach the original text and
identifies how to translate it, so they are hardly used in
the translation practices’

(3) I Know What You Did Last Summer (E77) — Miia hé
kinh hai (V77) [Summer dreadful]

(4) Zootopia (E53) — Phi vu dong troi (V53) [Affair earth-
shattering]

The literal re-expressions of the Vietnamese translations
provided in the square brackets illustrate a noticeable disparity
between the original and the translated titles not just in terms of
grammar and ways of expressions like in the use of adaptation
but also in the meanings. The movie in example (21) talks about
the dates of a couple via matching services and the woman sets
the requirement of ‘must love dogs’ to her potential partners.
This is why the movie was named that way, but if the title was
literally translated into Vietnamese as Phdi yéu chd, it would
sound ridiculous and a bit rude, so the translator based on the
movie content to create a new name for the movie as Piéu kién
cho mét tinh yéu (Conditions for a love). Get smart in example
(22) is an action movie that features Maxwell Smart, also
known as Agent 86, a top-secret government agent who is re-
sourceful, skilled in hand-to-hand combat, a proficient
marksman, make him one of the top agents; this is why ‘getting
Smart’ becomes an impossible mission, also the reason why the
Vietnamese translator chose to retitle the movie as Diép vién 86:
Nhiém vu bit kha thi (Agent 86: Mission impossible) rather than
keeping its original unchanged as Bdt Smart. The Vietnamese
title of I Know What You Did Last Summer in example (23) was
also created based on the content of the slasher film rather than
the translation of its title. T know what you did last summer’ is
the text message that a member of the team received, warning
her of the evil she and other three friends committed last sum-
mer when they hit a pedestrian to death and decided to dump
his body to hide their crime. The message was the opening of a
series of bloody, terrible acts happening afterwards. The Viet-
namese title Maa hé kinh hdi (Summer dreadful) evokes the
feelings of fear and draws the audience to the cinema. Example
(24) is another case of retitling as Zootopia is just the name of a
city in the animated movie, very unfamiliar to the audience.
That the translator retitled it as Phi vu dong troi (Affair earth-
shattering) to reflect the main content of the movie when a
shocking affair happening in the animal world has been handled
by the two main characters in the film — a wise hare and a kind-
hearted fox; besides, the created Vietnamese title also arouses
the audience’s curiosity, thereby increasing their interest in
watching the movie.

by Phuong Thi Lan Nguyen

It should be noted that retitling also includes the transla-
tions of the four titles listed in the use of idiomatic translation, as
the idioms used in the Vietnamese titles do not follow the mean-
ings of the original titles but are created based on the content of
the movies.

5. DISCUSSION

Table 1 summarising the use and frequency of the methods
used for the English-Vietnamese movie title translation indicates
that of the eight translation methods proposed by Newmark
(1988), only five are used (faithful translation, semantic transla-
tion, idiomatic translation, free translation and adaptation) while
three others are not (word-for-word translation, literal transla-
tion and communicative translation). There are two other meth-
ods used for the title translation, including keeping the title un-
changed and creating a new title. These findings have some im-
plications.

Firstly, the absence of word-for-word translation and literal
translation in the translations of the movies in the research
sample is understandable. In his proposal, Newmark (1988)
already clarifies that these are not the actual translation methods
but should only be considered as a pre-translation step where
the translator tries to approach the original text and identifies
how to translate it, so they are hardly used in the translation
practices. It should also be noted that although previous studies
by Yin (2009), Qin (2010), Ha (2017), Yu (2018), Bai (2018),
Sun et al. (2020) mention the use of literal translation for title
translations, their explanation of how literal translation works
does not match what Newmark (1988) states about this
method: in their explanation, literal translation is where the
words and expressions in the target language directly corres-
pond to their equivalents in the original titles while Newmark
(1988) describes literal translation as a method where the gram-
matical constructions of the source text are converted into their
nearest equivalents in the target language, words are still trans-
lated out of context. As such, literal translation mentioned in
previous studies is somehow similar to Newmark’s (2001)
definition of faithful translation, which is the most commonly
used method in the research sample.

Secondly, no titles in the research sample are translated
into Vietnamese via communicative translation, although this
method is found to be the most popular for the translation of
public signs (Nguyen, 2024) and second most popular for ad-
vertising slogans (Nguyen et al., 2024). The choice of translation
method greatly depends on the text types. While public signs
are classified as purely informative texts, advertising slogans are
mostly expressive, movie titles are artistic.

Therefore, the use of communicative translation is not ap-
propriate as this method emphasises the effective delivery of
the message between the two languages rather than the aesthet-
ic value of the target text, as aimed by semantic translation. In
the meantime, idiomatic translation appears in movie title trans-
lation, although it is not used in the translation of public signs
(Nguyen, 2024) or advertising slogans (Nguyen et al., 2024) as
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idioms are more frequently used in literary works than in daily
texts. These differences imply that the choice of translation
methods should depend on the types of the texts to be trans-
lated.

Thirdly, the popularity of free translation and adaptation,
where the translators are given freedom to make changes in
grammar and forms of expressions to the translated texts, and
retitling, where the translators even change the meanings of the
original titles illustrates that the translation of movie titles
should not be treated as the mere transfer of meanings between
the two texts. Instead, the translators should take into considera-
tion the three functions of movie titles, i.e., the informative, voc-
ative and aesthetic functions, as well as their two linguistic fea-
tures, ie., the conciseness and the use of figurative language.
They should also take into account the sound effects that the
translated titles leave on the target readers to as to help draw
audience’s attention to the movies and drive them to the cinema.
To compare the use of translation methods for different text
types, it should be noted that while both free translation and ad-
aptation are not used for public sign translation — categorised as
informative texts (Nguyen, 2024), free translation is the most
common method for adverting slogans — categorised as express-
ive texts (Nguyen et al, 2024). The popularity of free transla-
tion and partly adaptation for texts with high use of figurative
language and aesthetic value while they are not common in in-
formative texts once again illustrates that text types determine
the choice of translation methods, as affirmed by Newmark
(1998).

Finally, the appearance of creating a new title implies the
sophistication of the translation concept in both theoretical and
practical perspectives. The differences in cultures, social norms,
perceptions between the two languages are sometimes so big
that even a ‘near’ equivalent also becomes impossible. So, trans-
lators need to come up with another strategy — retitling — to
make sure that their translations are reader-friendly. This con-
solidates the long-lasting view about the nature of translation:
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