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Abstract  

This research aims to examine the challenges faced in translating digital texts on social media, particularly in the context of the variety of 

languages and styles used by users on platforms such as Twitter and Instagram. The main focus of the research is to analyze how Newmark's 

Theory, with its semantic and communicative translation approaches, can be applied to overcome the differences in cultural and linguistic 

expressions in social media. The method used in this research is a qualitative descriptive method, by analyzing examples of translation of 

abbreviations and acronyms frequently used in social media, such as “ASAP”, “ATM”, and “Wdyt”, and how they can be adapted to the local 

cultural context and audience. The results show that the semantic translation approach is suitable for terms that have universal meanings, while 

the communicative approach is needed for terms that are heavily influenced by specific social and cultural contexts. The conclusion of this study 

is that translators need to adjust translation strategies based on the type of text and cultural context to ensure that the translated message 

remains relevant and easily understood by the target audience. 
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1. Introduction 

Newmark's theory is one of the approaches in translation studies that offers two main methods: semantic and communicative. 

The semantic method focuses on the word-by-word meaning and structure of the source language, while the communicative 

method emphasizes more on effectively conveying the message to the target language audience (Newmark, 1988). In the context 

of translating digital texts, especially on social media, translators are often faced with the dilemma between maintaining accuracy 

of meaning and ensuring the message can be well understood by the audience. 

The difference between these two methods becomes important when considering the purpose and audience of the translated 

text. For example, in the context of social media, where messages need to be delivered quickly and clearly, the communicative 

method is often preferred as it allows the translator to customize the message to make it more relevant and understandable to the 

target audience (Munday, 2012). However, in some cases, such as the translation of official documents or academic texts, semantic 

methods may be more appropriate to ensure accuracy and fidelity to the original text. 

For example, a tweet that uses slang and abbreviations requires a communicative approach to ensure the message can be 

understood by the target language audience. In this case, the translator must consider the cultural context and trends prevailing on 

the platform to convey the message effectively (Munday, 2012). On the other hand, translating informative posts on Facebook 

may be more suitable using semantic methods to maintain accuracy and fidelity to the original text (Newmark, 1988). 

One of the main challenges is the variety of languages and styles used by social media users. For example, the language used 

on Twitter tends to be more concise and direct, while cultural diversity and local expressions often make translation more complex 

and detailed. The question is, how can Newmark's Theory be applied in this context to overcome these challenges?

LWSA Conference Series 08 (2025)

TALENTA Conference Series
Available online at https://talentaconfseries.usu.ac.id

© 2025 The Authors. Published by TALENTA Publisher Universitas Sumatera Utara
Selection and peer-review under responsibility of The 1st International Conference on Education, Linguistics,
Language, Art and Translation in Conjunction with The 6th Internasional Seminar on Language, Culture and
History (ISLCH)
p-ISSN: 2654-7058, e-ISSN: 2654-7066, DOI: 10.32734/lwsa.v8i3.2515

https://talentaconfseries.usu.ac.id


This research aims to examine the translation of digital texts on social media, particularly in relation to the challenges posed by 

the variety of languages and styles used by social media users. The main focus of this research is how Newmark's Theory, with 

its semantic and communicative translation approaches, can be applied to address such complexities. Taking into account the 

different languages used on platforms such as Twitter, which tend to be more concise and direct, as well as the diversity of local 

expressions, this research hopes to provide a deeper understanding of effective translation strategies in a digital context. The 

benefits of this research are to provide practical guidance for translators in facing the challenges of translating texts that are highly 

dependent on the cultural and linguistic context of social media users, and to help improve the accuracy and effectiveness of cross-

cultural communication in cyberspace. In addition, this study can contribute to the development of translation theory, especially 

in the growing digital context. 

2. Literature Review & Research Methods 

2.1. Previous Research 

Research on the translation of digital texts, especially on social media, has grown rapidly, focusing on the application of 

translation theory in the context of culture, informal expressions and dynamic language styles. Wardle and Derakhshan (2017) 

discuss disinformation that appears on social media and the translation challenges faced, as well as its impact on the quality of 

information received by the audience. Baker (2011) examines translation in a digital context, including strategies used to handle 

texts with local language and cultural variations. Miller (2012) examines the translation of memes and popular culture references 

on the internet, while Shih (2019) highlights the challenges of translating slang and abbreviated texts on social media using 

Newmark Theory. Zhang and Liu (2020) analyzed translation strategies for texts on social media, especially in relation to slang, 

acronyms and informal expressions, and the application of relevant translation theories in such contexts.\ 

2.2. Concepts, Definitions and Terms 

Translation theory studies how the translation process is carried out between the source language and the target language, taking 

into account linguistic, social and cultural aspects. Nida and Taber (2003) suggest that translation involves adjusting contextually 

and socially relevant meanings in the target culture, and distinguish two approaches: dynamic equivalence which focuses on 

understanding meaning in the target context, and formal equivalence which focuses on equivalence of word structures. Newmark 

(1988) further discusses semantic translation which preserves the meaning of the source text and communicative translation which 

emphasizes message clarity for the target audience. 

Newmark (1988) also identifies eight translation methods that can be used, including literal translation, modification, 

transposition, expansion, replacement, adaptation, paraphrasing and linguistic modification. According to House (2009), functional 

equivalence is also an important element in translation, as translators need to ensure that the text in the target language functions 

in the same way as the source text in the respective social and cultural contexts. In addition, Baker (2011) underlines the importance 

of understanding the cultural and social context in translation to avoid misinterpretation. Digital texts on social media have unique 

characteristics, such as the use of abbreviations, acronyms, and visual elements such as images or emojis, which enrich the 

messages conveyed. Zhang and Liu (2020) highlighted the importance of translation in social media platforms that use efficient 

language such as “LOL” or “BRB”. Shih (2019) emphasizes communicative translation that matches the communication style of 

the platform. Gillespie (2018) and Cameron (2001) also highlight that social media involves multimedial communication which 

requires translators to understand the visual and dynamic context, as well as keep up with the language development on a particular 

platform. 

2.3. Theory and Analysis Approach 

The translation of digital texts on social media faces challenges related to acronyms, abbreviations and cultural expressions that 

often cannot be translated literally. To address this problem, Newmark Theory proposes two main approaches: semantic and 

communicative translation. The semantic approach, as described by Newmark (1988), focuses on close equivalence of meaning to 

the source text, although the resulting translation may sometimes feel stilted. An example of this is the translation of “ASAP” into 

“as soon as possible,” which retains the literal meaning despite being more familiar in the source culture. Communicative 

translation, on the other hand, emphasizes conveying a clear message that is easily understood by the target audience, allowing for 

adjustments in wording or sentence structure. For example, “BRB” can be translated into “I'll come back later” or “in a minute,” 

which is more relevant to the communication habits in the target language. 
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2.4. Methods 

This study uses a descriptive qualitative approach to describe the translation of digital texts on social media through Newmark's 

translation theory. This approach was chosen to explore complex phenomena in digital text translation, such as the use of 

abbreviations and memes, which often reflect dynamic cultural and social aspects. According to Creswell (2014), qualitative 

research is suitable for understanding the meaning behind social phenomena, while this study aims to provide insights into 

translation in cross-cultural communication on social media. 

The data source of this research is digital text from social media platforms such as Twitter, Instagram, Facebook, and WhatsApp. 

The data collected are tweets, statuses and conversations containing abbreviations, acronyms and cultural expressions. The 

selection of this data is based on the tendency to use slang and memes that are difficult to translate literally. Research by Putri and 

Wibowo (2024) also examines the phenomenon of slang that develops among the younger generation, especially in the context of 

social media. 

Data collection was conducted through document study and participatory observation. Document study was conducted by 

accessing and collecting texts containing acronyms and abbreviations such as ASAP, ATM, CMIIW, OOT, and WDYT from 

social media using purposive sampling. Mayring (2000) explains that purposive sampling is useful for selecting relevant samples, 

while Baker (2011) emphasizes the importance of abbreviations and acronyms in efficient digital communication. Participatory 

observation was also conducted to understand how acronyms are used in the context of everyday conversation. 

Gambar 1. Akronim ASAP 

Gambar 2. Akronim ATM 

Gambar 3. Akronim CMIIW 

 

Gambar 4. Akronim OOT 
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Gambar 5. Akronim Wdyt  

For data analysis, the researcher used content analysis combined with Newmark's translation theory. The analysis consisted of 

several stages: identification of analyzable elements such as abbreviations and acronyms, semantic and communicative analysis 

based on Newmark's (1988) theory, and comparison between the source text and its translation to assess meaning equivalence and 

communication functionality. 

3. Result and Discussion 

The data used in this analysis are abbreviations and acronyms that are often used in social media conversations, such as ASAP 

(as soon as possible), ATM (at the moment), CMIIW (correct me if I'm wrong), OOT (out of topic), and WDYT (what do you 

think). The data is analyzed using Newmark's translation theory, focusing on semantic and communicative translation and the 

application of appropriate translation methods. 

3.1. Data Identification and Categorization 

The identification and categorization process is carried out by classifying the texts based on the types of abbreviations used 

and the type of message conveyed. For example, texts containing ASAP and ATM are more often used in contexts that are 

informative and require a quick response. Meanwhile, abbreviations such as CMIIW and WDYT tend to be used in social 

conversations to ask for clarification or express an opinion. According to Baker (2011), it is important to identify the cultural 

context in digital texts in order to understand the true meaning of the abbreviations used. Abbreviations such as ASAP or ATM 

can have different nuances in different cultural contexts, and accurate translation requires a deep understanding of the context. 

3.2. Semantic and Communicative Analysis 

At this stage, the analysis distinguishes whether the translation used is semantic or communicative. Semantic translation is 

more likely to retain the literal meaning of the abbreviation or acronym, while communicative translation focuses on conveying a 

meaning that suits the target audience. 

• ASAP (as soon as possible) translates to as soon as possible or as soon as possible. The semantic approach will favor direct 

translation, but in some cases, communicative translation that prioritizes speed of communication may be more acceptable 

to the target audience. 

• ATM (at the moment) is often translated as for now. This translation takes a more communicative approach as it is more 

in line with the way Indonesians speak in casual situations. 

• CMIIW (correct me if I'm wrong) translates as tell me if I'm wrong or correct me if I'm wrong. This approach is more 

flexible and focuses on fluent and understandable communication in the target language. 

• OOT (out of topic) translates to out of topic. This translation is more of a semantic translation as the literal meaning is still 

retained. 

• WDYT (what do you think) translates to what do you think or what do you think. This translation is more communicative, 

adapting to daily conversational language. 

According to Newmark (1988), semantic translation tends to retain elements of the source text more closely, while 

communicative translation focuses on conveying the message clearly and in accordance with the culture and preferences of the 

target audience. 
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4. Conclusion 

This study analyzes the translation of abbreviations and acronyms used in social media through the application of Newmark's 

translation theory. The analysis shows that translating digital texts on social media requires different approaches, depending on 

the type and context of the text. Abbreviations such as ASAP and ATM are more likely to be translated using a semantic approach, 

which retains the literal meaning, while abbreviations such as CMIIW and WDYT are more in need of communicative translation, 

which adapts to the culture and language of the target audience. These semantic and communicative approaches can help 

translators to maintain the meaning of the source text while ensuring the message can be easily understood by a wider audience. 

Overall, this study shows that effective translation on social media considers not only the accuracy of meaning, but also the 

social and cultural context of the target audience. Communicative translation proves to be more effective in ensuring the message 

is conveyed clearly and easily understood, especially in daily conversations on social media. This research provides deeper insights 

into the challenges of translating digital texts, particularly in the context of acronyms and abbreviations circulating on social media 

platforms, and emphasizes the importance of translation that can balance accuracy and fluency of communication. 
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