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Tourist promotional material plays an essential role building bridges

between cultures, between the regions or countries they promote and

the prospective tourists they mean to attract. In Asturias, the regional

government has produced a number of promotional leaflets to attract

national tourists, most of which have matching versions in English for a

wide international readership. In this paper we analyse the image

portrayed by these materials and the extent to which it is successful as

well as the strategies used in their English versions.

The paper will present some of the deficiencies found in the texts,

namely:

a) Lack of organization

b) Irrelevant information in both the source and target texts

c) Unnecesary information

d) Errors of cohesion

e) Confusing terminology

f) Influence of certain ideological positions totally irrelevant for the

ultimate goal of the texts.

i) Ambiguous information

k) Blatant cases of political incorrectness in the English versions

This analysis also casts serious doubts over the present role of

English studies in the tourist sector in Spain and will also suggest

roads to follow if we aim to achieve a closer relationship

between the academic world and the society in which it is inserted.

