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Abstract

[bookmark: _GoBack]Questions pertaining to the translator’s creativity have long been acknowledged as an important aspect of translation. However, the attention to translators taking advantage of the option of being creative when translating, the amount of creativity permitted, the most/least frequent strategies used by translators in the process of creative translation; text types are untouched in the field of translation studies. Conducted with the comparative research model in translation studies, the present project was a quantitative study addressing the study of creativity in the translation of tourism vs. technical texts from English to Persian. The corpus built for the purpose of this study were selected from brochures of Zandiyeh Complex (Pars Museum, The Main Prayer Hall Building, Pearl arch), as well as brochures of a washing machine, LG TV and Braun mixer using availability method. These texts were given to 10 BA students of T. S studying at 7th and 8th semester at Islamic Azad University of Shiraz, Pardis Branch.In the preliminary estimate, 184 creative strategies were used by translators in case of tourism text-types and the number of creative strategies used by translators in case of technical text-types were 200. Therefore, we can conclude that based on Schjoldager’s (2008) model there is no significant different between translators’ creativity in translating technical and tourism text-types. Moreover, it can be observed that the least frequent creative strategies in case of tourism text-type are adaptation and substitution with frequency of 0; however, with regard to technical text-type adaptation is the least frequent strategy used by creative translators based on Schjoldager’s (2008) Model. Besides, in case of tourism text-type the most frequent creative strategy is deletion with frequency of 102, and with regard to technical text-type addition is the most frequent strategy (F=64) used by creative translators based on Schjoldager’s (2008) Model.
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