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In an increasingly globalized world, accessibility to digital content has become in-
dispensable for people around the world. This accessibility would not be possible
without translation which plays an important role in linguistic and cultural media-
tion, as well as in marketing. As the majority of products is promoted for and sold
on the internet, their web pages are often localized based on the market, including
the language and the culture. The required speed in this type of work, its tools and
process play a remarkable role which influences the quality of the localized texts.
Therefore, it is necessary to analyze these texts, explore the different interpreta-
tions of a text in several languages and cultures, and the adaptation level which
should convince the consumer to purchase the product. This pilot study is an at-
tempt to compare the product descriptions provided in English and localized into
Arabic and several French versions. The results show the relationship between the
international text and the localized texts on the linguistic and cultural levels.

1 Introduction

We are living in a globalized world where translation is a daily-lived practice
(Ladmiral 2014). The majority of translated texts nowadays are not literary but
utilitarian (Le Disez 2004). At the same time, the digital environment is consid-
ered a decisive channel of marketing. It absorbs increasingly between 20 to 30
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percent of advertising expenses (Stenger & Bourliataux-Lajoinie 2014). From this
perspective, localization plays an important role in enriching the digital content,
particularly websites which are used for different purposes. This role is mani-
fested by the various linguistic versions of the same product whose target audi-
ence is large and diversified. Such a big audience makes the localized product
more visible to the public and more accessible on the internet than the printed
products (Jiménez-Crespo 2013). This, in turn, makes the product (the website in
this case) a cultural object which conveys cultural markers (Rémon 2005).

Localization started in the 1990s when software localization was most com-
mon, including the software content and its printed or online help text (Esselink
2003). The change and use of websites have resulted in the idea of content lo-
calization which focuses on the linguistic skills more than on the technical ones
(Esselink 2003). In addition, the year 1995 witnessed the first official advertise-
ments on commercial websites of corporates such as Amazon, eBay and Yahoo!
(Stenger & Bourliataux-Lajoinie 2014). Digital marketing has become a popular
tendency that the majority of international corporations have adopted since. It is
even considered an indispensable strategy for product distribution at the global
level.

First, this paper will attempt to discuss the locale as an elastic term which can
represent a country or a territory, or a cluster of countries or territories. This
should explain the necessity of cultural considerations in the target market as
specified by the client. Second, the process of website localization will be briefly
explained, while highlighting the internationalization phase and its goals regard-
ing the adaptation of the localized text. Third, a brief discussion will take place
on the applied theories of “traditional” advertising translation. This topic will
be necessary to reframe these theories in a relatively recent industry such as lo-
calization. The paper will attempt to answer the question of whether and how
the localized text is adapted for the different cultures. It examines adaptation
through comparing how the linguistic and cultural elements have been treated
in the Arabic and French versions, taking the international English text as a ref-
erence.

2 Localization: A locale and a process

2.1 The amalgamation of the locale

The locale is a term used in the industry. It combines a language variety and
cultural norms using the market criteria to resolve contradictions between soci-
olinguistic levels (Pym 2005). These criteria can include language, currency, and
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4 The internationalized text and its localized variations

the consumers’ education level or their revenues, based on the communication
nature (Pym 2011). By looking at the international corporate website addresses,
each one has an identifier that is usually a combination of the country/region and
the language. For example, the code of a website whose target country is France
can include fr-fr in its URL, and an Arabic site for Egypt can include eg-ar, and
en-uk for a site targeting the UK, etc.

However, this strategy is not always as specific or organized as it appears. Not
all countries have the same opportunity of being offered a culturally adapted web-
site if they do not represent significant markets. This is where amalgamation of
the different geographic denominations happens instead of using country codes.
For example, Jiménez-Crespo (2010) found that the main target hispanic markets
are Spain (42%), Mexico (32%), the United States (27%) and Argentina (27%). This
tendency of generalizing the communication language of different cultural com-
munities highlights the marketing approach which focuses on the “languages of
consumption” (Pym 2000) instead of languages belonging to specific cultures. In
addition, the geography that is associated to language is unspecific (Guidére 2000:
26-27). This geography is supposed to specify linguistic, cultural and economic
peculiarities (Guidére 2000: 29).

2.2 From internationalization to localization

Localization is a necessary process for migrating information to other sites, where
languages other than the original language of the content are used (Cronin 2006:
28-29). A typical localization project passes through three phases: the project
preparation, translation and quality assurance (Quah 2006: 114). However, local-
ization may often be used as a general term without mentioning the general life
cycle of the product. Localization is one of the GILT phases (Globalization, Inter-
nationalization, Localization and Translation) (Munday 2008). Globalization is
the encompassing cycle of the product, where internationalization includes plan-
ning and preparing the product, while localization is the actual adaptation of the
product for its target market (Anastasiou & Schiler 2010). As for internationaliza-
tion, it is about adapting the products to facilitate their localization in the inter-
national markets (Esselink 2003). The central aspect of internationalization, as
pointed out by Esselink (2000), is displaying the characters according to the local
standards of the target locale. For example, double-byte character compatibility
should be provided prior to the product translation (Esselink 2000: 3). In other
words, the product should be “enabled” in order to be usable in certain countries
and regions (Esselink 1998: 2). More generally, this phase necessitates removing
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any cultural, linguistic, technical, religious, philosophical, value-related peculiar-
ities from the product and its complements (Gouadec 2003).

This extraction of the language- and culture-dependent elements during the
internationalization phase has also been highlighted by Schiler (2007). Hence,
internationalization is not only applied to the technical aspects of the product
but also to its textual content. The internationalized text should facilitate the
transfer to the maximum number of languages without producing any complica-
tions (Jiménez-Crespo 2013: 26). This phase includes the source text pre-editing
as well. It is used as a form of quality assurance and limiting the cost to meet
the need for translating into several languages. In his discussion of the notion
of the internationalized text, Pym uses the term “one-to-many geometry” versus
“language-into-language situations” which is adopted in translation to refer to
the source text and the target text (2006). This strategy is adopted particularly
with the product launch simultaneously or successively, in several languages and
multiple countries, and within a very short time around (Quah 2006: 45).

After text internationalization, the localization phase consists of the linguis-
tic and cultural adaptation of the text in order to distribute the digital prod-
ucts and services independently of the characteristics of the original country
(Schéler 2007). The Localization Industry Standards Association, which was dep-
recated in 2011, provided a definition of localization that “involves taking a prod-
uct and making it linguistically and culturally appropriate to the target locale
(country/region and language) where it will be used and sold” (LISA 2003: 13, in
Jiménez-Crespo 2013; cf. Yunker 2003). The Globalization and Localization Asso-
ciation (GALA) explains that “the aim of localization is to give a product the look
and feel of having been created specifically for a target market, no matter their
language, culture, or location” (GALA 2019).

Localization is sometimes viewed as a practice that goes beyond translation
due to the adaptation to the culture of the target text (Anastasiou & Schiler
2010), and to the fact that it includes technical aspects in addition to the “tra-
ditional translation” tasks (Austermiihl 2006). However, adaptation is required
in translation (Nord 2005). This is underlined in another definition of localiza-
tion which shows that it is a type of functionalist translation whose goal is the
communicative purpose:

Localization is therefore conceptualized as a target-oriented translation type
and, in line with the functionalist notion of adequacy, emphasizes users’ ex-
pectations and achieving the communicative purpose for which the local-
ization was commissioned, rather than equivalence relationships to source
texts (STs). (Jiménez-Crespo 2013: 18)
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Despite the importance of the technical aspects in localization, whether on the
language agents’ or engineers’ side (concerning localization agents, cf. Canim
Alkan 2017), this paper focuses on the linguistic and cultural adaptation in the
localized text and how its function is treated in the frame of the aforementioned
definitions of localization.

2.3 From an international to a local text: contradictory phases

It is important to point out the contradiction between the product globalization
phases. The process starts with internationalization and filtering the cultural ref-
erences of a product in order to make it look locally made. This area has been
highlighted by Jiménez-Crespo who hints to this contradiction in the localiza-
tion industry discourse. On the one hand, localization aims to make websites
give the impression that they have been created in the target country. On the
other hand, internationalization neutralizes the products in terms of language
and culture (Jiménez-Crespo 2010). He finds that internationalizing a commu-
nication has direct consequences on the languages and the translation process
itself (Jiménez-Crespo 2013: 10). Therefore, it is intriguing to analyze the poten-
tial internationalization impact on the localized product, on the adaptation level
in particular.

3 Advertising translation: Which function in localization?

The localization definitions discussed earlier show that the text function is essen-
tial. It has a direct relationship with the communicative purpose of the products
and the inter-linguistic and intercultural approach of marketing. In looking at
the text as a marketing tool for a product, the appellative intention should be
the keyword to persuade the recipient to adopt a certain opinion or perform a
certain activity (Nord 2005; cf. Tatilon 1990; Boivineau 1972). In the case of ad-
vertising translation for example, the persuasive function of the message is piv-
otal and the distinction between the source text and the translated one becomes
difficult (Cruz-Garcia 2018) due to its reformulation. This intention should be
well explained in the “brief” as it will be received and read before reading the
source text (Nord 2005). Moreover, it is the client’s desired effect which deter-
mines the translation strategy. As put by Ladmiral (2014: 76), the “sourciers” are
those who translate based on the source text, while the “ciblistes” concentrate
on the message and the effect to be translated. For the latter, they make use of
all the available tools and ways of the target language. Such an effect is only
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achieved through extracting all the elements which can shock the consumer re-
garding his/her beliefs, feelings, traditions, attitudes, customs and anything re-
lated to his/her cultural package (Tatilon 1990). The advert effect has been studied
by Gully (1996) who analyzed Egyptian Arabic advertisements of TV, radio and
magazines. He found different strategies used for persuasion such as the use of
metaphors, rhetorical expressions and the local dialect. Having said that, persua-
sion can be achieved through the use of references from the target language and
culture.

4 The translator-localizer and the audience... cultural
packages

Translation strategies differ based on the guidelines, and can vary more depend-
ing on the translator’s preferences and knowledge as a first reader of the text
(Plassard 2007). According to Munday (2008), the interpretative theory in transla-
tion identifies three phases of the process: comprehension, de-verbalization and
re-expression. The result is an association of the linguistic and non-linguistic
sets of knowledge. Therefore, this association can be understood as a cube: it
can generate multiple possibilities of translations of the same text. This can be
complemented by the fact that language is related to culture. In the Onion Model
(Hofstede et al. 2010), culture consists of two layers. The first represents practices
(symbols, heroes and rituals). The second represents values. Although words ex-
ist at the surface of culture, within symbols, they are considered the vehicles
of cultural transfer (Hofstede et al. 2010). Hence, the translator’s cultural pack-
age has an unavoidable impact on the translation, which is the final result that
encompasses the linguistic and cultural knowledge.

The language-culture combination is done by the translator-localizer in this
case. At the same time, readers (users of the localized products) “who want to
‘understand’, have to connect or associate the new information given by the text
with the knowledge of the world already stored in their memories” (Nord 2005:
96). Here comes the importance of adapting the information which can be “triv-
ial” for the source text recipients, depending on their own cultural package, but
can be unknown to the target text audience (Nord 2005: 107). In other words,
there is a need to fill in the gaps that exist in the recipient’s knowledge (Baker
2011).

This adaptation necessitates a transformation, a mediation and a change (Mait-
land 2017: 159) as “the articulation of another’s experience in one’s own words re-
quires the importation of other ideas, other viewpoints, other worldviews” (Mait-
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land 2017: 07). Moreover, and although a person belongs to a specific culture, they
do not know all the aspects of that culture (Gudykunst 2004: 42). Their point of
view will definitely differ from that of another. Such differences in viewing and
understanding the world lead to multiple variations and possibilities in the trans-
lation.

5 The loyalty to the translation and the purpose of the
product

Coming back to localization, adaptation is sometimes considered an additional
element introduced by localization, as opposed to the literal nature of translation:
“Adaptations are seen as the additional component that localization provides, as
opposed to the textual or wordly nature of ‘translation’. The term adaptation
is typically used to indicate the performative action of the localization process”
(Jiménez-Crespo 2013: 15).

Nonetheless, adaptation is just a modification procedure, besides transposi-
tion, which tends towards the literality, and re-writing (Guidére 2000). As for
adaptation, it can be formal, where it affects the structure of the original state-
ment, or idea-based to meet the cultural expectations of the target recipients
(Guidére 2000: 124). On the contrary, re-writing tends to provide a different ex-
pressive orientation to the message initial idea (Guidere 2000: 129). It should be
indicated here that the term re-writing reminds us with a more commonly used
term nowadays particularly by translation agencies but which has taken its posi-
tion in Translation Studies as well: transcreation (cf. Pedersen 2014; Katan 2016).
In discussing the skopos of multilingual communication, Guidere (2008: 17) sets
two main rules: the coherence rule and the loyalty rule, which indicates the need
to keep a sufficient relationship between the target text and the source message
in order to not consider the translation as too literal.

Such a perspective seems to limit the skopos which is based on the text function.
For example, in the case of the localized text, the user, and even the client, would
not necessarily be interested in the loyalty per se. It is the purpose of the product
and its usage that determine the strategy. The translation strategy can require
liberty in translating in a way to make the product suitable for the target culture
and the message effect similar on the audience in question. This need for liberty
becomes necessary when the target language and culture do not have the words
which express certain concepts, or when these concepts are absent in the life of
the other nation (Ranzato 2016: 54). Having a distance from the source text is
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also important to avoid providing a target text which sounds like a translation
and has a heavy style and is difficult to read (Boivineau 1972).

6 A trilingual localization pilot study

In order to shed light on the variations which result from the different translation
strategies, two variables will be taken into account: the language combination
and the culture based on the country. The selected corpus of this pilot study is
multilingual (Olohan 2004). It was selected from three international corporate
web pages that are localized in several languages. Three websites are included
in the corpus, one per industry. The texts are informative and commercial, and
describe cosmetic, technology and furniture products. A text consists of a tagline,
a subtitle and/or a short description. The structure of the text is similar across
the analyzed websites, although its length can vary slightly.

Given the lack of access to the “internal knowledge” (Pym 2004), including the
source language, the international English version is taken as a reference only.
The term reference text will therefore be used instead of source text. The target
locales in this study are Arabic (Saudi Arabia, as a representative target mar-
ket on several websites) and French (Canada, France, Switzerland and Morocco).
Analyzing texts in Arabic and French, besides country-based variations, should
help in exploring the different cultural interpretations compared to the interna-
tional text and the possible adopted approaches in the translation. This method
has been also used in a study which analyzes the “uniformization” level through
internationalizing the linguistic content or the affirmation of the cultural differ-
ences (Bouffard & Caignon 2006).

On the one hand, the analysis focuses on the adaptation level, the difference
or similarity between the translation and the international version. On the other
hand, it distinguishes the cultural points of view in each localized version and
how the same message was interpreted. The analysis takes random samples from
the selected websites and excludes the reasoning of the strategy, whether it is
stylistic, cultural, intuitive or personal. It focuses on meeting the function of the
text rather than accuracy, particularly that online versions might not be updated
simultaneously, which can create discrepancies in meaning.

7 Results and discussion

The analysis of the selected websites shows a variety in the used strategies and
procedures from a version to another, in relation to the reference text. The differ-
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ences take place at the level of the linguistic and cultural elements. The localized
versions sometimes meet the expectations of the studied genre and the required
results in localization, such as the use of adaptation, locale-specific expressions
and stylistic choices. These cases reflect the understanding and interpretation of
the translator (or the agent dealing with the text) as a reader of the text (Plas-
sard 2007). They also correspond to the knowledge of the world that the target
readers have (Nord 2005: 96), and attempt to fill in the gaps that exist in their
knowledge (Baker 2011).

Moreover, it has been noted that when the international text does not achieve
the “zéro spécifique”(‘the specific zero’) (Gouadec 2003), but rather introduces cul-
ture-specific structures, the other versions introduce their own. However, when
the international version is neutralized by extracting language- and culture-spe-
cific elements (Schéler 2007), it often leads to similar translations that can be
considered comprehensible in the target locale but miss the local voice and the
dynamism which is encouraged in this kind of translations (Tatilon 1990). This
lack of dynamism can reduce the possibilities of convincing the consumer due to
the gap between the localized text and the common advertising text features in
the consumer’s language and culture. Furthermore, the appellative aspect (Nord
2005) is not always present in the translations, although it is a necessary one for
achieving the desired effect (Ladmiral 2014).

Having said that, the use of linguistic and non-linguistic sets of knowledge
has not been always observed. Sometimes, the translation did not go beyond the
Practices layer in Hofstede’s Onion Model. It rather stayed limited to the Symbols
layer (which includes words), conveying a wording similar to the international
and other versions. From the localization industry perspective, adaptation and
the offer of the “look and feel” of the target country are the “additional” char-
acteristics in localization (Jiménez-Crespo 2013: 15). However, the translations
seem to be influenced by several factors, including the localization process, the
degree of internationalization, or whether this phase was applied or not. This in-
terpretation corresponds to what Jiménez-Crespo pointed out with regard to the
consequences of internationalization on the language and the translation process
(2013: 10).

Regarding the locale amalgamation discussed earlier, creative variations have
been observed among the French versions. This does not necessarily suggest
that the variations are specifically done for the target country/culture. Many ex-
pressions used are common in different French-speaking countries. Their use de-
pends on the intuitive of the translator-localizer and his/her interpretation asso-
ciated to his/her cultural package. As for the Arabic translations, the same copies
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were used for several Arab countries regardless of how many similarities and dif-
ferences they may have, which reflects the notion of “languages of consumption”
(Pym 2000). That also shows how the geographic location and language associa-
tion remains unspecific (Guidére 2000: 26-27) and subject to the marketing strat-
egy. The analyzed translations can be generally considered neutral and suitable
without introducing shocking linguistic or cultural aspects (Tatilon 1990). Even
so, there are cases where more suitable and target-oriented adaptations could
have been applied, and more culture-related aspects could have been included,
as illustrated in the following paragraphs.

7.1 From untranslatability to creativity

The first example [T1] is a description of a mobile phone camera. The example
includes the Arabic version of the Saudi Arabia page and the French version of
Morocco:

International English version:

Super Slow-mo
The camera that slows down time,
making everyday moments epic.

Arabic version — Saudi Arabia

(RESCA P [ L | I S
collailll Ul
Lol poad

‘myzat alharaka albaty’a giddan
tatabata’ allaqatat,
lita‘ys allahazat’

French version — Morocco:

Super Slow-mo
La caméra qui ralentit le temps,
rendre les moments quotidiens épiques.

The Arabic translation does not have similar words to the English text: “the
function of the very slow motion | the footage slows down, to let the moments
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live”. On the contrary, the French version (Morocco) is more similar to the inter-
national one; even the function name “Super slow-mo” is in English. Having said
that, the similarity is not viewed as a bad aspect but the translation lacks cultural
references which can enrich the translation. The Arabic translation of this exam-
ple seems to be creative in terms of the use of rhymes (footage/moments): laqatat
and lahazat. This stylistic choice is often used in Arabic audiovisual advertising
as well (Gully 1996).

In the above example, creativity is demonstrated by the use of stylistic ele-
ments and cultural references from Arabic; while similarity to the international
version was noticed in the French version. It is important to point out that the
Moroccan version is available only in French on the website of this example.

The second example [T2] is a description of a mobile phone. Although culture-
and language-specific references were used in both French versions, each one
employed a different metaphor.

International English version:

It doesn’t just stand out. It stands apart.
Completely redesigned to remove interruptions.
No notch, no distractions. Precise laser cutting and a Dynamic AMOLED screen
that’s easy on the eyes make the Infinity Display our most innovative yet.

French version — France:

Il atteint de nouveaux sommets
Vous pensiez savoir a quoi ressemble un smartphone ? Ecran Infinity nouvelle
génération, lecteur d’empreinte sous I’écran, technologie Dynamic AMOLED :
I’écran du Galaxy S10 est une fenétre vers le futur.

French version — Switzerland:

Le téléphone qui sort résolument du lot
Un design entiérement repensé pour que rien ne vienne perturber votre vue.
Pas d’encoche, pas de distractions visuelles. Grace a la découpe laser précise, au
dispositif de sécurité par reconnaissance digitale sous I’écran et a la technologie
Dynamic AMOLED qui est un régal pour les yeux, I'Infinity Display est ’écran
Galaxy le plus innovant jamais concu.

In the French version of France, the image used for distinguishing the product
from others is associated to the height and the progress achieved by the product.
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As for the Swiss version, the distinction is represented with regard to a group
of similar objects. This choice is linguistic metaphoric, stylistic and cultural. The
metaphors and the expressions address the consumers directly through using
references from their cultures, i.e. elements that exist in their knowledge and
memory (Nord 2005: 96). Although both choices seem common in the French and
Swiss cultures, the variations enrich both cultures and make the product closer
to its consumers. It is noticed that the descriptions differ from the international
version as well. There are additions in both versions as well, probably due to
updating the content or the differences in the guidelines.

7.2 Simplicity: is it easier to translate?

The translations of the example below [T3] are semantically and syntactically
close to the international text, besides using a similar style and cultural neutrality.
The text is a short and simple description of a piece of furniture:

International English version:

SHOE STORAGE, COAT AND HAT RACKS
Coat, hat, shoes and go!

How do you get the hallway to be that stumble-free,
get-ready-in-the-morning-without-thinking part of your everyday? Our
different styles of shoe storage and coat and hat racks help make your outdoor
things easy to get at without using up too much of your space.

Arabic version — Saudi Arabia:

Sadlly Cibladl Gy 2dY1
Lllaily el y dndy Cilans
ISl ol S IS wn e 3 Ml Jros O 0p5 Ll 3 Uinlr 055y osdll o JUs Joe o oo a8
Jid 05 L) sl e pd o) SiLal s 5 asld ladlly Giblaodl Gy V) 1 e ddleses
O e 88 s

‘haza’en al’ahdya wa rufuf alma‘atef w alqubba‘at
mi‘taf wa qubb‘a wa hida’ w antaleq!
kayfa tahsal ‘ala madhal haly min alfawda wa takwn gahizan fy ssabah dwna
an tasgal balak fy

guz’n minhu kulla yawm? ladyna askalun muhtalifa min hazain alahdya wa

rufaf alm‘atif w
alqubb‘at tusa‘du fy tartyb asya’ka alharigyya lisur‘at alwusal ilayha dana Sagli
masaha kabyra
min almakan’
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French version — Canada:

Etagéres pour manteaux, chaussures et chapeaux
Chaussures, manteau, chapeau, c’est parti!

Une entrée ordonnée et dégagée reléve du fantasme chez vous? Vous révez de
partir le matin sans perdre du temps a chercher? Nos range-chaussures et
portemanteaux de styles variés gardent vos vétements d’extérieur bien rangés
sans occuper beaucoup d’espace.

The international text does not have visible cultural references and should be
suitable for all the cultures, assuming that shoes, coats and hats are widely used.
Moreover, the second phrase shows the function of the product as a suitable
object for a hectic life style. This was translated similarly in both versions and
was supposed to be sufficient. However, the elements used in the example do not
necessarily suit all the cultures. Although the majority of the Arab countries have
similar dressing habits, wearing hats and coats for example is not a traditional
custom for either men or women in Saudi Arabia and other Gulf countries.

Therefore, adopting a neutral and simple approach might not be sound for
these societies as the cultural references are not associated with their culture
and habits. These elements could have been adapted for the target culture using
the Saudi coat bichte, the shemagh, the agale, etc. It is important to shed light on
the fact that the website provides the same version for all the Arab countries. Fur-
thermore, get-ready-in-the-morning-without-thinking part of your everyday was
translated in an incomprehensible way in Arabic, compared to the French version
of Canada. In Arabic, the translation says: “being ready in the morning without
thinking about a part of it” where it can relate to the entrance or the morning,
which is not a clear structure.

On the contrary, the French version presents a creative structure that is shorter,
more persuasive and readable through introducing a question Une entrée ordon-
née et dégagée reléve du fantasme chez vous? which means “Is an organized and
tidy entrance a fantasy in your home?”. The Arabic version can be explained by
the influence of its source, whether it was the English text or another version,
although there are other factors which are not the subject of this article. Finally,
coat and hat racks were translated as “coat and hat shelves” in Arabic, using
words that do not make much sense as coats and hats are normally not stored on
shelves.
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7.3 The problematic untranslatable

The last example [T4] is a description of a cosmetic product. The product name
is associated to the American culture, which complicates the localization fur-
ther. This case requires a detailed “brief” on the treatment of this kind of issues.
Nonetheless, this article focuses on the final localized product at the adaptation
level.

The international English version:

GALifornia powder blush
sunny golden pink blush
GALifornia dreamin!

Benefit’s NEW GALifornia golden pink blush is part sun, pure fun! It blends
bright pink with shimmering gold, for a sunkissed glow that complements all
skintones. The soft, blendable formula captures the warmth of California
sunshine, while the signature scent features notes of pink grapefruit & vanilla.

The Arabic version — Saudi Arabia:

GALifornia ,zsus
s J.M EPRCEpgoe
185,52 slail) AMb) Zos ¥ L e
O o o ] Vel B1,2Y1y ol ) ks o dptond) GALifornia il 53,0 331 ol Jan
GALIfornia sz isdl, s e $ 8101 U)ol ad goa g s (lad) adlly G2l (63,0
Glitny @2 e ISl 8 s ol 885 e sl W b LI B3l g8 ol 2S5 iy

‘mustahdar GALifornia
ahmar hudad dahaby musmr
man minna la tuhib itlalat alfatat alkalyfurnyya!
yu‘ty ahmar alhudtd alwardy aldahby GALifornia algadyd min benefit rah
almarah wal iSraqa
almu$misa! innahu yagma“ bayn allawn alwardy almusriq wa ddahaby
almutal’le’ lyahtadina
tawhhuga Sams kalyfarnya aldafe’a fy ‘lba. tatamayyaz ra’ehat mustahdar
Galifornia binafahat
fakihat algryb frat alwardyya w alfanylya. ya’ty hada almustahdar m* fursa
hasa mustadyrat
algkl litatbyqin na‘em wa mutanasiq.’

The French version — France:
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GALifornia | blush poudre soleil rose doré
Le soleil californien dans un bel écrin.
Les GALifornia girls, tout le monde les adore !

Le NOUVEAU blush rose doré GALifornia de Benefit, c’est une dose d’éclat
ensoleillé, adoptez-le ! Il mélange le rose vif et 'or chatoyant, capturant la
lumiére du soleil californien dans un poudrier. Le parfum envottant de
GALifornia contient des notes de pamplemousse rose et de vanille. Inclut un
pinceau blush a bout arrondi sur mesure pour une application diffuse et tout en
douceur.

In this example, the product name is associated to California and has a play
on words, where the first letters of girl and California are merged. It is obvious
that the name choice has marketing purposes as it is used in English in all the
analyzed versions, but the description should have provided more clarification.
The French translation had the liberty to transform the part GALifornia dreamin!
It adds specific references to California: the sun. The Arabic translation though
seems to be a re-writing as it provides a different expressive orientation to the
message (Guidére 2000: 129). Nonetheless, it remains as ambiguous as the refer-
ence text: “‘Who among us doesn’t like the style of the Californian girl!” What
the Californian girl refers to in terms of beauty is not clear for Arab women.
Although foreign names are used for marketing purposes, California does not
represent a particular reference in the Arab culture. The name would need more
explanation or another name should have been used to suit the target locale.

In addition, the product type powder blush was replaced by the word prod-
uct simply in the Arabic tagline and description, but was included in the subtitle.
The pink color was adapted to brown to suit the image associated with the sun in
desert-like environments, which is also the Arab women’s skin color in general.
As for the description, the part a sunkissed glow was adapted in both versions for
different reasons. In Arabic, kissing was replaced by hugging to avoid sexual con-
notations. In the French version, the expression was adapted into “catching the
sunlight”, perhaps due to the lack of a similar expression in the French language.

8 Conclusion

It can be noticed from the examples discussed above that several translation
strategies were used, including different interpretations generated from the same
strategy. Moreover, the treatment of the texts does not always take the cultural
peculiarity of the audience into account. A website version is typically influ-
enced by the general expectations of the consumers. The examples illustrated
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translation and creative variations which represent the fruit of cultural diversity,
whether among the translators-localizers or the recipients who have their differ-
ent cultural packages even when they share the same language. However, this
creativity was not always present.

The localization process and that of internationalization should have an ef-
fect on the adaptation. As for the effect of internationalization, there was a no-
ticeable simplicity and neutrality at the language and culture levels in several
localized versions, where the English and localized versions had semantic and
syntactic similarities. In addition, the international text is not always culturally
filtered. Having said that, it might not be as helpful as required even for an in-
ternational diverse audience. This is clear particularly with the product names
and metaphors. Such an approach is sometimes necessary for marketing, but it
introduces obstacles during the translation and adaptation of the text.

Moreover, the translator-localizer has the liberty to transform the text, adapt
it and make it comprehensible for the consumers. Leaving a leeway of change
to the translator should put internationalization in question with regard to its
goal of helping in the product localization, i.e. the internationalized text seems to
have two contradictory functions: reducing the adaptation time and encouraging
cultural adaptation. This contradiction can also be associated to the international-
to-local approach of the process (Jiménez-Crespo 2010). While this study does
not look into the internationalized function per se, it is important to explore its
effect on the quality of the translated text and to pay more attention to this area
in research.

With regard to the employed methodology in this pilot study, it provided a
general idea of the existing adaptation practices. However, a more detailed anal-
ysis is needed, particularly for each locale and industry. A detailed study can
reveal the strengths and pain points in a localized version more accurately. The
use of the notion of the “reference text” was necessary as the researcher can-
not know the source language used to localize a website. Knowing the source
language or version would have helped in providing a deeper interpretation of
the spotted practices. Although this obstacle limited the analysis to a certain ex-
tent, it helped the researcher avoid the comparison with and the influence of
a source text. Moreover, the study focused on the adaptation aspect, which is
target-related in the first place.

To conclude, this paper attempted to explore how localized versions are adapted
by comparing the variations at the country and culture levels, and highlighting
the cultural richness these variations can bring if adaptation is used in localiz-
ing the textual content. The method used has provided both a multi-lingual and
multi-cultural approach which goes beyond words and encompasses the product
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personalization in order to represent the local culture. This pilot study can con-
tribute in more culture- and language-oriented research in website localization,
which often focuses on technical aspects.

Analyzed texts

[T1, T2] Available on http://www.samsung.com, [accessed on 22 April 2019]
[T3] Available on https://www.ikea.com, [accessed on 18 April 2019]
[T4] Available on https://www.benefitcosmetics.com, [accessed on 19 April 2019]
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