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Abstract

This thesis investigates the practices of Arabic localisation as it presents a neglected area of
localisation research, localising to a developing market. The thesis aims to establish a
connection between localisation and Translation Studies, by exploring the ways in which this
area can be theorised starting from the approaches developed by Lawrence Venuti (in
particular the notions of foreignisation and domestication), and Christiane Nord (translation
as interpersonal activity). Creating a theoretical framework which marries the cultural turn
and functionalist approaches helps address the dynamics of Arabic localisation on both micro
and macro levels. The thesis also aims to provide a holistic view of Arabic localisation, by
considering translation processes and outcomes, and by attempting to understand how

Arabic localisation is perceived by its target audience.

In order to achieve these goals, the thesis presents three case studies devoted, respectively,
to the FIFA 15 video game, the Knorr website and the educational platform Blackboard Learn.
It follows a mixed method approach to answer about the unique nature of each case study.
This includes text analysis which covers each medium’s localisation literature, the Arabic
translated content of the selected products and related business articles. In addition, relevant
online materials, such as gaming fora and Youtube gaming channels, are analysed to assess
the response of the FIFA and Knorr target audience to the translation they receive. Due to the
privacy of Blackboard Learn’s content and users, access to a student’s and an instructor’s
accounts were sought from an Arabic university, and a questionnaire was developed to assess
guantitatively and qualitatively the Arabic users’ response to the platform’s Arabic

localisation.

The significance of this thesis lies in its methodology and findings. Employing strategies from
a range of backgrounds, academic, professional and social, produces a novel methodology for
translation research and for addressing the complexity of the discipline of localisation, as well
as understanding the effect of its technical and commercial aspects on translation practices
and outcomes. By approaching localisation from a Translation Studies perspective, the thesis
contributes to both disciplines. The thesis highlights the ways in which localising to a

developing market is different from many of the practices discussed in the localisation



literature. In addition, the context of Arabic localisation proves to be a fertile ground where
Venuti’s theory of foreignisation and domestication can be relocated, and the debate about

it acquires new nuances.
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1 Introduction

1.1 General Overview

During my MA, in what was a multilingual business translation class, the lecturer asked us
about the language in which we would read the manual of a newly-bought piece of
technology. Whilst my German, Italian, Spanish, Russian and Mexican colleagues answered
that they do that in their respective languages, my answer was that | read the manuals in
English. To an extent, this PhD is an attempt to explore why Arabic localisation is different

from localisation in other languages.

The dynamics of Arabic localisation is unique, due to the Arabic market’s position in the
international market scheme. In localisation projects moving from English to other languages,
international markets are linguistically categorised into tiers based on the revenues they are
expected to generate. Most localisation research focuses on the first tiers markets: major
European and major Far Eastern languages. The Arabic market belongs to the third tier,
growing markets (Brooks 2000), which is often overlooked in localisation research. The
significance of Arabic localisation lies in it being an area where conflicting forces are at play.
The high cost of localising to the Arabic market, due to the sophistication of its language and
its various linguistic structures and sub cultures, is a risk to the profits companies are aiming
to make. Fulfilling the goal of Arabic localisation, facilitating products linguistically and
culturally to the Arabic audience, is an impediment to the companies’ interest of tapping the

potential of the Arabic market. This point will be explained in detail in the following chapter.

As an industry claiming to facilitate products linguistically and culturally to users, the target
users’ opinion on the translation they receive, despite its prime importance, is seldom
discussed. Moreover, localisation research usually focuses on processes and outcomes and is
rarely theorised in terms of Translation Studies. This thesis addresses both gaps by attempting
to theorise a neglected part of localisation research: localising to a developing market, and to
give an insight into the Arabic users’ response to Arabic localisation. By doing so, the thesis
contributes to both localisation research and Translation Studies. By examining and analysing
the processes of Arabic localisation through the lens of translation theories, the research will
help situate localisation within the theoretical context of Translation Studies. It will identify
the key agents in the translation process of localisation, the source text and author, the target

1



text and audience. In return, the application of translation theories in the context of Arabic
localisation allows them to be further illuminated and developed. This research will highlight
the position of languages, in terms of dominance and marginality, in the business context in
comparison with the languages’ positions traditionally discussed in the literary context. The
research will also highlight the effect of the languages’ positions on translation, its processes,
outcomes and reception. In other words, this thesis marries localisation research and

Translation Studies, and allows both disciplines to communicate.

The research in hand is about localisation and translation, hence, the term ‘Arabic market’ is
used instead of the ‘MENA region’ or the ‘Middle East’. The latter are financial and political
terms used to refer to a defined geographical area, which includes other languages beside
Arabic, namely Farsi, Hebrew and Turkish. Therefore, | decided to use the term ‘Arabic
market’ to refer specifically to the market targeted by Arabic localisation. By using the term
‘Arabic market’, the area’s diglossic situation is acknowledged, which is unified by Modern
Standard Arabic while each of its multiple locales is distinguished with a regional dialect. In
the thesis chapters, when specific locales within the Arabic market are discussed, the term
‘locale’ will be defined by an Arabic region, Saudi locale, Egyptian locale... etc, and will replace

the term ‘Arabic market’.

Localisation presents a special type of translation, where technology and commerce govern
the translation process. In the context of localisation, technical products, software, websites,
video games, to name a few, are the subject of translation. The texts required for translation
are not self-contained, but are embedded in the products’ source code. Therefore, it is a
common practice of localisation to move the translatable texts from the source code to
separate files. The advantage of this is that translators can work on the textual files only, while
the source code remains private and protected from breaking. However, this procedure
destabilises the notion of text, since it no longer features defined boundaries or linearity;
instead the text is fragmentedly presented. Accordingly, its translation process is not
performed in a linear fashion. Texts are usually translated in a text editor or a localisation
tool, or are arranged in spreadsheets. When the translation is completed, the textual files are
recompiled, by localisation engineers, in the products’ source code, and, hence, the localised

versions of the products are created.
The goal of localisation is to offer target users an equivalent experience to the original
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product. The size of the target experience is decided based on the return on localisation
investment. According to the linguistic categorisation of localisation, each market tier
receives fully localised, partially localised or merely enabled products (Brooks 2000). The
Arabic market, which is the focus of this thesis and belongs to the third tier, usually receives
partial localisation. This means that the Arabic experience of the localised products is not
complete, but is a portion of the original. For the previous technical and commercial reasons,
Arabic localisation is observed as a fluid translation process which does not move from a start

point to an end.

Furthermore, localisation is a different type of translation in that technical products are multi-
textual and multimodal. The scope of a single product often encompasses a variety of text
types: general texts which present the product’s subject matter, legal texts which present the
company’s terms and conditions, and, possibly, technical texts which present messages from
the operating system. Moreover, advances in modern technology allow products to include
textual elements in audio formats in addition to written texts. The textual and media
complexities of the technical products require processes of collaborative work between
localisation engineers and teams of translators, where each agent is responsible for a
particular aspect of the product’s localisation. Further processes of functional and localisation
quality assurance (QA) are essential to ensure the product’s functionality and to cover the
traces of the collaborative work, before the localised product can reach its target audience as
a unified content. Studying the localisation/translation of such products helps shed light on
the interpersonal aspect of translation and identify the multiple agencies involved in the
process. This allows us to observe the translation process dynamics taking place beneath the

surface of the translated text.

The interpersonal aspect of localisation is featured in the product’s consumption in addition
to its production. Beside the collaborative work of translators and localisation engineers,
users tend to have active roles in shaping their translated experience. Today, users are
empowered by freedom of choice; they can choose the language in which they want to
operate the product, and in some cases, their empowerment can reach as far as being able
to alter the product’s translation. Hence, localisation is observed as a process in continuous
progress, which does not end with distributing and selling the product. In this respect,

localisation presents a translation in motion, an unconventional process which probes the



boarders and boundaries of key notions such as those of the source text, the translator and

the target audience.
1.2 Research Questions

This thesis sets out to examine Arabic translation practices under the influence of the
technical and commercial dynamics of localisation. It aims to describe the phenomena of
translation as it manifests itself in the context of Arabic localisation and in light of the
technical and commercial processes explained in the localisation literature and digital media.
By linking the phenomenon of localisation to translation theories, the thesis also seeks to
establish general principles by means of which Arabic localisation can be explained and
predicted. By studying translation as one component of the Arabic localisation’s tripartite
process, technology, commerce and translation, this thesis seeks to make methodological and
theoretical contributions to Translation Studies research. The thesis applies the principles of
Descriptive Translation Studies in a manner that acknowledges the three aspects of Arabic

localisation, translation, technology and commerce.

The objective of this research is to examine translation practices and outcomes in the specific
context of Arabic localisation, and to explore the target users’ perceptions of these
translations. In pursuing this goal, the thesis seeks to answer a number of questions: what is
the connection between Arabic localisation and Translation Studies? In what way can
theoretical modules which are usually applied to translation illuminate practices of Arabic
localisation? How are the translations produced by Arabic localisation perceived and used by

Arabic users?
1.3 Research Methodology

To achieve the research goals, | decided to undertake individual case studies each illuminating
certain aspects of Arabic localisation and collectively drawing attention to its peculiarities.
Therefore, the case studies had to be carefully selected with defined targets in mind. The case
studies are to be selected from different media to offer a broad overview of the processes of
Arabic localisation. In addition, the case studies are to demonstrate the ways in which
localisation projects utilise the Arabic language diglossia. This is essential for highlighting the
varying linguistic structures of the Arabic market. Finally, the case studies are to cover a range

of cultural contexts in which localisation/translation is practiced, to offer a rich context for



probing translation theories and to facilitate examining the response of a variety of user
demographics. According to these criteria, the research is designed to constitute three case
studies, each presenting one of the most discussed medium in localisation research: a video

game, a website and a software.

As the first case study, the video game was selected from the most popular titles which were
nominated for the IGN (Imagine Games Network) 2014 best Arabic localisation award: Call of
Duty Advanced Warfare, Assassin’s Creed Unity, PES 2015 and FIFA 2015. The Arabic
localisation of the named titles vary between solely utilising Modern Standard Arabic (MSA),
the first two titles, and mixing MSA with regional dialects, the latter two titles. Because the
utilisation of regional dialects in video game localisation shows wider appeal to Arabic
gamers, the sport titles were prioritised. Furthermore, according to the VGChartz statistics,

FIFA 15 achieved higher sales than PES 15, and, hence, the former was selected.

For the website case study, a number of brochure websites were considered, Pampers, Oil of
Olay, Gillette, and Knorr, due to their culturally laden nature. The Knorr website was chosen
because its Arabic localisation utilises both forms of the Arabic language, MSA and regional
dialects, while specifically targeting three Arabic locales within the Arabic market, Saudi,
Egyptian and Emirati. This contrasts with the Arabic localisation of the FIFA 15 video game,

which follows a similar linguistic approach for targeting the entire Arabic market.

For the software case study, the choice was made between two prominent software localised
into Arabic, the Microsoft Word and the learning management system Blackboard Learn. The
latter was chosen after reaching an agreement with an Arabic university for providing access
to a demo Blackboard Learn account, which allowed viewing the localised content which is
otherwise prevented by the exclusive nature of the software. The advantage of the
Blackboard Learn as a case study is that the software targets a defined user demographic
which balances those of the first case studies. The FIFA 15 video game mainly targets a male
audience, while the target audience of the Knorr website is mainly female, and in contrast,
the audience of Blackboard Learn is not defined by gender, but by academic profession. In
addition, the linguistic approach of the Blackboard Learn Arabic localisation, which solely
relies on MSA in targeting the whole breadth of the Arabic market, complements the other

case studies and establishes a strong thesis structure.

By selecting case studies from a range of media, user demographics and linguistic contexts,
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the thesis is set out from the start as a heterogeneous study. While this design aims to provide
an overview of the complex scene of Arabic localisation, it proves to be a major research
challenge. Researching Arabic localisation based on a bottom-up approach requires a
malleable methodology which addresses the technical, commercial, linguistic, cultural and
theoretical aspects of each case study. Hence, the thesis adopts a mixed methods approach,
which is distinguished from the multimethod research (mixing qualitative and quantitative
methods) by the possibility of mixing at all phases of the research process. This includes
methodologies, data, theories, logics of inquiry and integrating the results to provide a better
understanding of the research problem (Lova Meister 2017). Accordingly, different
localisation frames, translation theories, methods and data analysis procedures are

integrated to unpick the different layers of Arabic localisation.

Situating localisation in a Translation Studies context entails understanding its technical and
commercial dynamics and their effect on the translation process. Hence, referring to the
literature on video game, website and software localisation is essential for identifying how
translation practices are performed in these domains, and the different agents involved in
their processes. The professional background of Heather Maxwell Chandler and Stephanie
O’Malley Deming (2012) and Miguel Bernal-Merino (2015) helps explain the processes of
video game localisation. Nevertheless, the translational approach of Minako O'Hagan and
Carme Mangiron (2013) provides a framework for analysing the translated texts of the FIFA
15 video game. The Knorr website case study makes use of John Yunker (2003) and Nitish
Singh (2012), who explain the commercial and technical implications to website localisation,
and Miguel Jimenez-Crespo (2013) who links the concept of text as understood in Translation
Studies to the technicality of website localisation. Finally, the Blackboard Learn case study
benefits from Bert Esselink (2000) who offers detailed explanation of the processes of

software localisation, and a translation guide for its practitioners.

Interviewing individuals who work in the localisation industry can constitute an additional
strategy for better understanding the processes of Arabic localisation. However, attempts to
contact the selected products’ companies and/or their distributors in the Middle East were
fruitless. The lack of input from industry specialists is one of the present research’s limitations,
and, thus, alternative measures were sought. | emailed Red Entertainment Distribution, the

company in charge of localising FIFA 15 to Arabic, explaining my research and asking their



help in answering certain localisation questions, but did not receive a reply. Alternatively, |
sought answers to some questions from recorded interviews with individuals from the named
company and the localisation team, which are available on YouTube. In addition, | formally
contacted individuals from Unilever, whom | personally know, inquiring about the Arabic
localisation of the Knorr website, but my request received no answer. Therefore, | searched
business articles and blogs for market analysis and background information. Finally, | emailed
Blackboard Master Distributor for the Middle East (BME) inquiring about the Arabic
localisation of the software. Only general information was provided, such as the year when
the first Arabic version was released and the functions available in Arabic. As a result, |

followed a similar research approach to that of the Knorr case study.

Approaching Arabic localisation from a Translation Studies perspective entails creating a
theoretical framework which addresses both the production and consumption aspects of the
translation process, in order to provide a holistic view of Arabic localisation. Therefore, a
theoretical framework is designed to address the dynamics of Arabic localisation on both
micro and macro levels, by combining a functionalist approach and the cultural turn.
Christiane Nord’s theory of translation as interpersonal interaction (2007) is used to highlight
the multiple agents involved in the Arabic localisation process, to identify the changes
occurring to their roles in the localisation context, and to explain the ways in which they differ
from their traditional definitions in Translation Studies. In addition, Lawrence Venuti’s theory
of the translator’s invisibility and the strategies of foreignisation and domestication (2008)
are used to underline the Anglophone hegemony in the business context, which complements
his theorisation in the literary context. Applying both theories to the context of Arabic
localisation allows them to be examined beyond their traditional boundaries, and allows this

thesis to offer a theoretical contribution to the field of Translation Studies.

Venuti criticises the fluent translation tradition prevailing in contemporary British and

American cultures, and describes it as ‘trade imbalance’:

British and American publishers... have reaped the financial benefits of
successfully imposing English language cultural values on a vast foreign
readership, while producing cultures in the United Kingdom and the United
States that are aggressively monolingual, unreceptive to foreign literatures,

accustomed to fluent translations that invisibly inscribe foreign texts with
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British and American values and provide readers with the narcissistic

experience of recognizing their own culture in a cultural other. (ibid, p. 12)

Therefore, Venuti rejects domesticating translation, which promotes a tendency of reading
translations mainly for meaning, and highlights the latter’s plurality and contingent relation.
Alternatively, he calls for foreignising translation which aims to construct an image of the
other by utilising marginal and nonstandard materials in the receiving situation. In that,
Venuti views foreignisation as a way of resisting the Anglophone hegemony in the context of

literary translation.

In the business context, the Anglophone hegemony is observed from a different perspective,
which allows us to consider Venuti’s theorisation from an opposite angle. English dominates
the industry of technology, and, thus, the majority of the translation projects of the field move
from English to other languages. British and American industries are reaping financial benefits
of imposing their successful technological experiences on vast foreign markets, and in that,
British and American cultures are being reconstituted in a cultural other. Accordingly, the
English language’s position in its relationship with the other is reversed, it is featured in the
sending situation, while the other in the receiving situation. In addition, translations of
localised products are mainly read for meaning, since they aim to facilitate the product’s
operation and to maximise its services. Hence, utilising marginal and nonstandard materials
in the receiving situation forms linguistic/cultural obstacles which hinder the clarity of
meaning and, thus, accessibility to the product’s services. In view of Venuti’s theorisation, the
literary and the localisation contexts are observed as binary opposites. In localisation,
foreignisation is not a resistance to the Anglophone hegemony, but a possible risk of spoiling
the target users’ experience, while domestication is not a concealment of the other’s identity,
but an indication of the Anglophone company’s respect for the linguistic and cultural situation

of the market from which it is making profits.

Arabic localisation is an interesting context for applying Venuti’s theories of foreignisation
and domestication (2008), due to the industrial imbalance of the languages/markets involved.
In localisation, the logic of translation originates from the relation between languages based

on the industrial position of each:

The general picture is of a hierarchy where some languages are central and



used for production, others are semi- central and impose strong constraints
on consumption, and still others are virtually excluded from the relations of
production, consumption, and translation... Within this hierarchy,
translation tends to move from centralised production to semi- central
consumption. This often means going from English to all the major

languages of the world. (Pym 2014, p. 134)

When translation projects move between relatively equal centralised production languages,
which are the focus of most localisation research, the dynamics of language power, discussed
by Venuti in the literary context, are hardly witnessed. However, when translation projects
move from English, a centralised production language, to Arabic, a semi-central consumption
language, the hierarchy of languages and markets intensifies, and allows Venuti’s theory to

take on fascinating new resonances.

Nord’s interpersonal interaction (2007) is highly relevant to the context of Arabic localisation.
Although her theory was not established in consideration of the localisation industry, it
nevertheless helps illuminate the dynamics of a commissioned translation project, and
pinpoints the roles of the agents involved in it. Therefore, the theory of interpersonal
interaction gives a clear description of the agents involved in Arabic localisation and their
roles. In return, the dynamics of Arabic localisation support Nord’s observation/perception
that these roles do not always coexist, and adds to it by demonstrating that they occasionally

overlap or a few of them become absent altogether.

An additional challenge arises from fulfilling the aim of understanding the Arabic users’
perception of Arabic localisation. Addressing the breadth of the Arabic market and attempting
toreach as broad an audience as that targeted by Arabic localisation makes it difficult to value
accurately how the translation is perceived by its target audience. In an attempt to overcome
this limitation, the research combines methodologies from humanities and social sciences.
Commercial articles and media coverage of the selected products’ performance in the Arabic
market are considered. This type of text analysis is sought to offer a better understanding of
the context for which these products are commissioned and the ways in which their

localisations are used.

Additional methods are also used to fulfil the same aim, yet they differ according to the nature



of each product and the way in which its target users interact. For the FIFA 15 case study,
YouTube instruction videos and online fora for Arabic gamers are explored to understand the
Arabic gamers’ attitudes to the Arabic localisation of the game. For the Knorr website case
study, the website’s typed and taped recipes are analysed and compared with similar texts
from equivalent local culinary websites, as a means for foregrounding the Arabic users’
perception of the Knorr website Arabic localisation. Exploring Arabic universities’ online fora
is not an effective method for assessing the Blackboard Learn users’ response to its Arabic
localisation due to the academic nature of the fora’s content, which does not address
qualitative discussions of the software’s localisation. Therefore, surveying Arabic users of the
Blackboard Learn is the method which best suits the exclusive nature of the software and
illuminates its users’ opinion on its Arabic localisation. Such method was not necessary for
the FIFA and the Knorr case studies due to public nature of the products’ content and their
users’ qualitative discussions. For the Blackboard Learn case study, a questionnaire was
designed in consideration of the target users’ traits. Arabic participants are known to be
demotivated by open-ended questions, which require reflection and elaboration. To ensure
higher response rate, a quantitative approach is adopted by formulating closed-ended
guestions in light of the software’s Arabic localisation analysis. By circulating the survey
among Arabic universities and academics, the aim is to use quantitative data to reach
qualitative results. Despite their different approaches, all used methods only provide general
sense of how the products’ Arabic translations are perceived, but lack accurate/specific

figures due to the difficulty of encompassing as a broad an audience as the Arabic users.

1.4 Thesis Outline

The literature review chapter seeks to establish a context for Arabic localisation in the Arabic
and English literature on localisation and Translation Studies. The chapter attempts to answer
questions including: how are translation practices affected by technology and finance in the
localisation industry? How is Arabic localisation acknowledged in the localisation literature?
How is Arabic localisation acknowledged in the Arabic translation literature? What is the
historical background for localisation in the Arabic translation literature? How can translation
theories and the localisation literature on different media shape the structure of the selected

case studies?
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The first case study, the FIFA 15 video game, seeks to introduce how translation is practiced
in the context of video game localisation. The chapter aims to address the following
guestions: how do translation practices change according to each of the video game’s
modality/models? How stable is the role of the source text in the video game localisation?
How do advancements in the medium of video games affect translation practices as we know
them? How do domestication and foreignisation manifest themselves in the context of video
game localisation? How are the different linguistic structures of the Arabic market utilised in
video game localisation? How does the translators’ visibility affect the Arabic experience of

the FIFA 15 video game? How do Arabic gamers respond to the translators’ visibility?

The second case study, devoted to the Knorr website, further explains the connection
between localisation and Translation Studies. The chapter seeks to answer questions such as:
how does the context of website localisation destabilise the notion of text as it is frequently
conceptualised in Translation Studies? And how does this affect its translation? How is partial
website localisation to the Arabic market performed? What are the linguistic structures
involved in the Arabic localisation of the Knorr website and how do they interact with each
other? How is Arabic diglossia utilised in website localisation, and how does it affect the
Arabic users’ perception of domestication and foreignisation? How do the roles of the author
and the target audience overlap in the Arabic localisation of the Knorr website? In which ways
are domestication and foreignisation observed when localising a culinary website to a sub-
culture market? How do domestication and foreignisation function differently in the context

of localising to a third-tier market?

The third case study, Blackboard Learn, provides additional insight on the malleable practices
of translation in the localisation industry. The chapter sets out to address questions such as:
how does the localisation of Blackboard Learn destabilise the notion of the source text? How
does the context of Blackboard Learn probe the notion of the target user as it is understood
in Translation Studies? How are the primary users of Blackboard Learn affected by their
position in the hierarchy of Blackboard Learn users? How does the Arabic localisation of
Blackboard Learn allow the concept of foreignisation to be expanded beyond Venuti’s

discussions?
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1.5 Conclusion

In the industry of localisation, translation practices are masked by the technical and
commercial dynamics, and, thus, localisation is rarely appreciated as a context worthy of
being theorised. This thesis highlights Arabic localisation as an important area of research,
and applies Translation Studies theories to its micro and macro dynamics. By undertaking
three distinctive case studies, the thesis is designed to be indicative, but not all encompassing,
of the processes of Arabic localisation. It looks beyond the commercial and technical
implications and identifies translation contexts where Arabic localisation and Translation
Studies intersect. The thesis discusses the interpersonal aspect of the Arabic localisation
process by investigating long-established notions of Translation Studies, such as the author,
the source text, and the target audience, as they manifest in Arabic localisation. In addition,
the thesis gives value to the international context in which Arabic localisation takes place and
the ways in which the latter is influenced by the former. In view of the hegemonic relation of
English with other languages in the literary context, a similar language hierarchy is identified

in the business context where vastly different markets, such as Arabic and English, are at play
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2 Contextualising Arabic Localisation

2.1 Introduction

Despite being an important subject for research, Arabic localisation is yet to receive the critical
attention it deserves. Arabic localisation is practiced as a profession far more than it is
academically researched. The scarcity of Arabic localisation research is potentially due to its
unexplored academic value and its multifaceted nature, the multidisciplinarity of localisation and
the multiple layers of the Arabic language/culture. This chapter aims at setting the context for
researching Arabic localisation, by exploring the existing localisation literature, underlining the
significance of Arabic localisation, emphasising its value to Translation Studies and defining the

relevant theories and contexts to this thesis.

The chapter starts by creating a theoretical frame explaining language relations in the localisation
industry, translation directionality, the commercial plans for addressing international markets
and the classification of languages/markets in such plans. Based on the suggested frame, the
current localisation research is observed as being inclined to focus on certain languages/markets,
indicating a niche for Arabic localisation research. The chapter then assesses the gap for Arabic
localisation, by surveying the English and Arabic academic literature on localisation. The
localisation literature which currently exists covers different aspects of the industry’s
commercial, technical, cultural and translational processes, but seems to address Arabic
localisation only as a footnote. When surveying the Arabic translation literature, a bigger gap for
Arabic localisation research can be identified. The Arabic literature lacks consensus on an
equivalent term for localisation, and instead offers multiple Arabic terms, including Arabisation,
regionalisation and domestication, which are interchangeably used to refer to the concept of
localisation. The most common terms are explored in respect of their origin, definition, debate
and connection to Translation Studies. In addition, the Arabic studies related to localisation are
explored, revealing a fragmented approach by which a single aspect of Arabic localisation is
addressed. From there, the chapter moves to explaining the commercial, technical and linguistic
value of researching Arabic localisation and its significance to Translation Studies. Finally, the
chapter explains the integrated theoretical framework this thesis adopts for reading its three
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case studies.
2.2 Arabic Localisation: A Blind Spot

Localisation is generally understood to mean the process of making a product “linguistically and
culturally appropriate to the target locale (country/region and language) where it will be used
and sold” (Esselink 2000, p. 3). The globalisation of technical products allows localisation to
highlight the position of languages in the “world language system” (de Swaan 2002), cited in Pym
(2014, p. 134). Pym’s discussion of the translation directionality of localisation, which was
presented in the introduction, is the starting point from which the niche for Arabic localisation

research can be explained. Hence, the same quotation is restated here:

The general picture is of a hierarchy where some languages are central and
used for production, others are semi- central and impose strong constraints on
consumption, and still others are virtually excluded from the relations of

production, consumption, and translation. (ibid, p. 134)

Localisation is viewed as a practice “marked by a strong directionality”, where translations move
from languages of production to languages of consumption (ibid). Saying that, the possibility of
languages occasionally trading places, where translation can move between almost equally
production languages, such as English to German or German to English, is not excluded.
Nevertheless, given that English dominates the production of technology, we find localisation
projects moving from English to other languages, especially those discussed in academia, are
larger in volume. Hence, the dominant directionality of localisation from English to other

languages is the focus of this thesis.

Addressing international markets through localisation is a costly and a time-consuming task, thus,
companies tend to follow a localisation plan to deliver their projects. As mentioned in the
introduction, in localisation, international markets are defined linguistically rather than

geographically:

The Spanish market is the aggregate of Spain, Mexico, Argentina, etc.—a total

of 22 countries—not just Iberian Spain; “German” is similarly an aggregate of
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Germany, Austria, and part of Switzerland.

The primary criterion for assigning markets to categories is revenue from
localised products... We use four major categories (“tiers”) in the planning

process:

Tier 1. The largest international markets (Japanese, German, French) for which

the majority of products are localised.

Tier 2. Markets large enough to justify substantial investment in localisation
(Dutch, Korean, Brazilian Portuguese) but an order of magnitude smaller than

Tier 1.

Tier 3. Small but growing markets (Portuguese, Arabic, Hungarian) for which a

subset of products with broad appeal is localised.

Tier 4. Emerging markets of limited potential (Thai, Romanian, Viethamese) for

which only core products such as Windows are localised. (Brooks 2000, p. 48)

Most academic research focuses on localisation to languages of the first tiers’ markets (Esselink
2000; O'Hagan 2005; Jimenez-Crespo 2008; Bernal-Merino 2015). This led some researchers,
such as Schaler (2003), to realise the technical linguistic gap the localisation industry has created.
Confining the technical content within the limits of equally industrial and wealthy languages
seems to exclude “minority” languages from the digital world. Therefore, Schaler dedicates his
work to mending the digital gap and finds the solution in crowdsourcing, due to its voluntary
nature. Nevertheless, with localisation to the third-tier languages, developing markets, being

overlooked, the gap in localisation research is still present.
2.3 A Gapin Localisation Research

Since its beginning in the late 1990s through to today, localisation research has not given the
Arabic market the attention it deserves. Throughout the years, a large number of scholars have
contributed to localisation research from different perspectives. Esselink (2000) is mainly

concerned with the technical aspect of localisation. Bass (2006) and Dunne (2006) provide
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professional readings on the subject, while DePalma (2006) and DiFranco (2006) discuss the
commercial implication of localisation. Schaler (2003) shows interest in the cultural dimension of
localisation. With increasing interest in localisation, its research developed a clearer structure.
Chandler and Deming (2012), O’Hagan and Mangiron (2013) and Bernal-Merino (2015)
contributed to video game localisation. Sandrini (2005), Bortoli and Ortiz-Sotomayor (2009)
(2009) and Jimenez-Crespo (2009) focused on website localisation. Despite the growing
literature, discussions on Arabic localisation remain scarce. Arabic has mostly featured as a
footnote in the international localisation theory. Arabic merely appears among a list of targeted
languages either in order to explain their divergent nature which makes the localisation process
more challenging or to express the scope of a localisation project in which a number of languages

are included. Examples of these brief references are:

languages which are written from right to left such as Arabic and Hebrew, must

be taken into account and not be ignored. (Anastasiou and Schdéler 2010, p. 18)

The project was localised into German, French....Hungarian, Arabic... (DiFranco

2006, p. 53)

According to Microsoft’s locale registry, there are currently 20 Spanish locales,
followed by 18 English ones, 16 Arabic and 15 French. (Jimenez-Crespo 2010, p.
18)

In the United Nations meetings, for example, speeches in Chinese or Arabic may
be rendered into English and then interpreted into the remaining official

languages from that intermediary version. (Pym 2014, p. 126)

Yunker (2003) is among the limited number of writers who addresses Arabic more completely in
his research. His short chapter on Arabic (ibid, p.390-401) overviews the linguistic and technical
challenges of localising a website into the Arabic language. The issues he tapped into are Arabic
language bi-directionality, cursive script, characters changing shape according to their position in
a word and the obstacle of some software lacking Arabic language support. Gross (2016) also

talks about localising to the Arabic language and culture in the field of website localisation.
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However, her discussions superficially tap the cultural aspects of the Arabic market and the
technical aspects of its language, which concludes in the localisation of logos and images and
respecting the Arabic language directionality. Such references aside, Arabic is rarely the subject

of localisation research properly investigating the complexity of the language and its market.
2.4 A Gapin Arabic Research

Studies of translation are deeply embedded in the history of the Arabic language offering rich
resources for translation researchers. However, localisation is still a novel subject in Arabic
translation research, and, thus, it lacks a comprehensive study covering the tripartite process of
Arabic localisation, technology, commerce and translation. The immaturity of localisation
research in Arabic is observed in the multiplicity of the Arabic terms expressing the concept of
localisation, and in the fragmented approach of its studies, discussing a single aspect of Arabic
localisation. This section explores in depth the common Arabic terms for localisation, and
provides an overview of the Arabic literature on Arabic localisation, whether written in Arabic or
English.

2.4.1 Multiplicity of Terms

Despite the high volume of localised products sold and used in the Arabic market, there seems
to be a lack of consensus on the Arabic term expressing the concept of localisation. This section
presents the three main lexica used by academics and/or professionals to refer to the concept of
Arabic localisation. Each of these terms is discussed in respect of their origin, definition, debate

and connection to the theory of translation.

2.4.1.1 Arabisation

The most common term for localisation is (<=3 Ta’reeb, which means Arabisation. Arabisation
is mainly used by academics to refer to translating the technical content into Arabic. Arabisation
holds a historical reference, as it was first coined by Caliph Omar Bin Alkhat’tab during the 7t
century (Sabrah and Elhinnawi 2003). In his time, the Islamic state had extended its boundaries
encompassing the territory of what had previously been parts of the Roman Empire. The
strategies used for managing the once simple Islamic state were no longer sufficient. Therefore,
Caliph Omar ordered that the Roman managerial systems be Arabised (ibid). In a way, these
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systems resembled the core notion of today’s ministries. Arabic officials were assigned to oversee
the practices of these ministries in order to learn and Arabise them. This was the first instance of
Arabisation, which later developed into translation practices transferring the massive volume of
knowledge from ancient civilisations into Arabic. While the Arabic term for translation ( 4a_s
tarjamah) generally refers to the linguistic transfer from any one language to the other,
Arabisation refers to transferring content from different languages to Arabic. Hence, Arabisation
is defined as “accommodating a foreign term in Modern Standard Arabic in accordance with the
Arabic language grammatical and phonetic rules and in respect of the Arabic system of creating
derivatives from roots, otherwise the term will remain foreign and un-Arabised” (Alnamlah 1992,

p. 10).

The previous definition shows a tendency to domestication, as translated words need to follow
the mainstream of Arabic morphology, in order for them to be judged as Arabised. The
connection of Arabisation to domestication is further implied in the Arabisation literature, yet
the connection of Arabisation to Arabic localisation, as an intersection of commerce, technology
and translation, is rarely indicated. The following sections will explore the Arabic literature on
translation and Arabisation, emphasising the role of domestication in Arabic translation and the

gap for Arabic localisation research in the Arabic translation literature.

Aldidawy (2002) and Alnamlah (1992) have different views of how translation and Arabisation
are related. While the first views translation as a general activity and Arabisation as being one of

its practices, the latter perceives the relation otherwise:

The linguistic transfer of translation into Arabic is governed by the Arabisor’s
(the person who performs Arabisation) adjustment in means of paraphrasing,
summarising or adding to the translated concept. In a way, the general idea of
the source remains content, yet not necessarily preserved in its original
linguistic form. Thus, it is considered Arabisation not translation. The respect an
Arabisor receives is far greater than that received by a translator... the linguistic
transfer to the Arabic language is considered Arabisation and not merely

translation. Hence, Arabisation is more general than translation, whereas
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translation is one of its levels or a single part of the general activity. (ibid, p.37-

38)

The difference of opinion is due to the position from which each scholar stands. Alnamlah
stresses the translator’s role and the level of his/her intervention in the source text to make it
read like an Arabic text. Therefore, he perceives Arabisation as a high-profile task and places
translation, which lacks adaptation and abiding by the Arabic rules, on the periphery. On the
other hand, Aldidawi (2002) emphasises the role of translation as an international activity, which
facilitates interactions between different languages, and, hence, observes Arabisation as one of
many interactions. By differentiating between two types of Arabisation, a strategy and a method,
Alkhuri (1992) seems to offer a middle ground opinion. He explains the Arabisation strategy as
transliterating a foreign term and articulating it according to the Arabic phonemes; the foreign
term becomes a loanword. The Arabisation method, on the other hand, is transferring texts from

any language to Modern Standard Arabic (ibid).

Much of the Arabic translation literature on Arabisation pays attention to terminology, providing
guidelines and setting criteria for translating scientific and technical content into Modern
Standard Arabic. In this particular aspect, Arabisation shows relevance to the concept of Arabic
localisation. Aldidawi (2002) identifies the linguistic gap between the eloquence for which the
Arabic language is known and the poor Arabic language used today for Arabising technical and
computing content. He compares the current situation of utilising Arabisation to accommodate
large volumes of technical lexica and content into Arabic with the Arabic translation movement
that took place in the 8% century. At that time, when the Arab came into contact with other
civilisations, the conceptual and lexical boundaries of the Arabic language were extended to
accommodate the breadth of the newly encountered sciences. Back then, as is the case now,
some translated texts were poorly Arabised. A famous Arabic writer from Baghdad named
Aljahith (776-868) acted as a gatekeeper for the floods of texts being constantly Arabised. He
rejected many of the Arabic translations for their poor language, and approved those which were
fully Arabised. Aljahith also set criteria for qualified translators stating they should master both
the source and the target languages, and that they should be eloquent and have good writing

skills. Moreover, translators, in Aljahith’s view, should be knowledgeable of the subject of
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translation, and have translation experience (ibid, p.223-224).

Aldidawi relates the historical discussion to the problem facing Arabisation in modern times,
which is the lack of terminological unification. This problem, he argues, stems from translating
the same concept into different Arabic terms by a number of translators who tend to neglect the
guidelines for coining Arabic terms and the Arabic language in use. As a result, some translations
are being conveyed in obscure Arabic, instead of unlocking the meaning of foreign texts (ibid).
The problem intensifies, he adds, when these translations become widely accepted, due to the
uncontrolled linguistic freedom of the world wide web, which permits the spread of poor Arabic
translations before they receive approval for accuracy. Aldidawi concludes by explaining the

negative effect of the current situation of Arabisation on the Arabic language (ibid).

Other publications show a similar interest in Arabisation, with specific consideration to setting
modern criteria for coining Arabic terminology. In his book, Alkhuri (1992) provides a translation
guide based on four methods. The first is adding a new contextual meaning to an existing Arabic
word. The second method is deriving a new word from an Arabic root in accordance with the
Arabic morphology. The third is finding an Arabic equivalence for the foreign word. The fourth is
Arabising a foreign word and accepting it as a loanword (ibid). Alhashash (2009) dedicates his
work to computing translation and provides more detailed syntactical guidelines. He argues
Arabic translation should be presented in a sound Arabic structure without the influence of the
English syntax. He stresses some rules, such as adjusting the source passive voice to an active
voice in Arabic, and starting the Arabic sentence with the verb instead of following the English
order. Alhashash also recommends avoiding the English repetitive use of commas between
elements in series and complying with the alternative Arabic conjunctions, and using the Arabic
structural equivalent of the word “only” rather than providing a literal translation (ibid, p.59-60).
For translating instructions in sequence, Alhashash suggests avoiding literal translation, using

simple language and deciphering acronyms to translate them in full words (ibid).

In addition, although a large body of Arabic translation literature has investigated the role of
Arabisation in the academic context, only a number of publications are discussed to highlight its
orientation. In a general view on the value of Arabisation in the Arabic world, Al-Tay’yeb (1997)
highlights the role of Arabisation in preserving the Arabic identity. The Arabisation of academic
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curricula of all school levels; primary, middle and high school, sciences and scientific terminology
and media are, from his perspective, important for preserving the Arabic identity by means of
language. In a more focused direction, other researchers discuss the efforts of Arabic academies
established in some Arabic countries in Arabising the academic courses and scientific terminology
of higher education. Khaleefah (1987) stresses the efforts of the Jordan Academy in Arabising the
scientific literature of both the University of Jordan and the University of Yarmouk. In respect of
methodology, he recommends avoiding literal translation and relying on linguistic and cultural
adaptation. Following his lead, Dosugi (1999) and Abdul-Aziz (1999) focus on the Arabisation of
scientific terminology of higher education in the Egyptian context. While the first talks about his
personal contribution to Arabising terminology in the field of psychology within the Department
of Philosophy at the University of Cairo, the second discusses the collaborative effort at the

Arabic Language Academy in Cairo in the Arabisation of scientific terms.

The main body of Arabisation research highlights domestication as a core principle for Arabic
translation, which can be traced from the beginning of Arabic translation until its recent days.
Aljahith’s concern with the fluency of Arabic translation in the 8 century is advocacy for
domestication. Today, this advocacy is still practiced, as different aspects of linguistic and cultural
domestication are stressed as criteria for successful Arabic translation. Alkhuri (1992) discusses
the morphological aspect of domestication (at the word level), and Alhashash (2009) discusses
the syntactical aspect (at the sentence level), while Khaleefah (1987) recommends both linguistic
and cultural domestication. In addition, Al-Tay’yeb (1997) stresses the connection of
domesticating translation to preserving the Arabic identity. The discussed literature underlines
the historical and linguistic implications of Arabisation, yet it seems to overlook the commercial

and the technical aspects which are fundamental to Arabic localisation.

2.4.1.2 Regionalisation

The second most common Arabic term for localisation is (i) Acklamah, which can be translated
as regionalisation. The term regionalisation is prevalent among professional translators and
localisers, while it is rarely used by academics. Arabic professionals use regionalisation to refer

to translating a product’s content into the language of the target region, whether it is Modern
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Standard Arabic or a regional dialect. Therefore, the term regionalisation is more inclusive than
the term Arabisation, which only refers to translating into Modern Standard Arabic. In its
commercial sense, regionalisation is not given an approved Arabic definition, but instead, the
English definition of localisation is usually translated and presented as the Arabic definition

(Omar 2013).

Similar to Arabisation, the roots of regionalisation go back in history, yet not as far as that of
Arabisation. Before being used in the localisation industry, regionalisation was first coined to
refer to a type of literary translation, and was mainly discussed as a specific form of literary

adaptation. Sboul defines regionalisation as:

Replacing a cultural sociological reality in the source text with its equivalent in
the target language culture, while considering the meaning in case the situation
described in the source text is alien to the target language. Regionalisation is
concerned with situational equivalence, the situation described, not

equivalence of structure nor lexicon. (2005)

In the 20™ century, regionalisation was widely practiced in the Arab world. A piece of, most
commonly, French literature was adapted into the norms of the Arabic society and culture. Some
authors/translators were known for this type of adaptation, the most prominent among them is
Al-Manfaluti (1876-1924). He adapted/regionalised a number of French novels into Arabic; such
as Edmond Rostand’s Cyrano de Bergerac into Alsha’er (the poet) and Alphonse Karr’s Sous les

Tilleuls into Majdoleen to name a few.

Al-Manfaluti’s Majdoleen provides many examples of regionalisation, but one situational
equivalence is demonstrated in this section to give a sense of regionalisation. In a conversation
between a house owner and a young tenant, the former is complaining about a certain matter
and is not willing to end the conversation quickly. The tenant describes him in the following
words: (he went on, growling like a camel who has a thorn in its nose).! This Arabic expression is

used to describe someone who is self-absorbed in his/her annoyance to the extent that s/he does

! This is an exegesis translation since the Arabic adjective has no equivalent in English.
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not pay attention to what people around him/her might think or feel. While eating from the
desert’s plants, a camel could commonly get a thorn trapped in its nose. This would make the
camel continuously growl in annoyance and lose awareness of the herd’s whereabouts. Replacing

the French text with an Arabic expression that is culturally laden is considered regionalisation.

Given that, as the Arabic equivalent for localisation, regionalisation is a term used mostly by
professionals and not academics, the literature on regionalisation is limited to literary translation
discussions. This emphasises an even bigger niche for Arabic localisation research exploring the
commercial, technical and translation aspects of its process. Nevertheless, the literature on
regionalisation, similar in that to the literature on Arabisation, emphasises the presence of

domestication, particularly in terms of cultural adaptation, in the Arabic translation tradition.

2.4.1.3 Domestication

The third Arabic term for localisation is (¢+b 59) Taw’teen, in English, domestication. Although it is
occasionally used as an Arabic equivalent for localisation, domestication raises controversy
among translation professionals. The eligibility of domestication as an Arabic equivalent for
localisation is discussed on the Arabic version of the professional translators’ community Proz
(Omar 2013). Some professionals supported using the term domestication, but many others
disapproved of it for two reasons. The first reason is that the term domestication is not as
commonly used in this context as its counterparts, Arabisation and regionalisation. The second
reason is the Arabic term for domestication is, in fact, a creation of lbn Khaldun, whose
translation theory anticipates the work of Venuti. In the 14th century, lbn Khaldun, in his book
Al-Mugaddimah, reflected on the method of Arabic translation practised over the centuries,
which allowed the Arabic language to alter the identity of the other, by means of translation, to
match its own, simply for being a dominant language (Asfoor 2009). When Venuti’s theory of
domestication and foreignisation (2008), is discussed in Arabic, Ibn Khaldun’s terms for Venuti’s
equivalent concepts are used. Hence, using the Arabic term for domestication allows the

concepts of localisation and Venuti’s domestication to be confused.

Given that only a few professionals prefer domestication (c=ks5), as an Arabic equivalent for

localisation, the literature on domestication does not offer discussions on its relevance to the
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localisation context. Arabic academic research on domestication mostly discusses the term in its
relation to Translation Studies, with lbn Khaldun’s take on the concept of domestication in
parallel with Venuti’s modern stance. In the 8th century, when the Arabic nation came into
contact with other civilisations, much of the encountered Greek, Roman and Indian knowledge
expressed polytheist religious beliefs. These beliefs were in conflict with the monotheism of
Islam. Hence, Arabic translations covered traces of the contradicting faiths by means of
domestication, with the aim of protecting the people’s faith who were not seen as intellectually
ready for reading about such beliefs (Madkur 1997; Asfoor 2009). In the 14th century, lbn
Khaldun commented on the tradition of Arabic translation that has been practiced over centuries.
By presenting foreign texts as original Arabic writings, Arabic translation offers an opaque image
of the other. The domesticating Arabic translation, Ibn Khaldun explains, is a result of the political
power of the Arabic language. Accordingly, domestication is defined as “translating foreign terms
and phrases so they appear as original parts of the (Arabic) language despite being alien” (Asfoor

2009, p. 38).

Arabic scholars (Madkur 1997; Asfoor 2009) talk about the parallel they find in Ibn Khaldun’s and
Venuti’s theories. Venuti defines domestication as "the reconstitution of the foreign text in
accordance with values, beliefs and presentations that pre-exist it in the target language, always
configured in hierarchies of dominance and marginality" (2010, p. 68). Saying that, Venuti (ibid)
views domesticating translation as a sign of the English language’s hegemony over other
languages. For Anglo-American interests, he observes, foreign cultures are being pressured in
translation into being placed in parallel with the English culture's values. In this sense, Venuti and
Ibn Khaldun, despite the time difference between them, agree that domestication is the political
translation practice of an established linguistic power. lbn Khaldun relates domestication to
Arabic translation during the time of the Islamic reign, while Venuti connects it to English

translation in modern times.

Although the Arabic literature on domestication (s—-s3) does not contribute to localisation
research, it allows us to draw an important conclusion about Venuti’s theory of the translator’s
invisibility, and the of strategies domestication and foreignisation. Despite discussing two

different languages, Ibn Khaldun and Venuti are in agreement that a politically powerful
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language, due to its economic and scientific supremacy, tends to control its users’ perception of
the world through domesticating translation. However, their political rationalisation is observed
via a snapshot of a language’s prime time; neither theorist mentions what becomes of translation
practice when the political, economic, or scientific power of the language destabilises. After all,
Ibn Khaldun did not live to witness the fall of the Islamic Empire, nor does a decline of the
dominance of the English language seem imminent. The political theories of Ibn Khaldun and
Venuti are descriptions of a relationship at its peak that does not offer a prediction of the future
of this relationship in case the power changes. The effect of the inconsistent political, economic,
or scientific position of a language on translation has not yet been acknowledged in translation

theory.

The previous exploration shows that the multiplicity of the Arabic equivalents for localisation
generates from the variety of linguistic structures utilised in Arabic localisation. This highlights
the plurality of Arabic localisation approaches, as opposed to the singular approach known
worldwide. In this thesis, the term Arabisation will be used to refer to localisation/translation
projects utilising Modern Standard Arabic, while regionalisation will refer to those utilising any
of the Arabic regional dialects. Furthermore, the term domestication will be used to describe
translations facilitated to the language and culture of the target audience. The multiplicity of the
Arabic terms for localisation marks the linguistic wealth of Arabic translation, yet, simultaneously,

it underlines the scarcity of Arabic localisation research.

2.4.2 Fragmented Research

As a result of its significance as a technical and commercial activity, Arabic localisation is much
more developed as a profession than it is researched as an academic discipline. Therefore,
localisation-related studies presented by academics are different in nature from those presented
by professionals. Arabic academic research on translation, in its relation to localisation, is mainly
concerned with machine translation and its effect on the linguistic quality of the Arabic
translation. Conversely, Arabic professional research tends to address subjects closely connected
to Arabic localisation, such as the challenges of Arabic localisation, search engine optimisation,

and localisation tools supporting the Arabic language. However, such studies are generally
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presented in blogs, in a form that answers to the nature of the industry, which is fast and
constantly updating. However, these blogs lack the depth academic research requires. Therefore,
when assessing the gap for comprehensive Arabic localisation research covering the technical,
commercial and linguistic/cultural aspects of the process, only academic research is considered

in this thesis.

Gamal (2013a) highlights the gap separating translation as a profession from academia in the
Arab World, a gap that continues to widen as the profession keeps pace with the technological
advances, while academia remains print-based text focused. Although Gamal’s observation
explains the immaturity of Arabic localisation research, his research does not address the subject

directly. His research is rather dedicated to audiovisual translation, which he defines as:

screen translation (subtitling and dubbing) is only one aspect of the overall field
of Audiovisual Translation that looks at other contexts such as audio-
description, subtitling for the deaf and hard of hearing, same language
subtitling, games localisation, translation of the news bar on television, the
rising specialisation of documentary translation in addition to a long list of
other applications varying from the translation of corporate DVDs to digital

culture and the online content industry. (ibid, p.366).

The types of media proposed in Gamal’s definition clearly imply the subject of localisation.
However, Gamal (2013b,2014) mainly focuses on the sociological factors that lead to the
immaturity of audiovisual translation in the Arab World, and the cultural and sociological ways in
which audiovisual translation is professionally practiced in each Arabic region. Despite its
maturity and concern with the modern type of translation, Gamal’s research does not discuss

Arabic localisation, or address its technical and commercial aspects.

As indicated by Gamal (2013a), most Arabic academic research is text oriented, and seems to tap
into aspects related to Arabic localisation without delving into its technical, commercial or
cultural/linguistic implications. Abufardeh and Magel (2008) offer a qualitative study of the
linguistic quality of the Arabic technical content. They discuss some challenges facing the Arabic

localisation of software, and qualify the outcomes of most localisation projects as linguistically
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poor. As a corrective measure, they set standards for Arabic terminology and provide a thorough
exploration of the Arabic language; its formal and informal forms, morphological, phonological
and calligraphic systems and in-text bidirectionality of its alphabets and numerals. Yassin (2004)
follows the same approach by providing a study qualitatively assessing Arabic technical content,

discussing its difficulties and suggesting linguistic solutions.

Other studies show special interest in machine translation and use empirical approaches for
qualitatively assessing its outcomes. El-Nady (2000) pinpoints the key role of machine translation
in light of the increasing volume of information awaiting translation. Consequently, he discusses
the advantages and disadvantages of utilising machine translation in the social context. For
verification, EI-Nady undertakes a case study by employing An-Nakel Al-Arabi software for
translating a selection of articles from Arabic and English magazines. The translations produced
are, then, revised by 10 collaborative native speakers. A consensus is reached on the translations
which are inadequate articles for reading or are unacceptable for first draft translations. This
result, EI-Nady concludes, is due to the linguistic and cultural peculiarities of the translated

articles.

Algarzae (2004) follows a different empirical approach in relation to website localisation. She
studies the advantage of including a translation facility in e-commerce websites as a means of
engaging more non-English customers and increasing international sales. Algarzae views the
English dominance over e-commerce as a barrier for a wider spectrum of customers. She suggests
a number of solutions and discusses the advantages and disadvantages of each. She chooses the
addition of a free translation facility to a website as the most practical and cost-efficient option.
In demonstration, Algarzae discusses AIMisbar website’s translation facility and verifies in figures

its positive effect on increasing sales and customers’ trust.

The latter study seems to contradict the previous ones in its endorsement of machine translation,
because sales transactions are considered the index of quality and not the translation outcome.
Despite its commercial orientation, the study only partially discusses aspects of Arabic
localisation without full acknowledgment of its scope. This brief exploration of Arabic academic
research shows a clear inclination to textual/linguistic analysis with fragmented attempts to
extend the traditional boundaries of Arabic translation research. This indicates a gap for Arabic
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localisation research addressing the technical, commercial and translational aspects of the

process.
2.5 The Value-Added for Researching Arabic Localisation

Today, many major companies from different fields of technology, such as Microsoft (software),
Electronic Arts (video games) and Blackboard (web-based software), localise their products into
Arabic. However, Arabic localisation is rarely researched in a comprehensive study
acknowledging its commercial, technical and linguistic factors. The significance of Arabic
localisation lies in the commercial status of the Arabic market and the sophistication of its
language, which strongly influence the localisation/translation process, and its long history of

translation and debate on the concepts therein.

2.5.1 Commercial Factors

The importance of the Arabic language for the localisation industry stems from the large number
of Arabic speakers and the state of the market it presents. Arabic ranks fourth on the list of the
world’s most spoken languages (315m speakers Ethnologue 2018), and fourth on the list of the
top ten languages on the internet (according to Internet World Stats 2017,

https://www.internetworldstats.com/stats7.htm). Furthermore, the Arabic market consists of

locales with high per capita income levels, such as Qatar, UAE and Kuwait, and others who have
low GDP in both aggregate and per capita terms, such as Djibouti, Mauritania and Somalia (Arab-
Irish Chamber of Commerce 2012). Despite this dichotomy, the commercial status of the Arabic
language remains relatively high, given that the richer locales restore the wealth of the Arabic
market by evening out locales with lower economies. In addition, due to its position as a
developing market, the technical industry of the Arabic market is premature. Hence, the Arabic
market tends to rely on imported (hardware and software) technologies, mostly from
Anglophone businesses, which face limited or no local competition. Therefore, the Arabic market
is viewed as a potential localisation target for companies aspiring to increase their international

revenues.

The commercial situation of the Arabic market configures a bilateral hierarchy of dominance and

marginality, making Arabic localisation an interesting case for Translation Studies. One hierarchy
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is observed in the relation between the sending and the receiving situations, production and
consumption languages/markets (English and Arabic), and the other in the relations within the
receiving situation, Arabic locales with strong and weaker economies. These hierarchies of
economic power offer a context where Venuti’s theory of invisibility (2008) can be probed. As
mentioned in the introduction, Venuti discusses the Anglophone relation with other cultures in
the literary context. In contrast, Arabic localisation presents a commercial context which
demonstrates the relation of Anglophone businesses with a developing market, a market with
multiple economic and linguistic structures where some locales/dialects can be used in the
service of others. Applying Venuti’s theory of invisibility to Arabic localisation is an opportunity
for investigating the English language hegemony in the business context and the effect of which

on the linguistic choices made in the commercial Arabic translation.

2.5.2 Technical Factors

The potential profits from the Arabic market are jeopardised by the peculiarity of the Arabic
language, which makes the technical aspect of its localisation a costly process. Arabic is
categorised as one of the bidirectional languages; alphabets are read from right to left while
numerals from left to right. In addition, Arabic does not use the Roman alphabet, and its script is
written in cursive. The characteristics of the Arabic language impose a number of localisation
challenges, which raise the cost of Arabic localisation, which, if not addressed, can negatively
affect the presentation of Arabic texts on the product’s user interface (Ul). The challenges
discussed below apply to most product types, to name a few, website, video game, mobile
applications. For such challenges, the preventive measures are usually similar, and if not, it will

be stated.

As per localising to Asian languages, Arabic localisation requires Unicode enabled environment
to avoid texts appearing as empty boxes (Zaki 2012). Moreover, if the localisation environment
lacks bidirectional engine support with supported font (ibid), Arabic texts will appear inverted
(left to right) and in print (as opposed to cursive) (Figure 1). To address this problem in website
localisation, it is suggested to control the text directionality via the HTML tag <dir”rtl”> (Yunker

2003). Ignoring such presentation issues will result in completely hindering the Arabic text
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readability, irrespective of the quality of its translation. Another common Arabic localisation
challenge is the location of the punctuation marks in the Arabic texts. Instead of having the full
stop, the question and the exclamation marks at the end of the sentence on the left side, they
appear on the right side of the sentence (Figure 2). This problem arises when the Unicode right-
to-left marker, which provides “invisible formatting codes to set the base direction for... the
bidirectional algorithm in plain text”, is not used (Zaki 2012, p. 36). In coordination with the
inverted nature of the Arabic directionality, the entire Ul should be inverted as well, to offer a
complete Arabic localised experience. Mirroring is “the process of creating LTR (left to right)
graphics, text, content and user interface for RTL (right to left) or BiDi (bi-directional) languages”
(Sarver 2015). Unlike the former issues, punctuation and mirroring do not hinder text readability,
but addressing them results in adhering to the Arabic text orientation and enhancing the Arabic
experience. Such localisation challenges are supposed to be detected in quality assurance (QA)
processes; hence, they are essential for successfully producing Arabic localised Uls (ibid).
Addressing the stated technical challenges and performing OA for linguistic testing raise the cost

of Arabic localisation.
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Figure 2 Punctuations on the opposite side

Linguistic quality assurance is essential for Arabic localisation not only for detecting technical
issues affecting Arabic text presentation but for detecting potential translation errors as well. In
localisation, translation is usually practiced under the constraints of translation and localisation
tools. Translators rarely receive a text as a coherent whole, but “more commonly a list of isolated
sentences and phrases... one on top of the other, as a set of vertically arranged items” (Pym 2014,
p. 124). In the absence of the “co- text (other neighbouring words in the text) or context (situation
of future use)” (ibid. p.126), translation becomes an error-prone practice. However, the return
on Arabic localisation investment does not always permit performing such processes, which are
likely to be overlooked when localising for locales insisting “less on perfection, finding satisfaction
in sincere, albeit sometimes mediocre, efforts” (DePalma 2006, p. 31). The technical aspect of
Arabic localisation is governed by its commercial implication. Hence, addressing/overlooking
translation or presentation related issues in Arabic localised products is an index of the

Anglophone business’ relation with the Arabic market.

2.5.3 Linguistic Factors

The cultural aspect of the Arabic language adds to the complexity of Arabic localisation and the
value of its research. Arabic is known for its diglossic nature, which benefits from a Modern
Standard form and a variety of dialects. The first form is used for official communications, with

which all Arabic speakers can be equally addressed, while each dialect, the colloquial Arabic for
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every day purposes, distinguishes an Arabic region/country. To a certain extent, the variety of
Arabic dialects can be compared to that of the Spanish and the English, yet, Arabic surpasses
other multi-locale languages by its unifying Modern Standard form. A form solely communicating
to the breadth of the Arabic market presents a cost cutting solution for penetrating the Arabic

market without the burden of localising specifically to each of its locales.

Nevertheless, the formality of the Modern Standard form is not always preferred, especially in
cases where cultural contexts or specific locales within the Arabic market are addressed. Hence,
further domestication is required, and utilisation of the regional dialects becomes essential.
Localising a product to a variety of Arabic dialects may seem an expensive solution that cannot
be justified by the return on Arabic localisation investment. However, some regional dialects tend
to gain popularity in particular contexts where they can simultaneously serve micro and macro
levels of Arabic localisation. For instance, while the Egyptian dialect is expected to serve
localisation projects addressing the Egyptian locale, it is occasionally used in localisation projects
addressing the entire Arabic market. For many years, the Egyptian dialect dominated the Arabic
localisation of the Walt Disney Company movies, which were addressed to the wide spectrum of
Arabic audiences across the Arabic market and not just to the Egyptian locale. The reason for
selecting the Egyptian dialect as the “lingua franca” of the Arab World in the film sector is possibly
because “Egypt has long dominated the Arab film industry, its movies distributed and watched
throughout the region” (Tutton 2011). The same can be said about the Tunisian dialect in relation
to football, and the Lebanese dialect in the context of beauty and cosmetics. The diglossic nature
of the Arabic language offers multiple linguistic choices for each Arabic localisation project, and,

thus, makes Arabic an original case study.

Approaching Arabic localisation based on product-oriented research allows us to observe
translation through its process, outcome and reception. Analysis of a selection of Arabic localised
products provides a full demonstration of the translation with which Arabic users interact,
instances of language transfer, technical presentation of the Arabic text, and utilisation of the
Arabic linguistic structures. Based on the textual analysis, questions are raised about the
processes of translation, the commercial imperatives behind selecting the utilised Arabic forms,

the audiences targeted by these forms and the agents involved in the translation process. Further
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guestions are raised about how the Arabic audience perceives these translations and the
linguistic background of the Arabic audience. Nord’s theory of translation as an interpersonal

interaction is applied to address the personal questions of Arabic localisation.
2.6 Marrying Arabic Localisation and Translation Studies

To address the multifaceted nature of Arabic localisation, | had to build an integrated theoretical
framework based on the multiple relevant disciplines and the contexts of the selected case
studies. This thesis draws on theories from Translation Studies, localisation research, marketing,

and case studies-related subjects, football and higher education.

2.6.1 Applying Venuti to Arabic Localisation Research

Venuti’s theory of the translator’s invisibility (2008) forms the backbone of this thesis. Its
description of the Anglophone relation with other cultures in the literary context is borrowed to
describe the relation of Anglophone businesses with the Arabic (developing) market. Therefore,
the concepts of domestication and foreignisation are adjusted according to the context of Arabic
localisation where they will be probed. Localisation adopts a functionalist approach to
translation, which entails linguistically and culturally facilitating a product to the target locale.
Thus, domesticating translation is aimed to serve foreign markets (the cultural other), while
foreignising translation is viewed as a sign of disrespect to those markets. In this respect, the
contexts of literary translation and localisation show contradicting positions to Venuti’s

conceptualisation.

Furthermore, in localisation, source texts are multimodal in nature and address technical as well
as social contexts. Hence, domestication and foreignisation are not restricted to their textual
definitions. Technical foreignisation occurs when the design of the Ul is not inverted with respect
to the Arabic text directionality (RTL). The mirroring process (Sarver 2015) is important for
aligning the Ul with the Arabic text orientation and enhancing its readability. Addressing such an
aspect of Arabic localisation is considered a technical domestication. The same can be said about
respecting the diglossic nature of the Arabic language. Utilising Modern Standard Arabic for
written texts and regional dialects for revoicing is viewed as diglossic domestication. Finally,

showing awareness of the Arabic market’s culture is an act of cultural domestication. O’Hagan
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and Mangiron (2013) address cultural adaptation in video game localisation and refer to it by
culturalisation. However, | prefer using and modifying Venuti’s terms given that the case studies

are probing his theory.

As we have seen in the introduction, | have selected a number of case studies to examine the
processes, outcomes and reception of Arabic localisation. In the case studies which constitute
the central part of this thesis, domestication and foreignisation, in their textual, technical,
diglossic and cultural terms, will be explored. The FIFA 15 video game case study examines the
linguistic transfer taking place in the game’s printed, on screen and audio elements. Through
that, the chapter will introduce the ways in which domestication and foreignisation are featured
in Arabic localisation, and will set the ground work for the next chapters’ findings. The Knorr
website case study investigates the translation process, while the Blackboard Learn case study
assesses the reception of the product’s translation by the Arabic audience. In light of their
analysis, the Knorr and Blackboard Learn chapters will propose novel conceptualisations of
domestication and foreignisation. Applying the translator’s invisibility to the context of Arabic
localisation requires good understanding of the translation practices in the context of

localisation, and the contexts which relate to the selected products’ services.

2.6.2 Translation in the FIFA 15 Video Game Case Study

In respect of the target-oriented nature of video game localisation, O’Hagan and Mangiron (ibid)
take a functionalist approach to their research. Conversely, Chandler and Deming (2012) provide
an industrial overview of the processes and practices of video game localisation. Their discussion
is not translation focused, but determines the game’s elements that require translation. In
addition, they explain the commercial and technical aspects, which influence practices of video
game translation. Bernal-Merino (2015) occupies a middle ground by providing a professional
perspective with translation insights. Due to the functionalist direction of this thesis, O’'Hagan
and Mangiron’s theoretical framework is set as the basis for the FIFA 15 chapter analysis. In
addition, Bernal-Merino’s translational perspective is considered, while his professional views as
well as that of Chandler and Deming are essential for explaining the technical and commercial

aspects of the game’s localisation.
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Through its multiple communication channels, printed, on screen and voiced, video games
feature texts from different types. Because game localisation requires retaining the function of
the original game texts, O’Hagan and Mangiron (2013) classify video game texts according to
Reiss and Vermeer’s text typology. Their classification is applied when analysing the main
channels of the FIFA 15 video game, packaging, in-game text and audio files. Each channel’s
analysis is examined based on the linguistic transfer of each text type in respect of the context to

which the text belongs.

The FIFA 15 packaging is approached from a marketing perspective and theories of advertising
translation are set as a general frame for this section’s analysis. Bernal-Merino (2015) provides
detailed discussions on video game packaging, and introduces the notion of glocalisation, “the
incorporation of creative elements from target countries in product development” (2016b, p.
203), to video game localisation. This section also benefits from Percy and Elliott’s marketing
insight on packaging (2012), and Adab’s views on glocalisation (2000). Retaining the game’s
English name in the Arabic localisation is discussed in relation to theories of brand name
translation (Smith and Klein-Braley 1997; Mooij 2004; Torresi 2010; Liu 2015). In addition,
analysis of the legal text in the game’s packaging draws on theories of nontechnical legal

translation, which address facilitating legal information to the public (Bhatia 1997).

For video game translation, O’Hagan and Mangiron (2013) adopt Nord’s translation approach of
“documentary translation” where the source text is reproduced as such, and “instrumental
translation”, where the source text is adapted to a new communicative situation in the target
text (ibid, p.172). O’Hagan and Mangiron suggest the first type of translation for
messages/terminology belonging to the game platform, and the latter for messages/terminology
belonging to the game world. The FIFA 15 chapter assesses the Arabic translation of the in-game
text based on O’Hagan and Mangiron suggested translation strategies. In addition, discussions of
the technical and commercial implications of the process benefit from the input of Chandler and

Deming (2012), O’Hagan and Mangiron (2013) and Bernal-Merino (2015).

For revoicing audio files, Bernal-Merino (2008) discusses the creative translation strategies
practiced by the industry for adding audio files to sports video games. He identifies the addition
of human voices to video games as a means for increasing the gamers’ enjoyment and the game’s
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immersion (ibid). Moreover, O’'Hagan and Mangiron explain the technique by which video game
audio files are created, stitching (2013). Analysis of the revoicing of the FIFA 15 audio files draws
on the previous scholar’s views in addition to Humpolik’s (2014) contribution to sport announcer
talk. Humpolik explores types of sport commentary, compares the audiences of TV and video
games and describes the unique process of creating video games commentary. The analysis is
supported with interviews of the commentators recruited for creating the Arabic and the English

FIFA 15 video game commentary (El-Sha'waly 2011; Tayler and Smith 2015).

2.6.3 Translation in the Knorr Website Case Study

Websites feature online presentations and potential incarnations in different markets/locales.
Therefore, website localisation presents a unique case for Translation Studies. Jimenez-Crespo
(2013) describes the boundaries of website text as blurred, since the textual elements of a web
page do not constitute separate texts, but the entire website, in his view, forms the minimal
textual unit. Yunker (2003), Singh (2012) and Jimenez-Crespo (2013) explain the centralised and
the decentralised models that companies tend to follow when localising their websites. The
centralised model is based on localising an internationalised version of the website to the number
of targeted languages/locales, and managing them from a central location. For the decentralised
model, the international versions of the website adopt a global template to be consistent with
the original website, and combine localised content with content created in the target locales.
Yunker (2003) also explains the strategies deployed for website localisation based on the target
market’s cyber maturity and the level of the company’s awareness of that market. When
companies penetrate a new market, they avoid large initial investments by partially localising
their websites (ibid). Alternatively, companies might decide not to include the entire content of
their websites, but to offer an equivalent experience of them via comprehensive localisation

(ibid).

Applying the previous models and strategies to the Knorr case study is supported by
investigations of the Arabic market’s current state, the commercial performance of the Knorr
company and its technical handling of its Arabic localised websites. This type of background

information is essential for the chapter’s analysis and helps reveal an unconventional translation
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practice, one that conveys an experience instead of a rigid text and involves a network of agents,
authors, translators and audiences. Based on its initial analysis, the chapter questions the
existence of key concepts to Translation Studies or the nature of their existence, namely the
source text, the source author, the translator and the target audience. Answers to such questions
are sought in the application and discussion of Nord’s theory of interpersonal interaction (2007).
Nord’s theory shifts the chapter’s focus to the agents involved in the translation process, to the
role of the source text in these processes, and to the varying linguistic quality of the translation

outcomes.

2.6.4 Translation in the Blackboard Learn Case Study

Esselink (2000) provides a complete guide explaining the technicalities of software localisation
and offers comprehensive translation guidelines. He discusses translation in light of the technical
constraints of software localisation, by tapping into aspects of space restriction and linguistic
testing. Furthermore, Esselink addresses the subjects of terminology standards and terminology
setup, and highlights the difference between project terminology and operating environment
terminology (ibid). Controlled language is an essential part of today’s technical communication.
Mogensen (2010) explains the value of standardising vocabulary, grammar and style as a way for
reducing ambiguity, overcoming the weaknesses of automated translation and facilitating

human-machine interaction.

Analysis of Blackboard Learn in the third case study draws on the previous literature while
considering the collective nature of the software. Blackboard Learn is a product addressing an
array of users, university stakeholders, system administrators, lecturers and students. This
hierarchy of users makes identifying the source text and the target user a difficult task. To
overcome this difficulty, the chapter applies Nord’s distinction between the target-text receiver,
to whom the translation is addressed, and the target-text user, who puts the target text to use

(2007).

In light of the academic context of Blackboard Learn, the translation analysis takes into account
the globalisation of higher education. Maringe (2010) and Vardhan (2015) discuss the act of

recognising education as a service by the General Agreement in Trade and Services (GATS) as a
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means of engaging developing economies in international trade. In addition, Maringe (2010),
Altbach (2004) and Lumby and Foskett (2015) explain the political and linguistic effects of this act
on the global academic community. World universities are classified into leading universities,
mostly Anglophone, and universities aspiring to improve their status, while English is dictated as
the language uniting the academic community (ibid). The globalisation of higher education
influences the academic and linguistic practices of Arabic universities, and in turn affects the
reception of the Arabic translation of Blackboard Learn in the Arabic educational market. While
this observation signals clear reference to Venuti’s theory (2008), it highlights the importance of

considering the target situation in which the Arabic translation of Blackboard Learn is received.

In her theory of translation as a purposeful activity, Nord (2007) introduces two types of
coherence which contribute to the translation’s success. She uses intertextual coherence to refer
to the translation’s corresponding relationship with the source text. In addition, she argues the
translation “should make sense in the communicative situation and culture in which it is
received”, and describes this relation as intratextual coherence (ibid, p.32). This classification is
applied to the chapter’s analysis to provide full assessment of Blackboard Learn’s Arabic

translation, in textual terms and in terms of its receivers’ view.
2.7 Conclusion

The previous literature review highlights the blind spot of Arabic localisation which this thesis
sets out to rectify. The scarcity of Arabic localisation research in both localisation literature and
Arabic translation literature dictates adopting a mixed methods approach. As mentioned in the
introduction, such a method will answer to the interdisciplinary nature of Arabic localisation and
the sophistication of the Arabic language. Analysis of the case studies will integrate theories from
the field of Translation Studies, in addition to related disciplines, while considering relevant
commercial and technical conceptualisations. The case studies will also benefit from the different
approaches, Arabisation and regionalisation, discussed in the Arabic translation literature in
addressing the forms of Arabic utilised in Arabic localisation. Moreover, the thesis will draw on
the historical discussion on Arabic translation to offer an insight into the relation between a

language’s political, economic and scientific power and domestication. In addressing the multi-
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layered aspects of Arabic localisation, this thesis aims to raise awareness of the context and

acknowledge its value to localisation and Translation Studies research.
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3 Introduction to Foreignisation and Domestication in Arabic

Localisation: The FIFA 15 Case Study

3.1 Introduction

Video games are multimodal products, which establish a number of communication channels
with gamers; printed, electronic and voiced. Due to the various processes through which it
goes, video game localisation is considered the most sophisticated among other technical
products, including software and websites. The FIFA 15 EA Sports video game is chosen as
case study because, unlike other triple A video game? titles, its Arabic localisation employs
multiple forms of Arabic, i.e., Modern Standard Arabic as well as regional dialects. This
provides a rich environment for exploring the Arabic language structures and the ways in
which they are utilised in localisation. In addition, the Arabic localisation of the FIFA 15 video
game offers a good overview of the technical and commercial implications of the localisation
process, which promotes different types of domestication and foreignisation, including

linguistic, cultural and technical domestication and foreignisation.

This chapter approaches the Arabic localisation of the FIFA 15 video game from a user’s
perspective, starting the analysis from the game’s packaging, then moving to the in-game text
and finally the audio files. The packaging section will examine the front, back and inner covers.
Discussions of the front cover will focus on the business strategies of translating brand names
and the procedures and implications of registering them as trademarks. The discussion will
also focus on the video game rating systems and the possible reasons for applying the
European system (PEGI) to the Arabic market. Analysis of the back cover will tap into the
technicalities of its design and layout, but will give prime importance to the translation of the
promotional texts and the semiotics of the information box/iconography. The inner cover
mainly offers legal/medical texts which will be discussed from a legal translation perspective,
that of facilitating the communication of legal content to a non-specialised audience. The in-
game text section starts with an explanation of the challenges of translating the video game

user interface (Ul) and the functionalist translation method proposed by O’Hagan and

2 Games with high production budgets, usually referring to flagship titles involving substantial resources.
(O’Hagan and Mangiron 2013, p.5)
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Mangiron (2013), which draws on Nord’s instrumental and documentary translation. Analysis
of the Arabic translation of the FIFA 15 Ul will adopt O’Hagan and Mangiron’s method, by
providing examples when instrumental and documentary translations fulfil or disrupt the
communicative function. In addition, this section will provide examples of inconsistent, partial
and no translation which influence the domestication or foreignisation of the Ul messages.
This section will also draw on the technical presentation of the FIFA 15 Arabic Ul in terms of
mirroring the bi-directionality of the Arabic text. The audio files section is concerned with
analysing the Arabic localisation of the FIFA 15 video game commentary. The section starts
by offering an overview of the types of football commentary, play-by-play and colour
commentaries, and the difference between TV and video game commentary. Then the
procedures of creating the FIFA 15 video game commentary are discussed in light of academic
and non-academic sources. The previous discussions raise a question about the nature of the
source text in the Arabic localisation of the commentary and a number of possible answers
are explored. This section proceeds to analysing the FIFA 15 Arabic commentary by comparing
the Arabic and English styles of football commentary, exploring the use of dialects in the
Arabic commentary and linguistically and culturally comparing the Arabic and English
commentaries. The chapter concludes by recapping the types of domestication and

foreignisation explored throughout the analysis.
3.2 Packaging

The FIFA 15 EA Sports video game packaging and the information leaflet included are perhaps
the most tangible part of the video game. Texts on packaging and information leaflet range
from short to relatively long; companies’ names and game title (trademarks), game features
presented in persuasive language to encourage game sales (promotional/operative), end user
agreement and information on gaming safe practices (legal/informative). The packaging
section provides detailed exploration of business, advertising and legal translation relevant

to the Arabic translation of the texts presented on the front, back and inner covers.

In today’s business world, the important role of packaging is increasingly recognised.
Packaging is viewed as an important channel for companies to communicate with potential
and current customers. Percy and Elliott underline the critical part played by packaging in a

product’s marketing campaign:
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There are several key emotional and psychological benefits linked to
packages. They have the ability to attract attention, enhance brand
awareness, and they have the ability to express the brand’s image,

reinforcing brand attitude. (2012, pp. 345-346)

Since global video game companies aspire to establish a successful brand image, they pay

close attention to their games’ packaging and its design.

International customers are increasingly aware of their locale’s distinct identity and, hence,
expect to be addressed accordingly. Therefore, treating international markets indifferently by
addressing them with a single message, initially designed for the local market, is no longer a
valid approach. At the same time, developing multiple marketing messages for each target
market is an expensive approach that challenges the goal of globalisation, which includes
generating international revenues. With the aim of reaching the middle ground, the concept
of Glocalisation (Adab 2000) was developed in fulfilment of the slogan “think globally, act
locally”. In other words, companies with cross-border markets maintain a single global
marketing message while perform multiple adjustments according to each target locale’s
requirements (Smith and Klein-Braley 1997). Bernal-Merino explains an additional benefit for
glocalisation, “applying a glocalisation strategy... can grow game IP (intellectual property)
with locale-relevant content that can, in turn, revert back to the other markets, boosting

global penetration and brand permanence” (Bernal-Merino 2016b, p. 203).

The glocalisation strategy of EA sports is clearly demonstrated in the Arabic localised FIFA 15
video game packaging. It balances the global and the local in both pictorial and textual
elements. Analysis of the Arabic localisation of the game’s packaging will focus on the textual

elements.
3.2.1 Front Cover

Like other international versions, the front cover of the Arabic localised FIFA 15 EA Sports
video game packaging shows limited reliance on textual elements (Figure 3). Available texts
are restricted to brand names and logos; the game console, PlayStation4, and its logo, the
video game company logo, EA Sports, the game title, FIFA 15, the licensed brands, FIFA and
Abdul Latif Jameel League, and PEGI rating label. Apart from the Arabic league, the brand

names are presented in English. The rationale behind this linguistic decision is discussed in
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light of brand name translation strategies, which are far more developed in the business
literature than they are in video game localisation. Therefore, the following section focuses

on the former and refers to the latter when applicable.

Figure 3 The front cover of the Arabic localised FIFA 15 packaging
3.2.1.1 Brand names

Business literature offers a variety of brand name translation strategies, which differ based
on the international power of the brand name, the brand name’s semantic reference to the
brand’s core value and the target consumers’ background of the source language. The
standardisation strategy is built upon the brand’s strong image that benefits from consistency
across target markets in maintaining international brand recognition(Smith and Klein-Braley
1997; Mooij 2004). This means that brand names are not translated and remain in their
original form (Torresi 2010). On the other hand, the adaptation strategy entails linguistically
adjusting the brand name according to the target market’s linguistic requirements and/or to
the brand’s need to localise its marketing communication. Brand name adaptation can be

achieved on different levels, semantic, phonetic or graphic.

Sematic adaptationis utilised by brands whose original names hold semantic value, which will
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be lost in a case where standardisation is practiced. Semantic adaptation aims at repositioning
the brand culture when the meaning it conveys holds positive cultural value for target
consumers (Liu 2015). One example of semantic adaptation is the Chinese translation of the

brand Nestle:

The brand name “Nestle” was originally the name of the founder of the
company, and it shares the same root of the English word “Nest”. That is
why a nest image is used as its trademark, meaning its cultural connotation

is positioned in “comfort” and “snuggery”. (ibid, p.190)

The Chinese translation, ¢ [ , represents the image of a nest, which signifies the cultural

connotations of the brand name (ibid).

Phonetic adaptation aims at translating the brand name into a positive connotation in the
target language and culture that is not necessarily equivalent to the source. The strategy is to
create a balance by retaining the pronunciation of the original brand name, with a slight
phonetic adjustment being possible, while attaining a local connotation (Mooij 2004). The

Chinese translation of the brand name Coca-Cola is a good example for phonetic adaptation.
Although the English brand name has no specific meaning, its Chinese translation “ K

kekou kele” is built upon the unique charm of the brand culture and conveys the meaning of
tasty and happy (ibid). Graphic adaptation usually occurs between languages of different
alphabets, where the original brand name is simply presented in the target language’s
alphabets (Torresi 2010). Transliteration is a safe strategy for brands to ensure recognition
among target customers who have limited or no background of the source language (Hong et

al. 2002).

With specific reference to video game localisation, Costales (2012) proposes a no translation
strategy for video games titles. The strategy entails keeping the title in English across different
locales to ensure international recognition (ibid). In other words, the no translation strategy
is similar in purpose and function to the standardisation strategy. Costales (ibid) discusses
more translation strategies which are not confined to games’ titles but are utilised for
localising the video game assets. Domestication and foreignisation, which Costales proposes
as a single strategy, show relevance to the translation of brand names. He suggests applying

the foreignisation strategy for keeping the “look and feel of the original game”, while applying
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domestication for bringing the game closer to the target culture (ibid, p.395). When
considering domestication and foreignisation as strategies for translating brand names, they

seem similar to the standardisation and the adaptation strategies.

Based on the previous exploration, the brand names FIFA, EA Sports, FIFA 15 and PlayStation4
are clearly standardised. A possible reason for adopting this strategy is that the core values
of each of these brands are performance-based, in other words, the brands’ services strongly
communicate theirs values?, which creates a strong “brand culture” (Liu 2015, p. 189). When
a brand culture is more representative of the brand’s values than its name, aspiration to relate
to the brand culture becomes more important than understanding the semantic connotation

of its name. As Francis, Lam and Walls explain:

In markets where consumers purchase brands to reinforce their relationship
in a certain global segment or to appear cosmopolitan, brands with global
image will fare better than brands with local or provincial image. (Francis et

al. 2002, p. 103)

The brand cultures of FIFA, EA Sports, FIFA 15 and PlayStation4 make customers from around
the world aspire to belong to them, and, hence, international recognition is a matter of prime

importance.

Given that Arabic and English have different alphabets, the addition of graphic
adaptation/transliteration could be argued to be a good strategy for ensuring brand
recognition. However, the target customers’ background of the English language is presented
as a counter argument. In a general understanding of Arabic gamers linguistic position, Arabic
fans of international football are exposed to the world of FIFA and its associated leagues and
players on different media channels, where they are likely to encounter foreign names’
inscribed in both languages, Arabic and English. Hence, simple English words presented as
brand names such as FIFA and FIFA 15 are not considered a language barrier which hinder

brand recognition and urge graphic adaptation. Similarly, in the field of video games, Arabic

3 As stated on each brand’s official website, the core values of FIFA are: develop the game, touch the world and
build a better future. The core values of EA sports are: putting players first, driving a digital transformation and
holding many licenses. The value of PlayStation 4 value is: ‘we are for gamers’.
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gamers are forced to experience a certain level of technicality in creating PlayStation
accounts, installing game’s software and/or accessing online features, all of which require at
least basic knowledge of the English language. Therefore, identifying a brand name in its
English form such as PlayStation4 is not considered a difficult task. Most importantly, video
game companies are targeting a specific segment in the Arabic market; those who are able to
contribute to the industry’s revenues. This segment is very likely to have an English
educational background, and, therefore, has no problem recognising any of the related brand
names in their English forms. As this could sound like a general assumption, lack of academic
evidence proposes a research gap that can potentially be filled with further quantitative
research relating Arabic gamers’ levels of English educational background to their tolerance

of elements of foreignness in the gameplay experience.
3.2.1.2 Trademarks

Another reason why international brands tend to standardise their names is because brand
names and logos are part of a companies’ trademark. In order for companies to protect their
products legally, they have to register their names as trademarks at intellectual property
organisations. As companies expand internationally, they need to register the trademark in
an international intellectual property organisation, such as the World Intellectual Property
Organisation (WIPO). In cases where companies find the need to localise their names for
certain target locales, they need to register each of their localised names as a separate
trademark. Consequently, the trademark will lose the brand’s consistent image as well as its
international recognition. Mueller (2004) explains the advantage of maintaining the same
trademark internationally from a consumer’s perspective: “With increasing international
travel, a single trademark will ensure that consumers recognise a firm’s product, thereby
eliminating brand confusion” (ibid, p.35). This raises an important point in the video game
context. The Arabic market to which FIFA 15 EA Sports video game is localised and the console
PlayStation4 is shipped does not comprise solely of Arabic gamers. Gamers from other
nationalities, not necessarily English, who could be children of parents working in the Middle
East or individuals seeking job opportunities in the vibrant Arabic market are an essential part
of the Arabic locale. Therefore, it is important for video game companies to retain a consistent
trademark across different locales, the Arabic market included, in order to facilitate

international recognition by gamers in their local market or abroad. In addition, modern
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online gaming allows gamers from different parts of the world to play together and share the
same gameplay experience. In order for the cosmopolitan gaming practice to take place, each
of the international gamers should have clear and comparable identification of the game or

console trademark.

In light of what has been discussed thus far, it is concluded that the strong international power
of EA Sports and PlayStation stems from the strength of their brand culture. Therefore,
retaining the same brand name across all markets, national and international, as part of a
single trademark promotes brand recognition and eliminates brand confusion. Hence,
standardisation is a business translation strategy that caters for target Arabic gamers of at
least basic English educational background, non-Arabic gamers within the Arabic market to
whom English is a single means of communication and the online international gaming

community.
3.2.1.3 Rating system

The final trademark remaining in its original form is the PEGI rating system label. Pan-
European Game Information (PEGI) is a single video game rating system that assists parents
across most European countries, excluding Germany?, in making an informed decision on
buying video games. PEGI is a relatively moderate rating system; while it is not as strict as the
German (USK), it still pays careful attention to younger audiences by subdividing them into
three categories, which Australian (ACB) and Japanese (CERO) ratings identify as a general
category (O'Hagan and Mangiron 2013, pp. 219-221). Interestingly, maintaining the label in
its original language is not the only act of foreignisation, since applying European rating
standards to the Arabic context is an act of foreignisation as well. This raises the question of
why PEGI has been chosen as a rating system for the Arabic localised version of the FIFA 15

EA Sports video game.

A possible reason for using a European rating system for Arabic localised video games is the
absence of an Arabic rating system recognised by all or most Arabic countries. Since recent
advancement in video games has led to the sophistication and complexity of their storyline,

and, simultaneously, increased awareness of the need to monitor and rate their content, most

4 Germany has developed its own rating system (USK) that is known to be stricter than European (PEGI) and
North American (ESRB) rating systems.
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international video game rating systems are considered relatively modern. Both ESRB (North
American) and USK were the first to start in 1994. PEGI was established in 2003, while CERO
started a year earlier in 2002. ACB officially took video game rating onto its board in 2006. In
parallel, the recent realisation of the Arabic region as a potential video game target market
encouraged its addition to the simultaneous shipment (sim-ship) list of major video game
companies. Now that consoles and video games are available in the Arabic market, the
demand for video games is on the increase. In light of the considerable novel trend of video
games in the region, video game standards and distribution supervision are still in their
infancy. However, with greater flows of video games entering the Arabic market, the situation

is unlikely to remain the same for long.

In response to the evolving market of video games in the Middle East, recent attempts have
been made by Iran and Saudi Arabia to establish rating criteria according to the region’s
Islamic values. Although the focus of this research is the Arabic market and not the Middle
East, the latter is addressed, in this instance only, due to a number of reasons. The
Entertainment Software Rating Association (ESRA) established by Iran is internationally
recognised in the video game industry, and, hence, it has to be taken into account like other
international rating systems. In addition, despite the fact that ESRA is not an Arabic rating
system, its religious consideration and intention to service Islamic countries, most of which
are Arabic speaking, distinguishes its regional value. In this sense, including ESRA in the
discussion of the Arabic video game localisation infers a Middle Eastern context rather than
an Arabic one. Moreover, ESRA and EGRDC (Electronic Game Rating and Development Centre,
Saudi Arabia’s rating system) have mutual religious interests, which puts them in the same
category (the Middle East) in spite of their linguistic differences. Finally, ESRA and EGRDC are
the only video game rating systems specially designed for addressing the Arabic market’s
cultural needs. Therefore, it is necessary for the current research, in respect of the video game

rating systems only, to extend the Arabic market’s boundaries to include the Middle East.

In 2007°, Iran realised the need for setting Islamic criteria for video games distribution, and
announced the establishment of the first Islamic video game rating system in the Middle East

at the Dubai World Game Expo in 2010. This initiative was acknowledged by Emirati and Saudi

5 There seem to be a conflict about the year in which ESRA was established. O’Hagan and other online sources
state 2010. However, the date included above appears on ESRA’s official website, and, therefore, it is prioritised.
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newspapers (Alshammary 2010) as well as international media and academic sources
(O'Hagan and Mangiron 2013). ESRA was officially effective in January 2011, providing four
categories of young audiences, one for single adults and another for married adults. These
ratings are offered on a website base rather than labels on packaging. Following in its
footsteps in 2013, a study for launching an Electronic Game Rating and Development Centre
(EGRDC) was presented in Saudi Arabia, which came into being in 2015. Due to its recent
development, only a number of online sources are aware of EGRDC's existence, while it is yet
to be referenced in international academic and professional sources. In a similar
categorisation to ESRA, EGRDC classify young audiences into 4 categories, in addition to adults
and a category for banned video games. EGRDC's ratings are also restricted to an online
presentation instead of appearingin printed form. However, the website offers a link for users
to comment on the game or its rating. In summary, the web presentation of both systems

dictates international video game rating systems to be used for Arabic localised video games.

The absence of a well-developed Arabic/Islamic rating system explains the foreignisation of
using an international rating system for the Arabic localised FIFA 15 EA Sports video game.
However, it still does not explain why PEGI is chosen over other international video game
ratings. Close geographical location, multiplicity of similar cultures and technical
requirements of the PAL system could be argued to be reasons for using the European rating
system for the Arabic market. Nevertheless, they are merely assumptions with no evidence
in their support. On the other hand, what is known for sure is that both the European and the

Arabic markets are classified as region 2 in the video game industry:

DVD distributors divide international territories into six distinct number
regions. For example, Region 1 includes the United States and Canada,
Region 2 includes Europe, the Middle East and Japan... The discs produced
in one region are not compatible with the DVD players produced in another
region, establishing distribution walls between the zones. (Davis et al. 2015,

p. 308)

Although the previous quotation discusses international markets classification for the film
industry, the same categorisation is applied to the video game context since games are
distributed in DVD/discs. Moreover, the back cover packaging of the Arabic localised FIFA 15
video game displays the region 2 icon, in support of film and video game contexts being in
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parallel. As the only valid piece of information in this regard, region 2 is possibly the reason
why PEGI is accounted as the rating system for the Middle East. It could be argued that Japan
also belongs to region 2 and, hence, questions about why the Japanese rating, CERO, is not
applied to the Arabic localised video games are valid. The potential answer is PEGI is a stricter

rating than CERO and is, therefore, more suitable for the Middle East.
3.2.2 Back Cover

The back cover of the FIFA 15 EA Sports video game packaging (Figure 4) shows more balance
between textual and visual elements. Textual elements include the game’s slogan; “Feel the
Game”, two promotional texts, the information box, logos of included licensed leagues, brief
technical information assisting iconography, a small font paragraph on the end user
agreement and a brief about video game copyright. The Arabic translation of the back cover
is partial, only the promotional texts and the information box are provided in Arabic. This
section will explore the variety of text types translated into Arabic, promotional texts
(operative) and information box (informative), and the domains under which they were
translated. In addition, it will discuss the technical aspects of the back cover’s presentation

and layout, in respect of text directionality and its effect on readability.
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Figure 4 The back cover of the Arabic localised FIFA 15 packaging

3.2.2.1 Promotional texts

Promotional texts are included to promote the game appeal by presenting the game’s
significant features and communicating the brand core messages. The brand message, which
is clear in the game slogan Feel the Game®, is comprised of two elements; replication of real
games and engaging gaming experience. Both elements are communicated in the

promotional texts, which read:

FIFA 15 brings football to life in stunning detail so you can experience the emotion of the sport

like never before.
Feel the emotion and control of Athletic and Authentic Players.

For further emphasis, each promotional text is accompanied by an in-game image that
illustrates the same brand message. The choice of images indicates a marketing decision of
consistent brand message delivery through different pieces of communication (Shaw 2012).

Promotional texts, especially those presented on packaging, tend to have similar linguistic

8 The FIF EA Sports slogan always remains in English across all localised versions of the game.
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features, as they aim to be compelling in terms of presenting information in short, clear and

catchy language (ibid).

The Arabic translations of the promotional texts mirror these features by communicating the
brand message in familiar Arabic lexicon and syntax, which facilitates natural readability and
results in immediate comprehension. This is a level of domestication recommended for brand
communication, which aims to “carry out its dialogue with the customers in their own
language” (Ortiz-Sotomayor 2005, p. 32). In a further level of domestication, the Arabic
translations are presented in the Modern Standard form, which fits the texts’ printed mode
and the required level of formality for representing the brand message. By communicating
the brand message and being positioned under the English texts, the Arabic translation also
appear to be supported by the images. In respect of advertising translation, the Arabic
promotional texts may have started life as translation, but they managed to pass as original

advertisement (Smith and Klein-Braley 1997).

In the main text, the English phrase brings football to life is a potentially controversial phrase
in the Arabic context, due to religious reasons. However, its translation successfully addressed
this point. The Arabic translation is presented as sl 3 S &2l e slall il Add 43 which is
back translated as adds a vivid touch of life to football. The translation is culturally adapted,
indicating deep awareness of the Arabic language and culture. The English phrase, the source,
is an idiomatic expression that, according to Cambridge dictionary, means to make something
more real or exciting (2016). While the English language easily expresses the creation of life
in something by someone, the Arabic language is more cautious with this concept due to a
religious consideration. The notion of life creation, even metaphorically, is a denotation of a
restricted act of divinity. Therefore, the Arabic Islamic equivalent for such idiomatic
expression is the addition of vivid touch of life, conveying an upgrade from a regular to an
extraordinary state in an expression denoting human limitations. It is worth mentioning that
in Christian Arabic and less restricted Islamic contexts, a formal equivalence of the English
expression is commonly used as well, (38! 3_S) & sLall &en which is back translated as resurrect
life into (football). Although some find the latter more aesthetic, others still believe it holds
strong divine reference. As a result, copywriters, including translators, tend to avoid the
formal equivalence of the English expression when targeting broad Arabic audiences, which

could potentially consist of different religious backgrounds, to avoid controversy and ensure
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general appeal. Paying attention to such a simple phrase within the main promotional text

signifies its cultural domestication.

Within the Arabic translation of the main promotional text, the game’s title, FIFA 15, breaks
the Arabic text flow by being presented in English. Maintaining the title in English is part of
reinforcing the trademark and is essential for consistent brand recognition and eliminating
consumers’ confusion. Since the title appears on the front cover in its original language,
attempting to translate it will break consistency, at least graphically, and could possibly lead
to brand confusion. Arabic gamers will find it difficult to understand why the game’s title
appears on the front cover in one language, while is presented on the back cover in another.
In this sense, the Arabic translation of the main promotional text mixes domestication and

foreignisation in a way that does not necessarily strike Arabic gamers as being foreign.
3.2.2.2 Information box

The information box is included on multilingual versions of the FIFA 15 EA Sports video game
back cover, and is absent from unilingual versions. The purpose of including the information
box is to facilitate instant recognition of the languages in which the game’s features are
available. This information is delivered in two forms; textual and pictorial. The texts present
features of the game, while country flags present the languages in which these features are
available. As information is provided in a brief and direct language, without any aesthetic
organisation or persuasive device (Reiss and Vermeer 2013), the text is informative. The

Arabic textis also presented in the Modern Standard form, using concise and accurate lexicon.

In terms of presentation, the box comprises three cells, each relying on a brief text and a
language symbol; two of which simply contain a single word (audio, text), while the third
contains a phrase (information booklet available in the game and online). The combination of
textual and pictorial elements leads to the assumption that the information box is a type of
iconography.’ In this sense, the Arabic text is not supposed to be a translation of the English,
but an original statement of the game’s features available in Arabic. The first two cells seem
to agree with this proposition, as the textual and the pictorial elements jointly convey the
availability of Arabic audio and Arabic text in the game. While the third cell suggests the

availability of in-game and online Arabic manuals, the reality is the Arabic manual is only

7 Iconography is the use of icon to bridge recognition when verbal language cannot.
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available in-game. In other words, the third cell appears to be a translation of the English, and

is not a true presentation of the features available in Arabic.
3.2.2.3 Technical Observations: Bi-directionality

The back cover packaging of most previous releases of the FIFA EA Sports video games have
a similar layout, where texts, images and logo icons are arranged in a template (Bernal-Merino
2016c). This template is maintained across all international versions of the game packaging.
For the FIFA 15 Arabic release, texts on the back cover packaging are provided in both Arabic
and English languages to cater for potential cosmopolitan gamers in the Arabic market
(Mueller 2004). Accommodating such different languages as Arabic and English on one
packaging is a challenging task that requires tackling technical layout issues such as bi-

directionality and font size.

When dealing with a language that reads from right to left (RTF), Arabic in this instance, Sarver
(2015) underlines the importance of mirroring, which is “the process of creating LTR (left to
right) graphics, text, content and user interface for RTF or BiDi (bi-directional) languages”
(ibid). This requires reversing textual and non-textual elements of translated contents as an
additional level of domestication for RTF and bi-directional audience. Nevertheless, the back
cover of the Arabic localised FIFA 15 video game packaging does not apply the mirroring
approach, as its layout is consistent with other LTR versions and is not reversed. Each Arabic
translated text is aligned below the English text in an attempt to compensate for the Arabic
text diverted directionality. However, where British flags, language indicators, are positioned
on the left side preceding each English text, Arabic language symbols are aligned below on
the same side succeeding Arabic texts, and, thus, highlighting disorientation of Arabic script
directionality. This is an indication of a potential technical foreignisation. However, by
providing Arabic and English texts on the same cover, disorientation of any of which is
inevitable whether mirroring is implemented or not. Therefore, the back cover layout creates
a balanced design, where the promotional texts alternate on each side, while the
accompanying images are either preceding or succeeding (Figure 4). This lessens
disorientation of the Arabic texts, and although readability is slightly affected, it is not

completely hindered.
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3.2.3 Inner Cover

The inner cover of the Arabic localised FIFA 15 video game packaging displays texts in both
languages, with Arabic and English on opposite sides. This allows both texts to be aligned to
the margins that respect their language directionality, RTL for Arabic and LTR for English,
showing technical domestication. The purpose of these texts is to convey legal responsibilities
of the console company PlayStation4 such as region-specific technical standards, user’s health
and online safety, copyright and gamers support. Modern Standard Arabic is the form
selected for this translation, which complies with both formal content and the printed mode,
revealing diglossic domestication. This section will address instances of non-translation,

ambiguity and omission in the Arabic translation of the legal content.
3.2.3.1 Notranslation

Throughout the Arabic translated text, instances of non-translation are recurrent in the
following examples; the console company trademark PS4™, the email address anti-

piracy@eu.playstation.com and the URLs; eu.playstation.com. In addition to its marketing

purpose, maintaining the trademark in its original language has a legal purpose. “Accuracy
and precision are considered fundamental characteristics of legal language. This essentially
results from the requirement for legal protection and legal certainty” (Mattila 2006, p. 65). In
this sense, a trademark is an accurate and precise presentation of the company’s distinct
identity, which is valued in the legal context for certainty. By retaining the trademark in its
original language, the company declares authority over the content provided (Bhatia 1997).
Hence, users are certain that the subject of the legal text is precisely the trademark visible on
the front and back cover packaging and is the source of the legal information provided.
Therefore, users are aware that their rights are protected by the trademark, and in return the

trademark’s rights are protected by law.

Nonetheless, the foreignisation of the email address and the URLs is intended for a rather
straightforward purpose. In order for Arabic users to receive the protection and support they
are promised, they simply have to be directed to the exact contacts that will offer them these
services. Interestingly, all provided contacts are a English/Europe version, in support of what
has previously been discussed about the Arabic release of the FIFA 15 EA Sports video game

belonging to region 2.
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3.2.3.2 Misleading translation

Part of the legal text is concerned with assisting gamers to practise healthier gaming habits.
The health guide explains the best environment for playing, good gaming habits and the
potential negative effects of some game features and/or bad gaming habits for those with
certain medical conditions. Although medical translation theory could appear to be the most
relevant framework for analysing the heath guide translation, the main legal context in which
the medical conditions are discussed is given higher consideration. Hence, the Arabic
translation of the health guide is mainly analysed under a legal translation framework. This
type of legal translation opts for nontechnical legal translation theories, which are concerned
with facilitating legal information to the public. In this respect, the target readership is

perceived as a determiner for the translation approach:

Translation process, whether intra-lingual or inter-lingual, must take into
account the relative accessibility of the target text for a specific audience,
which makes the notion of easification particularly relevant to the process
of translation. Easification ... is a process of making a text-genre more
accessible to an intended readership without sacrificing its generic integrity.

(Bhatia 1997, pp. 208-209)

In a later note, Bhatia identifies two types of easification according to the target readership;

easification for a specialised audience and simplification for the lay audience (ibid).

Since the legal text, including the health guide, is aimed at average gamers who are not
expected to be familiar with technical terminology, its language is simplified. During the
course of the Arabic translated health guide, a number of medical conditions are discussed,
two of which can be shown to be particularly problematic. These terms are back translated
as; ol dpulun (e ) ol Y1l (e dll(sensitive to flash and flashing lights) and ¢ sisi (eye
tension). The corresponding terms in the English health guide are sensitivity to flashing or
flickering lights and eye strain. These terms are simplified versions of the technical terms
Photosensitivity epilepsy and Asthenopia respectively. Since both source and target texts are
aimed at similar target audiences, the level of the technical terms accessibility must be
paralleled. Hence, the Arabic translation of the medical conditions concerned is generated

from the simplified names rather than the technical terms. The fact that highly technical
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terms have gone through intra-lingual shift before being translated into Arabic suggests

strong likelihood of meaning loss.

Although the Arabic translation of the medical conditions concerned is expected to express
nontechnical names familiar to non-specialists, the translation fails to fulfil the
communicative function. For the Arabic term sensitive to flashing or flickering lights, the
difference between flashing and flickering is not clear as a result of poor Arabic lexical choice,
and, hence, their reference to an identifiable medical condition in Arabic is lost. Due to the
increased awareness of the effect of video games on young gamers, this condition has been
discussed in a number of Arabic newspapers by using inconsistent derivatives of the Arabic
root flash (&b sall Clias sl (e dslua @ sall Luuluall ¢ sl olad Lusluall). However, Arabic medical
websites use the condition’s technical term which holds a clearer denotation that can be

easily understood by the lay audience.

On the other hand, the Arabic translation of the second condition, Asthenopia/eye strain,
shows a more serious translation problem. Asthenopia or eye strain is an impermanent
condition which causes blurred vision due to extended hours of driving or computer work
(Dahl 2015a). The Arabic translation, ¢xll s 5 (eye tension), does not refer to the same mild
condition, but instead refers to a more serious condition. ,—=d ¢ 5 (back translated as eye
fatigue) is the Arabic equivalent, technical term, for eye strain. However, (==l 55 (back
translated as eye tension) is a symptom associated with glaucoma; a serious condition which
affects vision and eventually lead to blindness if not treated (Dahl 2015b). The mild condition
communicated in the English text is entirely different from the serious disease expressed in
the Arabic text. In summary, the Arabic translation of sensitivity to flash and flashing lights is
meaningless while that of eye tension is misleading. The latter is more dangerous, especially

in legal translation (Mattila 2006).
3.2.3.3 Omission

The legal text in both languages is divided into a number of entries, each explaining an aspect
of the console company’s or the gamers’ rights and duties. The Arabic translation provides six
entries, whereas the English provides seven. A whole entry/paragraph is omitted from the
Arabic translation despite available space on the Arabic side of the cover. In legal translation,
omitting or amending parts of the text is acceptable if they prove to be objectionable to the
target audience (Bhatia 1997). The missing entry in the Arabic translation is concerned with
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information on reporting bullying in online gaming whether online or in-game. Since both
modes of this feature, online and in-game, are not available in Arabic, including an Arabic

translation of this entry is not sensible.

Realising the need for omission to produce a successful translation that answers to the rest
of the Arabic translated aspects of the game draws a comparison with the Arabic localisation
of the information box on the packaging back cover (2.1.2.2). A similar need for omission is
identified in the third cell to highlight its iconographical function and the features it presents,
however, this need was not met. This contrast in identifying the need for omission indicates
that the legal translation received more attention than the translation of the other parts of

the game’s packaging.
3.3 In-game Text/ User Interface (Ul)

Given that “game translation is primarily driven by its purpose (skopos), which is ultimately
to entertain the end user of the translated product”, O’Hagan and Mangiron follow a
functional approach to video game localisation (2013, p. 150). Accordingly, they classify all
types of in-game texts, including menus, descriptive passages, game messages and tutorials,
as elements of the Ul (ibid). On the other hand, Bernal-Merino (2015) limits Ul elements to
menus, and classifies game messages as a distinct category, while briefly mentioning tutorials.
Due to their purely technical content, game messages are treated separately in localisation
projects (Bernal-Merino 2016a). Therefore, Bernal-Merino does not count game messages as
part of the gaming experience or the Ul. The research in hand is approaching the Arabic
localisation of the FIFA 15 EA Sports video game from a functionalist perspective. Hence, the

chapter will adopt O’Hagan and Mangiron’s classification.

Although O’Hagan and Mangiron and Bernal-Merino have different views on what comprises
a Ul, they seem to agree on its general characteristics. A main feature of a video game’s Ul is
its being user-friendly, in terms of design and language, to fulfil its function of facilitating
game navigation. This entails the Ul content being accessible for a wide range of gamers,
experts as well as newcomers, to acquaint them with the game’s world (Bernal-Merino 2015).
Therefore, the language of the Ul is recommended to show clarity and to avoid ambiguity.
Abbreviations and vague terminology are considered inappropriate; due to their potential

interruption of clear communication with the game’s software. The aim of Ul is to direct,
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explain, instruct and train gamers through smooth interactive communication, without
disrupting the gaming experience or breaking immersion (O'Hagan and Mangiron 2013;
Bernal-Merino 2015). A common means of delivering this level of clarity is occasional use of
icons in replacement or in assistance of verbal communication. Being universally understood,
icons can easily convey messages, fully or partially, as well as maintain consistency across
original and localised versions of the game (Bernal-Merino 2015). In this sense, utilisation of
icons is expected to cut down on localisation/translation time and cost (Chandler and Deming
2012). Where verbal communications are necessary, translation has to adhere to the number
of characters each Ul element is originally designed to accommodate (Bernal-Merino 2015).
Creative translation is often required to balance between the functional meaning of the Ul
content and the space for which it is assigned (O'Hagan and Mangiron 2013). Therefore,
designing flexible Ul spaces to accommodate for potentially variable translations lengths is
recommended (Chandler and Deming 2012). On the other hand, official terminologies
established by the game consoles do not permit for variation or errors, but they must adhere

to the platforms’ term base (TB) and translation memories (TM) (Bernal-Merino 2015).

The following sections start by exploring the challenges of the Ul localisation, and the
translation methods recommended by O’Hagan and Mangiron. In light of the discussed
methodology, the chapter will move to analysing the Arabic translation of the FIFA 15 EA
Sports Ul.

3.3.1 Challenges of Translating Ul

Translating video games Ul elements is a process governed by strict technical conventions,
and usually follows one of two methods. The first is utilising one of the visual localisation tools
(Chandler and Deming 2012) which allow translators to view text assets in their natural
environment within the game context. These tools permit what is known as “what you see is
what you get” (shortened to WYSIWYG); giving translators the advantage of viewing textual
elements in the exact positions where they will appear in the game’s Ul as well as the visual
elements in company (Dunne 2006; Bernal-Merino 2015). However, the biggest drawback of
these tools is that they were originally designed for software coding and file formatting
standards and are, hence, incompatible with video games engines (Chandler and Deming
2012; Bernal-Merino 2015). If the latter situation is the case, an alternative, less technical,

method is utilised. After extracting text assets from the game’s code, the development team
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organises them in text files ready for translation. If the translation team is technically skilful,
translations can be directly integrated into those files by using a text editor (Chandler and
Deming 2012). However, if translators lack this level of technicality, text assets will instead be
organised in spreadsheets, where translation instructions are also included (ibid). Despite
providing some assistive information, both cases lack the level of contextual clarity visual

localisation tools tend to offer.

Since most visual localisation tools are incompatible with video games software, the less
technical method is usually used for translating video games Ul elements. Translating text
assets in isolation from the game’s environment creates additional challenge in the process.
Presenting text assets in the formats of spreadsheets entails non-linear readability of the
source text. This places translators in a doubly blinded position where they lack context and
co-text, turning a “simple translation task into an error-prone guesswork exercise” (Bernal-
Merino 2015, pp. 81, 111). Using Computer Assisted Translation software (CAT tools) in such

cases does not make the situation any better:

In general, the various technologies allow language to be processed in a
paradigmatic way. That is, they show the alternatives available at particular
points in a text, interrupting the syntagmatic of linear dimension of
language... The technology imposes the paradigmatic on the syntagmatic.

All translation technology does this to a certain extent. (Pym 2014, p. 124)

Given that context-free linguistic items have a semiotic tendency, fragmented presentation
of the source text negatively affects the communicative function of its translation (Bernal-
Merino 2015) even in cases when translation technologies are utilised. In this respect, menus
are the most problematic among video games Ul elements. Menu items feature persistent
non-linearity, starting from their creation (as source text) and ending with their translation
(as target text). In both situations they have to show high levels of clarity in order to achieve
better communication with their respective audiences of translators and gamers. It is the
responsibility of the development team to contextualise menu items for the translator,
therefore translation instructions are provided in the spreadsheets. In return, it is the
responsibility of translators to make menu items as clearly referential as possible, to avoid
breaking the game’s immersion (ibid). Due to its complex stages and the number of individuals
involved in the process, translating menu items is a rich environment for promoting
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foreignising translation. On the other hand, descriptive passages, game messages and
tutorials are likely to provide more co-text than menu items, due to their linear nature, which

compensates for the lack of context.

Despite the isolation imposed by the industry’s practices, communicative translation of Ul
elements can be achieved by taking certain measures. According to Bernal-Merino’s
classification for video games in respect of the freedom given to translators (Bernal-Merino
2007,2008), the FIFA 15 EA Sports video game belongs to the research type. Research video
games are based on an existing universe, whether a novel or a historical era, with which

translators must be acquainted because translation freedom, or creativity, is limited:

Translators are constrained by pre-existing common knowledge and a body
of fans that has very specific expectations for the game universe. Betraying
those expectations with a localisation that disregards [...] that universe will
probably reflect on a poor game experience, fan discontent, and low sales.

(Bernal-Merino 2008, p. 65)

In light of the previous suggestion, translators become more prepared for contextual

isolation, and are, thus, able to identify denotations of fragmented phrases.
3.3.2 Translation method

O’Hagan and Mangiron (2013) highlight the wide range of text types, which vary from literary
to technical, that can be present within one game. Therefore, they emphasise the need for
knowing the game’s text taxonomies to facilitate selecting appropriate translation strategies
(ibid). Despite their functionalist perspective, O’Hagan and Mangiron find relevance in Reiss’s
text typology®, which is source text-oriented, because video game localisation “is required to
largely retain the function of the original game assets” (ibid, p. 154). However, they do not
focus on language functions but they consider translation priorities and strategies, by drawing
on Nord’s refinement of Reiss’s work, which moves the focus to the function of the target text
from a Skopos Theory perspective (ibid). In this way, O’Hagan and Mangiron contribute to

Translation Studies by adopting a functionalist methodology for applying Reiss’s typology.

8 Bernal-Merino also offers a classification of video game text assets (2006, p.30; 2007, p.4; 2015b, p.110).
However, his classification does not show complete relevance to this chapter’s analysis, because it is based on
genre types; narrative, technical promotional and legal.
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O’Hagan and Mangiron highlight the informative function of the Ul elements, which assist
gamers in understanding the game’s world, characters, rules and techniques. Nevertheless,
they differentiate between Ul elements requiring functional translation, namely menus,
descriptive passages and tutorials, and those requiring adherence to official terminology,
namely system messages. Therefore, O’Hagan and Mangiron find that video game

localisation:

mainly fits what Nord terms “instrumental translation”, which calls for
preserving the function of the ST [source text] but is produced as an
independent text adjusted to the new communicative situation of the TT
[target text]. However,... certain assets may be translated in a way which is
oriented towards documentary translation. For example,... system

messages. (ibid, p.172)
3.3.3 Analysis of the Arabic Ul

O’Hagan and Mangiron’s functional translation framework is adopted for analysing the FIFA
15 EA Sports Ul elements. The analysis aims to assess fulfilling the communicative function of
the Arabic Ul elements in terms of delivering a clear message and, thus, retaining the
informative function of the English Ul. Nord’s suggested strategies of instrumental and
documentary translations are used as measures for assessment. The following sections will
demonstrate examples of instrumental and documentary translations, where the
communicative and informative functions of the Arabic Ul are not always fulfilled, creating
instances of domestication and foreignisation. Furthermore, potential explanations for such
instances are discussed. In addition, the effect of inconsistent translation, and partial
translation on the communicative/informative function of the Arabic Ul is also explored, as

well as their foreignisation effects on the Arabic ludic experience.
3.3.3.1 Instrumental Translation

As has been previously discussed, instrumental translation is recommended, by O’Hagan and
Mangiron, for translating most of the Ul elements, except those comprising the platform
terminology. The Arabic localisation of the FIFA 15 EA Sports video game displays many
instances of instrumental translation where it fulfils the communicative function. In other

instances, application of instrumental translation seems to disrupt the communicative
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function.

The FIFA 15 EA Sports video game presents gamers with detailed options to customise
different aspects of their gameplay experience. These options are organised in the form of
menus ranging from general to specific. Each general menu is labelled by a name that reflects
the game’s aspect with which it is concerned; Home, Play, Online, and Customise to name a
few. While most labels of general menus clearly denote a specific reference to the game’s
world, the label Home is too general and is, from a translation point of view, potentially

ambiguous. Translating the label Home requires communicating the denotation main page,

and not mistaking it for that of a house. The Arabic translation 4—us )l A5 &l(alshashah
alra’i’siah; the main screen) delivers the correct denotation, in spite its extended length. The
original 4-character word is replaced with two Arabic words in 15 characters, including the

space separating them (Figure 5).

| HOME | s 2

Figure 5 Home label

This indicates the programming of a scalable spacing as recommended by the industry’s

specialists (Chandler and Deming 2012).

Another example of fulfilling both the communicative and the informative functions of the
Arabic translation of the FIFA 15 EA Sports video game Ul is demonstrated in some specific
menus. The User Gameplay Customisation menu, for example, lists detailed options of the

players’ performance on the pitch as controlled by gamers (Figure 6).
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® @ USER GAMEPLAY CUSTOMISATION

Sprint Speed - User
Acceleration - User
Shot Error - User
Pass Error - User

Figure 6 Instrumental translation

Each item is clearly communicated in Arabic in accordance with the football terminology
commonly articulated across the Arabic world in both forms of the Arabic language; the
Modern Standard form and the regional dialects. Sprint Speed is translated to ¢ e —u
(sur’at aljari; speed of running) which delivers the communicative meaning, and at the same
time adhere to the space limit. The English phrase is 12 characters long while the Arabic is
10°, being within the same range. The second item on the list, Acceleration, is translated into
¢ J—i (tasa’ruo) delivering the intended denotation in 6 characters less; the original is 11

whereas the translation is only 5 characters long.

Application of instrumental translation does not always deliver clear messages, as other
aspects of the Arabic Ul are incommunicative. Gameplay is one of the general menus in the
FIFA 15 EA Sports video game, offering gamers a multitude of football items to purchase with

points collected from achieving higher game levels. Football items vary between four main

9 Total characters count includes the space separating the words.
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categories; football kits, shoes, balls and goal celebrations. The box in which each football
item is presented contains verbal elements (the item’s name and a short descriptive passage
explaining its function) and a visual element (iconic presentation of the item). The Arabic
translation of the Football League 1 Historic Kit Bundle item (Figure 7) is one of a number of
instance in the Arabic Ul, which fails to be communicative. Despite the various translation
discussions this example promotes, specific attention is given to the phrase Historic Kit. The
latter phrase refers to a number of kits which have been worn by Football League 1 players in
certain periods of its history. Because this phrase belongs to the game’s world its Arabic
translation should respect the pre-existing knowledge of football and adapt the source text
to the new communicative situation in the target text via instrumental translation. However,
the Arabic text delivers what seems to be a documentary translation for the first word and a
version of an instrumental translation, which does not consider the football context, for the
second. The simultaneous implementation of both strategies results in a contextually
irrelevant phrase. sy )Ll <Ly 3Y1 (al’azyaa altarikhaiyah, historical fashion) is a foreignised
translation of a text that was aimed to be domesticated. The Arabic phrase of Historical
Fashion has no relation to the football world, and, hence, it lacks the informative and
communicative functions. The fact that this menu item is assisted by a visual element
compensates for its incommunicative translation, as Arabic gamers are able to identify the

item from the image/icon instead of the text.
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Figure 7 Example (1) for the ‘Historical Kit’ Arabic translation

In other instances, the same English phrase ‘historical kit’ shows a different Arabic translation
which reads 4, )54l (Albisah Tari’khiyah, which back translates to historical clothes) (Figure
8). Although the second translation is not the common Arabic phraseology for such a concept,
it is less foreignised than the first one. Having two different Arabic translations for the same
phrase indicates the work of a team of translators who may have been assigned to translate

the same game release, or who may have been assigned to different releases and what

66



gamers view on the FIFA 15 Ul is a conflation of recent and previous translations.

Figure 8 Example (2) for ‘Historical Kit" Arabic translation

In summary, some instances of the Arabic translation of the FIFA 15 EA Sports video game’s
Ul show good implementation of instrumental translation, resulting in the level of
domestication required for video game localisation. Despite its relative length, domesticated
translation is made viable by designing flexible spacing, which accommodated the Arabic

script in a variant number of characters.

3.3.3.2 Documentary Translation

As previously explained, documentary translation is utilised for translating Ul elements which
must adhere to the platform’s terminology and phraseology (O'Hagan and Mangiron 2013);
mainly system messages. Analysis of the Arabic translation of the FIFA 15 AE Sports video
game Ul shows inconsistent implementation of documentary translation. It is occasionally
implemented for translating texts informing gamers about the game’s world, leading to

incommunicative translation. Examples of both implementations are explained below.

When gamers first log on to the FIFA 15 EA Sports video game, a number of messages appear
on the screen. The function of these messages is to inform gamers that the game’s engine is
in the process of connecting to the EA Sports server. This allows registered gamers to access
their accounts and play online if they wish. One of these messages (Figure 9) states Hospitality

Settings Synchronising. While the latter two words are commonly associated with technology,
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Hospitality, in this context, is used outside its dictionary definition.1° As a result, documentary
translation is sought to capture the technical reference of the term by emphasising the
phraseology in which it is presented. The Arabic translation 4=t w[11] ddad (L 3 Afya’tim
tazamun e’dadat alestidhafah) delivers the technical terminology through formal
equivalence, and reflects its phraseology through the passive voice. Both aspects, formal
equivalence and passive voice, are common features of the Arabic technical genre. Hence,
the Arabic translation of the concerned system message reflects the original’s informative

function and respects the platform’s terminology.

Figure 9 Documentary translation: game message

In light of the previous example, documentary translation proved to be a tool for fulfilling the
communicative function. However, its application in other Ul elements, where instrumental
translation is required, shows opposite results. The audio menu in the FIFA 15 EA Sports video
game lists the various audial options present in the game’s matches, upon gamers’ choice
(Figure 10). Among the list, two different types of commentators seem to attract attention;
sideline commentator, and public announcer. The role of the first is to give live updates
on injuries and breaking news, while the role of the latter is to announce station program and
to moderate discussions, more likely in a channel’s studio. The Arabic equivalence for the first
is sl a4l (almuthie aldakhili, interior announcer), while that of the second is referred to
by either g3« or 1=~ (mu’aleque or muthie, commentator or announcer) without being

modified by the adjective (public). For this type of terminology, concerned with the game’s

10 According to the Merriam Webster dictionary, hospitality is the generous and friendly treatment of visitors,

or the activity of providing food, drinks.
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world, instrumental translation is supposed to establish clear communication by complying
with the game’s universe. However, their Arabic translation utilises documentary translation,
which negatively affects the informative and communicative functions of the Arabic texts. The
Arabic translation of sideline commentator, and public announcer presents the formal

equivalence of each resulting in a foreignised translation.

Commentary Language
Sideline Commentator

Career Mode Radio Announcer
Commentary

Public Announcer

Player Calls

Sideline Commentator

Figure 10 Misuse of documentary translation
3.3.3.3 Inconsistent Translation

Across the Arabic translation of the FIFA 15 EA Sports video game Ul elements, inconsistency
is occasionally detected in instances of instrumental and documentary translations. However,
the nature of inconsistent translation varies among both methods. In demonstration of
inconsistent documentary translation, the following examples (Figures 11 and 12) are among
the system messages appearing on screen when gamers first log in to the FIFA 15 EA Sports
video game. The focus here is neither content nor phraseology, but the term Server. In the
first example (Figure 11), the term is used in its plural form, while its singular form is used in
the second example (Figure 11). The Arabic translation of both forms seeks different
translation strategies. For the plural form Servers, the term is transliterated <-4, |
appearing in the form of loan word. However, for the singular form Server, it is translated into

& (khadem, servant) using formal equivalence.
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Figure 11 Arabic translation of the plural form of ‘Server’

Figure 12 Arabic translation of the singular form of ‘Server’

Given that both texts belong to system messages, they fall under documentary translation;
“the [...] wording of these messages have to follow [...] terminology guidelines within each
language” (Bernal-Merino 2015, p. 113). Application of documentary translation, as seen in
the first example of 3.2.2, is expected to deliver the informative and communicative functions
of the system messages. However, in these instances, the informative function is fulfilled as
both translations reflect the intended denotation, in spite of utilising different strategies, yet
the communicative function is disturbed due to their inconsistency. By reading each
translated text in isolation, gamers may understand the messages delivered, but when
perceived jointly, a confusion about the concept referred to is likely to occur. Since the
translation of the system messages must adhere to the platform’s terminology, an inference
is made that inconsistent translation is not a fault on the translators’ account. Instead, the
problem is most probably caused by the inconsistent terminology of the game company’s

translation memory. Despite being advisable, linguistic quality checks are rarely performed,
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especially under time and cost constraints. The FIFA 15 EA Sports video game is the fourth!!
Arabic localised version of the series, yet such inconsistency still exists. “The linguistic quality
of the TM is equally important, but is often much more difficult and costly to check.
Nevertheless, if quality is not maintained in a project TM, the effect of this poor linguistic

quality may follow the product from version to version" (DiFranco 2006, pp. 57-58).

Further inconsistencies are detected in other Ul elements of the FIFA 15 EA Sports video game
where instrumental translation is implemented. A clear example is illustrated in the
translation of the Visual menu and the descriptive passages accompanying each of its items
(Figure 13). On its list, the HUD (heads up display) item is linked to a horizontal submenu
which provides gamers with multiple displaying options. Player Name Bar is among these
options, which when selected, opens a descriptive passage below the menu to explain its
function. The term Bar appears in both the horizontal submenu and the descriptive passage,
and, in this context, refers to the horizontal stripe on which players’ names are presented in
certain points during the game’s match. However, the Arabic translations of the term Bar
does not consistently reflect this meaning. On the Arabic horizontal submenu, the term Bar is
translated into 2= (a’mood, vertical bar), while it is translated into - & (shareet, horizontal

stripe) in the descriptive passage.

11 The Arabic localisation of the FIFA EA Sports video game was first released for the FIFA 12 of the series.
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Figure 13 Inconsistent instrumental translation

Although instrumental translation was implemented in both, the Arabic translations present
different connotation of the term Bar. A monolingual English dictionary provides multiple
entries for the word bar; among those referring to the meaning of band or stripe, one
emphasises a horizontal layout while the other emphasises a vertical. In other words, the
English term bar potentially carries connotations of both layouts, each is determined by the
context in which the word is used. Both instances of the term Bar in this context are intended
for the horizontal denotation. However, the Arabic translation indicates both denotations by
using a different word in each instance. In the submenu, the Arabic word a’mood refers to a
vertical solid bar; metal, wooden or concrete, which in the context of multimedia
presentation of football matches, is irrelevant. In football matches broadcast, players’ names
are rarely, if not never, presented on vertical solid bars on TV let alone video games. In such

cases, Bernal-Merino notes:

Having to translate text without taking into consideration the semiotic
context of the product risks affecting the act of communication adversely
(Cutting 2002:1-14) because isolated linguistic items tend to have multiple
possible meanings and, hence, give rise to an unnecessary ambiguity. (2015,

p. 141)
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Therefore, the Arabic translation, in this instance, delivers neither the informative nor the
communicative functions, and is, thus, foreignised. On the other hand, the Arabic translation
of the term Bar in the descriptive passage uses a relevant word, shareet, which denotes a
horizontal stripe. Hence, the Arabic translation, in this instance, fulfils both the informative
and communicative functions by presenting domesticated translation. Since the descriptive
passage is associated with the menu item to explain its function in the game, they contribute
to delivering a single general message. Translation inconsistency, in such communicative
situation, will prevent gamers from finding the connection between the two sides of the
message. Although the translation of the descriptive passage is informative, communicative
and domesticated, the incommunicative translation of the menu item disturbs the

communicative function of the general message and its domestication.

Unlike inconsistency in documentary translation which was due to errors in the translation
memories and lack of quality checks, inconsistent instrumental translation is a result of other
technical implications. The first part of the problem; mistranslating the word Bar in the
submenu, is most probably due to the translators’ isolation challenge (ibid) previously
discussed in 3.1.2. Lack of context imposed by text fragmentation; due to text organisation in
spreadsheets or machine translation tools, prevents translators from identifying the correct
denotation, although a small amount of research on their part would have shed light on the
problem. In contrast, the communicative translation of the descriptive passage is due to its
relative contextual clarity. The second part of the problem, translation inconsistency between
the submenu item and the descriptive passage despite their association, is potentially caused
by organising different Ul elements into separate text files or spreadsheets. As mentioned
earlier (in 3.1), the reason Bernal-Merino does not classify system messages under Ul, since
he only considers menus as such, is because menus and system messages are treated
differently in the localisation industry (ibid). A similar distinction is expected to apply to
descriptive passages. Given their organisation and translation in separate files or
spreadsheets, translators lose sight of the connection between submenu items and

descriptive passages, let alone reflect it in translation.
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3.3.3.4 Partial Translation

Partial translation refers to Arabic translated texts containing English words or phrases. With
the exception of the goal celebration category, all football items displayed on the Gameplay
menu (discussed in 3.2.1.) are partially translated. For example, the Arabic translation of the
Adidas Nitrocharge- White/ Bahia Glow item (Figure 14) presents a bilingual text. While the
name of the shoes remains in English, its colour statement is translated into Arabic. Moreover,
explicitation (or addition) (Klaudy 2009) is used, the Arabic word shoes proceeds the English
name while the word new succeeds, in an attempt to give context to the foreign word in the

Arabic phrase.

Figure 14 Partial translation: bilingual message

Most of the untranslated words on the Gameplay menu, including the example above, are
either trademarks or brand names. These items include, but are not restricted to, Allsvenskan
League, Premier League (football kits), Puma evoSPEED, Nike Tiempo (shoes), hummel Blade,

and Nike Ordem- Serie A Hi Vis (balls). As per earlier discussion of the Packaging section,
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trademarks and brand names usually follow the standardisation approach to retain a
consistent image across different languages. For trademarks and brand names on the
Gameplay menu, graphic adaptation is not necessary because they are assisted by
images/icons (pictorial display of the item), which clearly communicates the message
irrespectively of the language utilised. In this respect, having a visual presentation assist the
verbal message is a way of overcoming the foreignness of having untranslated text in the
Gameplay menu items. While the verbal side of the message disturbs the informative and

communicative functions, the visual side restores them.
3.3.3.5 No translation

The Arabic version of the FIFA 15 EA Sports video game features fully and partially translated
Ul elements, and rarely does it present texts with no translation. One of the limited instances
of complete non translation, if not the only, is the End User License Agreement. This part of
the FIFA 15 EA Sports video game Ul resembles the legal document defining the rights and
responsibilities of gamers and the video game company; Electronic Arts (EA), alike (figure 15).
There are potentially two reasons for including an electronic version of the user agreement
in the game. Firstly, the fact that gamers need to create accounts registered at Electronic Art’s
servers in order to enjoy the game requires confirming their acceptance of the user
agreement regulations. An electronic version of such agreement facilitates immediate
connectivity to EA servers and delivery of gamers’ acceptance. Secondly, in respect of
manuals, publishers are inclined to replace printed manuals with electronic ones, on the
grounds of cutting printing costs (Chandler and Deming 2012). With special consideration to

Electronic Arts, O’Hagan and Mangiron explain this modern trend in video games:

Electronic Arts [...] announced that EA Sports game titles will no longer
accompany print manuals, which would be replaced by a version of
instructions within the game... Not only is it more environmentally-friendly,

but it also helps publishers reduce printing cost considerably. (2013, p. 126)

Accordingly, it could be inferred that the electronic treatment includes the End User License

Agreement as well.
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END USER LICENSE AGREEMENT

Please read the agreement below. You must read and accept the
terms of the End User License Agreement before continuing.

/A

SPORTS;

€ | have read and accept the EULA
Advance

Figure 15 Untranslated text

The Arabic translation of this legal document is not provided electronically, but a simplified
and summarised version is included in print on an information leaflet inside the game’s
packaging. The Arabic printed version of the End User Licence Agreement offers a summary
of the original electronic version, yet, of course, without facilitating delivering Arabic gamers’
acceptance. Therefore, Arabic gamers have to do so through the untranslated electronic
version included in the game. Although the new trend of electronic documents is adapted for
environmental and financial reasons, the method of non-electronic translation and its print
substitution is more cost-efficient for the Arabic localisation of the FIFA 15 EA Sports video
game. This implies that Arabic gamers of moderate or limited English language acquisition are

accepting the electronic version’s regulations without fully understanding them in detail.

3.3.3.6 Technical observations

The Arabic translation of the FIFA 15 EA Sport video game Ul does not constantly respect the
Arabic language directionality. Some Ul elements appear from right to left (RTL), achieving
technical domestication, while others disorient Arabic text presentation, creating technical
foreignisation. Similarly, when texts are presented in both Arabic and English simultaneously,
as demonstrated above in the partial translation section, technical foreignisation is also
detected. The level of this type of foreignisation further extends when these bilingual texts

appear in a layout that disrespects the Arabic language directionality, causing complete
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disorientation of the Arabic text. This section explores a number of example creating different

levels of technical foreignisation.

3.3.3.6.1 Mirroring

As explained in the packaging section, mirroring is the process of creating an inverted Ul
design in order for RTL texts to display naturally, starting from the right margin (Sarver 2015).
It is an essential part of localising products to the Arabic language to ensure technical
domestication. Unfortunately, mirroring is not applied in most Ul elements of the Arabic
version of the FIFA 15 EA Sports video game (Figures 10 and 13). This forces Arabic texts to
start from the centre of their assigned boxes and end at the left margin. Although this does
not hinder readability, it disorients Arabic texts and, in turn, negatively affects tracking
line/text beginnings especially in multiple-column menus. However, in most system messages
and descriptive passages, Arabic text inversion is noticed irrespective of their lack of mirroring
(Figures 8, 10 and 11 show inverted Arabic texts in game messages, and Figures 9 and 12 show
inverted Arabic text in descriptive passages). Despite being a replica of the original, most
boxes of system messages and descriptive passages display Arabic texts from the right margin.
Given that system messages appear independently from other Ul elements, Arabic text
inversion surely improves tracking lines’ beginnings. In contrast, descriptive passages usually
appear in the company of menus, hence, their Arabic text inversion does not reduce line
tracking confusion. Finally, the way in which tutorial boxes are designed makes their text

presentation easier for technical domestication (Figure 16).
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Figure 16 Natural Layout proper RTL display

Tutorial boxes generally have sharp edges which does not signify any of their sides as a
starting margin, unlike the boxes of system messages appearing at the start of the FIFA 15 EA
Sports video game (Figures 8, 10 and 11). In addition, tutorial headlines are centered (Figure
16), unlike those of descriptive passages and menu labels and items aligned to the left (Figures
6, 7,9 and 12), which allows Arabic texts to be presented correctly just by inverting them. The
design of the FIFA 15 EA Sports video game Ul elements and their influence on the Arabic

texts’ layout leads to a presentational level of technical domestication and foreignisation.
3.3.3.6.2 Bi-directionality

Under lack of mirroring, the Arabic texts layout on the FIFA 15 EA Sports video game Ul
elements is disoriented, which negatively affects tracking lines beginnings yet does not hinder
readability. The situation only becomes worse with partially translated texts. When the layout
of bilingual texts, those presenting Arabic and English simultaneously, is disoriented, Arabic
readability is occasionally hindered (Figure 17). The Arabic translation of the FUT 99 Match
Player Contract menu item presents most wordings in Arabic, yet retains the abbreviation FUT

in its original language.
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CATALOGUE

FUT 99 Match Player
Contract

3,000 LEVELG62

REDEEM OR GIFT NOW!

Figure 17 Bilingual text lacking inversion and mirroring

The problem is that lack of mirroring and Arabic text inversion force the Arabic text to start
from the centre with an Arabic word, and ends at the left margin with an English word. While
expert Arabic FIFA gamers might be accustomed to this, new comers cannot immediately
realise the text’s starting point and its directionality, contradicting the previously explained
Ul characteristic in 3.1. (Bernal-Merino 2015). However, the use of icons compensates for the
disrupted clarity. Despite the difficulty new comers will find in reading such bilingual
disoriented texts, the visual displaying a contract clearly refers to the message intended. It is
worth noting that not all partially translated texts are difficult to read, as this problem was
not faced in 3.2.4. for example (Figure 13), where the English phrase was centred in the Arabic
text. Similarly, partially translated texts represented in descriptive passages, which are usually

inverted, do not affect Arabic readability (Figure 7).
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3.4 Audio Files

As seen in the audio menus of the FIFA 15 EA Sports video game (second example in 3.2.2.),
there are four types of voiced presentations involved in each played match; sideline
commentator, career mode radio announcer, commentary and public announcer. While
career mode radio announcer is part of the game’s creation, the remaining three are
imitations of professional voices existing in broadcasted football matches. In the Arabic
version of the FIFA 15 EA Sports video game, only the commentary is re-voiced in Arabic. In
the English version, Jeff Stelling, Sky Sports presenter, is the voice of the public announcer.
When the commentary is set on Arabic, no Arabic presenter re-voices Stelling and the
function is entirely deleted from the Arabic localisation of the game. Furthermore, gamers
have no control over the language which the sideline commentator speaks, since it
corresponds to the language of the country in which the stadium selected for hosting the
virtual match exists. If a match is selected to be played in Al-Etihad Stadium in Manchester,
UK, the English language is spoken, and if it is played on Santiago Bernabéu Stadium, the
Spanish language is spoken. Hence, Arabic gamers can only select their language of choice for

the commentary, which is the only Arabic localised audio asset in the game.

Analysis of the Arabic localisation of the FIFA 15 EA Sports commentary is incomplete without
discussing relevant aspects of sports, video game localisation, translation and linguistics. This
section starts with a review of sport announcer talk (SAT), its language levels and features
(Humpolik 2014). Then, the function of sport video games’ commentary in relation to that of
TV commentary is explored, leading to the peculiar linguistic situation of video game
commentary and the creation of its dialogue. Some facts related to the Arabic localisation of
the FIFA 15 EA Sports commentary are presented before highlighting some key sport

translation strategies.

In order to put theories discussed into practice, a comparison between the Arabic and English
commentaries of the FIFA 15 EA Sports video game is attempted, and the methodology of this
comparison will be explained. As part of establishing the basis for the comparison, the
utilisation of Arabic regional dialects is identified as a means of regionalisation/localisation
used instead of Arabisation, the method applied for localising the game’s packaging and
textual assets. In addition, the criteria for selecting the Arabic voice actors are explored
explaining the choice of Arabic dialects presented in the game. Moreover, significant linguistic
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features of each selected dialect are highlighted. The comparison between Arabic and English
commentaries thus underlines the commentary style in each which reveals cultural
foreignisation, and the variation in their text typology which shows the inapplicability of the
concerned theory unlike the previous assets. Finally, a commercial observation on the Arabic
localisation of the FIFA 15 EA Sports video game commentary in relation to the size of the

project contradicts the fundamentals in the video games localisation literature.

3.4.1 Overview of Football Commentary

Although academic interest in sport linguistics is still in its infancy, a relatively recent study
(ibid) explores the language of sport announcer talk (SAT). Sport commentary, or SAT, is
usually presented on different yet complementary levels, which are play-by-play and colour
commentary, alternatively described as prime and co-commentators. Commentators of each
level uniquely contributes to sport announcer talk. Play-by-play (PP) commentators “produce
a rapid flow of speech to describe the quickly unfolding events”, whereas colour
commentators (CC) “elaborate on the current topic and give their opinion on the game”
(Humpolik 2014, pp. 10-11). Despite the different features of its components, sport
commentary generally has entertaining and informative functions. On one hand, to entertain
the audience, the commentary needs to sound interesting by providing “levels of voiced
excitement”, which correspond to the changeable events of the game (ibid). Exciting football
moves that provoke commentators’ high intonations tend to be defined by social norms. On
the other hand, sport commentary is supposed to be informative, while avoiding being plainly
descriptive, since the audience is usually able to view the game.'? Therefore, the information

provided has to be evaluative and to cover background information (ibid).

The addition of audio files to football video games, in the form of commentary, is aimed at
increasing gamers’ enjoyment and the game’s immersion (Bernal-Merino 2008). Football
video game commentary is an imitation of TV broadcast commentary. However, both PP and
CC do not have the same functions as previously explained. At first glance, the audiences of
TV and video games may seem equal since the game/match is visible to both, and, therefore,

they need a commentary that offers more than a description of the game. However, as an

12 Radio broadcast audience is an exception, since the audio description of the sport commentary is the only
source of information.
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audience, gamers are partly different, since they are not just watching the match in
anticipation, but, in addition, they are controlling the game and planning for the next step
(Humpolik 2014). Hence, the function of football video game commentary is no longer

accounted as informative, but as simulation of football authenticity:

Since football broadcast and the sportcasters are inseparable under the
usual circumstances for obvious reasons, it is logical for a computer game
that simulates football to also simulate its social context and the social
norms that accompany it. (ibid, p. 17)

In other words, football commentary in video games is created to enhance the reality of the

game, which makes its function purely entertaining.

Video games feature a degree of openness which allows the gaming dynamics to develop
various sequences each time the game is played, depending on the gamer’s choices and skills
(Bernal-Merino 2008; O'Hagan and Mangiron 2013). In terms of football video games,
matches are virtual and are constructed from variable elements selected by the game engine
based on the gamers’ decisions (O'Hagan and Mangiron 2013). Therefore, it is difficult, if not
impossible, to repeat identically the same match twice, which highlights another difference
between TV and video games commentary. While the first is spontaneously created during
the unfolding events of a real match, the latter is recorded before any of the possible virtual
matches are distinctively constructed (Humpolik 2014). Hence, video game commentary is
not recorded beforehand in full length, but in segments via an audio technique called
stitching:

Stitches are short audio files containing utterances made by game

characters, segmented and recorded separately so that they can be used at

different stages of the game as appropriate, with variables inserted in the
game. (O'Hagan and Mangiron 2013, p. 136)

The purpose of the stitching technique is to link audio segments to create what sounds like
flowing speech. Despite the fact that stitching might be the most appropriate method that
answers to the nature of the medium and the function of its commentary, artificially joint

utterances potentially lack naturalness, even if the sentences are grammatically correct (ibid).
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3.4.2 Creation of Video Game Commentary

To ensure the same level of naturalness for which TV commentary is known and broadcasted
matches are enjoyed, football video games adopt an unusual method for creating their
commentary. For clarification, Humpolik (2014) describes the unique process of creating

video game commentary as:

To sound authentic, the sportcasters were given specific contexts and
simulated the speech they would use in them. That gives us a very specific
linguistic situation, in which a sportcaster pretends to sound spontaneous.
This is recorded and then presented to the audience in a virtual context
where the spontaneous speech would be required. (ibid, p. 17)

Instead of writing a commentary script for the actors to voice, like the dialogues of other video
game genres, voice actors are provided with written texts describing possible situations of
football matches and on which they are asked to commentate. Since this method requires
experienced voice actors in order for them to produce spontaneous commentary segments,
football video games tend to rely on professional voice talents to record and present their
commentary (Bernal-Merino 2008). Since the 2010 release, the English European version of
the FIFA EA Sports video game series have featured Martin Tyler and Alan Smith.*3 In a taped
interview posted on the website of the British newspaper The Telegraph, both commentators
talked about their work experience in the FIFA EA Sports commentary. In confirmation with
what has been discussed so far, they said that they are provided with football match
scenarios; for example, (a team is 3-0 up with 10 minutes to go and then conceded a goal),
and on which they are asked to give multiple commentary versions. There is no visual
simulation of these scenarios, instead the commentators have to imagine them based on their
long experience of football commentary. Both commentators stated that they spend several
days each year recording new lines of commentary for the new release of the FIFA EA Sport
video game. This way, a library of recording is created and gamers annually hear fresh and

updated commentary (Tayler and Smith 2015).

13 Martin Tyler is an English football commentator who was voted the FA Premier League commentator of the
decade in 2003. Alan Smith is an English commentator and a former professional footballer.
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3.4.3 The Source Text in Video Game Commentary

Exploring the unique process through which the FIFA EA Sports video game commentary is
created reveals an unusual linguistic situation, which raises an important question about the
nature of the translation practice involved. The creative and spontaneous way in which the
English commentary is created makes us question whether the recorded commentary or the
match scenario is the source text for the Arabic commentary. If a transcription of the English
commentary is used as a source text, its Arabic translation will be geared towards English
gamers, the target audience in the source culture, and, hence, the Arabic commentary will
lack the naturalness and reality which are main features of video game commentary.
Alternatively, if match scenarios are translated into Arabic and commentators are then asked
to follow the same unscripted method to create spontaneous Arabic commentary, an
interesting translation situation is produced from which a concrete commentary source text
is absent. In other words, the Arabic commentary will be geared toward Arabic gamers, the
target audience in the target culture, and will fulfil the entertaining function of video game
commentary by sounding natural and real to the Arabic football measures. However, the
unscripted method of creating a target commentary is difficult to measure in terms of word
count, which is a marketing determiner for the size and budget of the video game localisation

project (Bernal-Merino 2016c).

Esam El-Sha’waly, a famous Tunisian football commentator in the Arab World and the PP
commentator of the Arabic localised FIFA EA Sports video game series, talks about the process
of creating the Arabic commentary. Although El-Sha’waly does not specify whether he was
provided with an Arabic translation of the transcribed English commentary or that of match
scenarios, he stresses that no restrictions were imposed on the Arabic translation of the
commentary. He explains that EA Sports chooses a commentator for his popularity and for
the thrilling expression for which he is known, and that limiting the commentator in a
translated text prevents the commentary’s success. Hence, the commentary he produced for
the FIFA EA Sports video game is as spontaneous as the ones he produces for real life matches
broadcasted on Al-Jazeera Sports channel, where he works (El-Sha'waly 2011). In fact, in the
field of sport translation, it is recommended that translators have the same cultural and
historical background as sports’ participants, use sports abbreviations and figurative

language, and understand the target culture’s views of sport participants (Sans 2016).
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Therefore, it is preferable that sport casters and/or sport reporters take responsibility for
sport translation. Due to the undefined framework according to which the English
commentary is translated into Arabic and the level of freedom allowed by sport translation,
it is fair to say that the Arabic commentary of the FIFA 15 EA Sports video game is the result

of a localisation rather than a translation process.

3.4.4 Analysis of the Arabic Commentary

To underline the linguistic and cultural aspects of the language transfer which occurred in the
Arabic localisation of the FIFA 15 EA Sports video game commentary, a comparative analysis
of the Arabic and English commentaries is performed in the following sections. Due to the
absence of a traditional form of source and target texts and to the nature of video games,
which prevents identical repetition of a match, a specific methodology is followed to set the
basis of the comparative analysis. A number of match pairs were played by alternatively
selecting Arabic and English as the language of commentary, while maintaining the same
variables; (stadium, teams, formations...etc.), in each match pair. To explore a wide scope of
linguistic variety in the commentary, two match pairs involved international teams;
(Barcelona vs. Real Madrid and Manchester City vs. Manchester United), while one pair
consisted of Arabic/Saudi teams; (Al-Hilal vs. Al-Etihad). In addition, one of the international
match pairs was played against the computer, whereas the rest were played against a friend.
Varying matches between human against computer and human against human were
undertaken to explore the linguistic/commentary variety available. Moreover, in an attempt
to generate matches that are close as possible in each pair, the level of difficulty for all
matches was set to a minimum to ensure minimum interference from artificial intelligence

(Al). Finally, the commentaries of all matches were transcribed and compared.

3.4.4.1 Commentary Styles

The English European version of the FIFA 15 EA Sport video game features Martin Tyler as the
play-by-play commentator (PP) and Alan Smith as the colour commentator (CC). Respectively,
the Arabic localised version of the game features Esam El-Sha’waly, a Tunisian, and Abdullah
Al-Harby, a Saudi commentator. EI-Sha’waly is a popular figure in the Arab football world,
admired for his expressive and elaborative commentary, fluctuating intonation and Tunisian

dialect. In comparison, Al-Harby is less popular yet is a well-known voice on Al-Jazeera Sports
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channel. Despite their spontaneous and high quality performance in the FIFA 15 EA Sports
video game, the mutual commentary is considered culturally foreignised by many Arabic
gamers. In the Arab football world, having a single commentator performing both the play-
by-play and colour commentaries is a common Arabic style. Therefore, replicating the English
style of commentary presentation, by having a distinct commentator for each commentary
level, in the Arabic localisation of the game’s commentary does not reflect the reality of Arabic
football. On Arabic video game fora, Arabic gamers express their discontent with the
participation of a second commentator, whose involvement spoils their enjoyment.
Although the Arabic localisation of the FIFA 15 EA Sports video game commentary is
completed in Qatari studios under the supervision of a local Middle Eastern distribution
company, Red Entertainment, by professional Arabic commentators, this obvious act of
foreignisation was not prevented. The reason for not rectifying the cultural foreignisation of
the Arabic commentary in the new releases of the game in spite of Arabic gamers’
dissatisfaction is potentially due to technical and commercial factors. Replacing two
commentators, the PP and CC, by one in the Arabic localised version requires recoding the
game, the storage and insertion of audio files, and, thus, a higher localisation budget (Bernal-

Merino 2016c).

3.4.4.2 Introducing Dialects in the Target Text

Due to the spoken nature of the FIFA 15 EA Sports video game commentary, its Arabic
localisation utilises regional dialects instead of the Modern Standard form, placing
regionalisation side by side with Arabisation in the Arabic localisation of the same product.
Although the English commentary of the European version of the FIFA 15 EA Sports video
game is solely presented in British English, the Arabic localisation of the commentary is
presented in two distinct regional dialects, Tunisian and Saudi. Given that spoken Arabic
consists of around 22 regional dialects, the introduction of a dialect in the target text where
there is none in the source text is an important strategy in game localisation when dealing
with such linguistic variation (O'Hagan and Mangiron 2013). In addition, the use of dialects
makes the Arabic commentary more exciting by giving it a local flavour, unlike other video

game titles, such as Call of Duty, which utilise Modern Standard Arabic for their audio assets

14 Arabic gamers’ opinion on this point can be viewed at https://saudigamer.com/fifa-15-saudi-editions-

release-date/.
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localisation, leading to their foreignisation and to Arabic gamers’ dissatisfaction. The
utilisation of regional dialects in the Arabic localisation of the FIFA 15 EA Sports video game

highlights a diglossic domestication.

Selecting the Tunisian and Saudi dialects for the Arabic localisation of the FIFA 15 EA Sports
video game commentary is not an indication of primarily targeting Tunisian and Saudi Arabian
gamers within the Arabic market. Indeed, the selection was a difficult marketing decision
based on a number of criteria set by the distribution company, since the Arabic world is filled
with professional commentators from across its regions. Given the size of the localisation
project, the team at Red Entertainment Distribution Company wanted to ensure that their
selection would lead to a successful Arabic commentary. The company was seeking
commentators who have long experience in football commentary, who are popular among

the young Arabic audience and who work together in harmony (Salem 2011).

The contrast between the Tunisian and Saudi dialects highlights interesting linguistic features
which contribute to the reality of the Arabic commentary. While Al-Harby, the Saudi (CC)
commentator, maintains almost pure Arabic speech, El-Sha’waly, the Tunisian (PP)
commentator, recurrently uses English football lexicon. This linguistic variation is connected
to the historical background of the Tunisian dialect and that of football commentary in the
Arab world. Due to long-term exposure to a foreign language in a local context, namely to
French during the colonial period, Tunisia has long been a bilingual community, in which code
switching is a common linguistic feature (Belazi 1991). Code switching refers to “a bilingual
mode of communication characterised by frequent shifts from one language to another
(typically with phonological interference) through the flow of speech” (Timm 1975, cited in
Belazi 1991, p.23). The reason bilinguals switch codes in a single conversation is for their
ability to express themselves equally in both languages (ibid). Although code switching in the
Tunisian dialect typically happens between Arabic and French, in his commentary, EI-Sha’waly
tends to shift between Arabic and English. It is claimed that the language of football
commentary first started in the Arab world (particularly colonised countries) in a foreign form,
mainly English, and that its assimilation was a long journey that progressed with the
advancement of audio-visual media (Gamal 2008). Since English has a strong presence in the
field of football and bilinguals conveniently switch codes in their conversations, it is

understandable for EI-Sha’waly to replace French with English in the context of football.
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Interestingly, it is observed from a number of interviews with El-Sha’waly that when
expressing himself he shifts between Arabic and French, but when discussing football, he
switches between Arabic and English. Examples of El-Sha’waly’s Arabic and English code
switching in the Arabic commentary of the FIFA 15 EA Sports video game are provided below,
as well as their back translation which reflect the Arabic, specifically Tunisian dialect,

grammar.

Back translation Arabic phrases

It was in its way to the corner (English term) | (e Wbzl (sl o815 ) S &y a8 il
but the goalkeeper saved it from the corner a0 30

(Arabic term)

And the ball is in the out [sic] (Arabic term) gl ol A yssll

out (English term)

The match (Arabic term) is over then, the Silall e w8all 3 jila 3 51 Ll gl
referee’s whistle ends the match (English

term)

Table 1 Instances of Code Switching

Considering the relative novelty of football commentary in the Arabic language, some foreign
terms take precedence over local equivalents despite their availability, such as foul, corner
and out (ibid). Hence, it could be argued that what is witnessed in ElI-Sha’waly’s commentary
is borrowing and not code switching. However, borrowing refers to importing words into a
language with the possibility of these undergoing phonetic, morphological or semantic
changes, and that in the case of borrowing the speaker proceeds on the basis of one code
(Belazi 1991). In contrast, when code switching is involved, there is no source or recipient
language, since both languages are present at any point in time, and the speaker alternates
from one code to another (ibid). Therefore, the bilingualism of EI-Sha’waly’s commentary is
considered code switching, a feature for which the Tunisian dialect is known. On the other
hand, the limited occurrence of foreign terms in Al-Harby’s commentary, (which appeared
only once in three virtual matches, and featured specialised terms such derby), can be

considered borrowing, since he adheres to a single code throughout his commentary. The
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reality of the FIFA 15 EA Sports video game commentary lies in being a true imitation of the

TV football commentary by representing the characteristics of the Arabic dialects.

3.4.43 Comparing Arabic and English Commentaries

Analysis of the transcribed commentaries shows that the FIFA 15 EA Sports video game
commentary tends to follow a certain linguistic sequence, ranging between informative and
expressive text types. The English commentary starts with information about the teams’
formation, then it proceeds to describing the match’s events. As the virtual match progresses,
the expressive part of the commentary either provides sentences or phrases describing
interesting manoeuvres or critical decisions, or names the player who is momentarily
controlling the ball, to maintain the flow of speech when no important events occur. When
applicable, the stretches of expressive texts are instilled with informative texts, which offer
additional information, such as historical/background details, about a relevant team or
player. On the other hand, the Arabic commentary of the FIFA 15 EA Sports video game
features a different sequence of text typology. Instead of starting with the team formation,
the Arabic commentary begins with an expressive text describing the importance of the
match and the excitement of football, while including fragments of information stating the
playing teams’ names. The expressive part that follows is very similar to that of the English
commentary, as it describes the unfolding events of the match and states the players’ names
when no event is worth describing. However, the additional background information inserted
in the expressive part is very limited, in other words, the majority of the Arabic commentary
is essentially expressive, unlike the English commentary. Although the theory of text typology
showed relevance to the Arabic localisation of the FIFA 15 EA Sports video game packaging
and in-game texts, the free translation of the commentary prevented applicability of such
theory. Text typology is only applicable if “the target text skopos requires ‘equivalence’(in the
sense of text type analogy) between source and target texts” (Nord 2005, p. 23). Since it is
essential for texts on the FIFA 15 EA Sports video game packaging to be operative and
informative, and for in-game texts to be informative, the skopos of their Arabic
correspondents requires equivalence. In contrast, the commentary aims to be entertaining
regardless of the text types used for delivering this function. Therefore, the Arabic

commentary shows equivalence on a functional rather than on a textual level.
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In order to qualify the reality of the Arabic commentary and to assess the cultural and
linguistic differences of the Arabic and the English football contexts, the linguistic stitches of
commentaries are compared. In the process, a number of obstacles were faced, and in return
a defined methodology was sought. Given the difficulty of identically repeating the same
match twice, the commentaries of each match pair did not provide a rich enough subject for
comparison. Finding equivalent phraseology or stitches was challenging under the
uncontrolled development of each match pair. Therefore, instead of comparing the
commentaries of each match pair separately, all transcribed Arabic commentaries were
collectively compared with their English counterparts to allow a wider scope for equivalence.
Due to the fact that the purpose of adding audio files/commentary to football video games is
to increase the game’s immersion, only the part that fulfils this aim in the Arabic commentary
is considered a subject of comparison. Since CC in the Arabic commentary is not a simulation
of reality, because it does not follow the Arabic commentary style of having one commentator
for both CC and PP commentary, texts of colour commentary are excluded from the
comparison. This helps shift the focus of comparison to what is real according to the Arabic
commentary style, which is the play-by-play (PP) commentary. Moreover, the variation of text
typology between the Arabic and English commentaries of the game resulted in more data,
yet less chances of equivalences. Hence, informative texts were exempted due to their
minimal existence in the Arabic commentary, while expressive texts remained the core of
comparison. Finally, when comparison of expressive texts of the PP commentary in the FIFA
15 EA Sports video game is attempted, some phraseology mistakenly showed equivalence
between Arabic and English. In order to verify if two seemingly equivalent stitches are actually
paralleled, the situations which generated them were compared as well. In other words,
linguistic equivalence is accounted as such if it is supported by situational equivalence in the
football gameplay, such as a foul or a free kick. Only linguistic equivalences supported by
situational equivalences are considered valid examples in this section. For further facilitation
to finding equivalence, stitches are classified into phrases comprising football terminology,
those describing football manoeuvres or participants’ decisions, and others describing
players’ performances. Examples on both are provided below, while the English stitch is
presented in brackets in the discussion, a triple presentation of the Arabic, Arabic written,

transliterated and back translated, is included in tables.
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3.4.4.3.1 Example of Football Terms

The Arabic and English versions of this type of stitches tend to show little differences in their
phraseology, as football terminology, which naturally shows equivalence, is the main element
on which the stitch is based. However, this is not always the case as sometimes Arabic and
English commentators describe the same game situation differently, despite using equivalent
football terminology. Two examples are provided below; one demonstrating similar

phraseology, and another demonstrating different phraseology yet similar meaning.

A common move in football is playing the ball, in an attack, across the field from one side to
the other or to the middle. When such a move is encountered in the FIFA 15 EA Sports video
game, the English PP commentator usually says ‘in goes the cross’. The table below shows the

Arabic phrase, and its translations, expressing the same move.

Arabic Sl (5% ames 4 58

Phonological transcription | Tam’reera ardiah wala ahla

Back translation A beautiful wide pass

Table 2 Example (1) for Arabic football term

Since the cross is a single move that needs to be followed by other moves in order for the
match to progress, it only entails a simple phrase to describe it. The Arabic words tam’reera
ardiah are the equivalent term for the English cross, while the adjective wala ahla (good) is
optional, which is not always mentioned with the term. Due to the simplicity of this move,
the stitch which describes it shows simple phraseology in both languages, focusing on the

football term cross.

Some football decisions are similar in Arabic and English matches, yet commentary on them
tends to differ occasionally from one language/culture to the other. The case of an offside
presents a good example, despite the fact that the football term ‘offside’ remains in its English
form in the Arabic stitch as part of the linguistic feature code switching. An offside in a game
is decided when a player is in an active play while he is nearer to his opponents' goal line than
both the ball and the second last opponent. In the English match, the stitch ‘that’s offside and

the referee has acknowledged that fact’ is generated by such situation. Despite carrying the

91



same meaning, the phraseology of the equivalent Arabic stitch, presented below, is noticeably

different.
Arabic Al ol poa Agall 8 dge ) 8
Phonological Karar myiah fi elmyiah sah offside

transcription

Back translation | a decision 100% correct offside (English term).

Table 3 Example (2) for Arabic football term

While the English stitch uses a full sentence in an active voice, mentioning the decision, an
offside, and focusing on the person, the referee, who confirms it, the Arabic stitch simply uses
a phrase which gives value to the decision without mentioning who made it. Despite their
different phraseology, both stitches confirm the offside decision in an equal level of assertion.
The English stitch describes it as a fact, and, similarly, the Arabic stitch describes it as a
decision 100% correct. In summary, the football term offside is equally used in both
languages, yet the commentary in each language used a different phraseology to reach to the

same conclusion.

3.4.4.3.2 Examples of Players’ Actions

These types of stitches are not specifically describing football moves or decisions, but are
expressing commentators’ reactions to them. Therefore, the linguistic and cultural
differences between Arabic and English phraseologies are clear. While the English
phraseology is short, direct and formal, the Arabic phraseology tends to be extended,
figurative and informal. The linguistic and cultural variation of the Arabic and English

commentaries are demonstrated in the following examples.

When a player is about to score but the goalkeeper saves the shot, the latter is praised for his
performance in the English commentary by: ‘good work by the goalkeeper’. In a similar

situation, the Arabic commentator cheerfully shouts the following stitches:
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Arabic (Tl obacfae Ghe LA Gb da¢ Jlla tﬂji‘-‘ d.'ia.a‘;:\\.a &y 8

8))‘
Phonological Gerak ma yelzam’neesh, gerak mafeesh, minack ethnain ma
transcription shufnash, mush momken, hares wala ar’'waa.
Back translation | don’t need other than you, there is no one else but you, we

haven’t seen two of you, impossible, brilliant goalkeeper.

Table 4 Example (1) for Arabic description of player’s action

The example above shows the simplicity and concise phraseology of the English stitch that
delivers the commentator’s admiration of the goalkeeper’s performance. On the other hand,
the Arabic commentary offers four dependent clauses and one independent ‘brilliant
goalkeeper’ for delivering the same meaning. In addition to the linguistic variation between
the two commentaries, a cultural variation is also signified. This example highlights the
tendency of English speakers to express themselves directly in few words, and the inclination

of Arabic speakers to be more emotional and rather expressive.

Another situation is when players are passing the ball so poorly that the opposite team can
easily takes it away from them. In such a situation, the English commentary uses the stitch:
‘they’ve got to keep the ball better than this, because that’s just give away to the opposition’.

The Arabic commentary on an equivalent situation expresses the following stitch:

Arabic 35S0 A Caaly Gln Lo 4l 5y daadd Llagl) iy 4lS 138 (33

Phonological Elfarik hatha ka’anoh yekadem elhadaiah lekhasmuh yequoloh

transcription ma nehebish nel’ab khuth elkurah.

Back translation As if this team is offering presents to its opposition saying we
don’t like to play, take the ball.

Table 5 Example (2) for Arabic description of player's action

Both Arabic and English stitches express similar meaning, the team is easily losing the ball, yet
in a different phraseology. The English stitch consists of two clauses, one which gives advice
‘they’ve got to keep the ball’, and another which explains the team’s inability to keep the ball

by using the expression ‘give away’. On the other hand, the Arabic stitch neglects the advice,
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and, instead, stresses the team’s inability in keeping the ball. It consists of two clauses, each
using a figurative language, ‘the team is offering presents to its opposition’ and ‘the team is
asking its opposition to take the ball because they don’t like to play’ repeatedly delivering the
same meaning. The previous examples demonstrate the level of reality the Arabic
commentary has reached in the absence of a tangible form of a source text. In addition, the
examples show how the Arabic commentary fulfils the entertaining function and achieves

cultural and linguistic domestication.

When comparing the level to which the written and the voiced channel modes are localised,
we find the Arabic localisation of the FIFA 15 EA Sports offers inconsistent communicative
levels. In response, many Arabic gamers tend to set each channel on the language which
complements their gameplay experience; a common ludic behaviour under the game’s
linguistic flexibility.'® In that, their role changes from passive receivers of translation to active

agents.

3.4.4.4 Commercial Observation

The Arabic localisation of the FIFA 15 EA Sports video game commentary is of a high standard,
increasing the game’s immersion and sales. In video game localisation, re-voicing is usually
reserved for triple A titles and locales with higher profitable margins (Chandler and Deming
2012; O'Hagan and Mangiron 2013; Bernal-Merino 2015). The reason re-voicing is reserved
for higher budget games is because “audio localisation (script translation, actors recordings
and studio times) accounts for 50 per cent to 70 per cent of the localisation budget” (Bernal-
Merino 2015, p. 74). Therefore, the localisation of audio assets designates fully localised video
games from partially localised ones (Chandler and Deming 2012; O'Hagan and Mangiron 2013;
Bernal-Merino 2015). However, despite its partial localisation, as seen in the packaging and
in-game analysis, the Arabic localisation of the FIFA 15 EA Sports video game offers a high
quality Arabic commentary which contradicts claims of the video game localisation literature.
By the FIFA EA Sports 2012 release, its sales overtook its rival PES Konami in the Arabic market
and promised to reach 200-250 thousand copies. It was only at that point that a decision on

its Arabic localisation was made (Salem 2011). In its first year, the Arabic localisation of the

15 An example of the bilingual experience of Arabic gamers can be viewed at
https://www.youtube.com/watch?v=hCJPPRW935w.
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commentary delivered 160 hours of recordings, including editing, and around 200 thousand

words of Arabic commentary (ibid).

Since it is generally agreed that re-voicing is only performed for fully localised video games,
and that it is performed for the Arabic localisation of the FIFA 15 EA Sports video game despite
its partial localisation, further investigation was deemed essential. In addition to the
gualitative analysis provided above, a quantitative analysis is sought to calculate the ratio of
Arabic commentary to the English. Despite the expressive nature of the Arabic commentary
demonstrated in examples 4.4.3.2, it is found that the word count of the transcribed Arabic
commentaries is noticeably less than that of the English. In the match pairs played against a
friend, the Arabic commentaries consisted around 85% of the English, including the pair
consisting of Saudi teams. The match pair played against the computer showed an even
smaller ratio, as the Arabic commentary consisted of only 61% of the English. This leads to
the assumption that the game’s commentary is partially localised to Arabic. Hence, the re-
voicing of the Arabic commentary does not indicate a full localisation of the game, as
explained in video game localisation literature, but streamlines with the partial Arabic

localisation of the entire game.

3.5 Conclusion

The FIFA 15 case study provides an overview of the video game localisation process and
highlights the types of domestication and foreignisation Arabic gamers encounter in video
game localisation. Discussing domestication in a localisation research is foreseeable, yet the
chapter highlights aspects of cultural, technical and diglossic domestication that exist beyond
the traditional definition. On the other hand, discussing foreignisation in localisation is
unexpected due to the target-oriented nature of the industry. The chapter proposes two
types of foreignisation, one that is intentionally practiced due to commercial decisions, yet
does not affect the clarity of the message, such as the standardisation of brand names and
maintaining two Arabic commentators. The other type of foreignisation is that which hinders
the message accessibility and is due, namely, to the industry’s technical implications, such as
the translator’s isolation, collaborative translation and lack of linguistic quality assurance
(QA). In addition, the chapter highlights the unconventional process of translating the game’s
audio files which destabilises the notion of source text as we understand it as a fundamental
of Translation Studies. In light of the absence of the source text, the Arabic commentary
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produced is natural and reflects real characteristics of the Arabic football commentary. The
Arabic localisation of the commentary signifies a deviation from the video game localisation
norm, where audio files are included in the budget of a partial localisation project. Moreover,
the chapter draws our attention to the active role of the target users of video games, as they
can linguistically shape their gameplay experiences according to each’s personal preference.
Arabic gamers tend to seek bilingual gameplay experiences as a means of overcoming the
foreignising translation of the Ul and maintaining the game’s immersion. This chapter
highlights terms of Translation Studies, domestication and foreignisation, the source text and
the target user, in a video game localisation context which will continue to be questioned in

the following chapters where they take different forms.
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4 Reassessing Domestication and Foreignisation in Arabic Localisation:

The Knorr Website Case Study

4.1 Introduction

Today, an increasing number of companies are localising their websites to Arabic, highlighting an
important field of translation practices that is rarely recognised in translation and/or localisation
research. Generally speaking, websites serve different purposes ranging between ‘a marketing
tool, a direct sales facilitator or a technical support provider’, through which websites are aimed
at building customer relationships (Bortoli and Ortiz-Sotomayor 2009). Among the wide number
of websites localised to Arabic, the Knorr website has been chosen as a case study for a number
of reasons. Knorr is a multinational company, a subsidiary of Unilever, which has a long and strong
presence in the Arabic market, despite its varying incarnations in different parts of the Arabic
world. In some Arabic locales, such as the Gulf, Knorr is presented as an independent brand name,
while in others, such as Egypt, the Knorr brand name appears jointly with the local brand Fine
Foods. As a result, Knorr is eager to sustain its brand identity, yet is equally eager to localise its
products to the Arabic locale. This brings to the fore the concept of glocalisation, which was
discussed in the previous chapter in relation to FIFA 15 EA Sports packaging, and its negotiation
between the global and the local. Moreover, while many companies rely only on Modern
Standard Arabic for localising their websites, Knorr utilises different forms of the Arabic language,
Modern Standard Arabic and regional dialects, to target specific locales within the Arabic market.
This highlights points of comparison and contrast with the video game case study, where the

same linguistic approach was utilised for targeting a non-locale-specific audience.

The Arabic localisation of the Knorr website provides a unique case study for applying Venuti’s
theory of invisibility (2008) to localisation. In addition to the forms of domestication and
foreignisation introduced in the previous chapter, the Knorr case study proposes a diversified
type of domestication. While messages serving the company and those serving its clients are
supposed to be equally delivered in terms of clarity, the Arabic translation of the Knorr content

seems to prioritise the former type of messages. This means that the roles of domestication and
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foreignisation need to be reassessed in the commercial context of website localisation. By
exploring types of foreignisation and domestication encountered in Knorr's Arabic localised
websites, the chapter will examine the conflicting factors influencing the translation process,
which allow it to take multiple shapes, to involve a network of agents and to target a broad
audience. In addition, the chapter will draw on Nord’s theory of translation as interpersonal
interaction (2007) to help explain the translation dynamics of the Arabic localisation of the Knorr

website.

This chapter seeks to address the translational, technical and commercial aspects of the Arabic
localisation of the Knorr website through two main parts. The first part explores Knorr's
marketing campaign, under which the Arabic localisation is delivered, and identifies the
decentralised model as the applied localisation model which entails mixing local and localised
contents. Christiane Nord’s theory of translation as interpersonal interaction (ibid) allows us to
focus on the process of translation through the agents involved in it. This part ends with a
discussion of the most relevant website localisation strategies and the commercial reasons
behind specifically targeting the Egyptian, the Gulf and the Saudi locales within the Arabic
markets. The second part of the chapter presents the analysis of Knorr’s Arabic localised websites
by following the users’ experience, starting from the commercial and technical elements which
help users reach the Knorr Arabic websites as part of their usability. Furthermore, analysis of the
local content, which is produced in the absence of a source text, examines the linguistic and
cultural features taking into account the local Arabic website conventions. Moreover, the analysis
seeks to identify the text producer and the target audience, as the agents involved in the Arabic
localisation of the local content, and flags up different types of domestication and foreignisation
strategies. Analysis of the localised content, which is translated from a source text, compares the
source and target texts and assesses the Arabic translation’s fulfilment of the communicative
function. In light of the varying communicability levels among texts serving Arabic users’ interests
and those serving the Company’s interests, the visibility and invisibility of translation are
observed as reinforcing the developing market’s marginal status from the perspective of a British
business. Finally, the chapter concludes by restating the focal points which were stressed in the

course of the discussion.
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4.2 The Story of Knorr's Marketing Campaign

In 2011, in response to the noticeable decline in its Canadian sales, Knorr set itself the task of
redefining its target audience and establishing an innovative marketing campaign. Mothers of
children under 12, the primary cooks in the household who search for dinnertime solutions, were
identified as Knorr's new target audience. Knorr understood that by 4pm, this target audience is
shopping for answers to the question “What’s for dinner?”. Therefore, Knorr launched a program
to answer this daily question via simplified traditional and complicated appetising recipes,
accompanied by original food photography and offered on different marketing platforms, with a
strong emphasis on digital media. The Canadian program, which aimed at establishing loyalty and
driving repeated purchase, yielded such impressive results that Knorr decided to roll it out

globally (Communications 2014).

Today, the 2011 Canadian key question appears, as a tagline, on Knorr’s Arabic localised websites;
thus, they are part of the ‘What’s for dinner?’ campaign which targets mothers and offers
mealtime solutions. However, the Knorr British website, which is considered the source given
that Knorr, Unilever, is an English-Dutch company, no longer features the same campaign. It
recently moved from the “Love at first taste” campaign, which targeted ‘foodie millennials’ in
2016 (Mortimer 2016), to the “Time to dig in” 2017 campaign. The openness and dynamic nature
of hypertext allows web content to be constantly updated, making its life cycle highly dynamic
(Jimenez-Crespo 2013). While this encourages users to visit websites repeatedly, it,
simultaneously, makes it difficult for website translation and localisation research to work with a
stable form of text. The content of Knorr's British website, with which the current research has
started as a source of data, changed before the chapter was completed. Although the content of
Knorr's Arabic localised websites remained constant during the time of analysis, its stability is
predictably subject to change. Therefore, following a synchronic approach is essential for defining
the scope of this analysis. The chapter focuses on the content of Knorr’s Arabic localised websites

as they were accessible starting from October 2016 and until February 2017.
4.2.1 A Localisation Perspective

The Knorr website is a marketing tool which serves the purpose of a showcase displaying Knorr’s
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products and offering recipes to promote them. Given that Knorr products vary noticeably across
international markets and slightly within the Arabic market, each Arabic locale-specific website
has to display products sold at brick and mortar retailers, and offer recipes which employ the
products available in each locale. In addition, the culinary context is so culture-specific that
recipes need to be developed in the Arabic locales to ensure effective communication and target
users’ satisfaction. In fact, the vice president of Unilever Arabia, Van Kesteren, is quoted as
saying: “our recipes are based on the needs of the Arab consumers and we avoid simply recycling
products from Europe or the US." (Business 2006). Therefore, Knorr's Arabic localised websites
are not a genuine representation of the Knorr British website, but they follow a decentralised

localisation model:

The decentralized model implies offering a common ‘shell’ or visual structure
for the sites, with the actual local websites controlled and produced in each
country, often mixing localized and local content, but also creating a new full

website from scratch. (Jimenez-Crespo 2013, p. 36)

In this sense, Knorr’s Arabic localised websites adopt a global template to show consistency with
the original and international versions of the website. Moreover, they combine local content,
specifically created for the target locales, with localised content, created outside the target
locales and then adapted for them (Yunker 2003). This type of negotiated content presents an
additional layer of glocalisation, in which local and global contents are integrated in a
comprehensive textual unit, despite the number of source authors and translators involved in
the process. In fact, in such an interpersonal interaction, the traditional concept of a unified
source text is challenged, because it takes different forms within the boundaries of a single

textual unit, the website.
4.2.2 ATranslational Perspective

The fact that Knorr's Arabic localised websites are not identical representations of the British
website is an indication of an unconventional process, which does not necessarily move between
stable forms of source and target texts. Although Christiane Nord (2007) did not consider the

context of website localisation, her theory of translation as interpersonal interaction shows
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particular relevance to the Arabic localisation of the Knorr website. Her theory allows us to focus
on the process of translation in which multiple agents are involved, instead of perceiving
translation as a practice of a single agent steadily moving from a defined start to an end. Nord
suggests using ‘translation action’ as a general term which describes translation practices even
those from which a source text is absent. When two or more agents are involved in the
translation process, Nord observes the theory of action becoming a theory of interaction, as the
agents and their roles interconnect through a network of relations. The initiator or the
commissioner “is the person... or institution that starts off the translation process and determines
its course by defining the purpose for which the target text is needed” (ibid). In cases where the
source material is produced for receivers under the conditions of the source culture, the source-
text producer is indirectly connected to the translation process, by being responsible for merely
“the features of the source text”. In contrast, if the source text is “motivated by the need for a
text in a particular translation process”, the source-text producer is directly involved in the
process. Both cases influence the translator’s role, as it could either be “carrying out the
commissioned task”, or “compared with a target-culture text producer expressing a source-
culture sender’s communicative intention” (ibid). Within the multiple possibilities of translation
actions, Nord emphasises Vermeer’s idea of the source text’s ‘dethronement’, where “the source
text is no longer the first and foremost criterion for the translator’s decision; it is just one of the
various sources of information used by the translator” (ibid). Finally, Nord identifies the target
text receivers as the “addressee of the translation”, who are “a decisive factor in the production

of the target text”, and, hence, are “of crucial importance to the translator” (Nord 2007, p. 19).

Nord’s theory of translation as interpersonal interaction caters for a variety of translation actions,
in which the source text, the source-text producer and the translator are variable agents. The
Arabic localisation of the Knorr website is a dynamic process which features almost all Nord'’s
suggested translation actions. Given that the boundaries of text, in the website context, are
rather blurred since they are not defined by the textual elements appearing on a web page, the
whole website is considered the minimal textual unit (Jimenez-Crespo 2013, p. 50). The different
textual elements, technically referred as nodes, of the Knorr website collectively create its textual

unity. Since Knorr's Arabic localised websites present a glocalised text, multiple translation
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actions simultaneously take place, in which roles of some of the translation agents are
interchangeable. The locally developed nodes are created in complete isolation from a source
text, hence, a ‘target-culture text producer’ or a ‘culture consultant’ is involved in the process.
On the other hand, the localised nodes mirror a stable form of a source text, or version of it, thus,
their translations involve a source-text producer, directly or indirectly, and a translator. The
dynamics of these processes imprint Knorr’s Arabic localised websites with mistakes, linguistic
and cultural foreignisation and domestication, from which many inferences can be made which
explain a lot about the target audiences’ identities. Only the commissioner of Knorr's Arabic
localised websites is clearly identified as the Knorr Company, who started the translation process

to promote its sales in the Arabic market.
4.2.3 Acommercial perspective

Knorr's Arabic localised websites are a summarised version of the Knorr British website. John
Yunker (2003) explains that partial website localisation allows companies to “test [the] waters”
of new markets and avoid a large initial investment. Given that Knorr’s Arabic localised websites
are not following the progression of the Knorr British website’s campaigns, the investment in
both seems contrasting. Accordingly, it is assumed that Knorr is managing its Arabic online
presence with a limited budget, which supports the idea of the Arabic market is being tested.
However, the Company’s performance in the Arabic market suggests otherwise. In an interview
with Reuters, the chief executive of Unilever stated that by the end of the current decade,
emerging markets will account for 75% of the company’s turnover, while Europe and the US will
be low growth territories. He was also quoted as saying: “we are by any standards the emerging
market company” (Sezer 2011). Hence, it could be argued that prolonging the “What’s for
dinner?” online campaign is due to the positive response it is receiving in the Arabic market,
which continues to contribute to the company’s profits. In contrast, the recurrent changes of the
British website reflect the market’s need for constant stimulation. However, the Knorr Company’s
performance in the Arabic market still does not explain the partial Arabic localisation of its
website. The comprehensive localisation strategy potentially holds the answer, as it does not
entail including the entire content of the source site in its localised version, but instead aims at

creating an equivalent user experience (Yunker 2003). In this sense, the Arabic localisation of the

102



Knorr website aims to offer Arabic users a proper representation of the Company, as well as an
Arabic experience of the website. In consideration of the level of maturity of local Arabic food
companies’ websites, Knorr seems to level its original online experience with the local Arabic
experiences via partial localisation. Hence, Knorr's Arabic localised websites offer a glocalised
online experience; a middle ground that captures the essence of the Knorr British website in the

experience of local culinary Arabic websites.

The Arabic market consists of multiple locales, most of which have their own sub-culture and
regional dialect. Therefore, Knorr caters for the market’s diversity by addressing the Arabic
market in a localisation project that offers three versions of the Knorr website. Knorr’s decision
to target Egypt, the Gulf and Saudi Arabia through the Arabic localisation of its website is a result
of its assessment of the Arabic market. Although most of the tools explored in the website
localisation literature are originally used for determining the languages worth targeting, they will
be used, in this context, to discuss Knorr’s decision to target the above-named Arabic locales. The
T-index (Claverie 2010) is the most recent method for calculating languages’ return on website
localisation investment. However, given that the T-index is a tool utilised for commercial websites
facilitating sales transactions and that the Knorr website does not offer this function, the T-index
is not an applicable method here. Alternatively, both Yunker (2003) and Singh (2012) suggest
carrying out a market review before selecting a language for a target. The review should include
economic forecast!®, competition from foreign and domestic companies, Web penetration, and
the company’s operations and available sources in the local country. With Unilever’s main offices
being located in Saudi Arabia, United Arab Emirates and Egypt, they are potentially reporting
about the industry’s size and the company’s sales, and they are managing Knorr’s Arabic localised
websites locally. In terms of competition, Knorr have no local competitors, since most local Arabic
food processing industries produce spices, food cans, pasta,etc. while bouillon and stock cubes
are limited to foreign brands. Therefore, Knorr faces a strong foreign competition in the Arabic
Market (namely Maggi, Nestlé), but almost no domestic competition. Because this scenario

applies for almost all Arabic countries, this factor does not in itself justify Knorr's decision to

16 The process of attempting to predict the future condition of the economy.
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target the selected locales. Nevertheless, the Gulf countries, especially United Arab Emirates,
Qatar and Bahrain, show high internet penetration rates (92%), which places them head to head

with countries at the top of the highest penetration list (www.internetlivestats.com). The case,

however, is not the same for Saudi Arabia and Egypt, which show penetration figures of 64.7%
and 33% respectively. Although other Arabic countries, such as Lebanon (75.9%) and Morocco
(57%), show higher rates than either or both of Saudi Arabia and Egypt, they are not targeted by
Knorr's Arabic localisation. This is possibly because web penetration is not a sufficient factor in

itself but contributes with the other factors to the market/language’s value.
4.3 The Arabic Experience of the Knorr Website

Knorr's Arabic localised websites share more similarities than differences. The Egyptian and Gulf
websites offer English as a language option to facilitate access to the content for non-Arabic
users, while the Saudi website lacks this option. All three of Knorr’s Arabic localised websites
present a main horizontal navigation bar and a visual site map, through which Arabic users have
access to the displayed Knorr products and recipes. The volume of recipes varies across the Arabic
locale-specific websites, with the Egyptian website offering the highest number (145 recipes),
followed by the Gulf (122 recipes), while the Saudi website lags behind (93 recipes). In addition,
links to five kitchen tips are offered to assist mothers and complement their culinary experience.
Vivid images of products, appetising dishes and detailed instructions accompany each of the
sections. At the bottom of the homepages, navigation text is provided to direct users to the
Unilever’s legal page (Privacy Policy), contact information and the agency responsible of the

Arabic localisation (Digital Republic).

In this section, | aim at thoroughly exploring the Arabic experience of the Knorr website, by
following the Arabic user’s path to navigate the websites. First, | will start by discussing the
elements that help Arabic users find Knorr’s Arabic localised websites; brand recognition and
global navigation. Discussions will address usability, which is a crucial factor facilitating the
website’s navigation by reducing the cognitive load needed for processing web information, and
will tap into the technical and the commercial implications of the Arabic localisation process. In

addition, | will analyse the local content of Knorr's Arabic localised websites based on Nord’s
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theory of interpersonal interaction, by identify the network of agents involved and the
characteristics of the targeted audience. Given that the local content is not mirroring a source
text, it is compared with the content of Arabic culinary websites, as they shape the local
conventions of Arabic websites. Finally, | will analyse the localised content of Knorr's Arabic
localised websites which is a translation of a source text. Here, Venuti’s theory of visibility (2008)
is considered not in terms of the translator’s visibility, but the visibility of translation. Accordingly,
the imperialistic implication of domestication is reassessed in the context of localisation, where

domestication is the translation brief and is supposed to serve the target users.
4.3.1 Finding Knorr's Arabic localised websites

Assisting Arabic users in finding the Knorr website(s) that specifically target them is an important
part of the website’s usability. In the context of website design and localisation, usability is
defined as: “the degree to which people (users) can perform a set of required tasks” (Brinck et
al. 2002, p. 2). Usability is generally delivered via a number of dimensions; those related to finding
Knorr's Arabic localised websites are memorability, how easy it is for users to remember, and
efficiency, the time required to perform a task (Jimenez-Crespo 2013).' The concepts of
memorability and efficiency are generally discussed in terms of structuring the website or
designing its functions (Nielsen 2012). However, because the Arabic localisation of the Knorr
website does not utilise the Roman alphabets, addressing these dimensions starts before users
land on the website. Recognising the Knorr brand name in an Arabic speaking market and
reaching the Knorr website(s) which specifically target Arabic users via global navigation are

important parts of Knorr’'s Arabic localised websites” usability.

4.3.1.1 Brand Recognition

Brand name identification is an important part of a website’s usability, as it helps emphasise
users’ certainty of being on the right page. As has been discussed in the previous chapter (section
2.1.1.1), brand names translation/localisation usually follows one of several methods, which vary
considering the brand name’s semantic reference and the target customers’ background of the

source language. The brand name Knorr originates from the company’s German founder Carl

7 For more on website usability, refer to Brink (2002, p. 2-3) and Jimenez-Crespo (2013, p.36).
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Heinrich Knorr. Hence, the name does not carry a semantic reference that needs to be retained,
nor core values that need to be conveyed. Therefore, the standardisation approach, keeping the
name in its foreign form, is followed to maintain consistency across international markets (Smith
and Klein-Braley 1997; Mooij 2004) and ensure brand recognition by non-Arabic speakers within
the Arabic market. Taking into account the different alphabets of source and target languages,
a graphic adaptation (Torresi 2010) is provided, in addition to the foreign name, to ensure Knorr
brand recognition by Arabic speakers. This is essential because the English language competency
of mothers (Knorr's redefined target audience) is hard to predict, as it could vary from limited
skills to bilingualism. Hence, transliteration ensures the brand name is legible. It is worth noting
that the Arabic transliteration follows the German pronunciation of the brand name Knorr,
/'kna:r/, which articulates the letter k, unlike the anglicised pronunciation, /'na:rr/. Its
pronunciation is domesticated to English when the German company was taken over by the giant

Unilever, turning it from Knorr, /'kna:r/, to /'na:r/. However, when Knorr entered the Arabic

market, it retained its German pronunciation but with an English identity. The fact that Arabic
users do not recognise the name as a German company shows a different level of domestication.
This proposes a tripartite model of Venuti’s domestication, where the Anglophone dominance is

simultaneously practised over German and Arabic cultures.

4.3.1.2 Global Navigation

As a multinational company, Knorr localises its website for different languages and locales. Given
that website users prefer to have direct access to their local page (Yunker 2003), directing
international users to the relevant homepages is considered part of the website’s efficiency. To
achieve this aim, Knorrimplements a number of navigation techniques. This section discusses the
techniques Knorr uses for its Arabic localised websites in comparison with those it uses for
international websites. Knorr uses its US website as a global gateway page, where a list of
country-specific websites is provided, and users can select their country/language of preference.
Each country-specific website is stored in its own country by giving it a country code top-level
domain (ccTLD), for example; Knorr.ca for the Canadian website and Knorr.es for the Spanish
website. This technique holds legal and technical implications, it protects the company’s brand

name abroad (ibid), and it speeds up download times locally (Maroto and Bortoli 2001).
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Nevertheless, Knorr's Arabic localised websites are not included on the global gateway list,
instead, they feature a unique URL (Knorr-kitchen.com), which sets Knorr Arabia apart from the
company’s international websites. By visiting Knorr’s Arabic URL, users are first directed to the
Egyptian homepage. From there, the Saudi- and Gulf-specific websites can be selected from a
drop down list. Having Knorr’s Egypt-specific website as a gateway for Arabic regional access is
potentially due to the language service provider or the Knorr local office responsible for the
website’s Arabic localisation being located in Egypt. In addition, Knorr uses the Geolocation

technology for its UK and US-specific websites, which refers to:

using an IP address to locate the web user and then deliver content meant for
that specific geographic location... without the user having to actively select
[SIC] his or her country or language. Companies can use this to deliver targeted
region-/country-specific content to their users and block users from getting

content they do not wish them to see. (Singh 2012, p. 157)

This means that users need only to search for Knorr on their browsers, and they are immediately
taken to their region-specific website. However, the geolocation technology is not effective on

Knorr's Arabic localised websites.

The fact that Knorr’s Arabic localised websites have a different URL and domain name points to
a number of commercial implications. The independence of Knorr Arabia’s IP address is probably
part and parcel of the websites’ decentralised localisation model, which is managed by the
company’s offices in the selected locales. That is, the regional offices manage the websites’
budget, and, hence, their content and structure do not reflect Knorr’s British website, as other
localised websites do.*® In addition, giving the websites an entirely different web page file name,
with the addition of a hyphen and the word ‘kitchen’, is a strategy for enhancing search engine

optimisation (SEO) (Singh 2012). Moreover, Knorr Arabia’s hyphenated name places it in parallel

18 Despite being stored in their own countries, Knorr’s US website and those on its gateway list are reflective images
of the British website. After the recent update on the latter, the Knorr Brazil website followed its footsteps, while
the US website is under construction. This is potentially due to the distributed localisation model, where “the central
office hosts the content management software, but each local office has access to their localised site to make
necessary changes” (Yunker 2003).
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with that of one of its strongest Saudi competitors (Googdy-Kitchen.com); a strategy for
increasing the website’s memorability. In fact, the brand’s Arabic name, placed under the English
one on the Arabic websites’ logo, is presented as ‘¢S &as’ which translates as Knorr Kitchen
(Figure 18). By taking such technical measures, Knorr is bringing its Arabic localised websites

closer to their target audiences, which in a way, can be observed as technical domestication.

Figure 18 The Knorr Arabic Logo

4.3.2 The Local Content

The local content of Knorr's Arabic localised websites offers an unconventional translation
process, in which fundamental concepts of Translation Studies, such as the author, the text and
the target audience, are re-evaluated. In the absence of the source text, the local content is
developed by a language service provider (LSP), or Knorr’s offices in each country. As explained
earlier, in a translation action that lacks a source text, the role of the translator is compared with
that of a target-culture text producer who is responsible for expressing the commissioner’s
communicative intention (Nord 2007). It could be argued that the text/content, which the target
audience read, is, in a way, the source text and the target text simultaneously. On these grounds,
the void created by the absence of the source text in the local content of Knorr's Arabic localised
websites shifts the focus to its author. In this case, the author or the target-culture producer, as
identified by Nord, fulfils the role of a ‘cultural consultant’ (ibid), who is potentially acknowledged
by the local website conventions in the target culture. In website localisation, the source culture
conventions are replaced with target culture conventions, to fulfil the brief of giving the
impression that the website is specially designed for the target users (Jimenez-Crespo 2013). The
local content of Knorr’s Arabic localised websites is concluded in the tagline, descriptive passages,

recipes and recipe videos. By addressing the linguistic and cultural features of the websites, the
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analysis of the local content will potentially answer questions about the Arabic localisation
method, the choice between Arabisation or regionalisation, and the identities of the author and

the target audience.

4.3.2.1 Linguistic Features

Despite targeting specific locales within the Arabic market, the Arabic localisation of the Knorr
website does not consistently follow the regionalisation method. Knorr's Egyptian website
appears partially regionalised, whereas the Gulf and Saudi websites are mostly Arabised. On the
one hand, the general feature of inconsistent Arabic localisation methods suggests the
independence of the local content’s authors. On the other hand, the consistency of some nodes
across Knorr's Arabic localised websites indicates otherwise. This linguistic irregularity is
potentially due to the adherence of each Knorr locale-specific website to the linguistic
conventions of its respective local websites, which perhaps occasionally intersect. Given that
website conventions tend to be shaped differently in each locale, and that more than one Arabic
culture is targeted, the irregularity of Knorr’s Arabic localised websites’ linguistic features show
multiplicity of audiences as much as it shows multiplicity of authors. Hence, it is questioned if the
multiple authors work in isolation or in collaboration, and if one of them is more authoritative
than the others. In addition, the identity of the target audience is also questioned in terms of

background and gender.

Aiming to answer these questions, | will analyse the local content of Knorr's Arabic localised
websites and measure it against the website conventions of local Arabic companies. Given that a
large number of Arabic food-processing companies have established an online presence, the
range of Knorr's local Arabic competitors is defined by those whose websites are similar to Knorr’s
both in terms of displaying products and providing recipes. Brochure websites are excluded
because they are limited to briefing about the company’s business (Almarai and Alsunbulah).
Similarly, | will not include websites providing recipes in English only (Marmum), and those
displaying recipes as images of printable copies, rather than as part of the webpage/hypertext
(Kuwait Flour Mills & Bakeries Co. and Edita). In addition, websites of companies from Arabic
regions other than those targeted by the Arabic localisation of the Knorr website, such as Algota

(Syrian), are not considered. Under these criteria, only the websites of Eldoha and Pasta Regina
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(Egyptian), Goody and Al-Alali (Saudi) and Danat (Gulf/Emirati) are considered part of the corpus.
During the course of the analysis, when all or most selected websites agree on a linguistic feature,
they will be addressed by Arabic conventions. However, if they disagree, each will be addressed
separately. Below, | will investigate the linguistic contents of Knorr's Arabic locale-specific
homepages, mainly the tagline and descriptive passages, comparing them and measuring them
against the local Arabic conventions. In addition, recipes are linguistically analysed, by comparing
their use of measurement units and the voice and verb formation of their directions across the

locale-specific websites and against the linguistic conventions of Knorr's local Arabic competitors.
4.3.2.1.1 The Tagline: “What's for Dinner?”

As has been previously explained, the question “What’s for Dinner?” is the drive behind one of
Knorr's marketing campaigns, which targets an audience of mothers. Therefore, having this
guestion as a tagline on Knorr’s Arabic localised websites indicates that it is a form of traditional
translation which derives from a source text, and, hence, belongs to the localised content.
However, the Arabic localisation of the Knorr website tagline is perceived as an overlap of the
localised and local contents. The Arabic question needs to be measured against the local
conventions of Arabic websites’ taglines, and, at the same time, to be compared to the source
guestion. In addition, analysis of the Arabic localised tagline contributes to answering the

localisation method question, and adds linguistic value to the discussion.

Although the Arabic localisation of the Knorr website specifically targets Egypt, the Gulf and Saudi
Arabia, the Arabic localisation of the tagline is consistently presented in the Egyptian dialect
across the locale-specific websites. This suggests that a single author/LSP delivers the Arabic
localisation, or that Knorr’s regional offices work in collaboration. While providing an Egyptian
tagline on the Knorr Egyptian-specific website is part of the regionalisation method, providing the
Egyptian tagline on the Gulf and Saudi specific websites is not a relevant type of localisation.
Examination of the selected local Gulf and Saudi websites reveals that taglines tend to be
regionalised, in other words, they are only phrased in respective dialects. Hence, the provision of
an Egyptian tagline on the Gulf and Saudi websites disrupts the local Gulf and Saudi conventions
and is perceived as an act of dialectal foreignisation. Given the level of engagement of Knorr's
regional offices in the Arabic market, such a foreignisation act is difficult to overlook. On the other
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hand, the Egyptian tagline is potentially a strategy for targeting an audience wider than the Gulf
and Saudi nationals. In consideration of the thriving job market in the Gulf and Saudi Arabia which
attracts job seekers from around the Arabic World, the region is known to be cosmopolitan.
Hence, the Egyptian dialect, which acts as the Arab World’s ‘lingua franca’, is possibly the best
casual Arabic form to address a diverse audience. In this context, the prevalence of the Egyptian
dialect is not entirely due to its cultural dominance, but partly to the economic power of the Gulf
region. This signifies a multilateral dialogue between English and the forms of Arabic, as English
and Egyptian are viewed as two lingua franca in different worlds, while English and the Gulf

represent economic powers.

Understanding the target audience and its culture is necessary for delivering the localised
message with the same level of clarity as the original (Yunker 2003). The Arabic localised tagline
reads: %3 ledll 4) Aukia back translated as: ‘What will you (feminine pronoun) cook today?’
From a linguistic perspective, the Arabic question is shaped around the housewife and her
culinary duty, by highlighting the feminine pronoun in relation to the act of cooking. This
semantically contrasts with the English question which focuses on dinner as the main noun. In
other words, while the English question foregrounds the result of food preparation (dinner), the
Arabic question emphasises the user/cook and her involvement in food preparation. This
linguistic shift is linked to the nature of the Arabic culture, as lunch is traditionally the main meal;
hence, mentioning dinner in the Arabic question would potentially constitute an act of cultural
foreignisation.® Therefore, avoiding naming a specific meal in the Arabic question prevents
cultural or sociological confusion about the main meal of the day, and leads to the domestication
of the text. In fact, the English version of the Egyptian and Gulf Knorr websites present the
guestion as “What’s for Lunch?”, which supports the proposition of lunch being the main meal
of the day according to the Arabic customs. In this sense, the Arabic localisation of Knorr

website’s tagline is culturally domesticated on all websites.

91t is worth noting, however, that the long working hours of modern life have forced people’s eating habits to
change; for some Arabic families, dinner is now the new lunch. The exact number of families switching to the
Western style is not quantified, while the traditional perception of lunch being the main meal of the day still prevails
even if in theory.
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Figure 19 Knorr's Question Answered in Images

4.3.2.1.2 Descriptive Passages

The Arabic localisation of Knorr's descriptive passages indicates multiplicity of authors/offices,
and that one of them is more professional than the rest. In culinary websites, descriptive
passages are usually located under headlines to give users insights about the labelled content.
On Knorr's Arabic localised websites, descriptive passages are featured under the
headlines/items of the homepages’ visual site map; Knorr Recipes, Your Kitchen Guide and the
main recipe video link. These passages appear regionalised on the Egyptian website (Figure 20),

while on the Saudi and Gulf websites (Figures 21 and 22 respectively), two are Arabised?® and the

20 Although Regionalisation and Arabisation may not be entirely relevant in this context, since these texts/nodes are
originally created in Arabic and are not a product of translation, they are still used for their clear denotation.
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third is presented in English. Considering the varying conventions of each locale which potentially
influence this linguistic variation, the local Emirati and Saudi websites are examined. It is evident
that phrasing descriptive passages in Modern Standard Arabic is part of the linguistic convention,
while the English language is only used on the English version of the websites. Hence, presenting
one of the descriptive passages in English on the Knorr Gulf and Saudi websites is an act of
foreignisation, which is largely due to the technical issue of mistakenly compiling the English text
in Knorr's Arabic website hypertext. On the contrary, complying with a single language/dialect
throughout the descriptive passages on the Egyptian homepage indicates the technical

proficiency of the LSP, or Knorr’s office, responsible for the Egyptian website.
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Figure 20 Descriptive Passages on Egyptian Website
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Figure 22 Descriptive Passages on Gulf Website
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4.3.2.1.3 Recipes

Recipes form the majority of Knorr's Arabic localised websites’ content. Within the defined
timeline of the study of these websites, the total number of recipes varies on each locale-specific
website. On the Egyptian website, 145 recipes were presented, while 122 and 93 recipes were
offered on the Gulf and Saudi websites respectively. Each recipe is divided into two parts,
ingredients and method/direction, and almost all recipes on the three locale-specific websites
are formed in Modern Standard Arabic. Across Knorr’'s Arabic localised websites, recipes show
inconsistency in terms of stating ingredients in metric or imperial systems, and in terms of giving
directions in different voices and verb formations. This allows us to detect a process of target
text production in which a network of authors are involved, not only across the Arabic websites,
but also within a single locale-specific website. The inconsistent recipes make us question the
identity of the recipes’ author(s) and in return prompt us to question the identity of the target
audience(s). In the following paragraphs, these questions are addressed by linguistically analysing

both parts of the recipes and assessing them in light of the conventions of local Arabic websites.
4.3.2.1.3.1 Measurements

Part of conveying clear and comprehensible recipes is providing consistent measurement units,
be it metric or imperial. On local Arabic websites, the convention for providing measurement
units is to use the imperial system. However, recipes on Knorr’s Arabic localised websites show
varied adherence to the local convention in that they inconsistently give measurements by means
of both systems. The metric system is more dominant on the Egyptian and Gulf-specific websites,
as it is provided in almost 44% and 41% of the recipes respectively, yet it is only given in 3% of
the Saudi website’s recipes. On the other hand, the imperial system accounts for 82% of the Saudi
recipes, whereas it accounts for 42% of the Egyptian and 38% of the Gulf recipes (Figure 23). The
percentages unaccounted for in all three locale-specific websites relate to recipes which jointly
use metric and imperial units. In summary, the use of both systems shows relative balance on
the Egyptian and Gulf-specific Knorr websites, while the imperial system shows dominance on
the Saudi website. This means that the Arabic localisation of Knorr websites adheres to the local
conventions in the Saudi-specific website, while it shows less adherence to the local conventions
on the Egyptian and Gulf-specific websites.
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Figure 23 Usage of Measurement Units on Knorr Arabic Localised Websites

4.3.2.1.3.2 Directions

In Arabic, recipes’ directions can vary in voice and verb forms between passive voice, first person
(plural), and imperative/second person feminine or masculine pronoun. In culinary websites, the
decision on using one of these forms relies heavily on the company’s marketing strategy and its
target audience. Given that most local food processing companies target housewives and
mothers, the Arabic convention for verb formation in recipes is the prevalence of the second
person feminine pronoun. Nevertheless, Knorr's Arabic localised websites do not adhere to the
Arabic convention, as their recipes vary in voice and verb forms. On the Egyptian-specific website,
48% of the recipes provide directions in the passive voice, 22% in the second person (imperative)
feminine pronoun, 13% in the first-person plural and 2% in the second person masculine
pronoun. On the Gulf-specific website, 26% of recipes’ directions are provided in the first-person
plural, 20% in the second person feminine pronoun, while the second person masculine pronoun
prevails with 47%. The Saudi-specific website shows less variation by providing 62% of its recipes
in the second person feminine pronoun and 36% in the passive voice (Figure 24). The percentages
unaccounted for in all locale-specific websites relate to recipes jointly use directions in mixed

voices and verb forms. In summary, only 31.5% (114 recipes) of a total of 362 recipes across all
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three locale-specific websites seem to adhere to the local Arabic convention. The data provided
leads to the same conclusion of the measurement analysis, i.e., that the Saudi-specific website

adheres the most to the local conventions.

Recipes' Voice and Verb Form
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Figure 24 Recipes' Voice and Verb Forms on Knorr’s Arabic Localised Websites

4.3.2.1.3.3 The Author and the Audience

Inconsistency of the recipes’ voice and verb formation affects the overall coherence of the Arabic
localised websites and, particularly, the Gulf website’s commitment to Knorr's marketing
strategy. Since the first-person plural and the passive voices are gender-neutral, the masculine
voice is the main problematic aspect of Knorr’s local content. Despite Knorr's marketing strategy
of targeting mothers (the primary cooks in the household), the imperative masculine pronoun
dominates recipes on the Gulf-specific website. This act of gender foreignisation either refers to
the identity of the author or an additional target audience beside mothers. One possible
explanation is that most recipes on Knorr’s Gulf website are designed by a male cook, and, hence,
his identity is visible through his writing. Preserving the author’s male identity in a feminine
context is acceptable in the Arabic language, on the basis that the masculine voice is a form of
inclusive speech, by which a diverse audience of both men and women can be addressed.

Although this rule is part and parcel of the Arabic grammar, its utilisation in a content which
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specifically target mother association is irrelevant. The fact that the tagline and the descriptive
passages on the Gulf-specific website are formed in the feminine voice and the majority of the
recipes are presented in the masculine affects the coherence of the website as a textual unit.
Knorr's commitment to its marketing strategy would in fact necessitate adjusting the recipes’
voice and verb forms to the gender of the audience it aims to target, even if their writer/designer

is of the opposite gender.

Alternatively, it could be argued that by using the masculine voice, Knorr is potentially targeting
another type of audience, in addition to mothers, in the Gulf locale. The gulf region is known to
attract job seekers from across the Arabic world, the majority of whom are males who, in many
cases, are living away from their families, and are responsible for domestically supporting
themselves. The presence of a Lebanese male cook starring in some of the recipe videos provided
on the Knorr Gulf-specific website seems to support this argument. However, it is worth noting
that those same videos are also provided on the Saudi-specific website whose recipes are
dominated by the imperative with feminine pronoun and feature no masculine voice. In addition,
the 2% masculine voiced recipes on the Egyptian-specific website appear identical to those on
the Gulf website, and it can easily be concluded that they are borrowed from it. Hence, it is fair
to say that the use of the masculine verb form in the Gulf recipes is more likely a result of
inconsistent writing style and faithfulness to the company’s marketing strategy than a matter of

defining a wider audience in the Gulf locale.

4.3.2.2 Cultural Features

Exploring the cultural features of Knorr's Arabic localised websites helps expand our
understanding of the Arabic localisation process and the identity of the target audience. During
the analysis of Knorr's Arabic localised websites, we have noticed that recipes are not exclusive
to each locale-specific website, but rather circulate across all three websites. This indicates a
form of collaboration between the authors of the local content, LSPs and/or Knorr's regional
offices. In addition, recipe circulation also suggests the target audience’s openness to dishes from
other regions/countries. Hence, in what follows, the circulation of recipes is studied
guantitatively and the prominent culinary traditions in the Arabic market are explored.

Furthermore, recipe videos on each locale-specific website are examined in terms of the
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individuals acting as Knorr's Ambassadors and their concluding phrases. This sheds further light

on the varying identities of the target audience in most targeted locales.
4.3.2.2.1 Recipes’ Circulation

Circulation of recipes across Knorr’'s Arabic localised websites is an additional indication of the
collaboration between the local content’s authors. The selection of recipes posted on the Arabic
websites complies with Knorr's marketing campaign, which aims to answer the daily question
about what to cook via both simplified traditional and complicated recipes. While complicated
recipes sound neutral, traditional recipes are more complex in that they are culture-specific.
Some traditional Arabic dishes fit this category due to their peculiarity and identification with
their original cultures, but others have blurred boundaries, as they have crossed cultural borders
and became widely acceptable by many. Therefore, circulating recipes through Knorr's Arabic
websites is a type of content management that does not necessarily contradict customers’
satisfaction. 21.4% of the Egyptian website recipes are shared among the three websites, while
9% are shared with the Saudi website and 4% are shared with the Gulf website. This means that
the Egyptian website is distinguished by 65.5% of its recipes. The Gulf website shows slightly
higher percentages, as 25.4% of its recipes are shared among all Arabic localised websites, while
16.4% of its recipes are shared with the Saudi website and 9% are shared with the Egyptian
website. This leaves 53.3% of the recipes belonging exclusively to the Gulf website. By holding
the smallest number of recipes, the Saudi website shows the highest percentages of shared
recipes, as 33.3% of its recipes are shared among the other locale-specific websites, 21.5% shared
with the Gulf website, and 14% shared with the Egyptian website. This means that only 31.2% of

the Saudi website recipes are exclusive (see table 1).
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Share Among | Shared with | Shared with | Shared with Exclusive
All Egyptian Gulf Saudi recipes
Egyptian 21.4% 4% 9% 65.5%
Website
Gulf Website 25.4% 9% 16.4% 53.5%
Saudi 33.3% 14% 21.5% 31.2%
Website

Table 6 Recipe Circulation among Knorr’s Arabic Websites

This level of recipe circulation reveals layers of cultural foreignisation and domestication among
Knorr Arabic localised websites. With the emphasis on culture-specific dishes, as opposed to
those being secondarily part of the culture, we can note 32.4% of the Egyptian recipes are
traditional, followed by 21.3% of the Saudi recipes, while the Gulf recipes present the fewest
percentage of 12.3% traditional dishes (Figure 25). Percentages of traditional dishes in each
locale-specific website stand for cultural domestication. Despite being related to a specific Arabic
culture, some dishes are commonly enjoyed across the Arabic World. This is the case, for
instance, of Tabbouleh, Lebanese salad, Harrira, Moroccan soup, and Molokhia, Egyptian soup.
Due to their popularity, these dishes are culturally neutral, hence, their inclusion in a locale-
specific website is not considered an act of foreignisation. Similarly, international dishes, such as
Chicken Cordon Bleu, Onion Soup and Spaghetti Bolognese, are not considered culturally
foreignised, since they fit Knorr’s campaign brief of recipe provision (section 2). On the other
hand, cultural foreignisation, in the context of Knorr recipes, is detected when a recipe, which is
exclusively traditional to one locale, is provided for another locale. For example, rabbits and
chicken liver are common proteins in the Egyptian cuisine, but are not as widely appealing to the
Gulf and Saudi cultures. Therefore, providing Fried Rabbit and Chicken Liver Pasta on the Gulf
and Saudi websites is likely to count as an act of cultural foreignisation. Nevertheless, an
additional type of cultural domestication can be witnessed on the Egyptian website, where 2% of
the recipes are vegetarian versions of traditional dishes, made suitable for the Christian

population during their time of fasting. Nowadays, it is fairly common for Egyptian culinary

120



websites and TV shows to address Christians’ needs in the recipes presented. It is worth noting
that this kind of recipes does not overlap with the other locale-specific websites, since the
Christian audience is not commonly addressed in the Gulf and Saudi cooking programs. This
means that excluding them from Knorr’s Arabic localised Gulf and Saudi websites adheres to the
conventions of the respective locales, and is, hence, an act of cultural domestication. Given that
the Arabic localisation of the Knorr website targets specific locales within the Arabic market, the
types of foreignisation and domestication highlighted are sensed on a regional level. In contrast,
the types of foreignisation and domestication highlighted in the FIFA 15 video game were
detected on a linguistic level, because its Arabic localisation was generally addressing the Arabic

market.

Traditional Dishes

35%
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Figure 25 Percentages of traditional recipes on Knorr’s Arabic localised websites

4.3.2.2.2 Knorr's Ambassadors

Knorr usually selects a locally popular culinary figure to be its brand ambassador, who stars in the
recipe videos featured on its locale-specific website. Application of this strategy varies across the
Arabic localised websites: the Egyptian website complies with it, whereas the Gulf and Saudi
websites feature a number of Knorr's customers as the brand ambassadors. Exploring Knorr's

recipe videos, particularly the selection of the brand ambassadors, the language/dialect they
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speak and their concluding statements, helps to reveal the dynamics of developing recipes,
illuminates the target audience identity and potentially tells us more about the Arabic localisation
of the Knorr website. It would seem that Knorr's Egyptian website has a bigger budget for
developing videos, and that it mainly targets Egyptian audiences, who are treated as passive
addressees whose role terminates upon receiving professional advice. Alaa Elsherbini and Hosam
Masoud, Egyptian professional chefs and hosts of cooking programs on national TV, prepare
dishes in a Knorr kitchen studio. They speak Egyptian dialect, and conclude each video with the
phrase Wil 5 Ugdl (an Arabic version of the French bon appetit); while no English subtitles are
provided. On the other hand, Knorr’s Gulf and Saudi websites seem to have a lower budget for
recipe videos, and cater for a cosmopolitan audience who is considered an active addressee,
encouraged to share their successful recipes. Knorr's Gulf and Saudi videos feature expatriates
living in Dubai, mostly preparing dishes in domestic kitchens. Knorr’s Gulf and Saudi ambassadors
are characterised by different origin, profession and gender: one of them is a Lebanese male,
while the rest are Lebanese, Indian, Iranian-Sudanese and Spanish females. Arabic ambassadors
speak their own dialects, except for the mixed presenter who speaks Jordanian, her husband’s
dialect, while the non-Arabic presenters speak English. In all videos, when any one language is
spoken, subtitles of the other are included. All presenters conclude their recipes with the phrase:

“This is what’s cooking in my kitchen today. What’s cooking in yours?”

Analysis of the local content raised many questions about the Arabic localisation of the Knorr
website as an interpersonal interaction, in relation to the source of the Arabic localisation, the
author and the target audience. Although different parts of the local content allowed for a
number of possibilities about its source, it can be said that the local content of Knorr’'s Arabic
localised websites is produced by a collaboration of multiple sources and authors. Due to the
proper linguistic presentation of its homepage and the use of a professional kitchen for its recipe
recording, the Egyptian website seems to have a higher budget, and, hence, its content is
professionally produced by an LSP. Digital Republic, whose link is provided at the bottom of the
websites’ homepage, is likely to be the company in charge. The Gulf and Saudi websites seem to
share common characteristics such as the generally Arabised method of localisation, the tagline’s

dialectal foreignisation, the technical/linguistic error/foreignisation on their homepages and the
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use of domestic kitchens for recording recipes. Hence, it is assumed that they have a lower
budget, which potentially means their localisation is carried out by Knorr’s regional offices in the
Gulf and Saudi Arabia. The common template of Knorr’'s Arabic localised websites suggests the
application of the distributed model on a regional level, which allows a central office, most likely
Digital Republic, to host the content management software, “but each local office has access to
its localised site to make necessary changes” (Yunker 2003). In terms of recipes, the major
content of the Knorr website, it is apparent from the inconsistent measurements and verb
formation that they have multiple authors, who could vary between males and females.
According to the videos, some of those recipes are potentially contributed by Knorr customers in
the Gulf and Saudi locales, but others are designed by Egyptian professionals. Moreover, Knorr's
target audience varies substantially in each locale. According to Knorr’s marketing campaign, its
main target audience is expected to be mothers. However, the possibility of targeting a male
audience is also considered in light of some videos and the masculine voiced recipes.
Furthermore, we can conclude that the Egyptian website mainly addresses an Egyptian audience,
which is inferred from utilising the regionalisation approach and the absence of subtitles on its
videos. On the other hand, the Gulf and Saudi websites address a cosmopolitan audience, which
is indicated by the recipe presenters, their concluding phrases, the addition of subtitles and
offering the lowest percentages of traditional dishes. Therefore, regionalisation is not the best
method for localisation, since using any one dialect will be considered foreign, hence, the

Arabisation method seems fair.
4.3.3 The Localised Content

In a decentralised localisation model, the localised content is that which “transcends locale-
specific characteristics” and, hence, “needs to be standardised across locales” (Singh 2012, p.
101). From a translational perspective, localised content is that initiated by a source text. The
Arabic localisation of the Knorr website features two types of nodes which belong to the localised
content. Your Kitchen Guide is a localised version of the British Tips & Tricks, while the Privacy
Policy is Unilever’s legal document presented on all Knorr websites, original and localised. The
following sections explore the localised contents on the Knorr Arabic websites, by raising

guestions about their technical presentation and their source texts. Furthermore, the varying
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communicative levels of their translations are assessed and linked to the visibility of translation,
which is explained as an act of commercial dominance in the website localisation context where

domestication to the target language is a must.

4.3.3.1 Your Kitchen Guide: A Middle Version of a Source Text

Out of understanding of people’s desire for insider knowledge, and to give users a reason to come
back to the Knorr website (Jones 2008), the Tips & Tricks link offers users techniques to
complement their culinary experience. The content is based on hints and tips from Marco Pierre-
White, Knorr's brand ambassador, on picking and preparing fresh ingredients, presented on over
200 webpages. On the Arabic localisation of the website, a more simplified version offers as few
as five tips under the link Your Kitchen Guide. In comparison, presentations of both the British
and the Arabic localised contents highlight technical and commercial considerations relating to
the localisation process. The large content of Tips & Tricks is presented on a network of pages as
part of the website’s hypertext. On the other hand, the small content of Your Kitchen Guide is
offered as e-texts, which are PDFs created from printed documents, and are simply uploaded and
made available online (Jimenez-Crespo 2013). The content of e-texts is not considered part of
the hypertext, since only the links which direct to them are embedded in the hypertextual
structure. In fact, there are a number of commercial advantages for this less technical approach
to uploading web content. As a content, e-texts/PDFs are more flexible than hypertext, as “they
can be posted on a website for download or can be printed for distribution at regional offices”
(Yunker 2003, p. 154). In addition, they are easier to update, and they offer higher resolution

documents especially for illustrations (ibid).

In website localisation, “translators do not work directly on the source text, but rather, with a
hybrid middle version... Source texts might not exist in a traditional stable manner, but rather in
a dynamic fashion” (Jimenez-Crespo 2013, p. 54). A comparison between the content of Your
Kitchen Guide and its British source reveals a more dynamic approach than the traditional source
to target text. In such translation processes, Nord explains that the production of the source text
could be motivated by the need for a text in a particular translation process (Nord 2007). Hence,
more roles are involved in the process than the familiar source author, translator and target

audience. The five tips presented on the Arabic websites are brief and simple representations of
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the complexity and extent of some of the tips offered on the British website. Considering the
cost-effective presentation of the Arabic content, it is fair to say that thoroughly translating the
content of Tips & Tricks is not part of the website’s Arabic localisation budget. Hence, a selection
of the original content was edited and made into a summarised version. The existence of an
English copy of Your Kitchen Guide on the English version of Knorr's Egyptian- and Gulf-specific
websites supports this statement. This means that, in this particular context, the British content
is no longer considered the source text for the Arabic content, but is the base from which a source
text is developed. In this case, the source text producer is not simply the one who produced a
text for an audience in the source culture. Instead, the source text producer is, now, the person
who produced a text under the target circumstances for an audience in the target culture, which

is then requested for translation (ibid).

Furthermore, the content of the Arabic version of Your Kitchen Guide carries semantic and
communicative errors, which make the acts of translation visible. On one hand, this evidently
supports the presence of the dynamic translation process discussed above, and on the other
hand, it illuminates a different perception of the translator’s invisibility (Venuti 2008) in the
context of localisation. This section presents two types of errors, which negatively affect the
text’s communicative function by offering irrelevant and misleading meanings. Your Kitchen
Guide provides instructions on some culinary techniques, such as how to spatchcock a chicken
and cook a steak. Instructions on the latter aim at explaining different degrees of cooking a steak.
While the general message is clearly communicated, the terms rare and medium rare are
recurrently mistranslated and, hence, interrupt the text’s communicative and informative
functions. The Arabic lexicon used for rare is 335 (nadirah), which expresses the meaning of
superlative or extreme of its kind, a sense which appear to be irrelevant to the context of steak
cooking. Furthermore, the Arabic translation of the chicken tips presents a misleading
translation, which leads to different results from that stated by the tip’s title: “How to Spatchcock
a Chicken?”. One of the steps instructs the user to remove the breastbone completely, yet the
Arabic translation ignores the word bone and instructs removing the breast completely. Hence,
the Arabic translation evidently gives different instruction, which will lead to different results

from those specified by the tip’s title “How to spatchcock a chicken”. Although such translation
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errors are not an intentional strategy for foreignising the text, their negative effect on its
readability mark it as a foreign text. In comparison with recipe nodes where local conventions
were disrupted, the effect of translation errors is more powerful as they interrupt the

communicative function.

The semantic and communicative errors in the content of Your Kitchen Guide imprint the texts
with a form of visibility of the translation act. In the context of localisation, the translator’s
visibility is perceived differently from Venuti’s conceptualisation of the idea. Given that
localisation is aimed at facilitating the message of the product, users tend to read translations
for their meaning, and question any language use that interferes with the text’s clear
communication. Hence, the translator’s visibility is an opaque representation of a message that
was intended to be accessible. On the other hand, Venuti’s views of the translator’s visibility are
formed in the literary context, and aim at reflecting cultural differences through true
representation of the other. Due to the different translation purpose in each context, message-
oriented in localisation and culture-oriented in literary translation, the concept of visibility holds
opposite references. Similarly, the concept of fluency shows contradicting connotations, as in
localisation it denotes communicability and, thus, fulfilment of the localisation brief, while in
literary translation, it denotes authority and imperialism. Another difference between the
concepts of the translator’s visibility in both contexts is the direction of translation. In literary
translation, the translation discussed is that feeding into the English language, whereas in

localisation the translation inferred usually moves from English to other languages.

4.3.3.2 Privacy Policy: A Traditional Source Text

The legal content on Knorr’s Arabic localised websites is presented under Priv