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Résumé

Cette these explore le degré de localisation des sites Web et leur degré d’adaptation selon
la langue et la culture cibles. Elle tente d’aborder le sujet en utilisant des théories de la
traductologie, des points de vue de I’industrie, de marketing international et des études culturelles,
pour combler le fossé qui existe entre la traductologie et I’industrie de la localisation. La recherche
se limite aux notices publicitaires de produits des sites Web de multinationales qui sont localisés
en langue arabe. Contrairement aux genres numériques émergents, comme les logiciels et les
applications, le contenu publicitaire obéit a des conventions établies en traductologie. Cependant,
ce genre de contenu a rarement été étudié dans le contexte de la localisation. Etant donné les
définitions proposées de la localisation en traductologie et dans I’industrie, les adaptations
linguistique et culturelle sont essentielles dans ce concept. Par conséquent, le genre de texte étudié
a été choisi en raison de sa fonction persuasive et du besoin de ce type d’adaptation. De plus, la
localisation en arabe est sous-étudiée, ce qui rend cette étude nécessaire. Le corpus est composé
de 15 sites Web de multinationales dans les domaines de la haute technologie, de I’ameublement
et des cosmétiques. La recherche est orientée vers la cible et la fonction des textes. Elle commence
par définir les marqueurs de la fonction et les aspects principaux de 1’analyse, qui présente deux
phases : monolingue et bilingue. La premiére affine le corpus en fonction des marqueurs
prédefinis. La seconde propose une analyse approfondie. Le cadre théorique abordant plusieurs
notions floues en traductologie et dans 1’industrie, comme la qualité de traduction, 1’adaptation et
la transcréation. Les résultats permettent d’en approfondir la compréhension, en clarifiant les
pratiques actuelles et les approches adoptées. Ces résultats portent sur les mécanismes et stratégies
de transcréation, les causes de problémes fonctionnels du texte, et permettent de modéliser la
relation entre la qualité de la traduction, la taille de I’entreprise et le domaine. La recherche prend
en compte le processus de la localisation et I’impact potentiel de 1’internationalisation sur la

traduction.

Mots clés : adaptation culturelle ; adaptation linguistique ; criticisme de traduction ; évaluation de
traduction ; internationalisation ; localisation des sites Web ; recherche de corpus ; sites Web de

firmes ; traduction fonctionnaliste ; traduction publicitaire ; transcréation



Abstract

This thesis explores the extent to which localized websites are textually adapted to the
target language and culture. It attempts to address the subject, using theories from Translation
Studies (TS), viewpoints from the translation industry, and insight from international marketing
and cultural studies, to bridge the gap which exists between TS and the localization industry. The
research is limited to product blurbs in international corporate websites localized into the Arabic
language. Contrary to some digital genres, such as software and applications, digital advertising
content has established conventions in TS. However, it has been scarcely studied in the context of
localization. Given the definitions of localization proposed by the industry and TS, linguistic and
cultural adaptations are the core of this concept. Hence, the studied genre was chosen due to its
persuasive function and the need for such kinds of adaptations. Moreover, localization into Arabic
is under-researched, which necessitates conducting this project. The corpus consists of 15
corporate websites from three industries: high-tech, furniture, and cosmetics. The research is
target- and function-based. It starts with defining the function markers and the key aspects to be
analysed. The analysis has two phases: monolingual and bilingual. The first narrows down the
corpus based on the pre-defined markers. The second provides an in-depth analysis. While the
theoretical framework addresses several fuzzy notions in TS and in the industry, such as the
translation quality, adaptation, and transcreation, the results offer more insight, clarifying the
existing practices and followed approaches. They include how transcreation is done, what causes
lead to functional issues of the text, and patterns of the relationship between the translation quality,
and the corporate size and industry type. The research takes into account the localization process

and the potential impact of internationalization on the translation.

Key words: advertising translation; corporate websites; corpus-based research; cultural
adaptation; functionalist translation; internationalization; linguistic adaptation; transcreation;

translation assessment; translation criticism; website localization
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INTRODUCTION

dans une journée ordinaire, un citoyen européen pourra boire un café importé du Pérou
dont I’étiquette est traduite, lire dans son journal des informations traduites par une agence
de presse, consulter sur un ordinateur (dont le systéme d’exploitation a été localisé) ses
courriels (dans une interface localisée) puis, dans les transports en commun, lire un roman
finlandais (traduit), au travail manipuler une machine-outil dont le manuel est traduit,
utiliser un site de traduction automatique pour avoir plus vite des informations sur les
éveénements en Islande, rentrer chez lui pour regarder une série sous-titrée, et ainsi de
suite. (European Commission, Directorate-General for Trans, 2011, p. 4)

In an increasingly globalized world, people in different countries tend to use the same
products, watch the same TV shows and movies, and even go shopping to the same nearby brand
stores wherever they live. Moreover, channels such as the Internet have provided free accessibility
to the same services and objects for almost everyone. Such an open culture has been considered as
a movement which includes free software, free sources and open content (Lacour, Bénel, Eyraud,
Freitas, & Zambon, 2010). These channels, in turn, have resulted in new communication trends on
the social and economic levels, which have manifested through social media applications, games
and websites for various purposes. For example, the use of digital environments absorbs 20-30 per
cent of the advertising expenses (Stenger & Bourliataux-Lajoinie, 2014, p. 132). This is sometimes

referred to as “Internet advertising” or “netvertising” (Alamén, 2003, p. 375).

Many companies provide international branded products and are known to be global
businesses. Going international has been for a long time thought to be as simple as working
domestically, but companies have learnt by experience that each country and culture is a new world
(Yunker, 2003). The new trends and increased global flow has led to a virtual migration of
information through using languages other than the one used on the original materials, which in
turn brought the necessity for and the challenge of localization (Cronin, 2006, pp. 28-29). Despite
the increased use of English as a lingua franca, people’s needs are different when it comes to
purchasing. As Globish is not enough anymore to persuade the consumers to buy a product,
localization is being used as the key to address them in their native language (Collombat, 2014, p.
20). It has been found that online buyers increasingly prefer purchasing at websites which offer
information in the local languages (DePalma, Sargent, & Beninatto, 2006). Hence, localization has
become a need for every business wishing to go international. In turn, content has become more
visible to the public than ever thanks to the Web and localization. On the contrary, localization is

“invisible” in the lives of non-English speaking users (Jiménez-Crespo, 2019, pp. 26-27). The end

15



users benefit from the localized products, interact with them and integrate them in their lives
without necessarily knowing that these products have been through a complicated cycle to
customize them for the target language and culture. End consumers see the result, the final product,
and expect it to function properly.

In fact, localization “did not appear as an independent object of enquiry until the 2000s,
when the number of web users increased fivefold” (Jiménez-Crespo, 2013, p. 134). This increase
was reflected by a language service growth of 5 per sent over 2016. The increase in the demand
was also highlighted in Translation Studies (TS), where it was reported as being larger than the
supply in Canada for instance (Bowker, 2004). Furthermore, localization education started to
develop to meet the industry needs of students and professors (ibid.). The increased demand for
translation services is not only related to the required volumes, but also to the reach, i.e. the range
of languages into which texts are translated (Drugan, 2013, p. 10).

Several definitions have been suggested by the industry first and in TS later. The most
common components of localization are represented by the linguistic and cultural adaptation of
the product to the target market (Esselink, 1998; Rémon, 2005; Schéler, 2007/2008; Jiménez-
Crespo, 2013). Such notions have been introduced as the additional aspects which localization
includes and which distinguish it from “traditional” translation. However, “determining the
cultural appropriateness and how it should be reflected in a linguistic form are still unspecific”
(Kassawat, 2019b, p. 209). Thus, there is a need to investigate current practices, how and to what
extent content is linguistically and culturally adapted for the target audience. Moreover, the quality
of the provided translation should be assessed given its visibility, reach and costs. This is
particularly necessary in light of the complex process of globalization a localized product goes
through, which includes internationalization, localization and translation. Investigating the
aforementioned aspects should reveal whether the localization goals and expectations are met, and
explain the possible factors which affect the translation quality positively or negatively. The
industry indicates that although roughly half the Fortune 500 companies have developed localized
websites, less than half of their efforts can be considered anywhere near comprehensive (Yunker,
2003, p. 25).

1 https://www.transparencymarketresearch.com/language-localization-market.html: “Accessed on February 22nd,
2022
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While the subject of translation quality is widely discussed in TS, and is still controversial,
it can be approached from the point of view of the translator, the translation agency, and the client,
where the criteria of quality differ remarkably (Bass, 2006, p. 69). This research, however, will
take the notion of translation quality from a critical point of view. It will investigate the final

product as seen by the end-user, as it will be detailed in the following chapters.

The rapid growth of the localization industry and the risk it represented with respect to the
translation practice have drawn the researchers’ attention. Scholars from different disciplines
started to research localization with respect to their specializations. On their side, TS scholars
started to react to the phenomenon as well, particularly with the increasing demand for translators
to work in the field. In particular, the technical (Cermak & Smutny, 2017) and visual aspects of
localization such as design, pictures and symbols have drawn their attention (Nauert, 2007; Bahri
& Mahadi, 2015). Certain scholars have discussed the workflow (Lenker, Anastasiou, & Buckley,
2010), processes (Bouffard & Brunette, 2004), tools, localization training and the translator’s skills
(Gouadec, 2003; Bowker, 2004; Austermihl, 2006; Gouadec, 2007; Kelly, 2007). Moreover, the
semiotic aspects of the website (Bolafios Medina, Rodriguez Medina, Medina, & Losada Garcia,
2005; Nauert, 2007; Bahri & Mahadi, 2015; Popova & Stepanova, 2018), especially in advertising
translation, have occupied a significant share of TS research conducted on localization. Textual
elements have been also addressed, particularly hypertexts in websites (Jiménez-Crespo, 2007;
2009). Other TS research has addressed the adaptation level in terms of textual blocks removal
and addition practices which are applied on the macro structure (Mousten, 2008; Jiménez-Crespo,
2012). Studies which have addressed the cultural aspect of translation in localized products have
dealt mostly with video games adaptation (Mangiron & Dong, 2018). However, little research has
been done on online textual content with established genres and conventions. Translation strategies
in tourism websites, for example, have been looked at but in a rather general approach (Pierini,
2007).

From another perspective, an overall look at the localization literature in TS shows that
few languages have been included in corpus-based studies. Widely spoken languages have not got
the same attention. For instance, very few studies have researched Arabic in localization (Benaida,
Taleb, & Namoun, 2018) although many international businesses target several countries in the

Arab world. On top of that, the cultural aspects linked to Arabic can generate interesting findings
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in the field. In addition, Arabic is a challenging language in web localization due to its need for
right-to-left (RTL) support, its characters and managing bi-directional texts (Yunker, 2003, p.
392). While these are technical aspects of the Arabic language, Arabic translation is considered
costly (ibid.), which necessitates examining the textual product. At a worldwide level, Arab users

form about 4% of global Internet users with a penetration rate of at least 45,16% in 20172.

Although TS has been influenced by the industry discourse with all its aspects, TS research
has emerged, such as the seminal monograph The Moving Text (Pym, 2004), works on the relations
between the localization industry and the academia (Pym, 2014), Translation and Web
Localization where an adapted map of TS was proposed for Localization Studies (Jiménez-Crespo,
2013), and research in game localization (O'Hagan & Mangiron, 2013). Even though, more recent
works show that there is still a gap between translation and localization (Achkasov, 2016) and that
the boundaries seem to be still blurry between TS and localization research (Jiménez-Crespo,
2019). This gap exists in terms of the points of interest in the industry versus the discussed topics
in the academia: “a wide localization industry-academia gap exists, as TS scholars normally
highlight internal quality, while industry experts often debate external issues” (Jiménez-Crespo,
2013, p. 105). Hence, there is still a need to bring the two concepts closer in order to ensure a

valuable contribution of translation in the localization industry.

To look at a specific type of localized products, commercial websites are increasingly
localized in order to serve a wider audience across the borders. In 1995, the first advertisements
appeared on websites of companies such as amazon, eBay and Yahoo! (Stenger & Bourliataux-
Lajoinie, 2014). Nowadays, advertisements take several shapes, such as display advertising
(popups, banner ads, landing pages), advertisements which are served through social media,
videos, email, search results, and similar channels. Moreover, these ads are served on mobile
devices (Aydin, 2016) and desktops, which have become part of people’s daily routine. The
consumer can view the content and see these advertisements voluntarily during online shopping
or just Window shopping, or involuntarily due to “personalized advertising” (Yu & Cude, 2009),
i.e. serving customized advertisements based on personal interests and research activity. This
extensive exposure to advertisements turns commercial websites into main platforms for

businesses, or even store fronts to showcase their products. Furthermore, these platforms are

2 https://www.ciatec.com/2018/03/arab-digital-population/: “Accessed on February 23rd, 2022.”
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localized, particularly by international corporations. Hence, the high daily exposure to such content
on multiple channels and in local languages, the interactivity of the consumer with it and
spontaneity of its delivery make websites considered as cultural objects (Rémon, 2005). The
cultural impact of websites caused concerns in academia, particularly that many websites are
localized typically from English into other languages. Although localization comes from the notion
of the local, it was not clear whether it aims to disseminate US-influenced culture around the world,
or to highlight local identities and differences (McDonough Dolmaya, 2018). The role of
translation and the use of local languages to persuade more efficiently was also highlighted by
Collombat who discussed the similar impact of propaganda and advertising (2014, p. 22).
Therefore, the need to investigate the English language and US culture influence (if applicable)
over the localized products is more urgent than before. It is important to find out whether the
claimed goals of localization are being met and how. From a different perspective, the increasing

volumes of translation in the world drew the attention of visionary scholars. Cronin argues that:

the technology-led infinite production of goods and services is not sustainable and that
by association, the growth mantra of the localization industry is ethically and ecologically
problematic. The world may not need more translation but less. Or rather it may need
more of certain kinds of translation (directed at public goods such as health, education,
civic rights) and considerably less of other kinds (directed at maximizing private
profitability) if energy resources are to be used in a sustainable manner. In other words,
there needs to be limits to growth and part of our thinking about translation technology
involves thinking of translation as a scarce resource which needs to be used judiciously
in conjunction with basic social and economic needs in the era of climate change. (Cronin,
2020, p. 522)

While the above concerns aim at ensuring a sustainable ecological planet, cultural
sustainability needs to be examined too. The massive exposure of people to a wide variety of
translated texts can play a major role in enriching their cultures, but it can also cause a major
damage. Such kind of damage can have long terms ramifications. This research will attempt to
examine whether and how linguistic and cultural sustainability can be achieved through the current
localization practices. This, in turn, directs the research in a way or another to concepts such as
quality and culture in translation. Cultural adaptation is not a new concept in Translation Studies,
neither is quality assessment. However, these notions have been examined through the analysis of
translation as we know it. Researching the same notions in localization can: first, bridge the gap
between translation and localization practices on the one hand, and between TS and the localization
industry at the other; second, it is highly likely to bring new or different results to what research

in TS has found in these particular areas, in light of the technology used and the conceptualization
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of cultures and languages in the localization industry. Filling such gaps is quite important as “the
conceptual relationship between ‘localization’ and ‘translation’ remains ambiguous in Translation
Studies mainly due to a lack of theorization of the localization phenomenon.” (O'Hagan &

Mangiron, 2013, p. 87).

In light of the above brief discussion, this thesis will attempt to address the following

research questions:

1- Given the localization definitions which focus on the notions of the function and
adaptation, to what extent are localized advertising texts of a commercial website
linguistically and culturally adapted to meet the intended function?

2- Given the emergence of new digital genres and assimilation practices in their translation
(Jiménez-Crespo, 2013), does the translation of such conventionalized genres meet the
intended function in the new channel(s)?

3- As localization is understood as “a target-oriented translation type and, in line with the
functionalist notion of adequacy” (ibid., p. 18), how to determine the function parameters
that should be used in criticizing the textual localization of a website?

4- What kind of impact does the globalization process have on the textual content of a
conventionalized genre, i.e. are there noticeable markers of the targeted language and

culture in a localized content or different versions look rather similar?

Focusing on the function of the text with regard to its linguistic and cultural aspects should
help in giving an idea on the existing practices of localization, and how they correspond to its
definitions and goals. What follows is further details on the significant points of this research in

the field of localization as well as TS.

This thesis aims to add to existing research which has been done to bridge the gap between
localization and Translation Studies. On the one hand, it will attempt to apply TS theories in the
localization domain. On the other hand, 