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ABSTRACT

Localisation into target languages and cultures has become a
need of international corporations that wish to expand. Localisation
involves several translation strategies, including transcreation.
However, this strategy implies transformation and creativity, which
raises questions about the coherence of transcreated messages.
The paper applies the functionalist theory and reports on 15
international corporate websites that were localised into Arabic.
The slogan is the main focus of the analysis; slogans have an
appellative element that needs creativity to be applied if they are to
be conveyed correctly. Having selected the transcreated slogans
based on predetermined criteria, this study assesses the similarities
and differences between the Arabic and English slogans in terms
of the overall message and coherence with the description of the
product. It narrows down the corpus to focus on that specific quality
issue, since coherence can affect meaning negatively if it is done
incorrectly, for example, when context is not taken into account.
The results show the extent to which the transcreation is coherent,
pinpoint the potential accuracy gaps resulting from transcreation
and determine how this strategy meets advertising standards.

Keywords: coherence, corporate websites, functionalist
translation, transcreation, website localisation

1. INTRODUCTION

The increasing adoption of localisation by international
corporations has been remarkable in terms of increasing
visibility and reach. Most of the localised content relating to
the corporations is intended for commercial purposes and
aims to provide “the look and feel of having been created
specifically for a target market”.! In fact, digital spaces
absorb between 20 and 30 percent of advertising expenses
and this estimation is expected to increase (Stenger &
Bourliataux-Lajoinie 2014, 132). Such localised content

1 https://www.gala-global.org/industry/intro-language-industry/what-
localization
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falls under the advertising genre of translation, which implies certain conventions based on
the target locale that represents a market (Yunker 2003, 16; Jiménez-Crespo 2019, 28), or
a “union of language variety and cultural norms” (Pym 2005). Compliance with cultural and
linguistic norms was criticised in an earlier paper (Kassawat 2019). This paper focuses on the
creative aspect of the translation in relation to its function, because complying with the target-
language conventions means following approaches based on a target language. Advertising
texts and their translation require creativity and adaptation of the target language by nature
— see Pedersen (2014) — which corresponds with a concept of localisation that is

[I]n line with the functionalist notion of adequacy, emphasizes users’ expectations and
achieving the communicative purpose for which the localization was commissioned,
rather than equivalence relationships to source texts (Jiménez-Crespo 2013, 18).

The industry uses the term transcreation to “commodify” its services (Kassawat, 2020, 75), and
translation studies scholars encourage translators to transcreate to distinguish themselves
from cheap/voluntary translators (Katan 2016, 377-378). Moreover, transcreation is seen
to be “moderately expensive” compared to translation, as the former is an “extra service”
(Munday & Gambier 2014, 20; Carreira 2023, 129).2 From another angle, when advertising
texts are integrated in localised websites, translation issues are not limited to only the way the
source language is conveyed and whether the message is reflected. The complex process
of localisation and the multiple agents working on each string can lead to contextual and
functional errors. Adding the transcreation approach to achieve the desired outcome, there is a
need to examine the resulting quality of translation. More specifically, accuracy aspects, such
as coherence in the transcreated texts, should be analysed. This paper is a continuation of a
previous study (Kassawat 2022) that focused on the level of linguistic and cultural adaptation
of websites localised into Arabic, and which investigated what transcreation consists of — see
Kassawat (2020) — besides aspects relating to readability and comprehensibility.

This paper goes beyond the issues mentioned above and tackles the following question:
How coherent and meaningful are transcreated messages in relation to the marketing pur-
pose (the function)? Before we attempt to answer this question, a theoretical discussion
will take place regarding the terminology used and which methodological model to follow.
Then, the methodology will be detailed in terms of the corpus (advertising blurbs) compilation
and analysis. The results will be illustrated later with examples to show the issues related to
coherent cases. Finally, a conclusion will be provided to highlight the strengths, limitations and
applications of the research.

2. LITERATURE REVIEW

2.1 Localisation and transcreation

The research question necessitates distinguishing between certain terms that are often used
interchangeably, such as adaptation, localisation and transcreation. A detailed theoretical
discussion was undertaken in previous works (Kassawat 2020, 2022) and here we will explain
briefly why the term transcreation is used to describe the concerned part of corpus. Localisation
is viewed as a translation modality (Jiménez-Crespo 2013) with several “translation types”; it
relates to many “digital genres”, in addition to being a concept in translation itself (O’Hagan
& Mangiron 2013, 107). Therefore, it is a comprehensive notion, process and industry too. In
turn, adaptation is generally viewed as a translation procedure (Delisle, Lee-Jahnke & Cormier

2 See Martin (2020) on the employability of students after they had undergone transcreation training.

2024 (6): 26-41 26 https://doi.org/10.38140/jtsa.v6i.8074


https://doi.org/10.38140/jtsa.v6i.8074

Kassawat The effect of transcreation on coherence and the marketing purpose in Arabic

1999; Vinay & Darbelnet 2000), so it is a part of a strategy or a holistic approach, such as
domestication and foreignisation (Lawrence 2001). As for transcreation, it is defined as

[A] dynamic and functional translation genre-specific strategy, or sub-strategy, that can be
applied on a text segment or a whole text, and implies creativity through combining and
making use of different strategies and procedures to achieve an aesthetic, entertaining
and/or persuasive effect in the audience (Kassawat 2020, 76; also see Gaballo 2012).

Having established the terms we use, and why, we discuss the model selected in relation
to the field and text genre in question. Given the commercial and advertising nature of the
content and the nature of localisation, the appellative function (Nord 2005) is the main element
in this study. Contrary to other content types, such as legal, literary and technical, advertising-
related content relies more on its effect on the target language than on loyalty to the source
language, considering, in particular, that the notion of the author is absent from commercial
websites (Vandal-Sirois 2015, 4). Therefore, from a functionalist point of view, accuracy at the
word level and the sentence level is less important. The end user and how they will receive the
text and react to it are our main concerns. However, judging the target text implies receiving
a coherent message, besides having a logical argument about the product being presented.
In order to examine this aspect of accuracy, there is a need for a model that allows us to (1)
prioritise the target text, and (2) study specific aspects required for research purposes only,
rather than using comprehensive models that attempt to cover all the translation aspects.

2.2 An approach to localisation criticism

The literature presents many studies on translation quality, which shows how important this
subject is. These studies apply or propose different approaches to assessing translation, and
include terms such as assessment, evaluation, revision and criticism. We summarise the main
points such models take into account, to learn from them and apply what is suitable for this
study.

In general, experience-based approaches (Drugan 2013) concentrate on the tools used
and the workflow type, while text-based approaches are more relevant to this research
question. The latter are either semi-holistic, microtextual, or holistic. Williams (2009) explains
them by referring to the importance of looking into several levels of translation assessment,
to include accuracy, target language quality and situationality. Williams (2001) criticises exis-
ting microtextual analysis for hindering the assessment at the macrostructure level. However,
microtextual models provide a detailed map of the potential errors that can be found in a
translated text. Mossop (2020) classifies errors into groups, including meaning transfer (accu-
racy and completeness), content (logic and facts), language and style, visual presentation,
and client instructions. Other researchers have focused on accuracy in comparison to the
source text, and in relation to the target text, in addition to functional, systematic and random
errors, and errors in the product and the process (Martinez Melis & Hurtado Albir 2001).
In addition to error classification, severity of errors is also measured, as influenced by the
industry proposition, such as in the LISA error-based model, which specifies minor, major and
critical severities (Pym 2020). Another equivalence-based model is that of al-Qinai (2000). It
includes textual typology, the text layout, coherence of the thematic structure and cohesion,
pragmatic equivalence, lexical properties and grammatical equivalence. This model has been
criticised because it cannot be applied to all text types and translation settings, because it does
not take into account the translation process and the frequent updates of the content required
by localisation (Drugan 2013). Similarly, source-based models, such as that of House (1997),
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were found to be unsuitable for certain situations, for instance, if the brief is not available,
the work conditions and tools are unknown, and if the model mainly focuses on mismatches
between the source and the target texts (Drugan 2013). Another issue is the subjectivity of the
evaluator, even if a corpus is used in the evaluation (Hassani 2011).

In localisation research, most of the factors at the microtextual level are inaccessible to
an off-site researcher who does not know which language or text was used as a source,
for comparison purposes, what process was followed and what tools were used, and what
instructions the client provided. Information on the severity of the errors can be helpful for the
analysis if the impact on the client is specified. For instance, if the text is not very visible, a
major error might not have much of an impact. Therefore, holistic models can help in finding
solutions for certain aspects discussed above, while also having their own gaps.

For Larose (1998), any assessment should rely on four poles: (1) the object: what is
being assessed, that is, the transfer of meaning, clarity, readability and/or other elements;
(2) the assessor, including their needs and values; (3) the parameters, that is, what guided
the translator’s choices; and (4) the method of the assessment, for example, using a holistic
or analytical method and the way the elements are measured. Nord (2005, 182) proposes
a target-based method of criticism, using the target text as the starting point, to analyse its
coherence with the situation in which it is ‘functioning’. The model is not limited to intratextual
components, but includes extratextual or pragmatic factors. Once the target text has been
analysed, the analysis of the source can start by contrasting it with the translation, depending
on the information available, such as the desired effect and the function (Nord 2005, 183-184).
This proposal corresponds with that of Larose, who underlines the importance of evaluating
the adequacy of the results in relation to the required goals, based on the principle that there
is no ideal translation that lacks a purpose:

To judge a translation is, above all, to evaluate the adequacy of the results obtained with
the intended objectives, based on the principle that there is no ideal translation outside a
relationship of purpose (own translation of Larose 1998, 2).3

Having discussed different approaches to translation quality assessment, this paper will use
the term criticism instead of assessment, quality control or evaluation. The term criticism is
used, specifically, to analyse the final outcome, which is presented to and seen by the end
user of a localised website. Criticism also gives more flexibility in research in terms of the
focus of the analysis, particularly if certain information is not available, such as the source
language and process. It helps to avoid the scoring system involved in analysis, which
can lead to merely quantitative observations, while criticism should also give credit to the
translator’s work, and highlight the issues more objectively (Reiss 2000). The study will be
based on the target text and its function, following Nord’s proposal (2005), with a focus on
the logic and coherence of the message. The next section, therefore, details the methodology
used to compile and analyse the corpus in the original and comprehensive research, and the
additional analysis presented in this paper to measure the effect of transcreation on accuracy
of websites localised into Arabic.

3 Juger d'une traduction, c’'est d’abord et avant tout évaluer I'adéquation des résultats obtenus aux objectifs
visés en s’appuyant sur le principe selon lequel il n’existe pas d’idéal de traduction hors d’un rapport de
finalité (Larose 1998, 2).
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3. METHODOLOGY

3.1 Corpus compilation and analysis

To answer the research question, a corpus of 15 international corporate websites was
compiled using Nord’s model of criticism (2005). The corpus consists of 2 524 Arabic product
blurbs (approximately 107 095 Arabic words) taken equally from three industries: two high-
tech product websites, one furniture product website, and 12 cosmetic product websites. The
number of websites and blurbs was controlled by the availability of online content localised
into Arabic. While each blurb consists of a slogan and a description of the product, the slogan
was the main focus of the analysis; furthermore, its coherence with the overall message of
the description was considered. The slogan is the element that carries the appellative function
and works as a guideline for text comprehension (Reiss & Vermeer 2014, 168). Images were
not included in the analysis, because of their irrelevance to the translation, that is, they do not
show ideas related to the text itself, only to the product. Before the analysis of the target texts
started, the selection criteria of the transcreated texts were defined, because of ambiguity
regarding fulfilling the skopos (House 2015, 11). The second phase was an analysis of the
target texts to find cases that fulfil the desired criteria, as explained below. The third phase was
about checking the similarities and differences between the Arabic target text and the English
text, as a reference only. The final phase was mainly about explaining these similarities and
differences between the two texts and interpreting them (see Figure 1).

Determining Monolingual B|I|ngu_al Reasoning &
criteria analysis (TT) analysis categorising
(RT-TT)

TT = target text; RT = reference text

Figure1:  Methodological map (Kassawat 2022, 152)

In the first phase of the corpus compilation, the criteria were based on previous studies on
the genre of advertising. It is clear that such texts often include vernacular language, meta-
phors and rhetorical devices (Gully 1996), in addition to wordplay, assonance and alliteration
(Pedersen 2014). Therefore, such elements were targeted and identified during the analysis.
Similarly, texts with exclamation marks and question marks were selected, as these marks
also refer to an appellative aspect in the Arabic language. The analysis was done regardless
of the process or translation method and tools used, because “the boundary between HT
[human translation] and MT [machine translation] has become increasingly blurred in recent
years” (Castilho et al. 2018, 27). Having examined the Arabic (target language) full blurbs,
69 blurbs (2.7% of the whole corpus) were selected, because they contain the required
elements explained above. Only 55 slogans (2% of the corpus) were selected, because the
rest indicated potentially literal rather than creative approaches, because either a creative
element in the description or a criterion in the slogan was very similar to the English text.
After the transcreated slogans had been selected, they were analysed for coherence with
the description of the Arabic blurb, and in contrast to the reference text to understand the
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overall message. In this study, coherence indicates the use of relevant words, terms, ideas
and messages in the slogan in relation to the description, and vice versa. In other words, the
intended message in the slogan should be parallel with the description, and be free of out-of-
context elements.

3.2 Why a reference text?

As discussed earlier, the target text takes priority in advertising and in the field of localisation
in general. However, that does not mean there is no source text or that the source text is not
important. Despite the target-focused nature of transcreation, the source text plays a pivotal
role for the translator and the researcher in determining the purpose of the message, how
the translation was crafted, what might have influenced the translation decision, and what
could have caused problems. A methodological issue was a lack of access to the “internal
knowledge” (Pym 2004, 28), for instance, a researcher working off-site or who is not informed
of the translation process and who did the translation cannot tell which text or language
is the source. Therefore, the source language and text/version cannot be determined and
direct comparison of one text with another is not possible. The website URL or the other
metadata do not help the researcher or the user to determine which version was used as a
source. Moreover, given the “one-to-many geometry” versus the source—target-based model
of “language-into-language situations” (Pym 2006), in localisation, the relationship between
source and target texts has become vague (Lee 2009). Furthermore, “the concept of the
‘original’ attached to the ST [source text] becomes even less apparent” (O’Hagan & Mangiron
2013, 105) because the different versions are released simultaneously. In addition, regularly
updating a website and its content makes it difficult to assess accuracy using the existing
models. Therefore, and given the importance of having another text that gives a hint of what
might have happened, considering a text as a reference

enables researchers to avoid direct comparisons of the version in question with another
one, which might be updated without the change being reflected in all versions. It allows
them to instead analyze the localized versions based on their monolingual functionality in
the target language, as seen by the end user (Kassawat 2020, 77).

The reference text was used as a safety net in the analysis, to provide a reference point while
still respecting the freedom given for the translation. The next section presents the results
obtained from the second phase of analysis, with a few examples to show how the last phase
was conducted to interpret the strategies followed in the conventional slogans, and to explain
accuracy issues, where applicable.
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4. RESULTS

Analysis of the corpus identified a small number of transcreated slogans, which represents the
reality of the translations offered to the end user. These slogans were found to be prominent
in the high-tech and cosmetics industries, while such creativity is virtually non-existent in
the furniture industry. At the same time, examining the Arabic text and contrasting it with
the reference text showed that accuracy issues in the cosmetics industry outnumbered such
issues in the high-tech industry.

M Transcreative slogans With accuracy issues

o
o0

19

o o

COSMETICS HIGH TECH FURNITURE

Figure 2:  Comparison at the industry level of transcreated slogans, with and without issues

Since a criticism model was used, both coherent and incoherent slogans* (in relation to the
description) will be provided. It should be noted that other transcreation examples can be
found in a previous publication that is dedicated to transcreation elements (Kassawat 2020).
Therefore, only two examples on coherent transcreated slogans will be provided here, to
enable discussion of incoherent cases. The transcreative slogans were found on high-tech
product websites, and they comply with local conventions of advertising texts while still
keeping coherence with the description.

4 Examples (1) and (5) were retrieved from www.samsung.com, Example (2) was retrieved from www.apple.
com and Examples (3), (4), (6) and (7) were retrieved from www.benefitcosmetics.com, all on 3 April 2019.
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4.1 Creative and coherent examples

Below are two transcreated examples of coherency between the slogan and the description
in the same blurb.

Example (1)
Reference text:
Add music. Make GIFs. Get likes.

Super Slow-mo lets you see the things you could have missed in the blink of an eye. Set the
video to music or turn it into a looping GIF, and share it with a tap. Then sit back and watch
the reactions roll in.

Arabic text:

Y Qlael,, GIF Lo ge Ao sall

(:\eGIFBJ}..ak;“\Al_.Uaﬂ)iﬁfﬂﬁ&\ﬁjﬁ)ﬁ*ﬂ\#;\jb}ﬂi&gﬁ&dﬁme&ﬁu&@mi#w\z&)ﬂlﬂyﬂ@ﬁ
08 S A paalead) Jelas )5 Y & sl Bas) 5 Alaia 3 ey 4S LG

Back translation:
Music with GIF images... an admiration that doesn’t dry up.
The super slow motion feature allows you to follow up everything that you missed in the blink

of an eye, as you can enrich the video film with musical pieces or transform it into a GIF image,
then share it with one tap. Relax now and watch the audience’s reaction everywhere.

The Arabic text successfully achieves the appellative function, thanks to the rhyme of the
words ‘GIF’ and yajif [dry up]. Moreover, the structure of the translation is different from that
of the English text, as the former contains two rhyming parts and the latter has three simple
parts. The Arabic text also introduces a metaphor: admiration is like a liquid that does not dry.
The translation, in this case, contains different words and a different style from the English text,
while remaining consistent regarding the description of the product. It reflects the functions of
the product and the desired message.

Example (2)
Reference text:
USB-C. Singularly versatile.

The USB-C port puts everything you need in a port all in one place. It provides charging,
speedy USB data transfer (up to 5Gb/s), and video output in a reversible design that’s one-
third the size of a USB 3 port, giving you the flexibility to easily connect your favorite devices.

Arabic text:

2l dasall 5 algall Cadai, USB-C

«(35/5Gb &) USB e il s jud) Jaill 5 anll) AlSa] 553 3) a5 (1S (8 LIS ML) claladind USB-C dlaia
Al gy Al i Jgal o 51 25 50 clibany Lo (USB 3 2k paa iy (pigall e Jong pans b saadll 215305
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Back translation:
USB-C. The tasks may vary but the port is the same.

USB-C gives you all port usages in one place, as it provides charging, speedy USB data
transfer (up to 5Gb/second), and video output in a design that works on both sides with one-
third the size of a USB 3 port, giving you the flexibility to easily connect your favourite devices.

Example (2) also shows how consistent the slogan is with the description, while using a
cultural reference that should ring a bell for users. The slogan represents a tweak of the Arab
proverb “death is death regardless of the causes”. The word ‘causes’ became ‘tasks’ and the
word ‘death’ became ‘port’ in the translation. The multiple functions of the product were clearly
expressed in the slogan and were in coherence with the description.

4.2 Creative examples with coherence issues
Having presented examples of the criteria we were looking for in this research and which

should be present in the studied genre, incoherent cases will be discussed. The example
below is taken from a cosmetics website. It shows an exclamation mark in the Arabic text and
provides a hint about the way the lips will smell after the product is used.

Example (3)

Reference text:

chachabalm

hydrating tinted lip balm

A juicy pout!

chachabalm conditions & hydrates with mango butter and sodium hyaluronate. This kiss of
sheer color gives you the juiciest lips.

Arabic text:

chachabalm =i
b e s O she ol oy

14S) il Aaiy ol

Bl oS sl 138 iy oladll (i 535 and Gl g geall Sl s 5 sllua 5 saildll 335 lechachabalm  wasivs (s siag

Back translation:
The chachabalm product

hydrating and colouring lip balm
Lips with a whiff of fruits!

The chachabalm product contains mango butter and sodium hyaluronate, which protect and
hydrate lips. This balm gives you captivating lips.
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Upon reading the description, we find that the product is a lip balm and that the smell is not
specifically mentioned in the description. The English description includes mango butter as a
component, which does not necessarily mean that the product smells of fruit — at least not of
all fruits. The focus of the message moved from the texture (juicy pout) to the smell (whiff of
fruits). Moreover, upon examining the similarities and differences with the English version, the
incoherence can be interpreted by a misunderstanding of the message (confusing ‘juicy’ and
‘juice’) and/or avoiding the sexual connotation of ‘juicy pout'.

Example (4)
Reference text:
hervana ultra plush
berry pink lip gloss
Pure lip bliss!

Our plush glosses glide on extra smooth and feel ahhh-mazing. The six irresistible shades,
from sultry nudes to punchy pinks, come in soft-squeeze tubes with a custom tip designed for
perfectly even application.

Arabic text:

hervana ultra plush =aiue
ASS)" S olad &6&4
Mo ol Ae b ol

‘;“\:\..l\l.a.‘\Jﬂ\&@)d&&ﬁ}h@@)dm‘;w\ ‘M}ﬂw\JwﬁM}h}uJ&bm\eﬂulmuw
sllie g liia (3l Lanad aiia (il ae Lo Jarall Jedl (ge canlil 3 s 8 il a1 il )

Back translation:

The hervana ultra plush product
berry pink lip gloss
Very soft lips!

Our lip gloss products glide smoothly and make you look great! This product comes in six
charming shades, from attractive nude shades to alluring pink shades, and it comes in soft-
squeeze tubes with a tip designed especially for perfectly even application.

The appellative function achieved by Example (4) is weak, because the exclamation mark
does not add much value to the translation. Not only is a creative element absent, the notions
‘bliss’ and ‘purity’ are absent in the reference text; the reasons relate to avoiding religious
connotations that may not suit Arabic culture. More importantly, the slogan is not coherent
with the description. The product is a gloss and the slogan focuses on the smoothness effect,
which is mentioned in the body text but should not be treated as the main characteristic of a
gloss product.
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Example (5) relates to a high-tech product — a mobile phone with a special camera that has
a wide view that makes it possible to include more people in a photo. The reference text
prioritises this characteristic in the slogan, which is coherent with the body paragraph.

Example (5)
Reference text:
Get everyone in the shot

Selfies with friends have never looked better. The GALAXY Grand Prime has a 5MP front
camera with an ultra-wide view angle of 85 degrees. The wider angle of view means you can
get more of your friends and more of the background in every shot—and leave the selfie stick
at home. The high resolution ensures you'll get crisper, more awesome photos that you can’t
wait to post.

Arabic text:

el O gaenis) ea

L5l 30 JuSilage 5 48y Lalal 1 GGALAXY Grand Prime il aiah Cun e Led Gansy ol eliana¥) pa 2513 ) gucay aliaia

sl e b i AR L el pl6 ST gl e e Jgeant) Ballad) 384 ety J iall cilin Sl AN ) seally

Back translation:

A collage image among everyone

Selfies with friends have never looked better. The GALAXY Grand Prime has a 5MP front
camera with an ultra-wide view angle of 85 degrees. The wider angle of view means you can
get more of your friends and more of the background in every shot—and leave the selfie stick

at home. The high resolution ensures you’ll get crisper, more awesome photos that you can’t
wait to post.

The Arabic slogan changes the message of the English version and the Arabic description itself.
The transcreated slogan refers to a photo made up of several images rather than one single
image. Even though there is a creative attempt in the Arabic version, through the employment
of a rhetorical device (a play on words tajmee and jamee), the message is confusing and
can lead to an incorrect understanding of the function of the product. Transcreation, here,
overrode the meaning.

Example (6)

Reference text:

gogotint cheek & lip stain

bright cherry tinted lip & cheek stain
You gogo, girl!

Gogotint is the wildest flush you can get from a bottle! Our see-through bright cherry red lip &
cheek stain is vibrant, juicy and pops till you drop. Release your inner rebel with colour that
lasts!
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Arabic text:

oladlly &asaallgogotint asiue

25380 5 il 6 ke 25 S A

iy claxial e 35S

s 3 58 5 olall Dl 5 48 5l & 5,80 Wm0 TAala 5 G Ledle (bt 385150 o) s ST 0 Gogoting st o
L ko ¢y o 8 el s g yall a1 (il allal 5 pud Al i AsgSla Ani il

Back translation:
The gogotint product for the cheeks & the lips

bright cherry tint for the lips & the cheeks
Be ready, our darling!

The Gogotint product is the wildest flush you can get from a bottle! Our glossy and bright
cherry lip and cheek stain is vibrant and has a fruity smell that gives you a captivating look.
Release your inner daring and exciting spirit with a long lasting colour!

Example (6) is a cosmetic product blurb. While the Arabic slogan carries a local expression,
“our darling”, the meaning is not coherent with the description and can affect the marketing
message. The slogan focuses on readiness, while the body text is about releasing inner
daring and an exciting spirit. It should be mentioned that the rest of the translation also seems
to avoid sexual connotations such as ‘juicy’ and ‘pops till you drop’.

Example (7)

Reference text:

CORALista ultra plush

sheer coral lip gloss

A kiss of paradise!

Our plush glosses glide on extra smooth and feel ahhh-mazing. The six irresistible shades,
from sultry nudes to punchy pinks, come in soft-squeeze tubes with a custom tip designed for
perfectly even application.

Arabic text:

coralista ultra plush jasiu
Giled il e olid aale
RN

By ) ol ) Al 350 i 5 g 6l ) il jall 5 1Ladl | st ol B s IS5 oli2) gl L) yuimaioss s
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Back translation:
The CORALista ultra plush product

sheer coral lip gloss
An attractive colour

Our glosses glide to gloss the lips so smoothly to give you a wonderful feeling! The six
magical shades, from attractive nudes to captivating pinks, come in soft tubes with a custom
tip designed for a perfect application.

The slogan in Example (6) lacks a dynamic touch: The translation is not appealing and does
not comply with local conventions of adding a cultural or rhetorical reference. It was selected,
in the first place, because of a criterion found in the description, which is not the main concern
of this study. However, this example reveals interesting tendencies that are similar to the
incoherencies discussed above. According to the description, the product is a transparent
gloss; however, the slogan focuses on its colour. The translation introduces a confusion
and incoherence in the Arabic version. When it is compared with the reference text, we find
that it employs sexual and religious notions; these notions are absent, or avoided, in the
Arabic version.

The next paragraphs will discuss the results and examples provided above in relation to the
literature. The discussion will address general trends in the industry and translation-specific
issues in the field of localisation and, particularly, in transcreated texts.

5. DISCUSSION

The general trend observed by this study is the high quality of transcreation for the high-
tech product websites, and the relatively poor quality of transcreation for the cosmetics and
furniture websites. This finding reveals that what appears to be a creative approach does
not necessarily mean that the quality “fits the purpose” (Bowker 2020); instead, it questions
the expensive rates required by translation agencies when they offer such service, which is
considered as a “value-added” (Carreira 2023, 129) and that creative approaches are also
encouraged in academia (Munday & Gambier 2014, 20; Katan 2016, 377-378). Therefore,
creativity does not always have a positive impact on quality. The paper presented cases where
the purpose and function were achieved in transcreation, with few or without noticeable issues.
Moreover, the localisation process should be taken into account, and the agents should not
be held accountable for all the issues found. For example, it is known that multiple updates
of websites mean chunks of texts could be translated (Pym 2005, 21) without context, and
multiple agents may work on the same text. This paper focused on the text that is presented
to the end user and the marketing message. Therefore, the issues that were found hindered
the achievement of the intended purpose, because misleading and inconsistent information
was given in the slogan, and that affected its relation to the description. Attempts to adapt
content to the target culture, such as avoiding sexual or religious references, are expected;
however, adaptation was found to be applied blindly without ensuring that the final result still
achieves the function. In other words, undesired notions were removed, but were not replaced
by alternatives suitable for the context.
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From another point of view, discrepancies in transcreation quality are linked to type of
industry. Discrepancies may result from the budget of the client, the content visibility or the
company size (Kassawat 2022, 255). Jiménez-Crespo reports that there is a relationship
between web localisation processes and client size (2013, 29). It can be argued that corpo-
rations selling high-tech products are bigger in size and have a wide reach, which is a moti-
vating factor for them to polish their content and protect their image. Regarding the product
type or industry type, high-tech products have a relatively shorter life than that of cosmetics
and furniture, which might motivate creativity (Kassawat 2022, 256) to attract and quickly
persuade customers within the offering window. In fact, Drugan (2013) highlights that the
quality assurance level is tailored to how sensible the content is, the size of the company, and
to client budget. This makes sense, to a certain extent, because creating more attractive texts
can be an “over-investment” (Pym 2000, 189) if expectations are low or requirements are few.
However, current tendencies raise ethical questions about the quality offered to users — even
if only a small number of people will see the content. These tendencies also contradict the
concept of localisation and the purpose of using an expensive strategy such as transcreation.
The localisation industry and the transcreation strategy are mainly based on function and
presenting the target market with quality content; however, the results are that best practices
are not always being followed and expectations are not always met.

6. CONCLUSION

This paper responded to a critical question about existing knowledge and expectations in the
localisation industry and translation studies in relation to transcreation for localised websites
and translation quality standards, such as coherence. The accuracy that is problematic in
functionalism can be a complex matter, depending on the analysis approach. This study
focused on the coherence aspect of accuracy and looked into how logical the arguments
and the relationships are in the translation of marketing slogans and product descriptions.
A qualitative and target-based approach was adopted. This approach was found to be more
convenient than quantitative methods for studying a corpus related to advertising, and more
suitable than the source-based or comparison-based methods that do not fit the nature and
goals of localisation. The notion of the reference text helped us to avoid a direct and literal
comparison with a source, even if it was known. Determining the criteria beforehand also
helped to pave the way for an objective analysis, instead of providing general interpretations.

The results show that the transcreation quality exhibited discrepancies regarding
coherence and the marketing purpose at the level of the type of industry (Figure 2). The
criticism model that we adopted led us to discover the predetermined criteria in the target
language, and to reveal their effectiveness and potential impact on the end user. The results
clarify the effect of transcreation as a strategy used to persuade on the coherence and logic of
the argument in the text. While this can be partly the result of the segmentation of texts during
the localisation process, the full context, at the very least, should be provided to the agents, to
ensure coherence of the message. Moreover, in the case where automatic translation is done,
the coherence issue becomes more significant, because of the lack of association between
one sentence and another. This finding, in turn, highlights the importance of human translation
for creative genres.
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The study was limited to a comparison with a reference text, which could not provide
an accurate perspective. This was an obligatory path, given the challenges imposed by the
nature of websites. The examples could help future research on localisation and transcreation
with an emphasis on quality issues, as well as professional translators, translation students
and trainers who opt for a creative approach and wish to practice transcreation professionally.
The methodology and the findings should be useful for researchers who conduct research on
transcreation, since such research often revolves around creativity and ignores basic textual
aspects. We hope this study provides greater awareness of the potential issues involved in
translation choices and the best way professionals can reflect marketing messages.
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