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Abstract:

The present paper investigates the process of website localisation.
Theoretically, in a broad sense localisation is the process of modifying a
product for a specific locale. It should be implemented in a way to enable
persons from a certain place or culture to be able to utilise the product in their
native language without difficulty. The author takes the toyota.ae, the official
dealer of Toyota Motors, as a case study, since this website is localised to
address the Arabic language reader in order to market the company vehicles.
The data collected in the paper are taken from toyota.ae/en/ and toyota.ae/ar/
to assess the English and Arabic versions of this website. The qualitative
approach is adopted here to see to what extent the website localisers succeed in
transferring the English content to the Arabic one. The author assesses the
process of the website localisation from translation perspective by making a
comparison between the English content and the Arabic content.
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Introduction

For linguistic specialists, localisation is a relatively recent topic of activity,
with a strong correlation to computer products and other digital contents. It is
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realised as a range of profoundly technology- involved activities, of course
without extensive technological preparations would not be feasible.

One has to establish the most significant words before examining the
localisation techniques and procedures: Globalisation, Internationalisation,
Localisation and Translation abbreviated with the GILT acronym. There are
two dimensions for globalisation: it refers in general to the globalised reach of
the economy and industry. It refers also to commercial operations linked to
selling a product or service across several regional markets within the
localisation framework. Internationalisation is the "technical localisation
process of enabling a product” (Lommel & Ray 2007, 17) in such a way that a
specific market may be readily adapted following the engineering phase.
Locale is a number of parameters or criteria used to recognise the user's
language, country and other preferences, where mixing geography and
language maintains all aspects of cultural consequences as in cities, states or
countries. But, defining a locale as a culture is not valid since the latter is more
comprehensive. The EU is a vital example; one might rearrange the EU market
software solution, using all the cultural and legal necessary changes or required
modification in English. A locale is not a language since language is an
essential component of a place (Yule 2015, p.243). Locals may accommodate
the same language as the original, but this requires an adaptation of the product
to be successful, e.g. French in France and French in Canada. Localising
products implies adjusting the cultural and language characteristics to a certain
geographical or demographic locale of the material (texts, pictures, spoken
sequences, etc.). This entails adjusting material for elements like “date and
time formats, currencies, numbers, languages, colour-coding, cultural
preferences and writing systems to the local standards” (Lommel & Ray 2007:
18). A locale specifies sorting algorithms and upper and lower case characters
for data representation. Locals are technically expressed in combination with
the conventional country codes by the two-letters code on language
representation (ISO 639-1) and (ISO 3166-1) such as de-BE which refers to
German spoken in Belgium, or en-CA meaning English in Canada.

It is possible to define localisation as "the provision of services and
technologies for the management of multilinguality across the global
information flow" (Schaler (1999), as cited in Localisation Focus September
2002: 21). Besides, it includes three elements, namely “the industry, the
providers of tools as well as the localisation work itself” (ibid.). More
practically, localisation is the "process of modifying a product for a specific
locale"(Yunker 2002: 17). Localisation should be implemented in a way to



enable persons from a certain place or culture to be able to utilise the product
in their native language without difficulty. Any product you can offer to an
international customer group might be anything, but in practice the word
"localisation" is used for software and websites.

The localisation of software refers to the process of adaptation and translation
of software into a different language to make it suitable in linguistic and
cultural terms for the local market. There are disparities between localising
software and the conventional translation of documents. During translation, the
localisation of software is “the translation and adaption of a software product
and its documentation” (Pym, 2010: 1). Software translation initiatives are
generally carried out while the source products are still being developed so that
all language versions are simultaneously shipped. Therefore, translation is
simply one activity “in a localisation project, activities include project
management, software engineering, testing and desktop publishing” (Sandrini
2008, 2).

Online localisation, on the other hand, includes translation into another
language, which will enable more globally accepted products to utilise the
software's user interface or data on a web page. Therefore, the primary
objective of the localisation is to improve product understandability and use so
that it is utilised with optimal efficiency in different areas of the world. Surveys
and statistical analyses by Internet World Stats in 2021 have affirmed that there
were “an estimated 5 billion Internet users globally, of which Middle East
comprised 3.4%, or a total of 265,587,661 Internet users”
(www.internetworldstats.com/stats.htm).

Web localisation, in short, is the translation of a website into a specific
language, which is “an efficient and cost-effective means to expand market
share and increase product sales”( Sandrini,2008:2).The localisation of the web
Is in fact similar to that of the software localisation, which Pym puts properly
(2010:1) as:

“The localisation of a website differs from non-hypertext
translation with respect to the identification of translatable
elements, the tools needed to render them, their non-linearity, the
way in which the translation process is prepared and coordinated,
and the extent of the changes that may be introduced".

As websites are amended and updated often or frequently, web localisation is
also defined by the usage of translation memory in translating new and altered
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material. The rapid expansion of the software and web location business shows
the growing popularity. As the elements of localisation are essential to
understand it, the localisation characteristics, ,the topic of the next section, are
also important to tackle its procedures and techniques.

1- Characteristics of localisation

The relationship between web localisation and software can be tackled via five
different aspects:

(i)  computational;

(i) linguistic;
(iti) cultural,

(iv) economic; and
(v) legal.

The present paper tackles two of these aspects, namely linguistic and cultural
aspects. Ashworth and O’Hagan (2002: 66) defined Localisation as

“a process to facilitate globalization by addressing linguistic
and cultural barriers specific to the Receiver who does not
share the same linguistic and cultural background of the
Sender".

Here, it is important to mention a number of linguistic localisation
characteristics cited by Sandrini (2008:3-22):

e "Language of the locale": SL— TL process of translating a work creates “a
fresh life by eliminating and renewing language boundaries on a foreign
soil” (p.3). That is, location means giving a thing a life beyond a locale.
This requires the identification of the locals where, for instance “the French
and Italian scripts of Western Europe, Eastern European Greek and Russian
script and Chinese and Japanese characters of the Asian language are
employed” (ibid.).

e "Language varieties": varieties within a single language, in localisation of
a software, also needs to be identified, as in the simplified and standard
Chinese characters, American English and British English.
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e "Directionality of language": written languages are poly-directional, “from
left to right or from right to right or from right to left or left to right
horizontally” (p.5). Languages like Arabic are written from right to left,
while English numerals, which are from left to right, a text must be placed
from right to left. The linguistic directionality therefore generates
typographical issues that need to be rectified before the content can be
localised.

e "Linguistic adjustments": due to the restricted screen space while
localising software, linguistic modifications may be required. Some
localisation tools, such as Visual Localise, can enable users to eliminate
character limitations to make linguistic changes easier. You might compare
the screen space issue to adding subtitles to a movie that is displayed on a
small screen.

e "Typographical changes": When localising from one language into
another, typographical or logographical adjustments may be required. This
modification may be seen by the abbreviation used for various command
buttons.

e "Terminological consistency": Concerning localisation applications for
more than one product, terminological uniformity is essential. If
terminological differences are required, localisation software may initiate a
number of translations of the same term, of course depending on the
context, as in the issue of localising a product for the MEANA people,
where several terminological questions raised.

e "Fragment translation™: In addition to document transfer, such as manuals,
a decontextualized fragment of terms translation, relying primarily on
predefined terminology and translation memory databases, is the majority
of works on software and web localisations.

e "Punctuation marks": Languages are different in their punctuation systems;
an issue should also be taken into consideration. Chinese uses characters,
not letters or figures in its system.

e '"Diacritics": Special characters, like Y", §, D, d, B, and p, in some
languages like Russian are difficult to be printed accurately on the
computer; this in turn initiates another important problem in localisation.

e "Time and date formats": Sandrini (2008) talked about the various
techniques used by languages to state time and place (i) Y-M-D in Chinese;
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(i) M-D-Y in American English; and (iii) D-M-Y in French, German, and
Arabic.

e "Phone numbers™: This issue is of direct importance since web localisation
needs to mention the country phone code on the web page.

e "Units of measure™: Basically, the imperial and metric measuring systems
or the British and metric systems are in use. When it is utilised in Australia
and Japan, software created in the USA with the miles, pounds, and gallons
system to be converted to centimeters, kilograms, and liters, respectively.

e "Number formats™: This issue is a reason for many financial problems since
language like the USA and European countries use different formats for
numbering big numbers.

e "Currency formats": Sandrini talked about the danger of having several
ways for citing currencies, like (1) symbols (£, $), (2) alphabetic characters
(SFrs), or (3) combinations (Cz$). “Renminbi or RMB may have to be
inserted in localising foreign-language software into a simplified Chinese
system. For example, for a sum of 112233, it is French €112 233,
US$112,233, German €112.233, Japanese ¥112,233” (p.7).

e "Address formats": Addresses, provinces, postal codes, and states
are stated differently. Abbreviations used here are also
problematic.

As far as the cultural characteristics are concerned, it is an aspect of creating
locally-adaptable pictures and conventional methods including the alteration of
graphic components in order to suit local cultural standards (Schéler 2002: 21—
23). This is feasible because of the lessening in the globalisation process of the
cultural components. Therefore, culturalisation of website or software is a
crucial project component of localisation. In localisation, what is culturally
improper may need to be eliminated.

e “Intercultural communication”: Sandrini (2008) believes that “translation
is the transfer or transmission of culture; it is a type of intercultural
interaction” (p.7). It is the broadening of the users in the localisation
context of software for the benefit of a cross- cultural -and language -
boundary products.
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e "Cultural correctness": Political and religious influences and cultural
perceptions as terms of the impact of cultural correctness have to be
assessed in software and web localisation.

e "ldeological acceptability”: Hatim & Mason (1997:119) states that
translation i1s “the translation of ideology, involving the transfer of
values, beliefs and ideas from one language to another by means of the
written word”. Some ideologically- unacceptable expressions must to be
ignored in the localisation process.

e "Colour conventions": Sandrini (2008) and many semioticians believe
that translation must take consideration of the cultural associations of
colour. “As colour is culture-bound, different colours have different
associations. Red, for example, means danger in European cultures, but
festivity in the Chinese culture” (p.9).

e "Cultural symbols": it should be noted that graphics with a specific
cultural symbol, such as a sign of a landmark in a specific place, should
be avoided in order not to cause any confusion.

2- Methodology and Discussion

The present paper takes the process of the Toyota website localisation
adopted in toyota.ae, the Toyota dealer in the United Arab Emirates as a
case study. As we have stated in the theoretical part of this paper, the
purpose behind localisation is to present Toyota products to the Arab
culture in conformity to the local language and environment.

The data collected in the paper are taken from toyota.ae/en/ and
Toyota.ae/ar/ to assess the English and Arabic versions of this website. The
qualitative approach is adopted here to see to what extent the website
localisers succeed in transferring the English content to the Arabic one.

Due to the limits of the study, the author makes the scope of work restricted
to the web pages of two well-known vehicles, namely Land Cruiser and
Avalon. The pages review the vehicles specifications regarding reliability,
safety, technology, exterior and interior appearance etc.

The following table covers the examples taken from toyota.ae elucidating
the Land Cruiser specification in both English and Arabic.
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No.

The English Content

The Arabic Content

"Any Journey Anytime"

"Since its launch in 1951, the Land
Cruiser has continued to be selected by
customers as a safe and secure vehicle
symbolizing Toyota’s quality, durability
and reliability. Now, 70 years later Toyota
has introduced the long-anticipated
evolution, with ground-breaking
enhancements to the platform and
powertrain befitting the king of SUVs."

"The Land Cruiser has long been known
as one of the Middle East’s best-loved
vehicles, and a cumulative total of
approximately 10.4 million Land Cruisers
have been enjoyed by customers in 170
countries and regions all over the world."

a1 Gilidal ailal) LAl

A cliila (V140 e (ubd) jgd B L) e
e Adadal) @l bdl) Sl on Whilka e )3eS
3agal) cilgiway Cla¥ly Aadlaadl &l jra Juady g anl)
Ugagd Bsd uSad (AN 4l ddghgally dilially
paki dale Vo g amg casally pUadl) Lfa' YESH
S luad g o U5 JU o3 waall Jiall Uiy
Jii Ao garay Bl ibiad) JGgd) (Ao A8 g
@l o) 48 (ie o g 5 ad) L AS Al

" e laaiu) asnia dsdaly )

(B B < ) ST gaa) 38 A culls Lalldal g

Gole Vet lgflaga laa) &l 3 daugd) Gl
",aﬂ.ﬂ‘;le‘)igém‘gu‘gé\v~ géﬁjzwa

""Bolder, Lighter, Stronger**

"The exterior design offers an
overwhelming presence and strength
through a new overall design language,
while the interior is appointed with luxury
and"™ functionality that truly set this
generation apart from any other vehicle in
its class.

Wide, powerful shapes run horizontally to
create a distinctive and authoritative
presence. While the striking silhouette is
defined by sharply contrasting lines"

Qe Sisig U3y il e £ praal"

Sy MW @il Al aedly 3wl pall
Buaall gasaal dagie DA (e gl L jgda
B AN g ale L g B ALl
okl 13 Faad Al Ldd o) 5elisl) g Aaladl) il i

AL e g AY) G ) e o0
Bbaeal) priail L) Gilealiy 8 5ANy A g duday o Jaghad

bghil) W a0 dnga ADM) g (2l g Gaaall W guaa
Aditall g Balal

Flagship Technologies"

As the flagship model of the Land Cruiser
series, it has in every generation led the
way in  vehicle evolution  while

MaA ) calaisd

Q)Af\'.'\u\ €298 AN Al .ﬁbﬂ G:\JA.'\S\ Lg:ﬁm,i
Bsa BALA! CLEN Gias LQJI,'\A‘ Aliday B )
o Gkl edy Cipally il jud) alle B ghaill

AYY




incorporating the latest technologies.
These years of developments have resulted
in vehicle weight reduction, lowering the
center of gravity, the adoption of a new
powertrain, and an unmatched off-road
capability.”

o) ABld) gl JSpe gadly bl ¢y Chidds
oAbl ¥ il 8 38a% g Sauaa AS ja JiI e gana alais)
" 5e sl bl e

Safety is Standard"

As with any other Toyota model, safety
remains a top priority for the all-new
Land Cruiser, which comes with an
advanced safety system. This is
complemented by Toyota Safety Sense 2.0,
an innovative safety technology package
that includes a Pre-Collision System
(PCS) that introduces new features
including Emergency Steering Assist and
Intersection Turn Assistance to help
prevent collisions with vehicles, cyclists
and pedestrians. The package also
includes Dynamic Radar Cruise Control

Al Jga ey ppanai

Lsl gl Aadhad) axd ¢ AY) Uigy s b pman (8 LaS
g5 o3 3 (LS Baaad) 53908 Y Bk b dpmaniy
Yoo Aadlaall Uigy g5 allil e JalSly ) ghile dadlaw allily
) Sldli (e B skila A8 gara (8 BLE Ry
s g3 Al gl ((PCS) alahaal) J:b Apiil) sl Cpauati
o 4 51l A Bacluall Luald Wiy (pe Bdy Gl ey
de Al B baeluall dualdy ikl ¥l
S pally alabal) ade o Gilaad) 525 Laal ccilakalil
U g 55 a3 Cpaucaly LaS BLal) g ciland Jal) (8159 5 AY)
Sl gl A ) AT Aadlaal!
Seall i allily A ) (3llai Juls e (DRCC)
pliiy (LDA) Swall o Blal) aliiy (LTA)

" (AHS) isiall ual) ¢ gl

. e

Cddaddd
e

(DRCC) with Full-Speed Range, Lane
Tracing Assist (LTA), Lane Departure
Alert (LDA), and Adaptive High Beam
System (AHS)."

Following the Arabic style, the translator in (1) uses more than one strategy
(addition and explicitation) to produce a text attracting the Arabic language
reader. For example, s/he added the words "< jw Jas and "4l )11 3 1" and
explicates the abbreviation "SUV" (Sport Utility Vehicle) to put the
specifications mentioned in the source text in an attractive stylistic form.

In (2), the translator uses lexical shifts in rendering the desired meaning and
esthetic form. The punctuation has an esthetic shape in the title "Bolder,
Lighter, Stronger", but in the Arabic version the esthetic shape is fulfilled by a
complete explicate sentence "4itia yiSi, Uy <al Je ssa aveai, Moreover,
the translator feels free in shifting nouns into verbs and vice versa.
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deletion is used by the translator as a strategy to exclude unimportant «(¥)In
elucidate just those attracting the target reader attention. information and to
Accordingly, a whole segment "while incorporating the latest technologies" is
.omitted from the source text and remained untranslated

h except with the title. adopts the literal translation approac (£)The translator in
Elsewhere; S/he adopts ."aa" S/he renders "standard" in the source text into
the literal translation since the content tackles technical terms. As far as using
ve that this English abbreviations in the target Arabic text is concerned, I belie
is unnecessary step since the full Arabic equivalent exists and the full English

.term is absent

The following table reviews the Avalon specifications in the English and

.Arabic versions as listed in the toyota.ae

No.

The English Content

The Arabic Content

1

ADMIRED CONFIDENCE"

Exhilarating design meets cutting edge
technology for a new chapter in premium.
The Avalon embodies dynamic luxury at
its finest.”

Glas Yl 8 ey 485"

Vs e Sl s AARED (sl s
Boshie LinslsiSh aa ly b Lajasal el o (48
" Lalh ) e drim ol ) LG 5 s

"LUXURIOUS FROM EVERY ANGLE"

"Luxurious design and refinement give
you the best driving experience from
Avalon. With improved dynamics and a
responsive ride like never before”, along
with a premium "interior that’s smart
and comfortable, you can go wherever you
want to in style.”

"5_AL Juals

bl Jall gl e AW aeadl) daly
5 ashaall L o i) g LaSpalpal) Cpanksl i LA
aranail) quila ) (ge sl e B Al BaLd
IS dliga g M) athiil (plSA g da) ) 3id A0

,"3.‘533 P

A WAVE FROM THE FUTURE"

by G Sl

Juady cdaly JASY) LAl daiall ool Craaa
)zl o G pal) LELES dad) ) sl
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With intuitive technology like Head-up
Display, a 7-inch Multi Information
Display, surround sound JBL 14-speaker
sound, and a host of safety features, the
Avalon is built to make your ride the most
comfortable yet."

ABla) (b gaV (bl Basatiall cila glaal) Al g
2V E e gesal) el Ggal) Wl
Balidy adiatil ) &l e (e de ganay Cigua

"_:\él.'nb D JK\

STYLISHLY SAFE"

With an advanced suite of active and
passive safety features, Avalon is designed
to help keep driver and passengers safe in
the event of an accident. Standard
features on the Avalon include Pre-

FER NI

Aadldl il Jaa (e By ghila As gana O glE] &t aai
Gl g i) dadlu o Jablast 418 6l) o Alladl)
G jaal) oda Gadali Gila phy AU B L
IS aa aldaaY) S8 L allai o glEY Al
4,39‘533\ ew & Jheall 3yl J‘ML’ dliall o
AaLayy Salagigl) Aadl ¢ guall alig e luall

" Sealuall (o a1 de ) cudial

Collision System with Pedestrian
Detection, Lane Departure Alert with
Steering Assist, Automatic High Beams,
and Dynamic Radar Cruise Control."

In (1),the translator adopts a functional approach in rendering the source text
into the target text.S/he uses the source text as just a "source of information”
and reproduces it in such a way that attract the target reader by means of a
beautiful style.

In (2), the translator uses explicitation, deletion, and addition procedures in the
translation process. In the title, s’/he condense the source expression "from
every angle" into just the Arabic word "Js=l&", Though the importance and
potential effect of the word "refinement”, it is not translated in the target text.
Applying the addition procedure, the translator adds the Arabic word "as"
though it is not existed in the source text.

The translator in (3) applies simplification and addition procedures. In the title,
s/he renders the idiomatic expression "a wave from the future” into unidiomatic
expression "<by o i, In addition, s/he transfers the source text "to make
your ride the most comfortable yet" into Arabic twice; in the beginning " <laiail
dal ) SV sabdl" and at the end ™ 48Uy Al ST salidy aciail,

The literal translation is adopted by the translator in (4). In rendering technical
terms and in scientific translation in general, the literal translation is the most
preferable one.
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Conclusions

The business component is of vital importance for the location. It is commonly
recognized that the key objective of localisation is the marketing of software
and websites via globalisation. Consequently, localisation is often seen as an
important method of generating new translation marketplaces. This will
continue to be a topic to be explored by those specialised in translation.
Linguistically, localisation requires the usage of controlled language, which is
described as a particular type of natural languages, with characteristics like
specific domains of use, controlled lexicon, stylistic rule for avoiding
complexities and ambiguities, and simplified grammar. These characteristics
make these processes of localisation “easier to be understood by users and non-
native speakers and processed by machine translation systems" (Chan 2004:
44). Theoretically, in a broader sense, localisation is realized as translation. An
act of localisation is in fact an act of translation. Translatability of cultural
terms is, therefore, of considerable concern to translation theorists. Translation
in its perfect sense is impossible since SL and TL are not characterized by
similar  phonology, morphology, lexicon, structures, the literary history,
culture and prosody.

As for the process of localising the toyota.ae website, the translator in general
successfully render the English content into an impressive and attractive Arabic
content.
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