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"Without translation, we would be living in
provinces bordering on silence."

George Steiner
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INTRODUCTION

Human is a social being, and in order to communicate with others, they need means of
communication that are sometimes incomprehensible, hence their incessant and rigorous search to
find a way to understand and be understood. Among these tools, we have translation, which
emerged as an activity as fascinating as it is complex in human thought, aiming to create
connections between different communications in two or more languages, as well as their cultures.
Beyond its complexity, translation stems from the fact that it aims to reconcile multiple languages
and cultures. Therefore, translation is not exclusively the transfer from one language to another, but
also the bridging of two or more cultures. This is how translation theories and approaches have
emerged, aiming to produce translations as effective as possible, making translation a challenging

task due to the differences and complexities that exist between languages.

Translation encompasses diverse fields, each requiring unique expertise and specialized
knowledge. Literary translation involves preserving the essence and cultural nuances of novels,
poems, and plays. Legal translation demands precision in translating legal documents, contracts,
and court proceedings. Medical translation focuses on accuracy in medical records, research papers,
and healthcare materials. Technical translation navigates complex terminologies in engineering
documents, manuals, and IT materials. Audiovisual translation spans subtitling, dubbing, and voice-
over work for movies and TV shows. Localization adapts content for specific cultural contexts in
software and websites. Interpreting, distinct from written translation, involves real-time oral
translation in conferences, courts, and diplomatic settings. Scientific translation navigates complex
research across various scientific disciplines, while religious translation deals with sacred texts and
spiritual literature. Each field demands linguistic finesse, subject matter expertise, and a deep
understanding of both source and target cultures. Business translation handles corporate documents,

financial reports, marketing materials, and E-Commerce.

The translation of E-Commerce terms is a pivotal aspect in today's globalized digital
landscape, where seamless communication across linguistic boundaries is essential for successful

business operations.

Our thesis titled "strategies of translating E-Commerce terms from English into Arabic."
revolves around exploring the intricate strategies employed in translating E-Commerce terms from
English into Arabic. We aim to delve into the complexities and nuances of this translation process,
acknowledging the challenges, cultural implications, and technical intricacies inherent in
transferring the essence of E-Commerce concepts from English to Arabic. The exploration
encompasses linguistic theories, cultural contexts, technological adaptations, and practical
applications, aiming to offer a comprehensive understanding of the challenges and best practices in

effectively translating E-Commerce terminology between Arabic and English.
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By scrutinizing various translation methods and their impact on maintaining accuracy,
clarity, and functionality, this thesis aims to contribute valuable insights to the field of translation

studies and support the enhancement of cross-cultural communication in the realm of E-Commerce.

While our corpus « CSP, E-Commerce beginner guide », we have chosen it firstly, for its
relevance to our study and also for the significant E-Commerce terminology it encompasses, which
sparked our interest. This task demands a deep and meticulous analysis to achieve a satisfactory

translation while remaining faithful to the meaning expressed in the source language.

From this, our problematic: what are the suitable strategies of translating and analysing E-

Commerce terms? which revolves around the following sub-questions:
« What are the possible difficulties of translating some E-Commerce terms?
» What is the importance of translating E-Commerce?
* Did the strategies employed successfully transmit the meaning?

These are the questions we will endeavour to answer in our thesis. To address these

questions, we are considering the following hypotheses:

* employing a combination of linguistic expertise, contextual understanding, and specialized
domain knowledge will lead to effective translation and analysis of E-Commerce terms. Strategies

that involve a meticulous analysis of target audience preferences and adaptation to cultural nuances.

* E-Commerce terms may lack direct equivalents in other languages due to their

technicality, cultural context, and the dynamic nature of the digital market.

 Effective translation of E-Commerce content may broaden market reach, enabling

businesses to engage diverse audiences and transcend language barriers.

* The effectiveness of strategies employed in translating E-Commerce terms hinges on their

ability to accurately convey the intended meaning while preserving contextual nuances.
From these our objectives are:

e Identify and analyze the challenges in translating E-Commerce terms.
e To explore strategies that facilitate accurate and culturally sensitive translations.
e To evaluate the impact of translated E-Commerce content on business communication and

market engagement.

We aim through this research to deduce the main and appropriate strategies used in translating E-

Commerce terms into Arabic, and the diverse challenges that may face translators in this field,
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the possibilities of its enhancement and terminological treatment, as well as the role of the translator
in this process, and how an effective translation in E-Commerce can make the difference to have a

successful business.

This study aims to contribute to the field of translation studies by offering insights into
translating E-Commerce terms. Additionally, it emphasizes the crucial role of translation in

facilitating smooth commercial exchanges in today's globalized economy.

Our choice of theme was based on translating E-Commerce terms, within the chosen theme
titled "strategies of translating E-Commerce terms from English into Arabic." We will attempt to
work on an E-Commerce guide to analyse the strategies of translation used in the field of E-
Commerce. This stands as the focal point of our discussion, considered one of the most intricate

translations to undertake due to the distinct characteristics inherent in each language.

What drew us to our choice is the newness and the importance of E-Commerce nowadays,
as it remains an ongoing topic, particularly concerning economic texts characterized by their lively
yet highly technical language. Additionally, it highlights the role that translation holds in today's
economic and professional world due to its importance in ensuring the smoothness of commercial
exchanges. The economic and ecommercial landscape evolves daily, birthing new terminologies
that demand translators to stay updated, familiarizing themselves with neologisms and everything
encompassing this domain through magazines, journals, and websites. Another reason for delving

into this subject is the evident lack of E-Commerce translations from English into Arabic in Algeria.

To respond to the needs of our study, we consulted a series of books that we have cited in the
general bibliography, for instance: Ghazala, Hasan, (1995) translation problems and solutions 4th
edition, Nida, E. A. and C. R. Taber. (2004). The theory and practice of translation. Shanghai

foreign language education. Press.

Our methodology involves a descriptive approach. We will delve into theoretical aspects of
translation and then conduct a practical analysis by translating an E-Commerce guide from English

to Arabic.

To answer the previous problematic, we've structured a work plan starting with a general
introduction, followed by a theoretical segment and a practical section. The first part comprises two
chapters. The initial chapter titled "Translation, and translation strategies" aims to define translation,
expound upon its history, and finally, offer insights about translation strategies in general then the
strategies used in the field of E-Commerce and outline the associated translation difficulties. The
second chapter revolves around "E-Commerce terms" encompassing the specialized language of

economy, an overview of its characteristics, delineation of the importance of translating
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E-Commerce terms after defining E-Commerce as a field then speaking about the difficulties that
face translators of E-Commerce including the impact of the cultural side and how to have an
effective translation, and finally, giving some solutions and suggestions to enhance the translation of

E-Commerce terms.

The second part consists of one single chapter, where we will conduct an analytical study of
a guide “beginner’s guide to E-Commerce” of Saint Paul university, and then translating it into
Arabic, we will start by introducing our corpus, then comment the results by extracting the words of
E-Commerce to deduce the appropriate strategies of translation used in the field of E-Commerce

when translating from English into Arabic.

Finally, we will conclude our research with a conclusion where we will summarize the final

results we have reached and which have helped us answer our problematic.
During our research, we encountered various difficulties like:

. The specificity of the terminology extracted from the economic field required
in-depth documentary research to avoid inaccuracies and ensure accurate translation.

. Furthermore, the nature of our theme required long hours of work.

. The newness of the E-Commerce field which requires a lot of researches, and

the lack of books of translation in this field.

Our research will not only offer valuable insights into effective translation strategies
but also highlight the pivotal role of translators in the interconnected global business
landscape. Furthermore, it will underscore the continuous need for innovation, adaptation,
and ongoing research in the dynamic domain of E-Commerce translation. Future studies
might focus on developing Al-assisted translation tools specific to E-Commerce or delve
deeper into the socio-cultural impacts of accurately translated E-Commerce content on

consumer behavior and market penetration.
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CHAPTER 1 Translation, and translation strategies

The complex art of translating meaning from one language into another while maintaining its
core, subtleties, and cultural context is called translation. It acts as a link between various linguistic
environments, facilitating understanding and communication. In every field, literature, commerce,
technology, diplomacy, etc. Translation is essential to building cross-border relationships and mutual
understanding. In addition to linguistic proficiency, this complex process requires a thorough
comprehension of the historical, social, and cultural contexts of both the source and target languages.
Translation is an undertaking that crosses boundaries and unites worlds; it is a monument to the

strength of language and its capacity to do so.

1. An overview about translation

1.1 Definition of translation

Translation is a mental activity in which a meaning of given linguistic discourse is rendered
from one language to another. It is the act of transferring the linguistic entities from one languageinto
their equivalents in another language. Translation is an act through which the content of a textis
transferred from the source language into the target language (Foster, 1958, p 32). The translator needs
to have good knowledge of both the source and the target language, in addition to a high linguistic
sensitivity as he should transmit the writer’s attention, original thoughts and opinions in the translated

version as precisely and faithfully as possible.

Due to its prominence, translation has been viewed differently, according to Nida and Taber
(1982) in thetheory and practice of translation, « translating consists in reproducing in the receptor
language the closest natural equivalent of the source language message, first in terms of meaning and

secondly in terms of style possible approximation ».

Whatever the translation is, the original definition is the same, so the discussion seems a little

confusing and useless.

According to Ghazala (1995), « translation is generally used to refer to all the process and
methods used to convey the meaning of the source language into the target language ». (Ghazala,
1995, p 01)

Ghazala’s definition focuses on the notion of meaning as an essential element in translation.

Thatis, when translating, understanding the meaning of source text is vital to have the appropriate

equivalent in the target text thus, it is meaning that is translated in relation to grammar, style and
sounds. (Ghazala, 1995, p01)
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Translation is a process and a product according to Catford (1995), « translation is the
replacement of textual material in one language SL, by equivalent textual material in another
language TL », (p.20). this definition shows that translation is a process in the sense that is an activity.
Performed by people through time, when expressions are translated into simpler ones in the same
language (rewording and paraphrasing), it can be done also from one language into another different
language. Translation is, on the other hand, a product since it provides us with other different
cultures, to ancient societies and civilization life when the translated texts reach us (Yowel and
Mutfah,1999: 20)

Translation is a complex process that involves transferring meaning, context, and cultural
quirks from one language (the source) to another (the target). The goal of translation is to accurately
convey intent, style, and cultural subtleties in addition to linguistic equivalency. The process entails
a careful manipulation of language, utilizing linguistic expertise, cultural awareness, and contextual
awareness to maintain readability and coherence in the translated version while capturing the spirit,
tone, and nuances of the source material. Translation is more than just a language conversion; it is a
complex combination of artistry and accuracy that acts as a barrier between languages, allowing for
mutual understanding and cross-cultural communication in a variety of contexts, from academic

writing and literature to business and diplomacy.

"The translation is indeed an extremely complex cognitive process during which different
linguistic levels come into play (morphology, syntax, semantics, and even pragmatics to identify and
try to resolve ambiguities related to the context of the utterance).” (DEPCKR, CHAUDIRON,et. Al :
2005,27).

Many linguistic levels, including morphology, syntax (sentence structure), semantics
(meaning), and even pragmatics (the context and consequences of language use), are involved in

translation, making it a very complex cognitive activity.

Translators frequently encounter ambiguities related to the original statement's context during
translation, which they must recognize and make an effort to clarify. This suggests that
comprehension of context, intentions, and suggested meanings in addition to word meanings is

essential to the translation process.
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1.2History

Throughout history, translation has been a crucial conduit for the exchange of knowledge, culture,
and ideas between different societies. From ancient civilizations like the Greeks, Romans, Egyptians,
and Mesopotamians to the medieval and Renaissance periods, translators played pivotal roles in
accessing and disseminating literature across diverse languages and geographical areas. Notable early
translation efforts include the Septuagint in the 3rd century BCE, translating the Hebrew Bible into
Greek, and the flourishing of translation in the Islamic world, where scholars translated works from
ancient Greek, Persian, Indian, and other sources.

The Middle Ages saw a preservation and dissemination of literary, philosophical, and scientific
works, fostering a significant cross-border interchange of information. This trend continued into the
Renaissance, marked by a resurgence of interest in classical texts, such as sacred scriptures translated
by figures like Saint Jerome and Martin Luther. These translations not only promoted the spread of
new ideas but also influenced religious movements, fostering the evolution of European languages.

The translation of sacred scriptures, like the Bible, into different languages was a significant
turning point, impacting religious beliefs and cultural identities. Figures such as George Chapman and
their translations contributed to the development of English literature, particularly with translations of
Homer's epics. Arabic translators in Toledo, Spain, made substantial contributions by translating
scientific and philosophical texts, influencing the European Renaissance and early scientific thought.

The theoretical development of translation emerged in the 17th century, as influential translators
like Dryden and Pope emphasized conveying the author's spirit and manner in translations. Subsequent
centuries saw varying approaches, from emphasizing literalness and formalism in the 19th century to

the social and political significance of translations in the 20th century.

Advancements in technology, particularly from the 1950s, led to the development of machine
translation, which, while unable to replace human translators, became more efficient and cost-
effective, especially with the advent of the internet and globalization. Overall, the historical evolution
of translation highlights its enduring importance in facilitating cross-cultural understanding, fostering

intellectual exchange, and shaping the development of languages and cultures across time.

2. Strategies and theories of translations

Early on, translators were obsessed with the form of the dance emulating the rhythm and style of the source
text, like Fitzgerald mirroring Flaubert's poetic pirouettes. This stylistic approach dominated the 20th century's
first half.

But then came a mid-century functionalist revolution. Instead of mimicking steps, the focus shifted to

communication ensuring the audience understood and felt the impact, even if it meant changing the
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moves a bit. Vermeer and Reiss, our dance master, emphasized finding functional theory in the target
language to keep everyone grooving.

Late 20th century saw a turn towards interpretation. Translators weren't just following orders; they
became active participants, adding their own understanding and flair to the dance. Susan Bassnett
reminded us that every translation is a cultural exchange, a blending of steps from different
backgrounds.

Finally, the spotlight turned on how certain voices get lost or silenced in translation. Venuti challenged
the practice of domestication, where cultural differences are smoothed out, potentially erasing unique
perspectives, especially of marginalized groups like women.

This chronological order reflects the natural evolution of translation theory. We started with
mimicking the surface, then focused on communication and understanding, before acknowledging the
subjectivity and cultural nuances involved. Each era built on the previous, adding new layers of
complexity and understanding to this intricate dance of cross-cultural communication.

By following this historical progression, we gain a deeper appreciation for the challenges and
opportunities that translators face. It's not just about swapping words; it's a huanced choreography

where language, culture, and meaning intertwine in an ever-evolving waltz of understanding.

2.1 Comparative stylistics

In 1958, translation techniques were described by Vinay and Darbelnet, who were well-known for
their research on comparative stylistics in translation. They entailed moving between two languages.
Their work sought to derive language equivalencies in order to develop a comprehensive translation
theory. In their investigation of translation processes, Vinay and Darbelnet mainly concentrated on
three linguistic levels: lexical (lexique), morphosyntactic (agencement) and semantic (message).

Comparative stylistics, as developed by Jean-Paul Vinay and Jean Darbelnet, is a linguistic
approach to translation that focuses on "analyzing and comparing the stylistic features of texts in
different languages, particularly French and English” (Delisle, 1995, p. 14).
It aims to identify and explain "the differences in how meaning is conveyed through stylistic choices in
each language" (Vinay & Darbelnet, 1958, p. 32), thus offering practical insights for translation
processes.

Translators navigate between two linguistic systems one already expressed (the source

language) and the other potentially adaptable (the target language). They start with a fixed source text,
forming an impression of the desired target message as they read. The initial steps involve identifying

translation units, assessing the content, reconstructing the context, and evaluating stylistic effects.

10
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However, the ultimate goal is to create a target language message. Throughout this mental
process, translators seek solutions, sometimes experiencing sudden insights akin to a flash of
realization. Despite these moments, thorough review and ensuring no omissions from the source text
remain crucial before finalizing the translation:

« In the process of translating, translators establish relationships between specific manifestations of
two linguistic systems, one which has already been expressed and is therefore given, and the other
which is still potential and adaptable. Translators are thus faced with a fixed starting point, and as
they read the message, they form in their minds an impression of the target they want to reach.

But translators cannot leave it at all; all these reflections upon the SL text as a whole and its units
must lead to a target language message. Going through these processes in their mind translators
search for a solution. In some cases, the discovery of the appropriate TL unit or sentence is very
sudden, almost like a flash, so that it appears as if reading the SL text had automatically revealed the
TL message. In such a case translator still have to go over the text to ensure that none of the elements
from the SL have been omitted before the process is finished ».

(Vinay & Darbelnet, 1995, pp. 30_31)

e Translation Procedures: Vinay & Darbelnet identified seven main procedures for adapting
linguistic expressions from one language to another, they mention only two methods of
translating: direct, or literal translation and oblique translation. Within the framework of direct
translation, they list three procedures:

v" Borrowing: "Directly using a word or phrase from the source language in the target
language™ (Vinay & Darbelnet, 1958, p. 83). This often happens for cultural terms or

specific concepts with no direct equivalent.

It is like finding a rare spice in a foreign market, so vibrant and unique you simply have
to sprinkle it into your own dish. Borrowing lets you keep the exotic flavor of a word or

phrase intact, enriching the target language with a touch of the source culture.

v' Calque: "Creating a new word or phrase in the target language based on the structure
of the source language expression” (Vinay & Darbelnet, 1958, p. 89). This can be a
creative solution for conveying complex ideas, but may sound unnatural if not done
carefully.

This is like playing linguistic origami, folding and shaping another language to capture
the intricate folds of the source text. It's challenging, but when done right, it creates a

beautiful new word that fits perfectly in the target language's tapestry.

11
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v’ Literal translation: "Translating word-for-word, often resulting in an awkward or
unnatural sounding sentence in the target language"” (Vinay & Darbelnet, 1958, p. 93).
This procedure should be used cautiously and adapted when necessary.

This method can be a bit of a tightrope walk aiming for accuracy but risking a wobbly,
unnatural translation. It is as a raw diamond; it needs careful polishing and adaptation to
truly shine in the target language.

And in the context of oblique translation, they enumerate four procedures:

v Transposition: "Replacing a grammatical category in the source language with a
different one in the target language to maintain meaning"” (Vinay & Darbelnet, 1958, p.
99). For example, changing verb tenses or sentence structures to conform to the target
language's conventions.

This is like a linguistic game of musical chairs, swapping grammatical roles to maintain the melody of
meaning. It might sound unconventional, but sometimes changing the verb tense or sentence structure
is the only way to keep the music flowing naturally in the target language.

v" Modulation: "Changing the style or register of the expression to adapt it to the target
audience™ (Vinay & Darbelnet, 1958, p. 105). This might involve adjusting formality,
level of detail, or tone to suit the target context.

It is like adjusting the volume knob on a speaker. Modulation lets you fine-tune the
register and style of the translation to resonate with the target audience.

Think of it as switching from a formal lecture to a friendly chat, making sure the
message lands with impact.

v' Equivalence: "Finding a completely different expression in the target language that
conveys the same meaning as the source language expression” (Vinay & Darbelnet,
1958, p. 111). This can be necessary when cultural references or figurative language
require reinterpretation.

This is like finding a hidden treasure map, deciphering the clues in the source text to
unearth a treasure trove of meaning in the target language. It might require exploring
unexpected paths and reinterpreting metaphors, but the reward is a translation that truly

captures the essence of the original.
v' Adaptation: "Modifying the message itself to fit the cultural context of the target

audience" (Vinay & Darbelnet, 1958, p. 117). This may involve omitting certain details,

adding explanations, or even changing the overall message to be culturally appropriate.

12



CHAPTER 1 Translation, and translation strategies

This is like tailoring a suit to fit a different body. Sometimes, cultural differences
require subtle adjustments, like nipping and tucking the message to ensure it sits
comfortably with the target audience without losing its original form.
Understanding the stylistic differences between languages "helps translators make informed choices
about how to adapt the meaning and tone of the source text to the target language and audience"
(Newmark, 1981, p. 157).
By analyzing the source text through the lens of comparative stylistics, translators can make strategic
decisions about which procedures to employ, ensuring the target text not only accurately conveys the

message but also resonates with the intended audience.

2.2The functional theories

Unlike the rigidity of traditional translation, functional theory flips the script, prioritizing the target
audience and their context instead of mere linguistic mirroring. Here, the target text's function
takes center stage whether it aims to inform, persuade, entertain, or fulfill a legal obligation.
Translators become active decision-makers, wielding the "skopos™ (aim) of the translation like a
conductor's baton. This means adapting styles, adding or omitting information, and even restructuring
content to resonate with the target audience's cultural expectations and knowledge levels. In essence,
functional theory empowers translators to be creative agents, ensuring the translated text fulfills its
purpose with finesse, leaving behind the stiff formality of bygone translation methods.

Functional theory of translation refers to a set of approaches in translation studies that share a
common focus on the purpose (function) of the target text within its specific context and for its
intended audience. This differs from traditional views that prioritized linguistic accuracy and fidelity to
the source text.

Some of the main functional theories in translation:
e The skopos theory

Skopos theory is a theory of translation by the German translator Vermeer in 1978. In this theory,
the process of translation is determined by the function of the product. This function is specified by the
addressee.

This theory is one of the functionalist approaches whose aim is to dethrone the source text. This is
done by emphasizing the role of the translator as a creator of the target text and giving priority to
purpose(skopos)of producing it. Functionalism is a major shift from a linguistic equivalence to
functional appropriateness. Thus, translation is considered primarily as a process of intercultural
communication whose end product is a text which has the ability to function appropriately in specific

situations and context of use (Schaffner,1998a:3).

13



CHAPTER 1 Translation, and translation strategies

Skopos is a Greek word for 'purpose’. According to skopos theory, the basic principle which
determines the process of translation is the purpose (skopos) of the translational action.
(Nord,1997:27).
In other words, Skopos theory, is a dynamic approach to translation that prioritizes the purpose
(skopos) of the translated text for its specific target audience and context. It shifts the focus from mere
linguistic equivalence to the intended function and effect of the translation.

e The aspects of the skopos theory

v Skopos: The driving force behind any translation action. It defines the intended role and
impact of the target text within its specific context. Vermeer emphasizes that "each text is
produced for a given purpose and should serve this purpose™ (Vermeer, 2004, p. 81).

v Action Theory: Translation is viewed as a purposeful action, like any deliberate human
activity, not just a mechanical transfer of words. This empowers translators to make informed
choices to fulfill the skopos.

v Target-Text Oriented: Emphasis lies on the target text's success in achieving its skopos, not
on mirroring the source text rigidly.

This allows for creative adaptation and cultural reinterpretation.

v Flexibility and Creativity: Translators are empowered to utilize various strategies and adapt
the source text to suit the target audience and context. This goes beyond literal equivalence and
embraces strategic deviations.

v Contextualized Translation: Analyzing the text's context including recipient expectations,
cultural norms, and communicative situation becomes paramount for creating a skopos-

fulfilling translation.

e The application of the skopos theory

Skopos theory's flexibility shines in diverse scenarios. A marketing slogan aimed at a young
Arabic audience might adopt slang for an informal, relatable skopos, while a legal document
translated for a courtroom would prioritize precision and formality in its skopos. This shapes choices
on every level: selecting vivid Arabic adjectives to entice consumers in the marketing piece, or
opting for precise legal terminology and formal sentence structure in the document. Consider a
promotional tagline like "Get Lit!" translated for Arabic teens. Applying Skopos, the translator might
opt for a vibrant local slang like "l=&i1" (Ash'elhal) to retain the energetic, informal skopos and
resonate with the target audience. This demonstrates how Skopos theory empowers translators to
adapt, enhancing the target text's effectiveness and serving its unique purpose.

The skopos rule means that a translational action is determined by its skopos. That is to say, ‘the

end justifies the means'(Reiss and Vermeer ,1984:101).

14
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Furthermore, Vermeer explains the skopos rule as follows (cited and translated by Nord , 1997 :
29): ‘Each text is produced for a given purpose and should serve this purpose. The skopos rule thus
reads as follows: translate/interpret/speak/write in a way that enables your text/translation to
function in the situation it is used and with the people who want to use it and precisely in the way

they want it to function.’

e Benefits of Skopos Theory

v' More dynamic and responsive translations: It caters to the specific needs of the target

audience and context.

v Greater translator autonomy: Translators are seen as active agents, not passive conduits,

making informed decisions.

v Greater transparency and accountability: The skopos provides a clear framework for

evaluating the success of a translation.

v Applicable to diverse texts: It can be applied to various translation types, from literary works

to technical manuals.

In e-commerce, the skopos could be maximizing sales, building brand awareness, or establishing
trust with Arabic-speaking customers. Translation strategies adapt to different skopos, like using local

slang for marketing but prioritizing formal Arabic for legal terms.

In the ever-expanding realm of e-commerce, the dance between Arabic-speaking customers and
translated content plays a critical role, dictated by the ever-shifting skopos — the translation's intended
purpose. Take maximizing sales: imagine sizzling product descriptions that weave in a dash of local

slang, piquing curiosity and triggering impulsive clicks.

"This phone is _t!" (“fire!") screams a translated ad, instantly connecting with a younger
audience. But hold on, amigo! When legal terms and return policies waltz onto the scene, the skopos
morphs into building trust. Here, formal Arabic takes center stage, ensuring clarity and precision to

avoid misunderstandings and build customer confidence.

Now, picture brand awareness strutting down the catwalk. Translators don their creative cloaks,
weaving cultural references and humor into product names and descriptions. An air conditioner
translated as "cAalal &) el 2 Ua" ("hot air chaser™) sparks an amused chuckle, etching the brand in the

customer's memory.

15
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But for complex technical features, the skopos demands accuracy and transparency. Here,
transliteration takes the reins, accurately conveying technical jargon like "4ils OLED" ("OLED

screen") without compromising understanding.

The beauty of functional theory lies in this dynamic adaptation. A single product description can
morph and twist, showcasing playful slang in marketing materials while donning a formal robe for
legal agreements.

Imagine multilingual customer service agents, equipped with a quiver of skopos-driven strategies.
They might greet a chat with a friendly "La !" ("hello") before switching gears to explain warranty
terms with precise, formal Arabic.

Ultimately, understanding the skopos empowers translators to navigate the nuanced dance
between languages and cultures within the e-commerce arena. It's a symphony of adaptation, where
every word, every cultural reference, and every translation decision plays a part in building bridges,

driving sales, and fostering trust with Arabic-speaking customers.

So, the next time you browse an e-commerce website in Arabic, remember — behind the seamless
experience lies a skilled translator, wielding the skopos like a maestro, ensuring every phrase resonates

and every click leads to a deeper connection.

e Text typology theory
Developed by Katharina Reiss and Hans J. Vermeer, text typology theory categorizes texts into
different types based on their function and communicative purpose. (Reiss, 2000, p. 99)
Each text type has its own characteristic features and translation requirements, emphasizing the

importance of adaptation over mere linguistic equivalence (Nord, 2011, p. 72).

For example, a text could be informative, persuasive, or expressive. The type of text will
determine the translation strategies that are most appropriate.

E-commerce content falls under various types like informative (product descriptions), directive
(calls to action), and persuasive (marketing copy). Translation strategies can change based on the
typological category, ensuring the target text fulfills its intended function within the Arabic context.
This theory contrasts with approaches focused solely on linguistic equivalence and highlights the

importance of adapting the translation to the target audience and context.

Reiss's theory categorizes texts into five types, each serving a specific purpose.
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The translation approach is guided by the intended function, influencing language, style, and tone
choices. Strategies vary across types; for instance, informative texts focus on accuracy, while
persuasive ones use rhetorical devices. Contextual analysis of the audience and situation is crucial for
effective translation, emphasizing adaptation for communicative impact rather than strict linguistic
equivalence. This functional approach aligns with the evolving trend in translation studies, prioritizing
the broader context over mere linguistic accuracy.

The aspects of Reiss’s typological theory
o Text Types:

v Informative: Focuses on conveying factual information clearly and accurately (Reiss,
2000, p. 100).

v' Expressive: Aims to evoke emotions or attitudes in the reader, emphasizing subjectivity
and artistic style (Reiss, 2000, p. 102).

v Operative: Induces the reader to perform an action, relying on directives and imperatives
(Reiss, 2000, p. 104).

= Communicative Purpose: The intended function of the target text within its specific context
drives translation choices, influencing language selection, style, and overall tone (Baker, 2009,
p. 159).

= Translation Strategies: Different text types require distinct translation strategies to fulfill their
communicative purpose. For example, an informative text might prioritize literal translation and
technical accuracy, while a persuasive text might utilize metaphors and emotional appeals (Nord,
2011, p. 76).

= Contextualization: Analyzing the target audience and situation is crucial for choosing

appropriate strategies and ensuring the effectiveness of the translation (Baker, 2009, p. 160).

By identifying the text type of the source material, we unlock a powerful tool for informed
translation choices. Reiss's typology guides: for the brochure, clarity and accuracy reign supreme,
influencing the lexical choices towards precise terminology and sentence structures that prioritize
factual delivery. On the other hand, the persuasive speech demands rhetorical finesse. We might utilize
emotive language, carefully crafted sentence structures, and culturally relevant references to resonate
with the target audience and achieve the speaker's aims.

This highlights the flexibility of Reiss's theory it empowers you to analyze diverse scenarios, from
technical manuals (operative) to literary works (aesthetic), and tailor your translation strategies to

ensure the target text fulfills its specific purpose and connects with its intended audience.
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By understanding the communicative function of each text type, we equip ourself to navigate the
nuances of translation, ensuring the work not only accurately conveys the message but also achieves its
intended impact.

2.3The interpretative theory

ITT posits that translation is a meaning-making process that involves interpretation,
deverbalization, and reformulation. (Lederer, 2003, p. 54)

It emphasizes the translator's active role in understanding the source text's intent, detaching it
from the original language form, and expressing it meaningfully in the target language. (Seleskovitch
& Lederer, 1989, p. 25)

ITT finds applications in various translation fields, including literary, technical, and legal
translation. It emphasis on meaning, context, and the translator's role aligns with current translation
practices that prioritize cultural sensitivity and communicative effectiveness.

ITT, or interpretative theory, is like a special code for language experts. It's not just about
changing words when translating; it's a lively dance between what the author meant and how it's
expressed. Picture it as a graceful tango where the translator takes the lead, guiding words across

different languages with skill.

Forget about boring dictionaries and strict rules. ITT is an exciting journey. It dives beneath the
surface of sentences, understanding the author's feelings behind the words. It is like cultural
chameleons, shedding the original language's skin to let the true message come through in a new
language. They call it "deverbalization» revealing the real meaning by stripping away unnecessary

language.

Languages don't follow the same beat, and cultures express feelings differently. That's where
ITT interpreters come in, clearing up confusion and creating understanding.
ITT is not just about translating poems or technical manuals; it's about empowering translators to do
more than just switch words. It is like meaning midwives, bringing understanding to a foreign land.
ITT celebrates the artistry of the translator, adding personal experiences and love for words to the
translated text.

So, next time you read a beautifully translated text, think about the ITT translator the meaning
whisperer, the cultural alchemist who bridges the gap between languages, word to word, heart to heart.
It's not magic with smoke and mirrors, but the magic of understanding and a passion for a world where

stories flow freely, no matter the language barriers.
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The interpretative theory contains:

- Comprehension: The translator thoroughly grasps the source text's message,
considering its context, style, and cultural implications. (Lederer, 2003, p. 48)
The person translating doesn't just get what the original text says but also thinks about where it's
coming from, how it's written, and the culture it's from. They really understand the message in the
original text and try to express it correctly and fittingly in a different language. It's more than just
swapping words; they pay attention to how it's written and what the words mean in that culture to
make sure it comes across the right way in the new language.
- Deverbalization: The translator mentally "detaches” the meaning from the source
language's linguistic structure, forming a non-verbal mental representation.
(Seleskovitch & Lederer, 1989, p. 32)
When translating, the translator takes the meaning of the original text and separates it from
the specific words and structure of the language it's written in. This means creating a mental image that
captures the main ideas and concepts without being tied to the original language's way of expressing
them. The goal is to understand the essence beyond the specific words. This mental process allows the
translator to then convey the message in the new language while staying true to the core meaning. This

"detachment™ helps make the interpretation smoother and contextually appropriate.

- Reformulation: The translator expresses the comprehended meaning using
appropriate linguistic and stylistic choices in the target language, ensuring fidelity to

the source text's intent. (Lederer, 2003, p. 56)
The translator conveys the understood meaning by carefully selecting words and adopting a style that
suits the target language. This process ensures that the translation remains true to the original text's
purpose and intent. By making thoughtful linguistic and stylistic choices, the translator strives to
faithfully reproduce the essence of the source text in the new language, maintaining accuracy and

coherence throughout.

Its characteristics:

- Focus on meaning over form: ITT prioritizes conveying the intended message
effectively, even if it involves deviating from literal word-for-word translation.
(Lederer, 2003, p. 61)
In translation, the main focus is on getting the message across clearly, even if it means not sticking to a

word-for-word translation.
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The priority is to make sure the meaning comes through effectively in the new language, even if it
requires some changes from the exact words used in the original text. It's about conveying the intended
message in a way that makes sense and is easy to understand in the target language.

- Centrality of the translator: The translator's active role in understanding,
interpreting, and reformulating meaning is crucial. (Seleskovitch & Lederer, 1989,
p. 28)
The translator plays a really important part in understanding, explaining, and putting the meaning into
different words. It's not just about swapping words from one language to another; the translator
actively works to grasp what the text is saying, interpret it, and then express it in a way that makes
sense in the new language. They're like a bridge, making sure the message gets across clearly.

- Emphasis on context: ITT considers the broader context of the source text,
including cultural and situational factors, to ensure accurate interpretation. (Lederer,
2003, p. 51)
When translating, it's important to think about more than just the words on the page. The translator
looks at the bigger picture, considering things like culture and the situation in which the text was
written. This way, they can make sure to understand and interpret the text accurately, taking into

account the context that surrounds it.

It's not just about the words; it's about capturing the whole meaning in the right way. Imagine
translation as a detective story, where instead of unraveling a crime, you're cracking the code of
meaning hidden within another language. The Interpretive Theory (ITT) sees translating not as a
simple swap of words, but as a thrilling journey of understanding. You delve deep into the source text,
dissecting its message like a skilled analyst. You peel back the layers of language, separating form
from intent, until the core meaning shines through. Then, armed with this understanding, you embark
on a new quest: reformulating the message in a way that resonates with your target audience. It's a
delicate dance, balancing fidelity to the original with the need to communicate effectively in a new
linguistic landscape.

But in the end, when you witness the sparks of comprehension light up in the reader's eyes, you know
you've solved the riddle and successfully bridged the cultural gap. This, in essence, is the magic of the

Interpretive Theory an approach that makes every translation a unique act of creative interpretation.
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2.4 Foreignization and domestication
In the intricate world of translation, two key approaches hold a prominent position: foreignization and
domestication. These strategies guide translators in their choices, shaping how effectively a source
text's message and essence are rendered for a target audience. Let's delve into their specifics, exploring
their benefits and challenges as well as their interplay in translation practice.
2.4.1 Foreignization
Imagine stepping into a vibrant marketplace where exotic flavors abound. Foreignization embraces this
diverse tapestry, aiming to preserve the linguistic and cultural distinctiveness of the source text within
the translated version. This approach prioritizes:
e Retention of source language elements: Words, phrases, and even grammatical
structures might be retained directly, often employing italics or footnotes for
explanation (Shuttleworth & Cowie, 1997, p. 84).
e Emphasis on cultural specificity: References, allusions, and humor remain
untransformed, allowing the target audience to experience the source culture's unique
nuances (Venuti, 1995, p. 22).
e Challenging target language conventions: Sentence structures and stylistic choices
might deviate from the target language's norms, prompting the reader to engage with a

different perspective (Chesterman, 2000, p. 197).

Foreignization benefits:

e Preserves the richness and complexity of the source text. (Venuti, 1995, p. 22)
« Offers valuable insights into the source culture. (Venuti, 1995, p. 22)

e Challenges readers to expand their linguistic and cultural horizons. (Baker, 2009, p. 159)

Foreingization challenges:
o Potential comprehension difficulties for target audience unfamiliar with the source
culture. (Baker, 2009, p. 159)
e May sound awkward or jarring within the target language. (Shuttleworth & Cowie, 1997, p.
86)
e Requires delicate balancing to avoid overwhelming the reader with

foreignness. (Chesterman, 2000, p. 197)
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2.4.2 Domestication

Now, picture a comfortable living room, familiar and inviting. Domestication seeks to render

the translation palatable and readily understandable for the target audience by minimizing its

"foreignness”. This entails :

o Favoritism for target language equivalents: Substituting source language elements with
familiar expressions and cultural references from the target language (Chesterman, 2000, p.
193).

e Smoothing out stylistic differences: Sentence structures and tone are adapted to conform to
the target language's conventions, aiming for a natural reading experience (Shuttleworth &
Cowie, 1997, p. 86).

e Universalizing the message: Cultural specificities might be explained, attenuated, or even
omitted to ensure broader appeal (Venuti, 1995, p. 20).

Domestication benefits:
o Easier comprehension for the target audience. (Venuti, 1995, p. 20)
o Creates a more natural and fluent reading experience. (Chesterman, 2000, p. 193)

o Broadens the potential readership for the translated work. (Baker, 2009, p. 160)

Domestication challenges:
e Risk of homogenizing and diluting the source text's unique voice. (Venuti, 1995, p. 20)
o Potential loss of cultural nuances and richness. (Baker, 2009, p. 160)

o May create a less engaging and challenging reading experience. (Chesterman, 2000, p. 193)

Neither foreignization nor domestication exists in isolation. In practice, translators often navigate a
spectrum, employing elements of both strategies depending on the specific text, context, and target
audience. The key lies in achieving a balanced translation that:

o Conveys the core meaning and message of the source text accurately.

o Respects the linguistic and cultural integrity of the original work.

« Communicates effectively with the target audience in a way that resonates with them.

No translator walks solely on one path. Their journey becomes a dance between these two
approaches, a constant weaving of foreign and familiar threads. The skillful translator crafts a balanced
tapestry, ensuring the core message of the source text survives the transition while resonating with the

target audience.
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This delicate dance requires meticulous attention, not only to linguistic nuances but also to the
ethical considerations of choice. Each decision becomes a bridge between cultures, each word a

carefully placed tile in the mosaic of understanding.

3. Strategies of translation in economic translation
When translating terminology used in e-commerce, some of the most popular approaches are literal
translation, borrowing, and calque. A literal translation is a word-for-word rendering of the source
material, whereas a borrowing is the direct translation of words into another language without any
additional meaning. Conversely, calque is the act of literally translating a term into another language
from another language. These techniques are employed to guarantee the efficacy and correctness of the
translated material, particularly when working with specific e-commerce terminology and ideas.
Additional tactics employed in e-commerce translation encompass localization, translation of

keywords, and hiring of qualified translators.

The translation of e-commerce terms involves several strategies to ensure the accuracy and

effectiveness of the translated content. Some of the key strategies include:

1. Localization: Adapting the content to the cultural and linguistic nuances of the target market
to ensure that it resonates with the local audience

2. Keyword Translation: Translating and optimizing keywords for the target market to improve
search engine rankings and resonate with the local audience

3. Professional Translation Services: Investing in professional translation services to ensure the
quality and accuracy of the translated content, including product descriptions, website copy,
and marketing materials

4. Prioritizing Website Localization: Focusing on the localization of the entire website, including
product pages, marketing materials, and customer support content, to provide a seamless
experience for the target audience

5. Content Prioritization: Identifying the essential content for translation, such as keywords,
product descriptions, customer service materials, and FAQs, to ensure a comprehensive and

effective translation

These strategies are essential for the successful translation of e-commerce content, as they help in

reaching a wider audience and maximizing the potential for global sales.
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4. How can the right choice of translation strategies can impact e-commerce

Choosing the right translation strategies for e-commerce terms can have a monumental impact on the

success in this field. It can literally mean the difference between winning new customers and alienating

potential markets. Here's how :

Positive effects:

Increased sales and conversion rates: When product descriptions, calls to action, and
checkout processes are clear and compelling in the target language, customers are more likely
to understand, trust, and complete their purchases.

Improved brand image and customer satisfaction: Accurate and culturally appropriate
translations reflect professionalism and respect for the diverse audience, building trust and
loyalty. Conversely, clumsy or inappropriate translations can damage the brand and leave
customers feeling confused and frustrated.

Enhanced website traffic and SEO: Optimized translations with relevant keywords in the
target language can improve the search engine ranking in foreign markets, leading to more
organic website traffic.

Reduced costs and risks: Choosing effective translation strategies upfront can save money
and effort in the long run by avoiding costly mistakes like inaccurate terms, cultural

misunderstandings, and legal issues.

Specific strategies and their impact:

Functional equivalence: Prioritizing clarity and accuracy over literal translations ensures the
e-commerce experience functions smoothly in the target language. This may involve adapting
measurements, currencies, and date formats.

Cultural adaptation: Recognizing cultural nuances and adapting terms to local preferences
resonates with audiences and avoids potential faux pas. For example, a term like "flash sale"
might need different translations depending on the cultural context.

SEO optimization: Keyword research and translation optimization ensure target audience can
find products in search results through relevant keywords in their language.

Consistency and terminology: Maintaining consistent translations across all platforms
(website, social media, marketing materials) builds trust and familiarity for customers.

Additionally, establishing a glossary of key e-commerce terms ensures accuracy and efficiency.
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Examples:
o Translating "free shipping” to "no additional delivery fees" in a language where the concept of
"free” has different connotations. This shows cultural sensitivity and avoids confusion.
e Adapting product descriptions to highlight features relevant to the target audience can
significantly increase product appeal and sales.
o Translating legal terms and return policies accurately and clearly fosters trust and protects the

business from legal issues.

We dealt through this chapter with the meaning of translation, its history, its strategies and the
strategies used in translating ecommerce terms. our exploration of translation has unveiled a rich
tapestry of meaning, steeped in history and evolving strategies. Translation, at its core, is the art of
conveying the essence of a message from one language to another, transcending linguistic boundaries
to facilitate global communication.

Delving into the historical aspect of translation, we discovered its integral role in bridging cultures,
enabling the exchange of ideas, knowledge, and literature across time and space. The evolution of
translation has been marked by diverse approaches and methodologies, each influenced by the socio-

cultural context of its time.
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The language of economics has been analyzed by both economists (Henderson: 1982, 1986, 2000,
Donald McCloskey: 1983, 1986, 1990, Samuels: 1990) and applied linguists.

The intricate world of economics, built on calculations and complex models, might seem far removed
from the realm of language. Yet, the very words and phrases used by economists paint a fascinating

picture, influencing how we understand and interact with markets, resources, and wealth.

In recent decades, both economists and linguists have turned their keen eyes to this unique language.
Pioneering works by scholars like Henderson, McCloskey, and Samuels have shed light on how

economic terms are crafted, debated, and evolve over time.

This exploration of the language of economics goes beyond mere dictionary definitions. It delves into
the power of metaphors, the nuances of assumptions embedded in terminology, and the impact of

language on economic policies and decisions.

By understanding the language of economics, we gain a deeper appreciation for the intricacies of this

field, its historical development, and its ongoing influence on our lives.

1. Economic language and its characteristics

1.1 Specialized language
1.1.1. Definition

Specialized language refers to a type of language used within a specific field or domain, often
characterized by its unique vocabulary, grammar, and syntax. It serves to communicate complex concepts
and information with precision and efficiency among members of that field who share the necessary

background knowledge.
Key Features:

e Specific Vocabulary: Specialized languages employ a distinct set of terms, often referred to
as terminology, that are specific to the field and often have precise definitions. This can include

technical terms, acronyms, and jargon. (Cabré, 1999, p. 13)

e Grammar and Syntax: While utilizing the basic grammar of the general language, specialized
languages may have specific grammatical rules and syntactic structures to express complex

relationships and concepts within the domain. (Hyland, 2004, p. 54)
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e Function and Purpose: The primary purpose of specialized language is to facilitate precise and
efficient communication within a specific field, enabling specialists to share knowledge, discuss

complex ideas, and collaborate effectively. (Gotti, 2007, p. 23)
1.1.2. Language for specific purposes

According to Vicente (2007) LSP ‘is built upon sub codes, partially coincident with that of the common
language, and it is characterized by some specific features such as the subject matter involved, the level
of abstraction of the message, the type of user, his or her intention, the communicative situation, the

discourse linguistic particularities...etc’ (p. 66).

LSPs entail several branches; among them, we find the language for business. Therefore, what is said
about LSP applies completely on business language; and understanding the nature and characteristics of
LSP will definitely help to clarify the nature of business writing. In this regard, Vicente (2007) highlights

the main elements to consider when dealing with an LSP as follows:

e Any specialized field (including business) is characterized by a conceptual structure that is the sum of
all its terminological units connected by a specific relationship (cause-effect, whole-part,

contiguity...etc.).

® The level of abstraction of the text will determine the terminology to use: the more abstract the message,
the more precise the terms; the grammatical, syntactical and semantic selection will be more rigid; the

number of users more restricted and the lexical units and rules more international.

e Terms with higher or lower degree of specificity are employed depending on the type of user. While
expert-to-expert communication involves the precise use of highly specialized terms, and paraphrase are
reserved to explain neologism or redefine existing concepts; expert to initiate communication shows a
lower density of specialized terms, whose meaning is frequently explained in an accessible and

sometimes imprecise way. Hence, LSP’s vocabulary varies from a technical to a semi-technical.

e The large use of an intermediate lexical category between the general and the technical one, or as it is

called the sub-technical, semi technical or nontechnical vocabulary.

e LSP fulfils mainly a communicative function, thus, it chooses the more economical expression and
make use of linguistic resources that transmit information objectively and impersonally: textual formulas
such as description, definition, classification, enumeration, argumentation, citation, reference; together

with the use of verbs in the present tense, the first person of the plural, short sentences,
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passive verbs and noun phrases. Nevertheless, LSP shows also a poetic function, the specialized texts

can be redundant, emotive, metaphorical and ambiguous.

e The transfer of a specialized text requires knowledge of its composition rules, typical structures and
more suitable terminological resources. A specialized text is a sum up of units of knowledge pertaining
to different levels of lexicalization (terminological units, phraseological units and specialized context),
that present an important index of formal variation. In fact, the higher the specialization of text, the more

opaque, dense and precise the terminology. (Vicente, 2007, p. 93)

Based on these elements, we can deduce that business discourse is a subdivision of technical texts. Its
main feature is the use of a scientific or non-literary style, along with business terminology that is

accessible only for specialists with a certain background and expertise in this field.

Economic texts like any other scientific or technical texts use a specialized language. This latter
constitutes a pragmatic set of the General Language (GL). Language for Specific Purposes (LSP) is
different from the common language due to the scientific prose style that marks various scientific reports
and essays, and in which we notice the use of terminology, objectivity, accuracy and expert knowledge.

(zébelkova, 2009, p. 20)
1.2. Characteristics of economic language

The distinction is drawn between two main levels of economic discourse, namely, specialized and
popular. Whereas the highly specialized economic discourse covers texts issued in the academic sphere
by experts and analysts; for instance, journal articles and textbooks. The popular economic discourse
covers articles in newspapers or magazines such as The Economist, Financial Times, etc. in addition to

reports on television and radio delivered by non-exports aiming at describing the latest economic events.

At the academic level, economic language is considered to be one of the languages for special
purposes (hereafter LSPs); that is, highly specialized languages (e.g. the language of medicine, physics,
economics and law) with lexical, grammatical and textual features that are different from the ordinary
language. Therefore, the general features that appear in different LSPs texts are also present in economic
texts. This includes, but not limited to, the use of specialized terminology, abbreviations and acronyms,
Conciseness, unambiguousness, objectivity, logical consistency, abstractness, rigid textual structure,

informative function, etc.
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Sager, Dungworth and McDonald (1980) have summarized these characteristics into three main aspects,

namely, precision, economy and appropriateness.

Along with the application of general features of LSPs, other characteristics of economic discourse have

been summarized by Swales as follows:

The language of the economic discourse tends to nominalization, the use of passive voice, an extensive
use of hypotheticality, the importance of conditionals, the fluctuation between countable and uncountable
uses of nouns (for example, equilibrium), a high degree of abstraction, the use of personification and,

finally, the pervasiveness of metaphor. (Swales, 1990, p. 169)
Additional features not mentioned by Swales include:
e The use of visual information, such as tables, diagrams, calculations, charts, graphs, etc.

e Employing borrowed terms from various specialized languages; one reason that has led to this fact is
the nature of the discipline itself, economics is a hybrid discipline that works on the basis of scientific
methods borrowed from different scientific fields such as mathematics, sociology, statistics, psychology.

(Swales, 1990, p. 192)

Economic language is not static. It evolves alongside economic theories, technological advancements,
and societal shifts. This dynamism necessitates ongoing critical analysis and a commitment to inclusive

communication, ensuring that economic discourse remains accessible and relevant to a diverse audience.
2. Definition of E-commerce

The rapid development of technology and its use in a business environment created a range of new
terminology such as e-commerce which is a shorthand for electronic commerce (Burt and Sparks 2003)
and has been accompanied by more special terms namely e-business, e-marketing, etc. (Chaftey 2009).
Simply defined, commerce refers to the buying and selling of goods for money, and e-commerce is
commerce facilitated by the Internet (Kiitz 2016; Chaffey 2009; Whiteley 2000). Broadly it can be also
defined as “all electronically mediated information exchanges between an organization and its external

stakeholders” (Chaffey 2009, p. 10).

In the opinion of Burt and Sparks (2003), e-commerce refers to process innovation that is achieved using

technologies and the Internet that enables the reconfiguration of existing business by improving the
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collection and use of real-time data, replacing the inventory with information, and introducing new

operations by changing traditional tasks and roles within the distribution channel.

As stated by Goswami (2013) and Chaffey (2009), the scope of e-commerce is broad and not restricted
by the trade of goods and services. It also involves pre-sale and post-sale activities within the supply

chain by the Internet.

According to Goswami (2013), e-commerce scope consists of the following business process elements:
information exchange, order placement, payment and delivery, customer service and marketing. In the
mid-to-late 1990s, the Internet created many opportunities, and many “dot-coms” were launched. To
sustain growth many traditional “brick and mortar” enterprises that had limited Internet presence
continued to adopt technological advancements and turned into “click and mortar” companies that
combine an online and offline presence (Turban et al. 2015; Chaffey 2009; Burt and Sparks 2003; Katros
2000).

Virtual merchants that only had an online presence were called “Internet pureplay” or “click-only”
companies (Turban et al. 2015; Chaffey 2009). Click-and-mortal is the most popular e-retailing model
which competes with click-only models (Turban et al. 2015). Nowadays, e-commerce is usually
described as transactions among an organization and its stakeholders (Chaffey 2009). Since 2000, the
exponential growth of e-commerce activities has been noticeable in the developed world (Ghamdi,
Alfarraj, and Bahaddad 2014). In the opinion of Katros (2000, p. 75) “Retailers have worked through
the stages of shock, denial, anger, grief, and acceptance in coping with the Internet, and are now rushing

to identify and secure ways to protect their customer relationship franchise”.

The world of e-commerce can be categorized into various types based on the nature of the transaction

and the parties involved. These types include:

v" Business-to-Consumer (B2C): The most common type of e-commerce involves businesses selling
products or services directly to individual consumers. Examples include online retailers like
Amazon and e-commerce platforms like Alibaba.

v Consumer-to-Consumer (C2C): This type of e-commerce involves individuals selling products
or services to other individuals, often through online marketplaces like eBay or Craigslist.

v Business-to-Business (B2B): In B2B e-commerce, businesses conduct transactions with other
businesses, primarily for the procurement of goods or services. Examples include online

marketplaces like Ariba and SAP Ariba.
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v" Government-to-Consumer (G2C): This type of e-commerce involves government entities

providing services or goods directly to consumers through online portals. Examples include tax
filing and online utility bill payments.
v" Government-to-Business (G2B): In G2B e-commerce, government entities conduct procurement

activities with businesses through online platforms.

E-commerce businesses operate under various models, each with its own characteristics and advantages.

Some of the most prominent models include:

v" Brick-and-Mortar to E-commerce (B&M to E-commerce): This model involves traditional brick-
and-mortar businesses expanding their reach by establishing an online presence.

v Pure-play E-commerce: Pure-play e-commerce businesses operate exclusively online, without
any physical stores. Examples include Amazon and Netflix.

v Hybrid E-commerce: Hybrid e-commerce businesses combine both online and offline channels,
providing a seamless shopping experience across both platforms. Examples include Apple and
Walmart.

v Social E-commerce: Social e-commerce involves leveraging social media platforms like

Facebook and Instagram to sell products or services directly to consumers.

In conclusion, e-commerce has redefined the landscape of commerce, weaving convenience and
global reach into the fabric of everyday life. From humble beginnings, it has blossomed into a
multifaceted giant, touching everything from groceries to travel, all at the click of a button. While its
evolution continues at breakneck speed, one thing remains constant: e-commerce represents a revolution
in how we connect, consume, and do business, a revolution destined to shape the future of retail for

generations to come.
3. The importance of translation in e-commerce

In the ever-evolving landscape of e-commerce, translation stands as an unsung hero, silently yet
powerfully shaping the success of businesses worldwide. As the global marketplace becomes
increasingly interconnected, businesses are compelled to expand their reach beyond their domestic
borders, venturing into new and diverse linguistic territories. Translation emerges as the bridge that
connects these businesses to their global clientele, enabling seamless communication and fostering a

positive customer experience across cultural boundaries.
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e Expanding Market Reach: At the heart of e-commerce translation lies the ability to unlock a vast
network of untapped potential customers. By translating product descriptions, website content, and
marketing materials into multiple languages, businesses can break down the linguistic barriers that often
hinder their global expansion. This linguistic democratization opens up a world of opportunities, allowing
businesses to connect with customers from diverse countries and cultures, broadening their market reach

and increasing their customer base.

Moreover, effective translation enhances brand recognition and establishes a strong international
presence. A multilingual website with clear and accurate translations exudes professionalism,
demonstrating a commitment to connecting with customers on their own terms. This cross-cultural
understanding fosters brand loyalty and trust, encouraging customers to engage with the brand repeatedly
and advocate for its products or services. (TransPerfect, 2023)

https://www.transperfect.com/industries/retail-and-ecommerce/e-commerce Retrieved on December

12th, 2023 at 16h.

o Enhancing Customer Experience: The role of translation in e-commerce extends beyond mere
information dissemination; it shapes the overall customer experience, influencing purchasing decisions
and brand perception. When customers navigate an e-commerce platform in their native language, they
feel more confident in their decision-making process. Clear and accurate translations instill trust, building
rapport and encouraging customers to explore the website, engage with the brand, and, ultimately,

complete transactions.

Localization, the process of adapting content to specific cultural contexts, further enhances the customer
experience. By incorporating local idioms, cultural references, and appropriate terminology, businesses
can resonate with customers on a deeper level, fostering a sense of cultural understanding and
appreciation. This tailored approach not only increases customer satisfaction but also strengthens brand

loyalty and encourages repeat business. (The Language Doctors, 2023) https://activeloc.com/importance-

of-translation-for-e-commerce-websites/ Retrieved on December 12" | 2023 at 16h

e Improving Conversion Rates: Translation plays a pivotal role in boosting conversion rates, the
percentage of website visitors who take a desired action, such as making a purchase. Studies have
consistently shown that localized e-commerce websites experience significantly higher conversion rates
compared to those with untranslated content. This compelling evidence highlights the direct impact of

translation on sales performance.
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The reasons for this correlation are multifaceted. Effective communication in the customer's native
language alleviates any language barriers, allowing customers to understand product descriptions,
navigation menus, and checkout processes with ease. This clarity fosters trust and confidence,
encouraging customers to proceed with their purchase. Moreover, localized content resonates with
customers on a cultural level, enhancing their overall shopping experience and making them more likely

to complete transactions. (Circle Translations, 2023) https://activeloc.com/importance-of-translation-for-

e-commerce-websites/ Retrieved on December 12", 2023 at 16h

o Building Trust and Credibility: High-quality translation speaks volumes about a business's commitment
to its global customers. It demonstrates a genuine desire to connect with customers on their own terms,
conveying professionalism, attention to detail, and cross-cultural sensitivity. This attentiveness to
language and cultural nuances fosters trust and credibility, establishing a reputation for reliability and

customer-centricity.

In a competitive global marketplace, where trust is paramount, businesses that prioritize quality
translation reap significant rewards. Positive brand perception attracts new customers, strengthens
existing relationships, and ultimately contributes to long-term success. (YGYM group co., Itd. 2023)
https://www.translateplus.com/blog/e-commerce-translation-reasons-modern-retailers-need-it/

Retrieved on December 12, 2023 at 16h

Translation stands as an invaluable tool for businesses seeking to conquer the global e-commerce
landscape. By bridging language and cultural divides, translation enables businesses to connect with their
customers on a deeper level, enhancing the overall shopping experience and driving conversion rates. As
the world becomes increasingly interconnected, translation will continue to play a pivotal role in shaping

the future of e-commerce, ensuring that businesses can thrive in a borderless marketplace.

In conclusion, translation is not merely a language service; it is a strategic investment that drives business
growth and success. By effectively bridging linguistic and cultural divides, translation empowers
businesses to unlock global potential, enhance customer experience, and build a reputation for trust and
credibility. As the world becomes more interconnected, translation will undoubtedly continue to flourish,
serving as the unsung hero of e-commerce, propelling businesses to new heights of success in the global

marketplace.
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4. E-commerce translators challenges

Translation stands as an indispensable tool for businesses seeking to expand their global reach and
cultivate a loyal customer base. However, bridging linguistic and cultural divides poses a unique set of
challenges for e-commerce translators. These challenges demand not only linguistic expertise but also a
deep understanding of cultural nuances, technical terminology, search engine optimization principles,

and brand identity.

E-commerce translation goes beyond simply converting words from one language to another; it

requires a profound understanding of the cultural context in which the content will be consumed.

Translators must navigate the intricate world of local customs, idioms, humor, and social norms to ensure
that the translated content resonates with the target audience. This necessitates extensive research,
cultural immersion, and an ability to recognize and avoid unintentional cultural misinterpretations. (

Laoret cited in  encyclopedia, 2022)  https://www.encyclopedia.com/books/educational-

magazines/multilingual-issues-e-commerce Retrieved on December 12", 2023 at 12h

E-commerce often involves complex product descriptions, technical specifications, legal disclaimers,
and industry-specific jargon. Translators must possess a strong grasp of technical terminology in both the
source and target languages to ensure accurate and precise translations. This requires ongoing research,
specialized training, and collaboration with subject matter experts to maintain fluency in evolving
technical fields. ( Scriptis, 2022) https://www.scriptis.com/ecommerce-translation/ Retrieved on

December 12, 2023 at 12:15h

In the competitive realm of e-commerce, search engine optimization (SEO) plays a crucial role in
driving website traffic. Translators must carefully balance SEO requirements with the need for accurate
and natural-sounding translations. This delicate balance requires a deep understanding of SEO principles,
keyword research, and the ability to incorporate relevant keywords without compromising the integrity
of the original content. (TextMaster,2022) https://www.textmaster.com/ecommerce-translation-services/

Retrieved on December 12, 2023 at 12;30h

The fast-paced nature of e-commerce demands quick turnaround times for translations. While meeting

deadlines is essential, translators must also maintain high standards of quality and accuracy.
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This balancing act necessitates efficient project management skills, effective prioritization of tasks, and

the ability to utilize translation tools and technology to streamline the translation process.

E-commerce translations must adhere to the consistent voice and style of the brand they represent.
Translators must carefully analyze the brand's messaging, tone, and target audience to ensure that the
translated content aligns with the brand's overall identity. This requires a keen understanding of
marketing language, branding principles, and the ability to adapt the brand's voice to the target language

and culture.

E-commerce markets vary significantly across regions, with unique consumer preferences, regulatory
requirements, and linguistic nuances. Translators must be able to localize content to specific markets,

considering local dialects, cultural sensitivities, and compliance with local laws.

This requires in-depth knowledge of the target region, ongoing market research, and an understanding of
regional regulations. ( Scriptis, 2022) https://www.scriptis.com/ecommerce-translation/ Retrieved on

December 12, 2023 at 12:30h

E-commerce websites and marketing campaigns generate a vast amount of content, requiring
translators to manage large translation volumes efficiently. This necessitates effective workflow
management strategies, collaboration with other translators and reviewers, and the use of translation

management tools to streamline the translation process.

The e-commerce landscape is constantly evolving, with new technologies, marketing strategies, and
consumer trends emerging. Translators must stay abreast of these changes and adapt their skills
accordingly. This necessitates ongoing learning, professional development, and an understanding of

emerging e-commerce trends.

To sum up, the challenges faced by e-commerce translators are not merely linguistic hurdles; they are a
testament to the ever-changing nature of global communication and the dynamic world of e-commerce.
Translators must embrace these challenges as opportunities for continuous learning, expanding their
linguistic expertise, cultural understanding, technological proficiency, and regional knowledge. By
navigating these linguistic labyrinths, translators empower businesses to connect with their global
clientele, fostering a seamless and positive customer experience that drives success in the borderless

world of e-commerce.
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5.  The impact of cultural side on the translation of e-commerce terms

In e-commerce, the ability to effectively communicate with customers across diverse linguistic and
cultural backgrounds has become increasingly paramount. Translation, the unsung hero of this global
marketplace, plays a pivotal role in bridging these divides, enabling businesses to connect with their
global clientele on a deeper level and foster a positive e-commerce experience. However, the success of
e-commerce translation hinges not only on linguistic accuracy but also on a deep understanding of
cultural nuances and sensitivities. E-commerce terms, from product descriptions to marketing slogans,

often carry cultural connotations that can significantly impact customer perception and engagement.
» Idioms and Expressions:

Direct translations of idioms and expressions can often miss the intended meaning and humor, confusing
or even offending audiences. For instance, translating the English idiom "add to cart" directly into French
as "ajouter au panier" would be accurate but lack the informal, colloquial feel of the original. (Creative

words, October 28, 2023) https://creative-words.com/en/creative-translations-for-ecommerce-a-

winning-choice/ Retrieved on December 13", 2023 at 9h

» Brand Names and Slogans:

Brand names and slogans often carry cultural significance, conveying specific values and emotions.
Literal translations may not capture these nuances, potentially altering brand perception and messaging.
For example, the Japanese clothing brand Uniqlo stands for "Unique Clothing Warehouse." A literal
translation wouldn't convey the brand's message of offering high-quality, affordable clothing.

(Webinterpret, September 3™, 2023) https://www.webinterpret.com/us/blog/culture-global-ecommerce-

buying-experience/ Retrieved on December 121, 2023 at 9h

» Humor and Tone:

Cultural differences significantly influence humor and tone, impacting the effectiveness of marketing
messages. Jokes or puns translated directly might fall flat or even be misinterpreted in the target language.
For example, a marketing campaign for a fast-food restaurant featuring a play on words that relies on a

local slang term might not resonate with a global audience. (Researchgate, March 2008)

https://www.researchgate.net/publication/222684779 The impact_of language and culture_on_percei
ved website usability/ Retrieved on December 12, 2023 at 9h
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» Symbols and Colors:

Colors and symbols have varied meanings across cultures. For instance, the color white might symbolize
mourning in some cultures, while it represents purity in others. Using the color white in an e-commerce
interface or marketing materials targeting a culture where it signifies mourning could inadvertently

offend the audience. (Omnilogos, 2008) https://omnilogos.com/international-ecommerce-language-

cultural-and-infrastructure-issues-challenges-and-solutions/ Retrieved on December 12", 2023 at 9h

» Values and Beliefs:

Cultural values and beliefs influence consumer behavior and preferences. For example, some cultures
might prioritize family-oriented products, while others value individualism. An e-commerce website
selling toys in a family-oriented culture might highlight products that promote togetherness and play,
while a website targeting a culture that values individualism might focus on personalized gifts and
experiences. (Researchgate, May 2013)

https://www.researchgate.net/publication/344243629 Cultural Impact on_e-

Commerce_A_comparative_Study/ Retrieved on December 12", 2023 at 9h

In the borderless world of e-commerce, cultural competence is not merely an asset; it is a necessity
for effective translation. By understanding and respecting cultural nuances, translators can bridge
linguistic and cultural divides, enabling businesses to connect with their global clientele on a deeper level

and achieve sustainable success in the global e-commerce marketplace.

Cultural competence in e-commerce translation is not a destination but an ongoing journey of learning,
adaptation, and cultural immersion. It requires translators to be not only linguists but also cultural
anthropologists, embracing the diversity of human experiences and the richness of global cultures. As e-
commerce continues to expand its reach across borders, cultural competence will remain an indispensable
tool for businesses seeking to connect with their global customers on a meaningful and culturally

sensitive level.
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6. The impact of good translation for a successful e-commerce

In the dynamic and interconnected world of e-commerce, translation emerges as an indispensable tool
for businesses seeking to expand their reach beyond domestic borders and cultivate a loyal global
customer base. Effective translation transcends mere word-for-word conversions; it fosters a seamless

and positive customer experience that drives success in the global marketplace.
» The Role of Translation in Understanding Context:

Translation plays a pivotal role in enabling businesses to understand the nuances and context of their
target markets. By accurately translating product descriptions, marketing materials, and customer
interactions, businesses can gain valuable insights into the preferences, expectations, and cultural

sensitivities of their global clientele.
» Overcoming Language Barriers:

Translation breaks down language barriers, allowing businesses to communicate effectively with
customers who speak different languages. This linguistic accessibility empowers customers to navigate
e-commerce platforms, understand product specifications, and engage in customer support interactions

with ease. (Khalid & Yasmeen, 2020, p. 3)
» Cultural Sensitivity and Adaptability:

Effective translation goes beyond linguistic accuracy; it demands cultural sensitivity and adaptability.
Translators must possess a deep understanding of the target culture to ensure that translated content
resonates with the local audience. This cultural awareness prevents misunderstandings, builds trust, and

fosters positive brand perceptions. (Gomez-Mejia et al., 2019, p. 2)
» Localization for Regional Markets:

E-commerce translation extends to localization, the process of adapting content to specific regional
markets. Translators must consider local dialects, cultural preferences, and regulatory requirements to

ensure that e-commerce content aligns with the unique context of each target market.
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» Enhancing Customer Experience:
High-quality translation enhances the overall customer experience in several ways:

Improved Website Usability: Clear and accurate translations make e-commerce websites more user-

friendly, enhancing navigation and reducing bounce rates.

Informed Purchasing Decisions: Customers can make informed purchasing decisions when product

descriptions and specifications are accurately translated.

Enhanced Customer Support: Effective translation ensures that customer support interactions are

efficient and resolve issues promptly. (Han, Ye, & Kim, 2018, p. 5)
» Impact on E-commerce Trade:
Effective translation has a direct impact on e-commerce trade in several ways:

- Increased Sales: Accurate translations lead to increased sales by enabling customers to understand
product features and benefits.

- Improved Conversion Rates: Clear and culturally sensitive translations boost conversion rates,
encouraging customers to complete purchases.

- Expanded Market Reach: Translation enables businesses to tap into new markets, expanding their
customer base and revenue potential.

- Enhanced Brand Reputation: A commitment to quality translation fosters trust and builds a strong

brand reputation among global customers.

Numerous case studies demonstrate the impact of translation on e-commerce success. For instance,
Alibaba, a Chinese e-commerce giant, credits its success in international markets to its investment in
high-quality translation services. Similarly, Amazon, the global e-commerce leader, has implemented

sophisticated translation tools and processes to cater to its diverse customer base. (Rivera & Ortiz, 2017,
p. 5)

In the competitive realm of e-commerce, translation is not merely a cost; it is a strategic advantage that
drives business growth and success. By bridging linguistic and cultural divides, translation empowers
businesses to connect with their global clientele on a deeper level, enhancing the customer experience

and driving sales in the borderless world of e-commerce.
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In the era of interconnectedness, e-commerce has transformed the way we shop and interact with
businesses, creating a global marketplace with immense potential. However, bridging linguistic and
cultural divides is crucial for businesses to truly tap into this potential. Effective translation, rooted in
cultural sensitivity and aligned with brand identity, plays a pivotal role in enhancing the customer
experience, fostering trust, and ultimately driving success in the global e-commerce landscape. By
embracing translation as a strategic tool, businesses can connect with their global clientele on a deeper
level, fostering a seamless and positive customer experience that drives sales and builds a strong brand

reputation in the borderless world.
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CHAPTER 3 Analytic study of the strategies of translating ecommerce terms

In order to answer the problematic that was exposed at the beginning of this research, we
will attempt in this chapter to delve into the intricate domain of translation strategies applied to
e-commerce terminology, we will start our chapter by presenting the corpus of study, then
translating an e-commerce guide entitled ‘beginner’s guide to ecommerce’, extract the terms

that relate to the topic and then analyzing them according to the tranlation strategies.

The significance of our analysis lies in its exploration of diverse and most common
strategies employed while dealing with e-commerce terminology, each strategy bears
implications on how effectively e-commerce platforms resonate with their global audience.

By critically evaluating these strategies, this chapter aims to shed light on their impact on
comprehensibility, market penetration and consumer engagement within the e-commerce
landscape. Our analysis draws from a comprehensive review of existing case studies, and
practical examples aiming to provide an understanding of the strategies applied to translate e-

commerce terms.
1. Presentation of the corpus

The corpus, object of our study, is an article published by concordia, Saint Paul university,

Concordia University, St. Paul is a private university in Saint Paul, Minnesota. It was founded

in 1893 as a Christian liberal arts university dedicated to providing students with an exceptional

education to prepare them for successful careers and meaningful lives.

The link contains many articles including the one which we have selected entitled: ‘a
beginner’s guide to e-commerce’, it contains 13 pages, the introduction shows some statistics
and a global view about e-commerce, that it has rapidly evolved from a futuristic concept to an
integral part of modern shopping. It offers convenience, rapid delivery, and has experienced
exponential growth over the years, significantly impacting retail sales. Its future seems
promising, with predictions indicating continued expansion and an increasing share of the
market. Understanding its benefits, trends, and future prospects is essential for businesses

navigating the digital landscape.

Then in the development many titles are exposed starting with the definition of e-commerce,
its evolution and different types, just after this we find some reasons that led to the use of
ecommerce. In essence, e-commerce provides businesses with several advantages over

traditional retail.
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Firstly, it enables consumers to shop conveniently from anywhere, breaking geographical

barriers and reducing the necessity for a prime physical location.

This shift to online shopping opens avenues for businesses to focus on digital marketing
strategies like SEO, pay-per-click ads, and social media, which can be more cost-effective
compared to traditional advertising methods.

Moreover, the costs associated with running an e-commerce store are often lower. There are
reduced expenses related to personnel, as automated websites require less manpower, and there
are no real estate costs involved in maintaining a physical storefront. Overall, e-commerce
presents opportunities for businesses to reach a wider audience, minimize operational expenses,

and employ more cost-efficient marketing tactics compared to traditional retail models.

Then we find the part entitled ‘trends in ecommerce’. Finally, they concluded it with a view
about the future of ecommerce, In the evolving landscape of commerce, e-commerce has shifted
from an optional addition to a crucial component in business models. The integration of online
platforms with physical stores (the click-and-mortar model) has become increasingly prevalent,

possibly making physical space an option rather than a necessity.

Looking forward, technology is poised to enhance customer experiences further.
Personalization, a significant trend in e-commerce, continues to advance, with brands
leveraging artificial intelligence to predict customer preferences based on past behavior and

browsing data. Al tools not only aid in predicting consumer needs but also automate customer

service and marketing outreach, while collecting valuable data to enhance the overall e-

commerce experience.

As this trend continues to evolve, acquiring skills in navigating the e-commerce landscape
becomes essential. Pursuing degrees in online business or marketing offers opportunities to gain

expertise in this domain, preparing individuals to thrive in the ever-evolving business world.
2. Terminology

Terminology refers to the special words or expressions used in relation to a particular subject
or activity. It can also refer to the study of such terms and their use, which is known as
terminology science. Terminology is a group of specialized words and their respective
meanings in a specific field, and it involves the systematic study of the "labelling or designating
of concepts" particular to one or more subject fields or domains of human activity. It differs

from lexicography, which studies words and their meanings. In essence, terminology is the
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vocabulary associated with a certain field of study, profession, or activity, and knowing the

terminology is essential for working in a given profession.

« Researching the mental operations for solving problems that crop up in translation entails
negotiating a series of difficulties which are further heightened by the inherent and prevailing
confusion regarding terminology and concepts in this field. It is somewhat paradoxical that
homogeneous use of terminology is not among the characteristic features of translation theory
». (Mufioz Martin, 2000, p. 129).

Navigating over a number of obstacles is necessary while studying the mental processes
involved in solving translation-related problems, particularly because this discipline is fraught
with ambiguity when it comes to terminology and notions. Strangely enough, words like

"procedures,” "techniques,” "strategies,” "processes,” and others are frequently employed to
characterize the broad strokes of a translator's knowledge and approach, despite the fact that

translation theory lacks a standard vocabulary.

Even with the seeming disarray of terms, one could anticipate some uniformity in its use. But
such presumption is incorrect. A phrase may frequently have multiple meanings or be used

interchangeably to refer to the same idea.
3. Definition of term, in relation to economy

A term is a word or expression that has a precise meaning in some uses or is peculiar to a

science, art, profession, or subject. It can be used to describe various things, such as:

e A word or expression with a specific meaning, especially one used in relation to

a particular subject
e A defined period of time, such as a school term or a contract term

e A name, expression, or word used for some particular thing, especially in a

specialized field of knowledge.

In the context of economy or e-commerce, a term refers to a specific aspect or concept related
to the buying and selling of goods and services, or the transmitting of funds or data, over an
electronic network, primarily the internet. E-commerce (electronic commerce) encompasses
various types of transactions, including business-to-business (B2B), business-to-consumer

(B2C), consumer-to-consumer, and consumer-to-business.
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4. Analysis of the strategies of translation

In this section we are going to analyze the translated terms from the e-commerce

guide(economic) which is destined for students who want to study e-commerce and explain the

reason of the use of some strategies of translation, using the definitions of the ecommerce terms

in both original and target language:

The original text

The translated text

Example | In 1984, CompuServe added a service Compuserve &4 cdlsl 1984 ale
01 allowing home computer users to browse s o Jrel 39Sl (gt prend deds
the Electronic Mall. _éngy Jgall
Def of Browse the electronic mall:
ecommerce | To participate in online search and :Q9ASY! J gl il
terms in information gathering related to consumer | Josall J3 oo G9ASIY! jaxiall GlaSiwl ddas 9o
English goods and services within the context of e- | sl el &3 Ja el dudas ol sl 09
and Arabic commerce platforms. This can encompass 055 OF e ylawdl yu &ylaally lazlyall Bely3g

exploring virtual storefronts, comparing
product features, and evaluating price
alternatives without necessarily engaging
in direct economic exchange.

(Oxford Dictionary of
University Press, 2009.)

Economics, Oxford

dos 3 ol Bshs Dliey JoASIY Jsall il
e Bl Ay 370 050 OF oSy o eel )
AUl Oleuzdly ol

(2017 g smla Gaala (Jlec Y U0 5ad)

Comment N°01:

Browsed electronic mall is translated as:

&j‘)ﬁY\dﬁM@d

The entire phrase in Arabic is a direct translation of its English counterpart, maintaining the

same structure and conveying the same meaning.

The translation:

s AN Jsall?

For: electonic mall

Is a borrowing. It involves bringing the english term ‘electronic mall’ into arabic script while

maintaining a similar pronounciation and conveying the same meaning.
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Borrowing falls under the "formal equivalence" category, emphasizing maintaining the original
text's structure and form. This approach can be effective when the source term is readily

understood by the target audience. (typology theory, level of equivalence)

The translation aligns with the Skopos theory by considering the target audience (students) and
purpose of the translation. Borrowing " s3SI JsaI" is appropriate as it retains the original
meaning directly, catering to Arabic students familiar with English terms related to technology

and commerce.

It also recognizes the interpretative aspect of translation, acknowledging that " s 3 J gell”

carries connotations similar to the English term, although not an exact cultural equivalent.

"SI Jsal" Jeans towards foreignization. It preserves the foreignness of the concept,

assuming the target audience's familiarity with English terms.

The original text The translated text

Example 02 | E-commerce doesn’t appear to be Lt a9 ASIVI Byl o 9o Y
slowing down.

Def of E-commerce: The use of electronic 1859 ASIVI 8yl

ecommerce | networks and technologies to COAY e Glodsdly dudl el aw ddos (2

terms in facilitate the buying and selling of Y Al plusiwly

English and | goods and services. This includes cduall da 0 e i sl Clalladl o sald )

Arabic online shopping, banking, financial (2008

transactions, and the provision of
information and services

(The Rutledge dictionary of economics,
2013)

Comment N°02:

The expression ‘e-commerce slowing down’ ‘sl 4 5 53<I¥) 3 ladl” involves the use of calque.
Calque is a linguistic borrowing where the individual components of a foreign expression are
translated literally into the borrowing language. In this case, each element of the english

expression is represented in arabic with a similar structure and meaning.

The translation strategy is a calque, where each part of the english expression is replaced with
its arabic equivalent, maintaining the same syntactic structure to convey the concept of slowing

down in ecommerce.
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The calque approach aligns with the Skopos theory by prioritizing accurate transmission of
information over cultural adaptation. This prioritizes clarity and efficiency, assuming the target
audience understands the concept of "e-commerce” and the term "slss",

Calque falls under the "formal equivalence™ category, aiming to replicate the structure and form
of the source text. This can be effective when the concepts and terminology are familiar in the

target language.

Using a calque leans towards foreignization. It maintains the technical term "e-commerce™ and
the specific meaning of "slowing down", assuming the target audience's familiarity with these
concepts. Domestication might involve using more general terms like " =dai cilawal” (sales are

decreasing), but this might lose the specific reference to e-commerce.

The original text

The translated text

Example 03 | If a company wants to have a virtual 708 Agz9 g 0550 O oy a8 4d1 i 13)

storefront, theyll need to build a | aSw e adgsslad] J] glios Bgwsd cdusl Al

website. Y
Def of | Company: An  association  of LA
ecommerce | individuals formed for the purpose of | ¢senlu ASTol cass o 055 3936 OLS (2
terms in | carrying  on  some  commercial o) etz Bag b b 8
English and | MerPrise (el s e A pudll Slallaad) iseld )
Arabic (Oxford Dictionary of Economics, Oxford aww|ﬁu($j

University Press, 2009.)

Virtual storefront: A website that

functions as a store, allowing
customers to browse products and
make purchases electronically.
(Barron’s financial dictionary, Barrons

Educational Series, 1995.)

2 Gguddl dloal) s é]\ a9 AUV dg=1 ]l P
Oledsdly Olaiadl (o ye IS o 3 BYI
23Uy el &l hls eoudsy

( 2008
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Comment N°03:

The original English sentence, ‘if a company wants to have a virtual storefront, they will need
to build a website.” Conveys the idea that a company, in order to establish an online presence,

must create create a website for its virtual storefront. The Arabic translation,
¢ e Y AKes 28 Slo a8 ga oLl ) 2 lind o gud Al 381 jaie dea) sl oS o A ) k)

accurately reflects this meaning by translating each element of the english sentence into arabic,
maintaining the structure and conveying the same information. The refined arabic version then
adjusts the wording for improved clarity while preserving the original inten. It is a literal

translation.

The translation aligns with the Skopos theory by accurately conveying the source text's meaning
and purpose to the target audience. It prioritizes clarity and comprehensibility while preserving

the original information.

This translation falls under the "formal equivalence™ category, replicating the source text's
structure and word order to a high degree. This approach can be effective when the meaning is

clear and the concepts are familiar to the target audience.

While the translation is literal, it adapts the wording for improved clarity. Replacing " _si"
(shop) with "_sie 4gals" (storefront) better emphasizes the online aspect, enhancing

understanding for the target audience. (interpretative theory)

This translation leans slightly towards foreignization. The term "duxal jil jais 4gal " directly
translates "virtual storefront,” preserving the technical term and assuming the target audience's
understanding of the concept. Domestication might involve using a more general term like

" iyl e sl (online store), but this could be less specific.
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The original text

The translated text

online transactions can be involved in
other areas, like when businesses sell
products and services to other

businesses.

OVl C3 VI e SHhelaadl Joit3 OF (ySo
Olodsdly Olriiall WSR2 Lodis o (5,31
Sy S A

Example
04

Def of
ecommerce
terms in
English
and Arabic

Online transactions: An economic
exchange of goods or services mediated
by an online platform.

(Oxford dictionary of economics, Oxford

University Press, 2015)
Businesses: An organization that

produces and/or sells goods and
services in the market, with the aim of
making a profit.

(Barron’s  financial dictionary, Barrons

Educational Series, 1995.)

Products and services: Tangible and
intangible offerings that companies
provide to satisfy the needs and wants of

customers.

(Merriam Webster's business dictionary)

&A1y Ll Oldas 2 13N A5 chelaol!
Y At e ladsdly adudl Jols

Juels abaii¥l s Jlall Jia )l kel Gusaldll )
((osla ol o (Ailad dease Adlal e gl

o e oo 058 96 OLS (B 1)
) 3o g Ll by § Ogepliw AST
( 2008

G Slealy dudl (2 10ledsdly Cloxiial!
o @ eIl ol lgisgudy L= bi] wiy

Juels abaii¥l s Jlall Jia ) kel Gusaldll )

Comment N°04:

The translation:

(Al S Al cleadll s cilatiall S i) s Lasie Sl (g al CYlae co i) e el dais o (S,

Accurately conveys the main idea of the english source sentence.

S Y e S alaal) e o oK

The translation

of:

‘online transactions can be involved’, literally indicating the scope of the transactions.

50




CHAPTER 3 Analytic study of the strategies of translating ecommerce terms

The translation strategy used in this case is transposition. Transposition is a type of formal

equivalence that involves changing the structure of the source text to match the target language.

In this case, the English sentence "online transactions can be involved in other areas" is
translated as " Al C¥lae cu i) e bl Jali of (&4, The structure of the Arabic sentence

is slightly different from the English sentence, but the meaning is preserved.

This translation also is based on the extra-linguistics knowledge of the translator, which means

he relies on the interpretative theory.

SEB I EPS

Translates:

‘other areas’,literal translaton, specifying that online transactions are not limited to one context.
' Al S Al claadl) s claiall @il il as Leie D'

Translates:

‘for example, when companies sell products and services to other companies.’, providing a

specefic illustration of the broader point.

This is a compensation, here we can’t effectuate a direct translation, what led us to make a sort
of adjustment in the target text to maintain the meaning of ‘businesses’ which normally should

be translated directly into’Jwe¥)
But here it conveys s )il

This is an effective translation in conveying the meaning of the english sentence, highliting the
versatility of online transactions and providing a clear example in an appropriate arabic

structure.

"o

This translation leans slightly towards domestication. The term "<\S 0" (companies) directly
translates "businesses,” but it is a more familiar and natural term in Arabic. Foreignization
might involve using a more technical term like "4 sl <l 5al" (commercial institutions), but

this could be less accessible to the target audience.

The translation aligns with the Skopos theory by accurately conveying the source text's meaning
and purpose to the target audience. It prioritizes clarity and comprehensibility while preserving

the original information.

51



CHAPTER 3

Analytic study of the strategies of translating ecommerce terms

This translation falls under the "formal equivalence™ category, replicating the source text's

structure and word order to a high degree. This approach can be effective when the meaning is

clear and the concepts are familiar to the target audience.

The original text

The translated text

Secret code: a string of data used to

encrypt and decrypt sensitive
information, like financial transactions

or confidential documents.
(Merriam Webster's business dictionary)

Secure online marketplace: A digital
platform facilitating buying and selling,
where security protocols mitigate risks
associated with user data, financial

transactions, and platform integrity.

(Oxford Dictionary of Economics, Oxford

University Press, 2009.)

Example The consumer reportedly used a aidlay 03) JluyY by 150y elgil! pasoi!
05 secret code to send his credit card 319y e §osd JI Alaisyl
number to a team of young cyberspace R 39 AV sbadll Jlxs (3 olusd! JbeYl
entrepreneurs who developed a NI A8 Lol B gas 195l
secure online marketplace.
Def of | Consumer: It is the person who HOIVS 9N ||
urchases roducts, oods and
ecommerce P _ P o g _ Bug wleaslly duadl G S pasidl 52
| services for a certain price for their own )
terms In LS Mgl of Lgaluseiu!
use.
English 3591 il alad) gLl cilallaadl) s ol
g (The Rutledge dictionary of economics, Slos T S = o5t
and Arabic | 2013) (.2010 ciilad dase Tilad iy jal) AL

G 3R
30019 3,231 (e de gaza of Ak o 50y 52
@ zpasdl a8 Jguo gl (e dlesd) pusind

( 2008

(AN A8 el Ggw

CMalaall dial &y 5392 (3958] Bger

Yl Oldas oo pSlgiaall a9 eyl
-3lsly

Alal (31559 i slad) il colallaiadll g 5ald)
(.2007 ¢dn )
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Comment N°05 :

Here, the translation conveys the content of the English sentence, maintaining the information
about the consumer using a ‘secret code’ to send his credit card number to a team of young
cyberspace entrepreneurs, who developed a secure online marketplace. The translation appears
to capture the key elements and context of the original statement.

whereas calque strategy is used in this part:
e Y e Ll g

As it closely mirrors the structure and form of the original english sentence while preserving
the meaning and the context. In calquing, the translator follows the syntax and the structure of

the source text, creating a word-for-word equivalent in the target text.

The translation aligns with the Skopos theory by prioritizing clear communication to the target

audience. It effectively transmits the main information even if it uses calquing in some sections.

The section "< ¥l yne Ll Be” falls under the "formal equivalence" category, closely
replicating the English structure and word order. This can be effective when the concepts are

readily understood by the target audience.

The use of "< yuY¥) ye Ll G5 leans towards foreignization. It maintains the technical term
"online marketplace” and assumes the target audience's familiarity with the concept.

Domestication might involve a more general term like "85 &8 5" (shopping site), but this might

lose the emphasis on online security.

The original text The translated text
Example Platforms have emerged that allow G9uy gliinall Jloall zrond Olbaie iyl
06 freelancers to market their skills to heall 0 gilylge
clients.
Def of | Freelancers: An independent worker Oghany pddl polsadl 0 opkiiuuel! Jloal!
ecommerce | who does short-term jobs for different 913S0 (S (s 90 |guuidg ¢ ol el
terms in | companies or clients. Ao
English (Merriam Webster's business dictionary) 31591 Sl 3adl L) allead) g sall)
and Arabic (.2010 Alas dane Al iy yall ALl)
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Market:

sellers who are in contact with each

A group of buyers and

other and potentially willing to trade a
particular good or service.

(The Harvard business review glossary,
Harvard Business School, 1994)

Clients: An entity that acquires goods
or services from another entity in
for financial other

exchange or

compensation.

(Oxford Dictionary of Economics, Oxford
University Press, 2009.)

LSJ‘ Oldealg Aa sV RUE IV RN :&,\3.“3
da iVl oudiy 48lyeg duaily Jasass J] Bl
Olodsdly Oloxind! (329 dalasiall dyylxd|

sy i aladl Al Clallaadl G sal)
(.2010 Alas dane Al iy yall ALal)

09 A& el Olalaiall ol Golesdl 02 1sMlanl
aadl Al 13,8 ol &S & po ledsl g ol
W bas gl s Jas Gl o Gl 135

OB (ol

Juels sbaid¥ly Jul )l oladl (el )
(Losala Gl o Ailad dase Adlal e gl

Comment N°06 :

‘Platforms have emerged’ translated into:

1 4 CL\‘)@_E'

Here we have used a vocabulary equivalence to maintain the intent.

‘allow freelacers’

PETICION| Jlaxll C.A.uﬂ'

Here the term 'caliiall Jweall' specifically refers to ‘freelancers’or independent workers.

-‘market their skills’ translaed to s Jlee (53 g

-‘clients’ translated into '«>=l', this translation adapts the expression by using the arabic terms.

The entire translation captures the idea that there are now online platforms where freelancers

can showcase and promote their skills to potential clients.

Aiming to maintain the same meaning as in source text, we have used literal translation which

captures the whole meaning without deviating too far from the source text structure, and to

maintain the sentence coherence we have adjusted the word order and employed the appropriate

arabic grammar.
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The translation aligns with the Skopos theory by prioritizing clear communication and

understanding for the Arabic-speaking audience. You prioritize readability and cultural

adaptation without compromising the essential information.

The translation aligns with the Skopos theory by prioritizing clear communication and

understanding for the Arabic-speaking audience. You prioritize readability and cultural

adaptation without compromising the essential information.

The original text

The translated text

Example Concepts like search engine Caoedl OByee cpuwsed Jio @ lie delud
07 optimization (SEO), pay-per- Juol gl J5lugs ¢Byits JSU bl olidlely
click advertisements, and social W5 0,80l 5365 e sloizdl
media help level the playing field a "
bit.
Def of | Search engine optimization (SEO): | usl gdse (e dddas 98 1ol Oymea cpunses
ecommerce | the process of improving the ranking OECN EINPP L FOCIF 2 I RYIZYRIPEN
terms in | of @ website on search engine results Ao 13 Aty LS plail,
English pages (SERPS). ol e Gy 20 i) Gt po5d )
and Arabic | (Merriam Webster's business dictionary) ( 2008

Pay-per-click advertisements: A
digital advertising model in which
advertisers pay a fee each time a user

clicks on one of their online ads.

(Merriam Webster's business dictionary)

26 UMY o 55 18585 ) B D]

B piho ol &l A0S el ! 2S41 Lgad g5 5,5Y)
Agdle] Je 55 5 Jlas

( 2008

Comment N°07 :

-‘concepts help’ is translated to

'HAG.A e L

This conveys the idea that certain concepts are providing assistance or support.

-‘like search engine optimization’

'Caanl 3 J L_ils‘)u il dfm'
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This translation appropriately introduces the concept being reffered to, which is ‘search engine

optimization’
-‘and pay-per-click advertisements’
5 JSI gl cdle !

The translation correctly identifies the concept of ‘pay-per-click advertisements’, ensuring

accuracy.
-‘and social media’
'L;GLA._\.A\)“ d-‘A‘jﬂ\ d:iLu:jj'

This translation accurately includes the concept of ‘social media’ as one of the contributing

factors.
-‘help level the playing field a bit’
U G il SE e 2ol

The translation effectively conveys the intended meaning of promoting equality of

opportunities and leveling the playing field to some extent.

The entire translation contains a direct and literal translation which maintains the essence of the
source meaning especially the e-commerce terms while providing clarifications for the arabic
audience for instance, ‘search engine optimization’ is translated as :

Caanl r ) QLSJM !

This and we have adapted the vocabulary using arabic terms that convey the meaning of these

e-commerce concepts while ensuring they are easily understood by the arabic audience.

This means that it is domesticated, priotirizing clarity and ease of understanding, using familiar

arabic terms and structures, this aligns with the principle of domestication.

The translation aligns with Skopos by prioritizing clear communication and understanding for
the Arabic audience. Technical terms are explained ("<l GilS jaw ead” for SEQ) and familiar

equivalents are used (" =Wia¥! Jual il JiLu 5" for social media).

The translation leans towards domestication. Technical terms are explained and familiar Arabic

equivalents are used, promoting accessibility and clarity for the target audience.
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The original text The translated text
Example 08 Subscription services appeal to UM o el Oodass JALY Slods-
customers by providing a product cpkatio o (bl Aoy giie p945

that people need on a regular basis.

Def of | Subscription services: o2 (@ Olusl o ALY Olods

ecommerce ol Slods St ¢l o Lok
Regular payments for access to| —* i 92 pyey oo gy

terms in English _ ) § i Yo Y auials

d services like transport, | & &SVl Sy Jeselly Gk

and Arabic isally Mol

communication, or entertainment.

(Barron’s financial dictionary, Barrons | 2 &2 e Ay sull Clalladl (548 )
Educational Series, 1995.) (2008 ¢ Jxall

Comment N°08

The statement highlights that subscription services attract customers by offering a product that

people require regularly.

In this translation we used appropriate e-commerce terms such as:
'@l iy Glead!

‘subscription services’

To align with the source context of e-commerce.

We maintained the accuracy and the clarity of the original meaning by using straightforward

language and direct equivalents for terms like :
‘customers’
¢ aallt

‘product’

oA

@L\A

The translation also captures the essence of marketing strategy described in the original

sentence.

It highlights the value proposition of subscription services by emphasizing the regular need of

the product.
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We used literal translation because we focus on directly converting each word from the original

text into its closest equivalent in the target text to maintain fidelity to the original message.

While adhering to literal translation, we subtly adapt phrasing for natural Arabic flow (" 33
¢l instead Of e Slaall Ldla () 3™,

The translation effectively conveys the economic and e-commerce related concepts present in
the source text, reflecting the marketing strategy ofsubscription-based businesses.

we demonstrate an understanding of the message beyond mere word-for-word substitution. By
emphasizing the "regular need" of the product, we capture the essence of the marketing strategy
and its appeal to customers.

The translation aligns with the Skopos theory by prioritizing clear communication within the e-
commerce context. You use readily understood terms and direct equivalents to ensure the target

audience grasps the key points.

The translation leans slightly towards domestication. We used standard e-commerce vocabulary

familiar to the Arabic audience ("zie" ,"sSaall" "l 12¥) clead™) without excessive foreignizing

terms.
The original text The translated text
Example ntegrating artificial intelligence will Byl Clbaie (s laodl 811 os e luun
09 help e-commerce platforms predict leadl dic G by 541 e A9 ASIYI
what customers are looking for.
Def of | E.commerce platforms: 14,5 9 ASUYI Byl Cilaie
ecommerce - , .
a digital service that facilitates £l &080] (padstinal) 4393 d59,80) aBlge
terms in|. . )
interactions between two or more oY e Sleasdly dadl aug
English - .
2nd Arabic distinct but interdependent sets of 591 i Sl Ll lallaad (opal)
users. (.2010 Aok danae Ala (dy jal) Al
(Oxford Dictionary of Economics, Oxford
University Press, 2009.)
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Comment N°09 :
The term ‘will help’ is translated to:
'J;\M.J.u'

It correctly conveys the future tense, indicating that the integration of artificial intelligence will

have a benificial impact on e-commerce in the future.

“integrating artificialinyelligence’

"o liha¥) o\SH s

This part accurately translates the concept of incorporating artificial intelligence into a system.
‘e-commerce platforms’

5 Y 5 jladll leais!

This phrase specifies the context of where the artificial intelligence integration is taking place.
‘predict what customers are looking for’

"o Slazll die Canyy Loy ganill!

This segment conveys the purpose of the Al integration, emphasizing its role in predicting

customer preferences.

In this translation we used relevant e-commerce terms like :
e-commerce platforms

a9 yiSIY 3 jladll iliaia

Customers

¢ aall

Staying aligned with the e-commerce context of the source text.

The translation maintains accuracy by directly and literally translating key terms and concepts

such as ‘artificial intelligence’ ensuring clarity and coherence in the message. Adhering to

literal translation, we subtly adapt phrasing for natural Arabic flow ("sJeall 4ie iy Loy gaitll™

instead of "sSleall 4ie Giay Loy (5 50",
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It also incorporates e-commerce related words such as artificial intelligence and ‘predict’

essential in the realm of online business and prediction technology.

By this translation we maintained the e-commerce related concepts from the original text while

ensuring the clarity, accuracy and the coherence of the message.

This translation reflects foreignization because it retains technical terms directly from the

source language
=lihal) (1K)
For ‘artificial intelligence’

Without adapting them extensively to more commonly used terms in the target text, it maintains
technical jargon from the source language, which might make it less accessible to some people.

We demonstrate an understanding of the message beyond mere word-for-word substitution. By
emphasizing " %" (prediction) we capture the essence of Al's ability to anticipate customer

needs, adding depth to the translation.

The translation aligns with the Skopos theory by prioritizing communication within the e-

commerce context. You use relevant terms and concepts to ensure the target audience

understands the subject matter.

The original text The translated text
Example E-commerce sales are sales of goods and | ghdl Ol (p dig ASY! Bylxtll Slarse
10 services where the buyer places an order, | gl q of bl GAbwll puis o ClodSdlg
or the price and terms of the sale are 53621 of COAY pe ) by by ymadl e
negotiated over an Internet, mobile device | =Ll Jols dSuds of dumylsdl 3aadl of & i
(M-commerce), extranet, Electronic Data i of A9 SV, 5T ol gsTgT S9SN
Interchange (EDI) network, electronic mail, Co YN pe Siles
or other comparable online system.
Def of | Electronic data interchange: 1459 ASIYI CBLI Jols
ECOMMErCe | o system enabling the computerized el 35Sl delast (o ULl J&5 ddes 5o
terms in | exchange of business documents in a fixed ,
. 5La SKéw daldsuiwl 0 cade 325 J5So3
Enalish format between firms. ¢e i e 55592
g EMolaall Jg> loghaall Jola) Ayl JlasH!
and Arabic (Barron’s financial dictionary, Barrons
Educational Series, 1995.) -0g33ally Cldlally sl sl Jie eyl
(2017 ¢ ) suala Aaala (Jac Y1 (s 5ald)
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Comment N°10 :

‘e-commerce sales are sales of goods and services’

Glaadll g alall ilane A 4 g ST 3 el Glane

This part translates the essence of e-commerce sales involving both goods and services.

‘where the buyer places an order, or the price and terms of the sale are negotiated over an

Internet.’
iV e aall g by el e (il Q5 Ll (o jidall ady Cua

This section conveys the process of placing orders or negociating prices and terms over the

internet.
‘mobile device (M-commerce), extranet, Electronic Data Interchange (EDI) network’
A5 ol Ay pSIVI bl Jols AKed o daa AN A<0E) o A ganall 3 5aY)

This part translates the various means through which e-commerce transactions can take place,

such as mobile devices...
‘electronic mail, or other comparable online system’
Y e Jilee Al alas ol 5 g STy 5,

This segment captures the inclusive nature of e-commerce by mentionning other comparable

online systems.

This translation effectively incorporates e-commerce related terms like :
‘internet’

'A_\.IJLY\'

‘mobile devices’

A sanall 3 32y

‘electronic data interchange’

A 5 Y i) Jals 4,

Essentials in describing online sales methods.
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The translation maintains accuracy by directly translating key terms such as ‘e-commerce

sales’, ‘negotiating price and terms of sale’

It ensures clarity and coherence in describing the various methods of conducting sales over

online platforms.

The translation aligns with the Skopos theory by prioritizing clear communication and
understanding of the target audience. You use relevant terms and concepts to ensure that the

Arabic-speaking audience understands the subject matter.

We demonstrate an understanding of the message beyond mere word-for-word substitution. By
emphasizing "«2l" (sale) and "<lS.i" (networks) we capture the essence of e-commerce

transactions, adding depth to the translation.

The translation leans towards foreignization. You retain technical terms like " <tlall Jals 4Sus
4, 5" without extensive adaptation, making it more accurate for those familiar with e-

commerce jargon. However, it might be less accessible to a broader Arabic audience.

While accurately conveying the intended meaning, economic translation transcends mere
lexical substitution. It necessitates a comprehensive grasp of the subject matter beyond
linguistics, encompassing the cognitive landscape associated with the domain and the text's
contextual implications. In essence, this interpretative endeavor draws upon the tenets of
interpretative theory, acknowledging that the decoding of economic discourse hinges not solely
on literal translation but also on understanding the cognitive frameworks through which
different audiences engage with such concepts. Consequently, the adept economic translator
navigates the intricacies of both language and financial theory, becoming, in essence, a bilingual

interpreter of not just words, but of economic systems and their associated cognitive nuances.
5. Solutions and suggestions to enhance the translation of e-commerce terms

To enhance the translation of e-commerce terms and ensure effective communication across

global markets, businesses can implement the following solutions and suggestions:
¢ Invest in Highly Qualified Translators

The success of e-commerce translation hinges on the expertise of the translators. Businesses
should invest in highly qualified translators who possess not only linguistic proficiency but also
a deep understanding of the target culture and the e-commerce industry. Translators should have
specialized training in e-commerce terminology, localization techniques, and cultural
sensitivity. (Bail, 2017, p. 37)
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% Leverage Technology for Efficiency and Accuracy

Technology can significantly enhance the efficiency and accuracy of e-commerce translation.
Businesses should utilize translation management tools that streamline the translation process,
automate repetitive tasks, and provide access to vast translation memories and glossaries.
Additionally, machine translation tools can provide initial translations, which can then be
refined and polished by human translators. (Yves Gambier, 2020, p. 89)

R

“+ Embrace Cultural Sensitivity and Localization

E-commerce translation must be culturally sensitive and adapted to specific regional markets.
Translators should conduct thorough research on the target culture, including local customs,
idioms, humor, and consumer preferences. They should also consider local dialects, regulatory
requirements, and search engine optimization strategies for the target market. (Chris Smith,
2019, p. 121)

«»» Establish Clear Translation Guidelines

Businesses should establish clear translation guidelines to ensure consistency and adherence to
brand voice and tone. These guidelines should define the desired translation style, formatting,
and terminology preferences. They should also outline cultural considerations and provide

examples of successful translations. (C.J.W. Bail, 2017, p. 17)
¢+ Conduct Regular Reviews and Feedback

Regular reviews and feedback are essential for continuous improvement of e-commerce

translation.

Businesses should establish a process for reviewing translated content, gathering feedback from
native speakers and cultural experts, and refining translations based on this feedback.
(edition by ATLA, 2023, p. 238)

«» Foster Collaboration and Communication

Effective e-commerce translation requires collaboration and communication between
translators, subject matter experts, and marketing teams. Translators should have access to
product information, marketing materials, and customer feedback to ensure that translations are

accurate, consistent, and aligned with the brand's messaging. (Jost Zetzsche, 2015, p. 129)
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%+ Stay Abreast of Trends and Evolving Terminology

The e-commerce landscape is constantly evolving, with new technologies, marketing strategies,
and consumer trends emerging. Translators and businesses must stay abreast of these changes
and adapt their translation practices accordingly. This includes monitoring new terminology,
understanding emerging e-commerce trends, and keeping up-to-date with regulatory changes.
(Yves Gambier, 2019, p. 319)

E-commerce translation is not a one-time task; it is an ongoing process that requires

continuous improvement and cultural understanding.

By implementing the solutions and suggestions outlined above, businesses can enhance the
quality and effectiveness of their ecommerce translations, fostering a seamless and positive
customer experience that drives success in the global marketplace. As the world becomes
increasingly interconnected, businesses that prioritize quality translation and cultural sensitivity
will undoubtedly reap significant rewards, establishing themselves as trusted and respected

global leaders in the e-commerce industry.

This chapter explored the practicalities of translating e-commerce terms into Arabic. Through
analyzing various real-world examples from a guide destined for students, we highlighted the
importance of balancing literal accuracy with cultural adaptation to achieve clear and effective

communication for the target audience.

The diverse nature of e-commerce terminology presented unique challenges, demanding
flexible translation strategies. Formal equivalence proved effective in conveying core concepts,
while dynamic equivalence enabled subtle adjustments for natural Arabic flow and cultural
comprehension. Additionally, the translations incorporated relevant e-commerce terms in

Arabic, building familiarity and accessibility for the target audience.
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CONCLUSION

As the tentacles of e-commerce stretch across the globe, bridging the linguistic divide
becomes ever more crucial. This thesis delved into the complexities of translating e-commerce
terms, taking "Ecommerce Beginner's Guide" from Concordia University as our case study.
Through meticulous analysis of the translated Arabic version, we embarked on a quest to unveil
the most effective strategies for rendering e-commerce terminology in a target language while

preserving both semantic accuracy and cultural relevance.

Our journey revealed a labyrinth of challenges for the e-commerce translator.
Neologisms born from the digital revolution, nuances of meaning veiled in cultural contexts,
and the ever-shifting sands of the online marketplace all conspire to test the mettle of even the
most adept linguist. Yet, our investigation also illuminated a path forward, paved with a

multifaceted approach that empowers translators to navigate this labyrinth with confidence.

At the heart of this approach lies the recognition that effective translation transcends
mere word-for-word substitution. It demands a symphony of skills, where linguistic expertise
dances in harmony with contextual understanding and specialized domain knowledge. Just as a
conductor guides an orchestra, the translator must orchestrate this interplay of talents to ensure

the music of meaning resonates clearly in the ears of the target audience.

Furthermore, our analysis highlighted the vital role of target audience preferences and
cultural adaptation. Just as a chef tailors their dish to the palate of their dinners, the translator
must adapt their approach to the cultural expectations and linguistic sensitivities of their
intended readership. A term that might be perfectly clear in one culture could spark confusion
or even offense in another. By attuning their ear to the subtle nuances of cultural context,

translators can ensure their message arrives not just understood, but embraced.

However, the path of the e-commerce translator is not always paved with readily
available equivalents. The very nature of e-commerce, with its technical jargon, dynamic
market, and often culturally specific concepts, can render direct translations an elusive ideal.
Here, our research champions the need for creative solutions that bridge the semantic gap
without compromising clarity. Calques, descriptive adaptations, and even cultural metaphors
can all become tools in the translator's arsenal, allowing them to craft meaning anew in the

target language.

The translation strategies have contributed significantly to the success and refinement of
the translation process, theoretical foundations of comparative stylistics, functional,

interpretative, domestication, and foreignization strategies collectively shape the translator's
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approach. Comparative stylistics guides the preservation of stylistic nuances, ensuring the
translated text mirrors the artistic elements of the original. Functional translation prioritizes the
communicative intent, adapting linguistic structures to maintain the original purpose.
Interpretative translation delves into cultural nuances, enabling a deeper understanding and
expression of subtleties. Domestication facilitates a natural and culturally appropriate
adaptation for the target audience, while foreignization preserves the foreign elements,
providing a sense of cultural diversity. In practice, skilled translators judiciously employ these
strategies, creating a harmonious balance that captures the essence of the source text while

meeting the expectations and linguistic norms of the target language audience.

Ultimately, the success of any translation hinges on its ability to convey the intended

meaning while preserving the rich tapestry of context.

Our analysis underscores this fundamental principle, demonstrating that effective e-
commerce translation is not merely about technical accuracy, but about building bridges of
understanding and trust across linguistic and cultural borders. By striking this delicate balance,
translators can empower businesses to expand their reach, engage diverse audiences, and forge

lasting connections in the global e-commerce marketplace.

The future of e-commerce translation shimmers with possibility, beckoning us beyond
the present challenges and onto a sunlit path. Imagine a landscape where translators, navigating
the ever-shifting sea of terminology, are no longer lost alone. Instead, they are guided by
specialized dictionaries and glossaries — lighthouses illuminating obscure neologisms and
domain-specific jargon. Under the steady glow of these resources, each intricate term becomes
a beacon, charting the course towards accurate and nuanced translation. In this future, Al and
machine translation are not merely automated tools, but trusted allies. Tailored to the specific
needs of e-commerce, they streamline the translation process, democratizing access to global

markets and allowing businesses to connect with previously isolated audiences.

However, technical efficiency alone is not enough. This future stands firm on a
foundation of cultural understanding and sensitivity. We envision a community of translators
empowered not only with linguistic mastery but also with a deep appreciation for the subtle
nuances that weave the tapestry of each culture. Through rigorous training and open dialogue,
they become adept at the delicate dance of conveying accurate meaning while honoring cultural
expectations. Only then can the bridges built through language stand strong, their foundations

cemented in mutual respect and understanding.
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This future, moreover, invites us to explore the fascinating intersection of translation
and user behavior. Imagine the insights we could glean by delving into the intricate ways
effective translation influences user choices and navigates cultural preferences. Armed with this
knowledge, both translators and businesses can optimize their strategies, crafting messages that
resonate across borders and ignite the spark of engagement in diverse audiences. By
understanding how cultural context shapes the user journey, we can empower e-commerce to
reach its full potential, fostering connections and driving growth in a truly globalized digital

landscape.

As we embrace these exciting perspectives, the future of e-commerce translation

transforms from a distant mirage to a tangible reality.

It is no longer simply about the technical act of translating words; it is about bridging
cultures, sparking connections, and unlocking the boundless potential of a world united by

shared understanding.

This is the path we choose, the future we build, brick by brick, translation by translation,
towards a global e-commerce landscape where everyone has a seat at the table and the language

of commerce speaks not just to wallets, but to hearts and minds.

By pursuing these future perspectives, we can pave the way for a future where e-
commerce translation transcends mere technical accuracy and becomes a powerful tool for
fostering cultural understanding, bridging linguistic divides, and unlocking the boundless
potential of the global marketplace. As we continue to explore the intricacies of this dynamic
field, let us remember that the ultimate goal of e-commerce translation is not just to translate
words, but to translate ideas, emotions, and the very essence of human connection across the

vast digital landscape.
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ANNEXE 2
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Not so long ago, the idea shopping without visiting a
store seemed like a futuristic concept. Fast forward
just a couple of decades, and it is a given. In under one
minute, you can open an app or web browser and get

something delivered the next day or even sooner. Or you

can reserve your order and pick it up the same day. The

phenomenon of electronic commerce, or e-commerce,

appeals to consumers and businesses alike and, as the

statistics demonstrate, it has taken off dramatically.

According to the U.S. Census Bureau, e-commerce
sales in 2018 accounted for 9.7% of total sales.
That’s more than six times the figure 15 years prior,
when, in 2003, e-commerce sales represented just
1.6% of total sales.

E-commerce doesn’t appear to be slowing down.
In 2017, market research company Forrester
predicted that e-commerce would comprise 17% of
retail sales in the United States by 2022. The same
report predicted 13% year-over-year growth for
online sales. A separate forecast from the National
Retail Federation estimated the annual online retail
growth at 10-12%.

Those figures are impressive and help put
e-commerce into perspective, but there’s a lot
more that you need to know. This guide can help
you learn about the benefits of online storefronts,
opportunities to market to prospective customers
online, and grow your general business knowledge.
The upcoming sections explore themes like

the benefits of e-commerce, specific trends in
e-commerce, and the future of e-commerce.

Follow along to develop a basic understanding
of e-commerce.
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What is E-commerce?

The easiest way to define e-commerce is electronic transactions that take place online. If buying or selling
is involved of products or services online, then it qualifies as e-commerce. As a result, all of the following
examples are considered e-commerce:

« Purchasing and downloading digital music files online.
- Buying a physical book online and having it delivered to your home.
- Reserving products at a home improvement store’s website and then picking them up in-person.

Each of those scenarios uses an online platform in some part of the transaction’s life cycle. It could be
completely online, in the case of a digital music purchase, or simply using the internet to find what you
need at a local store. Note that all of the previous examples are business-to-consumer e-commerce. As
you’ll discover in the section on the types of e-commerce, online transactions can be involved in other
areas, like when businesses sell products and services to other businesses.

If you're wondering how some sources vary in their definitions for e-commerce, that typically revolves
around how much of the transaction needs to take place online. Some say that if terms of the sale don’t
take place online (e.g., you see a product online and purchase it in-person locally), or that if payment
doesn’t take place online, then it’s not e-commerce.

You don’t need to worry about those intricacies, but if you're interested in seeing a comprehensive
definition, here’s how the U.S. Census Bureau approached the term:

E-commerce sales are sales of goods and services where the buyer
places an order, or the price and terms of the sale are negotiated

over an Internet, mobile device (M-commerce), extranet, Electronic
Data Interchange (EDI) network, electronic mail, or other comparable

online system. Payment may or may not be made online.
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Evolution of E-commerce

E-commerce may command a large share of the current retail market, but that’s a relatively recent
development. Brick and mortar businesses dominated until companies like Amazon and eBay utilized

online technologies to reach customers. Now, “click and mortar” businesses regularly blend physical stores

and online platforms to sell products and services.

How did the present generation of internet-savvy businesses get to where it is today? Here are some of

the major events and trends in the history of e-commerce.

1960

1970 1980 1990 2000 2010

PRECURSORS TO E-COMMERCE

Several technological advancements led to modern-day e-commerce.

You can go as far back to the 1960s, which marked electronic transactions on
primitive computer networks. Instead of computers processing purchase orders
and invoices on paper, they could communicate information electronically
through a concept known as the Electronic Data Interchange (EDI). Meanwhile,
the military created ARPAnet, allowing the transfer of important information if a
nuclear attack occurred. It’s hard to imagine, but the EDI and ARPAnet actually
served as the foundation to e-commerce as we know it.

The next set of events took place in the 1980s. /n the early part of the
decade, research computers at universities could send emails and share
documents. In 1984, CompuServe added a service allowing home computer
users to browse the Electronic Mall, which featured products from more than
100 online retailers. Product demos and full-color photos were also available to
consumers, which was innovative for the time. The Electronic Mall wasn'’t a big
success, but it was one of the earliest examples of online retail.

Until 1991, there was a ban prohibiting commercial businesses from operating
over the internet. When the National Science Foundation lifted its ban at that
time, e-commerce became possible. The only thing left to address was security,
and that was ironed out in 1994. Secure Socket Layer (SSL) was integrated
onto the internet browser Netscape 1.0, enabling secure financial transactions
to take place online.

It didn’t take long for them to start. On August 11, 1994, a consumer purchased
a Sting album online. The consumer reportedly used a secret code to send

his credit card number to a team of young cyberspace entrepreneurs who
developed a secure online marketplace. This transaction made headlines and
paved the way for modern-day e-commerce.

Today
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There’s a lot more on what the modern e-commerce landscape looks like, and the rest of the guide
investigates that further. Take a look at the upcoming sections to get filled in on what the evolution of
e-commerce has led to. The next topic, on the types of e-commerce, exemplifies how widespread online

1970 1980 1990 2000 2010

AMAZON AND EBAY ENTER THE CONVERSATION

There’s no question that Amazon and eBay did more for the evolution of
e-commerce than any other companies. They began in the mid-1990s, and
within just a decade, both businesses had amassed tens of millions of users.

Amazon began by selling books to shoppers. With virtually no competition,

Jeff Bezos, Amazon’s founder and CEQO, was able to expand from books into
product categories like music, clothing, and now, virtually anything you can
think of. In 2005, 10 years after Amazon sold its first book, the company earned
$359 million in revenue, according to International Business Times. In the first
quarter of 2019 alone, Amazon reported $59.7 billion in revenue.

eBay started the same year Bezos launched Amazon. eBay began as
AuctionWeb and offered users the ability to bid on other people’s used items.
The auction platform appealed to a wide range of consumers who could now
find deals on a wide range of products. By 2007, eBay amassed more than
220 million users and earned $52.5 billion.

THE MODERN E-COMMERCE LANDSCAPE

There’s an obvious overlap to what Amazon and eBay did, and then looking
at what e-commerce is today. Thanks to the two e-commerce giants, online
transactions are now a regular part of how companies do business.

It’s so foundational that it’s now unusual for a retailer to be 100% brick and
mortar. Today, consumers expect companies to offer their products online in
some capacity. From having an online catalog to, for larger retailers, the ability
to reserve products online for in-store pickup, the click and mortar approach to
business is now standard. That trend refers to how businesses have online and
offline operations, to accommodate customers on either end of the spectrum.
That way, people can enjoy the convenience of either option. Consumers can
shop from the comfort of their own home late at night or head to a store to see
different products options in person.

transactions have become in all kinds of business models.

Today
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Types of E-commerce

The revolutionary e-commerce business models of Amazon and eBay affected more than
online retail. It led to companies across any business model spectrum recognizing how
e-commerce could enhance business.

The result is that there are now several types of e-commerce. Here’s a quick look at each one.

BUSINESS-TO-CONSUMER (B2C) E-COMMERCE

B2C e-commerce is probably what comes to mind when you first hear the term “e-commerce.” It basically
refers to products or services marketed from a business to individual people.

Many popular examples illustrate B2C
e-commerce. For instance, if you head to
Amazon or Walmart’s website to purchase
something, that’'s B2C e-commerce in action.
The same is true for most things that you
purchase online for personal use. If it’s sold
by a company, then it fits in with this type of
e-commerce.

B2C e-commerce is what started it all. From
the Electronic Mall to the first official online
purchase in the form of a Sting album, those
early examples are rooted in B2C e-commerce.
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BUSINESS-TO-BUSINESS (B2B) E-COMMERCE

Not all businesses market to individual consumers. Some sell products and services to other companies.
When that takes place online, you have B2B e-commerce.

One example of B2B e-commerce is web development. Every company practically needs a website, due
in part to, ironically, concepts like e-commerce. If a company wants to have a virtual storefront, they’ll need
to build a website. That business might look around for a web development company that has experience
in e-commerce, and if they find one online that they hire, that’'s B2B e-commerce in action. The web
development company provided a product for another business.

The same basic idea occurs in other industries. Your typical local business may purchase office equipment
online from a retailer like Xerox. If that local business needs vehicles to perform core functions, they might
order parts, such as tires, online from a company like Goodyear. Xerox and Goodyear, in those examples,

are taking part in B2B e-commerce. Of course, those two companies are also involved in B2C e-commerce.

CONSUMER-TO-BUSINESS (C2B) E-COMMERCE

Sometimes, the traditional roles are reversed. You might be used to businesses selling products and
services to consumers online (B2C e-commerce), but sometimes individual customers can sell products
and services to businesses.

One example is with paid reviews. If a consumer owns his or her own blog, that person may approach a
relevant business with an opportunity to place a product or service on the blog. The business pays the
individual for the blog post, video, or podcast, and benefits from the marketing opportunity. Because all of
that happens online, it qualifies as C2B e-commerce.

Another good example of C2B e-commerce reflects a popular trend for individuals to earn or supplement
their living. Platforms have emerged that allow freelancers to market their skills to clients. On those websites,
freelance photographers, writers, developers, and more will secure assignments from businesses. It's C2B
e-commerce because individuals are selling products and services to businesses online.
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CONSUMER-TO-CONSUMER (C2C) E-COMMERCE

If consumers can sell products and services to businesses online in C2B e-commerce, it’s only a small step
to consumers selling to other consumers.

An easy way to illustrate C2C e-commerce is through the freelance platforms in the previous type of
e-commerce. Instead of freelancers selling their products and services to businesses, freelancers in C2C
e-commerce engage in work with other consumers. Think of a consumer who wants a professionally
designed graduation party announcement done or a family website built. Neither party is an

established business.

Other examples are even more straightforward. Imagine a married couple who wants pictures taken

from someone they find online who has a passion for photography. Since the provider doesn’t have an
actual photography business, that type of relationship and transaction would constitute C2C e-commerce.
Another common scenario is when people sell items online, at websites like eBay and Craigslist, to other
people. Transactions take place online and no party is an established business. Thus, it's C2C e-commerce
in action.

GOVERNMENT E-COMMERCE

It's also possible for businesses or consumers to engage in e-commerce transactions.

One example is found in consumer-to-government (C2G) e-commerce, when individuals pay the
government online for taxes or university tuition. Another type of government e-commerce is when
businesses perform services for governmental organizations. The strategic information technology
company Synergetics has a client list that includes the National Institutes of Health, the Department of
Veterans Affairs, the Department of Defense, and the Department of Agriculture. That model of business is
referred to as business-to-government (B2G) e-commerce.

Other opportunities may be possible in the future, too. “The 2018 National Defense Authorization Act
called for the creation of an Amazon.com-like portal for federal buyers, which put the General Services
Administration on a tight schedule to develop and test such a platform,” according to Federal Computer
Week. “GSA plans an initial pilot of the system in late 2019 with a limited number of agency participants.”
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Why E-commerce?

Compare to traditional retail, e-commerce has benefits that can take a business to the next level. A lot of
people simply assume that businesses should integrate e-commerce capabilities into their business plan,
but it's important to understand why that’s often the case.

The most obvious benefit to e-commerce is so basic that you may think it doesn’t need to be addressed:
consumers can shop online. The ability for people to purchase products and services online instead of

in person is, to put it plainly, huge. All of a sudden, geography doesn’t matter as much. An e-commerce
website means that a business doesn’t have to have a prime location in the city or even a traditional store
at all.

Customers shopping online instead of in person leads to other benefits for businesses. Instead of
marketing to an audience locally through more traditional advertising methods, online marketing is the
focus in e-commerce. Concepts like search engine optimization (SEO), pay-per-click advertisements,

and social media help level the playing field a bit. Costs are typically lower in online marketing than the
traditional marketing methods required
to succeed in traditional retail. It’s also
cheaper to run an e-commerce store
once you consider personnel costs
versus what it takes to run an automated
website. Having no real estate costs in
e-commerce is another bonus.
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Trends in E-commerce

What are some notable concepts that are impacting the world of e-commerce. You could find dozens
upon dozens of examples, but here are just a few trends that demonstrate what businesses can do with
online storefronts.

INFLUENCER MARKETING

Influencer marketing is a social media marketing strategy that uses influential people to draw attention to
the product or brand.

Think of it as a new spin on having a spokesperson. However, influencer marketing is often more
short-term in nature. In influencer marketing, a person is approached online by a business looking to
capitalize on the influencer’s considerable social media following. If that following is closely linked to the
business’s niche, then it makes for a good partnership. The influencer is paid for marketing a product or
service. One example might be a fashion influencer being paid by an up-an-coming designer to showcase
a new line of accessories.

Those types of relationships can exist in nearly any type of business. Across platforms like Instagram,
Twitter, and even YouTube, influencer marketing can help businesses quickly get in front of a specific
audience that they’re trying to target.

ONE-CLICK PURCHASING

One-click purchasing is exactly what it sounds like. E-commerce stores can simplify the shopping
process by enabling users to complete their entire purchase without having to go through several steps
to checkout.

Both sides benefit from one-click purchasing. Customers save time by avoiding the need to select saved or
default options, like shipping speed and payment method. Businesses can enhance their profits because
one-click purchasing increases impulse buys. Additionally, this concept caters to mobile users who need to
make a purchase when they don’t have the time to spend with unnecessary checkout steps. If the system
is as easy as possible to complete, consumers are more likely to make purchases at the site.
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SOCIAL SHOPPING

Social shopping is another e-commerce trend that builds off the idea that making things easier for
consumers to shop will result in increased profits. In social shopping, people viewing products on social
media networks receive a direct link where they can make a purchase.

This feature has been integrated on Instagram and Pinterest. When people are searching for something
like art project ideas for children or a way to decorate their home, they may come across a great activity or
a set of matching pillows and blanket. In each scenario, viewers are finding a solution, but even if they’re
not looking to purchase something, they may be led to buy a product that can help. Providing a direct link
enables businesses to make it as easy as possible to purchase the product. Similar to one-click purchasing,
doing adding a direct link is a powerful way to increase sales.

SUBSCRIPTION SERVICES

Subscription services appeal to customers by providing a product that people need on a regular basis.
Customers simply sign up for a subscription box, and every month they receive a new order.

What can shoppers get with subscription services? Just about anything. One of the most basic examples

is for shaving products. Customers get the same thing every month or two, fulfilling a simple need.
Businesses have expanded into all types of industries, including fashion, beauty, food, toys, and education.
Imagine getting a delivery of makeup, clothes, or a certain type of snacks every so often. Mix that
convenience in with the ability to personalize what you receive and being able to return what you don’t
like, and it’s easy to see why subscription boxes are a big trend in e-commerce.
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The Future of E-commerce

There’s no question that e-commerce will continue to thrive and redefine the way business is done. Once,
e-commerce was seen as optional for brick and mortar retailers, but now, the click and mortar model is
alive and well. Perhaps business having a physical space is now the option.

Looking ahead, expect technology to better cater to customers. One of the biggest trends in e-commerce
is personalization, and brands continue to make progress in that area. Integrating artificial intelligence will
help e-commerce platforms predict what customers are looking for, based on past purchases and other
indicators, like browser cookies that indicate how consumers arrived at the website. Artificial intelligence
tools can also automate customer service, send automated engagement emails for marketing purposes,
and compile data that can improve the overall e-commerce platform.

That’s only the beginning of what the future of e-commerce holds, and businesses of all sizes need to be
prepared. Learn the skills to help lead companies navigate e-commerce with an online business degree or

an online marketing degree. In a fully online format, you’ll gain the knowledge and skills needed to thrive in

the business world.

Both of these programs from Concordia, St. Paul feature small class sizes with a personal learning
environment geared toward your success. Learn from knowledgeable faculty who have industry
experience. Get started with CSP today.

5% $57.736 44%

95% of CSP grads receive Highest average salary CSP graduates earn 44% more
job offers within one year among MN private school than the national average.
of graduation. grads (bachelor’s) four years

after graduation. *Graduate earning data source:

*First Destinations survey collegescorecard.ed.gov
administered by Concordia *Salary data source:
University, St. Paul mnedtrends.org

“ Concordia

UNIVERSITY-SAINT PAUL
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ABSTRACT

Abstract:

This study aims to explore the complexities and strategies of translating e-commerce
terminology into Arabic, focusing on strategies for preserving semantic accuracy and cultural
relevance. It analyzes the Arabic translation of Concordia University's "Beginner's Guide to E-
commerce™ to uncover challenges such as neologisms, semantic nuances, cultural specificity,
and target audience considerations. It investigates a range of translation strategies, including
comparative stylistics, interpretative, cultural adaptation and others to effectively address these
challenges. The research presents a comprehensive framework prioritizing semantic fidelity,
cultural sensitivity, and target audience accessibility, offering valuable insights for translators,
educators, and e-commerce practitioners in this dynamic domain.

Keywords:

E-commerce terminology translation, cultural adaptation, translation strategies, target audience,

e-commerce guide.
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