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Abstract

This paper attempts to explore the localization quality of IKEA
Egypt 2023 English website to identify its customization level and to
gauge the translation quality of its Arabic mirror website. The
methodology adopted in the present paper is based on Singh's (2012)
model of web localization quality assessment as the main model of
analysis, which proves to be quite functional. Besides, Hofstede et al.'s
(2010) Onion Model is the cultural frame employed to assess cultural
customization. Cruz Garcia's (2013) micro strategies of translation are
used as parameters to probe the web translation quality criteria. Singh and
Pereira (2005) division of localization level is used as the continuum
along which IKEA Egypt English and Arabic websites are categorized.
The study proves that, IKEA Egypt 2023 websites exhibit high
localization levels in their contents and gateways and notable cultural
customization level in cover pages, marketing campaigns, and the content
pertinent to the core cultural circle of values. The translation quality
exhibited in the Arabic mirror website is a functional, communicative,
explicative one, actualized by explicitation, equivalence and partial
adaptation as the most employed micro translational strategies explored.
As for the localization strategy adopted by IKEA, it can be said to be a
glocalized one, retaining the glories of the global branding combined with
adapting the market locale specificities. Accordingly, IKEA Egypt 2023
websites can be considered culturally customized, yet with a distinctive
Swedish hue. The paper is a step on the road of localization in translation
studies, yet further researches are still needed.

Keywords: GILT Process, Web Localization, Cultural
Customization, Translation Quality, Advertising.
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1. Introduction

The web is a mega platform for product display, global marketing
and diverse e-commerce. This web digital revolution has created a
medium for global online businesses, which has in turn led to the
emergence of novel digital genres, e.g. websites of all kinds (Jiménez-
Crespo & Angel, 2022, p. 6). Thus, these websites have become cosmic,
well-established window shops for global brands to attract worldwide
customers and thus increase sales and profits. Therefore, websites help
carry out business exchange and satisfy the market new changes
(Abuljadail & Badghish, 2021, p. 406).

Such globalized atmosphere has led to the emergence of a
multilingual marketing process, namely website localization. A process
which entails more than mere translation, involving adaptive changes in
both language and culture of the target market region (Kassawat, 2021, p.
93). Such adaptive process should address target users’ needs and
expectations, as if originally made for them (Alharbi et al., 2023, p. 43).
Since website localization is now an imperative for any business to go
global, it is a prolific technical, cultural, marketing and linguistic area of
research, to be probed.

Being a global, furniture giant, IKEA has many localized website
versions. Egypt is the 41st largest e-commerce market with a predicted
revenue of US $ 6,622.3 million by the beginning of 2023 (CT policy
review: National e-commerce strategy for Egypt, 2017). Therefore, IKEA
IS keen to have two website domains in such a key Arab, Middle Eastern
market; an English website and its mirror Arabic version. The present
paper aims to explore IKEA 2023 websites in Egypt, to identify the
localization policy, levels and strategies applied.

2. Theoretical Background

2.1 GILT Process

Localization is a part of a bigger chain process of Globalization,
Internationalization, Localization and Translation, abbreviated by the
Localization Industry Standards Association (LISA, 2007) as GILT
process. It is represented as follows:
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(Jiménez-Crespo, 2013, p.15)
2.1.1 Globalization

Globalization, to which LISA (2007) gives the acronym G11N,
“refers to the business activities related to marketing a product or service
in multiple regional markets” (Sandrini, 2005, p. 167). Such business
activities work together to prepare all the resources so that the company
products could transcend to a globalized scale. They involve
technicalities of optimizing the company's multilingual search engines to
be easily spotted online by different publics. Globalization is thus an
encompassing process, which integrates the two other phases in the GILT
cycle: internationalization and localization.

2.1.2 Internationalization

“(Dinternationalisation is mainly understood as a technical stage in
which a product is enabled for localisation” (LISA, 2007, p. 17). As a
functional preparatory stage, internationalization; i18n seeks to devoid the
product or its website from any cultural hues or local specificities. The
118n abstracting steps create a unified neutral website with a global brand
stamp, and the back end technicalities prepare the website to be an
extendable, central, delocalized template, “containing common elements,
a similar structure and a platform which allows technical adaptations to
the target culture” (Valdés, 2016, p. 141). Such adaptations can be later
tinted with local distinctions.

Nevertheless, a completely cultureless text is rather unrealistic and
necessitates a subsequent process of linguistic and cultural adaption, as
culture specific items (CSIs) cannot be totally eradicated. Therefore,
“cultures and cultural differences remain relevant in the context of global
markets”  (Adomaviciatée, 2020, p. 13). Strangely enough,
internationalization guarantees subsequent rendering of the intermediary,
hybrid text into localized multilingual versions.
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2.1.3 Localization

Internationalization is followed by a reverse process; I.e.
localization (L10n). Undergoing the two juxtaposed processes
successively ensures successful globalization expansion. Eliminating
every cultural specificity from the website is followed by a modifying
process of cultural tinting fit for certain customers' preferences presented
in their mother language and market locale.

The concept of locale, is explicated as “the combination of a
language and a geo graphical region with all the cultural implications
involved” (Sandrini, 2005, p. 168). Such intricate socio-cultural, regional
implications take the “website in its current form and making it
accessible, as well as more “desirable” to more regions and, by extension,
people” (Kasiouras, 2022, n.p.). Thus the key target in this process is
prioritizing the end user.

As a functional marketing process, L10n encompasses many issues.
It involves global navigation, adaptive translation, cultural customization,
quality assurance, consistent terminologies, deified brand name, updated
digital content, online transaction processing, customized measuring
units, numbers time and date formats, adapted paper sizes, character sets
and word separation, adjusted local payment methods as well as
converted currencies (Jiménez-Crespo 2018; Kassawat, 2022; Masoud &
Awni, 2012; Singh, 2012). This is in addition to the -cultural
customization of the semiotic, non-textual content. The adaptive
customization of all the previously mentioned elements stipulates the
degree of the website localization.

2.1.4 Glocalization

The two contradictory processes of globalization and localization
are at work within the milieu of online cooperate websites. They can be
combined in one portmanteau word; glocalization. Although “the slogan
and brand name are two important items to consider” (Afarinasadi, 2021,
p. 10), they are not enough to appeal to target website consumers in
certain specific locales. Therefore, a glocalized, heterogeneous policy
synthesizing the two concepts may seem more practical to achieve the
intended high business revenues. It helps “reconcile the two ends of a
continuum: in cultural studies” (Jiménez-Crespo, 2021, p. 378) by
establishing a global brand name and adapting local target cultural
strategies. It thus guarantees, what Abrahamian (2013) calls, “overseas
survival” (p. 22). Such imperative dichotomy raises the question; to what
extent should the corporate website lean towards either of the two
strategies.
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2.1.5 Translation

Within the process of the GILT, Translation (T09) involves the
transfer of the textual, cultural, pragmatic and semiotic fabric to
accomplish a promotional, marketing mission. T09 function is to
“guarantee that international communication fulfill the communicative
purpose and lead to increased sales or improvements in company image”
(Jimenez-Crespo & Singh, 2016, p. 254). Web translation, thus, does not
embrace the concept of source text. Otherwise, it adopts the homogenized
text template translated to many target ones or what Kassawat (2021)
calls “reference text” (RT) (p. 100). Such genre of translation is dubbed
by Pym (2014) as “generalized one-to-many translation” (p. 131).

Web translation is mostly actualized by translation memories and
terminology management software, which help produce repetitive, direct
and unequivocal versions of the standardized RT. T09, functioning in the
website hyperlinked, multilinear coded parts, like URL addresses,
formatting tags, dialogue boxes, date formats, user contracts, menus and
placeholders is superficial, formal, automatic type of translation
achieving a minimum certitude of functionally and communicative
equivalence. Such peculiarities render the translation rather artificial,
prescribed and user-based oriented fit for the “the digital and interactive
nature of the texts” (Jiménez Crespo & Angel, 2022, p. 6).

Conversely, parts like nodes or promotional blurbs created for
product description require more than artificial replacement of the RT
contents. They entail textual, cultural and semiotic customization. A
functional website translation is considered an asset to the corporate’s
marketing plan and to the aspired sales numbers. This sequentially pins
down the worth of translators “as creators of additional wvalue
(spiritual/cultural and/or material/economic) that is eventually added to
the total value of the canons or commodities and social services” (Ho,
2004, p. 225).

Nevertheless, the genre of commercial web translation involves
speed, tools and manipulations. The collaborative work and concurrent
factures of its key players affect the quality of the localized textual
chunks in terms of usability and impact on the target audience. Hence, it
IS reasonable to probe the quality of web translation in localized texts to
reveal their adaptation level.

Corporate websites can exhibit either what Toury (2012) calls
adequacy (faithfulness) or acceptability (naturalness). Faithfulness to the
RT keeps the corporate marketing identity. While acceptability achieves
conformity to “the norms prevailing in the target culture” (Ezzoubeyr,
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2021, p. 510). Perhaps it is convenient here to define what culture means.
Culture, as defined by Hofstede et al. (2010), “is the collective
programming of the mind that distinguishes the members of one group or
category of people from others” (p.6) (originally in italics).

Since localization involves a great deal of practical, pragmatic
manipulation it can be considered “as an activity that is entirely different
from “translation proper” (Sdobnikov, 2018, p. 1491). Web advertisers
sometimes go the extra mile linguistically to achieve cross cultural,
functional prominence, thus resorting to customization. The extent of
such pragmatic customization affects the website translation quality and
its communicative level of persuasion. As excessive “transfer of the
characteristics of the original language into the target language” may
result in language barriers (Han et al., 2020, p. 234), and advertisers
cannot afford to take risks of cultural disturbance. While excessive
cultural customization of the localized website blurs the global corporate
identity. Therefore, assessing the translation quality of the website is so
much related to assessing its cultural customization.

However, when the target market language (Arabic in the present
case) is discursively, structurally and culturally rather remote from
English (the global, standard language), achieving either adequacy or
acceptability between such language pairs is rather demanding.
Therefore, the actualization of linguistically competent branding
adequacy and culturally successful marketing acceptance between the
English RT and its Arabic target text (TT) can be achieved by employing
a consortium of macro and micro translational strategies.

Macro translational strategies “involve analyzing how meaning is
transferred and categorizing potential paths for equivalence” (Purba et al.,
2023, p. 26) on the whole textual level. While micro translational
strategies “assess and classify the various ways in which equivalency
might occur” (Saputra, et al., 2022, p. 30) on the level of words, phrases
and sentences. House and Kadar (2020) pinpoint that “the majority of
previous research in this area has pursued a macro-agenda” and thus
“further micro-level research is needed on the pragmatics of
globalisation, in order to avoid overgeneralising the effect of
globalisation on language use” (p. 2). Hence, the present study aims to
probe more the translational micro-level strategies involved in IKEA
Egypt Arabic website. As Alharbi et al. (2023) point out, a research
assessing the website translation and customization would be expedient,
as researches on localization translation and cross-cultural adaptation are
somehow limited.
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More particularly, Sobh et al. (2015) assert the shortage of
researches on Arabic web localizing advertising providing
recommendations about for Arab consumers (p. 1). This is in spite of the
fact that, “Arabic is the fourth used language on the Internet with more
than two hundred and twenty million users” (Benaida et al., 2018, p. 65).
Therefore, Arabic localization should have a notable position on the map
of the localization business, as there are conflicting forces affecting
Arabic localization that is worth studying. Moreover, since the Arab
community is encompassed by particular religious, socio-cultural and
linguistic aspects, thus websites addressing the Arab region would
hypothetically reflect higher levels of customization and adaptation.
Accordingly, researches in this milieu may yield interesting results
adding to this under searched field of study.

2.1.6 IKEA Case Study

IKEA adopts a global expansion strategy, by operating through
462 stores in 63 countries by 2023 (IKEA, 2023). To operate globally, the
company needs to have an irreplaceable, identifiable brand name, with a
unique idiosyncratic identity, empowering it with a selling mark in
different market locales. As a global Swedish furniture-producer, IKEA is
keen to keep its Scandinavian identity to delineate positive associations in
the consumers’ minds. Its website catalogue (its main promotional pride)
is full of Swedish cultural markers; models, names, customs, practices,
traditions and even folk arts. The company “insists on the particularity of
its Swedishness from the name IKEA, in capitalized yellow letters against
the blue building, which indicates the particularity of the company’s
patriarch and his geography” (Taher, 2019, p. 51). In IKEA Egypt
English and its Arabic mirror replica, products in the promotional textual
blurbs keep their Swedish names, despite being probably
incomprehensible to the Egyptian web users.

Nonetheless, it is assumed that, IKEA with a total of 3.8 billion
web visits in 2023 (Improving affordability for IKEA customers, 2023)
employs a kind of localized cultural customization to its website
conforming to the local tastes of the target market. Since furniture is a
type of products that needs higher degrees of self-expression (Singh,
2012, p. 93), therefore, IKEA localized websites as a furniture platform
need higher levels of cultural adaptation. Moreover, since IKEA is an
exemplification of paradoxical identity branding and cultural adaptation
(Alaali & Vines, 2020, p. 1602), thus analyzing the level of such cultural
customization in Egypt websites may yield some useful linguistic,
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cultural and even business insights into the field of localization in general
and Arabic localization in particular.

3. Methodology

The present paper follows a qualitative research method to
compare some RT contents of IKEA English standard website in Egypt
and its Arabic TT equivalent content, to examine the localization quality
of the created website using Singh's (2012) model of web localization
assessment. This model is based on four primary dimensions, namely
content localization, local gateway, cultural customization and
translation quality. Content localization addresses the basic elements
of the website; navigation, equivalency, relevancy, support and currency.
Local gateway deals with web pages' accessibility, finding the target
locales, placement of the gateway links and the use of URLs. Cultural
customization addresses values, themes, colors, graphics and web page
design adaptation. Translation quality deals with the accuracy and
functionality of the translation process.

To gauge cultural customization, the present paper employs
palpable, principles of culture as identified by Hofstede et al. (2010) in
their “Onion Model”, which depicts classified layers of concentric circles
constituting culture. The metaphor of onion peeling reflects the
importance of the layers, which gets more significant in deeper circles.
“The level of depth further indicates the persistence of cultural
phenomenon types: The less deeply rooted a cultural phenomenon is, the
more likely it is to be changed or discarded” (Richter, 2016, p. 3).

=l

The “Onion Model”
Cultural Manifestations at Different Levels of Depth (Hofstede et al.,
2010, p.8)

Hofstede et al. (2010) see that Symbols can be words, gestures,
pictures or objects conveying certain meanings. Heroes are alive/dead,
actual/fictional persons possessing certain qualities cherished by members
of a certain culture. Rituals can be defined as sociocultural, collective
activities carried out apparently to achieve certain purposes (pp. 8-9). The
first three cultural aspects have been listed under the layer Practices. The
deepest position is occupied by the circle of Values, which are
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supposedly more stable, unchangeable representing the compelling ethics,
inherent tenets and firm beliefs that form the mental and psychological
entity of the members of a cultural group. Hofstede et al.'s (2010) Onion
Model of culture “strongly supports focusing on cultural values and thus,
encourages the application of value-based culture dimensions models”
(Richter, 2016, p. 3). As a result, it can prove to be functional as a model
of cultural analysis in tracing the degree of the website cultural
customization.

To gauge the website translation quality, conceptual,
vocabulary, and idiomatic equivalences are investigated (Singh, 2012,
pp. 282-283). Cruz Garcia's (2013) micro strategies are used as
parameters to probe these three linguistic aspects to probe the web
translation quality criteria. Such micro strategies can reveal the extent of
adequacy and acceptability actualized on the translational level of the
web content. They include; amplification (using a larger number of
linguistic monemes), explicitation: (elucidating implied elements),
omission (deleting some information or elements) modulation (changing
perspectives in the TT with regard to those expressed in the RT),
equivalence (employing elements in different forms and meanings yet
with the same pragmatic function), compensation (placing an element in a
different place in the TT), addition (adding information and elements to
the TT), condensation (using smaller number of monemes to express the
same meaning), partial foreignization (keeping some untranslated foreign
element of the RT in the TT), partial adaptation (replacing RT CSls with
CSls of the target culture) and partial creation (creating new elements in
the TT replacing another ones with different meaning in the RT) (p. 347).

The previously illustrated parameters measure the quality of
customization and translation of IKEA Egypt 2023 websites and thus
their degree of localization. Adaptation levels of website localization
depend on the inherit importance of the locale and on the cultural,
technical and linguistic website content variables. To decide upon the
customization level of website localization, Singh and Pereira (2005)
identify five degrees of web localization; Standardized (exhibiting the
same web content for both local and international users, without traces of
translation, internationalization or localization), Semi-Localized
(providing proactive contact information about foreign branches with
very little content variation), Localized (having country-specific web
pages with translation of relevant parts only, yet not that easy to locate),
Highly Localized (having country-specific URLs with translations of
relevant parts, and relatively high levels of localization for time, date, zip
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code, number formats and other website relevant contents) and
Culturally Customized (offering sophisticated country-specific design
of web pages echoing full adoption of the target market culture and they
are easy to find and navigate) (pp. 10-15).

The eclectic model employed in the present paper can be presented
as follows:

4. Aim of Study
The present paper attempts to probe to what extent IKEA keeps the
balance between global branding standardization and culture-based
marketing localization policies in its English standard 2023 website and
its localized Arabic mirror version. To assess the level of localization,
Singh's (2012) model of web localization quality assessment is employed
providing evaluative parameters. By scrutinizing the websites cultural
elements as suggested by Hofstede et al. (2010) and the linguistic
translational strategies as suggested by Garcia (2013) the degree/level of
localization can be identified, as categorized by Singh and Pereira (2005).
Such degree can reveal to what extent the persuasive and propagative
selling function of the localized websites is actualized.
5. Research Questions
The aim of the study can be realized by answering the following
research questions:
1) To what extent are the contents and gateway of IKEA 2023
websites in Egypt localized?
2) To what extent are the cultural elements present in IKEA Egypt
2023 websites culturally customized?
3) What are the micro strategies employed in translating IKEA
Egypt 2023 websites material and the impact of such
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employment on the website translational quality as a mediation
platform?

4) What is the degree/level of operational localization in IKEA
Egypt 2023 websites and the effect of such adaptive level on
actualizing relevant readership?

6. Analysis

The parameters of Singh's (2012) model are probed as follows to
assess the quality of localization:

) Content Localization

This parameter measures the extent to which IKEA localizes its
basic web content to the Egyptian audience. The first factor is
equivalency which gauges the amount of translated website content in
IKEA 2023 Arabic website. IKEA 2023 English website main page and
some cover pages are localized and designed differently from the main
standard IKEA global site to fit the Egyptian market needs. IKEA Arabic
website is a flipped mirror of the English one with nearly a full content
translation with a few exceptional node chunks which go untranslated.
For instance, the node blurb entitled Easter found in the English website
Is not translated in the Arabic mirror site. A few content pages like the
one describing a French customary dinner called diner-en-blanc is
missing in the Arabic website. Contrariwise, an Arabic page displaying
the elegance of an apartment in Paris is missing in the English website.

The contact depth in both Egypt English and Arabic websites
exhibits ample availability of useful links, images, brochures, planning
tools, stores, site maps and information about IKEA. Besides, general
information on newsroom, products recalls and products guides are made
available in the English website homepage and translated in the Arabic
one. Home, cover and content pages together with product specifications
or any other information are updated and translated in both websites.

The content synchronization, exemplified in currency, is updated in
Egypt English website in Egyptian Pound EGP and translated into 4 in
the Arabic website. The navigational features provided in IKEA English
website are rather detailed, categorized and elaborate. Navigational bars
contain a side hyperlink for IKEA website main divisions like; products,
offers, rooms, harmony at home, low price everyday products and other
restaurant, business and family membership facilities. All such
directories, forward and backward buttons and even breadcrumb trails are
translated and mirrored in the Arabic website with the same order and
under the same sections and subsections.
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IKEA Egypt 2023 English and Arabic websites provide sufficient
service sorts and adequate support features according to local time and
location. The customer service section is quite detailed with subsections
for terms and conditions, spare parts, shopping applications, guarantees
and warranties, return policies, contact us info and frequently asked
questions section (FQA). Customer support, hotline phone numbers and
emails, social media pages as well as feedback and chat boxes are
available in both sites under the same directory and using the same entry.

Spatial orientation or navigational direction for user interface
elements, for the Arabic website, are positioned from right to left using
programs like right-to-left (RTL) software support. HTML files are
designed to function in RTL directionality. The spatial orientation in the
Arabic website is preserved by the veracity of keeping the same look and
feel of the English website, yet with an RTL alignment.

I1) Local Gateway

This parameter addresses the ease of locating IKEA 2023 website
address in Egypt. IKEA website adopts a global template, imprinting its
global branding policy, displayed in its global landing page
(https://www.IKEA.com); the mother homepage for the whole corporate,
containing hyperlinks so that online users can geo-locate their different
countries in the web spatial domain. They can also switch the navigation
country or language they wish to apply. Most importantly, IKEA
implements an optimized search engine optimization (SEO), so that the
user of an Egyptian search engine (SE) can be easily directed to IKEA's
URL domain in Egypt. If the word IKEA is typed in the search bar of any
SE interface in Egypt, a hyperlink domain in the global gateway landing
page; eg-en directs the user to IKEA.eg (English) or IKEA.eg (4x_~l
(Arabic)) websites. Besides, online users of IKEA Egypt websites can
move between the English version and its Arabic clone from the same
URL by simply selecting changing language hyper link option. They both
provide the same common path.

I11) Cultural Customization

Adaptation in localization process should involve what Afarinasadi
(2021) calls “extra-linguistic and cultural particularities” (p. 9). However,
cultural aspects are not that plentiful in IKEA Egypt blurbs except for
local market-specific-campaigns; like Ramadan and Eid ones. However,
even in such campaigns IKEA Swedishness is asserted instantly by the
Swedish word Hej in the salutation tag of the cover page: Hej and
welcome to IKEA Egypt. Allusions to Scandinavian CSls are rather
abundant; about 63 content pages in IKEA Egypt English website.
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The degree of cultural customization is gauged through exploring
the cultural circles exhibited in Hofstede et al.'s (2010) Onion model. The
first outer CSI circle is Symbols. Symbols are amply used in campaigns
like Ramadan offers campaign, so that Egypt website visitors would feel
related and belonging. Products with Ramadan Islamic symbols are
propagated, like in the blurb:

RT T

Light up a dark corner with this floral- | by M 45 eliabue selia) cliSq
patterned Ramadan lantern that boosts | (8 3 siee ¢ sal cad Hsa 3L a3 (s il g
the atmosphere in your home for a | <l & liaay & oUady) cilaaas,

happy Ramadan holiday.

The English RT clarifies the traditional symbol of Ramadan lantern
as a source of glowing dark corners. Yet, this is transferred in the TT into
the nominal group <bisbes which fades some semantic and pragmatic
meanings. However, this loss is compensated by transferring the noun
holiday into the nominal group _Us8¥l Slaasswhich is more culturally
pertinent. The cultural symbol of Jbas) S 445 is added in the Arabic
TT, maybe to reinforce the significance of the cultural symbols reflected
in the semiotic level of the symbol of the radiant lantern in the promoting
photo, with its glare and shadows.

Ramadan is a month of religious, cultural and social significance.
Therefore, IKEA dexterously releases a special product collection under
the title HEMBJUDEN (a home invitation in Swedish) as Ramadan
collection; a very expressive title which reflects Ramadan meanings of
hospitality, generosity and cordiality. However, such meanings are not
directly conveyed to the visitors of IKEA Egypt websites as the Swedish
language are not common. Nonetheless, IKEA refuses to give up its
policy of globalizing its brand identity.

The cultural symbols of Ramadan table decorations (Ramadan
lantern and Eid Crescent) are explicated in the TT as the typical Ramadan
cultural symbols, ! S 5 Jlsas ) sl Sfamiliar to the Egyptian and Arab
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market locale. Besides, the semiotic revelations in the photo convey these
typical cultural symbolic connotations through the curtains, rugs, cutlery,
cushions and lighting, which go well with the Middle Eastern Ramadan
associations.

While the cultural symbols related to the Egyptian and Arab culture
in general are present in Egypt two websites, cultural symbols from all
over the world are present in both sites also. The gesture symbol of
welcoming neighbors is presented in the Finnish, American and the
Chinese ways of doing so. The textual and semiotic levels express the
cultural symbols adequately in both the English and Arabic websites.
Baking an American pie, offering a loaf of Finns’ bread and giving a
Chinese tea party are all cultural symbols of welcome a new neighbor.

N | ! J b-‘:’“,:‘

The second cultural C|rcle in the Onion theory is Heroes.
Employing cultural heroes' references in the textual content of IKEA
Egypt websites is spotted in alluding to Scandinavian folk-arts, like the
blurbs:

RT T

Blue, red and white. Dala horses and shower | 13 (is jilias ¥la Jed auly seal 3
curtains. This autumn and winter it’s easier | 4wl O sdl o duad Jio) ual olidlly oy Al
than ever to give your home a Scandinavian | e <5 sl oo Jeud &l e ) LSy

folk-art infusion
(327) _
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The hero here is the folklore of IKEA's original locale Scandinavia.
The Arabic website keeps the Scandinavian heroic folksy unchanged, by
resorting to transliteration without explaining what Dala means. Yet, this
is compensated in the Iit?r‘p;hrase: ABLASLY] A i) () idl) (e dssal

.
W\

-
-~

The third CSI layer in the Onion theory is Rituals. Exhibiting
cultural and social rituals is spotted in many blurbs like in Ramadan
campaigns:

RT T

In the holy month of Ramadan, make | lxs 438> JS Gauad ¢ @)Ll Jlaay sl 8
every minute count and start preparing for | dslcas )l dlilal) daaad dlaainy)
the Ramadan family feast

Both the linguistic and semiotic levels convey the practices of the
rituals. The photo participants gather around the dining table which is full
of delicious dishes. The mother figure is wearing Islamic clothes looking
gleefully at the family members waiting to start the Ramadan family
feast, which is aptly transferred as dsibcac ,ll dlilal) daas,

Besides, cultural customization is quite apparent in changing the
standard IKEA's products that are not directly meant to Ramadan in
particular into products directed to the Holy fasting month. Pieces of
furniture like sofas and chairs are promoted as means to Sit back and
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relax during and after fasting times. Cutleries that may have a western
hue are promoted as sets to prepare delicacies in style for Ramadan

- J:\'» T

Slmllarly, products Ilke string I|qht|nq candle holders, tableware,
napkins, runners, lanterns, potted plants, cushion covers, table linens,
decorative plates, glasses, flowers are promoted as means of Eid
preparations. Photos of regular IKEA's products are exhibited as Eid
decorations.

Eid, together with its tradltlonal salutlng phrase E|d Mubarak are
transliterated not paraphrased as happy Small Bairam or Happy Eid for
instance. This maybe meant to keep the cultural customization elements
in the TT nodes.

However, again IKEA's globalized character is averred in
celebrating rituals from all over the world in both English and Arabic
IKEA websites. Rituals of festivities; like Chinese new year,
Scandinavian Cray fish party and Swedish midsummer celebration are
kept in the English website and translated in the Arabic one.

Practices are depicted in Hofstede et al.'s (2010) Onion theory as
an encompassing circle for the three previously mentioned ones. Being
mainly business-oriented showrooms, IKEA's websites in Egypt
culturally  adapt the main  cover webpage with the
incidents/events/practices essential for marketing purposes. For instance,
back to school timing in Egypt is manipulated as an event to promote
school related IKEA's products, using catchy tags as:
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RT T

Back to school offer silaal) ) 33 gal) (a e

You bring the mess! We bring the | .= ll o Sise Jsla Laila Ll
solutions!

Practices from all over the world, even the ones unfamiliar to
Egypt, are also kept in both the English and Arabic websites. For
instance, practices like having parties in the street are not common in the
Egyptian locale. Therefore, sentences like:

RT TT
How to join a street party — without | o2 - g L&l Jia ) aati  as
leaving your home Sl yia 3 yalaa

It’s summer and  open-air B CYERY) are Glagcanall ela
celebrations light up the city streets | duaall & ) & & (3l o) 5¢l)

are reflecting outlandish practices infrequent for the Egyptian
public, thus not likely to be employed as a promotional material.
Similarly, a blurb like:

RT TT
How to save a rainy day with [<ll s e e 2 clally au S
friendly neighbours pliadal)

is quite culturally peculiar. A photo of neighbors gathering on a
rainy day at a staircase adorned with lights, candles and IKEA's pieces of
furniture is neither culturally nor ecologically common to Egyptians.
Hence, this may not be the best way to persuade an Egyptian web user to
buy such products.

R - KM o e
Moreover, cultural aspects of social norms and communal system
are not adapted in the translation of the website textual content in some
instances. For example, working days and weekends are not modified in
the TT to suit the ones known in Egypt. In a blurb promoting night
lantern the sentence:

RT TT
And Monday to Friday only manage to | dzeall ) (oY) (e G Sy o oyshany Vg
spend time together when sleeping il g V)

The typical transference of IKEA standard RT content in both the
English and Arabic websites in Egypt sometimes mars the idea of cultural
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customization. For instance, in Egypt, and most of the Arab countries,
common working days are from Saturday to Thursday as Friday (the
prayer day) is mostly a day off at the weekend. Similarly, promoting a 2-
seat breakfast table as being ideal for a quick bite over the Sunday
crosswords: 22y a s aadaliiall ClalSl Ja oW day yo 4oy J5lil 40 a5 is ot
culturally realistic as Sunday is not the weekend day off in the Egyptian
culture. Customizing both the RT and the TT can be more persuasive and
audience-oriented.

There is a curious example reflecting the cultural customization
parameter. It shows that Ikea has changed its adaptation policy in tackling
some cultural aspects. An English RT blurb is rendered differently in
2020 and 2023 IKEA's catalogues, in the Arabic clone site. Difference in
the customization level can be shown as follows:

RT 2020 TT 2023 TT
Swim, surf, sleep, | sk dles daria 7 sally dabud) ) 9a¥) 198, ¢ agill
repeat! Gy pandl sba dpadl iy Juady | A3 JS ) SSg ¢
Some love the city, | o Al gliciny) Llles g daphally Osbaty Al gy anl)
they prefer the sea

&
A

B - NG

In 2020 Arabic catalogue, cultural customization is apparent in the
choice of the blurb tag lexical items. Surfing is not a common sportive
activity in Egypt, even for lodgers of coastal areas. Thus, opting for
substituting the four verbs in the tag line with a modified nominal phrase
expounding an interesting, lively type of life explicates the underlying
pragmatic functional meaning in a way to be assimilated by the Egyptian
public. Moreover, the verbal phrase prefer the sea is transferred brilliantly
by generalization as ‘el 4apbhlh U discarding the idea of
practicing sea activities. The same pragmatic function is conveyed,
sparing the Egyptian web user a lot of unneeded slipup.

Nonetheless, in 2023 catalogue, the blurb is transferred literally
either verbally or non-verbally. Faithfulness to the English RT renders the
TT blurb culturally awkward. However, this faithfulness, which conforms
to the surfing tools exhibited in the photo (which should have been
altered to suit Egypt sportive practices), misses the pragmatic
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acceptability of the adventurous life, as the practice itself is not common
in the Egyptian locality.

Values is the core circle in the Onion theory, which should be
given much care in the customization process, being not prone to constant
change. Religious values are of prime importance to Arab and Egyptian
audiences. Therefore, the religiously-themed Ramadan campaign is used
in instances in both RT and TT sites to glorify respected values of the
market locale, like family ties for instance. Verbal and non-verbal cultural
customization can be traced in the following sentence promoting
tableware:

RT T

So, why not make time for reqular family | s aakaie ilile a5 J ol By (aadd Y 13
or house meals 4l Hie il

The verbal content is reinforced by the non-verbal level of a photo
of a supposedly Egyptian family displaying participants with Middle
Eastern features and female veiled models so that the Egyptian audiences
could relate.

N e

Besides, cultural customization of values can be traced in other
instances. For example, drinking liquors is not allowed as an everyday
practice in the Egyptian society like in the Western world. Promoting
glassware as liquor-related products would not presumably appeal to the
Egyptian audiences, being against their values. The non-verbal, semiotic
level accompanying glassware marketing blurbs exhibits nearly no
cultural adaptation, as follows:

Nonetheless, although the verbal level is kept unchanged in IKEA

Egypt English website (maybe also intended to English speaking web
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users of Egypt English website), customization takes place in the
translated verbal content in the Arabic website, like in;

RT T

wine glasses, beer glass, wheat beer, | « juacc clac (S Cle sama ¢ o= ¢ ulSc jilianl)
champagne coupes, cocktail set, wine | usssSe alSe 45le il g ydac il il

glasses, beer glasses, white wine glass,
red wine glass, and juice, champagne or
wine

The translator adapts no consistent strategy in rendering blunt
alcohol items. Different adaptive strategies like; condensation, partial
adaptation, equivalence, omission, partial creation, condensation (by
generalization) and partial creation respectively are employed, just to
respect the religious values of the target market audiences.

A 358-words English node chunk discussing insights on wine and
champagne, their types, shapes of their glasses and their modes of
drinking under the tag: Match your wine with the right glass is not
translated in the Arabic website, but transferred as it is in English.
However, transferring the node in English in the Arabic website does not
render it culturally customized. On the contrary, it may seem more
offensive to the Arabic speaking audiences who can read English.

In spite of such cultural customization efforts, sometimes instances
of ironic customization errors take place. For example, in Ramadan
campaign in the English website, under the tag: Ramadan offer there are
promoting sentences like: Here’s space for 9 juice or wine bottles and
with this wine shelf you add a warm and personal detail to the home,
accompanied by photos of typical wine bottles racks and storage units
underneath. A Holy month with a special theological and spiritual status
for the Egyptian audiences is used as a promoting season for wine
products and containers, an idea seer‘ns quite strange.

S —— N B

On the contrary, in the Arabic website such content is dexterously
tackled, exhibiting clear signs of cultural customization for such offensive
blurbs, by translating the two sentences as: ) & 9 J audi dalus <) and_ae
48 pll ) dpadd ) Ay A it <o)l 138 Although, omission of liquor
allusions in the TT is not conforming to the stark semiotic, non-verbal
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signs in the photos, it seems a desperate attempt of cultural adaptation to
respect the target market values.

Verbal and non-verbal customization policy can also be starkly
detected in a one blurb content showing many types of liquors, in
Ramadan campaign. The Arabic rendition of this blurb content exhibits a
complete recreation on both verbal and non-verbal levels. The blurb is
subjected to utter change, to fit the sacred grandeur of the Holy month.
This recreation verbal and non-verbal process can be traced as follows:

RT TT
Glasses to enhance your enjoyment of | A& 48,33l daaall  cilalajl  Jaélas
any drinks da jUa dlily g pdia

Whether you’re thirsty for wine, water or | o3 aiaf Lgiats 288 dauliall Jf cibg bl g3y
champagne, these clear, stylish and strong | salawdl a5 cum qadii  jelaay cilala 3l
glasses suit every occasion dala 3l e dqaal
NIM" KR
N T/ O
‘ (’g
| | vey .
\ \i | Sy

LN
. [a

2 .
. ﬁf{)ﬂ

-

. &% 8

IV) Translation Quality

Translation quality can have a notable impact on the overall
localization quality of the website. Singh (2012) assigns three facets of
translation equivalence; conceptual, vocabulary and idiomatic.

Concepts can sometimes be translationally problematic, if they do
not denote the same things in the RT and the TT. For instance, the
concept of man-women relationship/partnership can be detected in IKEA
English and Arabic websites. Emma, one of IKEA's interior designers,
relates her story saying:

RT TT
| spent my college days living in a aas B el @wu\ ‘;_Agi o
super tiny apartment in Islington, ol Jlads ¢ sl 8 jraall daia

North London together with my
boyfriend (now husbhand)
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The translator opts for omission strategy to evade the awkwardness
of conveying an offensive and bizarre concept for the Egyptian
audiences; the concept of two partners sharing an apartment without
being married (despite the parenthetical note that denotes that they are
married now). In another blurb instance, narrated by someone called
Elisa, a different translation strategy can be detected as follows:

RT 1T

she (Elisa) and her boyfriend, | >3 (14) eaGuido <ld dalus
Guido, have an open-plan space Z e laplads

The strategy chosen here is partial adaptation. As the RT
problematic lexeme boyfriend is replaced by Y>35, denoting a legitimate
relationship to be both conceptually and culturally acceptable for the
target market audiences.

Implicit, free relationships is apparent both verbally and non-
verbally in the blurb:

RT TT

Sometimes, love is all about giving date
night a miss

That’s why there are times when the most
loving thing you can do is to give in to
tiredness-----and rock your darling to

s Y e qal) by (al) i b
s dal il g

A N Ls) ST e 0 oS 5l i @l
psills p Uiy

sleep

The blurb TT tag exhibits partial creation strategy by translating
the nominal group a_night date (implying love relationship but not
necessarily marriage) as <=l (a general noun reflecting romantic
feelings). Strategy of condensation and partial creation is adopted in
translating the verbal phrase rock your darling to sleep as s sk &Uiaiu¥) as
neutrally enjoying relaxing sleep without alluding to holding a lover.
Though this rendition may appeal to the audiences' tastes and beliefs, it is
in stark juxtaposition with the photo semiotic hues represented in the two
models hugging each other.

In addition, the E:oncept of toasting (celebrating by coercing
glasses, usually alcohol) is not culturally conforming with the Egyptian
values. Therefore, blurbs content related to toasting as: That’s worth a

toast is sometimes omitted in the Arabic TT. Another blurb denoting the
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RT culturally strange concept of toasting:_Raise your glasses is translated
into 7y Juia¥l <dy ysing equivalence strategy, to convey the
underlying pragmatic meaning of celebration and merriment without
referring to the physical act of toasting. In other instances, strategies of
omission and partial adaptation manipulate this concept like in the
sentence:

RT T

When it’s time to toast, fill INBJUDEN | uss358 Sl (JWia¥l g gy Leie
champagne glasses with a sparkling and | INBJUDEN Jizidl juazll
refreshing drink

In spite of such desperate translational attempts to conceal the RT
concept of toasting on the textual level, the semiotic level exposes
undesirable hues of meanings in the TT website photos that bluntly
exhibit such concept:

Other instances of translating concepts “can be detected as in the
blurb tag:

RT T

In Sweden, we like “lagom” fase s "lagom™ used) & adida

The translator opts for employing partial foreignization strategy by
keeping the RT Swedish word concept untranslated in the TT,
conforming to Swedishness IKEA's policy. The concept of “lagom”
(which means moderate in Swedish) is explicated in the RT blurb text and
aptly translated using condensation and equivalence strategies, producing
both an adequate and acceptable translation

RT T

not too much, not too little, but just right | Jlie Y i) g oJay yall ol Jal 3 axe

Other concepts which are not that common in the Egyptian target
culture are translated using explicitation strategy, to render the concept
more understandable to the Arabic website user. The concept of bring-
along breakfast, for example, is simply translated as <blaY sk (treating
your dear ones with breakfast), as the practice of bringing a pre-prepared
meal would be actualized only with the dear ones.

The second parameter to be probed in translation quality is
Vocabulary. Constituting the fabric of the textual website content; it is a
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key element in indicating the translation quality. Apropos choice of
lexical items achieves translational adequacy and acceptance. As a
marketing platform, IKEA website blurb tags are translated as advertising
material using different manipulative translational strategies to convey
mainly the pragmatic and functional meanings The following RT
translated lexical items exhibit such strategies:

RT T

If only babies came with instruction | JAY oe Jik JS cilala calids
manuals!

The partial creation strategy expounds the blissful, confusing
sufferance of young parents about their baby's needs. The lexical
elements in the RT, which draw a humorous analogy between newborn
babies and complicated devices, are changed in the TT to explicate the
underlying pragmatic meaning directly. However, such replacement
deprives the TT sentence from the jokey, stylistic effect conveyed in the
witty RT simile. The same partial creation strategy can be detected in
blurb tags like:

RT TT
A story of two lives well-lived s JS (bl andamill g 3 5Ll
The loved-and-lived-in look Lareall o) 2 ¥ 5 saally ania aaa J ie
All in a day's work Adlie 4 yul 5 Bolee 3L
Part hallway, part closet, part hockey rink | Jduadl JS& 33 gase dalue apdats

The RT tags are memorable, concise, succinct and catchy. They are
structurally formed mostly from compound, hyphenated lexemes in short
abrupt sentences. The Arabic TT tags are also concise slogan-like, yet
using different lexemes. Their verbal constructs directly explain the
advantage of the promoted products in conformity with the
representations in the photos. Photos reflect happy shared life with
partners, cozy fashionable house furniture, blissful private life successful
professional one and well organized limited space.

In other RT textual instances, the translational strategies of both
explicitation and amplification are employed to elucidate the basic
pragmatic, functional meaning, even if this takes more space in the TT
allocated space for the node. This is obvious in RT sentences like:

RT TT
An eclectic space for nomads to settle Dl 4adle Alilal 3 j1ae dabise
Having led a_footloose and fancy-free life | (5o o Jaill 8 Legila (pe Ay gha 6 yid glial 2ay
for a while OSLY) (pe el 3L 59 Hdudl s liaiull g AY

However, in another blurb explicitation and addition strategies are
crucial in clarifying a point that may seem culturally problematic, like in:
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RT 1T
But our working day isn’t typical — it’s | uadls V/Y € aiun 43) - Gadsi Gl Ulee a5y oS
more 24/7 than 9 to 5 O 4 Acludl e S A L Jaall Jia

The expression 24/7 can be familiar to Arabic speaking audiences,
yet 9 to 5 may need more elaboration, as it is not globally standardized.
Thus, the prepositional complement <\S,4ll & js added to explain the
typical working hours in companies; especially private ones.

Conforming to the semiotic level in translating some vocabulary
instances, needs some manipulative strategies. For instance, the RT
onomatopoeic word Shhh
Is recreated in the TT using amplification and partial creation strategies
into Sl b (sala 3, The Blurb tag:_Time for something new is
partially created as 4 ) 4l (5 ypac araai using lexemes that exhibit what
is reflected in the two photos; a serene, elegant corner displaying a desk,
chair and bookcase, and a modern house with a rustic touch.

Nonetheles,ependence on the semiotic level only in other
website blurbs, applying literal translation strategy, for instance, leads
sometimes to awkward renditions. The tag Preparing a pyramidal success,

promoting a multilayer kitchen trolley in a pyramidal shape is translated
as b 7l dlae ),

Although the tag is adequate on the semiotic Ievel displaying the
trolley pyramidal shape, the translation does not seem plausible on the
verbal level in the Arabic TT.

NN g —
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IKEA, for example, uses vocabulary with special meanings in its
website only. The company has the credit of using the lexeme “hacking”
to mean taking the range of looking at things and change it differently
(Why Furniture Hacks Are Now the New Design Trend, 2018).
Accordingly, the TT Arabic website reflects this meaning in translation,
like in: The joy of hacking _waill Ji&

The third aspect of equivalence is the idiomatic one. ldioms used
in the blurbs are relatively common expressions and metaphorical lexes.
Instances of idiomatic expressions can be translationally scrutinized as
follows:

Idioms can be found in blurbs like:

RT TT
A kitchen this size is a game changer s S o anall 13 Falas
Teenage siblings may be two peas in a | el & Ll (peline o sial pall cl8IY) oS 8
pod gl e

The translator opts for using amplification and equivalence strategy
to interpretively explain the pragmatic meaning underlying the idiom.
Although, the linguistic effect may not be well transferred yet the
functional meaning is conveyed.

In other instances, explicitation strategy is employed to convey the
fundamental marketing intention behind the idiomatic expression, like in:

RT T

You can high five yourself in the mirror dalal) eligy yla Ao iy oliay)

The one place in the house_where all | 2 il saes 48 aaing A J 3l & 2 ) (Sl
paths are sure to cross 5 )

In the first idiom explicitation strategy is employed to overtly
demonstrate the pragmatic meaning of treating one's self by elucidating
the meaning of this bodily gesture which signifies positive admiration. In
the second one, rhetorical aesthetics are sacrificed for transferring the
basic meaning of a family gathering spot concisely.

Different translational strategies are employed in rendering the
following blurb idioms:

RT T

Here are some ways to put on a| ¢ e ddial eleal il Gkl G ol
memorable bash for your near and dear, | la) S5 ol Ally elib il clibal e o) laluy
that won’t put a big dent in your bank | <y e

balance

The RT idiomatic verbal phrase put on a memorable bash is
translated by modulation by modulating the affirmative modifier
memorable into a negated TT verbal group Wl o and by amplification
in the TT nominal group 3 i 4liial o) sl &3 by adding of the modifier
5 i to indicate liveliness and vivacity. Translating the two RT nominal

ISSN 1110-2721 (339) Occasional Papers
Vol. 83: July (2023)




Localized or Globalized: Assessing the Localization Level of IKEA Egypt 2023 English

and Arabic WebsitesArabic into English

idiomatic expressions near and dear by equivalence into the two TT
nominal groups <iai <l 35 conveys the semantic and pragmatic
meanings pertinently. Although the verbal phrase idiom won’t put a big
dent is translated by condensation and equivalence into the negated
verbal group & jisi ol the functional meaning of reducing money in a
bank account is aptly reproduced. Besides, opting for partial creation in
translating bank balance into < 5 touches more upon the psyche of the
middle class, average Egyptian website visitor. The nominal group <l jw
implies more keenness on the user's money, not assuming him/her to have
a bulky bank balance prone to be reduced. The translation of the two
idiomatic clauses actualizes both adequacy and acceptance.

RT idiomatic expressions are employed in tags, perhaps to save
space in the nodes through condensed semantic load conveying
appealing, rhetorical effect. The Arabic TT attempts to inspire the same
functional impact of the TT enthralling, attractive tags, while keeping the
intended meaning. In most of the signaled tag instances, translation takes
place by addition and explicitation strategies. Idioms are rather
paraphrased than translated into idiomatic equivalents, like in:

RT TT
hit snooze psill il ye b Akl
check in breathe out U e Taums Aalall cliali
morning catch up dabual) clialaall ¢l (sala oS
home-cooked wins, hands down el Alg 5 334 A jie GO
busy bee Ll K

Although in the Arabic nodes more space is allocated for the
translated RT idiomatic tags (except the last example), the TT tags retain
the catchy impact of attractive advertising slogans. Technically speaking,
since the idioms appear as blurb tags, the translator may have more room
for adding lexical items and explicitly state the promoting marketing
intention behind such idiomatic expressions.

There are other instances where RT idiomatic blurb tags are
translated, using equivalence strategy into equivalent TT idiomatic ones.
The RT blurb tag idiom feast for the eyes is translated into ¢ kUl yus
using a rather Quranic reference idiom. The strategy in this instance
yields an acceptable TT equivalent idiom semantically and rhetorically.
However, in other instance, equivalence strategy does not vyield
acceptable results, like translating the RT idiom unsung hero into gstuY)
<. The TT lexemes may express the fundamental pragmatic meaning,
yet they miss the rhetorical, idiomatic effect. Using the equivalent Arabic
idiomatic expression Jsexll 2!l for instance, may be more adequate
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and acceptable. Faulty choice of idiomatic equivalents may result not
only in awkward renditions, but also in erroneous ones, like the idiomatic
verb in the blurb tag:

RT T

Make mischief with Gurki the cucumber | Jball S)s zle Jb a8

The RT idiomatic verbal group make mischief or (cause troubles)
Is translated overlooking the RT preposition with, which if kept in the
Arabic TT, would imply childish connotations of innocent impishness
and juvenile gullibility. The TT imperativezle b 8 implies that the
children trouble Gurki the cucumber itself. This mars the RT blurb
intended meaning of making children love eating cucumber by
befriending Gurki, which is created by a child in a drawing competition
organized by IKEA and transformed from a sketch on paper to an
endearing new soft toy.

7. Findings

Localization of websites is indispensable for any business to be
globally visible to web users all over the world. In spite of its linguistic
and marketing importance, researches in this realm are not that copious.
Thus, a study related to web localization in general and Arabic web
localization in particular may prove to be an addition to this area.

The paper attempts to probe how IKEA Egypt 2023 websites, as
affordable channels of communication, are contrived both textually and
non-textually to appeal to the potential customers online. Since adaptive
customization is an imperative in website localization process, IKEA's
website has supposedly gone through multi-procedural process of proper
technical optimization, common template creation and linguistic and
cultural customization to fit in variant market regions. The degree by
which IKEA contrives its linguistic and cultural website content
determines the level of its website localization, and thus determines its
pragmatic marketing function. Hence, the study is after determining the
level and results of such localization. Singh's (2012) proves to be quite
valid and applicable in gauging localization elements.

The two IKEA Egypt 2023 websites seem to undergo extensive
content localization process to resonate with the end user’s expectations.
Cover and content pages, user interface elements, links, maps,
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information, newsrooms, products recalls, guides, currency, local time
and date, navigational bars, hyperlinks, offers, facilities, means of
communication, customer support and breadcrumb trails are all
customized in Egypt English website. They are also meticulously
translated and mirrored in the Arabic website with the same formatting
and order. Besides, RTL navigation and spatial orientation directionality
iIs well customized in the Arabic website, keeping the same air and
composition of the English standard website. As a local gate, the two
IKEA websites have the domain eg—en in Egypt, optimized by a SEO,
that easily directs the web users to IKEA's URL domain in Egypt, with an
equally easy switch between the two languages by a hyper link option.

Web localization involves leveraging cultural and socio-ecological
facets to fit the market locale. Hofstede et al.'s (2010) cultural circles
prove to be quite valid in probing such facets and markers. Cultural
aspects are imbued in IKEA Egypt English and Arabic websites mainly in
the cover webpage in the form of promoting local market-specific-
campaigns, which are directly pertinent to certain symbols, rituals,
practices, celebrations or life events; like Ramadan, Eid and back-to-
school campaigns. Such campaigns employ cultural symbols either
verbally or non-verbally in the English RT website and mirrored in the
Arabic website with a few instances of addition and explication so that
website visitors could relate. Cultural customization is quite apparent in
IKEA's ingenious policy of framing its standard products within the
setting of such cultural events as marketing casing for its products.
However, cultural symbols rituals and practices from other parts of the
world are employed also as an assertion on IKEA's global approach.

This approach is reinforced by IKEA's aversion of its Swedishness,
either linguistically by employing Swedish lexical items in both sites of
Egypt or by keeping the products name in Swedish (in Latin characters)
even in the Arabic website. Besides, the only reference for folk heroes is
the one alluded to Scandinavian folk-arts Dala horses.

Nonetheless, this stiff global approach of retaining the RT standard
website contents in Egypt websites sometimes proves to be culturally
remote and even ecologically peculiar from the Egyptian locale, and thus
not likely to fit as an advertising material, like street parties, staircase
gatherings surfing sports or adhering to Western working days and
weekends.

The circle of values is the inherit core cultural facet, and therefore
the most subjected to cultural customization. Textual web features that
are offensive to the core values of the Egyptian locale, especially the
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religious ones are adapted to appeal to the audiences' convictions. Their
religious and communal values are manipulated as promoting contexts for
IKEA's products as exemplified in Eid and Ramadan campaigns.
Promotional blurbs exhibiting traces of verbal customization is
considered a pragmatic, economic added value. Stark examples of textual
cultural customization can be traced in instances pertinent to values.
Lexical items that explicitly denote alcohol types and glassware are
replaced by non-liquor beverage items. Affairs outside the marital social
frame are either concealed or replaced by other legal conjugal
relationships.

However, adherence to the global RT sometimes leads to
unforgivable mistakes, like promoting wine bottle racks and champagne
and cocktail glasses under Ramadan campaign. Besides, null
customization of the non-textual, semiotic level of glassware marketing
blurbs renders cultural adaptation on the textual level ironic and
unrealistic. This is except for one instance of promoting glassware in
Ramadan campaign, both verbal and non-verbal content are replaced by
variant content.

The translation quality of IKEA Egypt 2023 Arabic is probed on
three levels; conceptual, vocabulary and idiomatic. Concepts that can
have variant connotations in the RT and the TT is translationally
problematic. Cruz Garcia's (2013) micro strategies prove to be quite
functional in detecting the translational decisions opted for by the web
translators. For instance, man-women relationship, alcohol drinking,
toasting concepts are conceptualized differently in the Arabic TT to cope
with the Egyptian local underlying convictions. Strategies of omission,
equivalence, explicitation, partial adaptation and even more drastically
partial creation are employed to evade cultural awkwardness and
offensive concepts.

Nonetheless, such agile translational attempts are marred by the
reverse shades of concepts reflected through the semiotic level exhibited
in the promoting photos. Inconsistency between the verbal and the non-
verbal contents renders the desperate translational attempts not that
operative.

Vocabulary, as a fundamental constituent, unequivocally indicates
the translation quality. The main translational feature in rendering
manipulative textual structure in the Arabic TT is seeking acceptance
rather than faithfulness. For instance, partial creation is a frequent
manipulative strategy to produce succinct, appealing RT tags. Different
lexemes in different structures are employed to elucidate the promoting,
functional and pragmatic purpose of the blurb tags as revealed in the ad
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photos. Strategies of explicitation, amplification, addition and partial
creation are mostly used, even if by consuming more spatial nodes in the
TT.

The translation of idioms, common expressions and metaphorical
lexes reveals the same strategy of prioritizing the functional, pragmatic
meaning over the rhetorical, aesthetic hues. Idioms are rather
interpretively paraphrased using amplification, explicitation modulation,
condensation and partial creation strategies than being conveyed into
equivalent TT idioms.

Fewer instances exhibit equivalence strategy of rendering the
idiomatic expressions into TT alternative ones, achieving both semantic
adequacy and rhetorical acceptance. Nevertheless, faulty choices of
idiomatic equivalents can result in awkward, erroneous renditions.

8. Conclusion

Eventually, it can be concluded that, the contents and gateway of
IKEA 2023 websites in Egypt are quite localized in a way that is both
accessible and market locale-oriented. As for its cultural customization
level, it is mainly high and notable in cover pages and marketing
campaigns. The core circle in Hofstede et al.'s Onion Model that exhibits
high customization levels is values, being a crucially ingrained market
specificity that needs to be distinctively respected to actualize cross
cultural communication and functional prominence. The translation
quality exhibited in the Arabic mirror website is mainly a communicative,
explicative one. The most employed micro translational strategies are
explicitation, equivalence and partial adaptation. These strategies attain
both adequacy to the RT content to accentuate the merits of IKEA's
product for persuasive, marketing purposes and acceptance as being
expressive in the TT. Sometimes these strategies entail amplification and
addition, yet conciseness is sacrificed for functionalism. Instances of
literal strategy are few, but they are failures most of the time rendering
either flawed or incomprehensible translation.

As for cultural customization and translation quality, it seems that
IKEA is keen to delineate a unified image of Scandinavian promotional
pride and a standard global brand using mainly English as the lingua
franca. The Arabic TT website is depicted as translations for the standard
template website of Swedish IKEA. However, the company also attempts
to attain pleasure and accessibility to its local websites through
actualizing a certain level of localization. Glocalization strategy of
keeping the glories of the global branding is combined with local
communication strategy. Nonetheless, globalization is sometimes
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excessively present in instances of strangeness and incongruity somehow
creating sociocultural barriers against the overall persuasive and
propagative selling function of the localized website, as an advertising
platform.

Accordingly, along Singh and Pereira (2005) continuum of
localization levels, IKEA Egypt 2023 websites can be considered
culturally customized. As, both Egypt websites have their own country-
specific design of web pages (mainly cover pages) and their contents are
customized to an extent that actualizes a considerable level of relevant
readership and substantial sales figures. Nevertheless, the analysis
conducted in this paper shows that, the customization level leans more
towards IKEA's global side, whose Swedishness is quite ostensible and
dominant.

Consequently, it can be said that, this paper is a step on the road of
localization studies, that are not recognized as a frequent area of research
in translation studies. Since localization plays a key role in enriching the
digital web content linguistically and financially, further researches in
this field are still needed.
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