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| ABSTRACT

This study aims to explore the denotative meaning of compound shop names in Saudi Arabia, and identify the types of semantic
and syntactic anomalies in the Arabic transliterations of English compound shop names. A corpus of compound shop names was
collected from 12 major cities in a Saudi Mall Directory. After eliminating international shop names, pure Arabic shop names,
single-word and duplicate shop names, a sample of 168 compound shop names consisting of locally-coined English shop names
and mixed shop names was subjected to further analysis. In addition, a sample of students majoring in languages and translation
took a compound shop name test where they had to judge the semantic and syntactic accuracy and acceptance of compound
shop names. Results showed that 69% of the Arabic transliterations of the compound shop nouns in the sample have syntactic
and/or semantic anomalies. 22% have syntactic anomalies as opposed 14% semantic anomalies and 23% have both semantic
and syntactic anomalies combined. Some compound shop names are meaningless because the two elements of the compound
are incongruous (Operation Falafel Jo\s iy ygl; Rude Shake ¢lui >g4)). Others have faulty word order (Mama Batata U~y bolo
s wwd l8)¢9) ; faulty use of the definite article (guiigd guiell); use of constituents in the compound with the same meaning from
two foreign languages (THE BEAU WOW), the English plural /-s/ is added to the Arabic word agle in Max Molhams jegloe juSlo;
splitting words into syllables or two parts 31, g yuSI (Accessories); juSle VS (Climax); combining two words and spelling them
as one lexeme (¢Jliue xi). Responses to the judgment test of the semantic and syntactic anomalies in shop names showed that
the students could identify more semantic than syntactic anomalies (90% vs 80% respectively). They had difficulty understanding
jogle LuSlo- capi 18,98 -6 iyl - e i ~Ubliny Lolo that have both semantic and syntactic anomalies. They found
them unacceptable and difficult to comprehend. The study gives some recommendations for translating rather than
transliterating English compound shop names to overcome the semantic and syntactic anomalies.
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1. Introduction

A brand name identifies a specific company, product or service and differentiates the goods or services of a manufacturer or seller
from similar brands within a particular category. They often designate the name of the manufacturer itself, but they can also be
used in reference to individual products. Brand names are often accompanied by a logo and are typically registered with the U.S.
Patent and Trademark Office to protect their equity (Panic, 2003; Al-Jarf, 2022).

There are many types of brand names: Descriptive brand names (Toys R US, General Motors, Hotels.com, Bank of America; lexical
brand names (Dunkin’ Donuts, Krazy Glue, Sizzler Steakhouse, Krispy Kreme); acronymic brand names (/BM, BP, UPS, BMW, MTV,
GEICO, H & M); invented brand names (Google, Exxon, Kodak, Xerox, Verizon, Adidas; founder brand names (Kellogg's, Ford, Ralph
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Lauren, Calvin Klein); geographical brand names (American Airlines, California Pizza Kitchen, Kentucky Fried Chicken); evocative
brand names (Amazon, Nike, Virgin, Apple, Greyhound).

When choosing a brand name’, the following characteristics should be considered: The brand names selected should be distinctive,
authentic, memorable, enduring, defensible, flexible and extendable, legally safe, short and easy to remember, unique with positive
meaning, match the company business or product, cross check the meaning before going global, how it is pronounced by native
and non-natives speakers such as Spanish, Italian, Japanese, Portuguese or French native speakers, what the brand name means
in these languages, and does it sound foreign? Panic (2003) added that brand names should avoid using personal, geographic,
descriptive, deceptive, trivial and banal names. Proper names used in brand naming are generally seen as an unwelcome tendency,
since exploiting a personal, geographic, or institutional name might constitute a breach of regulations governing the protection
of trademarks. A widely accepted and genericized brand name is the best evidence that linguists have been successful in following
the morphological, phonological, and semantic principles of brand naming, governed by language economy and language
creativity.

On the other hand, brand names are marketing devices that constitute a social, legal, psychological and linguistic phenomenon.
As a result, they have been the subject of some interdisciplinary research studies, especially the linguistic features of a brand name
and their impact on consumers’ behaviour. The meaning of a brand name is one of the most important aspects that all business
owners have to consider as it can affect the customers’ perception of the brand names, products or services under those names
(Boonpaisarnsatit, 2009). The semantic component is the most important linguistic aspect in brand communication. A review of
the literature has shown some studies that focused on the semantic aspects of brand names. For example, in Singapore, Gin and
Cacciafoco (2020) conducted a semantic analysis of 50 brand names selling six types of goods and services. They analysed brand
names according to their semantic structure i.e., the word class of the brand name, and semantic appositeness, i.e., whether the
brand name communicates important information about the brand and its products. The researcher found that the vast majority
of brand names in Singapore are nouns that depended on existing words in creating the brand names. In addition, food and
beverage brands employed words from Mandarin Chinese and Malay in Singapore in naming their brands. Many Singaporean
brands also display semantic appositeness in their names. Such appositives give essential information such as the brand’s target
audience, the type of products sold, markets, or any other favourable trait associated with the brand.

In Thailand, Snodin, Higgins and Yoovathaworn (2017) investigated the names given to local community products and described
the use of English in naming the products. The researchers selected names of Thai local products under the program One Tambon
One Product. They used onomastics in analysing the language characteristics and semantic appropriateness of the products. The
sample consisted of 1,304 names of food, drinks, clothing and accessories, handicrafts and ornaments, and inedible herbs: Thai
product names in English show language creativity and reflect the Thai identity within English usage in the local environment. One
problematic area in the English Thai product names is the lack of semantic appropriateness of some English names, as the names
are sometimes not appropriate for the product type. The researchers concluded that Thai entrepreneurs need support in naming
their products to achieve international intelligibility if their products are to be marketed to international customers.

In Kenya, Kinegeni and Atieno (2019) performed a pragmatic analysis of names given to businesses in Chogoria town to establish
the denotative meanings of business names and to explain how encyclopedic knowledge can be used to access the meanings of
these business names. It was realized that all business names have denotative meanings that are the literal meaning which is not
affected by the context of the word.

In addition, customer response to products with “meaningful” new brand names was examined by Klink (2001) who proposed and
empirically tested two methods for creating meaningful new brand names. Results indicated that products with brand names using
sound symbolism (relationship between the sound of a word and its meaning) to convey product-related information, were
favoured by consumers and positioned more strongly in their minds. The researcher concluded that associating sound symbolism
imbeds with semantic imbeds in brand names enhances both product liking and positioning.

In another study, Arora, Kalro and Sharma (2022) explored sound-symbolic perceptions of products with blended brand names,
formed with at least one semantic and one non-semantic component. They assessed the effect of vowels and consonants and their
combinations on product perceptions individually. They classified products according to categories and attributes of their
abstractness. They tested consumers’ perceptions of products with blended brand names having high-/low-frequency sounds. For
blended brand names, vowel sounds conveyed brand meaning better than combinations of vowel and consonant sounds — and
these conveyed brands meaning better than consonant sounds. Differences in consumer perceptions of products with blended
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brand names occurred when the attributes’ abstractness level matched the product categorization level, and when the concrete
attributes matched subordinate categorization level. The researchers concluded that brand managers/strategists can communicate
product positioning (attribute-based) through blended brand names created specifically for product categories and product types.

The literature review shows lack of studies in Saudi Arabia and in Arab countries that focus on the semantic, syntactic and pragmatic
aspects of brand names of clothing, shoes, accessories, beauty products, children’s toys, restaurants, and cafes. Therefore, this
study will fill a gap in this area by exploring the semantic and syntactic aspects of the previously mentioned brand names in Saudi
Arabia. It aims to explore the denotative meaning of the Arabic transliterations of compound shop names; identify the semantic
and syntactic anomalies in compound shop names; the sources of semantic and syntactic anomalies; whether there is semantic
and structural ambiguity in compound shop names; how the meaning of words contained in compound shop names are related
to each other.

This study is part of a series of studies by the author on shop naming practices in Saudi Arabia. The first study is about promotional,
sociocultural and globalization factors that contribute to the dominance of foreign shop names over Arabic names in Saudi Arabia
(Al-Jarf, 2022c). The second is about decoding problems that deviant Arabic transliterations of foreign shop names pose for
shoppers in Saudi Arabia (Al-Jarf (2022a). It is also part of a series on English and Arabic transliterations of personal of personal
names of social media that cover the English transliteration of Arabic personal names with the definite article /al/ (Al-Jarf, 2022¢);
variant transliterations of the same Arabic personal names (Al-Jarf, 2022f); and gemination errors in Arabic-English transliteration
of personal names (Al-Jarf, 2022d) and preference of foreign words over Arabic equivalents (Al-Jarf, 2016a; Al-Jarf, 2011a). Thus, a
full picture of naming practices and their effect on the receivers’ behaviours in Saudi Arabia will be formed.

Moreover, results of this study are useful to professionals who work in linguistics, marketing, and communications fields because
the linguistic features of brand names have a strong influence on consumer behaviour. They will help shop owners create more
meaningful shop names. The advantages of meaningful names can be reflected in increased efficiency and a reduced level of effort
in information transfer.

2. Compound Nouns in English and Arabic

According to Al-Jarf (2004), Al-Jarf (1994a), Al-Jarf (1994b), and Al-Jarf (1990), a compound refers to a group of words usually two
or more words joined together into one unit that functions as a single part of speech. Most Arabic compounds consist of lexical
items separated by a blank such as: 45 guidl ezl do)Sall @0 Sy gul. Very few compounds are agglutinated (spelled together)
such a M « Lodw « LedSJ ¢ Laiil « 0)Suame « p)S80gb « adizy « ddsy « Ggo s, These are often referred to as mixed compounds S il
w=>3all. No compounds in Arabic are hyphenated. Examples of Arabic compound shop names are: lxwo o uall - Jgo Gl 83>
-Jge- il sly clins - &l ol -dge Sglw uaU I yeo Iyl - Jge - Llie Cuwy - @l ol (wildg il = 097 page- JSMS opuiny gl =
O yiga )9iS3- jauS Aolai — jauS wgi - v yob I and others.

Similarly, compound nouns are very common in English. They consist of two or more words. They are formed in a variety of ways:
two nouns, a verb followed by a noun, a noun followed by a verb, a verb, and a preposition, an adjective and a noun and others.
The two lexical items in a compound may be separated by a blank, agglutinated (spelled together) or hyphenated. Examples of
English compound shop names are Beauty Secrets; Bath and Body Works,; Burger King; Victoria’s Secret; MOTHER CARE; Dunkin
Donuts; Bath and Body Works; the Body Shop; Pull & Bear; LC Waikiki; Gloria Jean; Domino’s Pizza; New Yorker.

English and Arabic do not have the same word orders in compounds. They have opposite word order. For example, high school
consists of an adjective + a noun, whereas the Arabic equivalent 4, 4ili dw)ae consists of a noun + an adjective. The English Riyadh
Park is 4ol I o3iie in Arabic which is a noun + an appositive, i.e., it has a reverse word order. The same applies to Red Sea Mall
and the transliterated name Jgo lxwo ,uall. The Arabic equivalents should be a5Vl =l Jgo (a noun + an appositive noun +
an adjective) and o uall Jgo e (an adjective + a noun + an appositive) (Al Jarf, 2011b).

3. Data Collection and Analysis

3.7 Sample of Compound Shop Names

A corpus of 500 shop names was collected from a Saudi Mall Directory. The corpus included all malls in 12 major cities in Saudi
Arabia: Riyadh, Jeddah, Makkah, Madinah, Taif, Tabuk, Khobar Dammam, Dhahran, Al-Hassa , Jubail, and Abha. It included shops
for clothing, shoes, accessories, beauty products, children’s toys, in addition to restaurants, cafes and amusement areas. Shop
names were classified into 4 categories: (i) International franchised foreign shop names; (ii) local shops with foreign names; (iii)
(shop names with a mixture of an Arabic and foreign name; (iv) shops with pure Arabic names. All International shop names, those
with a pure Arabic name, duplicate shop names and those consisting of a single word were excluded from the sample. The final
sample consists of compound shop names consisting of two or more words with local English/foreign names and a mixture of
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Arabic and foreign names which were subjected to further analysis. Thus, the final sample consisted of 168 Arabic transliterations
of compound shop names.

Each name in the sample was classified as to whether it has a semantic anomaly, syntactic anomaly, or both anomalies combined.
Syntactic anomalies are cases in which the word order in the compound does not match the Arabic word order, i.e,, it is a transfer
of the English word order. They also include cases where the definite article is missing, has a faulty derivation, an English suffix is
attached to an Arabic noun or a numeral in words is spelled out (Al-Jarf, 1994a).

Semantic anomalies are cases in which the compound shop name is meaningless, the two lexical constituents are incongruous,
has a faulty word order, those in which the constitutes are from 2 foreign languages with the same meaning, the Arabic definite
article is misused, sound symbolism is used, does not convey product-related information, an English structure is adopted in Arabic
words, words are split into syllables or two lexical parts, two words are combined together and spelled as one lexeme, and acronyms
and/or numerals are connected with lexemes in the Arabic transliteration and have decoding problems (Al-Jarf, 1994b; Al-Jarf,
1990),

3.2 Sample of Shoppers

A sample of 60 students from the departments of Arabic, languages, linguistics, literature, and translation who are native speakers
of Arabic but have some knowledge of English participated in the study. The subjects were given a judgement test that consisted
of a sample of Arabic transliterations of compound shop names without including the shop name in the foreign alphabet such as
English, French, Italian or Turkish. The judgment test consisted of 40 Arabic transliterations compound shop names some of which
are anomalous, others are not. The judgement test included the following:

Jhetli - puiySaw (pign- e9Suli 90 s gpj- Ublby oo - aldgugum — Jliuo i - JoMo i pgl -capis (1598 - jogle yuSlo
dwgru - 3S)de -puSuiw (oud - i (S - G138 o - Gbls oly i - &S jzm - @lsh - )Sae Jiin — Jge e (ool = (rigu
wiSae 3agi - uiigd guiall - puSle SNS - Guddsr Gabw laisw - pgsd 116 - o (uap - audlS (iaanygS - giwgd yulgd audllans - yuSs
-3y B digySe yuSer G- 4dlS Dgluw - (855 )92l - jarlicious loung zigV jsuiud)lz - 534S g - 2 TEX (usT oi - jauS @145 - @iy

59y usSigl - ol lole - Gy il gl - pe S - Capds (5)88- (raauny)S lgniiniuw

The items were presented to the students in their Arabic transliterated form without the English equivalents. The students were
asked to read each shop name out loud and tell whether it is semantically and syntactically acceptable and accurate or not. Their
responses were recorded and then scored for correctness. Frequencies and examples of the compound shop names that the
subjects judged as semantically/syntactically anomalous are reported. Results of the decoding test are reported qualitatively.

3.3 Reliability

Inter-rater reliability was assessed by having two professors of linguistics and translation score the anomalies in a sample of
compound shop names. They also scored a sample of students’ responses to the judgment test. Comparisons of the author’s
analyses and those of the two professors were compared. There was a 95% and 96% agreement between them. Discrepancies
were solved by discussion. The internal consistency of the judgment test yielded a reliability of .73 using the Kuder-Richardson’s
formula.

4. Results

4.1 Semantic and Syntactic Anomalies in Shop Names in Saudi Arabia

Of a total of 168 compound shop names in the sample, 69% of the transliterations have syntactic and/or semantic anomalies.
Results presented in Table 1 show that compound shop names in the sample have more syntactic than semantic anomalies (22%
vs 14% respectively) and 23% have both semantic and syntactic anomalies combined.
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Table 1: Percentages of Semantic and Syntactic Anomalies in Shop Names

Types of Anomalies % Examples

Syntactic only 22% - 508 wgd - S lad - Ly gl - lpilMadeg Dlguitell pady CyligiquSa - JoMs L-,.lh__l_y_si

-3S == Gold Moor Jgo jg0 Mg> - JORI COFFEEs84S (s)92J1 - jarlicious loungaigV jguind)l>
oLl ggy 13 - oS Cyledud - o Cylodud - juwliw y=iy> - J.Co Donuts and Coffee uiigs
- Spot Café alS “gluw_- Z Mart Accessories 3 ygusi ylo 55 - el yol )l - THE ZONE
U lny bolo - Karak gholamelle ¢J)S - Sichuan Scrispy a8 §lguiw - 5) & dgySe juS gy éw
wsSue Hdgi - Jgo 82> Ll - iy gyluule - Mamma Rotti Cafe aslS (Jg) lolo_-Mama Batata

Fiptw guSae Hogi - Culains

Semantic only 14% eleven by - THE BEAU WOW g, uSigl - dusl I guwlall (i uS| - Onyx rose o Gl - Ice

Shoes b | wwd - slgall el Js aw - Dip n PiegsMs ol wws - Dip n Fly ¢lub d99) - Road
ShakejiuS ziyju) - Raising Canes addgwgw - So Souffle - Ul oy jb - jgoue Clizpw -
Ll - pgro)b Glyghe pggoVava Voom Cuwi (uls - Fine Test slg oS - Cook Way syiwle zlo -
3oy Al juie ashho - MITTS & Traysails)s V wgée - Seven Degree Café (g (yg9i ygse -
1 9 S| - awsyill dulile dclsaccessories

Semantic + syntactic | 23% Hae - Clay Max guSle (sMS - Sign Police Cinema jugs (ulw laipw -Gold Moor Jgo g0 o>

g0 - Culainy yuSae oo - Jge 83z puli - Baz (b oS hwo ylzige - uiigd gaiell -jeud
- OlbgylS igr - puls eliy - CuligiguSoyl - JoMs i gl - @iy puSae - jl — @ puSao
)92l - Jarlicious lounggigVl jeuiu)l> - 5355 gl - 2 TEX uSi o7 — 505 >lai - ya) &)gil
- woyd Cylaiyd - juwliw y=iu> - J.Co Donuts and Coffee juiigy ¢S > - JORI COFFEE 645
Z Mart Accessories 3 yquSi <ylo s - &yl yol I - THE ZONE ol Jl ge5 15 - oSwid Culaigs
S92 i - Spot Café awslS Cigluw - (050 TELECOMELigyis)l jaio) ogSali gy) <auld gy -
oo - Karak gholamelle &J)S - cani ;15)98 - Sichuan Scrispy (s )S olgudw - j) & dig)Se
wlS gy bole - Mama Batata Uo Uy lole - Max Molhamsjegle uSle - Lulu Celebrate <y yjiluw

[y gyiuyle - Mamma Rotti Cafe

Total Anomalies 59%

Total Shop Names 168

4.1.1 Semantic Anomalies
Analysis of the denotative meanings of the Arabic transliterations of compound shop names in the sample showed that some shop
names are meaningless and/or incomprehensible for the following reasons:

1)

4)
5)

6)

7)

8)

9)

In some compound shop names, the constituents of the compounds are incongruous as in Operation Falafel JsMs iy yigl;
Fashion Bank ;s cliy; Babyfel Js waw ; Olavg)lS cliigy; Raising Canes 3iusS aiy 31, Rude Shake <l 399) o4 Sauyl; Crsipy cream
0435 ww)S; Sign Police Cinema yudgy ulw ladww; Dip n Pie b ol «wd; Gold Moor Jgo jg0 Mg>; jauS d>lay ;3008 wgi; Dip n
Fly sMs ol wuo.

Some compound shop names have a faulty word order as in Mama Batata Ubloy ol ; cans (18)98; Culedsd juSue jdgd; Hogd
iy juSe; gipw juSae jyl. The word order here is the same as the English compound.

In some compound shop names, two foreign languages are mixed (from 2 langauges): So Souffle aldgwgw ; o g0
8a> b JgS

The Arabic definite article is misused Guiigd guioll.

The meaning of the two constituent in the compound have the same meaning although they are from two different foreign
languages as in THE BEAU WOW (French + English), pg.6,L Olygloc (English + Arabic).

Few compound shop names use sound symbolism, however the relationship between the sound of a word and its meaning,
does not convey product-related information as in Vava Voom pg46 Lo, which is culturally inappropriate, and (955 ;990
which is a family entertainment hall.

Adopting an English structure (inflectional endings) as in Max Molham jeglo uSle. Here the English plural /-s/ is added to
the Arabic word ogle (inspired). This hybrid form of the Arabic word is difficult to decipher, recognized and understand. In
addition, combining an English word with and Arabic word makes the compound meaningless.

Splitting words into syllables or two parts as in 31y g Sl and juSle VS which the shopper will read as two separate lexemes,
not as parts of the single word Accessories or Climax. This will result in word identification and comprehension failures.
Combining two words together and spelling them as one lexeme as in &Jliue ji «guuals 3y dins 13; CyligigrSuyb. Such shop
names are difficult to decode and understand.
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10) Decoding problems of acronyms and/or numerals as in J.Co Donuts and Coffee ,uiig> ¢S > and Xtep i yuS| (dusl I
oMell); 2 TEX jusSgi (dus |l &bl ;l;_J'SU) as they are spelled the way they are pronounced in Arabic and one cannot tell
which part is the acronym/numeral and which part is the lexeme.

11) Some compound shop names show pleonasm, i.e., the use of more words than necessary to convey the meaning either as a
fault of style or for emphasis as ddslal Guwlel )=V bliwll; dglbll juii well dlo jiiwb 815 OllguwsM =8V
Shdgzally; Olglall (26MSug rigaas; 3llgall pulal Js (i leilliiog lbgunall pady CuligierSoyb; SUW pga Cuwyil.

4.1.2 Syntactic Anomalies
Analysis of the structure and word order in the Arabic transliterations of compound shop names revealed the following:

A. The most frequent errors are in the use of the English word order in the compound shop name which does not match
that of the Arabic word order. Although the Arabic word order in compounds is the reverse of the English word order,
the following Arabic transliterations have the same English word order: lbbU~y lolo Mama Batata ; oM<¢ &J)S karak gholam;
JsVs oyl Jgo Lo rdpmall; 812 Jgo 8092l a6lS Gugiss;ausls lsSul; awslS oSl ; aolS Laldl; awslS &gy ; sl gigy
; Caribou Café aslS gu)lS ; $y=iN bliell ; uiigs guiell; Cotton home g ns; Diesel Store y=io J3> ; Empire Cinema
laiw yliol ; Gurkan Chef capir o8)48 ; Java Chocolate culS guis ol>; Sada Beryani iy i |5lw, Operation Falafel iy yigl
JoMs. This means that the English word order in the compounds was retained in the Arabic transliteration although it
does not sound grammatical and meaningful.

B. Insome cases, the Arabic definite article is missing or misused as in: ¢uils cliy instead of (<l jV1) cuilall cliy- Slag,lS cliigy
instead of Wl g, SJl clwigs -cauids (18,48 instead of ;18)¢9 cawddl - Juiigd guiell instead of Luiigl guin- JgS wwno (>0
81> (.

C. Use of a faulty derivative in the SL as in Lulu Celebrate Cuy ylw glg) where a verb is used instead of the noun (Lulu
Celebration).

D. Attaching the English plural -s suffix to an Arabic word as in Max Molhams jegle uSle, where Molhams means “inspired”.

E. Spelling out numerals in the transliteration as in 050 TELECOMpgSuli 915 «ayls gy instead of 043l 050.

4.2 Students’ Judgments of the Semantic and Syntactic Anomalies in Shop Names

Analysis of the students’ responses to the judgment test of the semantic and syntactic anomalies in the Arabic transliteration of
compound shop names showed that the students could identify more semantic than syntactic anomalies (90% vs 80% respectively).
They had difficulty understanding jogle juSlo- cards o8)88 -JsMs o gl - Jlino i — aulsgugw - Uoloy bolo - g3 ayls g5
0554li. The students found compound shop names that have both semantic and syntactic anomalies unacceptable and difficult to
comprehend. No significant differences were found among the students in judging the accuracy and acceptance of the compound
shop names, nor in identifying the semantic and syntactic anomalies in terms of the students’ major.

5. Discussion

Findings of the current study showed that 59% of the Arabic transliteration of the compound shop names in the sample have
either semantic or syntactic anomalies and about halve the anomalies are both semantic and syntactic combined. Semantic and
syntactic anomalies found in the Arabic transliterations of compound nouns are probably due to the fact that shop names are
transliterated by foreign workers who are neither native speakers of Arabic nor English, i.e., have low proficiency level in English
and Arabic. As a result, they resort to word for word transliteration of the English compound shop name, substituting each with its
Arabic transliteration. In other words, they transliterate imitatively, rather than discriminately without taking into consideration the
differences in word order and attachment of the definite article between English and Arabic (Al-Jarf, 2022; Al-Jarf, 2007; Al-Jarf,
2000).

Secondly, the word order errors made in transliterating compound shop names to Arabic are similar to those committed in
translating compound technical terms to Arabic by Google Translate. Google Translate follows the same word order in the English
compounds which results in anomalous Arabic compounds with an anomalous structure. Al-Jarf (2021a) and Al-Jarf (2016b) found
that in 60% of the compounds in the sample, Google Translate gave Arabic equivalents with a reversed word order, i.e. a left-to-
right rather than the Arabic right-to-left word order as in Burmese dissident :pd.iviell duoygul, Arctic archaeology « Jlowid] inall
BV ale lexical transference Jai duozsall ; Martian air sg=dl &1 y0ll, plastic money Jlodl elyiw M|, security system oUsill ool. In such
examples, Google Translate follows a linear left-to-right direction (sequence) in translating an English compound which is contrary
to the natural Arabic word order.

Thirdly, the lack of congruity between the constituent parts of compound shop names in the current study is similar to the
incongruity found in some long hotel names in Makkah and Madina such as Alkhozama Manazel AlAin; Best Western Plus AlMassa

Awan Hotel; Beach Land and Arjaan Aladle. In those hotel names, the whole structure does not make sense to the Arabic native
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speaker, probably because of the faulty agreement in definiteness/indefiniteness and lack of collocability between words (Al-Jarf,
2021b).

Moreover, the anomalies found in the transliteration of compound names in this study are similar to those found in English
chemical compounds and their Arabic equivalents in which 12% of the chemical compound names consist of a borrowed word +
an original Arabic word, which in many cases functions as an identifier (gas, salt, alcohol, solution, water, solution) as in: Epsom salt
esuul ale; sodium acetate pg139:0Jl U\>; Rochelle salt Juigy alo (Al-Jarf, 2022g). The semantic and syntactic problems in the
current study can be attributed to lack of background knowledge about the differences between English and Arabic word orders
and lack of transliteration and lack of linguistic competence.

Regarding the plural formation anomalies in the current study, these are similar to nonsense plural forms rendered by EFL and
translation students (Al-Jarf, 2022b; Al-Jarf, 2020).

Furthermore, findings of this study are partially consistent with findings of prior studies in the literature such as Gin and Cacciafoco
(2020); Snodin, Higgins and Yoovathaworn (2017); and Kinegeni and Atieno (2019). Gin and Cacciafoco (2020) found that many
Singaporean brands display semantic appositeness in their brand names — expressing essential information such as the type of
products sold, the brand'’s target audience and markets, or favourable traits the brand wished to be associated with. One problem
found in Thai brand names is lack of semantic appropriateness of some English names, as the names are sometimes irrelevant to
the product type (Snodin, Higgins & Yoovathaworn's, 2017). In Kenya, Kinegeni and Atieno (2019) indicated that all business names
have denotative meanings that are literal meanings which are not affected by the context of the word.

Unlike findings of Klink’s (2001) which indicated that brand names with sound symbolism were favoured by consumers, and
positioned more strongly in their minds, the sound symbolism found in the current study did not help student shoppers in the
sample understand the meaning of compound shop names as in Vava Voom pg46 s, and (945 (990- The students found such
examples meaningless as they are unrelated to the type of shop/product they represent. Supplementing sound symbolism imbeds
with semantic imbeds in the shop names, in this study, did not enhance product name comprehensibility.

In another study, Arora, Kalro and Sharma (2022) found that in blended brand names, vowel sounds conveyed brand meaning
better than combinations of consonant and vowel. They also conveyed brand meaning better than consonant sounds alone.
Differences in consumers’ perceptions of products with blended brand names occurred when the level of attribute abstractness
matched the categorization level of the product, as in the match between concrete attributes and subordinate-level categorization.

6. Recommendations

The analysis of the Arabic transliteration of compound shop names and students’ accuracy and acceptability judgments revealed
semantic and syntactic anomalies. To reduce those anomalies in the Arabic transliterations of compound shop names, this study
recommends translating foreign and/or mixed shop names rather than transliterating them to Arabic. Arabic translation equivalents
will target Arabic-speaking shoppers and English equivalents will target English speaking shoppers. Translating compound shop
names will eliminate the variations of, errors made and lack of comprehensibility of some Arabic transliterations. The Chambers of
Commers and the Ministry of Commerce should play a key role in domesticating compound shop names and mandating that at
least locally-coined foreign shop names be translated. In cases where the shop names cannot be translated, they can be
transliterated correctly with a correct word order and correct definite article attachment.

The Chambers of Commers and the Ministry of Commerce can collaborate in creating an online database of shop names and their
translations and transliterations to be consulted by shop owners who obtain a permit for establishing their new business.

Furthermore, Saudi entrepreneurs can be provided with support from Chambers of Commers and the Ministry of Commerce of
colleges of languages and translation in naming their shops and products to achieve local and international intelligibility if their
products/brands are to reach a larger number of local shoppers and be marketed to international customers.

Finally, students majoring in translation at colleges of languages and translation may collect samples of linguistic landscapes
including shop names in the environments, practice the translation and transliteration of compound shop names from English to
Arabic in the translation courses that they take in the translation program in order to raise their awareness of the semantic, syntactic
and transliteration anomalies in compound shop names (Al-Jarf, 2021c).
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