International Journal of Translation and Interpretation Studies
IJTIS

DOI: 10.32996¢/ijtis AL-KINDI CENTER FOR RESEARCH
Journal Homepage: www.al-kindipublisher.com/index.php/ijtis AND DEVELOPMENT
| RESEARCH ARTICLE

To Translate or Not to Translate: The Case of Arabic and Foreign Shop Names in

Saudi Arabia

Reima Al-Jarf
Full Professor of English and Translation Studies, Riyadh, Saudi Arabia

Corresponding Author: Reima Al-Jarf, E-mail: reima.al jarf@gmail.com

| ABSTRACT

The translatability of shop names constitutes a problem for translation students. To find out the status of shop name translation
in Saudi Arabia, a sample of 271 shop names (clothing, accessories, beauty products, restaurants, cafes... etc.) was collected and
analyzed to find out which shop names are translated, which ones are not, and which ones should be translated and to set some
guidelines for shop-name translation. Results showed that 24% of the shops have pure Arabic names, 25% have international
brand names (Starbucks, Burger King, McDonald'’s, Pizza Hut, Monsoon, Zara, Sony); 39% have local English names ( L-,_@__)J_si
Js\s Operation Falafel, Brand Center wguid s ,yiiw Al Baby Shop); and 12% mixed names (Arabic + foreign). Only 6.7% of all
shop names are fully translated (3g=l) du,=Jl Arabian Oud; sy gudl Sl Swiss Corner; sl ) Jbdlg Gueuid! Sun & Sand
Sports; Seven Degree Café Ol>)y V (gin); 3,3% are partially translated (Cotton Home Ublay bolo ;09 (lod Mama Batata; JORI
COFFEE 695 5)9=Jl) and 90% are transliterated using Arabic letters (Bershka Sy , MANGO gilolS ,9=ilo Camaieu). Many shop
names are transliterated, although they are translatable, are difficult to decode as the grapheme sequence does not fit the Arabic
graphological system (Dr Nutrition iy ,ig )98 & Natural Touch Jlsl Lisl). It was recommended that Franchised
International brand names such as Debenhams & Samsung cannot be translated but transliterated. Some foreign shop names
can be fully or partially translated rather than transliterated (Dr Nutrition< &3l ,4i85; Natural Touch< dusubll dwelll; Red Sea
Mall< ya>Vl =l Jgo). The Arabic version is for Arab shoppers who do not know English and the English version is for foreigners.
Shop names containing café, chocolate, garden and others can be partially translated (Caribou Café gu)lS wgio; Atayf Garden
wluol d8y05). French and Italian shop names should be transliterated according to their pronunciation in the source language,
not in English (Parfois slgs)lL, not Luw ¢,l). The word order in compounds should be correct, and the vowels, diphthongs and
consonants should be transcribed accurately. The transliteration should be consistent for all shop branches. Further
recommendations are given.
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1. Introduction

The use of foreign shop names is a global phenomenon. However, in Arab countries, the adoption of foreign shop names is on
the rise. Research on shop naming revealed numerous studies that focused on the linguistic, sociolinguistic, pragmatic, and
semiotic aspects of shop signs in foreign as well as Arab countries as Jordan, Palestine, Iraq, Algeria, Yemen and Saudi Arabia. For
example, analysis of a sample of 4070 signs from sixty streets in Irbid, Salt, Zarga, Amman, Karak and Aqaba in Jordan by Alomoush
(2015) showed that 49% of the shop signs were monolingual and 51% were multilingual. Standard Arabic and English are the
dominant languages on the signs, because they are closely related to Arab nationalism and globalization, respectively. Mixed
codes, Romanised Arabic and Arabicized English in Jordan reflect ‘glocalization’. French, Italian, Spanish, German, Turkish and
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Russian are used in businesses and brand names for linguistic fetishes and tourism purposes. In another study, 36% of commercial
store signs in Irbid, Jordan are monolingual (English), 36% are bilingual (English & Arabic), 18% are written in other foreign
languages, such as French, and 9% are only in Arabic, although Arabic is the official language in Jordan (Qudeisat & Rababah,
2021)-

In the West Bank, Palestine, analysis of 519 pictures of signage in the linguistic landscape in the main street of Ramallah revealed
the dominance of English (L2) as opposed to Arabic (L1). Significant differences were noted between the language policies in the
West Bank and the street reality as they do not abide by the official language policy which mandates that Arabic is the official
language (Farran & Hortobagyi, 2020).

In Iraq, foreign names in shop signs are growingly used by shop owners. Shop signages are either monolingual or bilingual, i.e.,
Arabic, foreign, or Arabic + foreign, although Arabic is the official language in Baghdad, which helps the local people distinguish
their signs from each other (Abdulkareem, 2021; Al-Obaidi, 2020).

In Saudi Arabia, English is the business language in Taif, with three major categories of commercial signs: monolingual, bilingual,
and transliterated signs (Almathkuri, 2023). in Jeddah and Riyadh, 83.3% of the signs are bilingual, with few inconsistent and
erroneous transliterations and spellings in 9.3% of the signs (Alotaibi & Alamri,2022). Analysis of 500 shop names collected from
an online directory of all the malls in Saudi Arabic, Al-Jarf (2022b) found that 64% of the shops have foreign names (25%
international foreign names and 39% English local names); 24% have pure Arabic names and 12% have mixed names (Arabic+
foreign).

In Tizi-Ouzou Town Center in Algeria, the foreign languages that are mainly used for shop signs are English and French which are
privileged in multilingual signboards due to the positive connotations associated with them like trendiness, high quality, reliability,
etc, whereas Arabic and Tamazight names are underestimated because they do not serve commercial purposes. As a strategy that
combines English and French, shop writers rely more on complimentary and duplicating information arrangements (Briki & Chebili,
2022).

Other aspects of the shop signs such as the semiotic construction of signs in the Jordanian linguistic landscapes displayed a wide
range of interlingual Arabic-English blends, compounds, and affixed words. Different discourse cycles (economic, cultural, and
trans)national) emerge from the use of Arabinglish in shop signs. Arabinglish code-mixing practices represent an index of global
identities and contribute to the visual dominance of English in Jordan, although according to the constitution, Jordan is a
predominantly monolingual country (Alomoush, 2021).

The translation of shop signs and linguistic weaknesses in shop signs in Arab countries have received some attention from few
studies. In Agaba, Jordan, 58.1% of the shop signs are in both Arabic and English. In most signs, the Arabic name is translated into
English to give information about the goods and services provided to non-native speakers of Arabic (Amer and Obeidat, 2014). In
addition, shop signs in Jordan have orthographic-translation errors, word-order translation errors, terminological-conceptual
errors, reductionist translation and informativity errors, transliteration replacing translation and total avoidance via foreignization.
These types of errors reflect linguistic (e.g., word-order, wrong lexical choice, and reductionist strategies), and extralinguistic (i.e.,
sociocultural and promotional) factors that lead to translation inappropriateness, lack of parallelisms, information skewing, and
consequently serious semantic-conceptual problems in the target language translations (Al-Kharabsheh, Al-Azzam & Obeidat,
2008).

In Erbil, Irag, shop signs fail to convey any relevant information to target language readers due to spelling, grammar, and word
choice errors, with the grammatical errors having the highest frequency. The reasons behind these errors include translator's
language incompetence, translator’s carelessness, and the socio-cultural differences between English, Arabic, and Kurdish in the
city (Abdulwahid, 2017).

Locally-coined English shop names and mixed shop names in Saudi Arabic showed that 69% of the Arabic transliterations of the
compound shop nouns have syntactic and/or semantic anomalies, 22% have syntactic errors, 14% semantic errors, and 23% have
both semantic and syntactic errors combined. Some compound shop names are meaningless because the two consituents of the
compound are incongruous. Others have faulty word order, faulty use of the definite article, use of constituents in the compound
with the same meaning from two foreign languages; the English plural /-s/ is added to few Arabic word; splitting words into
syllables or two parts; and combining two words and spelling them as one lexeme (Al-Jarf (2023).

Regarding inaccuracies and inconsistencies in the Arabic transliterations of foreign shop names in Saudi Arabia, 52% of the
inaccurate transliterations are in the vowels and diphthongs, 36% are inaccurate and inconsistent transliterations of consonants.
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In 11.6% of the shop names, ch was reduced to sh; and /g/ was transliterated in three ways. 13% of the consonant transliteration
errors occurred in words containing a silent letter as in French shop names. In 6%, the Arabic vowel was double. In 8%, compound
shop names were spelled together (blended) in the Arabic transliteration. In 7%, French, Italian, Turkish and Japanese shop names
were transliterated as they are pronounced in English, not as they are pronounced in the source language. Findings also showed
variant spellings of the same name shop names especially those with French, Italian and Turkish names (Al-Jarf, 2022a).

In Yemen, Al-Athwary (2014) detected spelling, grammatical and lexical errors in shop signs in the streets of Sana'a with lexical
errors having the highest frequency. Translation errors varied in their degree of seriousness. These translation errors may be caused
by the translator's language incompetence, translator’s carelessness, and the socio-cultural differences between English and Arabic.

Despite the plethora of research studies on the languages used in shop names and the linguistic, sociolinguistic, pragmatic, and
semiotic aspects of shop signs in Arab countries, and few studies analyzed grammatical, lexical, spelling and transliterations errors
in shop sign, studies that define which kind of shop names should be translated and which ones should not are lacking especially
in the Saudi context. Therefore, this study seeks to find out the status of shop name translation in Saudi Arabia, the errors and
weaknesses found in shop name translation and to give guidelines as to which shop signs should be translated and which ones
should be transliterated, and which translation and transliteration errors and weaknesses should be avoided.

The translation of shop signs constitutes a dilemma for students majoring in translation who always wonder which shop signs
should be translated and which ones should not. This study also provides shop owners, shoppers, the Chambers of Commerce and
Ministry of Commerce in Saudi Arabia with a global picture of the status of shop sign translation in Saudi Arabia and provides
guidelines for translating them. Although English is the global language of business, Arabic, as Almathkuri declared, is inevitably
needed because of the linguistic background of the customers in Arabic countries.

2. Data Collection and Analysis

A corpus of 500 shop names was collected from a Saudi Mall Directory. The corpus covered all malls in Riyadh, Makkah, Jeddah,
Madinah, Dammam, Khobar, Dhahran, Jubail, Hassa, Tabuk, Abha and Taif. 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 (international brand names); (ii) local shops with foreign names; (iii) (shop names with
a mixture of an Arabic and foreign name (Enlgish, French, Italian, Turkish, Indian, Chinese and Japanese); (iv) shops with pure Arabic
names. Duplicate shop names were removed as well. Only shops with foreign names whether they are international brands/chains
or local foreign names, were collected and subjected to further analysis. Thus, the final sample consisted of 271 foreign shop
names together with their Arabic transliteration and or translation .

The status of shop name transaltion was classified into: (i) shop names that are translated from English/foreign language to Arabic
and Arabic to English/foreign langauge; (ii) compound shop names that are partially translated where one part is translated and
the other is not; (iii) shop names that are transliterated, i.e., Arabic names transliterated in Romaized script and Enlgish/foreing
langauge names translaiteratred in Arabic script. The percentages of shop names in each category were calculate with examples
given for illustration.

The translation and transliteration guidelines provided in this study are based on the author'3 30 years of experience in teaching
translation, and translation and onomastic research as semantic and syntactic anomalies of Arabic-transliterated compound shop
names in Saudi Arabia (Al-Jarf, 2023d); deviant Arabic transliterations of foreign shop names in Saudi Arabia and decoding
problems among shoppers (Al-Jarf, 2022a); dominance of foreign shop names over Arabic names in Saudi Arabia: Promotional,
sociocultural and globalization issues (Al-Jarf, 2022b); linguistic-cultural characteristics of hotel names in Saudi Arabia: The case of
Makkah, Madinah and Riyadh hotels (Al-Jarf, 2021b); the interchange of personal names in Muslim communities (Al-Jarf, 2023e);
absence of vowels in the English spelling of Arabic personal names on social media (Al-Jarf, 2023a); English spelling of Arabic
compound personal names by educated Arabs on Facebook (Al-Jarf, 2023b); English spelling of the glottal stop and voiced
pharyngeal fricative in Arabic personal names by educated Arabs on Facebook (Al-Jarf, 2023c); English transliteration of Arabic
personal names with the definite article /al/ on Facebook (Al-Jarf, 2022c); gemination errors in Arabic-English transliteration of
personal names on Facebook (Al-Jarf, 2022d); variant transliterations of the same Arabic personal names on Facebook (Al-Jarf,
2022e) and others.
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3. Results and Disuccsion

3.1 Distribution of Shop Names According to Language

Table 1 shows that 25% of the shop names are international brands; 39% are local English names created by local shop owners;
24% are pure Arabic names and 12% are mixed names (Arabic + Foreign language).

Table 1: Percentages of International Shop English, local English names, Pure Arabic names and Mixed Names (Arabic + Foreign)

Shop Name Type % Examples
Names of international brands | 25% e Starbucks, Burger King, McDonnalds, Pizza Hut, Monsoon, Bershka, Zara, H&M, MANGO,
names in English/ foreign Debenhams, MOTHER CARE, LC Waikiki, DKNY, Camaieu, Toys R Us, Dunkin Donuts, Tim
language Hortons
local English names created by | 39% e  Brand Center, Baby Shop, Java Hour, Pink Blue Fashion, Java Chocolate, Surpise Gift, Grill
the shop owners & Chill, Suit, Jori Coffec, Suitable Time.
Pure Arabic names 24% zibl o Naudl aganadl S iyl ygoi w2lb el (il Cudl wspuugudl oSyl o

sl contyall Gliall 5155 paSIl o3l ialal 8ogill sopinill 2aall e oyl sagll
cokoll jlnsl it el dumamo lguitd] amis (gt il Blgsitall usw Sgamo «dy 3132l
ol a5 alsll GuMoll (ogi zligall wadyd « iyl zLall

Mixed names (Arabic + Foreign)| 12% d=e vy yo b Jl S| dsluo (Jgo e woyuall (S gr dwgruy - jauS wgi —jauS olay e
wwadl pa> I iyl

3.2 Status of Shop Name Translation

Data analysis revealed that 6.7% of the shop names in the sample are fully translated as in the examples in Table 2 which shows
that all the translated shop names are Arabic shop names. Examples 1 to 9 are translated correctly, whereas examples 10 to 15
have translation errors. In 10, the Arabic source word WMLaiM is plural, whereas in English equivalent (phone) is singular. In
Example 11, (Company) is singular, whereas the equivalent OIS ;& is plural. In 12, " louive comp” is misspelled. It should be (comb).
In 12, there is a syntactic error in saying ‘Modie For Rent Car’ which should be 'Modie For Car Rental’. Examples 14 & 15 contain
lexical errors saying ‘laundries’ instead of laundromat’ and ‘library’ instead of 'bookstore’ or ‘stationary’.

Table 2: Examples Of Translated Shop Names

1) Naomigywg=i 9)  lew d5lg Souad Oasis

2) Seven Degree Café &>y V (wgéo 10)  OVLoi\ 830> Hamza Phone

3)  puwgudl oSl Swiss Corner 11) Perfume Company jghbsdl SIS xis

4)  dasbl Jyly yuesidl Sun & Sand Sports 12) &M=l a>gell buitell The Unified Comp
5) sg¢=l) du,=Jl Arabian Oud 13) &bl ol same Modie For Rent Car
6) slJl aa=ll Elegant Necklace 14) Wil 48 4iSe Library

7)  dblzl) Jgyedl Al Mabrook Tailoring 15)  olgySdl Juwlso Alkarawan Laundries

8) ol Jl dg=lg Riyadh Front

In addition, Table 3 shows that 3.3% of the shop names in the sample, which are compounds, are partially translated. For example,
o3, $yexdl, batata, OLlell, d5lad, wgd, dwgruy, Wy & Iblw (85Lw) are Arabic words combined with English words to make the
compound shop name.

Table 3: Examples of Partially Translated Shop Names

+ Cotton Home pga s (Ar + Eng) * 305 wgi (Eng +Ar)

 JORI COFFEE (x84S )=l (Ar + Eng) * 31> Jgo 8=l (Eng +Ar)

* Wbl lolo Mama Batata (Ar + Ar) * S dwguy (Eng +Ar)

+ Ulblsdl Bsg Abaya time (Ar + Eng) * aiwgs My YALLA BOWLING (Ar +Eng)
+ 308 d>lag (Ar + Eng) + Sada Beryani by I>Lw(Eng +Ar)

In 90% of the sample, the shop names are transliterated whether from English to Arabic or Arabic to English as in the examples
below which show International brand names that are Proper Nouns and should be used as they are in the source langauge, i.e.,
should not be transalated as Starbucks uSy,liw, Burger King aisS y>y , McDonnalds 33JGg3Sle , Pizza Hut & lyiu, Monsoon
Oguige, Zara lyly, Sony Jqw , Hardees j5,la , Costa liwgS , Adidas il ; Aldo ¢2)I; Baskin Robins gy oSawly; Bath & Body works
oS)g g & Oy, Bershka Suvyw, Carrefour (49,18, Centerpoint; cuiy gy yiiw  CostaliwgS; Debenhams jolgiuy y=io, Deer & Dear 13
15 Al Diesel Store yxio Jjd, Domino’s Pizza 3y jgiue)d, GIORDANO gil>ygus; Guess s, Mango g=ile, Max uSle ; Mothercare
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15,30; Orange gilysl; Ormanda 1ailsgl; Philly Stakes  uSyiw wlus; Pull & Bearyy 3l Jgu; Sketchers j piiSuw,; Splash yiNow, Subway

Waikiki SuSslg w JI La Vie En Rose jq) ol o). Each shop name is a compound consisting of 2 or 3 elements.

Moreover, many of the English local brands are transliterated as in The bay Hall Jg» U 15, Camellia Lounge zigV Wi lS;
Karak gholam pMe &S, cook Waysly ¢gS ; Late Life M &V; Red sea mall Jgo w 3, THE ZONE (b1 (g5 13,
POTATO CORNER 4iygS giuigy; Zoe g, Road Shake cluis 349, Lulu Celebrate Cuy yduw glg); Red Sea Mall Jgo w ),
Nice Jeddah Mall Jg»o 3> 4wl and others.

The current transliteration of foreign shop names has several errors and weaknesses especially in the Arabic
transliteration of foreign shop names as revealed by a prior study by Al-Jarf (2022a) which found that 52% of the
inaccurate transliterations are in the vowels and diphthongs; 36% are inaccurate and inconsistent transliterations of consonants.
In 11.6% of the transliterations, ch was reduced to sh; and /g/ was transliterated in three ways. 13% of the consonant transliteration
deviations occurred in words containing a silent letter. In 6%, the Arabic vowel was double. In 8%, compound shop names were
spelled together (blended) in the Arabic transliteration; in 7%, French, Italian, Japanese, and Turkish shop names were transliterated
as they are pronounced in English, not in the source language. Findings also showed variant spellings of the same shop names
especially French, Italian and Turkish shop names (Parfois ujgol olgs)l; Spring aiyyuw &y yww; Semit Sarai Cueaw/Ciouw;
Chocolate S g/ S gds).

Results of a decoding test given to a sample of college students and faculty who have a low proficiency level in English indicated
that they could decode shop names such as . juSy)lw LwgS b zS e lgaSle. yol I g @S y>u wslSuw but had

difficulty decoding ,giuwss yulg> , lgiis s, aigV jesiudyz, jyiatel dzul o sol, 34 ysmuusST, il CulisTasSa)l, Cuyluw slg), 3y aludini 13
outs and other (Al-Jarf, 2022a).

3.3 Guideline for Translating & Transliterating Shop Names

Regarding the translation of shop names in Saudi Arabia, this study recommends the following:

1) International franchized brand names (Proper Nouns) should be used as they are, i.e., should be transliterated, not translated
as Pizza Hut &ua lyiy , Monsoon ;guige , Zara |yl , BERSHKA iy, MANGO g=ilo; GIORDANO g4ilsygu>; Sony g , Toshiba
Ludigi; Samsung giguwolw; iPhone (9431 and so on.

2) Shoppers who do not know English should be able to decode the the Arabic transliteration easily as in Burger KinggiuS yéyu ,
Hardees , Costa liwgS, Mcdonald’s j3JligaSle , Starbucks juSyylw. The grapheme sequence in the transliterated name should
be familiar to Arabic shoppers’ eye.

3) There should be one transliteration only in all branches of the same shop instead of two or more variant transliterations as in:
o Burger )&y &y 250 2i0> 250
*  Spring &y yhaw 8L gy phaw >y paw
e Semit Sarai Cuouw & uoiw > buow
e Chocolate cuS g & S g > &5V gS g
o Chili's julpi Chilli (Liw > juladds

4) International franchized brands or local shop with long names should be transliterated in a way to help shooppers who do
not know Enlgish decode them easily. Long names can be split into 2 or 3 parts as in:
e Jarlicious Lounge @igV ywguind)l> * > jliud) >
e American Eagle Outfitters jp‘.éj'si* J=l ,_-,LS.;.H,QR Jpus Qgi J=l OLS.;.Mi
o Accessorize j qumsST* & 31, g GuSI* > july guwsT
e  Payless julsb* > ) b
L] So Souffle d.x.l_o_:)w_z)m* > 4.1.1.03.;41 9w
e BBQ Tonight CuligiosSy,b* > ulisi eu5u)l
e  Blue Age wlgh*> @l o
e Chuck E Cheese's jui (oSuii*> jouid &l
e Shrimp Shack ¢Jliue sio* > Il Loy s

5) Transliterating vowels, diphthongs and consonants correctly as in:
e Vowels and diphthongs: Onyx juSigl* > LuSuigl; Perfume pg16,U*> oguo 1, Event Cuisl*>Cuiuayl; Burger Kitchen >y
S *> plilS y2 ;. Merkato o3S,le> 6550 ; Godiva layye> > Wl Cilantro gyiiduw< gyiiMuw, Muffin ;sle>d0 ;
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6)

7)

9)

10)

Keisari s> syuuls; Naomigwgii>sogsi; Spot Café awslS Ggluw* > Oguw; Chilli (Jid > b, Jarlicious
oy 1> gty 27 Cinema Lolipw> Laisw; Roma Wayslg log)> 5™ Leg); Wok It OiI* cgg> Ol elgg; Guess yuz< juz;
The Yellow Chilli iwi* oy 13 > Jwdus; Bubbles Waffles jlu* Jslg>j3LL.

e Ch: Dynamite Chicken oSwi* Cyledgy> oSwis; Bamboo Chips juud® guel> juudid; Charleys judyLis*> 3, Léw; Grill &
Chill Jusv* 35T Juy>> Juwiws; Sichuan Scrispy gauw S olguiw™> o)l guiviaaw.

e G:Grand Storeaily> >,giuw 1ilys* ; Glrkan Sef cand (185)58*> 18)9> SPring iy ypw™*> aiy yuw; Mr Games jous yluwe
*> jayls; Nescafe Dolce Gusto giwgs* julgd*> glwgs iillgs aus i

e Others: Esquires Café j) gSwl* auslS> jylgSawl; Brands For Less jul jg6 uailp*> jailp; Debenhams jolgius* > joliays ;
Curry Special Jliww* 8> Jlinw.

the Arabic definite article should be attached to the appositive noun in the compound shop name as in: il clip> ubladl eliy
(cb¥D- Olag)ls cligr> Slag)SIl gy > Olsyyall o) cauds ol8)98> olS)98 ardul | yuiigd suiall> Luiigl gaio- oloygo
JsS wwo> Juexdl capall yloyge.

Even when shop names are transliterated, the word order should be correct. For Arabic, the English word order should be
reversed to match the Arabic word order as in:
e Mamma Batata bl lolo>Llolo Usliny; Operation Falafel Js\s iy gl; Mamma Buns Cafe aslS i lolo> (ngéo
1 lolo; Mamma Rotti Café aslS gy lolo> gy lole ngio; Java Chocolate S guis Lol > > &V gS g4 ; Empire Cinema
ol ladpw >Lledpw yliel; JORI COFFEE84S )g=dl >5)9> 8445 ; Menu Donuts Guiigy guiedl> Suiligall guie; blitell
$y=iV> bliell 5y=iV; Diesel Store y=io Jjud>J 13 yxio ; SIMIT SARAY sl jw Cieuw > buewd| lyw ; Glrkan Sef 18,48
i >898 wawid! ; Bamboo Chips juud greli>guoldl i ; Caribou Cafe awslS gu)lS> gu )8 géo.

Transliterators should pay attention to French & Italian shop names that they are not pronounced like English. They can check
the pronunciation in Google Translate. The following are examples of mistransliterations and their corrections.

e  Parfois jugo,L* & olgo,L> olgo,b

o AixTraly gusul*> 1yl al

e Esprit Cyjwl*> ¢yl

e Dolce Gosto ulga* glwgs*> glwg> itilgd

e l'occitan en provence uildgp gl HlwSel*> oluwsS o)

e lavieenrose jg) gl* oV> oel
Some international shop names and most local shops with foreign names should be fully translated if they are meaningful. The
Arabic translation will target Arabic-speaking shoppers who do not know English and the English version targets English-

speaking shoppers as in the examples in Table 4 below.

Table 4: Examples of Shop Names That Should Be Fully Translated

+  Adventura |)giis s> 8y0l2all » Natural Touch Sl Jl)gil/Jl s> dusubad| duedl]
«  Atyaf garden 3,l> Glibi> Gluol ddyas + New Fashion guilsgu> (cly ¥l y31) 635021 <43V

*  BBQ Tonight culigigiSu)b> al clgi » Potato Corner 4i)gS giuigs> blodll S,

* Chinese Tandoori (5)g3i5 juiulis > (siwmadl (5)g3iil!l * Potato Hut cua giligy> bbloull 43

*  Dr Nutrition )giS> iy yigui> il jgiS> + Potato twist giwigs Cuuygi> dulgll Ubladl boloy bolo
+  Lulu fashion store jgiw ¢uils eled> <l glg) yzio * Red Sea Mall Jgo w 3)> 3oz Vl j=ll Jgo

* Mama Batata> lolo Uolny + Riyadh Park &b yoU JI> yob I &8s

* Natural Beauty wigw Jlygiwili> (eesudodl Jlozll + &1Vl zLigll Alwshah Al'anig> elegant scarf

* Natural Look JgJ Jlyiili> dusudall dnll «  The Children’s Place juuly 3i)aluii 13> Jlabll yxis

* Brand Center yiiw 3ilp> 8pgddl OS)ladl 5850 +  Baby Shop wgi wuw> Jlabll jzie

* Lulu Celebrate cy ylw glg)> glg) OVl « Operation Falafel Js\s ‘_-,m_J_)J,_gi > JsMall Joso

*  luxury AccessoriesSlylguuS W (5y=SV> Olylgus| 8516 * MrGames joud yluwe> wlJVI dpw

*  lgoll Jlje Ghazal Almaha< Oryx gazelle o guwlgll ) LWisVI Al'ikhtyar akwasie> Great Options

In the examples in Table 4, the sequence of graphemes is difficult to decode because they have unfamiliar consonant and
vowel sequences (combinations) that do not exist in Arabic and do not fit the Arabic graphemic system. Similarly, the Arabized
version of chocolate &\ ¢S g4s can be used in order not to mis-transliterate the word that occurs in different shop names as in
Slw S g Uge CudgSeis. The same applies to Z Mart Accessories. The Arabized word &lylgwuws|, that is commonly used
in spoken Arabic, can be used instead of the transliterated English plural ﬂ)Mi as it can be easily decoded and pronounced.

Certain shop name components that frequently occur in international franchised names or local English names should be
translated as café g, chocolate &iNgSqib , potato blby , park ojiie ddyas, plaza gezwe, collection degoxo , fashion <bjl;
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Noami wg=i. Some of these words were Arabized long ago as chocolate &\ gSqi. In all languages, coffee and café were
originally borrowed from the Arabic words 8448 & wgd». The equivalent to the Turkish Kaisari is noyus. So it should be used.
In addition, compound shop names containing common nouns such as “kitchen”, “bakery’, ‘garden’, ‘mart’, ‘chicken’, ‘shoes’,
‘potato’ should be partially translated. The following are examples:

e coffee shop names as: Cafe Mamma Rotti aslS gy bolo > gy lole g ; Caribou Café aslS gu,8>qu )8 gdo ;
Esquires Café yigSaul auslS >y gSuul (nglo ; Keisari Café )luusS gio > noud ngdo, Soprano cafe 4slS gilygw> gdo
gilpguw,; Spot Café awslS gl > G wgde ; Elko Cafe auslS 95Ji>95_ll wgdo ; AlBasha Café quslS Linldl>Lill (gdo;
Bono Cafe 4uslS gigi>gigs ngdo ; Venus Café aslS jugisd > jugins wgio ; Corsini cafe aslS diw)gS > gdo, 'Douh
Café 0993°'J> 93 Jl wgie; Café d’Arabia wy=ll 5 S > (y=dl (ngdoll.

e Specialty Shop names as: Laderach chocolate |5V VgSgio> g1V diVgS g, Java Chocolate > ol> &5V gS g

e Eva Garden ;5> Wl > (clg>) L] dayas.

e Damas collection ;iSIgS ulold> Lulbols degoxo, Ever collection ;uiiSgS yaul> oyl dcgozo

e Flamingo Park ;b g=io s > g=ioMall day3>/ g=isMall 0jiie

e Burger Kitchen ;S yz > uiilsS y=yu> j=ull dube

e Magnolia Bakery ,Sw* Wgiclo > Wgicle juxo; Qoosha Bakery> diigd juxo

e Z Mart Accessories 35 yquSi Slo 5> SllguuS\ 5 Gow

e Bijou Brigitte Cuzy 1 gxu> Cusy p Slydgxe

e Rieker Shoes ,Syly &isl>jou \Su,

e Orange bed & bath & & sy @iy )ol> plaxiwlg b;wll ail)gl

e Texas chicken ,ulwsi zls> Swid julwss

e YALLA BOWLING zidgs \u> ziddgdl (JI Ly

11) Avoiding duplicating lexical meaning such as mentioning the type of store although it is implied in the shop name as in:

o sl juled) ymV* blidl< ddslidl Guulled) blial

* g9t Olshe< Gljghe

o Olglall* (28MSig (rigray > 85Miig Dlsl>

e Luxury accessories Ulya gxallg* Ol guuuSM* 5y=SV > 85l Dlydg=o

4. Recommendations and Conclusion

Due to the dominance of English in all walks of life such as social media, hotel names, shop names and the dominance of Arabic
transliteration of English and foreign shop names, personal names, hotel names, street signs and so on, the transliteration errors
committed will have a negative effect on Arabic, our National Language. This status quo will contribute to the marginalization and
weakening of the Arabic language (Al-Jarf, 2016; Al-Jarf, 2011a; Al-Jarf, 2011b; Al-Jarf, 2008; Al-Jarf, 2005; Al-Jarf, 2018; Al-Jarf,
2021a; Al-Jarf, 2022b). Arab-speakers should be aware of the threats posed by the foreignization of shop names on the status of
the Arabic language. Attractive Arabic names can be created and do exist in the Saudi market as Al-Baik, Al-Tazej, Al-Ghazali,
Gazzaz, etc. It is the quality of products, the price and employee-customer relations that matter NOT the foreign name.

The transliteration errors of shop names are usually transliterated by foreign workers who are neither proficient in Arabic nor
English. The absence of diacritics makes shop names difficult to decode by those who are not familiar with them.

The Ministry of Commerce & Chambers of Commerce should set standards for naming, translating and transliterating shop names.
They should make sure that shop names are transliterated correctly, with a correct word order and correct definite article
attachment.-They should also play a key role in domesticating shop names and mandating that at least locally-coined foreign shop
names be translated.

The domestication of foreign shop names by Saudi entrepreneurs requires that they get support from colleges of languages and
in the kingdom in naming and translating the shop and products names to achieve local and international intelligibility.

The mistranslations are not only evident in shop names, they are also evident in street signs and linguistic landscapes. Therefore
this study recommends that translation errors in bilingual linguistic landscapes and public signs in Saudi Arabia be the subject of
further research studies in the future.
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