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Abstract 

This paper investigates the translations of a sample of 35 English-Arabic e-brochures of four corporate 

websites promoting baby care products in terms of the translation strategies adopted within the framework of skopos 

theory. Specifically, the study explores the extent to which the strategies are compatible with the principles of the 

skopos theory to examine whether the intended skopos is communicated to target culture successfully and to ensure 

that the e-brochure is as effective to the target web surfer as it is to the original. In analysing the data collected, a 

comparative quantitative analysis is adopted to obtain reliable and objective findings. The findings reveal that the 

main translation strategies used in translating the e-brochures under investigation are transference, transliteration, 

literal translation and omission. Moreover, unsuccessful choice of the translation strategy causes the target text to be 

deviated from its skopos; thus, leading to website abandonment by web surfers.  
Keywords: netvertising, e-brochures, skopos theory, translation strategies, corporate websites 

 

 

Introduction 

It is no secret that with the advent of the Internet, online advertising or netvertising is considered 

the backbone of today′s marketing environment. More and more companies tend to rely on the Net as an 

attractive and productive medium to internationalise themselves and their products at almost no additional 

cost. This rapidly growing interest in the Internet services in business activities is due to the belief that 

″the Internet is not considered a media itself, but a technology platform that integrates various media: 

chat, forum discussions, websites, terminal type mobile phones and traditional media and press, radio, 

Television″ (Constantinescu-Dobra 2011, 217). 

Websites, as powerful and viable tools for branding, have gained a privilege by business people 

who struggle to build international web presence. However, with the age of globalisation website 

translation has become a vital force for advertisers and marketers in their attempt to bring in consumers 

and deliver their advertising messages outside their homelands. The crucial role of website translation in 

mediating socio-cultural barriers among different language communities and fostering mutual 

understanding worldwide for the communication channel to be effective and almost clear of all the gaps 

that define it cannot be ignored by multinational companies.  

One who believes that the website translation is a straightforward task is absolutely mistaken 

because translation is more than changing the words from one language into their counterparts in another. 

It aims at ″maintaining the elegance and impact of the words″ (Bishop 1997, 127). The complexity of 

websites′ translation can be attributed to the fact that the translation process is modified by a series of 
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elements relatively peculiar to communication via multilingual website. To illustrate, the display of a 

website′s information as a linked network of nodes which allows for web users an opportunity to navigate 

in a non-linear scheme is the essence of this difficulty.  

Interwoven within one entity, hypertextuality, non-linearity and textuality comprise a productive 

and affluent texture for translators in this field. What makes the relation among the three factors 

harmonious is ″the fundamentals in which the whole hypertext is grounded; links are created following 

conceptual connections relating different texts and act as cohesive devices which keep web discourse 

together″ (Cappelli 2008, 102). This interrelated relationship between linguistic and technical elements 

has made a website′s translation a professionally dynamic and creative activity and paved the way to the 

emergence of audiovisual translation as a rapidly growing trend within translation studies in today′s 

media-oriented marketplace. 

 

 

Netvertising 

″Netvertising implies an act of communication in which the marketer gives information about a 

product or service to a potential consumer″ (Collado 2002, 1) making benefits of advertising on the 

Internet. It has emerged to be a new representative example of an Internet genre the intended messages of 

which are ″not just to build sites filled with product information but to make the information so 

interesting, involving, and compelling as to convince the consumer that these ads are the best source of 

product information″ (VandenBergh and Katz 1999, 452). 

Among the many advantages of netvertising is that the corporate′s core values and messages are 

instantly available to web surfers as they are posted. As potential consumers, Web surfers will not be 

passive anymore and will obtain an active role. They will ″ take decisions and act, choosing the message 

they want to receive, when and how to read it″ (Collado 2002, 1). It is due to the nature of  netvertising 

that the corporate will be able ″to obtain information about how effective the material is by measuring 

how many people viewed the information and how often the information was accessed″ (Everett-

Nollkamper  2014, 126). 

 

Websites as a Genre  

Since identifying the genre to which brand websites belong is essential in ″reducing complexity 

and making comprehension and communication feasible in the first place″ (Giltrowand Stein 2009, 6),                

a snapshot of the very nature of the typology of brand websites genre is a requisite. However, it must be 

kept in mind that assigning a single genre to websites is complex because of their fluidity, 

unpredictability and instability. Moreover, the flexibility supplied by Hypertext Markup language 

commonly referred to as HTML or programming languages and their  simplicity  have paved the way to 

the emergence of heterogeneous text production that results in instable genre repertoire within the same 

website.  
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Netvertising has caused a leap in genre evolution generating new varieties of cybergenres. A 

tendency towards considering netvertising as a genre by its own has been adopted by Fortanet et al. 

(1999, 96) who recognize netvertising as a new emerging digital genre that ″- in its various forms - 

represents one of the leading discursive manifestations of this process of continuous generic change 

which is currently taking place in this international computing agora″. Possessed by the Bakhtinian 

classification of digital genres, Fortanet et al. (ibid. 95) are of the opinion that these genres are ″a mixture 

of both primary and secondary Bakhtinian genres ″that, despite their diversity, share some common 

characteristics as the Net system, hypertext, specific interlanguage, multimedia effect and interactive 

audience. 

Spontaneously emerging, home page genre proves itself as a new distinct entity that does not have 

such a counterpart in any other media. As a category belongs to home page genre, corporate home page , 

according to Shepherd and Watters (1999), is a representative example of the novel, spontaneous 

cybergenres that have come to existence due to the new age electronic medium. 

Crowston and Williams (2000) intend to establish a genre repertoire of digital documents. To 

achieve this purpose, they analyse a sample of 100 randomly selected web pages. An important outcome 

of their analysis is a list of genres of digital documents where they apply a summary of their features. 

Crowston and Williams′ genres are either reproduced of traditionally existing ones, adapted making use 

of the linking and interactivity of the Net or new emerging genres exemplified by their novel 

communicative purposes restricted to the web. As pointed by them, homepages, either personal or 

organizational, are identified as new emerging genres designed to present the person or organization to 

the world and to facilitate further communication. 

 

 

Review of related literature 

It seems that the translation of corporate websites promoting baby care products has gained the 

interest of few scholars and researchers of translation worldwide and in the Arab world in particular 

despite the large amount of translation studies that have been done so far. Lee (2009) explores both the 

verbal and non-verbal elements in commercial websites translation claiming that they are of the same 

value in the translation process. Her discussion of commercial website translation based itself in the 

interaction and interdependence of three important constituents: the web, translation, and advertising. She 

asserts that elements of advertising must be taken into account when investigating website translation. 

This is, as pinpointed by her, due to the same promotional message that both advertisements and 

commercial website convey.″The translations of these texts, therefore, aim to re-create meaning, image 

and identity of the same product/company across cultures″ (ibid.3) as claimed by her. Moreover, affected 

by Chyi and Sylvie′s (2001, 231) description of online versions of newspapers as that ″the medium is 

global, the content is not″, Lee (2009, 15) affirms that the same is applicable to localised commercial 

websites and believes that ideas not the written words ″that travel across borders into websites that speak 

different languages″. 
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Nauert (2007, 1) proposes a strategy for translating websites based on three interrelated levels that, 

when integrated, the translation process will be″more systematic and transparent, less time-consuming 

and thus more economical″.The three suggested levels are recognised as a foundation for making 

translation decisions related to the entire website (the holistic level), coherence and information 

sequencing (the hol-atomistic) and individual linguistics units (the atomistic level). According to Nauret 

(ibid. 2) the interrelationship of these three levels when translating websites will result in ″systematizing 

the whole process and thereby eliminating potential culture specific blunders from the very beginning″. 

In her investigation of three websites prompting beauty products, furniture and watches, Coancă 

(2012) focuses on the words, expressions, idioms that pose problems to their translation into Romanian. 

She concludes that there is a need to translate the content of an e-commerce site in a more descriptive 

manner to enhance the customers′ understanding with the goal of reaching the lowest level of reader. She 

also raises a question about whether language conversion software is more appropriate and reliable to 

translate the content of e-commerce websites than a translator or not. She comes up with the conclusion 

that translators are to be more trustworthy than language conversion software. 

Cappelli (2008) explores the translation of websites as a specialized type of translation paying 

particular attention to tourist texts. For the purpose of her study Cappelli collects two parallel corpora 

including the textual content of several informational and promotional tourist websites translated from 

Italian into English. She concludes that key words analysis of these corpora is an important aspect of the 

translation process for the web. 

 

Theoretical Framework 

Inseparable from other forms of advertising e-brochures promoting baby care products are mainly 

intended to be persuasive in function, appealing to the web surfers′ purchasing desire. Being purpose-

made, e-brochures are "held together by a common purpose, the purpose of somehow getting readers to 

take a certain course of action, and perhaps explaining how to take it" (Hervey and Higgins 1992, 141). 

Consequently, consumer-oriented and operative in nature, the e-brochure needs not to be addressed by the 

traditional equivalence-based translation theories that stress the role of the ST neglecting the commercial 

purpose that needs to be communicated among the target web surfers. 

In this sense the skopos theory proves to be applicable to the translation of e-brochures for it pays 

uttermost attention to the purpose of translation that, as long as it can be realized, the translation process 

is successful. According to this theory the most decisive criterion to judge whether a translation is 

adequate or not is its skopos, the Greek word for purpose. Skopos theory was introduced into translation 

theory in the in the late 1970s and early 1980s by Reiss and Vermeer to be as a part of the functional 

approach to translation. According to this theory, any form of translational action, including translation 

itself, is perceived as a purposeful action. 

Four guiding principles for translation activities in skopos theory, namely, the skopos rule, the 

fidelity rule, the coherence rule, and the loyalty principle are proposed to guide translators in their 

translation process. The skopos rule, the highest principle in the process of translation, can be interpreted 
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in terms of the ″the end justifies the means″ (Reiss and Vermeer1984, 101).That is to say, the methods 

and strategies to be employed in translation are determined by the intended purpose of the TT, the 

translatum. The coherence rule or intratextual coherence stipulates that the TT must be readable and 

coherent for the TT receivers in actual communication situations. However, the intertextual coherence 

between the translation and the ST is focused on by the fidelity rule. The fourth principle, loyalty, refers 

to the ″translator′s responsibility to provide readers with what they expect of a translation″ (Byrne  2006, 

42)   and, simultaneously, to maintain the author′s and commissioner′s intentions. 

The commissioning of translation is fundamental to Skopos theory. Vermeer (2000, 229) defines 

commission as ″the instruction, given by oneself or by someone else, to carry out a given action – here: to 

translate″. The commission consists of the goal and the conditions under which it must be accomplished. 

The statement of the intended goal and its conditions are to be decided by both the translator and the 

client (commissioner). The translator as the expert in translational action decides whether the commission 

is to be agreed upon or to be altered. 

For the purpose of this paper, the skopos theory is chosen as a theoretical framework because the 

researcher thinks that when translating e-brochures promoting baby care products, the translator has to 

consider the culture of target language as a foundation and rely on the target web surfers′ expectations and 

requirements. Consequently, the translator will be guided in terms of the translation strategies adopted to 

comply with the intended purposes of both the commissioner and the web surfer. Moreover, skopos 

theory seems to provide a more flexible framework that figures out whether the strategies used adequate 

or not. 

 

Purpose and significance of the study   

The paper aims at examining the translation of 35 e-brochures of four corporate websites 

promoting baby care products in terms of translation strategies adopted in the light of skopos theory to 

explore the degree to which their translations can convey the intended message to target culture 

successfully and to ensure that the e-brochure is as effective to the target web surfer as it is to the original 

web surfer. Moreover, the paper attempts to identify whether the strategy adopted is adequate to its 

skopos or not .This paper is potentially significant because it explores the area of translating e-brochures 

promoting baby care products from English into Arabic that has gained, to the best of the researcher′s 

knowledge, scant attention. Moreover, the significance of this paper also stems from the fact that it will 

support the efforts of those who are working on developing baby products business that is now considered 

to be one of the most in demand areas for shopping in the Arab world. 
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Corpus of the Study 

Taking into consideration that the content of a corporate website is a fertile breeding ground of 

multimodal features of Internet discourse, the researcher opts for examining a sample of brochures taken 

from the home pages of four corporate websites promoting baby care products. These four specific 

corporate websites are chosen because they are typical representatives of multinational corporations that 

seek to spread out their operations all over the world and in the Arab world, in particular. Moreover, the 

selected corporate websites promoting baby care products are the only ones that have launched Arabic 

versions of their websites targeting Arab web surfers, to the best of the researcher′s knowledge.  

It is worth noting that the researcher precisely concentrates on the verbal elements of the e-

brochure neither the visual nor the auditory. Each one of these brochures is designed to solely 

merchandise a single baby care product. These online brochures ranged from ones advertising products of 

skin care, baby hair and baby bath to baby diapers, bottle feeding and utensils. The corpus under 

investigation comprises 35 online brochures and their translations in Arabic. They were published 

between the years 2011-2014 and randomly consulted from the following corporate websites: 

1. http://www.johnsonsbabyme.com 

2. http://www.himalayaherbals.com 

3. http://www.mea.philips.com 

4. http://www.pampersarabia.com 

 

Methodology 

The research methodology used in this paper consists of two methods. The first one involves the 

comparison and analysis of both the Source Language (SL) and Target Language (TL) texts. The 

researcher analyses the online brochures of baby care products in terms of translation strategies adopted. 

A presentation and commentary of each translation strategy supported by practical examples are 

provided. In the course of discussion, the reasons behind using these strategies are suggested. Possible 

solutions for translation problems resulting from the usage of some translation strategies are included.The 

second method that supplements the comparative analysis method involves a quantitative analysis of the 

strategies adopted in the sample of the study.The strategies were measured quantitatively using statistics 

to obtain their frequencies and percentages. These findings were calculated, tabulated and investigated in 

accordance with the skopos theory as a theoretical framework for the purpose of this paper.  

 

Discussion 

Upon careful reading of the 35 English e-brochures of baby care products and their Arabic 

counterparts, it has become apparent that the translators adopt the following translation strategies in the 

sample selected: transference, transliteration, literal translation and omission. Table1 shows the 

distribution of the translation strategies and the frequency of their occurrence. 
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Table I. Frequency of Translation Strategies Used in Translating the e-Brochures 

Translation Strategy Frequency Percentage 

Transference 186 56% 

Transliteration 80 24% 

Literal Translation 38 11% 

Omission 30 9% 

Total 334 100% 

 

1. Transference and Transliteration  

The tendency to maintain the foreignness of the product advertised in the TL is explicit in the 

translations of the e-brochures of baby care products. Foreignization strategies which are found to 

dominate the translation of some textual elements, namely proper names and technical terms, are 

responsible for "taking the reader over to the foreign culture and making him or her feel the cultural and 

linguistic differences" (Lindfors 2001).  

Foreignization strategies manifest themselves through transliteration and transference in the 35 e-

brochures. As for transliteration, it is ″the replacement of Source language letters (i.e. graphological units) 

by non-equivalent Target language letters, on the basis of a set of conventionally established rules″ (Ilyas 

1989, 24). Many scholars and authorities refuse to consider transliteration as a translation procedure since 

it relies on transcription rather than identifying the cultural and semantic equivalents in the TL. However, 

″ no other term is appropriate if a translator decides to use an SL word for his text, say for English and the 

relevant language ″ (Newmark 1988, 81). 

Transference is the process of directly transferring a source language word to a target language 

text unchanged to create some particular stylistic effect. This strategy is preferred when the translator 

wishes to keep the originality of the source text in his translation. Newmark (ibid., 82) suggests that the 

usefulness of this strategy lies on its ability to ″ attract the reader, to give a sense of intimacy between the 

text and the reader- sometimes the sound or the evoked image appears attractive″. Nevertheless, 

transference, though it is precise and brief, has been criticised for it ″blocks comprehension, it emphasises 

the culture and excludes the message, does not communicate; some would say it is not a translation 

procedure at all ″ (ibid. 94). 

A close examination of the translations of the sample selected reveals that both strategies, 

transference and transliteration, are widely used in the process of translating technical terms, whether they 

appear in the form of abbreviations or full-form terms, and in translating proper nouns both brand names 

and personal names. Precisely, the strategy of transference is used 186 times (56%) that represent the total 

number of occurrences of the whole strategies employed, whereas transliteration is used 80 times 

comprising (24%). Consider the following table that shows the frequencies and percentages of the 

transferred and transliterated elements. 
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Table 2. Transferred and Transliterated Elements 

Transference   Element  Frequency Percentage 

Brand Names 119 64% 

Technical Terms (Abbreviations) 34 18% 

Logos 30 16% 

Proper Names 3 2% 

Total 186 100% 

Transliteration  Technical Terms (Long-Forms) 45 56% 

Brand Names 24 30% 

Logos 5 6% 

Technical Terms (Abbreviations) 3 4% 

Proper Names 3 4% 

Total 80 100% 

 

 

1.1. Proper Names 

Proper names are ″nouns that have a unique reference″ (Farghal and Shunnaq 1999, 59). Newmark 

(1988) investigates proper names under three main categories: names of people (real and fictitious), 

names of objects (trademarks, brands or proprietaries) and names of places (real and fictitious). 

Concerning the translation of proper names, Newmark (ibid.214) asserts that they are normally 

transferred in order to preserve nationality assuming that their names have no connotations in the text. 

Nevertheless, those names that have connotations in imaginative literature, he asserts, should undergo a 

procedure of translation unless the nationality is of significance. In such cases where both connotations 

and nationality are of value, Newmark (ibid. 214-17) suggests that the proper name should be translated 

into the TL in the first place, then to naturalise the translated name back into a new SL proper name. 

Proper names amount to 184 (69%) times out of 266 the total occurrences of transliterated and 

transferred elements in the e-brochures selected. 

 

1.1.1 Brand names 

One of the most powerful devices for selling a product is its name. When people see or hear the 

words ″Johnson″ or ″Pampers″, they immediately know that these are brand names of the whole range of 

baby care products. Translating brand names is problematic because direct equivalents for such items may 

be missed in the TL or they may be culturally bound. Keeping this problem in mind, translators opt to rely 

heavily on transliteration and transference as effective and practical translation strategies. Newmark 

affirms (ibid. 200) that the translations of brand names ″require additional descriptive terms only if the 

brand name is not known to the readership″.  
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The findings of the study show that 84% of the brands are transferred, out of which 16% are 

transliterated. It is revealed that the sample involves 178 brand names of which 149 are transferred and 29 

are transliterated.  

The brand name is transferred in both the logo and the body of text in most of the e-brochures. 

Concerning the corpus of the study, the translator transferred the brand name in the logo 30 times whereas 

in the body text 119 representing 80% of the transferred elements together. Table 3 displays the 

transferred logos and brand names. 

 

Table 3. Completely Transferred Logos and Brand Names 

 

 

 

 

 

 

 

 

Complete transference of the brand names gives their promotors a unique sense of peculiarity that 

makes their products quickly recognized by consumers. For example, Johnson and Johnson was founded 

in 1818 by the Johnson′s brothers to pioneer the first commercial first aid kits before it launched 

maternity kits to make childbirth safer for mothers and babies in 1894. Indeed, Johnson′s is one of the 

brands we are keen to purchase for our babies due to the high reputation, quality and originality that it 

has. If this brand name has been substituted with another equivalent as ″     ة تلزمات العناي األخوين جونسون لمس

 a possibility of having more than one name for the same product will be a consequence and this ,″بالرضع 

will affect the reliability and the legal protection of the product obtained by its producers. With this in 

mind, brand names, as believed by Newmark (1981, 72) ″must not be translated unless they have become 

eponyms and are used generically ″. 

In the light of the skopos theory adopting transference on translating brand names is compatible 

with all of skopos principles that are intended to serve the skopos rule for which they are subordinate. To 

illustrate, intertextual coherence between the ST and TT is focused on by the fidelity rule, the interests 

and expectations of the commissioner, web surfers and author have been taken into account by being 
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loyal to the original text, and the TT is coherent enough to let the intended web surfers understand it in 

terms of their background knowledge and communicative situations. However, with regard to the 

transliterated brand names skopos theory seems to be dethroned. Although the coherence rule is 

inapplicable as can be seen from what follows, the fidelity rule seems to be of priority since transliteration 

shows faithfulness to the ST and this has resulted incomplete deviation from the intended promotional 

skopos. Therefore, the loyalty principle has been avoided.  

In the body text brand names accounts for 24 (30%) out of the total transliterated elements. 

Following are selected examples taken from the sample of the study: 

 

Table 4. Transliterated Brand Names 

SL TL 

JOHNSON′S Baby Oil زيت جونسون لألطفال 

Pampers Active baby بامبرز نشاط وحيوية 

Himalaya Herbals األعشاب الهمااليا 

DryMax TM [sic] م م دراي ماآس 

 

In some cases a brand name has a double function. It is simultaneously used to inform and 

promote. In the example, ″DryMax TM″, the translator has inappropriately transliterated words that have 

equivalents; a translation that does not reflect the intended message. Irrespective of the completely 

erroneous and ambiguous transliterating of the abbreviation, TM, that stands for ″Trade Mark ″ as ″م م″, a 

good translation strategy should not prevent the consumer from recognizing the essence of the new Dry 

Max technology introduced by Pampers to help lock wetness in up to 12 hours and to improve its diapers′ 

core to be the thinnest and driest diapers ever. Dry Max, a name that cannot be confused by English 

speaking consumers who are full aware of the benefits suggested by the name, has been chosen by 

Pampers′ manufactures to describe the function of its new diapers. 

Upon translating ″DryMax″ as ″ اآس  the translator deprives the consumer of identifying the ″ دراي م

amazing dryness and incredible thinness of the new baby diaper produced by Pampers. Only through 

reading the next sentence does it become possible to grasp the meaning of the brand name. Hence, such a 

transliteration may cause confusion on the part of the Arabic surfer who is fully ignorant of what the 

product name implies in Arabic. The best translation strategy to be workable here is that one which 

reflects faithfulness for both, the Source Text (ST) and Target Text (TT), and enhances both the product 

function and promotion. This can be achieved through the strategy of couplets in which two different 

procedures are combined such as transliteration and addition as follows: 
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Source Language Text: 

Using Pampers Premium Care with a DryMax ™ core you can help protect your baby′s skin so nothing 

gets in the way. 

 

Original translation: 

  .ي ال يقف شيء في طريقكماآ يمكنك المساعدة في حماية بشرة طفلتك باستخدام بامبرز عناية مميزة مع حشوة م م دراي ماآس

 

Suggested translation: 

ة   إن استخدامك لحفاظات بامبرزالتي تتحلى بأقصى درجات الجفاف ورقة حشو البطانة بفضل حشوة دراي ماآس العالمة التجاري

 توفر حماية لبشرة طفلك مما يجعله بعيدًا عن ما يكدر خاطره.

As for the logos they are transliterated in 5 of the 35 e-brochures comprising 6% of the total 

occurrences of the transliterated items. For example, the logo that is designed by Pampers is transliterated 

in the brand name and literally translated in the slogan. To adopt the transliteration strategy in translating 

the brand name here seems productive and successful. This is due to the fact that Pampers is pioneer in 

establishing an international customer base. Upon reading the transliterated word the web surfer will not 

have this sense that it is foreign because he is self-conscious that it is completely integrated into the TL. 

In the transliteration of this logo the standard of intratextual coherence has been obtained and this makes 

the TT readable and acceptable for the target web surfers in actual communicative context.  Moreover, the 

translator seems to be in consistency with the fidelity rule and loyalty principle that support the skopos 

rule of skopos theory since the TT has the same commercial skopos as the ST and has played the same 

role in the target culture as the source culture. 

 

Table5. A Transliterated Logo 

SL TL 

  

 The logo has been repeated more than once. 

 

1.1.2. Personal names 

Upon careful study of the sample of the e-brochures, it has been found that transference and 

transliteration accounts for the same percentage comprising 50% for both strategies regarding personal 

names translation. Each strategy has been used 3 times where transliterated proper names represent 4% of 

the total occurrence of the strategy of transliteration compared to 2% of the transferred proper names.  

Upon transliterating ″Go Diego Go″ into Arabic as ″جوا دييغو″, the translator produces a completely 

distorted message. The reader finds himself reading two words included within two quotation marks 
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instead of the three in the original version. Such transliterated option may suggest that the whole 

construction is a personal name though it is not. If the purpose of the translator here is to offer the 

recipient a guide to the pronunciation of these words in Arabic, his failure to do so is obvious. The 

suggested transliteration provided reflects neither the transcription nor the connotative meaning of the 

words.To conform to the fidelity rule, the translator uses the transliteration at the expense of coherence 

rule, and this causes the skopos to be deviated and the loyalty rule not to be satisfied. 

″Go Diego Go″ is an American animated educational television program that describes the 

adventures of an eight-year old Latino boy named Diego, who helps animals around the world (Go Diego 

Go!, Wikipedia).It is used by Pampers as a name for its design to reflect the flexibility of its product and 

easiness of usage that fits the toddlers′ adventures and allows them to play freely with a close fit to their 

bottoms. The merits of such kind of diapers are not fulfilled by the strategy of transliteration that is used 

to render the whole construction, for it evokes a negative connotation and distorts the original message. A 

suggested translation could be as دييغو المغامر. الذي يرتديه لباس داخلي يشبه التصميم″  ″ 

 

1.2. Technical Terms 

Swanepoel (1989, 258) defines a term as a ″linguistic unit composed of one or more words, which 

univocally designates a specific concept in particular field″. Technical terms are useful for more technical 

audience since they ease reading and communicate in a brief, precise way. 

In order to be a good technical translator, one needs a high level of subject knowledge and full 

mastery of the specialist terminology. As claimed by Byrne (2006, 6) ″technical translators need to 

“impersonate” the original author who is generally, though not always, an expert in a particular field and 

they need to write with the same authority as an expert in the target language″. 

Upon examining the English and Arabic texts of the sample selected, it is found that the sample 

contains 82 technical terms that can be classified under two categories: full-form technical terms and 

abbreviations. 

 

1.2.1. Full-Form Technical Terms 

This category contains 45 technical terms that have appeared in the full-form with no 

abbreviations. In translating these terms translators rely heavily on the strategy of transliteration. It is used 

45 times (55%) out of the total number of the strategies adopted in translating the 82 technical terms . 

These technical terms are listed in the following table with their transliterations in the TL. 
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Table 6. Transliterated Full-Form Technical Terms  

SL TL 
Aloevera[sic]  األلوفيرا 
cream  آريم/الكريم 
silicone  السيليكون 
Lotion  لوشن/اللوشن 
Bisphenol  البيسفينول  
Lotus اللوتس 
Proteins بروتينات 
Jelly  جلي 
Shampoo  شامبو 
Chaste تشيست 
Cologne  آولونيا 
Gel جل 
Polypropylene  بوليبروبيلين 

                                         These terms are repeated more than once. 

 

Excessive use of transliterated terms in the TL text causes problems in comprehension because, 

with transliteration, the referent or concept of the term remains foreign to the non-professional target 

audience. Again, intratextual coherence has not been given attention by the translator in favour of the 

fidelity rule.This is obvious in the translation of the term ″Chaste″ in the phrase ″Five-Leaved Chaste 

Tree″. The translator relies on literal translation for all words except the word, ″Chaste″ that is 

transliterated as ″  تشيست″. A little research reveals that the ″Five-Leaved Chaste Tree″ or the ″Chinese 

Chaste Tree″ as commonly known, has its own corresponding equivalent that is derived from the literal 

meaning of the word ″Chaste″ in Arabic, ″  عفيف أو طاهر″ . The ″Five-Leaved Chaste Tree″, is called so 

because of , as legends say, ″its property to reduce sexual desire and it is recorded that Roman wives 

whose husbands were abroad with the legions spread the aromatic leaves on their couches for this 

purpose″ (Vimalet al.2011, 10). As a result, both men and women will be chaste. ة   ية   نيةالصي  شجرة العف خماس

″األوراق ″or   ة ية األوراق  شجرة العف ″خماس ″ are appropriate equivalents to be adopted in the Arabic version to 

satisfy the requirements of average web surfers. However, the translator′s avoidance of such equivalent 

reflects his ignorance of the TL and his affection of the SL. 

 

1.2.2 Technical Terms in the Form of Abbreviation 

An abbreviation is ″a shortened form, usually using the first letters of the words being shortened″ 

(Cutler 2010, 41). At first glance it seems easy to deal with abbreviations due to the brevity and ease of 

communication they allow. Nevertheless, they can sometimes make the text incomprehensible and 

ambiguous if they are retained in the TL text when translating; thus, resulting in confusion and errors in 

meaning. 

According to Cutler (ibid. 41) ″the convention for handling an abbreviation is to define it the first 

time you use it, stating the full term followed by the abbreviation in parentheses″. In order to avoid errors 

and hilarious abbreviation translation, translators must keep Cutler′s procedure in mind not neglecting the 
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consumer′s level of understanding. The heavy use of abbreviations in the TL might not be accepted by 

less-technical surfers who place heavy demand on the translators to use their technical level of 

understanding to explain what is meant by these specialized abbreviations as accurate and clear as 

possible. Specifically, the corpus of the study contains 34 terms presented in the form of abbreviations 

comprising 41% out of the total number of the strategies adopted in translating the 82 technical terms. 

Consider the following table in which the transferred terms in the form of abbreviations are included. 

Table 7. Transferred Abbreviations 

SL TL 

SCF SCF 

BPA BPA 

PP PP 

EU EU 

P=0.05 P=0.05 

Eco Eco 

 

The translator chooses to transfer the SL abbreviation PP to the target text unchanged, a rendering 

that may not be easily comprehended by average target surfers. Thus, compatibility with the fidelity rule 

has deprived the TT of being coherent, and this affects the skopos to be obtained from the TT and 

discarded the loyalty principle. To overcome such a problem the translator can use the strategy of couplet 

that allows a combination of both transference and paraphrase so that the target surfer might not be lost in 

the dimension of the foreign. The abbreviation PP stands for ″Polypropylene″, a thermoplastic polymer 

that is known of its efficiency and safety. In fact, it is one of the safest plastics used in a wide variety of 

applications including infant bottles because it does not contain Bisphenol A (BPA), which has been 

connected with various health issues. This specific fact about this kind of plastic has not been revealed to 

the target surfers. Consequently, this has caused an ambiguous translation of the original text. Inspired by 

Cutler′s procedure of dealing with abbreviations, the researcher suggests that this abbreviation to be 

rendered making use of the strategy of couplets as follows: 

Original translation: 

APBالخالية من مادة  РР هذه الرضاعة مصنوعة من مواد                             

Suggested translation: 

ادة     polypropylene (PP) إن هذه الرضاعة مصنوعة من مادة ال  Bisphenol Aإحدى أنواع البالستيك اآلمن صحيًا و الخالي من م

(BPA)     .المرآب الكيميائي ذو التأثيرات الخطيرة على صحة االطفال 

The strategy of transliteration is used 3 times in translating abbreviations comprising 4% of the 

strategies used in translating terms in the form of abbreviations. Being completely integrated into the TL, 

some transliterated instances of the abbreviations show that the typical web surfer may have no sense at 

all of the abbreviation being foreign. This is obvious in the abbreviations ″ml″ that stands for 

″millilitre″and its transliteration as ″مل″ that is frequently used in Arabic to indicate a unit of fluid volume 

or capacity in the metric system equal to 0.001liter.  This abbreviation has been circulated in Arabic to the 



Translation Strategies in the English-Arabice-Brochures of Baby Care Products 

73 
 

extent that it has become well recognized by its readers without any need to add any additional 

clarifications. Within the framework of skopos theory all of the principles are applicable. Being faithful to 

the ST does not cast the coherence rule away. The loyalty principle has been attained because the 

translators have been acting loyally with regard to the communication partners. Nevertheless, in the 

rendering of other abbreviations the translator is not aware that s/he presents erroneous transliteration of 

the SL abbreviation, and this is obvious in the transliteration of TM as ″ م  as indicated earlier with ″م

regard to the translation of the brand name Dry Max ™, a translation that reflects the translator′s 

ignorance of what the abbreviation, ™ refers to and enhances the abandonment of the principles of 

skopos theory. 
 

2. Literal Translation 

Literal translation is the ″conveyance of denotative meaning of phrases and sentences in a text 

from one language to another″ (Farghal and Shunnaq 1999, 13) with or without maintaining the sense of 

the origin. From Newmark′s (1988, 76) point of view, literal translation is ″the first step in translation, 

and a good translator abandons a literal version only when it is plainly inexact or, in the case of a vocative 

or informative text, badly written″. Vocative texts of which advertisements are typical examples need 

more creativity in translation since they are persuasive in their function that required to be effectively 

communicated. 

Apparently, the corpus of our interest contains some instances that are mistranslated due to the 

usage of the strategy of literal translation. The prominent causes of such erroneous translation are 

ascribed to the translator′s incompetence of the SL, negligence and sometimes SL interference. 

While investigating the corpus of the study, it is noted that the translator misused the strategy of 

literal translation 38 times (11%) out of 334 times which represent the total number of occurrences of the 

whole strategies used. Table8 presents instances of literal translations: 

Table 8. Instances of Bad Literal Translation 

SL TL 
Babies lack the ability to filter out uncomfortable 
stimulus 

  يفتقد األطفال الرضع على تصفية التحفيز غير المريح

Easy-activate سهل التنشيط 
That′s why  JOHNSON′S®Baby Extra Sensitive 
Wipes have been independently proven to be as 
safe & gentle on newborn skin as pure water 

 لذا فإن مناديل
JOHNSON’S®Baby 

ساسية تم اختبارها بشكل مستقل لتثبت أنها آمنة للبشرة فائقة الح
  ولطيفة على بشرة األطفال حديثي الوالدة آالماء النقي.

Enriched with gentle conditioners, it helps unlock 
knots  

 وهو غني ببلسم لطيف يساعد على إزالة عقد وتشابك الشعر

gentle baby shampoo شامبو ناعم لألطفال 
Transform feeding bottle by simply replacing the 
nipple with the soft, non-spill drinking spout 

تحويل الرَضاعة من خالل استبدال, بكل بساطة, الحلمة بالقمع 
  الطري للشرب المانع للتسرب

With a soft, non-spill drinking spout و هي مزَودة بقمع طري للشرب من دون تسَرب  
Philips AVENT customisable learning spoon الملعقة القابلة للتعديل للتعليم من 

Philips AVENT 
Since 1984, Philips AVENT has been designing   و تعمل شرآة1984منذ العام ,  

  Philips AVENTعلى تصميم           
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In translating the infinitive phrase, ″to filter out uncomfortable stimulus″, from English into 

Arabic, the translator′s dependence on the strategy of literal translation has resulted in a complete failure. 

To illustrate, the original text indicates that babies cannot ignore their experience of physical discomfort 

caused by sensory incentives that will deprive them of their mothers′ loving touch. Nevertheless, a back 

translation of the translator′s rendering of this infinitive phrase reveals substantial departure from the SL 

text. It seems clear that the translator attempts to translate the previous infinitive phrase word by word 

ignoring the context of the SL. Consider this back translation of the erroneous rendering of the original 

text: 

Babies lack the ability to remove uncomfortable motivation 

What is actually meant by ″filter out″ here is not to ″remove by passing through a filter″, but the 

figurative meaning, ″to ignore″. Furthermore, ″stimulus″ does not mean ″motivation″ as can be 

understood from the translator′s erroneous translation, but it refers to the external or internal incentives as 

wetness, skin irritants or any other kinds of disturbance. Misunderstanding of the original text is a 

possible explanation for such rendering. Thus, an accurate translation for the infinitive phrase, to filter out 

uncomfortable stimulus, is: 

 ال يستطيع األطفال الرضع تجاهل المنبهات أو المثيرات الداخلية أو الخارجية التي تسبب لهم اإلحساس بعدم الراحة.

Conformity to fidelity rule which has been achieved by adopting literal translation hinders the 

understanding of web surfers and has come up with inexact or even unreadable versions of the TT. 

Although the TT is faithful to the ST, intratextual coherence has not been maintained in the TT, thus; 

leading to incoherent and incomprehensible TT on the part of the web surfer and this has caused the 

loyalty rule to be inapplicable since the skopos has not been attained.  

 

3. Omission 

Omission is ″ the exclusion of some information that was present in the source text in a bid to 

make the translation understandable″ (Ndhlovu 2012, 168).  Omission is seen as a simplification strategy 

that aims to ″make the translated text more reader-friendly by simplifying the words, structure or style of 

the source text″ (ibid. 132). However, Baker (1992, 42) advises translators ″to use this strategy only as a 

last resort, when the advantages of producing a smooth, readable translation clearly outweigh the value of 

rendering a particular meaning accurately in a given context″. Omission can also be justifiable if the 

particular words in the SL result in repetitions or will produce awkward messages. Otherwise, omission as 

a strategy is misused if it is approached to delete crucial word(s), phrases, sentences or paragraphs that 

drastically alter the meaning of the SL text. Such unnecessary omission may occur as an outcome of the 

translators′ negligence, ignorance and inattention. 

Upon careful investigation of the corpus under study, it has been found that omission as a strategy 

is misused 30 times constituting 9% of the total number of strategies used. Consider the table below in 

which unjustifiable instances of omissions are underlined.  
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Table 9. Examples of Omission 

SL TL 

customizable handle and spoon tip مقبض و ملعقة قابالن للتعديل  

Easy to use gel format-without any mess.  

Ten fun designs for your toddler′s age and gender that makes 

wearing them and changing great fun. 

عشرة تصميمات ممتعة تناسب األوالد و البنات حسب 

  أعمارهم تجعل ارتداء الحفاظات آمتعة بحد ذاتها.

Use with water or gentle baby cleanser to help cleanse baby′s 

skin. 

الماء أو استخدمي آرات القطن بعد تبليلها ب

  مستحضرات تنظيف األطفال.

Apply cream liberally onto clean and dry skin. .ضعي الكريم على المنطقة الجافة و النظيفة من البشرة  

Your baby will enjoy a more comfortable and contented 

feed. 

  سيستمتع طفلك برضاعة مريحة بشكل أآبر

Rediscover baby softness نعومة مثالية آبشرة األطفالل  

Pediatricians advice: 

Baby skin is very sensitive. The chemicals present in many 

adult products may cause rashes in infants. Avoid harsh adult 

soaps and shampoos, in favor of mild, gentle products 

specially formulated for babies. 

 

 

One can observe, as shown in the table above, that the section entitled as ″Pediatricians advice″ 

was completely discarded from the target text. Omission of this section has been repeated 7 times out of 

30 times of the total number of the occurrences of the strategy of omission. These omissions are a 

consequence of the negligence of unqualified translators and inadequate appreciation of the mind of the 

target web surfer and the trade they are involved in. When undertaking the responsibility of translating a 

text from Arabic into English, some of the translators do not take this task seriously because of the belief 

that an Arab would choose to purchase a product because of its quality as a brand not because of the 

competence of the translation. In fact, the omission of the ″Pediatricians advice″ has caused 

unfaithfulness towards the SL text and negatively affects the promotional purpose of the e-brochures. Key 

factors that affect parents′ decision while purchasing baby care products include health benefits, 

convenience, and organic features. Interestingly, all of the three elements can be obtained from the 

″Pediatricians advice″. Parents, the consumers of baby care products, have the right to be fully informed 

of detailed instructions on how to use a certain product and of what the pediatrician recommends. 

Generally speaking, the role of pediatricians is highly evaluated by parents because s/he is the first 

professional with whom they establish a relationship with regard to the care of their children and hence 

they will not hesitate to spend more money on their babies care and convenience if it is achieved through 

the product that is highly recommended by the pediatrician whose advice will make the copy more 

reliable and believable and will influence the parents′ purchase decision. The information in the deleted 

section is crucial not only to parents, but also to the health of their babies. Nevertheless, partial and 



Obeidat 

76  
 

incomplete translations have resulted in inevitably loss of meaning and deprived parents of the 

opportunity to be educated about their babies′ concerns. 

The strategy of omission also reveals itself in translating direct and indirect headlines. Three 

omissions of direct headlines have been observed compared to eight as for indirect ones as shown in the 

table below. Such deviation from the ST may be interpreted in terms of translators′ negligence and 

degraded understanding of the SL promotional message.  

Table10.Direct and Indirect Omitted Headlines 

 

 

 

 

Direct 

Headlines 

SL TL  

gentle [sic] baby bath 

cleanses, soothes and nourishes 
  ينظف, يهدئ ويغذي

baby [sic] cream 

extra soft and gentle 
  نعومة ورقة فائقة

New Baby  

Wrapped in softness, caressed in comfort. 
  محاط بالنعومة و الراحة التامة.

 

 

 

 

 

 

 

 

 

Indirect 

Headlines 

diaper [sic] rash cream 

reduces redness and irritation, softens the skin 
  آريم لمعالجة حساسية فوط األطفال

moisturizing[sic]baby soap 

leaves skin clean, soft and moisturized 
  صابون مرطب لألطفال

nourishing [sic] baby oil 

provides essential nourishment, prevents dryness 
  زيت األطفال المغذي

baby [sic] lotion 

nourishes, moisturizes, soothes 
  لوشن لألطفال

baby [sic] powder 

refreshes and cools the skin, keeps baby skin soft 
  بودرة األطفال

gentle [sic] baby shampoo 

no tears, nourishes and softens the hair 
  شامبو ناعم لألطفال

Active Baby 

Day & Night leakage protection 
  بامبرز نشاط و حيوية

Elastic adhesive bands شرائط الصقة  

 

Admittedly, ″in website copywriting, a strong, captivating title will have an impact with your 

audience, draw them in and keep them reading more" (Sarah McInerney, The Figment Blog, comment 

posted November, 2013). Therefore, it is essential to write an impactful title for online advertisement 

because web surfers take only seconds to browse a page and decide whether to continue reading or leave 

the page. The headlines in advertising in general and online advertising in particular are classified under 

two types, direct and indirect. Direct headlines reflect exactly what they want without hidden meanings, 

whereas indirect headlines aim at arousing the curiosity of the reader because of the double meaning that 
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they generate. Accordingly, the headline, whether it is direct or indirect, is an essential persuasive element 

in web advertising because if it does not capture the receptors′ imagination, the e-brochure will fail. 

As apparent from the table above, three direct headlines are unacceptably discarded from the target 

text. All of them belong to the "Product Name" style within which the name of the product is revealed. 

This headline′s style is "great when launching a new product or reinventing an old product" (Blakeman 

2011, 83). Although this headline′s style is applicable in the original text, it does not in TT. This is 

because of its complete absence of the TT which results in depriving the web surfer of the most 

persuasive element of the e-brochures. Starting reading the online copy, the web surfer, if s/he ever gets 

motivated to read, will not be able to decode the skopos of the TT because the product identity is not 

declared. Instead of rendering "gentle baby bath ", ″baby cream" and "New Baby" into their equivalents 

in the Arabic version, the translator unjustifiably chooses to start his translation with the indirect 

headlines that provide more information about the ambiguous product entailed in the direct headline.  

In order to be faithful to the SL text and not to let the web surfers skip reading the entire e-

brochure, the translator must not hesitate in rendering direct headlines into their equivalents. Suggested 

translations to the missed direct headlines are: 

 

Table 11. Suggested Translations of the Missed Direct Headlines 

SL TL 

New Baby حفاظات حديثي الوالدة من بامبرز 

baby [sic] cream آريم األطفال 

gentle [sic] baby bath إلستحمام اللطيف على بشرة الطفلسائل ا  

 

Omission sometimes reduces the peculiarity of the product and this is obvious when the translator 

omits words, phrases or clauses involving critical information about the exact features that make the 

concerned product unique and distinct. For example, in an e-brochure promoting diapers the translator 

omitted the indirect headline ″Day & Night leakage protection  "  and this has negatively affected the 

promotional purpose because the indirect headline involves extra information regarding the qualities and 

features of the advertised product that make it distinguishable from other similar products or earlier 

versions of the same product. As a result, maintaining a translation for this headline is recommended. 

Consider this one: 

اية نهارية و ليلية من التسريب                                                            حم  

Consequently, consumers′ purchasing judgments regarding the advertised product are formed 

using whatever information is readily available for them. Once consumers detect that some relevant 

information is missing, they will be sensitive and conservative in their evaluations. The use of omission 

entails that the ST is dethroned in the translation in the light of the skopos theory. Since one of the 

fundamental principles of skopos theory is that the TT must be faithful to the ST, the fidelity rule seems 

to be not applicable here. The strategy of omission causes the translator to be unfaithful to the ST 
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contradicting with both the fidelity and loyalty rules. This results in message distortion and 

misunderstanding for web users in terms of the exact function of the advertised product. 

 

Conclusion 

From the perspective of the skopos theory, the adequacy of translation should be the fundamental 

criterion. This means that the translation strategy adopted should be adequate to its skopos that is target 

text-oriented. The findings of analysing the English-Arabic translations of 35 e-brochures promoting baby 

care products show that a consistent enforcement of the principles of this theory can improve the quality 

of the translatum. 

The translation strategies adopted in translating the 35 e-brochures are transference, transliteration, 

literal translation and omission. Transference is estimated to be the strategy of high frequency comprising 

56% of the total occurrences of the translation strategies adopted. However, the strategies of 

transliteration and literal translation comprise 24% and 11 % respectively. Omission is the least in 

frequency with 9%. Following is a pie chart that shows the percentage of each translation strategy. 

 

Figure 1. Distribition of the Translation Strategies 

 

Transference as can be revealed from the above statistics is the one of dominance both when 

translating brand names and technical terms in the form of abbreviations. Being source language oriented 

does not deprive this strategy of satisfying the needs and requirements of the target web surfer who is 

well acquainted with more and more foreign brand names which even if they are not introduced in the 

domestic market before. The intended commercial purpose is the same both in the ST and TT and this is 

incompatible with rules of the skopos theory. Nevertheless, skopos theory is dethroned in the 

transliteration of brand names and highlighted in the transliteration of logos in particular. 

As for technical terms in the form of abbreviations, maintaining the fidelity rule by showing 

loyalty to the ST deprives the web surfers of clear understanding of the translatum and its skopos. The 

usage of transference and transliteration in some cases causes the TT not to be informative enough and 

incoherent with the web surfers′ communicative situation and culture. For the TT to be functionally 

acceptable and to communicate successfully with the TT receivers, using both transference and 
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paraphrase could provide the web surfer with an opportunity to comprehend the TT and its intended 

skopos. 

In the transliteration of logos and some instances of technical terms in the form of abbreviations, 

the standard of intratextual coherence has been obtained and this makes the TT readable and acceptable 

for the target web surfers in actual communicative context. Moreover, the translator seems to be in 

consistency with the fidelity rule of skopos theory since the TT has the same commercial skopos as the 

ST and has played the same role in the target culture as the source culture. However, using transliteration 

with brand names, personal names and full-form technical terms verifies the translator′s faithfulness to the 

ST complying with the fidelity rule but deviating from the coherence rule and, thus; dethroning the 

skopos. As for technical terms in the form of abbreviations, transliteration proves to be functional in some 

cases because it achieves the intended purpose as desired by the commissioner to be communicated to 

web surfers. In other cases transliteration fails to obtain the functionality required and results in violation 

of the skopos theory. 

Since the skopos determines the strategy to be adopted in translation according to the skopos rule, 

the literal translation proves to be inadequate translation strategy to be used in translating e-brochures 

promoting baby care products. This is due to the fact that TT fails to be coherent and comprehensible on 

the part of the web surfer. Conformity to fidelity rule does not mean that the translator shows consistency 

to the loyalty principle. 

The use of omission entails that the ST is dethroned in the translation in the light of the skopos 

theory. The fidelity rule seems to be inapplicable as one of the primary principles of skopos theory, which 

entails that the TT must be faithful to the ST. Compared to the previous strategies of translation used, 

omission is the only domesticating strategy to be adopted. In such an inadequate strategy the translator 

does not show significance to the words of the author whose intentions must be reflected to the web 

surfers as determined by the loyalty rule.  
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 إلى العربية استراتيجيات ترجمة المنشورات اإللكترونية لمنتجات العناية بالطفل من اإلنجليزية

 
عبيدات محمد سعيد إشراق  

   التطبيقية لبلقاءجامعة ا آلية إربد الجامعية ،و آدابها قسم اللغة اإلنجليزية
 

  ملخص

ة     تستكشف رويج منتجات العناي هذه الدراسة استراتيجيات ترجمة المنشورات اإللكترونية التي صممت لت

ا       ة و مدى توافقه ة إلى العربي ادىء   بالطفل من اإلنجليزي ا،       مع مب ة التي اتخذتها آإطار نظري له ة الغائي  النظري

ة المستهدفة        مدى   إلختبار وذلك ا في ايصال الهدف المنشود إلى الثقاف ه إلى      نجاعته ل التأثيرذات ا في نق  وفعاليته

ي.  ع اإللكترون فح الموق ًا         متص ورًا إلكتروني ين منش ة وثالث ة خمس ة بدراس ت الباحث داف قام ذه األه ق ه ولتحقي

ة   ة إلكتروني دةً  حصلت عليها من أربعة مواقع تجاري ة الدراسة         معتم يم عين ارن لتقي ل اإلحصائي المق نهج التحلي م

ة   وذلك للحصول على نتائج ر دق تراتيجيات المستخدمة      موضوعية أآث ى أن االس  تمثلت في  .خلصت الدراسة إل

ا       التام للمصطلحات و المختصرات آما وردت في النص ا   استراتيجية النقل ى بنيته ر عل ر تغيي ألصلي من غي

ة  خ  الترآيبي ة و       والنس ة الحرفي دف و الترجم ة اله روف اللغ تخدام ح طلحات باس ماء والمص وتي لألس الص

ى انحراف النص    يؤدا أظهرت النتائج أن االختيار الخاطىء الستراتيجية الترجمة آم استراتيجية الحذف، ي إل

 فح الموقع اإللكتروني عنه.الهدف عن غرضه مما قد يتسبب في انصراف متص
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