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ABSTRACT

Today, a new communication era is emerging in #s¢ paced world of business
and economy. A case in point is our region (thef@nd particularly Dubai) where the
economy is globally expanding and with this, dema&ndlso increasing for innovative
communication approaches to transmit and dissemifiald related knowledge and
information. As perhaps the vital means of interoall communication, translation plays
an essential role in the world of business acrofisres. There are tremendous pressures
on translators to convey intended messages andimgsazs efficiently and as accurately
possible. But do those translators possess thereequanslation tools and strategies to
meet such evolving demands? Do they find enougha@tifrom the available translation
theories and practices?

This thesis surveys and investigates actual maldwmiands in business translation
in the multicultural environment of Dubai. This Wibe demonstrated through the
translation of chapter Three “Reputation Managemeecelebrity — driven society” from
a recently published book on public relations ditl®ublic Relations Strategy by S.
Oliver (2007). This title is published by Kogan BaBrinting in London, UK. Through
the translation of the above named chapter, thesishaims to highlight the impact of
several interrelated factors (i.e. organizatiot@tal and global cultural dimensions and
constraints) on the act of business translationylmch field translators require more
dynamic theoretical and practical insights, suclstestegic text approaches, independent
agendas, decision making skills and high level ameass of local and global media.
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Chapter One
INTRODUCTION

The present age marks the dawn of a new commuoncatia in the fast paced
world of Business and Economy. The Middle Eastaegiwith its vibrant pace of
economic growth and global expansion, stands faha supreme example of the
growing demand for innovative communication apphescto transmit knowledge and
information. In this context, translation as an artpnt aspect of communication assumes
an essential role and translators working in te&fare required to convey source texts
intended messages with a greater degree of accwmagdyefficiency. However, the
guestion remains as to whether those translat@sass the required translation tools and
strategies to meet the evolving demands of theepsidn. Do the available literature on
translation theories and the current translati@ciices provide those translators with the

level of support that they may require?

Over the past two decades, the arena of BusinessrDaication is in a state of
constant change; a fact that takes on a tangibkemsion in our region, which has been
witnessing a remarkable phase of economic and coomhgrowth. Key questions to be
addressed at this point in time include the follogviDoes English — Arabic Business
Translation, as an essential communication todlizeitthe appropriate techniques and
strategies to overcome the various lexical, tertoigical and cultural challenges
encountered in translating business English texts Arabic? Are there standardized
Arabic terminologies in the Corporate Communicati@id? Do translators take into
consideration the Global — Local contexts in thensfation of modern business texts
published in English? And finally: which translatieschool of thought can provide the
required support that translators may have recaorséhen translating in the new fields

of Business Communication?

More recent concerns emerged that translatorsyirs&etors such as Business and

Economics require more exposure to dynamic thesaletesources and opportunities for



actual practice. One of the most significant curreiscussions is that translation

techniques are to be refined and evolved througanmbls such as strategic text
approaches, independent agendas, decision makilg akd high level awareness of

local and global media. This research seeks totifgethe challenges most likely to be

encountered in the course of translating Englistirtass texts into Arabic. It also aims to
shed light on the most appropriate translation riegles and strategies needed to
overcome such challenges. Furthermore, this resemiitplace greater emphasis on the
Global — Local contexts of the business world aadts to be considered to bridge
cultural gaps when translating from English to Acab

One of the most significant foundations of thissikels the researcher's work
experience as an in-house-translator and commuornespecialist in one of the major
business corporations in Dubai. The researcherskplace translation practice and
experience opened up new opportunities and supierdwith hands-on experience
through having to translate into Arabic a plethofaEnglish language business texts
relating to leadership profile, organizational [ef fact sheets, boilerplates, press
releases, presentations, management communicatiogeyernment official
correspondence, and advertisements. These texs twypee employed in a variety of
business sectors, including Marketing, Profilingaggy, Education, IT, Environmental
Sustainability and Media. Since the communicatiese targeted at local, regional and
global audiences, the translations were requireallemjuately reflect the expectations of
the ultimate end recipients.

In this thesis, critical issues relevant to Bussn&sanslation are illustrated by
translating Chapter Three (Reputation Manageme@elabrity — Driven Society) from
the book:Public Relations Srrategy. Through this translation, the thesis highligtite t
strong and interrelated influence of the organwsdi, local and global culture on
Business Translation. The source text comprisegcha and varied collection of the
current and most up-to-date business terminologies concepts. On the other hand, it

encompasses a wide variety of business communicatiting genres. The text chosen
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for translation contains and reflects most of, daft @ll, the challenges expected to be

encountered in translating English business textsArabic.

The thesis is structured as follows:

Chapter One presents and contextualizes to topetinvestigated and explains
the reasons for choosing such a topic for investigeand examination. It also provides
reasons for choosing the source text and preshathiypothesis and questions to be
explored. Finally, it outlines the structure of thesis.

Chapter Two surveys and reviews some of the moshnoan translation
approaches with the aim of deciding on the mosiveeit translation strategies to be used
in translating the chosen source text. In this @&raphe most relevant translation
theories and approaches are examined chronologicall

Chapter Three introduces the reader to and furaisiva/her with background
knowledge on the extended fields of Business Conication and Business Translation.
It starts by giving definitions of the concepts Budsiness, Business Management, and
Business Communication. In addition, it describles knguistic turn in the study of
management, organization and Business Communicdtiarthermore, it highlights the
role of Public Relations in the business world andcludes with an exploration of the

common trends in Business Translation.

Chapter Four presents and summarizes the mainrdsatd the source text and
introduces the source text author through a shofil@. Both source (English) and target
(Arabic) texts are included in this chapter.

Chapter Five provides details on and categorizesctiallenges encountered in
rendering the source text into Arabic. It also dsses the translation techniques and
strategies used to overcome these challenges. dffapter also elaborates on and
suggests recommendations for problematic areas fadeusiness translation in the light
of the identified challenges and their approprtedaslation strategies.



Chapter Six concludes the thesis, critically evedsaits findings and the
methodology adopted. It also revisits the reseangipothesis and puts forward
recommendations as well as suggestion for furtsgarch.

The thesis also includes an appendix that provalegossary of field specific

business terminologies derived from the chaptesteded for the purposes of this thesis.



Chapter Two
SURVEY AND REVIEW OF TRANSLATION MODELS

This chapter provides an account of the most infiaé translation models and
theories. It covers significant facets of theorigating to equivalence, text types, skopos,
discourse analysis, pragmatics, cultural turn avgt-polonial studies.

Although the field of translation studies is a tielely new academic area, it has
rapidly flourished and expanded in recent yearss €hapter chronologically surveys the
most important translation trends, approaches haa tontributions in the translation
process with the view of deciding on the most appate translation strategies that could

be used in translating the text chosen for the geep of this thesis.

2.1. Literal translation vs. Free translation

Literal translation and free translation formed thpical matter of early debates in
translation studies. Emphasizing this fact, Mun(2901:33) comments:

Much of translation theory from Cicero to the twetit century centered on the
recurring and sterile debate as to whether transktshould be literal (word for
word) or free (sense for sense); a dyad that wasudaly discussed by St Jerome
in his translation of the Bible into Latin.

On this point Hatim & Munday (2004:229-230) furtlexplain:

The dichotomies of form-style, content-sense antkrdi-free translation
dominated translation theory for a very long tirBeit, as Steiner (1995/1998)
says, this bi-polar perspective is ultimately $¢esince it does not encourage
further examination of the internal and externahteatual constraints which
affect the translation strategy and function.

2.2. The Notion of Equivalence
The notion of equivalence is based on the condeptreducing the original message
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in a new linguistic form derived from the targendmage. Equivalence in this sense is
shown as the effective method in translating preserdioms, clichés and nominal or
adjectival phrases.

2.2.1. Jakobson’s ‘Equivalence in Difference’

Jakobson (1959:232) introduced the notion of ‘Eglamce in Difference’. His

approach centers on the following three kinds aristation:

1. Intralingual translation or rewording (an inter@t&n of verbal signs by
means of other signs of the same language)

2. Interlingual translation or translation proper (aterpretation of verbal signs
by means of some other language)

3. Intersemiotic translation or transmutation (an riptetation of verbal signs by
means of nonverbal signs).

Jakobson claims that, in the case of interlingtaidlation, the translator makes
use of synonyms in order to get the source tex} (Bdssage across. This means that in
interlingual translations there is no full equivate between code units. According to his
theory: “translation involves two equivalent messam two different codes” (ibid: 233).

Jakobson also acknowledges that grammatical clygerencountered due to
differences between the languages involved in rfrestation process does not make the
act of translation impossible. He argues that “vawem there is deficiency, terminology
may be qualified and amplified by loanwords or lanslations, neologisms or
semantic shifts, and finally, by circumlocutionsbid: 234), (quoted in Chesterman,
1989:55).

The above discussion shows that both approachesoatddge the limited
possibilities presented by translation methods Wwlace purely grounded in linguistics.
Yet, according to the above approaches, it is niewpossible to translate as long as there
are other alternative approaches to the linguistased ones.



2.3. Nida’s ‘Formal and Dynamic Equivalences’

Nida (1964) introduced the concepts of formal cgpomdence and dynamic
equivalence. In Nida's own words, “formal equivalen.focuses attention on the
message itself, in both form and content and dyoaeguivalence focuses on the
“‘principle of equivalent effect’(p.159). Nida & Tab also referred to “formal

equivalence” as “formal correspondence”.
Elaborating further, Nida & Taber (1982:200) hagmarked that:

Frequently, the form of the original text is chadgeut as the change follows the
rules of back transformation in the source languafeontextual consistency in

the transfer, and of transformation in the recep#mguage, the message is
preserved and the translation is faithful.

2.4. Newmark’s ‘Semantic and Communicative Tramstat

In the framework of Semantic and communicative $kaion, Newmark (1981:38)
observes that: "Opinion swung between literal aeé,ffaithful and beautiful, exact and
natural translation, depending on whether the Wasto be in favour of the author or the
reader, the source or the target language of #i€ te

Newmark (ibid: 39) further aptly concludes:

communicative translation attempts to produce smeaiders an effect as close as
possible to that obtained on the readers of thgir@i" and that "semantic
translation attempts to render, as closely aseh®atic and syntactic structure of
the second language allow, the exact contextuahimgaf the original.

2.5. Catford’s ‘Formal Correspondence and Textupli#alent’

Catford (1965:27) differentiates between “textuaduigalence” and “formal
correspondence”. He outlines textual equivalence‘Aasy TL text or portion of text

which is observed on a particular occasion to l@edtuivalent of a given SL text or



portion of text”. According to him, formal correspence is “any TL category (unit,
class, structure, element of structure) which carsdad to occupy, as nearly as possible,
the same place in the economy of the TL as theng®le category occupies in the SL”
(ibid: 20).

The above distinction derives from his definitiofi toanslation. In his view
translation is “the replacement of textual matenabne language (SL) by another textual
material in another language (TL).” The above detton also led to a new concept by
Catford; that is translation shifts. He definesqistation shifts as “departure from formal

correspondence in the process of going from th&oSIL” (ibid: 73).

Catford rightly categorizes translation shifts imd@el shifts and category shifts.

The latter is divided into the following subcategsr

1. Structure-shifts involve a grammatical change betwthe structure of the ST
and that of the TT;

2. Class-shifts take place when a SL item is trandlatgh a TL item which
belongs to a different grammatical class, i.e. @ veay be translated with a
noun;

3. Unit-shifts involve changes in rank;

4. Intra-system shifts occur when “SL and TL possegstesns which
approximately correspond formally as to their ctasbn, but when
translation involves selection of a non-correspogderm in the TL system”
(ibid:80).

2.6.Reiss’ ‘Text Type’

Reiss’ (1971) approach focuses on the text asnslaon unit rather than the word
or the sentence. “In her article ‘Type, kind andiwduality of text, Reiss (1971) argues
that judging a translated text should begin by mieiteing the text type and investigating
whether the translator has correctly followed texdrchy of what has to be preserved”
(Quoted in Fawcett 1997:104).



Reiss (ibid) categorizes text types as follows:

1. Informative text: the language function is to imforand present facts in a
logical dimension using a plain prose translatictirad.

2. Expressive text: to express in an artistic langudigeension, the method is
adopting the perspective of the ST author.

3. Operative text: to appeal to or persuade the texeiver in a dialogic
language that the method has an equivalent effect.

4. Audio medial text: a text that is visual, spoken tmth (e.g. films and
advertisements) that would supply three other tgxés with visual images,
music, etc. (Quoted in Munday 2001:73-74).

2.7. Vermeer’s ‘Skopos Theory’

The Skopos approach was developed in the late 1&7@<sarly 1980s by Vermeer
(1978). The Skopos theory focuses on factors ssitheatarget culture and the client who
commissions the target text. Vermeer (1978:100)ytaies that as a general rule it must
be the intended purpose of the target text thagrdenes the translation methods and
strategies (Quoted in Baker 1998:236).

Venuti (2002:223), in the following extract, claei$ Vermeer’'s approach:

Vermeer highlights the translator's skopos or agraalecisive factor in a
translation project. He conceives of the skopos amplexly defined
intention whose textual realization may diverge elydfrom the source
text so as to reach a “set of addresses” in tlyetaulture. The success of
a translation depends on its coherence with theeaddes’ situation.

Stressing the pragmatic aspects in translationssR& Vermeer (1984:101)
formulate this principle into two skopos rules: “emeraction is determined by (or is a
function of) its purpose”, and “the skopos can &iel $0 vary according to the recipient”
(Quoted in Shuttleworth and Cowie (1997:156). Aduog to this theory the focus of the
translator needs to be on translation strategias would, in turn, serve the purpose
intended from the target text.



2.8. Hatim & Mason'’s ‘Discourse and Pragmatic AsayApproach’

It is the discourse and register analysis apprdlah accorded influence to the
textual dimensions in the process of translatiod amphasized the importance of
concepts such as intertextuality, intentionalityagidition to the pragmatic and semiotic
dimensions of the text context. Hatim & Mason (1920) state that: “Intertextuality
provides an ideal testing ground for basic semiotiions in practical pursuits such as
translating and interpreting”. They (ibid:137) fuet elaborate that: “As users of texts, we
all recognize and take part in the interaction off only one text with another, but also
one signifying system with another, both within tlsame language and across
languages...”

The semiotic dimension in register was also comsti@s elaborated by Hatim &
Mason (1997:22):

. intentionality is inevitably involved in the teproducer’s desire to be
part of particular social institutions and process® be power- or
solidarity- oriented, or to adopt a particular diste with regard to the
addressee and the object of description. Furtherpsoich communicative
goals are purposeful in that they ultimately ling with the way we
partition and view reality (the semiotics of cutur

Munday (2001:89) draws a distinction between diss@uanalysis and text
analysis as follows: “While text analysis normatigncentrates on describing the way in
which texts are organized (sentence structure,stohgetc.), discourse analysis looks at
the way language communicates meaning and sodagb@ver relations”.

As for pragmatics, Baker (1992:217) defines it ‘®agmatics is the study of
language in use. It is the study of meaning, na@easerated by the linguistics system but
as conveyed and manipulated by participants in mnwoenicative situation”. In
pragmatics, the main concept revolves around tidysif language from the user’s point
of view; involving aspects such as conversationgllicatures, presuppositions, speech

acts and discourse structure.
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Crystal (1997:302) illustrates the above concepob®wvs:

Several derivative terms have been proposed irr dodelassify the wide

range of subject-matter involved. Pragmalinguistizs been used by
some to refer to more linguistic ‘end’ of pragmatievherein one studies
these matters from the viewpoint the structurabueses available in a
language. Sociopragmatics, by contrast, studieswhyg conditions on

language use derive from the social situation. G#neragmatics the

study of the principles governing the communicatise of language,

especially as encountered in conversations- piesipvhich may be

studied as putativainiversals, or restricted to the study of specific
languages.

In the same vein, Leech (1983:5-6) makes a prdcticgtinction between

semantics pragmatics. He concludes that:

In practice, the problem of distinguishing ‘langaagangue) and ‘language
use’ (parole) has centered on a boundary dispute between semaaniit
pragmatics. Both fields are concerned with meaniogt the difference
between them can be traced to two different usethefverb to mean: [1]
What does X mean? [2] What did you mean by X? ....ustimeaning in
pragmatics is defined relative to a speaker or o$e¢he language, whereas
meaning in semantics is defined purely as a prgpdreéxpressions in a given
language, in abstraction from particular situatiapeakers, or hearers.

2.9. Venuti's ‘The Cultural Turn’

The functional and communicative approach to tetitsl lays more emphasis on the

function of the target text in the target culturefevere (1975:99) explains that:

The translator’'s task is precisely to render thera® text, the original

author’s interpretation of a given theme expresgeda number of

variations, accessible to readers not familiar wiilkese variations, by
replacing the original author's variation with thetquivalents in a
different language, time, place and tradition artieular emphasis must
be given to the fact that the translator has tdace=pall the variations

contained in the source text by their equivalents.

Munday (2001:33) comments on Lefevere’'s by saying:'translation as

rewriting, developed from systems theories and g@oed by Andre Lefevere, studying
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the power relations and ideologies existing in pla¢ronage and poetics of literary and
cultural systems that interface with literary shations”.

This is stressed by Venuti’'s perception of the wmalt agenda of translation,
invisibility of the translator and domesticationdaforeignization. Gentzler (2001:37)
remarks that:

Venuti’'s main thesis is that translation tends @oaln invisible practice in
the United States. By invisible, he means thatttaeslators tend to be
self-effecting in their work, denying their own eeiin favor of that of the
author and/or the prevailing styles in the recavoulture, and that in
translation criticism, scholars tend to ignore tleeisions and mediations
of the translators, commenting instead as if teaglr“fluently”, giving the
appearance that they have not been translated.

Cronin (2006:46) introduces the concept of ‘cultiwan’ as follows:

The promotion of culture as a primary concept idegd implied in

translation studies itself in the ‘cultural turivet discipline took in the late
1970s and 1980s. Where the use of ‘culture’ becqmnalslematic is not

so much in whether we intend the term in anthrogicll (what humans
do in their dalily lives) or an aesthetic sense (wWhanans do in the realm
of creative expression) but in how cultures haveneoto understand
culture.

Intercultural Communication (ICC) is an emerging paegment in the
communications field and one which translation safsohave paid attention to. Robinson

(2006:196) traces some of the ICC schools and appes as follows:

The first group of scholars to begin to move th#ural study of translation
out of the realm ofealia and into the realm of large scale political andiaoc
systems have been variously identified as the pstgsns, translation studies,
descriptive translation studies, or manipulatiohosd (see Gentzler 1993).
Beginning in the late 1970s, they- people like JaHelmes (1975), Iltamar
Even-Zohar (1979-oury (1995), Andre Lefevere (1993usan Bassnett
(1991), Mary Snell-Hornby(1995), Dirk Delabastitanda Lieven d’Hulst
(1993), Theo Hermans (1985) — explored the cultsiyatems that controlled
translation work. One of their main assumptions,veasl remains today, that
translation is always controlled by the targetwnat rather than arguing over
the correct type of equivalence to strive for ammvhto achieve it, they
insisted that the belief structures, value systefitsrary and linguistic

12



conventions, moral norms, and political expedienadé the target culture
always shape translations in powerful ways, ingieeess shaping translators’
notion of “equivalence” as well.

2.10. Semiotics

The name semiotics is derived from the ancient kGrgerd semeion, which means
‘sign’. Semiotics studies the signs, sign systemstructures, sign processes, and sign
functions as elements of semiosis process. Cr{s88l7:346) defines semiotics as: “The
scientific study of the properties of signaling teyss, whether natural or artificial. In its
oldest sense, it refers to the study within phiiso of sign and symbol systems in

general (also known as semiotic, semiology, sern@agipsemeiology, significs)”.

It is De Saussure who initiated the semiotic cohbggntroducing the terms sign and
signifier. Hatim & Munday (2004:17) state that:

The famous Swiss linguist Ferdinand de Saussurented the linguistic
term dgn that unifiessignifier (sound — image or word) ansignified
(concept). Importantly, Saussure emphasizes thatsipn is by nature
arbitrary and can only derive meaning from contvé#t other signs in the
same system (language). Thus, dngnifier tree recalls the real-world
signified plant with a trunk; it can be contrasted wstnifiers such as a
bush, a different kind of plant. But the selectadriree for this designation
is arbitrary and only occurs in the English-langaagstem. In French, the
signifier arbre is used for this plant.

Considering the relation between semiotics and comecation, Hatim
(2001:110) describes the function of semiotics as:

Semiotics examines communication as signs and tlfiefictions in
communication encounters among users. With modetiext, discourse and
genre occupying centre stage in recent translasioaies, research into
register and pragmatics has extended outwards)gahki aspects of cultural
meaning such as ‘signs’ and ‘intertextuality’. Rasé models in this area are
located on the right-hand side of the conceptuahgle, under ‘the semiotics
of culture’. It is important to recognize that, \ha source-text orientation is
ruled out, problems encountered in the area ofodise and genre has been
addressed within predominantly target-oriented @agnes to the translation
process.

13



2.11. Faiq's ‘Postcolonial Studies and Translation’

Translation studies and postcolonial studies arnkadhas the most significant areas
of cultural studies in recent times. Postcolonaries emerged in the 1990s as one of
the historical studies that aimed at exploring ittentity-forming power of translation.
Eric Cheyfitz (199:43) argues that strongly ethmdge translating has underwritten
Anglo-American imperialism, from the English colpation of the New World in the
early modern period to US expansion into Indiand$arduring the nineteenth and
twentieth centuries to current US foreign policy itne Third World and
elsewhere.(Quoted in Venuti 2002:329).

Hatim &Munday (2004:106) define postcolonialism ‘@sbroad cultural approach to
the study of power relations between different ggucultures or peoples, in which
language, literature and translation may play a.tdlherefore, it is the culture, ideology
and identity of the former colonies that need tacbesidered in the act of translation on
the basis of power relations between them and tbhamer colonizers. They (ibid:110)
add that postcolonialism is not only limited to fhiird World countries; Ireland and
countries of Eastern and Central Europe were alieeinced by the British and Russians.

Translation, as such, turns to a tool transmitting original identity, values and
culture of the former colonies; a concept thatlhesn studied by scholars from different
perspectives. Faiq (2007:13) endorses that:

The treatment of translation from an ideologicahpof view in terms of
power relations, identity formation, self and otielabeled invisibility by
Venuti (1995), appropriation by Kuhiwczak (1990hdasubversion by
Carbonell (1996), to name but a few examples.
Faiq (ibid) also provides Arabic Literature in Fcen(ALF) as an example of the
postcolonial texts that brought new dimensionsrémdlation strategies. He (ibid:29)

points out that:

The growth of ALF and the existence of a considierdbaghrebi minority
14



community in France have resulted in new challenges, and
redefinitions of, many notions of production ananslation. Postcolonial
ALF consists of texts with layerings of languaged aultures, which has
resulted in a form of French with its own discuesstrategies that defy the
conventional definitions of source and target teXt#hist the texts are
generally written in standard French, they canurgstandard grammar
and vocabulary through the infusion of indigenoesnaculars, customs
and religious practices.

In this chapter, the researcher has surveyed aadthiagd several translation
approaches with a view to finding a suitable oneaarombination of approaches that
could be used in rendering the selected sourcertexirabic. It seems to have emerged
that the best way to approach our source text isuge an eclectic approach; a
combination of translation strategies belongindifterent approaches.

In the next chapter, the reader is introduced te field of business

communication from which our source text is taken.
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Chapter Three
BUSINESS COMMUNICATION AND TRANSLATION

This chapter presents the reader with backgroummdviadge deemed necessary for
understanding business communication theories andepts. It will also focus on the
relationship between business communication angstation. This will be illustrated
through reviewing the concepts of Business, Compatimn, Business Communication
and Business Translation. In addition, the categaof different business communication
types will be highlighted along with their relevanto the topic of this thesis.

3.1. Business Communication
3.1.1 Definition of Business

The exact definition of business is a matter ofaieb There are many types of
businesses, and, as a result, business as a cosadgfined in several different ways.
However, the core concept of business is accuratefyned in Merriam-Webster
Dictionary as follows:

Synonyms BUSINESS COMMERCE, TRADE, INDUSTRY, TRAFFIC mean
activity concerned with the supplying and distribnt of commodities.
BUSINESS may be an inclusive term but specifically desigsathe
activities of those engaged in the purchase or sgatmmodities or in
related financial transactionsoMMERCE and TRADE imply the exchange
and transportation of commoditigeDUSTRY applies to the producing of
commodities, especially by manufacturing or procggsusually on a
large scaleTRAFFIC applies to the operation and functioning of public
carriers of goods and persons. http://www.merriam-
webster.com/dictionary/business

Another definition of business is introduced by Bugsiness Dictionary Website.
It defines business as:

Economic systemn which goodsand servicesare exchanged for one
another or money, on the basis of their perceivedhwEvery business
16




requires some forrof investmentind a sufficient number of customéos
whom its output can be sold at_profiion a consistent basis.
http://www.businessdictionary.com/definition/busséntml

Contrary to what most people think, business omginns are not always large
wealthy corporations; they could be small busingsseon-profit organizations,
government agencies, and educational settings.yBwesiness organization, however,
includes the following professional areas: Accawgti Administrative Management,
Business Management, Finance, Human Resourcegmiation Systems, Marketing,
Operations Management, Public Relations, Procurgnfreetail Management and Sales.
This thesis is directly related to two of the abaowentioned subfields, namely: Public
Relations and Business Management.

3.1.2. Definition of Business Management

Business Management is an emerging filed in thenkss world. Scholars and
experts presented Business Management in many fandscategories. Daft (2003:7)
defines business management as: “... the attainmermrganizational goals in an
effective and efficient manner through planninggaotizing, leading, and controlling
organizational resources.” The managerial key ara@s mostly managing people,
business ethics, decision making, quantitative owth marketing management,
operation management, innovation & technology manamt, accounting, finance, HR

management, strategy, leadership, strategic aignoternational business.

Burner (1998:29) highlights an important elemenattmeeds to be well
considered by translators when translating the gemant communication. He writes:

It is important to understand the evolution of mgeraent thinking from

Taylor and the human relations school to Deming sliad Gregor. Each
theorist makes important assumptions about theremattihuman beings
and what we are capable of accomplishing in thekplace. So, too, does
each manager in an organization make assumptiansgt dbman beings.
A deeper analysis of these assumptions will helpuitd a more useful

model of human beings in organizational settings.
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As the focus is increasing on global business, imatlbnal corporations are
increasingly finding their way into the new bordsd business world. Daft (2003:125)
defines a Multinational Corporation (MNC) as: “..nArganization that receives more
than 25 percent of its total sales revenues froeraipns outside the parent company’s

home country also called global corporation ordreational corporation.”
Medina, Walker & Schmitz (2003:3-4) offer the follmg comment:

It would be a fundamental error to conclude thdy dimose organizations
with international operations are affected by thkempmenon of
globalization. Many companies that do not themselMeave an
international presence compete with firms operatibogh within and
outside their home country buy or use goods onsesyproduced in other
countries, and hire or contract with people of ddeeethnic backgrounds.

This global business revolution adds up the chgéeencountered by the business
management as senior managers of MNCs are expectadrcise a global perspective
as Daft (2003:125) states: “MNC top managers aesipned to exercise a global
perspective. They regard the entire world as onkendor strategic decisions, resource
acquisition, location of production, advertisingdanarketing efficiency.”

3.2. The linguistic turn in the study of managenesrd organization

The study of management and organization have gbraeigh a significant linguistic
turn as Holman & Thorpe (2003:6) explain that: “Timguistic turn in organization and
management studies has been prompted, in parthdyntreasing influence of social
constructionist ideas about reality, knowledgeglsage and communication; ideas that
differ from those underlying the traditionally damant scientific/ technical approaches.”

Some of the features of the linguistic turn are:
1. The use of linguistic resources such as storiesgphers and discourse construct

notions of management leadership.
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2. The use of language based constructs such asssdrgones, cognitive maps to

make sense of the organization.

3. Emphasis on the use of social practices (negotigtistorytelling, arguments,

persuasions) and symbols (totems, myths, sagas).

3.3. Business Communication (Corporate Communingtio

Communication is an essential element in the bagsineorld. Communication

methods and tools are influencing many crucial iess fields such as marketing, sales

and business management. A general perspectiveromanications is introduced by

DuBrin (2003:350). He defines communication as: ‘the process of exchanging

information by the use of words, letters, symbals, nonverbal behavior.” The

communication process in its classic form is alwayssidered in all aspects of business

communication. Daft (2003:582) illustrates the canmication process as follows:

5.

. Encode: To select symbols with which to composesasage.
. Message: The tangible formulation of an idea tgdi# to a receiver.

1
2
3.
4

Channel: The carrier of a communication.

. Decode: To translate the symbols used in a medsagbe purpose of

interpreting its meaning.

Feedback: A response by the receiver to the sendemmunication.

Reil & Fombrun (2007:14) categorize the businessiwroanication into three

principal types of communications. These are: mamamnt communication, marketing

communication and organizational communication.| ReFombrun (ibid:14) illustrate

the link between the three types as follows:

To support management communications, organizatielysheavily on
specialists in the areas of marketing communicatiand organizational
communications. Marketing communications get thi lofi the budgets
in most organizations, and consist of product aibiag, direct mail,
personal selling, and sponsorship activities, Tlaeg supported to a
greater or lesser extent by “organizational comications” that generally
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emanate from specialists in public relations, pubdiffairs, investor
relations, environmental communication, corporatéveatising, and
employee communications.

Nevertheless; the fast paced evolution of the lassirfield has resulted in a new
communication field encompassing marketing commatioo, organizational
communication and management communication in owely btitled Corporate
Communication. Reil & Fombrun (2007:22) define argie communication as follows:
“....the set of activities involved in managing andlwestrating all internal and external
communications aimed at creating favorable starpoimts with stakeholders on which

the company depends.”

Looking at it from a wider perspective, Goodman 949& 1998) defines

corporate communication as:

Corporate communication is the term used to desailvariety of management
functions related to an organization’s internal aexternal communications.
Depending on the organization, corporate commuicatan include such
traditional disciplines as: public relations, int@srelations, employee relations,
community relations, media relations, labour relad, government relations,
technical communication, training and employee &®ment, marketing
communication, management communication. (Quotédiwver 2004,200)

3.4. Public Relations

Public Relations is a field that is increasinglysimlered by senior managers in both
large and small organizations. There are many iiefnrs of Public Relations and there
are many books that explain the theory and practitke field which revolve around the
role of Public relations as a practice of using pamication to influence opinions of
publics. In their book ‘International and Interaulil Public Relations’ Parkinson &
Ekachai (2006:1) introduce some of the public rettet definitions as follows:

The British Institute of Public Opinion definestfia Relations as: ‘...
the deliberate, planned and sustained effort tabésh and maintain
mutual understanding between an organization anpuiblics’. The Dansk
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PR Klub of Denmark states: ‘PR is the sustained agydtematic
managerial effort through which private and puldrganizations seek to
establish understanding, sympathy, and supporhaset public circles
with which they have or expect to obtain contagtcording to the World
Assembly of PR in Mexico City, ‘Public Relationsaptice is the art and
social science of analyzing trends, predicting rtheonsequences,
counseling organization leaders, and implementilagrned programs of
action which serve both the organizations and th#ig's interest.

In the business organizations of our region, PuBlkations is either working
very closely with the Corporate Communications D#apants in the organizations or as
one of their divisions. The scope of work covenside range of communication tasks,
writing mainly, such as: press releases, leadergtofiles, organization profiles, press
statements, internal communications, internatiom@mmunications...etc. These
communications are based on strategic plans aiatisgort and long term goals to serve

the managerial and operational strategies of tharozations.

In the same book, Parkinson & Ekachi use the casthod and an analysis of
public relations campaigns to highlight the role iaternational and intercultural
communication in public relations. They (ibid: 3o conclude that:

Communication strategies are divided into the diglecf messages and media.
When selecting its actions, a client must havedaece of a public relations
practitioner who is sensitive to the cultural expéions of its target publics and
who can help predict the response of those in anaihture to its actions.

3.5. Business Translation

Developments in the fields of language and lingesstcommunication, pragmatics
and discourse contributed to the specialized fooastranslation of business texts.
Business communication attracted the attention itdrary scholars, rhetoricians,
sociologists, discourse analysts, cognitive scssitimachine translators, computational
linguists and ESP specialists among others. Then nvao aspects to be considered
include: business text type and business discaunalysis.
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3.5.1 Text and discourse
Virtanen (1990:453) differentiates between text disdourse as follows:

The two separate terms text and discourse haviacin been related to
two different but complementary perspectives omglege. A text may be
viewed as structure and/or it may be regarded peess. In line with
these two approaches, text has often been usedféo to a dynamic
notion — the process of text production and tertgeehension (Quoted in
Trosborg 1997:4).

Scholars classified translation texts according rwarket demands and
commissioners. Havranek (1964) determines that:

It is often convenient to approximately distinguishree types of
translation texts: (a) scientific-technological,igfhare usually handled by
the translation departments of public corporatiomsiti-nationals and
government departments; (b) institutional-cultutakts (culture, social
sciences, commerce) handled in particular by irtgsnal organizations;
and (c) literary texts, normally handled by freekrnranslators (Quoted in
Newmark 1991:36).

Other scholars pursued the goal of making the kntios process systematic and
scientific; concepts such as text types and funstivere considered. Fawcett (1997:104)

explains:

Since text type will decide our translation strasg it clearly becomes
important to have a system for deciding what tybe text is.”
Accordingly texts are classified into informativexpressive or operative;
Fawcett (1997:104) added: “Each language functioil wave a
corresponding language dimension: logical for imfative, aesthetic for
the expressive, dialogic for the operative type...

Focusing on the translation of technical brochukdgnsen (1997 187) further
explicates: “... technical brochures are a amondeahst examined text types. This is the
case from a linguistic as well as from a marketielgted view”. Hansen also mentions
that the German marketing theorist Axel Bansch magten about informative
advertising — of which the brochures are apartat ithseeks to win the customer for the
product by help of factual information. According Bansch (1991: 215): “informative
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advertising is often just giving pure facts. And gach form of advertising can also hold

suggestive elements (Quoted in Hansen 1997:187).
Hansen (1997:197) concludes by saying:

It follows from the above mentioned that the dirsinto specialized and
non specialized texts does not show very much dhowtthe text type of
technical brochures should be translated. Thoughnieal brochures are
LSP-texts it is very clear that the denotative egl@nce cannot be
regarded as the dominant criterion.

3. 5.2. Organizational / Business Discourse

Discourse analysis lends much attention to langlegie top communicative
level than at the bottom grammatical units. In otiwerds; it studies larger linguistic
units such as conversational exchanges or wrig®ts tin social contexts, particularly in
relation to interaction between speakers. Cryd@97:118) defines discourse as: “A term
used to refer to a continuous stretch of (espgcigiioken) language larger than a
sentence- but, within this broad notion, severdiédint applications may be found.” He
further elaborates on the concerns of discoursk/sisaHe (ibid:118) writes: “In recent
years, several linguists have attempted to disctmguistic regularities in discourses
(discourse analysis or DA), using grammatical, ghtogical and semantic criteria (e.g.

cohesion, anaphora, inter-sentence connectivity).”

‘English for Specific Purposes’, as a field of apgllinguistics, focuses on the
use of language in a specific social context sushnaacademic, medical or business
organizations. The business context communicatfemse created a specific business
discourse through which people communicate stregdlgiin an organization. Chiappini,
Nickerson & Macmillan (2007:3) stress that: “Busiadiscourse is all about how people
communicate using talk or writing in commercial angzations in order to get their work

done.”

Highlighting the new crucial dimension of businésscourse, Johns 1981 reveals
its concept as:
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Business discourse as contextual and intertexelélrsflexive and self
critical, although not necessarily political, isufaded on the twin notions
of discourse as situated action and of languageodt. This perspective
seems now quite remote from early discussion on rilagure of
professional language that originated from withi&H, or Language for
Specific purposes (Quoted in Chiappini, Nickersomd aMacmillan
2007:5).

Organizational Discourse has become a known tertherfield of organizational
communication studies. Indeed, language analysisrganizations has stretched to the
point that it developed typologies as Putnam & HHaist (ibid: 81) declare that: “The
pioneers of language analysis in organizations Idpee typologies rooted in linguistics
and literary forms. For example, in the late 19'Fastigrew (1979) defined organizations

“as language leadership” and Pondy (1978) treaaddrship as a “language game”.

In this chapter, an attempt has been made to supplyeader with sufficient
contextual background knowledge that would guammteomprehensive understanding
of major business concepts and the delicacy ansitsaty involved in their translation

from English into Arabic.
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Chapter Four
SOURCE AND TARGET TEXTS

This chapter introduces the source text selectettdaslation for the purposes of this
thesis. It starts with an introduction to the seutext and its author. In the introduction,
the key topic subject areas of the book are higkdid in order to set a clear contextual
background for the topic. Afterwards, the introdoict concludes with a list of field
specific key terminologies. Finally, the chaptade with a presentation of the source
and target texts.

4.1. Introducing the Source Text
1. Book Title: Public Relations Strategy
2. Author's Name: Sandra Oliver

3. Chapter Selected for Translation: Reputation Mameyg: a celebrity — driven
society

The book introduces the role of public relations aasscience and practice in
developing and supporting business managemenegyai he focus is on three main
aspects namely; strategic management, public oektand globalization. The book
targets public relations students and practitionemsl covers areas such as media
relations, publicity events, publication productimmd corporate policies. In addition, the
book elaborates on key areas directly related tonBRely PR strategic management,
how PR is integrated into marketing plans, issuesirad PR planning and control, the
social science research methods available to PRgsionals and managing ethics in
strategic and operational PR programming. Howetver,focus of the selected chapter
(Reputation Management: a celebrity — driven sgtiston reputation management and
promoting both organizations and business leadease@eptable figures in their societies.
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4.2. The Author

The book is written by Sandra Oliver (PhD, FCIPRJ &RSA) who is currently an
Emeritus Professor at Thames Valley University, dam UK. Dr. Oliver was Program
Director for both a Master’'s degree in Corporatem@uwnication and the qualifying
membership Diploma for the Chartered Institute obbl®R RelationgCIPR). She is also
the editor of theHandbook of Corporate Communication and Public Relations
(Routledge) andCorporate Communication: Principles, Techniques and Strategies

(Kogan Page).

4.2.Key terminology
Public Relations
Corporate Reputation
Celebrity
Corporate Image
Corporate Identity
Semiotics

Corporate Communication

4.3. Source Text
‘Reputation management: a celebrity — driven ggtie

The public relations profession operates in a c#leb driven world where even
business leaders are groomed for public acceptalahd promoted as icons. Public
relations practitioners are often confused and Iseaby the links between corporate

image, corporate identity and reputation, but tlésar that the accumulation of empirical
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research on corporate image formation that hasolede corporate identity literature of
today.

The following definitions are adapted from curré&mglish usage ilCollins English
Dictionary:

Celebrity: Fame or notoriety.

* Image: A mental picture or idea produced from imagjon or personality and

presented by the public to / of a person, grouprganization by others.

» Identity: A state of having unique identifying omdividual characteristic by
which a person or thing recognizes or defines remitself.

* Reputation: Notoriety of fame, especially for sfiesi positive or negative
characteristic. Repute is the public estimationaoperson or thing to be as
specified, usually passive.

CORPORATE IMAGE

Image has had a bad press in public relation teyatamage consultants continue
to be in a great demand. There are a number admeder this. The technological era has
made people everywhere aware of, if not educatedtathe roles of government and big
business in society. Organizations today have becsensitive to the fact that corporate
image operates in different dimensions for différandiences, to arrive as close as
possible to what Boorstin (1963) describes as pséiehl, which must be synthetic,
believable, passive, vivid and ambiguous. Parthefltad press may lie in the fact that
image can be as abstract a concept as Boorstiresisggnd therefore lays itself open to
suspicion. Bernstein (1991) calls it a vaporousceph of imprecise language, superficial
thinking and self-styled image makers who contebta the insubstantiality. However,

Mackiewicz (1993) believes that a strong corponatage is an essential asset in today’s
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era of borderless completion and agues, so what®ekfer nebulous, image is reality
because people can only react to what they experiand perceive. Rogers (1993) said, *
I do not react to some abstract reality but to mycpption of this reality. It is this
perception which for me is reality.’

Thus the nature of corporate image itself, howewvgralatable, remains a growth
area of public relations productivity which, in cbmation with a growing body of
knowledge about stakeholder expectation and cultlivarsity, remains a popular focus
of interest. Even companies that prefer to addpweprofile are assessing their corporate
image and its significance when studying their sketders’ perceptions of their
company policies, procedures and behavior. Othdemsrfind that the low profile most
usually associated with such companies evokes wards as ‘avoidance’, ‘uninvolved’,
‘passive’, ‘yielding’ and ‘not influential’ and copanies may spend as much as time and

money on maintain their low profile as they couldimaining a higher one.

Belief systems play a part in people’s attitudesfaorable beliefs can lead to a
drop in sales or a lowering of share price, whieln be corrected by public relations
involvement. Many writers and practitioners arghattbeliefs make product and brand
images and that people act on those images. Thekstand balances in any strategic
campaign allow for modification of organizationa&havior or public perception to adjust
knowledge, feelings or belief accordingly. Writiduring the same period, Eiser
suggested that a situation in which there is nomamnication loop between individuals’
expressed attitudes and their behavior will lead sttuation where stakeholders can only
communicate their preferences through actions rakize words.

More current studies show that image does not sbo$ia single reality held by
individuals, but that they hold a series of link@dtures consisting of many elements or
objects which merge together and are interpretenlithh language.

28



IMAGE AND BRANDING

Corporate image in the professional public relaiesanse goes back to 1950s and
the introduction of new commercial television sia. Marketing firms jumped on the
bandwagon of creating brand image without any syate theoretical foundation, so
that people like Newman (1956) reported that ‘tbsitress firm may have no body to be
kicked but it does have a character. Boulding @95aid, 'the relationship between
corporate image and the behavior of the consunsagng that what the individual,
especially a celebrity on television, believed ¢ottue, was true for him’.

When advertisers picked up the notion of image ®bfor branding products as
well as corporate identity, writers of the day lidayer (1961) saw the brand as a visible
status symbol. Thirty years later Gorb (1992) vwaargue that the business of corporate
image design had become trivialized by too closso@ation with external visual
symbolism like logos. He recognized that the dymanoif image lie within the firm itself
and have as much to do with manners and intemealstips as with markets. Bernstein’s
(1991) view is that the image can be built intoradpict, whereas it can at best only be
adjusted for a company, whereas Macrae (1991)Jassli¢hat a corporate brand can be
translated into a mission of pride for staff in tparsuit of excellence, advancing
company reputation among stakeholders. From thiwamded image can grow into
reality.

With the derogatory representation of image as doartificial, the work of
O’sullivan et al (1994) was seminal in that it approached the stilgEimage in terms of
its original meaning as being a visual represamatf reality, which is important in
understanding the world around us, whether employetareholder of a company.

As interesting case in point is the British retahglomerate, Marks & Spencer
plc, whose corporate image design had hardly becsna Gorb called ‘trivialized’ and
whose dynamics within the firm had more to do witanners and interrelationships than

markets. Nevertheless, it currently has to rewtwlekisting image if it is to evolve and
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adapt to meet its corporate values while meetirgg ékpectations of its stakeholders,
especially its customers who have deserted it.

Mackiewicz’s definition of corporate image as ‘therceived sum of the entire
organization, its plans and objectives’ is veryevahnt to this case. By arguing that
corporate image encompasses the company's prodsetgices, management style,
corporate communication and actions around thedydre could be describing any
organization in crisis where the positive sum @fst perceptual components must be re-
evaluated to give the company back the market ddgas it once enjoyed or to increase
market share and investor popularity. A neutrapooaite image can develop over time to
become what Boorstin (1963) would describe as spaitral that it repels nobody.
Indeed, Kotler (1988) suggests that corporate imzage be highly specific or highly
diffused and that some organizations may not wamteed a very specific image. Some
organizations prefer a diffused image so that dbffié groups can project their needs into
the organization, and this has clearly taken piat¢ke British people’s psyche.

CORPORATE IDENTITY

If there is a clear correlation between businesspalicy and corporate image in
terms of corporate strategy, perhaps the first tipreghat strategist must ask is, ‘what
business are we now in?’ before asking the questidmat is our identity to ourselves
and others?’ If an organization is unclear abautdentity, then it will be able to assess
its image as perceived by the different stakehsldeyw how these perceptions should be
prioritized in terms of strategic planning, poliagd practice. For any business strategy to
be effective, it must be comprehended accuratelthbytarget publics, or at least in the

way that the corporate vision and mission determine
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VISUAL IDENTITY

Whatever type of leader the CEO happens to ber sberepresents the cultural
values of the organization and underpins the calltweb that emanates from his or her
office. Cultural webs play an important part in argtanding corporate identity; a visual

identity step model might look something like tsabwn in Table 3.1.

Corporate identity Objectives Key issue Methodology

Situation analysis Analyzing corporate  Determining Corporate expressions
expression and perception of the firms / customer
customer impressions and competitors’ impressions research

aesthetic output

Designing the Creating distinct Selecting strategically The styles and themes

aesthetics strategy  impactive aesthetic ~ appropriate styles and inventory

impressions themes
Building the Implementing the Organizing and The aesthetics balance
collection of design  strategy with rules of managing the sheet
elements balance implementation
Aesthetic quality Monitoring, tracking  Evaluation of prior Aesthetic impact
control and adjusting outputs in the tracking

corporate aesthetics framework and fine-
over time tuning including

updating

Table 3.1 A visual identity step model

Corporate visual identity supports reputation tigiothe interrelated dimensions
of visibility, distinctiveness, authenticity, trgregency and consistency, according to
research by van den Bosch, de Jong and Elving 200y assert that visual identity

supports reputation through ‘impressive designedatife application on a range of
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identity carriers and the condition of these casfig 115).

SEMIOTICS: LOGOS AND LIVERY

The study of signs and symbols, especially thetiogla between written or
spoken signs and their referents in the physicalldvor the world of ideas, is of
increasing importance in the global marketplacewareness and respect of cultural
similarities, differences and the value people @lan logos livery, is of pressing concern
to marketers and others who aim to influence custesmand other stakeholders outside
the home country. In a world of information ovedp&ompetition between brands at
product and corporate level is fierce. In manyanses, public relations budgets have
had to prioritize rebranding by judicious and creathange in design and color of logos
and livery, both at product (micro) and organizaalb(macro) level.

For the 2006 rebranding of Germany ‘Land of |deaSime to Make Friends’
campaign, the second World War images proved hardheke off. Public relations
research showed that young people no longer casdate of the 60 years old burdens of
guilt felt their parents and grandparents and lotredl ‘You are Germany’ government
advertising promotion for the five World Cup matshe Leipzig stadium. It promoted a
new Deutschland with modern music, art, film, a veonfrom the East as Chancellor and
a British-style multiculturalism (Channel 4 UK NexysApril 2006).

In Germany, the research, monitoring and evaluatidmage and identity was a
complex interactive psychological and behavioralvig. Messages must reach many
different stakeholders on many different subjectsilevretaining a core image, even
though those stakeholders’ expectations are diffeda making what O'Sullivaret al
(1994) called the ‘visual representation of regligorporate image, based on clear
identity, must be made tangible and quantifiablalyCthen is it possible to realize
competitive advantage.
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SUBSTANCE VS STYLE

At the organizational level, Dowling (1993) suggesthat in measuring corporate
image and culture internally, the effects of massnmunication achieved through
advertising and corporate identity programs andhgimg customer perceptions of the
company by employees must be taken into accouohdhge is desired, rigorous control
is essential. If the wrong variables are changethersequence of change is wrong, the
result can be costly failure. A company’s commutidca strategy tries to cover every
aspect of an organization that its stakeholderoashould be aware of. Stanley (1991)
argued that no organization can fool its stakeholdeh hype. Corporate communication
is only effective if it conveys a message of sttenand substance based on sound and
accepted corporate values and objectives, bothnialtg and externally, based on best
practice.

Monitoring the
external PR
practice position

Measuring the
intfernal PR
practice position

Aligning PR practice with PR
and corporate objectives

Prioritizing ‘best practice’
stakeholder relations

Integrating communication
practice outcomes

Developing longer and
shorter ferm practice plans

Figure3.1 PR operational strategy proc

Stuart (1999) believes that corporate identity nsdey including variables of
organizational culture strategy, corporate commatioa and integrated communication,
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provide a more definitive model of a modern manag@nprocess. In the era of global
communications these corporate values have conteetdore. The internet has made
debates on social responsibility and accountatalihew type of challenge for corporate
image campaigning. Ethical issues can arise froynpamt of an organization’s business
activity and thus form part of the core businessrapon.

This is hardly one aspect of public relations apooate communication that can
avoid addressing corporate identity, whether imgeof the letter of the law or the spirit
of sound corporate citizenship. It is increasingdgognized that that value of ethics
statements goes beyond the interest of employkelsiller groups to embrace all other
stakeholders, if not society as a whole, by addialye to an organization. Houlden
(1988) recognized that being proactive about thg sariety views their company is a
key skill for modern-day organizational leadersafporate image is not to be damaged.
Singer (1993) calls this ‘consequentialism’, megniinat ethical judgment goes beyond
individual likes and dislikes to produce social e®and norms which form the core of

any corporate value system, no matter where orehommpany operates.

REPUTATION

Nowhere has the issue of measurement methods atiqgerdbeen more debated
than in the area of US multinational companies taedreputations that they attract. The
readers of the journdrortune are asked to rate the largest companies in their ow
commercial sector on eight key factors using aeso&D-10 for quality of management;
quality of products or services; financial soundnesbility to attract, develop and keep
talented people; use of corporate assets; vallengsterm investment; innovativeness;

community and environmental responsibility.

This particular technique, called ti@rtune Corporate Reputation Index, along
with other measures such as the URisancial Times/ price — waterhouseCoopers seven

factor model of business performance, have bedicized by Van Riel (1995). Drawing
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on the criticisms of Maathuis (1993) and Fryxelldawang (1994), he argues that
although these surveys are based on the opinioss-célled experts, ‘it is likely that

different results would be obtained were the sane@asurement instrument used by a
different group’. Further, ‘as a consequence, r&part scores as evaluated by the fortune

respondents relate more directly to reputation @m&asure of an investment'.

Van Riel fails to make a positive correlation bedwethe concepts of image,
identity and reputation in measurable terms anch eppears in places to use the words
interchangeably. However, his work on applied imeggearch and the various methods
in frequent use, warns practitioners that the &ali research is determined not only by
the methods used but also by the quality of thestijpres formulated. The degree of detail
in the question determines the degree of possifileement in the answer, he argues, and
states that, ‘if a company requires further infotiora about its reputation, then it must
embark upon research in greater depth’. A typiparaach is demonstrated in Figure 3.2,
produced by Echo Research, global specialistsputagion audit and analysis.

Corporate Reputation Drivers (Automotive Manufacturers)

by valiimea af Pasitive ve Neantive commeant

Financial Results, profiles, Incentives, Analyst
recommendations, Trading
statements, Shareholder sentiment

CSR/ethics/govermnance

Community service Ethical investment
Environmental responsibility, Corporate
Govemance, Transparency

Vision & Leadership

Comment on market position strategy
Industry leadership, Innovation, Quality
of Management

Innovation
Products
Hybrid Cans, Alternative Fuels, Fuel Cell

Leading models/ brands BUYABILITY: Design, Technology. Safety, Design, Fuel efficiency

performance, safety, Security, Price,
RELIABILITY: Reliable, Servicing, Warrantee

Workplace/environment

Health &Safety at work, Labor Relations,
Litigation vs. Company, Litigation vs.
Figure3.2 Corporate Reputation drive Individuals, Minority groups, Training
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This inevitably has implications for the selectiminconsultants, who in the main
are seen to be more objective about assessingethdation of an organization and
therefore more usually given the research taskngwCaruana and Loy (1999) argued
that research is more thorough if the consultimgy fhas no prior connection to the
company and is totally unfamiliar to the client.siach instances the client is likely to get
more people involved in the selection process. Atemsulting firms with international
links are favored not only by clients who have liegts in overseas projects but also by
those who actually participate in large domestiojents. ‘Firms that have foreign
partnerships are preferred over the local onesusecséhey are deemed to have the
international expertise to offer clients bettervgsss in the long run ‘they argue. Their
study also reveals that reputation is not a meastinesk and that ‘both factors are

separate constructs altogether’.

Ewing et al found that if a company does not think or recogrtizat it has a
problem, it will be suspicious of an outsider wktis it does have a problem and become
more cautious of unsolicited advice. In today'snate of corporate accountability, no
organization can afford to take such an arrogardomnplacent view of communication

nor fail to address its strategic public relatiomplications.

CAMPAIGN: STANDARD BANK, SOUTH AFRICA

This was a South Africa story told through a cargpawvhich captured the hearts
and minds of staff members and South Africans dutime national build-up to the
celebration of 10 years of Democracy. Standard Bamdbled the employment of over
800 South Africans and raised morale for tens ofisands of people. As people rose to
the challenge, they set goals and targets amorgmhselves through heightened
awareness of the client’s brand, its sponsorshdpcanporate social investment practices.
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Challenge vs. opportunity

As an integral part of South Africa’s fabric foretipast 141 years and represented
in 38 countries, Standard Bank has evolved intoedl-kmown and respected banking
brand across the globe. Locally, the brand had heted the number one financial
services brand in the Markinor Brands and Bran@ogvey for the previous seven years
and also featured in the Top 10 Most Admired andsid South African Brands

rankings.

South Africa’s 18 anniversary of freedom fell in 2004, and on 14 iAfir
celebrated its third free and fair democratic @bectIn anticipation of this, Standard
Bank briefed the Magna Carta group of companiesotaceptualize and implement a
national, holistic media and public relations stgst

Research

Research information was largely drawn from AMP8 Adex to establish South
Africa’s major bank’s positioning in the Marketpaaccording to share of voice, media
usage and activities, and target market demographimdsets and insights.

Strategic plan
The key public relations program objectives were to
* Launch the campaign to media, public and staff;
» Build brand equity and entrench the bank’s leadprgabsition;

» Build awareness via consistent brand messagesrammdiagement to participate

in the promotion;

» Effectively amplify existing key events and stragsgacross the bank’s main
sponsorship; and

* lllustrate examples of what the bank was doingualwhich the South African
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(and staff) should feel proud and optimistic.
Evaluation
Some of the findings showed that:

* There was a 65 per cent male skew of married ménchildren but there was no

distinct racial skew;

* Average household income was R10,672 with a pelsiocame average of
R6,662;

* The average age of the primary target market wasaB@ 35 in the secondary

market;

» 40 per cent took an interest in cricket, 34 pertaerrugby and 40 per cent in

SocCcer,

» 37 per cent had access to the internet, primaoilpe informed for e-mail, and
were fairly well banked, with 75 per cent havingavings account, 30 per cent
having a cheque account, 32 per cent having cregitds and 69 per cent
accessing their accounts via an ATM.

The primary campaign message was: ‘Standard Ban®oisth Africa’s biggest
supporter. We are proud and optimistic about tharéuof this country and its people,
and will continue to invest in the further develgarhand sustainability of South Africa,
and this is why'. A secondary campaign messagethatssupporters should ‘purchase a
bracelet and wear it as a symbol of your pride @pitimism for the future. The proceeds
from the sale of all beaded bracelets will go emdard Bank of distribution to worthy

organizations.’
Operational strategy

The campaign was launched in mid-January and cabedhon 27 April 2004,
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South Africa’s Freedom Day. Standard Bank promatedsubstantial corporate social
investments to demonstrate what the organizatiohdeae and continued to do, to make
South Africa a better place. It also provided afptan for members of the public and
staff from all walks of life to express their pemsb optimism and pride by helping to

make a difference to the future of the country.

An emotive television commercial, ending in theeli®4 million people. One
nation. One truly committed bank’, was created tovg that while there were many
cultures and traditions living side by side, thed'ds much more than a shared history
holding South Africans together than keeping thg@art TV execution was supported by

cinema, outdoor, print and radio.

The same theme was carried through the whole optifséic relations campaign.
Emphasis was placed on showcasing Standard Bamigsimg sponsorship of sport
(predominantly cricket), jazz and the arts, as wadl the bank’s investments in
educational initiatives. A single, innovative mediuwas chosen to drive home the
message-namely blue beaded bracelets designeddimiduals to wear as symbols of
their pride in South Africa and optimism for itdduve.

A local independent company was commissioned talmaake over a million
bracelets, creating employment for over 800 preslipunemployed and unskilled people
in the process. The bracelet contract was the saigeler of its kind ever placed in the
country. Demonstrating the enormity of the projebe raw material requirements to
fulfill the contract were equally large. It tooknei days to airfreight the five tons of beads
needed from China to South Africa and some 35 lefems of elastic, weighing in at one

ton, were used.

Staff members and the general public were encodragpurchase bracelets for a
minimum donation of only R2 each from a numberitdfssacross the country, including
the bank’s national branch network, at interacéxhibition stands created for use at the

five One Day International cricket matches agaitn® West Indies, at 12 national
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shopping centers, at selected jazz events, ame &tandard Bank Gallery.

All the proceeds realized through the sale of ttaedlets were to be given to the
Mathematics Center for Professional Teachers, somat organization dedicated to
developing South Africa’s disadvantaged youth. 8&int996, Standard Bank had
contributed R679,500 towards the Maths Center'sational development grants. It was
arranged for groups of 50 underprivileged schodédcen from rural communities to
attend their very first high-profile cricket mates guests of the bank. Chosen from
schools selected by the Cricket Legacy Projectctiilelren were treated to a full day of

excitement at the five regional one-day internatiggames against the West Indies.

Importantly, ownership of the campaign was drivenotigh an internal drive
targeting Standard Bank’s 36,000 employees. Infaonaegarding the entire campaign
was communicated using the bank’s internal sateliélevision channel, corporate
journal, back office posters, banners, etc. Eveaff anember was encouraged and
challenged to purchase bracelets and to promotedheept among customers, clients,
friends and family. All staff enjoyed a typical ShuAfrican Freedom Day celebration
party prior to the public holiday.

Evaluation outcomes

The campaign raised positive national and regiomedia coverage (print,
broadcast, electronic public relations) to the galfiR500,000+ and raised funds totaling
R1,362,340,80. Sharanjeet Shan, Executive Direfttire Maths Center, said:

Literally tens of thousands of children are to bgrfeom the donation. Less than
2 per cent of black South African students receavédiigher grade in mathematics.
Without materials, complex abstract concepts catweointernalized and concretized in
the mind. Thanks to Standard Bank and South Afrioach-needed materials and
training to schools will be supplied and mathensatiearning in our country will

improve.
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REFLECTION

Based on the information provided:

Explain the campaign’s links between image andtitleim raising the morale of
tens of thousands of South African people.

. Discuss the differences and similarities betweapaate branding and product

branding.

. In what ways did corporate visual identity supgbe reputation of the bank?

. What role did semiotics play in the campaign’s sss@

How did the Bank’'s campaign operational strategprione its own business

performance while contributing to longer term sbrigestment?
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Chapter Five
COMMENTARY
Chapter four introduced the source and target .tdixedso introduced the author of
the source text, highlighted key areas in the lamak summarized the target chapter to be
translated. This chapter presents and commentd@rctiallenges encountered in the
process of translating the source text. The maiblpmatic areas identified are register,
emotiveness, terminology, and culture. The follogyvdommentary lists these challenges
and cites sample examples from both the sourcéhenthrget texts.

5.1. Register

In linguistics the term register describes the auasi styles of language used for a
particular purpose. Features that determine a texgisre appropriateness; context,
participants and situation. Halliday, Mcintosh &restens’(1964:87) define register:
“Language varies as its function varies; it differdifferent situations. The name given,
to a variety of a language distinguished accordingse is ‘register’ ” (Quoted in Baker
1998:262).

The most predominant challenge encountered wtlalestating the source text of this
thesis is to establish and maintain an Arabic lessnregister. Unlike English, Arabic
communication has not yet finalized the specifidest that label business communication
with its own characteristics; this finding is restied to modern business communications.
As a result, business texts are usually transletiedArabic at random with no defined
work structure or a clear systematic approach.

In addition, the fact that a business communicatioay include more than one
register, could lead to the issue of register fetence. In this thesis for instance, the
source text starts with an informative and semdeaac register because the initial
message is to introduce the role of strategy inrptey and implementing PR campaigns.
However, the text continues shifting back and fartto a promoting — media style,

particularly in the section where Standard Bank gaign is presented as a success story
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model. Examples to illustrate the above are as\il
5.1.1. Informative samples

5.1.1.1. The public relations profession operates icelebrity — driven world

where even business leaders are groomed for paddeptability and promoted as

icons.

88 5 i g dae) () eVl Jeay G 5 gl adl 0 48 jatialle 8 a sl daladl R diga oyl
Al Ll 0y 20 Y 3 ed Hse S Jlae Yl plle

5.1.1.2. Image has had a bad press in public selagrms, yet image consultants

continue to be in a great demand. There are a nuoflbeasons for this.

) i) Callall ey al Glld 5 YT Y giie saia daladl Bl aalie o G all 5 ) guall (S 6l
Cland samy by 55 (e g 4 G i) e

5.1.1.3. Belief systems play a part in people’'duates. Unfavorable beliefs can

lead to a drop in sales or a lowering of shareepnehich can be corrected by

public relations involvement.

G @5 2B Al ani A A sall Clelidlls ol 1Y) GLS sl e la il clelal LlaY of

Lelall Nl 50 Jandl yie dsgmaal s 4510 Sy e g5 pgasd) el ot o bl Jasa
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5.1.1.4. Corporate image in the professional puldlations sense goes back to

1950s and the introduction of new commercial tesliewvi stations.

Clipwadll Lda ) Lalad) il igal) o seiall oy dpnsall 3seall el xS dsm
Baaadl 4y )bl 8 3l Cllase ) seda 5 A5l il

As illustrated, the above examples introduce factan informative style and the
translator is faced with the challenge of creatngimilar tone in the target text and
maintaining the text fluency. The method followattluded adopting the academic
register of the source text. At the same time spettention was paid to technical terms
such as JuY) L / clendl Lsato ensure the overall business context. In additio

business jargon was implemented through expressiorisas:! il llall / =g 5,
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5.1.2. Semi-academic samples
5.1.2.1. Newman (1956) reported that ‘the business firm maye nobody to be
kicked but it does have a character’.
Alad deadd 31 e Jlee ) i e i a8 M3UE el ) (1401) Gla gt JUial oo Laa

¢ Mousale 8 e 093 (815 puals
5.1.2.2.Boulding (1956) said, 'the relationship betweenpooate image and the
behavior of the consumers, saying that what th&vighaal, especially a celebrity

on television, believed to be true, was true fon’hi

o gl (5 @y obs llgtiaal) LS sl s T all 5 yuall (8 )" () 407 Al s Ji
J&@Sa‘)‘g\@_;ﬁaw%l_\m&"_\sh UK\L“:"""Y"JJ‘A\&S“"“S’SLEJ\ S e bé\j(jmm

vl
5.1.2.3.When advertisers picked up the notion of image #&soafor branding
products as well as corporate identity, writershef day like Mayer (1961) saw
the brand as a visible status symbol. Thirty yéatesr Gorb (1992) was to argue
that the business of corporate image design hadnhedrivialized by too close
association with external visual symbolism like dsg He recognized that the
dynamics of image lie within the firm itself andvesas much to do with manners
and interrelationships as with markets. Bernstefh91) view is that the image
can be built into a product, whereas it can at babt be adjusted for a company,
whereas Macrae (1991) believes that a corporatedbcan be translated into a
mission of pride for staff in the pursuit of exesglte, advancing company
reputation among stakeholders. From this a bramdade can grow into reality.
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The above samples illustrate one of the elemertislige to academic writing: quotes

and citations. The original referring system wasnt@ned to guarantee the integrity of
the quotes. It is crucial to say that adopting feeures of the English register here will
ensure a readable target text. This readabilityeissiay not be maintained through
applying the traditional academic Arabic style. S'imay indicate that business texts need
to be written in a simple and direct languagerne Mith the nature of the field itself. This
is ensured by the type of readers of business tekis will are not than mere
professionals of subfields such as PR, communitabasiness strategy, etc., or simply
businessmen or consumers interested in the pueencessage.

Overall, to ensure establishing a fixed Arabic bass register, it is essential to
transfer the following characteristics from Englissimplicity and directness. This
however, does not mean that the message intendadhjde. The agendas influencing
business communications are complicated and uedeltet, communicating them needs
to be in the simplest form possible and clear ehdogeliminate any misconceptions on
the part of the end recipients. As such the roleusiness translators and communicators
in general is to transmit the most powerful bussne®ssage in its simplest form without

jeopardizing its seriousness.

5.2. Emotiveness

In linguistics, there are different means by whistatements are made more
noticeable and hence conveying more informationeséhare called stylistic means,
stylistic makers, and figures of speech among otle@mes. As such most linguists
distinguish denotative / referential meaning froonmotative/emotive meaning. Hatim &
Munday (2004:162) draw the following distinction:

The connotative evaluation of the formal structuodsthe message is
essentially an analysis of the style of the commation. But to
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accomplish this, one must obviously not be restddo the sentence as
the upper level of linguistic relevance. Stylistactors affect the total
form of any message, from the level of sound symsbolo the limits of
the discourse.

In the source text, emotiveness emerges as acbalia parts where the source text

shifts into the promoting-media / business stylgbhsgquently, aspects such as rhetoric,
markedness, intertextuality, etc are considerexktoe emotiveness as a function. This is
illustrated in the underlined parts of the samplelew:
5.2.1. This was a South Africa story told through a cargpawvhich _captured the
hearts and mindsf staff members and South Africans during theomai

build-up to the celebration of 10 years of Demoygr&tandard Bank enabled

the employment of over 800 South Africans and chis®rale for tens of

thousands of peopléAs people rose to the challengbey set goals and

targets amongst themselves through heightened aesseof the client’s
brand its sponsorship and corporate social investmeattjges.

e ool 3l Ly 8 g S Jgie 5 gl oyl ) dleal) dlaal) o Gilaaf e a3l
aall oda 8 Ly il ogin 8 Aok 8 sanall e Gl g ey JUsOU ke ol JSH) dlaa

<l e Sy gina (e Cand g Al Cagin gl ge Av e e 2 Le Cida g oy o ailie Culd
o i pay o (il sall Jae Aleall 8 48 JLaall gaad Jgiyg LAY (e i glY)
e ALY Ll jlae s Llladll Leslle 5 @iy o jailind 4 pladll Adlally Gae o5 ¢ s

il ol dgusns 3all A sl dpn

5.2.2.As an integral part of South Africa’s fabriior the past 141 years and

represented in 38 countries, Standard Bank hasyeyahto a well-known and

respected banking brand across the glaloeally, the brand had been voted

the number one financial services brand in the MarkBrands and Branding
Survey for the previous seven years and also fedtur the Top 10 Most

Admired and Trusted South African Brands rankings

¢al iVl il o ¢hjla A 0 A pae aaS @l g WY el o jailia b el il
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5.2.3. An_emotive televisiorcommercial, ending in the line 44 million peopl@ne
nation. One truly committed bankwvas created to show that while there were

many cultures and traditions living side by sidegere was much more than a
shared history holding South Africans together thkaeping them apart. TV

execution was supported by cinema, outdoor, pridtradio.

Gl JiA% Cua el e sdaall 5 Laipud) W3S 3 aale JWED e dyla dles IS &5 a8

Al OS5 el 51 Bala aaly Cb s g Basie dal s dews (ysale sma iy @ " 1B lay e

G el iy Ly 8 i & Adlaiall ) jlzasd) daas o La)sad Al Cas ol dleall o2a (e

Lilad Laas g ol e

In the above three samples, emotiveness is marafeghe source text aims to
promote the success of Standard Bank’s PR campé@lgnquote also serves the aim of
promoting Standard Bank as a banking brand. Twsirmét the same message into the
target text, it was necessary to keep the same ¢tév@motiveness through appropriate
lexical and idiomatic choices. Furthermore, theaheal features of the Arabic language
are used to maintain the sentimental tone of tlieceotext. An example of the idiomatic

translation is (...a campaign which captured thetseard mind®f staff members /

Ly 5 gin S Jie 5 @yl ) An example of lexical is (44 million people. Onation.
One truly committed banky i) §sla sl 5 (o yna g anie dal 8 daws () sile sl 5 @),

5.2.4. Sharanjeet Shan, Executive Director of the Mathst&esaid'Literally tens of
thousands of children are to benefit from the diomatLess than 2 per cent of
black South African students receive a higher gredenathematics. Without

materials, complex abstract concepts cannot benmlized and concretized in the
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mind. Thanks to Standard Bank and South Africa, mmeeded materials and
training to schools will be supplied and mathensatearning in our country will

improve"

JSdy s diann (U Maths(osile) Sl ) anded 35S jal (s28il) jaaall Gl Cuns) LS Ble S8
3 gaall U A Jene (08 % Y (e Jil 6liy 2 jaili e 5 (e JUlaYT (e gV e Lad
Ll ol (5 o padind Y L) il 1) 8 Alle dpaed a5 (5 0m0 0 Ly 8l i 8
N5 b ey Lt Lole L s callay aualiall 5 ggaliall elli (o ja8 ¢ Cilanialy )l maaliay (3le ee
S 138 5 el 3 jailin ey Juady lalie ol 38 138 5 Aubiall a0l el s <l eailly (s ladl

Maly (& bl Hl sl ) gl 8 aalu ¢l

This sample is a direct media quote which, in addito the aspect of emotiveness,
requires special attention to the consistency etwo versions of the quote. Media quote
is an important tool in establishing leadershipfifgoAccordingly, it is essential to give
due consideration to aspects such as gender, eustiyle and language when translating
it. Maintaining such aspects clear, strong and isterst will enhance the leadership
profiling of the senior management of organizatitimeugh their media quotes.

Translation as such plays an influential role imomunicating the leadership profiles
to the target audience. In addition, another ingdrtmessage in the quote is that
Standard Bank is serving the noble cause of supgamath’s education in South Africa.
The underlined words are to reflect the functioneafotiveness in both aspects. For
instance, rhetorical repetition in the Arabic laagea is used in ;(Juai Walic mual 38 13
Laly & Sibialy Hl aalat o sdat 8 asboss ¢l U 138 5 el 3 y0ilin e i), Also, semantic pragmatic
translation is implemented as shown in the follgyviexical and idiomatic choices:
(sl=d JSi s, A Jane (salaall (u 2).

5.3. Terminology

A common problem related to business terminologgethe poor understanding of
their importance and nature on the part of non4gfists. Terminology is concerned with

the correlation between concepts and their desgmat Terminology designations
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however are not restricted in the form of a wordpbrase; designations as such may
involve symbols, codes, formulae, etc. Terminoldglyes on an added importance as
terminology standardization is one of the preratgssof technical standardization. The
above is further described by Baker (1998:255):

Terminology is the field of study of the technitalms used in a business,
science or special subject. The importance of théar translators is in
the terminology attempts to explain the behaviortesins with respect
both to knowledge and understanding. In additibaitempts to define the
scope of neology that is the practice of coining/meords.On the other
hand, standardization of terminology is the proagfsanifying and
fixing each referent and unifying and standardizinits
designation.(emphasis is mine)

One of the significant current realities in the ibhass field is that business
concepts and terms are rapidly evolving. Arabimcwnication, on the other hand, has
not yet kept pace with the rapid growth in the bass field specific terminologies. This
resulted in a lack of standardized terminology @maccurate interchangeable use of
business terms. This situation has contributed t@ague perception of new business

concepts particularly for the average reader.

In the business world, standardization in generasisential for purposes such as
business quality, business ethics and corporatergamce. These purposes are taken
further with the fact of globalizing organizationedbmmunications which stresses the
need for standardization to avoid any cultural asidn. A consequence of this is that
organizations are increasingly applying terminologgnagement methods and systems.
Examples of activities of terminology managememt standardization of terminologies
and standardization of terminological principlesd amethods. The International
Information Centre for Terminology sets the follogi aspects as basis for the
standardization process:

1. Concepts: things such as organisms, creaturestssvprocess,
phenomena of the real world and conceived objects.

2. Objects: mental abstractions corresponding to ¢djec
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3. Representations: verbal and non-verbal represensatif concepts
(e.g. terms or other kinds of designations for diegoconcepts,
definitions or other kinds of explanations for d@siag concepts,
i.e. graphical symbols, pictures, diagrams,motiics)
http://www.infoterm.info/standardization/basic_pniples.php#rep
resentations

A further practical dimension is what Sager introelsiin her book, A practical
Course in Terminology Processing, which provides the key to methods of terminology
management for general and specific purposes. $49@6:120) lists the methods used

for terminology standardization as follows:

1. Redefinition of words: It is an economical methbdttinvolves restricting the
range of denotation. This method is criticized fack of precision and
inappropriateness owing to residual connotationsclwimight be retained
from the general language use.

2. Redefinition of existing terms: It frequently reotefs concepts such as the
multiple definitions of ‘word’ or ‘sentence’ in lguistics. Despite the method
being economical, the instability of the underlyicgnceptual structure may
impair precision.

3. Derivation: It involves utilizing the derivationploperties of the sublanguage
or of the general language in which the sublanguagambedded; e.g. de-
hydr-ate, internal-ise/ize.

4. Composition: It combines existing words/terms aretmis from other
languages or sublanguages.

5. Borrowing: Here a term/word is adopted from a fgrelanguage such as
input, output, printer in Italian and French.

6. Compression: It reduces the existing term to a momapact form by creating
an acronym or by use of initial letters alone.

The translation strategy followed in translatthg terms used in the source text
employs a combination of all of the above methddspite of the fact that unifying the
standardization methods is crucial to reach tertomo standardization, yet this is a
decision that requires collective efforts ratheanthindividual acts. Furthermore, the
diversity of terms in the business field as demaestl in the ST, demands a broad scale

approach. The translation procedures followed ifs tthesis to render business
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terminologies from English into Arabic are as folk
1. Identify the representation of the term.
2. ldentify the dictionary use of the component wasfithe term.

3. Search for the Arabic equivalent already in use pndritize the findings
according to the frequency of use.

4. Anticipate any cultural issues that may resultaiuhe translation decision.

5. Finalize the equivalent term according to gramnatiules, phonology
appropriateness, professional definition and caltacceptability.

The following is an illustration of the diversityf terms included in the present source

text:
5.3.1. Corporate Communication

This term represents a field that was originatedaawriting-based channel of
communication in the business field. Over the yeanporate communication evolved
and eventually ended up as a departmental authtbatycreates monitors and directs the
overall organizational communications. Nowadaysmewnication represents all one
aspect of the actual role corporate communicatiagspin business organizations. The
term is translated into different equivalents sashiw3ley) QEall / /s sall Jasal 53
4rausall WMLl The accurate choice according to the actual sobperk and functions
iS Awewyedl ClBdall, Moreover the term~wsll Juwalslll may get confused with
telecommunication terms. This term is also an evidthat translating business
terminology requires comprehending the full functiof what it represents. A holistic
approach ensures producing flexible yet accuratévatents and reduces the possibilities

of change in the claim for accuracy.

The term Corporate has turned to a mutual companentny critical new terms and
in different contexts. Below are some of these germ
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5.3.1.1. Corporate Image dmw sall 5 ) sal

5.3.1.2. Corporate Identity 4w sl 4 5l

5.3.1.3. Corporate Governance i sl 4aS gl

5.3.1.4. Corporate Citizenshipiuw sl dilal gl

5.3.1.5. Corporate Social Responsibilityaisall slad dp gall 43 gusal)
5.3.1.6. Corporate Assetsimws sall Al

5.3.1.7. Corporate Accountability s sall e Lusal)

5.3.2. Known terms in new contexts

The next set of examples relate to terms that lest@blished new meanings due to

their new functions or roles in business commuiocat
5.3.2.1.Brand equity:4: sl 4adladl Al
5.3.2.2.Pseudo — idealals) 5 52l
5.3.2.3.Self-styled imagei s ihasi G35 ) ea
5.3.2.4.Brand: kil &kl
5.3.2.5.Livery: 4 laill s Lay)
5.3.2.6.Added value:ailiaall 4l
5.3.2.7.Profile: 3 s« 4sal
5.3.2.8.Industry Leadershipiawaiidll sLal

5.3.2.9.0verseas projectsil s g lia / & iin
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5.3.2.10 Best PracticeSuigall <lu jlaal) Juail
5.3.2.11International Expertiseiwlle & 52

Brand and Livery both stand for the same concdm: commercial symbol of a
company or product. The difference is in the widse of the term ‘Brand’ and the fact
that the term Livery has been established in #id fivhich makes it difficult to ignore its
presence in a text. To maintain the DifferentiationArabic; | translated ‘Brand’ into
43 and Livery intos_lay). Keeping a form type differentiation will assist dealing

with source texts that include both terms.

Overseas Projects, International Expertise, Ingtudteadership, Brand equity,
Pseudo-ideal, and Added value are translated rQArabic terms shown above. Both
the conceptual and linguistic correctness are ohetexd in addition to the range of use by
translators. The usual literal translation of thmgle word component such as: Overseas
=)l ¢l 5 W, Industry=4cluall, International&dsdl is altered by the new combined form

and, accordingly the terms were translated iAtg?, dvaais dule,
5.3.3. Definitions

The source text introduces definitions of somehef key terms and concepts of its
topic. Definitions in general can be distinguishectording to two major types; the
descriptive definition which provides the meanimg general use and the stipulative
definition that carries a specified meaning. ThiéoWwing definitions are describing the
meanings of the terms in their general use but ther purposes of this chapter.
Subsequently the TT was produced within the sanm&ppetive, the definitions are:

5.3.3.1. Celebrity: Fame or notoriety.
Al ¢ pus gl il iad 28 g Capeall Sl SAN i g3 s
5.3.3.2. Image: A mental picture or idea produced from imagon or

personality and presented by the public to / of easgn, group or
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organization by others.

3l e A 2y Al g Lo dpadd o Jadl e ) g s 5l 5 KAl ixay 3 ) saall

Aise glde gaan ol paddi e

5.3.3.3. Identity: A state of having unique identifying ordividual characteristic
by which a person or thing recognizes or definegher/itself.

oe Gl A e a5 A0 il Gailiaddl o) e Al @Dl a5 4 e

o

.cgﬁ: ‘9\ (B

5.3.3.4. Reputation: Notoriety of fame, especially for sfiesi positive or
negative characteristic. Repute is the public esion of a person or thing
to be as specified, usually passive.

@A) bl a5 Badsa dple 5l dulay) Gailadd (ald S5 el el s Capall

cghn S 058 Lo Ll 5 a5l i L) 3 Aalall DA 00

As noticed the ST is defining nouns and accorditiggydefinitions are in the form of
nouns which the form maintained in the TT. In aiddit definitions vary in length and
details depending on the information intended,hesent ST presents the definitions in
relatively short phrases. Consequently the TT isntamed within the same length to
avoid any unnecessary expansion or misconcepti@sidBs, special consideration is
given throughout the translation process to thennparts of a definition statement.
Basically every definition statement is outlinedhnee parts:

1. Term being defined: is the part of a definitiontestaent that serves
as a label for the classification and identifyirfgacteristic(s).

2. Classification: is the part of a definition statetnéat tells under
what category or group a term is located.

3. ldentifying characteristic(s): tell how that terneibbg defined is
unique or different from other terms that share thame
classification.
http://www.mdfaconline.org/modules/module_c03/mede3.htm
I
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The following is an example of the three parts idfied in one of the above

definitions:

Image A mental_picture or ideproduced from imagination or personality and pnése
by the public to / of a perspgroup or organization by others.

e sann 5l padd o ol (e 4 4y A 5 Lo dpadd 5l JLall e Il g L) ol 5 KAl inay 3 ) saall

.m}A ji
1. Term being defined: Imagess sl
2. Classification: Picture/idege L3y / 5 ,<4l
3. Characteristic(s): ...presented by the public tod pkrson, group

or organization by othersge sl (s 4ani oty 53

LA

myj\mjmj\um

As shown through the above illustration, applyingoe technigue ensures
capturing the concept of the ST systematically hadce ensures the accuracy of the
definition statement. Furthermore, simplicity, a@sty and economy were considered in

the TT for the following reasons:
1. Simplicity of the target phrases to ensure readwlidr the target reader.

2. Accuracy of the target meaning to ensure the trsssom of the original

meaning.

3. Economy in the target words to ensure the accdjiyabf the target text in

terms of definition standards.

5.4. Culture
A good translation of modern business texts requaegood command on the
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associated cultural interpretations. In today'®bglized business world, avoiding
cultural clashes is a top priority in the businessimunications. Defining Culture reveals
the aspects of which translators must considenanact of translation, Merriam-Webster
Online Dictionary defines culture as: “...the integdh pattern of human knowledge,
belief, and behavior that depends upon the capdottylearning and transmitting

knowledge to succeeding generations.” http://wwwrtam-

webster.com/dictionary/culturd’ointing out these sensitive elements indicétes the

core aspect in translating cultural meanings isntifieng the value intended and
evaluating the acceptance by the target audien8arasn (1996,139) similarly verifies:

Translators must constantly make decisions abautctitural meanings
which language carries, and evaluate the degreditch the two different
worlds they inhabit are ‘the same’... In fact the qggss of meaning
transfer has less to do with finding the culturescription of a term than in
reconstructing its value. (Quoted in Hatim & Mup@®904,313)

While translating the present chapter many cultaspects were encountered,
chiefly in conceptual, terminological & lexical anleological perspectives. The

examples are as follows:
5.4.1. Conceptual perspective

5.4.1.1. The concept of promoting business leader&ons may not be
easily accepted in Arab societies, which still egdasfame and celebrity
as false materialistic values. Another challengeamcept is profiling

organizations as recognizable identities that hiéne@r own reputation,

identity and image. Not to mention that the casel\siof Standard Bank
PR campaign has covered many cultural areas ofppnsite social and
economical system. My decision was to foreignize thwrget text as the
aim of the source text is informative. This deaiswas facilitated by the
fact that the source book is targeting professonal the same field.
However, different translation techniques wouldén&een required if the

target audience were average readers.
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5.4.1.2. Corporate Social Responsibility, Corpsrafccountability,
Corporate Governance, Environmental Responsibilighor Relations,
Reputation Management, etc. are new business ctndepthe target
culture. In fact some of these concepts are alreatblished in different
contexts, for instance charity for the Corporatei&dResponsibility, legal
for the Corporate Accountability and Corporate Goaace. An
introduction to these concepts on a corporate lesglires a profound
understanding of their roots, roles and potentiahdh.

For instance, introducing Corporate Social Resjlityi to the target audience
will require establishing a strong and gradual raexpproach. The concept of charity
is rooted in the Arab culture both religiously aatially, not to mention that CSR is
seeking more sophisticated ways to approach therzomty than merely sponsoring
blood donation drives or poverty- support campaig@®rporate Governance,
Corporate Accountability, Reputation Management bhaldor Relations are critical
domains and influenced by complicated regulatidhsbsequently their terms and
communications need to be accurately translated fiked and clear Arabic

equivalents.
5.4.2. Terminological and lexical perspective

Intracultural aspects also influenced the lexicatl @erminological choices. An
example illustrated earlier is Celebrity.eil. Another is the term corporate reputation:
Cuall wwsdl It was the dialect use of the wordsesl / cwalithat determined the final
decision of choosing~<ll rather than_e3. The dialect use indicates that<lreflects
more the positive implication of fame while_<illequally reflects the positive and
negative connotations and subsequently requires esgecification to determine the
implication intended. Reputation as a term herergsebnly to the positive fame as an
objective in the business — Public Relations fidlthreover the terms Reputation and

Corporate Reputation were alternatively used instigrce text. Yet, it was decided to
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only use %l cuuall as an equivalent all through the target text.
5.4.3. ldeological perspective

Furthermore the chapter includes segments on emiermal and local business
activities. It is important to translate such segtaewith maximum objectivity and
transmit the message as originally intended to tamnoyalty to the source text and

avoid unnecessary cultural inconveniences. Thikigtrated in the following example:

Also, consulting firms with international links dli@/orednot only by clients who

have interests in overseas projects but also bgetlwho actually participate in

large domestic projects. ‘Firms that have foreigmtqmerships are preferred over

the local onebecause they are deemed to have the internatizpeattese to offer
clients better services in the long run ‘they arglieeir study also reveals that
reputation is not a measure of risk and that ‘Hathors are separate constructs

altogether'.

Ce Ol e Manll Jib (pe Jadd ad A sal) cSlall cnld A L) il gal) Juocali L 43ld Ladl
LS Jaaiill 138 8 Canall 5 Ak ol o jliiall & (S jliial) Gl U8 (e Ll Lad) 5 30 50l cliially
30 el Loy aliie S Al @5 e 4y YY) culS il cold ol gal) Juad oy " B i sy
Gl o e agiul 0 CaiS 8y My shll gadl e itlead (il cilead asiin Ul dualle

Ml il (e sgie OIS Clalal) IS (i " dalaall dani) Lalyie () (s 30l

The above example reflects an opinion that favegamizations with international links
rather than local organizations. In the target,téw original message is clearly stated as
an opinion of certain group of scholars and no¢@egal recommendation. Books like the
current source text are usually used as referermesbusiness communication
professionals and strategists. Accordingly, suchiops need to be transmitted with
attentiveness to avoid any cultural clashes.

Thereupon, the cultural aspect in business commatiaicis becoming a crucial element

in related bilingual correspondences. Internatidasiness is emphasizing the cultural
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role as an essential component of its global comoation. Marketing and Advertising,
in particular, demand a profound understandingiféém@nt cultural aspects to maximize

the impact their promotional campaigns.

Overall Commentary

As noticed, the present ST combines more than egeter, namely academic
register and business register. Moreover, the dgyolaries according to the multiple
functions of the text. For instance, it is informatin parts related to academic data
presented and expressive in parts related to nagdiabusiness promotion. As a result,
the act of translation required a compound apprdsaded on the different translation
methods mentioned in the literary review of thiedis. This may suggest that what is
required in texts with such rich diversity is tHellsof utilizing the different translation
approaches rather than adopting only one. This semndent by the multiplicity of
challenges encountered while translating the sedechapter.

Nevertheless, a broader analytical scale may préiserpragmatic approach as the
leading approach called for in business translatims is indicated by the business
agendas authority on creating and channeling bssim®@mmunications. To put it
differently, strategy is a key word in the currénisiness world. Consequently, all vital
business processes are being strategized towandstésm and short term goals and
objectives. This is even truer in business comnatimn as it is the final channel trough
which business ethics, decisions and plans arermiied or announced. Pragmatics as
such, is utilized as a tool of both creating andnownicating messages across
organizations and communities.

Similarly, semiotics and culture play an influahtrole in translating business
texts related to marketing and advertisement. Th@rgued that these texts encompass
elements of creative writing, global-target audes)ccultural codes, signs and images
wherefore translators have to go beyond the usaraponents of the text; words, phrases
and sentences. An illustration of this point is Bi¢ campaign case study in the present
ST. In addition, that ST is already pointed asrapartant tool in the global context of
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business and business communication.

Nevertheless, the present findings are mainly édhito the selected chapter of
this thesis. Otherwise, the practice of businesmsstation is covering a wide range of text
types with enormous diversity of purposes and causteAn evidence of this the
increasing role of language and language trendthenbusiness world. This role is
exceeding the field of business communication teofields such as business strategy
and leadership profiling. Eventually, this all wilad to a greater role for translation
since whatever is produced in all these fieldseguired to be channeled in bilingual

correspondences.
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Chapter Six
CONCLUSION

This research was conducted to examine the rdl@ae$lation in key sectors such
as Business and Economics and whether translatotisei field call for more flexible
theoretical resources and more dynamic practigalagehes. This thesis also established
theoretical frameworks of both translation studiesl business communication in order
to set a clear foundation on which upon the ingesiton can be carried out. Furthermore,
the thesis highlighted the modern context of busEnganslation and emphasized the
importance of considering the overall perspectieéghe fast growing and globally
expanding world of business.

This thesis used a practical approach throughlating a selected source text for
the purposes of investigating and determining thellenges that translators face in
rendering the business field specific terminolodiem English into Arabic.. The process
of selection was based on targeting a comprehessivece text that encompasses a wide

range of concepts and terms in use in the curnesihbss practices and environment.

The thesis unfolds in the following manner: Chajatee introduced the theme of
the thesis and presented a summary of the comiétit® coming chapters. Chapter two
critically surveyed and reviewed translation modafted approaches with a view of
deciding on the most appropriate translation teges to be used for rendering the
source text into Arabic. It focused on the notidnequivalence, text types, skopos,
discourse analysis, pragmatics, cultural turn aast golonial studies and translation.
Chapter three presented and elaborated on busioggsunication theories and business
translation. In chapter four, the source text (Shy and the target text (Arabic) were
introduced. Chapter five represents the crux of thesis. It gives a detailed commentary
on the challenges encountered in the process élating the source text into Arabic.
Chapter five critically presents and reviews theamfandings of the research. Finally,

chapter six puts forward the recommendations othiksis in the light of the translation
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process and the problematic areas encountereansldting the source text.

Findings and recommendations
The thesis suggests and recommends the following:

* One of the most significant findings to emerge friims thesis is that Arabic
communication has not yet finalized the formatida dusiness register. This
may result in affecting the information flow in theelated business
communications. This also leads to drawbacks ina ané terminology

standardization.

* It is also shown that register interference is allehge encountered while
translating modern business texts. As modern bssicemmunications may
include different registers, translators need toettep skills in maintaining
these registers without jeopardizing the integafythe target text or losing

sight of the overall business context.

* Another major finding is that emotiveness may tmto a dominant feature in
business texts related to branding Corporate Iyer@lorporate Image and
Corporate Reputation. Accordingly, translation tetgées need to be modified
through introducing and adopting more practicalpaiyic and flexible

approaches.

* The thesis also shows that translating media quates business
communication is an expanding area where elemeonth @s gender,
leadership profiling and pragmatics are to be casty considered by

translators.

* One of the most obvious findings to emerge frors thesis is that translating

business terminologies into Arabic is engulfed withjor problems such as
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lack of terminology standardization and unified ngktion and

standardization = methodologies. Therefore  priontizi terminology

standardization in translation is an issue thauireg and demands more
serious efforts. Initiating such a process will shraisconceptions of critical
business concepts and terms.

This thesis suggests that concept investigationcnscial in business
translation. The reason for this is that businemscepts are continuously
evolving and in many instances, overlapping. Th@lémentation of this
suggestion would, in my point of view, lead to aemy and precision in
business terminology in Arabic.

The thesis also reveals that business communichtisnstrong overtones of
cultural considerations: political, social, glolaaid local. As such, translation
runs into challenges presented by the diversitpe$sages and audiences.

Moreover, the results show that in Business Traieslathe source text and
the target text are equally important since thennodijective is to implement
the agenda of business management, marketing artuic PRelations
strategies. In view of this fact, translators whttaia an accurate
understanding of these strategies will not onlyabke to translate the source
text with maximum transactional efficiency but valso be able to implement

changes to the source text, if needed.

The findings also indicate that business commuioicaprofessionals are
increasingly utilizing linguistic methods and trendo carry corporate
messages across their organizations. The evidenoe this point suggests
that translators need to enhance their awarenedskaowledge of the

multidimensional role of language in organizatioo@nmunications.

The results clearly show that consistency in buisigousiness correspondence

is decisive especially in legal and business gyatontexts. This indicates
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that translators need to take consistency serioasly consider it a first
priority in the translation process, mostly in meduotes and statements.

* The findings identify glossaries, term banks andcsized dictionaries as
essential resources and tools in business comntiamcand translation.
Given that the availability of these resources altilitate the process of
creating, translating and editing business textswill also enhance the

standardization of terminologies, particularly inaBic.

* The translation process of the ST resulted in aggly of 10 business and
PR terms translated for the purposes of this thésppendix)

* Owing to the pace of work in the business fielén#lators are subject to
unpredictable pressures and events. This is véribg the unreasonable
deadlines as the most critical challenge encoudteretranslating business
texts. Taken together, enforcing methodological rapphes, strategies,
techniques will enhance the act of translation@mslire product quality.

* A final unfortunate implication of this thesis Isat translation is not regarded
as a high-prestige profession, particularly in etatke the Arab World. The
current finding results in continuous attemptsrplove the translated texts
by non-translators may subsequently result in “gragslation”. The evidence
from this finding suggests that conducting resedrclareas of specialized
translation will improve not only translation apracess and product, but will
also empower the profession and professionals amdtigem the respect they
deserve. This may imply that the market needsiftedhltranslators with a
very rich business background.

This thesis does not claim to have covered atuies of business translation into

Arabic or to have touched on all issues relatedusiness translation, in general. These
findings are specific to the source text selectegtirposes of this thesis. Accordingly, it

only touches on a small portion of the vast areBudiness Communication. Given the
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scope of thesis, it is impossible to cover all ésspertinent to business translation. Yet, |
hope this attempt would pave the way for furtheesrch to explore other challenges in
the field of business translation and communicaitioa globalized world.
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o

10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.

Glossary

Words/phrases

Added value

Advertising Promotion
Aesthetic Impact
Aesthetic Impression
Aesthetic Output
Aesthetic Quality
Aesthetic Strategy
Alternative Fuels
Analyst Recommendation
Applied Image Research
Authenticity

Automotive manufacturers
Avoidance

Banner

Best practices

Brand

Brand Equity

Brand image

Branding

Brands Buyability

British People’s Psyche
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22.
23.
24.
25.
26.
27.
28.
29.
30.
31.
32.
33.
34.
35.
36.
37.
38.
39.
40.
41.

42.

43.
44,

Broadcast

Budget

Buyability

Celebrity

Celebrity — driven society
Cheque Account
Community Service
Competitive Advantage
Consistency

Consultants

Consulting Firm
Corporate Accountability
Corporate Assets
Corporate behavior
Corporate Citizenship
Corporate Communication
Corporate Expression
Corporate Governance
Corporate identity
Corporate image

Corporate Social
Responsibility

Credit Cards

Cultural diversity
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45.
46.
47.
48.
49.
50.
51.
52.
53.
54.
55.
56.
57.
58.
59.
60.
61.
62.
63.
64.
65.
66.
67.

Cultural Values
Cultural Web
Customer Impression
Customer Perception
Differences
Diffusedimage
Distinctiveness
Drivers

Drop in sales
Emotive

Empirical research

Employees

Environmental Responsibility

Ethical Investments
Ethics

Excellence
Executive Director
Financial Services
Financial Soundness
Foreign Partnership
Fuel Cell Technology
Fuel Efficiency

Global Communication
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68.
69.
70.
71.
72.
73.
74.
75.
76.
77.
78.
79.
80.
81.
82.
83.
84.
85.
86.
87.
88.
89.
90.

Health & Safety at work
Hybrid Cans

Icon

Incentives

Industry Leadership
Innovation

Input

Integrated communication
International Expertise
International links
Interrelationships
Inventory

Key issues

Labor Relations
Leadership

Leading Brands

Leading Models
Litigation VS. Company
Litigation VS. Individuals
Livery

Long — term Investments
Low profile / high profile

Lower of share price
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91. Macro

92. Market Position

93. Marketers

94. Mass Communication
95. Measure of Risk

96. Media Coverage

97. Micro

98. Minority Groups

99. Mission

100. Multinational Companies
101 National

102 Not influential

103 Operational Strategy
104. Output

105. Overseas projects
106. Ownership

107. Passive

108 Perceptual Components
109. Physical World

110 Policy

111 Positioning

112 Poster

113 PR Campaign
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114. Procedure

115 Product image

116. Profile

117. Pseudo — ideal

118 Public

119 Public Relations

120. Quality of Management
121 Quantifiable

122 Referents

123 Regional

124. Reliability

125 Reputation

126. Reputation Audit & Analysis
127. Saving Accounts

128 Self-styled image

129, Similarities

130. Situation Analysis

131 Specified Image

132 Sponsorship

133 Staff

134. Stakeholder

135 Stakeholder expectations

136. Stakeholder Relations
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137. Stakeholder sentiment
138 Stakeholder sentiment
139 Strategy

140. Style

141 Substance

142 Sustainability

143 Sustainable

144. Synthetic

145 Tangible

146. Target Market

147. Technique

148 Trading statements
149, Training

150 Transparency

151 Uninvolved

152 Variables

153 Visibility

154. Vision

155. Visual Identity

156. Visual representation of
reality

157. World of ideas

158 Yielding
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