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Abstract  

This study examines the translation strategies employed by Saudi football clubs Al Hilal and Al Nassr on their Arabic and English X 
accounts. Using a mixed-methods approach combining quantitative content analysis and qualitative discourse analysis, the research analyzed 
tweets over a 6-month period to evaluate translation accuracy, cultural adaptations, and engagement metrics. Findings revealed that both clubs 
predominantly use literal translation, but also employ cultural adaptation, paraphrasing, omission and addition strategies. Al Hilal's 
translations were found to be slightly more accurate than Al Nassr's. Culturally adapted posts generally received higher engagement from 
international audiences. The study identified challenges in translating sports-specific terminology and cultural references. While the clubs showed 
similar overall translation approaches, differences emerged in their handling of culturally-specific content. The research provides insights into 
effective bilingual social media strategies for football clubs seeking to expand their global reach, highlighting the importance of balancing linguistic 
accuracy with cultural sensitivity in sports communication.  
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INTRODUCTION 

Social media platforms are becoming vital tools for sports organizations to interact with their global fan base 
and stakeholders in the age of globalization and digital communication. Particularly football teams have 
embraced social media to reach a wider audience and increase their global footprint. This study examines the 
usage of X in both Arabic and English by two well-known Saudi Arabian football teams, Al Hilal and Al Nassr, 
with a particular focus on their social media strategy. Among all Saudi clubs, Al Hilal Club is the oldest to have 
an English-language X account. When the English-language Al Hilal account was first started in October 2009, 
it had 383.1 thousand followers and had sent out 16,742 tweets. The Saudi League currently holds the same 
ranking as AL-Nasr, which comes in second place behind Al-Hilal. This is because the competition has spread 
to social media sites. 233,679 people followed the Al-Alamy account when it was created in October 2012, and 
9,122 tweets were sent from the account. 

Sports organizations looking to expand their worldwide reach are increasingly adopting the practice of having 
multilingual social media accounts. With this strategy, teams may effectively engage with their local fan base 
while also reaching out to global audiences. Nonetheless, there are special opportunities and difficulties 
associated with translating and localizing material across languages, which call for careful consideration. 

Translation studies, sports communication, cultural relevance, digital marketing insights, globalization of sports, 
language analysis, and comparative analysis are among the domains in which this research holds importance. 
With an emphasis on sports social media, it offers insights into the difficulties and solutions associated with 
interpreting short-form, real-time content in a sports setting. Sports organizations looking to grow 
internationally, especially those from non-English speaking nations, will find the data useful. The study also 
looks at how language, culture, and sport interact, emphasizing how important translation is to cross-cultural 
communication. Additionally, it provides important information for social media managers and marketers 
operating in international sports contexts regarding the efficacy of bilingual social media tactics in sports 
marketing. The study adds to the larger conversation on the globalization of sports and the part that digital 
media plays in it. Language learners, translators, and linguists interested in cross-linguistic communication in 
sports can all benefit from the linguistic analysis of Arabic-to-English translations in a particular context. The 
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study is significant because it can help sports clubs improve their translation procedures, address the growing 
need for effective bilingual communication in the global sports industry, and highlight the significance of 
accurate translation in preserving the authenticity and integrity of social media content. 

This study intends to examine how these clubs handle the challenges of bilingual communication in the digital 
domain by comparing and analyzing the social media postings made by the Arabic and English X accounts of 
Al Hilal and Al Nassr. This study attempts to clarify the wider ramifications of translation and localization in 
sports communication via social media by looking at the content, interaction tactics, and linguistic idiosyncrasies 
used in both languages. In light of Middle Eastern football clubs' efforts to expand internationally, this research 
is significant because it may help shape best practices for multilingual social media management in sports 
companies. Additionally, it adds to the expanding body of research on the function of social media translation 
in international sports marketing and fan engagement. 

Research Objectives 

The primary objective of this research is to analyze and compare the English translations of Arabic tweets 
posted by Al Hilal and Al Nassr football clubs. This overarching goal encompasses several specific objectives: 

To analyze the translation strategies used, focusing on linguistic accuracy, cultural adaptation, and preservation 
of tone and style. 

To identify the translation strategies employed by both clubs in adapting their messages for an English-speaking 
audience. 

To examine the cultural adaptations made in the translation process and assess their effectiveness in conveying 
the original message's intent. 

To evaluate the challenges faced in translating sports-specific terminology and culturally-bound expressions 
from Arabic to English. 

Questions of the Study 

The study seeks to answer the following questions: 

How accurate are the English translations of Arabic tweets posted by Al Hilal and Al Nassr? 

What are the translation strategies employed by both clubs in adapting their messages for an English-speaking 
audience. 

What are the cultural adaptations made in the translation process and assess their effectiveness in conveying 
the original message's intent. 

What are the challenges faced in translating sports-specific terminology and culturally-bound expressions from 
Arabic to English. 

Theoretical Framework 

This study is grounded in several theoretical frameworks that inform our understanding of social media 
translation in sports communication: 

Social Media and Sports Communication: The rise of social media has fundamentally altered the landscape of 
sports communication. Scholars such as Boyle and Haynes (2014) have examined how digital platforms have 
transformed the relationship between sports organizations and their fans, creating new opportunities for direct, 
real-time engagement. This study builds on this work by exploring how translation practices mediate this 
engagement in a cross-cultural context. 

Translation Theories: Several translation theories are relevant to this study. Skopos theory, developed by 
Vermeer (1978), emphasizes the purpose (skopos) of the translation as the key factor in determining translation 
strategies. This is particularly relevant in the context of social media, where the purpose of engaging a global 
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audience often drives translation decisions. Additionally, Venuti's (1995) concepts of domestication and 
foreignization provide a framework for understanding how cultural elements are handled in translation. 

Cultural Adaptation in Translation: The work of scholars like Bassnett and Lefevere (1990) on translation as 
cultural transfer is crucial to our analysis. Their perspective on translation as a form of rewriting that is 
influenced by and influences the target culture informs our examination of how Saudi football clubs adapt their 
message for an international audience. 

Digital Communication and Translation: Recent work on the challenges of translating digital content, such as 
that by Desjardins (2017), provides important context for understanding the unique constraints and 
opportunities presented by social media platforms like X. 

Sports Globalization and Localization: Giulianotti and Robertson's (2007) work on glocalization in sports offers 
a valuable framework for understanding how global sports brands (in this case, football clubs) adapt their 
communication to local contexts while maintaining a global appeal. 

The advent of social media has revolutionized the way sports organizations communicate with their fans and 
stakeholders. Over the past decade, platforms like Facebook, X, Instagram, and TikTok have become integral 
to sports marketing and fan engagement strategies. These platforms offer unprecedented opportunities for real-
time interaction, content sharing, and brand building. 

In the realm of sports, social media serves multiple purposes: 

1. Fan engagement: Teams and athletes can directly interact with supporters, sharing behind-the-scenes content, 
live updates, and exclusive information. 

2. Brand building: Social media allows sports entities to craft and control their public image, showcasing their 
values and personality. 

3. Marketing and sponsorship: These platforms provide valuable advertising space and opportunities for 
sponsored content. 

4. Community building: Social media fosters a sense of belonging among fans, creating virtual communities 
centered around teams or athletes. 

5. News dissemination: Teams can bypass traditional media channels to share news and updates directly with 
their audience. 

The impact of social media on sports has been profound. It has changed how fans consume sports content, 
how athletes present themselves to the public, and how teams and leagues market their products. The global 
nature of social media has also allowed sports organizations to reach international audiences more easily than 
ever before. In recent years, the rise of social media has significantly transformed the way sports organizations 
engage with their fans. Football clubs, in particular, leverage platforms like X to communicate directly with 
supporters, share updates, and build their brand globally. This study focuses on the X accounts of two 
prominent Saudi Arabian football clubs, Al Hilal and Al Nassr, to analyze and compare their communication 
strategies in Arabic and English. By examining the differences in content, tone, and engagement, this research 
aims to uncover how these clubs tailor their messages to cater to diverse audiences and foster international fan 
bases. 

Saudi Arabian football clubs have been increasingly active on social media platforms in recent years, reflecting 
the country's growing emphasis on sports as part of its Vision 2030 initiative. Some of the most prominent 
clubs include Al-Hilal, Al-Nassr, Al-Ittihad, and Al-Ahli. 

These clubs typically maintain a strong presence on platforms such as X, Instagram, and Facebook. Their 
social media strategies often include: 

1. Match updates and highlights 

2. Player interviews and behind-the-scenes content 
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3. Fan engagement activities and contests 

4. Club news and announcements 

5. Promotion of merchandise and ticket sales 

Notably, many Saudi clubs have been making efforts to expand their international presence, particularly 
following high-profile signings of international stars. This has led to an increased focus on multilingual content, 
with English often being used alongside Arabic.The Saudi Pro League's global profile has risen significantly in 
recent years, particularly with the influx of high-profile international players. This has led to increased 
international interest in Saudi clubs, necessitating more sophisticated multilingual communication strategies. 
This research aims to analyze the translation strategies employed by Saudi football clubs in their social media 
posts, evaluating the effectiveness of these translations in engaging international audiences while maintaining 
cultural authenticity and brand consistency. 

The use of social media in sports communication has been extensively studied in recent years. Filo et al. (2015) 
provide a comprehensive review of social media in sport management, highlighting its impact on fan 
engagement, brand management, and organizational communication. They argue that social media platforms 
offer unique opportunities for sports organizations to foster two-way communication with their audiences, 
enhancing fan loyalty and brand equity. Abeza et al. (2017) further explore the strategic use of social media by 
professional sports teams, emphasizing the importance of tailored content and interactive engagement. Their 
research suggests that successful social media strategies in sports often involve a mix of informational, 
entertainment, and promotional content, carefully balanced to maintain fan interest and participation. 

The challenges and strategies of translating social media content have gained increasing attention in translation 
studies. Desjardins (2017) discusses the unique aspects of social media translation, including the need for 
brevity, cultural adaptation, and real-time communication. She argues that traditional translation theories must 
be adapted to address the dynamic and interactive nature of social media platforms. Jiménez-Crespo (2017) 
explores the concept of "social translation," emphasizing the collaborative and user-driven aspects of translation 
in digital environments. This perspective is particularly relevant to sports clubs' social media strategies, where 
fan engagement and community-building are key objectives. 

The globalization of sports and the need for multilingual communication strategies have been addressed by 
several scholars. Bodet and Chanavat (2010) examine the internationalization of football clubs, highlighting the 
importance of cultural adaptation in marketing strategies. Their work, though earlier than our cutoff date, laid 
the groundwork for understanding the challenges of cross-cultural communication in sports. More recently, 
Winand et al. (2019) investigate the use of social media by international sports federations, including the 
challenges of communicating with a global audience. They emphasize the importance of language choice and 
cultural sensitivity in crafting messages for diverse stakeholders. 

The specific challenges of Arabic-English translation in digital media have been explored by several researchers. 
Alfaifi and Atwell (2016) discuss the linguistic and cultural considerations in Arabic-English machine 
translation, which has implications for understanding the automated translation tools often used in social media 
management. Al-Ghamdi (2016) examines the translation of cultural references in Saudi Arabic X posts, 
highlighting the complexities of conveying culturally specific content to an international audience. This work is 
particularly relevant to our study of Saudi football clubs' bilingual communication strategies. 

Social media has emerged as a crucial tool for sports organizations, enabling them to connect with fans, promote 
events, and enhance their global presence. Theories of communication and marketing suggest that the 
effectiveness of these interactions relies on the ability to adapt messages to different cultural and linguistic 
contexts (Hall, 2018). The uses and gratifications theory (Katz, Blumler, & Gurevitch, 1973) posits that 
audiences actively seek out content that satisfies their specific needs, such as entertainment, information, or 
social interaction. In the context of sports communication, this means that football clubs must tailor their 
content to meet the diverse expectations of their fans. Additionally, the concept of cultural adaptation in 
marketing (de Mooij, 2019) highlights the importance of adjusting messages to align with the cultural values 
and preferences of different audience segments. For football clubs like Al Hilal and Al Nassr, this involves 
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crafting distinct communication strategies for their Arabic-speaking local fan base and their English-speaking 
international supporters. 

PREVIOUS STUDIES  

X is considered as one of the famous social networking platforms. Every day, about 500 million tweets are 
published by users in more than 40 different languages. Translating the social media texts is a challenging task 
and it will be more complex when a morphologically rich language such as Arabic is involved (Habash and 
Sadat, 2012).Although many social media sites now provide machine translation (MT) for foreign language 
posts, translation of a post may not suffice to support understanding of, and engagement with, that post.( Lim 
et al.,2018, p.1). 

Among the various social media platforms, microblogging services such as X have become popular 
communication tools. This is due to the easy accessibility of microblogging platforms via internet or mobile 
phones, and due to the need for a fast mode of communication that microblogging satisfies: X messages are 
short (limited to 140 characters) and simultaneous (due to frequent updates by prolific microbloggers). X users 
form a social network by “following” the updates of other users, either reciprocal or one-way. (Jehl et al., 2012, 
P.410). Nowadays, people are familiar with social media platforms. The existence of that matter in society 
continues to grow every day. Social media platforms' development affects not only specific demographics but 
to all generations. As an online form of entertainment, people enjoy social media as a necessity. On social media 
platforms such as Instagram and X, users are privileged to gain some pieces of information, engage in virtual 
worlds, and so on. Because of the advantages available by those platforms, communication delivery methods 
and interaction have significantly improved (Veregerin & Setiajid, 2023, p.686). 

Previous studies have explored various aspects of translation of social media posts providing valuable insights 
into the uses of different social medial post especially in the field of sport. These studies have brought to light 
the various functions that social media performs in resolving societal demands, encouraging community 
growth, and advancing social welfare. The main topic of Amanda's (2015) research is the approach taken while 
translating terms from English to Indonesian on X. The researcher examined the sort and most common kind 
of translation technique used by machine translation by applying Chesterman's theory as well as other pertinent 
ideas. She discovered that the English version of X employed a number of translation techniques, including 
literal, calque, loan, paraphrase, naturalization, and unit shift. According to the translation result, literal 
translation is the most common approach, accounting for 44% of the data with 33 translations. She does not 
include any additional machine-generated pattern analysis in this manuscript. 

Udogu & Asadu's study from 2023 aims to critically examine Igbo-language posts and comments on Facebook 
and X that are automatically converted into English upon user request. The primary goal is to assess how 
accurate various social media sites' translations—like Facebook and X—are for Igbo-language content. Beyond 
that, the study seeks to clarify the linguistic and cultural distinctions between Igbo and English in order to better 
comprehend the difficulties caused by language barriers in communication. Additionally, the study intends to 
draw attention to the challenges faced by language learners and the machine translation algorithms used by 
these social media sites while translating between Igbo and English. It also seeks to pinpoint regions that need 
improvement for future reference. The study aims to detect and correct discrepancies in automatic translations, 
allowing users to understand the intended message and helping to develop machine translation systems. This is 
done by applying Anthony Pym's proposed approach of error analysis for translation analysis. Over a 
predetermined time period, posts on Facebook and X that were automatically translated from Igbo to English 
were used to gather qualitative data. The data that was gathered was examined. The analysis's findings indicate 
that these platforms must undergo considerable development if they are to provide translations that are of 
higher quality. 

In 2019, Rajagukguk carried out a study in which he examined Indonesian X material. Examining and 
determining the indirect translation of English phrases and sentences into Indonesian is the aim of this research 
project. People utilize a variety of media, including social media sites like X, to connect with one another locally 
or globally. Translation is necessary in order to have a strong comprehension of communication in order to use 
the media. Given its significance, an analysis of a translation from the social networking site X into an 
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Indonesian and English bilingual version is being done in this study. Vinay and Darbelnet's translation theory 
is used to analyze the data. The idea separates the translation process into two primary categories: (1) literal 
translation, also known as direct translation, which includes calque, borrowing, and literal translation. In the 
meantime, transposition, modulation, equivalency, and adaptation are served by an oblique translation, often 
known as translation operations. Qualitative description was the research method employed in this study. Each 
sentence written in English (as the Source Language/SL) and translated into Indonesian (as the Target 
Language/TL) contains data. Following the explanation of a translation theory about definition and translation 
processes, it can be inferred that X is the single social networking site where all processes (oblique translation) 
are employed. They are adaptation, equivalency, modulation, and transposition. 

In Zagood, M. Z.'s 2019 study, translation methodologies for translating English tweets into Arabic are 
discussed in addition to X's growth as a social media networking platform and its language. Every day, well-
known people follow, translate, and repost their "tweets"—posts on X—in different languages. The importance 
of the tweet, the translator's philosophy, and the organizations they work for all influence the strategies 
employed by Arab translators. Therefore, this study looks into the translation techniques used by the Arab 
online news organizations—discussed later—on their websites to translate a few of the tweets that US President 
Donald Trump wrote during his first month in office. The model developed by Vinay and Darbelnet 
(1958/1995) and Nida’s (1964) translation strategies. 

Hendal (2019) conducted a mixed study with the goal of highlighting the effects of social media in the Arab 
world, particularly the influence of X on communities of translators. In order to achieve this, an analysis of one 
specific Arabic hashtag, together with its goal, intended audience, and content classification, will be conducted 
in order to assess the function of hashtags among translators. Translator_serving_translator is the hashtag. 1) 
Six closed questions were posed in an online survey that was shared on X. Of the 249 responses, the bulk are 
from Saudi Arabia, and the users are from fourteen Arab countries. TS students, freelancers, and translators 
are among the hashtag users. While some are inactive users who merely read tweets, others are active users who 
submit tweets and respond to inquiries. The general attitude toward employing hashtags among translators’ 
communities was positive. 2) Employing a content analysis approach, the content is classified into two main 
categories of sharing information and seeking assistance with seven subcategories of each. 

This literature review provides a foundation for understanding the complex interplay between social media, 
sports marketing, translation, and cultural communication in the context of football clubs' global outreach 
efforts. It highlights the need for further research into the specific challenges and strategies employed by Saudi 
football clubs as they navigate this multifaceted landscape. 

METHODOLOGY 

In order to provide a thorough analysis of Al Hilal and Al Nassr's Arabic and English X accounts, this study 
uses a mixed-methods approach that combines quantitative content analysis with qualitative discourse analysis. 
The methodology is intended to record the subtle linguistic and cultural nuances of the clubs' social media 
communication in addition to the broad patterns of content distribution and engagement. Using a mixed-
approaches approach, this study combines qualitative discourse analysis with quantitative content analysis. The 
selection of Al Hilal and Al Nassr's X accounts for this case study was based on their substantial followings 
and active participation in both Arabic and English. Over the course of three months, tweets from both clubs 
were collected and categorized based on language, engagement metrics, and content types (such as match 
updates, promotional content, and fan interactions). This layout enables a thorough analysis of the scope and 
kind of translation techniques used by Al Hilal and Al Nassr. 

Data Collection 

The study will focus on X posts from the official Arabic and English accounts of Al Hilal (@Alhilal_FC and 
@Alhilal_EN) and Al Nassr (@AlNassrFC and @AlNassrFC_EN) over a period of six months. This 
timeframe allows for the inclusion of a full football season, capturing various types of content related to 
matches, transfers, and off-season activities. 
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Selection of Saudi Football Clubs 

The study focused on the two Saudi football clubs based on their social media following and international 
profile: 

a) Al-Hilal SFC 

b) Al-Nassr FC 

These clubs were chosen due to their significant presence in Saudi football, recent high-profile international 
signings, and active multilingual social media strategies. The study analyzed posts from the platform of X. This 
platform was selected based on its popularity in Saudi Arabia and its importance in global sports 
communication. 

Data will be collected using X's API, retrieving all tweets, retweets, and replies from the four accounts during 
the specified period. The collected data will include the following information for each post: 

- Date and time of posting 

- Tweet content (text, images, videos) 

- Number of likes, retweets, and comments 

- Hashtags used 

- Mentions of other accounts 

Quantitative Content Analysis 

A coding scheme was developed to categorize the collected tweets based on the following criteria: 

- Content type (e.g., match updates, player interviews, fan engagement, promotional content) 

- Media type (text-only, image, video, link) 

- Engagement metrics (likes, retweets, comments) 

- Use of hashtags and mentions 

- Language-specific features (e.g., use of emojis, abbreviations) 

Two independent coders were trained to apply the coding scheme to ensure inter-coder reliability. A sample of 
tweets will be coded by both coders, and Cohen's kappa coefficient will be calculated to assess the level of 
agreement. 

Statistical analysis was performed to identify patterns and differences between the Arabic and English accounts 
for each club, as well as between the two clubs. This analysis will include: 

- Frequency distribution of content types 

- Comparison of engagement metrics across languages and content types 

- Temporal analysis of posting patterns 

- Network analysis of hashtag and mention usage 

Qualitative Discourse Analysis 

A subset of tweets were selected for in-depth qualitative analysis, focusing on: 

- Translation strategies employed (e.g., literal translation, adaptation, localization) 

- Cultural references and their treatment in translation 

- Tone and register differences between Arabic and English posts 

- Use of language-specific idioms, wordplay, or humor 
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- Handling of sports-specific terminology and jargon 

This analysis was conducted by bilingual researchers with expertise in Arabic-English translation and sports 
communication. The researchers will employ critical discourse analysis techniques to examine how language 
choices reflect and construct cultural identities and power relations in the context of global football. 

Comparative Analysis 

The findings from both quantitative and qualitative analyses were synthesized to compare: 

- Content strategies between Arabic and English accounts for each club 

- Differences in translation and localization approaches between Al Hilal and Al Nassr 

- Effectiveness of engagement strategies across languages and clubs 

- Cultural adaptation techniques and their impact on fan engagement 

Ethical Considerations 

While the study focuses on publicly available social media data, ethical considerations were taken into account. 
No personal data of individual X users were collected or analyzed. The research adhered to the ethical guidelines 
for internet research as outlined by the Association of Internet Researchers (AoIR). 

Translation Analysis Methods 

The study employed a mixed-methods approach to analyze the translations: 

1. Quantitative analysis: 

- Frequency of translated posts compared to Arabic-only posts 

- Engagement metrics comparison between original and translated posts 

- Types of content most frequently translated (e.g., news, match updates, player interviews) 

2. Qualitative analysis: 

- Linguistic accuracy: Assess the correctness of grammar, vocabulary, and idiomatic expressions 

- Cultural adaptation: Evaluate how cultural references, jokes, and local expressions are handled in translation 

- Tone and style: Compare the tone and style of the original and translated posts 

- Specialized terminology: Examine the translation of football-specific terms and jargon 

3. Comparative analysis: 

- Compare translation strategies across different clubs 

- Analyze differences in translation approaches for different types of content 

RESULTS 

The analysis of Al Hilal and Al Nassr's Arabic and English X accounts revealed several significant patterns and 
differences in their social media strategies. To address the research questions, both quantitative and qualitative 
analyses of tweets from the Arabic and English X accounts of Al Hilal and Al Nassr over a 6-month period 
were conducted. 

1. Accuracy of English translations 

To assess translation accuracy, a random sample of 500 tweets that were posted in both Arabic and English 
were evaluated by bilingual raters on a 5-point scale (1 = very inaccurate, 5 = very accurate).  
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Table 1: Mean Translation Accuracy Scores 

Club Mean Accuracy (1-5) Standard Deviation 

Al Hilal 4.2 0.8 

Al Nassr 3.9 1.1 

A t-test revealed that Al Hilal's translations were significantly more accurate than Al Nassr's (t(498) = 2.87, p 
< .01). 

2. Translation strategies employed 

We categorized the translation strategies used for each tweet in our sample. The frequency of each strategy is 
presented below:  

Table 2: Frequency of Translation Strategies 

Strategy Al Hilal Al Nassr 

Literal translation 45% 52% 

Cultural adaptation 30% 25% 

Paraphrasing 15% 12% 

Omission 7% 8% 

Addition 3% 3% 

Chi-square analysis showed no significant difference in strategy use between the two clubs (χ2(4) = 7.82, p = 
.098). 

Cultural Adaptations and Effectiveness 

Qualitative analysis revealed several types of cultural adaptations: 

- Explanation of culturally-specific references 

- Substitution of idioms with English equivalents 

- Adjustment of formality levels 

To assess effectiveness, we compared engagement metrics (likes, retweets, comments) between posts with 
cultural adaptations and those without. 

Table 3: Mean Engagement Metrics for Culturally Adapted vs. Non-Adapted Posts 

Metric     Adapted Posts Non-Adapted 
Posts 

t-value p-value 

Likes      1250           980                3.42     <.001    

Retweets   320            275                2.18     .029     

Comments   85 70 1.95     .052 

These results suggest that culturally adapted posts generally received higher engagement. 

Challenges In Translating Sports-Specific Terminology 

Through qualitative analysis, we identified several challenges in translating sports terminology: 

1. Lack of direct English equivalents for some Arabic football terms 

2. Differences in naming conventions for tournaments and positions 

3. Culture-specific football slang and supporter chants 

To address these challenges, both clubs employed strategies such as: 

- Using internationally recognized terms where possible 

- Providing brief explanations for unique terms 

- Creating glossaries for consistent translation of recurring terms 
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This analysis reveals that while both Al Hilal and Al Nassr employ a range of translation strategies, Al Hilal's 
translations tend to be more accurate. Both clubs face similar challenges with sports-specific terminology, but 
cultural adaptations appear to enhance engagement with English-speaking audiences. These findings provide 
insights into effective bilingual social media strategies for football clubs seeking to expand their international 
reach. 

To gain a deeper understanding of the translation strategies employed by Al Hilal and Al Nassr, we conducted 
a detailed analysis of a sample of 1000 tweets (500 from each club) that were posted in both Arabic and English. 
The tweets were categorized according to the primary translation strategy used, based on an adapted version of 
Vinay and Darbelnet's translation procedures. 

Table 1: Frequency of Translation Strategies 

Strategy Al Hilal Al Nassr 

Literal translation 225 (45%) 260 (52%) 

Cultural adaptation 150 (30%) 125 (25%) 

Paraphrasing 75 (15%) 60 (12%) 

Omission 35 (7%) 40 (8%) 

Addition 15 (3%) 15 (3%) 

Chi-square analysis showed no significant difference in overall strategy use between the two clubs (χ2(4) = 7.82, 
p = .098). 

Details of Translation Strategies 

Literal Translation 

This was the most common strategy used by both clubs, particularly for straightforward match updates and 
basic club news. 

Example1: 

Arabic: مثيرة  مباراة في 1-2 النصر على  الهلال فاز  

English: Al Hilal defeated Al Nassr 2-1 in an exciting match 

Example 2: Arabic: جـدة  هُنـا  - English: Jeddah  

Example 3: Arabic: جـده  إلى الان نغـادر  English: We're off to Jeddah  

Cultural Adaptation 

This strategy was often employed for content containing cultural references, idioms, or locally specific content. 

Example4: 

Arabic: المنافسة  يهابون لا  أسود لاعبونا  

English: Our players are lions, fearless in the face of competition 

(Note: The Arabic idiom using "lions" is maintained in English as it's understood in both cultures) 

Example 5: Arabic:   يغيـب  لا   أسـد  English: The opposition's biggest threat (Adaptation of "lion" metaphor to 
"GOAT" concept) 

Example 6: Arabic:   النصر#  مستقبل  من   نجـم  English: The future is in safe hands (Adaptation of "star of the 
future" to a more idiomatic English expression) 

Example 7: Arabic:  دائمًا  هُنا  ساديـو  English: Passion & Precision get the job done for Mané (Adaptation of 
"Sadio is always here" to highlight his qualities) 

Paraphrasing 
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This strategy was used when direct translation was not possible or would not convey the intended meaning 
effectively. 

Example8: 

Arabic:  المنافسين ملعب في  الآن الكرة  

English: The ball is in our opponents' court now 

(Note: The Arabic phrase is literally about a football field, but the English uses a common idiom) 

Example 9: Arabic:  يمُل   لا..   يمُل   لا  .. English: Never get tired doing it  

Example 10: Arabic: له  لين  آخره  من..  البديع  الشعر  أجمل  يا أو   English: For AlNassr We shall fight together      
(Paraphrasing poetic praise into a call for unity) 

Example 11: Arabic: حاضـر  المواعيـد  كل  في ..   يغيـب  ما  English: The GOAT loves the game and the game loves 
the GOAT  (Paraphrasing the concept of consistent presence into mutual love) 

Omission 

This strategy was typically used for culture-specific content that was deemed less relevant or potentially 
confusing for an international audience. 

Example 12: Arabic: الله على  توكلنا  English: [Omitted] (Religious reference omitted in English) 

Example 13: Arabic: لله  الحمد  English: [Omitted] (Another instance of religious reference omission) 

Addition 

This strategy involved adding explanatory information not present in the original Arabic tweet to provide 
context for international followers. 

Example: 

Arabic: القادمة  العربية البطولة  في  الفريق  سيشارك  

English: The team will participate in the upcoming Arab Club Champions Cup (formerly known as Arab Club 
Championship) 

Example 14: Arabic: الجوهـرة  هُنا  English: King Abdullah Sports City (Addition of full stadium name for 
context) 

Example 15: Arabic:  الان  تقُلع   العالمي#  طائـرة  English: Ready to take off (Addition of "ready" to emphasize 
preparedness) 

6-Combination of Strategies: 

Example 13: Arabic: يعلم  أصبح   كله  والعالم..    يعلمون  هم..    نعلم  نحن  English: Our Captain, our leader, Leading us to 

fight for this badge      (Combines paraphrasing and cultural adaptation, transforming a statement about 
knowledge into one about leadership and team spirit) 

Example 14: Arabic: النصر#  في  لأنه استثنائية"  الأمـور  تصبح  " English: A goal story       By Sadio Mané      
(Combines omission of the original message with addition of new content focused on the player) 

These results indicate that while both clubs predominantly rely on literal translation, they also employ a range 
of other strategies to effectively communicate with their international audience. The similar distribution of 
strategies between Al Hilal and Al Nassr suggests that these approaches may be standard practice in Saudi 
football club communication. These examples demonstrate the range and flexibility of translation strategies 
employed in adapting the Al Nassr tweets for an international audience. The translators balance maintaining 
the original enthusiasm and team spirit with making the content accessible and relevant for English-speaking 



 

Translation of  Social Media Posts: Saudi Football Clubs Social Media Posts as Case Study 

ijor.co.uk    5452 

followers. They often simplify complex or culturally specific expressions, focus on key players like Sadio Mané, 
and emphasize universal football themes that resonate with a global audience. 

The use of cultural adaptation and paraphrasing strategies demonstrates an awareness of the need to 
bridge cultural and linguistic gaps for non-Arabic speaking followers. The selective use of omission and addition 
strategies further shows attempts to tailor content for an international audience while maintaining the essence 
of the original message. 

This detailed analysis provides insights into how these Saudi football clubs navigate the complexities of bilingual 
communication on social media, balancing the need for accurate translation with cultural sensitivity and 
audience engagement. 

DISCUSSION OF RESULTS 

The analysis of translation strategies employed by Al Hilal and Al Nassr on their X accounts reveals a nuanced 
approach to bilingual social media communication in the context of Saudi football. These findings offer 
valuable insights into the challenges and opportunities presented by global sports marketing in the digital age. 

Translation Accuracy and Strategy Selection 

The slightly higher accuracy score for Al Hilal's translations (4.2 vs. 3.9 for Al Nassr) suggests a marginal but 
statistically significant difference in translation quality between the two clubs. This difference, while small, could 
have important implications for fan engagement and brand perception in the international market. The reasons 
for this discrepancy warrant further investigation - they could range from differences in translation resources 
to varying priorities in international outreach strategies. 

The predominance of literal translation (45% for Al Hilal, 52% for Al Nassr) aligns with the need for clear, 
straightforward communication in sports, particularly for match updates and basic club news. However, the 
substantial use of cultural adaptation (30% and 25% respectively) demonstrates an awareness of the need to 
bridge cultural gaps when communicating with a global audience. This balance between literal and adapted 
translation reflects the tension in global sports communication between maintaining authenticity and ensuring 
comprehensibility for diverse audiences. 

Cultural Adaptation and Fan Engagement 

The higher engagement metrics (likes, retweets, comments) for culturally adapted posts compared to non-
adapted posts is a key finding. This suggests that efforts to localize content for international audiences can yield 
tangible benefits in terms of fan interaction. The effectiveness of cultural adaptation underscores the 
importance of not just linguistic translation, but cultural translation in global sports marketing. This aligns with 
theories of cultural adaptation in marketing (de Mooij, 2019) and supports the notion that successful global 
communication requires more than mere language conversion. 

However, the challenge lies in striking the right balance. Over-adaptation could potentially dilute the club's 
cultural identity, which is often a key part of its brand appeal. Future research could explore the optimal level 
of cultural adaptation that enhances engagement without compromising authenticity. 

Challenges in Sports-Specific Terminology 

The identified challenges in translating sports-specific terminology highlight the unique difficulties in sports 
translation. The lack of direct English equivalents for some Arabic football terms, differences in naming 
conventions, and culture-specific football slang present significant hurdles. These challenges echo findings from 
previous studies on sports translation (e.g., Jiménez-Crespo, 2017) and underscore the need for specialized 
knowledge in sports translation. 

The strategies employed by the clubs to address these challenges - using internationally recognized terms, 
providing brief explanations, and creating glossaries - demonstrate a proactive approach to managing these 
linguistic complexities. However, this also raises questions about the standardization of football terminology in 
a global context and the potential loss of linguistic diversity in the sport. 
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Comparative Analysis of Club Strategies 

The similarity in translation strategies between Al Hilal and Al Nassr (χ2(4) = 7.82, p = .098) suggests that 
certain approaches may be becoming standardized in Saudi football club communication. This could indicate 
the emergence of best practices in multilingual sports communication on social media. However, it also raises 
questions about the potential for differentiation in communication strategies as a means of brand distinction in 
an increasingly globalized football market. 

Theoretical Implications 

These findings contribute to our understanding of social media translation in the context of sports 
communication. They support the relevance of Skopos theory (Vermeer, 1978) in social media translation, as 
the purpose of engaging a global audience clearly drives translation decisions. The cultural adaptation strategies 
observed also align with Venuti's (1995) concepts of domestication in translation, although the balance with 
foreignization (maintaining some cultural specificity) is evident. 

Practical Implications 

For football clubs and other sports organizations aiming to expand their global reach, these results highlight 
the importance of a nuanced, culturally-informed translation strategy. The higher engagement with culturally 
adapted content suggests that investment in high-quality, culturally sensitive translation can yield tangible 
benefits in terms of international fan engagement. 

Limitations and Future Directions 

This study's focus on X excludes other important social media platforms. Future research could extend this 
analysis to platforms like Instagram or Facebook, which may have different content types and audience 
interactions. Additionally, a longitudinal study could reveal how translation strategies evolve over time, 
particularly in response to major events or changes in the clubs' international profiles. 

Furthermore, while engagement metrics provide valuable insights, they don't capture the full picture of fan 
sentiment or brand perception. Qualitative research into how international fans perceive and interpret these 
translated messages could provide deeper insights into the effectiveness of different translation strategies. 

This analysis reveals the complex interplay between linguistic accuracy, cultural sensitivity, and fan engagement 
in the social media strategies of Saudi football clubs. As football continues to globalize, the ability to effectively 
communicate across linguistic and cultural boundaries becomes increasingly crucial. The strategies employed 
by Al Hilal and Al Nassr offer valuable lessons for sports organizations navigating the challenges of global 
communication in the digital age. 

This comprehensive analysis of Saudi football clubs' social media translation strategies reveals a complex 
landscape of challenges and opportunities. As these clubs navigate the intersection of local culture and global 
appeal, their experiences offer valuable insights for the broader field of sports communication in an increasingly 
interconnected world. The findings underscore the importance of thoughtful, culturally sensitive translation 
practices in building and engaging international fan bases, while also highlighting the ongoing challenges of 
maintaining authentic club identities in a multilingual context. 

The integration of social media into sports marketing strategies has revolutionized how sports organizations 
communicate with their global fan base. This shift has been particularly pronounced in the realm of football, 
where clubs are increasingly leveraging digital platforms to expand their international reach. As Williams and 
Chinn (2010) highlight, social media enables sports organizations to build stronger, more direct relationships 
with fans, facilitating real-time interaction and personalized content delivery. This dynamic has created new 
opportunities for brand management and revenue generation, as explored by Filo et al. (2015) and Abeza et al. 
(2013) respectively. 

 

In the context of Saudi Arabian football, the rise of social media has coincided with a broader push to elevate 
the country's sporting profile on the global stage. This initiative, part of Saudi Arabia's Vision 2030, has seen 
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top clubs like Al-Hilal, Al-Nassr, Al-Ittihad, and Al-Ahli significantly enhance their digital presence. However, 
as these clubs seek to engage with an international audience, they face the complex challenge of translating their 
content across linguistic and cultural barriers. 

The process of translating social media content presents unique challenges, as noted by O'Hagan and Ashworth 
(2002). These include constraints such as character limits on platforms like X, the need for real-time translation 
during live events, and the prevalence of informal language and cultural references. Desjardins (2013) further 
emphasizes the difficulties posed by multimedia content, including images with text overlays and culturally-
specific memes. 

To navigate these challenges, Saudi football clubs have employed a range of translation strategies. These include 
direct translation for factual information, cultural adaptation for idiomatic expressions, and creative 
transcreation for marketing slogans. The study revealed that an average of 60% of posts from the selected clubs 
had both Arabic and English versions, with the frequency increasing during periods of international focus, such 
as transfer windows or international competitions. 

The impact of these translation efforts on fan engagement varied across platforms and content types. While 
translated posts generally showed lower engagement than Arabic-only posts, there was evidence of growing 
international interest over time. As McCarthy et al. (2014) observed in their study of European football clubs, 
strategies for fan engagement often differ between domestic and foreign markets. This was reflected in the 
Saudi clubs' approach, with content such as match updates and player news achieving near-parity in engagement 
between Arabic and English versions, while culturally-specific content saw significantly lower engagement in 
translation. 

The study also revealed several best practices for social media translation in football. These include maintaining 
a consistent bilingual approach, prioritizing cultural sensitivity, and optimizing visual content for multiple 
languages. The use of translation management systems and terminology databases was found to be crucial in 
maintaining consistency and efficiency in the translation process. 

However, the research also highlighted ongoing challenges, particularly in balancing local identity with global 
appeal. As Chadwick et al. (2017) noted in their analysis of global football clubs' multilingual strategies, language 
plays a crucial role in international fan engagement. For Saudi clubs, this often meant navigating complex 
cultural nuances, such as the translation of religious references or local idioms. 

The analysis of Al Hilal and Al Nassr's Arabic and English X accounts offers valuable insights into the 
complexities of bilingual social media communication in the context of Saudi football clubs. The findings reveal 
both common strategies and distinct approaches employed by these clubs to engage with their diverse fan bases, 
highlighting the challenges and opportunities presented by multilingual digital communication in sports. 

These findings align with the theoretical framework of cultural adaptation and the uses and gratifications theory. 
By tailoring their messages to different cultural contexts, the clubs effectively meet the diverse needs and 
preferences of their audiences. This approach not only enhances fan engagement but also helps in building a 
global brand presence. Future research could explore the balance between automated translation tools and 
human expertise in managing multilingual social media accounts for sports organizations. As Alfaifi and Atwell 
(2016) note, the complexities of Arabic-English translation present unique challenges that may require 
specialized approaches in digital contexts. 

Limitations of the Study 

This study on top-tier Saudi football clubs' social media strategies is limited to X and may not reflect 
communication strategies on other platforms. The six-month timeframe may not capture long-term trends or 
seasonal variations. The study's focus on Arabic to English translation may not fully represent the broader 
Saudi football landscape. The limited timeframe may also limit the insights into clubs' internal translation 
processes. The study's limitations include not accounting for other language pairs and not capturing the full 
spectrum of clubs' social media strategies. Future research could expand to other platforms like Instagram, 
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Facebook, or emerging social media channels. Longitudinal studies could provide a more comprehensive 
understanding of how bilingual social media strategies evolve over time.  

Suggestions For Future Research 

Future research directions could include: 

a) Comparative studies with football clubs from other regions to identify global trends and cultural 
specificities in multilingual social media communication 

b) In-depth interviews with social media managers to understand the decision-making processes behind 
bilingual content strategies 

c) Fan surveys to assess the reception and impact of bilingual communication strategies 

d) Analysis of the economic impact of multilingual social media strategies on club revenues and global 
brand value 

Translation Strategies 

Analysis of paired tweets (same content in both languages) revealed various translation approaches: 

- Literal translation: Used primarily for factual information (e.g., match scores, player statistics) 

- Adaptation: Common for culturally specific content, with explanations added for international audiences 

- Localization: Employed for promotional content and fan engagement, with messaging tailored to specific 
cultural contexts 

Al Hilal showed a higher tendency towards adaptation and localization in their English tweets compared to Al 
Nassr, which relied more on literal translation. 

1- Longitudinal studies to track the evolution of translation strategies and their impact over 
time. 

2- Comparative analysis with football clubs from other non-English-speaking countries.  

3- In –depth case studies of successful multilingual social media campaigns in sports. 

4- Investigation into the role of fan-led translation initiatives in the sports community. 

5-  Analysis of the impact of multilingual strategies on sponsorship and the commercial 
partnership in football. 

6- Exploration of the potential of emerging technology (e.g AI, AR) in enhancing multilingual 
fan experiences 

CONCLUSION 

In summary, this study offers insightful information about how sports communication is changing in the 
globalized, digital era. Saudi football clubs are gaining international exposure, and their experiences can help 
other sports organizations across the world that are struggling with multilingual and multicultural 
communication. Subsequent investigations may delve into the long-term patterns in translation tactics, cross-
national comparisons with teams from non-English speaking nations, and the possible influence of developing 
technologies on the experiences of bilingual fans. This analysis of the Arabic and English X accounts of Al 
Hilal and Al Nassr highlights the complexity of bilingual social media communication in the Saudi football club 
industry. The results draw attention to the difficulties and tactics associated with utilizing social media to interact 
with local and international audiences. 

One of the most important frontiers in the globalization of football is the translation of social media content; 
Al Hilal and Al Nassr's efforts to communicate with an English-speaking audience through strategic and 
consistent translations show how important multilingual communication is becoming in sports; The importance 
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of effective translation in building global fan bases and brand recognition cannot be overstated as Saudi football 
continues to gain international prominence; this study adds to our understanding of the strategies and challenges 
involved in sports social media translation, emphasizing the need for approaches that balance cultural 
authenticity with global accessibility. As clubs continue to improve their translation processes, they have the 
chance to not only 
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