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Post Editing

  learned something about games diving into 
this issue — a few things, but one thing stood out: 
everyone plays games.

 And naturally, I knew this on some level. Of course 
everyone plays games. Demographically speaking, 
that is. I’ve been invited to join various mobile-based 
games like Words with Friends by middle-aged 
women for nearly a decade now. Even though I don’t 
think of middle-aged women as being the target 
demographic for online games.

 Not so long ago, I was watching my five-year-
old niece navigate a complex maze game on her 
father’s iPhone. I was “helping” her, but she was 
about as good as I was. The game was highly 
engaging, a puzzle of three-dimensional spatial 
intelligence on a two-dimensional screen. I sat there 
and imagined a world where this kind of learning 
came before reading.

Everyone plays games, and this is increasingly true 
every year. Mine is the last generation that didn’t play 
online games growing up — the first generation to 
discover them in college. Smartphones have brought 
games to the masses, a way to kill time in line at the 
grocery store, a pick-me-up after a long day.

So it stands to reason that the gaming industry has 
become enormous. And with it, gaming localization. 
We had so many articles for this issue, so many eager 
authors, we had to shift a few to our online Insights 
page. The field of gaming localization is exploding, 
and in the best way possible.   
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Recaps

The Shangri-La Hotel in Kuala 
Lumpur hosted the 39th LocWorld 
February 27-28, 2019, focusing on 
going global, often with a particularly 
Asian perspective.

Author Fredrik Härén gave the key-
note February 27, speaking on “A rap-
idly changing world.” One of the best 
ways to respond to this rapidly chang-
ing world is to be creative. “I might 
write about creativity, but my passion 
is about how to do it on a global scale,” 
said Härén. He’s been traveling around 
the world asking himself what all the 
different ways of being creative entail 
and “what we can learn about creativ-
ity in different cultures.”

In his speaking engagements, 
Härén asks audiences all over the 
world if creativity is important in 
their jobs — which is universally 
a given; 98% of his audiences have 
responded in the affirmative — and if 
they considered themselves creative. 
South Korea ranked the lowest in 
creative confidence in the world 
despite being a creative country: 
“there is no correlation” between 
the perception of how creative you 
are and the creativity of the country 
you’re in. “The only thing you have 
to do is take things you already know 
and combine that with new things 

you’ve learned” in order to come up 
with an idea.  

In a 9:00 am session February 27, 
Celina Cao of Alibaba Group covered 
career paths and the core skillsets to 
fulfill them. “Be brave,” Cao advised, 
and give it a try. An afternoon session 
looked at Netflix’s best practices to 
roll out localization for the Indone-
sian market, and Indian languages, 
speech translation at Alibaba and 
neural machine translation were also 
covered among other topics.

Andy Andersen and Guliano Octa-
vianos from Tinder gave a talk the 
morning of Feburary 28 about local-
izing for Asia, keeping in mind the 
huge markets in the region — more 
people live in the city of Jakarta, for 
example, than in New York City. A lot 
of Tinder’s content “is user-driven,” 
said Andersen. Especially with such 
heavily user-driven content, the mar-
keting and localization departments, 
said Octavianos, “really need to sync 
up and work side by side.”

The keynote panel February 28 
focused on entering ASEAN markets. 
“We cannot see ASEAN as a whole,” 
but consider the different countries 
separately, said Ade Indarta of Net-
flix. “Put the money on quality,” Clare 
Tsai of Cloudflare noted.

LocWorld Kuala Lumpur takes a look at the Asian market
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Together 2019 took place at the 
World Trade Center in Barcelona 
February 21-22, 2019. More than 250 
people from 37 countries attended 
and around 250 more followed the 
event via live streaming. The theme 
this year was Mastering Digital 
Transformation.

The fourth edition of Together 
attracted an international audience 
of professional translators, interpret-
ers and language service company 
representatives, primarily vendor 
managers. The purpose of the event is 
to bring both parts of the translation 
supply chain together as peers. Orga-
nized by Elia, the European Language 

Industry Association, it was a transla-
tion event where both translators and 
language service provider representa-
tives worked hand in hand to develop 
and present a program. 

The first day began on a high 
note with the well-received keynote 
“The digital mindset: Beyond the 
technological fads.” Professor Javier 
Zamora, who “learned digital with 
an analog accent,” proposed that as 
digital density increases, it will affect 
the physical world to the point where 
the digital and analog will converge, 
effectively eliminating the concept of 
an internet. Other speakers shared 
training and hiring best practices; 

integration of AI in daily life; and 
emphasizing the human side of the 
digital process. Another highlight 
was the Together Fair, a marketplace 
where professionals met face to face 
with language service representatives 
searching for specific skillsets. 

All speakers expressed optimism 
about the future of translation as a 
vocation but stressed the need to 
prepare, unsurprisingly, for uncer-
tainty due to advances in technology. 
When responding to a question about 
what skills to master in the digital 
age, Annette Schiller, president of FIT 
Europe, stressed, “Well, first of all, you 
need to be able to translate.”

Together in Barcelona

Connecting you with minds 
    alike in the rest of the world

Tr a n s l a t i o n • Tr a n s c r e a t i o n • C o p y w r i t i n g • E d i t i n g • I n t e r p r e t a t i o n • Tr a n s c r i p t i o n

ISO/IEC 27001:2013 
Certification translation@hetermedia.com www.hetermedia.com A Company of HM International Holdings Limited

mailto:translation@hetermedia.com
http://www.hetermedia.com
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Would you introduce yourself?
Jonathan Turpin, translation 

service team manager for Esri, a 
geographic information system 
(GIS) that includes things like 
mapping data and other infor-
mation that is relevant in every 
country and language.
Where do you live?
Southern California.

How did you get started in this 
industry?
I got my start back in 2000 

when I joined Iomega as a local-
ization quality assurance tech. 
I worked on English, French, 
Italian, German and Spanish 
(EFIGS) and Chinese, Japanese 
and Korean (CJK). This was back 
when you had to have a full rack 
of Windows 95 and 98 machines 
loaded with each language and 
ready to ghost at any time. At the 
time, I knew that I really loved 
languages but I wasn’t really sure 
what I was going to do with that 
passion. That job introduced 
me to an entire industry that has 

changed my life. I have worked in 
localization for around 18 years.
What language(s) do you speak?
I speak English and have con-

versational skills in Japanese, 
which I learned in college. I have 
also studied German, Brazilian 
Portuguese and French. I also 
have a BA in linguistics.
Whose industry social feeds 
(twitter, blog, LinkedIn, Face-
book) do you follow? (If any)
I follow many feeds from the 

industry on LinkedIn. I like to 
follow the trends and what is 
happening in our industry.
What do you like to do in your 
spare time?
I developed a passion for 

languages in my childhood while 
playing a video game called 
Dungeon Master and reading 
Tolkien. I continue to play com-
puter games, and I create my 
own constructed languages and 
constructed scripts. I am also an 
amateur calligrapher. I love to 
read about language and lan-
guage structure. I am very fond 
of writing systems around the 
world, and Korean is my favorite. 
In college, I studied many writ-
ing systems, as well as syntax, 
morphology and phonology.
What industry organizations and 
activities do you participate in? 
I attend LocWorld each year 

and I have a newfound interest in 
TAUS.
Do you have any social feeds of 
your own? Twitter handle, blog? 
You can look me up on LinkedIn. 

I like to make lots of connections 
in our community.
Why do you read MultiLingual?
I read MultiLingual to stay on 

top of industry trends and learn 
how others in the industry han-
dle similar issues or workflows 
that we see daily at Esri.

Featured Reader

Dub your training videos and give 
a better experience to your audience.
VideoLocalize's revolutionary dubbing technology automatically 
adjusts human or text-to-speech voiceover with the video, reducing 
hours of manual work.  Dubbing videos into any language is now 
possible with minimal cost. 

Why not provide your audience with a better experience?

Hello!

Ciao!

Hola!

Bonjour!

Contact us at dubbing@videolocalize.com

mailto:dubbing@videolocalize.com
https://videolocalize.com/
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     News 

Business
SpanSource launches new website

SpanSource S.R.L, a localization service provider, has 
launched a new website showcasing an expanded language 
portfolio and services offering.
SpanSource S.R.L. www.spansource.com

TRANSLIT receives investment funding
TRANSLIT, an Ireland-based language solutions provider, 

has secured a €500.000 investment deal from private equity 
firm Clashrock Capital. The company has also acquired 
Modern Polyglots, a translation and interpreting agency.
TRANSLIT https://translit.ie

interlanguage joins Transline group
interlanguage, a language service provider, has joined 

Transline Group, a provider of translation services, as a 
subsidiary. interlanguage will remain an independent 
company and will retain its Modena, Italy, location and 
management.
interlanguage s.r.l. www.interlanguage.it
Transline Group www.transline.de

Semantix acquires Teknotrans
Semantix, a Nordic region language service provider, 

has acquired Teknotrans AB, a provider of translation ser-
vices with a focus on the automotive and industrial sector.
Semantix www.semantix.se
Teknotrans AB www.teknotrans.com

People
Recent industry hires

 ■ Eurotranslate, a language services company special-
ized in medical translation, has hired Svetlana Cvjeticanin 
as office administrator.
Eurotranslate http://eurotranslate.rs

 ■ CSA Research, an independent market research firm 
specializing in the language service industry, has hired 
Paul Daniel O’Mara as director of data products. 
CSA Research https://csa-research.com

 ■ Wordbee, a provider of translation management 
technology, has hired Marcin Woyna-Orlewicz as busi-
ness development manager. 
Wordbee www.wordbee.com

 ■ Eurotranslate, a language services company special-
ized in medical translation, has hired Dina Krunic as a 
project manager.
Eurotranslate http://eurotranslate.rs

 ■ AMPLEXOR, a consulting services and solutions 
provider, has hired Marcus Casal as vice president of con-
tent solutions and technology.
AMPLEXOR www.amplexor.com

Clients and Partners
Iconic’s consortium awarded contract by EU

Iconic Translation Machines Ltd., a language technology 
software company, is part of a consortium that has been 
awarded funding by the European Commission under the 
recent Connecting Europe Facility call. Iconic will lead 

http://www.spansource.com
https://translit.ie
http://www.interlanguage.it
http://www.transline.de
http://www.semantix.se
http://www.teknotrans.com
http://eurotranslate.rs
https://csa-research.com
http://www.wordbee.com
http://eurotranslate.rs
http://www.amplexor.com
https://www.alanguagebank.com/
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machine translation development in the PRINCIPLE proj-
ect (Providing Resources in Irish, Norwegian, Croatian 
and Icelandic for the Purposes of Language Engineering).
Iconic Translation Machines Ltd. http://iconictranslation.com

lexiQA partners with TAIA
lexiQA, an application program interface solution for 

online linguistic quality assurance, has partnered with 
TAIA (Translation Artificial Intelligence Assistant), a neu-
ral network assistance for translators.
lexiQA www.lexiqa.net

Wordfast offers KantanMT option
Wordfast LLC, a provider of translation memory soft-

ware, has updated its Wordfast Anywhere software offer-
ing to include KantanMT, a subscription-based machine 
translation service.
Wordfast LLC www.wordfast.com
KantanMT http://kantanmt.com

Crestec partners with LocalizationGuy
Crestec USA, Inc., part of Crestec Inc. Global Commu-

nications, has announced a partnership with Localization-
Guy, LLC, to expand sales and marketing in the United 

www.star-group.net

Information Creation · Translation/Localization 
Desktop Publishing · Illustration/Animation  
Automatic Publication · Information Retrieval  
Process Automation · IT Services · Training · Consulting ...

connecting your visions, 
technologies and customers
connecting your visions, 
technologies and customers

STAR_ad-ML.indd   1 29.06.2018   10:40:11

States and North America.
Crestec USA, Inc. www.crestecusa.com
LocalizationGuy, LLC www.localizationguy.com

Products and Services
XTM v11.6

XTM International, developers of a translation manage-
ment system and computer aided translation tool, has 
released XTM v11.6. The latest version extends the list of 
supported machine translation engines with DeepL and 
full support for MadCap Flare files.
XTM International https://xtm.cloud

KantanMT Irish NMT
KantanMT, a subscription-based machine translation 

service, has released a neural machine translation (NMT) 
engine for English to/from Irish (Gaeilge), the official lan-
guage of the Republic of Ireland.
KantanMT http://kantanmt.com

Localization Hub
Xillio, a content migration and content integration com-

pany, has launched Localization Hub, an application that 
enables integration between content source systems and 
translation technologies. It currently supports 22 content 
source systems.
Xillio www.xillio.com

ZOOstudio ecosystem
ZOO Digital Group, a provider of localization and me-

dia production services for the entertainment industry, 
has launched a cloud-based ZOOstudio ecosystem.
ZOO Digital Group www.zoodigital.com

Resources
Report on determining TM ownership

CSA Research, an independent market research firm 
specializing in the language service industry, has pub-
lished “Translation Memory in 2019 — Who Should Own 
It?” Enterprises may not always understand the ramifica-
tions of translation memory (TM) ownership. Language 
service providers and freelancers may not be aware of the 
implications of copyright and intellectual property legisla-
tion as applied to translation assets.

The report “MarketFlex for Language-Oriented TMS” 
covers the suitability of nine translation management sys-
tems (TMS) for the language processing functions needed 
to handle multiple content types, client organizations and 
integrations.
CSA Research https://csa-research.com

http://iconictranslation.com
http://www.lexiqa.net
http://www.wordfast.com
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April
T-UPDATE 2019
April 25-26, 2019, Tallinn, Estonia
European Union of Associations of Translation Companies 
https://t-update.com

9th Annual CTA Conference
April 26-28, 2019, Boulder, Colorado USA
Colorado Translators Association, http://ow.ly/YRZM30odsgj

SpeechTEK 2019
April 29-May 1, 2019, Washington, D.C. USA
Information Today, Inc., www.speechtek.com/2019/default.aspx

TAUS Global Content Summit Istanbul
April 30, 2019, Istanbul, Turkey
TAUS, http://ow.ly/7jWW30mOSp6

May
ALC Annual Conference
May 1-4, 2019, Washington, D.C. USA
Association of Language Companies, http://ow.ly/HEq130ocAcy

BP19 Translation Conference
May 2-3, 2019, Bologna, Italy
BP Translation Conferences, http://bpconf.com

Monterey Forum 2019
May 4-5, 2019, Monterey, California USA
Middlebury Institute of International Studies at Monterey 
http://ow.ly/JhQS30ocAab

ND Focus — Elia’s networking  
days for Executives
May 9-10, 2019, Dubrovnik, Croatia
Elia, http://events.elia-association.org/nd-focus-exec-2019

ITI Conference 2019
May 10-11, 2019, Sheffield, UK
Institute of Translation & Interpreting, www.iti-conference.org.uk

TAUS Global Content Summit London
May 15, 2019, London, UK
TAUS, http://ow.ly/ngEv30mOSGo

Global Ready Conference - San Francisco
May 16, 2019, San Francisco, California USA
Smartling, http://globalreadyconference.com/na

Translation Quality Evaluation:  
the New ASTM Standard
May 16, 2019, San Jose, California USA
International Multilingual User Group, http://ow.ly/EXpp30nHGjO

LTC 2019
May 17-19, 2019, Poznań, Poland
Adam Mickiewicz University, http://ltc.amu.edu.pl

XTM LIVE London
May 20-21, 2019, London, UK
XTM International, https://xtm.cloud/live/london-2019

Global Ready Conference - London
May 23, 2019, London, UK
Smartling, www.globalreadyconference.com/uk

Project Managers Round Table
May 28-30, 2019, Berkeley, California USA
The Localization Institute, http://ow.ly/jMIV30octRM

memoQfest International
May 29-31, 2019, Budapest, Hungary
memoQ, www.memoq.com/en/memoqfest

tcworld China
May 30-31, 2019, Shanghai, China
tekom, https://tcworld-china.cn

5th Annual Bread Loaf  
Translators’ Conference
May 31-June 6, 2019, Ripton, Vermont USA
Middlebury College, www.middlebury.edu/bread-loaf-conferences/bltc

ABRATES X
May 31-June 2, 2019, São Paulo, Brazil
Brazilian Association of Translators, https://congresso.abrates.com.br

June
NZSTI 2019 
June 1-2, 2019, Christchurch, New Zealand
New Zealand Society of Translators and Interpreters, http://ow.ly/Ctuq30ocD1M

CIUTI 2019
June 3-5, 2019, Melbourne, Australia
Monash University, http://ow.ly/5OSo30lLlOL

LocWorld40 Portugal
June 11-13, 2019, Portugal
Localization World, Ltd., https://locworld.com
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      Column 

When it comes to crowdsourcing, ride-share apps are the com-
mensurate model. Instead of hailing a traditional cab, customers 
use an app to catch a ride in an amateur driver’s private vehicle. 
But interestingly enough, Lyft, a popular US-based app, doesn’t 
crowdsource its translation. Instead, localization program man-
ager Brian McConnell works with three language service provid-
ers and a translation management 
software (TMS) vendor.

into the predominantly English-
speaking city of Toronto.

McConnell himself is far from 
new to the industry, having worked 
as head of localization for both 
the news sharing site Medium and 
sales software company Insightly, 
Inc. He was also director of API 
integration for translation provider 
Gengo and founded the open 
source translation platform World-
wide Lexicon.

Having been both vendor- and 
buy-side, McConnell says, 
“[Clients'] biggest mistake — and 
one virtually every company 
makes — is waiting too long to 
invest in localization engineering 
work. By then, they usually have 
extensive technology debt baked 
into their systems, which takes at 
least 6 to 12 months to clear out.” 
Note that Lyft opened June 2012, 
but didn’t launch localization until 

Client Talk

Localization at Lyft

Terena Bell is an independent journalist writing for 
The Atlantic, Washington Post, Fast Company and 
others. She is former CEO of In Every Language 
and was on the GALA and ALC boards.

Terena Bell

Welcome to Client Talk, a bimonthly 
column where we chat with the people 
who buy translation. How do they make 
their purchasing decisions? By connect-
ing away from the sales environment, we 
hope to discover some larger logic behind 
client decision making. Collectively, what 
do these interviews tell us about how 
buyers see the industry as a whole?

The client
Lyft’s headquarters are in San Fran-

cisco, California, but you can catch a ride 
in both the United States and Canada. 
At the time of this interview, the company didn’t translate into French, 
though — just US Spanish. Its November 2017 Canadian expansion was 

Brian McConnell
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November 2018, 21 months after 
McConnell began work. 

The need and budget 
Currently, Lyft translates what 

McConnell calls “all user touch 
points — apps, websites, support, 
email, notifications, etc” — for 
Spanish-speaking drivers and 
customers: around 500,000 source 
words. At the time of interview, 
five more languages were planned.

Lyft doesn’t share financial 
numbers, but when it comes to 
what the company spends on 
localization, McConnell does say 
it’s important to put budget in 
perspective, noting for any buyer 
“direct translation costs are a 
fraction of the engineering and 
organizational costs associated 
with building a platform that can 
operate in multiple languages and 
countries.”

When are professional 
translators used? 

Translation is performed by 
three different vendors: one for 
software, one for contracts and 
privacy policies, and a third for 
marketing and web content. The 
latter isn’t a translation provider 
so much as a transcreation com-
pany. One of these vendors does 
linguistic quality assurance on the 
others’ work and, according to 
McConnell, “in-house linguists” 
also review “high-value or high-
visibility content for extra quality.” 

At Lyft, software development is 
decentralized, which means each 
engineering team produces its own 
content. So the company uses a 
popular translation management 
platform to organize source mate-
rial in a single place. This allows 
McConnell to deploy a continuous 
localization process, which is 
especially helpful for high-volume, 
time-sensitive information like 
coupons and event announce-

ments. “An automated translation 
pipeline — continuous translation 
— was critical to supporting these 
use cases,” he explains.

So on a scale of 1-5, where 
does Lyft rank professional 
translation?   

A 5, which is the same score he 
gives the importance of a TMS: 
“Without a TMS, we would not 
have been able to keep track of the 
constantly-changing source mate-
rial awaiting translation or review. 
Having a centralized translation 
service enables us to provide these 
teams with a highly-automated 
translation pipeline, as well as 
enforce best practices with respect 
to content strategy, translator 
comments, etc.”

An emerging pattern
Client Talk may have started as 

a column about purchasing trans-
lation, but as we profile larger and 
larger clients, it’s slowly shifting 
focus toward the importance of 
translation technology. This isn’t 
intentional, as MultiLingual is 
vendor-neutral — which is why 
we’ve omitted the name of Lyft’s 
partner. But vendors aside, once 
word count rises above a certain 
threshold, buying tech and buying 
translation become synonymous. 

McConnell says, “The single 
most important bit of advice I 
have for early-stage companies is 
to implement localization tooling 
as soon as you can and make it 
part of your engineering process. 
Even if you remain in your home 
language, you can use the same 
tooling to ‘translate’ from rough 
English to finely-edited English. 
Developers can write functional 
but not elegant English, which 
then gets translated into finished 
copy using the same workflow you 
would use to translate into another 
language.”  [M]

Project Managers  
Round Table

May 28 - 30
Berkeley
CA United States
Join us for an in-depth focus on Project 
Management, held in 8 sessions over two 
days. 

Berkeley Agenda
Last year’s agenda is shown below. This year’s 
agenda is still in progress and will include the 
impact of AI and NMT on project management. 
Check our website for an updated agenda.

Session 1 - Stakeholder Management
Session 2 - Metrics and KPIs
Session 3 - Importance of Mentorship 
 Programs (Management Skill 
 Advancement) 
Session 4 - In Country Review/Client 
 Review
Session 5 - Agile Development Processes 
 and Their Impact on Localization
Session 6 - Processes/Best Practices for 
 PMs When Dealing with User/
 Network Generated Content
Session 7 - Multimedia Localization
Session 8 - Open Session

Most round table attendees have three or 
more years of experience in localization project 
management. As a result, presentations and 
discussions deal with advanced topics. The format 
of the Localization Project Managers Round 
Table relies on short presentations, some of them 
impromptu, followed by extensive discussions 
involving as many attendees as possible.

To ensure that topics for the Round Table are as 
relevant as possible to those participating, we 
are keeping an open session on the last day of 
the event. The topics for this open session will be 
determined by the attendees, who will be able 
to contribute their proposed topics throughout 
the event. 
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As I have the chance to travel extensively and speak at game 
industry events around the world, I continue to hear from many 
people that games are cool and fun, but they’re not on the same 
level as literature or film or fine art. That doesn’t necessarily 
diminish their love of the medium but on a one-to-one compari-
son, they wouldn’t take the art from a game series like Halo or 
Assassin’s Creed and view it on the same level as perhaps a Rem-
brandt painting or one of Ernest Hemingway’s novels.

This attitude is typically magnified when I have discussions with govern-
ment officials and representatives of other cultural institutions. Many (but not 
all) seem to have great difficulty in drawing any kind of equivalence between 
the artistic value of a video game and the works that are traditionally consid-
ered “art” — you know, the kind of things that have massive installations in 
famous museums like the Louvre in Paris or the British Museum in London.

And frankly, even on the game industry side, I’m still surprised 
when I see some game creators seemingly missing the point of the 
work that they’re doing. They enjoy building new worlds and shar-
ing them with the eager public, but even those who make games 
sometimes lose sight of what we’re really doing, which is contributing 
a whole new medium to the human experience. Is that too bold of an 
assertion? I think not, and let’s explore why from a few key angles.

First and foremost, it’s important to take a step back and look at games in 
the broader sociohistorical context of other forms of media and entertain-
ment that have emerged. One of the core activities in which people have been 
engaged since the beginning of history has been the conveyance of stories; we 
create stories and we transmit them to those around us and most critically, 
to the next generation. This is an anthropological dynamic that is consistent 
across all cultures and geographies. We started with simple linguistic methods 
as well as basic art (such as cave paintings) and developed more advanced 
and diverse means to both record and then communicate our narratives.

And as these new forms of 
medium emerged — such as writing, 
music, printed books, the telegraph, 
radio, film, television and so on 
— each one was met with ample 
skepticism. Plato is supposed to have 
declared in 370 BCE that “writing is 
a step backward for truth.” Printed 
books were initially considered 
a threat to the authorities and 
establishments because if the general 
populace had access to new phi-
losophies and concepts, they might 
decide it was time to change the 
order of things. Trains were initially 
feared because people believed that 
riding up to 30 miles per hour (48 
kilometers per hour) could be deadly. 
In the early 20th century, “radio-
phobia” was a common occurrence 
where people feared radiation side 
effects from the radio waves as well 
as the receiving equipment — a fear 
that would carry over to television 
as well. In 1916, the famous actor 
Charlie Chaplin said “the cinema 
is little more than a fad. It’s canned 
drama. What audiences really want to 
see is flesh and blood on the stage.” 

And on the list goes; virtually 
any new form of media and its 

Off the Map

The future of game content

Kate Edwards is a geographer and the principal 
consultant of Geogrify, a Seattle-based consultancy 
for culturalization and content strategy. She is also the 
former executive director of the International Game 
Developers Association (IGDA).

Kate Edwards
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associated technology has been 
initially feared, then tolerated and 
then eventually embraced. Games 
are no different, and sadly we seem 
to be slowly crawling out of an era 
where games are still blamed for 
many ills of society, from violence 
to obesity to laziness to lower 
brain functions and so on. And 
yet, games represent that current 
evolution of human narrative. Just 
as all the other media that have 
come before, games are the current 
state of how human beings convey 
stories and experiences from one 
generation to another. And because 
games have now been around for 
a few decades, we are seeing the 
generational effect of the medium, 
where the earliest adopters (like 
myself ) have introduced games to 
our children, and their children. 
Among the young demographic, 
games are a normal part of exis-
tence, not an anomaly to be feared.

We are seeing games influenc-
ing mainstream culture more 
and more, and this is continued 
evidence of the broader role they 
play. Sports stars and movie stars 
often reference games like Fortnite 
(for example) and are open about 
the positive role games play. 

Beyond the role of advancing the 
art of human narrative, games as an 
economic powerhouse is another 
key piece of evidence in how they’ve 
quickly become an integral part of 
our culture. Within the industry, 
we often quote the common fact 
that “games make more money than 
film and music combined.” This has 
been the case for at least a decade 
now, and yet I still encounter 
people in the public who simply 
refuse to believe this reality. 

In 2017, it is estimated that 
2.2 billion people on the globe 
were gamers and, in that year, 
global video game revenue easily 
surpassed $100 billion. By com-
parison, global film revenue was 

$40.6 billion that year and global 
music revenue was $17.3 billion. 
Despite hearing about a film mak-
ing over $1 billion in its theatrical 
run, and this getting ample media 
attention, there are several cases 
of a large game making that much 
revenue in a single week (major 
releases such as Grand Theft Auto 
V). What’s even more staggering 
is that if you take the global live 
sports market and combine them 
all (FIFA, NFL, MLB), in 2017 
their total revenue of $90.9 billion 
still falls short of video games. 

And who are playing all these 
games? In short, everyone. Games 
are now a ubiquitous form of 
entertainment played across virtu-
ally all demographics, cultures, 
languages and geographies. For 
most developed gaming markets, 
there is gender parity between men 
and women playing games. In fact, 
there are more women in their 30s 
and 40s playing games than teen 
males; another dose of reality that 
often receives a quick knee-jerk 
denial from much of the public. 

If games are the latest form of 
art and technology being leveraged 
to forward our ability to convey 
experiences, and if they have clearly 
established themselves as a major 
economic force in the media and 
technology sector, and if they are 
being played by a tremendous, 
wide range of people — why 
does the perception often persist 
that games are still an alien, 
harmful presence in our lives?

Clearly, part of that is due to my 
earlier point that games are still in 
the technological adoption phase, 
and that’s typically a generational 
effect. We still see pushback from 
politicians, but within another 
15-20 years, every politician on 
earth will have grown up with 
video games and as a result it will 
be unlikely to see such ongoing 
paranoia. Also, the mainstream 

media has a problem with embrac-
ing games as part of what could 
be called “high culture.” We see 
newspapers and magazines with 
film and book reviews all the time, 
but it’s rare to find game reviews 
as prevalently. This is changing, 
but it’s been slow, lagging behind 
public adoption. And the media’s 
portrayal of games as less than the 
true art they represent does affect 
the public’s perception. In 2015, the 
Pew Research Center conducted 
a study which found that despite 
so many people playing games 
across all ages and genders, 40% 
of US adults believe that games 
cause violence in society, 26% 
think games are a waste of time; 
60% believe that games are mostly 
played by men; and 23% perceive 
games as not promoting teamwork 
and communication (which, if 
you have played any online games 
in the past decade, the majority 
require teamwork and com-
munication in order to succeed). 

Certainly, there remains a dis-
tinct gap between the everyday real-
ity of games as a cultural force and 
the perception of games as such, 
but that negative perception doesn’t 
negate the fact that games are now 
part of our culture. And as I’ve had 
the privilege to visit many emerging 
markets around the world, it’s been 
enlightening to hear government 
officials view video games as a key, 
positive driver of their emergent 
technology sectors and as a medium 
to be embraced and advanced. 

My hope is that those of us who 
work in the game industry, from 
localization to culturalization and 
all other functions, will stand tall 
and embrace our role. Instead 
of being defensive of our art, we 
can help the public understand 
what we do and why we do it, 
thereby accelerating ourselves out 
of this cultural adoption phase 
and into full acceptance.  [M]
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When I decided that I wanted to work with languages, I was still 
attending school and I had only a very general idea what exactly 
I would do with that idea. But I ended up studying Scandinavian 
languages and software localization (in that order) and more or less 
stumbled across my first translation jobs — and they were for a mas-
sively multiplayer online role-playing game. 

players engaged or to avoid them being 
annoyed or confused. If a game has a 
lot of text, chances are high that there 
will be a team of translators working 
on the project. This makes a kind of 
“coordinated creativity” necessary. 
Communication, a well-kept, shared 
terminology database and translation 
memory, proofreading and QA can 
help achieve consistent and immersive 
results, but it does take a lot of effort 
and very thorough translators who 
utilize all available resources.

Technical aspects
Character limitations are probably 

the first technical aspect that comes 
to mind. It is often a challenge to find 
a working compromise between style 
and character limitation. It is generally 
not a good idea to use abbreviations, 
as they can be ambivalent and dis-
tracting. One of my favorite examples 
for abbreviations gone wild is “Schw. 
Tr. d. Le.en.-W.” from the original The 
Elder Scrolls IV: Oblivion (released 
in March 2006). This extremely long 
abbreviation was the translation for 
a minor healing potion. Some errors 
were later fixed through patches, but 

There was actual in-game text, there were marketing articles and devel-
oper announcements, video subtitles and help articles. I loved the variety 
and the fact that there were distinct styles for different contexts to adapt to. 
All within one game! 

So, are game translators just people who like games, or is there more to this 
specialization? Firstly, let’s take a look at some general points that might play a 
role in game localization projects: variety, creativity and special requirements.

Variety 
Due to the many different genres of tabletop and video games for many 

different platforms out there, game localization is a very diverse field of work. 
When looking up “game localization” online, most of the offered pages are 
about video games. More and more video games are being developed, and 
thanks to the many online game distribution platforms like Steam, GOG and 
others, there are many different international distribution channels. Games 
are everywhere, and there is something for every kind of gamer. For translators 
working with game texts, this means a lot of potential variety.

Creativity 
Every title has (or needs) its own style guide and terminology, and there 

are new choices and decisions to be made with every new game. For sequels, 
it is often important to keep the style and terminology of the previous title. 
But in all cases, creativity (within certain limits) goes a long way to keep 

Perspectives

What’s in a game 
translator? 

Sarah Calek holds a master's degree in software localization. She 
has been working as a freelance and in-house translator since 2015, 
specializing in games, marketing and medical translation from 
English and Norwegian into German.

Sarah Calek
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the game’s reputation was damaged by 
the initial release.

Due to mobile devices and smart-
phones, space is still an issue. Game 
apps for mobile screens have to be 
legible on many different screen sizes, 
so it makes sense to set a limit for text. 
Finding the shortest way to express 
certain ideas in a natural way is not 
always an easy task, but it is still better 
to know exact length restrictions than 
to fix issues after the fact. 

Finding context for strings can also 
be quite difficult. Many games are 
not just released in one language, and 
the localization tends to be a part of 
the development phase. Translators 
might get some visual references to 
help them understand the game, but 
string IDs and other metadata are also 
a very valuable source of information. 
They might, for example, clarify what 
a single word like “open” refers to 
and into which grammatical form it 
should be translated. The same context 
problem tends to occur with tags 
within strings: tags are often used as 
substitutes for items, numbers and 
names, but this does not work in the 
same way in all languages. For example, 
the quest instruction “Find the {0}” 

is problematic in German, because 
the article would be different for each 
of the grammatical genders that the 
item in the tag might be representing. 
Covering all possible grammatical 
genders would result in something like 
“Finde den/die/das {0}” which would 
certainly not be an elegant solution.

Most of the above points would 
certainly also be applicable to other 
translation specializations, at least 
to a certain degree. Technical and 
medical translators work with highly 
specialized terminology and style 
regulations; marketing translators 
often end up transcreating slogans, 
using their creativity to get a certain 
idea across. But game translation is a 
bit of everything, and every game is a 
microcosm of its own. 

Game translators are probably 
just as diverse as gamers, so it is 
quite difficult to formulate common 
requirements that are specific to this 
group. Linguistic knowledge and 
good writing skills are always a pre-
requisite, regardless of the specialty. 
Translators are judged by the quality 
of their translations, and no customer 
would be content with linguistically 
incorrect or unfitting translations. 

Many online job ads look for 
“enthusiastic gamers,” which sounds 
like obvious common ground. But 
good game translators are not just 
good at translating games they person-
ally like. They are also able to deliver 
fitting translations for other games 
because they value games in general 
and want other players to have a good 
experience. I am therefore not so sure 
if liking “games” in itself should be very 
important. There are just too many 
different genres and styles of games 
out there to let the translation even 
partially depend on whether or not 
the translators like any given game 
or not. Even if some extra motivation 
helped, the game to be localized is in 
many cases still in development, and 
there is rarely time or an opportunity 
to test the game at that stage. But 
translating it is not the same as playing 
a game — translators usually only get 
to see single strings, often not in the 
order they would appear in-game, but 
sorted alphabetically by their string 
IDs. The translators might also see said 
string IDs, which might help figure 
out some context, and in some cases 
there is also some graphical context or 
even the game in the original language 

mailto:info@vistatec.com
https://vistatec.com/
https://vistatec.com/
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(or a gameplay video) available. This 
additional material is helpful to figure 
out in which context certain strings 
appear in order to find the correct 
translation, often under time pressure.

As is the case with many projects, 
time is always an important factor, but 

the localized game should still feel like 
the textual components were added 
into the finished game in a way that 
feels natural in the new target language 
as well. A certain meticulousness helps 
game translators achieve this: There 
are many segments that seem to be 

pretty clear at first glance which might 
have more than one meaning depend-
ing on their use within the given game. 
This is a typical localization issue, and 
it seems to pop up quite frequently in 
game localization projects. Another 
problem in bigger projects is the coor-
dination between many translators. It 
is important to keep the whole project 
consistent and to use the same style 
and wording for different characters 
and user interface portions. Effective 
communication and a well-maintained 
terminology database help achieve 
consistency. Due to the fact that each 
new game has different requirements, 
this process of constant adjustment 
and adaptation needs to be repeated 
for every single project. 

Last but not least, I would like to 
point out that while I would not con-
sider being a video game enthusiast a 
must-have trait, it does certainly help 
to like games in terms of motivation. 
But in contrast to gamers, this enthusi-
asm for games should go beyond titles 
that appeal to the translator. Ideally, a 
game translator (who does not work 
for a certain developer and therefore 
on a limited number of different 
games) is a perfectionist no matter 
what kind of game they work on. This 
professional attitude seems worth 
noting because gamers tend to have 
certain favorite genres or games, and 
they often have quite strong opinions 
about their games. Gamers who work 
as translators can be great transla-
tors — if they are also great linguists 
with a professional take on the matter. 
After all, every gamer deserves a great 
experience and the translators are 
there to remove the language barrier 
without drawing negative attention to 
the language change. Positive attention 
would be great.

So what makes a good game 
translator? There is a simple core: 
first of all, a skilled, creative translator 
with a good eye for details. Secondly, 
a person who sincerely cares about 
game(r)s.  [M]

https://www.memsource.com/
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The language services industry will reach $53.5 
billion in 2019 with over one million profes-
sionals involved in related activities around the 
world. There are over 140,000 LSPs in the world, 
but fewer than 1,800 make more than $1 million 

per year. Below you have the ranking of some of 
100 biggest language services companies around 
the world. The project was led by Chief Research 
Officer Konstantin Dranch. Check out the com-
plete report available for free at www.nimdzi.com.

The NIMDZI 100
The 2019 ranking of the largest language service providers in the world

sponsored content               multilingual.com/white-papers  
 

Rank Company Country Note Revenue 
(USD millions)

Core business

1 TransPerfect United States v 705.0 translation, life sciences, legal

2 Lionbridge United States v 647.0 translation

3 LanguageLine Solutions United States e 480.0 interpreting

4 SDL United Kingdom FY 432.0 translation, IT, technical, life sciences

5 RWS United Kingdom FY 408.0 translation, patents, life sciences, IT

6 Keywords Studios Ireland FY 295.2 videogame services

7 appen Australia FY 272.2 data company

8 Welocalize United States v 227.0 translation, patents, life sciences

9 SDI Media United States v 226.0 media localization

10 AMPLEXOR Luxembourg v 180.2 life sciences, technical, government

11 STAR Group Switzerland v 177.5 translation, technology, automotive, IT

12 CyraCom International United States v 147.0 interpreting

13 Acolad Group France v 138.1 translation, life sciences, legal, luxury

14 BTI Studios Sweden v 118.0 media localization

15 Semantix Sweden v 113.8 interpreting, translation, government

16 Honyaku Center Japan e 109.2 translation, patents, life sciences, IT

17 thebigword United Kingdom FY 101.9 interpreting, translation, government

18 Pactera Technologies China v 100.0 translation, IT, financial, retail

19 United Language Group United States e 92.0 translation

20 Ubiqus France v 86.9 translation, financial, legal, life sciences

21 Translation Bureau Canada v 81.8 translation, government, interpreting

22 Voice and Script International United Kingdom e 81.5 media localization

23 Datawords France v 75.0 translation, marketing

24 LanguageWire Denmark v 71.3 life sciences, luxury, automotive

25 Logos Group Italy v 64.4 translation, life sciences, technical, IT

26 Språkservice Sverige Sweden e 61.3 interpreting

27 IYUNO Media Group Singapore v 58.3 media localization

28 Stratus Video United States v 56.4 interpreting, healthcare

29 KERN Germany v 53.6 translation

http://www.nimdzi.com
https://multilingual.com/white-papers/
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Rank Company Country Note Revenue 
(USD millions)

Core business

30 Transn China e 53.0 translation, IT

31 Dubbing Brothers France e 52.6 media localization

32 Morningside Translations United States v 48.7 translation, legal, patents, life sciences

33 SeproTec Spain v 43.3 translation, legal, patents

34 Certified Languages International United States v 41.4 interpreting

35 LiveWords Netherlands v 40.9 translation, interpreting

36 Akorbi United States v 39.3 healthcare, financial, interpreting

37 CSOFT China v 38.9 translation, life sciences, IT, technical

38 Transvoice Sweden e 36.0 interpreting

39 CRESTEC Inc — localization Japan v 35.0 translation

39 CTS LanguageLink United States e 35.0 translation, interpreting, media

41 Vistatec Ireland e 34.7 translation, LQA

42 ZOO Digital Group United Kingdom FY 29.8 media localization

43 Martti United States e 30.0 interpreting

44 Sunyu China v 29.5 translation, patents

45 Akagane Japan e 28.8 technical writing, printing, translation

46 Motionpoint United States e 28.0 website translation

47 Apostroph Group Germany v 27.3 translation

48 One Hour Translation United States e 27.0 translation, platform

49 Language Services Associates, Inc United States e 25.5 interpreting

50 CinemaNext — localization France FY 25.0 media localization

51 Skrivanek Czech Republic v 25.0 technical, government, life sciences

52 Alpha CRC United Kingdom v 24.2 translation

53 Capita Translation and Interpreting United Kingdom e 24.0 translation, interpreting

54 Translated Italy v 23.5 translation, technology, platform

55 Janus Austria e 23.6 translation, interpreting

56 Lan-bridge China v 22.5 translation, technical

57 Abbyy LS Russia v 21.6 translation, life sciences, technical, IT

58 Argos Multilingual Poland v 21.0 translation, life sciences, technical

59 Rev.com United States v 21.0 translation, media, platform

60 CBG Konsult & Information Sweden v 20.9 translation, automotive

61 EC Innovations China v 20.8 translation, life sciences, IT

62 LocTeam Spain e 20.5 translation, localization

63 Valbin Corporation United States v 19.5 government

64 NLG GmbH Germany v 18.7 translation, life sciences

65 TRSB Canada v 18.5 financial, life sciences, technical

66 Transline Gruppe Germany v 18.4 translation

67 Rozetta Corp, Japan e, FY 18.3 translation, platform, technology

68 24translate Group Germany v 18.0 translation, technology
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In 2017, cofounders Renato Beninatto and Tucker Johnson realized that many of the 
challenges facing the language services industry today stem from lack of access to high  
quality information and decided to do something about it by founding Nimdzi Insights. 

Rank Company Country Note Revenue 
(USD millions)

Core business

69 Multicultural NSW Australia FY 17.6 translation, interpreting, government

70 Straker Translations New Zealand e, FY 17.2 translation, platform

70 LanguageLoop Australia v 17.2 interpreting, translation, government

72 Qloc Poland e 17.0 videogame services

73 Globo United States v 16.8 interpreting, healthcare, government

74 Lylo France v 16.5 media

75 Interpreters Unlimited Group United States v 15.5 interpreting

76 ISI Language Solutions United States v 15.4 translation, healthcare

77 EasyTranslate Denmark e 15.0 interpreting, translation, government

78 Venga Global United States e 14.9 translation

79 Language Connect United Kingdom v 14.7 translation, market research, healthcare

80 Lingsoft Group Finland v 14.5 translation, technology, government

81 Lingo24 United Kingdom v 14.3 translation, platform, technology

82 itl Institut für technische Literatur AG Germany v 14.2 translation, technical, automotive

83 mt-g Germany v 14.1 translation, life sciences

84 Crimson Interactive India v 14.0 translation

85 MasterWord United States v 13.7 translation, interpreting, healthcare

86 Chizai Corporation Japan e 13.6 patents

87 CQ Fluency United States v 13.2 translation, life sciences

88 EGO Translating Company Russia v 12.1 translation, interpreting, government

89 Geneva Worldwide United States v 12.0 interpreting, translation, legal, healthcare

89 Diction Switzerland v 12.0 translation, automotive, legal

89 HansemEUG Korea v 12.0 technical writing, translation

92 Summa Linguae Poland v 11.9 translation, IT, retail

93 Groupe LCI France e 11.8 translation, technical writing

94 SuperText Switzerland v 11.7 translation, marketing

95 PTIGlobal United States v 11.5 translation, technical, IT

96 Acclaro United States e 11.4 translation

97 Lingotek United States e 11.0 technology, translation

98 Human Science Japan v 10.9 translation, IT, technical

99 Fasttranslator.com / Snelvertaler Netherlands v 10.5 translation, technology

100 Sandberg Translation Partners United Kingdom v 10.3 translation

sponsored content               multilingual.com/white-papers   
          multilingual.com/whitepaper

• (v) verified, data provided by companies
• (e) estimated revenue, based on extensive industry research
• (FY) fiscal year, figures for the latest financial year (verified with financial reports)
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Localization maturity 
in game development

Jasmin Jelača

Jasmin Jelača is a localization 
lead at Nordeus, a gaming 
company based in Belgrade, 
Serbia. Being raised in the 
multicultural environment 
of Berlin, it was unavoidable 
that he become a specialist 
in various languages and 
cultures. He holds a master's 
degree in German language 
and literature.
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Localization maturity is a term that can 
be heard frequently in our industry. It indi-
cates where organizations stand in relation to 
localization, how they can improve and make 
sure that this is one of the central functions 
in the company. This is vital for every team 
in our industry, whether it’s in gaming or not. 
Gaming may be a fun sector, but that doesn’t 
mean that processes should be kept on the 
light side.

What is localization maturity?
The localization maturity model (LMM) was brought to 

us by CSA Research back in 2006. It is a method to measure, 
as the name indicates, the maturity of an organization and 
their respective localization teams. It is utilized throughout 
the industry as a great method to see how teams and organi-
zations can improve their workflows and deliver more quality 
content to their users. There are nine phases in the LMM 
model, from -3 to 5, with 5 being the highest level of maturity.

Level 1, or Reactive, means that roles and responsibilities 
are unclear, localization gets done when it needs to without 
too much planning. It’s basically just putting out fires when 
they arise. Level 2, or Repeatable, starts to show the usage 
of some basic workflows, and the use of outsourcers. Level 
3, or Managed, means that processes and workflows are set 
up and used, as well as localization tools. Depending on 
the setup of the team and organization, localization work 
is either centralized or spread throughout the company. 
Level 4, or Optimized, means that standards are followed 
throughout the company, documentation is kept up-to-
date, and probably the most meaningful of all: localization 
is accepted as one of the key pillars of product and company 
success. Level 5, or Transparent, means that localization is 
a central part of company plannings and product launches, 
the team is able to scale the work, and metrics are being 
followed and met. I will not cover -3 to 0, as even writing 
about these phases gives me anxiety.

How is this connected to game development?
As the gaming sector matures, players expect localized 

text of higher quality, better cultural adaptation and more 
immersion, which low-quality text can render impossible. 
One area where the gaming industry sets itself apart from 
the others is creativity. Anyone who has ever worked on a 
game knows how difficult it is to come up with the core loop, 
the meta and a story that adds to that experience. Immature 
teams will have a hard time dealing with all of this, as they 
are constantly firefighting and making sure that they are able 
to deliver translations on time. The LMM is a great solution 

for teams that want to challenge the status quo, even when 
things are going fine. There is always room for improvement. 

Another requirement from gamers, especially in the last 
few years, is to deliver a lot of in-game events, to keep the 
game fresh and attractive. Games as a Service is the new hot 
thing, and supporting teams need to be able to fulfill those 
requirements and operate at a very high pace. Continuous 
delivery is the new standard, especially for mobile games. 

Understanding the current maturity level
There are different ways to get a score. A few companies 

are specialized in improving the localization maturity of 
organizations, offering researches and workshops with your 
in-house staff and key stakeholders. Another way to do the 
scoring is to define what each level means to your organiza-
tion. This second approach is more tailor-made, cheaper and 
can still bring you a lot of insights into your current situation. 
Industry standards serve a great purpose as a baseline for 
measurements, but ideally every team would come up with 
their own aspirational level 5. It is important to point out that 
the scores themselves are not the main purpose of this exer-
cise. The main purpose is to identify areas for improvement 
and kick off conversations with stakeholders. This is the most 
important step. Getting buy-in from the company leadership 
is, without a doubt, an area that should be focused on the most. 
Including other stakeholders into the initial scoring, by setting 
up surveys and interviews, will help as well. This process takes 
time, being thorough and gathering proper research will take 
a few weeks, but the results and, more importantly, the action 
steps derived out of this effort will definitely be worth it. It is 
important to highlight that it’s not possible to go from level 2 
directly to level 5. It’s a long process, some teams even spend 
years rising the ladder, but it’s a climb that is vitally important 
to your product succeeding globally. 

Time for action
Once all the areas for improvement have been identified, it 

is useful to brainstorm different ways certain problems can be 
tackled or workflows and processes improved. Things to keep 
in mind: what are the needs for the team and the company? 
Where are gaming and localization industries headed? What 
do the players expect? These are only some of the questions 
that should be asked during the brainstorms. The next step is 
to combine all of that knowledge and create action items. They 
can be by category, prioritized by effort or sorted any other 
way you see fit. Once the plan is created, company leadership 
will need to provide guidance and set short and long-term 
goals for leveling up localization in the organization.

What is the impact?
One of the great things about thorough research like this, is 

that it showcases everything that is going smoothly, as well as 
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things that are not. So the list of action 
items can cover many topics. 

Discipline promotion
Something that all disciplines 

need to work on, not only localiza-
tion, is internal promotion. You want 
to make sure that everyone in your 
company understands your termi-
nology. Education is a huge deal, and 
there are many ways of educating col-
leagues. Whether it’s blog posts, suc-
cess stories, your aspirational goals 
for improvement or workshops for 
different target groups, all of this will 
have a positive impact on your col-
laboration with colleagues. Another 
way to promote localization is to 
make it part of the onboarding for 
new employees, especially the ones 
who will end up being key stakehold-
ers in the process (game designers, 
UI/UX artists, developers, product 
managers, producers). 

Processes
It’s always important to be involved, 

especially in decision-based meet-
ings, plannings and retrospectives. It’s 

crucial for localization teams to have 
input on wireframes and early design 
documents, in order to make the 
games ready for localization. If there’s 
a possibility to collaborate closely with 
copywriters, or even own that part of 
the development process, it makes an 
impact in the feature design, which in 
turn makes the quality of the localized 
text better. The better the source, the 
better the translations. 

Automation is another crucial 
topic, and has been over the past 
few years. Long gone are the days of 
just copy/pasting assets, manually 
publishing the latest translations for 
the games and pulling data in order 
to make strategic choices. As a hint 
for doing the rating process correctly: 
automation should always be one of 
the areas for improvement.

Quality
Since games are a special category 

on its own, there are no standardized 
QA metrics for game localization. 
Gaming companies tend to use the 
standard QA methodologies to mea-
sure their output. However, what can 

be done is to adapt those metrics and 
create benchmarks suitable to the 
genre. Of course, mistakes in mean-
ing will always have the highest error 
severity, but I’d argue that a word-
to-word translation is just as bad. If 
the source text is of high quality, the 
translation must be able to follow this. 
Another way of ensuring high quality 
is to work tightly with the functional 
QA team and educate them as well 
about localization mistakes and how 
to avoid them. Eventually, they will 
start searching for those on their 
own.

Strategy
For teams that don’t have a clearly 

defined strategy, the first step should 
be to check in-game metrics and 
acquisition numbers. Based on that, 
benchmarks can be defined, as well 
as go-to-market strategies. Another 
thing that can be useful are language 
tiers, which can be defined either 
by industry standards or by your 
own products. They can cover what 
to localize, how much and where. 
Working closely with product lead-
ership and the finance department 
will make sure that everything is 
transparent and choices are made in 
collaboration with the main stake-
holders, which strongly relates to a 
level 5 localization team.

What does the future bring?
The gaming industry is evolving at 

a rapid pace, and is already the most 
lucrative entertainment sector. With 
mobile devices being more power-
ful than ever, it’s quite clear that all 
teams working on games will need 
to step up their game. The LMM is a 
nice guideline in determining which 
direction teams should go. Essen-
tially its main purpose is to kick off 
conversations and make sure that 
localization is an important pillar of 
the company and that the localiza-
tion teams, and therefore business, 
are set for success.  [M]success
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Five guidelines for success
in Asian gaming markets

Rebecca Ray is a senior analyst at independent 
market research firm CSA Research. Ray’s primary 
research focus at CSA Research is enterprise glo-
balization, multilingual SEO and global product 
development. 

Douglas-Val Ziegler is a senior analyst at indepen-
dent market research firm CSA Research. He focuses 
on localization maturity, business globalization and 
localization, including all aspects of strategies, gov-
ernance, processes, technologies and operations.  

Rebecca Ray Douglas-Val Ziegler

Ensuring that audiences in various parts of East and South-
east Asia fall in love with the games you create means adapting 
the characters — and the dialects they speak — appropriately for 
the region. Your goal is to avoid comical (at best) or disastrous (at 
worst) results for your gaming franchise. 
What do we mean? Try imagining a version of Grand Theft Auto in which 

characters speak the Queen’s English. “English” can refer to the upper-class 

standard British English of the 
Queen as well as the language of 
American rap videos, or a thousand 
other geographical or sociological 
varieties, each with its own legiti-
mate and appropriate usage sce-
narios. The languages in Asia also 
exhibit such variation. However, in 
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the case of Chinese, the variation 
is on the order of English, Dutch, 
Norwegian and German combined.

Based on interviews with global 
game developers by analysts at inde-
pendent market research firm CSA 
Research, here are five guidelines 
to enable your company to realize 
higher levels of success in East and 
Southeast Asia when entering the 
following markets for the first time 
or recalibrating its local strategy: 
China, Hong Kong, Indonesia, 
Japan, Macau, Malaysia, Philippines, 
Singapore, South Korea, Taiwan, 
Thailand and Vietnam.

1. Develop a globalization and 
local-language strategy using input 
from the region, rather than one 
generated by headquarters based 
solely on expected game ROI. 

Gaining buy-in for a framework 
that explicitly lays out what parts of 
which games should be translated 
into what flavors of which languages 
will go a long way to ensuring that 
designers, coders, testers, localizers, 
marketers and support communities 
row the boat in the same direction. 

Why should this be one of your 
top priorities? Because a seismic 
shift in localization requirements 
is happening in this region. East 
and Southeast Asian markets are 
growing by leaps and bounds, new 
countries are becoming tier 1 mar-
kets, and customers are now more 
demanding when it comes to playing 
games in their own language.

2. Flesh out detailed gamer 
profiles for each audience under 
consideration.

Begin with the personas that you 
cater to in your domestic market. 
Sketch out their profiles based on 
app store and your own analytics. 
For example, review game types 
downloaded, length of time played 
each day and inline purchases. Then 
analyze how these characteristics 
may differ for gamers in Thailand, 
Malaysia or the Philippines. Don’t 
forget to check out analytics on 
mobile websites and third-party app 
stores run by handset manufacturers 
and companies such as Baidu, Hua-
wei and Xiaomi. You can also gain 
great insights from across the entire 
region by paying for a few hours of 
consulting expertise from language 
service providers that specialize in 
game localization.

You’ll discover that some audi-
ences resist shelling out for premium 
games but are open to paying for 
games as a service. In other markets, 
female gamers are willing to pay 
more than their male counterparts. 
Make sure you understand local 
payment systems, including mobile 
payments and game cards in mar-
kets in which credit and debit cards 
are less popular.

3. Don’t be distracted by the 
false choice of all or nothing. 

Even if you’re a major games 
developer and publisher, you still 
cannot localize all products into all 
languages. Explore the alternatives 
based on what you can reason-
ably deliver without degrading the 
value of your brand or creating 
unacceptable levels of customer 
dissatisfaction.

Take Malay, for example — also 
known as Malaysian, Bahasa Malay-
sia and Bahasa Melayu. It is the 
official language of Malaysia and 
one of four official languages in 
Singapore. It is spoken by almost the 
entire population, including other 
ethnolinguistic groups such as the 
Chinese, in Malaysia. As it turns out, 
Indonesian, the official language of 

Primary written and spoken languages in East and Southeast Asia.
Source: CSA Research 2019.
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Indonesia, is a very closely related 
standardized form of Malay. The 
differences are about the same as 
between the Scandinavian languages 
(Danish, Norwegian and Swedish), 
thus allowing a certain degree of 
asymmetrical intelligibility. This 
offers the possibility of translat-
ing game content from Malay to 
Indonesian using machine transla-
tion, followed by post-editing. This 
may result in quicker and cheaper 
localization than going from English 
directly into Indonesian. 

4. Deliver products in the lan-
guages that real people speak, not 
the ones you assume they use. 

Expand beyond the official 
tongues assigned to target audi-
ences. For example, English is one of 
the primary languages of East Asia, 
especially Southeast Asia. It is not 
only used in standard forms, such 
as Standard Singaporean English, 
which are similar to standard Brit-
ish or American English, but it is 
also used in newer nativized forms. 
The latter often include code mixing 
and code switching in which people 
speak in one language but include 
many words or phrases from other 
languages, or go back and forth 
between languages. 

This switching can have implica-
tions for localization choices. Singa-
pore’s Singlish, based on vocabulary 
from local languages such as Hok-
kien and Malay, is a prime example. 
Even though it is criticized as 
being “bad” English and discour-
aged by authorities, it has become 
ubiquitous. However unofficial or 
non-standardized, Singlish can be 
effectively employed for realistic col-
loquial speech in high-quality video 
games. For example, if the charac-
ters in a game set in Singapore are 
street thugs, they certainly should 
not be speaking the Queen’s English! 
They should not even be conversing 
in Standard Singaporean English or 
Mandarin; rather, gamers should 

hear them speaking a combination 
of Singlish and Hokkien, along with 
perhaps a few other dialects. 

5. Explore speech synthesis for 
generating audio. 

Consider the use of new text-to-
speech systems (TTS) for Mandarin, 
Cantonese, Japanese, Korean, and 

English audio when it is not afford-
able or practical (because of space 
limitations on mobile devices, for 
example) to use digital recordings 
of human speech. This strategy may 
also be useful when the exact text 
to be spoken can’t be determined 
ahead of time.  [M]

http://go.miis.edu/localize
https://www.middlebury.edu/institute/
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Gender-inclusive language 
in games and its 
localization challenges

Cristina Pérez is linguist team lead of the Barcelona 
and Dublin offices of Keywords Studios. She holds 
a master's degree in audiovisual translation from 
Universitat Autònoma de Barcelona, which granted 
her access to Keywords thanks to an internship as 
Spanish linguist back in 2012.

Leticia Sáenz has been working in video games 
localization for over 11 years. She has seen the 
industry from different points of view since she 
has worked in different companies and roles. 
She is currently the localization lead at Keywords 
Studios Barcelona.

Cristina Pérez Leticia Sáenz

Over the past years, we have worked hard in 
localization to make sure that players get to live 
the full game experience adapted to their culture 
and the aspects that surround them. We have 
gone to great lengths to make sure that localized 
versions of video games are culturally correct; 
we have even coined a term: culturalization. 
And this amazing achievement has come to a 

reality as we strive to attain the best localiza-
tion possible, one in which players don’t real-
ize that they are not playing the original version 
of the game. In the attempt to make sure that 
video games reach everyone and that everyone 
feels reflected in them, we have seen developers 
start including female and LGBTQ characters as 
protagonists of our adventures, as well as using 
more inclusive language.
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Before explaining what gender inclusive language is, let’s 
try to understand first what “genderization” means. If we 
look at the definition of “genderize” in the dictionary, we 
will see it means to make distinctions according to gender, 
something that we do on a daily basis without even real-
izing it. Depending on your own language, you might be 
wondering if this refers to grammatical gender or semantic 
gender. And this is because not all languages have the same 
gender system. If we take a look at Europe, we will find at 
least five different systems, ranging from non-gendered 
languages (English, Finnish), to languages with common 
or neuter gender (Dutch, Danish), languages with mascu-
line, feminine (Spanish, French, Italian) and neuter gender 
(German, Russian), and even languages that distinguish 
between animate and inanimate objects (Basque).

So what is this inclusive language that we are talking about? 
It’s a form of language that is not biased toward a particular sex 
or social representation of gender. Gender neutrality should 
be used mainly in two cases: 1) when the gender of the person 
referred to is unknown or indeterminate, and 2) when we 
want to include in our speech people who identify themselves 
as non-binary or genderless. In English, for example, this can 
be achieved by using the singular “they” or “one” instead of 
“he” or “she,” or by using nouns that are not gender-specific 
in fields such as professions: “police officer” and “flight atten-
dant” instead of "policeman" and "stewardess."

Historically, in English and many other languages, the use 
of masculine forms to refer to generic groups was regarded as 
standard, but in the last few years, academic and governmen-
tal entities are beginning to rely on gender-neutral language to 
convey inclusion of all sexes or genders. Advocates of gender-
inclusiveness argue that achieving this kind of language is 
possible. They consider that gendered language often implies 
male superiority and reflects an unequal state of society, while 
detractors argue that trying to use gender-inclusive language 
often leads to unnatural grammatical constructions.

When it comes to localization, we need to take into 
account the linguistic and cultural context of the target coun-
tries. In some cases, we deal with languages without gram-
matical gender, which use their own mechanisms to achieve 
this inclusiveness. On the other hand, when dealing with 
languages with grammatical gender, rendering texts neutral 
or gender-inclusive is at times overly complicated from a cos-
metic point of view — due to lengthy workaround structures 
overlapping, for instance — or plainly unidiomatic.

Case studies
Let’s have a look at what some developers have done 

to include non-gendered language and characters in their 
games, and how they dealt with it in English.

Fallen London
Fallen London is a game developed by Failbetter Games 

and released in 2009. It is known for giving the player a 
third (genderless) option during character creation. Play-
ers who choose this third option would not be addressed 
either as male or female.

Sunless Sea
Several years later and after taking into consideration 

the feedback received from players, this same developer 
released Sunless Sea. In this case, instead of giving the option 
to choose gender, the game asks players for their preferred 
form of address — implying that gender is up to players and 
may not match how they would like to be addressed.

In Sunless Sea we can also find androgynous characters. 
For example, the Alarming Scholar is firstly described 

http://info.systrangroup.com/games
http://info.systrangroup.com/games
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using masculine and feminine pronouns only to end up 
referring to the character as neutrally as possible. Even the 
use of adjectives seems to be done in a way that supports a 
certain degree of neutrality.

The Sims
The Sims was probably one of the first games to normal-

ize same-sex relationships, but EA went a step further in 
The Sims 4, where they removed binary male and female 
categories from the creation menu.

Any Sim can now have any body type, clothing, hair, 
tone of voice, walk style or accessories. Players can even 
decide if they want their character to use the toilet stand-
ing, and become or get other characters pregnant. 

As linguists and localizers, how can we deal with this 
kind of content and introduce gender inclusiveness or 
neutrality in our translations? This can be difficult in 
English, but it gets even more complicated when we need 
to translate it into different languages, especially those 
with grammatical gender like Spanish, French, Italian 
and German.

Some generic solutions that would work for all the lan-
guages would be the following:

• Using non gender-specific terms as we mentioned at the 
beginning of the article: “police officer” instead of “police-
man.” However, this can lead to a convoluted or less natural 
language in cases when it’s not easy to find generic terms.

• Duplicating structures in the source files for all the 
different gender options, which would be more costly for 
developers, as the word count to be translated into the 
multiple target languages would be higher.

• Finding neutral structures whenever possible, which 
is common practice among professional localizers, who Images above from Sunless Sea.

Image from The Sims.
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usually need to handle variables and placeholders with-
out knowing what term will replace them. However, this 
is not always possible and sometimes it might lead to 
long and complex sentences, introducing truncations or 
overlaps in the game, especially in mobile versions.

Now let’s see what options we have to introduce gender 
inclusiveness or neutrality when none of the solutions 
mentioned above is really suitable.

Spanish
In Spanish the generic masculine is the accepted form 

to address groups comprised of male and female individu-
als. We have several options to avoid this:

• Using @ or X to replace the letter that would set the 
gender of a word. Though not officially recognized, this has 
been a common use in the last few years. There is one incon-
venience though: those characters cannot be pronounced 
or read by text-to-speech applications, which affects the 
dubbing of the game audio and prevents people with visual 
impairments from relying on that kind of software.

• Creating a third neutral and inclusive gender by using 
the letter e. The latest option to be coined and, though not 
official, the one that is becoming stronger.

Italian
Like Spanish, Italian is a very strongly gendered lan-

guage, where even objects have a grammatical gender. 
This makes talking about a person without defining gen-
der almost impossible. It’s becoming common practice, 
especially online, to use the asterisk (*) to replace the –a 
(feminine) and –o (masculine) in words, or to use the at 
symbol (@) to indicate plural. However, this use is quite 
inconsistent, or a text would be full of asterisks and at 
symbols every other word.

German
In German, the asterisk again can be used to indicate 

that there are more variations than just the one displayed. 
For example, “der*die Priester*in” to indicate all the genders 
on the spectrum.

French
In French, we are witnessing the reinvention of the lan-

guage. For instance, gender-inclusive pronouns are being 
created to blend the known masculine and feminine forms 
into one (iel/yel/yelle/ille/ol), along with the creation of 
new grammatical declensions for nouns and adjectives.

Sensitivity readers
Some video games companies employ sensitivity readers 

to ensure their original and localized texts are free of gen-
dered language as well as prejudices and misconceptions 
that are usually associated to non-binary people. If a game 
includes LGBTQ characters, it would be recommended to 
have a gamer from this group check the content and make 
sure that no prejudices make it to the final build. We need to 
think of this figure as an external consultant who will help us 
ensure the quality of the final product.

As you can see, we do not possess definitive answers on 
how to overcome the challenges that this matter poses for 
the localization teams. The goal of this article is to raise 
awareness and open an educated debate on the topic 
among MultiLingual readers, trying to find solutions in 
the long run that allow us to keep up with the developers 
who have considered gender-inclusive language important. 
Society changes, and in an industry with an ever-growing 
presence of women and non-binary people across all strata, 
it is only fair to reflect this diversity through language and 
give visibility to all of us involved in it.  [M]

http://hornetdesign.eu/
http://hornetdesign.eu/
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Which languages should 
I localize my game into? 

The birth of ROI-based localization 
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businesses and houses. 

Yuri Petyushin
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Which languages should 
I localize my game into? 

The birth of ROI-based localization 

There are a lot of articles out there on the 
subject of localization ROI, but I’m sad to report 
that most of them are general overviews writ-
ten by localization companies themselves that 
provide very unsophisticated guidelines such as 
“localize into popular European languages first, 
then into Asian languages” or vague assurances 
that boil down to “invest in localization, and we 
promise it'll pay off. Just trust us — we sell local-
ization services every day.”  
There are a few exceptions to this sad state of affairs. 
CSA Research has conducted two studies entitled “Can’t 

Read Won’t Buy” (2006) and “Return on Localization 
Research” (2010). These studies show the effect of local-
ized content on buying behavior in a number of different 
industries. Both works can be purchased on CSA’s website. 

According to a report from Distimo covering 200 apps 
and 12 countries, localization can increase revenue by 26% 
in a week. This one data point is tirelessly and shamelessly 
quoted by many translation vendors, often without a link 
to the original report. 

A 2011 study by the European Commission revealed 
that 42% of Europeans never purchase products and ser-
vices in other languages.

OneSky has created a decent app localization guide-
book that provides general guidelines on how to increase 
your app’s ROI.

Additionally, our own company conducted a survey of 
10,000 Chinese and Russian video game players (2014-
2015) that shows how localization quality influences buy-
ing behavior. 

The problem is that none of these studies answer the 
simple, practical question of “How much money will my 
game, given its specific genre, make, and is it worth it to 
localize it?” 

This is why in 2017, we set out to create an ROI-based 
localization framework that would be based on hard data 
(as opposed to being survey-based) and geared specifically 
to video games. 

In order for the answer provided by this framework 
to be specific and relevant rather than just general, we 
chose the mobile games market as a pilot research proj-
ect. In order to answer the main question of “What will 
my localization ROI be?” we have broken it down into 
several questions that represent various stages of our 
research. 

1. Which mobile markets are the largest? 
2. Which markets are the most profitable for a given genre? 
3. Does localization increase revenue? 

4. Will localization pay off, and what will a given proj-
ect’s localization ROI be? 

Question #1: Which mobile markets are the largest? 
This stage of our research began in 2016-2017 with a 

simple analysis of mobile game markets by size (Figure 1). 
Since profitability is more important than revenue, we had 
to compile data from Statista, Geenapp, Chartboost and 
StatCounter in order to come up with a relative indicator 
that we call “marginal profit.” It represents the difference 
between the total market value and the cost of a mobile 
game install by all users. Here's the formula: marginal 
profit = market revenue - number of users × consumer 
price index (CPI). Marginal profit is thus an indicator of a 
market’s desirability. 

Question #2: Which markets are most profitable for 
a given genre? 

Averages are fun. Everyone in the world has plenty to 
eat. On average. However, in reality, some parts of the 
world are experiencing famine while others are experienc-
ing obesity epidemics. This brings us from the general 

Figure 2: Which markets bring the most revenue. China is not 
represented on this graph because reliable data for Android 
could not be obtained. We assume, however, that China would 
be plotted somewhere next to Japan.

Figure1: Top ten mobile game markets.
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“mobile games markets” (average) to the role-playing 
game (RPG) genre (specific), which served as our pilot 
research project. The top mobile RPG markets by revenue 
are shown in Figure 2. 

In terms of profitability, Figure 2 shows how average 
revenue per download relates to revenue and downloads. 
As you can see, countries tend to cluster in the bottom 
left corner, although there are clear outliers — these 
are the juiciest markets. Average revenue per download 
is represented by the size of the circles. The bigger the 
circles, the better!  

Question #3: Does localization increase revenue? 
Now that you’re about to dominate the entire world 

with your awesome new RPG, the logical question to ask 
is “Do I need to localize my game, or can I just publish it?” 
People in Japan and Korea speak English, so they’ll buy it 
anyway, right? 

If you’ve read CSA Research on this topic, you know 
that the answer is “No.” However, we need hard proof 
backed up by data, so here are some simple steps that our 
research team took to figure out whether or not localiza-
tion really increases revenue: 

1. Using Priori Data, we pulled data from 55 countries 
and two platforms for a total of 200,000 games. 

2. We went to the title-specific pages of those games 
and fetched data on languages and countries where the 
games were published (our proprietary robot Nastya did 
a lot of clicking and ended up having to take a break to 
recover from carpal tunnel syndrome). 

3. We merged the two data sets. We compared, cleaned 
and verified the data. 

4. We found missing data points, swore, found work-
arounds, made calculations and assumptions, pulled our hair 
out, lost sleep and eventually came up with a decent database.  

5. We analyzed the data, looked for patterns and tested 
our hypothesis. 

Our first conclusion was that about half (47%) of all the 
games in our database are only published in one country 
(see the pie chart on the left in Figure 3). These games 
comprise a very similar part of the revenue chart (41%) for 
all of the games reviewed. The games published in a single 
country thus only make just slightly less than their “fair 
share” based on their quantity. However, the bulk of this 
revenue is generated by only a handful of games. These 
turned out to be huge Chinese titles that rake in so much 
cash in their local market that they don’t even bother to 
expand. In fact, just three Chinese games represent 28% of 
the entire iOS market.  

Unfortunately for most companies other than Tencent, 
most companies are not Tencent. The pattern above is 
therefore an exception to the rule and does not apply to 
most other games. 

Looking at these pie charts, you can easily spot another 
anomaly: games published in 53-54 countries earn far 
more than their “fair share” of the pie — 30% of all rev-
enue — despite the fact that they can’t even be seen on 
the “quantity” chart. 

Zooming in on the segment of well-published games 
in Figure 4, you’ll see that the size of the circles (revenue) 
of games published in 53-54 countries is substantially 
larger than those published in 48-52 (at least twice the 
size). The question is “Are their circles larger because 
they’re published in many countries, or are they pub-
lished in many countries precisely because they have big 
circles?” 

You can see that one significant difference between 
these two groups (circled in blue) is the number of lan-
guages into which they are localized (the Y axis). This 
could be interpreted to mean that adding languages 
(localization) significantly increases revenue. But does it 
really? 

Figure 3: Deep dive into well-published games.

Figure 4: Revenue by number of languages and number of 
countries. Bubble size = revenue.
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To answer this very critical question, we took a closer 
look at well-published games and analyzed which mar-
kets they actually make money in. If you look at Figure 
4, the localized games bravely explore the full extent of 
both the X and Y axes of our chart, which represent the 
number of downloads and revenue. In this case revenue is 
represented as the percentage of all revenue generated by 
the top 250 games for this specific country. 

There is definitely a strong correlation between rev-
enue, downloads and whether your game is localized or 
not. Publishing a game without localizing it therefore 
provides a much lower ROI.  

Question #4: Will localization pay off, and what will 
a given project's localization ROI be? 

Now that we’ve established that localization is, in gen-
eral, a very good thing, the next logical question is which 
languages you should start with. You could just consider 
the most common languages that the well-published 
games on the chart below are localized into, but if you’d 
like to understand whether or not your localization will 
pay off and estimate your ROI, keep reading. 

To calculate ROI, we came up with this simple formula:  

Expected ROI depends on where you land in the top 
250 list for any specific country, so we broke it down into 
categories (K1 = top 1-15 in the country rating, K2 = top 
16-30, and so on).  

The cost of marketing is estimated as CPI multiplied by 
the average number of downloads for that category (K). 
More on that later.

Localization costs are estimated based on average local-
ization cost per word for any specific language multiplied 
by the average number of words in an RPG (the number we 
used is 70,000 words). We also spread out localization costs 
into Spanish between Spain and other Spanish-speaking 
countries (based on the size of the Spanish-speaking popula-
tion in the target markets). We did the same for other lan-
guages and countries, with each country having up to three 
languages in our calculations. (So the localization costs asso-
ciated with breaking into the Swiss market are comprised of 
proportionate values for German, French and Italian). 

If this all seems way too complicated, here’s a simpli-
fied version of the formula. You basically just look at your 

revenue and subtract your marketing and localization 
expenses. Divide that by your localization costs, and you 
get a percentage representing your localization ROI.  

Then we applied this formula to our data and this is what 
we got (Figure 5).

Needless to say, there are multiple ways in which we 
can and will improve this research: 

• The costs of breaking into new markets don’t include 
engineering and design expenses associated with changing 
the interfaces and such. 

• We can’t really assume that all installations are paid. 
• The categories (K) are based on revenue rather than 

downloads, which would be more appropriate (this will be 
fixed in later versions). 

• Our study is focused solely on mobile RPGs. 
• The study does not include platform fees (this will be 

fixed in later versions).

However, the significance of this study is that it’s the 
first and only research that provides answers to practical 
financial questions asked by game developers that are 
looking for ways to expand and multiply their revenue. It 
provides a common framework for comparing different 
markets and measuring them with a single yardstick that 
is meaningful and easy to understand. The lively hour-
and-a-half-long debate that the research generated during 
LocWorld Silicon Valley, where it was first presented in 
2017, marked the birth of ROI-based localization and con-
firmed its relevance to everyone who participated in the 
round table, including Tencent, Blizzard and other game 
developers.  [M]

Figure 5: The ROI of East Asian markets.
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Localization — the process of adapting a 
piece of content for another culture, language or 
region. It treads the fine line between translation 
and transcreation: it is both precise to the point 
of being pedantic and yet creative, transforma-
tive and culturally aware.
With the explosion of the video game industry in the 

1970s and 1980s, gaming localization rose in popularity as 
well. Today, almost every game is at least partially local-
ized for multiple regions.

Dawn of localization
Sources are not of one mind on this matter, but the gen-

eral consensus is that the first video game ever was cre-
ated in 1958 by American physicist William Higinbotham. 
Using mostly resistors, capacitors and relays, he made 
what he later called Tennis for Two. It closely resembled 
another iconic early title, classic sports game Pong by Atari 
(though that one came much later, in 1972). However, 
both Tennis for Two and Pong were the so-called phys-
ics games, based on motion and not storyline. As such, 
they contained no plot and no characters and therefore 
required no localization.

We would have to wait for the arrival of the 1980s 
to see gaming localization make its first steps. Just like 
most things in that industry, the history of game local-
ization begins with Pac-Man. The iconic maze chaser 
by Namco is probably one of the most legendary and 
popular game releases of all times. It continues ranking 
among the highest-grossing game titles and the yellow 
dot-eating creature is an integral part of pop culture to 

this very day.
What you may 

not know is that 
Pac-Man is actu-
ally the localized 
name of the game. 
In fact, its original 
title in Japanese 
roughly translit-
erates as “Puck-
Man.” However, 
when exporting 
the game for the 
United States, 
game developers 
Namco had some 
language-related 
concerns. They 
feared the word 

“Puck” might be associated with obscene words in Eng-
lish, and therefore changed it to “Pac.” 

What is more, the colorful ghosts in Pac-Man all 
have names, and those also differ from the originals 
in Japanese. In order to account for the cultural differ-
ences between Japan and the US, the original names 
Reddie, Pinky, Bluey and Slowly were instead changed 
to Blinky, Pinky, Inky, and Clyde. As you can see, the 
original naming structure has been preserved: three 
similarly sounding ones and an odd one out. However, 
the way they were changed accounted for what the US 
audience liked and understood. And that, ladies and 
gentlemen, is localization.

With the lightning-fast development of information 
technologies, games started becoming more and more 
complex as well. Text and storyline became essential 
components of every release and the explosion of global 
trade meant only one thing: games were no longer a 
local phenomenon. As such, localization became a 
necessary requirement. But with more complex games 
came problems.

Beyond two words 
Many of the issues and challenges the first game 

localizers faced still exist today, so let’s see which parts 
of gaming localization present such a hardship. After 
all, language fluency is something inherent to every 
translator, so it can’t be that hard, right? Right? 

The “it can’t be that hard” mentality is the first pit-
fall many fall into. What localizers need to understand 
is that gaming-related content, while in text form, is 
unlike any document, literary work or other text forms. 

Challenge 1: The hourglass
The first and most important hurdle is time. Game 

release schedules are strict and often impossible to 
alter. However, in order to have a properly localized ver-
sion of a game, one needs to look at its entirety, get an 
in-depth understanding of its gameplay mechanics, and 
also know how in-game logic works as a whole. Then, 
once translated, the content needs to be reviewed, 
further adjusted, checked for layout issues and so on. 
This turns the whole debacle into a monumental, time-
consuming task. Not understanding that can land you 
in really hot water.

A good example of how an impossible deadline can 
mess things up is action adventure game Beyond Oasis, 
also known as The Story of Thor: A Successor of The Light, 
released by Sega for the Sega Genesis in 1994. The game 
had to be translated from Japanese into English really 
quickly, but due to the strict deadlines, the translation was 
so bad that it was deemed completely nonsensical and the 
entire text was scrapped.Pac-Man. Image credit: BANDAI-Namco.
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Faced with an impossible situa-
tion and a nearing release date, the 
publishers opted to rewrite the entire 
game’s content with no input from 
the translator. When simply redoing 
everything from scratch is the faster 
option, you know you’re doing local-
ization wrong. 

Challenge 2: Think outside the 
box, fit into the box

One of the many peculiarities that 
sets game text apart lies within the 
very nature of games. You see, a game 
is, at its core, a program. As such, the 
text it contains cannot be defined as 
pages or even sentences, but as strings. 
These strings need to be appropriated 
into the program’s visual representa-
tion, the user interface (UI). 

In games, just like in other types 
of software, there is limited space 
available for each string, so you can-
not afford lengthy, verbose localiza-
tions. Exceeding the string’s length 
limits often results in text bleeding 
out of its allocated space, which is 
detrimental to the UI’s aesthetics, 
can create issues with other strings 
and can even render the string 
unreadable. 

As you are probably aware, differ-
ent languages have different levels 
of verbosity. While a phrase may 
appear relatively short in English, 
for example, it could take two or 
three times more space in another 

language. Languages that use a lot 
of prepositions are especially prob-
lematic in that regard. Game local-
ization involves the fine art of being 
precise yet succinct, something few 
linguists are capable of.

In the past, length limits used to be 
a massive issue in game localization. 
This was because there was no pre-
cise way to measure how much space 
the localizer really had. American 
video game producer and translator 
of Final Fantasy VI Ted Woolsey 
recounts that he had to review and 
cut his English translations multiple 
times so that they properly fit into the 
game’s layout.

Look at those tiny menu boxes! You 
can’t fit “Attack with your weapon, 
dealing physical damage” in there, but 
“Attack” is clear enough on its own.

Luckily, length limits are somewhat 
easier to manage these days. This is 
thanks to technological advance-
ments around the 2000s that allowed 
strings to be stored in the ASCII for-
mat and not as images, and the rise of 
computer-assisted translation (CAT) 
software. These translation programs 
permit importing the original strings 
for side-by-side translation, and often 
contain functionalities that allow set-
ting specific length limits for each 
string. Localizers still have to keep 

Final Fantasy VI. Image credit: SquareEnix Co., Ltd.

Source: www.marstranslation.com
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limits in mind, but at least they don’t 
have to rely on guesswork.

Challenge 3: A language within 
a language

Not everyone is into geeky cul-
ture, and game-specific lingo is nigh 
incomprehensible for the uniniti-
ated. There have been cases of 
native speakers listening to entire 
conversations between gamers, with 
the listeners reporting that it all 
sounded like some bizarre, alien 
version of their own language. 

The reason for this is that just 
like any subculture, gaming loves 
its slang. Some terminology is used 
only for specific games, while other 
terms have gained widespread use 
and are considered the standard 
among speakers of, well, let’s just 
call it gaming slang. 

The thing is, gaming slang can be 
deceptive. Even a simple “Invite to 
party” can wreak havoc in transla-
tion if the linguist thinks “party” is 
some sort of festivity. For example, 
an “upset” is a sports term related 
to an underdog beating a favorite in 
some sort of tournament or com-
petition. It’s often used in competi-
tive gaming and esports. However, 
if you’re not in the know, the title 
“A Plague of Upsets Among Favor-
ites” can easily become “Favorites 
Plagued by Upset Stomach” in 
translation (no, not joking, and 
luckily, the editor caught that one 
early).

This means you need a gaming 
linguist, one that is familiar both 

with gaming as a whole and with the 
game being localized. Otherwise, 
the end client might be... upset.

Challenge 4: Stranger in a 
strange land

Another issue often coming up 
in the game localization industry is 
one of fluency and native-sounding 
target text. A literal translation 
simply will not do — it often means 
the translated text sounds awkward 
and “translated.” It might seem like 
a trivial thing at first glance. After 
all, as long as the text is under-
standable, the game can still be 
played, right?

However, in gaming, immersion 
and atmosphere are everything. In 
order to have a release that’s success-
ful both locally and abroad, you need 
that atmospheric element that draws 
the player in and leaves them glued to 
the screen for hours and often days. 
And for that to happen, you need 
your content to flow freely in the tar-
get language. Trying to cut costs by 
hiring a nonnative localizer can often 
set you up for disaster.

Gaming history knows many 
instances of localization gone wrong, 
ranging from translations being 
overly literal to disastrously inaccu-
rate. However, none is more famous 
than the baffling case of Zero Wing. 
Published by Taito in 1989, the side-
scrolling shooter arcade tells the epic 
tale of a lone adventurer trying to 
save the universe. Or at least it would, 
if someone had managed to properly 
localize it. Instead of hiring a native 
speaker for the European Mega Drive 
port, Taito decided to use someone 
with a very limited understanding of 
the English language. The result is a 
timeless hilarity that shall forever 
remain in the hearts of internet 
meme lovers:

 The “All your base are belong to 
us” phrase is actually from the game’s 
intro, which features a dialogue that 
is just as hilarious:

Captain: What happen ? Beyond Oasis. Image credit: SEGA.
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Mechanic: Somebody set up us the 
bomb. 

Operator: We get signal. 
Captain: What !
Operator: Main screen turn on. 
Captain: It's you !! 
CATS: How are you gentlemen !!
CATS: All your base are belong to us. 
CATS: You are on the way to 

destruction. 
Captain: What you say !!
CATS: You have no chance to sur-

vive make your time.
CATS: Ha ha ha ha … 
Operator: Captain !!
Captain: Take off every 'ZIG'!! 
Captain: You know what you doing.
Captain: Move 'ZIG'.
Captain: For great justice.
The game itself is actually pretty good 

and was praised by both critics and the 
community, but the translation didn’t 
exactly deliver. Zero Wing remains an 
important lesson to game localizers: 
choose your resources well, or else.

Glory of the localization 
champion

While by no means an easy feat, 
game localization can be done right. 
Oftentimes, well-localized gaming 
content is a better ambassador than 
any marketing campaign. 

Keep in mind, video games are 
no longer a niche hobby for nerds. 
Nowadays, gaming is an entertain-
ment platform worth billions. With 
the recent explosion of esports’ 
popularity, we’re talking hundreds 
of billions. And localization is very 

much to thank for this booming 
industry. A huge chunk of this flour-
ishing market is based in China, 
where both local and localized 
games are a huge hit. A good exam-
ple is Valve Corporation’s title Dota 
2. The MOBA colossus is localized 
in 25 languages (if you count Pirate 
English), including Simplified Chinese 
and Traditional Chinese. 

As most Chinese players are not 
particularly fluent in English, having a 
Chinese localization not only popular-
ized the title in China, but also helped 
Chinese pro gamers shine on the Dota 
2 esports scene. Some of the most 
successful professional Dota 2 teams 
nowadays are Chinese, such as PSG.
LGD, which claimed second place at 
Valve’s The International 2018 tourna-
ment, which sported the astronomical 
prize pool of $25 million.

But let’s not focus strictly on the 
financial side of things. In terms of pure 
artistic value, localization has produced 
some astonishing results. There have 
been cases where localizers have gone 
above and beyond the call of duty and 
created true masterpieces, comparable 
or even better than the original. 

Game developer Blizzard Enter-
tainment is famous for its well-local-
ized content across all of its games. 
However, its Russian localization 
team appears to be on a completely 
different level. During the launch 
campaign for the latest expansion 
of Blizzard’s World of Warcraft, the 
developers released a number of 
animated shorts featuring important 
characters from the game and their 
backstories. One of those shorts 
involved a song, a beautiful and sad 
sea shanty called Daughter of the 
Sea.

While the original song is a work of 
art on its own, the Russian localization 
team did their magic, invited Russian 
harpist and singer Natalia O’Shea to 
perform the female vocals and blew 
everyone away. They managed to 
take the sea shanty and make it their 
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Zero Wing. Image credit: Toplan/Taito.
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own, transforming it into a heart-
wrenching Russian ballad.

If you’re somewhat fluent in Rus-
sian, you should check the lyrics 
out; they are relayed masterfully. 
The French localized version is also 
amazing, but the Russians are in a 
league of their own.

Also, although we showed you 
some bad examples of JP-EN local-
ization early on, Japanese localizers 
are renowned for their skill. In one 
specific case, they managed to insert 
more context into the game than the 
original had. 

USgamer tells us the localization 
saga of Undertale, the award-winning 
role-playing game developed by 
American indie developer Toby Fox. 
It has earned critical acclaim and 
is beloved by gamers for its deep, 
nuanced plot, fun gameplay and catchy 
original soundtrack. When localizing 
Undertale in Japanese, however, the 
linguists did something amazing: they 
put an additional layer of complexity 
over already complex references.

Two of the characters the player 
encounters in-game are skeleton 
brothers Papyrus and Sans. As you 
can probably guess, those two are 
named after popular fonts Papyrus 
and Comic Sans. This is also visu-
ally represented by their lines being 
written in their respective fonts. 
In Japanese, however, there is no 
equivalent to those fonts, but the 
localization team decided to relay 
the reference anyway. They used 
a blurry, narrow top-to-bottom 
font for Papyrus and a wide, crisp 
Manga-style font for Sans.

And apparently, that is only 
scratching the surface of their 
efforts. Gaming website Kotaku’s 
community has delved deep into 
Undertale’s Japanese localization 
and discovered more references, 
including differences in pronouns 
and other small, subtle hints. Now 
that is localization mastery!

As you can see, gaming and local-
ization dance a complex, intricate 
dance for two and the music isn’t 

stopping anytime soon. The neces-
sary ingredients for a well-localized 
game involve the right resources, 
proper time management, the right 
balance between technical under-
standing and creative freedom and 
many, many more variables. In a 
time where new game titles are being 
pushed every other month, localizers 
have a lot of work to do, breaking 
down language barriers one brick at 
a time.  [M]

Shots from Under-
tale. Image credit: 
Toby Fox.

https://rheinschrift.de
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The gaming industry is dynamic and highly competitive. 
Video game companies that want to reach more gamers and make 
more sales worldwide must keep in mind that game players are 
a smart and demanding group who expect the best, and believe 
that localization is essential to enjoy their game to its fullest. 

Since the early 1990s and the advent of the first cheap game consoles, 
when titles began reaching a broader audience, localization became a must in 
order to ensure idiomatic correctness, as well as the full implementation of 
the translated text within the finished product.

Game localization 
Game localization is about adapting a video game for different languages, 

different cultures, different audiences that have different content and censor-
ship laws.

Game localization enables developers to customize and match the game 
experience to their target audience. It involves everything from the obvious, 
like translating the game into new languages, to removing elements that 
other cultures might not tolerate in their entertainment content.

Localization is a massive collaborative effort between developers and local-
izers. A good localization does not draw attention only to the fact that the 
game has been translated, it just works seamlessly and elegantly in another 
language when the main goal is to immerse players in the game, no matter 
what language they speak.

Before starting with the localization process, decisions have to be made 
regarding the scope of the project. The production team has to determine if 
the game will have a full or partial localization, as well as to decide which lan-
guages the game will be localized in. There are three types of game localization:

Basic localization. Only the text is translated and graphical user interface 
(GUI) and icons remain as in the original.

Complex localization. Everything, including GUI, icons and text, must 
be translated. 

Blending localization. The story should be rewritten, and the graphics should 
be recreated in order to match the requirements of the target audience's culture. 

Main aspects of video game localization
Video games have unique features that differentiate them from other 

media. The main one is player interaction, which sets this localization apart 
from novel or movie translation.

Game localization is a linguistic and cultural adaptation that should guar-
antee that every aspect of a video game, from packaging to software, will fit 
the local market. Therefore, from a programming point of view, the source 
code must be localization-friendly. To alter the code afterward is not recom-
mended since it takes time and may cause new bugs. 

Furthermore, developers must remember that the quality of the source con-
tent has a significant impact on the quality of its translation and localization.

In reviewing the research literature accumulated in the field of game 
localization, the Game Localization Special Interest Group (SIG) and Inter-
national Game Developers Association (IDGA) indicate initial aspects in the 
process of video game localization. 

Game culturalization. Culturaliza-
tion allows gamers to engage with the 
game’s content and takes your localiza-
tion to the next level; well-executed 
culturalization will prove a valuable 
long-term investment.

Internationalization. Internation-
alization (i18n) significantly affects the 
ease of the game's localization. After 
internationalization, a product’s code 
base, architecture and user interface 
are capable of processing and display-
ing game content in multiple languages.

Localization and translation
Great video game translators may 

need to play the game first and read the 
content before they begin translation in 
order to be familiar with the topic and 
gain confidence with the subject mat-
ter. There are a few different elements 
that must be translated in video games. 

User interface (UI). Text space in 
the UI is limited and this might be a 
problem when translating. Consider 
the length of German words compared 
to those in other European languages. 

Abbreviations. These are often used 
in the UI, usually abbreviated forms of 
English names, so the localizer needs to 
be highly creative to know how to solve 

Source: IBM Globalization.
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that. The best solution is to translate their full forms, or 
leave them as they are if they are well known. 

Conversations. Most conversations in video games 
happen through text dialogs and that's where the transla-
tor’s creativity can shine. 

Other text. In addition, app store descriptions, ads, 
Google Ads and social media ads need to be translated. 

There is more material that should also be localized: the 
game’s story elements (the names of characters, places, 
weapons), technical elements (code, text operations) and 
marketing elements (packaging, posters, brochures, land-
ing pages or website).

Characters with strange names that don’t fit the script 
can discourage the player. Translation alone, on the other 
hand, may end up losing hidden meanings or metaphors 
— hence the need for localization. 

Overcoming unique challenges 
Video games present their own unique challenges dur-

ing translation in the form of interactivity, technology, 
nontextual and extratextual elements, audience involve-
ment and new business practices.

Localizing a game is a team effort; therefore, developers 
need to communicate and be a part of the localization process. 
They also have to deliver as much background and informa-
tion as possible to the translator or localizer and be available 
to answer their queries during the translation process. 

It's important to give the translator a working glossary 
and style guide in order to deliver consistent work. Also, 
they should discuss the style, the tone of the game and a 
reasonable delivery time. 

The more context and answers the original creators 
supply, the better their work will be rendered into the 
target languages.

Another challenge is the number of new words invented 
by video game developers every year. Not only do writers 
establish new creatures and races (such as Moogles in Final 
Fantasy and Draenei in World of Warcraft), but they also 
create names for equipment and items unique to a game. 
Thus, video game translators need to know enough about 
gaming to make appropriate decisions for the target market.

Loss of meaning and compensation strategies 
The creativity and current narrative techniques used in 

video games can pose additional challenges in the translation 
of certain titles. When there is a partial or total loss when 
translating the text, translators may engage in partial rewriting 
that will allow them to compensate for the loss of meaning. 

The adaptation of humor is particularly difficult to 
achieve, as the use of wordplays or puns is becoming 
more and more common in video games and they may be 
extremely difficult to translate from the source into the 

target culture. This may be observed, for instance, in the 
adaptation of Batman: Arkham Asylum translated into 
Spanish, where there are a number of puns and riddles that 
cannot be effectively transferred into the target language 
without suffering a partial or a total loss in meaning. 

The localization process is about a lot more than just 
translating a game’s text. It also involves quality assur-
ance, testing the integration of the translated text into the 
game, and adapting the text to the requirements of specific 
regions. If developers are looking to release games inter-
nationally, they need to be aware of the censorship and 
nuanced content rules for the global markets they want 
to target.

Gaming market 
Video game localization and mobile app localization are 

in an era of glory. More video games than ever are being 
consumed. In fact, the largest consumer platform is mobile 
devices. No wonder the mobile video game Pokémon GO 
(2016) achieved a revenue of $470 million within only 80 
days of its release, even though it was not a simultaneous 
release in all regions. 

The expanding localization revenue is due, at least 
in part, to games. A recent report from GALA shows 
that the localization and language services market is 
approaching $40 billion and is growing at a rate of more 
than 7% annually. It is the fourth-fastest growing industry 
in the US and is highly ranked for startup opportunities.

The 2018 Global Games Market Report by Newzoo 
showed that the games market reached $137.9 billion in 2018 
and that one-third of mobile gamers spend money on their 
games. Amazon is best in reaching mobile spenders and their 
share of mobile spenders is on the rise. The 2018 Top 100 
Countries/Markets by Game Revenues by Newzoo is another 
valuable report where one can see the top 100 countries and 
markets by game revenues. 

One surprising prediction is that Portuguese (Brazil) 
is growing as it becomes the world’s 13th biggest gam-
ing market. Brazil is also the fifth largest population in 
the world with more than 66 million gamers. This rise 
has absolutely been noticed by key actors of the gaming 
industry, such as Sony, Ubisoft or Activision, and big 
things are going to happen over the next few years.

Six stages in video game localization 
Bear in mind that this is a multistage process, and will 

involve more than just the translator.
1. Familiarization
The video game translator needs to be at least somewhat 

familiar with the game before translation, and the best way 
is to let them play the whole game.

2. Glossary and style guide creation
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A glossary containing categories 
such as weapons, as well as a style 
guide, are required in order to fine-
tune the translation into the target 
language and make it as accurate and 
consistent as possible.

3. Translation 
With the style guides and glossa-

ries completed, it is time to actually 
start translating. Noted game localizer 
Richard Honeywood recommends 
having specialized editors and 
proofreaders that regularly check on 
the translation, and a linguist as the 
team leader who takes care of any 
necessary decision-making. 

The translation time varies, inevi-
tably, as video games have different 
lengths and every translator has their 
own pace. It is highly advisable, if 
the schedule allows, that the transla-
tor will see the translated text in the 

game to check if anything needs to be 
tweaked due to lack of screen space 
or other issues.

4. Voiceover production 
It is recommended that a transla-

tor is present during recording in 

order to clarify any doubts that arise 
or make any necessary on-the-spot 
changes in case there are issues with 
timing or other factors. In that context, 
Honeywood also states that “It is more 
important to adapt a character’s voice 

www.xtm.cloud

the answer to hassle-free localization
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to what would suit the target language.” For example, while 
Asian languages such as Japanese may prefer higher-pitched 
female voices, Western audiences may prefer deeper ones. 

5. Linguistic quality assurance
At this stage, all preparations and planning are put to 

the test and testers ensure that the game’s translation fits 
the industry standards. 

6. Sign off 
Lastly, the sign-off phase is essentially clean-up work. 
Additionally, there may still be promotional content 

and guide books that need to be translated, as well as the 
translation of the game’s box and documents.

Case studies

Sony’s Siren Series 
Siren (サイレン Sairen), known as Forbidden Siren in 

Europe, is a survival horror stealth game developed by 
SCE Japan Studio and Project Siren, and published by Sony 
Computer Entertainment for the PlayStation 2 in 2003. 

Difficulties found in this game localization were that 
many of the items at the player’s disposal reference local 
Japanese culture, like references to well-known TV 
shows in Japan. As the reference is in collective knowl-
edge of the Japanese society, even a localization process 
wouldn’t be enough to make it understandable without 
additional information, which was nonexistent in the 
original work. 

The best working solution is to focus only on the most 
important content, and disregard the less important stuff. 
This avoids presenting extraneous subtitles. To convey the 
meaning of the game, a minimal localization is more suit-
able than one that covers everything. 

Ni no Kuni
Wrath of the White Witch is a role-playing video game, 

developed by Level-5 and was released for the PlayStation 
3 in Japan in November 2011, and was published in West-

ern regions by Namco Bandai Games in January 2013. It is 
part of the Ni no Kuni franchise.

Players control Oliver, a young boy who sets out on 
a journey to save his mother. The game is played from 
a third-person perspective and its world is navigated 
on foot, by boat or on a dragon. While players navigate 
Oliver throughout the game's world, other characters can 
be controlled during battles against enemies; during these 
battles, players use magic abilities and creatures known as 
familiars, which can be captured and tamed.

The story of the game develops in two parallel worlds, 
in one where human beings live and another inhabited by 
fantasy characters like fairies and talking animals. Through 
different behaviors, ways of talking and uses of the lan-
guages, the characters take life, giving the player a more 
vivid experience. For example, Mr. Drippy, the fairy who 
accompanies the protagonist, uses language in a way that 
conveys a comic relief character. 

In the Japanese version, this was accomplished by using 
the Osaka dialect, which is considered funny and chatty. The 
English version used a Welsh accent in order to preserve 
this comic relief role, and Romanesco for the Italian version. 

Humor in Discworld 
Discworld is a 1995 point-and-click adventure 

game developed by Teeny Weeny Games and Perfect 



10 Productions for MS-DOS, Macintosh and the 
Sony PlayStation. The plot is based roughly around 
the events in the fantasy novel Guards! Guards! writ-
ten by Terry Pratchett, but also borrows elements 
from other Discworld novels. It involves Rincewind 
attempting to stop a dragon terrorizing the inhabit-
ants of Ankh-Morpork.

In the Discworld novels, Pratchett parodies both 
traditional fantasy and general literary tropes and con-
ventions, while at the same time using them for a satire 
of real-world figures and current social and political 
issues. The same themes are presented in the game, but 
Discworld also jokes on the conventions of video games 
and of graphic adventures. Furthermore, there is a high 
prevalence in the game of puns and play on words, just 
like in the books it is based on.

The popularity of the Discworld novels led to con-
verting the plot to video games. A transmedia franchise 
is liable to limit the freedom given to game translators; 
this can be because the players already have expecta-
tions regarding a canon they are familiar with. How-

ever, such franchises give game companies the chance 
of rewriting familiar stories across different media. 

The translator of the Discworld game did not always 
follow the translation of the books. Some names 
remained the same as in the books. For example, the 
main character Rincewind became Scuotivento in both 
the Italian game and books, while other names did not 
match, such as the Unseen University, which is Univer-
sità Invisibile (Invisible University) in the books and 
Università Occulta (Occult University) in the game. 
The game handled one pun particularly well:

Rincewind: You are ladies of the night, aren’t you?
Lady of the night: Dunno. What time is it now?
In this exchange, a lexical pun is obtained from the 

contrast between the literal meaning of the word night 
and lady of the night, an idiomatic expression used to 
indicate a prostitute. A literal translation would not 
recreate the pun in the target language. However, an 
idiomatic expression exists in Italian that is similar at a 
semantic level and has the same connotative meaning: 
bella di notte.  [M]
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I became a geek at the age of seven when my 
father bought our first PC.
My father’s office ran on electric typewriters, typists and 

endless file catalogs. There was a wind of change in the air: 
smart organizations turned to computers as a more efficient 
way to process documents, and my father decided for me 
to be among the first to understand this technology of the 
future. An entrepreneur to the bone, he, without any knowl-
edge of computers whatsoever, procured a home PC, a bulky 
i386 model without a mouse, an enormously expensive and 
rare product for Perestroika Russia. Then, as the second step 
of his plan, he sent me to an extracurricular computer class, 
a semi-underground affair suitably run from an unmarked 
basement in a tenement house. The plan worked, with some 
side effects.

Soon, I learned how to copy files in MS-DOS and create 
simple programs in the obsolete GW-Basic. However, all I 
wanted to do with computers was to play video games. At the 
time, so few people had PCs that video games were fantasy 
stuff for a bespectacled minority, which I giddily joined. To 
get new games, boys like me had to copy them from someone 
else’s machine, or in a fit of daring foolishness, venture to 
acquire a copy from real pirates. Pirates came from the same 

stock as us, but they were a little older and snobbier, and they 
ran their ramshackle shops like enthusiasts, rather than busi-
ness people. Games came in stacks of pen-labeled floppy disks 
held together with rubber bands. Data went corrupt 20% of 
the time, and due to limitations of older systems, newer games 
almost never worked right off the bat. Worse, they produced 
error messages about XMS and EMS, a foreign language that 
puzzled even the school teachers. On the upside, that’s how 
one gained a knack for fixing computer problems and, inci-
dentally, learned English, in post-Soviet provinces.

Times have changed.
27 years later, video games have become anything but 

geeky. The gaming crowd has grown from acned millions 
to 2.5 billion, and this majority of the economically active 
population now spends more than 100 billion USD each year 
on virtual entertainment. Video games are bigger than music 
and radio, bigger even than cinema and TV. Surprisingly, 
games still lose to bread in sales, but we're not in ancient 
Rome anymore, and time will correct the injustice. To sell 
bread, you bake it and ship it, distribute it physically from 
brick-and-mortar stores. Games can be sold instantly and 
immaterially, on any scale, everywhere in the world.

To go global as a game developer, simply tick a checkbox 
in the app store. To market globally, simply send free copies 

Considering video 
game languages  

A specialist market researcher in localization since 2012, 
Konstantin Dranch is the chief researcher at Nimdzi Insights. 
A linguist by education and a former business journalist, he 
provides coverage on the global language services and 
technology market, as well as regional research in the UK, 
France, Finland, Portugal, the Baltics and now in the US.Konstantin Dranch



with compliments to YouTube and Twitch video bloggers, 
or place pay-per-click ads on Facebook. Going to market 
in a new country can be all-virtual, all-online. A game 
developer can be wildly successful in Peru or Australia 
without ever setting foot on their soil. Very few barriers 
still stand in the way of instant global distribution, and 
language is one of them.

Languages prioritized in 
game localization budgets

Most developers understand that to sell in key countries 
they should localize. If a title is popular in one country, 
spending $50,000-$250,000 to adapt it for the French, 
German, Russian, Spanish and Chinese consumers leads 
to millions in returns. 

So, it’s a no-brainer to go for a few top languages spo-
ken by hundreds of millions of wealthy consumers. Things 
get more difficult with smaller languages, where a careful 
calculation of returns on investment is required. Localiza-
tion into Czech or Vietnamese costs the same as Russian 
and Chinese, but will it pay off? 

To find out how game developers and publishers solve 
this puzzle, I turned to game shop data and acquired 
information about languages of top 240 games on the US 
App Store and 26,000 games on Steam, which is one of 
the biggest game ecommerce platforms worldwide. In this 
analysis, Steam data stands proxy for the way developers 
localize PC games for the Western world, and App Store 
stands proxy for mobile game localization.

PC games
The first discovery is that successful games are more 

often localized. In the overall pool of 26,000 games, 42% 
are available in multiple languages. The ratio increased to 
more than 77% of games with localization among the most 
popular 1,000 titles. And of the 100 most popular games a 
staggering 96% had localization. The missing 4% is prob-
ably a mistake: there are titles that do not list localization 
but may have it. For example, “English-only” DayZ is an 
expansion to Arma 3, which is translated into a number 
of languages.

Next, the more successful a game is, the more languages 
it is available in.

• The top 10 games by user numbers are available in 20 
languages on average

• The top 11 through to top 100 are available in 12 
languages on average

• The top 101 through to top 1,000 are available in eight 
languages on average

There is a clear correlation between the number of 
languages and the number of gamers. It is unclear though 
whether localization led to the game’s success in each 
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case, or whether the developer invested in adaptation 
after seeing that the game hit the spot. 

It’s probably a chicken and egg problem.
Specific target languages preferred by PC game devel-

opers show a pattern of shopping in language packs. The 
most popular pack is FIGS: French, Italian, German and 
Spanish. Then comes a mix of Russian, Brazilian Portu-
guese and possibly Polish. The third is the CJK language 
pack with Chinese, Japanese and Korean.

So, if a game’s budget allows for eight languages, expect 
FIGS plus any three from the list above. With a budget for 
12 languages, expect all of these plus Turkish. A game with 
a bigger budget may include Czech, Dutch, Hungarian and 
the languages of Nordic countries: Danish, Swedish, Finn-
ish and Norwegian. 

Everything else comes after.

Mobile games
Mobile games are relatively different from PC games. 

PC games are primarily for dedicated gamers who have the 
luxury to be able to sit down at home for some serious play. 
Mobile games are available to many different crowds: to 

those whiling time in a commute, to senior people who never 
had the habit of playing on a PC and discovered the guilty 
pleasure of Candy Crush in their twilight years, to people in 
poorer regions of the world who never owned a PC, and so 
on. Needless to say, growth comes primarily from mobile.

Localization of mobile games is very different from local-
ization of PC games.

First, only about half of the top 240 mobile game titles are 
available in multiple languages, down from the respective 
two-thirds for PC games. Presumably, some of the mobile 
games are so casual and simple, they don’t need localiza-
tion. The language pool with top 12 languages is similar 
to PC, but beyond that it differs quite a bit. After English 
and FIGS, CJK, Russian, Brazilian Portuguese, Turkish and 
Dutch, top mobile games add very economically important 
Arabic and Indonesian. Thai and Vietnamese, emerging 
languages of Southeast Asia, make an appearance in the 
top 20. 

This sums up the practice of developers and publishers.

Potentially underserved languages
The theory paints a separate picture. 
The game market is well researched, and hard facts are 

available because much of the selling is done through online 
shops that centralize data. Specialized analysts at Newzoo, 
SuperData and similar companies figured game revenues 
and market size per country long ago. Game localization 
specialists at All Correct Games have bundled it up in a 
per-language market sizing. I compared their figures to 
the language pool on Steam and the App Store to find lan-
guages whose potential has been unfairly overlooked.

Chinese, Japanese and Korean. Market sizing puts 
Asian languages far ahead in terms of game revenues. 
Chinese-speaking gamers bring in 167% more money 
than all English-speakers combined. Japanese speakers 
come next with 63% of the English-speaker market. This 
is reflected in the rankings: while China and Japan are 
#1 and #3 in revenue, they come after FIGS languages 
in localization programs of Western games. The reason 
not all games go Chinese immediately is that the markets 
in China, Japan and Korea are very competitive, with a 
specific culture to it, and local developers have an edge 
in adapting to Asian gamers. China has additional pro-
tectionist policies and restrictions. Why should an Asian 
gamer play a weird European game when they have a local 
counterpart? Few Western games have managed to find 
an answer to that question, but those that did, made a kill-
ing, including Blizzard’s World of Warcraft and StarCraft 
and Riot’s League of Legends. 

Hindi: The largest official language in India is the top 
10 global opportunity in revenue, but only eight App Store 
games out of the top 240 support it, and none of the top 

http://www.linguatronics.com/
http://www.linguatronics.com/
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games on Steam support Hindi. Figures 
could be very different if we ever get 
similar figures on Google Play games 
since inexpensive Android phones are 
what hundreds of millions are using 
in India. India has been classified as 
“high potential” for years without ever 
realizing this potential — so far. The 
barrier is that while there are many 
gamers, few of them want to pay a 
good amount of USD for games. Per-
haps a monetization strategy around 
collecting eyeballs through Android 
games might work differently there.

Southeast Asia: Indonesian, 
Malay, Thai and Vietnamese have 
not yet been tapped into sufficiently by 
game companies. Mobile game devel-
opers have noticed Indonesian already, 
which is reflected in a similar rank for 
the language in the economic analysis 
and in the App Store. Other Southeast 
Asian languages remain underserved.

MENA: Arabic and Persian so 
far didn’t get the attention from game 
developers they should get, probably 
due to right-to-left language localiza-
tion challenge. Then there are cultural 
and legal adaptation requirements: 
bringing games often with gore and 
sex to Middle Eastern countries is a 
delicate matter. When developers do 
succeed in Arabic localization, they 
sometimes see poetic reviews from 
grateful players. “Your game is as 
beautiful as the moon and stars” is 
not something you might hear from 
a snobbish European crowd.

Regional variants of large lan-
guages: Steam has only recently 
added a distinction between Spanish 
for Spain and Latin American Span-
ish, and only 60 games out of 26,000 
are tagged with Latam Spanish. Tra-
ditional Chinese is a growing second 
language variant available in a third 
of games with Chinese localization. 
Finally, modern Arabic is not a single 
language but a collection of regional 
variants. Brazilian Portuguese and 
European Portuguese are not always 
distinguished in application stores.

Bottom line: the numbers show 
that in practical scenarios game 
developers and publishers prioritize 
European languages for localization, 
while they may theoretically get a 
better ROI investing in Asian and 
MENA languages. The EU offers 
great markets, an easier experience 

in language, age restriction and 
cultural adaptation, and established 
supply chains. However, a more dar-
ing and experimental localization 
program should try to drop some 
of the ailing European mainstays 
like Italian for the promise of better 
returns in the East.  [M] 

https://www.smartcat.ai/
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Cultural adaptation, age rating and legality 
of content are core issues video game publishers 
need to consider for localization. However, rules, 
regulations and preferences differ from country to 
country.

Video game policy in China
An important concept in Chinese culture is that of 

“Harmony” or the creation of a “Harmonious Society,” 
which is considered a priority by policy makers even 
today. This goal is reflected in the approach to censorship 
of and control over harmful content. Most notoriously, it 
has resulted in the Great Firewall of China as a means of 
controlling online content.

The Interim Provisions on the Administration of Internet 
Culture, issued in 2011 by the Ministry of Culture (Zhang 
2012) include a number of contents to be forbidden:

1) those opposing the basic principles established in 
the constitution

2) those endangering the unification, sovereignty and 
territorial integrity of the state

3) those divulging secrets of the state, harming national 
security or impairing the honor and interests of the state

4) those inciting the enmity, discrimination of nation-
alities, jeopardizing the unity among the various ethnic 

groups, or violating the customs and habits of minority 
nationalities

5) those spreading cults or superstitions
6) those disturbing social order and destroying social 

stability
7) those inciting pornography, gambling, violence or 

instigating a crime
8) those insulting or libeling others, violating the law-

ful rights and interests of others
9) those endangering social moralities or fine national 

cultural traditions
10) other contents prohibited by laws and administra-

tive regulations or by the state
While some elements are stated quite clearly, others 

like “fine national cultural traditions” are open to interpre-
tation, which adds an element of difficulty for publishing 
games in China.

Gaming consoles
The Detailed Implementing Rules for the Opening of 

the Cultural Market in the Free-Trade Zone in Shanghai, 
China, issued in 2014, states that foreign game console 
manufacturers and vendors require approval by the 
Department of Cultural Administration prior to produc-
ing and selling games and gaming consoles.

Games submitted for approval should include content 
that respects intellectual property; is beneficial to the 
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propagation of science, arts and 
humanities knowledge; and is ben-
eficial for the healthy growth of the 
young. It should not include gambling 
features such as slot machines, coin 
withdrawal and roulette.

The Circular of the Ministry of 
Culture Regarding the Permission 
for National and Foreign Enterprises 
to Manufacture and Sell Gaming 
Consoles published as an addendum 
in 2015 by the Ministry of Culture 
reaffirms and further specifies that 
content should respect intellectual 
property rights, embody the national 
spirit, include content that is healthy 
and uplifting for intelligence, educa-
tion, motion sensitivity and physical 
training.

While language-related require-
ments were initially not strictly 
applied, they seem to have become 
more stringent in recent years. 
Games had their applications 
rejected because they used some 
English acronyms that are commonly 
used in localized versions such as 
“HP” and “KO”. The device itself as 
well as the instructions should be 
in the national common language 
(Simplified Chinese).

Online games
Unlike console games, which 

occupy a modest share of the market, 
online games have traditionally been 
important in China. The popularity 
of these products combined with the 
authorities’ deeply-rooted concern 
over internet addiction made online 
games a priority target for regula-
tors. Consequently, besides the 
sets of norms that regulate internet 
services and internet culture, some 
official documents that address 
online games specifically have also 
been issued. 

In 2010 the Temporary Measures 
for the Regulation of Online Games 
provided instructions on the gover-
nance of online games and discussed, 
among other things, what authorities 

are responsible, the application and 
evaluation criteria for enterprises 
and content limitations, and issued a 
ten-points list equivalent to the one 
presented above.

A more recent document is the 
Ministry of Culture’s Notice on the 
Monitoring After Release as a Part 
of the Strengthening of the Norms on 
Online Games Regulations, which 
was issued on December 5, 2016. As 
suggested by the name, the document 
focuses on operations and specifies 
several requirements and limitations 
related to in-game purchases and 
luck-based features. At point five it 
is demanded that game updates, the 
introduction of new virtual items, 
modifications to virtual items’ func-
tion and their validity in time as well 
as upcoming limited-time events 
must be published in a visible loca-
tion on the official website or within 
the game itself; including the items’ 
names, their characteristics, price, 
exchange ratio, validity period, pur-
chase methods, and so on. Point six 
is of interest as it touches upon luck-
based and gambling-like mechanics, 
a recurring topic in internet and 
gaming regulations:

The enterprise operating an online 
game that provides virtual articles and 
other services based on random draw-
ing shall not require users to directly 
spend real or virtual currency in order 
to participate. The enterprise operat-
ing the online game should publish 
on the official website of that game or 
on the random drawing interface the 
name, attributes, content, quantity 
and draw rate of all virtual items and 
other services. The information about 
the random drawings that are pub-
lished must be real and effective.

Furthermore, the results of the 
drawings must be published on the 
official website of the game and 
maintained available for inspection 
for 90 days. The operating enter-
prise is required to offer alternative 
ways to obtain the articles available 

as prizes of luck-based functions. 
The alternative articles and services 
should have equivalent attributes 
and should be obtainable via item 
exchange or direct (not randomized) 
purchase using virtual currency.

However, despite the normative 
hurdles this document also recognizes 
videogames as a cultural product with 
the potential to enrich society.

Implementation case studies
Case study: Civilization IV
The 2005 strategy game Sid 

Meier’s Civilization IV (without any 
expansions or patches) was devel-
oped by Firaxis Games and published 
for Windows by 2K Games. The 
game was released in China in 2007 
in partnership with CEASIA (中电
博亚). Although Civilization IV is 
now a rather old game it remains a 
valuable example of the reaction to 
ambiguous restrictions on content. 
The franchise also enjoys a good level 
of popularity in China.

Changes were focused on the 
political and cultural nature of the 
game’s content and is primarily 
text-based, although some graphical 
elements were also affected.

The original version of the game 
included two leaders for the Chinese 
faction, Qin Shi Huang (秦始皇), first 
emperor of China, and Mao Zedong  
(毛泽东), first chairman of the 
People’s Republic of China.

In the Chinese version the former 
was renamed to Tai Gong (泰公) 
which translates as Duke of Gong.  
Mao Zedong, a much more sensitive 
character, was removed from the 
game altogether and replaced with 
a character absent in the original 
version: Tang Gong (唐公), which 
translates as Duke of Tang.

The name of the civilization itself 
was changed to the “Civilization of 
Nine Ding” (九鼎文明). “Nine Ding” 
refers to a legendary set of nine tripod 
cauldrons forged in ancient times and 
passed down as a symbol of power. 
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What is interesting about this choice 
is that politically relevant elements 
have been avoided by utilizing a con-
cept from a remote era, while main-
taining the overall cultural identity. 
The “Civilopedia” (an encyclopedia 
within the game) states that all the 
features of this civilization should be 
considered entirely fictional.

Mongolia (in Chinese Menggu, 蒙
古) was renamed Wala (瓦喇), which 
is the Chinese name for the Oirats, an 
ethnicity associated to the Mongols 
and once situated in the westernmost 
regions of Mongolia. The leader of the 
Mongolian faction Genghis Khan was 
also changed into the Oirat leader Kho 
Orluk (和鄂尔勒克). We can assume 
that Kho Orluk was preferred to Geng-
his Khan, since during his conquests 
he led his tribe westward and unlike 
Genghis Khan, never invaded China.

One very distinctive feature 
of the franchise is the quotations 
that accompany newly researched 
technologies that allow the players 
to advance. Here the most notable 
changes were made to the “Com-
munism” technology. Its name was 
changed into “National Welfare Doc-
trine” (国家福利论) and the quota-
tion was reduced in order to remove 
any reference to communism.

Original: “When I give food to the 
poor, they call me a saint. When I ask 
why the poor have no food, they call 
me a communist.” 

Chinese version: “When I give 
food to the poor, they call me a saint.” 

The hammer and sickle symbol 
that originally identified the technol-
ogy was replaced by a more generic 
picture and the description was also 
altered to be more generic.

In the “Rifling” technology, the 
original quotation by Mao Zedong was 
replaced with a quotation by Confucius.

Original: “Political power grows 
out the barrel of a gun.” -Mao Zedong

Chinese version: “In order to do 
a good job, an artisan needs good 
tools.” -Confucius

During the localization for the Chi-
nese market, the Confucian religion 
was renamed into “Religion of Rea-
son” (理教). In the original version, 
the sacred building for Confucianism 
was the “Kong Miao” literally mean-
ing “Confucian Temple,” while in the 
Chinese version this was changed into 
“Altar of the Religion of Reason.” The 
Confucian temple and the Confu-
cian monastery were also renamed 
according to this principle and the 
description in the Civilopedia was 
replaced to be more generic and high-
light its fictional nature. Interestingly, 
Confucianism was removed from the 
game, while a quotation by Confucius 
himself was actually introduced into 
the game, as previously seen.

Taoism, another Chinese religion 
featured in the game, did not undergo 
similar changes. We can speculate 
that the rationale behind this deci-
sion was the fact that Confucianism 
has been traditionally closer to power 
and government and therefore could 
trigger the reaction of the censoring 
bodies. Another plausible reason 
could be the fact that the status of 
Confucianism as a religion is debat-
able. In fact, it is often considered 
primarily a philosophy and a doctrine 
related to governing. It is possible that 
the changes made were meant to avert 
controversies over the topic.

Case study: World of Warcraft
The fantasy World of Warcraft 

(WoW) by Blizzard Entertainment 
has been one of the few Western 
games to become highly popular in 
China. The game was released in 
China in 2005 and has been heavily 
modified by the publishers. Some of 
the most notorious changes to the 
game include skeletons, skulls and 
bones being removed or replaced with 
different elements; the color of blood 
being changed to green; and open 
wounds being sewed up. Graphic 
representations of body decay were 
replaced by more “normal-looking” 
textures and in some instances pieces 

of flesh were replaced by flour bags or 
loaves of bread.

We cannot automatically assume 
that censorship would be considered 
negative by players. To gain insights 
into the reception of changes we 
have analyzed discussion threads on 
forums and Q&A platforms by search-
ing for keywords, collecting a total of 
120 comments and categorizing the 
relevant contributions. Although this 
is not a large corpus, it is still quite 
sizable if we consider that many other 
similar discussion threads were likely 
censored and removed, especially if 
they were negative toward the censor-
ship. Players often try to circumvent 
censorship by using alternative terms 
to discuss the censorship of games 
which required additional diligence in 
the data gathering process.

13 comments expressed an openly 
negative opinion on the changes and 
found the localized version to be less 
appealing. “Haha this is so ridiculous, 
if it’s really harmonized to this point, 
I won’t play anymore,” one comment 
stated.

24 comments expressed criticism of 
the censorship through the use of irony 
and ridicule. One example: “Because in 
this world there are certain countries 
and territories that don’t allow people 
to bleed red blood, they think that’s 
against society and that a rotten green 
color is aesthetically better.”

Four comments expressed practi-
cal problems caused by graphical 
changes, such as mission objectives 
becoming impossible to identify 
because the description had not been 
modified accordingly. “Once I was 
doing a quest, and I had to go pick 
up bones from the ground,” one com-
menter wrote. “I searched them for a 
very long time then the guy next to 
me told me that the pieces of bread in 
the corner were the bones.”

17 comments pointed in a totally 
different direction, expressing their 
preference for the “harmonized” game 
content. While some users did find 
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the original models scary or repulsive, some others appear 
to genuinely prefer the new models. This is an important 
indicator of the fact that, at least in some instances, the 
localization process was able to provide enjoyable alterna-
tives to the original elements. “To be honest, some pictures 
look better after being modified,” one player wrote.

19 contributions represent the players that reacted 
with pragmatism and sometimes even indifference. The 
dominant attitude here is that censorship was acceptable, 
if necessary for the game to go live. Some players appear 
to consider the changes to be irrelevant. One wrote that 
“these things are the inevitable trend of the Chinese serv-
ers; the fact that they let Wrath of the Lich King go online 
is already good for us. I guess complaining is useless, if you 
are absolutely loyal to the original version you can play on 
the foreign servers.”

17 comments in the corpus express a more general criti-
cism about censorship practices. Although these contribu-
tions are also based on the discussion over modified in-game 
elements, they tend to develop a principle-oriented take on 
the subject. “Why, as a Chinese citizen, is it so complicated 
to play a game?” one lamented.

Finally, the largest group we have identified includes 28 
comments that discuss the use of censorship as a political 
and economic tool. Although these comments can’t by 
any means prove that such practices have been actually 
used and to what extent, they provide interesting insights 
on how the players perceive and understand the gaming 
industry in the larger picture of society, the interactions 
between the parties involved and the motivations that 
caused the game to be modified before being received and 
played by them.

“It’s only about foreign games; the local ones don’t get 
modified,” one player wrote. “I used to play Zhu Xian and 
an ability summoned three enormous skulls and that was 
not harmonized.”

Thus, the rules and regulations around content in video 
games in China are complex and often difficult to grasp. 
While many players are critical of changes, others view 
them in a positive or pragmatic light.

Research in this article is based on the dissertation titled 
"Videogames Censorship in China" written by Piertommaso 
Bottura as part of the MSc in Multilingual Computing and 
Localisation at the University of Limerick.  [M]
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Managing your 
localization career

Denise Spacinsky began working in the localization industry in 1999, holding management and strategy 
positions at vendor and client-side companies. She then moved to recruitment. Since 2013, Denise has been 
focusing on career coaching and developed an online job search training solution called Project Me Pro. 
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The general consensus in the employment 
field is that people will change jobs seven times 
during the course of their career. With the rapid 
pace of life today, that number is increasing all 
the time. Now it appears that some people, 
particularly those in the tech and localiza-
tion industries, will change jobs up to 15 times 
before they are done. That equates to a change 
every two years in a 30-year career. This kind of 
constant fluctuation can be unpredictable and 
stressful on anybody. To cope and be able to 
adapt quickly if needed, each of us will benefit 
from a plan to proactively manage our career. 

Why do we change jobs so often?
Not so long ago, people stayed at the same company 

for the duration of their working life. Companies com-
mitted to their employees and the goal was stability 
balanced with profitability and growth. Employees had a 
solid foundation and could buy homes and raise families 
comfortably without too much worry. People offered 
loyalty and a long-term commitment to their employers 
until retirement and felt safe that their companies were 
loyal to them as well.

Things changed as the stock market gradually refocused 
company missions from stability to financial returns. 
Then, around the late 1990s, the digital industry exploded 
and things went nuts. The “dotcom economy” brought 
excitement and energy with startups being founded left 
and right, all with promises of big payouts to early stage 
investors and employees. Companies set up makeshift 
headquarters offices and people jumped on board to try to 
make something new work. It was optimistic, fast-paced 
and electric. People were excited to take the risk to join 
something new and potentially wildly successful.

The dotcom boom, with all its excitement and innova-
tion, was rather short-lived. By 2000 the tech bubble had 
burst. Startups folded and stocks became worthless. People 
from failed startups were out of work and had to scramble 
to find new things to do. A lot of people moved from one 
startup to the next hoping to catch the next big wave and 
profit from the next big thing. It didn’t always work out.

A long recession followed, but the manic nature of 
tech industry employment did not change. The idea of a 
predictable, steady job was seen as boring and archaic, so 
it more or less disappeared.

While the job landscape was changing, companies 
started hiring more and more workers on contract versus 
offering people full-time positions. Contingency working 
models allow companies to pay people to work without 

requiring the investment it takes to hire them as perma-
nent employees. Contingent workers receive money for 
their time, but they do not receive benefits, or any employ-
ment transition protection like severance packages or out-
placement services if they are laid off.  This model allows 
companies to exercise a lot of flexibility in hiring. They can 
hire when things are busy, and let people go when things 
slow down. Contract workers are inherently vulnerable to 
frequent job changes. It is a common working arrangement 
in the tech industry and is also common in localization. 

Why do I compare the 
tech industry to localization?

From an employment point of view, localization 
closely mimics the tech industry. Localization (includ-
ing translation, globalization and internationalization) 
is often referred to as the “language industry,” but since 
everything involved in localization is deeply technical 
in nature it, by default, follows tech very closely. Most 
localization services providers (LSPs) are directly linked 
to technical companies and program development cycles, 
so they are subject to the shifts and changes of the tech 
industry when they occur. 

Aside from market volatility, why else do 
people change jobs?

There are several reasons why someone might find 
themselves out of one job and looking for another. 

Mergers and acquisitions
Companies buy each other pretty frequently, but merg-

ers and acquisitions are not simple to execute successfully. 
The transition to a new combined corporate entity requires 
a lot of changes, and many impact personnel. Often there 
are areas of overlap where several people are doing the 
same job. This is called redundancy. Redundancy causes 
layoffs unless the affected employees can find other oppor-
tunities within the new company. 

Reorganization 
Companies like to change things up as a matter of prac-

tice since they are always looking for ways to save money 
and to be more efficient. A company might bring in new 
management, combine or split departments, invest in 
new areas or divest in others. This activity is referred to 
as a “reorganization” or a “reorg.” Reorganizations bring 
a fresh perspective and approach to the business but can 
be disruptive on employees and their roles. Job descrip-
tions and requirements can change, and positions could 
be added or taken away depending on the objectives and 
plans of the new structure. 

Layoffs
Employee layoffs can happen in an economic reces-

sion or when a company is in a difficult financial 
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situation. Layoffs might include sev-
erance packages and outplacement 
resources that can help employees 
in transition, but these benefits are 
becoming slimmer and less compre-
hensive than they were in the past. 
Any employees sensing a possible 
layoff should be prepared in case 
their situation changes.

Being let go “for cause”
Sometimes there is a legitimate 

reason for someone to be let go 
from a company that has nothing 
to do with an overarching corporate 
plan. Being “terminated for cause” is 
generally related to insubordination, 
not doing their job, making mis-
takes that cost the company money, 
misbehaving like drinking or doing 
drugs while at work, or harassing or 
threatening someone. I even heard of 
a guy having a firearm at work who 
was quickly let go. The list on this 
topic is pretty long. If you are curi-

ous, feel free to search online. You’ll 
hear some wild stories.

How can you be prepared? 
Like it or not (and believe me I don’t 

like it), companies — particularly in 
the US — have long abandoned the 
idea that they have a responsibility 
to care for the well-being of their 
employees. The attention of corpo-
rate leaders is on the bottom line, 
so anything that might jeopardize 
profitability is at risk, which includes 
staff. Layoffs are increasingly one 
of the first cost-cutting measures 
companies take because the effect 
is immediate. Even though it is con-
venient for the companies, it can be 
devastating to the employees who 
lose their jobs. 

During my time as a recruiter and 
a career coach, I worked with many 
people who were blindsided by sud-
den changes their companies made 

that directly affected their profes-
sional status and financial stability. 
Sometimes layoffs came without 
warning and without any cause. No 
matter the reason, when it happens 
people have to scramble to get their 
footing and move on to the next 
opportunity.

My advice to help ease some of 
that potential shock is to do some 
work in advance to make sure you 
are always prepared for a job change 
if — or when — it happens. If noth-
ing else, advance preparation can 
provide you with peace of mind. It 
is easier to think about career top-
ics when there is not an immediate 
urgency to do so. You can take your 
time to contemplate your profes-
sional situation and goals without 
any rush or pressure and will be able 
to respond quickly to finding a new 
job if needed.

Here are some guidelines.

Language and 
linguistics

Project
management

L10N/I18N
engineering

Quality assurance,
compliance and

testing

Sales and
account

management

Operations/
vendor

management

Managers and
executives

RESPONSIBILITIES

Use multilingual
capabilities to 
provide linguistic 
services.
May include 
translating, editing, 
proofreading, inter-
pretation, linguistic 
QA and other tasks 
as required.

Manage teams 
of people to get 
projects done.
Create timelines, 
recruit and manage 
teams, manage 
budgets, track and 
resolve issues and 
problems along the 
way.

Take charge of 
technical aspects 
of projects and 
program.
Process files, use 
language industry 
tools,manage TMs 
and other technical 
resources, check/fix 
bugs and errors.

Ensure quality and 
check for errors.
Make sure deliver-
ables are flawless 
from a linguistic, 
technical and 
compliance point 
of view.

Bring in new 
customers and 
business to the 
company.
Develop new 
customers and 
cultivate existing 
accounts. Drive 
revenue.

Search for and 
qualify candidates 
for employment or  
contract positions.
Hire people, on-
board and handle 
personnel issues.

Provide leader-
ship and strategic 
direction for 
the company. 
Focus on financial 
performance and 
the health of the 
organization.

SKILLS

•Professional
   aptitude in your 
   languages.
•Degrees and 
   certifications
•Attention to detail
•Ability to work
   independently 
   and focus for long
   periods of time

•Excellent at orga-
   nization
•Strategic thinking 
   coupled with atten-  
   tion to detail
•Ability to negotiate 
•Presentation and 
   communication 
   skills
•Work comfortably  
   with many people

•Technical aptitude
•Understand com-
   plexity and technical
•Ability to work 
   independently
   and focus while 
   collaborating with
   the larger team
•Attention to detail

•Attention to detail
   even at a minute 
   level
•Ability to focus for 
   long periods of 
   time
•Highly organized

•Ability to take 
   initiative
•Goal oriented and 
   competitive
•Extraverted
•Persuasive and 
   persistent
•Excellent presenta-
   tion, public speak-
   ing skills

•High level of com-
   fort working with a 
   lot of people
•Ability to spot 
   talent and detect 
   red flags
•Ability to handle 
   complex situations 
   requiring nuance 
   and sensitivity

•Ability to portray 
   confidence and 
   leadership
•Strong decision
   making skills
•Deal with complex 
   financial challenges 
   with positive results

Table 1: Responsibilities and skills in localization professions. Copyright: Localization Career Advisors, 2019.
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Step 1: Have a clear understanding of what 
you (really) want to do

The best advice I have for advancing a career is to spend 
time finding clarity about what you like, and don’t like. Be 
proactive. Explore your options. Decide what you want.

This may sound like a strange thing to do if you already 
have a job and have started your career, but there is a great 
benefit of going through this exercise at any time.

Many people launch their careers without taking the 
time to be purposeful and thoughtful about what they want 
to do. They might study something they think is pretty 
interesting, then get a job in that field and figure it should 
be okay, so they accept it. The next thing they know they 
are in a job or industry they hadn’t contemplated much 
in advance. Sometimes that works out, but sometimes it 
doesn’t. To avoid making unintended wrong turns you can 
take the time to sit and think: What job and career path 
are really right for you? And why?

There are several proactive things you can do to explore 
possibilities. 

You can ask yourself: What do I value in my profession? 
Freedom? Great salary? Good benefits? Flexibility? And, 
what do I really want to stay away from? Public speaking? 
Too much travel? Repetitive tasks? Staring at code all day?

You can consider where you want to live and the com-
panies you want to work for. You can think about how 
much money you want to make. You can even plan out your 
career with a longer view and strategically map out roles 
and opportunities that will ultimately lead you someplace 
specific. This is a more successful approach than bumping 
around from job to job to see what works and suffering 
from what doesn’t.

Exploring career possibilities in localization 
The localization field is a pretty focused area, so if you 

already like it, you are in luck. Many people who work in this 
industry appreciate the multicultural and multilingual nature 
of the work, have an interest in different cultures and travel, 
and thrive in a challenging and fast-paced environment. Some 
like the unique technical challenges that arise from working 
with different languages. Some are very detail-oriented and 
like to express their linguistic expertise in translation. Some 
like that it can take them to far flung places around the world. 
Whatever the appeal, there are a lot of opportunities.

That said, navigating the different possibilities can take 
some consideration. People who are a perfect fit for a trans-
lator position may not be a good fit for a program manager 
position. Engineers may not be good at sales. Internation-
alization experts may never want to deal with language 
vendors. And not everyone is supposed to be the boss. In an 
ideal world you will find your area of expertise right where 
your interests and talents intersect.

Table 1 outlines a few of the major professional disci-
plinary areas and some of the general characteristics of the 
people who are successful in those fields. 

Things can and should change over time
Our careers are dynamic and will keep changing over 

time. They should, anyway! Our preferences will change, 
so we will want to seek out new challenges and keep 
growing and evolving. Maybe during certain phases of 
your life you will dial back a little to go to school or care 
for family. Maybe during other phases you will want to 
shoot high and challenge yourself. Changes come with 
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the territory so incorporating that 
expectation into your career plan-
ning will be beneficial.

Step 2: Ready your job 
search materials just in case

I believe we should all have 
our job search materials ready at 
all times. We never know when a 
new opportunity might arise or if 
a change at our current situation 
might come about.

Job search materials include having 
a résumé and LinkedIn profile. This 
is likely not surprising — it’s pretty 
standard protocol for the job search 
process.

I won’t go into a lot of detail here 
about what a résumé should contain, 
but here are a few points to be mind-
ful of:

• Keep it brief and to the point.
• Make it easy to read and easy 

to understand – a recruiter will only 
scan it for 5-10 seconds so make sure 
important information stands out.

• Use quantifiable information to 
illustrate your achievements and 
experience. For example, “I achieved 
100% of my $1M quota by Q1 2018” 
or “project translation was completed 
two weeks early and achieved A+ 
quality metrics.”

• Avoid vague statements or 
clichés, like “great communication 
skills,” “people person” and “go-getter.”

In a localization-specific résumé 
be sure to include a few key things:

• Your job specialization (manage-
ment, project management, vendor 
management, engineering, testing, 
linguistics).

• Industry specializations, if any 
(tech, pharma, life sciences, medi-
cal devices, education, marketing, 
voiceovers, interpretation).

• The languages you know and 
your level of fluency. Most people in 
this industry are bilingual or multi-
lingual even if they do not perform 
any professional linguistic functions. 
Recruiters will be curious about that.

• List any recognizable companies 
you have worked for or with. This 
information provides credibility and 
a sense of your experience.

LinkedIn is also familiar to most 
of us. I have a few suggestions on 
how to present yourself publicly on 
this platform during a job search:

• Follow the general protocols 
of having a professional photo and 
keeping your information clean and 
updated. 

• Resist the temptation to men-
tion on your profile that you are 
looking for a job. Would you walk 
into a party and introduce yourself 
as “single”? Instead, try out the job 
seeker tools that LinkedIn provides. 
You can show your interest in hear-
ing from recruiters and companies in 
a more private way.

• Do not post anything like “If you 
are interested, call me.” Recruiters 
don’t work like that, and you won’t 
get any calls. Plus, see the point 
above.

• Try to avoid gaps in your 
working timeline. Even if you are in 
between positions, try to keep work-
ing. You can consult or initiate an 
independent project you will be able 
to showcase, for example. 

• Try not to deviate too far outside 
your field unless you are deliberately 
making a career change. Otherwise 
your profile could become diluted 
and recruiters will not be sure exactly 
where to place you.

There is nothing wrong with being 
unemployed, of course! These are 
just a few tips to help smooth the 
transition.

Step 3: Prepare for your 
interview 

Interviewing comes very naturally 
to social people, but others will bene-
fit from a little practice. If you haven’t 
interviewed in a while you may find 
that having your story down will be a 
great advantage when you have to tell 
it. Here are some helpful tips:

• Tell your narrative from either 
present to past (reverse chronologi-
cal order) or from the beginning to 
present (“I began working in local-
ization in 1999…”)

• Identify the key points you want 
to communicate so you don’t find 
yourself rambling.

• If you had any challenging 
transitions from one job to another, 
make sure you can speak about them 
comfortably.

• If you had issues or difficul-
ties with any former employers 
or coworkers, try to find a way to 
soften the narrative. It is under-
standable that conflicts arise, but 
how you choose to communicate 
that information (or if you choose 
to) will offer its own impression of 
you and will reflect on your level of 
professionalism.

Step 4: Consider your 
ideal offer 

Do you want to work remotely? 
Would you like limited travel? Do 
you need a visa? Is there a minimum 
salary you will accept? Do you want 
dental insurance? Would tuition 
reimbursement be attractive to you? 

Thinking about all possible parts 
of an offer in advance will put you 
in a more comfortable position 
while you are considering different 
opportunities. You do need to know 
what is reasonable and competitive 
to expect, but preparing a bit in 
advance will ensure that you do not 
jump at the first offer, and do not 
undersell yourself.

All in all, the job market is get-
ting more — not less – changeable 
and unpredictable. But that can be a 
good thing, brimming with vibrant 
new opportunities that will provide 
you with an abundance of varied and 
rich experiences. Even so, profes-
sional change can be challenging to 
navigate, so do yourself a favor and 
be prepared for your next job change 
if — or rather, when — it arises.  [M]
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John Yunker is author of Think Outside the Country: A Guide to Going Global and Succeeding in 
the Translation Economy. He is cofounder of Byte Level Research and author of the annual Web 
Globalization Report Card.  

John Yunker

What the best 
global websites 
have in common



In the novel Anna Karenina, Tolstoy wrote, 
“All happy families are alike; each unhappy family 
is unhappy in its own way.” The same could be said 
for global websites — the successful ones, when it 
comes to best practices, are also very much alike. 
What do these successful global websites have in com-

mon, based on 20 years of studying them and working with 
the executives who manage them? A few things. Global best 
practices have evolved over time and have not only benefitted 
the organizations that support them but also the people who 
visit the websites, as the result is more consistency among 
websites in regard to languages, usability, ecommerce, and 
navigation. While there will always be exceptions to the rule, 
I find it valuable to first understand what these best practices 
are before deciding to head in a different direction.

Speaking in 30 or more tongues
For the past 15 years I have produced the Web Globalization 

Report Card, a report benchmarking the websites of leading 
global brands — companies such as Apple, Coca-Cola, Toyota 
and Zara. Based on this research, the average number of lan-
guages supported by these websites has more than doubled 
since 2004, from 15 in 2004 to nearly 33 languages this year.

Granted, this number reflects the very largest global com-
panies, so if we were to survey a larger sampling of websites, 
the average would most certainly drop. But even when we 
do survey a larger number of websites, one trend remains 
consistent: the continued expansion in languages. And the 
reason for this is simple — the internet connects devices, but 
languages connect people. As more people around the world 
go online, the language requirements an organization must 
meet to communicate with these people will only increase. 

Chinese is now the dominant online language, followed 
by English. But even if you support these two languages, 
you’ll only reach 40% of all internet users. The largest slice 
of this pie chart is “all other languages.” This slice includes 
languages such as Italian, Dutch, Norwegian, Finnish, 
Swedish and many other languages that any global website 
should already support. What this means is that you can 
support the top 15 languages on the internet and still miss 
vast numbers of potential customers. 

Support 48 or more languages, and your website will 
communicate with approximately 95% of the world’s inter-
net users — which is the ultimate reason why companies 
such as Google and Facebook surpassed 48 languages years 
ago. Languages are a means to an end. Companies that are 
serious about going global are equally serious about sup-
porting languages. And if you don’t support a given language 
and all of your competitors do, consider what message you 
are sending to your current and potential customers.

Global consistency and local flexibility 
Compare the home pages of Honda and Volvo in France 

and Brazil in Figure 2. Notice how the designs used by 
Honda vary considerably, while Volvo relies on a more 
consistent design template.

Both Honda and Volvo support brands that are globally 
recognized as well as a significant number of languages. But 
the Volvo website, by leveraging a global template, is more 
efficiently managed around the world and provides a better 
user experience. Keep in mind that visitors may arrive at your 
.com site and then navigate to a local site, and if the designs 
change significantly, this creates an unneeded distraction.

Given the benefits of global templates, one may wonder 
why all companies don’t support them. The major reason 
is that these companies are often highly decentralized, with 
independent regional and local offices that are not only 

Figure 1: The 16 leading native languages spoken by the 
world’s 4.1 billion internet users.

Figure 2: Honda, above, and Volvo, below, show  
different in-country localization strategies.
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comfortable maintaining independent 
websites but insistent on staying that 
way. For those in the global office, it 
can be difficult to get all of the offices 
on the same page (and some markets 
may always exercise a strong degree of 
independence). But to the extent that 
you can collaborate with regional and 
local offices to understand the value 
of global templates and standards, the 
greater the cost savings and the greater 
the benefits to end users.

And should local offices resist by 
saying they need the power to promote 
unique products and services, point 
to Amazon. As shown in Figure 3, the 
France and Japan home pages share 
few products in common (except for 
Amazon-branded products), but they 
both share a common template. 

This balanced global/local model 
allows regional and local teams to 
focus on content, a much better use 
of their time. Also, by getting local-
office buy-in, you have a degree of 
accountability. I’ve witnessed numer-
ous instances of local offices blaming 
headquarters for the lack of engage-
ment with the local websites. By 
involving your local offices every step 
of the way, they become a key factor 
in generating local engagement and 
return on investment.

Ideally, before a company localizes 
its website, it should first undergo 
a process of internationalization, 

Figure 3 : Local Amazon pages share a common template.

https://www.alcus.org/page/AnnualConfOverall
https://www.alcus.org/page/AnnualConfOverall
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also known as making the website world-ready. What 
this entails may include redesigning and reengineering 
the website and software to support different languages 
and scripts, currencies, locales as well as other local and 
regional requirements. By investing time and planning 
up front, companies often save considerable resources 
down the road as they localize their websites and content 
for each subsequent market. It’s akin to packing for a long 
international trip — you need to plan accordingly, taking 
into account different currencies, power outlets, cultural 
expectations and climates. Unfortunately, some compa-
nies approach going global like packing for an overnight 
trip and find themselves lost in a country without the 
right currency and dressed inappropriately. 

Investing in “scenario-based” localization
Setting a translated word-count goal for each local-

ized website may be a sound way to manage costs, but it’s 
generally a poor way of ensuring that the local websites are 
relevant or useful to end users. That’s because you never 
know exactly what content or feature a user wants local-
ized. And if you can’t afford to localize everything, you are 

Figure 4: NIVEA's home pages from China and Kenya.

http://www.transphere.com
mailto:global@transphere.com
http://www.transphere.com
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likely to frustrate a certain percentage 
of users — you just don’t know who 
these people are. 

However, let’s suppose you take a 
scenario-based approach to web local-
ization. Instead of asking what num-
ber of words need to be translated, ask 
what scenarios need to be supported. 
Some of the more common scenarios 
companies focus on include:

• Lead generation/information 
requests

• Direct sales via online channel
• Indirect sales via partners or 

dealers
A scenario-based approach focuses 

your global and local teams on ensur-
ing that the local websites have true 
value for end users, even if they are 
not fully localized (which few local 
websites are).

Localizing your website 
one photograph at a time

Of course, localization is about 
much more than text. Visuals (and 
video content) may be more expen-
sive to localize, but I’ve found that 
this content is what sets companies 

apart from their competitors in 
developing truly local sites.

NIVEA remains one brand that 
does a particularly good job with 
localizing its models (though it still 
could do a great deal more). Figure 
4 shows home pages from China and 
Kenya.

Conducting a visual audit
To ensure that you go global the 

smart way, I recommend conducting 
a visual audit of your source website 
before handing it off to localizers. An 
audit takes into account not only the 
content of the visuals but the manner 
in which they are deployed.

Among the questions a visual 
audit should address:

• Is each image absolutely essen-
tial? Consider the impact on website 
performance (another best practice). 
Avoid simply dropping in stock pho-
tos to fill gaps in the design.

• For your global template, try to 
avoid using any other image than 
your logo. Keep in mind that your 
global template must work across 
all target locales — and every visual 

carries a performance hit as well as 
potential cultural risks.

• For icons, do they follow globally 
established (or informal) standards? 
If not, are the icons clear to users 
across all of your target markets?

• For photographs of people, does 
each photograph send the right mes-
sage? Have you considered style of 
dress and body language?

• Have you considered using local 
models for your local websites?

• Are your website colors sending 
any unintended messages?

• Does your image strategy scale? 
If you find you’re expending great 
resources to localize images when 
supporting only a few markets, imag-
ine the challenge of supporting 30 or 
more markets.

A user-friendly 
global gateway

If a visitor cannot find a specific 
localized website, the website may as 
well not exist. As companies increase 
the number of local websites they sup-
port, the challenge of directing users to 
these sites grows in importance. There 
are many details involved and many 
ways for users to get lost along the way. 

I’ve identified four major elements 
a company may employ to direct web 
users to local content, illustrated in 
Figure 5:

• Country codes (such as .de, .fr, or .it)
• A visual global gateway
• Geolocation
• Language negotiation (also known 

as language detection)
While your website does not have 

to utilize all of these elements to be 
successful, it should at a minimum 
support a visual global gateway that 
is easy to find and allows users to self-
navigate to local websites.

Performance-based design
As companies expand their global 

reach, they inevitably discover that 
not all mobile subscribers enjoy 
unlimited data plans, let alone the 
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buying power to pay for unlimited data. Those companies 
that localize their websites to remain fast-loading and 
functional for users with older devices and slower connec-
tions are going to be perceived as more user friendly in 
these markets.

Unfortunately, most global websites are moving in 
the opposite direction — gaining weight (in kilobytes). 
According to my research for the 2019 Web Globalization 
Report Card, the average weight of a mobile home page 
has more than doubled from 3.1MB in 2016 to 7.1MB 
today (Figure 6). This is an alarming trend.

A 1.5MB web page takes seven seconds to load using 
a moderately fast 3G connection. For a typical mobile 
web user in India, a 7MB web page could take 15 seconds 
or more to display. In other words, many of the global 
websites we see in use today are penalizing more than a 
billion internet users simply because they rely on slower 
networks.  

While companies do rely on content delivery networks 
to help improve the page loading time of their websites, 
they can do so much more by setting internal weight 
limits. If you assume that your competitors are also rely-
ing on content delivery networks, then the one variable 
you can control that will give you a clear advantage in 
the eyes of your customers is the weight of the website. 
I recommend that all mobile websites target a ceiling of 
1MB — an aggressive goal to be sure, but one that will 
ultimately benefit your customers and keep you ahead of 
competitors. Limitations can be highly positive because 

they force everyone to do more with less. For example, 
companies that set weight limits not only limit images but 
also rely more heavily on vector-based images, which not 
only save weight but display crisply across the full range 
of devices.

Looking ahead
If there’s one certainty about the future of the internet, 

it is this: it will be available in more languages. India is 
going to play a major role in compelling more companies 
to support more languages. For example, there are more 
Hindi speakers within India than there are global speakers 
of Russian, Portuguese or French. And it’s estimated that 
only 10% of Hindi speakers also speak English. 

In September of 2018, Amazon officially debuted sup-
port for Hindi on its mobile website and within its mobile 
apps. Amazon also supports Tamil and Telugu through 
its Prime Video site, which portends broader support 
for these two languages in the years ahead. Based on the 
2019 Web Globalization Report Card, just seven out of ten 
websites reviewed now support Hindi, and many fewer 
support Tamil, Urdu or other Indian languages.

And let’s consider the website that emerged as number 
one in the 2019 Report Card — Wikipedia. Based purely 
on community contributions, Wikipedia supports more 
than 280 languages, which indicates that many millions 
of people around the world want to see their languages 
supported and are currently seeing very little in their 
languages.

So even though web globalization is now a well-
established practice and profession, in many ways, we’re 
still just getting started. Tolstoy, who spoke 13 languages, 
would probably have agreed. He wrote, “Everybody thinks 
of changing humanity, and nobody thinks of changing 
himself.” This is also true of websites. A multilingual inter-
net grows one website at a time.  [M]
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Figure 5: Four ways to direct customers to local content.

Figure 6: Websites are gaining weight, in megabytes, which 
makes low-speed connectivity an issue.

Country Codes and IDNs
Country code top-level domains
(ccTLDs) take users directly to
country-specific sites, bypassing.
com. Internationalized domain 
names (IDNs) provide non-latin 
domains for countries such as 
China, Russia and Egypt.

Visual Global Gateway
The global gateway includes all 
visual elements that a user interacts 
with to select or change a locale 
(language and/or country). Every
web page should support a visual 
global gateway.

Geolocation
The web server detects a user's  
location based on the device IP  
address and responds with 
location-specific content.  
Geolocation should not be used 
as a standalone solution.

Language Negotiation
The web server detects the 
language preference of the  
web browser and responds with 
matching language, if available. 
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 AssociAtions

Association of 
Language Companies
The Association of Language Companies (ALC) 
is a national trade association representing busi-
nesses that provide translation, interpretation, 
localization, language testing and language train-
ing services. The association provides valuable 
information to members and nonmembers with 
its industry survey and with updates on govern-
ment issues, industry trends and standards. From 
online forums to in-person events, ALC brings 
together the people who lead these companies so 
that we can all learn from each other. ALC works 
hard to give companies opportunities to find each 
other for collaboration, networking, knowledge 
sharing and mentoring.
Association of Language Companies 
Rockville, MD USA, (240) 404-6511
Email: info@alcus.org, Web: www.alcus.org 
Ad on page 68

   

 

European Language 
Industry Association (Elia)
Elia is the European not-for-profit association of 
language service companies with a mission to ac-
celerate our members’ business success. We do this 
by creating events and initiatives that anticipate 
and serve our members’ needs in building strong, 
sustainable companies, thereby strengthening the 
wider industry. Elia was founded in 2005 and has 
since established itself as the leading trade associa-
tion for the language services industry in Europe.
Elia Brussels, Belgium
Email: info@elia-association.org 
Web: http://elia-association.org  

           

 
Globalization and 
Localization Association 
The Globalization and Localization Associa-
tion (GALA) is a global, nonprofit trade associa-
tion for the language industry. As a membership  
organization, we support our member companies 
and the language sector by creating communities, 
championing standards, sharing knowledge and 
advancing technology.
Globalization and Localization Association 
Seattle, WA USA
+1-206-494-4686
Email: info@gala-global.org
Web: www.gala-global.org

         

AutomAted trAnslAtion

SYSTRAN Software, Inc.
For more than four decades, SYSTRAN has been 
the market leader in language/translation products 
and solutions, covering all types of platforms from 
desktop to internet to enterprise servers. To help 
organizations enhance multilingual communication 
and increase productivity, SYSTRAN delivers real-
time language solutions for internal collaboration, 
search, ediscovery, content management, online 
customer support and ecommerce along with auto-
matic speech recognition and optical character rec-
ognition. SYSTRAN is the leading choice of global 
companies, defense and security organizations and 
language service providers. SYSTRAN is the official 
translation solutions provider for the S-Translator, a 
default-embedded app on the Samsung Galaxy S and 
Note series.
Languages: 130+ language combinations 
SYSTRAN Software, Inc. San Diego, CA USA
+1 858 457 1900
Email: marketing-americas@systrangroup.com 
Web: www.systrangroup.com
Ad on page 33

             

conferences

43rd Internationalization &
Unicode Conference
For over twenty-eight years the Internationaliza-
tion & Unicode® Conference (IUC) has been the 
preeminent event highlighting the latest innova-
tions and best practices of global and multilingual 
software providers. Join us in Santa Clara to con-
tribute your ideas and experiences working with 
natural languages, multicultural user interfaces, 
producing and supporting multinational and mul-
tilingual products, linguistic algorithms, applying 
internationalization across mobile and social me-
dia platforms, or advancements in relevant stan-
dards. Join in with other industry leaders to present 
your ideas and solutions at the 43rd International-
ization & Unicode Conference (IUC 43) in Santa 
Clara, California, October 16-18, 2019.
The Unicode Consortium Mountainview, CA
408-401-8915
Email: rick@unicode.org
Web: www.unicodeconference.org
Ad on page 65
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Game Global 
Born from LocWorld’s successful Game Localiza-
tion Round Table, Game Global gathers the main 
stakeholders in game globalization (from design 
to testing) in the same place and time to share 
their endeavors, successes, practices and research 
in a collaborative manner. The goal of this two-
day event is to help improve the gaming industry 
through networking, sharing insights and learn-
ing. Game Global is steered by an advisory board 
of high-level professionals from the industry. 
Check our website for details on upcoming and 
past conferences.
Localization World, Ltd. Sandpoint, ID USA  
(208) 263-8178
Email: info@gameglobal.events
Web: http://gameglobal.events
Ad on page 8

       

    
LocWorld 
LocWorld conferences are dedicated to the lan-
guage and localization industries. Our constitu-
ents are the people responsible for communicating 
across the boundaries of language and culture in 
the global marketplace. International product and 
marketing managers participate in LocWorld from 
all sectors and all geographies to meet language ser-
vice and technology providers and to network with 
their peers. Hands-on practitioners come to share 
their knowledge and experience and to learn from 
others. See our website for details on upcoming and  
past conferences. 
Localization World, Ltd. Sandpoint, ID USA 
208-263-8178 
Email: info@locworld.com, Web: https://locworld.com  
Ad on page 13

       

desktop publishing

 
Global DTP
Global DTP s.r.o., based in the Czech Republic, 
offers professional multilingual desktop publishing 
and media engineering solutions to the localiza-
tion industry. Over the past 15 years, Global DTP 
has become one of the leading DTP/multimedia 
companies. We have been delivering high-quality 
and cost-effective services for at least eight of the 

top 20 LSPs and many other companies/agencies. 
Due to our extensive experience in localization and 
knowledge of the prepress, media and publishing 
industries, our team of 20 in-house professionals 
handles more than 1,000 projects every year. Our 
core services are multilingual desktop publishing, 
multimedia and eLearning engineering.
Global DTP s.r.o. Brno, Czech Republic
+420  3 574 709 
Email: info@global-dtp.com, Web: www.global-dtp.com 

            

  
Hornet Design Studio 
Since 2005, Hornet Design Studio has been focusing 
on delivering quality services in a timely manner. A 
highly skilled team of professionals is always ready 
to meet expectations of even the most demanding 
clients. Looking to achieve that goal, we develop and 
expand. Therefore we now offer not only DTP but 
also multimedia, eLearning and voiceover services.
Languages: All
Hornet Design Studio
Bydgoszcz, Poland
+48525290553
Email: office@hornetdesign.eu
Web: http://hornetdesign.eu  
Ad on page 35
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Quality Training in Localization 
& Global Marketing
The Localization Institute is the leader in educa-
tional advancement in the field of localization — the 
adaptation of products and services for international 
markets. We organize comprehensive, vendor-neutral 
conferences (LocWorld and Brand2Global), seminars 
and round tables where participants gain insights that 
help their companies better succeed in international 
business. In addition, The Institute has partnered with 
top universities and professional associations to de-
velop comprehensive certification programs in lo-
calization project management, quality management, 
internationalization and global digital marketing.  
The Localization Institute Madison, WI USA 
608-826-5001
Email: kris@localizationinstitute.com  
Web: www.localizationinstitute.com
Ad on page 17

       

MA in Translation and  
Localization Management
The Middlebury Institute offers the most com-
prehensive MA in Translation and Localization 
Management in the US. Employers rely on us as 
their go-to source for localization management 
talent. Our hands-on courses in language, technol-
ogy and business develop highly marketable skills. 
Our faculty combine academic expertise with years 
of professional experience and continue to be ac-
tive in their respective fields. Students spend their 
second year gaining real-world experience through 
a professional practicum. Our location’s high con-
centration of localization companies and proximity 
to Silicon Valley gives students numerous oppor-
tunities to engage professionals in the field, find 
internships and explore full-time job networks. 
This four-semester, 60-credit degree is a STEM-
designated program.  
Languages: Chinese, English, French, German, 
Japanese, Korean, Portuguese, Russian, Spanish
Web:go.miis.edu/tlm
Ad on page 31

          

enterprise solutions

STAR Group
Multiple Platforms
STAR is a leader in information management, lo-
calization, internationalization and globalization 
services and solutions such as GRIPS (Global Real 
Time Information Processing Solution), STAR 
CLM (Corporate Language Management) includ-
ing Transit (Translation & Localization), TermStar/
WebTerm (Terminology Management), STAR MT 
(Corporate Machine Translation), STAR WebCheck 
(Online Translation Reviewing) and Mind-
Reader (Authoring Assistance). With more than 
50 offices in 30 countries and a global network 
of prequalified freelance translators, STAR pro-
vides a unique combination of information man-
agement tools and services required to manage  
all phases of the product information life cycle.
Languages: All
STAR AG (STAR Group headquarters) 
Ramsen, Switzerland, +41-52-742-9200
Email: info@star-group.net, Web: www.star-group.net
STAR Group America, LLC Lyndhurst, OH USA
216-691-7827, Email: lyndhurst@star-group.net
Ad on page 14 
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ACP Traductera
ACP Traductera is a translation agency based in the 
Czech and Slovak Republic. Our local experience in 
Central Europe and strong focus on appropriate lan-
guage use makes us a reliable partner for providing 
high-quality translations into Central and Eastern 
European languages. We offer document transla-
tion service, review, revision, legal certification of 
translated documents, copywriting, SEO transla-
tion, website, game and software localization, DTP, 
pre-press review, MT post-editing and more. ACP 
Traductera has been awarded the ISO 9001 certifi-
cate by TÜV NORD. Our translation process is in 
compliance with standard ISO 17100. The team of 
more than 1,300 professional translators, proofread-
ers, graphic designers, IT engineers and experienced 
project managers is our most significant asset.
ACP Traductera Czech Republic
+420384361300
Email: info@traductera.com
Web: www.traductera.com 
Ad on page 28

      

ADAPT Localization Services 
ADAPT Localization Services offers the full range 
of services that enable clients to be successful in 
international markets, from translation into all 
business languages through linguistic and tech-
nical localization services, prepress and publica-
tion management. Serving both Fortune 500 and 
small companies, ADAPT has gained a reputation 
for quality, reliability, technological competence 
and a commitment to customer service. ADAPT 
is certified under ISO 17100. Fields of specializa-
tion are the medical, life sciences, IT/telecommu-
nications and technology sectors. With offices in 
Bonn, Barcelona, Copenhagen, Stockholm and a 
number of certified partner companies, ADAPT 
is well suited to help clients achieve their goals in 
any market. 
Languages: More than 50 
ADAPT Localization Services Bonn, Germany 
49-228-98-22-60
Email: sales@adapt-localization.com 
Web: www.adapt-localization.com 
Ad on page 44 

   

           
Total Solutions for Your Business
E4NET is a total localization solutions provider 
including translation, DTP, recording, and spe-
cialized in Asian localization covering all major 
Asian and regional tier 3 languages. We have 20+ 
years of successful localization production expe-
rience with major projects for IBM, Microsoft, 
SAP, Oracle, HP, LG Electronics, Panasonic and 
more. E4NET is now providing patent trans-
lation services to the Korea Institute of Patent 
Information and translating life science projects 
including clinical protocols and reports. We are 
continuously developing and applying innovative 
technologies such as machine translation and 
associated customer services throughout our 
production process to maximize production/
service efficiency. ISO 9001: 2015, ISO 27001 
certified.
Languages: 60+
E4NET Co., Ltd. Seoul, South Korea
82-2-3465-8532
Email: l10n@e4net.net
Web: www.e4net.net

     

Precision Matters in Translation
EC Innovations is a world leading translation 
and localization provider with ISO 13485:2016, 
ISO 9001:2015 and ISO 1710:2015 certifications. 
Since 1997, EC Innovations has been empower-
ing communications for leading multinationals, 
specializing in industries including life sciences, 
games, manufacturing, IT and software, automa-
tion, electronics and telecommunications. Today, 
EC Innovations has grown into 11 strategically 
located global offices with 400+ full-time employ-
ees offering full localization support into 120+ 
languages. Our aim is to continuously build upon 
our reputation as a customer-centric organization 
focused on high-quality standards, technological 
creativity and value-added services to meet any 
type of localization requirement.  
Languages: English, Simplified and Traditional 
Chinese, Japanese, Korean, Indonesian, Thai, Viet-
namese, Malay, Arabic, French, German, Spanish, 
Portuguese, Russian.
EC Innovations, Inc. Chicago, IL USA, 1-773-541-2174
China: 400-869-9760, Europe: +36 1 784 0414
Email: info@ecinnovations.com  
Web: www.ecinnovations.com

              

 

ES Localization Services
Since 1994, ES has provided full-fledged lan-
guage services to industry leaders mainly in soft-
ware localization, translation, DTP, engineering, 
QA, testing and voiceover areas. The company 
has a solid customer base and is proud of its suc-
cessful past assignments which led to long-term 
collaborations. With 51 permanent staff in the 
production offices in Turkey and Egypt for Turk-
ish and Arabic languages, ES is a reliable, experi-
enced, value-added regional supplier for direct 
clients and MLVs worldwide. It is the first Bureau 
Veritas certified ISO 17100 localization company in  
Turkey, specializing in IT, automotive, finance, life 
sciences, gaming, consumer products and more.
Languages: Turkish, Arabic 
ES Localization Services Istanbul, Turkey; Cairo, Egypt
90-216-326-8764 
Email:contact@estr.com, Web: www.estr.com

      

         
EuroGreek Translations Limited
Established in 1986, EuroGreek Translations Limited is 
Europe’s leading Greek localizer, specializing in medi-
cal, technical, financial and legal translations from EN/
DE/FR/ES to EL and EL to EN. Our aim is to provide 
high-quality, turnkey solutions, encompassing a whole 
range of client needs, from translation to localization, 
desktop publishing and testing. Our DTP department 
covers all Latin and Cyrillic alphabet-based languages, 
in addition to Greek, at very competitive rates. All of 
EuroGreek’s work is produced in-house by a team of 
30 highly qualified specialists and is fully guaranteed 
for quality and on-time delivery.
Languages: Greek to/from English; French,  
German, Spanish to Greek
EuroGreek Translations Limited Athens, Greece
30-210-9628-559
Email: production@eurogreek.com
Web: www.eurogreek.com 
Ad on page 83

      

 
Mobico – by Saltlux Inc.
Mobico is the new brand name of Saltlux’s tech-
nical communication services, and is also the 
name of the predecessor company to Saltlux, 
established in 1979 as Korea’s first TC business. 
What started as a small enterprise concentrating 
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on creating  Korean manuals and East Asian lan-
guage translations evolved into a one-stop service 
provider for all your needs in the world of business 
today, including multilingual translation, localiza-
tion, DTP, TW and MTPE. The relentless pursuit 
of progress and perfection processes, which in turn 
lead to superior translation quality with shorter 
turn-around times and therefore to greater cus-
tomer satisfaction. 
Languages: More than 70 languages
Saltlux, Inc. Seoul, South Korea 
+82-2-2193-1725
Email: sales@mobico.com, Web: www.mobico.com/en 

     

ORCO S.A. Localization Services
Founded in 1983, ORCO celebrates this year 
its 35th anniversary. Over the years, ORCO has 
built a reputation for excellence and gained the 
trust of leading companies, such as Oracle, IBM and 
Carrier for the localization of their products. Our 
core business activities include technical, medical, 
legal, financial, marketing and other translations, 
software and multimedia localization, as well as 
localization consulting. We cover most European 
languages and our client list includes long-term 
collaborations with international corporations, 
government institutions, banks, private enter-
prises, NGOs and the European Union. ORCO 
is certified according to ISO 17100 and ISO 9001 
quality standards.
Languages: Greek and European languages
ORCO S.A. Athens, Greece
+30-210-723-6001 
Email: info@orco.gr, Web: www.orco.gr

         

RWS Moravia
RWS Moravia is a leading globalization solutions 
provider, enabling companies in the IT, consumer 
electronics, retail, media and entertainment, and 
travel and hospitality industries to enter global 
markets with high-quality multilingual products 
and services. RWS Moravia’s solutions include 
localization, testing, content creation, machine 
translation implementations, technology con-
sulting and global digital marketing services. Our 
customers include eight of Fortune’s Top 20 Most 
Admired Companies, and all of the “Fab 5 Tech 
Stock” companies from 2017. Our global head-
quarters is in Brno, Czech Republic, and we have 
local offices in Europe, the United States, Japan, 

China and Latin America. To learn more, please 
visit us at www.rws.com/moravia. 
Languages: over 250 
RWS Moravia
USA HQ: Thousand Oaks, CA USA,+1-805-262-0055
Email: moravia@rws.com
Europe HQ: Brno, Czech Republic, +420-545-552-222
Email: moravia@rws.com
Ad on page 84

Transphere Global Solutions 
Limited
As an outstanding language service provider, Trans-
phere has adhered to its mission — “spread innova-
tive ideas all over the world” — and is committed 
to providing domestic and foreign customers with 
personalized language services and solutions by 
relying on its 20-plus years’ industry experience 
and worldwide native language resources. With 
the company’s service areas covering multilingual 
translation & DTP, technical writing, multime-
dia, patent translation, and more. Transphere can 
definitely assist enterprises in implementing their 
global development strategies. With a global per-
spective, Transphere devotes itself to providing 
every client with truly reliable language solutions 
through improving management, optimizing work-
flows, upgrading service models, and expanding the 
service scope.
Transphere Global Solutions Limited 
Chengdu, Si Chuan, China
+86 028 8619 9638
Email:global@transphere.com
Web: www.transphere.com 
Ad on page 69

      

 
Vistatec
We have been helping some of the world’s most 
iconic brands to optimize their global commer-
cial potential since 1997. Vistatec is one of the 
world's most innovative, progressive and successful  
localization solutions providers. Headquartered 
in Dublin, Ireland, with offices in Mountain View, 
California, USA. Think Global. 
Languages: All 
Vistatec 
Europe: Dublin, Ireland, 353-1-416 -8000 
North America: Mountain View, CA USA
408-898-2364 
Email: info@vistatec.com
Web: www.vistatec.com 
Ad on page 21

            

locAlizAtion tools

VideoLocalize.com
Multiple Platforms
Video localization is complicated. It involves not 
only translation processes and graphic engineering, 
but also voiceover and audio/video editing as well. 
The challenge is how to keep control of the budget 
while meeting client expectations. VideoLocalize 
is the answer. Videolocalize.com is a cloud-based 
online platform designed for video localization. 
It is the brainchild of Boffin Language, an Asian-
language service provider led by cofounder George 
Zhao. VideoLocalize’s mission is to make video  
localization faster and more cost-effective.
Boffin Language Group Inc. Toronto, Canada
+1 (647) 802 8223
Email: george.zhao@boffin.com
Web: www.videolocalize.com
Ad on page 11

multimediA

52Media Professionals
52Media Professionals is your resource for video 
production, multimedia engineering, graphic design, 
eLearning, digital media and translation. We can 
handle your project from start to finish. Our team has 
handled thousands of projects for clients all over the 
world. Our offices in the US and Europe give us maxi-
mum flexibility to finish your project on time and 
within your budget. Please contact us for a proposal 
on your next project. Put the team at 52Media to work 
for you today.
52Media Professionals Glenview, IL USA
+1 312 585 5464
Email: info@52mediapro.com
Web: http://52mediapro.com

2,200 companies
easy to search

updated year-round

multilingual.com/VO
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nonprofit orgAnizAtions

 

Joint National Committee 
for Languages
The Joint National Committee for Languages 
and the National Council for Languages and In-
ternational Studies (JNCL-NCLIS) represent the 
interests of over 140 member organizations, asso-
ciations and companies in virtually all aspects of the 
language enterprise — education PreK-20, research, 
training, assessment, translation, interpreting and 
localization — to the US government. The mission 
of JNCL-NCLIS is to ensure that all Americans  
have the opportunity to learn English and at least 
one other language. 
Joint National Committee for Languages – National 
Council for Languages and International Studies
Garrett Park, MD USA, 202-580-8684
Email: info@languagepolicy.org 
Web: http://languagepolicy.org

   

Translation Commons 
Translation Commons is a nonprofit US public 
charity powered by translators. We are a volunteer- 
based online community aiming to help our  
language community thrive and bridge all the sectors 
within our industry. We facilitate cross-functional col-
laboration among the diverse sectors and stakeholders 
within the language industry and instigate transpar-
ency, trust and free knowledge. Our mission is to offer 
free access to tools and all other available resources, 
to facilitate community-driven projects, to empower 
linguists and to share educational and language assets. 
Translation Commons Las Vegas, NV USA 
(310) 405-4991
Email: krista@translationcommons.org
Web: www.translationcommons.org

           

    
Translators without Borders
Originally founded in 1993 in France as Traducteurs 
sans Frontières by Lori Thicke and Ros Smith-
Thomas to link the world's translators to vet-
ted NGOs that focus on health and education,  

Translators without Borders (TWB) is a US non-
profit organization that aims to close the language 
gaps that hinder critical humanitarian efforts 
worldwide. TWB recognizes that the effectiveness 
of any aid program depends on delivering infor-
mation in the language of the affected population. 
Languages: 190 language pairs
Translators without Borders CT USA
Email: info@translatorswithoutborders.org  
Web: www.translatorswithoutborders.org
Ad on page 80

terminology mAnAgement

Kaleidoscope
Taking your content global — with Kaleidoscope 
your product will speak every language! The com-
bination of decades of expertise, our software so-
lutions developed in-house, and select software 
from market-leading technology partners has been 
making this a reality since 1996. Coupled with the 
full-service approach from eurocom, Austria's larg-
est and most innovative translation agency, Kalei-
doscope offers a unique and unrivaled synergy of 
language and technology. 
Kaleidoscope GmbH Vienna, Austria
004 31 253 5352
Email: info@kaleidoscope.at, Web: www.kaleidoscope.at
Ad on page 59

         

trAnslAtion
mAnAgement systems

Memsource 
Memsource is a leading cloud-based transla-
tion management system that enables global 
companies, translation agencies and translators 
to collaborate in one secure, online location. In-
ternationally recognized for providing an easy-
to-use, yet powerful CAT tool combined with a 
TMS, Memsource processes two billion words per 
month from over 200,000 users around the world. 
Manage your translation projects in real-time in 
an intelligent platform that accepts over 50 file 
types and offers REST API, out-of-the-box CMS 
connectors and powerful workflow automation 
to save time and money. Join localization profes-
sionals from around the world who rely on Mem-
source to streamline their translation process. To 

start your free 30-day trial, visit www.memsource.
com.
Languages: All 
Memsource Prague, Czech Republic
+420 221 490 441
Email: info@memsource.com, Web: www.memsource.com
 Ad on page 22
            

Across Systems GmbH
With its smart software solutions, Across Systems 
assists enterprises and translators worldwide in 
successfully processing their translation projects. 
Customers from diverse industries use the Across 
Language Server and the Across Translator Edition 
to tackle their daily localization challenges. The 
use of the Across translation management system 
enables the implementation of transparent trans-
lation processes with a high degree of automation 
and maximum information security. All who are 
involved in the project can be integrated in the 
overall process and work on the basis of the same 
data. This saves time for what matters – the cre-
ation of high-quality content in multiple languages.
Languages: All 
Across Systems GmbH Karlsbad, Germany
+49 (0) 7248 925 425
Email: info@across.net 
Web:www.across.net

           

   
Plunet BusinessManager
Multiple Platforms
Plunet develops and markets the business and work-
flow management software Plunet BusinessManager 
— one of the world’s leading management solutions 
for the translation and localization industry. Plunet 
BusinessManager provides a high degree of automa-
tion and flexibility for professional language service 
providers and translation departments. Using a web-
based platform, Plunet integrates translation soft-
ware, financial accounting and quality management 
systems. Various functions and extensions of Plunet 
BusinessManager can be adapted to individual needs 
within a configurable system. Basic functions include 
quote, order and invoice management, comprehen-
sive financial reports, flexible job and workflow man-
agement as well as deadline, document and customer 
relationship management.
Plunet GmbH Berlin, Germany
+49 (0)30-322-971-340 
Email: info@plunet.com, Web: www.plunet.com 
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Smartcat
At Smartcat we believe the translation industry should 
be better for everyone. We connect linguists, compa-
nies and agencies to streamline the translation of any 
content into every language on demand. Our plat-
form helps you build and manage translation teams, 
and puts your translation process on autopilot from 
content creation to payments. The unique features 
of Smartcat are our marketplace, where you can find 
translators for any language with one click; our CAT 
tool, translation using an AI-assisted platform, a team 
management with full control of your team, suppliers 
and content and payment automation: pay vendors 
easily across the globe. You can start experiencing the 
next generation of translation technologies and boost 
your translation business efficiency from day one.
Languages: All
Smartcat Cambridge, MA USA
Email: support@smartcat.ai, Web: www.smartcat.ai 
Ad on page 55
           

Smartling  
Smartling Translation Cloud is the leading translation 
management platform and language services pro-
vider to localize content across devices and platforms. 
Smartling’s data-driven approach and visual context 
capabilities uniquely positions brands for efficiency. 
Seamlessly connect your CMS, code repository, and 
marketing automation tools to Smartling’s TMS via 
prebuilt integrations, web proxy, or REST APIs. No 
matter the content type, Smartling automation tools 
help you do more with less. Smartling is the platform 
of choice for B2B and B2C brands, including Inter-
Continental Hotels Group, GoPro, Shopify, Slack, 
and SurveyMonkey. The company is headquartered 
in New York, with offices in Dublin and London. For 
more information, please visit Smartling.com. 
Smartling New York, NY USA
1-866-707-6278
Email: hi@smartling.com, Web: www.smartling.com 
Ad on page 2
           

               
Wordbee Translator  
Web-based
Wordbee is the leading choice for enterprises 
and language service providers that need to save 
money and make their company run more effi-

ciently. Wordbee has the most complete feature set 
of any cloud solution:  project management, portal, 
business analytics, reporting, invoicing and a user-
friendly translation editor. Tasks such as project and 
workflow setup, job assignment, deadline calcula-
tion, multiple phase kick-offs and cost management 
can all be automated in the collaborative translation 
platform. Also, the Beebox connects CMSs, DMSs 
or any propriety database source with the TMS of 
the translation vendor or internal translation team. 
Languages: All
Wordbee Soleuvre, Luxembourg 
+352 2877 1204
Email: info@wordbee.com, Web: www.wordbee.com 

          

XTM: Better Translation Technology
Multiple Platforms
XTM is a fully featured online CAT tool and transla-
tion management system available as a pay-as-you-
go SaaS or for installation on your server. Built for 
collaboration and ease of use, XTM provides a 
complete, secure and scalable translation solution. 
Implementation of XTM Cloud is quick and easy, 
with no installation, hardware costs or mainte-
nance required. Rapidly create new projects from 
all common file types using the templates pro-
vided and allocate your resources to the automated 
workflow. XTM enables you to share linguistic 
assets in real time between translators. Discover 
XTM today. Sign up for a free 30-day trial at www.
xtm-intl.com/trial. 
Languages: All Unicode languages
XTM International Gerrards Cross, United Kingdom 
+44-1753-480-469
Email: sales@xtm-intl.com, Web: https://xtm.cloud 
Ad on page  49

      

 trAnslAtion services 

Multilingual Creative Content
Don’t let the emotion get lost in translation. When 
they don’t speak your language, we help you go be-
yond just talking to your audience and empower 
you to make an authentic connection. We know that 
your messaging and content are carefully crafted in 
their source language. And we commit equal effort 
in developing in-language solutions for you. If you 
want to truly connect with audiences around the 
world, we will help you. Some content needs more 
than just translation. aLanguageBank excels at tran-
screation, and working with your creative teams. We 

also have extensive experience with more traditional 
services such as translation, transcription, audio and 
video localization, subtitles, and voiceover. So how 
can we improve your multilingual creative content 
today?
Languages: All
aLanguageBank New York, NY
212-213-3336
Email: hello@alanguagebank.com
Web: www.alanguagebank.com
Ad on page  12

 

 
birotranslations 
Founded in 1992, birotranslations specializes in life 
science, legal, technical, IT and automotive trans-
lations into all East European languages (Albanian, 
Bosnian, Bulgarian, Croatian, Czech, Estonian, 
Hungarian, Latvian, Lithuanian, Macedonian, 
Polish, Romanian, Russian, Serbian, Slovak,  
Slovenian, Ukrainian). We have a long-term part-
nership with the world's top 100 MLVs and many 
end-clients all around the globe. With our experi-
enced project managers, extensive network of expert 
linguists and usage of the latest CAT tool technol-
ogy, your projects will be delivered on time, within 
budget and with the highest standards of quality. 
For more information, please contact Mr. Matic 
Berginc (details below).
Languages: Eastern European languages 
birotranslations Ljubljana, Slovenia
+386 590 43 557  
Email: projects@birotranslations.com
Web: www.birotranslations.com
Ads on pages 51, 63

    

GlobalWay Co., Ltd.
GlobalWay, a leading localization company in   
Korea, provides professional localization and global-
ization services with exceptional quality and also offers 
a wide range of content and document management 
services including voiceover, testing and DTP. We 
have highly qualified in-house linguists who trans-
late and review a variety of content with professional 
knowledge. Our experienced engineers and project 
managers can help you to get exactly what you want. 
GlobalWay and its partners worldwide are ready to 
support your growing business and localization tasks. 
Feel free to contact us for more information.
Languages: Asian and European
GlobalWay Co., Ltd. Seoul, South Korea 
+82-2-3453-4924
Email: sales@globalway.co.kr 
Web: www.globalway.co.kr 
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HeterMedia Services Ltd.
HeterMedia Services Limited is a subsidiary of HM 
International Holdings Limited, which is a listed 
company in HKEx (Stock Code: 8416). We are ISO 
27001 certified to deliver best-in-class BPO solu-
tions, covering financial and marketing collateral 
printing projects as well as value-added services, 
such as language services, desktop publishing, web-
site design, ebook and app production, video and 
electronic marketing presentation material produc-
tion. We aim to fulfill the transformation needs of 
the diversified clientele, which include listed com-
panies and multinational financial institutions such 
as fund houses and insurance companies. We work 
around the clock to provide comprehensive one-
stop solutions to our clients; you can rest assured 
that we will handle your projects without hassle.
HeterMedia Services Inc. 
Hong Kong, China 
+852 21211555
Email: enquiry@hetermedia.com 
Web: www.hetermedia.com
Ad on page 10

         

iDISC Information Technologies
iDISC, established in 1987, is an ISO 9001 and ISO 
17100 certified language and software company 
based in Barcelona with branches and teams in 
Mexico, Brazil, USA, Argentina, Bolivia and Gua-
temala. We have dedicated teams for web content, 
software localization and translation of technical, 
business, automotive, biomedical and marketing 
documents. Our software development engineers 
and translation teams provide high-quality and on-
time production solutions that are cost-efficient, 
flexible and scalable. 
Languages: Spanish (all variants), Portuguese (all 
variants), Catalan, Basque, Galician, Valencian, 
K'iche', Quechua, Aymara, Guarani
iDISC Information Technologies, S.L. Barcelona, Spain 
34-93-778-73-00
Email: info@idisc.com, Web: www.idisc.com 

              

            

LinguaLinx Language Solutions, Inc.
LinguaLinx is a leading provider of global content 
and language translation to organizations around 

the world. The content experts at LinguaLinx help 
manage and localize messaging to enhance effi-
ciency and provide consistency across all forms of 
communication. With offices around the world, 
LinguaLinx provides organizations with localiza-
tion solutions that fit their needs including: transla-
tion and interpretation, marketing communications 
and website localization, translation memory de-
ployment, multilingual SEO, translation readiness 
assessment and global content management. Unify 
your global organization with a customized content 
intelligence strategy and ensure that your messages 
resonate across borders. To learn more, visit http://
lingualinx.com. 
Languages: All
LinguaLinx Language Solutions, Inc. Troy, NY USA 
518-388-9000
Email: info@lingualinx.com, Web: www.lingualinx.com

         

    

Medical Translations Only
MediLingua is one of the few medical translation 
specialists in Europe. We only do medical. We pro-
vide all European languages and the major languages 
of Asia and Africa, as well as translation-related 
services to manufacturers of devices, instruments, 
in vitro diagnostics and software; pharmaceutical 
and biotechnology companies; medical publishers;  
national and international medical organizations; 
and other customers in the medical sector. Projects 
include the translation of documentation for medi-
cal devices, surgical instruments, hospital equip-
ment and medical software; medical information 
for patients, medical students and physicians; sci-
entific articles; press releases; product launches; 
clinical trial documentation; medical news; and  
articles from medical journals. 
Languages: 45, including all EU languages 
MediLingua Medical Translations BV 
Leiden, Netherlands
+31-71-5680862 
Email: info@medilingua.com
Web: www.medilingua.com 
Ad on page 51

     
Rheinschrift Language Services
Outstanding localization requires world-class 
experience. Rheinschrift gives your business a na-
tive voice in the German-speaking world. We offer 
more than 20 years’ experience providing transla-
tions and localizations for software and hardware 
manufacturers as well as for the sectors of business, 
technology, legal matters and medicine/medical  
applications. Our services also range from glossa-

ries, post-editing, project management and desk-
top publishing services to many other related 
services. Rely on Rheinschrift to deliver the most 
competent translations and meet your deadline, 
whatever it takes. 
Languages: German to/from major European lan-
guages 
Rheinschrift Language Services Cologne, Germany  
+49 (0)221-80-19-28-0
Email: contact@rheinschrift.de,Web: www.rheinschrift.de  
Ad on page 45

The Language Group
The Language Group provides a full suite of language 
solutions. If you have any language related issue, we 
have a solution for you. We have been ranked one of 
the fastest growing language companies in the United 
States and are ranked in the Inc. 500 in 2018. We also 
have the honor of being the best place to work in the 
Hampton Roads area of Virginia. We are experts at 
on-site interpreting and phone or video remote in-
terpreting. Our service offerings include translation 
of medical, legal, manufacturing and government 
content. We provide transcreation, website localiza-
tion as well as subtitling and multilingual voiceovers. 
Languages: 200 including ASL 
The Language Group Virginia Beach, VA USA
757-431-9004, 800-654-7481 
Email: info@thelanguagegroup.com
Web: http://thelanguagegroup.com

     

Translated. 
Professional translation services made easy. Crafted 
by expert humans, powered by technology, effi-
ciently delivered. We have delivered 1.2 million 
translations in 150 languages to 134,091 clients in 
40 macro-domains since 1999, powering the glo-
balization strategy of the most demanding clients. 
We work hard to make translation services more 
effective, by enhancing our production processes 
with great technologies and talented people. A per-
fect example is T-Rank™, the system that instantly 
matches your content with the most qualified trans-
lator for the job. We offer a wide range of linguistic 
services that cover all your future needs: Google 
Ads translation, software localization, subtitling, 
and APIs to integrate human translation.  We open 
up language to everyone.
Languages: 150 languages and 40 areas of expertise. 
Translated Rome, Italy
+390690254001 
Email: info@translated.com, Web: www.translated.com
Ad on page 3
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TripleInk Multilingual
Communications
As a multilingual communications agency,  
TripleInk has provided industrial and consumer 
products companies with precise translation and 
multilingual production services for audiovisual, 
online and print media since 1991. Our experience 
in adapting technical documentation and market-
ing communication materials covers a wide range 
of industries, including biomedical and health care; 
building and construction; financial services; food 
and agriculture; high-tech and manufacturing; and 
hospitality and leisure, as well as government and 
nonprofit organizations. Using a total quality man-
agement process and state-of-the-art software and 
equipment, our team of  foreign language profes-
sionals delivers the highest quality translations in a 
cost-effective and time-efficient manner. 
Languages: All major commercial languages 
TripleInk Minneapolis, MN USA
612-342-9800, 800-632-1388 
Email: info@tripleink.com, Web: www.tripleink.com 

     

     

24translate
As a leading international translation services pro-
vider, 24translate has been connecting small and 
medium-sized companies with the rest of the world 
for two decades. When expanding into new markets, 
global leaders such as tesa, Swisscom and FARO 
regularly rely on our technology and professional 
expertise. Striving to provide maximum support for 
the international growth strategies of our clients, 
we have developed a unique translation automation 
platform: 24|contenthub. 24|contenthub not only 
facilitates the integration of all the systems and ser-

vice providers employed, but also enables companies 
to map their complete translation workflows in one 
place — global communication has never been easier. 
24translate Hamburg, Germany  
040 480 632-0
Email: service@24translate.de, Web: www.24translate.de  

         

Wratislavia Translation House 
Sp. z o.o. 
Wratislavia Translation House Sp. z o.o., established in 
2005, is an ISO 17100-certified company with its head-
quarters in Wrocław. We provide customized transla-
tion and localization services in large-scale projects 
for clients worldwide. Our areas of expertise include 
IT and new technologies, the automotive industry and 
many more. We are experts in SAP translation — SAP 
systems, documentation, training materials. Since 2010 
we have been a certified SAP Language Service Partner. 
Our services are provided by an in-house team of 15 
translation professionals and numerous freelance trans-
lators specialized in various industries. Our experienced 
project managers, strict quality procedures applied and 
modern CAT tools allow us to deliver high-quality ser-
vices in compliance with confidentiality policies.
Languages: Polish to/from major European languages
Wratislavia Translation House Sp. z o.o. 
Wrocław, Poland, +48 71 33 50 523
Email: wth@wth.pl, Web: http://wth@wth.pl 

   

1trAnslAtion tools 

memoQ
memoQ is a technology provider that has been deliv-
ering premium solutions to the translation industry 

since 2004. For almost 15 years, memoQ has been 
dedicated to delivering innovation through diverse  
developments that today help hundreds of thousands 
of freelance translators, translation companies and 
enterprises worldwide. Having simplicity and more 
effective translation processes in mind, memoQ 
combines ease of use, collaboration, interoperabil-
ity and leveraging in one single tool. Discover a new 
world with memoQ, and let our team help optimize 
your translation processes and make your business 
more successful. 
Languages: All 
memoQ Budapest, Hungary
+3618088313
Email: sales@memoq.com 
Web: www.memoq.com

         

SDL plc
SDL is the global innovator in language transla-
tion technology, translation services and content 
management. Over the past 25 years we’ve helped 
companies deliver transformative business results 
by enabling powerful, nuanced digital experiences 
with customers around the world.  SDL is the leading 
provider of translation software to the translation 
industry and SDL Trados Studio is recognized globally 
as the preferred computer-assisted translation tool of 
government, commercial enterprises, language service 
providers and freelance translators.
Languages: All 
SDL plc Maidenhead, United Kingdom
+44-1628-417227
Email: info@sdltrados.com   
Web:www.sdl.com or 
www.sdltrados.com  
Ad on page 4
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Takeaway

I have had a long career in localization and 
translation, and I’ve had a lot of occasions 
to interview project managers. Of course, 
I ask them typical background questions 
just to get them talking and to get a gen-
eral feel for what they are like as a person 
and potential team member. But where 
the rubber meets the interview road is 
my favorite question. I always preface the 
question by assuring the candidate that 
there is no wrong answer.  

This is it: “You have ten units of pro-
ductivity at your disposal. Productivity is 
defined as a total of human working hours 
at your disposal from all players that results in 
an output. You have three projects on the go, and 
all have the same due date. One project requires five 
units of productivity. One requires four units of productivity, 
and one requires three units of productivity. That yields a total of 
12 units required, but you only have the ten. What do you do?”

The inexperienced project manager, or fresh university graduate, 
typically says, “I’ll work harder.” In response I say, “You can’t! Your 
productivity is limited to the ten units. What else can you do?” The 

candidate might get a little nervous 
now. I reassure them again, telling 
them that there is no wrong answer 
but, by the definition of the question, 
working harder is not an option.

My favorite 
interview question

Richard Sikes is cofounder and a principal 
consultant of Localization Flow Technologies. He 
has been immersed in localization since 1989. 
His current focus is on translation technologies 
and industry best practices. He is closely associ-
ated with Content Rules as a senior linguistic 
consultant. 

Richard Sikes
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So, now the candidate is forced 
to get a little more creative. I’ll 
soon find out how creative they 
are, or if they have faced a similar 
situation — which is very com-
mon in the localization industry 
— and had to find a solution. 
Localization project managers 
have to be innovative. They are 
constantly expected to produce 
impossible results in impossible 
situations. They are always under 
time pressure yet cannot allow 
quality to suffer. They must 
find resources which are often 
scarce. They need to find ways to 
make the impossible possible.

There are some responses that 
would spark my interest in them 
as a candidate. One might be, “I 
would talk with each of the three 
customers to see if their deadline 
is critical path for them, or if 
perhaps they would accept a partial 
delivery on the due date.” Another 
would be, “If I have to disappoint 
a customer and proactively ask for 
forgiveness to slip the due date, I 
would consider the standing of the 
relationship between that customer 
and our company. Have we had 

a history of slipped deliveries? 
Are they a new customer that we 
don’t want to disappoint, or might 
we possibly have some goodwill 
left over from past successful 
projects that I could draw upon?”

An innovative project manager 
might look at the project processes 
to see if there is some technologi-
cal solution that could change the 
productivity metric. Perhaps 
machine translation would be 
acceptable to the customer for 
certain content types if timeliness 
is more important than linguistic 
quality. Perhaps there is a possibil-
ity to overlap project processes, 
for example, allowing editing of 
the beginning of the translated 
content while the translator is still 
working on the end of the same 
file. Some translation environ-
ments support simultaneous work 
on files by locking the content 
at the granular, segment level, 
instead of a document level.

The details of the candidate’s 
answer don’t matter so much, 
because there are many options. 
What does matter to me, and 
what I look for in the interview, is 

the approach to problem-solving. 
One of the best project managers 
I ever hired had no experience in 
translation project management 
whatsoever. She had just gotten laid 
off from a job as a buyer for a retail 
company when I met her on a ski 
trip. We were stuck on an endless 
car journey due to bad weather, 
so we talked about anything and 
everything. She outlined for me 
what she was doing about finding a 
new job. Again, it was her structured 
and innovative approach to solving 
her problem that impressed me. The 
next day, she took a rather bad fall 
and scraped her face up badly. She 
got right back up, took a couple of 
deep breaths, and kept on skiing. I 
thought, “That’s the kind of creative 
and resilient person that I want 
on my team.” I hired her shortly 
thereafter. She quickly learned 
the industry jargon. She worked 
for me for about four years, then 
went on to have a highly successful 
career as a contract IT project 
manager, working for enterprises.

It’s not what you know, it’s 
how you solve problems that’s 
the differentiator!  [M]

Thinking about the next 
step in your career?

Discover the latest localization and  
language industry job openings at  

multilingual.com/career-opportunities

https://multilingual.com/career-opportunities/
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