AUG/SEP 2018

The truth about Japanese web design
Culturalization, game localization and China

multilingual.com

Asia

MT use in China

Translation
shouldn’t be this hard.
We provide powerful tools to translate your content and products.
Stop wasting time and start growing your business.

Get started today at
www.smartling.com

One platform,
All the resources you need.
In your hand. For free.

Linguistic resources, machine translation, project management, workflow control.
Matecat is a centralised platform that enhances your performance, whatever it is.
For translators, agencies, large enterprises. For teams of any size.

www.matecat.com

Open, free, online.

2019
New Experience. Better Results.

A new way of working.
Freelance translators:
sdltrados.com/fl/trados2019
Translation agencies:
sdltrados.com/lsp/trados2019
Corporations:
sdl.com/trados2019
Copyright © 2018 SDL plc. All Rights Reserved. The SDL name and logo, and SDL product and service
names are trademarks of SDL plc and/or its subsidiaries, some of which may be registered. Other
company, product or service names are the property of their respective holders.

Pos t Ed i t i n g
#178 Volume 29 Issue 6 August/September 2018

Asia is the world’s largest and most populous
continent, and has been for most of human history.

Asia covers everything from Japan to Siberia to
Afghanistan, and yet in localization terms, due to market
share, discussion of Asian translation and globalization
is often concentrated around the major Asian powers.
Southeast Asia, an emerging market with a lot of
potential, contains long-tail languages that may not
ever make it into mainstream localization. At least, these
languages may not ever have the buying power that
spurs international corporations to pursue them for
financial gain.
Consider that the top two countries with the most
languages spoken are in Southeast Asia and just off its
boundary in Oceania. Papua New Guinea has over 800
living, spoken languages, followed by Indonesia at over
700. When you consider that Papua New Guinea has
only eight million inhabitants, this linguistic diversity is
particularly impressive.
In this issue, we try to do it all: look in depth at
China and Japan, consider humanitarian translation in
Southeast Asia — for a largely unwritten language of
Myanmar — and parse out the Middle Eastern market.

And because even this solid line-up can only scratch
the surface of Asian localization, we’ve supplemented all
this with a couple of articles we’ve included for free on
our Insights page.
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Re cap s

In other words: Using terminology to facilitate
humanitarian communication in Nigeria
When I worked as a professional
translator, back in the mists of time, I
spent much of my time with my nose
in dictionaries. Bilingual dictionaries
would propose a translation for a given
word or phrase; technical and generalist monolingual dictionaries would
provide more detail on the precise
meaning and help me work out which
of two variants was more accurate or
appropriate. I have fond memories of
a particularly venerable Webster’s that
weighed about half as much as I did
and smelled like an old leather chair.
Nowadays professional translators and
interpreters have a wealth of online
resources to draw on as well.
For many of the more than 3,000
languages spoken by people caught up
in humanitarian emergencies around
the world, there is no Webster’s and no
Wikipedia. For some, like Rohingya,
there is no established written language at all. Even for a big regional
lingua franca such as Hausa, spoken
by some 47 million people in the
conflict-torn Lake Chad region, there
are precious few resources available
to those translating humanitarian
content. Kanuri, the dominant language of Nigeria’s Borno State, at the
epicenter of the region’s conflict, has
even fewer — literacy levels are low
and published content limited.
Frankly, the humanitarian world
doesn’t do translators and interpreters
any favors either! I say this as someone
who has been in the humanitarian
and development sector for almost
20 years: We have a morbid addiction
to acronyms and technical jargon
that can make humanitarian content
impenetrable to the nonspecialist.
And that’s even between native speakers of English, the language that dominates humanitarian communication.
Now imagine you’re trying to
translate or interpret that content into
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Kanuri, whose three million speakers
have largely not needed to parse the
meaning of resilience, protection or
gender-based violence and may lack
a ready translation. Even if the words
are in your English-Kanuri dictionary,
how do you convey, for instance, that
the humanitarian concept of protection covers “saving lives, alleviating
suffering, restoring dignity and livelihoods and upholding the rights of
affected populations?” Is that even
possible in a short phrase? And if it is,
will the phrase mean something to the
people who need that protection?
That is the end game. Ensuring those
people directly affected by an emergency understand vital information and
can communicate their own needs and
concerns is the aim of translation and
interpreting in humanitarian action. In
multilingual contexts such as northeast
Nigeria, humanitarians worry that
a lot of information is simply lost in
translation. A new Translators without
Borders glossary app offers support
for more accurate and consistent communication on land and property rights
and protection.
With hundreds of terms in English, Hausa and Kanuri translated
in collaboration with protection
specialists in Maiduguri, the app
provides translators, interpreters
and program staff with instant terminology support on their mobile
phone or laptop. The app is available
offline – an important feature given
poor connectivity in the affected
area. It also provides a voice recording of each term together with the
text to aid comprehension among
less literate and second-language
speakers of the language. A humanitarian field worker trying to discuss
gender-based violence with, say, an
internally displaced woman who
speaks some Kanuri but doesn’t read
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it, can now click on the term “fitәna
jinsube” and play her a recording that
she may find easier to understand.
The app went online at the end of
March 2018, and was accessed by over
1,000 unique users in the first week.
We are beginning to hear from field
staff that it is facilitating conversations
on important topics between people
caught up in the fallout from the conflict and those endeavoring to support
them: we will be following up with
partners to find out more. Plans are in
hand to expand the content to include
other sectors of humanitarian action
and other local languages over the
coming year. A more portable version
of my beloved old Webster’s dictionary
for the 21st century, making a difference where it’s needed. — Ellie Kemp,
head of crisis response, Translators without
Borders

About Translators without Borders
Translators without Borders (TWB)
envisions a world where knowledge
knows no language barriers. The
US-based nonprofit provides people
access to vital knowledge in their
language by connecting nonprofit
organizations with a community of
language professionals, building local
language translation capacity, and
raising awareness of language barriers. Originally founded in 1993 in
France (as Traducteurs sans
Frontières), TWB translates millions
of words every year.

Recaps

F e a t u re d R e a d e r
Would you introduce yourself?
Matt Schexnayder, cofounder and
director of S2 Lingua LLC, a translation and localization company.
Where do you live?
Most of the year in Buenos Aires, Argentina, although we will
soon be moving our main office
to the Research Triangle in the
United States.
How did you get started in this
industry?
In 2006, I moved from New Orleans to Buenos Aires fresh out
of college with a degree in business management and a desire
to broaden my horizons. I was
hired as a business developer
at an international language
service provider (LSP) later that
year. In 2008 I started my first
company, specializing in multilingual desktop publishing, and
later expanded to translations.
In 2016 I started S2 Lingua with
my wife, Marcela Sciaccaluga,
whom I met at the LSP where I
first began.

What language(s) do you speak?
I’m a native English speaker. I’m
fluent in Spanish and I know a
little bit of French.
Whose industry social feeds
(twitter, blog, LinkedIn, Facebook) do you follow?
MultiLingual, of course! I also follow Slator, TAUS and the Globally
Speaking podcast with Renato
Beninatto and Michael Stevens.
I’m a fan of Moravia’s blog too.
Two of their guys, Pavel Soukenik,
CCO, and Jan Grodecki, solutions architect, were some of my
instructors at the University of

Washington localization engineering program. It’s a great program
for localization enthusiasts who
want to stay ahead of the curve.
What do you like to do in your
spare time?
Gardening, golf, skiing and
playing with my son. I also enjoy
hosting asados (Argentine
barbecues) for my family and
friends. As a foreign resident, I
found that proper grilling was
the fastest way to earn the respect of an Argentine.
Do you have a blog or online
presence that you would like to
share with our readers?
Sure! You can find me on
LinkedIn. My company’s website
is www.s2lingua.com, which has a
Facebook and LinkedIn page too.
Do you belong to any industryrelated associations?
Yes, we’re members of GALA
and ProZ.com.
Why do you read MultiLingual?
Its diversity of information
keeps readers abreast with industry news, technology, developments and best practices. It’s
essential reading for LSP owners.

A thousand different workflows. One Solution.
The Business Management Solution for the Translation Industry

www.plunet.com

August/September 2018

9

N ews

Business

Net-Translators partners with
MedTech Momentum

Net-Translators Ltd., a provider of localization and
multilingual testing services, has partnered with MedTech
Momentum, a medical marketing agency.
Net-Translators Ltd. www.net-translators.com

SDL acquires Donnelley Language Solutions

Donnelley Financial Solutions, a provider of risk and compliance solutions, has sold its Language Solutions business to
SDL, a provider of global customer experience management.
Donnelley Language Solutions www.dfsco.com/languagesolutions
SDL www.sdl.com

Technicis acquires Telelingua

Technicis, a translation agency, has acquired Telelingua,
a provider of translation services in areas such as life
sciences, IT, finance, law, energy and the environment.
Technicis www.technicisgroup.com
Telelingua International www.telelingua.com

Kilgray now memoQ

Kilgray Translation Technologies, a developer of translation productivity tools, has rebranded and changed the
company name to memoQ Translation Technologies, mirroring the name of its flagship product.
memoQ Translation Technologies www.kilgray.com

Multilingual PM Ad 3.5x3.75 85.75x91.875.pdf 1 06/06/2018 11:51:46

People

Recent industry hires

Wordbee, a provider of translation management
technology, has hired Aline Müller as business developer.
■■

Wordbee www.wordbee.com

■■ ISI Language Solutions has hired Bryan Lucas and
Jennifer Spiller as senior account managers.

ISI Language Solutions http://isilanguagesolutions.com

Products and Services

XTRF 8.0

XTRF Translation Management Systems, has released
XTRF 8.0, its online application for translation projects
management and automation. The new version focuses
mainly on ensuring compliance with GDPR.
XTRF Translation Management Systems www.xtrf.eu

XTM v11.2, XTM mobile app v1.7

XTM International, developer of a translation management system and computer aided translation tool, has
released XTM v11.2.
The company has also released XTM mobile app v1.7. The
latest version allows project managers to find users or customers on an alphabetical list and includes an offline mode.
XTM International https://xtm.cloud

SDL Trados Studio 2019

SDL, a provider of global customer experience management, has released SDL Trados Studio 2019 introducing
on-demand tutorials, tips and tricks. The new version
includes a new project wizard and enhanced quality assurance checks and translation memory maintenance.
SDL www.sdl.com

Media Studio
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13-14 September 2018
Porto, Portugal
The language industry’s only
dedicated PM event!

Omniscien Technologies, a developer of automated translation technology, has introduced Media Studio, a single
platform for language processing, machine translation and
machine learning using artificial intelligence powered subtitle management.
Omniscien Technologies https://omniscien.com

Clients and Partners

Lingotek partners with OPIN Software

Lingotek, a developer of collaborative translation technology, has announced a strategic partnership with OPIN
Software, a digital agency. The partnership will offer the
Lingotek - Inside Drupal Module.
Lingotek www.lingotek.com

10

August/September 2018

Seattle | October 17 - 19, 2018
Bell Harbor International Conference Center

The world’s #1 Localization Conference & Exhibition Series

Experience a multitude of original, thought-provoking conference sessions.
Reconnect with attendees from previous events and make new connections.
Enjoy the friendly and open atmosphere with your peers.
Discover a wide range of new and returning exhibitors.
The conference for international business,
translation, localization and global website
management — offering the following 9 tracks:
• Advanced Localization Management
• Community
• Content Management
• Core Competencies
• Global Business
• Inside Track
• TAUS
• Technical
• Unconference

Keynote Presentation:
Marcus East
Chief Technology Officer, National Geographic. Former
Head of Ecommerce Solutions, Apple (2011-2015)
Preconference sessions address:
• Corporate communities
• Digital transformation
• Globalization
• Growing globally
• Localization sales
• Terminology
• Translation quality

Learn more at
locworld.com/locworld38

C al e n d ar

September

SLAM!

September 15, 2018, Malmö, Sweden

3rd International Translation
Technology Summer School

Scandinavian Language Association, www.slamconf.com

September 3-7, 2018, Antwerp, Belgium

XTM LIVE

MT Marathon 2018

XTM International, https://xtm.cloud/live/usa

Institute of Formal and Applied Linguistics, Charles University
http://ufal.mff.cuni.cz/mtm18

September 20, 2018, San Jose, California USA

KU Leuven, www.arts.kuleuven.be/transtech-summerschool

September 17-18, 2018, Boston, Massachusetts USA

The Language Services Industry Today

September 3-8, 2018, Prague, Czech Republic

International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/events/sccmwnyxmbbc

Content Marketing World

September 4-7, 2018, Cleveland, Ohio USA

ATC Language Industry Summit 2018

42nd Internationalization &
Unicode Conference (IUC42)

Association of Translation Companies, www.atc.org.uk/conference/en

Object Management Group, www.unicodeconference.org

Ivan Franko National University of Lviv, University of Rzeszów
www.natid.ur.edu.pl/index.html

Content Marketing Institute, http://contentmarketingworld.com

September 20-22, 2018, Cardiff, UK

September 10-12, 2018, Santa Clara, California USA

ND Focus – Elia’s focus on
Project Management

National Identity in Translation
September 24-26, 2018, Lviv, Ukraine

Technical Communication UK

September 13-14, 2018, Porto, Portugal

September 25-27, 2018, Daventry, UK

Elia, http://events.elia-association.org/nd-focus-pm-2018

Institute of Scientific and Technical Communicators
http://technicalcommunicationuk.com

NORDIC TechKomm 2018

September 26-27, 2018, Copenhagen, Denmark
tcworld, https://nordic-techkomm.com

connecting your visions,
technologies and customers

eLearning Africa 2018

September 26-28, 2018, Rwanda

ICWE GmbH, Rwanda Convention Bureau, www.elearning-africa.com

International Migration and
Communication Congress

September 27-28, 2018, Sakarya, Turkey
Translation Studies Department, Sakarya University
www.imcc2018.sakarya.edu.tr/en

Fit-For-Market Translator and
Interpreter Training in a Digital Age
Information Creation · Translation/Localization
Desktop Publishing · Illustration/Animation
Automatic Publication · Information Retrieval
Process Automation · IT Services · Training · Consulting ...

www.star-group.net
STAR_ad-ML.indd
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September 28-29, 2018, Budapest, Hungary
Centre for Interpreter and Translator Training of the BME
https://etransfair.eu/fitformarket2018

IAPTI 2018

September 29-30, 2018, Valencia, Spain

International Association of Professional Translators and Interpreters
www.iapti.org/SPconference

Calendar

October
Languages & The Media

October 3-5, 2018, Berlin, Germany

Meet Central Europe Conference
October 30-31, 2018, Budapest, Hungary

AATC, ACTA, ATCSK, Proford, www.meetcentraleurope.com

ICWE GmbH, http://languages-media.com

EMNLP 2018

ND Vienna

Association for Computational Linguistics, http://emnlp2018.org

October 4-5, 2018, Vienna, Austria
Elia, http://elia-association.org/our-events

October 31-Nov 4, 2018, Brussels, Belgium

November

METM18

tcworld 2018 - tekom

Mediterranean Editors and Translators
www.metmeetings.org/en/presentation:1032

tekom, http://conferences.tekom.de/tcworld18/registration

October 4-6, 2018, Girona, Spain

TAUS Annual Conference

October 10-11, 2018, Vancouver, Canada

TAUS, www.taus.net/events/conferences/48-taus-annual-conference-2018

Sanskrit and Other Indian
Languages - Technology

October 10-13, 2018, New Delhi, India
JNU, Bhartiya Bhasha Manch
http://sanskrit.jnu.ac.in/conf/soiltech1/index-en.jsp

TAUS Data Summit 2018

October 15, 2018, Seattle, Washington USA

TAUS, https://taus.net/events/conferences/46-taus-data-summit-2018

Game Global Forum Seattle

October 16-17, 2018, Seattle, Washington USA
Localization World, Ltd., http://gameglobalforum.com

LocWorld38 Seattle

October 17-19, 2018, Seattle, Washington USA
Localization World, Ltd., https://locworld.com

Google Assistant Going Global

October 18, 2018, Santa Clara, California USA

International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/events/sccmwnyxnbxb

LavaCon Conference on Content
Strategy and TechComm Management

October 21-24, 2018, New Orleans, Louisiana USA
LavaCon, https://lavacon.org/2018

59th ATA Conference

October 24-27, 2018, New Orleans, Louisiana USA
American Translators Association, www.atanet.org/conf/2018

November 13-15, 2018, Stuttgart, Germany

TAPICC: Translation API Class and Cases
November 15, 2018, San Jose, California USA
International Multilingual User Group, https://bit.ly/2tjGYJJ

EXPOLINGUA Berlin

November 16-17, 2018, Berlin, Germany
ICWE, www.expolingua.com

Nordic Translation Industry Forum
November 21-23, 2018, Oslo, Norway

Anne-Marie Colliander Lind, Cecilia Enbäck, http://ntif.se

Tools and Methods for
Corpus-Based Translation Science
November 22-23, 2018, Innsbruck, Austria
TransBank, https://transbank.info/workshop

Information Development World

November 27-29, 2018, Menlo Park, California USA
The Content Wrangler, Content Rules
http://informationdevelopmentworld.com

Translation and Cultural Sustainability
November 28-30, 2018, Salamanca, Spain

University of Salamanca, http://traduccionysostenibilidad.fundacionusal.es

Cologne Conference on Translation,
Interpreting and Technical Documentation
November 29-30, 2018, Cologne, Germany

TH Köln – University of Applied Sciences, https://bit.ly/2AQfpxv

December

ND Focus – Elia’s focus on
Sales & Marketing

December 6-7, 2018, Malaga, Spain

Elia, http://events.elia-association.org/nd-focus-sales-2018
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Column

Client Talk
KAYAK
Terena Bell
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.

Welcome to Client Talk, where we chat with people who buy
(or should buy) language services. When do they say professional
translation is worth it?
By talking with clients outside the sales environment, we hope to
uncover what really drives translation purchasing. Each month offers a
different profile to learn from. The challenge is to find patterns from one
issue to the next: what do these interviews tell us about how clients see
our industry as a whole?

Client
Based in Berlin, Chloé Millet is localization
manager for KAYAK, a US-based travel search
engine that customers use to find flights, hotel
rooms, rental cars and vacation packages.
Millet was born in France, but has also
lived in the United Kingdom, China and — of
course — Germany, home to KAYAK’s European
technology headquarters. She attended Institut
Chloé Millet
des Langues et Civilisations Orientales, where
she earned degrees in English and Chinese. “I
primarily speak English and French these days,” she adds, “but I also know
Mandarin.”

The need and how KAYAK meets it
English is the language of choice for KAYAK’s internal communications, so even though the company has employees in more than 60 different countries working in nine global offices, there’s no need for human
resources translation. When it comes to client-facing content, though,
KAYAK and its portfolio brands operate in more than 20 languages.

14
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Additionally, KAYAK has a voiceactivated Alexa app available in
English, Spanish, Portuguese,
Korean and French. Millet doesn’t
manage its localization, though:
chief scientist Matthias Keller in the
Boston, Massachusetts, office does.
Millet says, “First and foremost,
we localize our websites and apps
daily for all of our brands using an
in-house CAT [computer-assisted
translation] tool. We also run quality
assurance tests after having
translated strings to make sure
everything is up to standard, makes
sense in context and looks nice
in the UI [user interface].” Brand
marketing campaigns, press releases,
social posts, blog articles, and “a
range of ad-hoc documents” also get
localized, “depending on the needs
of different departments.”

Who performs this
translation?
Definitely not bilingual employees! “While being bilingual is an
invaluable skill in today’s globalized
world, it does not necessarily mean

Global Branding
& Marketing Certification

you have the skill set required to
professionally translate,” Millet
says, which is a comforting change
from the way others profiled in this
column have approached translation.
“Because of this, we do not ask
our bilingual staff members from
different departments to localize
content,” she continues, “Instead, we
have a team of in-house localization
specialists who dedicate their time
to some of our larger markets while
we work with freelancers in some of
the smaller ones.”
These in-house specialists translate
the majority of KAYAK’s content. But
Millet says the flight, hotel and car
reviews customers read on the company site “follow a different workflow
— they are first machine translated
and then edited by a specialist. We do
it this way for user-generated reviews
because we want to make this content
quickly available.”

What’s the budget?
Millet says that’s a hard question
to answer. “Because we do a lot of the
work in-house, it’s a combination of
internal and external costs.” There’s not
just the amount paid for outsourced
translation, but also salaries and related
costs for localization staff.

So 1-5, how important does
KAYAK think professional
translation is?
Millet is our first profile to not
give a number. But she does say, “At

KAYAK we know how important
localization and translation are for
business growth, which is why we’ve
invested in an in-house localization
team. And because of this, we’ve
been able to enter new markets and
regions quickly while presenting
users with a product that is not only
translated into their native language,
but also adapted for their interests
and needs. This can be a crucial
factor in gaining trust among users
in different markets.”

An emerging pattern
Comparing KAYAK to prior
“Client Talk” companies, there’s a
bit of a flip. Like others, KAYAK
relies heavily on internal resources
— but for editing and project
management, not actual translation — which makes the company
different. Editors aren’t bilingual
employees forced into multiple roles,
rather professional language specialists who just happen to be on staff.
It’s also worth noting that
KAYAK is the first corporation
we’ve spoken with that doesn’t
work with a translation company
anywhere in its process. Of
course, they’re also the first we’ve
profiled to centralize translation
from Europe, not the United
States, where public awareness of
translation is stereotypically quite
different. That — and Millet’s
academic background in languages
— may be partially what makes the
difference. [M]

Learn Online
Double Your Expertise in Record Time!
GBMC
This course gives you knowledge through the
fastest and most flexible teaching style available

Gain cutting-edge knowledge for
developing successful global branding and
marketing strategies. The goal is to not only
provide you with these winning strategies
but to also enhance your understanding
of how to best implement them. More
specifically, the learning goals include:
•
•
•
•
•
•
•

Gain insights for avoiding global
branding and marketing blunders
Optimize Global Branding strategies
based on brand architecture,
positioning, and simplicity.
Formulate strategies for making your
global brand experience memorable
and authentic
Apply universal values to enhance the
global brand appeal
Examine consumer psychology for
developing effective global branding
and marketing strategies
Solve global market entry challenges
by leveraging international strategies
and frameworks
Develop cultural & business acumen
to localize & hyperlocalize global
branding and marketing

GBMC.World
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Column

Community Lives
Corporate communities
Jeannette Stewart
Jeannette Stewart is the former CEO of CommuniCare, a
translation company for life sciences. An advocate for the
language industry, she founded Translation Commons, a
nonprofit online platform facilitating community collaboration.

Recently in the San Francisco airport while trying not to watch
the seconds tick as delay after delay piled up, I found myself fascinated with the thronging diversity of my fellow travelers. There
we all were, coming from all over and (hopefully) going all over,
sharing the common goal of completing our journeys.
Is this not a pretty good analogy for our working lives? We have our
own, distinct jobs and we work with specific languages and tech, but
we are all focused on our common goal of getting the job done. If only
nonlinguists were aware of what we do and the value we bring to the
companies we work for.
I anticipate language communities being poised to become a
new fixed star in the corporate firmament. In the past, we certainly
suffered from monolingual blindness. Translation and interpreting
were niche roles brought into play, like special teams in football. The
internet and the global economy has swept that kind of retro-thinking
aside to an extent, but there are still too many
blank looks from clueless corporatists when
chat version
terms like “localization” crop up.
Certainly these
It can be tricky to source information
folk understand
about corporate localization initiatives,
the need to speak
to people in their
but here are two examples.
native tongue,
but what actually

16
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is the point of localization? Talk
about speaking a foreign language!
The “use Google Translate, duh!”
mantra holds far too much sway in
many corners. Ordering sushi in
Japanese in Tokyo is a blast with
machine translation, but what
about trying to explain complex
medical problems to emergency
room physicians? A trite example
perhaps, but linguists, including
localization engineers, know the
hazards of placing complete faith
in tech.
This brings me to another source
of puzzlement. Why have we, the
members of our own community,
been so slow to push our way to
the front of the crowd? We haven’t
always been recipients of lavish
budgets or been seen as a main
branch on the corporate tree. If we
have been the poor relations, why
haven’t we shouted louder? The
reasons are not always apparent,
but their effects are.

Colum n
Traditional community impulses
like volunteerism, charitable
inclinations and a simple feel-good
factor still have a place in corporate
community strategies, but these
are complex undertakings. For a
start, corporations already possess a carefully defined structure
with metrics in place to measure
efficiency and productivity.
While it can be tricky to source
good information about corporate
initiatives due to confidentiality
and security, I have been fortunate
to encounter Yuka Kurihara,
director of globalization at Pitney
Bowes, and Amy Grace O’Brien
and Giulia Dugo, who manage the
WOLF community initiative for
Adobe. They shared insights in
promoting language services within
their respective enterprises.
Adobe Systems was founded in
1982, making it one of the elder
institutions in the youthful tech
world. Its impact on the language
industry is massive. PDFs, Photoshop, Creative Suite, PostScript and
a whole host of diverse products
have been critical technologies
enabling multilingual projects.
In spite of a number of corporate
ups and downs, Adobe has also
consistently been recognized as
one of the best places to work in
the US. Employing some 17,000
in 37 countries, Adobe is home to
its very own global community.
Taking its ethos from Rudyard
Kipling’s insight that “the strength
of the pack is the wolf, and the
strength of the wolf is the pack,”
the community is charged with
leveraging its international assets
in pursuit of improving Adobe’s
ever-widening range of products
and services. Recognizing that they
have expert resources to advise on
multilingual issues creates connections that put diverse content
managers on the same page. The
idea is simple, right? But localiza-

tion professionals know from
experience that simplicity can be
deceptive. Managing translations
in X number of languages is one
thing, but providing forums that
build virtual bridges between
language communities is another
achievement in itself. The benefits
of standardizing communications,
keeping records and providing new
users with knowledge that avoids
reinventing the multilingual wheel
is invaluable to an enterprise with a
global turnover in the billions.
An important aspect of communities of all descriptions is their
very survival. Like all groups, they go
through peaks and troughs. But if the
need persists, I find, the community
persists. It may change and change
dramatically, but this is invariably for
the better. WOLF is no exception.
Resources are a persistent problem
with fledgling communities and
can, of course, still pose problems
for established ones. And change
can, well, change everything! Most
enterprises these days have to be
nimble and alert to all manner of

developments from technological
change, to demographic change, to
transformations in infrastructure.
Adobe’s WOLF 2.0 emerged as a
rebranded entity responding to
international marketing campaigns
that resulted in new language groups
and new forums.
Create awareness among
employees that there are internal
resources to be utilized when seeking
solutions to problematic localization,
internationalization and globalization
requirements. This in essence is how
corporate communities function.
With corporations now appointing all
manner of experts with all manner of
job titles and all manner of functions,
the need for some fundamental cohesion between myriad groups helps
avoid the chaos that is such a familiar
outcome when economic growth
goes into turbo mode. Building
internal networks that enable professionals to better service a customer
base, especially with the guidance of
native language speakers, can only
help community members to be more
satisfied with the work they do.
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Pitney Bowes is looking forward
to its imminent 100th birthday.
During its past century in business,
it has developed from provider of
postage meters to global ecommerce powerhouse with a presence
in around one hundred countries,
employing some 14,000 in their
burgeoning offering of multilingual
tech products and services. Overseeing these worldwide endeavors
is Yuka Kurihara, their director of
globalization. Central to facilitating her role is Yammer, Pitney
Bowes’ online forum and social
network, which was launched in
2009 with the goal of creating a
corporate community to empower
employees.
The initiative had a slow start,
but the need to share information
about translation vendors and follow
globalization best practices persisted
and efforts were renewed to establish
Yammer as a “one-stop shop” for
localization and globalization. As Yuka
stated in her recent LocWorld36 presentation in Tokyo, “You ask questions,
you get answers.” So, what has been the
outcome of these question and answer
exchanges? Here is a list of selected
tips that provide some first-rate hooks
upon which to hang ideas for those
seeking to emulate Pitney Bowes’
community engagement success:
[[ Information must be relevant —
relevance is defined by usefulness
and how interesting it is.

[[ Information is fresh. Freshness
derives from citing new industry
trends. Real-time updates that
inform with new details and pass on
calendar and other such reminders
keep everyone on the same page.
[[ Posted information is located
on a single source. Care must be
observed in preserving authority:
you do not want a community that
lacks cohesion or is divisive.
[[ Make it interactive. This is about
leveraging opinion using, for example, polls, a tried-and-tested means
of attracting user involvement.
[[ Appreciation and respect — engage
everyone, but take care not to overdo
it. It is counter-productive when users
feel swamped with information that
lies outside their interest or needs.
[[ Run virtual community events.
We all can benefit from using
the plethora of online tools to
build networks of contacts. Every
initiative — online contests, for
example — enhances bonding and
educates users.
Strong beginnings when forming
a community are a given. Welldefined feasible objectives, detailed
planning, open lines of communication and inclusiveness are all of
strategic value in unifying and
engaging all levels of corporate life.
Diversity is not a quality that communities create, they reflect it and
care must be taken by community
leaders to promote it. There may be

resistance, but as the benefits to the
corporation emerge and the community experiences fewer intractable
problems, it strengthens.
I am grateful to both the Adobe
WOLF team and Pitney Bowes’
globalization team for sharing their
experiences. Working with communities is enormously fulfilling and
has broadened my perspective on
global multilingual issues that only
in recent times have begun to receive
due attention from enterprises that
previously were predominantly
sales-driven. I find it so encouraging that along with the business
imperatives of a global economy,
cultural considerations are also
being included. It’s actually a nobrainer. If we include all members
of the community, nobody loses.
Naturally, there will always be those
who wangle more for themselves
and this includes groups as much as
individuals. But a community can
only thrive if it regulates itself and it
is up to the members themselves to
ensure that happens. Whatever trials
corporations face as they scale up to
meet burgeoning demands, they will
be aided best by their own people.
Let’s never lose sight of the fact that
those thronging places like airports
all have common goals. We all have
our destinations and while we are
fixed on getting there, let’s not forget
to spare a thought for our fellow
travelers. [M]
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Word on the Street

Round robin evaluations
for long tail languages
Adam Wooten
Adam Wooten, localization consultant and trainer at
be.international, has more than 15 years of experience
in the language industry. He is assistant professor in the
translation and localization management program at the
Middlebury Institute of International Studies, and the
former CEO and cofounder of AccuLing.

“Oh, wow! Really?! Your company works in that many languages?!
That’s amazing!”
We’ve all heard it before. People previously unfamiliar with the language
services industry will gasp in awe when they hear an agency works in more
than 100, 150 or 250 languages. But industry veterans know these numbers
are the norm, not an impressive exception. Every language service provider
(LSP) works in more than 100 languages — or at least they can — because it
is easy to find the contact information for talent in hundreds of languages.
What is more important than translating a specific language is knowing
one can trust the translation in that language. That brings up an issue that
is much more important than language count: how can a company trust the
translations provided in so many languages?
Many methods exist for accrediting, certifying or otherwise verifying the
quality of translation talent, but many of those methods soon reach their
limits before an LSP has reached the 100-language mark.

The challenge of 7,097 languages
Ideally, a single person or entity could somehow assess and certify the
quality of translators and translation providers in any language. However,
with 7,097 languages spoken in the world today, as counted by Ethnologue.
com, it is absurd to think that any single person could possibly master them

all. And no certifying body has come
close to offering widely accepted
accreditation of translators, interpreters or other language talent in
even 100 languages.
So how can LSPs trust each
translator in so many languages?

Partial solution:
Certifications
Some LSPs may avoid getting
into the details by claiming they
only work with talent certified by
a recognized organization like the
ATA (American Translators Association) or the NAATI (Australia’s
National Accreditation Authority
for Translators and Interpreters).
However, the ATA only certifies
translators in 18 languages — and 32
language pairs — while the NAATI
certifies translators and interpreters
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in 60 languages other than English.
Few other organizations offer
certification in so many languages.
Certifications and degrees can
help provide some reassurance
that a linguist can be trusted. But
how can an LSP trust a linguist
who works in a language or subject
for which certification is not
readily available?

Partial solution: Experience
and reputation
When asked about these
exceptions, another LSP might
point to reputation and experience. According to EN 15038, the
European Standard for Translation
Services, if a translator does not
gain professional competencies
through “formal higher education
in translation (recognized degree)”
then the translator can gain those
competencies through either
“equivalent qualification in any other
subject plus a minimum of two
years of documented experience in
translating” or “at least five years of
documented professional experience
in translating.”
Such documented experience and
a reputation verified by others can
also provide great reassurance about
a linguist’s skill level. Sometimes
such experience and reputation are
sufficient, and other times they are
not even an option.

Long tail languages
Once a company knows to trust
at least one translator in a specific
language pair and subject specialization, that trusted translator can
evaluate additional candidates.
However, eventually a company will
encounter requests for translation
in languages or subject areas for
which certifications or reputations
are not enough to prescreen language talent.
Is it enough to trust any
alleged translator whose contact
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information is available online and
simply hope for the best? Trusting without verifying has led to
memorable mishaps like the sign
language interpreter who warned
of “pizza” and a “bear monster”
during a 2017 emergency press
briefing instead of warning about
Hurricane Irma.
Some companies can afford
to risk completing projects with
such uncertainty, but others
need more reassurance that the
translators will complete the
job as expected before obtaining
feedback from end users. What
can be done?

Round robin evaluations
Over the last decade, companies
have been identifying creative
semiautomated methods to
evaluate translation quality when
uncertainty would otherwise be
high. Many translation crowdsourcers like Facebook have
implemented voting systems to
increase the probability that they
would identify the most acceptable
translations from users who are
nonprofessional translators. Even
Duolingo has compared translated
sentences from many beginning
language learners to identify the
ones with the highest probability
of being acceptable.
Facebook, Duolingo and others
have been doing this primarily
with the most common language
pairs, for which they can obtain
large numbers of votes or translation comparisons. Regardless, a
similar comparison model can be
used to reduce uncertainty when
evaluating new potential language
talent in long tail languages.
Round robin translation evaluations can be an effective method to
identify the best translators from a
small group of candidates. You can
complete a round robin translation
evaluation in three basic steps.
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1. Each talent candidate submits a
sample translation test

After a talent manager identifies
a small group of candidates — perhaps four to six candidates — based
on relevant criteria and available
information, you can administer the
test. Ask each candidate to translate
a sample.
Creating an effective sample test
is a topic that deserves an article
of its own, but the following tips
should be followed at a minimum.
To make the test as relevant and
cost-effective as possible, the
sample will ideally be a portion of
text that already requires translation, not a throwaway text on an
unrelated topic. The sample should
not be too long, but it should be
long enough to assess a translator’s
ability. Finally, when possible,
make the test more realistic by
confirming that you are sending
the test at a time the candidate
is available so you can impose a
reasonable time limit.

2. Each talent candidate
reviews and rates the other
translations

After collecting the translated
samples, send a copy of each translation to each candidate and request a
rating for each translation. Tips for
rating and evaluating translations also
deserve a separate article, but it is
good to keep the rating system simple
and consistent across all the reviewers,
so you can easily compare the results.
Personally, I like to give the reviewers a scale to express how much they
like reviewing that translators work;
in other words, the candidate can
imagine they had to review another
candidate’s work at a fixed word
rate and confirm which translators
they would want to review more and
which translators they would want
to review less.

3. Rating patterns help the
requestor to identify the best
relative candidates

After collecting the ratings from
each reviewer and grouping the
ratings according to each translation
candidate, patterns will begin to
emerge. In most cases, it will be clear
which one or two candidates are
esteemed to be the best among their
peers. These results from a small
round robin may not provide as much
confidence as one would gain from
seeing hundreds of evaluations or
an evaluation performed by a single
trusted reviewer. However, these
results from a small round robin do
increase the odds that you will start
with the best available translators.
With these results, the newly most
trusted translator can help you decide
if you should add other candidates to
the team who received mixed ratings

during the round robin. And ongoing
evaluations and feedback from clients
and end users will help you to refine
your team of translators in this new
subject or language pair.

Disclaimer: Round robin
evaluations are not perfect

Hopefully, many readers are already
feeling cautious about how this might
go wrong. It is not a perfect solution, so
we must be aware of the possible risks.
First, it is possible that all candidates
in a single round robin are unacceptable and that might not show in
the ratings. This risk is reduced by
prescreening candidates as thoroughly
as possible and increasing the size of
a round robin, but this method is not
foolproof.
Second, it is possible for candidates
to sabotage a round robin, like when a
group of volunteer Turkish translators
banded together in 2010 to game
the voting system of a crowdsourced
translation project, and the result
was a Facebook interface filled with
expletives. Such sabotage is less
likely to come from self-proclaimed
professional translators who have been
individually vetted as much as possible,
but it is admittedly still possible.
Third, we must acknowledge that
the best translators are not always the
best reviewers or evaluators. Translation, review and evaluation may be
related skills, but they are different. It is
possible to identify excellent translators
who are horrible reviewers and evaluators, and vice versa. Thus, translators
are not always perfectly suited to
review and rate other translators as
they do in a round robin evaluation.
Regardless of its limitations, a
round robin translation evaluation
is one more option to add to what
should be a thorough list of methods
for screening and evaluating translators. The method helps to reduce
uncertainty in language pairs and specialized subjects where certifications
and reputations are limited. [M]
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The truth about
Japanese web design

Chirashi are still an important sales promotional tool in Japan

Based in Tokyo, Douglass McGowan helps global companies understand the Japanese market, and Japanese companies understand
global markets. His perspective is based on 20+ years’ experience in
transcreation and other in-market activities connecting Japan to the
rest of the world, as well as a bicultural lifestyle born of a Japanese
mother and Irish-American father.
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hey say beauty is in the eye of the beholder, but in the
case of Western eyes beholding Japanese websites, the beauty
is hard to find. Japanese websites often feature loud banners,
dense text, multiple columns, lots of tiny images and an overall cluttered, crowded look — vastly different from the clean
aesthetic of Western web design. Many factors contribute to
these busy Japanese websites, but the underlying reasons are
cultural and practical.

Looking at the data
To get a firsthand idea of the Japanese versus Western differences in
website design, it helps to see some examples. In the interest of applesto-apples comparisons, let’s look at both the English and Japanese sites
for Rakuten, Honda and Starbucks.
Rakuten is Japan’s leading home-grown ecommerce site. If you
compare their domestic Japanese site to their global English site, you
will notice an entirely different user experience (UX). The English site
features a clean look with bold images and sparse text, somewhat similar
to Amazon. The Japanese site, on the other hand, shoehorns a lot more
information onto the page. More photos, text and links. It’s almost like
they want to show you everything on a single page — and this content
density is a common theme throughout many Japanese sites.
Next, let’s look at a non-ecommerce comparison. If we observed www.
honda.com and www.honda.co.jp, we would see lots of images on both,
but a lot less text on the .com site.
Aesthetics aside, Honda’s Japanese site shows more details up front
and doesn’t make you tap or click to access additional basic information.
Honda is the number two automobile manufacturer in Japan in terms
of sales and volume, but as you can see in Table 1, its website boasts the
highest Alexa rank among automaker peers — the Alexa rank is a measure of how a website is doing compared to other sites on the web — via
pageviews and unique visitors — over the past three months.
Now let’s look at the localized Japan site of a foreign brand: Starbucks.
Despite some tough local competition, Starbucks is the most popular café
chain in Japan.
Compared to their .com site, it’s no surprise to see that the .co.jp site is
more cluttered, featuring lots of densely packed text. This is even true on their
mobile-friendly sites (Figures 1 and 2). It’s not that the Japanese site is localized haphazardly; this look is spot-on for Japanese customers. Their website is
also the highest ranked among café chains operating in Japan (Table 2), so we
can assume that the Japanese audience likes Starbucks’ localized look.
In fact, we’re seeing across many industries that the Japan-specific
websites of global brands tend to be more packed full of content than
their corresponding global sites. And the Japanese audience eats it up.
Lastly, even in Japan, it’s the global powerhouse Amazon that gathers the most visitors. However, when you compare the data for www.
amazon.co.jp and www.rakuten.co.jp (Table 3), you’ll find they deliver
similar performance for average time on site, pages per visit and bounce
rate, according to SimilarWeb.
Does all this prove that global design works just as well as localized
design? If so, it’s an argument that most Japanese businesses aren’t buying

Figures 1 and 2: Starbucks mobile sites.
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when it comes to their own websites. Let’s look a bit deeper
to explain the differences.

A complicated language
First, there’s language. The Japanese language uses four
different scripts — the syllabic hiragana and katakana, the logographic kanji and the alphanumeric character set — possibly
within the same block of text or even within the same sentence.
What’s more, hiragana, katakana and kanji can be laid out horizontally or vertically (such as in banners). These characteristics
contribute to an overall chaotic impression for Westerners, but
for Japanese people it’s only natural. So even just in terms of
language — an obvious element in website design — we already
see a world of difference between Japan and the West.

It’s all what you’re used to
Japanese website design doesn’t happen in a vacuum —
there’s historical and cultural context. For example, that
Rank

Manufacturer

Units Sold
(Japan)

Sales (Japan/
JPY)

Alexa Rank
(Japan)

1

Toyota

2,030,000

28.4 trillion

1,768

2

Honda

660,000

14.6 trillion

628

3

Komeda

630,000

3.2 trillion

2,308

4

Suzuki

580,000

(incl. in Toyota)

3,135

5

Nissan

570,000

12.2 trillion

1,941

Table 1: Honda's Alexa rank is highest among auto makers.
Rank

Chain

# of Shops (Japan)

Alexa Rank (Japan)

1

Starbucks

1,360

746

2

Doutor

1,205

10,204

3

Komeda

778

9,224

4

Tully’s

713

4,804

5

St. Marc Café

423

Table 2: Starbucks has the highest Alexa rank among café chains.
Rank

Ecommerce
Site

Visits (6
months)*

Avg. time
on site

Pages
per visit

Bounce
rate %

1

Amazon Japan

619.85M

7:19

8.72

31.29

2

Rakuten Direct

418.39M

6:53

8.20

36.15

3

ZOZOTOWN

57.32M

9:27

13.07

24.60

4

UNIQLO

40.99M

4:51

6.79

33.26

5

Yodobashi

36.02M

4:23

5.77

36.44

Table 3: Amazon and Rakuten perform comparably.
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cluttered look isn’t something unique to websites; take the
fliers that come with the morning paper. They’re called
chirashi and Japanese consumers rely on them to find the
best buys in town — from potatoes to pets, from cereal to
cemetery plots.
In 2005, when Walmart acquired a majority interest
in Japanese supermarket chain Seiyu, they sought to discontinue the chirashi, deeming them archaic, but reconsidered in the face of major resistance by local marketing
staff. They were wise for listening to the locals and doing
a 180-degree about-face before taking 100% ownership in
2008.
Now, not only does Seiyu continue to send out their
chirashi, it’s even distributed through online chirashi
sites like Shufoo.net. This allows younger consumers who
don’t have newspaper subscriptions to browse through
chirashi without the paper mess. So the Japanese consumer’s eye, young or old, is well trained to scan through
copious amounts of visual information to find the items
they need. In fact, it’s preferred.

More information please, we’re Japanese
Japanese people tend to require more information
before reaching a purchasing decision. So for printed brochures, it is standard practice for Japanese companies to
create one text-heavy version for the Japanese domestic
market, and another “rest of the world” version that gets
localized into multiple languages for markets worldwide.
Often the Japanese domestic version goes into more
technical or product detail because that reflects the culture’s consideration and buying process. The non-Japan
version focuses more on user benefits, perhaps not even
mentioning the technology that makes those benefits
possible. In the West, consumers are focused on how a
product is going to make them feel or better their lives;
the end result is more important than the how. In Japan,
on the other hand, specifications play an important role
in selling the experience.
In addition, research shows that males tend to base buying decisions more on utilitarian criteria than females. And
whether a Japanese male is a traditional type that makes
decisions on behalf of the whole family, or the modern type
who needs to convince a partner first, technological talking
points help his case. He doesn’t need to truly understand
the tech, he just needs to think that he understands it, and
Japanese sites try their best to provide that environment.
All told, these differences in browsing and buying
behaviors become a problem when trying to create a unified web design for all markets. One Tokyo-based global
corporation implemented modules with strict character
limitations to counteract the tendency of Japanese text to
become bloated with technical references. This forced the
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Figure 3: Shokuhin sanpuru show would-be patrons what they can expect.

Japanese copy to become shorter, but
it also led to modules with character
limits that were adequate for Japanese text, but unrealistic for Western
languages.

Just like window shopping
As we all know, getting someone
to click on your website is a challenge.
Some sites only offer minimal information on the homepage, thereby
compelling visitors to click for more
information. Many successful Japanese websites take another approach:
showing visitors what they need up
front. When visitors do click and go
in, they are looking for something
specific.
As a tactic, this is just like the food
replicas you’ll find in restaurant window cases throughout Japan. Before
committing oneself to walking into a
restaurant, Japanese customers get a
really good idea of what the cuisine
there looks like thanks to shokuhin
sanpuru (literally, food samples).
These taste-bud-arousing replicas are
expertly made of plastic and wax, so
they’re also able to defy the laws of
gravity and fluid dynamics in those
showcases (Figure 3). Their purpose
is to inform and reassure — which is

what those cluttered Japanese websites do, too.
A different kind of example highlighting the Japanese unwillingness to
commit without knowing the details
was offered by Tim Romero, entrepreneur and host of the Disrupting Japan
podcast, who led the Japan market
entry for a San Francisco startup.
“We had this sign-up wizard,
where it would walk you through
every step of the sign-up, and it was
about six pages long that everyone
around the world really liked. But, we
also had this kind of diagnostic tool,
which was a single page with probably 60 different fields you had to
input. It looked horrible. We found
that the Japanese actually preferred
the single page to the well-designed,
hand-holding wizard. I think it was
just a sense that the Japanese like
to know what they’re getting into
before they commit to a process.”
Visit www.globallyspeakingradio.
com, Podcast 050: Localization in
Japan, for the whole discussion.

Seeking inspiration
through foreign eyes
When you google the keyword
日本 ウェブデザイン (Japan web
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design), you’ll immediately get suggestions like 日本 ウェブデザイン 古
い (Japan web design old/outdated)
and 日本 海外 ウェブデザイン (Japan
overseas web design). This tells us
that a good portion of Japanese folks
googling this subject are concerned
that Japanese web design is behind
the times, or are interested in how
Japanese sites compare to nonJapanese websites.
Interestingly, the internet searches
just mentioned yield a number of,
get this, Japanese blog posts talking
about English blog posts that talk
about Japanese website design. For
example, the number-two search
result for the keyword 日本 ウェブデ
ザイン (Japan web design) is a Japanese article in THE BRIDGE with
7,722 shares that turns out to be a
translated version of “Why Japanese
Web Design Is So...Different” published on Randomwire back in 2013.
That article outlines just about every
imaginable factor contributing to the
cluttered state of Japanese website
design, and it’s a great source of info
even though some of it is dated.
Ranking #5 on the Google search
engine page results is another Japa-
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nese blog post called なぜ日本のWeb
デザインはダサいのか？ (Why is
Japanese website design so lame?) that
introduces a Quora discussion erupting from the question, “Why does
the design of Japanese websites tend
to differ from those in the US? What
accounts for the difference in aesthetics?” Even though it’s from 2013 the
key points still ring true. To this point,
one of my blog posts — Why Japanese
Web Design Is (Still) the Way It Is —
from earlier this year also got picked
up by INTERNET Watch in Japan.
The first-page ranking of these
“outside perspective” articles implies
that the Japanese internet community is concerned about their design
aesthetic and seeking a fresh look
through the eyes of non-Japanese
viewers. The status quo works, but
people are looking for alternative
solutions, perhaps either to sell outside of Japan to other markets, or to
try to bring the Western look to Japan.

The contradiction
of minimal design
Minimalism, ironically, is part
of the Japanese aesthetic. When
you look at the Wikipedia entry

for “Minimalism,” there’s a whole
section on “Influences from Japanese tradition” that talks about the
aesthetic principles of Ma (negative
space) and Wabi-sabi. So why is
minimal design not a more dominant force in Japanese websites?
The problem with minimal design
is that it requires graphical elements
and text to be limited to the bare
essentials, which in turn requires
messaging to be laser-focused —
and there’s the problem. In Japanese,
there’s a nice term called yokubari;
the closest English word is “greed,”
but yokubari is neutral so there’s no
stigma attached. Japanese clients are
more than willing to yokubaru (verb
form of yokubari) and add more
information to kill minimal design.
So, Japanese customers may be
impressed at first sight by the aesthetic
beauty of a minimally designed website, but if the information they want
is not available, they will become suspicious of the company’s capabilities
and product quality. In this culture,
information cannot be tucked away.
Minimal design does work in
some cases, such as for the beauty
and cosmetics industry, since their

August/September 2018 						

Focus
Age
Group

Smartphone

PC

Tablet

Feature
phone

13-19

79.5%

61.7%

31.3%

6..1%

20-29

92.4%

78.9%

25.5%

7.1%

30-39

87.4%

72.1%

33.4%

9.7%

40-49

78.1%

73.0%

31.4%

14.8%

50-59

64.3%

69.6%

25.6%

17.2%

60-69

31.1%

50.0%

14.6%

20.7%

Table 4: Your UX may need to consider different user behavior.

message is built heavily on image. Japanese cosmetics
brand POLA adopted a minimal design for their corporate website in 2017, and their bold use of photos does
seem to work well.
Occasionally you’ll see a company adopt a minimal
design for a special site (often with its own domain) separate from the main business — like what Sony does for
their robot canine Aibo. All in all, while minimal design
is regarded as a trend in Japan too, the examples and
rationale for it often come from Western sources.

Demographics and UX
It’s well known that good UX differs for different generations: they each have unique internet browsing and
purchasing behaviors. But who is the top demographic
for Japanese brands? In some parts of the world, appealing to millennials is what makes or breaks your business.
But in Japan, brands don’t cater to millennials as much as
you’d think. Japanese millennials tend to be very nonmaterialistic, and financially they are not a powerful buying
force. That’s why flea market apps like Mercari and Jmty
are among the most popular in that age group.
Instead, many Japanese brands woo senior citizens: they
have disposable income and they have time. Statistics provided by the Ministry of Internal Affairs and Communications
show that, as of 2014, people aged 60 and over accounted for
48% of all consumer spending in Japan — and are poised to
overtake the under-60s if they haven’t done so already.
And how do these seniors interact with the internet?
According to the same ministry’s survey on the devices
that Japanese people use to access the internet, the dominant device for folks in their 50s and higher is the personal computer. On the other hand, the most preferred
device for those up to their 40s is the smartphone. Thus,
depending on your target demographic, your UX may
have to address different user needs (Table 4).
Just remember that, depending on your product or service,
seniors may require more attention in Japan than elsewhere.

No easy answers for your Japanese site
So what does the ideal website UX for Japan look
like? Of course, there is no such thing as one “ultimate
answer” because there are so many variables involved. Is
your website for ecommerce or brand promotion? Will
visitors be viewing it in a browser or on a mobile device?
What’s the target demographic? And the list goes on.
You'll need to understand the situation inside and out
before taking that first step.
In cases where you are mainly reinforcing your brand
image and not trying to convince someone to buy, a
Japanese-market-adapted site separate from your global
site may not be necessary. That’s why major fashion
brands like Dior, Chanel and Gucci all have websites
with a universal design that’s shared across markets
globally, including Japan.
But if you want visitors to do something more than feel
emotionally fulfilled, you need to design the page with
the data and images they want, Japan-style. That may
include providing additional information if necessary.
If you’re developing a Japanese website targeting
seniors in particular, it may do you good to consider
the factors that characterize that age group’s online
behavior: they usually don’t navigate further than one
level deep, they often don’t bother to read text that is
smaller than 16px, they find it difficult to read light text
on dark backgrounds, they like video and they are often
unaware that there is more on the page that can be seen
by scrolling.
Japanese website design is “cluttered” because that’s
what the Japanese market calls for. It’s driven by the
need to have information readily available up front; a
need that’s hard-wired into the consumer culture of
Japan.
So when it comes time to develop your online presence for Japan, it’s important not to assume that great
Western UX equals great Japanese UX. Leave any
presumptions you may have at home. Japanese UX has
deep roots in linguistics, culture and history. When you
look at factors such as language, what Japanese buyers
are used to, the way they seek information, and demographic preferences, a clear picture will start to form
for your website design. Even if you get it mostly right
on the first try (and very few brands do), tweaking your
design over time will serve you best.
When getting started, choose a couple different
designs then do A/B testing. Make changes once you
know what works. What’s clear is that Japanese buyers’
needs are very different from Western ones — and customization is key. It’s not likely that just translating your
site into Japanese will give you the level of success you’re
counting on. [M]
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Aiming high in Japan
for successful localization

Arle Lommel is a senior analyst for
Common Sense Advisory (CSA Research).
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Despite decades of localization to and from

Japanese, many organizations struggle to find the
right approach to address the third-largest online
language market. Japan enjoys a reputation for
being a difficult country to enter and sell in, but
many of the problems enterprises encounter
with translation there are self-inflicted. When
they push localization off until late in the process
and fail to optimize their content, the Land of the
Rising Sun can indeed pose extreme challenges.
However, other companies plan ahead for success and are able to obtain excellent results.

Part of the problem is that the Japanese language,
writing systems and culture differ from European and
American expectations in fundamental ways. Assumptions
that create no problems going from English to German
or even Basque to Armenian break down when going to
Japan. Although other East Asian markets pose similar difficulties, Japan’s famous obsession with quality means that
problems will be more apparent there than they will be in
China, Korea or Vietnam. As a result, you have to be spoton in terms of content, tone and appearance.
For those that succeed, Japan can offer big rewards.
High internet penetration rates and income make it an
attractive market for outside investors. Analysis from CSA
Research showed that in 2017 Japanese accounted for 7.7%
of the world’s online-accessible gross domestic product —
an amount exceeded only by English and Simplified Chinese — and 3.2% of the online audience. These numbers
make it one of the top localization destinations around the
world and encourage enterprises to invest in the market.
What can organizations do to succeed in localizing content
for Japan? CSA Research has identified seven steps enterprises
and language service providers (LSPs) should keep in mind:

1. Consider dual authoring or transcreation for
marketing and other nontechnical text. Technical text
is relatively easy to translate, but for marketing or anything
that represents an organization’s brand, it should look to
transcreation or even re-authoring for the Japanese market. Why? Persuasive text in Japanese uses very different
structures than in European languages. You can translate
a marketing campaign, but no matter how skillful your
translator, it will fail to resonate if you consider it a simple
version of the source campaign. Effective results require
careful customization for Japan. LSPs should present this
as an option and guide their customers to the best solution
for particular content.
2. Plan for more adaptation and collaborate. As a
close corollary to the previous point, allow time and work
with translators to find the best solutions for Japanese.
Expect that Japanese will take more time. Give translators
the freedom to adapt content as needed and be open to
suggestions about how to improve outcomes. Japan is definitely one market where you cannot simply “throw your
content over the wall” and still hope to succeed.
3. Decentralize and work with local vendors. Most
enterprise buyers of translation today opt for a centralized strategy that involves working with a single multiple
language vendor (MLV) or a handful of regional providers.
However, Japanese benefits from a direct approach that
bypasses middlemen in favor of a direct connection. The
collaboration you need works best when content creators
can communicate directly with the linguists working on
content. If buyers do work with an MLV, they should make
direct contact with the LSP’s Japanese team and LSPs
should ask for and support active collaboration.
4. Plan for customer service from the beginning.
Japanese customers expect and demand a top-notch customer experience. Make sure that support channels live up
to promises. Treating support as an afterthought will only
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create more problems down the road.
Enterprises need to plan how to meet
these requirements and LSPs can
offer real value to their customers by
helping them deliver what Japanese
consumers require.
5. Improve your source content.
Many localization problems — regardless of language — reflect issues found

in the source. Because Japan requires
more adjustment than most other
locales, these problems are frequently
more apparent there than they would
otherwise be. Managing your terminology, using consistent style and following
other content source optimization tech-

niques can deliver huge benefits. Engage
“picky” reviewers with knowledge of the
Japanese market to check your original
documentation before you translate.
6. Define document requirements and build Japanese-specific
templates. Decide in advance how to

Figure 1, Japanese video sharing site: lots of information items, little white space.

Figure 2: US video sharing site: fewer information items, lots of white space.

30

August/September 2018 						

Tools and Services Showcase

Medical Translations

How to Be
World Savvy
International Marketing Communications
Market Research
Marketing

MediLingua is one of Europe’s few companies
specializing in medical translation. We provide
all European languages and the major languages
of Asia and Africa as well as the usual translationrelated services.
Our 450-plus translators have a combined
medical and language background.

We work for manufacturers of medical devices,
instruments, in-vitro diagnostics and software;
pharmaceutical companies; medical publishers;
national and international medical organizations;
and medical journals.
Call or email Simon Andriesen or visit our
website for more information.

JFA Marketing

MediLingua BV

Celebrating innovation,
progress and dedication
Industry-focused Language Solutions
Ciklopea is a leading provider of language
solutions for the life sciences, IT and
software and technology and manufacturing
industries. With 15 years of experience,
three production offices – in Slovenia, Croatia
and Serbia – and a wide network of experts,
Ciklopea delivers top language services in
more than 30 languages.

Ciklopea d.o.o.

Minneapolis, Minnesota USA
john@jfamarketing.com
www.jfamarkets.com

Leiden, The Netherlands
simon.andriesen@medilingua.com
www.medilingua.com

Ljubljana • Zagreb • Belgrade
info@ciklopea.com
www.ciklopea.com

handle the specificities of Japanese
localization. Content creators and
LSPs should collaborate to define
templates for that market rather
than simply sending and hoping that
source documents will work. Start
this work early on so you have it ready
for the content you work with, rather
than spending the money to retrofit it
after projects begin. Define Japanesespecific styles and adjust layouts to
support Japanese typography, for
example, by increasing line height
and avoiding small font sizes. Follow
content source optimization guidelines to improve your source. Figures
1 and 2 show how Niconico, a popular
video sharing site in Japan, embraces
a style and look very different from
YouTube. In particular, it appears
somewhat “cramped” by North
American or European standards and
includes many links and information
in numerous panels. By contrast, the

YouTube homepage is quite lean and
has a lot of whitespace and no overt
frames or panels. Differences such
as these lead many companies to
embrace a dual-authoring strategy or
develop separate templates for Japan
and the rest of the world.
7. Use more graphics. Japanese
readers tend to prefer graphic-rich
technical content rather than long
walls of text. Graphics may be more
expensive than text to develop initially,
but you will recoup that cost and more
in time and budget savings across the
rest of your target languages if you can
use them instead of text.
These steps will help both content
creators and LSPs achieve better outcomes in Japan and avoid much of the
pain they often face when they do not
plan ahead. Taking care of the details
will result in better translations and
uptake in the Japanese market and
will ultimately help reduce costs.

And, finally, one bonus point that
will help put a smile on the face of
your Japanese customers:
8. No italics! Nothing marks
your content as a marginal translation faster than seeing slanted text
where English uses italics. Japanese
has many ways to handle the roles
played by italics, but a lot of translated
content ignores them. Part of it is the
fault of technology that automatically
places formatting tags in the target,
but some of it is just plain carelessness
or ignorance of Japanese typography.
When you use italics, it looks just as
strange as seeing texts from Japan in
English that use Japanese punctuation
or strange monospaced fonts.
In summary, getting quality
Japanese translations does not require
magic, but you may need to adapt your
processes and give linguists and providers more freedom than you are used
to. The results will be worth it. [M]
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MT use in China
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failure of the AI-powered simultaneous translation system from Tencent, a Chinese
internet giant, during the Boao Forum for Asia
2018 drew a lot of attention from the IT industry. It was the first time that machine translation
(MT) was implemented in this forum. However,
the gibberish spouted by the system has indicated once again that MT cannot easily replace
human translators.
From the perspective of the global competitive landscape, China has become one of the most important
players in the AI field and this wave of AI is actively
promoted by the Chinese government. In July 2017, the
State Council of China issued “A Next Generation Artificial Intelligence Development Plan” stating that “by 2020,
the overall technology and application of AI will be in
step with globally advanced levels, the AI industry will
have become a new important economic growth point…”
In the world of translation, AI also has the potential to
reshape this sector.
International tech giants like Google, Microsoft, IBM
and Amazon are all keen on developing MT. Especially
after Google launched its neural machine translation
(NMT) system in 2016, the improved quality of MT has
gained more attention and interest from all sides globally.
In China, using huge-crowd strategy, Baidu, one of the
premier AI leaders in the world, recruited thousands of
translators to translate English brochures, letters, technical manuals and other materials into Chinese for 15 hours
a day. The mass translation event lasted for one month in
December 2016, and helped Baidu obtain a large amount
of parallel translation data. In the same year, Tencent also
unveiled its first AI-assisted translation software, Mr.
Translator.
In 2017, Sogou, one of China’s top three search
engines, made a vast investment in UTH International,
a Chinese information technology company that claims
to have established “the world’s largest Multilingual Big
Data Platform” to enhance the performance of their MT
engines. NetEase Youdao has been studying MT for
almost ten years and applied NMT to all of its translation
products, reaching over 700 million users.
Since the application scenarios and markets for MT are
very broad, a lot of companies and organizations in China
are making attempts to build their own MT systems. Most
of them focus on the economic, financial, patent and
legal sectors. Very few of them have touched upon the
medical and pharmaceutical industry, perhaps because
of its high difficulty in translation and high requirement
for information security. To the best of my knowledge

Atman, an AI startup, is the only Chinese company that
virtually works on MT solutions for the medical and
pharmaceutical industry. They have already launched
their own MT system, TransGod. In 2017, Atman signed
a contract with Johnson & Johnson to privately deploy
and custom-develop an MT system for them. Using the
user’s own high-quality data to build a private MT system
can improve translation efficiency and ensure the safety
of user data translation.
Apart from IT companies, Chinese academics are also
paying attention to MT. Northeastern University, Soochow
University, Chinese Academy of Sciences, Harbin Institute
of Technology, Tsinghua University, Fudan University and
Xiamen University all have well-known MT resource and
development groups. The China Workshop on Machine
Translation (CWMT) will have been held for 14 successive years this October. Futhermore, Google has stated
that MT errors between English and Chinese have been
reduced by 60% through the use of their NMT compared
to their previous phrase-based system.
Regarding the quality evaluation of MT, researchers have contributed a lot in this field. Meanwhile, end
users are also conducting evaluations by themselves. In
October 2016, an analyst at an investment bank and a
translator, Michael Zhang, wrote an article about Google
Translate (GT) on his blog. He tried GT with the same
source text on two different dates: March 2016, when GT
was using phrase-based MT, and in October 2016, when
GT applied NMT. He compared the translation output of
GT on the two dates with human translation output, concluding that the quality of MT from English to Chinese
had a significant improvement after the introduction of
NMT, reflected in two aspects: reduced errors in word
order, and better treatment of terminology and punctuation. However, he also pointed out that omissions and
consistency of terminology was still a problem.
In March 2017, another translator, Chaoxiong Li,
tested the MT engines from four companies: Google,
Baidu, Youdao and NewTranx. He used the MT engines
to translate a short Chinese text into Russian. Results
showed that NewTranx performed the best. The other
three had problems in word order, omission and expression to varying extents.

A comparison of MT apps in China
To gain a deeper understanding of MT use in China,
a comparison of six popular MT apps is conducted here.
They are Google Translate, Microsoft Translate, Baidu
Translate, Youdao Translate, Sogou Translate and Mr.
Translator (Tencent Translate). With the exception of
Google Translate and Microsoft Translate, all others are
developed by Chinese local companies. In fact, the web
August/September 2018
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page of Google Translate is always
accessible in mainland China, despite
other Google sites being blocked.
However, the mobile app of Google
Translate only became accessible in
mainland China in March 2017, when
the app was updated to version 5.8.
Table 1 shows a comparison of the
six translation apps in China. It has
to be noted that the web version and
mobile version of the same translation app may have a few differences.
For example, Mr. Translator can
support 15 languages for the web
version, but only six for the mobile
version. In addition, the number of
languages supported for different
modes of translation may vary as in
the instant camera translation that
usually supports fewer languages
than text translation. For example,
Google Translate supports over 100
languages via text translation, 37 via
photo, 32 via voice in “conversation
mode” and 27 via real-time video
in “augmented reality mode.” In
this study, the mobile version of the
six apps is compared. “Number of
languages supported” refers to text
translation.
All six MT apps are free to use, but
users need to pay for the API service.
According to Table 1, we can see that

the apps have all applied NMT to
their systems. Voice translation and
instant camera translation are both
available in all apps. Google Translate and Youdao Translate support
the most languages. Mr. Translator
can only support six languages, but
an important feature is that it supports Chinese-English “simultaneous
interpretation,” which means speakers can see real-time translation on
the screen while speaking to the app.
As two relatively young apps,
Sogou Translate does not support
offline translation and Mr. Translator
only has a free trial offer for ChineseEnglish offline translation. Figure 1
shows the mobile interface of the six
apps from the latest iOS version in
April 2018.
In Figure 1, Microsoft Translator
stands out due to its dark color. Its
interface is simple and straightforward, with four bubbles floating in
the air, representing text translation,
voice translation, dialogue translation and instant camera translation.
The interfaces of the other five all
have a white background. Under the
input box of Baidu Translate, Youdao
Translate and Sogou Translate, there
are articles to help people learn
language and culture. The novelty

of the dialogue style interface of Mr.
Translator may be favored by young
people. When the user opens the
app for the first time, Mr. Translator
automatically sends a video guide on
how to use the app. Another highlight
is that Mr. Translator is not simply a
translation app, it also aims to help
users learn languages. For example,
there is an icon of a headphone
beside the dialogue bubble, which
means users can read the English
translation and the system will mark
their pronunciation.
Users hold different opinions on
the quality of these apps. Shiyibao
(www.shiyibao.com), an automatic
grading system of translated text,
regularly holds contests between
human translated text and machine
translated text. The rules are as follows: a piece of news is selected from
the Financial Times, an experienced
translator provides the human
translated text, while some MT tools
provide the machine translated texts.
Participants select the text that they
believe to be the human translated
one. If they select the correct one,
human translation receives one
star, if they are wrong, machine
translation receives one star. Up to
November 30, 2017, Shiyibao has

Google Translate

Microsoft Translator

Baidu Translate

Youdao Translate

Sogou Translate

Mr. Translator

Launch time

2006

2009

2011

2012

2017

2016

Number of
languages supported

Over 100
Version: 5.19

Over 60
Version: 3.1.0

28
Version: 7.6.1

Over 100
Version: 3.6.0

Over 60
Version: 2.3.0

6
3.1.1.1

NMT applied

Yes

Yes

Yes

Yes

Yes

Yes

Voice translation

Yes

Yes

Yes

Yes

Yes

Yes

Instant camera
translation

Yes

Yes

Yes

Yes

Yes

Yes

Offline translation

Yes

Yes

Yes

Yes

No

Yes
(Free trial)

Translation API

Yes

Yes

Yes

Yes

Yes

Yes

Table 1: A comparison of MT apps in China.
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Google Translate 5.19

Youdao Translate 3.6.0

Microsoft Translator 3.1.0

Mr. Translator 3.1.1.1

Baidu Translate 7.6.1

Sogou Translate 2.3.0

Figure 1: Mobile interface of MT apps in China (iOS version).
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Time to market

Xiaoyi Translator

AIcorrect Translator

Baidu Wi-Fi Translator

Mar 2017

Sep 2017

Dec 2017

Oct 2017

Mar 2018

Baidu

NetEase

Sogou

Company

iFLYTEK

NMT applied

Yes

Yes

Yes

Yes

Yes

With screen

No

Yes

No

Yes

Yes

Number of languages
supported (including
Chinese)

6

39 (able to identify
accents from 51 countries)

28

27

18

No

Yes

No

No

Yes

Offline translation

Yes only for
Chinese-English

No

No

No

Yes only for
Chinese-English

Price (dollars in
parentheses is approximate value)

¥2999 ($478)

¥1288($205)

¥2399 ($382)
¥29 per day for rent

¥688 ($110)

¥1498 ($238)

Instant camera translation

Babel Technology

Youdao Translator Egg Sogou Travel Translator

Table 2: A comparison of Chinese portable translation devices.

held 19 contests and 353 people have
participated in the contests. Results
show, perhaps surprisingly, that
human translation received 892 stars
and machine translation received
1,061 stars. More specifically, Youdao
Translate and Google Translate both
received 290 stars, Baidu Translate
received 192 stars, Sogou Translate
received 173 stars and Bing Microsoft Translator received 116 stars.

A comparison of Chinese
portable translation devices
Following the trend of developing
MT apps, Chinese IT companies are
racing to launch portable translation
devices. iFLYTEK was the first to
dip its toes into the water and introduced Xiaoyi Translator to the world
in their annual conference in 2016.
Other rivals are stepping up to get
into the game. As a result, in 2017,
Baidu, NetEase and Babel Technologies all managed to bring their products to the market. In 2018, Sogou
Travel Translator also put its finger
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in the pie. Not far behind, Xiaomi,
the Chinese smartphone startup,
just launched its AI Translator that
supports 14 languages and continues
the company’s usual style of budget
products with a surprisingly aggressive price of 299 yuan (approximately
48 dollars). Table 2 briefly shows a
comparison of five Chinese portable
translation devices.
We can see that all five portable translation devices adopt
NMT. Most devices support over ten
languages. Among them, AIcorrect
Translator supports the most with 39
languages. Xiaoyi supports only six
languages with the most expensive
price of 2,999 yuan. AIcorrect, Youdao and Sogou are equipped with
touch screens, which can display text
synchronously. This feature helps
users correct the text if the voice recognition is inaccurate, so as to obtain
better translation output. With
regard to offline translation, Xiaoyi
and Sogou Travel Translator are the
only two that have this feature, and

both of them support ZH-EN only.
As the name suggests, Baidu Wi-Fi
translator works both as a Wi-Fi hot
spot device and a translator. With
a built-in automatic internet connection configuration, Baidu Wi-Fi
translator can be connected without
a SIM card or Wi-Fi. The translator has been in cooperation with
operators across over 80 countries
so far. Besides, it has incorporated
the popular concept of sharing and
launched a rental online service in
collaboration with Ctrip, a Chinese
provider of travel services. The rental
price is 29 yuan (approximately
$4.60) per day, almost the same as
that of a pocket Wi-Fi device. Except
for Youdao Translator Egg, all the
other four devices cost more than
1,000 yuan. At almost the same price
as a middle-end smartphone and
overlapping functions with mobile
translation apps, the market for
portable translation devices remains
a question. For most Chinese people,
traveling abroad is not something
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they do often. Compared to buying
a portable translation device that
may be rarely used, the rental mode
seems to be more flexible and feasible. Meanwhile, iFLYTEK reported
that since the launch of Xiaoyi
Translator in March 2017, it has sold
more than 200,000 units, covering
over 130 countries, indicating the
translator has already gained market
recognition.
Only two translators, AIcorrect
and Sogou, are equipped with instant
camera translation. Sogou Travel
Translator has a big screen and looks
like a smartphone. It should be noted
that Sogou has launched different
products for different consumers.
While they target businessmen with
Sogou Travel Translator, Sogou
focuses on students with another
product, Sogou Transcription Pen,
which can turn recordings into text
and realize simultaneous interpretation at an affordable price of 299
yuan. As with Sogou, iFLYTEK also
has turned attention to these two
groups. While Xiaoyi is aiming at
businessmen, YiBei Portable Translator is designed just for students
with more colors available, a cute
shape and cheaper price (1,199
yuan). It has some special features
for learning English, such as shadowing exercises, dialogue practice
and numerous embedded teaching
materials. In April 2018, iFLYTEK
rolled out Xiaoyi Translator 2.0,
which costs the same as the previous version. The major upgrade is
the new translator now supports
33 languages and several Chinese
dialects. Besides, it has a screen and
is equipped with instant camera
translation. It is rumored that Youdao Translator Egg is also going to be
updated to its 2.0 version with more
languages and features soon.

Attitude of end users
There is no doubt that Chinese IT
giants have made significant strides

in machine translation. However,
is the attitude of language service
providers toward MT improving in
pace with it? To figure this out, four
Chinese translation companies were
randomly selected: Tianyi Times,
LocaTran, Transn and Easy Translation. On their websites, all clearly
state computer-assisted translation
(CAT) tools are included in their
workflow. However, whether they are
using machine translation remains
unknown. On the website of another
Chinese translation company, Ecyti
Translation, there is a sentence stating that “we reject the use of machine
translation or other online translation systems.” Nevertheless, since
many CAT tools have incorporated
machine translation into their systems, the workflow tends to be more
like translation memory + machine
translation + post-editing now, so it
is difficult to know if translators are
using machine translation or not.
In order to know more about the
attitude of Chinese end users toward
MT, a brief online investigation was
carried out.
Sina Weibo, a Chinese microblogging website, is one of the most
popular social media sites in China.
Microblogs including the word “机
器翻译” (meaning: machine translation) that were posted from Jan 1
to Dec 14 2017 on Sina Weibo were
searched. For the purpose of the
investigation, news and academic
posts had been eliminated. The
remaining 238 posts were analyzed
for negative, positive and neutral
comments. Figure 2 shows that the
majority of the posts are negative
(54%), 24% of the posts are positive
and 22% of the posts are neutral.
Examples including the original
post and its translation were:
Positive attitude:
Original: 今天上课，老师要求翻
译书上的商务合同，我赶忙拿起手
机，用 有 道 词 典 拍 照 翻 译 。原 本 想
着，自己还得润色一下，结果却发现

这家伙翻译得相当专业啊！根本没
我啥事儿了。对比前几年的有道翻
译，今年机器翻译已经有了质的提
升。以后译员可能要失业了，不过幸
好我不从事翻译。
Translation: Today in class, the
teacher asked us to translate a business contract. I picked up my phone
immediately and used Youdao Translate for instant camera translation. I
thought I had to polish the translation output, but it turned out the
translation looked so professional
that I didn’t need to do anything.
Compared to the Youdao Translate
a few years ago, this year it had a
qualitative upgrade. Translators may
lose their job in the future; luckily I
am not a translator.
Negative attitude:
Original: 亚马逊海外购的商品描
述页面简直是机器翻译的重灾区，
就这还有人说机器翻译能代替人？
Translation: The product description page on Amazon Shopping
Overseas website is simply a disaster.
Who says that machine translation
can replace human?
Neutral attitude:
Original: 翻译的准确性还是打个
问号，视频里用的都是比较简单的
句子，用作旅游当然没问题。如果需
要深入交流可能就困难一些了。毕
竟水平限制，机器翻译和人工翻译
还是有距离的。
Translation: The accuracy of translation is questionable. The sentences
used in the video are quite simple,
there is no problem to use them for
traveling purpose. However, it may
be hard to use machine translation
for further communication. Because
of its limited level, machine translation is still distant from human
translation.
There are not a large number of
microblogs about machine translation posted by end users on Sina
Weibo (only 238 posts for almost
the full year of 2017), indicating that
machine translation may have not
drawn much attention among end
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Neutral
22%

Positive
24%

Negative
54%

Positive

Negative

Neutral

Figure 2: Attitude of end users toward machine translation
on Sina Weibo.

users in China, although a great quantity of news items on
machine translation were posted on Sina Weibo. Results of

the online investigation show that Chinese end users’ attitudes toward machine translation is predominantly negative, though it should be acknowledged that posts on social
media are not 100% reliable. Nevertheless, it can be seen
that some end users were really surprised about the high
quality of MT, making them either happy about working
more efficiently or worried about the future of translators.
It is a shame that there is a big gap between the fastgrowing MT industry and the stagnant unawareness
of end users. Based on my own experience, when asked
about machine translation, some undergraduates in China
even thought it was the same thing as an online dictionary.
While focusing on the development of MT products, Chinese IT giants need to strengthen publicity and popularize
knowledge to the end users. After all, as Peter G. W. Keen
put it in his book Shaping the Future: Business Design
Through Information Technology, “it is not the software
but the human side of the implementation cycle that will
block progress in seeing that delivered systems are used
effectively.”
Ke Hu would like to give special thanks to Dr. Sharon
O'Brien and Prof. Dorothy Kenny for their advice to this
article. This work is supported by the Science Foundation
Ireland (Grant No.: P31021). [M]
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The linguistics
of refugee response

Kutupalong in Bangladesh. Source: TWB.

Katie Botkin
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Irene Scott of Translators without Borders
(TWB) speaks via Skype from Cox’s Bazar, Bangladesh. She describes the area outside the city as
rolling hills where wild elephants once roamed
— now home to one of the largest refugee populations in the world, tent cities housing around
600,000 Rohingya people who have fled across
the border from Myanmar.
The typically-Muslim Rohingya consider themselves
native to Northwestern Myanmar’s Rakhine state — a strip
of coastline that culturally blends upwards into Bangladesh
along the Bay of Bengal. However, laws such as the 1982
Myanmar nationality law ban the Rohingya from obtaining
citizenship, and as a people group they have historically
experienced persecution from Myanmar's Buddhist majority. Recent conflict between government forces and Rohingya
insurgents have led to attacks against Rohingya civilians.
These attacks have been carried out by Myanmar's military,
as well as the local Buddhist population, in some cases.
A number of humanitarian organizations are on the
ground working with the refugees in Bangladesh, providing necessities and in some cases, gathering information.
For example, Médecins Sans Frontières (MSF), known in
English as Doctors Without Borders, recently conducted

surveys on the violence refugees had witnessed. Results
estimated that at least 9,000 Rohingya died in Rakhine state
between August 25 and September 24, 2017, during the
height of a crackdown on Rohingya civilians. At least 730
children younger than five years old were estimated to have
been killed. The United Nations High Commissioner for
Human Rights described the killings as ethnic cleansing.
Hundreds of thousands escaped this violence to Bangladesh, joining a smaller, more established Rohingya population that had left decades previously. All told, by official
count there are now 904,056 Rohingya living in Bangladesh.
Some live with host families, and some are spread out in
various other camps, but the majority are waiting in Kutupalong, the camp outside Cox’s Bazar, for the opportunity
to return home. The Bangladeshi government understands
that it is unsafe for them to go home currently, so for now
they’re given shelter — not exactly permanent asylum, but
a temporary protected status.
Having their plight recognized requires communication
and some amount of data-gathering. TWB, in its capacity
as a linguistic nonprofit, has been working with a number of
humanitarian organizations conducting surveys to translate
questions into Rohingya. Without this assistance, says Scott,
the surveys are often written and approved in English and then
translated into Bangla, the official language of Bangladesh.
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The enumerator then has to translate
on the fly into Chittagonian, a Bangladeshi language related to Rohingya (or
dialect, depending on who you ask).
The answer will be in Rohingya — if the
person has understood the initial question at all.
Thus, communicating with refugees has proven to be more complex
than in some other refugee crises.
As with many crises, there are multiple languages involved. A planning
meeting may be held in English, field
agents will speak something else, and
throughout the process there are
multiple iterations of interpreting
and translating involved. “There’s
the potential that the message may
be changed slightly,” says Scott. Ultimately, communication is about “giving the population a life of dignity,”
and ensuring that the links between
the population and the decisionmakers are strong and smooth.
In this case, Rohingya is a minority language with roughly 1.8 million
speakers. To complicate things, it does
not have one agreed-upon script, and
a large portion of the refugee population is illiterate in any script.
TWB attempted to tackle this problem by finding pictures to communicate
in print form, but they’ve found that
“it’s trial and error to work out what
pictures represent what,” says Scott.
Additionally, they’ve encouraged
humanitarian agencies to adopt an
oral method of transmitting information. They translate messages which
are then broadcast via loudspeaker in
cafés and other places where refugees
normally congregate, and use loudspeakers in the camps. Scott has done
humanitarian work before, and used
to work for the Australian Broadcast
Corporation (ABC): “my background
is in communicating with audiences; I
guess the audience just changed,” she
says.
TWB works with other humanitarian organizations on the ground to
communicate with the population.
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They coordinate with healthcare
organizations, translate sanitation or
shelter-related messages. “We’re a small
team, but we try to spread across the
entire response,” says Scott. Fieldwork
involves communicating with the refugees directly, researching challenges
that have arisen. “If they’re not washing
their hands, we ask them why they’re
not washing their hands, so it’s not just
yelling information at the community.”
Linguistic workshopping is something the refugees like, says Scott. “They
really enjoy explaining their culture and
explaining their language to us.”
TWB linguist AK Rahim says
working with refugees to find out
more about their language is something that makes him happy as well:
he’ll return from the field excited
about everything he’s learned over
the course of the day. Growing up in
an immigrant family, he said, “your
identity is kind of shaped by not
knowing the language.”

Discovering Rohingya
Rahim grew up in the United States
speaking a language that is very close
to Rohingya. He spoke Chittagonian,
from the regional area of Chittagong
in Bangladesh, often considered a
dialect of Bengali. Chittagonian and
Rohingya are linguistically related.
This linguistic similarity has provided
the Myanmar government with rationale not to give the Rohingya legal status: they say the Rohingya are actually
Bengali, although they have lived in
Myanmar for generations. Rohingya
is distinctly different from Burmese,
the language spoken by the majority
population in Myanmar.
As immigrants, the Chittagonian
that Rahim’s family “preserved” in the
United States is closer to Rohingya than
current Chittagonian is — because
certain Bangla words hadn’t yet infiltrated the Chittagonian imported to
the US by his family. Rahim also grew
up speaking Urdu and Bangla (also
called Bengali), which is necessary for

coordinating humanitarian response
in Bangladesh.
The linguistic workshops TWB
conducts attempt to discover more
accurate ways of communicating
with the population. For example, a
large portion of the women “don't use
the English word ‘diarrhea,’ which is
commonly used in Chittagonian and
Bangla, they use a Rohingya word that
means ‘body falls apart,’” says Rahim.
This was something the translators
didn’t initially realize. They were
mistakenly translating this medically
as something akin to “I feel like I’m
falling apart.”
As another example, says Rahim,
“the word for gender doesn’t exist,
so trying to explain that to a group of
people who are very conservative” was
difficult. Talking about gender-based
violence is basically impossible without
extensive workshopping. If the refugees
are coming up with terms for new
things they’re encountering, the TWB
linguists want to know what those are.
As it turns out, hospital is “room of
the doctors.” There was no one-word
equivalent for the word for “emotion,”
so the refugees had to create one.
Rahim came up with a transcription
method to write Rohingya and keep
track of all this. “Obviously there’s
been some difficulty with that,” he says.
Rahim notes that there aren’t that many
people doing research on Rohingya —
and he’s trying to find them if there are.
Rahim has a linguist’s perspective on the challenges inherent to a
largely non-written language. Ideas
are cultural, he says, and words are
dependent on the time period and
agreed-upon definitions. “Writing is, if
you think about it, a constraint on the
natural flow of language.”
As for what script they might use in
the future, Rahim says it’s something
they’re currently researching. “We
as an organization will research the
prevalence of scripts, their demands
and key factors in its adoption by the
community.” [M]
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Culturalization, game
localization and China

Image from Heroes Evolved game.

Kah Hui Teo
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Kah Hui Teo is the global localization manager of
Keywords Studios, leading the localization teams in
Singapore, Shanghai and Taipei, with more than ten
years of experience in game localization.
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video game industry is a multibillion dollar industry and one of the pillars of
the global entertainment industry. Based on a
report released in April 2018 by Newzoo, the
global games market is expected to grow with
a compound annual growth rate of +11% in the
ten-year period from 2012 through 2021 and is
expected to generate a total of $137.9 billion in
2018. Though China is expected to account for
more than one quarter of the global game revenues, China game publishers are setting their
sights on international markets, with attempts to
ship their games overseas or what they refer to as
“出海.” With incremental cost spent on localization, publishers can increase their revenues from
international sales of the localized products. The
growth of the game industry and the elevation of
video games as a form of global entertainment
can be attributed to language transfer in bringing
the products to global markets, hence the significant role played by game localization.
One of the challenges that many localization teams
face when handling products like games, which inherently
contain a lot of cultural elements, is how much to foreignize and how much to domesticate the products. Each
decision made in handling character names, place names,
plot rewrites or transcreation can result in a product that
is so foreign that it is difficult for non-Chinese gamers to
pick up, or so similar to other non-Chinese products that
it loses the qualities that make it a unique Chinese game.

Culturalization
The classic translation approaches of foreignization
and domestication in translation studies, as explained by
Lawrence Venuti in his book The Translator's Invisibility:
A History of Translation, were widely used to categorize the way in which video games are translated in the
target market. In game localization, the domestication
approach involves rendering the cultural specific elements in the source culture to equivalent elements in the
target culture, which the players in the target market are
more familiar with. Using the domestication approach,
the cultural elements in the source culture are mapped to
the elements of the target culture by the translator, with
the intention of bringing the game closer to the target
culture. The foreignization approach, on the other hand,
would retain the culture-specific elements in the source
culture, when translating the text for a target culture.
Using this approach, the atmosphere and flavor of the

source culture are recreated in the target culture by the
translator, thus preserving the foreign characteristics
of the game in the localized version. Although the foreignization approach is more didactic and risks alienating
players, it is often chosen over domestication because the
emphasis is placed on adapting games for the receiving
culture. As Alberto Fernández Costales says in his 2016
article “Analyzing Players’ Perceptions on the Translation
of Video Games,” “foreignization strategies are generally
preferred as games can be best enjoyed when the look and
feel of the source text is maintained.”
Despite a general tendency toward a foreignization
approach in game localization, game developers often
emphasize that each game is unique, so there is no onesize-fits-all solution. Instead, a customized approach is
required for each game. Games are multidimensional
products, so conscious choices must be made on both
technical and cultural aspects of a game during game
localization, and not a standardized approach that is
applied to all games regardless of the game genre or the
original intention of the creators.
Localization is identified as one of the three phases
of game culturalization. As Kate Edwards states in The
Game Localization Handbook, “Culturalization takes a
step beyond localization, making a more fundamental
examination of a game’s assumptions and choices, and
then assesses the viability of those creative choices in
both the global, multicultural marketplace as well as in
specific locales.” Games, especially console games with
complex storylines or plots, are designed for deeper
levels of user engagement and generally come with more
cultural-embedded elements. In comparison to localization, culturalization allows player engagement at a deeper
and a more meaningful level in the target culture, hence
sustaining longer player interest in the game. In her 2014
article “Beyond Localization: An Overview of Game
Culturalization,” Edwards identifies history, religion,
ethnic conflict and geopolitical friction as the top four
cultural variables for consideration in content creation.
Similar cultural awareness should exist in both content
creators and translators. General assumptions made during content creation might not be valid across all cultures,
hence translators should still exercise caution during
localization and adapt the translation for specific cultural
references.
In games localization, companies typically define
their target markets in the form of locales, which serves
to differentiate regional differences in a language. The
categorization of locales often uses national borders or
geographical regions as the parameter, which makes it
convenient to define markets and to dissolve all the linguistic variants and cultural diversity into a homogeneous
August/September 2018
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zone. An example will be Spanish,
which is differentiated as Spanish
used in Spain and Latin American
Spanish, which includes Spanish
spoken in countries to the south
of the United States. The nuances
and subtle differences between, for
example, Chilean and Colombian
Spanish is assumed to be negligible
such that they can be considered
under the locale of Latin American
Spanish. The concept of locale helps
to separate regional or national subgroups in a language group, and also
serves as a classification system for
social and cultural norms.
There is an increasing awareness
that the contexts and consequences
of such localization practices should
be examined. Game developers are
turning toward focus testing to gain
a deeper understanding of the users’
perception of gameplay and design.
However, the focus testing seldom
includes players' reception on the
cultural adaptation of a localized
game. If the localization industry
continues to abide by guidelines on
cultural appropriateness without
supporting evidence from players in
the target culture, the industry will
continue to apply the same set of
filters across their game localization,
complete with stereotypes, assumptions and sweeping statements on
cultural appropriateness.

Unique properties
of Chinese games
The choice to domesticate or
foreignize a product, and to what
degrees, is not just a theoretical or
independent decision. There are
multiple reasons for choices made
during the localization process, each
of them impacting the decision to
foreignize or domesticate in big or
small ways. Most of these issues are
deeply rooted in the way the Chinese game market functions, in the
unique characteristics of the Chinese
language, and the deep cultural and
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historical roots of Chinese culture
itself. All of these issues affect decisions that localization teams make
when they choose to either foreignize
or domesticate a game.
Short product life cycles. An
Accenture report titled “The Digital
Lives of Chinese Consumers” notes
that Chinese consumers are faced
with a multitude of product choices,
and as a result, are becoming pickier
and pickier, switching between
products with greater frequency,
creating a “switching economy.” This
is quite evident in gaming, where
many Chinese games have extremely
short life cycles when compared
with their foreign counterparts. It is
not unheard of for a Chinese-made
mobile game to last for one year or
less in the Chinese market before
closing down, while its localized
international version continues to
operate two years after the Chinese
version has closed.
Short product life cycles mean
that less time is accorded to product
development, which affects the entire
product life cycle. Developers have
less time to create a quality product,
focusing purely on gameplay and
monetization to the exclusion of
all else. As a result, localization, an
often-overlooked process to begin
with, is even more squeezed for time
and resources. In many cases, this
means that there isn't enough time to
consider domestication, and almostliteral translations without thought
of context becomes quite prevalent.
Furthermore, the short product life
cycle also often means that other
aspects of a game aren't necessarily prioritized. One area where this
heavily affects localization is the plot.
Incoherent, incomplete and nonfinal plot text. Most of the time, the
in-game plot is written by the Chinese developers themselves. In many
instances, the plot is shoved into the
game with very little thought and is
merely used as a device to move the

game along and encourage the player
to play more and pay more. As a
result, source text quality is variable,
and it is common to find typos and
grammar mistakes in these texts. In a
best-case scenario, there is a general
plotline to follow and the meaning of
the text is clear, allowing the localization team to do a direct translation, or
perhaps some transcreation to make
it meatier and make more sense in
the target language. In a worst-case
scenario, the plot text itself is incomprehensible, even to Chinese players,
resulting in the localization team
having to do a complete rewrite and
restructure of plot, a time-consuming
process when time is of the essence
in a product-cycle that is already in
a time crunch. In situations where a
complete rewrite of the plot is necessary, it is almost inevitable that a certain degree of domestication occurs.
Highly culturally-specific references.
While obviously not an issue unique
to China, game products often
contain highly culturally-specific
references, which run the gamut
from Chinese history and literature
to modern slang. Furthermore, the
canon of Chinese history, literature
and culture comes from an uninterrupted 5,000 years of history.
Chinese developers often reference
these liberally, as they usually write
games targeted to the domestic
market, with the assumption that
the gamer understands the cultural
references, in-jokes and insinuations
without any explanations necessary.
Unfortunately, when this type of
game is then localized for international markets unfamiliar with the
culture, the localization team has to
find a way to handle these references.
Of course, industry-wide there are
many ways to manage these situations. In some cases, the addition of
explanatory text in dialogue or in
character backgrounds could give the
non-Chinese gamer sufficient context
to understand what is going on in
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the game. Transcreation or a rewrite
of the Chinese text is partially done
with this in mind. However, in many
cases, due to a variety of restrictions,
omission is the most common way of
handling these issues.
User interface (UI) with tight
space constraints. Of all major languages, the Chinese language is the
one language that can convey the
most information while taking up
the least amount of space. Furthermore, due to how concise the Chinese language inherently is, Chinese
developers optimize their UIs for
Chinese, making lack of space in the
UI a massive barrier for localization
teams. To complicate matters, the
UI of Chinese games tends to be
incredibly cluttered and crowded,
with a plethora of menu buttons and
text strewn across the screen. As a
result, when handling a project with
a Chinese source text, the localization team's primary objective is to
reduce the amount of space text
takes up, meaning that contextualization by addition is sometimes not
a viable solution. Indeed, in certain
extremes, text is deliberately omitted
so that the UI becomes less cluttered.

Localization strategies used
In general, localization teams use
many different strategies to handle
these issues, all with their own pros
and cons. Depending on the type of
game and the context of these games,
one strategy might be favored over
another at different times.
Rewriting. The most drastic form
of domestication would be completely rewriting plot text. In many
cases, this is deliberately chosen as a
localization strategy due to the poor
quality of the source text. Indeed, in
some worst-case scenarios, a complete rewrite of plot would actually
be of greater time savings than translating text that doesn’t make sense.
Another scenario where a rewrite
would benefit the localization pro-

cess is the case where the original
text itself is offensive in some way to
the target culture. Of course, in most
cases, a partial rewrite is often sufficient, but in these cases, it is up to
the localization team to select which
areas are most in need of a rewrite.
However, choosing something this
drastic can result in a slowdown of
the localization process, as rewriting
the plot to fit the game can be time
consuming. Further, if going into a
language that the developers themselves can more or less understand,
there is always the case where they
will raise objections to the changes
made by the localization team.
Another issue to keep in mind is that
a one-time rewrite decision in the
early stages can often result in the
team writing themselves into a corner in the future as the game evolves.
Thus, rewriting must be done very
carefully with an eye to the future.
Transcreation. A less drastic localization technique is transcreation.
Often, the goal in transcreation is to
elicit the same emotional response
from the target text as the source text.
Often, this is used with flavor text,
creative plot elements, dialogue and
the like. Transcreation necessarily
adds a degree of domestication to the
process, with the goal of making sure
the game itself is accessible to the target market. Due to the high amount
of creativity required, transcreation
can also cause delay in the localization process, which is something that
needs to be considered when handling
projects in a time crunch.
Contextualization by addition.
When localizing games that are
deeply rooted in Chinese culture, it
can be necessary for the localization
team to add explanations in the game
that are unnecessary in Chinese. In
some cases, this contextualization can
be done by simply adding a clear title
to a character name, or in adding an
additional sentence in dialogue so that
the non-Chinese player understands
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the context better. Perhaps this is one
of the best ways to tread the fine line
between foreignization and domestication, and build a bridge between
different cultures.
However, the biggest barrier to
this solution lies in how uniquely
concise the Chinese language is.
Due to how little space the written
language takes up, often very little
text space is left available in games
for languages like English, much
less languages that are even longer
like German. Often, additional steps
must be taken before localization
starts, and also during the language
quality assurance (LQA) process, to
find solutions that provide sufficient
space for the target language to display properly. Often, when localizing
Chinese games, translators have to
find ways to make text more concise,
and more often than not, more text
is cut during LQA than is added. As
a result, contextualization must be
done very carefully as well.
Omission. One of the most liberally used localization methods is
straight up omission of source text.
This is often used when handling UI
text, as the UI of Chinese games tends
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to be quite cluttered. Cleaning up the
UI by removing all text and leaving
button graphics to do the talking is
often a good way to handle the clutter
so prevalent in Chinese games. Some
other things omitted also include
problematic cultural references. In
some cases, instead of doing a text
rewrite, simply deleting the problem
text is an easy and quick solution that
also alleviates the space problem.

Naming
Another area that requires some
thought toward foreignization and
domestication is the naming of ingame items, people, and locations.
Literal translation. In a situation where time is of the essence,
sometimes literal translations are
a good choice that walks the fine
line between domestication and foreignization. In Chinese the names
of proper nouns are often quite
descriptive, and a literal translation
often gives the player better insight
into the character or the location.
For instance, the famous mountain
range 五指山 was translated literally
as Five-Finger Mountain. When a
mountain range is described as Five-

Finger Mountain, a player can picture
a mountain range that sticks out of the
ground, perhaps like a hand with five
stone-like fingers, which is not too far
from the real Five-Finger Mountain,
or Wuzhishan (the Chinese transliteration) in Hainan province.
The drawback of this kind of literal translation is that names can get
quite long, and in a Chinese game
environment, especially in mobile
games, there rarely is enough space
to fit more than 8-12 characters in
a space. As a result, there is insufficient room to fit descriptive names
in the space provided. Another issue
with this is that names can get quite
cumbersome and dialogue between
two characters with long descriptive
names discussing places with equally
long descriptive names can become
quite a pain.
Transliteration. Another popular
strategy nowadays is transliteration. Transliteration, whether in the
modern mainland Chinese form of
Hanyu Pinyin, Wade-Giles, or any
other variation, is the very definition of foreignization. The benefit
of using this system is that it makes
character naming very easy and
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straightforward for translators and
localization specialists alike.
Unfortunately, the drawback of this
is that players lose out on the deeper
meaning behind a character’s name,
especially if the character is drawn
from a particularly obscure time in
Chinese history or is not well-known
in a non-China context. Another
issue is the fact that some names,
when written out in pinyin, look very
similar. For instance, Zhao Yun and
Zhou Yu, two famous generals from
the Three Kingdoms Era in Chinese
history, have similar-looking names.
So players completely unfamiliar with
both characters had a hard time differentiating them from each other.
Renaming. This brings us to our
third strategy, which is to rename the
character, giving them a name entirely
unrelated to their original name in the
game. This strategy was used for some
characters in the multiplayer online
battle arena (MOBA) game Heroes
Evolved. The heroes in the game were
drawn from Chinese history, Chinese
mythology and Chinese literature, as
well as Greek and Norse mythology.
The naming of these Chinese heroes,
such as the Chinese general Zhou Yu,

generally followed the pinyin convention. As the game was a MOBA game,
most players had little interest in who
the heroes were, and more interest in
what the heroes could do. Indeed, hero
backstories tend to be unimportant
in games of this sort. When the hero
Zhou Yu was to be released, the team
felt that his name was too visually
similar to Zhao Yun, and since many
players would not understand the
character's background, a decision was
made to change Zhou Yu’s name to
Pyrrhus, a name chosen because of all
his fire-related abilities.
Completely renaming a character
in this fashion is a pretty radical
thing to do. If the game had a strong
plot element connected to the Three
Kingdoms Era, which both generals
were from, then the storyline could
have enabled players to identify
which general was which. However,
the game was completely unrelated
to the Three Kingdoms Era (indeed,
heroes included such luminaries as
Zeus and Athena), and so there was
little for players to associate difficultto-pronounce, similar-looking names
to, except for the hero artwork and
hero abilities.

The ultimate goal

The aim of game localization is to
deliver equivalent player experience
in the target market, which often
requires a high degree of creativity
and decision making in the translation process. When localization fails
to do so, players will develop a sense
of disconnectedness, where they
are unable to associate the cultural
element with anything in their own
culture.
It is important for the localization
industry to acknowledge that game
localization must be understood
as involving both cultural convergence and cultural differentiation.
Cross-cultural communication poses
challenges for the localization process, but removing culture-specific
references as a method of addressing
cross-cultural issues will render a
localized game bland due to the loss
of the unique cultural characteristics
it was originally created with. The
decisions undertaken by those within
the localization industry with respect
to games will eventually define the
relevance of games beyond their
own borders, and the global reach of
games as cultural products. [M]
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Iran: Asia’s next big thing
in translation (maybe)

Neil Payne
Neil Payne ran a translation agency for over ten
years before moving into training and consultancy.
He now runs Commisceo Global, which specializes
in global business skills, and Accensus, which provides training to the translation industry.
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A few months ago, the title of this article

would have been a lot more confident in its assertion. The world of politics, however, feels as though
it changes course daily, denying anyone any sense
of certainty for what the future may hold.

Iran is a case in point. Earlier this year it seemed the
world’s political leaders had gotten to grips with the
regime in the Islamic Republic, coaxing them through the
JCPOA (known to us mortals as the “Iran Nuclear Deal”)
to drop their ambitions for nuclear energy in exchange for
a relaxation of economic sanctions that have crippled the
country in various guises since its revolution in 1979.
The dangling carrot seemed to be working with the
prospects of some sense of economic normality encouraging the Iranian regime to put much-needed prosperity
above political dogma. Central to their ambitious plan to
upgrade the economy (outlined in the “2025 Vision”) is
foreign investment and inviting the world in. Globally, the
feeling was that Iran was back in business, which would
have spelled a boom in the translations needed to service
the activity in/out of the country.
In May 2018, however, this all changed with President
Trump announcing that the US was pulling out of the deal.
Not only that, but the US was also going to be reimposing sanctions that are due to start in August this year. The
announcement has led to brands and businesses canceling
business with Iran, all leery of finding themselves on the
wrong side of US law.
In response, the EU is busy formulating the “Blocking
Regulation” that will legally require European nationals,
businesses and institutions to ignore the US sanctions
and to provide protection against potential repercussions.
Whether sanctuary in such statutes is sought, or not, will
ultimately come down to an entity’s dealings with the US
— in short, the less you have to do with the US the less you
need to worry.
So, although Iran’s prospects may have been dented,
they are far from destroyed, creating an opportunity for
those in the translation industry with no ties to the US
keen on capitalizing on future trends.
Iran’s potential is huge. It currently boasts the second
largest economy in the Middle East and North Africa. It
has one of the world’s largest hydrocarbon and mineral
reserves, as well as significant and diversified non-oil
sectors including agriculture, industrial production and
services. Since 2014, and despite sanctions, the country’s
resilience has paid dividends with economic growth projected to surpass that of Saudi Arabia and Turkey within
ten years.
With a population of some 78 million people, 64% are
between ages 15-54, literate, educated, tech-savvy and

well-informed. A middle-class consumer base has created a buoyant marketplace for goods and services with
increased income equality, helping drive consumption
across the classes.
As well as serving a hungry consumer economy, Iran is
also desperate to bring in foreign help to assist in exploiting its oil and gas reserves, improve manufacturing and
industry, invest in its transport infrastructure, lift its
banking and finance sector and to create innovation in
environmental solutions.
This all spells good news for translation — the more
companies, organizations and entities working in or with
Iran, the more demand there will be for language services,
whether translating user manuals, marketing messages or
magazines.
The first to benefit will be Iran’s beleaguered translation sector. Forty years of pariah status has impacted the
country in many ways, with the sector perhaps illustrating
perfectly what the consequences of sanctions have been.
Students have been unable to travel, study and learn
and, as such, take back the ideas, solutions and best practices that are so important in driving any sector forward.
Work has been restricted due to the very limited trade and
economic activity that can happen with Iran. As a result,
Iranian translators have been deprived of the massive
variety of texts that their counterparts might be using
elsewhere. Being cut off from the world has deprived them
of knowledge and access to solutions, which has dramatically suppressed any modernization of the sector. Paper
and pen is still the default method of translation for many;
computer-based translation tools are but a dream.
Economically, sanctions have all but strangled Iranian
freelancers’ abilities to make a proper living from the profession. For one, getting paid is a major headache. Bank
payments are impossible, which leaves freelancers with
one or two online payment solutions that either charge
them extortionate exchange rates or can suspend their
accounts without notice. The only other alternative is to
find “brokers” who receive payments but then, of course,
take their cut.
A further result of the sanctions is that Iranian agencies
and freelancers are losing business to foreign agencies.
Unable to work directly with Iranians, large buyers of Farsi
translations are forced to go through vendors in places such
as India and Egypt to avoid direct contact. The result is a
loss of income for the Iranians as well as a loss of ownership
over the process and interaction with the end user.
It may therefore come as no surprise to learn that Iran’s
translation sector is highly fragmented. The private sector is dominated by small agencies and freelancers who
all serve a diverse customer base across the country from
the government to academia to business. The translation
August/September 2018
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economy is very much based on who
you know, with personal loyalties and
connections guaranteeing business.
Somewhat of a Wild West, the private
sector lacks regulation, standards
and leadership resulting in a disparate array of services and solutions
plagued by low rates, external competition and unqualified translators.
Within the public sector, work is
carried out by “certified” translators,
linguists who receive official recognition from the National Judicial System
to put their stamp on completed
translations. Unfortunately, the system
is abused by some certified translators
who have simply become stamping
machines — they stamp other translators’ work in exchange for payment as
opposed to doing the translation. The
result is inconsistency and an undermining of the profession, which is felt
very strongly both within and outside
the sector.
Trying to represent the sector within
Iran are the IACTI (Iranian Association of Certified Translators and Interpreters) and ITIA (Iranian Translators
and Interpreters Association), both
of which put on a limited number of
events and try to provide support to
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their members. Progress, for all the
reasons discussed regarding sanctions,
has been slow, with skepticism among
practitioners regarding the purpose of
such organizations not helping.
Although the picture being painted
is not overly positive, neither should
it be interpreted as overly negative.
Let’s remember this is a sector that
has had one hand tied behind its back
for decades. In fact, it is this handicap
that has forced the Iranian translators into being creative, resourceful
and self-reliant.
One simple example is the fact
that, despite international copyright
laws, Iranian translators have felt an
obligation to keep their compatriots
in touch with the latest ideas, technology and fashions through translation of thousands of foreign books,
novels and texts. Working with poor
resources and overcoming major IT
challenges, it is these translators who
have grappled with new terminologies, concepts and formats helping not
only the country, but also keeping the
translation tradition alive and kicking.
Alongside this, there has also
been the need for Iran to learn new
languages. Traditionally reliant on

French and English, the country was
forced into learning the languages of
new trade partners such as Russian,
Spanish, Mandarin, Korean and
Japanese, which has now created a
talent pool offering extremely niche
language combinations.
If anything, this should be the
takeaway message — that Iran is both
resourceful and ready. Its potential has been severely crushed for
decades, yet it has always managed
to punch above its weight. With its
shackles removed and well-intentioned outside help, the translation
industry in Iran is ready to explode
— in a good way. For the global translation industry, Asia’s next big thing
(maybe) is something to look forward
to, giving us all an injection of future
promise and profits.
At a political level, although things
are turbulent, there is currently a
window of opportunity not only in
terms of new markets, clients, partners and income streams, but also
for the industry as a whole to provide
support to colleagues and peers in
Iran through collaboration. Their
arms are wide open and welcoming…
it’s now down to us. [M]
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The struggle for regional
dominance in the Middle East

Thomas Gilmartin
Thomas Gilmartin is a freelance writer with a degree in history, a master's
in international relations and a law degree from King's College London. He
worked for several years at a high-profile anti-corruption tribunal in Dublin.
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To many onlookers, the nature of diplomatic

relationships between the nations of the Middle
East can seem labyrinthine in their complexity — a tangled mess of shifting political strands
which can, in comparison, make the struggle for
Westeros, in the HBO television series Game of
Thrones, seem straightforward.

Some alliances have stood the test of time while others
have foundered. Wars can be, and are, conducted by proxy,
with larger powers fighting each other through war-ravaged
smaller countries. Former enemies can find it useful to bury
the hatchet and to become, if not friends, at least uneasy
bedfellows. The main powers in this saga are Saudi Arabia,
which is the home of Sunni Wahhabi extremism, Shi’a Iran
and the Jewish state of Israel (though religion is only a part
of the story).
In this overview, we will take a necessarily brief and incomplete look at some of the key elements of the region’s current
political chess board. Many consider the epicenter of violence
in the Middle East to be the 70-year Israeli conflict with the
Palestinians, which continues to cost many lives among the
impoverished population of Gaza. This piece, however, will
look more at the other conflicts, diplomatic and military, currently plaguing the region as the Middle East’s most powerful
actors vie for dominance. Any regional localization strategy
needs to take these realities into consideration.

The ethno-linguistic substrata
Arabic, a member of the Afro-Asiatic language family (as is Hebrew), is the most widely spoken language
in the region, used commonly as a first language (albeit
with regional dialect variations) throughout the entire
Arabian Peninsula, across North Africa, and in Lebanon,
Syria, Iraq, Jordan and Palestine. As the language of the
Quran, Arabic is also widely known beyond these countries, including as a de facto official language in Israel. The
rise of Arabic, emerging from the Arabian peninsula to a
position of cultural dominance across the Levant, North
Africa and southern Europe (until the reconquest of Spain
in the 15th century), was seen as a threat by other ethnolinguistic traditions in those regions, not the least being
the Persian/Farsi culture of much of modern-day Iran.
Farsi, the majority language in Iran, is a member of the
Indo-European language family, sharing a common linguistic
ancestor with nearly every language in Europe. There is a
popular Iranian saying that “Arabi ‘Ilm Ast, Parsi Shikar Ast,”
or “Arabic represents knowledge, but Farsi represents sweetness” — which, to some Arabs, is illustrative of a cultural condescension exhibited by Iranians towards them (it should be
added that only 60% of Iranians speak Farsi as a first language,

54

and that Iran is not a synonym for Persia). There is a stubborn cultural resistance in Iran to the idea of being subsumed
within an Arabic-dominated Islamic world, and part of that
is certainly due to a sense, among many Iranians, of Arabic
language and culture being inferior. Conflict between Persia/
Iran and the Arabs dates back 1,500 years, to the destruction
of the Sassanid Empire by Arab Bedouins (which many Iranians see as having led to their country’s cultural and economic
stagnation). While the Sunni/Shi’a divide plays a large part
in the enmity between Arab countries and Iran, there is an
underlying ethnolinguistic tension.
Azerbaijani Turkish is the second most common spoken language in Iran, being the primary tongue of perhaps
a third of the population. Turkish is a member of the
Turkic language family (which includes languages spoken
across several central Asian countries) and forms the third
major linguistic population grouping in the Middle East. It
serves to make Turkey somewhat politically and culturally
semidetached from their fellow Sunni Arabs, as does the
stubbornly secular tradition instituted in Turkey by the
nationalist leader Mustafa Kemal Atatürk in 1923, after
the fall of the Ottoman Empire — including the use of the
Latin alphabet in place of the Arabic one.
The imposition of Turkish language and identity on
Kurds within Turkey since the days of Atatürk is the main
source of the Kurdish conflict with the Turkish government
today. Similarly, the Berbers of North Africa, particularly in
Libya and Algeria, have struggled to maintain their ethnolinguistic identity in the face of neglect or repression by
Arab-speaking states. In Israel, it is Arabic that is seen as
being under threat. Though Hebrew and Arabic have been
de facto official languages, the reality is that they are not
treated equally — there is a marked social disadvantage
in the use of Arabic compared to the use of Hebrew. In
July 2018, the Knesset passed a “Jewish Nation State” bill
into law which, among several controversial provisions,
strips Arabic of its status as an official language. This
drew condemnation from Israeli Arab politicians. There
is, however, a linguistic patchwork in Israel — Israeli Jews
might speak Russian, French or English more commonly
than Hebrew, and Arabic speakers might speak a dialect
such as Bedouin that would be difficult for those speaking
another dialect, such as Palestinian, to understand.
What all of this serves to illustrate is that relationships
between countries and cultures in the Middle East are not
to be viewed through the prism of solely — or even mainly
— religious differences (Jews versus Muslims, Sunni versus
Shia). Rather, there is an underlying cultural and linguistic
story, one which is known in Europe and throughout the
world: longstanding ethnocultural enmities, with religious
differences serving only to obscure these underlying causes.
In much the same manner, lazy commentators refer to the
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conflict in Northern Ireland as being
Catholic versus Protestant, when it
is in fact much more comprehensible
as a conflict about ethnic origin and
political worldview.

need of basic aid and protection. Since
the death of Saleh, and the unqualified
support given to Saudi Arabia by President Trump, the prospect of peace in
Yemen looks as remote as ever.

Saudi Arabia and Iran fight
by proxy in Yemen

Iranian efforts to undermine
Saudi-backed rule

Saudi Arabia and Iran are the two
largest and most powerful actors in
the region, and relations between
them are strained, to say the least —
with the religious Sunni/Shi’a divide
playing a major role in this rivalry, but
a large portion of the enmity rooted in
centuries of mutual cultural suspicion.
Iran has been beset by internal protests, and US President Donald Trump
has repudiated a peace deal with Iran
achieved by his predecessor Barack
Obama (though other Western powers continue to back it). Saudi Arabia’s
young crown prince Mohammed bin
Salman has promised internal reforms,
but there has been no change in the
country’s position on Iran, or vice versa.
This rivalry is being played out via
a squalid proxy war in the poorest
country in the entire region, Yemen.
Saudi Arabia suspects Iran of having
backed the Shi’a Houthi rebels who
seized control of the Yemeni capital,
Sana’a, in 2014, overthrowing the
Sunni-led government of Abd-Rabbu
Mansour Hadi (with the assistance of
his predecessor and former boss, Ali
Abdullah Saleh, who later turned on
the Houthi rebels, tried to take control of the capital from them, and was
killed by his erstwhile allies).
Saudi-led forces, which include
the United Arab Emirates (UAE) have
been bombing Yemen using British and
American planes, hardware and weaponry since 2015, aiming to oust the
Houthi rebels. The UN has described
those attacks as indiscriminate, with
civilian areas being shelled and more
than 10,000 people being killed. The
resulting humanitarian catastrophe
has led to 22 million (three-quarters of
the population) being left in desperate

In Bahrain and the east of Saudi
Arabia, Iran has looked to undermine
Saudi or Saudi-allied rule by fomenting unrest among the Shia populations
there. A Shia uprising in Bahrain in
2012 led to the Saudis sending armed
forces across the border to help put it
down. Iran is still accused of supporting militant groups with weapons,
intelligence and training, but also of
using its financial clout to skirt sanctions and sponsor spies, lobbyists and
militia elsewhere. The UK and the USA
both operate military bases in Bahrain,

from which they can reinforce their
naval presence in the Gulf. Bahrain,
the UAE and Saudi Arabia are key
allies in the region for the NATO powers. They have even expressed support,
against Iran, for that traditional enemy
of many Arab countries, Israel.

Saudi Arabia, the UAE and
Egypt versus Qatar
Qatar is a small, oil-wealthy state, led
by emir Sheikh Tamim bin Hamad alThani, which hit headlines in 2017 when
its more powerful neighbors, Saudi
Arabia and the UAE, imposed sanctions
on it for what they described as Qatar’s
support for terrorism and extremism.
In a bizarre series of events in the days
following US President Donald Trump’s
meeting with Gulf leaders in Riyadh in
May 2017, news broke of statements
attributed to the emir, which the latter
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Iran, Saudi Arabia and Israel
face off in Lebanon and Syria

denied making, expressing support for
rapprochement with Iran.
The Saudis claimed that Qatar
had become too close to Iran and
Israel, as well as Hamas in Gaza and
Hezbollah in Lebanon and Syria. It
was subsequently claimed that the
state-run Qatar News Agency had
been hacked to publish those statements. Not unreasonably, Qatar asked
how it could be possible that it was
simultaneously supporting Shi’a Iran
and Sunni extremists, including ISIS
and the Muslim Brotherhood, which
despise Iran, as well as supporting
Israel at the same time as Hamas and
Hezbollah. Others noticed the irony
of Saudi Arabia accusing Qatar of
funding Islamic extremism, given its
own record in that area.
On June 5-6, 2017, Saudi Arabia,
the UAE, Egypt, the Maldives and
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Bahrain all broke off diplomatic relations with Qatar, with borders closed
and trade restricted. Qatari nationals
and diplomats were expelled from
those countries, and demands were
made that Qatar shut down the Al
Jazeera television network (which
had been perceived as a source of
criticism of the Saudi regime); close
Turkish military bases in Qatar; expel
resident members of Hamas and the
Muslim Brotherhood; and pay reparations to make up for several years
of being troublesome. Kuwait and
Oman, fearful of the power of Saudi
Arabia in the region, remained neutral. The economic impact has been
largely neutralized by the continuing
trade relationship between Qatar and
other countries, particularly Turkey
and Russia, though the sanctions
remain in place as of summer 2018.

One of the key allegations made by
opponents of Iran is that it is using
Shi’a proxy organizations to throw
its weight around throughout the
region, and Hezbollah is the foremost among them. Israel and Saudi
Arabia both fear the influence of Iran
in Lebanon via Hezbollah, as well as
the role of both in the Syrian civil war
(in support of Syrian dictator Bashar
al-Assad). The origins of Hezbollah’s
power lie in its resistance to Israeli
occupation in southern Lebanon
between 1985 and 2000 — it was
credited with forcing Israeli withdrawal in 2000 and again in 2006, following another period of occupation.
Lebanese prime minister Saad
Hariri, a Sunni who had led a coalition
government that included Hezbollah
ministers as well as Sunnis and Christians, mysteriously and suddenly
resigned his office while on a visit to
Saudi Arabia in November 2017. His
resignation was widely perceived to
have been somehow forced by Saudi
Arabia, which wanted to undermine
Hezbollah’s position in the country
in advance of imposing sanctions
on the organization. Hezbollah,
however, turned that situation to its
own advantage, rallying the country
behind the government against
foreign influence, with Hariri subsequently withdrawing his resignation.
It seems that Hezbollah’s position in
Lebanon as a virtual state within a
state has been entrenched, including
in the country’s military and security
services, and that Iran’s influence has
been further enhanced, contrary to
intention, by Saudi meddling.
Hezbollah’s role in Syria, however,
has raised its profile, membership
and capabilities to a different plane.
Though it has lost in the region of
1,200 members in that brutal civil war,
fighting alongside the Syrian government and the Russians against the
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Free Syrian Army and ISIS, it has also honed its fighting
skills and has recruited many more fighters, while acquiring
tanks and sophisticated weaponry. Much of that growth
has been funded directly by Iran. The organization has been
credited with protecting Lebanon’s borders against ISIS and
al-Qaeda extremists, another reason for its popularity in
Lebanon — and not just among the Shi’a population. More
strategically, Hezbollah’s position in Syria creates a direct
corridor between Beirut and Tehran, and it is unlikely that
either Hezbollah or the Iranian government will want to see
that link severed upon conclusion of the civil war. It also
gives Hezbollah a strong presence along a long stretch of
Israel’s northern borders. Taken together with the Iranian
political and economic dominance of Iraq since the construction of a post-Saddam coalition government in Baghdad, Saudi and Israeli fears of Iranian regional hegemony
are easy to understand.
For the moment, Hezbollah (and thus Iran) are perceived
to have the upper hand against Saudi Arabia and Israel in the
propaganda war taking place in Lebanon and Syria, but the
situation is fluid. Israel, which accuses Hezbollah of assisting
the Sunni Islamist Palestinian militant organization Hamas
by building rocket and missile factories for them as well
as providing them with bases in Lebanon, has threatened
military action. Israel has also been a prime mover in convincing President Trump to reimpose American sanctions
on Iran, previously withdrawn by former President Barack
Obama when a multilateral agreement on scaling back the
Iranian nuclear program was reached.

Turkey and the Kurds in Syria and Iraq
The war against Sunni extremists ISIS in both Iraq and Syria
saw some desperate and heroic fighting by, among others, the
Iraqi Kurdish fighters of the Peshmerga (literally “Those who
face death”) and the Syrian YPG (People’s Protection Units).
The traditional Kurdish homelands lie to the north of Syria
and Iraq, crossing the borders of both into Turkey. The expansion of the so-called Islamic State threatened those lands with
the type of fanatical barbarianism witnessed elsewhere in the
region. The Peshmerga and the YPG managed to stave off ISIS
at a time when they seemed to be unstoppable, and stories
of the bravery of its male and female fighters inspired many
westerners to travel to join them in their fight.
Militant Kurdish nationalists, particularly the Kurdish
Workers’ Party (PKK) have been involved in a guerrilla
campaign against Turkey, in which the bulk of the Kurdish
territories lie, since 1984, in opposition to Turkey’s ban
on acknowledging their separate ethnolinguistic identity
and in an effort to bring about a cross-border Kurdish
state. Turkey responded forcefully to the campaign, with
tens of thousands of Kurds killed in its efforts to crush the
insurgency (the Kurdish militants have killed over 8,000

people). A ceasefire of nearly five years ended in 2004, and
a two-year ceasefire ended in 2015. One of the reasons
for the latter was that Turkey had begun shelling Kurdish
forces in Iraq while they were fighting ISIS.
Kurdish forces in Iraq were (and are) backed by the
US-led coalition forces there — the CIA trained the Peshmerga, who played a key role in the conflict that led to
Saddam Hussein’s fall. Turkey is a strategically important
member of NATO. Thus, Western powers have been
placed in a dilemma. They do not wish to alienate Turkey,
even under its increasingly autocratic president, Recep
Tayyip Erdogan, but they also see the Kurds as allies in the
Syrian and Iraqi conflicts and post-conflict environments.
They continue to fight alongside each other against ISIS.
Erdogan is angry about what is perceived as NATO collaboration with, and empowerment of, terrorists bent on
dismembering Turkey. The Turks have thus carried out a
number of attacks against the Kurds in Syria and Iraq, despite
the Kurds helping spearhead the US fight against ISIS. This
has led to US commanders on the ground warning that they
and hundreds of American troops were prepared to engage
with Turkish forces to protect their Kurdish allies. Turkey
sent troops to take control of the Kurdish Syrian enclave of
Afrin in January 2018, threatening to then move on to the
town of Manbij, where US special forces were operating in
alliance with the Kurdish YPG. The Americans threatened
to open fire on their NATO “allies” if they did.
In an effort to appease Erdogan, former US President
Barack Obama agreed to Kurdish forces being pulled back
to the east of the River Euphrates, and an agreement was
reached to pull Kurdish militia out of Manbij in June 2018.
However, the Kurds are in turn threatening to pull back
from the frontline of the fight against ISIS if they feel that
they are in danger of being betrayed, and many Americans,
including the Pentagon and many military commanders,
share their concerns. It is difficult to see how Western
powers will ultimately be able to square this circle.

Future
The Middle East is a region that has been beset by tribal
conflict for many hundreds of years. Conflicts have been
massively compounded by 19th and 20th century Western
imperialism, with its history of disastrous interventionism,
its arbitrary and unnatural political boundaries and its
callous diplomatic model of “divide and rule.” Add in the
extreme religious zealotry associated with Sunni Wahhabism and revolutionary Shiism, and the transformation
of regional politics by oil-based wealth, and then there is the
perfect mix for decades of intractable political and military
conflict. Every attempt to help solve these problems seems
to create more. By comparison, Westeros seems like a
model of peaceful coexistence. [M]
August/September 2018
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Localization Association
Association of
Language Companies

The Association of Language Companies (ALC)
is a national trade association representing businesses that provide translation, interpretation,
localization, language testing and language training services. The association provides valuable
information to members and nonmembers with
its industry survey and with updates on government 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 18

European Language
Industry Association (Elia)

Elia is the European not-for-profit association of
language service companies with a mission to accelerate 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 association for the language services industry in Europe.
Elia Brussels, Belgium
Email: info@elia-association.org
Web: http://elia-association.org
Ad on page 10

58

The Globalization and Localization Association (GALA) is a global, nonprofit trade association 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
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Conferences

Automated Translation
Game Global
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
automatic speech recognition and optical character recognition. 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 29
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Born from LocWorld’s successful Game Localization 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 twoday event is to help improve the gaming industry
through networking, sharing insights and learning. 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
Email: info@gameglobalforum.com
Web: http://gameglobalforum.com
Ad on page 43
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& Unicode Conference

For over 25 years the Internationalization &
Unicode® Conference (IUC) has been the preeminent event highlighting the latest innovations
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and best practices of global and multilingual
software providers. Join us in Santa Clara to contribute your ideas and experiences working with
natural languages, multicultural user interfaces,
producing and supporting multinational and multilingual products, linguistic algorithms, applying internationalization across mobile and social
media platforms, or advancements in relevant
standards.
The Unicode Consortium Mountain View, CA USA
+1 408-401-8915
Email: rick@unicode.org
Web: www.unicodeconference.org/ml-bg
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LocWorld

LocWorld conferences are dedicated to the
language and localization industries. Our constituents 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 service and technology providers and to network with their peers. Handson 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 11

Consulting Services
LocalizationGuy, LLC

LocalizationGuy, LLC, is a consultancy serving buyers and providers of language services.
We help companies that buy language services
to identify and deploy optimal localization solutions to fit their needs. We offer veteran expertise as our clients navigate the many personnel,
process and technology decisions involved
in running effective localization operations,
whether in-house or through external localization vendors. LocalizationGuy also helps language service providers formulate business
goals, develop and implement sound business
strategies and launch strategic marketing efforts.
LocalizationGuy is led by a 20-year localization
industry veteran and former chairman of the

Enterprise Solutions

Globalization and Localization Association.
LocalizationGuy, LLC Minneapolis, MN USA
612-986-3108
Email: info@localizationguy.com
Web: www.localizationguy.com

Desktop Publishing

STAR Group
Multiple Platforms

Global DTP

Global DTP s.r.o., based in the Czech Republic, offers professional multilingual desktop publishing
and media engineering solutions to the localization 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

Education

Quality Training in
Localization & Global Marketing

The Localization Institute is the leader in educational 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 develop comprehensive
certification programs in localization 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 15

STAR is a leader in information management,
localization, internationalization and globalization
services and solutions such as GRIPS (Global Real
Time Information Processing Solution), STAR CLM
(Corporate Language Management) including
Transit (Translation & Localization), TermStar/
WebTerm (Terminology Management), STAR MT
(Corporate Machine Translation), STAR WebCheck
(Online Translation Reviewing) and MindReader (Authoring Assistance). With more than
50 offices in 30 countries and a global network
of prequalified freelance translators, STAR
provides a unique combination of information
management 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 12

Localization Services

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 technical localization services, prepress and publication 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 specialization are the medical, life
sciences, IT/telecommunications 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 25
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Total Solutions for Your Business

E4NET is a total localization solutions provider
including translation, DTP, recording, and specialized in Asian localization covering all major Asian
and regional tier 3 languages. We have 20+ years of
successful localization production experience with
major projects for IBM, Microsoft, SAP, Oracle,
HP, LG Electronics, Panasonic and more. E4NET
is now providing patent translation 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 empowering communications for leading multinationals, specializing
in industries including life sciences, games, manufacturing, IT and software, automation, electronics
and telecommunications. Today, EC Innovations has
grown into 11 strategically located global offices with
400+ full-time employees 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, Vietnamese, 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 language
services to industry leaders mainly in software
localization, translation, DTP, engineering, QA,
testing and voiceover areas. The company has a
solid customer base and is proud of its successful
past assignments which led to long-term collaborations. With 51 permanent staff in the production
offices in Turkey and Egypt for Turkish and Arabic
languages, ES is a reliable, experienced, 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

Mobico is the new brand name of Saltlux’s technical 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 on creating
Korean manuals and East Asian language translations evolved into a one-stop service provider for
all your needs in the world of business today, including multilingual translation, localization, DTP,
TW and MTPE. The relentless pursuit of progress
and perfection results in the use of state-of-theart technology and processes, which in turn lead
to superior translation quality with shorter turnaround times and therefore to greater customer
satisfaction.
Languages: More than 70 languages
Saltlux, Inc. Seoul, South Korea
+82-2-2193-1725
Email: sales@mobico.com
Web: www.mobico.com/en
Ad on page 47

EuroGreek Translations Limited

Established in 1986, EuroGreek Translations
Limited is Europe’s leading Greek localizer, specializing in medical, 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 67

Find news and views about the global language
industry at https://multilingual.com/insights
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Moravia: An RWS Company

Moravia is a leading globalization solution provider, enabling companies in the information
technology, eLearning, life sciences, consumer
electronics and telecommunications industries
to enter global markets with high-quality multilingual products. Moravia’s solutions include
localization, product testing, multilingual publishing, technical translation, content creation,
machine translation and workflow consulting.
Adobe®, IBM, Microsoft, Oracle and Toshiba are
among some of the leading companies that depend on Moravia for accurate, on-time and economical localization. With global headquarters in
Brno, Czech Republic, Moravia has local offices
in Europe, the United States, Japan, China and
Latin America. To learn more, please visit us at
www.moravia.com.
Languages: All
Moravia: An RWS Company
USA: Thousand Oaks, CA USA, 805-262-0055
Email: info@moravia.com, Web: www.moravia.com
Europe: 420-545-552-222, Email: europe@moravia.com
Ireland: 353-1-709-9822, Email: ireland@moravia.com
Asia: 86-25-8689-6500, Email: asia@moravia.com
Japan: 81-3-3354-3320, Email: japan@moravia.com
Argentina: 54-341-481-2992, Email: argentina@moravia.com
Ad on page 68

buyer’s
guide
We add local flavour
to your global business

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 enterprises, NGOs and the European Union.
ORCO is certified according to ISO 17100 & 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

Vistatec

We have been helping some of the world’s most
iconic brands to optimize their global commercial 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 26

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 49

tors within our industry. We facilitate cross-functional collaboration among the diverse sectors and
stakeholders within the language industry and instigate transparency, 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

Nonprofit Organizations
Translators without Borders

Joint National Committee
for Languages

The Joint National Committee for Languages
and the National Council for Languages and
International Studies (JNCL-NCLIS) represent the
interests of over 140 member organizations, associations 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

Terminology Management
Kaleidoscope

Protecting Translators and
Interpreters Worldwide

Red T is a 501(c)(3) nonprofit organization advocating for the protection of translators and interpreters
in high-risk settings.
Red T New York, NY USA
+1-212-675-0451
Email: contact@red-t.org
Web: http://red-t.org

Translation Commons

Originally founded in 1993 in France as Traducteurs
sans Frontières by Lori Thicke and Ros SmithThomas to link the world's translators to vetted NGOs that focus on health and education,
Translators without Borders (TWB) is a US
nonprofit 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 information in the language of the affected
population.
Languages: 190 language pairs
Translators without Borders CT, USA
Email: info@translatorswithoutborders.org
Web: www.translatorswithoutborders.org

Translation Commons is a nonprofit US public
charity powered by translators. We are a volunteerbased online community aiming to help our
language community thrive and bridge all the sec-

Taking your content global — with Kaleidoscope
your product will speak every language! The combination of decades of expertise, our software solutions 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
largest and most innovative translation agency,
Kaleidoscope 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 52
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Plunet BusinessManager

Wordbee Translator

Plunet develops and markets the business and workflow 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 automation and flexibility for professional language service
providers and translation departments. Using a webbased platform, Plunet integrates translation software, 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, comprehensive financial reports, flexible job and workflow management 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
Ad on page 9

Wordbee is the leading choice for enterprises and language service providers that need to save money and
make their company run more efficiently. 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
calculation, 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

Multiple Platforms

Consoltec

Multiple Platforms

Consoltec offers FlowFit-TMS, a web-based translation management system that helps you simplify
and optimize your projects, while reducing your
administrative costs. FlowFit can also be used for
many other project types. FlowFit provides fully
customizable web portals for clients, providers and
project management. Get an accurate overview of
your teams’ workload in real time and select the best
available providers. Manage your clients, contacts
and internal/external providers effectively with the
new CRM features. Use Timesheet to track the time
spent on projects and tasks. Connect seamlessly
to your favorite CAT tools (memoQ, SDL Studio,
LogiTerm) and get comprehensive reports that provide enhanced insight on production, productivity,
costs and translation memory efficiency.
Consoltec Montreal, Québec, Canada
+1-833-356-9348
Email: info@consoltec.ca, Web: www.consoltec.ca

Web-based

XTM: Better Translation Technology
Multiple Platforms

Memsource

Smartling

Memsource is a leading cloud-based translation management system that enables global companies, translation agencies and translators to collaborate in one
secure, online location. Internationally 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 professionals from around the world who rely on Memsource 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 48

Smartling helps ambitious brands access more markets, deliver better experiences and build stronger
relationships by transforming the way their content
is created and consumed around the world. Our
translation management software prioritizes process automation and intelligent collaboration so that
companies can quickly and cost-effectively localize
their websites, apps and documents with minimal IT
involvement. Additionally, our curated community
of professional translators is continuously measured
to ensure the highest quality standards and is readily available to serve a variety of linguistic needs. To
find out how our unique approach has helped brands
like British Airways, Spotify and WeWork tell a global
story, visit www.smartling.com.
Smartling New York, NY USA
1-866-707-6278
Email: hi@smartling.com
Web: www.smartling.com
Ad on page 2
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XTM is a fully featured online CAT tool and translation 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 maintenance required.
Rapidly create new projects from all common file
types using the templates provided 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: www.xtm-intl.com
Ad on page 21

Translation Services

3:52 PM

Native into English
Medical Translation

Medical device, pharmaceutical, clinical trial texts
into UK, US English and more! Specialized in medical
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and technical fields, our native into English team has
earned an excellent reputation for translation quality,
terminology expertise and in-depth understanding
of client goals and expectations. Since 1999, we have
provided a flexible, reliable, high capacity service,
with dedicated project managers, subject matter
expert translators and all the latest CAT tools and
technology. What’s more, our rates and terms are customer-friendly, with no surcharges for short deadlines
or complex texts guaranteed!
Languages: From all European and major Asian
languages to/from English
Albion Languages Budapest, Hungary
+3617933610
Email: info@albionlanguages.com
Web: http://albionlanguages.com

birotranslations

Founded in 1992, birotranslations specializes
in life science, legal, technical, IT and automotive translations 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
partnership with the world's top 100 MLVs and
many end-clients all around the globe. With our
experienced project managers, extensive network
of expert linguists and usage of the latest CAT
tool technology, 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
Ad on page 30

Translation Services Provider in SEE

Ciklopea is a leading provider of professional
language solutions specialized in translation,
localization and consulting, enabling companies
to reach, engage and support their global clients
and customers. Our linguistic products have been
developed to accommodate the specific requirements, dynamics and prospects of the life sciences, IT, software, technology and manufacturing
industries. Ciklopea is certified in accordance with
the standards ISO 17100:2015, ISO 9001:2008 and

ISO 27001:2013.
Languages: More than 30 languages
Ciklopea d.o.o. Zagreb, Croatia
+385-1-3751736
Email: sales@ciklopea.com, Web: www.ciklopea.com
Ad on page 31

GlobalWay Co., Ltd.

GlobalWay, a leading localization company in
Korea, provides professional localization and globalization 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 translate 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

Asianlization with HansemEUG

With more than 180 trained in-house staff and
EN15038 and ISO9001 certification, HansemEUG
has become the largest LSP in Korea. Specialized
in Korean, Chinese, Japanese, Vietnamese, Thai,
Malay, Indonesian, MEA and African languages,
HansemEUG provides a one-stop solution with
a broad spectrum of language services including:
HQAS (Hansem Quality Audit Services) with a
medical advisory board, expedited services with inhouse DTP production, MT engine optimization,
data solutions and system development, technical
authoring and consulting services for Chinese GB
compliance. Our headquarters are located in Korea
and a language center is in Vietnam.
Languages: More than 10
HansemEUG, Inc.
Suwon-si, Gyeonggi-do, Republic of Korea
Korea: +82-31-226-5042
Email: info@ezuserguide.com
N. America: +1-800-532-4176
Email: overseas_sales@ezuserguide.com
Web: www.ezuserguide.com
Ad on page 17

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 Guatemala. 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 ontime 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 efficiency and provide consistency
across all forms of communication. With offices
around the world, LinguaLinx provides organizations with localization solutions that fit their
needs including: translation and interpretation,
marketing communications and website localization, translation memory deployment, 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

Follow us on Facebook
facebook.com/MultilingualMagazine
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LocaTran Translations

LocaTran Translations Ltd., established in 2004,
is an ISO 9001:2008-certified company with its
headquarters in Shanghai, which is China's most
progressive city. As a team of dedicated professionals, we offer a range of translation and localization
services encompassing Chinese, Japanese, Korean,
Thai, Malay, Indonesian, Vietnamese and other
Asian languages in the diverse fields of marketing,
legal, IT, manufacturing, medical and many more.
We count Deloitte, AECOM, AIA, ARM, Samsung
as well as language service providers worldwide
among our loyal clientele. At LocaTran Translations, we consistently ensure that we provide firstrate quality, beyond expectations.
Languages: Chinese, Japanese, Korean, Thai, Malay,
Indonesian, Vietnamese
LocaTran Translations Ltd. Shanghai, China
+86-21-63760188
Email: info@locatran.com
Web: www.locatran.com

Since 2005, No Matter What!

LtoI has consistently been an expert in the localization of the Korean language. With this experience,
we are sincerely striving to grow together with our
partners through the next decades. Our motto is
“There are customers who have not worked with us
yet, but no customers work with us just once.” With
this in mind, we provide localization services in the
following fields: storage, database, IT hardware,
medical, travel with TEP, MTPE, DTP, marketing,
eLearning, UI, UA and more. Moreover, LtoI has
been a premium vendor for MLVs and direct clients
with competitive and reasonable prices.
Languages: English into Korean and vice versa,
Chinese, Japanese, Taiwanese
LtoI, Inc. Seoul, South Korea
82-2-780-0401
Email: sales@ltoi.co.kr
Web: www.ltoi.co.kr

Medical Translations Only

MediLingua is one of the few medical translation
specialists in Europe. We only do medical. We provide 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
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and biotechnology companies; medical publishers;
national and international medical organizations;
and other customers in the medical sector. Projects
include the translation of documentation for medical devices, surgical instruments, hospital equipment and medical software; medical information
for patients, medical students and physicians; scientific 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
Ads on page 31

Rheinschrift Language Services

Outstanding localization requires world-class experience. Rheinschrift gives your business a native voice in the German-speaking world. We offer
more than 20 years’ experience providing translations 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 glossaries,
post-editing, project management and desktop 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
languages
Rheinschrift Language Services
Cologne, Germany
+49-(0)221-80-19-28-0
Email: contact@rheinschrift.de
Web: www.rheinschrift.de
Ad on page 55

equipment, our team of foreign language professionals delivers the highest quality translations in a costeffective 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

The Polish Language Specialists

Wratislavia Translation House Sp. z o.o., established
in 2005, is an ISO 17100-certified company with
headquarters in Wrocław. We provide customized
translation 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 and 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 translators specialized in various industries.
Our experienced project managers, strict quality
procedures and modern CAT tools allow us to deliver
high-quality service beyond our customers’ expectations in compliance with confidentiality policies.
Languages: Polish to/from major European languages
Wratislavia Translation House Sp. z o.o.
Wrocław, Poland, +48 71 33 50 510
Email: wth@wth.pl, Web: www.wth.pl

Translation Tools

1

The tool you want for your projects
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 marketing 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 management process and state-of-the-art software and
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Ever dreamt of increasing your profits by 15%?
That’s what you get with MateCat. By reusing content
from public and private translation memories and
artificial intelligence, MateCat lets you reduce the
cost and turnaround time of all your translations.
Integrate machine learning in your translations.
Focus on creative and cognitive processes rather
than wasting time on repetitive tasks that are more
suited to machines. Let MateCat take care of repetitive and boring tasks like fixing machine translation
errors and placing the tags in the target text. Visit
www.matecat.com to start translating. It’s free.
Languages: All
MateCat srl Rome, Italy
+39 06 90254001
Email: support@matecat.com, Web: www.matecat.com
Ad on page 3

buyer’s
guide
Seattle
October 17 - 19, 2018
memoQ

memoQ is a technology provider that has been
delivering 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,
interoperability 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

Bell Harbor International Conference Center

SDL plc

SDL is the global innovator in language translation 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

The world’s #1
Localization Conference & Exhibition Series

Learn more at
locworld.com/locworld38

Educators:

We want to help you help your students

Help further your students’ understanding of the intersection of
language, technology and culture via articles written by experts
around the world. Provide them with a digital subscription to
MultiLingual with our compliments.

Contact us at subscriptions@multilingual.com to learn more
about utilizing MultiLingual in your classroom.
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Takeaway
Navigating picky Japanese
grammatical preferences
Rie Fukuoka

Rie Fukuoka is the Japanese linguist of 1-StopAsia and an
honorary member of Pi Delta Phi. She has been translating for 20
years. She holds post-doctoral degrees in social psychology and
comparative literature from the University of Southern California.

Translating English into Japanese is not an easy task.
The ordering of Japanese grammatical units makes it even
worse. In English, each word has a specified place in a sentence, more or less. The verb comes right after the subject,
and usually either an object or complimentary phrase follows them. But, in Japanese, it is different. The verb must
always come at the end of a sentence. Other than that, subject/object/complement units can be placed anywhere.
This means that a simple sentence like “I picked flowers for
my mom today” can be translated into Japanese six ways.
Tricky, right? So, how do Japanese translators pick the
“best” from these six translations?

In technical writing, Japanese has a special rule for
word order. However, I have never seen it written down
in a localization style guide. The Japanese learn this by
reading an abundant number of technical documents.
For sentences that are nontechnical in nature, Japanese pick the “best” based on their personal preference.
Unless you know the preference of your Japanese customer, you will not be successful in the Japanese translation industry. So, start analyzing their preference!
Sometimes, this can mean browsing their websites, if
you don’t outright ask them.
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Consider this sentence:
“① Today, | ② I | ③ went | ④ on a stroll | ⑤ with
my father”
In English, the order is typically fixed. “With my
father went today I on a stroll” does not make any
sense. But let’s translate “Today, I went on a stroll with
my father” in Japanese:
“①今日、②私は ④ 散歩を ⑤ お父さんと ③ し
ました。”
In Japanese, the first person pronoun “I” is usually
omitted. So here, we remove ② 私は.
Unlike English, Japanese words can be placed
in different orders, and yet the sentence can retain
the same meaning. However, there is one exception: the verb must always come at the end. From
this rule, we can make out six different ways to
express “Today, I went on a stroll with my father”
in Japanese.
①今日は |⑤ お父さんと | ④散歩を |③しました。
①今日は、| ④散歩を | ⑤お父さんと | ③しました。
⑤お父さんと | ①今日 | ④散歩を | ③しました。
⑤お父さんと | ④散歩を | ①今日 | ③しました。
④散歩を | ①今日 |⑤ お父さんと | ③しました。
④散歩を |⑤ お父さんと | ①今日 | ③しました。
Every native Japanese speaker tends to have their
own preference in terms of sequencing. This is one
of the reasons why English to Japanese translations
can be fairly complicated — especially when considering that Japanese clients often have a strong
preference for a specific sequencing. [M]
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