
multilingual.com

Sp
an

ish

The challenge of gender equality in Latin America
Embracing Spanish language (and culture)

Five takeaways from HubSpot’s international Spanish strategy

JAN/FEB 2019



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



We open up 
language
to everyone.

translated.com

Language shouldn’t be a barrier for anyone. That is 

why we work to create a future where everyone can 

communicate more meaningfully and be understood.

We seed and nurture solutions for today and design 

the ones for tomorrow. New workflows, new languages, 

new tools to build a service that helps shorten 

distances and break walls.

We use a powerful combination of human intelligence 

and technology to provide solutions for individuals, 

businesses, and our network of over 300,000 translators.

We believe in humans.

We believe in a flourishing and open future.

We are here to open up language to everyone.
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Post Editing

appy 2019 from all of us at MultiLingual!
 You may have noticed that this issue is thicker than 

normal. To bring ourselves fully into the modern 
era, we’ve gone to six issues a year rather than our 
previous eight, and have expanded each edition with 
more articles. You’ll get the same amount of content 
on a slightly more intuitive schedule. 

We’ve also revamped our digital edition so that it 
is friendlier on small screens and more interactive. 
So if you’re reading through the print version and 
you come across a screenshot from a video — there’s 
one in this issue; see if you can spot it — that means 
the actual video is available on our digital site. In this 
case, because our focus is Spanish, it’s a video about 
Spanish. 

 If you were one of the people who liked to browse 
our resource directory, it is still available online — we 
have a huge database of vendors to look through. We 
also have a buyer’s guide at the end of each issue.

 And of course the much-beloved content is still 
the same. We have a few articles on Spanish as well 
as gender attitudes in Latin America, and a plethora 
of extras, including David Filip’s biennial standards 
reader. 

We’re hoping you enjoy our updated format as 
much as we’ve enjoyed trying it out.   
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      Recaps 

LocWorld38 took place in Seattle 
October 17-19, 2018, after a six-year 
hiatus from the city. Future-focused 
presentations included “Alexa, What 
Does the Future of Localization Look 
Like?” However, RWS Moravia CEO 
Paul Danter noted in the keynote 
panel on October 19 that it is difficult 
to know which technology “is actually 
disruptive” until the future is hindsight.

With an eye on a digital future, 
the October 18 keynote speaker 
Marcus East, chief technology officer 
of National Geographic, spoke about 
how change is the only constant. The 
bad news, said East, is that many 
businesses are getting digital trans-
formation wrong, and as a result are 
not surviving. East said he believes 
that companies that survive “have a 
culture of change.” Specifically, they 
have flexible technology; a culture of 
experimentation; a culture of mea-
surement — the desire to measure 
results, either success or failure — 
collaboration; agility or “the ability 
to move really, really fast”; and the 
belief that “the customer is the king 
or queen.”

National Geographic has the big-
gest Instagram following of any cor-
porate brand; they have the most user 
engagement of any media company 
in the world. Their team “builds the 
product to serve a global audience” 
partly because the team itself is quite 
international. “Many companies 
today are not truly planning for a 
global audience,” East summarized.

His predictions for the future were 
that personalization will be increas-
ingly important, as will the internet 
of things, blockchain and AI.

Attendance at the event was high, 
pulling from nearby tech companies 
headquartered in Seattle, and Loc-
World's official networking events 
sponsored by a host of companies 
were popular.

LocWorld looks toward a digital future
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Recaps 

Second Game Global Summit considers best practices

Game Global Summit, focusing 
on game testing and localization, was 
held in Seattle October 16-17, 2018. 
Round tables focused on quality, 
player feedback, culturalization and 
more. Larger sessions included Karen 
Steven’s presentation on deaf gaming 
and a panel on localizing audio.

 During the closing session, present-
ers summarized interesting findings 
from the day’s round tables. Demid 
Tishin reported that role playing games 
are “more sensitive” to localization than 
some other types of games, following 
his round table on sentiment analysis. 
Gaëlle Caballero stated that “commu-
nication is key, strong management is 
key” when optimizing quality working 
with global teams, which is what her 
own round table focused on.

“The best practices that have 
been shared are very, very valu-
able,” Miguel Bernal-Merino stated 
at the closing session. “In terms of 
improvement, I’ve seen a few things 
we can work on,” said advisory board 
member Mathieu Lachance, with an 
eye aimed at future events.

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

www.plunet.com
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Recaps

The delegation tour for Japanese 
localizers took place October 17, 
organized by Miyuki Mori and Yoko 
Chiba from the Learn for Yourself 
Project in Tokyo, a LocWorld official 
partner. The aim of the delegation 
tour was to utilize the opportunity 
afforded by LocWorld38, where 
worldwide localization leaders got 
together in Seattle, the central loca-
tion of some of the world’s leading 
companies. 

Three Japanese women partici-
pated: Miyuki Myrthil from WeWork 
in New York; Yumiko Funakoshi 
from Crestec USA in Los Angeles; 
and Yumiko Metsugi from XTM 
International in Tokyo. This rare 
occasion to meet with the 
leaders of global enterprises 
was deeply appreciated by all 
participants.

The tour started with 
Tableau, a software company 
that offers an interactive 
visualization tool special-
ized in business intelligence. 
Daniel Sullivan, the director 
of global content readiness, 
told participants how he got 
into the localization mission 
at Tableau and how his team 

has been expanded. He discussed his 
experience living in Japan and inter-
acting with the Japanese’s sensitivity 
with localization tasks. 

After the lunch, partcipants met 
with Terence Maikels, the enterprise 
translation manager at Starbucks — 
at a vast Starbucks Reserve coffee 
bar where the rich aroma of coffee 
wafted. Maikels discussed the impor-
tance placed on the Starbucks voice, 
which is considered even into the 
most technical of enterprise content. 
Unlike SEO measures, voice and 
tone can’t be easily taught or learned. 
Translation quality also came up: in 
order to improve the quality of cor-
porate literature, in-market subject 

matter experts provide reviews and 
audits, despite not having profes-
sional backgrounds as translators or 
reviewers, and in addition to their 
day-to-day roles. 

Afterwards, three sessions were 
carried out at the LocWorld venue, 
Bell Harbor International Conference 
Center.

Gregor Kneitz, the localization ven-
dor manager at Facebook, explained 
the differences among translation, 
localization and internationalization. 
Randy Shoemake, department head 
of language services who has worked 
at Nintendo of America for more 
than 25 years, reminded participants 
of the importance of the enterprise’s 
communication during translation. 
Systems work effectively not only by 
improving speed and output through 
automation, but also providing qual-
ity communication among members. 
Information handling is often critical, 
especially in the marketing field, but 
it's also important to “surprise and 
delight” the audience.

Patrick McLoughlin, the manager 
of localization at Eventbrite, said 
their task is not simply to translate 
their existing English pages into 
other languages. Eventbrite, the 
worldwide online ticketing service, 
offers several languages on their 
website and on mobile apps. For 

example, they would have to 
implement payment systems 
that are generally used in 
Japan on their Japanese user 
interface. In other words, it 
is not so simple as to offer a 
language, but to offer their ser-
vices specifically for country.

On the following day, there 
was an optional tour to a local 
game developer, Big Fish. Yumi 
Okubo-Shuman, a manager of 
the localization engineering 
team, conducted the tour. 

Delegation tour for Japanese localizers comes to Seattle
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Would you introduce yourself?
Hilary Normanha. I work at a small 

tech company called Eezy as their 
product localization manager.
How did you get started in this 
industry?
Born and raised in the United 

States, I had the incredible op-
portunity to move to Brazil as a 
teenager where I ended up living 
for many years. One of my first 
jobs there was teaching English at 
a language school. The owner of 
the school got me started on the 
road to translation — I was hooked 
from day one, and the rest is his-
tory! Over the years I’ve always 
kept one foot in the localization 
industry (even when it didn’t pay 
the bills) because I enjoy it. It 
connects me back to that time of 
discovery when I first got hooked 
on languages and translation. 
More recently, I’ve dipped my 
toes into the tech side of the 
industry and it’s like falling in love 
all over again!
How long have you worked in it?

I have been in and out of the 
industry for 14 years.
What language(s) do you speak?
I speak English, Portuguese and 

Spanish. Disclaimer: although 
my written Spanish is pretty 
polished, my spoken Spanish fre-
quently slips into Portuñol. Brazil 
will forever have a hold on me!
What do you like to do in your 
spare time? 
I’ve always been a book nerd, 

so in my spare time I like to read. 
Fortunately I married another 
book nerd and we’ve got two 

little bookworms for kids so we 
spend our weekends reading 
together. Right now I’m reading 
In other Words by Jhumpa Lahiri, 
it’s about a mother who moves 
her family to Rome seeking an 
immersive linguistic experience 
(you should check it out).
Why do you read MultiLingual?
Multilingual keeps me connect-

ed with what’s going on in the 
industry. One of the things that I 
love about the localization indus-
try is its constant evolution. There 
is always something new to learn!

Featured Reader

Connecting you with minds 
    alike in the rest of the world

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

ISO/IEC 27001:2013 
Certification translation@hetermedia.com www.hetermedia.com A Company of HM International Holdings Limited
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The 12th international conference 
on language transfer in audiovisual 
media, Languages & The Media, 
was held from October 3-5, 2018, in 
Berlin. Almost 400 international del-
egates from 38 countries attended 
the event, making it the most suc-
cessful edition of the conference to 
date. Under the overriding theme 
“The Fourth Industrial Revolution – 
Reshaping Languages in the Media,” 
the conference attracted a vast array 
of stakeholders, from translation 
professionals, language service 
providers, software and hardware 
developers, to broadcasters, pro-
viders and distributors, as well as 
researchers, students, academics 
and media experts.

The conference opened with a 
keynote by David Padmore, senior 
vice president of content services 
at TVT, titled “How to Survive the 
Fourth Industrial Revolution,” which 
addressed the challenges the media 
and language industries are facing in 
an age in which technology perme-
ates all aspects of our lives. “We are 
here for an important purpose: to 
break down language and sensory 
barriers to the content that is edu-
cating, informing and entertaining 
the world,” said Padmore. To survive 
the Fourth Industrial Revolution, 
said Padmore, we have to address 
the need for speed; the need for 
exponential productivity gains; the 
need to achieve ever-higher quality; 
a commitment to lifelong learning; 
and not least of all, fairness.

Following this keynote, Allison 
Smith, program manager of localiza-
tion solutions at Netflix, discussed 
the development of the Netflix con-
tent localization program.

The following 25 sessions addres-
sed key topics such as “Immersive 
Environments,” which focused on 
new approaches for accessibility in 

immersive media; “Automation,” 
which debated the use of automated 
processes in subtitling and text pro-
cessing workflows; “Quality Metrics 
and Standards,” with Jan Pedersen 
presenting his FAR model for inter-
lingual subtitling; and “Inclusive 
Design,” where Pablo Romero Fresco 
presented his accessible filmmak-
ing model. Furthermore, in one of 
the most anticipated panel discus-
sions of the conference, leading 
language service providers such as 
Deluxe, Nordisk Undertext, IYUNO, 

Pixelogic, VSI and ZOO Digital 
discussed how LSPs are tackling the 
“seismic change in the way content is 
consumed.”

Besides a full-day of practical 
workshops on accessible filmmak-
ing, training for media accessibility 
professionals, interlingual respeak-
ing for live subtitling, and subtitling 
for 360° media, the conference was 
accompanied by a buzzing exhibition 
area, featuring international compa-
nies showcasing innovation technol-
ogy for audiovisual localization.

Largest-ever Languages & The Media conference held in Berlin

Photos by Dominik Tryba.
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For over 27 years, the Internation-
alization & Unicode Conference (IUC) 
has highlighted the latest innovations 
and best practices of global and mul-
tilingual software providers. At IUC 
42, held September 10-12, 2018, in 
Santa Clara, California, the program 
committee once again created a lineup 
of expert practitioners and industry 
leaders who presented their ideas 
on working with natural languages; 
multicultural user interfaces; produc-
ing and supporting multinational and 
multilingual products; linguistic algo-
rithms; applying internationalization 
across mobile and social media plat-

forms; and advancements in relevant 
standards. 

Highlights from this year’s pro-
gram included a keynote presenta-
tion titled “The Advent of Mayan 
Script Encoding: Mapping the Last 
Frontiers of Mayan Hieroglyphic 
Decipherment.” Presented by Carlos 
Pallan Gayol, archaeologist and 
epigrapher at the Department of Old 
American Studies and Ethnology 
at the University of Bonn, this was 
well-received by a crowd of over 150 
scientists, engineers and architects.

Another packed room was garnered 
for the panel session moderated by 

Alolita Sharma, board director of the 
Unicode Consortium, called “Achieving 
Cultural Representation and Diversity 
with Emoji.” Panelists Yiying Lu (founder 
and creative director of Yiying Lu Inc.), 
Megan O'Neill (senior UX designer 
at PayPal) and Riitta Koikkalainen 
(information specialist, Kotoistus/The 
National Library of Finland) discussed 
topics including the impact of emoji on 
digital culture, interaction design fac-
tors and implications, and driving user 
engagement with representative emoji.

IUC 43 is scheduled for October 
2019, Hyatt Regency Hotel, Santa Clara, 
California.

Unicode conference takes on Mayan hieroglyphics and emoji
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The beautiful and scenic coun-
tryside just outside Prague was the 
backdrop for last year’s ZELENKA 
Event, which took place over the 
weekend of September 28-30, 2018. 

True to form, the event offered 
an atmosphere created to foster dis-
cussion in groups, each focused on 
specific struggles in various parts of 
the language industry today.

ZELENKA Event is an annual 
meeting of experts, service providers, 
translators and clients from the local-
ization industry, held in a different, 
unique location each year. While it is 
designed to tackle the most pressing 
struggles of the industry, the driving 
principle behind it is that this is best 
accomplished in a nonformal setting 
that encourages deeper interpersonal 
communication and relationships. 
Not only do closer relationships 
make the exchange of work experi-
ence, ideas and knowledge easier, 
but they also create a foundation for 
the more mutually beneficial col-
laborations that sustainably drive 
business forward.

The program was kept light, with 
a mix of socializing and discussion. 
The 70 attendees from 15 countries 
embraced the opportunity to interact 
with one another. 

Discussion topics were chosen 
to cover issues that companies 
deal with on a daily basis, from the 
importance of defining your hiring 
processes and maintaining that 
human approach to how technol-
ogy will influence the future of the 
industry. Prominent industry fig-
ures such as Anne-Marie Colliander 
Lind and Gabor Bessenyei led some 
of the discussion groups, and others 
like Jeff Guillem, Jesper Sandberg, 
Daniel Goldschmidt and many more 
contributed to them. Discussion 
leaders participated in six discussion 
groups covering company culture; 
technology; HR; marketing; working 
with a translation agency; and the 
human approach. The ideas put for-
ward by discussion leaders served 
as fuel for deeper, more meaningful 
conversations.

The event provided insights and 
support for preserving and even 
strengthening the human element 
of the localization industry, which 
continues to react to technological 
developments and digitization.

Discussion-driven ZELENKA comes to the Prague countryside 
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Content  strategy  enthu-
siasts gathered at LavaCon 
to share best practices and 
hard-won lessons learned 
(both what worked and 
what didn’t).  

Originally, Jack Molisani 
started LavaCon in Hawaii 
(hence the name) to give 
senior content professionals 
an opportunity to stay ahead 
of rapidly changing publish-
ing technology and customer demo-
graphics. LavaCon’s mission is to 
connect people and organizations 
that are experiencing content chal-
lenges with speakers and vendors 
who can help.

Over 450 content strategists, 
content engineers, documentation 
managers and other content profes-
sionals from companies including 
Adobe, Facebook, MasterCard and 
more, were in New Orleans for the 
latest LavaCon, October 21-24, 2018. 

The conference opened with a 
teambuilding exercise: who could 
build the tallest freestanding struc-
ture from a box of spaghetti and a 
roll of tape. Next, Karen McGrane, 
author of Content Strategy for Mobile, 
presented a talk on “Content in the 
Zombie Apocalypse.” 

In addition to scheduled talks, 
there were several networking 
events — from a networking recep-
tion sponsored by Adobe Systems, to 
a Second Line parade led by a skel-
eton drum krewe leading us to sing 
Halloween carols in New Orleans’s 
Jackson Square, to LavaCon’s 
annual karaoke night sponsored by 
WebWorks.

Translation Technology 
Round Table

January 24 - 25, 2019
Boulder, Colorado

Join us at the Chautauqua for in-depth
focus on translation technology:

Learn from experienced practitioners
Gain understanding of how technology 
works 
Explore industry dynamics from client
and provider perspectives
Question innovative ideas with your
peers
Network with like-minded industry
colleagues

Who attends?
Customer-side participants are active
users of technology or interested buyers.
Representatives from technology providers
are solution specialists or technical support
personnel.

Who moderates?
The six sessions are moderated by members 
of our Advisory Board. All are industry 
veterans.

Who talks?
You do! The moderators’ job is to facilitate
discussion among the attendees. Topics will
be introduced with very short presentations,
then an open discussion follows. Everyone is
encouraged to speak up.

Agenda
Five sessions are pre-planned. Participants
decide topics for the sixth session onsite.
Technology providers may give short demos
at the end of each day.

Select Round Tables on our website for more 
information and to register.

LavaCon conference covers content strategy



16 January/February 2019

Recaps

The American Translators Associa-
tion (ATA) held its 59th annual confer-
ence October 24-27, 2018, in New 
Orleans, Louisiana. The meeting drew 
1,340 attendees from 50 countries.

The ATA Annual Conference offers 
translators, interpreters, company 
owners, project managers, educators, 
students and others in the language 
services industry a chance to learn 
and network. It is the largest annual 
translation and interpreting gathering 
in the United States.  

First-time attendees get a “first-
time” ribbon to attach to their 
badges. This is an invitation for 
veteran attendees to make the first-
timers feel welcome. In addition, 
first-time attendees can be paired up 
with veterans at the opening session 
called “Buddies Welcome New-
bies.” The veterans then share their 
insights and provide a familiar face 
for the first-timers as they work their 
way through the four-day event. 

The core of the conference is, of 
course, the three days of educational 
sessions: 170-plus sessions cover-

ing 29 areas of specialization and 
languages. Sessions cater to a variety 
of backgrounds, with the skill level 
running from beginner to advanced.

In addition to the professional 
development opportunities, the 
conference offers chances to 
network. This year, ATA added 
a second night of the popular Job 
Fair, which brought together over 
30 language services companies 
and hundreds of translators and 
interpreters.

Throughout the conference, the 
exhibit hall was humming with 66 
booths featuring tool providers, 
language services companies, gov-
ernment agencies and schools.

ATA offers variety of tracks in New Orleans
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     News 

People
Iconic adds to staff

Iconic Translation Machines Ltd., a language technology 
software company, has hired Maurizio Pittau as marketing 
manager.
Iconic Translation Machines Ltd. http://iconictranslation.com

Business
Memsource establishes US office 

Memsource, a developer of cloud translation software, 
has opened an office in the United States. The subsidiary 
is located in Bedford, New Hampshire. Bill Lafferty will be 
head of US sales.
Memsource www.memsource.com

Technicis acquires AAC Global
Technicis, a translation agency, has acquired AAC 

Global, a provider of global B2B learning and translation 
services in the Nordic region.
Mind Your Language www.mylglobal.com
AAC Global www.aacglobal.com

CITLoC now live 
The Consortium of Indian Translation and Localisation 

Companies (CITLoC), a new India-based translation com-
pany association, has officially launched, including com-
panies such as BITS Private Limited, Mayflower Language 
Services, Crystal Hues, Trans Infopreneur Inc., Braahmam 
and Fidel Tech. 
CITLoC http://citloc.in

Summa Linguae acquires Kommunicera
Summa Linguae, language and technology services pro-

vider, has acquired Kommunicera, a Swedish-based local-
ization company. Lea Backhurst will be the new managing 
director for Nordic operations and Sara Lindqvist will be 
operations manager.
Summa Linguae https://summalinguae.pl
Kommunicera www.kommunicera.se

Ccaps merges with OXO
Ccaps Translation and Localization has merged with 

OXO Translations. The two companies will operate under 
the OXO brand. While the logo and brand will remain the 
same, the name of the company will change from OXO 
Translations to OXO Innovation.
OXO Innovation https://oxoinnovation.com

LanguageWire acquires Xplanation
LanguageWire, developer of a collaborative translation 

platform, has acquired Xplanation, a language services 
provider headquartered in Belgium. The combined com-
pany will continue under the LanguageWire name.
LanguageWire www.languagewire.com
Xplanation www.xplanation.com

Products and Services
Machine Translation Quality Estimation

Memsource, a developer of cloud translation software, 
has released its second feature powered by artificial in-
telligence, Machine Translation Quality Estimation. The 
feature can be used with over 70 language pairs and is 
available for the more than 25 machine translation engines 
supported in all Memsource editions.
Memsource www.memsource.com

ABBYY FineReader 14
ABBYY USA, a provider of content intelligence solu-

tions and services, has announced that FineReader 14 
has added support for the latest PDF ISO standard and 
improved functionality to create PDF/Universal Acces-
sibility documents. It also has improved optical character 
recognition for Japanese and has added Hanja symbols for 
documents in Korean.
ABBYY USA http://abbyyusa.com

New version of IATE
The translation services of the European Union (EU) in-

stitutions have announced the release of a new version of 
the EU terminology database IATE (InterActive Terminol-
ogy for Europe). The database contains about 1.2 million 
entries and over eight million terms in the 24 official lan-
guages of the EU and it receives an average of 50 million 
queries per year.
Translation Centre (CdT) http://cdt.europa.eu

Clients and Partners
RWS Moravia partners with Memsource

RWS Moravia, a global leader in language services, has 
formed a strategic partnership with Memsource, a developer 
of cloud translation software, to capitalize on Memsource’s 
patented artificial intelligence features.
Memsource www.memsource.com
RWS Moravia www.rws.com/what-we-do/rws-moravia

Lingotek Xbench Connector
Lingotek, a developer of collaborative translation tech-

nology, has integrated Xbench, a quality assurance and 
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terminology tool created by ApSIC, a provider of technical 
translation and software product localization.
Lingotek www.lingotek.com
ApSIC S.L. www.apsic.com

Wordbee partners with MQ Spectrum
Wordbee, a provider of translation management tech-

nology, has announced a technology partnership with MQ 
Spectrum, a development house for the delivery of corpo-
rate eLearning solutions.
Wordbee www.wordbee.com

Resources
Reports cover survey results

Common Sense Advisory, Inc., an independent market 
research firm specializing in the language service industry, 
has published “Global Digital Transformation Overview: 
Six Correlations.” The report presents top level survey re-
sults from a global digital transformation research series 
based on a survey of 53 content marketing and localization 

managers conducted in September 2018.
The report “The Fastest-Growing LSPs: 2018” analyzes 

revenue, evaluates the factors that drive growth and ana-
lyzes the performance of leading companies.
Common Sense Advisory, Inc. www.commonsenseadvisory.com

Arabic mark rendering
The Unicode Consortium has published Unicode Tech-

nical Report #53 describing the Arabic Mark Transient 
Reordering Algorithm, the recommended solution for 
achieving correct and consistent rendering of Arabic com-
bining mark sequences.
The Unicode Consortium www.unicode.org

Announcements
mt-g celebrates 20th anniversary

mt-g medical translation GmbH & Co. KG, a provider 
of language services for the medical and pharmaceutical 
industries, is celebrating its 20th year in business.
mt-g medical translation GmbH & Co. KG www.mt-g.com

*Internet connection required
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January
How Technology Is Redefining  
When and Where We Meet
January 17, 2019, San Jose, California USA
International Multilingual User Group 
www.meetup.com/IMUG-Silicon-Valley/events/sccmwnyzcbwb

ALC UNConference
January 17-19, 2019, Huntington Beach, California USA
Association of Language Companies 
www.alcus.org/page/UNConferenceOverall

Translation Technology Round Table
January 24-25, 2019, Boulder, Colorado USA
The Localization Institute, http://ow.ly/A6WS30lJprA

Lenguas 2019
January 24-26, 2019, Mexico City, Mexico
Italia Morayta Foundation, InterpretAmerica, www.lenguas2019.com

February
AITCO 2019
February 8-9, 2019, Nairobi, Kenya
East Africa Interpreters and Translators Association 
https://conference.eaita.org

SOIL-Tech
February 15-17, 2019, New Delhi, India
JNU, Bhartiya Bhasha Manch 
http://sanskrit.jnu.ac.in/conf/soiltech1/index-en.jsp

Together
February 21-22, 2019, Barcelona, Spain
Elia, http://events.elia-association.org/together-2019

LocWorld39 Kuala Lumpur
February 27-28, 2019, Kuala Lumpur, Malaysia
Localization World, Ltd., https://locworld.com

tcworld India
February 28-March 1, 2019, Bangalore, India
tekom, http://tcworld-india.com

March
TAUS Global Content Summit Amsterdam
March 6, 2019, Amsterdam, Netherlands
TAUS, http://ow.ly/VNBg30mOS1H

Wordfast Forward 2019
March 21-23, 2019, Sainte-Luce, Martinique
Wordfast, http://wordfast.com/conference

GALA 2019
March 24-27, 2019, Munich, Germany
Globalization and Localization Association 
www.gala-global.org/all-events/gala-2019-munich

LATA 2019
March 25-29, 2019, Saint Petersburg, Russia
Saint Petersburg State University, IRDTA, http://lata2019.irdta.eu

Tenth International Translation Conference
March 26-27, 2019, Doha, Qatar
Translation and Interpreting Institute 
www.tii.qa/en/tenth-annual-international-translation-conference-call-papers

TAUS Global Content Summit San Francisco
March 28, 2019, San Francisco, California USA
TAUS, http://ow.ly/XvDB30mORYp
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The Translation and Localization Conference
March 29-30, 2019, Warsaw, Poland
TLC Conferences, www.translation-conference.com

April
ContentTECH Summit
April 8-10, 2019, San Diego, California USA
UBM plc, www.contenttechsummit.com

MadWorld 2019
April 14-17, 2019, San Diego, California USA
MadCap Software, Inc., www.madcapsoftware.com/conference

TAUS DQF Workshop
April 17, 2019, Tokyo, Japan
TAUS, www.taus.net/events/conferences/99-dqf-workshop

TAUS Global Content Summit Tokyo
April 18, 2019, Tokyo, Japan
TAUS, http://ow.ly/Gh7F30mOSkL

14th International EUATC Conference
April 25-26, 2019, Tallinn, Estonia
European Union of Associations of Translation Companies 
http://euatc.org/conference

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

May
ALC Annual Conference
May 1-4, 2019, Washington, D.C. USA
Association of Language Companies 
www.alcus.org/page/AnnualConfOverall

Monterey Forum 2019
May 4-5, 2019, Monterey, California USA
Middlebury Institute of International Studies at Monterey 
http://ow.ly/IxzO30mOSD7

2019 STC Technical Communication 
Summit & Expo
May 5-8, 2019, Denver, Colorado USA
Society for Technical Communication, https://summit.stc.org

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

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

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

Content Connections 2019
June 10-12, 2019, Boston, Massachusetts USA
Acrolinx, https://acrolinxcc.com

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

TAUS CEO Forum
June 25-26, 2019, Salt Lake City, Utah USA
TAUS, www.taus.net/events/conferences/77-taus-ceo-forum

TAUS Data Summit 2019
June 26, 2019, Salt Lake City, Utah USA
TAUS, www.taus.net/events/conferences/78-taus-data-summit-2019
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Katie Botkin is a freelance 
writer and the managing 
editor of MultiLingual. She 
has a master’s degree in 
English with an emphasis on 
linguistics and has taught 
English on three continents.

Now You’re Talking

The history of voice has a few 
interesting cross-cultural implications

ephemeral, but that changed with recording,” 
he says, showing a 1916 photograph of an 
ethnologist recording a Piegan man’s speech. 

Aside from brief mentions of machine 
translation, the book does not deal explicitly 
with localization or translation — except 
in a certain hyperpersonalized sense. Cox 
discusses how dialect and accent influences 
people’s perceptions of the speaker, from 
how people with head trauma may find 

Now You’re Talking: Human 
Conversation from the 
Neanderthals to Artificial 
Intelligence, By Trevor Cox. 
Counterpoint Press, September 
2018. Hardcover, $26.00.

In Now You’re Talking, professor of acoustic engineering 
Trevor Cox weaves an engaging yarn for his readers. This is “the 
story of how speaking and listening evolved, how we each de-
velop these remarkable talents during our childhood, and how 
human communication is being changed by technology,” as the 
introduction puts it. 

Cox’s history is oriented toward the layperson, and is well-rounded 
with plenty of takeaways for cross-cultural marketers hidden within 
the pages of the book. The breakdown of what kinds of vocal rhetoric 
work most effectively could certainly be useful — quaint as some of it 
seems; Cox claims, for example, that using carefully-worded plosives 
in tweets (such as k, p and g) makes them more popular. 

The book begins with a discussion on the evolution of the speech 
mechanism in humans — the physical structures that make talking 
and listening to conversation possible. 

Throughout the book, technology is discussed at some length, 
from the earliest iterations of the phonograph to AI. Technology, Cox 
points out, makes speech observable over time. “Sound is naturally 

Katie Botkin
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themselves suddenly speaking with a “foreign” accent to 
the chagrin of their neighbors, to his mother’s habit of 
swearing when she does not want people to perceive her 
highly-proper British accent as stuck-up.

Onomataopia also gets the cultural treatment. As it 
turns out, words for noises depend on locale. “In English a 
pig might go oink oink, but in Japanese it is bububububu,” 
writes Cox. This is due to the fact that “each language 
only has a limited number of phonemes and this makes 
it difficult to use words that exactly imitate some animal 
calls.”

One tidbit of particular interest is his discussion of 
universals, such as that in studying words from 6,000 lan-
guages, researchers from the University of Zurich discov-
ered that many languages use the sound [n] in the word for 
nose — likely because the sound is said through the nose.

Accent gets considerable play in the book, with the effects 
of globalization noted in a variety of ways. The traditional 
East End cockney accent of London, says Cox, is shifting 
due to the “melting-pot of many accents with influences 
from England, Africa, the Caribbean, Asia and elsewhere.” 
These inner-city voices “blend into a new accent” that 
everyone shares. London is not the only place where this 
is happening: Cox says similar phenomenons are occurring 
in Oslo, Copenhagen and Stockholm. It is thanks to global-
ization “and rapid changes in ethnic diversity that we are 
lucky enough to earwitness accent and dialect evolution 
that otherwise would be very slow,” Cox concludes.

Some may resent the new accents, Cox says, noting that 
“Ironically, a bigot who assumes that those who speak in 
an unfamiliar accent are less intelligent might be portray-
ing their own shortcomings in being able to decode the 
speech.” This is because we judge things unconsciously 
based on how easy it is for our brains to process. 

Rhetorical devices — across cultures — also get some 
airtime. Lowering the voice to appear more authoratative, 
for example, seems to work across cultures; Margaret 
Thatcher even worked with a voice coach to achieve this.  

Cox covers a plethora of topics that might pique the 
interest of linguists, from the vocal articulations of the 
operatic castrati to beatboxing. In fact, if phonetics is 
your jam, you might be particularly adept at beatboxing: 
“Many sounds of beatboxing can be found in non-Western 
speech such as the clicks that feature in the Khosian lan-
guages of Africa,” Cox explains. Also of note is how some 
languages use inhaled sounds; Cox mentions the Icelandic 
habit of doing this when saying yes, but the same could be 
said of French. I distinctly remember as a 19-year-old, the 
very first evening I ever spent in Southern France, my host 
mom was agreeing “oui, oui, oui, oui,” with the last repeti-
tion said on an inhale. I was startled, since I had never yet 
encountered a human who did this in normal conversa-

tion. Of course, in beatboxing, this ability allows singers 
to make sounds continuously, without pausing for breath. 

The role of technology in voice processing is an oft-
repeated theme: autotuning, robotic theater actors, 
speech recording devices. Lest humans be afraid that 
machines are going to take their voiceover jobs, this 
does not seem to be immediately feasible. Cox says that 
computers must understand a text in order to produce 
“convincing speech,” pointing to examples such as “my 
mistress’ eyes are nothing like the sun.” Although “speech 
systems produced by the big tech firms are getting bet-
ter and better,” they don’t exactly need to be perfect, says 
Cox. They make short, factual statements, which is “obvi-
ously much easier than reciting a play or a poem.”

If you’re looking for a book purely on language, this 
isn’t it — this is about part of language: the sound of it. 
As such, it will encourage you to listen more closely to 
human noise, even to feel the reverberations of sound in 
your throat and up through your nasal passages.  [M]

gone

stone

The book offers visual details on sound and accent, such 
as this map. Depending on where you live, “scone” might 
rhyme with “stone” or with “gone.”
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When do clients say professional translation is worth it — 
and why? By connecting with clients outside the traditional 
sales environment, we hope to discover what really drives 
purchasing. Every column in this series offers a different 
profile. Our challenge is to find patterns from one to the next: 
together, what do these interviews tell us about how clients 
see our industry as a whole?  

What do they buy?
With customers in 148 coun-

tries, SAS operates in 22 principle 
languages with two more, Thai and 
Indonesian Bahasa, planned for 
addition at the time of writing. The 
company also supports software in 
27 languages, listing Brazilian and 
Iberian Portuguese separately. 

“SAS marketing content is 
authored in multiple languages 
around the world to meet regional 
needs; but the English content that 
is authored at the headquarters 
in Cary, NC, is often translated 
into multiple languages,” Sainz 
explains. The company also buys 
translation for legal documents, 
support documentation, social 
media, customer case studies, and 
go-to-market assets and collateral 
— as well as software and video 
localization.

With some content authored in-
language, multilingual communica-
tion must be well-organized to ensure 
continuity in customer experience. 
Sainz oversees localization for the site 
and go-to-market content, partnering 
with other departments to keep the 
company’s message focused.

Client Talk

Translation at SAS

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

Terena Bell

The client
Patricia Sainz purchases translation for SAS, an analytics software 

and services company based in Cary, North Carolina. With the title of 
TMS specialist — Globalization and 
Digital Engagement International Support, 
localization is her full-time job. Sainz is 
originally from Buenos Aires, Argentina.

A native Spanish speaker, she’s also fluent 
in English, Portuguese and German. “I’d love 
to truly embrace more cultures by visiting 
new places and learning more languages,” she 
says, noting she’s traveled throughout Latin 
America, Germany and the United States.

On a scale from 1 to 5, where does 
SAS score professional translation?  

“Definitely a 5,” Sainz says. “Many custom-
ers worldwide expect everything on their own 
terms and that includes a preference for com-
municating in their own language. An accurate 
translation will resonate with target audiences as if it were written in the 
native tongue, creating a true cultural connection with prospects, clients, 
users and advocates.”

Patricia Sainz
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She says SAS is “moving away 
from a decentralized model to a more 
centralized translation program — 
especially for marketing content” and 
that the company does have global 
guidelines defining what gets trans-
lated. But for that author vs. translate 
decision, she explains, “We give 
heavy consideration to local offices’ 
resources availability and budgets. 
How technical and specialized the 
content is also plays a predominant 
role in making these decisions. We’ve 
just started to test adaptive machine 
translation capabilities to explore 
if we can increase our linguistic 
reviewers’ productivity while 
maintaining the same level of quality 
and decreasing time-to-market. If 
the outcomes are successful we will 
expand this pilot for languages that 
lack local resources and where a 
basic translation will still perform 
better than English.”

Sounds great, but there’s a 
problem…

SAS would like to translate more 
content faster. “In an ideal world,” 
Sainz says, “we’d love to translate 
all the key content nearly in real 
time, but this is far from being a 
reality. In order to prioritize content 
and to choose the right translation 
options, we’ve started to apply a very 
interesting concept as part of our 
translation strategy — minimum 
viable content.” 

Minimum viable content is a 
localization philosophy based off 
the idea of minimum viable product 
(MVP). With MVP, startups release 
the simplest possible software that 
meets user needs, adding complex-
ity as they go. So minimum viable 
content, Sainz explains, is “translat-
ing the minimum amount of content 
with the maximum impact in our 
audiences. When entering new 
markets, the concept of minimum 
viable content is useful and can be 
thought of as the smallest catalog 

of content and languages that can 
be released while still providing a 
valuable user experience. Additional 
content units are then layered on 
top of this foundation. Then, when 
user feedback validates increased 
investment in our localized content, 
an agile translation strategy can be 
employed to gradually realize our 
full content catalog.”

But doing this requires data, 
which SAS gets from its translation 
management software (TMS), 
something Sainz also ranks as a 5 
in importance: “To optimize quality 
and return on investment, a transla-
tion technology management solu-
tion needs to allow for automated 
and customized workflows that can 
include different combinations of 
human and machine translations 
based on the translation strategy.”

So what’s the pattern?
Like Sonia Zamborsky at Marriott 

International from our May issue, 
Sainz credits TMS for SAS’s transla-
tion success. The two companies 
definitely scale localization more 

effectively than clients that don’t use 
a tool, like Papa John’s International, 
profiled last April. And although they 
designed their own platform, last 
November/December’s client, Buzzfeed, 
also noted translation management 
technology’s essential role.

While we don’t want this column 
to become a TMS commercial, 
it’s hard to ignore the theme. 
“New advances in technology 
can help us globalize quickly and 
efficiently, decreasing the distance 
between content created and 
content deployed,” Sainz explains, 
making minimum viable content 
a reality. “Process automation is 
now a necessity for any translation 
strategy to achieve significant scale. 
Smart software should be used to 
detect new source content from 
wherever it’s created, instantly pull 
it into the translation workspace, 
carry the content between workflow 
steps and place the final product 
back in its associated platform for 
the end user.” Any language pro-
vider her company considers must 
use this technology.  [M]
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through one 
or more 
evolving 
languages.

In the 
last few 
years, inter-
culturalists 

have further 
developed 

Hall’s initial 
iceberg repre-

sentation of culture by 
adding external forces, 

which also exert an overall 
influence and change our 

perception of the planet. Tech-
nology, generational elements, 
international branding and mul-
tinational markets are all factors 
that apparently disrupt the notion 
of frontier at its roots. Above all, 
the inception and success of social 

Terminology Glosses

Globalized Spanish

Laura Di Tullio is a terminology management 
consultant who has developed termbases and man-
aged enterprise terminology for large multinationals. 
She has been in the localization industry for over 20 
years, holds an MA in terminology management and 
a degree in translation studies.

Laura Di Tullio

Spanish is probably the best 
modern example of language 
variation. Stemming from a 
single root, the language has 
then diversified into different 
shades across countries. In each 
variety, surface nuances of old 
underlying languages such as Latin 
(substratum) emerge, as well as synchronic 
developments from newer influences like English 
(superstratum). Spanish is now the official or 
one of the official languages of most countries in 
Central and Latin America. 

Aside from the inherent stratification, Spanish, as 
with any other language, is progressively molded and forged 
by cultural aspects and vice versa. For those familiar with Edward T. Hall’s 
concept of the cultural iceberg, the idea of visible and invisible factors 
internally shaping a culture is not new. Language is among the visible 
elements that delineate a culture and each culture is, in turn, expressed 

What comes to mind when 
you think of the Spanish 
language?

     language         
 appearance 

         perception of time

                relationship
             formation

             responsibility             

                                leadership

          assumptions

                 values      

                                            beliefs
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media has contributed to creating 
the impression that the world is 
flat and borderless. 

In the language industry, 
however, one can never forget that 
behind a seemingly globalized 
surface lies a microcosm of resilient 
local and regional realities. This is 
all the more true in terminology 
management where terminologists 
are asked to make choices starting 
at the level of a data model design. 
In the specific case of Spanish, for 
instance, some questions come to 
mind. Should the termbase have 
one section for European Spanish 
and then regroup all Central and 
Latin American varieties of Spanish 
under the same umbrella? Maybe 
classify them under a separate 
code (such as es-419)? Should the 
termbase, instead, include several 
language sections depending on 
vocabulary needs, sales forecasts, 
budget availability, market share 
and so on? Or should it rather 
prioritize some varieties over others 
based on demographic criteria? 
Perhaps only proposing a Mexican 
Spanish and a European Spanish 
section? After all, Mexican Spanish 
is the most widely-spoken variety 
of Spanish, more than European 
Spanish itself.

Keeping in mind this exciting 
linguistic landscape, the terms we 
are adding to our ideal termbase 
are globalization and localization. 
According to the W3C Internation-
alization Activity, localization is “the 
adaptation of a product, application 
or document content to meet 
the language, cultural and other 
requirements of a specific target 
market, a locale.” It is sometimes 
limited to translation of interface 
and documentation, but it is usually 
more encompassing, taking into 
consideration dialects or other 
variations in a language, such as 
phrasing, logic, visual design, graph-
ics, symbols, icons, colors and even 

communication styles. It can also 
entail customization related to dates, 
numbers and currency. On the other 
end, according to Global UX written 
by Whitney Quesenbery and Daniel 
Szuc, globalization is “the process of 
customizing or adapting a general 
product design and workflow to an 
audience based on local or cultural 
differences. It may also include 
alternative modules for functions to 
meet local needs or other changes 
based on ways of doing business.”

As a matter of fact, both defini-
tions extend beyond the realm of 
pure translation, not to mention 
terminology management. Localiza-
tion, for instance, encompasses com-
munication styles, dates, numbers 
and currencies, while globalization 
reaches out to product design 
and workflows based on regional 
cultural differences and local needs. 
Consider, for a second, units of 
measure. How does the localization 
and translation industry conform 
to the requirements of each differ-
ent country? How relevant is the 
impact of mistranslated and wrongly 
converted values? How costly would 
it be to repair this type of mistake? 

Some translation and interpreta-
tion degrees, in universities around 
the world, have now incorporated 
the term mediation in their curri-
cula. Mediation, defined as the “art 
of listening to all the voices in such 
a way that they can solve potential 
conflicts by agreeing to a solution” 
is a key element not only in design-
ing the best possible termbase, 
but also in providing the most 
efficient localization effort. To say 
it with Pankaj Ghemawat’s words, 
“While it is important, of course, 
to take advantage of similarities 
across borders, it is also critical 
to address differences. In the near 
and medium term, effective cross-
border strategies will reckon with 
both, that is, with the reality that I 
call ‘semiglobalization.’ ”  [M]
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When the economy took a dive ten years ago and jobs became 
scarce, many people decided to pursue degrees and higher educa-
tion reaped the benefit. However, as the US economy continues to 
improve, higher education enrollment is declining. Total univer-
sity and college enrollment dropped 11.7% between 2013 and 2018 
according to the National Student Clearinghouse.

This enrollment decline combined with technology advances has led 
to many dire headlines that talk of a “higher education bubble” and its 
inevitable “pop.” Harvard Business School professor Clayton Christensen, 
author of the best-selling book The Innovator’s Dilemma, predicted in his 
2011 book The Innovative University, cowritten by Henry J. Eyring, that half 
of American universities would close or go bankrupt within 10 to 15 years.

This is disconcerting for any college, but particularly for colleges of 
humanities, where the decline is particularly sharp. US bachelor’s degrees 
for foreign languages, literatures and linguistics dropped 14.9% between 
2013 and 2016 according to data from the National Center for Education 
Statistics. More specifically, language enrollments have dropped 15.3%, 
from 1.67 million to 1.42 million, between 2009 and 2016, according to the 
Modern Language Association.

Language and practical education
Partly spurred by these signs, some humanities colleges and foreign 

language departments are finally beginning to combine humanities education 

and foreign language programs with 
practical and technical education. 
Language classes are no longer 
exclusively dedicated to grammar, 
literature or pedagogy; some actu-
ally include instruction in transla-
tion, interpreting and localization.

Following the vision of Dean 
Scott Sprenger, Weber State 
University’s College of Arts and 
Humanities in Ogden, Utah, is 
developing new degree programs 
in localization and translation. This 
is not Sprenger’s first adventure 
with localization. While previously 
serving as associate dean at Brigham 
Young University (BYU)’s College 
of Humanities, Sprenger promoted 
what he called “Humanities+” and 
“+Humanities” initiatives to com-
bine humanities plus practical and 
technical education.

“In Humanities+,” explained 
Sprenger in a 2014 speech at BYU, 

Word on the Street

Needed: New localization 
education programs
Could localization education make language education  
even more relevant?

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.

Adam Wooten
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“humanities disciplines remain the 
center of gravity, but we encour-
age students to supplement their 
study with technical coursework, 
mentored research, leadership 
roles, and — above all — internship 
experiences. With +Humanities, we 
want faculty and students across 
campus to see us as a valuable 
resource — not only for profession-
alizing foreign language skills, but 
also for cultivating the crucial skills 
of writing, textual analysis, historical 
insight, and cross-cultural thinking.”

Sprenger noted that the language 
services industry is particularly 
suited for such educational initia-
tives partly because of continuing 
job growth. The US Bureau of Labor 
Statistics projects 18% job growth 
from 2016 to 2026 for interpreters 
and translators, significantly higher 
than the 7% anticipated growth for 

all occupations. Localization is also 
attractive because it combines skills 
in language, business and technol-
ogy, and almost every localization 
conference includes a session that 
reminds us of the ongoing talent gap.

Fast-growing localization 
education programs

The localization minor launched 
by BYU in 2016 had 48 students 
within the first year, making the 
program the school’s fastest-growing 
minor according to Forbes.com. 

Similarly, the University of Texas 
at Arlington (UTA) launched a 
localization minor last year that has 
already attracted at least 60 students. 
UTA’s existing localization and 
translation certificate has approxi-
mately 130 students in the program.

These are not isolated incidents. 
The translation and localization 

management program where I 
teach at the Middlebury Institute of 
International Studies (MIIS) has also 
seen significant growth in recent 
years.

Localization education 
growing pains

As administrators look to make 
their foreign language departments 
practical with new programs in 
translation and localization, they 
should be aware of the typical 
growing pains that many of these 
programs experience. Some of these 
obstacles are to be expected, consid-
ering that the study of localization is 
relatively new and most institutions 
of higher education operate based 
on very old traditions.

One of these traditions is to limit 
faculty positions to those who hold 
a PhD.  Unfortunately, unlike our 

Language enrollments in U.S. colleges and universities. Source: Modern Language Association.
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European counterparts, schools in 
the United States do not offer any 
doctoral degrees in localization. 
And apart from Kent State Uni-
versity’s program, even translation 
doctorates are primarily focused on 
literary translation and comparative 
literature.

Although many forward-thinking 
faculty members of a 
language department may 
express interest in adding 
a localization program, 
this US shortage of 
doctorates in localization 
and practical translation 
means that most such 
faculty likely have limited 
exposure to our fast-
changing industry. With 
such limited exposure, 
language professors — 
like many translation 
and localization clients 
— might assume they 
already know all they 
need to know. 

I have observed 
this attitude at many 
universities. When I asked one 
language professor, “Which transla-
tion professionals contributed to 
the design of this new translation 
program?” I heard only crickets. 
At another school, a professor and 
administrator naively boasted, “Well, 
even without experience, any of the 
faculty here could design and teach 
a software localization course next 
semester. That’s what we do.”

I enthusiastically applaud such 
professors and administrators 
for boldly moving forward to add 
localization and translation to their 
curriculum; we need more of these 
programs. However, I worry that 
these academics do not know what 
they do not know, and such igno-
rance can lead to mistakes that are 
strangely detached from the realities 
of the language services industry. For 
example, one translation degree pro-

gram claimed to prepare students for 
careers in localization management 
because it included a single insuf-
ficient course on translation tools. 
In other cases, translation courses 
have been taught exclusively by 
traditional language professors who 
have zero professional experience or 
formal education in translation.

Again, I applaud such schools 
for at least launching a translation 
or localization program in spite of 
limited budgets and limited staff. 
Perhaps some of these limitations 
are inevitable during an initial 
launch period, but schools must 
soon move beyond these limitations 
and get help to create a high-quality 
program. Otherwise, they run the 
risk of seriously disappointing the 
students who have invested in their 
programs.

Smart schools get localiza-
tion pros involved

Like all of us, academics must 
realize they can’t possibly know 
everything and must therefore seek 
outside expertise. Before they can 
help students to bridge the gap 
from academia to industry, smart 
schools must actively seek to involve 

professionals in the creation and 
maintenance of their localization 
programs.

Schools should solicit help from 
translation and localization profes-
sionals to advise and help with the 
following tasks:

[ Identifying industry trends and 
training opportunities

[ Designing programs
[ Hiring instructors
[ Teaching courses
[ Giving guest 

presentations
[ Providing career 

advisement.
Some schools will have 

an easier time with this if 
their faculty positions are 
not limited exclusively 
to PhD holders so they 
can more easily hire 
localization professionals 
as instructors, either 
full-time or adjunct.

Smart students 
reach across the gap 
before graduation

Admittedly, professors can not 
be completely responsible for a 
student’s education. Students must 
also take some responsibility for 
their own education and career 
goals. As mentioned last year in 
this column, smart students will 
reach across the gap before gradu-
ation in the following ways:

[ Gaining experience while in   
 school, either paid or unpaid

[ Connecting with professionals  
 where the professionals are, at  
 industry conferences by GALA, 
 LocWorld, ATA, TAUS,   
 Brand2Global, IMUG and other  
 organizations.

Professionals can also reach 
back across the gap

Professionals can also reach out 
to new and existing localization 
programs to help bridge the gap. 
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Some of the ways that a profes-
sional might offer help include the 
following:

[ Being an expert resource for faculty
[ Giving guest presentations
[ Providing opportunities for   

 students to gain experience
[ Mentoring students.

This is a remarkably kind 
industry with many generous 
professionals who already give of 
their time. Sometimes the effort 
is even somewhat organized. For 
example, the Bridge Committee 
for the Association of Language 
Companies regularly provides 
insights and advice to schools that 
want to add or improve translation 
and localization programs.

One of the main reasons I was 
able to bridge the gap years ago 
from localization education at 
BYU to the localization industry 
was because Professor Alan K. 
Melby shared this vision. Melby 
collaborated with many localiza-
tion professionals, including Tim 
Hunt, CTO of inWhatLanguage, 
who was at that time founder and 
CEO of Lingotek. As an expert 
resource for Melby, Hunt gave 
guest presentations to our class. 
After I saw him again at a profes-
sional conference, Hunt eventually 
offered me an opportunity to gain 
experience with him as a student 
intern and generously mentored 
me for some time.

Many other professionals, 
students and faculty are already fol-
lowing these practices. Perhaps that 
is what helped you bridge the gap 
into your own localization career. 
Even if you were not so fortunate, 
I hope more of us will take the 
opportunity to pay it forward. 

Hopefully such professional-
academic partnerships will lead 
to not only additional programs 
but also new types of localization 
education programs. Beyond 
the graduate degrees offered by 

MIIS, Kent State and others, we 
need additional undergraduate 
programs including bachelor’s 
degrees, minors, certificates, 
associate’s degrees and more, both 
online and offline. Even other 
degrees in technology, business and 
other disciplines would benefit 

from localization education that 
permeates the entire curriculum. 

The need is there presently, not 
only in our industry, which requires 
more localization talent, but also in 
educational institutions, which must 
make foreign language education 
more relevant.  [M]
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There is a paradox that lies at the heart of all communities, aris-
ing from them comprising both groups and individuals. Do we 
define communities based on group or individual characteristics, 
and if we stress one, is that not to the detriment of the other? 

This is the sharp end of all the 
theory and practice described in 
the foregoing text of the book. 
While I am regularly stunned by 
developments in our industry, the 
language community still needs 
greater cohesion to grab the atten-
tion of those C-suite types who 
truly have the power to change the 
world.

A key concept in Schlegel’s 
work is geo alignment. This is 
her shrewdly-devised solution to 
marshal all language, technical and 
business functions in the common 
goal of seizing the opportunities 
arising in a truly global economy. 
Alignment ensures that globaliza-
tion is not centrally controlled by a 
company’s head office, but includes 
local expertise that we all know can 
vary considerably from one country 
to another or even one region to 
another. As such, much emphasis — 
in her book and larger life — is placed 

Yes, it is and that is what we must live with. However, we all know that 
in group situations, there are individuals who stand out more than others. 
In the language industry, we have certain individuals who are innovators, 
doers and achievers. Call them what you will, but we are lucky to have 
some outstanding talent hard at work, pushing our global cultural and 
enterprise agendas. Among those leading the way for us is Anna Schlegel.

When I was rereading Schlegel’s book Truly Global (2016), I was 
particularly inspired by the concluding words of the final chapter: 
“globalization at corporations has become a whole science that is 
understood more and more as an invaluable asset. Companies that 

foster the localization team’s growth and let them 
run more like any other 

business will be able 
to meet any inter-
national challenge 
and will allow the 
company to be more 
successful globally. 
Globalizers make 
the world go round!”

Community Lives

Champion globalizers 

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.  

Jeannette Stewart

chat version 
 

Anna Schlegel has ideas on how to 
be a champion globalizer. She is also 
one herself.
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on bridge-building, opening and 
maintaining lines of communication, 
spreading messages and so on. She is 
a strong advocate of practical solu-
tions involving social media, training 
and executive involvement rather 
than by issuing lofty directives that 
may or may not be heeded. All good 
advice that ensures a healthy business 
community.

Aside from enterprise-wide 
organization, Schlegel uses her 
hard-won experience to organize the 
globalization teams that work under 
her. Similar principles apply. Make 
sure every functionary is aware of 
their immediate responsibilities and 
is able to communicate them pro-
actively when required. Again, this 
plays into forging strong community 
links that can only benefit everyone 
involved.

Another key insight that cannot 
be repeated too often across our 
entire community is the need to plan 
localization and internationalization 
from the earliest inception in a 
project. Building the requirements 
to take products and services to the 
largest and most diverse markets 
into the first stage of the develop-
ment life cycle gives teams concrete 
objectives to aim for and allows them 
opportunities for problem-solving 
that otherwise would have a team 
fire-fighting to remedy. Talking with 
her in person as well as reading her 
book, there are many similar nuggets 
of advice for globalization teams to 
create operational efficiency where 
chaos has the potential to rule.

But what about content, that 
precious resource that in the right 
hands will reward enterprises 
with rich returns? If dealing with 
the issues arising from a single 
language in a single culture can 
be a real headache, what kind 
of brain-breaking misery can 
multiple languages bring on? The 
potential for chaos is obvious, 
but a clear-headed understanding 

of how the content behaves in 
the market allows a globalization 
team to fulfill its requirements. A 
consequence of understanding glo-
balized content is that strategies 
may well have to be rethought. 
Adaptive content management 
uses geo alignment to bring a 
dynamism that keeps goals in 
mind while appealing to as large a 
market as an enterprise wishes to 
satisfy. 

In her book, Schlegel recounts 
how while pinpointing failures 
in localized projects gives rise to 
conflict and stress, the opportunity 
to align all interested parties on the 
same page results in more efficient 
spending, increased effectiveness 
in underperforming markets and a 
better appreciation of what works 
and what doesn’t. 

Architecture, another good 
Greek word, is applied in all sorts 
of situations like communication, 
computer hardware and business 
services. So why not content 
management architecture too? 
Given the sophistication of the 
processes, workflow and logistics 
that we now use, the need for 
detailed plans is a given. In 
gathering together all the elements 
involved in a project and making 
each element aware of its relation 
to diverse others, we can see how 
geo alignment and well-structured 
communities fit together. We face 

having to choose the best option 
for our needs, and a properly 
designed architecture enables us 
to do this. Traditional language 
skills and automated tools are 
available and their use is always a 
subject that we agree on. However, 
as Schlegel points out, “good 
architecture avoids uploads and 
downloads as much as possible, 
and avoids adding extra steps in 
workflows.” 

One interesting aspect of con-
tent management on a global scale 
involves decision-making regard-
ing terminology and vocabulary. A 
simple correlation between source 
material and target simply does 
not exist. A multiplicity of targets 
combined with possibly complex 
technical terms and marketing-
driven brand names, for example, 
require a similar multiplicity of 
informed decisions. Add in factors 
relating to ensuring compatibility 
of software tools and translator 
time, then set this against always-
looming deadlines for deliverables, 
and the need for precision man-
agement is clear. “Proper localiza-
tion makes the user feel that the 
product they are interacting was 
created in the country,” Schlegel 
states. The need for linguistic 
creativity and innovation must be 
aligned with business savvy and 
cultural sensitivity. 

To uninformed executives, the 
achievement of mounting global 
campaigns can seem somewhat 
miraculous. Clearly they catch 
on quickly, but Schlegel gets 
particularly excited about breaking 
new ground for enterprises seek-
ing to target their products and 
services to wider audiences and 
markets. She explains in her book 
that “Localizing a press release, a 
white paper, and a website for an 
enterprise launch are some of the 
pieces of what make a strategy. 
However, many companies think Anna Schlegel
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they go global simply by achieving a few marketing 
exercises.” Her ploy is to try to adopt the mindset of 
a valued customer and use insights from this point of 
view to organize resources that can be disseminated 
from a head office to satellite offices. In a sense, the 
globalization team performs a kind of meta-logistical 
role that ensures that the right action involving the 
right resources arrive in the right place at the right 
time for a coordinated rollout. What CEO will not 
be won over by the sudden influx of international 
revenue? After all, is it not money that makes the 
business world go round?

It’s easy to couch financial results in simple numerical 
terms, but is this the only metric necessary to assess 
success? As Schlegel puts it, “volume metrics will not be 
enough.” Her treatment of the distinction between black-
box and transparent metrics is truly insightful. Black-box 
metrics involve project specifics ranging from language 
quality parameters to workflow issues to budgetary 
matters and other internal factors. Transparent metrics, 
on the other hand, involve information relating to returns 
from investment, market reactions   — including from 
competitors — and suitability of localized content. These 
important indicators enable future decision-making 
about what works and what does not. Hard information 
like this hones an enterprise’s competitive edge. Again, 
the value of well-planned globalization as an essential 
tool on the business workbench sells itself as a commer-
cial imperative.

You may have your globalization teams, plans and 
architectures in place, but what about the people 
actioning the whole shebang? Talent, commitment 
and passion are all givens across the human resources 
spectrum. What do team members need in order to 
rise even higher above the status of gifted linguists, 
engineers or managers? Schlegel likes to use the term 
champion to distinguish these heroes of the inter-
national business battlefield. Champions advocate. 
They marshal forces, gathering enterprise resources 
in many roles and in many locations and lead the 
way by alignment. We always refer to competition 
in business, but might not always focus on being 
competitors. What are champions if not competitors 
who want to win and have the grit, determination and 
skills to do it? 

Champions motivate by example and winners are 
recognizable in every culture worldwide. What better 
advertisement for the solid gold value of a truly profes-
sional globalization team than the standout figures of 
world-class winners?

Schlegel is a self-confessed globalist. As a co-
founder and president of Women in Localization, 
she can lay claim to a place at the forefront of the 
language industry. It’s not easy being a linguist and 
certainly not easy being a woman in the language 
industry, especially at a high-tech giant. Nor is it easy 
to distinguish yourself as an innovator who commands 
respect from business peers. It is understandably easy 
for members of the language community, particularly 
young entrants, to feel alone, lost and to lose the 
motivation to stay in it. However, when we have 
leaders like Anna Schlegel showing us the way, our 
multilingual, multiservice, multipurpose journey is a 
lot easier.  [M]
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Arle Lommel is a senior analyst for Common Sense Advisory (CSA Research).

Arle Lommel

The challenge of gender 
equality in Latin America 
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G ender equality and 
related topics are issues that 
inspire passionate debate. The 
#metoo movement and the 
Brett Kavanaugh confirma-
tion hearings in the US Senate 
pushed the topic to front pages 
of newspapers and launched 
a dialogue about what society 
should — or should not — do 
to promote gender equality.
Further complicating the issue are 

recent studies that societies with high 
levels of gender equality actually have 
more segregation of men and women 
into different professions. Research-
ers suggest that these results indicate 
that women in countries with high 
equality feel free to pursue their 
interests and relative strengths, while 
those in unequal countries are forced 
to seek financial security in tradi-
tionally male-dominated fields. As 
a result, findings from high-equality 
nations such as Scandinavia are not 
applicable to low-equality ones like 
Indonesia or Nigeria, and solutions 
that work in regions with low equal-
ity will not reflect what is needed in 
places like Germany.

These findings show just how dif-
ficult it is to generalize research about 
social issues around the world. Simi-
larly, industry-specific knowledge is 
important, because generalizations 
from other fields also have limited 
applicability. Only detailed, empiri-
cal studies can provide the insights 
needed to identify the issues correctly 
and understand how to solve them 
effectively.

Because of this issue, in 2018 CSA 
Research extended its study of gender 
and family issues in the language 
industry to specifically examine Latin 
America using survey instruments 
localized into Spanish and Portuguese, 
resulting in over 600 responses from 
the region. These results allowed us to 
quantify how this region compares to 

Figure 1: What is your total annual salary in US dollars? (Full-time only). Source: 
CSA Research.

Figure 2: In your perception, when men and women do the same job or work of 
equal value at your employer, do men or women earn more, or do they earn the 
same amount? Source: CSA Research.
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the United States and Canada on the 
one hand and Europe on the other, 
and revealed some striking — and 
troubling — differences.

The perception gap 
In the original survey, one of the 

most notable differences between 
North America and Europe was that 
European countries have a much 
larger pay gap than North America 
does (Figure 1). CSA Research’s 
examination revealed that the dif-
ferential in Europe is structural in 
nature: women in Europe are much 
more likely to work as low-paid 
freelancers. Those who work in 
organizations actually earn as much 
or more than their male counterparts 
for all job descriptions in the survey. 
In North America, by contrast, they 
are more likely to work as salaried 
employees in organizations with 
established pay policies, and so the 
overall pay gap is very low.

The updated study shows that 
this difference is even larger in Latin 
America. Full-time male workers in 
Latin America make an average of 
59% more than their female counter-
parts. Critically, it reveals that men 
make more than women within most 
job descriptions, whereas Europe 
and North America show very little 
difference within comparable jobs.

However, workers’ perceptions 
about their pay run counter to this 
reality. Although men in all regions 
showed very similar beliefs about pay 
rates and gender, women in North 
America overwhelmingly stated that 
men are paid more for equal work 
by their employers, while European 
women were more divided and Latin 
American women were the most likely 
to believe their organizations were fair 
in their pay policies (Figure 2).

These results demonstrate an 
inverse correlation between actual 
pay equality and the perception that 
it exists: the women most likely to 
experience discrimination in their 

Figure 3: Importance of gender issues (0 = unimportant, 10 = very important). 
Source: CSA Research.

Figure 4: In your perception, who would you characterize as having more opportuni-
ties for promotion or advancement to top executive and professional positions at 
your employer: men or women? Source: CSA Research.



salaries believe they have achieved 
equality, while the ones who are least 
likely to experience it believe that 
discrimination affects them.

Why would this be the case? 
Although the survey cannot directly 
provide the answer, CSA Research 
observes the following factors at play:

•  S t r u c t u r a l  i s s u e s  h i d e 
i n e q u a l i t y.  To the extent that 
men and women work in different 
sorts of positions and compare them-
selves to those in similar situations, 
they will perceive more equality than 
if they look more broadly. This result 
certainly plays a factor in the results 
in Europe and — to a lesser extent 
— in Latin America but does not 
address why North American women 
perceive a larger gap than others do. 

• Media coverage and beliefs 
about national policies. Media 
coverage about gender pay issues in 

North America is common, and fre-
quently emphasizes the lack of gov-
ernment-mandated solutions. As a 
result, leaders in organizations in the 
United States may be more likely to 
consider it important to have policies 
within the organization to promote 
pay equality. By contrast, Europeans 
may believe that governmental poli-
cies have largely solved the issue — 
and see equality within their own 
employers — and thus believe that 
their own societies are more equal 
than the United States. As in Europe, 
many respondents in Latin America 
mentioned government policies as 
beneficial in this regard.

• Social expectations. CSA 
Research’s survey shows that Euro-
pean and Latin American workers are 
less likely to consider gender issues to 
be important to them and to society 
than those in North America (Figure 

3). When CSA Research interviewed 
Latin American language workers, 
many were not surprised by these 
results. They stated that because of 
machismo culture, many women may 
believe they are being paid appro-
priately to their value, and that men 
deserve more because their work is 
in fact more valuable. The relative 
lack of media coverage contributes to 
their sense that the pay is equal.

The glass ceiling may not be 
so transparent

Similarly, the survey established 
that men in all regions are more 
likely to be in senior leadership posi-
tions than are women. This finding is 
important because CSA Research’s 
examination of leading LSPs shows 
that those helmed by women — who 
typically came up through the ranks 
and have a strong background in 
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operations — are actually more effi-
cient and have higher per-employee 
revenue than those led by men. 
Finding and promoting strong female 
leadership may be one of the most 
effective ways for language compa-
nies to boost their profitability, but to 
the extent that LSPs are blind to this 
potential, they do not capitalize on it.

Despite the potential of women in 
leadership, the study reveals a similar 
dynamic with regard to advancement 
as seen with pay. Women in North 
America are almost twice as likely 
as those elsewhere to believe that 
men have greater opportunities for 
advancement (Figure 4), even though 
they are more likely than those in 
Europe or Latin America to work in 
top positions. By contrast, strong 
majorities of women in those other 
regions believe that promotion is 

gender neutral, despite evidence that 
shows they are less likely to reach the 
executive suite.

As a result, CSA Research character-
izes the glass ceiling as less transparent 
and less permeable in Europe and Latin 
America: women there do not perceive 
that it in fact limits them and do not see 

those who have moved past it. By con-
trast, workers in North America are 
more aware of the differential in who 
reaches those top positions. Women 
see that men are passing them up in the 
organization, but they also have more 
opportunity — despite the obstacles 
they face — to move past it.

Regional differences matter
As CSA Research’s examination of 

gender and family issues shows, the 
differences between regions is crucial. 
With larger numbers of results, it 
would almost certainly show consider-
able variation between individual coun-
tries and even regions within them.

Organizations, whether they buy 
or sell translation services, need to 
be aware of the issues that affect their 
workers and how their perceptions 
line up against reality. Those with 
employees in multiple regions also 
cannot trust that experience in their 
home markets will transfer elsewhere 
and need to carefully study the factors 
that affect their employees and work to 
address them and promote and com-
pensate talent fairly. The policies that 
are most effective in North America 
may be very different from those that 
work in Latin America or Europe. 
Similarly, solutions that address the 
needs of language workers in Brazil, 
Argentina or Mexico may backfire in 
the United States or Germany.

For Latin America, the results sug-
gest that companies in the region have 
a much bigger hurdle than those in 
North America to achieving gender 
equality. European organizations face 
a very different set of circumstances 
because their gender inequality issues 
are much more structural and out of 
their control. Providers and consum-
ers of language services in Spanish- 
and Portuguese-speaking countries 
have much more say in their policies 
and how they reward talent. Raising 
awareness about and emphasizing 
these concerns are the first steps to 
solving them. [M]

The results of CSA Research’s 
examination of gender and fam-
ily issues — as well as interactive 
snapshots of the data from the 
original series — are available 
free of charge from www.com-
monsenseadvisory.com/gender.
aspx. The results are available 
under a Creative Commons 
license to encourage re-use and 
adaptation of the results.



Focus

41January/February 2019

Everything emergency planners 
need to know about language
Why translation and interpreting need to go 
in your incident action plan, for Spanish and beyond

Terena Bell is an independent journalist writing for The Atlantic, 
Washington Post, Fast Company and others. She is former CEO 
of In Every Language and was on the GALA and ALC boards. Terena Bell
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According to the last census, 21% of Ameri-
cans don't speak English at home. But it’s the lan-
guage of choice for most emergency management 
teams, creating a communication barrier that can 
kill. During Hurricane Katrina, 70-80 people in 
Gulfport, Mississippi, died because evacuation 
updates didn't go out in Spanish and Portuguese, 
the languages they spoke.

The common sense fix is to have translators and inter-
preters at the ready. But this isn't enough. You have to be 
able to actually deploy them. Long before Hurricane Irma 
approached the state, the Florida Division of Emergency 
Management (FDEM) contracted SYSTRAN to localize its 
website. Unfortunately, the site’s use of an IFRAME coding 
element meant the shelter list went untranslated, leaving 
72.8% of Miami-Dade residents without in-language infor-
mation. After I called for comment, the state changed the 
code — just in time to translate the list before Irma’s arrival.

Websites aren’t the only critical translation work that can be 
completed before an emergency occurs. The US Census sur-
veys language use every ten years for all American counties, 
with the American Community Survey providing updated 
estimates annually. This gives emergency management the 
information they need in order to know which languages will 
be required. In California, for example, 44% of the population 
doesn’t speak English at home, so when the state requires 
federal assistance, emergency planners have 12 hours post-
incident to tell the US Department of Homeland Security 
each community’s preferred language. On a national level, in 
its Basic Guidance for Public Information Officers, the Fed-
eral Emergency Management Agency (FEMA) recommends 
public information officers “be able to gather, verify, prepare, 
coordinate, and disseminate information to all audiences, 
including those with disabilities, special needs, or language 
requirements. It is important to have materials translated into 
common non-English area languages... Contacts should be 
established to translate emergency information.”

Of course, translating materials beforehand isn’t possible for 
every scenario. Take the Hanukkah Eve windstorm that struck 
the state of Washington in 2006. More than one million people 
lost power, leading Governor Christine Gregoire to declare a 
state of emergency 17 counties-wide. Seattle local Rick Ante-
zana says, “It took 11 days to get all of the power restored.”

Weather forecasters were able to predict the gale force 
winds, but nobody saw the carbon monoxide pandemic 
coming. Antezana says, “An unanticipated threat emerged 
[as] people moved their charcoal and propane grills indoors 
to cook on and for heat.” And of course, this generated 
carbon monoxide in homes. “Hundreds of people became 
sick,” he continues, and eight died. That’s when Antezana’s 

translation company, Dynamic Language, got involved: 
Public Health asked Dynamic to translate warnings into 
Vietnamese, Chinese, Spanish, Russian and Somali, stop-
ping the deaths. Today, Antezana says, “Public Health has 
warnings in 24 languages on their website.”

Not all emergencies have a severe weather hook, either. 
During the Flint, Michigan, water crisis, Jinny Bromberg 
says her business, Bromberg & Associates, translated infor-
mation “about the crisis, prevention and best practices for 
obtaining clean water” into Arabic, Chinese, Hmong and 
Spanish for the Michigan Office for New Americans. Those 
files are still available on the state’s website today.

And then there are the incidences when translation isn’t 
enough: first responders also need interpreters. Not to be 
confused, the two are entirely different services. Translation is 
written, interpretation is verbal, and companies that sell one 
don’t always provide the other. For conversations, 911 depart-
ments typically have an existing partner providing interpret-
ers who help with individual emergencies every day. But for 
larger crises, it’s helpful to prevent confusion by identifying 
this partner in your incident action plan — especially as a 
single city can have a different vendor for each department. 
Case in point, the Toronto, Ontario, police department works 
with MCIS Language Solutions, but 911 uses competitor 
LanguageLine Solutions. The last thing you want in an emer-
gency is for first responders to not know which one to call.

In choosing a vendor, it’s also important to realize local 
providers may be impacted by the same emergency you 
are. “Local translators and interpreters are just as affected 
as everyone else,” says Bill Rivers, executive director of 
the Joint National Committee for Languages. Per Com-
mon Sense Advisory (CSA Research), 6-10% of American 
translators and interpreters live in Florida and Puerto Rico, 

People stand in a flooded street that usually serves as a 
farmers market, in Ouanaminthe, northeast Haiti, Septem-
ber 8, 2017. (Photo by Josiah Cherenfant, courtesy of VOA 
Creole Service).
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areas impacted by Irma. Irma also struck within days of 
Hurricane Harvey, which hit Texas — a hotbed of Spanish 
translation talent. The blow to availability, Rivers explains, 
was significant. CSA Research spokeswoman Melissa Gil-
lespie adds, “Alternatives to on-site translators and inter-
preters include remote interpreting options for Spanish 
and other languages through companies headquartered 
outside the affected region, but such options may be lim-
ited due to technology and infrastructure difficulties in a 
post-disaster zone.”

Billed on a per-minute rate, telephone interpreting can be 
more cost-effective than on-site interpreting, depending on 
language, conversation length and context. But if you’re on 
a tight budget, think twice before relying on Google Trans-
late or similar free tools. Rina Ne’eman, managing director 
of LegalTrans.com, says online translators are appropriate 
for “extremely general purposes,” but for anything legal or 
medical, quality is “dubious.” And in life and death situations, 
professional translators have been known to work pro bono. 
Translators without Borders, a Connecticut-based nonprofit, 
provides free crisis and trauma translation, and in Seattle, 
Antezana says, “We didn’t bill Public Health for the project.”

“Meaningful language access really saves lives,” says 
Bromberg & Associates director of operations Cathy 
Radloff. In Flint, just as in Florida and Seattle, she adds, 
“It did save lives.” And on its most fundamental level, that’s 
what emergency response is all about.  [M]

Translators without Borders (TWB) has a strong 
community of Spanish-speaking translators engaged 
in its development and humanitarian activities. This 
community makes sure those affected by natural 
disasters can access information in their own lan-
guage. For example, in the autumn of 2017, TWB 
relied on this community to support the response to 
the hurricanes that wrought havoc in the Caribbean. 

First came Hurricane Harvey. TWB mobilized 
Spanish translators in its community as well as 
through social media. Rapid response teams 
mobilized to translate urgent communications for 
US-based NGO Humanity Road and the American 
Red Cross (ARC). These included translations of 
basic preparedness materials advising residents 
on how to secure their homes and where to go 
for assistance. 13 TWB translators also monitored 
social media for information that Humanity Road 
could relay to first responders. In all, 20 Spanish 

translators took part in the Harvey response, 
alongside colleagues working into Arabic and 
Vietnamese.

Several of the same translators stayed engaged 
for the response to Hurricane Irma, translating 
materials for the ARC and local responders. This 
allowed national Red Cross societies to communi-
cate critical storm-preparedness messages quickly 
— for instance via Twitter.

Over 100 volunteers responded to TWB’s appeal 
for translators for the hurricanes. For two weeks, 
the teams were operating in multiple languages 
around the clock. Rapid-turnaround translation 
continued afterwards to support coordination of 
the clean-up operation and assistance to affected 
people in the aftermath of the storms.

If you’d like to be part of TWB’s committed 
team of Spanish-speaking translators, apply at 
translatorswithoutborders.org/volunteer.

Translation disaster relief in action
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Embracing Spanish
language (and culture) 
What the United States stands to gain from bilingualism

Carreen Schroeder is the managing editor at Nimdzi Insights LLC, a 
global market research company for the language services industry. 
She also regularly researches and writes articles and reports for 
Nimdzi Insights, and manages the scheduling of all content.Carreen Schroeder
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According to the United States Census 
Bureau, as late as 2013, over 230 million US 
residents (aged 5 and older) spoke only English, 
accounting for nearly 80% of the US population. 
Out of this population, the Academy of Arts and 
Sciences, an independent policy research center, 
has reported that only 30,000,000 were proficient 
in a language other than English — less than 13%. 
When we compare this to the Spanish-speaking 
and Spanish-Creole-speaking US population, 
nearly 60% were proficient in the English lan-
guage (Figure 1).

The Spanish language is now considered the most com-
monly-spoken language in the United States aside from 
English, and the debate over bilingual education continues 
to cause social and political waves.

Some Americans worry that by investing in bilingual 
education, states will create an undue burden on the 
country’s economy. They stress that this money would be 
better spent on English-only education in order to ensure 
that increasing numbers of immigrants develop English-
language skills. They argue that an education delivered 
solely in the English language will aid students in success-
fully completing post-academic studies, increasing the 
likelihood that they will attain economic independence. 

Another commonly-held belief is that children who 
learn in a bilingual environment will struggle academi-
cally, and that mastery of their mother tongue will suffer 
as a result. But as with any debate, there is always another 
side to the proverbial coin.

Those who support bilingual education argue that 
a country’s investment may initially be expensive, but 
the payoff is well worth the financial pain. According to 
professor of economics François Grin, "…language is a 
good investment from the perspective of the economy as 
a whole, rather than just the individual or for the state."

Proponents like Grin argue that the more a country 
invests in bilingual education, the more it is likely to 
succeed in international commerce, a view that is well-
supported by recent statistics.

International trade
The economic playing field has gone global, and coun-

tries rich in multilingual skills will likely reap the benefits. 
Students in Switzerland are taught in the language of the 
region, which could be any of Switzerland’s four official 
languages — German, Italian, Romansh or French. In 
addition, they learn one of the other official languages, 
along with English. Switzerland is definitely reaping the 
benefits with an economic value of multilingualism at 
approximately 9% of its GDP.

The picture is less optimistic for the UK, which loses 
approximately 3.5% of its annual GDP due in large part to 

Figure 1: Spanish and Spanish-Creole 
speakers proficient in English versus 
English speakers proficient in a language 
other than English. Source: Academy 
of Arts and Sciences Common, The US 
Census Bureau.
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a deficit in language skills within the 
workforce. Similarly, recent studies 
have shown that one-sixth of US 
businesses lose out due to a shortage 
of language skills and limited cultural 
awareness. When we consider that 

Mexico is the second-largest export 
market for United States goods, the US 
stands to lose a great deal (Figure 2).

In the UK, the Labour government 
dropped languages as a compulsory 
subject for the General Certificate 

of Secondary Education (GCSE). 
Now, only 22% of state schools offer 
languages as a compulsory subject. In 
the United States, the fight for bilin-
gual education has been won and 
lost time and again for almost 200 

Figure 2: US export markets (2013) in billions of dollars. 
Source: Office of the United States Trade Representatives.
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years. Inextricably tied to politics, 
economic worry and social ideals, 
language learning always hangs in 
the balance.

Academic and health 
benefits to bilingualism

Communications specialist Mia 
Nacamulli has spoken about the 
many benefits of being bilingual. 
She has pointed to the critical 
period hypothesis, which states that 
children who learn more than one 
language strengthen their dorsolat-
eral prefrontal cortex — the area of 
the human brain that aids in solving 
problems, switching between tasks, 
and maintaining focus by filtering 
out irrelevant information.

A recent study in the International 
Journal of Educational Development 
analyzed the results of bilingual edu-
cation in Guatemala. The study found 
that students enrolled in bilingual 
education had higher attendance, 
higher promotion rates, lower repeti-
tion and lower dropout rates. Bilingual 
students received higher scores across 
the curriculum, including mastery 
of their first language, Spanish. The 
researchers further argued that the 
results demonstrate a cost savings of 
the equivalent of $5 million — a sav-
ings “equal to the cost of primary edu-
cation for 100,000 students.” Perhaps 
the antiquated 1960s American notion 
that bilingualism actually slows down 
a child’s development, is just that — 
antiquated and unsubstantiated.

For adults, learning more than 
one language has also been shown 
to increase a higher density of gray 
matter that contains most of the 
brain’s neurons and synapses. This 
has shown promising evidence in 
the delay of diseases like Alzheimer’s 
and dementia by up to five years. 

There is no doubt that the heated 
debate over the merits of bilingual 
education will rage on, but the proof 
is in the pudding. Investing in bilin-
gual education has the potential to 

not only increase academic achieve-
ment but to also strengthen a nation’s 
economy. If the United States wants 
to continue to assert itself on the 
global economic stage, perhaps it’s 
time to embrace its second-most 
commonly spoken language.

Top three localization tips 
for the Hispanic US market

According to a 2012 Nielson Report, 
“Hispanics are the fastest growing 
ethnic segment” in the United States, 
expected to grow 167% from 2010 to 

America’s Languages, the report of the Commission on Language 
Learning of the American Academy of Arts and Sciences, makes a 
persuasive case that every American student must master English. 
Additionally, students must have the opportunity to master their home 
language, whatever that might be, and they must have the opportunity 
to master additional languages. 

While more than 60 million American citizens and residents speak 
Spanish, and another 10 million speak one of more than 400 languages, 
our national capacity to create bilingual citizens lags behind almost all 
of the developed world. Some of that gap derives from the unarguable 
benefit of having the world’s lingua franca — English — as our primary 
language. Some of that gap comes from the crazy quilt of education in 
the United States. The US encompasses 55 states and territories, some 
18,000 local school districts, more than 30,000 private, parochial and 
charter schools, and more than 2,800 colleges and universities, each 
and every one with a great deal of autonomy and independence. There’s 
resilience, innovation and strength in our system, to be sure, but there’s 
no “magic wand” to guarantee that every student leaves school with 
some knowledge of another language. 

Even so, parents, local political leaders and business leaders across 
the country have been adding language programs at a rapid pace, 
with a 30% increase in high school enrollments in the past ten years, 
and a fifteen-fold increase in dual language immersion programs since 
2001. American schools can, and increasingly do, prepare students of 
all backgrounds for a multilingual world. A number of colleges and 
universities are taking advantage of the bilingual skills among their 
students to create programs in localization, translation, interpreting, 
global engineering, and other majors. GALA, the ALC and the American 
Translators Association are all actively engaging with higher education 
to promote the industry, and to get more young people in the human 
capital pipeline. Finally, the Joint National Committee for Languages 
works in Washington, DC, to boost federal support for research and 
education in languages, and to improve conditions for the language 
industry. Over 150 educators, linguists and language company repre-
sentatives will come together for the yearly DC-based Language Advo-
cacy Days February 14-15, 2019. Over the past six years, we’ve helped 
to build broad, bipartisan support for the language enterprise in the 
US. The recent midterm elections will only strengthen supporters of all 
things language on Capitol Hill, with all of our key Congresspeople and 
Senators returning, and several multilingual newcomers as well.

— Bill Rivers, executive director, Joint National Committee for Languages

Language education and the language industry
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2050, compared to 42% for the total 
population.

Thinking of expanding your busi-
ness in the American market? If you 
plan to promote your products and 
services in the United States, you may 
want to seriously consider investing 

in localization services ahead of time 
— even if you already have a presence 
in English.

Nearly 60 million residents of 
the United States speak Spanish as 
their first language. Migrants from 
Mexico are by far the largest group, 

accounting for over 63% of Hispan-
ics. But people from many other 
Latin American countries account 
for a growing percentage of Spanish-
speaking residents. For many years, 
the United States has become 
increasingly more multilingual and 
multicultural, with growing numbers 
of migrants from Cuba, Dominican 
Republic, Guatemala, Colombia, 
Honduras, Ecuador, El Salvador, Peru, 
Nicaragua, Venezuela, Argentina and 
even Spain.

Penetrating the American market 
is no longer as simple as ensuring 
your advertisements and promo-
tions are well-versed in the English 
language and cater to American fash-
ions, trends and ideologies. Ignoring 
the opportunity to promote your 
business in the growing Hispanic 
communities within the United 
States could be a costly venture.

As mentioned previously, Hispanics 
are the United States’ fastest-growing 
ethnic segment. But what’s interesting 
about this diverse community is their 
ability to pivot between the English-
speaking and the Spanish-speaking 
markets. Companies wishing to target 
the Hispanic community would be 
wise to devote considerable energy to 
assessing this opportunity in order to 
ensure that their marketing strategy 
will win over their target audience.

So, what does this all boil down to? 
What are the most important areas to 
focus on when developing a localiza-
tion strategy to target the Hispanic 
US market? Here are just a few tips to 
consider:

Tip #1: Hire localization 
experts

It isn’t simply about translating 
your campaigns into Spanish. If that is 
your approach, you are almost surely 
going to waste your time and invest-
ment. It’s not about the words. It’s 
never been about the words. It’s about 
the culture. It’s about an intimate 
understanding of how the Hispanic 

STARTUP?

THE INTUITIVE, SCALABLE, AI-POWERED 
TRANSLATION MANAGEMENT SYSTEM TO TAKE YOUR 

STARTUP FROM GARAGE TO GLOBAL.

Start off on the right foot.
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population lives and what they value. Sure, you can spend 
the necessary time to study these cultural nuances, but that 
would take an awfully long time. And, well, time is money, 
as the saying goes. You would be much better served in 
teaming up with localization experts who specialize in this 
field. If you are going to invest in a targeted localization 
campaign, do it the right way — hire the experts.

Tip #2: Invest in hyperlocal strategies
It isn’t enough to just target the Hispanic community as 

a whole. It is about drilling down to the specific audience 
you are trying to target. What is the age group? Where do 
they gather for social interaction? What are their general 
interests and where do you see your product or services 
playing a key role? Meet your target audience at this 
ground level, and your localization efforts will produce 
much more meaningful results.

Tip #3: Employ the best of the best
No, your entire localization team doesn’t need to be 

Spanish-speaking, but they all should represent the best of 

the best. They should be at the top of their game in the 
localization space and rise to the challenge at hand. The 
Hispanic community responds very favorably to strong 
brand values, consistent delivery of high-quality products 
and services, and the ability to connect on the preferred 
social media platforms they frequent (pay special attention 
to mobile phones and tablets). So employ individuals who 
are keenly aware of these values. When your team is fully 
invested in continuous advancement in localization, you’re 
sure to be on a winning streak. 

Unamonos para apoyar nuestra cultura 
Latina

The shrinking world is increasingly multicultural, 
and the United States is no exception. Americans are 
uniquely positioned to embrace their multicultural and 
multilingual communities. With endless opportunities 
for political, social, educational and economic advance-
ment and growth, let’s join together to support our 
Latino culture — unamonos para apoyar nuestra cultura 
Latina.  [M]
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David Chaves Rodríguez

Five takeaways from 
HubSpot's international 
Spanish strategy

David Chaves Rodríguez 
is a senior localization spe-
cialist at HubSpot. With 
over five years of experi-
ence combining the LSP 
and buyer’s side, he has 
led multiple key initiatives 
within the linguistic realm, 
including the creation 
of style guides and the 
development of training 
materials.
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T he Spanish-speaking world represents one 
of the most attractive markets to businesses 
today. Many national economies in Latin Amer-
ica, especially Mexico, Chile and Colombia, are 
gaining momentum and are poised to continue 
on an upswing in the years to come. This posi-
tive trend has not gone unnoticed in the global 
business arena, and consequently many compa-
nies are exploring options to tap into these mar-
kets as a whole.

From an operational standpoint, the Hispanosphere 
poses numerous challenges to businesses looking to 
execute a successful region-centric strategy. Differences in 
local laws, distribution channels, geography, culture, cur-
rency and other factors can seriously impact a business’s 
ability to enter and operate in these countries effectively. 
However, there is one major element shared by these mar-
kets that helps attract businesses from all over the world: 
language.

At a glance, there are around 577 million speakers of 
Spanish in the world, 480 million of whom are estimated to 
be native speakers of the language according to 2017 data 
from the Cervantes Institute. This equals 7.6% of the global 
population today, and that astonishing figure makes Span-
ish the second most widely-used language in international 
communications and the third in online communications, 
only outranked by English and Chinese. In 2017, an IMF 
report suggested that the 21 countries that have Spanish 
as their official language amounted to 6.5% of global GDP. 
These and other such data points account for why many 
businesses are choosing to follow an international or neu-
tral Spanish strategy to localize their content into Spanish. 
This becomes the vehicle that allows them to access all of 
these markets at once.

The benefits of opting for a unified version of Spanish 
over diversifying your linguistic efforts, thereby adapting 
to each individual local variant, are therefore evident. If 
your specific type of content that requires localization to 
help you enter these markets is prone to standardization, 
you will be opening the door of your business to millions 
of prospects across Latin America and Europe.

That is exactly the strategy that HubSpot followed for 
its marketing, sales and customer service blog in Spanish. 
The localization team and the regional marketing team 
for Latin America and Iberia at HubSpot partnered up to 
adopt a neutral approach for the language with the goal of 
localizing and creating content that would be suitable for 
a broad Spanish-speaking audience. This has not been a 
linear process, and we have had to fine-tune our strategy 
over time to adapt to our audience and content demands. 

In the sections that follow, I’ll share some key learnings 
and tips that can help you and your business if you are 
considering implementing an international Spanish local-
ization strategy.

1) Acknowledge local differences
The fact that you are addressing a broad Pan-Hispanic 

audience through a unified variant of the language does 
not need to mean that you are not cognizant of local dif-
ferences. When we talk about local differences, we are not 
necessarily referring to linguistic variations, but rather 
to other idiosyncrasies concerning culture, lifestyle, atti-
tudes, buying behaviors and other dimensions that have 
an impact on a business’s ability to market effectively in a 
particular locale.

There are multiple ways in which your business can 
show your audience that you are aware of and committed 
to these differences. One of the strategies that we follow 
is to include examples and cultural references relating to 
multiple Spanish-speaking countries, instead of includ-
ing references to just one or two of them. So, when we 
are localizing a new piece for our blog, for example, and 
we see that it includes cultural references that would not 
be as relatable for our readership in Latin America or 
Spain (these are typically references targeted at a North 
American audience), we follow an assimilation approach 
— meaning that we remove the source cultural reference 
completely, and add a new one that would resonate bet-
ter amongst our target Spanish speakers. Every time we 
need to make such adaptations, we try to focus on a dif-
ferent market — it could be Colombia, Spain, Ecuador or 
Argentina, for example. This allows us to create a library 
of content that has not been conceived of with just one 
particular market in mind, so it becomes easier for readers 
from different markets to relate to it.

The decision of which country these cultural adapta-
tions will refer to should not be totally arbitrary either. 
To start with, our regional marketing team publishes 
a wide range of topics on our Spanish blog, so we need 
to be informed of what topics are more or less popular 
for each particular market. For example, we know that 
social media is a huge topic among brands in Colombia; 
ecommerce is gaining popularity in Mexico; and inbound 
marketing concepts will be well-received in Spain. Having 
this understanding of the industry trends in each locale 
helps us determine the markets where a particular piece of 
content is likely to perform better. Another consideration 
when making cultural adaptations is the traffic that our 
blog generates. We can analyze our traffic metrics, espe-
cially our organic traffic, to see which countries send the 
highest number of visitors to our blog, so we can adapt our 
content accordingly.
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2) Avoid (linguistic) 
regionalisms

While your approach to cultural 
differences should embrace and 
acknowledge them, your strategy for 
dealing with linguistic differences 
should go the opposite direction. 
As such, avoiding regionalisms and 
country-specific terminology and 
expressions should be at the core of 
your linguistic efforts — this is, after 
all, the foundation of the concept of 
international or neutral Spanish.

This is by far the most critical 
and complex element of this type of 
strategy, and precisely the area where 

content creators and language teams 
struggle and fail the most. In order to 
handle this effectively, the first step 
should be to do thorough terminol-
ogy research that encompasses both 
terminology that is specific to your 
particular industry as well as more 
general terminology that may not be 
industry-specific, but still relevant to 
your business and target audience. 
Your goal should be to determine 
which terms are used by most coun-
tries versus those that may only be 
used, or even understood, by just a 
handful of them. By doing this, you 
will be able to black-list and white-

list terms, and this will help you build 
a comprehensive compendium of 
terms that will not only guide your 
linguistic efforts, but ultimately 
define the tone and voice of your 
brand in Spanish.

This was, in fact, the starting 
point of our international Spanish 
strategy, and it is indeed an ongoing 
process. When we started to devise 
this strategy, the first step from a lin-
guistic point of view was to compile 
our commonly-used terminology in 
English and determine which equiva-
lents would make most sense to use 
in Spanish. This was not a guesswork 

Countries where Spanish 
is an official language

Source: Mapchart.net

De facto

De jure



task, but rather there were a couple 
of strategies that helped us make 
informed decisions from an SEO 
perspective. 

First, we started off by performing 
searches in Google for specific terms 
and setting Google’s location for each 
of our target markets. This allowed us 
to analyze the search volume for said 
specific terms in each market and to 
start to identify overlapping termi-
nology across countries. Second, we 
looked at which particular keywords 
or topics ranked higher in each par-
ticular target market to understand 
the importance of certain terminol-
ogy in terms of authority. While this 
step is definitely more granular, it will 
be a critical step for your content to 
be correctly optimized. And thirdly, 
we googled existing online content in 
Spanish about our most relevant top-
ics, in order to get a sense of the level 
of alignment between our decisions 
and what was already being used by 
the industry, customers, competitors 
and partners.

3) Choose how to address 
your audience

How you address your audience 
will be an important determinant 
of your brand’s tone and voice in 
Spanish, so this is a decision that 
needs to be thoroughly pondered 
up front. The differences in register, 
formal and informal tone, and even 
pronouns across regional variations 
make this a particularly challenging 
decision. The main obstacle that 
many teams face in this area is that, 
for the particular tone and voice they 
are looking to set for their brand, the 
preferred pronoun or form of address 
may not be common in their most 
promising target markets.

If you are looking to establish 
a tone in Spanish that is person-
able, approachable and engaging, 
you need to make sure that you are 
addressing the maximum number of 
potential target readers in such a way 

that your brand is not standing out as 
odd to them. That is why neutrality 
plays, once more, a vital role here. 
As we were developing this strategy, 
we started off by asking ourselves 
whether we wanted to address our 
reader as an individual (using the 
singular form) or collectively (using 
the plural form). Both were accept-
able forms for our specific industry 
and types of content; however, after 
studying these options more deeply, 
we realized that the singular form 
would pose considerably fewer chal-
lenges for us. The question of whether 
we wanted to be more or less formal 
was probably easier in our case, as the 
level of formality in Spanish, for our 
particular business sector, tends to be 
less strict than in other languages, so 
we knew very well that choosing the 
informal tone was the safe choice.

4) Document and promote 
your decisions

As you make progress in defin-
ing your strategy, it is critical that 
you start documenting your deci-
sions. No decision is too small to be 
documented, nor should you take for 
granted that your teams are or will be 
aligned with you if you do not give 
them the resources and information 
that they need. 

Having clearly defined resources 
that incorporate your linguistic and 
nonlinguistic guidelines is a manda-
tory step. We put together two main 
resources that have become a must-
read for any content creator in the 
business. First, we created a Spanish 
glossary that today contains over 
1,300 terms related to marketing, sales 
and customer service, but which also 
has terminology specific to our prod-
ucts and services. Remember, when it 
comes to terminology, that virtually 
any term could be troublesome for 
your international Spanish strategy. 
This means that you need to be very 
aware of regional connotations and 
meanings and make sure that you 
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explain the reason why a particular 
term is white- or black-listed in order 
to avoid potential misalignments. Sec-
ondly, we created a Spanish-language 
style guide that echoes our brand voice 
and style in English, and contains the 
summary of our Spanish linguistic 
decisions, clearly explained, alongside 
some market-relevant information, 
such as our buyer personas for Latin 
America and Iberia.

Creating these resources is, in 
itself, not enough. It will be your 
responsibility to promote them inter-
nally and externally so that they are 
easily accessible to anyone who will 
be creating and localizing content for 
your brand. This includes not only 
your external translation vendors and 
their network of Spanish freelancers, 
but anyone who writes for, or speaks 
with, customers in Spanish. Your goal 
should be to establish and promote a 
consistent use of the language, but 
you should not become the “language 
police” in your company. Rather, 
you should endeavor to promote the 
importance and benefits of linguistic 
alignment to ultimately become a 
strategic language advisor.

5) Seize the golden 
opportunity

What attracts people to a business 
today is not only a solid product, 
reputable services or a well-known 
brand name. In the age of SEO, busi-
nesses should consider language as 
one of the main contributors to their 
traffic, authority, reputation, lead 
flow and revenue. Consumers today 
value much more than just products 
and services — they value how brands 
speak and interact with them.

The increased interactions that 
occur every day between brands and 
consumers in the digital world help 
illustrate the importance of the use of 
high-quality, accessible and person-
able language for any brand, regard-
less of its size or industry. These 
interactions are helping consumers 
and brands alike create valuable 
experiences for one another. Your 
online presence is no longer just a 
window for your business to exhibit 
what it has to offer, but an interactive, 
multidimensional platform for your 
prospects and customers to engage 
with your brand.

There are multiple channels 
through which you should be 
enabling these interactions. Whether 
it is via a chatbot, a live chat or other 
conversational tools, the expecta-
tions from your prospects and cus-
tomers remain the same: they want 
to talk to your brand as if it were a 
real person, and they expect for their 
particular queries and needs to be 
clearly understood and addressed. 

As you define and roll out your 
international Spanish strategy, you 
will need to consider these newer 
interactive platforms and what reg-
ister and level of formality you want 
to use for them. Although the related 
technical challenges can be fairly 
complex, you will have the oppor-
tunity to give your brand and your 
voice in Spanish far more visibility 
and establish yourself as an authority 
others want to mimic. Investing in 
these technologies, considering per-
sonalization elements, and leverag-
ing your linguistic expertise can help 
your brand sound much more helpful 
and approachable for your Spanish-
speaking prospects and customers in 
a very natural manner.  [M]
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Discussion on the difficulties of speaking regional 
Spanish are certainly not relegated to the language 
industry — it’s an issue that many Spanish speakers 
are highly aware of. 

In fact, "Qué dificil es hablar español," a viral 
Spanish clip of two regular guys singing about 
the cross-cultural difficulties of speaking the lan-
guage, has well over ten million views on YouTube. 
The video has made the internet rounds for the 
last few years — although if you don’t speak Span-
ish, you may have missed it.

The song’s topic is a journey from Mexico to 
Patagonia and over to Spain; a series of language-
learning courses and post-graduate studies 
scattered throughout the Hispanosphere, which 
nonetheless did not prepare the singers to speak 
regional Spanish. The song is over eight and a 
half minutes of humorous examples of regional 
misunderstandings. Here are a few translated 
excerpts; full subtitles may be found at https://
youtu.be/4LjDe4sLER0:

Oh, how hard it is to speak Spanish
Because everything you say means 
something totally different…
If you learn it, stay in only one region!
… In Venezuela I bought a pana [velour] shirt, 

and my pals said: “that’s my pana
[friend], that’s my pana!”
And in Colombia the porro is a 
cheerful rhythm people sing
But everyone gives me a weird look when I 
say I love it! [because it also means joint]
If something is far away, 
Chileans will say it is a la chucha
While in Colombia, underarm 
odor is called la chucha
(Meanwhile in Uruguay the same 
smell is called chivo
Although the dictionary defines 
chivo as a bearded goat)
By changing only one vowel, the 
word becomes chucho
And chucho means dog in 
El Salvador and Guatamala
In Honduras it means stingy, 
People named Jesus are often called Chuc
With so many meanings, how do 
you use this stupid word?
Chucho means cold chill in Argentina, 
Chucho in Chile is a jail,
Chucho in Mexico is someone 
who is skilled or clever:
Chucho’s chucho is chucho at barking, 
And for being chucho Chucho was put in chucho.
The chucho was cold, so he felt chucho.
“How chucho,” he said, “I miss my chucho.”…
There was something I was 
certain of: a strawberry is a fresa.
But what a surprise when in Mexico, 
I was called a fresa [rich kid]
For wearing Armani clothing 
and ordering good wine
While wearing the same clothes, I 
was called cheto in Argentina, 
“So cheto is strawberry,” I thought, and asked 
someone in a shop at the street corner: 
“Are there any good chetos here?” 
And the owner got angry…
A Colombian said, upon seeing that I, dizzy 
with confusion, was sitting down in a chair, 
“Man, relax and write it down on your hand: in 
Buenos Aires, strawberry is called frutilla.”

Oh, how hard it is to speak Spanish

Qué dificil es hablar español

Qué dificil es hablar español (con subtitulos en español)
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Holistic translation 
planning 

Nancy Pollini is director of strategic accounts for translation 
solutions and manages services at AMPLEXOR Life Sciences. Nancy Pollini
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Recent decades have seen global trade bor-
ders open up to an unprecedented degree, which 
has made it more straightforward than ever for 
pharmaceutical and medical device companies 
to take their products to markets all over the 
world. But how can they do this efficiently and 
at speed while still adhering to strict regulatory 
requirements that vary from country to country, 
when registration dossiers requiring translation 
for each local authority could exceed two mil-
lion words?
Expanding into and engaging with emerging markets 

means handling a more complex set of languages as target 
regions diversify to include Africa, Asia and Latin Amer-
ica. That’s in addition to the changing nature and scope 
of the EU. What specific challenges does this present for 
heads of regulatory affairs? What are the risks, and what 
does an end-to-end translation program look like for an 
international life sciences firm in 2019? 

As the world continues to feel smaller and more acces-
sible from an international trade perspective, major multi-
national life sciences companies are seizing the opportunity 
to expand their markets and spread their competitive risk 
by taking their products to new territories. From Brazil 
and other Latin American markets to Africa and Asia, 
emerging market opportunities present a wealth of busi-
ness growth potential — as long as organizations can enter 
each country cost-efficiently, with speed and at low risk. 
This in turn means ensuring that registrations and other 
local documentation, including patient-facing materials, 
are precisely, consistently and accurately translated for 
each new market in line with the latest local requirements.

This is a considerable undertaking. China, which has 
become a major source of strategic focus for any overseas 
exporter of goods because of its vast and fast-growing mar-
ket potential, currently requires that all content included 
in product registration dossiers is translated into standard 
Simplified Chinese. The translation workloads involved 
for China alone are immense — our company has already 
processed dossiers running over two million words for 
clients keen to gain access to mainland China. And once 
products are on the international conveyor belt, the clock 
ticks quickly. It is not unusual to be expected to turn 
around certified translations for these dossiers within as 
short a timeframe as two to three months. So it’s essential 
that companies have a robust plan for managing all of this.

Local language support isn’t always best
It has been common in the past for life sciences firms to 

devolve responsibility for individual market translations 

of registration documents, as well as patient-facing labels 
and information leaflets, to local teams, to manage with 
the help of local translation agencies. Yet this approach 
has brought with it a host of challenges, and with them a 
risk of soaring expense and delay — not to mention vari-
ances in the quality, look and feel of translated content, 
which are inevitable when different organizations are 
doing translation work from one country to the next.

The first critical issue to arise when translation is pushed 
out to in-country teams is that these satellite operations 
primarily comprise sales and marketing staff. Although 
tasked with expanding the business, these people ordinar-
ily will not have the capacity or project management skills 
to organize and keep on top of regulatory content transla-
tions. The second is that, with other pressing commercial 
demands consuming their time, they are unlikely to be 
monitoring evolving regulatory requirements and their 
bearing on translated content and information formatting 
for the local market. So making in-country teams, includ-
ing local affiliates, accountable for managing translations 
is likely to prove a risk as well as a false economy.

Growing complexity
Even in Europe, traditionally a more established region 

for understanding and managing regulatory require-
ments including certified local translations, the demands 
are so substantial and in such a constant state of flux, that 
dedicated personnel, experience and skills are needed to 
maintain compliance. EU membership isn’t set in stone. It 
hasn't been long since Croatia joined, and now the UK is 
leaving, of course, which in time could have implications 
for the dominance of the English language in regulatory 
administration, once the European Medicines Agency 
(EMA) has reoriented itself on the mainland. 

As it is, there are 24 languages to cover for the EU’s 
centralized authorization procedure. Broadening out to 
Europe as a whole, including Eastern Europe, increases 
the regional translation burden to 30 or more different 
languages. Add in Asia, Africa and Latin America, and the 
number of required translations swells further, whether 
that’s a country’s particular take on French or Portuguese, 
or the local dialect which needs to be reflected in patient-
facing materials. When the translation workload also 

"Ultimately, regulatory translation activities 
can be seen either as a cost and necessary 
evil, or as a gateway to new global market 
opportunities."
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includes clinical activities, additional 
considerations will need to be applied 
to where studies are taking place.

Certainly, nothing is static. The life 
sciences industry is currently very 
volatile, characterized by high levels 
of mergers, acquisitions and spin-off 
startup activity as companies strive 
to get innovative new therapies out to 
market quickly and establish them-
selves ahead of the competition. With 
so much at stake, no company can 
afford to see its products languishing 
in limbo because local registration 
and marketing authorization have 
been put on hold.

The case for centralized 
translation

With companies’ growing global 
appetites, and a rapidly multiplying 
translation requirement, an organiza-
tion's best hope of keeping its growth 
strategy on track is to have a holistic, 
end-to-end approach and system 
for tracking evolving international 
regulatory requirements, and for 
delivering timely and accurate local 
translations for each target market.

All of this points to the merits of 
a centralized, systematic approach 
to the coordination and execution of 
translation projects. On the one hand, 
this will enable greater consistency, 
cost-efficiency and a clear line of 
sight across workloads and upcoming 
demands. On the other, it paves the 
way for additional efficiencies such as 
those enabled through the strategic 
application of technology for helping 
to process translations.

Managed regulatory translation 
service providers that specialize in 
life sciences content will have pools 
of resources, skills and experience 
that companies can count on and 
draw on as needed. Moreover, 
they will also have found ways to 
accelerate delivery, for example by 
harnessing translation memory 
(TM) technology. If you’re new to 
the industry, this is software that 

can automatically draw on specialist, 
agreed phrasing and terminology in 
the target language from previous 
use cases. In theory, the longer an 
organization continues to use the 
same provider to manage transla-
tions, and continues to build its own 
TMs for the service provider to draw 
from, the faster the output. Over a 
period of five years, one major life 
sciences brand saw the rate of lever-
age (acceleration of output using 
repeated terms and phrasing) grow 
from 20% to 60% on translations 
for Chinese submissions. Apply this 
kind of efficiency to dossiers running 
to two million words, and it’s easy 
to see how local registration time-
scales and translation costs could 
be reduced so that tight deadlines of 
two or three months can be met with 
a small, dedicated expert team.

TMs belong to the client and are 
specific to each company, to ensure 
complete data security and privacy. 
But, as well as including each firm’s 
specific terminology and references 
(such as excerpts from previous trans-
lations for the company), they benefit 
from regional and country-specific 
templates and glossaries of standard 
terms and phrasing, including EMA’s 
templates for the quality review 
of documents for human product 
information, for instance. Specialist 
tools are becoming more and more 
sophisticated all the time, too — now 
even including automated formatting 
checks to meet authorities’ respective 
standards for international submis-
sions. All of this can help expedite 
the delivery of high-quality output to 
ensure prompt, smooth authorization.

Widespread, next-generation auto-
mation using artificial intelligence and 
machine learning for medical content 
is still some way off given the sensitiv-
ity of the content and the life-or-death 
requirement for accuracy. However, 
such capabilities are advancing all the 
time and, in due course, are likely to 
add significant value to automated 

translation opportunities for life sci-
ences. Many translation partners have 
this kind of technology built into their 
technology automation roadmap, for 
use when tools are deemed mature 
and robust enough to meet the acutely 
sensitive needs of life sciences. Any 
company wishing to maximize the 
efficiencies of translation services 
should be open to using these kinds of 
techniques in future. Partnering with 
a translation company whose advice 
and services can be based on technol-
ogy choice, rather than dictated by a 
proprietary software system, can help 
to maximize the options.

Treating translation as an 
enabler of global growth

Ultimately, regulatory translation 
activities can be seen either as a cost 
and necessary evil, or as a gateway 
to new global market opportunities. 
With so much at stake — timely 
access to new revenue streams vs. 
the risk of costly delays or worse 
(risk to patients) caused by regis-
tration hold-ups — it is well worth 
taking time to develop a strategic 
position on regulatory translations, 
and developing a robust, centralized 
global capability. In reality, quality 
assurance depends on having ready, 
uninterrupted access to the right 
expertise, consistency and capacity; 
reliable, technology-enabled auto-
mation; and confidence-inspiring 
certification. And without an end-
to-end plan, this isn’t easy to achieve.

As the current decade matures, 
and as companies’ global ambitions 
expand to encompass substantial 
emerging markets, life sciences firms 
are likely to find that they already have 
too much on their plates to contem-
plate tracking, project-managing and 
quality-assuring international regula-
tory translations and submissions, 
despite their criticality. The business 
case for seeking qualified, coordinated 
worldwide help has never been more 
compelling.  [M]
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This reader does not purport to address every-
thing around standards, and was last updated in 
late 2018. To be informative and of practical use, 
there must be a focus. This focus is being provided 
via two limitations. First, we are looking at stan-
dards that affect multilingual transformations of 
content, and at general content life cycle stan-
dards only, ad hoc and as far as they have bearing 
on multilingual transformations. Second, we are 
looking only at technical standards that are tar-
geting actual technical interoperability — file or 
data formats and/or communication protocols. 
Abstract metadata, quality or service level stan-

dards are discussed only marginally, and only as 
long as they have bearing on real machine-to-
machine interoperability in localization. Linguis-
tic standardization of particular natural languages 
(including English) is only mentioned as far as it 
touches on machine-to-machine interoperability 
in localization.
BCP 14 (previously also known as RFC 2119, 
and now includes RFC 8174)

Short Description: BCP stands for Best Current Prac-
tice. BCP 14 defines the standardization specific meaning 
of normative keywords such as MUST, MUST NOT, 
OPTIONAL, REQUIRED, RECOMMENDED and so 

Localization standards 
reader 4.0
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on. RFC stands for request for comments, and these are 
numbered sequentially. RFC 2119 is the most common 
normative reference in other specifications throughout 
information technology standardization bodies. RFC 8174 
was added to address the ambiguity of uppercase versus 
lowercase in RFC 2119 keywords. Localization-related 
standards such as ITS and XLIFF use BCP 14 keywords to 
make their normative statements that create the basis of 
conformance statements, testing and verification.

Owner: Internet Engineering Task Force (IETF), a 
nonmembership standardization body. Contributors are 
individuals who implicitly commit themselves by contrib-
uting without signing any formal contract. IETF creates 
internet-related technical standards, protocols, processes 
and nonnormative informational content. IETF is backed 
by the Internet Society.

Intellectual Property Rights (IPR) Mode: Reasonable 
and Non-Discriminatory (RAND), an IPR mode that allows 
owners charging for use of essential patents, provided that 
the charge is “reasonable” and “non-discriminatory.” This 
is a bit vague, but 2013 saw some groundbreaking legal 
development with regard to standards offered under 
RAND IPR policies. In a Washington District Court, Judge 
James L. Robart ruled in a RAND case between Microsoft 
and Motorola that an initial licensing offer from Motorola 
had not been made in good faith and therefore constituted 
a breach of contract, in particular the obligation to license 
essential patents under RAND conditions to all imple-
menters. The methodology of setting the rates in this case 
was so well explained and logically constructed that it is 
being used as precedent not only by other US courts but 
also outside of the United States and by policy makers.

Current version and work in progress: For a very long 
time (20 years), BCP 14 had only RFC 2119 as its content, 
so many standard makers treated BCP 14 and RFC 2119 
as synonyms. With the addition of RFC 8174 (RFC 2119 
Clarification) it became important to distinguish if a stan-
dardization work product references BCP 14 as a whole, 
or just RFC 2119. RFC 8174 makes it clear beyond any 
reasonable doubt that the IETF notion of normative key-
words is typograph-driven. For example, “MUST” or any 
other of the defined keywords has its normative meaning 
only as far as it is printed in uppercase, as opposed to the 
ISO notion of normative keywords that is concept-driven 
and in fact forbids typographical distinction of normative 
keywords. 

RFC 2119 was released for unlimited distribution 
in March 1997. RFC 8174 updates RFC 2119 and was 
released for unlimited distribution in May 2017.

However, it is undesirable to make changes to this BCP 
because so many normative texts across IETF, W3C, OASIS 
and so on depend on the meaning of the normative key-

words as set out here. It is questionable whether adding RFC 
8174 was a good thing, as it deepened the rift between the 
IETF and ISO notions of normative keywords. It is too early 
to tell what the impact of the clarification was. Before, if 
uppercasing was omitted on a keyword in a spec, you could 
fix it in later publishing stages as it was considered edito-
rial. In theory, it sounds clear to tell that only uppercased 
keywords are keywords, but in practice, it will make correc-
tions difficult. Changing from plain to uppercase has been 
made into a material change by this supposed clarification. 
This clarification has some potential to cause interpretation 
damage. Until uppercasing was made mandatory, editors 
were dutifully aiming to avoid the keywords and use non-
normative semantic variants. Now, many will stop doing 
that, citing RFC 8174, causing a lot of confusion in ordinary 
readers. It may well happen that this clarification will cause 
more changes to this BCP in the feature.

BCP 47: Tags for Identifying Languages
Short Description: BCP 47 is a normative IETF track 

that compiles recommendations on how to create a 
unique language tag from codes defined in several other 
normative sources, including ISO codes. It is frequently 
referenced by OASIS, Unicode and W3C standards. 

Owner: IETF.
IPR Mode: RAND.
Current version and work in progress: RFC 5646 was 

released for unlimited distribution in September 2009. 
RFC 4647, Matching of Language Tags, was released for 
unlimited distribution in September 2006. BCP 47 is a 
persistent name that always points to the latest release, 
no matter what the current RFC number. BCP 47 itself 
is stable, which is important for backward and forward 
compatibility. New tags are being continuously registered 
via registration authorities specified in the standard. Most 
current developments are connected to Unicode exten-
sions for BCP 47.

BCP 47 Extension T: Transformed Content
Short Description: Extension T is possible via the 

extensibility mechanism defined in BCP 47 (RFC 5646) 
itself. Extension T has normative status within the Unicode 
Consortium, as it is being maintained as part of CLDR 
(see page 62), which is its major normative deliverable. 
This extension allows for additional tags specifying from 
which other language, locale or script the content at hand 
had been transformed. Extension T is not recommended 
for usage in structured environments such as XML, where 
this type of metadata can be specified using markup solu-
tions rather than a single text field. Note that Extension 
T is appending the information about the originating 
language or locale with a leading “t,” which means that the 
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BCP tag starts with the target locale and the source locale 
is appended. This makes sense given the structure of BCP 
47 tags, but may be perceived as contrary to the customary 
listing order of source and target languages, so “EN-t-IT,” 
for example, actually means that the tagged content is 
English but was transformed from Italian, not the other 
way around.

Owner/Maintainer: IETF/Unicode Consortium.
IPR Mode: RAND.
Current version and work in progress: Informational 

RFC 6497, published in February 2012. Extension T is 
regularly maintained as part of the CLDR release cycle.

BCP 47 Extension U: Unicode 
Locale Extension for BCP 47

Short Description: Extension U is possible via the 
extensibility mechanism defined in BCP 47 (RFC 5646) 

itself. It has normative status within the Unicode Consor-
tium as it is being maintained as part of CLDR. 

Owner/Maintainer: IETF/Unicode Consortium.
IPR Mode: RAND.
Current version and work in progress: Informa-

tional RFC 6067 was published in December 2010, and is 
maintained by the Unicode Consortium as part of CLDR. 
Extension U is regularly maintained as part of the CLDR 
release cycle. The Unicode Localization Interoperability 
Technical Committee (ULI TC) — known since early 
2018 as the CLDR Technical Committee Subcommittee 
(CLDR TC/ULI SC) — delivers the input exception data 
for sentence-breaking mechanisms for different locales 
for the periodic CLDR releases. As a result, sentence-
breaking behaviors driven by different exception data can 
be specified through assigned keys under the extension’s 
U mechanism.

bidirectional: a mixture of characters within a text 
where some are read from left to right and others 
from right to left. Bidirectional or bidi refers to an 
application that allows for this variance.
content management system (CMS): a system used 
to store and subsequently find and retrieve large 
amounts of data. CMSs were not originally designed 
to synchronize translation and localization of con-
tent, so many have been partnered with globaliza-
tion management systems.
CHM: an extension for the Compiled HTML file 
format, most commonly used by Microsoft's HTML-
based help program.
Extensible Markup Language (XML): a program-
ming language/specification pared down from 
SGML, an international standard for the publication 
and delivery of electronic information, designed 
especially for web documents.
intellectual property rights (IPR): rights relating to 
creations of the human intellect, primarily encom-
passing copyrights, patents and trademarks.
Organization for the Advancement of Structured 
Information Standards (OASIS): an IT standardiza-
tion consortium based in the state of Massachusetts. 
It works on the development, convergence and 
adoption of open standards for a variety of areas. Its 
foundational sponsors include IBM and Microsoft. 
Localization buy-side, toolmakers and service pro-
viders are also well represented. 
Simple Object Access Protocol (SOAP): a messag-
ing protocol that allows programs that run on dispa-

rate operating systems (such as Windows and Linux) 
to communicate using Hypertext Transfer Protocol 
(HTTP) and its Extensible Markup Language (XML).
technical committee (TC): standardization bodies 
usually own, create, maintain and update technical 
standards through purpose-specific technical com-
mittees. In organizational structures such as OASIS, 
Unicode and ISO, they are called technical commit-
tees, while in others such as W3C they are not. They 
may also be referred to as an Industry Specification 
Group, Working Group, Special Interest Group and 
so on.
translation management system (TMS): sometimes 
also known as a globalization management system, a 
TMS automates localization workflow to reduce the 
time and money employed by manpower. It typically 
includes process management technology to auto-
mate the flow of work and linguistic technology to 
aid the translator.
Web Service Definition Language (WSDL): an XML 
format for describing network services as a set of 
endpoints operating on messages containing  
either document-oriented or procedure-oriented 
information.
World Wide Web Consortium (W3C): an interna-
tional community that develops and owns many 
standards, including XML and HTML.
XML Schema Definition (XSD): a W3C recommen-
dation that specifies how to formally describe the 
elements in an Extensible Markup Language (XML) 
document.

A few terms
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Notably, the canonicalization algorithm included in 
RFC 6067 is slightly out of date. The current provision 
is specified in UTS #35. The canonicalization algorithm 
should be therefore updated in RFC 6067.

CLDR
Short Description: Unicode Common Locale Data 

Repository, http://cldr.unicode.org, is a standard repository 
of internationalization building blocks, such as date, time 
and currency formats, sorting (collation) rules and so on. 
CLDR is not a standard in a classical sense. It is, as the name 
suggests, a repository that is being constantly updated and 
released on a rolling basis following its data release process.

Owner: Unicode Consortium.
IPR Mode: RAND.
Current version and work in progress: Version 34 was 

released on October 15, 2018. Version 34.1 will be released 
on or around June 2019.

The submission period for version 35 will start in April 
2019. CLDR is being released on a regular semiannual 
schedule, whereas the cycle starting in the fourth quarter 
of each year is focused on tooling and bug fixing, and usu-
ally skips the public data submission phase.

COmmon Translation Interface (COTI)
Short Description: The Association of German 

Manufacturers of Authoring and Content Management, 
shortened to DERCOM in German, created this standard. 

DERCOM claims that it had to step up to protect and 
promote the interests of its membership and, at the same 
time, to let translation providers use the translation man-
agement systems (TMS) of their choice. DERCOM argues 
that no such interface exists, and it is true that a common 
interface is better than the present jungle of proprietary 
APIs on both ends that can only provide interoperability 
after some custom development on both ends for each 
new interface. Arguably this can be addressed by an 
Enterprise Service Bus or messaging architecture, but not 
every content management system (CMS) owner has the 
resources or technical muscle to do that.

COTI level 3 provides a sophisticated state machine 
that provides synchronous support for translation orders, 
cancellations and even updates of existing orders, which 
is notoriously tricky. While DERCOM is right that no 
translation web service interface has been standardized, 
it is surprising that COTI only standardized the business 
metadata interface and doesn’t say anything about payload 
standardization, standardization over a canonical data 
model such as XLIFF lends itself, but COTI actually does 
not mandate any data model restrictions with regard to 
the payload. So actually this specification only solves the 
CMS part of the equation. The bundle is thrown over the 

wall and it’s up to the language service provider to figure 
out what is localizable, what is not and so on.

While German CMS providers might be happy to 
implement always-synchronous Simple Object Access 
Protocol (SOAP) web services, the general trend seems 
to be rather toward RESTful interfaces and microservices, 
and it might hinder the adoption of COTI that level 3 
strictly enforces synchronous SOAP calls. REST refers 
to Representational State Transfer, a widely known web 
services architectural best practice that has never been 
officially standardized. Unlike SOAP, which is a specific 
standardized protocol, there is no single REST standard or 
even a single best practice. REST is rather an architectural 
style for interoperability.

Level 1 is actually the specification of the payload ZIP 
package, its structure and manifest. Sound familiar? Peo-
ple just keep reinventing this very wheel, albeit each time 
with subtle differences that don’t allow for automation 
among those “standard” ZIP packages. Electronic Dossier, 
Linport, TIPP and now COTI level 1 — all of these just 
defined a folder structure that they think a translation 
request and response should contain without talking to 
each other. Alan Melby and others invested some diplo-
matic effort into making the Electronic Dossier people 
talk to the Linport people and merge the Linport project 
with TIPP. But even before this could bear fruit, DERCOM 
COTI brought another “standard” folder structure.

COTI level 2 mandates automated exchange of the 
structured ZIP packages over hot (watched) folders. 
Whatever is placed in a hot folder is up for grabs at the 
receiving end. The TMS watches the CMS’s hot folder for 
new projects and the CMS watches the TMS’s hot folder 
for responses. Sound like the 1990s?

The interesting contribution to the topic of standard-
ized translation web services is in the level 3 compliance 
that requires SOAP and doesn’t allow or specify any other 
admissible bindings, which would certainly be advisable.

Owner: DERCOM. DERCOM is not a standardization 
body but a German trade association. They nevertheless 
decided to provide German-producer-centric standard-
ization, and, as they say, “non-proprietary” solution to 
CMS and TMS interoperability.

IPR Mode: Unclear. The specification, documentation 
(CHM) and validation artifacts (WSDL, XSD) are available 
for free, but no restrictions seem to have been specified 
with regard to licensing of IPR essential to implementing 
the specification. The specification says to look up “the 
intellectual property rights section of the technical com-
mittee web” at www.dercom.de but there seems to be no 
such section. This unfortunately means that not even (F)
RAND restrictions apply for licensing offers made for 
essential IPR by their respective owners. This is at least 
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until DERCOM actually comes out with publicly visible 
IPR information.

Current version and work in progress: COTI version 
1.1.1 was put out July 07, 2017, as a minor update from 
version 1.1 put out April 29, 2016. The 1.0 version was first 
approved on May 25, 2014, and was subject to only minor 
editorial fixes by September 2015. Version 1.1 brought 
some additional material such as the XML Schema, but 
also changes in the WSDL artifacts.

There doesn’t seem to be a specific plan to further 
develop the specification. Rather it seems that DERCOM 
makes changes and fixes as its membership gradually pro-
gresses in fulfilling its obligation to implement COTI level 
1 through COTI level 3 compliance. The WSDL changes in 
the version 1.1 were most probably driven by implementa-
tion experience of the DERCOM membership.

International Components for Unicode (ICU)
Short Description: Until May 2016, ICU was an 

IBM-driven open source project, and in fact the most 
important reference implementation of both Unicode and 
CLDR. As ICU provides internationalization libraries, it 
actually consists of two subprojects, ICU4C and ICU4J, 
that provide libraries for C and C++ and Java respectively. 
Spectacularly, ICU is the common denominator of both 
Android and iPhone operating systems. ICU 58 is the first 
ICU version released under the ICU TC governance.

Owner: Unicode Consortium.
IPR Mode: RAND.
Current version and work in progress: ICU 63 for 

Unicode 11.0 and CLDR 34 is the current version. ICU 
63.1 was released on October 10, 2018. This URL http://
icu-project.org/apiref/icu4c always points to the current 
official version.

ICU (both the Java and C projects) is being developed 
continually to address bug fixes and dependencies. Major 

releases are driven by the releases of the Unicode Standard 
and changes in CLDR data. A new major release should 
come after stabilization of CLDR 35 data in May 2019. 
Interestingly, in summer 2018, all ICU infrastructure 
migrated from SVN to GitHub.

Internationalization Tag Set (ITS)
Short Description: ITS 2.0 comprises 19 metadata 

categories compared to a mere seven in ITS 1.0. Addition-
ally, ITS 1.0 metadata categories were primarily designed 
for internationalization of XML content. Nevertheless, as 
abstract data categories, ITS can be implemented in non-
XML environments. Importantly, ITS 2.0 normatively 
specifies usage of the old and new ITS data categories 
for XML and HTML 5 content, and new categories have 
been introduced that explicitly address the localization 
roundtrip, such as the localization quality assurance 
related data categories Localization Quality Rating and 
Localization Quality Issue. Importantly, ITS 2.0 is listed 
in the JTC 1 Big Data Standards Roadmap (ISO/IEC TR 
20547-5) as a key automation enabler for big data and 
analytics dealing with human language.

Owners of ITS decorated content want their interna-
tionalization and localization related metadata to inform 
the roundtrip and make it to the target content in a 
meaningfully processed state that allows for drilling down 
into the process and for reconstructing the audit trail. 
Localization workflow managers should pay attention 
to information flows directed by the ITS data categories 
introduced by their customers up in the tool chain. There 
is also potential to introduce automated or semiautomated 
ITS decoration steps before extraction, or to introduce 
relevant XLIFF mappings of ITS data categories recorded 
on translations during the localization roundtrip that can 
be imported back into ITS in XML or HTML on merg-
ing back localized content. Categories such as Translate 
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(which had become a native HTML 5 attribute), Elements 
Within Text, Locale Filter, Target Pointer or External 
Resource should drive extraction and merging back of 
localizable content. Terminology and Text Analysis dis-
ambiguation markup should be passed on to human and 
machine translators. Proper interpretation of directional-
ity markup is a must for sound handling of bidirectional 
content using Arabic or Hebrew scripts. Self-reported 
machine translation (MT) confidence should be passed 
on to the content recipients, possibly along with quality 
assurance related metadata (Localization Quality Issue 
and Localization Quality Rating).

These considerations are especially valid when hooking 
up existing localization workflows upward into the tool 
chain. Existing workflows should introduce mappings of 
ITS data categories used in source content, so that the 
metadata flow is not broken throughout the content life 
cycle.

The current ITS 2.0 categories are Translate (flag 
indicating translatability or not); Localization Note (for 
alerts, hints, instructions); Terminology (to identify 
terms and nonterms and optionally provide definitions); 
Directionality (manages left to right/right to left display 
behaviors of content portions); Language Information 
(BCP47 language tags on relevant content portions); 
Elements Within Text (shows which elements break flow 
or not to help encode segmentation); Domain (to iden-
tify content theme or topic for better choice of relevant 
services or creation of training corpora); Text Analysis 
(for inclusion of automatically provided disambiguation 
data and term candidates); Locale Filter (indicates which 
portions of text are relevant for which locales); Prov-
enance (tracks agents — machine or human — involved 
in content transformations); External Resource (global 
pointers to external localizable resources such as images 
or other binary data); Target Pointer (identifies transfor-
mation targets in multilingual documents); ID Value (rule 
to provide unique content identifiers to be maintained 
throughout transformations); Preserve Space (specifies 
whitespace handling); Localization Quality Issue (pro-
vides a way to mark up and classify specific language 
quality assurance issues); Localization Quality Rating 
(quality rating expressed in a single 0-100 score); MT 
Confidence (provides self-reported MT quality score as a 
single 0-1 number); Allowed Characters (specifies restric-
tions on character data using simple regular expressions); 
and Storage Size (a simple encoding-based restriction 
mechanism to make sure that translations fit restricted 
database fields, forms and so on).

Owner/Maintainer: MultilingualWeb-LT Working 
Group/ITS Interest Group (IG). The World Wide Web 
Consortium (W3C) ITS IG has been the informal main-

tainer of ITS 2.0 after the MultilingualWeb-LT Working 
Group mandate expired; however, interest groups in W3C 
cannot create normative deliverables. Therefore a new 
Working Group will have to be formed to commence work 
on the successor standard, as soon as the ITS IG identifies 
industry need for a successor version.

However, the status of the ITS IG is unclear, as its 
charter expired on December 31, 2018, and it is not clear 
at the moment if the charter can be extended. In case 
ITS IG lapses, stakeholders of ITS should initiate a W3C 
community group to look after the adoption and main-
tenance of ITS 2.0. The main purpose of such a group is 
to see if there’s a need and momentum to create a new 
feature or maintenance release of the Internationaliza-
tion Tag Set.

IPR Mode: Royalty Free (RF), an IPR mode that man-
dates and guarantees royalty free use of essential patents 
in order to implement a standard.

Current version and work in progress: The current 
version is 2.0, published as a full W3C Recommendation 
on October 29, 2013. Work on another major version is 
not imminent. That said, ITS 2.0 covered a number of 
new areas with nonnormative mappings. These included 
Resource Description Framework (RDF) and XLIFF map-
pings. See XLIFF for inclusion of the ITS functionality as 
an XLIFF 2.1 module. Current collaborations and liaisons 
include OASIS DITA, DockBook, XLIFF and XLIFF 
OMOS TCs, as well as GALA TAPICC.

ITS IG is working on further elaborating and maintain-
ing other informative mappings, such as NIF and MQM. 
However, the MQM mapping aspect transitioned to the 
MQM W3C Community Group. ITS IG also maintains 
ITS extensions that support categories that could not be 
normatively specified for various reasons within the ITS 
2.0 publishing schedule; for instance, the Readiness data 
category.

JSON Localization Interchange Fragment 
Format (JLIFF)

Short Description: JLIFF aims to be compliant with 
the abstract object model defined in UML diagrams and a 
prose specification as XLIFF OM. The TC currently works 
on XLIFF unit JSON representation examples, JSON 
schema and JSON templates to represent the XLIFF OM 
UML diagrams and XLIFF unit XML examples.

Owner: OASIS XLIFF Object Model and Other Seri-
alizations (OMOS) TC. JLIFF is currently available as a 
JSON Schema that is reasonably stable but not yet offi-
cially published by OASIS.

JLIFF’s main intended use case is the real time interoper-
ability of TMS and CAT tools that support the XLIFF 2 data 
model. Importantly and unlike XLIFF, JLIFF can support 
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exchange of fragments at unit, group and file levels. For full 
XLIFF interoperability, it also supports exchange of whole 
XLIFF Document JLIFF equivalents, but this is not the main 
use case. It is important to stress that in order to preserve 
data integrity the lowest interchange level is that of logically 
separate bitext units and not arbitrary segments. 

IPR Mode: Non-Assertion (RF).
Current work in progress: In summer 2018, JLIFF 

JSON 2.0 and 2.1 schemas were completed by the commit-
tee on the XLIFF OMOS TC GitHub repository. The TC 
started working on a prose specification to be reviewed 
hopefully in early 2019. JLIFF schema has been attract-
ing implementers even before becoming stable. Notably, 
Vistatec released an open source implementation of core 
JLIFF in March 2018 at https://github.com/vistatec/
JliffGraphTools. But the TC is aware of at least two early 
implementations that cannot be publicly disclosed at the 
moment. It seems that the capability of JLIFF to create 
fragments compatible with the XLIFF 2 data model is 
exactly what implementers need for real time API-based 
interoperability.

Importantly, the JLIFF format will be reused by the 
GALA TAPICC Track 2, when specifying their real time 
translation API (JRARTEBU – JLIFF REST API for Real 
Time Exchange of Bitext Units).

The XLIFF OMOS TC was chartered in December 2015 
and started to develop a JSON serialization in parallel to 
the creation of the abstract object model for the XLIFF 2 
family of standards that it is developing as its first prior-
ity. The objective is to create such a JSON serialization 
of XLIFF and XLIFF fragment data categories that would 
allow lossless interchange between JLIFF and XLIFF 
based tool stacks. The development of the JLIFF speci-
fication and artifacts is being conducted on this GitHub 
repository: https://github.com/oasis-tcs/xliff-omos-jliff. 
The repository is public but the contributors need to be 
or become OASIS XLIFF OMOS TC members. However, 
anyone can raise issues or comments via the associated 
issues or wiki at https://github.com/oasis-tcs/xliff-omos-
jliff/wiki, as well as minor bug fixes via pull requests. It’s 
up to the repository maintainers if those pull requests will 
be merged or not, which is the usual GitHub collabora-
tion workflow.

Multidimensional Quality Metrics (MQM)
Short Description: MQM is primarily a set of error 

data categories that can be used in language quality assess-
ment, especially in bilingual translation scenarios, but also 
in monolingual review or authoring scenarios. The aim of 
MQM is to cover the whole logical space of possible errors 
and nonconformities related to language and locale-
specific presentation of content of any kind.

It is impossible (and even if possible not likely very use-
ful) to use all the error data categories from all levels and 
sub-levels. Profiling is a key method defined by MQM, so 
that in any particular project or job a particular profile or 
subset of relevant error data categories has to be defined 
based on stakeholder requirements and expectations. Thus 
MQM concentrates on quality in the sense of fitness for 
purpose. It specifically rejects the notion of some general 
or abstract quality without defining the purpose, related 
requirements and a resulting relevant set of possible error 
types. Also notable is that MQM doesn’t define any sever-
ity levels. There is an option for implementers to predefine 
severity levels and scoring methods based on any particular 
MQM subset.

Currently MQM is a proper superset of TQF. MQM 
and TQF had been developed separately by the QT21 EU 
project (coordinated by DFKI) and TAUS respectively. The 
EC funders effectively forced these two projects to recon-
cile their data models.

For effective exchange of MQM/TQF metadata within 
projects and jobs, inline capturing and encoding of the 
recorded errors is critical. This needs to be implemented 
as the ITS localization quality issue data category in native 
formats or via the same data category implemented as an 
XLIFF Version 2.1 module in bitext. 

Owners: ASTM International (ASTM), founded in 1898, 
formerly known as American Society for Testing and Mate-
rials, as well as the Worldwide Web Consortium (W3C).

IPR Mode: RAND at ASTM. No IPR mode under W3C, 
as it is not being developed under the recommendation 
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track, just republishing the ASTM maintained structure of 
data categories.

Current version and work in progress: Version 1.0 
was released December 30, 2015. This URL leads to the 
latest published version: www.qt21.eu/mqm-definition.  

The W3C MQM Community Group is being reacti-
vated to publish updates from ASTM F43 www.astm.org/
DATABASE.CART/WORKITEMS/WK46396.htm.

Open Lexicon Interchange Format (OLIF)
Short Description: OLIF is a stable and relatively widely 

used lexicon interchange format. It has a rich metadata struc-
ture and allows for the exchange of complex lexicon entries 
for various purposes, such as terminology management and 
MT. OLIF had been designed for use in both monolingual and 
multilingual context via cross-linking of “mono” elements.

Owner: OLIF Consortium, an ad hoc industry consor-
tium driven by SAP and set up in 2000.

IPR Mode: Unclear. The specifications and schemas 
are available for free, but no IPR mode seems to have been 
specified.

Current version and work in progress: Version 2.1 is 
current. Version 3 has been in beta since 2008; no current 
work seems to be under way.

Segmentation Rules eXchange (SRX)
Short Description: SRX is an XML vocabulary that 

facilitates the exchange of segmentation rules between 
TMX compliant systems. SRX’s relationship to Unicode is 
not a transparent one, and SRX can be considered incom-
plete from the engineering point of view. However, its 
proclaimed goal was not to provide a set of segmentation 
rules for a number of languages, but rather to provide a 
mechanism to exchange the rules to improve TMX interop-
erability. TMX often fails to guarantee its targeted lossless 
transfer of TM data due to segmentation differences, chief 
among other issues. The current SRX incarnation works 
on a closed world assumption, meaning it recreates (and 
adapts) UAX #29 rules. UAX #29 is referenced and its 
study encouraged, but the relationship is currently not a 
maintainable linkage. 

According to former Unicode Localization Interoper-
ability Technical Committee (ULI TC) chair Helena Chap-
man, SRX developers should not take UAX #29 (and its 
ICU implementation) for granted, and use SRX only for 
the exchange of rules that differ from the standard UAX 
#29 behavior. ULI TC has been collecting natural language 
exceptions to UAX #29 for several major languages and 
included these in the CLDR release cycle. CLDR, however, 
uses LDML as its description language, not SRX.

Owner: ETSI ISG LIS. ISO/TC 37/SC 4 was intended 
as a co-owner of SRX. However, no memorandum of 

understanding between the groups was signed. This work 
item expired and was deleted on July 22, 2013, according 
to the ISO standards publishing policy.

Unicode ULI TC agreed to host the current SRX ver-
sion after ETSI ISG LIS disbanded as a publicly available 
specification. However, it is unclear if ULI TC would be 
legally allowed to produce a new version without formally 
negotiating IP transfer from ETSI.

IPR Mode: RF for the LISA version; FRAND in ETSI 
(but wasn’t republished).

Current version and work in progress: A copublica-
tion attempt was made with ISO TC37/SC 4 as ISO CD 
24621, which successfully passed the committee draft bal-
lot, but no work progressed and the project was deleted on 
July 22, 2013.

There is no current work in progress due to ETSI ISG 
LIS dissolution. Version 2.0 was released by LISA OSCAR 
on April 7, 2008. Based on the published executive sum-
mary from November 2011, ETSI ISG LIS scheduled an 
SRX meeting for March 2012. This meeting happened 
behind closed doors. There are or should be dependen-
cies with ULI TC on UAX #29 segmentation behavior 
modifications. SRX has potential as an XML based 
exchange vehicle for segmentation rules, because there 
is no ultimate finite solution to the segmentation issue 
in natural languages. In 2018, ULI TC started a note on 
segmentation and wordcounting that would build on the 
principles of UAX #29.

Simple Object Access Protocol (SOAP)
Short Description: SOAP is an XML-based web 

services protocol. Version 1.0 was submitted to IETF in 
autumn 1999 as an internet draft but never reached an 
RFC status, so it actually hadn’t become a standard at 
IETF. SOAP 1.1 had Note status at W3C and the only 
SOAP version that ever reached the standard status (W3C 
Recommendation) is SOAP 1.2.

The SOAP protocol consists of five layers: message 
format, transfer protocol bindings, message processing 
models, message exchange patterns and extensibility. 
Unlike REST, which is strictly HTTP-based, SOAP is 
protocol-neutral and can work over several lower level 
protocols such as HTTP (Hypertext Transfer Protocol), 
SMTP (Simple Mail Transfer Protocol), TCP (Transmis-
sion Control Protocol), UDP (User Datagram Protocol) or 
JMS (Java Message Service). 

Owner/ Maintainer: W3C XML Protocol Working 
Group (closed) / no current maintainer. The SOAP 1.2 
multipart recommendation was produced by the XML 
Protocol Working Group at W3C, and the group was 
closed on July 10, 2009.

IPR Mode: RF.
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Current version and work in progress: 1.2 (Second 
Edition) was published as a W3C Recommendation on 
April 27, 2017. The protocol as such is not being devel-
oped or maintained at W3C or elsewhere. We list SOAP 
because it was resurrected in our industry by the COTI 
level 3 conformance requirement to implement a SOAP-
based web service automation.

TBX, also known as ISO 30042
Short Description: TBX is a family of XML-based ter-

minology markup languages that should allow for lossless 
exchange of terminology-related data and metadata. So 
far, two more lightweight versions known as TBX Basic 
(published in 2008 by LISA Terminology Special Interest 
Group) and TBX-Min (published in 2013 by LTAC Global) 
have been developed. TBX-Min should be targeting the 
use case of exchanging terminology with translators in the 
form of simple glossaries mappable onto UTX. However, 
TBX Basic is more suitable for mapping between TBX and 
XLIFF 2.0 with glossary modules. 

TBX has been criticized for industry disconnect, for 
being too heavy on one hand and being too restrictive and 
not very suitable for MT training on the other. One of the 
reasons might be that TBX is supposed to be both a repre-
sentation and exchange format for terminology, but it has 
been struggling to define a minimum set of terminology 
metadata suitable for practical interchange in a localiza-
tion context. Some industry implementations can hardly 
be considered in the spirit of the standard, as they have 
not enforced inclusion of even very basic metadata such as 
part-of-speech or they are not structurally compliant with 
any of the predefined data structures.

Owner: ISO TC 37/SC3. Previously it was owned by 
ETSI ISG LIS, an industry specification group that was 
formed in the spring of 2011 within ETSI to take over 
the LISA OSCAR standards portfolio, including related 
LISA intellectual property. ISO TC 37 was a copublisher 
with LISA.

IPR Mode: Fair, Reasonable and Non-Discriminatory 
(FRAND) within ETSI; and RAND within ISO. BSD 3 
clause licensed open source project at LTAC/TerminOrgs.

Current version and work in progress: 2.0, ISO 
30042:2008 is the current version. TBX-Basic 3.1 (the ver-
sion maintained by LTAC/TerminOrgs) was last updated 
September 12, 2014. This is the latest version of TBX-Basic 
compatible with ISO 30042:2008.

Although the revised (second edition) ISO 30042 
hasn’t been published yet, it will hopefully become ISO 
30042:2019, as it currently is ISO FDIS 30042. It is in a 
sense the current version, as no further technical work 
has been possible on this version since August 2018, and 
it should appear within a month of this issue’s publication.

Even though the underlying ISO standard has not 
yet been officially published, LTAC has already released 
industry oriented dialects compliant with ISO FDIS 
30042, and thus hopefully ISO 30042:2019 in the very 
near future. These dialects are available through GitHub.
io webpages. Notably TBX-Basic Dialect Version 1.0 is 
available at https://ltac-global.github.io/TBX-Basic_dia-
lect. LTAC also published a robust developer guide to 
the public dialects compliant with the new modular TBX 
design at www.tbxinfo.net/tbx-downloads. 

The most important data model change to happen 
in ISO 30042:2019 is making the inline data model 
compliant with the XLIFF 2 inline data model. This was 
implemented by the LTAC/Terminorgs TBX steering 
committee and TC 37/SC 3, with input from XLIFF and 
XLIFF OMOS TCs. The modular public dialects (Min, 
Basic and Linguist) compatible with the second edition of 
ISO 30042 were already released, also with the new inline 
data model. 

The second ISO edition of TBX accumulated quite a 
number of breaking changes. But most of those changes 
are dealing with modernization of the XML tooling. Apart 
from the inline data model change and related introduction 
of explicit directionality support, it is important to stress 
that TBX joined other modern-day standards in leaving its 
former monolithic design for a new modular design.

This edition of TBX specifies a nonnegotiable core and 
prescribes that all compliant dialects must include that 
core. The standard then specifies a modularity mechanism. 
Outside of ISO, LTAC made sure that the most common 
dialects are extended from the core using a telescoping 
principle. The simplest possible dialect is TBX-Core; the 
TBX-Min is composed from the Core and Min modules. 
TBX-Basic is TBX-Min plus the Basic module, and TBX-
Linguist is TBX-Basic plus the Linguist module. The 
stakeholders have high hopes that this will vastly improve 
the so-called “blind” or plug and play interoperability. The 
second ISO TBX edition also defines TBX agents and pro-
vides a compliance clause targeting the document compli-
ance, as well as specific agents’ compliance. Notably, this 
edition introduces namespace-based modules, albeit only 
in the DCT (data category as tag name) style, which is a 
compromise that should not disturb those who are not 
worried with the DCA (data category as attribute name) 
style. And vice versa — implementers who are afraid of 
implementing namespaces can stick to the old DCA style. 
Helpfully, both DCA and DCT are extended from the 
same core, and modules specified in either DCA or DCT 
are semantically equivalent (based on the same sets of 
additional data categories). DCT is easier to validate and 
it’s also easier to filter out unsupported modules (as those 
are in different namespaces) in the DCT style.
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ISO 30042:2008 was identical with TBX 2.0 developed 
at LISA OSCAR. Despite some effort to schedule joint 
work with ISO, ETSI ISG LIS didn’t manage to renew 
work on the TBX work item inherited from LISA OSCAR. 
Instead, LTAC Global and TerminOrgs took to publish-
ing TBX dialects, also called industry specifications, as 
well as other terminology management related resources 
based on the current and planned ISO versions of the TBX 
(Default) standard. GALA and ttt.org still host the latest 
LISA OSCAR version including the legacy TBX-Basic. 

Work in liaison with the OASIS XLIFF TC and later 
with OASIS XLIFF OMOS TC resulted in development 
and testing of a TBX-Basic to XLIFF 2 with glossary 
module mapping. The mapping upgraded to the modular 
second ISO edition based on TBX-Basic — semantically 
equivalent with the old TBX-Basic — is now being speci-
fied on the standards track within OASIS XLIFF OMOS 
TC. See the latest editor’s draft at https://tools.oasis-open.
org/version-control/browse/wsvn/xliff-omos/trunk/
XLIFF-TBX/xliff-tbx-v1.0.pdf.

Translation API Cases and Classes (TAPICC)
Short Description: The first TAPICC symposium, on 

October 26, 2016, brought a four-way categorization of use 
cases that were considered in scope of the Translation API 
(TAPI) standardization: 1) Exchange of a payload black-
box accompanied with rich business or project metadata. 
In this area, TAPICC wants to abstract common business 
metadata used in other initiatives past and current includ-
ing Linport, TIPP, COTI, XLIFF 1.2 project group, OASIS 
Translation Services TC (closed) and so on. 2) Bidirec-
tional real-time exchange of XLIFF unit data in arbitrary 
serializations. 3) Enriching of XLIFF units in arbitrary 
serializations with terminology, translation suggestions, 
text analysis, process, quality assurance metadata and so 
on. 4) Exchange of data for layout representation purposes 
during the bitext management process.

Scenarios 2) and 3) were deemed to be dependent on 
work in progress within OASIS XLIFF OMOS TC and 
hence were put on the back burner at TAPICC until XLIFF 
OMOS TC produces the required abstract data models as 
well as JSON (JLIFF) and other non-XML serializations. 
Although scenario 4) was deemed in scope of the TAPICC 
project, neither the Globalization and Localization Asso-
ciation (GALA) nor XLIFF OMOS TC have resources to 
tackle the scenario at the moment, therefore volunteers 
to engage in the API specification for this scenario are 
sought. The groundwork for this has been done at OASIS 
XLIFF TC and the provisions of the XLIFF 2 resource data 
module can be used to address this. Work on non-XML 
payload exchange would have a dependency on the XLIFF 
OMOS work in progress for scenarios 2) and 3).

Owner: GALA TAPICC Group.
IPR Mode: The steering committee originally targeted 

Non-Assertion (RF) but instead opted to be organized as 
an open source project licensed under the BSD 3 Clause 
license for code, and Creative Commons 2.0 BY for 
documentation. GALA decided not to mimic an SDO IPR 
mode but to donate stable deliverables to OASIS XLIFF or 
OASIS XLIFF OMOS technical committees, where these 
would be maintained under RF or Non-Assertion IPR 
modes respectively.

Current version and work in progress: XLIFF 2 
Extraction and Merging Best Practice (XLIFF EMBP) are 
in version 1.0. https://galaglobal.github.io/TAPICC/T1/
WG3/XLIFF-EM-BP-V1.0-LP.xhtml returns the latest 
published GALA TAPICC version. Several other deliver-
ables have not yet reached stability, but are engaged in a 
number of public consultations via GALA webinars, for 
example.

Version 1.0 of the XLIFF EBMP was contributed by 
GALA to the OASIS XLIFF TC for publication as a TC note.

TAPICC is in a staged development phase, where the 
Track 1, chartered on February 8, 2017, has four active work-
ing groups. T1/WG1 was chartered to develop a consensual 
set of business metadata that will enable efficient payload 
exchange. T1/WG 2 was chartered to specify what kind of 
payload will be allowed to be exchanged via the TAPICC 
API, and how to resolve potential conflicts between payload 
encoded metadata and the business level imposed metadata. 
T1/WG3 was chartered to work on best practices of creating 
and consuming XLIFF 2 including documenting public librar-
ies and services. T1/WG4 was chartered to design an actual 
RESTful API that will work with data models specified by the 
other T1 working groups, most importantly the T1/WG1. 

The joint purpose of the T1 groups is to enable asyn-
chronous API exchange within the complex localization 
supply chain, while relying on an XLIFF 2 based canonical 
data model.

In October and November 2018, TAPICC chartered 
and launched a call for volunteers for T2/WG1 — widely 
publicized in tcworld 2018 in Stuttgart on November 14, 
2018. T2/WG1 - JLIFF REST API for Real Time Exchange 
of Bitext Units (JRARTEBU) has currently been assigned 
one Work Package: WP1 Unit Exchange. Batch or buffered 
exchange is out of scope of WP1, although not out of scope 
of Track 2 or T2/WG1. SOAP and any other protocols or 
bindings are out of scope of T2/WG1, although not out of 
scope for TAPICC Track 2. TAPICC Track 2 is going to 
reuse the OASIS XLIFF OMOS TC specified JLIFF format, 
the JSON serialization of the XLIFF 2 based object model. 
This synchronicity of data models will ensure semantic 
and behavioral interoperability between the asynchronous 
T1 and real-time transactional T2 bitext interchange.
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Translation Memory eXchange (TMX)
Short Description: TMX has been arguably the most 

important and most widely implemented localization 
standard format. TMX is a simple XML vocabulary that 
was designed to provide lossless translation memory (TM) 
exchange. However, several obstacles prevented TMX from 
reaching the set goal. Level 1 implementations are too low 
a common denominator to actually secure lossless interop-
erability, because of segmentation differences (that should 
in theory be addressed by SRX) and because of absence 
of inline markup on Level 1. Level 2 stipulates lossless 
exchange of native inline codes that are however ignored by 
many tools and encoded as abstract placeholders. TMX is 
now far behind industry developments, but it will continue 
to be important for some time as a legacy format, mainly 
for collecting MT training corpora from legacy tools and 
repositories.

Owner: ETSI ISG LIS. 
IPR Mode: RF in the LISA published versions, and 

FRAND in the ETSI ISG LIS version. 
Current version and work in progress: There is no 

current work in progress, as the ETSI ISG LIS group was 
closed. Unfortunately, OASIS and ETSI were not able to 
agree on transferring the TMX IP to the OASIS XLIFF 
OMOS TC that had been chartered to take over the own-
ership of TMX.

1.4b is the current version with LISA numbering. It 
is also referred to as ETSI GS LIS 002 V1.4.2 (2013-02). 
Based on the published executive summary from Novem-
ber 2011, ETSI ISG LIS wished to coordinate TMX 2.0 
development with XLIFF 2.0 definition of inline markup 
codes. During the existence of ETSI ISG LIS there was 
no technical development on the TMX front. The group 
only republished the latest LISA version on the ETSI 
Group Specification template. At FEISGILTT in June 
2013 in London the ETSI ISG LIS chair made a public 
consultation of a possible related work item that ETSI ISG 
LIS would like to undertake the standardization of fuzzy 
matching calculations for text segments. At the time of 
ETSI closing ISG LIS (September 2015), there were infor-
mal talks about OASIS XLIFF OMOS TC taking over 
the TMX ownership, maintenance and development. 
The XLIFF OMOS TC was chartered and scoped to be 
able to take over TMX ownership. However, formal IP 
transfer between ETSI and OASIS has not been negoti-
ated to the present day. Because of the legal matters being 
stuck, delegates of the June 2016 FEISGILTT and XLIFF 
Symposium discussed developing an XLIFF 2 profile with 
mandatory usage of the Translation Candidates module 
as a maintainable replacement of the TMX functionality.

In 2017, Andrzej Zydroń proposed developing a note 
within OASIS XLIFF TC that would describe how to use 

an XLIFF 2 profile instead of the obsolete and unmain-
tained TMX format. However, this work hasn’t progressed 
due to lack of interest and technical consensus.

Unicode Bidirectional Algorithm (UAX #9)
Short Description: Default text flow of Arabic and 

Hebrew scripts is right to left. However, text written in 
these scripts often contains portions with left-to-right 
directionality, such as names of companies or products. 
That is why such text is called bidirectional (bidi). Many 
characters have strong directionality properties, but there 
are also characters with weak directionality behavior 
and neutral characters whose directionality depends on 
context. In practice, normally invisible control characters 
(markers) need to be used in order to encode bidi in plain 
text. Simply put, UAX #9 is a detailed normative account 
of Unicode bidi behavior (mainly) in plain text.

In theory, the characters that the Unicode Bidirectional 
Algorithm makes use of to explicitly set text flow direction 
should not be used within markup context. Instead, the bidi 
flow control characters should be replaced with appropri-
ate markup controlling the text flow. In practice, many 
tools ignore directionality markup and apply UAX #9 in full 
(including the control characters) even in structured and 
markup environments. This may be due to the fact that UAX 
#9 has a long tradition (since Unicode 2 in 1996). There is also 
a standardization gap, as Unicode control and stateful charac-
ters are not provided with clear processing requirements to be 
applied on entering markup environments. UTR #20 unfor-
tunately provides only an abstract guidance rather than clear 
and unambiguous processing requirements. While XLIFF 2.0 
has its own directionality attributes, it does not have attri-
butes corresponding to inline bidi overrides or embeddings, 
so these are allowed as UAX #9 control characters if needed.

Owner: Unicode Consortium.
IPR Mode: RAND.
Current version and work in progress: Revision 39 was 

released for Unicode 11.0 on May 9, 2018. UAX #9 is being 
constantly revised to be up to date with the current Unicode 
release, and www.unicode.org/reports/tr9 links to the cur-
rent official version. Additionally, the link www.unicode.
org/reports/tr9/proposed.html always points to the latest 
proposed version if such a proposal exists. However, so far 
no revision has been proposed for Unicode 12.0 (to appear 
in May or June 2019; Unicode 12 Beta was authorized on 
September 21, 2018). Major versions happened between 
Revision 27 and Revision 29. Revision 29 sent ripples that 
profoundly influenced handling of bidi text in the world 
of markup languages. It led to introduction of new direc-
tion handling elements and attributes in HTML and XML 
vocabularies. Because directionality handling in HTML and 
several XML vocabularies was in flux in 2013, ITS 2.0 does 
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not contain normative provisions for directionality handling. 
XLIFF 2 does contain up-to-date directionality markup and 
a valid guidance how to combine it with directionality con-
trol characters if necessary when modifying segmentation in 
compliance with the Revision 35 of UAX #9.

Unicode in XML and other Markup 
Languages (UTR #20) [Withdrawn]

Short Description: Unicode Technical Reports (UTR) 
are persistent names that always point to the actual 
revision. Unicode, as its main target is plain text, contains 
many control, formatting and other characters. This docu-
ment gives a normative overview and general guidelines of 
which characters should and should not be used in markup 
context. In general, any Unicode character that is XML ille-
gal or would require additional metadata for interpretation 
should come with a markup handling/replacement recom-
mendation, or processing requirement. Authoring tools, 
XML editors and browsers are generally encouraged to 
ignore inappropriate or deprecated Unicode characters, so 
their preservation on crossing of plain text/markup bound-
ary will often lead to harmful loss of data or metadata. In 
general, plain text is linear and requires special control 
characters or specific application behavior to encode meta-
data and/or styling information that can be handled with 
structured mark-up in XML or HTML environments. 

Owner: W3C (Internationalization Core Working 
Group). UTR #20 was withdrawn at Unicode in March 2016, 
and maintenance of the document transferred to W3C.

IPR Mode: W3C (RF).
Current version and work in progress: Although this 

was last released as a W3C Working Group note on July 
13, 2017, the status is still withdrawn. The material is still 
mostly stale and dated, as it was originally prepared for the 
base version of Unicode 6.2. The May 2016 update only 
discusses withdrawal of the UTR status and the transfer of 
maintenance to W3C. This note is still in need of a major 
rewrite. Handling of directionality overrides and isolates in 
XHTML has been described recently.

The newest developments can be followed on the 
GitHub Editor’s Draft http://w3c.github.io/unicode-xml.

Unicode Locale Data Markup Language 
(LDML or UTS #35)

Short Description: This specifies an XML vocabulary 
for encoding locale specific generic data categories — 
dates, amounts, decimals, units of measure, currency 
symbols and so on. Its main purpose is to enable the cre-
ation and maintenance of CLDR but is also used directly 
in programming frameworks such as .NET.

Owner: Unicode Consortium.
IPR Mode: RAND.

Current version and work in progress: Version 34, Revi-
sion 53, was released on October 10, 2018. Since the latest 
version and revision is for CLDR Version 34, a new release 
can be expected in about half a year for CLDR Version 35.

Unicode Regular Expressions (UTS #18)
Short Description: Unicode Technical Standards (UTS) 

are persistent names that always point to the actual revi-
sion. UTS #18 gives general guidelines for regular expres-
sion engines on how to comply with the Unicode Standard. 
Three levels are specified, of which two are default (one the 
minimum feasible for programmers, the other more end-
user friendly) and the finest is language specific. 

Owner: Unicode Consortium.
IPR Mode: RAND.
Current version and work in progress: Revision 19 

was released on October 18, 2016. Revision 19 has Unicode 
9 as its baseline. No new revisions have been proposed for 
Unicode 10, 11 or 12 at the time of writing.

The URL www.unicode.org/reports/tr18 always points to 
the current official version. Once a new draft is proposed, 
www.unicode.org/reports/tr18/proposed.html will link to it. 

Unicode Standard
Short Description: Unicode is the core standard that 

allows humanity to encode all written human languages for 

Above: Six new smileys form part of Unicode 11.0. Below: Parrot, 
llama and lobster are also new in Unicode 11.0. 
Images: Emojipedia Sample Image Collection.
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computer use. Hundreds of thousands of characters cover-
ing alphabetic, syllabic and ideographic scripts and more 
are ordered in planes along with punctuation, control and 
private use characters. The Unicode standard has been pub-
lished since October 1991.

Owner: Unicode Consortium.
IPR Mode: RAND.
Current version and work in progress: Unicode 11.0 

was published on June 5, 2018. As of Unicode 7.0, there is 
an aggressive yearly schedule for major releases. Unicode 
8.0 appeared in June 2015, Unicode 9.0 was released June 
2016, and so on. Unicode 12 is on track for June 2019. 

Unicode 11 added seven new scripts and 66 new emoji 
characters. After adding 684 characters in this release, the 
new total of Unicode characters stands at 137,374 indi-
vidual characters. Character groups and whole new scripts 
continue to be added as per worldwide communities’ 
requirements. Relatively heavy editorial reshuffle in 7.0 
enables the upcoming rapid cycle for major releases. The 
Unicode core had to adapt to changes introduced in the 
significant changes in Revision 29 (See UAX #9). Changes 
in Unicode 11 brought updates to UTS #10 Unicode Col-
lation Algorithm; UTS #39 Unicode Security Mechanisms; 
UTS #46; and UTS #51 Unicode Emoji.

Unicode Text Segmentation (UAX #29)
Short Description: Unicode Standard Annexes (UAX) 

are persistent names that always point to the actual revi-
sion number. UAX #29 is the key normative source of seg-
mentation rules. Apart from sentence boundaries, which 
are most relevant for computer-aided translation tools 
interoperability, it defines more basic grapheme cluster 
and word boundaries. The segmentation rules are given in 
more or less natural language as an inductive succession 
of rules. The specification states itself that the same set 
of rules can be given using regular expressions. Unfortu-
nately, no finite set of regular expression-based rules can 
ensure 100% successful sentence segmentation of English 
text, the main reason being the semantic ambiguity of the 
full stop. Apart from closing sentences, the same character 
is being used for closing abbreviations, decimal points and 
so on. Interestingly, in Hebrew this problem virtually does 
not exist, as Hebrew does not overload the full stop with 
abbreviation function. 

Although UAX #29 cannot possibly achieve complete-
ness, it is still beneficial to implement it as the basic set of 
rules, and apply more fine-grained exception rules on top 
of it. The ULI TC does not plan to influence the default 
UAX #29 segmentation behavior and releases the locale 
specific segmentation exceptions as part of CLDR.

Owner: Unicode Consortium.
IPR Mode: RAND.

Current version and work in progress: Revision 33 
was released for Unicode 11.0 on May 22, 2018, and www.
unicode.org/reports/tr29 always links to the current offi-
cial version. Additionally, www.unicode.org/reports/tr29/
proposed.html always point to the latest proposed version, 
as long as one exists. The Revision 34 for Unicode 12.0 has 
not been proposed yet at the time of writing. 

ULI exceptions use the UAX #29 behavior as a base-
line. UAX #29 contains an informative pointer to CLDR 
released segmentation exceptions developed by ULI TC 
that can be used to modify the locale independent base-
line segmentation behavior described in UAX #29.

Universal Terminology Exchange (UTX)
Short Description: UTX is a simple bilingual glossary 

format that was originally targeting MT training. It is a simple 
tab delimited format, and an XML version also exists, incited 
by criticism of the localization standardization community. 
UTX embedding has been specified for XLIFF:doc. TBX-Min 
mapping was proposed by LTAC Global. Although rather 
minimal, this tiny terminology exchange standard specifies 
the part-of-speech field as mandatory and also provides an 
optional field for term status tracking with predefined values.

Owner: The Asia-Pacific Association for Machine 
Translation (AAMT). Although the AAMT is not a tradi-
tional standardization body, their standardization working 
groups own and maintain UTX.

IPR Mode: The documentation is available under Cre-
ative Commons 4.0. No IPR mode has been specified.

Current version and work in progress: UTX 1.2 Mini-
mal Specification was released February 18, 2018. There 
are some header changes, and the 1.2 version supports 
multiple sub-glossaries as part of one glossary. Editing 
in spreadsheet software became easier. As far as work in 
progress, the latest developments consisted in the devel-
opment of TBX-Min mapping by LTAC Global (see TBX).

XLIFF Object Model (XLIFF OM)
Short Description: An abstract object model defined 

in UML diagrams and a prose specification. Definition of 
an XLIFF equivalent data model but also of interoperable 
file, subfile, unit, subunit and subsegment fragments. 
This requires detailed specification of data integrity 
dependencies that was not needed in XLIFF 2 and that is 
always being exchanged as a complete XML file.

The main goal is to be able to transfer the XLIFF inline 
data model into arbitrary XML and non-XML serializa-
tions. As such this is groundwork on an interchange 
data model that is needed to ground any messaging, bus 
or webservices architecture or a standard Translation API 
(see TAPICC).

Owner: OASIS XLIFF OMOS TC.
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IPR Mode: Non-Assertion (RF).
Current work in progress: XLIFF OMOS TC was char-

tered in December 2015 to address the industry need of an 
abstract object model for the XLIFF 2 family of standards. 
The objective is to provide a serialization independent 
description of XLIFF and XLIFF fragment data categories 
that would allow development of non-XML serializations 
of the same data model. The goal is to make sure that 
arbitrary serializations of localization interchange data will 
be interoperable with XLIFF 2, vice versa and among each 
other. The object model is being developed on a GitHub 
repository at https://github.com/oasis-tcs/xliff-omos-om. 
The repository is public but the contributors need to be 
or become OASIS XLIFF OMOS TC members. Anyone 
can raise issues or comments via the associated issues or 
wiki, as well as minor bug fixes via pull requests. It’s up 
to the repository maintainers if those pull requests will be 
merged or not, which is the usual GitHub collaboration 
workflow. UML diagram development on that repository 
is powered by the open source Papyrus project.

XML-based Text Memory (xml:tm)
Short Description: xml:tm is a namespace application, 

which means it is not designed to form an independent 
document that could exist on its own. Instead, it is designed 
to be injected as a relatively heavy explicit international-
ization apparatus into any well-formed XML document 
containing human readable language. Unfortunately, it 
is hardly possible to call this specification a standard due 
to a very low number of implementations — two, to be 
exact. The standard is being pushed by only one company 
without wider industry consensus. It was developed by 
XTM’s Andrzej Zydroń and donated to LISA, which pub-
lished it as an OSCAR standard in early 2007. Its failure 
to become an actual standard should be a memento of the 
importance of broad consensus building while creating 
industry standards. 

Owner: ETSI ISG LIS. 
IPR Mode: RF in LISA published versions and FRAND.
Current version and work in progress: Zydroń has 

exposed the 2.0 version for public comment on XTM 
International’s web page. Its ETSI status is unclear from 
publicly available sources. The last version by LISA, 1.0, 
was released on February 26, 2007

XML Localization Interchange 
File Format (XLIFF)

Short Description: In February 2018, XLIFF TC deliv-
ered the first “dot” release of XLIFF 2, which is backwards 
compatible with XLIFF 2.0. XLIFF 2.1 provides full ITS 
2.0 support and advanced validation support. The 2.1 
version also deprecated the Change Tracking Module 

and provided a number of bug fixes in both its core and 
modules. Interestingly and usefully, XLIFF 2.0 documents 
are forward-compatible with the XLIFF 2.1 advanced 
validation artifacts.

The XLIFF 2.0 core covers about 20% of XLIFF 1.2, 
because in 1.2 everything was core and hence the core was 
too big to be implemented across the industry. 

XLIFF 2.0 and 2.1 were created and approved by a 
representative group of industry and academic standard-
izers: big enterprise translation buyers (such as IBM, 
Microsoft and Oracle), large language service provid-
ers (such as SDL and Lionbridge), toolmakers (such as 
MultiCorpora and ENLASO), industry associations 
(PSBT, GALA, TAUS), academics (LRC at the Univer-
sity of Limerick) and individuals (notably chair Bryan 
Schnabel). Many more took interest in the final OASIS 
organizational approval rounds and during the extensive 
public reviews. 

XLIFF 2 is a lean modular standard that allows for plug 
and play interoperability in the areas of inline markup, 
segmentation, glossary exchange, translation and review, 
engineering quality assurance and so on, effectively cater-
ing for an end-to-end mashup of best-of-breed solutions 
throughout the content value chain.

The translation candidates module allows for local 
inclusion of translation candidates coming from various 
sources including translation memories, MT services and 
various crowdsourcing scenarios. The glossary module 
allows for local inclusion of relevant terminology in both 
source and target languages. It supports both monolin-
gual and bilingual scenarios, including terminology life 
cycle management scenarios and one-to-one mapping 
with TBX-Basic and UTX is possible. The formatting 
style module provides two attributes for embedding 
HTML-encoded preview information that can be used 
by agents for on-the-fly preview generation to provide 
context for human translators. The metadata module is 
a non-namespaced private extensibility mechanism. Cus-
tom metadata can be grouped and presented as key-value 
pairs, which is a predictable way of facilitating interop-
erable display. The resource data module replaces the 
binary module capability from 1.2. The change tracking 
module allows users to log change history, including the 
provenance of changes. The size and length restriction 
module provides a generalized way for specifying text 
size/volume restrictions. This module can cater to simple 
use cases, such as fitting a database field based on Uni-
code code point or byte count, and it also caters to com-
plex scenarios, such as fitting specific hardware display 
restrictions using a specific font. The validation module 
provides a mechanism for specifying simple localization 
rules to be checked with relation to source and target, to 



Standards 

73January/February 2019

When translating books 
turns deadly...

To learn about Red T’s awareness-raising 
activities, visit red-t.org
facebook.com/TheRedT
twitter.com/TheRedT @TheRedT

ensure that a brand name will be included in the target 
text, for example.

Owner: OASIS XLIFF TC.
IPR Mode: RF on RAND terms in OASIS (freely avail-

able). RAND in ISO (sold).
Current version and work in progress: Version 2.1 

was published as an OASIS standard on February 13, 2018.
ISO 21720:2017 - XLIFF (XML Localization inter-

change file format) is identical to the OASIS XLIFF Ver-
sion 2.0 from August 5, 2014.

After successfully delivering the ITS Module and 
advanced validation capabilities as part of the 2.1 version, 
the TC worked on reformatting XLIFF Version 2.1 in ISO 
style, so that it can again be submitted for publishing in 
ISO TC 37/SC 5.

The TC also started publicly tracking feature develop-
ment for the Version 2.2 at https://wiki.oasis-open.org/
xliff/FeatureTracking.

The biggest and most interesting feature proposed for 
Version 2.2 is Rendering Requirements. A detailed pro-
posal of XLIFF Rendering Requirements was presented 
at the 40th edition of the ASLING Translating and the 

Computer Conference on November 16, 2018. The idea 
is to give possibly normative guidance to CAT tool 
developers on how to display the XLIFF bitext and its 
rich metadata, but also to lower the technology complex-
ity of rendering bitext and make interactive rendering of 
XLIFF possible in web browsers. Other proposed features 
include an attempt to reintroduce the Change Tracking 
Module that was deprecated between 2.0 and 2.1.

The XLIFF TC is also wrestling with the idea of how 
to use XLIFF for TMX, since TMX is in legal limbo 
and cannot be maintained or further developed. Three 
technical options are under consideration: 1) how to 
informatively describe an XLIFF 2.0 profile that only uses 
XLIFF 2 Core and the Translation Candidates Module; 2) 
describe how to use XLIFF Core storage as a translation 
memory (TM); 3) develop a new grammar that would 
reuse the XLIFF 2.0 vocabularies but define a different 
structure that would be more suitable for bulk exchange 
of TMs, including in multilingual scenarios.     

The work on TBX Basic mapping both to and from 
XLIFF 2.0 (and higher) was transferred to the XLIFF 
OMOS TC.  [M]
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 AssociAtions

Association of 
Language Companies
The Association of Language Companies (ALC) 
is a national trade association representing busi-
nesses that provide translation, interpretation, 
localization, language testing and language train-
ing services. The association provides valuable 
information to members and nonmembers with 
its industry survey and with updates on govern-
ment issues, industry trends and standards. From 
online forums to in-person events, ALC brings 
together the people who lead these companies so 
that we can all learn from each other. ALC works 
hard to give companies opportunities to find each 
other for collaboration, networking, knowledge 
sharing and mentoring.
Association of Language Companies 
Rockville, MD USA, (240) 404-6511
Email: info@alcus.org, Web: www.alcus.org 
Ad on page 63

   

 

European Language 
Industry Association (Elia)
Elia is the European not-for-profit association of 
language service companies with a mission to ac-
celerate our members’ business success. We do this 
by creating events and initiatives that anticipate 
and serve our members’ needs in building strong, 
sustainable companies, thereby strengthening the 
wider industry. Elia was founded in 2005 and has 
since established itself as the leading trade associa-
tion for the language services industry in Europe.
Elia Brussels, Belgium
Email: info@elia-association.org 
Web: http://elia-association.org  
Ad on page 65 

           

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

         

AutomAted trAnslAtion

SYSTRAN Software, Inc.
For more than four decades, SYSTRAN has been the 
market leader in language/translation products and 
solutions, covering all types of platforms from desktop 
to internet to enterprise servers. To help organizations 
enhance multilingual communication and increase 
productivity, SYSTRAN delivers real-time language 
solutions for internal collaboration, search, ediscovery, 
content management, online customer support and 
ecommerce along with automatic speech recogni-
tion 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 13

             

conferences

Game Global 
Born from LocWorld’s successful Game Localiza-
tion Round Table, Game Global gathers the main 
stakeholders in game globalization (from design 
to testing) in the same place and time to share 
their endeavors, successes, practices and research 
in a collaborative manner. The goal of this two-
day event is to help improve the gaming industry 
through networking, sharing insights and learn-
ing. Game Global is steered by an advisory board 
of high-level professionals from the industry. 
Check our website for details on upcoming and 
past conferences.
Localization World, Ltd. Sandpoint, ID USA  
(208) 263-8178
Email: info@gameglobal.events
Web: http://gameglobal.events

       

 
LocWorld 
LocWorld conferences are dedicated to the 
language and localization industries. Our 
constituents are the people responsible for 
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communicating across the boundaries of lan-
guage and culture in the global marketplace. 
International product and marketing manag-
ers participate in LocWorld from all sectors and 
all geographies to meet language service and 
technology providers and to network with their 
peers. Hands-on practitioners come to share their 
knowledge and experience and to learn from oth-
ers. 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 17

       

consulting services

  
LocalizationGuy, LLC
LocalizationGuy, LLC, is a consultancy serv-
ing buyers and providers of language services. 
We help companies that buy language services 
to identify and deploy optimal localization solu-
tions to fit their needs. We offer veteran exper-
tise as our clients navigate the many personnel, 
process and technology decisions involved 
in running effective localization operations, 
whether in-house or through external localiza-
tion vendors. LocalizationGuy also helps lan-
guage 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  
Globalization and Localization Association. 
LocalizationGuy, LLC Minneapolis, MN USA 
612-986-3108 
Email: info@localizationguy.com 
Web: www.localizationguy.com

 

desktop publishing

 
Global DTP
Global DTP s.r.o., based in the Czech Republic, of-
fers professional multilingual desktop publishing 
and media engineering solutions to the localiza-
tion industry. Over the past 15 years, Global DTP 
has become one of the leading DTP/multimedia 
companies. We have been delivering high-quality 
and cost-effective services for at least eight of the 
top 20 LSPs and many other companies/agencies. 
Due to our extensive experience in localization and 

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

            

  
Hornet Design Studio 
Since 2005, Hornet Design Studio has been focusing 
on delivering quality services in a timely manner. A 
highly skilled team of professionals is always ready 
to meet expectations of even the most demanding 
clients. Looking to achieve that goal, we develop and 
expand. Therefore we now offer not only DTP but 
also multimedia, eLearning and voiceover services.
Languages: All
Hornet Design Studio
Bydgoszcz, Poland
+48525290553
Email: office@hornetdesign.eu
Web: http://hornetdesign.eu 
Ad on page 46

educAtion

 
Quality Training in Localization 
& Global Marketing
The Localization Institute is the leader in educational 
advancement in the field of localization — the adap-
tation of products and services for international mar-
kets. 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 lo-
calization project management, quality management, 
internationalization and global digital marketing.  
The Localization Institute Madison, WI USA 
608-826-5001
Email: kris@localizationinstitute.com  
Web: www.localizationinstitute.com
Ad on page 15

       

enterprise solutions

STAR Group
Multiple Platforms
STAR is a leader in information management, lo-
calization, internationalization and globalization 
services and solutions such as GRIPS (Global Real 
Time Information Processing Solution), STAR 
CLM (Corporate Language Management) includ-
ing Transit (Translation & Localization), TermStar/
WebTerm (Terminology Management), STAR MT 
(Corporate Machine Translation), STAR WebCheck 
(Online Translation Reviewing) and Mind-
Reader (Authoring Assistance). With more than 
50 offices in 30 countries and a global network 
of prequalified freelance translators, STAR pro-
vides a unique combination of information man-
agement tools and services required to manage  
all phases of the product information life cycle.
Languages: All
STAR AG (STAR Group headquarters) 
Ramsen, Switzerland, +41-52-742-9200
Email: info@star-group.net, Web: www.star-group.net
STAR Group America, LLC Lyndhurst, OH USA
216-691-7827, Email: lyndhurst@star-group.net
Ad on page 21 

locAlizAtion services

    
ADAPT Localization Services 
ADAPT Localization Services offers the full range of 
services that enable clients to be successful in inter-
national markets, from translation into all business 
languages through linguistic and technical localization 
services, prepress and publication management. Serv-
ing both Fortune 500 and small companies, ADAPT 
has gained a reputation for quality, reliability, techno-
logical competence and a commitment to customer 
service. ADAPT is certified under ISO 17100. Fields 
of specialization are the medical, life sciences, IT/tele-
communications 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 53 
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Total Solutions for Your Business
E4NET is a total localization solutions provider 
including translation, DTP, recording, and special-
ized 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 com-
munications for leading multinationals, specializing 
in industries including life sciences, games, manu-
facturing, 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 continu-
ously build upon our reputation as a customer-cen-
tric organization focused on high-quality standards, 
technological creativity and value-added services to 
meet any type of localization requirement.  
Languages: English, Simplified and Traditional 
Chinese, Japanese, Korean, Indonesian, Thai, Viet-
namese, Malay, Arabic, French, German, Spanish, 
Portuguese, Russian.
EC Innovations, Inc. Chicago, IL USA, 1-773-541-2174
China: 400-869-9760, Europe: +36 1 784 0414
Email: info@ecinnovations.com  
Web: www.ecinnovations.com

              

ES Localization Services
Since 1994, ES has provided full-fledged 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 collabo-
rations. With 51 permanent staff in the produc-
tion 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 Veri-
tas certified ISO 17100 localization company in  
Turkey, specializing in IT, automotive, finance, life 
sciences, gaming, consumer products and more.
Languages: Turkish, Arabic 
ES Localization Services Istanbul, Turkey; Cairo, Egypt
90-216-326-8764 
Email:contact@estr.com
Web: www.estr.com

      

 

EuroGreek Translations Limited
Established in 1986, EuroGreek Translations 
Limited is Europe’s leading Greek localizer, spe-
cializing 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 cov-
ers all Latin and Cyrillic alphabet-based languages, 
in addition to Greek, at very competitive rates. All 
of EuroGreek’s work is produced in-house by a 
team of 30 highly qualified specialists and is fully 
guaranteed for quality and on-time delivery.
Languages: Greek to/from English; French,  
German, Spanish to Greek
EuroGreek Translations Limited Athens, Greece
30-210-9628-559
Email: production@eurogreek.com
Web: www.eurogreek.com 
Ad on page 83

      

 
Mobico – by Saltlux Inc.
Mobico is the new brand name of Saltlux’s 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 manu-
als and East Asian language translations evolved 
into a one-stop service provider for all your needs 
in the world of business today, including multilin-
gual translation, localization, DTP, TW and MTPE. 
The relentless pursuit of progress and perfection 
processes, which in turn lead to superior translation 
quality with shorter turn-around times and therefore 

to greater 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 

     

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 Car-
rier 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

         

RWS Moravia
RWS Moravia is a leading globalization solutions 
provider, enabling companies in the IT, consumer 
electronics, retail, media and entertainment, and 
travel and hospitality industries to enter global mar-
kets with high-quality multilingual products and 
services. RWS Moravia’s solutions include localiza-
tion, testing, content creation, machine translation 
implementations, technology consulting, and global 
digital marketing services. Our customers include 8 
of Fortune’s Top 20 Most Admired Companies, and 
all of the “Fab 5 Tech Stock” companies from 2017. 
Our global headquarters is in Brno, Czech Repub-
lic, and we have local offices in Europe, the United 
States, Japan, China and Latin America. To learn 
more, please visit us at www.rws.com/moravia. 
Languages: over 250 
RWS Moravia
USA HQ: Thousand Oaks, CA USA;+1-805-262-0055
Email: moravia@rws.com
Europe HQ: Brno, Czech Republic; +420-545-552-222
Email: moravia@rws.com
Ad on page 84
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Vistatec
We have been helping some of the world’s most 
iconic brands to optimize their global commer-
cial potential since 1997. Vistatec is one of the 
world's most innovative, progressive and successful  
localization solutions providers. Headquartered 
in Dublin, Ireland, with offices in Mountain View, 
California, USA. Think Global. 
Languages: All 
Vistatec 
Europe: Dublin, Ireland, 353-1-416 -8000 
North America: Mountain View, CA USA
408-898-2364 
Email: info@vistatec.com
Web: www.vistatec.com 
Ad on page 16

            

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

multimediA

52Media Professionals
52Media Professionals is your resource for video 
production, multimedia engineering, graphic design, 
eLearning, digital media and translation. We can 
handle your project from start to finish. Our team has 
handled thousands of projects for clients all over the 
world. Our offices in the US and Europe give us maxi-
mum flexibility to finish your project on time and 

within your budget. Please contact us for a proposal 
on your next project. Put the team at 52Media to work 
for you today.
52Media Professionals Glenview, IL USA
+1 312 585 5464
Email: info@52mediapro.com
Web: http://52mediapro.com

nonprofit orgAnizAtions

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

   

Protecting Translators and 
Interpreters Worldwide
Red T is a 501(c)(3) nonprofit organization advocat-
ing 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
Ad on page 73

   

Translation Commons 
Translation Commons is a nonprofit US public 
charity powered by translators. We are a volunteer- 
based online community aiming to help our  
language community thrive and bridge all the sec-
tors within our industry. We facilitate cross-func-
tional collaboration among the diverse sectors and 
stakeholders within the language industry and in-
stigate 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 educa-
tional and language assets. 
Translation Commons Las Vegas, NV USA 
(310) 405-4991
Email: krista@translationcommons.org
Web: www.translationcommons.org

           

    
Translators without Borders
Originally founded in 1993 in France as Traducteurs 
sans Frontières by Lori Thicke and Ros Smith-
Thomas to link the world's translators to vet-
ted NGOs that focus on health and education,  
Translators without Borders (TWB) is a US non-
profit organization that aims to close the language 
gaps that hinder critical humanitarian efforts 
worldwide. TWB recognizes that the effectiveness 
of any aid program depends on delivering infor-
mation in the language of the affected population. 
Languages: 190 language pairs
Translators without Borders CT USA
Email: info@translatorswithoutborders.org  
Web: www.translatorswithoutborders.org
Ad on page 35

terminology mAnAgement

Kaleidoscope
Taking your content global — with Kaleidoscope 
your product will speak every language! The com-
bination of decades of expertise, our software so-
lutions developed in-house, and select software 
from market-leading technology partners has 
been making this a reality since 1996. Coupled 
with the full-service approach from eurocom, 
Austria's largest and most innovative translation 
agency, Kaleidoscope offers a unique and unri-
valed synergy of language and technology. 
Kaleidoscope GmbH Vienna, Austria
004 31 253 5352
Email: info@kaleidoscope.at, Web: www.kaleidoscope.at
Ad on page 54

         

The industry-leading content you trust
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trAnslAtion
mAnAgement systems

Memsource 
Memsource is a leading cloud-based translation man-
agement system that enables global companies, trans-
lation 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 profession-
als 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 pages 48
            

Plunet BusinessManager
Multiple Platforms
Plunet develops and markets the business and 
workflow management software Plunet Business-
Manager — one of the world’s leading manage-
ment solutions for the translation and localization 
industry. Plunet BusinessManager provides a high 
degree of automation and flexibility for profes-
sional language service providers and translation 
departments. Using a web-based platform, Plunet 
integrates translation software, financial account-
ing and quality management systems. Various func-
tions and extensions of Plunet BusinessManager 
can be adapted to individual needs within a config-
urable system. Basic functions include quote, order 
and invoice management, comprehensive financial 
reports, flexible job and workflow management as 
well as deadline, document and customer relation-
ship management.
Plunet GmbH Berlin, Germany
+49-(0)30-322-971-340 
Email: info@plunet.com 
Web: www.plunet.com 
Ad on page 9

          

Smartcat
At Smartcat we believe the translation industry 
should be better for everyone. We connect lin-
guists, companies and agencies to streamline the 
translation of any content into every language on 
demand. Our platform helps you build and man-
age translation teams, and puts your translation 
process on autopilot from content creation to pay-
ments. The unique features of Smartcat are our 
marketplace, where you can find translators for any 
language with one click; our CAT tool, translation 
using an AI-assisted platform, a team management 
with full control of your team, suppliers and content 
and payment automation: pay vendors easily across 
the globe. You can start experiencing the next gen-
eration of translation technologies and boost your 
translation business efficiency from day one.
Languages: All
Smartcat Cambridge, MA US
Email: support@smartcat.ai
Web: www.smartcat.ai 
Ad on page 31
           

Smartling  
Smartling helps ambitious brands access more mar-
kets, 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 pro-
cess 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 commu-
nity of professional translators is continuously mea-
sured 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
           

 
Wordbee Translator  
Web-based
Wordbee is the leading choice for enterprises and 
language service providers that need to save money 
and make their company run more 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 calcula-
tion, multiple phase kick-offs and cost management 
can all be automated in the collaborative translation 
platform. Also, the Beebox connects CMSs, DMSs 
or any propriety database source with the TMS of 
the translation vendor or internal translation team. 
Languages: All
Wordbee Soleuvre, Luxembourg 
+352 2877 1204
Email: info@wordbee.com, Web: www.wordbee.com 

          

XTM: Better Translation Technology
Multiple Platforms
XTM is a fully featured online CAT tool and trans-
lation 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 

Read more at
multilingual.com
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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 com-
mon file types using the templates provided and al-
locate your resources to the automated workflow. 
XTM enables you to share linguistic assets in real 
time between translators. Discover XTM today. Sign 
up for a free 30-day trial at www.xtm-intl.com/trial. 
Languages: All Unicode languages
XTM International Gerrards Cross, United Kingdom 
+44-1753-480-469
Email: sales@xtm-intl.com
Web: https://xtm.cloud 
Ad on page  27

      

 trAnslAtion services 

  
birotranslations 
Founded in 1992, birotranslations specializes in life 
science, legal, technical, IT and automotive transla-
tions into all East European languages (Albanian, 
Bosnian, Bulgarian, Croatian, Czech, Estonian, 
Hungarian, Latvian, Lithuanian, Macedonian, Pol-
ish, 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 proj-
ects will be delivered on time, within budget and 
with the highest standards of quality. For more in-
formation, 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 34

    

  
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 require-
ments, dynamics and prospects of the life sciences, 
IT, software, technology and manufacturing indus-
tries. 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 49

            

GlobalWay Co., Ltd.
GlobalWay, a leading localization company in   
Korea, provides professional localization and glo-
balization services with exceptional quality and also 
offers a wide range of content and document man-
agement 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 world-
wide 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 

Your Partner in Asia and Beyond!
With our headquarters in Korea, our production 
offices in Vietnam and China, and our sales office 
in the US, we are in an excellent position to be your 
Asian language localization partner. For localizing 
projects from English or German into Asian lan-
guages, such as Korean, Japanese, Chinese, Viet-
namese, Thai, Indonesian and Burmese, you can 
trust our professional translation services for IT, 
software, marketing/transcreation and technical 
projects. Since our establishment in 1990, we have 
been at the forefront of the localization industry as 
one of the Asia Top Ten and the No. 1 LSP in Korea 
(by CSA). ISO17100 certified since 2014.
Languages: More than 52
HansemEUG, Inc. 
Suwon-si, Gyeonggi-do, South Korea 
+82-31-8014-2267
Email: bolee.nam@ezuserguide.com 
Web:http://hansemeug.com/en
Ad on page 25

            

HeterMedia Services Ltd.
HeterMedia Services Limited is a subsidiary of HM 
International Holdings Limited, which is a listed 
company in HKEx (Stock Code: 8416). We are ISO 
27001 certified to deliver best-in-class BPO solu-
tions, covering financial and marketing collateral 
printing projects as well as value-added services, 
such as language services, desktop publishing, web-
site design, ebook and app production, video and 
electronic marketing presentation material produc-
tion. We aim to fulfill the transformation needs of 
the diversified clientele, which include listed com-
panies and multinational financial institutions such 
as fund houses and insurance companies. We work 
around the clock to provide comprehensive one-
stop solutions to our clients; you can rest assured 
that we will handle your projects without hassle.
HeterMedia Services Inc. 
Hong Kong, China 
+852 21211555
Email: enquiry@hetermedia.com 
Web: www.hetermedia.com
Ad on page 11

         

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

              

2,200 companies listed

multilingual.com/VO

https://www.linkedin.com/company-beta/2277984/?pathWildcard=2277984
https://www.facebook.com/XTM.intl
https://twitter.com/xtmintl
http://www.linkedin.com/company/birotranslation-biro-2000/
http://facebook.com/birotranslations/
http://www.ciklopea.com/en/blog/
https://www.linkedin.com/company/ciklopea-d.o.o.?trk=cws-btn-overview-0-0
https://www.facebook.com/ciklopea
https://twitter.com/ciklopea
http://hansemeug.blogspot.com
http://www.linkedin.com/company/hansemezuserguides-inc.?trk=company_logo
https://www.facebook.com/hansem.eug?hc_ref
https://twitter.com/HansemEUG
http://www.weibo.com/hetermediagroup
http://www.linkedin.com/authwall?trk=gf&trkInfo=AQE5YtI4IjV7sQAAAWYUBBmoYLcTP9jBCNek0Y2CIxqrhFzADtjkhEAIJZ9QVqOkUcIpIdQ4NW4-MimogJKSVLk2iyilkOZtUJqNFvf_YAh-yXPr2EQRsJ0-hD4US-0F57EwBZk=&originalReferer=&sessionRedirect=https%3A%2F%2Fwww.linkedin.com%2Fcompany%2Fhetermedia-group
http://www.facebook.com/HeterMedia-109180632580786/
http://twitter.com/hetermediagroup
http://blog.idisc.es
https://www.linkedin.com/company/idisc-information-technologies
https://www.facebook.com/idiscit
https://twitter.com/iDISCit
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LinguaLinx Language Solutions, Inc.
LinguaLinx is a leading provider of global con-
tent and language translation to organiza-
tions 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 com-
munications and website localization, translation 
memory deployment, multilingual SEO, translation 
readiness assessment and global content manage-
ment. Unify your global organization with a cus-
tomized content intelligence strategy and ensure 
that your messages resonate across borders. To 
learn more, visit http://lingualinx.com. 
Languages: All
LinguaLinx Language Solutions, Inc. Troy, NY USA 
518-388-9000
Email: info@lingualinx.com Web: www.lingualinx.com

         

    
Medical Translations Only
MediLingua is one of the few medical translation 
specialists in Europe. We only do medical. We pro-
vide all European languages and the major languages 
of Asia and Africa, as well as translation-related 
services to manufacturers of devices, instruments, 
in vitro diagnostics and software; pharmaceutical 
and biotechnology companies; medical publishers;  
national and international medical organizations; 
and other customers in the medical sector. Proj-
ects include the translation of documentation for 
medical devices, surgical instruments, hospital 
equipment and medical software; medical informa-
tion 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 
Ad on page 49

     
Rheinschrift Language Services
Outstanding localization requires world-class ex-
perience. Rheinschrift gives your business a na-

tive voice in the German-speaking world. We offer 
more than 20 years’ experience providing transla-
tions and localizations for software and hardware 
manufacturers as well as for the sectors of business, 
technology, legal matters and medicine/medical  
applications. Our services also range from glossaries, 
post-editing, project management and desktop pub-
lishing services to many other related services. Rely on  
Rheinschrift to deliver the most competent transla-
tions 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 40

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

     

TripleInk Multilingual
Communications
As a multilingual communications agency,  
TripleInk has provided industrial and consumer 
products companies with precise translation and 
multilingual production services for audiovisual, 
online and print media since 1991. Our experience 
in adapting technical documentation and market-
ing communication materials covers a wide range 
of industries, including biomedical and health care; 
building and construction; financial services; food 
and agriculture; high-tech and manufacturing; and 
hospitality and leisure, as well as government and 
nonprofit organizations. Using a total quality man-
agement process and state-of-the-art software and 
equipment, our team of  foreign language profes-
sionals delivers the highest quality translations in a 

cost-effective and time-efficient manner. 
Languages: All major commercial languages 
TripleInk Minneapolis, MN USA
612-342-9800 , 800-632-1388 
Email: info@tripleink.com
Web: www.tripleink.com 

     

24translate
As a leading international translation services 
provider, 24translate has been connecting small 
and medium-sized companies with the rest of the 
world for two decades. When expanding into new 
markets, global leaders such as tesa, Swisscom and 
FARO regularly rely on our technology and profes-
sional expertise. Striving to provide maximum sup-
port for the international growth strategies of our 
clients, we have developed a unique translation au-
tomation platform: 24|contenthub. 24|contenthub 
not only facilitates the integration of all the systems 
and service providers employed, but also enables 
companies to map their complete translation work-
flows in one place — global communication has 
never been easier. 
24translate 
Hamburg, Germany  
040 480 632-0
Email: service@24translate.de 
Web: www.24translate.de  

         

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 de-
liver 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  

   

http://lingualinx.com/blog
http://www.linkedin.com/company/lingualinx
http://www.facebook.com/LinguaLinxInc
http://twitter.com/LinguaLinx
https://www.linkedin.com/company/the-language-group-llc/
https://www.facebook.com/TheLanguageGroup
https://www.linkedin.com/company/tripleink
https://www.facebook.com/tripleink
http://blog.24translate.de
http://www.linkedin.com/company/24translate-holding/
http://www.facebook.com/24translate/
http://twitter.com/24translate/
https://www.linkedin.com/company/1054945/
https://www.facebook.com/WratislaviaTranslationHouse
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Advertiser index

1trAnslAtion tools 

The tool you want for your projects
Ever dreamt of increasing your profits by 15%? 
That’s what you get with MateCat. By reus-
ing 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 learn-
ing in your translations. Focus on creative and 
cognitive processes rather than wasting time 
on repetitive tasks that are more suited to ma-
chines. Let MateCat take care of repetitive and 
boring tasks like fixing machine translation er-
rors 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

    

memoQ
memoQ is a technology provider that has been de-
livering premium solutions to the translation in-
dustry 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, collabora-
tion, 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

         

SDL plc
SDL is the global innovator in language transla-
tion technology, translation services and content 
management. Over the past 25 years we’ve helped 
companies deliver transformative business results 
by enabling powerful, nuanced digital experi-
ences 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, commer-
cial 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

           

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.

https://www.facebook.com/joinMateCat/
https://twitter.com/MateCat
http://kilgray.blogspot.com/
https://www.linkedin.com/company/kilgray-translation-technologies
https://www.facebook.com/kilgray
https://www.facebook.com/memoQ/
https://www.facebook.com/kilgray
https://blog.sdltrados.com
https://www.linkedin.com/showcase/sdl-trados-studio/
: https://www.facebook.com/sdltrados
https://twitter.com/sdltrados
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      Column

Takeaway

If you are a localization player, you impact the lives 
of people around the world. Making content acces-
sible to millions in their native language is fascinating. 
Machine translation has exponentially accelerated the 
amount of content that we are able to make accessible.  

But how true is this really?
A friend of mine would say “that’s a partial truth.” We 

enable content around the world, but not the whole world. 
We enable it for communities that qualify as potential mar-
kets, which is how businesses grow internationally. Com-
panies have an assumed ROI per locale that, in the past, 
was calculated based on research and sales projections. The 
industry has evolved thanks to the monitoring of website 
traffic, data mining and business intelligence, and is allow-
ing localization to be based on the demands of the market 
in real time. This means that now, those communities 
that consume more localized content will see increasingly 
more content in their language, perpetuating this cycle. 

Dominant languages tend to grow, and minority 
languages are endangered. This is a natural cycle of life, 
but what is unprecedented is the speed at which this 
process is happening. The internet and globalization 
have fast-forwarded this natural cycle to an alarming 
stage. There are 7,000 languages worldwide. Only 20 
of them represent 50% of the world’s speakers and it’s 
estimated that one language dies every two weeks.

From an academic point of view, when a language 
dies, ancestral knowledge is lost and a culture tends 
to disappear. Our creative capacity as humans 
gets more restricted because our visions are more 
homogenous. Thus, humanity is impoverished. 

What is more important is that when a community 
loses its language, part of its cultural identity is lost and 
this is experienced as a symbol of defeat. People who 
speak endangered languages are generally living in an 
unjust, oppressed or marginal surrounding, having been 
conquered and dominated. They have been forced to 
abandon their mother tongue and adapt their traditions 
to fit into the dominant society that surrounds them.

As localization players, we contribute to globalization 
and thus contribute to language constriction. In so doing, 
we may make minority communities feel that their 
cultural identity is being lost. As an industry, we should 
acknowledge this fact and take accountability for it.

Corporate social responsibility (CSR) programs 
for petroleum companies have a focus on green 
initiatives. What would a strategic CSR program 
for the localization industry look like?

If you are a language service provider, you could 
enable the community to build their own glossaries and 
memories. If you sell products or services, you can open 
your interface (or part of it) for communities to localize, 
like Facebook currently does with their CSR program. 

CSRs are becoming increasingly important at a 
strategic level. While the goal of these programs is to 
allow companies to take responsibility for the social 
and environmental impacts of their operations, it 
also gives them the opportunity to become more 
appealing to consumers and candidates seeking a job. 

There’s also a deep cultural change that pushes us 
in that direction. Consumers are supporting brands 
that invest in causes of their interest. Employees want 
to work for mission-driven companies that align 
their personal values with the ones of the company. 
In fact, Glassdoor reported that for job seekers, 
the culture and values of an organization are as 
important as the compensation and benefit packages.

We in the localization industry can help minority 
communities feel valued and respected by adding 
CSR programs that enable preservation of endangered 
languages. By doing so, we can be part of an important 
cultural change that will have a lasting impact on 
many people and communities worldwide.  [M]

The flip side of 
localization

Cecilia Piaggio is the founder of Latin América Habla, 
a nonprofit that protects and digitalizes endangered 
languages in Latin America. She is celebrating over 
20 years in the localization industry, and is currently 
working as a consultant for RWS Moravia.

Cecilia Piaggio 
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www.rws.com/moravia

To succeed in competitive international markets, understanding who you’re 
trying to reach and why is just as important as how you reach your goals.  
But traditional localization services aren’t equipped to deliver this. 

Today’s services and technologies must evolve and expand to tackle your 
most complex globalization challenges.

My mission is to design creative and innovative solutions  
to help your ambitious brand dominate in global markets.

Erik Vogt  |  VP Partnerships and Custom Solutions 

Creative solutions are critical  
to global expansion.

Moravia




