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Vendors & Organizations has a new look

The language industry at
your fingertips
[ 2,100+ companies
[ 48 categories
[ easy to search

60

[ new & improved
[ updated year-round

12
The Vendors & Organizations (V&O)
section on multilingual.com has been
updated to improve searchability and
user experience. V&O has served as
the go-to place to find language
tools and services since 1999.

The many sister cities of San Francisco on a signpost at the
Post Street Cable Car Station on Market Street, alluding to
the far-flung cultures and locations that this city of startups
reaches.

View the new interface at
multilingual.com/vo
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ne of my old roommates worked for a startup in the
tiny town where I live. He was an excellent roommate
because he was at work all the time. His breakneck
schedule involved staying up most of the night fixing
bugs, so he was rarely awake when I was getting ready
in the morning.
It appears that working for a startup can be difficult,
and as nice as that might be for the roommates,
it’s not always as relaxing for the employees and
founders. So why not make it easier by researching
how to level up ahead of time? Going global can
involve many things you may not have considered
before… that’s the whole reason this magazine exists.

This issue on localization for startups focuses
on basics as well as the more techy side of things,
offering a broad view of how to localize. Clientside
localizers from Tinder, Teradata and Lyft weigh in,
and we have third-party perspectives from CSA and
Localization Flow Technologies. Writers from language
service providers large and small also offer their take.
Our Client Talk column even focuses on a Danish
startup to see if localization is on their radar.
Because big or small, if you’re starting a company
that may one day go global — or is in the process now
— you can learn a lot from the experts.
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Recaps

Translating and the Computer
held for the 40th time
The 40th Translating and the
Computer, held in London November
15-16, 2018, was rated highly by the
100-plus attendees from 18 countries
and three continents. In attendance
were technologists, translators,
language experts from international
organizations, academics and again
this year, interpreters.
Thursday kicked off with keynote
Arle Lommel asking “Where’s my
translation Jet Pack?” He was followed by Tracey Hay from WIPO;
Denis Dechandon on EuroVoc and
IATE; and Christine Bruckner
completing the morning discussing
information security. Alongside
this, David Benotmane held a language quality assurance workshop,
and Michael Farrell demonstrated
a new machine translation (MT)
output assessment tool. After
lunch, Alan Melby reviewed quality standardization, Terence Lewis
looked at crucial aspects of terminology for neural machine translation (NMT) and Joanna Gough and

Tr a n s l a t i o n

•

Tr a n s c r e a t i o n

Katerina Perdikaki discussed concurrent translation. Parallel workshops
for interpreters covered
post-editing
statistical MT and NMT, and
quality assurance checking in Studio. The day
concluded with Joanna
Drugan leading a round
table on “The future
role of the professional
translator” and two
sponsor workshops
on the XTM Connect
Series and Televic’s
TranslationQ tool.
Friday started with
Anja Rütten examining interpreter booth
notes, and featured an
insightful keynote by
Panayota (Yota) Georgakopoulou
on the “Art of Translation.” A round
table on technologies for interpreters
led by Gloria Corpas Pastor followed,
with hot competition from a packed

•

Copywriting

•

Editing

•

workshop by Jerzy Czopik on REGEX
and then Alan Melby on Implementing TBX 3. After lunch, there were
talks on everything from localization
architecture to literary translation.

Interpretation

•

Tr a n s c r i p t i o n

Connecting you with minds
alike in the rest of the world

ISO/IEC 27001:2013
Certification

translation@hetermedia.com

www.hetermedia.com

A Company of HM International Holdings Limited
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Elia looks at project management, networking and more

The European Language Industry
Association (Elia) is a European
not-for-profit trade association of
language service companies with a
mission to accelerate our members’
business success. It held three events
in the latter portion of 2018 focusing
on various aspects of the language
industry.

Project management
The third edition of Elia’s conference on project management took
place September 13-14, 2018, in
Porto, Portugal, hosting nearly 100
project and production managers
from all over Europe and beyond.
The project management conference follows a two-day format combining theory and practice. The first
day starts with presentations on three
key topics by expert speakers and a
keynote address, and on the second day
attendees are divided into groups to
consolidate new perspectives through
thought-provoking workshops on each
topic. This program is complemented
by a preconference on technology,
which takes place the afternoon before
the conference starts, where attendees
enjoy previews of the latest tools and
hands-on advanced training.
Day one of this last iteration opened
with Ivan Lukavsky, senior program
director of RWS Moravia, presenting
on agile localization and introducing
a series of measures to automate and
improve workflows and thus client

10
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service. The second presenter, Joanna
Tarasiewicz, production manager at
ATL, showed how different clients
have different needs, helping project
managers find the most appropriate
solutions that will best meet the client
goals. Korinne Le Page, founder of
Thrive Coaching & Training, the only
speaker from outside of the language
industry, provided communication
techniques to improve assertiveness
and effectively overcome conflict.
Tucker Johnson, managing director
and cofounder of Nimdzi Insights,
traveled from the United States to
give a talk on how project managers
can adopt a winning mindset and
thus be prepared for the future technological developments.
Just like in the previous editions,
The Elia Handbook for Smart PMs
was distributed to attendees as a “souvenir" for attending the event. The
handbook, which features articles
from project managers, independent
language professionals, industry
consultants as well as end clients, has
proven useful in helping attendees
to adapt their project management
processes and consolidate new skills.
This year’s edition of Elia’s project
management conference will be held
in Hamburg, Germany, December 5-6.

Networking
On October 4-5, 2018, the 22nd
edition of Elia’s ND – Networking
Days took place in Vienna, Austria.

Around 150 attendees came together
in the Hilton Vienna Danube to
follow a two-day program tailored
around topics designed by and
for those involved in language
services, such as business owners,
senior executives, sales and marketing managers, vendor managers and other language industry
professionals. Key themes of the
program covered management
skills, technology and digitalization today, as well as future
predictions by language industry
experts.
The Elia Networking Days was
the first event that Elia organized
when the association was founded
in 2005, and has remained the
association’s flagship event ever
since. The main characteristic of
this event is the primary focus on
networking. Attendees not only
come to learn and exchange views,
but also to develop new business
relationships that facilitate further
growth of their organizations.
The next Elia Networking Days will
take place October 3-4, 2019, in The
Hague, Netherlands. The program is
currently under construction.

Sales and marketing
Elia held its second edition of
Focus on Sales & Marketing on
December 6-7, 2018, in Malaga, Spain.
This workshop-type event
focuses on how to give better

Recaps
visibility to your company and how
to sell more efficiently.
It attracts marketing and sales
people, as well as sales-focused
translation company owners, from

small and medium-size companies located in Europe and
beyond.
This roundtable event has two
interactive days focused around

three topics, in small groups,
and looks at educational content
ranging from improving company visibility to selling more
efficiently.

NTIF brings friendly atmosphere to Nordic translation industry
The eighth edition of the Nordic
Translation Industry Forum (NTIF)
was held in Oslo, Norway, November 21-23, 2018, and gathered 146
participants.
Nordic countries (Denmark, Finland, Iceland, Norway and Sweden)
are becoming more and more attractive to different entrepreneurs, businesses and innovators. Compared to
other conferences, NTIF was full of
surprises. If you’ve never set foot in
a Nordic country, you likely wouldn’t
anticipate being surrounded by such
friendly people. Also, as diversity is
one of the core values of Scandinavian
societies, people tend to be independent and think critically, which means
they communicate and discuss ideas
in an open and constructive way.
Anne-Marie Colliander Lind and
Cecilia Enbäck are the brains behind
the forum, but their heart and soul
make it special from the jovial welcome reception to the closing raffle.
Session highlights included a
totally unexpected and memorable
keynote on sign language by Finn
Marko Vuoriheimo that had the entire
audience teary-eyed. The two-day
inside tracks offered crucial insights
on multiple topics from 19 speakers:
latest and future trends in technology;
successful cooperation initiatives;
current business strategies; Nordic
market-specific intel; interpreting;
marketing; and sales. Mixed formats,
separate tracks and Q&As contributed to lively days. Live sketching of
memorable visuals from the sessions,
by Finnish artist Linda Saukko Rauta,
was entertaining and meaningful.

Our industry might
be technology-driven,
but we all favor working
with people we know
and trust. The social
activities were omnipresent at NTIF. The
genuinely friendly atmosphere showed in the
mingle shots captured by
Swedish photographer
Martina Wärenfeldt.
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F e a t u re d R e a d e r
Would you introduce yourself?
Johanna Angulo, managing
director at ANGLOC.
Where do you live?
I live in Santiago, Chile.
How did you get started in this
industry?
I started translating papers for
science professors when I was
still a translation student of only
20 years old. I got so much work
that I had to recruit a translation
classmate!
How long have you worked in it?
Almost 20 years, and I have
enjoyed the ride.
What language(s) do you speak?
I’m a Spanish native speaker
with proficiency in English. I also
studied and translated from
Japanese in my younger years.
Whose industry social feeds
(twitter, blog, LinkedIn, Facebook) do you follow? (If any)
My favorite industry blog is
Kirti Vashee's eMpTy Pages.
I follow Women in Localization,
The Content Wrangler and LISA

12
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groups among others on
LinkedIn. On Twitter, I’m following many great professionals I have met in different parts
of the world.
What do you like to do in your
spare time?
I’m always looking for new
experiences and I’m always
studying something. In 2018, I
learned many new things, but
there are two I enjoyed the
most: learning how to build a
chatbot and learning how to
make my own wine. I partnered

with a vineyard in Chile owned
by a French oenologist and
participated in all the processes
of making wine. I invited some
ANGLOC team members too,
for extra fun.
What industry organizations and
activities do you participate in?
I have been vice president of
The Institute of Localisation Professionals and I was a member of
GALA. Now, I’m looking forward
to discovering new organizations and activities for 2019. I
finally graduated with a degree
in information technology — my
second bachelor's degree — a
few months ago, so I’ll have more
time to get involved again in
industry activities.
Do you have any social feeds of
your own? Twitter handle, blog?
I stopped writing my blog in
2012 when I realized I needed to
study technology, so I changed
my focus. Maybe it’s time for a
new blog in English.
Why do you read MultiLingual?
Multilingual is always interesting
to me and a great way of keeping
updated on industry news.

N ews

People
Recent industry hires

Iconic Translation Machines Ltd., a language technology software company, has hired Stephen Davis as sales
director to head the new London office.
■■

Iconic Translation Machines Ltd. http://iconictranslation.com

Lionbridge acquires Gengo

Lionbridge, a provider of localization services, has acquired
Gengo, Inc., a technology company providing crowdsourcing, machine learning and localization services. The purchase
includes Gengo.ai.
Lionbridge www.lionbridge.com
Gengo, Inc. http://gengo.com

■■ Dotsub, a multilingual video captioning platform, has
promoted Dave Bryant to president.

Dotsub www.dotsub.com

Business

Group Q officially opens

Diane McAveeney, Ben Sargent and José Fernández have
announced the launch of Group Q, a digital, language and
technology agency. The company’s initial focus will be on
brand storytelling, video script adaptation and native copywriting, and then expand to include full-service localization
and AI-based translation.
Group-Q www.group-q.com

Omnia Group launches new website

Omnia Group, providers of translation services and global
communications consulting, has launched a new website.
Omnia Group www.omnia-group.com

Semantix acquires Tolkvox

Semantix, a Nordic region language services provider,
has acquired Tolkvox AB.
Semantix www.semantix.se

Products and Services

KantanAPI SDK adds Asynchronous Interface

KantanMT, a subscription-based machine translation
service, has announced that its Software Development Kit
(SDK) will be enhanced by the addition of a new Asynchronous Interface. The new interface is intended to help
clients that require high volume translations.
KantanMT http://kantanmt.com

Alchemy CATALYST 2019

Alchemy Software Development Ltd., a visual localization solutions provider, has released Alchemy CATALYST
2019. New features include the ability to label segments
with customizable, color-coded tags, and a second memo
field called Translator Note.
Alchemy Software Development Ltd. www.alchemysoftware.com

AppTek ASR keyword patent award

AppTek, a speech recognition company, has been awarded
a patent by the United States Patent Office for its automatic
speech recognition (ASR) technology that enables higher
precision and recall of keywords in spoken content by using

Ciao!

Dub your training videos and give
a better experience to your audience.
VideoLocalize's revolutionary dubbing technology automatically
adjusts human or text-to-speech voiceover with the video, reducing
hours of manual work. Dubbing videos into any language is now
possible with minimal cost.
Why not provide your audience with a better experience?

Contact us at dubbing@videolocalize.com
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Hello!

Hola!

Bonjour!

News
Web Globalization Report Card

a textual keyword list.
AppTek www.apptek.com

Hey memoQ

memoQ, a developer of translation productivity tools,
has released memoQ 8.7. The new version introduces Hey
memoQ, an iOS application that provides dictation support for users of the memoQ translation environment.
memoQ www.memoq.com

Byte Level Research www.bytelevel.com

Clients and Partners

Net-Translators partners with MD101

Resources

New look and web assessment report

Common Sense Advisory, Inc., (CSA), an independent
market research firm specializing in the language services
industry, has rebranded as CSA Research and launched a
new website.
“Global Website Assessment Index 2019” examines language choices available on 2,817 prominent websites in 37
industry sectors.
CSA Research https://csa-research.com

Byte Level Research, analyst of the art and science of
web globalization, has released its annual report analyzing 150 global websites across more than a dozen industry
categories.

Net-Translators Ltd., a provider of localization and multilingual testing services, has partnered with MD101, a regulatory consulting company that serves the medical industry.
Net-Translators Ltd. www.net-translators.com

Certifications

World Translation ISO certified

Danish language service provider World Translation
A/S has received certification for ISO 17100 and ISO
9001:2015.
World Translation A/S www.worldtranslation.dk

the answer to hassle-free localization
www.xtm.cloud
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March
TAUS Global Content Summit Amsterdam
March 6, 2019, Amsterdam, Netherlands
TAUS, http://ow.ly/VNBg30mOS1H

Third International Congress on
Translation and Interpretation

March 29-30, 2019, Panama City, Panama
Panamanian Association of Translators and Interpreters
https://apticiti2019.com/en

April

19th Annual Educational Conference
March 8-9, 2019, Sacramento, California USA

California Healthcare Interpreting Association, http://ow.ly/ia1C30nHFw4

Game Developers Conference

March 18-22, 2019, San Francisco, California USA
UBM Tech Game Network, www.gdconf.com

Evaluating Domain-Adaptive
Machine Translation

March 21, 2019, San Jose, California USA

International Multilingual User Group, http://ow.ly/8kmR30nHFmO

TAUS Global Content New York

March 21, 2019, New York, New York USA
TAUS, http://ow.ly/lPiA30nHFCl

tekom Frühjahrstagung

March 21-22, 2019, Vienna, Austria

tekom, https://tagungen.tekom.de/f19/startseite

Wordfast Forward 2019

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

Netflix Globalization

April 18, 2019, Los Gatos, California USA

International Multilingual User Group, http://ow.ly/gYd030nHFNj

March 21-23, 2019, Sainte-Luce, Martinique

14th International EUATC Conference

GALA 2019

European Union of Associations of Translation Companies
http://euatc.org/conference

Wordfast, http://wordfast.com/conference

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

April 25-26, 2019, Tallinn, Estonia

9th Annual CTA Conference

April 26-28, 2019, Boulder, Colorado USA

Colorado Translators Association, https://cta-web.org/2019-call-for-papers

LATA 2019

March 26-29, 2019, Saint Petersburg, Russia

Digital Experience Conference

Tenth International Translation Conference

Information Today, Inc.
http://digitalexperienceconference.com/2019/default.aspx

Saint Petersburg State University, IRDTA, http://lata2019.irdta.eu

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 Silicon Valley
March 29, 2019, Menlo Park, California USA
TAUS, http://ow.ly/XvDB30mORYp

The Translation and Localization Conference
March 29-30, 2019, Warsaw, Poland

TLC Conferences, www.translation-conference.com
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April 29-30, 2019, Washington, D.C. USA

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

Calendar
BP19 Translation Conference
May 2-3, 2019, Bologna, Italy

BP Translation Conferences, http://bpconf.com

2019 STC Technical Communication
Summit & Expo
May 5-8, 2019, Denver, Colorado USA

Society for Technical Communication, https://summit.stc.org

5th Annual Bread Loaf
Translators’ Conference

May 31-June 6, 2019, Ripton, Vermont USA

Middlebury College, www.middlebury.edu/bread-loaf-conferences/bltc

ABRATES X

May 31-June 2, 2019, São Paulo, Brazil

Brazilian Association of Translators, https://congresso.abrates.com.br

June

COMtecnica Conference 19
May 7-8, 2019, Rimini, Italy

COMTecnica SRL, https://comtecnica.it

ND Focus — Elia’s networking
days for Executives
May 9-10, 2019, Dubrovnik, Croatia

Elia, http://events.elia-association.org/nd-focus-exec-2019

ITI Conference 2019

May 10-11, 2019, Sheffield, UK

Institute of Translation & Interpreting, www.iti-conference.org.uk

TAUS Global Content Summit London

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

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

UA Reloaded 2019

May 15-16, 2019, St. Leon-Rot, Germany
tekom, https://ua-reloaded.de

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

Translation Quality Evaluation:
the New ASTM Standard

connecting your visions,
technologies and customers

May 16, 2019, San Jose, California USA

International Multilingual User Group, http://ow.ly/EXpp30nHGjO

Global Ready Conference - London
May 23, 2019, London, UK

Smartling, www.globalreadyconference.com/uk

memoQfest International

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

tcworld China

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

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

www.star-group.net
STAR_ad-ML.indd 1
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Babel: Around the World in Twenty Languages
Vivid snapshots of the world’s top 20 languages

Katie Botkin

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.

The world contains around 6,000 living languages, but you

only need 20 to reach roughly half of the world in their native
language. Gaston Dorren writes about those 20 in his latest
book, Babel.
Chapters are written in a variety of styles — The one on Persian is a
Q&A; Vietnamese is a first-person essay. The chapter on Arabic offers
eight pages of dictionary entries that correspond closely with English
words, in an effort to bridge the foreignness of the language. Each
chapter style pulls out the intricacies of the different tongues, creating
vivid snapshots of what makes each language unique — sometimes
culturally, sometimes linguistically, often historically. Even devoted
linguists are bound to pick up tidbits they were previously unfamiliar
with, and the book is an easy read, written to be digestible for the
layperson.
The chapter on Korean introduces the ideaphone, and makes a case
for attaching certain general meanings to certain general sounds the
vocal track produces. For example, in Korean, more forceful pronunciations of k and p — specifically, the aspirated k and p — are
sometimes associated with more intensity. Kam-gam means “in the

18

Babel: Around the World in Twenty
Languages, by Gaston Dorren. Atlantic
Monthly Press, 2018. Hardcover, $25.
361 pages.

dark,” and the aspirated k’am-k’am means
“in the spooky, desolate dark.” Ping-bing
means “round and round,” and the aspirated
p’ing-p’ing means “round and round, faster.”
Dorren uses examples in the language being
discussed to talk broadly about linguistic
concepts, and how they might even apply to
other languages — often, examples in English.
The chapter on Bengali deals with the history of writing, and how various languages
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adapted the ancient Phoenician writing system into
alphabets (such as Greek and later Roman), abjads where
vowels are relatively unimportant (such as Aramaic and
later Arabic) and abugidas (such as Brahmic scripts,
including Bengali). “By adopting an existing writing system, a region would signal its linguistic (or sometimes
religious) affiliation,” Dorren writes.
Swahili takes on language learning, through the eyes of
a man from Cameroon named Jonas who speaks no less
than eight languages, so far. This is cultural rather than
genetic, says Dorren: “his choosing to learn some languages that were merely useful rather than indispensible
has more to do with the culture of his ethnic group, where
multilingualism is considered a good thing in itself.” The
attitude toward speaking language is a pragmatic one: less
about preserving every word in its pristine natural environment, and more about being understood. As a result,

Swahili has adapted to become less complex grammatically than many of its Bantu neighbors.
Chapters are arranged from smallest to largest numbers
of speakers, starting with Vietnamese (85 million speakers) and ending with a chapter on English (1.5 billion
speakers). Dorren counts language distribution by numbers of speakers total, not just native speakers, so English
rings in as the “most-spoken” language in the world, even
though Mandarin (the second to last chapter) has the
most native speakers at 900 million.
Modern translation comes in as a subject at the very
end, with the discussion of English as the current lingua
franca. The debate may be familiar to those of us in the
translation industry: the chapter involves some spirited
speculation between two people about whether machine
interpretation will take over as the world’s lingua franca.
Dorren readily acknowledges the difficulties: machine
March/April 2019
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translation is not itself up to snuff,
especially for smaller languages, and
adding in voice recognition technology makes it all the more difficult.
His conclusion is that if this happens,
it will not be immediate, and global
elites will probably stick with English.
My favorite chapter is the one
covering Japanese, or more specifically, dialects based on gender,
affectionately dubbed “genderlects.”
Men’s genderlect is optional, Dorren
says. Although this is less true than
it used to be, “Women’s language, on
the other hand, is not so optional,
and parents and teachers will do
their best to make girls toe the linguistic line. But this implies that the
‘ungendered’ Japanese is in fact no
such thing: part of it is the reserve of
men, who, moreover, have a special
register at their disposal that is particularly masculine.”

The history of “women’s language”
is complex and somewhat debated,
but according to Dorren, it has its
roots in the eighth-century idea
(beginning in the Heian period) that
women should not appear overly
learned or intelligent. Over the
next centuries, this was codified in
accordance with Confucian ideology
“which held that it behoved women
to obey men and that a woman,
by speaking, might easily destroy
the proper order of the family and
society as a whole.” This took a turn
when courtly women devised their
own dialect, and half a millennium
later, women’s language is still alive
in Japan, although Dorren says it is
on the decline, primarily used in
novels and television as a device to
signal which gender the speaker is.
After reading this, I wanted to
know if companies such as Apple are

localizing female digital assistants
such as Siri to speak “women’s language” in Japanese. A quick Google
search did not reveal the answer,
so I asked a Japanese friend. After
checking out Siri, Alexa and Google
Assistant, we concluded that big
companies use neutral language
when they localize their female
digital assistants. However, Japan’s
own Gatebox Holographic Wife, a
G-rated digital assistant designed for
Japan’s celebate males, uses “women’s
language” to communicate, although
my friend told me that this was due
to her being a “character” instead
of a representation of a mainstream
woman.
There is plenty in the book to
intrigue localizers, digital assistants
aside. Language enthusiasts everywhere will also enjoy Dorren’s engaging style and in-depth approach. [M]

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

Danish startup Tiimo hasn’t bought professional translation —
yet. And that’s a big yet, according to growth and business development manager Thomas Nymark. The company is also open to
exploring translation management software as it grows, making
Tiimo the first client we’ve profiled falling right at the prepurchase inflection point.
Welcome to Client Talk, where we chat with a different language buyer
in every issue. When do they say professional translation is worth it, and
why? By chatting away from the sales environment, we hope to uncover
truths about how clients see the language industry.

The client

Based in Copenhagen, Tiimo’s native language — of course — is Danish. The company
makes an assistive technology app for people
with attention-deficit/hyperactivity disorder
(ADHD), autism and other cognitive deficits.
The tool contains a calendar and visual timer,
sends reminders and, in Nymark’s words,
serves “as a digital friend.”
Users can “insert/write text in their own
Thomas Nymark
language[s],” according to Nymark, via an app
interface in Danish and English. Tiimo also translates support chat,
website, social media and other marketing materials. With users in
Denmark, Sweden, Iceland and the United Kingdom, Nymark notes
Tiimo will eventually expand into other languages.
Because the startup serves traditionally stigmatized groups, the
language Tiimo uses has to be ultra-sensitive, as does the translation
partner it inevitably picks. Working with the ADHD and autism
communities “requires a great deal of trust and validation,” Nymark
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explains. “Tiimo might be [called]
‘welfare technology’ in one
country and ‘assistive technology’ in another. Some countries
might phrase it as ‘a child with
autism’ and others as ‘a child on
the autistic spectrum.’” It’s these
“sometimes subtle differences”
that help Nymark understand
Tiimo’s inevitable need to hire
professional translators.”

So why doesn’t Tiimo work
with translators already?
And how’s the work getting
done?

“For our English translation for
the website and app, we have used a
native English-speaking person who
has previously worked as a professional copywriter. For customer
support, web chat and content
for social media we have done the
translation ourselves in-house. Our
whole team is fluent in both English
and Danish,” Nymark says.
“We definitely see the benefits
of working with professionals,” he
adds, but “as a startup company in
growth mode, we have to stay lean
and agile.” This means founders and

Project Managers
Round Table

May 28 - 30
Berkeley
CA United States
early employees handle business
needs in-house if they can. “Some
tasks absolutely need expert translation, because they are vital to our
business and growth. It is for this
reason that we have a native speaker
with experience in copywriting on
our staff, and have made translation
a part of their role. They are an
invaluable part of our business.”

When will Tiimo start
buying? And 1 to 5, how
important is translation?

“Ultimately,” Nymark says, the
decision to contract translators will
depend on “the impact of that task
on our potential business, brand and
growth...We want to be taken seriously by existing and potential users,
collaborators, press and investors.
We want to be a global solution. So if
the task is important, it will get that
extra, professional love and touch.”
Language, he continues, is even
more important because Tiimo is
a startup: “I think big brands can
sometimes get away with slightly
inconsistent translations on their
local websites and marketing
material because they have that
brand value and people are willing
to buy their products regardless.”
But startups have less room for
error, which is why Nymark ranks

professional translation’s importance
a 4. “Language is really important
when communicating our product,”
he explains, but he can’t give it a 5
because translation isn’t currently
tied to revenue.

An emerging pattern?

Tiimo offers the unique perspective of a company that doesn’t buy
translation because buyers don’t
understand its value, but because it
just isn’t ready to purchase. Nymark
admittedly is a soon-to-be ready
client.
While we remind readers that
this column isn’t here for translation
providers to spam the clients in it,
a smart vendor would study Tiimo
to see what puts this company in
the prepurchase sweetspot. On a
personal level, Nymark used to work
at IKEA — a company that frequently ranks high on John Yunker’s
Web Globalization Report Card. He’s
also lived in the United States and
South Africa. When your product
exists to help those with communication difficulties (more so autism
than ADHD) and you’ve dealt with
multiple languages personally, it may
be easier to understand translation’s
importance. At this point, a company like Tiimo just needs to make
the business case. [M]

Join us for an in-depth focus on Project
Management, held in 8 sessions over two
days.
Berkeley Agenda
Last year’s agenda is shown below. This year’s
agenda is still in progress and will include the
impact of AI and NMT on project management.
Check our website for an updated agenda.

Session 1 - Stakeholder Management
Session 2 - Metrics and KPIs
Session 3 - Importance of Mentorship
Programs (Management Skill
Advancement)
Session 4 - In Country Review/Client
Review
Session 5 - Agile Development Processes
and Their Impact on Localization
Session 6 - Processes/Best Practices for
PMs When Dealing with User/
Network Generated Content
Session 7 - Multimedia Localization
Session 8 - Open Session
Most round table attendees have three or
more years of experience in localization project
management. As a result, presentations and
discussions deal with advanced topics. The format
of the Localization Project Managers Round
Table relies on short presentations, some of them
impromptu, followed by extensive discussions
involving as many attendees as possible.
To ensure that topics for the Round Table are as
relevant as possible to those participating, we
are keeping an open session on the last day of
the event. The topics for this open session will be
determined by the attendees, who will be able
to contribute their proposed topics throughout
the event.
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Community Lives
To certify or not?
Jeannette Stewart
Jeannette Stewart is the former CEO of CommuniCare, a
translation company for life sciences. An advocate for the
language industry, she founded Translation Commons, a
nonprofit online platform facilitating community collaboration.

There’s a joke told by recruiters about questioning a job candidate’s vague claim to have gone to Harvard only to be told, “Yeah,
I went to visit my friend.” Another quip concerns a panicky aircrew member running down the aisle asking if there’s a doctor on
board and eliciting the response, “I have a PhD in linguistics!”
The point is less the humor than to ensure propriety. When we’re dealing with a professional matter, such as checking up on a qualified practitioner who is paid for their services, we want to know that we’re not hiring a
cowboy. This applies just as much to plumbers as it does to brain surgeons.
It’s often infeasible to check firsthand that the guy suited up in the scrubs
or the guy wielding the plunger is up to the task, so we rely instead on
qualifications, often codified in the form of degrees and certificates. Their
degrees hang on their office walls. Craftsmen may display their license
numbers on all their business stationery and even on their trucks! They are
issued by a governing body that manages its members’ credentials, ranging
from renewals to discipline when standards have not been met.

Language certifications
A quick survey of the Wikipedia page for certification shows how
numerous certifying bodies are, but there’s an obvious omission among
them. There is no listing at all for languages. There are a good number of
certification programs in the language industry, so how can this be? The
truth is that our community is probably the most diverse on the planet.
Not only do we have numerous languages all with their own associations,
we also have an extremely diverse range of skills and technologies that
we bring to bear in facilitating global communication. But is this a good
excuse? After all, the healthcare community is equally diverse and yet it is
scrupulously governed. I think this calls for deeper digging.
Let me first state that the importance of academic qualifications is not
in question here. We have wonderful educational establishments all over
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the world and they do a remarkable
job in producing a new batch of
well-educated young people each
and every year. Education is still our
bedrock.
We’re concerned more with what
happens when graduates begin to
morph into young professionals and
we’re also concerned with examining
what traction professional linguists,
translators and interpreters gain
from being certified members of the
language community.
Let me continue by asking, at
what point does a linguist become
a recognized specialist in a subject?
Is it the same for all languages in all
locations? Are corporate linguists
different in this respect from freelancers? You can probably already
guess that the critical subject of
compensation as well as recognition
is lurking in here too. Of the certification bodies that we do have, how
alike or unalike are their requirements? What exactly are the steps
involved in their respective processes?
And how are they administered? We
all wish there were easy answers to
these questions and many others, but
that’s far from being the case.

Colum n
Yet another point showing how
we lag in certification is in continuous education. Doctors must make
time to keep abreast of the constant
flow of new drugs, devices and
procedures that become available.
If they can manage with their hectic
schedules, linguists must do likewise. But how do you find the time
if you’re a freelancer trying to run
your business in a cutthroat world?
There are recertification programs
available, but we have a problem
that is global and that is the absence
of standards across the board from
language to language and country
to country. We also need to face
the fact that if strict certification
rules and regulations are applied,
how does that affect compensation
rates? Put bluntly, what actually is
the value in being certified? In our
world, legal and medical interpreters are required to be certified
— what will the effect be if that is
applied to all specializations? Again,
there are no easy answers, but the
questions persist.

The Translation Commons
Group: Certified
These questions continue to
be asked and in truth need to be
addressed across the board. That
is the spirit we have adopted in
forming the Translation Commons
Certification Group.
One figure I consistently turn
to on matters relating to translation, especially regarding tech and
language industry practices, is Jost
Zetzsche, who is involved in this
project and is a member of the
Translation Commons Advisory
Board. He is well-known throughout the community and held in high
esteem for his in-depth knowledge
and authoritative voice. He is a
shrewd analyst of our community’s
unique place in the cultural and
business worlds and deft at offering
solutions to improve our working

lives. Equally accomplished and also
held in high regard is Arturo Bobea,
whose experience as an interpreter
is outstanding. He too is renowned
for both his acumen and standing
as a reliable source of information
on the working lives of interpreters
and their hard-won skills. I am
fortunate to be working with both
of them as part of Translation
Commons’ effort to raise the profile
of certification as an issue that will
benefit the entire community.
When I asked Zetzsche to outline
his ideas of what we might achieve
with this initiative, he responded at
length: “What we hope to achieve
with this is to provide a platform
that allows translation professionals
to showcase their academic and
certification accolades along with
similarly qualified colleagues. For
translation buyers or LSPs, this
will offer the possibility to hire
professionals with a greater degree
of certainty. As we find, for instance,
with language combinations that are
not often encountered or even in the
more typical language combinations
when demand outstrips supply. Since
academic degrees or certifications are
of course not the only thing that can
describe someone’s qualifications,
the next step will then be to also add
a rating system so that there will be
further qualitative benchmarks.” The
fact that we can anticipate innovation
in an intrinsic professional capacity
indicates, at least to me, how much
life there is in our community. Let’s
face it, the field is always open for
ideas in how we might best appraise
quality and authoritatively assure it.
Bobea reminded me that “perfection in our industry is subjective; it depends on many factors as
it is not an exact science, and it’s
hard for us to agree on what it even
is in most cases.” Bobea is aware
from the immediacy of interpreting
in ensuring that language quality is
accurate and consistent. He went

on to tell me that, “Certification
is the closest guide towards standardization we have available; one
that has been researched, built,
reviewed, tested, followed-up
on and adjusted. Being certified
provides a sense of proficiency in
those standards and participation
in the industry as a whole, not
only as an individual.” Understanding exactly what is at stake
and its value to the community
does not just come from theory
and procedures resulting from it.
It requires working experience.
“With this project, we aim to
highlight those professionals that
have gone the extra mile, that have
gone through the process, that
want to represent the industry
with the highest standards of
practice,” he says. He went on to
describe his vision for what we
might achieve in this work: “We
also want to provide global information and resources, whether it
would be for those who seek to
belong to that elite group that is
building the industry up, clients
or LSPs looking for quality professionals, or even for those who are
trying to have more exposure. We
seek to become a hub of information that is currently scattered or
not easily found otherwise.”

Future
We plan to harness the team’s
insights and skills to bridge the
gap that will allow an effective
flow-control from an education in
translation to a professional status
ensuring that translation buyers’
requirements are fulfilled. The
bonus I see here is that each time a
customer is delighted, the status of
our community is enhanced. If that
happens regularly, then language
professionals will receive due
recognition for their skills instead
of being taken for granted. At
least, that’s the hope. [M]
March/April 2019
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Terminology Glosses
Numbers and startups
Laura Di Tullio

Laura Di Tullio is a terminology management
consultant who has developed termbases and managed 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.

i18

While preparing for his own small business
startup adventure, a friend described how
pleased he was with all the help he got from
different US organizations that would probably not have been available in his country.
From the local chapters of Score (www.score.
org) to the Small Business Development Centers (www.sba.gov/tools/local-assistance/sbdc), an army of former
managers, practitioners and experts introduced him to an equally
important number of business puzzle pieces: strategic business
planning, marketing planning, business mentoring, legal advising,
accounting, payroll and the like.

My friend’s startup was going to be a traditional LLC in logistics.
Even though evolving fast, the logistics domain still answers to the
classical rules of business prospected by Score: it starts locally and
then grows. It can also, probably, be confined within the borders of a
single country or nation. What my friend could not find as much in the
otherwise encompassing view of Score was the international grasp, the
point of view that would be, on the contrary, essential from the get-go
in a localization and translation business.
For this reason, the entry I am adding today to our ideal termbase
is internationalization, a term that is often abbreviated as i18n,
where 18 is the number of letters between i and n in the English
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word. Of interest from
a terminological and
linguistic perspective is
the use of a numeronym,
an abbreviation formed
using a number. Typical
examples of numeronyms
are those words where the
letters and number sound like the
corresponding full form, as in K9 for
canine, or the French K7 (ka sept)
for cassette. Other cases in which
numbers are used instead of words
could be using the term 911 instead
of the word emergency, or the 101
utilized to express the concept of
basic overview of a topic.
The case of i18n is slightly different, in that it involves a newer
way of forming numeronyms that
dates to the 1980s. The legend
has it that a software company
employee was given an email
account of S12n because his name

was too long for the system. This
type of abbreviation became
generalized in that company and,
from there, to the whole software
industry where, for instance,
localization is often spelled l10n,
and g11n is the abbreviation of
globalization. For the sake of completeness, other modified spellings
involving numbers have had some
forms of success on the web and in
IT in general. Think for instance of
the leetspeak (from élite speak), a
spelling system in which characters
are replaced by numbers with a
similar shape, for example, the
number 4 for the letter A or the
number 3 for the letter E.
As for internationalization,
the W3C defines it as “the design
and development of a product,
application or document content
that enables easy localization for
target audiences that vary in culture,
region, or language.” A global startup
must solve the challenges of time
zone gaps, different languages,
varied communication styles and
access to remote users from the
get-go. “But it isn’t impossible” state
the authors of Global UX. Design
and research in a connected world,
especially if a company starts on
the right foot from day one. “This
requires the underlying technical
structures for internationalization.”
So, for those who are just starting
out, the best option is to envisage
internationalization from the
beginning.
In the language industry,
internationalization is almost
implied and this endeavor itself
comes with a plethora of variables,
a subset of different challenges
within the already encompassing
task of starting up a company. Just
recently, I was looking at different
tools directly related to translation, and came up with an impressive list of CAT tools, translation
management software programs,

terminology management
programs, project management
software, editors, QA applications,
localization platforms, solutions
for multilingual websites, online
translation management applications, free translation management and localization software
tools, cloud-based translation
technologies, authoring programs,
controlled language plug-ins,
content creation platforms, video
creation products, file formats, file
exchange languages, conversion
routines, and a whole series of
other tools that are in one way or
the other related to the language
industry.
Each of the above has its own
characteristics and specificities, with
a corresponding learning curve. To
make things even more complex and
fascinating, there is the increasing
availability of machine translation
and neural machine translation
tools: Google Translate, Omniscien,
tauyou, GeoFluent, CrossLang,
Lingo24, SmartMATE, SYSTRAN,
Amazon Translate MT and AWS,
DeepL and Microsoft Translator,
just to name a few.
Going back to my friend, he
spent quite some time educating
himself on the ups and downs and
the potential risks of his domain.
His mentor at Score was certainly
very clear in reminding him that
he should carefully establish the
overall goal for his company: did
he want to remain in business for a
long time or did he want to create
a company that he would sell in
the next few years? His strategy
should vary accordingly. That
was certainly a point that struck a
chord with my friend because it is
corroborated by statistical evidence: most startups fail within the
first five years. Even in a domain
like the language industry, which
has experienced some degree of
growth in the last few years. [M]
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3 Steps to unleash the power of terminology!
How collaborative corporate terminology improves ROI and Global Content Quality
Nowadays, consumers trust credible content far more
than advertising. But how can you achieve content precision and consistency across all channels and touchpoints in the customer experience? A solidly managed
terminology is the first basis! At the same time, it
increases the clarity and findability of your brand.
Here´s a step-by-step guide on how to set up a corporate terminology process that benefits the bottom line:

1. Set up a transparent, collaborative,
systematic and measured process
Transparent

Reaching a common terminology requires clearly defined
corporate language processes. Wikis or word lists in MS
Excel either lack manageability or quality or both. Only
a managed and transparent process provides a framework to develop, discuss, vote, approve, and update terminology. Users will agree with and actually use “their”
terminology more often if their group or division is really
involved in the process of defining it and keeping it current.

Collaborative

Increase user involvement and buy-in by making the process collaborative! A collaborative process will:
motivate colleagues to really use terminology and contribute to the data
enable subject matter experts to work together in virtual workgroups on the terminology content and metadata
actively involve country subsidiaries, external or internal partners, and translators in making the terminology
data multilingual
include decision-makers to sign off terminology by
simple voting tools

•
•
•
•

Systematic

Manage requests and tasks in a systematic workflow. The
earlier in the “concept genesis” the workflow starts, the
better. This avoids having to weed out “working titles”
once they are established in the minds of engineers, product teams or quality managers. Make sure that the col-

leagues who first come up with a new concept have an
easy way to send this into a validation process.
Secondly, make sure the right people are assigned the
right tasks. For example, a request filed by a user has
to go to the owner of that particular kind of content or
group. This role acts as a central moderator between all
the stakeholders in the “term creation” process, channeling the task to the right contributors and specialists. (Yes,
we intentionally avoided the term “terminologist” here.)
And finally, make sure the buy-in is interdisciplinary.
The majority of terminology issues arise because different stakeholder groups live in a different terminological
reality. Inconsistencies and misunderstandings are not
created intentionally, they happen because different people have different backgrounds and did not double-check
with others.
Typically, the terminology process consists of three main
phases, which can run in parallel in different languages,
of course:

• A request or input phase identifying the need for something new or a change
• A validation or edit phase in which the process owner
determines if the request will lead to a new concept or
change, and gathers subject matter input on all levels of
detail
A voting or approval phase making sure that the new
entry is correct in all involved divisions or choosing the
best option of several competing versions

•

Measured

Make sure you have key performance indicators and
reporting set up around the process, so you can identify
room for improvement. Also, a consistent change tracking allows you to monitor and even roll back developments, but also to keep stakeholders informed about what
has changed in the termbase. Some ideas for KPIs:
time spent on typical tasks -> resource issues
percentage of requests leading to approvals or rejections per group -> training issues
entries most often found or not found -> priority issues
And remember: Terminology is never “done.”

•
•
•

sponsored information						
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2. Make it simple, meaningful and useful
Simple

To reach a “critical mass” user base, pick a terminology
management solution that allows the terminology team
to easily roll out the data in a personalized way: Just the
way the various target audiences need it. Search has to be
fast and easy and return the desired results with features
like auto-complete, linguistic search, fuzziness and so on.
The UI has to match the corporate design to make it look
part of “normal business”.
To engage users even more, modern systems offer
tree-structures like taxonomies to navigate the termbase by topics. Even more advanced systems offer concept maps or other “network” navigations to allow users
to drill down, discover and get truly intrigued. Enabling
feedback or just “liking” entries turn passive users into
active contributors.

Meaningful

True masters of terminology have discovered tools like
the “Term of the week” or even “Term Quizzes” to push
terminology to even larger audiences. They allow terminologists to demonstrate the purpose and benefits of
terminology in a fun and more easily accepted manner.
These edutainment or gamified approaches to learning
bring the “antiquated” touch of terminology to our modern times.

Useful

A managed terminology, of course, is only helpful if it
is actually used. For this, tools that offer a quick lookup,
guidance through auto-suggestions, or better still, automated terminology verification of texts in many different
work environments can make a huge difference. This can
be anything from authoring plugins into content creation
editors to verification of terminology in typical engi-

neering environments. For the more frequent use cases
of power authoring, standard tools are available. More
intricate use cases such as embedding terminology into
engineering, production or ERP processes may require
customized integrations.
Remember: Constant self-marketing leads to awareness.
Combine this with personalized ease of use to achieve a
truly accepted terminology process.

3. Prove and improve terminology ROI
Naturally, terminology has to prove a return on investment. The “quality” aspect of terminology is clear. Particularly for digital companies where things like SEO or
component-based CMS are used, the immediate effect of
NOT using terminology is also clear.
On the cost side, two factors influence terminology ROI
like nothing else:
The number of users benefiting from terminology:
The benefits of terminology are largely transactional
cost savings in small but very frequent transactions.
Thus, items like improved research time, avoided
misunderstandings, or avoided external costs add up
significantly over a large user base and dramatically
reduce the total cost per user.
The process cost of the terminology content mainly
comes from internal discussions, votings, approvals. By
virtualizing these processes in a collaborative web platform and avoiding lengthy meetings with many participants, these costs can be reduced to a minimum.

•

•

Remember: The most expensive way to manage terminology is to NOT manage terminology. Because
clarifying terminology “happens” anyhow and everywhere, but in a non-documented, ad-hoc, repetitive
and redundant way.

About Kaleidoscope
Taking your content global — with Kaleidoscope your product will speak every language! The combination of decades
of expertise, our software solutions developed in-house, and
select software from market-leading technology partners
has been making this a reality since 1996. Coupled with the
full-service approach from eurocom, Austria's largest and
most innovative translation agency, Kaleidoscope offers a
unique and unrivaled synergy of language and technology.
www.kaleidoscope.at
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Going global 101

Andy Andersen is currently the localization
manager at Tinder, Inc., and formerly served as
a program manager at LIS Solutions. Tinder supports 40+ locales across Android, iOS and Web
platforms. A language and culture enthusiast,
he also devotes time to his blog, Backpacking
Diplomacy, and travels whenever possible.
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Focus

According

to Ethnologue, there are just
over 7,000 languages spoken around the world.
Though this number is not directly reflective
of the number of written languages nor the
addressable market, it certainly paints a colorful
picture of how diverse your user base could be.
In a time of "global from day one," it’s no surprise that
startups and tech-focused companies will often see success
outside of their original foothold markets, sometimes with
varying degrees of effort. When this starts, it is common to
bootstrap and look for cheap solutions or even existing internal employees for language support. Though these choices
may initially bear positive results, with time, any growing
company will realize that this isn’t a scalable practice. Once
the decision has been made to focus on international opportunities, there are many considerations that must be made
which can lead to a tailored and more manageable strategy.

Where to start
Arriving at the localization phase is exciting, but you may
ask yourself, where do I start? It is time to directly address
new members of your future community, increase the
diversity of your user base, and potentially expand on your
profitability. But how do you know which languages are
worth it? Which countries or markets should you focus on?
What are your key performance indicators (KPIs)? How will
you track and measure your success post-launch? These are
all important questions that you should be asking yourself.
The answers are complex. The short answer: it depends.
Though launching internationally can be a daunting
task, your efforts can be equally rewarding. Before too
much work has been done, it is helpful to start with a localizability exercise. Likely your concept is already working
or you wouldn’t have gotten to this point, but nonetheless
it is valuable to think it through, as this may guide your
decisions. During this exercise, define a set of questions.
Some examples are: do we need to make customizations?
Is our product culturally relevant?
If your product is not culturally relevant now, it may
never be, or at least could take significant resources to
get it there. The amount of customization required can
help you to prioritize markets. Generally humans have
similar needs around the world, so common services will
be localizable. It’s the approach that changes. To accommodate for this, localization of the product or service will
often be necessary.
In terms of user experience, localization goes far
beyond just language translation itself, but languages are
an integral piece of the puzzle. In order to decide which
languages to support, first look internally at your current

user base, but also look for potential in untapped markets.
A defined amount of existing users in a specific language
is an obvious indicator for opportunity and demand. Lack
of users could simply mean that you haven’t been able to
reach them yet. Is it possible that you aren’t speaking their
language? Focus on traction markets, regional influencers,
and markets where the volume of opportunity can be substantial. Also, understand that markets can be dynamic.
Markets themselves can be multilingual and microcultures
can often be found operating within larger ones.
As you decide where to focus your efforts, continue
to think through the ways that you plan to reach those
markets. How accessible are potential users? Will your
existing go-to-market strategy and channel partners support their buying needs and requirements? How many
users could you gain from localization efforts in a specific
language? I personally think that it would be incredible to
live in a world where we could support all languages, but
unfortunately that’s not feasible, nor would it necessarily
enable your product to reach more people at this time.
There are many languages throughout the world, both
written and spoken, which may not yet have the same
access or exposure to the technology medium. That’s
changing and evolving by the day, but it will still take
some time for full accessibility and market penetration.
Ultimately, consider if markets will be reachable through
the medium that you plan to use.

Setup and implementation
Bringing your product to the international markets
requires investment. Investment in tools, infrastructure,
research, linguists, time, sweat and human capital, in no particular order. It doesn’t necessarily have to be expensive, but
it certainly shouldn’t be done cheaply either. Doing things
cheaply might be tempting in the short term, but if you are
focused on meaningful success it will become evident why
it’s better to do things right from the start. Think holistically.
If this wasn't done in the past, you will need to spend
considerable time and resources internationalizing your
content and systems to ultimately make localization more
efficient and effective. Poor internationalization makes
localization incrementally more challenging, sometimes
even blocking proper localization. This phase will require
adding libraries, tweaking design, and allocating more
time in development cycles for feedback on future concepts in marketing, engineering and product features.
To manage this process, you’ll likely need to dedicate
a localization resource. This could be one person or an
entire team. Basically, you need to find someone who
is passionate about language and culture. They should
ultimately be a voice for all things international in the
organization. Localization teams will fit structurally
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into different places at different
companies, usually somewhere in
the marketing, product, growth or
engineering organizations (or some
combination of several). Because
localization is cross-functional by its
very nature, the team will depend on
close collaboration with all of these
relevant business groups to be successful. Be open to this shifting over
time, as what worked yesterday may
not make sense for tomorrow.
Localization teams will require
tools to be successful in their jobs.
These tools, such as computer assisted
translation (CAT) tools and/or translation management systems (TMSs) are
integral for a successful agile workflow
and more specifically, to continuous
localization. Implementing these tools
will help with consistency, quality and
turnaround times. There are many
tools commercially available, but you
will need to be selective and find a
tool that will ultimately accommodate
your unique needs. At this point,
all CAT tools should have project
management capabilities, translation
memory and terminology management features at a minimum. Yet tech
is more demanding in that APIs,
connectors and other integrations
are necessary for a smooth operation.
Depending on your resources, there is
a spectrum of CAT tools, from open
source to premium enterprise. Larger
operations often pursue custom tooling, whereas companies with more
restrictive budgets generally settle on
a tool that suits them best.
To be successful in localization, you
need either language specialists or a
reputable language service partner —
sometimes both. The team structure
varies quite substantially from firm to
firm. Often, limitations on resources
can dictate structure whereas seemingly unlimited resources could open
up the door to different possibilities.
Regardless of the setup that your
organization will choose, you need to
focus on selecting the right partners
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Tinder is available in over 190
countries.

and team members. In localization,
there’s no substitute for quality language services.

Optimization
After completing an initial pass on
content, localization never stops. At
least for most firms in the tech space.
That’s one main difference between a
translation and the localization process for a product or service. If you
translate a book, after it is complete
there is no further action required.
This is definitely not the case for
localization of a product or service.
Technology is ever-changing and
localization often needs to evolve
with it. In the app world, new phones,
styles, versions and gadgets can all
mean changes to existing content.
Software and websites are constantly
being updated and tweaked, and are
evolving to keep up with the times.
The localized content itself might
not always need to change, but the
design and context might. To keep
up with this constantly changing
environment, agility and adaptivity
are important skills to have both as an
organization and as a team.
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First of all, test. Try your products
and services. Make everything work,
both linguistically and functionally.
In a perfect world we’d all have time
for unlimited reviewing, extended
conversations with our linguistic and
in-market teams across time zones,
but realistically things move a lot faster
than that. You need to make sure you
develop a system and workflow that
can keep up with the demand. If your
linguistic quality is good, turn your
attention to functionality. Do you have
consistent errors in spacing, overflow,
truncation? Can your device be used
on multiple platforms without error?
How is the load time for the most commonly used features? It is important to
consider these factors if you want your
app to feel as local as possible.
Automate as much as you can. Automation is something that requires work
up front but can lead to big increases in
output if done well. Smaller teams can
do a lot more with a lot less if the system works well. This is a crucial point
to helping a team to scale up.
And last but not least, be thorough.
It goes without saying that it becomes
more challenging to treat all languages
the same as you offer more. Most
companies that offer tens to hundreds
of locales will at some point think of
a tiering system for their languages,
prioritizing the effort that goes into
them. If you have the resources, try to
make it so that your system can better
accommodate an increasing amount
of languages. It is not an easy feat to
accomplish but the users will likely
appreciate the effort, whether you
hear from them or not.
I doubt any startup truly knows
that it will be successful on a global
stage, until it is. The ones that plan
internationally from the start are the
ones that are likely to be best equipped
for sustained success. Localization
doesn’t always start on day one, but
as the ship gets bigger and the speed
accelerates, the harder it will be to
change course. [M]
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Tinder has localized
content for a variety of
countries, including a
video channel for India.
Tinder chose “Adulting Can Wait” as one
of its video themes for
India — a video concept
unique to Tinder's market there.

The Tinder channel for
Brazil features a “Dos
and Don’ts” video,
where a Brazilian woman
gets help from a Tinder
robot in selecting photos
to put on her profile.

Korea’s Tinder channel
is more local-language
heavy than some of the
other Tinder videos for
various countries, where
nonverbal communication is emphasized.
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Startup localization
lessons from Lyft

Brian McConnell
Brian McConnell is the localization program manager for the ridesharing company Lyft. Prior to leading the localization team at Lyft, he held similar roles at Medium, a blogging platform, and Insightly, a
small business CRM. He has consulted extensively with startups about localization projects.
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ocalization is hard, for a variety of reasons, but it can also be a huge growth level for
startups. Here, I’ll talk about why localization is
key, the importance of preparing for it early on in
your company’s development, and how to manage localization across teams and projects.

Why you should localize
your product or service

The reasons to localize depend a lot on your product,
company goals and the primary market you serve. As a
starting point, ask yourself the following questions:
. Is your primary product or service offering an information service or app that can be accessed regardless of
the user’s location?
. Do you serve a linguistically diverse population in
your primary market?
. Are you subject to regulatory requirements to support two or more languages?
. Do your primary competitors offer services in multiple languages?
If you answered yes to any of these questions, you will
likely benefit from serving customers in more than one
language. For example, any business in the Los Angeles
area will benefit from serving customers in Spanish (Chinese
and Korean are also widely spoken there).
If you answered yes to question 1, by not localizing you
will be ignoring growth opportunities outside the regions
where your home language is predominant. Pretty much
any mobile app or web service falls into this category. If you
don’t care about picking up international customers, just be
aware that some information services have network effects,
which will favor operators that can serve users in many languages. The popular WhatsApp instant messaging service
is a great example of viral growth that was accelerated by
localization.
Many managers don’t think about question 2, but this is
an equally important reason to consider going multilingual.
In many southern US cities (Miami, Orlando, Houston, Los
Angeles and more), 30% of the population speaks Spanish.
Many of these people are bilingual, and can conduct business just fine in English, but they prefer companies that
speak Spanish — often because they will recommend these
options to friends and relatives whose English is not as good.
If you are operating in a bilingual region, such as
Quebec, you may be required by law to serve customers
in both English and Canadian French. This is especially
true if you run a brick and mortar business and are subject to accessibility requirements. This is less of an issue
in the US but it does come up, especially for government
contracts.

1

2
3
4

Lastly, if your competitors are doing business in other
languages and you are not, this puts you at a disadvantage.
You don’t necessarily need to copy everything they are
doing, but you should do research and find out how this is
helping their business or costing yours.

Localization is a 360 degree experience
One trap companies often fall into is to confuse localizing something like a mobile app (usually pretty easy) with
actually serving customers in their language. Lyft is a case
in point. It involves much more than the Lyft app people
use to hail rides. In order to fully serve our passengers and
drivers in Spanish, we had to make the following services
and touchpoints multilingual:
Passenger and driver mobile apps (Android and iOS)
Every backend service that sends user-facing text to
the apps (for example, receipts)
Customer support knowledge base
The lyft.com website and blogs
Live customer support via agents
Onboarding instructions and sign-up process for
drivers
Promotions and marketing copy (for drivers and
passengers)
Offline documents such as driver handbooks
Legal documents such as our privacy policy
This work spanned a large number of teams, including
engineering and nontechnical teams. It was also a challenging project because Lyft, like most companies, had
been operating in English only for the first several years
of its existence. As a result, we had a significant amount
of technical debt that needed to be resolved as part of this
work.
Cross-functional projects like this are hard, and they
are hard for a variety of reasons. In order to succeed, you
will need the following things:
The project has to be a top level company key result.
Without senior management support, it will be difficult to
get teams to coordinate their schedules. In many ways, this
can be the hardest part because they need to weigh shortterm and long-term priorities. Don’t be surprised if it takes
six months or more to get this commitment. Start working
on getting management support today.
There should be a central team that manages the crossfunctional work, although much of the work will be done
by individual teams. At Lyft, we have a dedicated engineering team that focuses on building translation tooling,
but otherwise most of the work was done by the teams
that owned specific processes or features that needed to
be localized. This approach allowed us to build tools that
the rest of the company could use, while educating other
teams about best practices, coding standards and so on.

•
•
•
•
•
•
•
•
•
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Figure1: Lyft in Spanish (left) and global net revenue of Lyft from 2016 to 2020 (in billions of US dollars).

This is why it was so important
to have executive leadership set
a company-wide key result for
language support. Because of this,
teams throughout the organization
had to meet this goal, and synchronized their schedules throughout
the second half of 2018. As a result,
we were able to ship Spanish ahead
of time, and are now on track to
add several more languages early in
2019. If we had not had that support,
it is likely that some teams would not
have prioritized localization, and we
would have ended up with a broken
experience that was part Spanish,
part English, due to coverage gaps.
Another important item to
consider is where your localization
team will live within the organization. I like to compare it to the IT
department, since teams throughout the company are customers. It

36

is important for your team to report
to the right part of the organization.
At Lyft, we are part of the growth
marketing team, which makes sense,
since localization unlocks new market segments. Some of us are engineers, some are technical program
managers and some are product or
project managers. An important bit
of advice: you will need support from
the software engineering team, but
you don’t necessarily want to report
to engineering. It depends on the
company, but often the engineering leadership is more concerned
with tracking quality and reliability
(all important) while other teams
are responsible for marketing and
growth. You want a sponsor who
can see the growth opportunities
in multilingual, and who will be
rewarded for unlocking new market
segments.
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The importance
of starting early
One mistake I have seen almost
all companies make, including Lyft,
is to wait until they have to support
multiple languages, which is usually
several years into their development.
By the time they decide to take the
project on, they have a lot of technical
debt to clean up. This is understandable. Most startups fail, so preparing
prematurely for multilingual use
before you know if you have built the
right product is a risk.
That said, there is a useful hack
that I like to share with all early stage
companies. The same tools that are
used to manage translations can also
be used to manage your app and
web copy. Think of it this way. As
your developers and copywriters are
developing and testing new features,
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they will write English prompts as
they do. The problem is that these
people are not often the best at
writing finely polished copy (often
English is not their first language).
The hack then is to “translate”
rough English to finished copy,
and you can do this using the same
continuous translation tools that
are used to manage translation for
apps, websites and so on. This tool
is a translation management system. There are a number of ways to
configure this, which I am happy to
discuss. The general idea is to treat
rough English as your source locale,
and finished English as a translation
of the source. In doing so, you will
go through all of the same technical
steps needed for conventional translation, and will be in a much better
position to add more languages when
the time is right.

The other thing I recommend
to software companies is to use the
localization tools built into the programming frameworks they use. For
example, the Python programming
language uses the gettext localization
framework. By requiring developers
to use this for all user-facing prompts,
you can write and maintain localization-ready code. Then, when you
are ready to start adding languages,
most of the busy work and tech debt
cleanup has already been done.

20-30% of the population in these
markets speak Spanish. The exact
mix of languages will vary depending
on the markets you serve and what
product or service you offer.
One of the interesting things I
learned at Lyft is how much the mix
of languages varies by city. Did you
know that there is a large cohort of
Portuguese speakers in Boston? Each
city has its own mix of languages,
which reflects the immigration patterns that are unique to them. This is
true for any region that has a history
of migration and immigration, which
includes most countries in the modern world.
It’s never too early to plan for
localization, and with a few simple
tricks, you can make your product or
service localization-ready today, and
avoid the tech debt trap that so many
companies fall into. [M]

Summary
For most companies, the question
is not whether localization will help
the business grow, but rather when to
start and which languages to prioritize. For example, any business that
operates in the southern half of the
United States really ought to support
Spanish at a minimum, as roughly
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Four steps for app
localization
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Ally Gilboa
Ally Gilboa, CEO of AQ GroupLanguage Solutions, is a speaker,
translator and author. She has
over 20 years of experience in
the translation industry.
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T here is a growing demand from startups, developers and

entrepreneurs for localization as the main key to increasing their
app’s visibility and exposure in global markets, as seen with popular
apps such as Waze, Moovit or Houzz.
Localization is how an app can reach new users and potential market segments, but unfortunately, too many apps fail in going global because of bad
localization. Only successfully localized apps can get more downloads, automatically lead to an increase in the app’s MAU (monthly active users) and
ultimately their revenue.
Plenty of amazing startups are out there, but how do they reach their international audience? There is an unequivocal answer — only through professional
localization!
Startups can be more successful and accessible in marketplaces around the world
as localization guarantees that the app speaks the language of its target audience.
Statistics show that mobile apps are on the rise and the number of smartphone users is expected to grow from 2.53 billion in 2018 to around 2.87 billion in 2020, making the smartphone the most common item in every person's
pocket (Figure 1).
Localizing mobile apps has become a necessity as it helps in customizing apps
based in different locations around the world. Localization opens new doors and
attracts new users who will increase the growth and revenue of startups.
Almost half of the world’s population is online, looking for new apps. These
are potential buyers of any startup, and localization is a great way to speak their
language on a local level.

Figure 1: Smartphone users, in billions. Source: eMarketer, April 2016.

Why localize?
In the beginning, every app is unknown. The most important contact with
any potential audience is the first one, where trust is built. Startups show their
target audience how much they respect their culture and in return, the audience will show more interest.
A recent study called “The Impact of App Translations” by Distomo provided
interesting insight into the importance of app localization and showed that
localizing apps resulted in a 128% increase in downloads per country and a 26%

increase in revenue for each country
added via app localization.
Another statistic from Statista
(Figure 2) presents some important
information on the projected mobile
app revenues from 2015 to 2020, and it
seems that mobile is one of the world’s
fast-growing industries. In 2015, global
mobile app revenues amounted to
$69.7 billion, and in 2020, it is expected
to generate $188.9 billion.
Startups have to look closer at the
future world and realize that every
app needs to be convenient for the
target population. Apps are no longer
just for social networks and games.
Apps are the ultimate way for users
around the world to interact with
companies and organizations more
quickly and effectively than ever. Let’s
look at three that used localization to
build up their success:
Waze. Waze is one of the world's
largest community-based traffic and
navigation apps. Drivers join other
drivers in their area and share realtime traffic and road info, saving
everyone time and gas money on their
daily commute. Waze was translated
into more than 50 languages, and is
used in more than 200 countries.
The social component in the business model gives Waze a big advantage in broad app distribution. The
company enjoys user collaboration
and shares all its app's developments
with them. They cooperate with
the company by giving community
help in the localization of the app.
“Translation into specific new languages such as Azeri arises from the
requests of the users themselves,”
said Guy Berkowitz, operations
manager at Waze.
The app is available in multiple
languages thanks to a global community of volunteers from many
countries who have taken on the
translation and localization process
together with experts in localization.
Moovit. Moovit is the world's
number-one transit app — an urban
March/April 2019
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community and industry, and the
second is interest among our global
community to get access into another
country.”

Localization and
internationalization

Figure 2: Worldwide mobile app revenues in 2015 and 2016, and projected 2020,
in billions of US dollars. Source: App Annie, via Statista.

mobility data and analytics solution
for municipalities and transit agencies to better manage their systems.
It offers real-time arrivals, schedules,
maps and more. The app has over
300,000,000 riders and is used in
86 countries and over 2,700 cities
around the world. The company has
reached those numbers after conducting professional localization.
Houzz. Houzz is an app and a
platform for home designing, decorating and renovation. The app (and
its related website) provides information related to home remodeling
or decorating. With this app you
can share your design ideas and find
other home ideas; you can ask and
get quick advice from designers; and
you can find a list of professionals in
your area, such as architects, interior
designers and home contractors. You
can even buy home accessories and
furniture to design your home from
the app.
Houzz was founded in 2009, based
in the US and expanded overseas. Its
biggest market is the US and then
UK, Australia, Germany and Russia.
It has launched a site and apps for
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Asian markets such as Japan and
Singapore.
CEO Adi Tatarko told TechCrunch
that “the company decided to localize
for Singapore because its platform
was already doing well there,” and
added that “There are two main criteria we look at when evaluating new
markets for Houzz: one is a strong
local demand for the Houzz offering
and the second is demand from the
global Houzz community in a market’s design aesthetic and expertise…
Both Japan and Singapore met these
criteria.”
With the localization for Singapore, Houzz focused mainly on
adapting the language and certain
terms according to the target market. For example, instead of using
“laundry,” the app uses “service yard.”
Other changes and additions have
also been made to match to the new
market style and its preferences.
Last year Houzz also launched
its localized platform for India. In
an interview on India's Economic
Times website, Tatarko said: “We
look at two things when we consider
localization: one is the professional
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Localization is the process of customizing the app's content in order
to serve different users with different
preferences and habits in different
regions.
Internationalization is the process
of customizing the app's code for
localization so it can be modified and
released in other languages. It is the
first step in the process of mobile app
localization as the code needs to be
ready before installing the localized
content. For efficiency, it has to be
done in parallel with the app development process.
Localization and internationalization need to go hand in hand as they
are dependent on each other.
Entrepreneurs and startups see the
success of their innovative app as the
Holy Grail in their field, which is why
there are no shortcuts in presenting
their app to world markets.
Localization is not just about translation and converting messages. It is
a long process that requires a great
deal of investment. There are four
stages in the app localization process
and this process is usually carried out
by a project manager, localization
engineers, professional translators
and quality assurance engineers. The
stages are development, internationalization, localization and testing.

Development, research and
analysis
It is important to understand
any venture in-depth, and then to
become familiar with the app and
its objectives. You then need to see
how all the elements involved match
and work smoothly within a new
language including its cross-cultural
sensitivities.

Focus
One of the most important things at this stage is asking the right questions. You need to conduct professional
research and analyze it. Questions would include what the
market’s purchasing habits are and what some correct language choices might be. Analyzing the findings will reveal
problems and other challenges so the experts involved can
offer professional solutions.
China, for example, is the largest app market and is now
Apple's most profitable market for apps. Figures from the Globalization and Localization Association (GALA) show that:
It would take 83 languages to reach 80% of all the
people in the world, and over 6,000 languages to reach
everyone.
56.2% of consumers say the ability to obtain information in their own language is more important than price.
95% of Chinese online consumers indicate a greater
comfort level with websites in their language.
So, before they even start translating the first word,
startups need to meticulously plan their localized project and after conducting thorough research, they can
decide which language(s) to localize into and where their
potential users are going to pay for the app. They need to
localize everything; the app's description, how to use it,

•
•
•

Language
Korean
English
Chinese
Portuguese
French

German
Italian

Translation

Ratio

views

1

次檢視

1.2

visualizaçṍes

2.6

consultations

2.6

visualizzazioni

3

조회

-mal angesehen

the warranty, support, terms of payment and all marketing
materials as well as their website, information about the
company and all legal liabilities.

Translation
Translators have to get a list of keywords that relate to the
target audience and to the search engines in each specific

»Te r m i n o l o g y

TA K I N G

»Translations

C O N T E N T

2.8

Table 1: English words are often shorter than many equivalents.

K A L E I D O S C O P E
YO U R

0.8

G LO B A L

»Quality Management
»Global Content

Corporate Terminology
Management
Validate, discuss, and define terminology effectively. Communicate
terminology to corporate target audiences. Enable effective verification of terminology.
» EASY ONLINE ROLLOUT
» COLLABORATIVE EDITING PROCESSES
» LINGUISTIC TERM CHECKING

QUICKTERM
CHECKTERM
EUROCOM
SMARTQUERY
GLOBALREVIEW
EXPERTTOOLS

» REPORTING AND MONITORING

»

W W W. K A L E I D O S C O P E . AT
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region. Local SEO is very important
since startups need to think like their
local users.
There are some important elements to consider during the translation process.
In each language there are different linguistic, cultural elements and
variations; even in the same country
there might be differences from
region to region.
For example, consider target
audiences in the US, UK, Australia
and New Zealand, where English is
the spoken language. But obviously,
the audiences speak British English,
American English, Australian English and New Zealand English. It may
seem to be the same language, but
there are slight differences between
them as the culture affects the language. The cultures in these coun-

tries may also differ among states
or regions, as they do in the United
States.
Spanish is notably one of the most
requested languages for app localization in the world, and there are
obviously different types of Spanish
spoken around the world.
As for design and space issues,
some languages are longer than others and they take different amounts
of space in the mobile app. There is a
difference in the length of words. For
instance, in German words can take
30% more space than English. However, in Japanese, words may take up
less space than English.
Table 1 shows comparative lengths
of the word Flickr used for views as a
ratio to the original in English.
Another issue is the vertical writing sometimes used by Chinese,

Japanese and Korean, which may
require significant changes in the
app.
Cultural sensitivity in each language is also very important and
there is a need to choose the appropriate images and the right colors
in order to respect the audience's
culture.
There are also some languages that
have bidirectional text, like Hebrew
and Arabic, so there is a need to
reverse the text and likely the order
of the images or icons as well.

Time to test!
Localization testing is a must, as it
ensures quality of the app and verifies the linguistic accuracy according
to the target audience and its specific
area.
In addition, after this phase of
localization it is a good idea to have
the app used by a focus group consisting of potential users of various
ages from the target area. Collect
their feedback on every element of
the app: the language, culture, layout
and UX, then make all the changes
and final adjustments.

Ready, steady, release
Finally, the app has been internationalized, localized and tested and
it's the right time to move forward
to the next stage — to release it and
spread this amazing innovation to
the world in its languages.
Once that project is completed,
it is time to look ahead to the next
localization phase in other languages,
which will likely be easier and more
effective as the process is now familiar and somewhat predictable.
The success of every startup in
entering into a new market depends
on preparation: thorough research,
detailed planning and professional
localization. Investing in these initial
steps in advance will help to minimize
risks, introduce the app successfully
and to increase sales significantly. [M]
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Going global for startups:
Play the long game

Rebecca Ray

Rebecca Ray is a senior analyst at independent market research firm Common Sense Advisory (CSA
Research). For over 15 years, CSA Research has provided research findings based on verified statistical data, proven methodologies and insight from experienced analysts. Ray’s primary research focus
at CSA Research is enterprise globalization, multilingual SEO and global product development.
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There’s a whole lot more to going global — and constantly

improving at it — than just the language component. Based on 19
years of observing, analyzing and working with firms at the beginning of their global journeys, here are nine pieces of advice from
Common Sense Advisory (CSA Research) that you’re not likely to
find elsewhere.
View going global as just another business process. There are known
practices for winning and serving international audiences, including how to
set up a localization function, so avoid reinventing the wheel. At the end of the
day, it’s always about allocating resources to match corporate goals.
Identify and recruit an executive champion. There’s no C-level executive
automatically assigned to shepherd globalization, as there is for almost every
other business function within the enterprise. Therefore, you will need to find
your own champion to remove obstacles and consistently build awareness for
local market perspectives at the upper echelons of the company.

All functions must be plugged into the global grid.
Source: Common Sense Advisory, Inc.

Beat the drum of revenue enablement. CSA Research’s data shows that
most companies only spend 0.03% to 1% of their annual revenue on producing
multilingual content and code. This percentage is minuscule when compared to
the amount of revenue that it drives. From day one, seize every chance to posi-
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tion your initiatives as “investment
proposals” that require relatively
small budget allocations for sizable
opportunities — or even enormous
potential returns — in local markets
and global growth.
Determine the focus of your
global expansion. Is it at the country,
regional or city level? This makes a
strategic difference in how your firm
will build out its technology and personnel infrastructure. For example,
most young companies will find that
viewing the world through a country
lens probably makes sense. However,
if your company is rolling out a service by metropolitan area — think
Airbnb, Postmates, Uber — you may
need to focus at that level.
Integrate strategies at three
levels: corporate, globalization
and global content. Your corporate
strategy determines the products
and services that your firm offers, the
audiences it targets and what makes
it unique in its space. Your globalization strategy addresses how business
functions globalize processes to support audiences outside of your home
market. Your global content strategy
focuses on which content, code and
programs to localize, as well as how
much. If these three strategies aren’t
integrated or don’t exist, you’ll constantly have to remake the case for
international investment. Evolve into
a center of excellence for globalization. Though essential, translation and
localization represent only one small
component for going and staying
global. In the early stages of winning
and supporting international audiences, your team may be the only
one consistently championing the
perspective from local markets. However, until all teams globalize their
business processes, your company
will find it difficult to serve local audiences in a consistent, streamlined and
cost-efficient manner. You can help
by functioning as the go-to resource
for questions and challenges related

Focus
to international business for the company. Your team doesn’t have to have
all the answers — just the ability to
guide people in the right direction.
Develop globalization scorecards for each business function.
Collaborate with other groups to
develop scorecards or a dashboard to
measure their progress in globalizing
their business processes. Doing so at
an early stage will keep globalization
top of mind among middle managers who are the ones responsible for
executing global strategies on a daily
basis. These cards and dashboards
will also focus executives on what
it takes to generate international
revenue and support local markets
successfully.
Make friends with finance. As
your organization grows, you need
to understand how your team is
funded, how its financial performance is measured, and how to pay
for unforeseen activities or deliverables. At the strategic level, your
financial colleagues can help you: 1)
increase awareness of globalization;
2) ensure that your funding level
stays in line with overall corporate
growth; and 3) adapt corporate metrics and key performance indicators
to measure translation and localization activities.
Brand your team with a view
toward an expanding role. The
name of the translation group and
your own job title will play a significant role in setting expectations
enterprise-wide for the group’s
capabilities. These titles should
also highlight the potential for supporting business globalization and
contributing to market share growth
and revenue generation. Therefore, choose wisely. For example,
instead of defaulting to “Translation
Services,” consider “Translation
Competency Center” or “Center of
Excellence for Localization (Globalization).” Print “Globalization
Manager” instead of “Translation

and Localization Manager” on your
business card.
By introducing what you do as
just another business process, you
can guide your new company in
allocating its resources based on
the language function as a revenue

generator, rather than as a cost
center. Executives and colleagues
will follow your lead and recognize
the value of your team’s contribution. That should make working for
a startup more exhilarating than
exhausting. [M]
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Content localization
at Teradata

Tak Takahashi
Tak Takahashi has been working on internationalization and localization at Teradata San Diego as a
globalization technical lead for more than 20 years. He holds a degree in architectural engineering.
He is also an architect and a computer engineer certified by the Japanese government.
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The Teradata globalization team is responsi-

ble for localizing user interfaces, online help and
user documentation for all our products, including client tools, database administrator tools and
analytic applications, into ten languages. Some
of the lessons we have learned along the way may
be useful for startups.
For over ten years, the globalization team has used localization tools we developed in-house. We researched new
localization technologies, including translation management system (TMS) and neural machine translation (NMT)
options. We also worked with several TMS vendors and
localization service providers (LSPs) to see if we could substitute our in-house solution with one of the new technologies. We have yet to find an ideal solution, so we continue to
use our in-house localization tools and processes.
While commercial TMS solutions provide substantive
translation and translation project management functionality, they come up short in terms of Teradata’s pretranslation requirements. We have found this to be true
especially when translations are migrated from an earlier
version to a newer version. Translation tools use textmatching techniques, such as exact-text match and fuzzytext match, which are different from migration tools.
The pre-translation process is different from the translation process. Translation looks at the product name
and detailed software information, including resource file
path, unique resource key and the source English text in
the resource file. If the fields in the old and new versions
of the localization kit match, the content is migrated.
Product_name -> File_Path -> Resource_
Key -> Source_Text

Limitations of pre-translation
with text matching
In all examples, the text on the left of the colon is the
unique resource key and the text on the right is the source
text for translation.
To understand the limitations of pre-translation with
text-matching, let us look at three real-life examples from
product resource files:
"SAVE": "Save"
"CANCEL": "Cancel"
DELETE_CONFIRM: 'Are you sure you want
to delete this variable?'
These examples have a high probability of being translated by a TMS successfully and without an issue.
Now consider the following examples illustrating the
complexity of translating English words and strings that
do not necessarily exist in other languages:

tjsDataGridFooter2=of
calendar.to=to
calendar.of=of
OF_THE_FOLLOWING_TRUE: 'of the following are true:'
"FROM": "From"
fromDateHeader:"From"
toDateHeader:"To"
stringSearchOptionHasLabel:"Has"
gridViewHeaderStartDatePostFix:" Str
Dt"
gridViewHeaderEndDatePostFix:" End Dt"
"QUARTERFORMATSTRING": "[Q]Q"
From a software internationalization design point of
view, the above resource strings are poorly designed,
cannot be easily localized and require reviewing the user
interface (UI) to translate.
Of note are the following issues in the examples, all of
which require knowledge of the UI to translate, and have
a high probability of being translated incorrectly:
Words such as “of ” and “to” do not exist in many
languages, or have different meanings depending on the
surrounding words.
The “of the following are true:” string is an incomplete sentence, implies the string concatenation is based
on English and is difficult to understand without context.
Abbreviations such as “Str Dt” and “End Dt” are
based on English, need verification of meaning and are
interface-specific.
“From” can reference a location, an email address
and so on. If this referred to an email address, a preferable string would be “Email Sender.”
Many of these strings are specific to a single product
or function and cannot be reused.
For strings translated for specific products, we need to
retain these translations for future releases.
The solution for us was to design and develop a
translation migration tool that we used initially for UI
localization and later found useful for DITA translations.

•
•
•
•
•

Complex resource keys
To perform translation migration programmatically,
the system must identify the unique resource key within
a single resource file. In the case of Java property files,
it is not difficult to identify the unique resource key and
associated source text for translation, as in the example
below:
validator.method.required=This field
is required
validator.method.remote=Fix this field
validator.method.email=Enter a valid
email address
March/April 2019
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In the case of JavaScript (JS), TypeScript (TS) and
JavaScript Object Notation (JSON) resource files, we
may see a complex resource key. To identify a single
resource string, the parser must navigate into the nested
resource key, as in the following example:
"help":{
"common":{
..............
},
"channels":{
..............
},
"interaction_points":{
"id":"interaction_points",
"name":"Interaction Points",
"pages":{
..............
},
"message_groups":{
"id":"message_groups",
"title":"Message Groups",
................
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To locate the “title” element, the parser must search
the nested resource key from the top level to the bottom,
locating each element in the following progression:
"help"->"interaction_points">"pages"->"message_groups"->"title"
In addition to the resource key, the file path is needed
to migrate content. In the localization kit, the development team creates and organizes folders and sub-folders
to group features or functionalities. Under those folders, you may see the same file name, as in the following
example:
..\canonical\ts\en.ts
..\admin-ui-language-pack\ts\en.ts
Translation migration involves managing and using the
complex resource key along with the product name and
resource file path in the translation memory. We addressed
this by developing a migration tool that does this.

Translating structured elements in DITA
Our information engineering team uses IXIASOFT
DITA CMS to develop and author content for user documentation and online help. In support of localization
efforts, IXIASOFT DITA CMS supports the localization
id (ixia_locid) as a CMS-specific user attribute for
many DITA elements. The localization id is generated
automatically by CMS as unique numbers within a single
DITA source file. From a technical perspective, the localization id in DITA is identical to the unique resource
key in the UI resource file and works for translation
migration.
The following example illustrates the DITA source text
and extraction of a <title element with no inline elements:
<concept id="dag1472240545335" ixia_
locid="1" rev="16.0" xml:lang="enus"><title ixia_locid="2">About Global
Space Accounting</title><conbody ixia_
locid="3"><p
ixia_locid="4">DBAs
can
adopt one of two strategies for managing
permanent, spool, and temporary space:<ul
ixia_locid="5"><li ixia_locid="6">AMP
level only. The per-AMP space quota is
the maximum permissible AMP-level space.
This is the default.</li>....
Below is the extraction of <title element:
<Source_Eng_New>About Global Space
Accounting</Source_Eng_New>
<Target_Trans_New>グローバル領域のアカウント
処理について</Target_Trans_New>
<ixia_locid>"2"</ixia_locid>
<DitaTag>&lt;title </DitaTag>
Here is a more complicated example where the parent
element has two inline elements:
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< S o u r c e _ E n g _ N e w > C l i c k 【& l t ; i m a g e
"103"】 next to 【&lt;wintitle "104"
text=Canary Queries】.</Source_Eng_New>
<Target_Trans_New>【&lt;wintitle "104"
text=Canary Queries 】の横の【 &lt;image
"103"】をクリックします。</Target_Trans_New>
<ixia_locid>"102"</ixia_locid>
<DitaTag>&lt;cmd </DitaTag>
…..
<Source_Eng_New>Canary Queries</
Source_Eng_New>
< T a r g e t _ T r a n s _ N e w > カナリー クエリー< /
Target_Trans_New>
<ixia_locid>"104"</ixia_locid>
<DitaTag>&lt;wintitle </DitaTag>
In this case, the parent element <cmd (id=102) and the
child element <wintitle (id=104) are translated independently; <image, being an image, is not translated. As the
element type implies, <wintitle is one of the UI resource
strings. As such, the existing UI translation is reused during
DITA pre-translation. If these inline elements are changed
in the new version, for example from <wintitle to <ui
control but the inline structure remains the same in the

Validation Comments

Description

{✖: alert action=アラ

NMT failed to use Teradata’s
preferred translation

ート アクション}

{✔: action=アクション}

NMT successfully used
Teradata’s preferred translation

{✖: canary=カナリー}

NMT failed to use Teradata’s
preferred translation

{✔: period=期間}

NMT successfully used
Teradata’s preferred translation

Table 1: NMT+ defined validation comments.

parent element, the translation of the parent element should
be migrated in the new version. This concept of structured
element-based translation is critical for translation migration, as well as pre-translation including NMT in DITA.
In the above example, the order of the two inline images
has been changed in the Japanese translation. In English,

Figure 1: The localization process involves a number of steps.
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the <image element is placed on the left, and the <wintitle element on the right; in the Japanese translation,
the order is reversed. The pre-translation tool developed
at Teradata automatically addresses the inline structure
issue. However, human translators must manually place
and move inline elements according to the translation.
To translate DITA structured content, we designed and
developed a customized version of NMT, which we call
NMT+ for DITA (NMT+). This automated tool is specifically designed to address the ordering issue encountered
in structured element-based translations. It is interesting
to note that the parent translation in the above example
has been machine-translated while translation of the
child element <wintitle was inherited from the UI
translation memory.
Using NMT+, we can specify the preferred terminology and resulting translation. Let’s look at the following
example:
<Source_Eng_New>This example task
describes how to create an alert action
that is based on an expired logontimeout period using a canary query.</
Source_Eng_New>
<Target_Trans_New>このサンプル タスクでは、カナリ
ー クエリーを使用して、ログオン タイムアウトの時間切れに基づく
アラート アクションを作成する方法について説明します。

<ixia_locid>"204"</ixia_locid>
<DitaTag>&lt;shortdesc </DitaTag>
<L10N_Comment>MT{✖: alert action=アラー
ト アクション}{✔: action=アクション}{✖: canary=カナ
リー}{✔: period=期間}[LSP]_translation is
updated</L10N_Comment>
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NMT+ translates the original source text, validates the
returned translation and adds validation comments to
localization comment (in other words, L10N_Comment)
for post-editing. Table 1 shows the NMT+ defined validation comments.
LSPs can review the validation comments, post-edit the
translation and finalize the translation. After post-editing,
LSPs add their [LSP]_translation is updated
comments. We can then confirm that the NMT+ translation has been reviewed and finalized in post-edit.
In developing NMT+, we learned ways in which to
improve DITA translation results and how to better customize NMT. We figured out how to:
Define and manage words that cannot be translated
and establish rules for these words
Define and manage Teradata-specific terminology
Integrate structured element-based translations and
refine pre-translation

•
•
•

Manual and automated translation
processes
Recently, our product release cycles have changed significantly, with the advent of expedited content releases
available with agile software development and on the
cloud. Many products are now released with greater
frequency, with monthly or weekly releases being typical. Understandably, the frequent product release cycle
affected the globalization team.
Until recently, our globalization team used a manuallyintensive process to translate content. With the advent of
frequent releases, we found that the manual process was
not sustainable. To accelerate translation, the globalization
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Figure 2: The automated process that translates UI resource files and delivers the
weekly language pack.

team needed to develop an automated solution, which we released in
late 2018.
Despite the availability of the
automated solution, we continue
to use the manual process for many
products that are released less frequently or in maintenance mode.
The localization process, whether
manual or automated, involves the
steps found in Figure 1.
When the content is approved
and ready for localization, the
development team or information
engineering team creates a zipped
file that contains any of the following datatypes: YML, TypeScript,
JavaScript, JSON, Java Property,
.NET, TMX, CSV, IXIA Dita or
HTML.
When alerted to availability of the
file, the globalization team manually
unzips the file and prepares it for the
cleanup process.
The source file is cleaned up
before any processing is performed.
For UI resource files, the end of the
record (EOR) marker is uniformed
to two bytes, carriage return and
line feed. With this unification, the
parser can easily parse the source file
and identify and extract the resource
elements. Uniformed EORs make
post-processing easier.

With DITA content, formatting
characters, extra spaces, tabs, carriage return, line feeds and so on are
removed from the source text, except
five reserved tags. This way, only the
actual content is translated.
Next comes the pre-process. The
parser processes the source file, and
identifies and extracts each translation
element (translation unit) individually. Inline elements are identified and
represented in the parent element.
The translation element is then stored
in the relational database, which is
used as a translation memory. The
DITA parser performs the same job
for the DITA XML source file.
Existing translations saved in the
translation memory are migrated
automatically to the new version
based on the product name, resource
file path, resource key and source
text. After migration, the globalization team identifies new and modified strings needing translation.
During the pre-translation stage,
the localization tool uses SQL to
search the translation memory of
the relational database for English
text with similar or identical text.
If found, the existing translation
is reused. We support exact-text
match, translatable-text match and
fuzzy-text match.

The MT tool translates the remaining strings that are not migrated or
pre-translated.
After all translation processes
have completed — including postediting by LSPs — the globalization
team runs post-processing and generates the localized resource file or
DITA source file.
The localized files are then zipped
and delivered to the development or
information engineering teams for
release.
All new translations in each translation cycle are overwritten to the
translation memory and prepared
for the next translation cycle.
We use our own database (DB)
to help in the translation process.
The UI resource DB on Teradata is a
tool for UI developers. This database
is generated using the translation
memory used for translation migration. UI developers can freely access
the database to search existing UI
resources, and use them on any new
UI screens to ensure consistency and
reduce translation costs.
Until recently, each step in the
translation process and each tool
required a globalization team engineer
to start the procedure. With the new
command-line interface, this process
has been automated with three scripts
running at scheduled times.
Figure 2 illustrates the automated
process that translates UI resource files
and delivers the weekly language pack.

Looking forward
Depending on the product release
and development cycle, in 2019 we
plan to implement automation tools
and processes for other products,
including DITA content. We will further customize NMT to improve the
terminology list and dictionary that
contain the preferred translations
for our products. And lastly, we plan
to develop an automated procedure
to target translation elements that
require light post-editing. [M]
March/April 2019
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Combat DITA gotchas
with an LBOM

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

he documentation department of an
enterprise-scale software company sent a large
document to a vendor for translation. The full
document included a collection of individual
files in DITA format. The company received
the translated set of files back, and then built
the composite output document.
To their surprise and disappointment, the “translated”
document contained numerous untranslated passages.
What went wrong? Did the translation company make a
mistake? No, the vendor fully translated every submitted
file. So, why were passages left untranslated in the published output document, scattered throughout otherwise
correctly translated text?
Software localizers are familiar with this kind of issue
that often stems from hard-coded strings. But there aren’t
hard-coded strings in flowing-text documents. Or are
there? Did the problem have something to do with the
DITA format? And, more importantly, how could the
company avoid this problem in the future?
To understand the root cause of this problem, we need
to take a quick look at DITA. DITA stands for Darwin
Information Typing Architecture. DITA is a way of organizing information. The organization of the information
is dictated by its usage. DITA files are XML files. Authors
categorize information chunks by enclosing them in XML
tags that provide semantic context for the information
contained within them. Typical DITA tags are items such
as <reference> that identifies reference material that
could support execution of a task, or <conbody> that
contains body text describing a concept, or <prolog>
that designates document metadata that frequently does
not require translation. Three primary advantages of DITA
are consistency, repeatability of information structure, and
facilitation of content reuse. The granularity of DITA files
allows authors to recombine information chunks in many
different document types in the same way that recombining Lego pieces produces different structures.
DITA methodology breaks documentation projects into
many component files. A master document called a ditamap controls assembly of the files for publication. Breaking up publications in this way provides great advantages
for reuse and recycling of content in a variety of output
formats. The downside in the context of localization is that
there are many files to manage. The file management burden introduces risk of forgetting or overlooking requisite
files. The way in which ditamap files work exacerbates this
risk. Therefore, understanding the limitations of ditamaps
vis-à-vis localization is important.

Ditamaps can contain several types of information. The
most basic information type is a list of files included in
the published document. For that reason, a translation
project manager’s assumption to base a document translation project on the document’s ditamap is not illogical.
Unfortunately for the project that inspired this article, the
assumption proved to be erroneous.
A ditamap does not necessarily list every file that comprises the full document. Therefore, it is highly likely that a
DITA map, in and of itself, will be insufficient to serve as a
definitive basis for a translation project. It is a good start,
but not necessarily a good end. Alongside a list of topic files,
a ditamap can contain references to other ditamaps or any
other type of file, usually via a link. But that is still not the
whole picture.
There are additional content types not captured in
ditamaps as file references that may need inclusion in the
translation project. These include:
Conrefs. Conrefs are pointers to topics or chunks of
text from other topics. For example, a conref might point
to a specific paragraph in a different file that the publishing process automatically includes in the calling file when
generating the output document. The DITA <conref>
tag defines a conref. Ditamaps do not list conrefs. Authors
embed conrefs in topics.
Xrefs. Xrefs are cross-reference pointers that contain
links to other files. Authors embed xrefs in topics just
like conrefs. They are not present in ditamaps. The DITA
<xref> tag defines a cross-reference.
Variables. Topics can contain variables. The output
process populates variables with values during publication.
The variable list may be independent of the DITA map.
Conditional text. Conditional texts are chunks of
text embedded in topics. Inclusion or exclusion depends
on conditions defined for publication. The translation
project specification must account for conditional text.
Document-specific information defined within
the ditamap itself. The document title is an example.
The <title> tag in a ditamap defines the title of the
document.
Graphics files. Graphics files sometimes contain
localizable content. Sometimes, they do not.
Conrefs were the culprits in the ill-fated translation
project. In an abstracted way, conrefs are analogous to
hard-coded strings. The presence of hard-coded strings
in software code can be obscure because programmers
bury them in the code content. Detection is possible only
after building a localized or pseudolocalized product, or in
specialized localization tools.
In the case of conrefs, translation project managers
must carry out specialized detection. Because flowing text documents can be large, visual inspection of a

•

•
•
•
•
•
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pseudolocalized version may be
too time-consuming to be feasible.
Furthermore, if a publishing system
assembles the component files, it is
necessary to verify that the publishing system itself does not introduce
nontranslated content into the final
output. A targeted visual inspection
may be useful to insure against this
eventuality. Pseudolocalization can
also be useful for a visual inspection.
In this case, pseudolocalization into
a language that differs substantially
from that of the source content
makes the most sense. For example,
pseudolocalizing English into Japanese for a visual review will cause
any remaining rogue English in the
output to pop out visually.
Despite the empirical value of
visual inspection, it is better to use
a more scientific search method to
detect presence of file references
that are external to the ditamap. The
tagged nature of the XML file format
provides the needed vehicle. Text
search algorithms that parse through
a file set to find and list embedded
conrefs and other tags are not difficult
to write. This process is ideal for automation. But, even in the absence of
automation, many common and inexpensive utilities such as NotePad++ or
grepWin support searching through
directories to find character strings
such as tags. Regular expressions
generically define the search strings.
Then, once the project manager
creates a definitive list of all files in a
project, there is the question of how
to document the results. A localization bill of materials (LBOM) provides the necessary repository. An
LBOM is a document that lists every
component of the project required
to produce a localized version of
the source product. The LBOM may
also contain metadata about the
individual components. This type of
metadata provides guidance to the
translation resources about how to
treat specific components.
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Experience has shown that clientside employees who prepare localization packages for vendors can forget
or overlook components. Failure to
provide all project components can
negatively affect project outcomes in
a variety of ways:
Vendors estimate cost and delivery timeframes based on incomplete
data because components are missing. Incomplete data results in cost
overruns and delivery delay.
Often, customers discover missing components only after receiving

•
•

Experience has shown
that client-side
employees who prepare localization
packages for vendors
can forget or overlook components.
project deliverables and building the
product. The product therefore contains deficiencies such as user interface strings or published content
displayed in the source language.
Possibly, a product even fails to operate correctly after extraction and
translation of hard-coded strings.
In the case of documentation,
“functionality” refers more to the
user experience. A mixed-language
documentation definitely creates a
poor experience.
Late discovery of missing components can mean that vendors must
localize them quickly and with insufficient time for quality assessment.
This introduces the risk of poor
translation. At the very least, the
necessity to enlarge the project scope
late in the process introduces stress
for all participants.
To be a fully comprehensive and
dependable document, the LBOM
for a DITA project must list every file
that needs attention during the local-

•
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ization process. The most dependable method for ensuring LBOM
completeness is to create a list of all
files within the project directory to
which conrefs and xrefs point. Then
create a list of all files in the project
directory required to build the source
product. Compare the two lists. If the
comparison exposes missing conref
or xref files, add them to the project
and list them in the LBOM.
In most cases, authors seamlessly
integrate conrefed content into
the calling document. This usually
mandates localization of these components. However, documentation
specialists might choose to exclude
external references from localization.
In this situation, the LBOM should
clarify that the project includes nonlocalizable files required in the project
for publication. Proactive clarification in the LBOM reduces the risk
of confusion and query burden. For
example, localization managers may
decide to exclude screenshots and
graphics from translation. Nevertheless, these files do need to be present
in the archive to enable complete
generation of the output document.
Translation of DITA-based documents will become more prevalent in
the future. Many forward-looking documentation departments have already
adopted DITA. Their explorations into
structuring content to facilitate reuse
have yielded benefits in consistency,
turnaround time and flexibility. Reduction of translation costs through reaping of better matches from translation
memory is another payoff. The really
big payoff, though, lies in the ability
to reuse translated files or DITA components as-is, without even sending
them out for translation. In the past,
localizers needed to learn to be wary of
hard-coded strings. Today’s localizers
must learn to compile complete DITAbased projects, including files accessed
through conrefs and other DITA conventions, and to document them using
a comprehensive LBOM. [M]
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The accelerating
globalization timeline

Startups need to consider their
globalization strategy earlier than ever

Erik Vogt
Erik Vogt is RWS Morava’s vice president of partnerships and custom solutions. He’s worked
in the language services industry since 1998, serving in a variety of roles. He has also
worked with some of the world’s largest and most innovative customers — including a number of startups. He holds an MBA and a BA in psychology, and lives in Boulder, Colorado.
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I
t’s almost redundant to say that the world
is changing fast, but it’s not always changing
in clear-cut ways. For example, in the world of
commerce, while global market capitalization
has skyrocketed, international trade in goods
has flattened, and cross-border capital flows
have declined sharply since 2008. And though
real wages have stagnated in many developed
economies, what most of us don’t know is that
the number of people living in extreme poverty
has dropped to its lowest ever, falling by over a
quarter billion in just the past ten years alone.

The nature of the international market and the expectations of global consumers have changed dramatically
as a result. A few of those changes pertain to expanding
business internationally — particularly where startups are
concerned.
While poverty rates may not seem relevant to startups,
they actually are from a commercial standpoint. Why?
Because a very large number of (mostly non-native
English-speaking) people with rapidly increasing expendable incomes are joining the global marketplace and
generating demand for goods and services. The big story,
of course, is the staggering growth in the flow of digital
information, having increased by a factor of 45 between
2005 and 2016 and expected to grow by another factor
of nine by 2021, according to McKinsey. People are using
global digital platforms more and more to connect, learn,
find work and shop. Some big examples are that India
overtook the US as home to the highest number of Facebook users some time ago, and in China, India and Latin
America, over 2 billion digital natives will join the middle
class by 2030.
The rapidly growing number of consumers with digital
access has lowered the barrier to entering international
business more than ever. But the opportunities created
by digitization don’t change the sequence of events for
going global. They just significantly increase the speed
at which the sequence can happen. Startups may need
to think about globalization during the first stages of
capitalization, as success in nonnative markets depends
on much more than translation and localization — just
as it always has.

Market research
The first challenge for fast-growing businesses is to
decide where to go next, how that market might perceive
the brand, how much to spend going in and potential
pitfalls along the way — all questions answered by a
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thorough assessment of target markets. Each locale has
its own level of demand, local customs and languages,
supporting industries, infrastructure and governmental
support.
There are several ways startups can pinpoint initial
contenders. One is to gather insights from markets by
using the traditional segmentation, targeting and positioning (STP) approach. Although the recent mobile
boom in emerging and developing markets has led to
huge (and sometimes controversial) new research opportunities like passive data collection. Most companies
start by looking at adjacent geographies where they have
easier access to market information. Others consider the

"throwing money at global expansion doesn’t always work — even
for the established leaders in an
industry… even companies with a
strong track record of global growth
can fail completely."
overall strengths and differentiators of popular markets,
such as high access to technology in Japan and Germany
and lower labor costs in China and India. Another
potentially overlooked technique is to track browser data
and system languages, incoming traffic and geolocation
information on web properties to detect trends in interest and help determine ROI for a given language group.
Prerequisites for market entry also need to be considered, such as economic freedom or ease of doing business, the online engagement of a customer base, their
level of expendable income and their interest or confidence in the industry in question. But global companies
should evaluate the way target markets are sliced: not
just by traditional B2C and B2B demographics like age
and company size, but regionally or nationally. Focusing
on money to spend, willingness to spend and language
can provide interesting insights. As noted above, the
number of people living below the global poverty line ($2
per day) was four billion in 1975, or 60% of the world
population. In 1990, when the localization business was
just starting to emerge as a distinct industry, the poverty line had dropped to 36%, and today the number is
below 10%. The World Bank believes it could reach 3% by
2030. This is a huge number of people entering the global
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marketplace from the bottom who
have rapidly-increasing access to
low-cost technology, and this demographic tsunami is moving people
up the income spectrum along the
way. That means literally billions
more non-English-speaking consumers, more expendable income,
more types of business and more
economically viable languages.
Yet the same assumptions have
the potential to steer startups in
the wrong direction. For example,
online engagement doesn’t necessarily lead to sales. Burberry learned
this the hard way after building out
its Facebook fan base to an impressive 30 million people — largely
teenagers in emerging markets who
couldn’t afford high fashion. Neither
can a startup assume that markets in
which their industry is concentrated
are ripe for the picking. Look at the
fashion industry in Europe where the
market is saturated and it’s difficult
(and expensive) to build customer
engagement.
At the same time, each market’s
laws, requirements and expectations
can introduce pitfalls. One of the
biggest challenges in international
business is ownership and intellectual property (IP) protection. Copyrights, trademarks and patents are
all protected under the Agreement
on Trade-Related Aspects of Intellectual Property Rights (TRIPS), a
covenant signed by the World Trade
Organization, but the potential to
lose assets in countries that offer
poor IP protections and byzantine
conflict resolution processes might
dissuade innovators from entering.

Going to market
Expanding into new countries
might require adjustments to one
or more of the four levels of the
marketing mix (product, price, promotion and place), depending on the
impact of globalization and the differences in business environments

within each locale. Accounting for
and adapting to these differences
(including culture, language, political and legal systems, economic
systems and infrastructure) are two
of the most important challenges for
startups to overcome and require a
global mindset.
With these opportunities in
mind, startups will also need strategies for the following steps in going
to market.

Mode of entry
Whether exporting, licensing,
franchising or entering into a joint
venture or strategic alliance, different modes of entry come with various levels of corporate control, cost
and risk. Exporting, often the least
expensive, requires no long-term
obligations to local partners, but
leaves the manufacturer out of retail
decisions like product displays.
Similarly, licensing and franchising
are quick, low-cost methods for
entering foreign markets, but offer
little control over the signee’s marketing decisions, which might hurt
the brand. Local partnerships come
with the danger of leaked proprietary knowledge. But on the upside,
the increased financial and legal risk
yields higher returns and valuable
local connections that can provide
worthwhile market intelligence.

International positioning
The positioning process is the
same in domestic and international
markets except for one key contrast:
international positioning involves
changing or creating attitudes
through differentiation in multiple
customer segments, which, unlike
the STP approach (which identifies
homogenous sub-groups), identifies a value proposition that applies
across all markets. This is something
organizations like Google, as one of
the world’s top search engines, do
well — although even Google is not

the leader in every market. When
formulating their positioning, startups must also consider:
Technolog y : Technological
capabilities and comfort levels of
consumers can influence how a
product is positioned, perceived and
received. Less-developed countries
clearly suffer from the digital divide,
but that gap is closing fast. Even the
lowest per-country penetration of
smartphones is approaching 15%
and now over a third of the world’s
population has a smartphone.
Country of origin: The “country of origin effect,” or a consumer’s
bias for or against a product due to
its source country, can impact perceived value positively or negatively.
Multinational corporations like
Sony and Levi Strauss leverage the
effect to differentiate their products
to their advantage, but in some cases
it can be advantageous to create a
new brand, potentially even producing it in-country, to reach customers
who want a “native” product.
Regulations: These can make
or break positioning as well as the
ability to enter a market at all. For
example, packaging and labeling
issues can muddy the market’s
political or regulatory environment.
Just ask anyone who provides tech
support for products in both China
and Taiwan. Battles over tariffs and
control of IP are in the headlines
almost daily.

•

•

•

Product and brand
management
Different markets demand different levels of product adaptation.
Depending on the startup’s industry
and legal restrictions in their chosen
market, products can be standardized across markets, adapted to the
country’s unique circumstances, or a
combination of both.
Standardization, or what The
Coca-Cola Company calls its hugely
successful “lift and shift,” makes
March/April 2019
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sense for products that see success
in their home market, and indeed
this approach saves costs and offers
efficiencies — but at worst, ignores
unique consumer needs. Adaptation
(which can be as minor as rewriting
a product’s information or as major
as rebranding it entirely) builds
customer satisfaction, brand differentiation and sales, but incurs costs
sometimes higher than the return.
Perhaps the most competitive
option among startups, of course,
is innovation. New product development comes with cost and risk,
but can bring long-term sales success. Nike, known for its strengths
in global branding and a recently
accelerated delivery model to local
markets through its new Consumer
Direct Offense strategy, exemplifies
this: 100% of its fiscal year 2018
growth came from international
geographies, which are expected to
inject another 75% growth in the
next five years.

Distribution
A variety of factors influence the
development of distribution channels. Many countries (especially in
emerging markets) lack the physical or technological infrastructure
to deliver goods effectively and
efficiently. This might necessitate a
channel partner who can bridge the
gap between products and consumers in several ways, from market
research and promotion to order
fulfillment and inventory control.
However, as many startups discover,
international order fulfillment —
whether exporting goods or importing
raw materials — can be surprisingly
complicated and expensive. Besides
pricier shipping (if not restricted
completely by export or import regulations), international businesses often
face import duties on parts and final
products, which vary by country, and
lengthy customs clearance times can
be a huge problem. Savvier companies
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procure order fulfillment services that
understand international distribution
at a deep level.

preferences in mind from the beginning, startups can profit from localization as more of a revenue driver.

Sustainability

Resources and in-country
management

Another important consideration
is sustainability, both for product lines and as a core marketing
and operational ethic. Consumer
demand for green products continues to grow globally, but as innovation lowers costs and increases
profits, changing regulations and
customer expectations for sustainability tend to push the goal posts
further. Any given solution has an
increasingly short shelf life. But sustainability itself sells and can be an
important differentiator.
Large international companies like
Samsung are championing a commitment to empowering global communities while reducing their environmental
footprint. The tech giant aims to make
100% of its energy renewable in the
US, Europe and China by 2020. Other
companies are bound to follow suit —
especially in crowded markets.

Translation
As we know all too well in the
industry, translation and localization should be a core consideration
in product and content development, rather than tacked on to the
end as an unfortunate cost center.
Startups may realize that localizing
their products and content is necessary, but might throw everything
over the fence to a channel partner,
which sometimes works at the risk of
diluting their brand voice. But worse
is not planning for localization at all.
The content that companies create for any market should be understood for the purpose intended: to
influence prospective customers
to engage, buy, solve, evangelize or
any number of other outcomes. This
comes back to putting the customer’s
needs first. If marketing starts with
the consumer’s culture and language
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Depending on the nature of the
business, international startups can
benefit from a few further resources.
For example, if shipping overseas,
missing documentation can hold
up effective international expansion. Governments require certain
paperwork before entering a country,
the primary being an export license,
which is driven by the type of product,
its final destination and its use. But
licensing requirements can be overwhelming, which is why many startups
use electronic services to help, in addition to the expertise of IP or trademark
lawyers, international trade lawyers or
international tax services.
As far as opening a new office overseas, setup and management depends
on the startup’s preferred leadership
style: ethnocentric (enlisting existing
employees and keeping current policies and procedures, which exercises
greater control over the organization
but potential resistance with local
cultures) or polycentric (entrusting
operations to locals: a less expensive
option that takes advantage of local
knowledge to more quickly adapt to
the host country, but a challenging
one in terms of maintaining lines of
communication). The startup’s age,
type of product or service and differences or similarities between home
and host countries can all determine
the best course of action.
And anywhere a company has fulltime employees, local revenues or a
lease, they absolutely need a local
accountant and tax lawyer. Every
country has different corporate law
and business tax structures, and it
is the newcomer’s responsibility to
adhere to local accounting regulations, handle tax payments correctly
and file the right paperwork. For

many US startups that sponsor highly specialized workers, that includes H-1B visa applications, which are more
likely to be approved if processed by an immigration lawyer (the startup visa that was supposed to go into effect
last year has been put on hold).
Finally, startups must consider from which pool of talent
to draw for various roles and responsibilities. International
salespeople, for example, cost more to train than their
domestic counterparts, and generally, expatriates have a
deeper understanding of the business than host-country
locals but little of the target market, and vice versa.
Many startups understand that it makes sense to go
global to grow, but funding can be a major obstacle. Having fulfilled their criteria for market attractiveness and
potential product fit, startups often engage in channel
partnerships or licensing to distribute their products
early. For full-scale launches, fully-owned subsidiaries or
tight franchise models work best. Generally, the higher
the control a company wants to have over profits and
brand equity, the more it needs to invest.
But throwing money at global expansion doesn’t always
work — even for the established leaders in an industry.
Several high-profile international business blunders have
been made by Starbucks in Israel, McDonald’s in Bolivia
and Walmart in Germany. So even companies with a
strong track record of global growth can fail completely.
Starbucks was trying to sell American-style filtered
coffee to Israelis who have a taste for a much stronger
and grittier brew; in Bolivia, McDonald’s couldn’t beat
the established lower-cost indigenous competition; and
Walmart bet big, to the tune of $2 billion, that Germans
would enjoy shopping like Americans. Turns out they
don’t. In all these cases, the companies jumped in before
doing their homework on their local consumers.

25 Years of Excellence
in East European Languages

Final thoughts
It’s no surprise that startups are racing to go global as soon
as they can. By design, they are intended to rapidly scale.
With the advantages of technology to build on, the growth
curve for startups is accelerating. But as easy as it is to rush
into new markets, translate your product for local consumers
and hope for the best, the real leaders know what they are up
against in each market and they know their customer well.
The risks of entering a global market are still significant. The velocity of digital business hasn’t changed this
at all. But now is the time for startups to go global by
planning carefully. Translation and localization are certainly a core part of the strategy, but true understanding
of the local customer will always come first. International
pilots, thoughtful market research and a careful game
plan to scale in chosen markets will always be a winning
combination for success. [M]

Albanian, Bosnian, Bulgarian,
Croatian, Czech, Estonian,
Hungarian, Latvian, Lithuanian,
Macedonian, Polish, Romanian,
Russian, Serbian, Slovak,
Slovenian, Ukrainian
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Evangelizing localization
Discussing the business side of localization in simple ways

Ella Pętlicka
Ella Pętlicka is program director at Venga Global. She is Polish and holds degrees in Scandinavian
studies and translation studies, completing her education in Poland, Denmark and the UK. She has
been a freelance translator, project manager, program manager and program director. She has driven
the localization programs of some of the most challenging companies in Silicon Valley.
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You might be running an entire localiza-

tion team, or you might be a one-man show
and the company’s only point of contact for
all localization-related operations. Your basic
setup is most likely already there — you have
a localization kit with a comprehensive set of
instructions, guidelines and resources necessary for you to run the shop. You are working
with a localization vendor. You might have even
selected more than one. Maybe you are already
running your operations smoothly, and are
looking into optimizing and streamlining some
of what you do.
No matter how advanced you are operationally, at some
point you will need to start thinking about the business
side of your shop. In a startup setting, starting early will
give you the unique opportunity to shape the way localization — your department’s job — is perceived by the rest
of the company in the many years to come. And since
you’re dipping your toes into an industry that people tend
to oversimplify and usually have plenty of misconceptions
about, you’re facing quite a challenge here.

Align with company objectives
One of the common misconceptions people outside
our industry have is that the localization department,
and any kind of localization work being done within the
company, is just a cost center — it provides services to
other departments, but it doesn’t really generate any
revenue for the business on its own. A cost center is less
accountable for the company’s profitability and investment decisions, but what it means is that you might be
sidelined and not perceived as an important stakeholder.
It creates the expectation that your primary job, apart
from rendering content into other languages, is to drive
costs down. And while cost reduction is always something worth looking into, no matter which department
you work for, ask yourself: should the company’s globalization strategy be primarily run by the need to save
money? Or should localization rather be perceived as a
worthy investment?
Even though localization is something that needs to be
done for a company to achieve global expansion, at first
glance, it doesn’t necessarily bring any noticeable benefits. Think of paying taxes — that’s also something that
needs to be done, but what are you getting in exchange for
your taxes? Not much when you first think about it, but
the same way your tax payments help run the country’s
infrastructure, localization helps with setting up and

developing your company’s infrastructure, just outside of
its core market.
Localization is an enabler. Sure, you won’t sell more
product with localization alone, since a lot of effort is
needed from the product, marketing and sales teams.
But without localization, there is really no way for your
product to go global. And if it’s done properly, it will make
everyone else’s job much easier.
Now, here’s a challenge: how do you make your company, and especially the people above you, acknowledge
the ROI of localization? In order to do that, you will need
to make sure that whatever you and your team do is entirely
aligned with the company’s corporate business objectives.
And once aligned, it needs to be measured properly.
We tend to get so absorbed with measuring and producing data, we sometimes completely lose sight of what really
matters and what doesn’t. Think about measuring localization effectiveness: is that how many words you translate in
a month, quarter or a year? Or how many collateral assets
you are able to deliver to the in-country marketing team?
How many languages you released the product in over the
past year? Does it really make a difference?
Let’s say the product is now available in over 30 languages. Sure, that’s great, but what does this mean exactly?
How does it specifically benefit the entire organization?
Being accessible in so many regions doesn’t mean a lot to
your company unless you can showcase the increase in
sales in those markets. If localization efforts helped with
opening up markets that the company could not access in
the past and, therefore, enabled generation of additional
significant revenue, that’s a huge win. And that’s a very
important point to make.
This is why your focus needs to shift from using standard
industry metrics for measuring efficiency to opening other
people’s eyes as to how much localization helped the company achieve its business objectives, whatever they might be.
Going into more detail: producing products, documentation or collateral assets in foreign languages usually
helps the company sell globally, which in turn can generate a significant increase in revenue. This is one of the
most common business objectives, but there are others:
increasing the level of market penetration, improving
user experience (UX) and client satisfaction, creating a
stronger customer relationship with the brand or raising
the share price. Localization can certainly play a strategic
role in achieving all of those, so it’s up to people driving
those efforts to emphasize their value to the company.
And the best way to do that is to provide hard, quantifiable
data: numbers, analyses, graphs and tables that all prove
your point. Hard data is objective evidence of how well
the department is performing and the best way to get the
point across.
March/April 2019
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Once this is clear to the stakeholders, it will be much easier for you to
become involved in the decisionmaking process itself. One of the strategic decisions to make is selecting
new markets — and languages! — for
the brand’s global expansion. This

sounds like something the localization team should be involved in: as
a team that deals specifically with
languages, cultures and translation, it
is uniquely equipped to advise within
this area. Imagine that the company is
targeting Mexico as its primary mar-

STARTUP?
Start off on the right foot.

ket, but also wants to have the content available to the rest of the Latin
American users. Some people in your
company might not be aware of the
fact that Mexican Spanish is actually
different than the Spanish used by the
rest of South America, which leaves
companies expanding into LatAm
with three options:
1. Localize content into Mexican
Spanish, but potentially risk alienating other Latin American Spanish
users, who will notice right away
that the Spanish flavor is different
than their local one, and might feel
as if the brand does not value them
enough as customers.
2. Localize into the Latin American
version of Spanish, es-419. So, Mexico
will not be specifically targeted, but
the content will sound fluent in the
entirety of Latin America, and should
resonate well in Mexico too.
3. Do both, which would be the
ideal scenario, but could be twice as
expensive.
Your company might even look
into ways to achieve the best solution in a more cost-effective way; for
example, look into reusing content
translated into one Spanish locale
and editing it for the other. This
entire conversation might not come
up, however, unless the localization
department is involved.

Advertise yourself!

THE INTUITIVE, SCALABLE, AI-POWERED
TRANSLATION MANAGEMENT SYSTEM TO TAKE YOUR
STARTUP FROM GARAGE TO GLOBAL.
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Localization evangelization has
been a buzz phrase in the industry
for the last few years, but in reality, it
probably doesn’t get practiced often
enough.
Once you are aware of how beneficial localization efforts are to the
company — remember, using hard
numbers will help you make your
case — you need to start promoting
them outside your department. Your
goal is to create awareness of, firstly,
how important localization is and,
secondly, how it fits into the company landscape and how your team

Focus

Startups around the world are in various stages of maturity. Planning early for localization may help your company stand out.
Here, the Startup Genome and the Global Entrepreneurship Network (GEN) look at the life cycle of 12 startup sub-sectors
based on data covering over 1 million companies.

can interact with other departments.
Unfortunately, it often requires putting in some additional hours early
on. Very early. Actually, you’re likely
already late to the game.
You’ll probably want to consider
e vangelizing in two directions :
horizontally across departments, and
vertically, by pitching upward to the
executive team.
For the execs, make sure you
document all of your successes. Use
the figures you have developed while
assessing how your team is aligned
with the company’s business objectives, but also throw in some powerful numbers from industry research.
The most commonly used argument
is the “Can’t Read Won’t Buy” argument, based on research carried out
by Common Sense Advisory (CSA
Research). The data says that 87% of
consumers who can’t read English
don’t buy products or services on
English websites. So, only just over
one out of ten people outside the US
will potentially buy a product available
only in English. Localization opens up

the product to the other nine people,
and that’s a 900% increase. Not bad
for an investment that small.
Executive buy-in is critical, but
spreading the word across other
departments is just as important. You
need to understand where the other
departments are coming from, and
at the same time communicate your
message to them in a way they can
understand, and that they find valuable and interesting.
You might want to put together a
monthly or quarterly newsletter and
then use a subscription model to see
who might be interested in reading
it. Maybe there is another office you
could join forces with. It might also
make sense to host an event about
interesting aspects of localization
with speakers your colleagues look
up to, who also happen to be strong
advocates for localization. You also
may want to volunteer to create a
cross-department task force to solve
a problem the company is facing. This
could allow you to interact with people
from other departments and together

contribute to something useful to the
company. Last, but not least, think
about inviting people for a round of
product testing if they speak foreign
languages — this can prove to be both
fun to others, and useful to you.
The main goal of such exercises
would be to not only improve your
team’s visibility, but to have other
people understand how localization
works and what drives its success.
Localization, in general, works best if
it’s a collaborative process with open
lines of communication between
different teams and stakeholders.
Thinking globally should also start
very early on in the product development process — ideally, at the design
stage. If localization only starts to be
considered once the product or marketing campaign is finalized, that’s
much too late. Usually this causes
a lot of back-and-forth between
departments and creates extra work
for everyone. If the fancy fontset used
in the source collateral assets does not
support all targets, the teams need to
look into other font options available
March/April 2019
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Startup revenue increases with globalized market reach. Over time, companies
with more foreign customers make more money. Source: GEN.

for some locales. This is not only a
waste of time, but it also makes the
global marketing campaign look less
cohesive and potentially impacts the
image of the brand in some regions.
With more serious issues, it could
also mean a longer time-to-market
and potentially, losing a competitive
edge (and a loss of potential revenue).
And it could have been avoided by
several people just getting together
and having a discussion.
Having support from other people
will not only make your life easier, but
it will also allow you to create advocates and champions outside your
own department. Your champions
are people who have seen with their
own eyes how useful localization can
be, and can talk to other people about
how it can benefit them as well. The
more people there are who understand
how localization works and what
advantages it gives, the more potential
champions you have. And the more
champions you have, the less time you
need to spend evangelizing — they
will help out with that — and the more
people you will reach in your efforts.
Nearly everyone in the company
has a stake in localization. What that
means is that evangelization becomes
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this never-ending process you will
need to perform throughout your
career at that company, and the wider
net you can cast, the more benefit the
entire company can reap.

Partner up with your vendor
It’s not easy to find a good and reliable localization vendor that will fully
understand your needs and give you
the level of attention you should have.
But if you have a vendor like that, hold
on to it. If your vendor offers not only
linguistic work, but also partnership,
take them up on that offer, because
you have just found an unexpected
ally in all your localization struggles.
Your vendor, having easy access
to linguists, quality teams and creative talents, might be able to help
you answer the linguistic questions
you or your stakeholders might
have. Let’s say you have a marketing
campaign that you want to launch
in Japan, but you have no access to
a Japanese stakeholder. You might
have some doubts whether your US
content is culturally appropriate and
even worth translating for a market
as unique and independent as Japan.
With no access to internal resources,
asking your vendor would be the
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best way to go — they can quickly
check with Japanese linguists and
talents, and advise whether your
content would work with only some
minor modifications, or of it’s better to scrap it and start working on
something entirely new. Similarly, if
your stakeholders still have doubts
whether translating into LatinAmerican Spanish or its Mexican
flavor is the best way to go, you can
simply get everyone on a call with
Spanish language specialists and help
everyone make the best decision.
A good partner will probably not
come cheap, but will help you save
money in the long run. If you take into
account the number of changes and
corrections you will be saved from
making, coupled with your increased
satisfaction in both the translation quality and process, then finding a reliable
vendor might be a worthy investment.

The business of localization
Running your department in a way
that is operationally sound might not
be enough, and whether you like it or
not, you might need to consider the
business side of your shop to help
it grow and become increasingly
significant. Whatever steps you’re
planning to make, remember to
think holistically — not only about
your own department, but about the
entire company and how different
departments are intertwined with
each other — and think long-term.
Your decisions today should allow for
scalable solutions and help you shape
tomorrow, next quarter or next year.
Create partners and advocates where
you can, and make other people
aware of how much advantage you
give to the company. This job is never
finished, but with each day it will
make your life easier and your job
more rewarding and with a higher
likelihood of success, whether you’re
trying to preserve funding, onboard
new internal clients or simply make
sure your voice is heard. [M]
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The role of translation
in globalizing trade
for developing countries

Mehdi Asadzadeh
Mehdi Asadzadeh is a faculty member at Islamic Azad
University, Maragheh, Iran,
and has many years of teaching experience in different
universities in Iran and abroad.

Tayyebeh Ahmadi
Tayyebeh Ahmadi is a
sworn translator and is now
in charge of the Official
Translators Affairs Office,
Directorate General,
Documents and Official
Translators Affairs, Judiciary
of the Islamic Republic of Iran.
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S
ince the emergence of translation studies,
many have attempted to conceptualize how it fits

into other disciplines. Here is an interdisciplinary look at the interaction between translation
and trade globalization in light of its significance
in Iran’s foreign trade as a developing country.
Translation service providers (TSPs) in emerging economies such as Iran need to reassess, rethink and revise
their underlying trade policies. Additionally, the authorities and trade policy-makers of Iran seem not to be paying
due attention to translation when designing their global
trade strategies. However, strengthening the ties between
trade sectors and TSPs is not only a win-win, but also a
necessary step to be taken by countries such as Iran that
encounter communication barriers in their foreign trade.
Generally speaking, globalization denotes an interconnectedness and interdependence among nations. This
may result in the homogenization of the global system and
low-cost, flowing communication. Integration of trade,
finance, people and ideas in a global marketplace means
that overseas business and investment play as the main
actors of globalization.
The technological advances that led to a considerable
reduction in the costs of transportation, computation and
communication have also enabled many countries to locate
various phases of production in different countries. This
comes with a scale-up of the liberalization of trade markets — meaning many countries are currently leaving their
economic doors open to foreign economies and exchange.
One of the important elements of globalization is communication. Communication is also what we, as translators,
deal with the most. In fact, translation has communication
as its core.
It is quite clear that unless a country has the tools,
it can’t fight in an economic war based on developed
countries taking advantage of the penetrable markets of
developing countries.

Translation service providers in Iran
Let’s review the market condition and strategies for key
TSPs and their connection with trade sectors in Iran as a
developing country. According to my interview with the
Officials of Directorate General, Documents and Official
Translators Affairs of the Judiciary of Iran (2018), in Iran
there is less chance for translation activities to enter into a
transition from a segmented home-based activity to a coherent, systematic and developed industry. Of course, a very
limited number of TSPs are preparing themselves for this.
Looking at the financial indicators of globalization,
three could be numbered:

1 International trade in goods and services.
2 The transfer of money capital from one country to

another.
3 The movement of people across national borders.
For any of the above to happen, an appropriate communication channel would be needed. That communication
could be in any language, but trade-wise, the companies
do really need to communicate in a lingua franca. This is
the point that TSPs should be well aware of, since it could
initiate a new financial trend for them.
Translation has always been a peripheral activity to most
of the world’s companies, and thus regarded as a hidden
cost for most businesses. That expense will grow with most
companies, as globalization means that their products and
services are exposed to more people around the world, each
with their own translation requirements. This presents an
opportunity for TSPs to have access to an unbelievable
financial share in trade sectors — and the requirement that
companies communicate in multiple languages.
The market for translation services has grown consistently over the last decade. Market research firm CSA
Research estimated that the language services market in
2018 would turn over $46 billion, of which $29 billion
was translation-related. In its report, “The Language
Services Market: 2018,” the firm details the findings of its
comprehensive analysis of the language sector, drawing
on its global database of tens of thousands of translation, interpreting, localization and language technology
companies. Topping its 2018 list of the largest providers
around the globe was TransPerfect with reported revenue from the previous year of $614 million, followed by
Lionbridge with $590 million. Table 1 shows the market
share across regions, each steadily increasing in revenue.
Clearly, the global translation market is quite an eyecatching one that TSPs in Iran should take note of.
As we studied the companies that were actively involved
in foreign trade, we noticed that only a rare number of
them had come to the point that multilingual communication would grant them more success in a globalized world.
This was the point that led them to look at translation not
as a cost, but rather as a success tool.
IRITEC, for example, is an engineering company in
Iran that provides services at national and international
levels (see www.iritec.com). Its managing committee has
started using translation services to compensate for lack
of enough knowledge of trade lingua franca among their
staff who participate in the foreign affairs of the company.
Petrochemical Commercial Company (PCC) is another
company that has adopted the same system in its export
procedure (see www.petrochem-ir.net). Understanding
global market needs correctly, they have turned their
attention to multilingual communication.
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67

B u s i n ess
Region

Market share
2017

Revenue in millions of dollars

2018

2018

2019

2020

2021

Africa

0.03%

0.05%

24

26

28

30

Asia-Pacific

9.00%

11.01%

5,124

5,427

5,834

6,305

49.00%

49.33%

22,949

24,307

25,747

27,651

Eastern Europe

3.67%

2.13%

927

964

1,003

1,077

Northern Europe

24.51%

24.70%

14,691

15,572

16,507

17,728

Southern Europe

2.72%

2.30%

1,071

1,135

1,203

1,292

Western Europe

18.11%

20.20%

6,260

6,636

7,034

7,554

0.22%

0.20%

93

96

100

105

41.74%

39.41%

18,338

19,438

20,605

22,129

100%

100%

46,528

49,294

52,313

56,220

Europe

Latin America & Caribbean
North America
Totals

Table 1: Language services and technology share by region, 2017 to 2021. Source: Common Sense Advisory, Inc.

The promising news is that TSPs
are gradually redesigning their system
of services. According to the statistics
provided by the Official Translators
Affairs of the Judiciary of Iran (2017),
less than 5% of translational jobs in
Iran are performed by professional
TSPs and the others are done by freelance translators, who mostly translate unsystematically without having

any special financial aim. This in turn
leads to poor translations.
The other side of the coin is trade
sectors. In a developing country like
China, where language services have
already carved out a niche for themselves, the outlook toward translation
changed because it was understood
that training all employees to communicate in a lingua franca required

an excessive amount of money and
was thus not justifiable.
Turning back to Iran, according
to internal statistics, the volume of
documents for translation has been
gradually and steadily increasing.
IRITEC, PCC and a very rare number of companies that play active roles
in the trade sector of Iran (National
Iranian Oil Products Distribution

ALWAYS ON
THE GO?
With SYSTRAN PNMTcloud
You can translate from
anywhere.
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Company, or NIOPDC, for example),
are now applying strategic alignments
in their future foreign trade policies
in order to overcome possible language barriers. As per their strategic
planning, they have as their very first
step determined which texts and into
which languages translation will be
needed. They have started employing translators with field knowledge
and have started applying global
outreach in a “linguistic article” of
their charter.

Lack of adequate
professional translators
In the trade sectors, there is a lack
of enough translators for numerous
specialized fields and particular language combinations. This has stimulated international companies like
IRITEC that make use of translation
services to take adequate measures
to avoid any disconnection in their
communication that could create
significant financial loss. So, what do
they do to cope with it?
This lack of translators and interpreters is evident in other developing
countries also. For instance, a report
provided by the Chinese Embassy in
the United States notes that “Despite
the growing popularity of foreign
language study throughout all age
groups, China still suffers from a
major lack of competent translators
and interpreters.”
The translation industry in China
employs around 500,000 people,
including retirees, college students
and returnees from overseas universities who work as freelancers, “but only
60,000 professional translators can
produce accurate translations from
Chinese into a foreign language,” the
report states. China has nearly 3,000
registered translation firms, according to the Translators Association of
China. But as the report points out,
many of them are “briefcase companies” with only a telephone, a computer
and one or two full-time employees.
C

M

Y

A lack of adequate professional
translators and interpreters is an
issue that has to be dealt with duly.
Supporting better and more consistent academic training for freelance
translators and interpreters could
bridge the gap to some extent. Inviting well-known scholars in translation studies to conduct classes in Iran
is another solution to the problem.
The latter is the strategy some
developed countries have also made
use of. For example, Aston University
in England has a center for translation studies where teaching staff
from different countries have joined
together with professional translators
involved in international sectors.
What may be deduced from a
study of the present status of the
TSPs in Iran could be summarized
as:
TSPs could carve out a place
for themselves in trade markets by
employing well-developed strategies
in the professionalization processes.
Though smaller in number,
specialized translation centers win

•
•

greater market share than general
freelance translators.
TSPs that have adopted global
policies are executing their strategies
much more efficiently than those that
adopt traditional policies and, thus,
are able to service a larger scope of
customers.
TSPs that employ technology
in their services and make use of
professional translators are far more
successful than TSPs that depend
only on the knowledge of freelancers.

•

•

TSP involvement in the
trade sector of Iran
TSP involvement in a trade activity has certainly got its own specifications both for TSPs and trade
sectors. Trade sectors should note
that translation is vital to success
when companies take on multicultural markets. In a fierce competition
in global markets, the trade sectors
need every advantage when launching or promoting their services or
products. To reach out to global
customers, they have to employ
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Size and capacity of the organization, small to large.
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Decision time:
Stay with the
capacity of the
initial organization
or recruit
additional staff
and freelance
resources.

Decision time:
Remain
autonomous or
delegate control to
within and outside
the organization.

Decision time:
Introduce formal
systems for
corporate
management.

Decision time:
Long-range
forecasting
on the future
direction of the
organization.

Capacity using existing skills

Limited capacity using existing skills

Age of the organization, young to mature.

Figure 1: Stages in the growth of a TSP (Geoffrey Samuelsson-Brown 2006).

professional translation services in their international
marketing plans.
TSPs in Iran should have trade experts on staff if they
wish to be involved in trade sector activities. To go global,
they should note that trade and financial language may
vary and carry different connotations in different countries, necessitating them to employ professional financial
translators who have deep knowledge of the format and
terminology of trade activities.
The TSPs in Iran can have a bigger portion of the translation market if they do a few things:

70

First, their expertise in translation services depends on
only offering language pairs for which they have professional staff. Limiting the services doesn’t mean limitation
of their service scope, rather choosing not to prefer quality to quantity.
Integration of technological elements to their job is
also a must for the TSPs of Iran. With the emergence
of modern IT resources, the art of translation has also
undergone dramatic changes. Technological advances
have allowed translators easy access to translation memory tools designed to support translation.
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Additionally, project management
skills are core to the activities of any
TSP. When the translation project
involves rendering a few general
texts, it is readily manageable, but
when it involves translating technical
texts, management becomes difficult
— and even more difficult when more
than two languages are involved.
Related to this, human resource
management is a recognized attribute
of successful TSPs. Iranian TSPs have
to adopt academic strategies when
conducting such management. Unfortunately, this is rarely observed in
management systems of TSPs in Iran.
Finally, quality control and marketing strategies should be integrated
into the translation activities of TSPs
of Iran.
Considering the overall process of
translation jobs being carried out in
Iran as a developing country, and taking note of the characteristics a TSP
should have in order to indulge in the
trade sector’s activities, it is essential
for Iranian TSPs to:
Create proper networks (such as
forums, research communities and
industry focus groups), and include
freelancers, translation tools and
trade sectors in them.
Expand their language resources
in order to cope with unpredictable
trade developments — for example, to
expand their terminological resources.
Develop training programs
cross-disciplinarily and move the
education continuum toward modernization and incorporation of
advanced technologies.
Require knowledge of trade
and globalization as a prerequisite
for freelancers to take part in related
translation projects.
Focus on the process rather
than any specific language. This
could be done by, for instance, establishing language research centers that
could offer the latest developments
in language-related issues to TSPs,
allowing them always to be up to date.

•
•
•
•
•

•

Adopt new platforms and patterns of communication. After all,
advances in technology and existence
of multimedia necessitate accordance.
Be cost-effective enough to
stimulate trade sectors to make use
of their services widely.
In fact, TSPs have to follow the
Figure 1 pattern for expanding their
service area.

•

Authorities, translation
policy-makers
and trade globalization
Globalization as a complex set
of economic practices has posed
certain challenges to the traditional
boundaries of the economic policy
of developing countries. As an influential phenomenon, transnational
frameworks decenter state-oriented
trends and vividly challenge the
methodological nationalism of much
prevailing economic policy.
Policy as a process has assumed
international characteristics in that it
deals with levels beyond nation-states.
Existence of systematic contacts
between policy-makers, both in the
trade sector and the translation realm,
could surely result in further development of both spheres. In Iran, there
is not an academic approach toward
achievement of such a goal. According to a random survey of the related
documents in the Directorate General,
Documents and Official Translators
Affairs of the Judiciary of Iran (2018),
we noticed that less than 5% of TSPs’
policy-makers have relationships with
the government, where decisions and
policies about translation are made.
The employment of translators and
making use of translational activities
offered by TSPs should also be taken
note of in trade policies.
The case of China demonstrates
well how a comprehensive policy could
result in success of TSPs. In “The Influence of the Market on Translating—A
Tentative Study of the Market-oriented
Translation in China,” Tian Chuanmao

states that: “The implementation of the
open-door policy since 1978 resulted
in a higher and higher frequency of
international exchanges in all fields
including politics, economy, culture,
science and technology. Translation
services became more and more
needed. As a response to this demand,
translation companies began to make
their debut in the translation market.”
Chuanmao specifies that some of
these companies developed out of the
translation department of the government or state-owned enterprises.
Others were established by bilingual
individuals, translation professors
or former full-time translators from
government institutions. This new
“translation career began to open to
everyone and in recent years it has
become a very profitable industry due
to the accelerating globalization and
increasing exchanges between China
and other countries.”
It is mandatory for the policymakers of Iran and similar countries
to capitalize on the experiences of
developing countries that have been
successful in integrating translation services into the body of their
economy. To do this, they should do a
number of things. First, provide for the
establishment of translation associations and promote interaction between
them; second, facilitate translation
associations’ connections with other
organizations and institutes (particularly trade organizations). They should
also promote standards of academic
training for those who are interested
in translation. They may even want to
encourage scholars to conduct further
research into establishing new interdisciplinary courses of education related
to translation studies. A possible area
could be between trade and translation
in consideration of globalization.
Finally, they should promote TSPs’
status in society by revising existing policies that see translation as
peripheral and not a main branch of
academia. [M]
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71

buyer’s
guide
Associations

Association of
Language Companies

The Association of Language Companies (ALC)
is a national trade association representing businesses that provide translation, interpretation,
localization, language testing and language training services. The association provides valuable
information to members and nonmembers with
its industry survey and with updates on government issues, industry trends and standards. From
online forums to in-person events, ALC brings
together the people who lead these companies so
that we can all learn from each other. ALC works
hard to give companies opportunities to find each
other for collaboration, networking, knowledge
sharing and mentoring.
Association of Language Companies
Rockville, MD USA, (240) 404-6511
Email: info@alcus.org, Web: www.alcus.org
Ad on page 70

European Language
Industry Association (Elia)

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

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

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 realtime language solutions for internal collaboration,
search, ediscovery, content management, online
customer support and ecommerce along with automatic speech recognition and optical character recognition. SYSTRAN is the leading choice of global
companies, defense and security organizations and
language service providers. SYSTRAN is the official
translation solutions provider for the S-Translator, a
default-embedded app on the Samsung Galaxy S and
Note series.
Languages: 130+ language combinations
SYSTRAN Software, Inc. San Diego, CA USA
+1 858 457 1900
Email: marketing-americas@systrangroup.com
Web: www.systrangroup.com
Ad on page 68
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Conferences

Game Global

Born from LocWorld’s successful Game Localization Round Table, Game Global gathers the
main stakeholders in game globalization (from
design to testing) in the same place and time to
share their endeavors, successes, practices and research in a collaborative manner. The goal of this
two-day event is to help improve the gaming industry through networking, sharing insights and
learning. Game Global is steered by an advisory
board of high-level professionals from the industry. Check our website for details on upcoming
and past conferences.
Localization World, Ltd. Sandpoint, ID USA
(208) 263-8178
Email: info@gameglobal.events
Web: http://gameglobal.events
Ad on page 13

LocWorld

LocWorld conferences are dedicated to the language and localization industries. Our constituents are the people responsible for communicating

buyer’s
guide
across the boundaries of language and culture in
the global marketplace. International product and
marketing managers participate in LocWorld from
all sectors and all geographies to meet language service and technology providers and to network with
their peers. Hands-on practitioners come to share
their knowledge and experience and to learn from
others. See our website for details on upcoming and
past conferences.
Localization World, Ltd. Sandpoint, ID USA
208-263-8178
Email: info@locworld.com, Web: https://locworld.com
Ad on page 21

Desktop Publishing

Global DTP

Global DTP s.r.o., based in the Czech Republic,
offers professional multilingual desktop publishing
and media engineering solutions to the localization industry. Over the past 15 years, Global DTP
has become one of the leading DTP/multimedia
companies. We have been delivering high-quality
and cost-effective services for at least eight of the
top 20 LSPs and many other companies/agencies.
Due to our extensive experience in localization and
knowledge of the prepress, media and publishing
industries, our team of 20 in-house professionals
handles more than 1,000 projects every year. Our
core services are multilingual desktop publishing,
multimedia and eLearning engineering.
Global DTP s.r.o. Brno, Czech Republic
+420 3 574 709
Email: info@global-dtp.com, Web: www.global-dtp.com

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 50

Education

Quality Training in Localization
& Global Marketing

The Localization Institute is the leader in educational
advancement in the field of localization — the adaptation of products and services for international markets. We organize comprehensive, vendor-neutral
conferences (LocWorld and Brand2Global), seminars
and round tables where participants gain insights that
help their companies better succeed in international
business. In addition, The Institute has partnered
with top universities and professional associations
to develop comprehensive certification programs
in localization project management, quality management, internationalization and global digital marketing.
The Localization Institute Madison, WI USA
608-826-5001
Email: kris@localizationinstitute.com
Web: www.localizationinstitute.com
Ad on page 23

Localization Services

ADAPT Localization Services
ADAPT Localization Services offers the full range of
services that enable clients to be successful in international markets, from translation into all business
languages through linguistic and technical localization services, prepress and publication management.
Serving both Fortune 500 and small companies,
ADAPT has gained a reputation for quality, reliability,
technological competence and a commitment to customer service. ADAPT is certified under ISO 17100.
Fields of specialization are the medical, life sciences,
IT/telecommunications and technology sectors.
With offices in Bonn, Barcelona, Copenhagen, Stockholm and a number of certified partner companies,
ADAPT is well suited to help clients achieve their
goals in any market.
Languages: More than 50
ADAPT Localization Services Bonn, Germany
49-228-98-22-60
Email: sales@adapt-localization.com
Web: www.adapt-localization.com
Ad on page 27

Enterprise Solutions

STAR Group
Multiple Platforms

STAR is a leader in information management, localization, internationalization and globalization
services and solutions such as GRIPS (Global Real
Time Information Processing Solution), STAR
CLM (Corporate Language Management) including Transit (Translation & Localization), TermStar/
WebTerm (Terminology Management), STAR MT
(Corporate Machine Translation), STAR WebCheck
(Online Translation Reviewing) and MindReader (Authoring Assistance). With more than
50 offices in 30 countries and a global network
of prequalified freelance translators, STAR provides a unique combination of information management tools and services required to manage
all phases of the product information life cycle.
Languages: All
STAR AG (STAR Group headquarters)
Ramsen, Switzerland, +41-52-742-9200
Email: info@star-group.net, Web: www.star-group.net
STAR Group America, LLC Lyndhurst, OH USA
216-691-7827, Email: lyndhurst@star-group.net
Ad on page 17

Total Solutions for Your Business

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

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

EuroGreek Translations Limited

Established in 1986, EuroGreek Translations Limited is Europe’s leading Greek localizer, specializing
in medical, technical, financial and legal translations
from EN/DE/FR/ES to EL and EL to EN. Our aim is
to provide high-quality, turnkey solutions, encompassing a whole range of client needs, from translation to localization, desktop publishing and testing.
Our DTP department covers all Latin and Cyrillic
alphabet-based languages, in addition to Greek, at
very competitive rates. All of EuroGreek’s work is
produced in-house by a team of 30 highly qualified
specialists and is fully guaranteed for quality and ontime 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.

ES Localization Services

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

Mobico is the new brand name of Saltlux’s technical
communication services, and is also the name of the
predecessor company to Saltlux, established in 1979
as Korea’s first TC business. What started as a small
enterprise concentrating on creating Korean manuals and East Asian language translations evolved
into a one-stop service provider for all your needs
in the world of business today, including multilingual translation, localization, DTP, TW and MTPE.
The relentless pursuit of progress and perfection
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 Carrier
for the localization of their products. Our core
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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
and ISO 9001 quality standards.
Languages: Greek and European languages
ORCO S.A. Athens, Greece
+30-210-723-6001
Email: info@orco.gr, Web: www.orco.gr

RWS Moravia

RWS Moravia is a leading globalization solutions
provider, enabling companies in the IT, consumer
electronics, retail, media and entertainment, and
travel and hospitality industries to enter global markets with high-quality multilingual products and services. RWS Moravia’s solutions include localization,
testing, content creation, machine translation implementations, technology consulting and global digital
marketing services. Our customers include eight of
Fortune’s Top 20 Most Admired Companies, and all
of the “Fab 5 Tech Stock” companies from 2017. Our
global headquarters is in Brno, Czech Republic, and
we have local offices in Europe, the United States,
Japan, China and Latin America. To learn more,
please visit us at www.rws.com/moravia.
Languages: over 250
RWS Moravia
USA HQ: Thousand Oaks, CA USA,+1-805-262-0055
Email: moravia@rws.com
Europe HQ: Brno, Czech Republic, +420-545-552-222
Email: moravia@rws.com
Ad on page 84

Vistatec

We have been helping some of the world’s most
iconic brands to optimize their global commercial potential since 1997. Vistatec is one of the
world's most innovative, progressive and successful
localization solutions providers. Headquartered
in Dublin, Ireland, with offices in Mountain View,
California, USA. Think Global.
Languages: All
Vistatec
Europe: Dublin, Ireland, 353-1-416 -8000
North America: Mountain View, CA USA
408-898-2364
Email: info@vistatec.com, Web: www.vistatec.com
Ad on page 12
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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 Asianlanguage service provider led by cofounder George
Zhao. VideoLocalize’s mission is to make video
localization faster and more cost-effective.
Boffin Language Group Inc. Toronto, Canada
+1 (647) 802 8223
Email: george.zhao@boffin.com
Web: www.videolocalize.com
Ad on page 14

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 maximum 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, associations

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

worldwide. TWB recognizes that the effectiveness
of any aid program depends on delivering information in the language of the affected population.
Languages: 190 language pairs
Translators without Borders CT USA
Email: info@translatorswithoutborders.org
Web: www.translatorswithoutborders.org
Ad on page 80

Protecting Translators and
Interpreters Worldwide

Kaleidoscope

Red T is a 501(c)(3) nonprofit organization advocating for the protection of translators and interpreters
in high-risk settings.
Red T New York, NY USA
+1-212-675-0451
Email: contact@red-t.org, Web: http://red-t.org
Ad on page 20

Translation Commons

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

Translators without Borders

Originally founded in 1993 in France as Traducteurs
sans Frontières by Lori Thicke and Ros SmithThomas to link the world's translators to vetted NGOs that focus on health and education,
Translators without Borders (TWB) is a US nonprofit organization that aims to close the language
gaps that hinder critical humanitarian efforts

Terminology Management

Taking your content global — with Kaleidoscope your
product will speak every language! The combination
of decades of expertise, our software solutions developed in-house, and select software from market-leading technology partners has been making this a reality
since 1996. Coupled with the full-service approach
from eurocom, Austria's largest and most innovative
translation agency, Kaleidoscope offers a unique and
unrivaled synergy of language and technology.
Kaleidoscope GmbH Vienna, Austria
004 31 253 5352
Email: info@kaleidoscope.at, Web: www.kaleidoscope.at
Ads on pages 28-29, 41

Translation
Management Systems
Memsource

Memsource is a leading cloud-based translation management system that enables global companies, translation agencies and translators to collaborate in one
secure, online location. Internationally recognized
for providing an easy-to-use, yet powerful CAT tool
combined with a TMS, Memsource processes two
billion words per month from over 200,000 users
around the world. Manage your translation projects
in real-time in an intelligent platform that accepts
over 50 file types and offers REST API, out-of-the-box
CMS connectors and powerful workflow automation
to save time and money. Join localization professionals from around the world who rely on Memsource to
streamline their translation process. To start your free
30-day trial, visit www.memsource.com.
Languages: All
Memsource Prague, Czech Republic
+420 221 490 441
Email: info@memsource.com, Web: www.memsource.com
Ad on pages 62
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Across Systems GmbH

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

Plunet BusinessManager
Multiple Platforms

Plunet develops and markets the business and workflow management software Plunet BusinessManager
— one of the world’s leading management solutions
for the translation and localization industry. Plunet
BusinessManager provides a high degree of automation and flexibility for professional language service
providers and translation departments. Using a webbased platform, Plunet integrates translation software, financial accounting and quality management
systems. Various functions and extensions of Plunet
BusinessManager can be adapted to individual needs
within a configurable system. Basic functions include
quote, order and invoice management, comprehensive financial reports, flexible job and workflow management as well as deadline, document and customer
relationship management.
Plunet GmbH Berlin, Germany
+49 (0)30-322-971-340
Email: info@plunet.com
Web: www.plunet.com

Smartling

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

At Smartcat we believe the translation industry
should be better for everyone. We connect linguists,
companies and agencies to streamline the translation of any content into every language on demand.
Our platform helps you build and manage translation teams, and puts your translation process on
autopilot from content creation to payments. The
unique features of Smartcat are our marketplace,
where you can find translators for any language
with one click; our CAT tool, translation using an
AI-assisted platform, a team management with full
control of your team, suppliers and content and
payment automation: pay vendors easily across
the globe. You can start experiencing the next generation of translation technologies and boost your
translation business efficiency from day one.
Languages: All
Smartcat Cambridge, MA US
Email: support@smartcat.ai
Web: www.smartcat.ai
Ad on page 45

2,200 companies listed
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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 userfriendly translation editor. Tasks such as project and
workflow setup, job assignment, deadline calculation, multiple phase kick-offs and cost management
can all be automated in the collaborative translation
platform. Also, the Beebox connects CMSs, DMSs
or any propriety database source with the TMS of
the translation vendor or internal translation team.
Languages: All
Wordbee Soleuvre, Luxembourg
+352 2877 1204
Email: info@wordbee.com, Web: www.wordbee.com

XTM: Better Translation Technology
Multiple Platforms

XTM is a fully featured online CAT tool and translation
management system available as a pay-as-you-go
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SaaS or for installation on your server. Built for
collaboration and ease of use, XTM provides a
complete, secure and scalable translation solution.
Implementation of XTM Cloud is quick and easy,
with no installation, hardware costs or maintenance required. Rapidly create new projects from
all common file types using the templates provided and allocate your resources to the automated
workflow. XTM enables you to share linguistic
assets in real time between translators. Discover
XTM today. Sign up for a free 30-day trial at www.
xtm-intl.com/trial.
Languages: All Unicode languages
XTM International Gerrards Cross, United Kingdom
+44-1753-480-469
Email: sales@xtm-intl.com
Web: https://xtm.cloud
Ad on page 15

Translation Services
birotranslations

Founded in 1992, birotranslations specializes in life
science, legal, technical, IT and automotive translations into all East European languages (Albanian,
Bosnian, Bulgarian, Croatian, Czech, Estonian,
Hungarian, Latvian, Lithuanian, Macedonian,
Polish, Romanian, Russian, Serbian, Slovak,
Slovenian, Ukrainian). We have a long-term partnership with the world's top 100 MLVs and many
end-clients all around the globe. With our experienced project managers, extensive network of expert
linguists and usage of the latest CAT tool technology, your projects will be delivered on time, within
budget and with the highest standards of quality.
For more information, please contact Mr. Matic
Berginc (details below).
Languages: Eastern European languages
birotranslations Ljubljana, Slovenia
+386 590 43 557
Email: projects@birotranslations.com
Web: www.birotranslations.com
Ad on page 59

GlobalWay Co., Ltd.

GlobalWay, a leading localization company in
Korea, provides professional localization and globalization services with exceptional quality and also
offers a wide range of content and document management services including voiceover, testing and
DTP. We have highly qualified in-house linguists

who translate and review a variety of content with
professional knowledge. Our experienced engineers
and project managers can help you to get exactly
what you want. GlobalWay and its partners worldwide are ready to support your growing business
and localization tasks. Feel free to contact us for
more information.
Languages: Asian and European
GlobalWay Co., Ltd. Seoul, South Korea
+82-2-3453-4924
Email: sales@globalway.co.kr
Web: www.globalway.co.kr

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 9

iDISC Information Technologies
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 languages, such as Korean, Japanese, Chinese, Vietnamese, 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 54 languages including Korean,
Chinese, Japanese, Vietnamese, Thai, Indonesian.
HansemEUG, Inc.
Gyeonggi-do, South Korea
+82-31-8014-2267
Email: info@ezuserguide.com
Web: http://hansemeug.com/en
Ad on page 69

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 solutions, covering financial and marketing collateral
printing projects as well as value-added services,
such as language services, desktop publishing, website design, ebook and app production, video and
electronic marketing presentation material production. We aim to fulfill the transformation needs
of the diversified clientele, which include listed
companies and multinational financial institutions
such as fund houses and insurance companies. We

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

LinguaLinx Language Solutions, Inc.

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

MediLingua is one of the few medical translation
specialists in Europe. We only do medical. We provide all European languages and the major languages
of Asia and Africa, as well as translation-related
services to manufacturers of devices, instruments,
in vitro diagnostics and software; pharmaceutical
and biotechnology companies; medical publishers;
national and international medical organizations;
and other customers in the medical sector. Projects
include the translation of documentation for medical devices, surgical instruments, hospital equipment and medical software; medical information
for patients, medical students and physicians; scientific articles; press releases; product launches;
clinical trial documentation; medical news; and
articles from medical journals.
Languages: 45, including all EU languages
MediLingua Medical Translations BV
Leiden, Netherlands
+31-71-5680862
Email: info@medilingua.com
Web: www.medilingua.com
Ad on page 37

Rheinschrift Language Services
Outstanding localization requires world-class experience. Rheinschrift gives your business a native
voice in the German-speaking world. We offer
more than 20 years’ experience providing translations and localizations for software and hardware
manufacturers as well as for the sectors of business,
technology, legal matters and medicine/medical
applications. Our services also range from glossaries, post-editing, project management and desktop
publishing services to many other related services.
Rely on Rheinschrift to deliver the most competent
translations and meet your deadline, whatever it takes.
Languages: German to/from major European languages
Rheinschrift Language Services Cologne, Germany
+49 (0)221-80-19-28-0
Email: contact@rheinschrift.de
Web: www.rheinschrift.de
Ad on page 42

The Language Group
The Language Group provides a full suite of language solutions. If you have any language related
issue, we have a solution for you. We have been
ranked one of the fastest growing language companies in the United States and are ranked in the
Inc. 500 in 2018. We also have the honor of being
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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 service offerings include translation of medical, legal,
manufacturing and government content. We provide 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

foreign language professionals delivers the highest
quality translations in a cost-effective and timeefficient 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

Translated.

Professional translation services made easy. Crafted
by expert humans, powered by technology, efficiently delivered. We have delivered 1.2 million
translations in 150 languages to 134,091 clients in
40 macro-domains since 1999, powering the globalization strategy of the most demanding clients.
We work hard to make translation services more
effective, by enhancing our production processes
with great technologies and talented people. A
perfect example is T-Rank™, the system that instantly matches your content with the most qualified translator for the job. We offer a wide range of
linguistic services that cover all your future needs:
Google Ads translation, software localization, subtitling, and APIs to integrate human translation.
We open up language to everyone.
Languages: 150 languages and 40 areas of expertise.
Translated Rome, Italy
+390690254001
Email: info@translated.com
Web: www.translated.com
Ad on page 3

TripleInk Multilingual
Communications

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

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 professional
expertise. Striving to provide maximum support
for the international growth strategies of our clients,
we have developed a unique translation automation
platform: 24|contenthub. 24|contenthub not only
facilitates the integration of all the systems and service providers employed, but also enables companies
to map their complete translation workflows in one
place — global communication has never been easier.
24translate Hamburg, Germany
040 480 632-0
Email: service@24translate.de
Web: www.24translate.de

Wratislavia Translation House
Sp. z o.o.

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

1

SDL plc
memoQ

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

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

Join more than 6,500 language
and global communications
professionals who receive
the latest news in their inboxes
every month.

multilingual.com/newsletter

Educators:

We want to help you help your students

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

Contact us at subscriptions@multilingual.com to learn more
about utilizing MultiLingual in your classroom.
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Takeaway
Mind the gap:
Development and
localization
Adam Asnes

Adam Asnes is president and CEO of Lingoport.

The gap between localization and development has been an
ongoing pernicious complaint in our industry since before I
jumped in some 20 years ago. That said, there have been remarkable improvements in development and localization practices.
At least in my corner of the world, we collectively spend less time
convincing people of the basic need to internationalize and localize than
years ago, though executive buy-in remains an issue at some companies
even when they are global operations. Companies and personnel are
quicker to understand the technical challenges and they want sustainable solutions. That said, there’s still a lot of room for improvement.
Emphasis on agile and continuous development brings software
users new functionality quickly, with controlled risk, faster execution,
feedback and adaptation. Delighting customers with new features
has become simply what is expected. Similarly, localization delivers
customer delight for those outside “home” markets. Localization is
performed to raise the appeal and competitiveness of software in
any particular market. It behooves our industry to look for ways for
localization to keep up with the pace of software development.
My company runs an annual survey of industry stakeholders, targeted
at software development rather than the broader localization industry.
One open-ended question asks for the most important internationalization (i18n) and localization challenge facing the respondent’s company.
Common answers relate to the lack of a consistent system and approach,
and difficulties matching localization with agile development. Funding and company buy-in obstacles were also commonly reported.
The most frequently reported issues involved difficulties supporting agile development and consistency in approach and adaptation
of i18n and localization across the company. For example, one

respondent stated, “For most
of our company’s development
teams, the technology is so
challenging and the deadlines
so tight that localization is just
one more item on the development schedule. So localization
becomes one of the last hurdles
before shipping worldwide.”
I can sympathize with this
predicament; however, given that my
company’s mission is to integrate
i18n and localization into development processes, I can see that a big
contributor to making localization
an afterthought is that most have
not kept up their processes and
technologies to match the cadence
of development. Many of our other
survey questions asked about simple
processes involving i18n testing,
pseudolocalization and turnaround
times for new feature localization.
Far too many — usually 70% or more
— were not using any automation
to support i18n and localization.
Continuous systems for i18n
and localization should first
make it straightforward to write
March/April 2019
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internationalized source code.
Fixing issues during development is by far the cheapest time,
rather than during testing or after
localization. We accept systems
that analyze code for security and
bugs. An administered system
for i18n can do the same, reducing i18n backlogs later on.
Making changes to localization
is a matter of automating change
management. It is surprising that
companies still have to wait for
an engineer to manually handle
resource files, sending them out and
then getting them back, aggregating
them and placing them in a build.
That increases the chance for human
error, plus there’s a likelihood of
even simple tasks of this nature
getting bogged down in a queue
of to-do lists. It’s no wonder many
companies in our survey that already
localize only update localization
one to four times per year, even
though they are providing product
updates far more frequently.
When a continuous system
is actually a person and perhaps
a spreadsheet, it’s going to have
costly limitations — even if you’ve

“always done it that way.” Consider
that many products have tens to
hundreds of git repositories and
branches, all changing with their
latest sprint. When you have
one localization team supporting an enterprise, you can see
clearly why traditional methods
won’t allow localization to move
at parity with development.
The full scale of continuous
localization should streamline at
code creation (i18n), functional
QA, localization file handling and
linguistic QA. Solutions should
work fluidly with development,
with clearly actionable error
handling and collaboration.
Remember, pushing out a bug
report with a screenshot of an
issue means that a developer
must stop what they’re doing and
figure out where that issue exists,
fix it and then test it again. If a
person has to touch a file from
the latest sprint that might only
have a few handfuls of words
needing a localization update, you
are automatically losing money.
Just because this may not be
a line item localization expense

Give The Gift Of
Knowledge
— for free!

If you find information in any issue
of MultiLingual that you know would
benefit a friend or colleague, let us
send them a copy.

Simply email freecopy@multilingual.com with the person’s name, postal
address and the date of the issue you’d like to share.
They will receive a complimentary copy of the magazine along with
a note, letting them know you were thinking of them.
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to an outside vendor, doesn’t
mean it is without cost. That
real cost is a major part of why
development may push localization aside as it interferes with
their feature commitments.
All of this can seem overwhelming
if you’re still convincing teams that
localization should matter. If you need
to raise awareness, remember that
localization goals are exciting. It’s not
really about the process or the words.
There’s a story to tell of new users,
empowered solutions and company
growth. Get some backup and input
from field partners like sales, distributors and customers. Have repeated
celebrations where you bring forward
some globalization story. Teach people
about why it matters and who will be
impacted. I remember one such event
at Twitter from years ago, where they
essentially made global stakeholders
and influencers into rock stars. But
even simple lunch and learn sessions
can go a long way. Need material? Feel
free to reach out to me or just use the
search box on our company blog.
Don’t keep doing things the way
you’ve been doing them if you want
to bridge a gap. [M]
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Erik Vogt | VP Partnerships and Custom Solutions

Creative solutions are critical
to global expansion.
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.

www.rws.com/moravia

