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Rockstar. Translator.
Create electric content with Flavio, a
translator by day and rockstar by night.

We wrote a book, Move the World with Words, to put a spotlight
on the human element of global commerce: translators.
This is our first-ever publication, and to celebrate its release in
September, we’re hosting events in New York and London that
are entirely focused on translation. Together, we will discover
what it means to #movetheworldwithwords.

Smartling.com/book

We believe
in humans.

We believe that humans make the difference.
We believe that language is at the core of what makes us
human. That technology helps us to perform at our best
and increase our capacity.
The better we perform, the more we can invest in people.
And the more we invest in making people happy, the better
we perform.
We support talent through education, we invest in young
people’s ideas, we trust our clients.
We are building the most engaged community of translators
ever. A virtuous, long-term symbiosis where humans are
supported by machines and machines learn from humans.
This allows us to be efficient, adaptable, convenient and fast.

We open up language to everyone.
translated.com
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f all the things that led me into localization, travel
tops the list.
When you grow up homeschooled in the rural
United States, your primary window into the larger
world is books. We had no television, and this was
before internet became widespread. In this context,
books are the lines by which you sketch everything.
I pictured Paris because of Victor Hugo, the English
countryside thanks to C.S. Lewis. Ernest Hemingway
had me dreaming of Spain and Italy. So, when I left
home, I wanted to see the whole world.

My first stop was China, at 19; I moved to France
at 20 and began forays into the rest of Europe from
there. I learned a second language; I learned about
other cultures. Not just as a tourist, but as someone
who wanted to blend in instead of sticking out like
a weirdo — the way I had done growing up anytime
we went to the grocery store and my siblings all
pretended to be mannequins modeling the latest thrift
store fashions.
You can learn a lot about culture and language
trying to blend in when you travel. And this, of course,
can come in handy when you work in localization.

Our writers for this issue are seasoned travelers
themselves, considering the intersection of tourism
and localization. So if you’re anything like me, this one
will hit particularly close to home.
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“Go Global, Be Global”

LocWorld41
Silicon Valley
November 6-8, 2019
Fairmont Hotel, San Jose, California

The conference for international business, translation,
localization and global website management offering the following tracks:
•
•
•
•
•

Preconference
Content Management
Data
Global Business
Go Global, Be Global

•
•
•
•
•

Inside Track
TAUS
Technical
Unconference
What’s Next?

PLUS:
Keynote Presentation:
Vitaly Golomb
Chief Global Tech Investor
Sponsored by:

www.locworld.com/locworld41

Find solutions from these industry leaders

The world’s #1 Localization Conference & Exhibition Series

Re cap s

F e a t u re d R e a d e r
Would you introduce yourself?
Caloã de Sá Gouvêa, business development manager at Translation Back Office.
Where do you live?
I am currently based in Kyiv, but Córdoba, Argentina,
is the place I call home. Of course, as a Brazilian, I will
always try to be in Brazil as much as possible.
How did you get started in this industry?
Like lots of people, by accident! After finishing my
university studies and getting a history degree, I
started looking for jobs as a history teacher, and I did
that for a while. Afterwards, I decided to travel, and I
moved to the US to work for a hotel, then to Ireland to
improve my English. For a while, I questioned my decision of picking Dublin to study English, but it worked.
Long story short, after Ireland I moved back to the US,
spent some time in Brazil and then Argentina.
It was in Argentina where I started in the industry.
I was teaching Portuguese at an IT company. It was
February 2008, the global financial crises was hitting many industries hard, and at my place of work,
it was no different. Translation Back Office was literally the company next door. Before losing my job
as the Portuguese teacher at the IT company — and
I knew it was just a matter of time — I decided to try
something new. I literally knocked on Translation
Back Office's door.
I can remember as if it were yesterday, the secretary
of the company coming to the door, quite scared (nobody knocks on translation agencies' door) and she
asked me: “how may I help you?” And I told her, “In
fact, I think I will help you! I speak three languages,
and you are a translation company. I am sure there is
something I can do to help. And I would like to leave
my CV.” I had a printed CV with me, describing my
history teacher and bartending experience.
Luckily, I got the job. Now ten years later, I am still
around, meeting people, traveling the world and
working hard to find the best possible solutions not
just for clients, but also for coworkers and the management team.
What languages do you speak?
Portuguese, Spanish and English. It is my fault that I do
not speak Russian yet, but I still have six months to go — I
will leave the place at least understanding it a bit.
Whose industry social feeds (Twitter, blog, LinkedIn,
Facebook) do you follow?
I follow so many people and companies that
it would be a long list, but I can mention a few:
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GALA, LocWorld, Plunet, Elia, LocLunch, Smartcat,
MultiLingual, those only in LinkedIn. On Twitter,
probably all of those, plus others such as @KathrinBussmann, @Nimdzi_Insights, @localizationguy,
@atanet, @donnaparrish and @amclind.
What do you like to do in your spare time?
I am a travel fanatic! I am always looking for new
places to go, new dishes to try and new people to
meet. I love snowboarding during the winter and
longboarding during the summer. Yoga is something new in my life, and I am trying to make it part
of my routine, but swimming is definitely my thing. I
go to the gym every day and swim at least 1.5 kilometers. Weekends are for Netflix and friends.
What industry organizations and activities do you
participate in?
I have recently become a LocLunch ambassador,
but other than that, I am fully open for invitations.
Do you have any social feeds of your own? Twitter
handle, blog?
I am very active on Instagram (@caloa_gouvea),
LinkedIn (www.linkedin.com/in/caloagouvea), and
Twitter (@CocoGouvea).
Why do you read MultiLingual?
With clients all over the world, with particular
needs, it is essential for me to be always on top new
trends in the industry. MultiLingual is an excellent
source of information, not just for me, but also to all
those involved in the translation industry.
Since I'm a member of the sales team, MultiLingual
also helps me to schedule the events I will attend
throughout the year, and from time to time, I can
even find exciting leads to follow.

News

Business
Unbabel receives funding

Unbabel, provider of an AI-powered, human-refined
customer service translation platform, has raised €55 million in Series C financing. The round was led by Point72
Ventures, along with e.ventures, Greycroft, Indico Capital
Partners and previous investors.
Unbabel https://unbabel.com

Pink Noise opens new center in France

Pink Noise, a game localization agency, has opened its latest
recording studios and production center in Paris, France.
Pink Noise www.pinknoisestudios.com

Global Guild launch

Loy Searle has announced the official launch of Global
Guild, a peer-to-peer mentoring consulting service focused
within the globalization, localization and content industries.
Global Guild https://globalguild.net

TransPerfect acquires MoGi Group

TransPerfect , a provider of global business services, has announced the acquisition of MoGi Group, a provider of video
games services and gaming solutions.
TransPerfect www.transperfect.com
MoGi Group International https://mogi-group.com

ZOO Digital opens London production hub

ZOO Digital Group, a provider of localization and media production services for the entertainment industry,
has announced the opening of a new dubbing facility and
post-production hub in London, UK.
ZOO Digital Group www.zoodigital.com

BTI Studios merges with IYUNO Media Group

BTI Studios, a provider of subtitling and dubbing services, has announced a merger with IYUNO Media Group
under the IYUNO Media Group brand and will be headquartered in London, UK.

beyond the conference participants to better represent the
diverse translation market.
TLC Conferences www.translation-conference.com

Language equality initiative
receives funding

Translators without Borders (TWB), with the support of
Microsoft Philanthropies, is working to develop a replicable
and scalable machine translation model for low-resource
languages. Microsoft’s foundational funding, along with
support from the Cisco Foundation, will allow TWB to
grow Gamayun, a language equality initiative.
Translators without Borders www.translatorswithoutborders.org

Guidelines for mentoring

Translation Commons has published Mentoring Guidelines, a 70-page collaborative document created by volunteer
professionals intended to provide a reference system and
building blocks for a successful translator or interpreter mentor/mentee relationship.
Translation Commons https://translationcommons.org

Products and Services

Wordbee term base

Wordbee, a provider of translation management solutions, has developed term base, a terminology management system that is compliant with TBX 3.0 and integrates
with the company’s project management, invoicing, CAT
tool and linguistic resources management modules.
Wordbee www.wordbee.com

Lexigo launches Fred

Lexigo, a translation services and technology provider,
has released a cloud-based productivity tool built for
freelance translators. Fred (Freelancer Edition) started as
an internal project to manage the administration side of
freelance business.
Lexigo www.lexigo.com

People

BTI Studios www.btistudios.com

Resources

TLC all-industry survey report

The Translation and Localization Conferences (TLC)
survey results report has been posted as a pdf on its website. With over 300 responses worldwide, the survey went

Recent industry hires

Euro-com International, a provider of translation services, has hired Rodric Leerling as international account
manager.
■■

Euro-Com International https://euro-com.net
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C al e n d ar

October

American Literary Translators Association
www.literarytranslators.org/conference

60th ATA Conference

tcworld 2019 - tekom

October 23-26, 2019, Palm Springs, California USA

November 12-14, 2019, Stuttgart, Germany

American Translators Association, www.atanet.org/conf/2019

tekom, https://conferences.tekom.de/tcworld19/tcworld-conference-2019

LavaCon Content Strategy Conference

ConVTI

October 27-30, 2019, Portland, Oregon USA

November 14-15, 2019, online

LavaCon, https://lavacon.org/2019

DE LA MORA Interpreter Training, https://bit.ly/2kGkLW0

Content Strategy Applied 2019

Localization Careers

October 29-30, 2019, San Jose, California USA

November 21, 2019, San Jose, California USA

The Content Wrangler, www.contentstrategyapplied.com

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

November

L10N PM Certification

EXPOLINGUA Berlin

The Localization Institute
www.localizationinstitute.com/event/silicon-valley-l10n-pm-certification-2019

ICWE GmbH, www.expolingua.com

November 4-5, 2019, Menlo Park, California USA

November 22-23, 2019, Berlin, Germany

Nordic Translation Industry Forum

Game Global Summit

November 24-26, 2019, Gothenburg, Sweden

November 5-6, 2019, San Jose, California USA

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

Localization World, Ltd., https://gameglobal.events

December

LocWorld41 Silicon Valley

ND Focus — Elia’s focus on
Project Management

November 6-8, 2019, San Jose, California USA
Localization World, Ltd., https://locworld.com

December 5-6, 2019, Hamburg, Germany

ALTA42

Elia (European Language Industry Association)
http://elia-association.org/our-events

November 7-9, 2019, Rochester, New York USA

Tr a n s l a t i o n

•

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

•

Copywriting

•

Editing

•

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
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Calendar

2020

February
AITCO 2020

February 7-8, 2020, Arusha, Tanzania

East African Interpreters and Translators Association
https://conference.eaita.org

LREC 2020

May 11-16, 2020, Marseille, France
The European Language Resources Association
https://lrec2020.lrec-conf.org

2020 STC Technical Communication
Summit & Expo
May 15-18, 2020, Bellevue, Washington USA

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

Together

tcworld China

Elia (European Language Industry Association)
http://elia-association.org/our-events

tekom, https://tcworld-china.cn

February 27-28, 2020, Milan, Italy

LATA 2020

March

March 2-6, 2020, Milan, Italy

Saint Petersburg State University, IRDTA, https://lata2020.irdta.eu

TAUS Global Content Conference &
Exhibits 2020
March 9-11, 2019, San Jose, California USA

May 30-31, 2020, Shanghai, China

IJET-31

June

June 5-7, 2020, Fukuoka, Japan

Japan Association of Translators,
https://jat.org/news/show/request-for-proposals-ijet-31

Languages & The Media

June 8-10, 2020, Berlin, Germany
ICWE GmbH, http://languages-media.com

TAUS, https://bit.ly/2kELToj

GALA 2020

March 15-18, 2020, San Diego, California USA
Globalization and Localization Association
www.gala-global.org/conference

Game Developers Conference

March 16-20, 2020, San Francisco, California USA
UBM LLC, www.gdconf.com

April

connecting your visions,
technologies and customers

ContentTECH Summit

April 20-22, 2020, San Diego, California USA
UBM LLC, www.contenttechsummit.com

BP20 Translation Conference

April 24-25, 2020, Nürnberg, Germany
BP Translation Conferences, http://bpconf.com

May

CreAtIve Language Conference

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

May 8, 2020, London, UK

Retro Digital, Crisol Translation Services, http://clconf.co.uk

www.star-group.net
STAR_ad-ML.indd 1
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Column

Client Talk
Motorola
Terena Bell
Terena Bell is senior director of communications
for Lionbridge. However, this article was written
while she was an independent reporter covering
translation for The Atlantic, The Guardian,
MultiLingual and more.

.

Welcome to Client Talk, a column where we chat with people
who buy translations. This issue we interview Juliana Rebelatto,
a localization manager for the cell phone company Motorola.
Last issue marked the two-year anniversary of this column, and if
there’s one thing we’ve learned, it’s that while all clients say their needs
are unique, we have found certain commonalities from one issue to the
next. One of these is that buyers either understand the need to work with
professionals or they don’t, and change management is generally a pain
point. Taken together, what do these two years of interviews tell us about
how buyers perceive localization as a whole?

Meet the client
Motorola has its headquarters in the
United States, but Rebelatto works near
São Paulo, Brazil. That’s where she earned
her undergraduate degree in languages
and translation, later earning a certificate
in project management in the United
States. Rebelatto speaks Portuguese,
English and Spanish.
Her department processes more than
four million words per year in more
than 50 languages — and that number
only covers software interface strings
and customer support content for the
company’s Android phones.
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Juliana Rebelatto

So what does get translated
and how?
Of these four million words,
not all are originally in English.
“Some of our content is written in
Simplified Chinese,” Rebalatto says.
This work is translated into English
to verify source consistency before
localization into the target language.
Translation partners are selected
through request for quotation
(RFQ). These vendors also perform
quality assurance (QA) and internal
technical account managers provide
in-country feedback.
When new or edited content
is sent to Rebalatto’s team, staff
compare it with the translation
memory included in their chosen
translation management system
(TMS). A second vendor then
performs QA using internallydeveloped software repository
management and automated user
interface visualization tools. While
the translation process itself never
changes, Rebalatto says, “What

Colum n
varies is the amount of effort we
dedicate to each of the languages.”
That has to do with the needs of
the company and the market, and
"requirements which are measured
— as an example — by the number
of activations Motorola’s products
get in each region and language.”

So on a scale of 1-5, how
important is professional
translation?

“From the moment users open
the box,” she explains, “they
expect that their new phone is in
a language they understand, that
its localized software supports the
same basic functionality that the
original language ... does and they
expect it to have the same level of
quality.”
That’s why she rates the importance of professional translation
at a 5, just like 64% of Client Talk
profilees. But only 21% of the
companies we’ve interviewed —
including Motorola — only work
with pros. “Translations handled
by our department are 100%
purchased,” says Rebalatto.
Yet despite her team’s heavy
reliance on tools, she only ranks the
value of a TMS at a 3: “It is important but not as much as the language
service quality we could get without
a well-established TMS.”

such as developing internal tools
that brought us vendor neutrality,
the centralization of a globalization
team and bringing up motivated and
well-engaged vendors.”

The problem with the
solution, which leads us to
our pattern

It’s surprising that a company that
builds and sells technology would
use the exact same system for more
than 20 years — in fact, it’s downright odd. What if Motorola customers kept using the same phones
they’d had since 1999 by default?
According to Rebalatto,
keeping the same TMS for over
two decades allowed her team
to concentrate on centralization. That said, purchasing isn’t
centralized — non-Droid, legal,

marketing and other content route
somewhere else. Looking through
Client Talk interviews for patterns,
it seems much more likely that
May/June 2018 profilee Marriott
International was right: it’s tremendously difficult for localization
managers to effect organizational
change. And as Georg Kirchner,
globalization technology manager
for Dell EMC, alluded to at TAUS
Global Content Summit New York,
sometimes buyers are afraid to
adopt much-needed tools because
then they’d be out of a job.
Whatever the reason, Client
Talk has seen a pattern of some
buyers avoiding change — even
when it’s as humiliating as a
high-tech company disregarding
technological development for
more than 20 years. [M]

A resistance to change
Maybe this low rating is why
Motorola had the same TMS
provider for more than 20 years,
despite what Rebalatto calls “new
products and fancier functionalities [that] have become available
for the public.”
Earlier this year, the company
finally made a switch in their TMS
providers. When MultiLingual asked
what took so long, Rebalatto said:
“We were pleased with what we
had. Besides, we focused on more
important aspects of the process,
November/December 2019
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Perspectives
Localizing for
employees
Ray Walsh
Ray Walsh is a communications consultant
and author of Localizing Employee
Communications: A Handbook. He has
helped global organizations deliver content
for 20 years. Currently based in Prague, he
has been working in Europe since 2007.

Employee communication,
as a field, is not normally
targeted by language service
providers (LSPs) — probably
because most companies keep
minimum budgetary allotments for employee-focused
content. But as corporate content
struggles for employee attention,
especially in global markets, LSPs’ knowledge of audiences gives them an opportunity to deepen client
relationships. LSPs can remind clients that employees are not a
guaranteed audience, and coach clients how to make strategic
changes in communication practices.

Multinational companies typically have not considered the unique
needs of employees outside the headquarters’ home country. But if they
start to look at aspects of the work experience (such as what can and
should be localized, which locations would benefit most from it and what
that process would look like) they have much to learn from partners in the
translation and localization industries.
Every global company I’ve worked with maintains that its corporate
language is English — even those with headquarters outside Anglo-centric
regions. Since I work in corporate communications and produce content
in English, my experience is a limited sample.
The belief runs deep that companies need a lingua franca and that
English is the most logical and affordable choice. When I talked to people

16
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at LocWorld about my interest
in the question of how localization could be applied to internal
communications, several didn’t
think it practical. One attendee told
me that multiple languages would
work against a company’s effort to
unify employees and teams together
behind a purpose and a strategy.
It’s true that professionals all
over the world are able to speak and
understand English at a high level,
especially in sectors like healthcare
and technology. But readers of this
magazine know that when it comes
to winning hearts and minds (which
is what companies want to do when
communicating to their people)
localized content is more appealing
and more persuasive.

What’s wrong with English?
Relying on English as the only
operating language overlooks
important aspects of the work
experience.

Colum n
[[ Unless you’re in an Englishspeaking country, day-to-day
interactions typically occur in
another language, and establishing another one as standard puts
corporate and local content on an
unequal footing.
[[ Producing global content in only
one language fosters complacency
about conventional practices and
discourages the examination of
audience needs or impact.
[[ Company-wide content is written
from a global perspective. It’s abstract,
distant and exclusively in English,
contributing to the local perception
that the corporate office doesn’t
understand or care about them.
[[ English-centered content
discourages global engagement. Few
employees outside of native-speaking countries have the confidence
to comment or post a selfie video,
especially since English mastery is a
job requirement.
Communicating exclusively in
English has another significant
side effect: it decreases the chances
that global employees will read the
content. While the corporate office
may write about important subjects,
global employees may habitually
ignore it. With so much content
demanding their time, people are
looking for ways to prioritize and
screen out what’s not essential. Corporate content in a foreign language
easily falls into this category.
With my clients who measure
content readership, I’ve seen firsthand that lower read rates can’t just
be attributed to comprehension. You
would expect lower content engagement in countries with less English
proficiency, but readership drops
even in countries like the Netherlands and Sweden where fluency in
English is high. For content created
in the US, I’ve even seen lower read
rates among other English-speaking
countries. So much for English being
a shared language.

The true costs of translating
content internally
The conventional practice for
English-only companies is to allow
local markets to determine whether
and how to translate a message. It’s
surprising how ignorant corporate
managers can be about language
needs. For example, I’ve heard of some
companies genuinely surprised that
a message was delayed by a couple of
days because it needed to be translated
into Chinese. But translating is happening anyway, with or without the
involvement of the corporate office.
Corporation headquarters generally don’t budget time or money for
translation of internal content, and
local countries don’t want to spend
money on this work either. They often
assign the task internally — giving the
work to someone untrained in translating and who has another job to do.
Some companies report that they’ve
successfully crowdsourced translations
from among employees, but both
approaches overlook the fact that
there’s no such thing as free translation.
With volunteer translators,
quality and accuracy will suffer. It
can also be a drain on productivity.
Corporate functions like marketing,
communications, human resources,
compliance and others independently
dispense pieces of content for local
consumption. This output is uncoordinated, and the collective volume
may add up to a heavy translation
load at the local level.
If companies continue to depend
on volunteers to adapt and execute
their communications, they should
be prepared for misunderstandings,
misinterpretations, resistance and
delays.

Educate management about
communicating globally
Managers at headquarters need
to better understand the language
needs of their own internal stake-

holders, which countries their work
impacts and to what extent. One
communication manager I talked to
led the project with his company’s
global LSP, and months after, project
managers kept asking him which
language set they needed for their
product launch. “They thought of
me as the translations guy. Shouldn’t
they have people in their own group
who can tell them?” he said.

Which employee groups
need localization?
Global projects rarely have a budget for internal translations, and when
they do, they have to determine the
language set that they can afford to
translate into. They typically allocate
their translation budget according to
headcount, providing content only for
a few of their largest markets.
A more useful allocation would
consider the project’s purpose. For
example, it might be a better choice to
reflect the company’s growth strategy
and translate for countries designated
with the most ambitious goals. If the
purpose of the content is to urge people
to complete mandatory training, they
may want to focus on countries where
participation is historically low, those
with the lowest proficiency in English,
or those with the least engagement
with corporate content.
In the May/June 2019 edition of
MultiLingual, John Yunker of Byte
Level Research advised companies
to prioritize according to scenariobased localization. The same
principle could be applied to global
employee communications. Instead
of thinking about entire channels or
initiatives, companies should consider end-to-end user experience in
processes such as expense reporting,
training or internal recruiting. If the
company is struggling to get results
in specific countries, localization is
an opportunity to work closely with
local business units and focus on
outcomes instead of output.

November/December 2019
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Internal communication budgets
are obviously limiting, but the silver
lining is the opportunity to do some
close cost/benefit analysis. It may be
too expensive to localize content
in a specific project for Germanspeaking countries, but the costs

for Polish and Romanian could be
within reach. Even if the company’s
presence in those markets is minor,
localizing for more affordable
markets gives companies an opportunity to evaluate the benefits of
the practice.

Localization as a tool for
improving engagement
Targeting translations also brings
local countries into the process.
Collateral in select countries that
normally wouldn’t see corporate
translations helps build alliances with
local functions.
Traditional corporate communications divides the world into senders
and receivers: content is created
centrally and then distributed. Not
only is this kind of content widely
ignored, at the local level it breeds
passivity. Local business units resign
themselves to global content, thinking that such content is the best the
company can do.
Localization gives local management a stake in content, and if they are
engaged, they are more likely to follow
through and help communications
have more impact. By taking part in
localization, local business units can
transform how they interact with
employees, get their attention and
create content that resonates with
people’s experience and interests.

Convince clients to see their
employees as stakeholders
The localization and translation
industries know far more about global
communication than most. In routine
work with clients, LSPs will encounter
strategic initiatives that could benefit
from localized components designed
for employees. Examples include:
[[ Rollout of a new product or service
in global markets.
[[ Training for a new process or tool.
[[ Content or training related to safe
work procedures.
LSPs should ask their clients
whether they’ve planned to engage
employees about the content they
are creating together. If they can
convince their clients that employees
are also a stakeholder to be reached
through localization, LSPs can
expand their business. [M]
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Community Lives
Language museums
of the world
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.

The world’s first known museum was multilingual, founded
by Babylonian princess Ennigaldi-Nanna in approximately 530
BC, and devoted to Mesopotamian antiquities. It was uncovered
in 1925 by archaeologist Leonard Woolley, who excavated the
world's earliest known museum label there. He found clay cylinders in the chamber, each with text written in three different
languages, including the language of ancient Sumerian and the
more modern (for the period) late Semitic language.
The eventual result of these records and other artifacts was the preservation of a vibrant culture. They serve to show us just how important languages
have always been to our vastly diverse global community. Attending museums
is a vital part of being a tourist in the world’s great cities. Imagine a trip to
New York, Paris or Cairo without a museum visit or two — it’s unthinkable.
I recall many trips to museums in London, and especially my first
visit to the British Museum — crowding around
the Rosetta Stone which, with my education in
Classical Greek, I
chat version
could actually read.
Everyone must have
A number of museums devoted to
noticed multilingualism like this
language are scattered throughout
in major museums
the world and through history.
at some point or
another. Language
is always a vital part
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of the historical past. But what about
museums devoted to language itself?
The possibility of a museum
dedicated to language had never
occurred to me until recently, when
I happened upon the work of Ottar
Grepstad at the Ivar Aasen Centre of
Norwegian Language and Literature.
My curiosity about a previously
unexplored aspect of the language
community was piqued.
Grepstad has his own Wikipedia
page, and from it I learned that
he is a celebrated writer who was
at one time the director of the
Nyorsk Kultursentrum. I learned
that Nyorsk is in fact one of the two
written standards of the Norwegian
language — the other being Bokmal.
Filing this away for future exploration, I discovered that Wikipedia
has, among many linguistics articles,
a page on museums of language,
proving yet again that our community represents one of the richest
heritages on earth. The multiplicity

Colum n
of languages — as many as 7,000
globally — suggests this by definition, but how rarely do we have the
time to stop, enjoy and learn about
them? Cue a visit to the nearest
language museum or, if that’s not
an option, surfing Jimmy Wales’s
encyclopedic treasure trove.
Grepstad is now general director
of the Centre for Norwegian Language and Literature, but he clearly
possesses a global sensibility of the
critical importance of multilingualism. The list of museums he has
compiled is comprehensive. There
seem to be 90 or so such institutions
around the world, added to which
are many more in the world of the
internet. It is impossible to do justice
to how comprehensive and diverse
this work is in as short a piece as this
one. However, I would like to hone
in on the United States’ contribution
to memorializing the languages of
the world by looking closer at the
National Museum of Language
(NML) in College Park, Maryland.
The constant need of the intelligence community for trained
translators and interpreters is no
secret, and it seems the NML owes its
origin to Puzzle Palace linguists who
staged an exhibition called “Language,
Its Infinite Variety” back in the early
1970s. In the almost 50 years since, the
NML has evolved to bridge academic,
government, business and other
communities, and provide a public
forum for the celebration of “the
magic and beauty of language.” But the
NML offers a lot more than a bunch
of interactive exhibits to keep the kids
occupied on a rainy afternoon. They
host events involving advocacy of all
manner of social and linguistic issues.
They host language of the month
exhibits, recently featuring Cantonese,
Navajo and Piscataway. And they
publish a blog with a truly diverse
range of topics, from popular culture
to academic research, governmental
issues and so on.

Of all the different angles that we
can use to examine language, the
one that currently stands out for
me involves indigenous languages,
especially the preservation of dying
languages and writing systems. The
arguments for preserving underserved languages are well known to
the localization community, and,
thanks to some truly heroic efforts of
advocacy, have been brought to the
notice of a wider public audience.
These efforts are saving numerous
cultures from certain extinction.
But language museum settings,
properly designed, can provide
intimate contact with languages and
those who speak and write them.
The real bonus is that it may inspire
actual language users to contribute
back to their communities. In this
way, kids at school and at home can
gain a deeper understanding of their
cultural roots. For example, a couple
of professors in Kenya, in the context
of 2019 being the International Year
of Indigenous Languages, convinced
me how much passion there is
among locals to emphasize African
languages as vital to their communities’ cultural health.
I recall translating content for
indigenous Indian communities in
a project that recognized that many
people, women in particular, were
unaware of various health issues
because they could not understand
English or the approved Indian
dialects. Museums, as places where
local languages are celebrated, feed
directly back to the communities
that house them. There, history is
not dead and buried in glass cases,
but alive and kicking.
Unfortunately there is a rather
unsavory aspect to the interest that
colonialist language cultures take in
indigenous languages, and language
museums are the perfect antidote
to this. I’m referring specifically to
the data sharks who circle relatively
unknown languages and their

users, expecting to feast off them.
They have no interest in language
and languages as such, but are out
to exploit them on the pretext of
globalist expansionism. Old colonial
habits die hard, it seems.
But insight provided by Abram
de Swaan, a pioneering sociologist
of language, tempers fears of this
destruction. Researchers have often
been astounded at the survival rate
of languages subjected to hegemonic
pressures. Why do they survive and
even thrive under adverse conditions? While it is true that imported,
colonialist languages can transform
business markets and result in
educational bias in curricula, the
population of native users often far
exceeds that of incomers. Everyday
usage persists. Linguists know this
and champion their cause beyond
the simple value equation for language use that the “developed” world
imposes. As de Swaan puts it in his
book Words of the World, “Linguists
are to language what ecologists are
to nature.”
As UNESCO’s International Year
of Indigenous Languages progresses
towards its culmination in Paris this
December, we all have an opportunity to educate the world about our
rich heritage of languages and their
speakers. This is of course a business opportunity, but for once that
can take a backseat to the real stars
of the show — the several billion
people who, as de Swaan says, “...
are illiterate and know only their
local languages” and who “would
dearly love to understand the
pleas made so eloquently on their
behalf.” With this in mind, if you
are so disposed, try searching out
your local museum of language and
see what they have to offer. While
the global community is one vast
language museum, it’s important
to witness our collective history
in a condensed form like a formal
exhibit. [M]
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XTM Cloud: Productive, interoperable and AI-powered!
The fast-paced digital revolution and agile development
can result in enterprises facing growing volumes of content to localize. To flourish globally, it’s crucial they have
the bandwidth to tackle all the tasks they need to accomplish. Is your organization among those struggling to
keep pace with the volume of content to localize? And, if
so, do you have the right tools to manage it?

The localization challenge
Localizing large volumes of data can be a labor-intensive,
time-sensitive process. Our goal is to provide global enterprises with an advanced capability for localization process
automation, to eliminate the repetitive tasks performed by
project managers and translators. From exporting content
from a repository, through to sending packages to the translator, to importing the content back into the repository, it
may take up to 40 steps to deliver a project. This is labor-intensive, costly and, worst of all, error-prone.

The solution: Interoperability

It is therefore a priority to find a translation management
system (TMS) that seamlessly connects to your source
content management systems (CMS). The TMS should
import or receive new source content from the CMS
and deliver the translated version back into this original platform. XTM automates content localization with
out-of-the-box connectors for the most popular CMSs,
including source control systems, ecommerce platforms
and marketing automation solutions such as Adobe Experience Manager, Sitecore, Marketo, Eloqua, Salesforce
Commerce Cloud and WordPress. The connectors eliminate manual file transfers and spreadsheet sharing once
and for all. Users who require increased interoperability
turn to XTM for a competitive advantage.

Customizable translation
management system

The competitive localization market creates a need for
solutions that are easily customized to specific situations.
They need to be able to be implemented as soon as specific business needs arise. Thanks to its underlying microservices infrastructure, XTM allows you to configure the
system for business needs without waiting for a major
release. This is what differentiates next-generation translation management systems from other tools on the market.

Productive translation workspace
In the era of the growing demand for content, it’s vital that
next generation translation management systems deliver
productivity boosting and user-friendly CAT tools. They
ensure real-time collaboration between linguists scattered
across the globe. XTM Cloud Workbench, a new translation environment, released as part of XTM v12 does this
and more. By using the latest web technology combined
with the input from professional translators, the new XTM
Workbench delivers high translator productivity.
The available workspace has been redesigned with a menu
at the top and locating segment metadata in a docked
panel. Dynamic scrolling ensures smooth navigation
through many documents in a project. Automatic propagation for internal repetitions and find-and-replace across
multiple files in a project speed up the translator’s work, as
does the option of filtering for draft segments that require
validation. Users will find that the old XTM Editor and the
new XTM Workbench will both be available in the program until mid-2020.

Artificial intelligence in
translation productivity

Artificial intelligence (AI) is a combination of algorithms that enable computers to recognize patterns,
store them and apply them to perform tasks typically
reserved for humans. In localization, AI makes the processes far more efficient than they would otherwise
be. In effect, a human translator becomes what CSA
Research once called an “augmented translator” whose
output is more accurate and more consistent.

The XTM approach

In early 2016, XTM International commenced developing
AI-powered features, referred to as Cognitive Linguistic AI.
Released gradually over the coming months, they will fundamentally change translator performance. The key point
of the Cognitive Linguistic AI method is the ability to learn
dynamically from data fed into the system. For this purpose,
a massive amount of Big Linguistic Data including vast lexicons, grammatical analysis and morphology across 60 languages have been harvested. XTM International’s ultimate
goal is to provide project managers, translators and reviewers with an efficient translation workspace.
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Al-driven workflows

Automatic placement of inlines

AI automated workflows in XTM can minimize project
management effort by as much as 80%. This is partly due
to concurrent workflows, which, in the case of high-volume projects, ensure that work is split between multiple
linguists. In a totally automated scenario, project delivery
is reduced to a few most essential steps.

Inline elements denoting font changes or hyperlinks need
to be placed in the appropriate place in the equivalent
translated target segment. Such actions are fairly laborious for a translator and detract from the actual work of
translating. XTM will remove the manual burden from
the translator by automating the placement of the inline
elements in the correct position and order.

Al-powered matches
What if a linguist provides a word or phrase that doesn’t
match the pre-translated words or phrases but is very
close? In the near future, XTM will “fix” that difference by
searching for words or phrases that make a good match
for the missing part of the fuzzy match. Another soon-toappear feature in XTM Workbench is subsegment matching. When equivalent words and phrases are identified in
a document and these are identified in a new segment to
be translated, then these can be suggested to the translator automatically. This comes out as a huge time saver in a
translator’s routine.

Dynamic machine translation:
Learning from the translator
A further long-term goal is to make XTM learn dynamically from the linguists’ input. It is theoretically possible
to use word and phrase alignments to create a dynamic
machine translation engine for a given translation project
to assist the translator with their work. The fed machine
translation engine will be able to return the most accurate
target language equivalents while translation occurs. This
will be of great help for cases where very large amounts of
data are not available to train a neural machine translation
or statistical machine translation engine.

About XTM
XTM is a fully featured online translation management
system with an integrated CAT tool available as a payas-you-go SaaS or for installation on your server. Built for
collaboration and ease of use, XTM provides a complete,
secure and scalable translation solution.
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Using the localization
process to resonate
with travel audiences

Motoko Hunt
24

Motoko Hunt established AJPR in 1998, offering search marketing
consulting services with a background in Asian and Japanese markets.
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Most business and website owners under-

stand the importance of having localized content for each of their target markets. Localization
makes it easier for customers to understand the
products and the services you offer, and makes it
easier for customers to convert — it may determine whether or not they click the “order” button
on your website or go to your competitors' sites.
As web competition grows, simply translating
your content is not enough. While more websites are implementing a push for personalized
content and better user experiences on sites, it is
also true that websites and businesses overlook
or ignore locale-specific interests to improve the
content for the target markets they are serving.

Good localized content needs
more than correct translation

Who is the main audience
for a localized website?

In most cases, the content localization process is the
straightforward translation of the main site content into
different languages. When websites cover multiple markets using the same language, due to resource and budget
reasons, the content may be translated once with some
Top 10 attractions awarded
by American travelers

localization for currency, sizes and local contact information. Localization work such as changing metrics and
the currency is also important to send the right signal to
the search engines letting them know for which country
the site is designed. But there is more localization work
we can do to make the signal stronger. Even the English
content can be further localized by using locale-specific
terms. For example:
• Lift vs. elevator
• Toilet (loo) vs. bathroom (restroom)
• Trolley vs. cart
• Holiday vs. vacation
These are some of the frequently used terms in various travel related websites. If the site in question switched
these example terms, the readability of the content for
local users would improve. Additionally, this would boost
site visibility in search results.

These differences don’t stop at the local dialect spelling.
I am a Japanese native, so when I search for good Japanese restaurants anywhere in the world, I tend to look
for reviews by Japanese customers. One of the big differences I notice between restaurant review sites created

Top 10 attractions awarded
by European travelers

Top 10 attractions awarded
by Chinese travelers

Figure 1: Top TripAdvisor attractions ranked by different travelers.
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by Japanese people and the localized
restaurant review sites in Japanese
is the word used for Japanese restaurant. On the sites created by
Japanese natives, it’s always referred
to as 和食レストラン compared to
日本食レストラン used on localized
sites. When I search for 和食レスト
ラン in, say, New York, I usually get
the Japanese restaurant reviews and
recommendations given by Japanese
people in the search results. When
I search for 日本食レストラン, I see
the Japanese restaurant reviews
and recommendations given by
non-Japanese people in the search
results. Because I trust reviews by
the Japanese when it comes to Japanese food, I go with the ones using
和食 instead of 日本食.
The differences in opinions among
the intended audience are everywhere.
For example, the popular tourist destinations in a certain country can be
vastly different depending on where
the tourists come from. According
to TripAdvisor, the top five must-see
attractions ranked by users in the US,
EU and China are different (Figure 1).
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100
64
57
57
56
Figure 2: Interest in "Paris tour" regionally in the United States.

The list also looks different among
Japanese travelers, as they tend to
pick places to visit over a weekend,
such as amusement parks, beaches
and hot springs.

How do I find local interests?
There are multiple ways to find
the interest in specific countries or

November/December 2019

regions. You can find research and
survey data published from sites like
those above from TripAdvisor. The
tourism offices in different countries
publish such data as well.
It’s possible to find interests and
trends from the search queries. In
addition to the keyword tools by different search engines, you can find
the keywords people used to find
your website in your own data in the
analytics tools. With the analytics
tool, you can also find data such as
which pages are most visited, where
people visited your website from
and what people searched for once
they are on your website. Customer
feedback and the input of local representatives also provide valuable
information.
There are third-party tools you
can use to find the general trends
and interests related to your business. Google has a free tool called
“Google Trends” which you can find
in popular search queries and trends
over a period of time. Figure 2 shows
the results for “Paris tour” interest in
the past 12 months in the US. It looks
like people in Washington, D.C. are
most interested in finding tours in
Paris, followed by New Yorkers.

Focus
Data

Country 1

Country 2

Country 3

Country 4

Language

English

English

French

Chinese

Spanish

Search demand

Large

Small

Medium

Medium

Medium

Small

Google trends

Steady

Steady

Steady

Growing

Declining

Steady

Good

Good

Excellent

Good

Good

5

3

2

4

6

3rd party reports Excellent
Score
France

1
Airlines

Trains

Buses

Taxis

Country 5 Country 6

Rental cars

Spanish

Others

Search volume
Google trends
3rd party reports
Social interests
Score

Figure 3, top: Organizing information for country-specific sites.
Figure 4, bottom: Sample matrix for one market.

How do I prioritize sites
and content for localization?

initially create one language site to
target all countries speaking in the
same language. Once you have more
budget and resources, you can break
out separate country specific sites in
the same language (Figure 3).
Once you prioritize the target
countries and languages, you can
prioritize various content groups
based on similar data analysis. By
creating this matrix by market and
language you can identify unique
interests in each market, which

Content prioritization should
be a part of the website localization
process.
Even for well-established companies,
content localization to create different language or country websites is an
enormous task. By prioritizing content
creation/adaptation based on interests
and trends, you can localize the sites
and content in multiple stages, and you
can serve the content that meets the
needs of local demand at the same time.
You can prioritize the content
using various data and information.
For example:
• Keyword search volume
• Current website visitor data
• Visitor•trends
reported by authorprofesionálne prekladateľské
ities such as tourism
offices,
ministry
a tlmočnícke
služby
of transportation and chamber of
commerce • kompletné zabezpečenie tlmočenia
na konferenciách
• Social media
trends
Once you
gather
thisa data,
give tlmočenie
• konzekutívne
simultánne
scores for each language or coun• preklady
všetkých
svetových
try and the
contentz/do
group
for the
localization.
• súdne
overené preklady
Below is
a simplified
scoring
example for
the
country/language
• korektúry, spracovanie, DTP
sites. This gives you the localization
priority order based on the market
demand. When multiple countries
ACP Traductera, s.r.o.
tel:
+421 2555 68 939
are using the
same language,
such
as
Sídlo:
fax: +421 2555 68 938
country 1 and
2 for
GSM: coun+421 907 707 222
Šancová
102 English and
e-mail:could
bratislava@traductera.sk
try 5 and 831
6 04
forBratislava
Spanish, you

helps prioritize content creation and
localization (Figure 4).
After the localized sites go live,
monitor the site performance using
key performance indicators that
work for your business goals. What
worked well before may not always
work now, especially when the site
has any type of updates or major
changes. This type of monitoring
helps you identify problems and
then take action in a timely manner
when a certain language or country
site doesn’t perform as well as the
data you collected for the prioritization indicated, or it starts to lose its
performance level.

How do I apply
specific local interests
to my website?

A content prioritization workflow
is also beneficial for content served
on localized websites. Even if you
are not able to do extensive research,
knowing the local interests can help
you optimize the content served on
the websites. For example, if you are
aware that Chinese people prefer
www.traductera.sk

Localization Partner for your success
Preklady a tlmočenie
in Central & Eastern Europe

120,65x90,25_jachting.indd 1

Váš profesionálny partner

pre všetky svetové jazyky

TRANSLATION
LOCALIZATION
DTP
MULTIMEDIA
info@traductera.com
+420 384 361 300

success

www.traductera.com
07.06.13 17:27
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Content

understanding of the target market.
By monitoring these lists and which
of the links gets clicked, you can start
to refine offers and options based
on specific interests and increase
your potential for coveting more
customers.

Hiroshima
Miyajima
Tokyo DisneySea
Okinawa Aquarium
Matsumoto Castle
KInkaku-ji
Senso-ji

Use data to grow
your business

Himeji Castle
Kiyomizu Temple
Osaka Castle
Sanjusangendo
= First Group

= Second Group

Figure 5: Classifying the popularity of different sites in Japan with different
demographics.

group tours, while Australians are
interested in individual travel with
a flexible schedule, you can push
the package tour information on
the China site but not on the Australia site.
You can tweak not only the
destinations you offer, but you can
also research different interests in
preferred transportation and other
travel-related information such as
restaurants, tour packages and even
visa applications.
Many websites are enabling recommended content push modules
on the top page or the side columns
based on weighted insights. Let’s say
your Japan travel sites have a “you
may also like” list on the destina-
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tion pages. Instead of showing the
same five destinations on the Japan
destination pages on all country/
language sites, you can serve the top
five destinations based on interests
discovered from your research.
Figure 5 was created by simply
using the top ten attractions list by
TripAdvisor mentioned above as
an example. By having a prioritized
list like this, you can serve the destinations marked as “first group”
on each country site. By pushing
the destinations that people in that
specific country are most likely
interested in, you can increase the
conversions/sales on the site.
Setting up these modules and
weighting content helps validate your

November/December 2019

It is important to always think of
the target audience for each of your
websites and ask relevant questions.
Are your Japanese destination pages
created for a Japanese audience, or
for the foreigners thinking of visiting Japan? What is the reason when
a specific piece of content performs
really well on the US site, but not on
the China site?
Collecting and analyzing data
may seem a never-ending task. But
in reality, it doesn’t need to take
too much of your time, and you
could do it inexpensively, as there is
a lot of free data published online.
Making decisions based on data can
also save you from guesswork and
give you a negotiation tool when
creating localized websites. By
prioritizing your market sites and
content, new sites will start converting more quickly, which will boost
your income and allow you to add
more customized sites for smaller
markets. [M]
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Don't overdo it
The paradox of content
in sustainable tourism

Photo Copyright @nimsdai Project Possible

Anne-Cécile Dousson-Lhéritier
Anne-Cécile Dousson-Lhéritier is a European content team manager at Amazon and the
co-chapter manager of Women in Localization Germany. She has a strong career in the
content and localization industries, both on the linguistic and management sides. Her
focus areas are business efficiency and scalability.
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I have spent many years working in the travel industry at

GetYourGuide and FATMAP, and over the years sustainability
became more and more important. Customers now want to own
their travel experiences end-to-end, and they are getting more
conscious of the impact of their actions. Whether tourism companies have sustainability at the core of their business model or
as a possible choice for a subsegment of their customers, it is a
concept everyone is talking about. However, it still has a buzzword effect — what does “sustainable travel” actually mean?
Sustainable travel encompasses three general things. The first is the ecological element: preserving natural resources, fighting for biodiversity and
being gentle to the planet in general. The second one is the economical factor:
to be sustainable means to support local economies and to help local populations on their journey toward financial autonomy. Finally, the third pillar is
cultural or societal. In a sustainable world, local cultures are respected and
preserved, and their awareness creates a survival of ancestral rituals, techniques and ways of life.
Content in general, and localization in particular, play different roles for
each of these three pillars. In many cases, content — visual or editorial — helps
reach a global audience and therefore raises awareness. However, generating
it incorrectly can create the opposite reaction, creating too much tourism and

The business operation

Local linkages

Tourist shopping, eating, donations

Local crafts, artisans, restaurants,
retail outlets, charities
Local cultural and heritage
products, small businesses

Excursions and activities

Local partnerships
Neighborhood initiatives
Shared equity ventures

Accommodation

Staff

Training, recruitment and promotion
of local staff

Supply chain

Local entrepreneurs
Supply of goods and services

Tour operators, Ground handlers
Figure 1: The tourism business operation and a variety of local linkages.
Adapted from Pro Poor Tourism Partnership and Travel Foundation, 2005.
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attracting global brands that then take
over the local market. Let's do a deep
dive into sustainability.
Environmental
protection
is
becoming a societal topic and presents a very strong business argument
for tourism companies. The travel
industry embraces it, and seems more
concerned than before about the
ecological impact of their offerings, at
least on a marketing level. The transportation sector is a typical case: airlines now promote their green energy
choices. Air France, for example,
announced that they’re getting rid
of their Airbus A380 planes, focusing instead on more energy-efficient
planes, green fuels and carbon offset
optimization programs.
In hospitality, hotel chains explain
how they work on the sustainability of
their offerings by reducing their water
consumption or waste generation,
thus respecting their environment.
This aspect is probably the one
where, to my knowledge, content and
localization have the least impact.
Of course, you need campaigns to
promote initiatives, you need translation to convey messages and you need
localization to adapt these messages
for local populations. However, value
comes mostly from the decision of
the traveler and the information they
use for that decision, rather than the
content itself.
The second pillar is economic:
supporting local economies and
businesses is also a key element of
sustainable travel (see Figure 1).
Enabling tourists to spend money on
local businesses like restaurants, craft
stores or hotels is a good way to create a virtuous circle that is beneficial
for the local economy. Content and
localization create a bridge between
business owners and tourists.
In order to be interested in a remote
location, tourists will need to learn
about it somewhere. In our digital
nation, it probably will be online: a blog,
an interview or a social media post.

Figure 2: Camp Four, the highest camp on Mount Everest, littered with abandoned
tents. Copyright Dawa Steven Sherpa/Asian Trekking.

The information will trigger interest
— it could be a beautiful landscape
that needs to be seen, an emotional
story about a small local shop fighting
against a global chain or an interesting fabrication technique that only
exists there. For all of these topics,
the websites in question will work by
creating an emotional bond, inspiring
and touching the audience. The goal is
to attract attention and create a willingness to visit. No matter how good
these intentions are, publishing such
content has two effects: on a positive
level, it brings awareness and allows
small communities to communicate
with the rest of the world. Translation
and localization may help a small rug
factory interact with tourists who
will buy more of their products and
understand their techniques and cultures better.
However, this also has a flip side: a
location or a tradition that becomes
too popular tends to create a saturation problem, and have negative
consequences on local populations
and businesses.

The Everest example is a notorious one. Climbing the mountain
looks like a fairytale in pictures,
and the idea of climbing the highest peak in the world has inspired
many an adventurer. The would-be
adventurer expects to go beyond
their limits, guided by a local sherpa,
and to engage with nature in its most
natural and rough aspects. However,
the Himalayan mountain has now
transformed into a tourist-saturated
locale (see Figure 2). You can't feel
nature there the way it first existed, or
even enjoy the landscape. You barely
have time for a proud selfie at the
top: a chain of athlete tourists follow
each other. Knowledge of the local
community has mostly disappeared
and recent pictures of the summit
show a massive amount of trash and
abandoned climbing materials. Local
companies do not get the majority of
profits, and local communities suffer from this over-tourism, which is
destroying the natural environment.
The third and final pillar of sustainable travel is the cultural one. This
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has been awarded the “Biosphere
World Urban Destination” certificate
in 2013 by the Responsible Tourism Institute and is protected by
UNESCO. History, local rituals, gastronomy, landscapes, architecture
and much more are being protected
by the locals and respected by the
travelers, from all parts of the world.
Tourism professionals have created
sustainable jobs for the community.
Overall, sustainable tourism is
crucial to tomorrow's tourism and is
key to the healthy survival of biodiversity and cultural heritage.

Personal responsibility

Figure 3: City of Gijón, Spain.

includes rituals and traditions as well
as architecture and ways of life. The
most crucial issue in the long term is
probably regarding the heritage being
left for future generations. How do
we make sure that what local cultures
have built will not be buried under
globalization? How can we ensure
we do not forget craftsmanship that
only exists in one part of the world?
Sustainability is about preservation
and transmission.
Travel companies pride themselves
on showcasing the best of what
exists, and on discovering new hidden gem destinations. Sustainable
travel is quite trendy at the moment,
as customers want to avoid standardized offers. And travel companies are
surfing on this new trend by offering
off-the-beaten-track experiences that
will create a wow effect and make the
customer feel unique and special. On
one hand, the travel industry attempts
to give tourists access to the entire
world by involving local economies
and cultures. On the other hand,
once a gem is discovered and loved,

32

it is very hard to avoid over-tourism,
which has the opposite effect. It
all starts with wanting to discover
a hidden place and to help local
economies thrive from tourism, or
by promoting a wonderful location
to create awareness of an ecological
crisis. And it usually works. But when
the success is overwhelming, local
businesses are saturated, beautiful,
quiet areas become overcrowded and
tourists consume most of the natural
resources available. This leaves locals
losing what they were fighting for. At
the same time, once a location starts to
attract tourism and businesses, global
brands start to invest and standardize
the experience. The experience then
becomes less culturally relevant, and
more like tourist bait. The tourism
industry therefore has the responsibility to work on using tourism to allow
travelers to know local cultures better,
while avoiding over-tourism.
One successful example of finding
the right balance and developing all
aspects of sustainable travel is the
city of Gijón in Spain (Figure 3). It
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You probably have already heard
about responsible travel and may
interchangeably use this term when
thinking about sustainability. Both
words cover the same themes and
share the same goals. However, they
approach the problematics on a different level. Where sustainability
focuses on the macrolevel — the
policies and big picture — responsible travel is more applicable on
an individual scale. To summarize,
you promote sustainable tourism by
being a responsible traveler.
Therefore, I would like to invite
you to influence sustainable tourism
by being a responsible traveler. For
your next travel, ask yourself:
How is my behavior affecting the
local community and environment?
Am I adapting to the local culture or are they trying to blend their
identity to please me, the tourist?
Am I following the latest trends
to enhance my Instagram feed? Or
am I looking for true long-lasting
experiences?
There are also some official programs and certifications that can
help you find real sustainable initiatives, such as the Responsible Tourism Institute or Sustainable Travel
International.
Go explore and enjoy all that the
world has to offer! [M]

•
•
•

Focus

The rise of
cultural tourism

Emily DeTar Gilmartin is a freelance writer living in New York. She has
spent the last several years fundraising and volunteering for refugee
charities in Europe. Prior to that she was the senior administrator of a
political office, and a fundraiser for various nonprofits and charities.
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A lthough culture and tourism have always been linked, it is

only in the past few decades that this relationship has been identified as a specific form of consumption: cultural tourism. Labeled
as such in the 1980s, this growing industry found its roots in the
surge of international travel that followed the end of World War
II. Research on the industry and its growth and impact has only
taken place over the last decade, but studies have reaffirmed the
claims of the United Nations-based World Tourism Organization
(UNWTO) that 39% of all international arrivals are travelling as
cross-cultural tourists.
To be a cross-cultural tourist, it is not enough to merely arrive at an international destination and to settle in to relax in a new culture’s atmosphere. In
order to be considered a cross-cultural tourist, one arrives specifically in order
to experience a cultural area — to greater appreciate the way of life, actively
experience cultural activities and discover more of the heritage of the host
place. Passive participation of a host place, however enjoyable, designates a
consumer as a tourist, not a cross-cultural tourist.
If 39% of all international tourists seems like a large demographic, it should
be noted that cross-cultural tourism is a wide umbrella, including anthropological studies, agricultural tourism, volunteer work (as long as it is done with
the leadership of the host community), heritage tourism, indigenous tourism,
culinary studies, participation in festivals or workshops for music and the arts
and even architectural group tours (as long as tours are given by a member of
the host place’s community).
The economic value to countries with strong cross-cultural tourism appeal
is usually very high, as it can be their strongest industry. The impact of this
type of soft power on the public perception of a culture is even greater. As an
example, take a look at post-war Japan. Anti-Japanese sentiment was high in
most of the world by the end of the 1940s, and stereotypes of them as cold
and violent people were generally accepted as fact and reinforced everywhere
from puppet shows to Hollywood films. As a child, I heard more about the
Japanese torturing their prisoners of war than I heard anything else about
Japan. This included mentions of sushi, Japanese pop groups, samurai, geishas,
anime or how influential their artists had been upon great European masters.
Now, however, the latter list of cultural contributions are far more familiar in
mainstream culture, even among children. My four-year-old niece in Idaho
prefers sushi to every other kind of cuisine.
This kind of global shift was not brought about by the economic growth of
Japan’s automobile or tech industries; it was slowly nurtured by cross-cultural
tourism, by one open-minded individual at a time experiencing deeply
interesting and illuminating tourism with their hosts, and by young Japanese
people being encouraged to study and travel abroad and to integrate as well as
possible in their host places.

Tourism as experience
Reading up on the (few and recent) studies on the industry’s growth and
impact only brought my own experiences to my mind. I saw a vast difference
in what I took away from my own tourism based on how much of an effort I
made to integrate or actively participate in the host culture. I saw a marked
difference in my absorption of cultures based on which decade I traveled in.
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With a childhood steeped in the stories
of the much-sensationalized Lawrence
of Arabia and the rich imagery of
Marcel Pagnol’s beloved novels and
films illuminating the ups and downs
of Provençal peasant life, I suppose
I was never part of the demographic
targeted by the mainstream tourism
industry. By the time I turned 18, I
had spent more time visiting the sites
of mass slaughter of Native American
tribes than I had spent at theme parks.
My first international travel was to
Italy, where my mother had meticulously nurtured relationships with
aged grocers and pensiones run by
Ursuline sisters by way of handwritten letters. She and my father had
always demanded we show respect to
cultures other than our own even at
home in conversations over dinner,
so it was no small thing to be asked
to write a list of what regional dishes
and historical sites we felt were on our
“must” list before going abroad. In a
family where we were not allowed to
write Christmas lists, all of us knew
what was on our travel lists: the ruins
of Monte Cassino and tasting grappa
(me), hole in the wall family eateries in
Trastevere and touching the shrine of
Saint Perpetua (my mother), visiting
the miraculous beehives of Saint Rita
and drinking rum and Cokes on the
Amalfi Coast (my papa), and so forth.
In every place we traveled to, two
things were consistent: we used public
transport and we stayed with Italian
hosts.
I was baffled by friends and co-workers who spent vast sums of money and
hard-earned vacation days on tightly
packed group tours, cruise ships where
they had limited contact with the local
populations of beautiful islands and allinclusive packages where they scarcely
set foot outside what seemed to me to
be an Americanized compound.
I had never even heard the term
cross-cultural tourism; in fact, the first
time it came up in conversation I asked
for a definition and my response to
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hearing it was “ ... isn’t that just called
travel?” I swam in the Mediterranean
and went to punk rock concerts with
young Italians, hitched rides on the
backs of their bikes, and was shown the
Scavi and the Catacombs by an Italian
priest friend of my mother’s. In three
weeks of intensely activity-packed
immersive travel, I never met another
American other than one university
student who lived in Trastevere with
Italians. Most notably, all the young
Europeans and elderly Italians that
I came into contact with were economically of the lower or middle
class. Everything felt so accessible, so
normal. I met the first friends I would
have from another continent, met the
first people I would ever know who
smoked a lot of pot, and also the first
young person who told me they were
intentionally sober. I met liberal and
conservative people my own age, and
realized watching Dutch and Italians
argue politics with their friends how
18-year-olds the world over have
more alike than different. Did stereotypes remain? Yes, and some were
reinforced — Italians talk with their
hands; young British people binge
drink until they are ill and use a lot of
sarcasm; my French friends shrug and
try hard to be provocative for the sake
of an entertaining debate. However —
as it always happens — I also met very
shy Italians, I found French friends far
more prudish than I am and I knew
Russians who prefer sencha green tea
to vodka.
After trying immersive travel in
Italy and then living in France for
six months, I returned to the United
States assuming I would never travel
in any other way. Five years later I
moved back to Europe with no idea if
I would ever return to the States permanently. I lived in Ireland for two
and a half years and I experienced
something that was unique for me:
I was living with a host citizen, had
no American friends in Ireland, absolutely was living my day-to-day life

as though I would never leave, and
interacted only with host people —
and yet I had a distinct and somewhat
distressing sense that no matter how
much effort I made, I was not learning
anything new about this culture that
was positive. I was learning a whole
lot that was negative, and could not

avoid it. Even after marrying there,
shopping only at local artisanal
markets, frequently watching (and
even studying) traditional music, I
was making no new friends and was
continually experiencing a side I had
not seen of the Irish when visiting as
a tourist — one of clannish suspicion
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of outsiders. The more immersed I
became in the culture of half of my
own ancestors, the more depressing
I found it.
I next moved to London for five
years, and again was surprised, but
this time pleasantly. The Londoners I
met were humorous, curious and open
to growth. They would laugh at themselves about their own stereotypes
of Americans being challenged once
they knew me well. I flew to France
several times a year and every time
did so as a cross-cultural tourist, staying with French or Irish friends who
had fully immersed in their village life.
I became so comfortable there I would
run to the boulangerie in my pajamas,
and knew the names of the people
who smiled and waved from their
vehicles and doorways. I was shown
particular archaeological wonders by
locals, observed a medieval method
of pottery making unique to specific
villages, went to festivals dedicated to
the humble walnut or to the L’Occitan
languages and regions and listened to
the Basque radio channel while driving without a map.
There are places that I enjoyed as
much as London and France but did
not visit as a cross-cultural tourist —
like Malta and Amsterdam. Greece
was an interesting cultural experience.
I spent a month in a camp run by the
Greek Navy and with a Greek director in charge of my day-to-day tasks,
but I was predominantly surrounded
by volunteers from English-speaking
countries and by Syrian refugees,
so I was learning more about Syrian
culture than Greek. The other month
I volunteered in Greece, I was living
in an anarchist squat in Athens and
again, was completely surrounded
by Syrians, but even though I was in
Greece’s biggest city I tended to be
working side by side with English,
Spanish and French anarchists, as well
as doctors and educators. I learned
more about Spain in that month in
Athens than I did from visiting Spain
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itself with a Spanish-speaking friend.
I was using Greek public transport
and shopping in their markets and
smoking and writing in their cafés,
so I was immersing myself, but my
primary purpose for being there was
not to better my connection to Greek
culture.
Other than the relationships I
made, though, two things influenced
my perception as a tourist during
my time in Greece. The first was
how deeply the Greek people I met
yearned for people to come and
experience them as they are. Greeks
I met both there and even once I
returned to the United States all
stated a desire for me to come back
for a longer period of time when I will
not be working 20-hour days — to
come to their grandmother’s homes,
to swim in the places they went as a
child, to fish and harvest with them
and to learn their dances and their
language. They would roll their eyes
when referring to tourists who come
to Mykonos and Santorini and who
stay in resorts and never meet a
Greek they don’t need to tip.
The second was how the people
with the least money seemed to be the
ones who experienced the rich core
of Greek life most easily. Friends who
cycled for a month in Vietnam or who
spent a year working on ecological
retreats in India or who even just went
to Bali for a week seemed to experience
more cross-cultural, host-based tourism if they went on a slim budget. Why
is it that the more money people have,
the more they purchase less culturally
rich experiences for their travels?
Tours claiming to expose a traveler
to the real life of the locals have been
popular among a certain wealthier
class since the 1920s. Even before the
post-war boom when foreign exploration as an option for anyone other
than scholars and the elite occurred,
we see passels of delicate, tightly
cinched women and linen-suited
men in Agatha Christie novels walk-
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ing among architectural wonders
of Egypt with true passion, and the
upper crust sometimes stayed years
at a time drinking gin and tonics
on verandas in Darjeeling. Colonial
power was absolutely an avenue of
exploring foreign culture... for a price
and available to a certain class. This
trend was so prevalent that that
the presence of a well-educated but
non-wealthy person in those places
was cause for rude public questions
or circumspect telegrams shipped off
to the closest social scene or military
and intelligence outpost to find out
why this person had the right to be
there experiencing the culture they
had tried to buy their way into.
Arguably, the entire point of
cross-cultural tourism is to educate,
inform, connect and to dispel certain
stereotypes held about one culture by
another. Yet for millennia, those with
the most access to international travel
have been those benefiting from or
enforcing colonial power, and thus
the least unbiased and the least likely
to change their worldview from their
immersion. Immersion is exactly the
accusation that turned Roman public
opinion against Mark Antony when
he was stationed in Egypt as Rome’s
sovereign representative.
The drastic shift of the last 20 years,
where all a person needs now is an
airline ticket, passion and a hammock
— seemed inevitable. We see the current trend of wanting to live like the
locals, or at least to cheaply inhabit
their Airbnb properties as a natural
reaction to imperial globalism.
One of the biggest transitions in the
cross-cultural tourism industry has
been culinary: for hundreds of years
people have visited foreign countries
and have been able to stay in small
properties owned by host peoples,
have been able to hire their host’s
nephew as a translator, have been able
to get a list of interesting local temples
and festivals to attend from the safety
of their ice-accessible hotel suite.

Focus
Market gaps

But it was not until cross-cultural
tourism expanded to cooking classes
taught by host community members,
or affordable rental apartments with
their own kitchens that tourists with
moderate resources and an interest in
local botany, agriculture or markets
could economically travel and still
experience the width and breadth of
a country’s sustenance. Historically,
an interest in a foreign host country’s
architecture, art and design was not
reliant on adapting to a local’s pace
of workday or seasonal framework; a
scholar’s interest in one local tribe’s
dance or fertility ritual was never tied
to their accommodations. An archeologist was never very troubled by the
question of cultural assimilation, as
long as their work crew was accommodating, could communicate and
worked hard.

Cross-cultural tourism is a healthy,
growing industry. It is clearly defined
and separate from enjoying a host
place in a passive way. It serves to
connect people to a foreign group
and strongly impacts public perception. We know what is there, but as an
industry what is missing? What gaps
exist in this market? Is cross-cultural
tourism reaching the demographic
groups who find integration most
appealing? Which countries struggle
to provide immersive host-led experiences to cross-cultural tourists?
The changing nature of cultural
tourism was recently brought into
focus by a 2018 UNWTO “Report
on Tourism and Culture Synergies.”
This report included online surveys
of 43% of UNWTO member states,
as well as 61 international experts and

academics in the field. Greg Richards
writes in “Cultural tourism: A review
of recent research and trends” that this
UNWTO study “confirmed the importance of cultural tourism, with 89% of
national tourism administrations indicating that cultural tourism was part
of their tourism policy.” Additionally,
the respondents indicated that they
“expected further growth in cultural
tourism in the following five years.”
The greatest shift in growth has been
away from heritage sites, which had
begun to be overconsumed by crosscultural tourists and which had actually
put world heritage sites in jeopardy. As
access to various heritage sites became
more strict and some closed altogether
for preservation projects, there was
a shift toward the cultural “experience” niche of cross-cultural tourism.
Richards states, “much of this growth
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has been centered on the consumption of cultural sites and attractions,
such as heritage sites, art galleries and
museums, particularly in major cities
around the world.” He says that there
has “been a shift from the purely quantitative growth of cultural tourism” and
instead, “special focus has been given
to the increasing search for cultural
experiences.”
The search for the Eat, Pray, Love
experience has become a normal conversation topic with certain segments
of the traveling population. The interest in and practice of Eastern spirituality in the West has never been deeper,
and social media specifically and the
internet in general has allowed for a
substantial growth in consumers envying the “authenticity” of other tourist’s
international experiences. The market
has placed an emphasis on trying to

find the most immersive and friendly
host places, but also has allowed for
recommendations for everything from
a specific pottery workshop in the
Cevennes to a wonderful chef and his
host family in Tibet, all available at the
touch of a button.
Best of all is that meeting this
demand for a high-quality, connected
experience is attainable for host places
with very little income. Instead of needing to build a huge resort or to have the
ear of the local government, a modest
farmer, painter, language teacher,
mountaineer or tarot reader can host
tourists whose entire motivation to visit
that place is to experience the daily life
of their host. Consumers are paying to
eat what their host families like to eat
instead of avoiding beautiful but rural
communities that don’t happen to have
a steakhouse. There is even growth

in the number of tourists who want
to wake up early and work hard while
immersed in the lives of their hosts,
tourists who want to harvest bay leaves,
hike into a jungle in search of an energy
healer, who will meditate at dawn or
help install a well on an organic farm.
The market shift to cross-cultural
tourism is only going deeper in quality of experience and broader in niche
industries. What began as a simple
movement of people in search of food;
and then merchants in search of commerce; empires in search of power;
apostles in search of followers; has now
become movement of consumers in
search of their own human connection,
curiosity and peace. The data is clear
that those consumers are seeking the
newest way to safely do so and that this
trend is likely to take over the majority
of tourism. [M]
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How to streamline
translation across your
property portfolio

Kate Fitzgerald is director of account management at Smartling, a cloudbased translation technology and services company. She and her team
oversee localization strategy for the company’s 400+ customers in travel,
hospitality, B2B software, healthcare, ecommerce and more.

Kate Fitzgerald
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In the hospitality industry, a great experi-

ence is key to ensuring guests’ loyalty. As part
of the travel business, there’s an expectation
that your company will cater to the needs of
global travelers, and part of this means making
content available in multiple languages.
Streamlining the translation process by improving
workflows, automating the process and using analytics is critical to operating as efficiently as possible. For
example, organizations with a global guest footprint
must manage thousands of individual hotel websites in
dozens of languages, so optimizing the process is vital.
As companies seek to expand their international
customer base in an increasingly competitive market,
it’s critical to streamline the translation process to best
serve your direct channels of guest engagement.

Introduce automation
In today’s world, automation in translation is imperative. I’m not referring to the use of machine translation.
I’m thinking about the entirety of the consumer journey for a hospitality brand: the marketing website, the
booking engine and the transactional emails … the list
goes on.
Exchanging this content with translators without automation is simply not scalable. Copying and pasting strings
from a content management system into a spreadsheet,
manually sending and retrieving content, merging code,
taking and sending screenshots to translators all adds pre-

cious time to the process and introduces significant risk of
human error.
Integrating all of your content repositories with a
translation management system is the foundation for
scalability. An integration that automates the exchange
of content and visual context is paramount, followed
by the various algorithmic-based tools that enable
project managers to more easily manage translation
without having to click buttons for basic tasks, such
as authorizing content that unquestionably requires
translation.

Use analytics to improve workflows objectively
When’s the last time you evaluated how much time
content spends in each stage of your translation workflow? Have you determined whether each workflow
step adds value toward improving translation quality?
Inefficiencies in the process result in higher costs
and delayed time-to-market. A data-driven review of
the current processes with a critical eye can eliminate
sticky cogs slowing down the entire machine.
An analysis of key performance indicators, such as
translated words, translation queries, turnaround time
and so on, can uncover areas for improvement. One of
our hospitality customers recently asked whether or not
internally reviewing every translation was a worthwhile
expense considering the delay in reaching their customers. After a brief analysis of their translation data, we
uncovered that fewer than 4% of translations were receiving edits from internal reviewers. It was immediately
clear that this customer could make changes to their

“ Plunet provides flexible business
and translation management support
for our company’s continuous
and long-term growth.”
Claudia Mirza, CEO, Akorbi Inc.

The Business and Translation Management System | www.plunet.com
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Tourism Showcase
translation workflow, which contributed to this hotel chain reducing
its translation investment by millions of dollars. They were also able
to reach international customers
more quickly than ever before, a key
competitive advantage.

Localization that
goes places
Travel and hospitality are highly volatile
industries where content changes at an
ever-increasing pace.

Where should companies
leverage machine
translation?

Determine what types of content are high-priority and require a
human touch and which are more
efficiently addressed with machine
translation. High priority critical
content — for example, your website’s landing page — requires the
expertise of a human translator.
However, if the content is made
up of simple, repetitive text or if the
content is on a rarely visited page
of your website, machine translation is the way to go. Ultimately,
the most successful translation
programs include a combination of
both human and machine input.
The strategy depends on the
unique complexities and priorities
of each individual business and
project. Ultimately, the decision to
use machine translation is related to
1) how high-profile or important the
content is, 2) your budget parameters
and 3) how easy is to make changes to
the content once it’s live. For example,
you can’t really get an email back for
rewrites after sending it.

Centralize the translation
process
Although you’re trying to speak
to users across the globe, centralization is the key to keeping everyone
on the same page within the translation workflow.
Failure to centralize the translation process can lead to duplication
of efforts, missed goals, inconsistent
translations and mixed messages or
tone, and failure to see the bigger
picture of the market. You may be

New destinations, offers and platforms need
to reach the greatest number of potential
customers across multiple markets and
languages in no time.
And here, the right localization approach
comes into play.

able to avoid chaos in your workflow
by running your process through a
translation management platform
acting as a traffic control center,
providing a cross-organizational
view of all translation projects.

Capitalize on
content that’s already
been translated

Why reinvent the wheel? Leverage similar content that lives across
your enterprise. For example,
you’ve already translated a landing page: perhaps the content was
repurposed for use in a banner ad
or a campaign email. Ensure your
company doesn’t pay to retranslate
the same content.
By centralizing content and leveraging similar messaging, you’ll avoid
duplication, witness significant
savings and recover lost time on
translation management, while also
maintaining brand tone and voice
across platforms.
Hospitality companies that streamline their translation process and take
a data-driven approach to translation
reach their guests and drive loyalty
across multiple languages quickly.
With the right process and technology
in place, expansion into new markets
and languages isn’t an intimidating
task; it can be approached and managed efficiently and effectively. [M]

If you want your business to go places
and need help finding the best localization
approach for your company, Creative Words is
your perfect travel companion.
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Making the case
to fund expansion
Data for the travel and leisure industry

Rebecca Ray
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Rebecca Ray is a senior analyst at the independent market research firm
CSA Research. Ray’s primary research focus at CSA Research is enterprise
globalization, multilingual SEO and global product development.
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ver the next ten years, as many as four out
of five new outbound travelers may kick off their
travels from one of today’s newly developed and
emerging countries. Travelers already visit more
than 100 websites to research and book transportation, accommodation, and local services
and activities before finalizing a typical trip.
They contribute thousands of entries to TripAdvisor and other user review sites every minute
in a variety of languages. With increasing pressure from robust local and regional competitors,
travel and leisure companies can’t afford not to
invest in appropriate levels of adaptation and
localization for their content, code and services.
However, executives require hard data before backing
an investment proposal. What criteria should you use to
make these budgetary decisions? Here are examples of
the four classes of essential data that travel and leisure
companies should consider to boost language support.

Localized experiences
Begin by visualizing customers’ current and preferred
localized experiences with your organization. As travel
and leisure consumers, partners or third-party suppliers,
these consumers’ journeys may include awareness, discovery, attraction, purchase, use and advocacy. Identify
possible gaps by comparing the current journey to global
customer journey maps for each stage.

At-risk audiences
Identify the at-risk audiences in principal local markets
— the ones who aren’t spending much time on a mobile
app or those who disappear at checkout. As a first step,
analyze source language proficiency to develop a general
feel for where your strategic markets land on this continuum. Figure 1 compares the preference for localized
product information to confidence in English use among
millennials in eight countries. Note that if you author content in a language other than English, you should expect
substantially lower proficiency than these figures indicate.

Building awareness
The more time potential travelers spend on your
website, the more likely they are to take action. Extended
time leads to greater engagement, like registrations and
follow-on purchases, which increases the likelihood of
returning for more interaction and buying. When asked
to compare the time they spend on English-language sites
versus those in their own language, 45% among the 1,217
millennials we surveyed stated that they either spent less
time on English-language sites or didn’t visit them at all
(Figure 2). Japanese (82%), German (64%), Russian (57%)
and Chinese (55%) millennials spent the least amount of
time on English-language properties.

Purchasing
For the three areas we asked about — how often
respondents purchased from English language websites,
how inclined they were to buy a product with localized

� More than half of all millennials
in these countries prefer product
information in their language.
� Only 11% of Russian and 14% of
Japanese millennials are confident
in their English skills.
� 28% of Turkish, 25% of Chinese,
and 23% of Japanese millennials
abandon sites when navigation is
not in their language.

Figure 1: Essential data to boost language investment. Copyright CSA Research.
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information and the likelihood of
their only purchasing from sites in
their own language — close to 50%
of participants stated a preference
for a user experience in their first
language.
Why does this data matter? While
potential travelers may consider
nonlocalized products and offers,
their purchasing intent is much
less certain when the language on
the site doesn’t match the one with
which they’re most comfortable.

Customer care
Demand for translation continues
after the initial sale. The at-risk audiences in the area of customer care
rose to 70% when asked whether they
were more likely to purchase the same
brand again if the after-sales care was
in their language. Customer care can
include user communities and travel
support, plus a range of materials and
programs meant to drive continuing

engagement, such as loyalty programs, chat, FAQs, Instagram and
other social media channels.

Market opportunity
by language
After analyzing customers’ current
and preferred localized experience
with your organization and identifying possible at-risk audiences in
local markets, it’s time to determine
market opportunities by language.
Starting with an overall view of the
data will indicate the markets that
may generate the most revenue from
new or additional language support,
in addition to those to promote for
strategic reasons. Then consider how
to balance the breadth and depth of
languages to be delivered.
Tier 1 languages currently address
90% of global online purchasing
power. CSA Research tracks hundreds of languages and how they’re
used on web and mobile sites. We

divide them into four tiers according
to their share of online purchasing
power and online audience. These
tiers can help balance feedback from
web and mobile analytics, partners
and customer support, so you can
build the case to offer — or not —
a language or group of languages.
Today, you can reach 90% of the
market with just 15 languages (Figure 3). It takes another 17 languages
to reach 97% and 24 more to achieve
99% of the online marketplace.

Localization breadth
versus depth
To balance breadth (the number
of languages you translate) versus
depth (how much content you translate in each language), CSA Research
recommends focusing on marketing
and branding content first, tackling
social media next, analyzing how deep
the competition goes and aiming for
breadth over depth.

International average answering
the question: How would you
compare the time spent on
English language sites vs. ones
in your own language?

5%
6%

3%

Figure 2: Time spent on English-language and local-language websites, by country. You risk losing audiences who spend little time
on non-English language sites if your organization decides not to invest in localization. Copyright CSA Research.
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Figure 3: Tier 1 languages cover 90% of global GDP. Red Tier 2 and Tier 3 bars show that the combined totality of less-common
languages, compared to single languages in Tier 1. Copyright CSA Research.

Benchmarking data for competitors
Refine conclusions by benchmarking what your
organization has planned against what the competition
is doing both within your industry and in related industries — especially considering local competition already
creating and delivering content in preferred languages.
Bolster your case visually by showing screenshot comparisons between your firm and your competitors to
underscore where your company is ahead and behind.
Figure 4 shows a data cut for top social networks and the
average number of languages and social links per site for
the travel and leisure industry.
Longitudinal studies from CSA Research show that
the amounts invested by companies in language support
and related initiatives are miniscule, representing far
less than 1% of total revenue even though these initiatives support 20% or more in international revenue.
So, articulate the existing investment and ROI stories
with conviction. Communicate with confidence how
localization contributes to your firm’s financial success
by increasing customer loyalty in local markets. And
remind your audience of the essential role that your
team plays in supporting the generation of international
revenue, along with any domestic revenue from localized
products, services and content. [M]

2.9 Average number of languages per site
6.4 Average number of links per site
75% English is the source language
Figure 4: Top social networks for the travel and
leisure industry. Copyright CSA Research.
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Approximately

180 million people visit
online travel agent (OTA) sites each month,
according to analytics company Comscore. And
these users’ options are proliferating.
From niche companies like SecretEscapes.com where
consumers go for luxury trips at value prices to the meta
comparison sites serving as intermediaries between consumers and hotels — the largest of these being Booking.com,
Expedia and Expedia’s many brands — OTAs have carved
themselves a sizeable slice of the travel and hospitality market in recent years. Their success is set against a backdrop of
global tourism growth. According to the UN’s World Tourism Organization, tourist arrivals worldwide increased by 6%
in 2018, reaching 1.4 billion total arrivals two years ahead of
projections. Further, Allied Market Research has noted that
the global online travel market is estimated to reach $1.09
trillion by 2022.
Research shows the rise in people booking through OTAs
is driven by greater demand for quick and convenient flight
and hotel bookings, as well as the desire to compare various
available travel options — particularly on mobile, which is the
preferred platform for today’s young professionals.
If they’re not careful, however, OTAs may only contribute
to the commoditization of the industry, as they are inherently focused on finding customers the best price. Most
OTAs provide similar content offerings, which may explain
why half of all airfare searches on OTAs are primarily pricedriven, according to a Phocuswright survey. If that’s the
case, their single most important differentiator is content
marketing. And not just any type of content marketing.
To be clear, the types of (and need for) content is just
as similar among OTAs as their offerings. The well-worn
phrase “content is king” has become a truism, and for
OTAs it has become a requirement. Yet there’s a problem,
as pointed out by Deloitte’s “2017 Travel and Hospitality
Industry Outlook” guide. Unlike in other industries, the
consumer’s path to purchase in travel is fragmented by
many micro-experiences. Any one trip can involve a myriad
of suppliers and businesses, including hotels, airlines, tourist attractions and multiple modes of transportation. Each
touchpoint is highly influenced by personal preferences,
including where to go, how much to spend and which
activities to add. While this deluge of possibilities provides
travelers the level of choice they demand, fragmented experiences have spawned fragmented content, disrupting the
travel marketer’s goal of helping tech-savvy customers score
the best deals and options quickly and to keep customers
engaged throughout their journey.
What if content could instead glue these experiences
together? Beyond simply enabling each siloed transaction,

OTAs would be smart to provide a seamless experience
end-to-end, delivering the most relevant and accurate content to the traveler along their journey. At each touchpoint,
digital or physical, relevancy and accuracy are the keys to
reducing the friction consumers have come to expect of
travel — it’s bad enough to deal with slow boarding processes, lost luggage and complicated visa requirements.
The brand that reduces friction wins loyalty, as theirs is the
experience travelers are more likely to buy into again.

What should this experience look like?
Content can aid each stage before, during and after the
traditional awareness — consideration — decision buyer’s
journey. For the traveler, this content must:
1. Be easily discoverable by search engines at the
pre-sale stage. OTAs must pay special attention to SEO
for their homepages and property pages, including optimized imagery, keywords, special offers and easy ways to
search according to destination features. Content can (and
should) serve as much more than SEO filler, but it must
first be easy for travelers to find.
2. Raise awareness of potential destinations. Like how
Expedia’s Travel Guides provide a broad overview of various locations — the idea is to engage and inspire the topof-funnel user with general information about a location.
This gives users an idea of why they would want to go to a
certain place at a certain time.
3. Narrow down available options. The evaluation and
decision stages of the buyer’s journey are where hotelspecific information becomes important. Accurate and
up-to-date property descriptions and reviews help distinguish the user’s choices.
4. Provide post-booking support. According to Google,
85% of travelers arrive at their destination before they decide
on activities: “Travel marketers may think that a secured booking is the end of the road when it comes to serving travelers'
needs. But providing useful information in these particular
micro-moments is a way to build your brand, drive word of
mouth and increase loyalty among travelers.” Location-aware
app content ensures relevance here by suggesting relevant
activities, like the best places to eat nearby, for an example.
5. Providing post-travel support creates ambassadors
out of customers. OTAs should find ways to empower
travelers to share and amplify their experiences, such as
through email or social campaigns. Given that 70% of consumers value recommendations by their peers over recommendations made by brands (according to Econsultancy),
this social proof helps inform the next customer’s decision.

Building trust
Due to the fragmented nature of the OTA landscape,
travelers can cherrypick various trip components from
November/December 2019
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multiple OTAs or individual suppliers (airlines, attractions or event venues). When one OTA provides relevant
and accurate content along each step of the buying journey — which begins building trust — the buyer becomes
less inclined to shop around, and more inclined to stick
with that brand. It’s a win-win, since the OTA keeps the
traveler and the traveler gets the correct information they
need at the correct time. Trust is the true differentiator.
As for how travel marketers can build trust, particularly
on a global scale, they’ll want to align content not just with
the right step in the traveler’s journey, but also with their
cultural preferences. Let us now delve deeper into the
considerations involved in this.

Machines tell, but humans engage
Not all travel content is built to impress. If you look at
major booking sites, you’ll notice most content is heavily templatized: the same paragraphs reappear again and
again in the same order, with the same themes. Only the
data points differ.
Hotel descriptions, for example, tend to be factual and
straightforward. Booking.com and other big players tend
to provide standardized pieces of text. The content is so
formulaic that it could be generated automatically from
a checklist of hotel amenities (Wi-Fi, breakfast included,
spa and so on). To ensure accuracy, a human must verify
this data. But even if the content is done by a writer, these
factual descriptions can be created by anyone about any
hotel in the world, leveraging desk research rather than
personal knowledge. Most of the time, this is sufficient.
On the other hand, if they’re writing about French cuisine in New Orleans, content creators would have to know
the area and its French restaurants to make the content
valuable. In this case, readers are relying on an in-country
writer’s personal knowledge to guide their decision. The
writer themselves can add a certain level of credibility.
As long as many OTAs continue to deliver content that
is cheaply produced and designed only to improve search
engine results, there is still a potential point of differentiation for other OTAs to deliver content that’s professionally
written by travel journalists or bloggers associated with
their brand.
That said, it’s important that OTAs understand when
to prioritize facts and accuracy versus when to have an
expert describe a selling point in a creative and engaging
way. High-volume, data-generated content is just as valuable, even if similar in look and feel to its counterparts on
competing sites. This kind of data is still critical at the point
of booking, especially if it’s accurate, timely and verified by
humans. However, for the purposes of differentiation and
trust, creative content generated by humans is where the
deeper value lies for OTAs.
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Cultural preferences are everything
Even well-planned content means little if it’s not provided to the right buyer at the right time and at a local
level. The wrong content at the wrong time will alienate
buyers and erode trust. OTAs must invest in understanding the buyer, who, will be prioritizing their needs in various ways: by budget, by type of travel, by age or lifestyle
or even perhaps by geographic market or specific interest
group. One example is Lourdes, a small town in southern
France, which ranks second in the country only to Paris
for hotel beds thanks to its six million pilgrims annually.
Not all groups of travelers are equal, but neither is one
group more viable than another. Each segment is worth billions, so it’s not a question of concentrating your budget on
one buyer type. It’s instead a question of mapping content to
the right buyer types. This is difficult, especially on a global
scale, but important for OTAs that want to cultivate loyalty.
Sophisticated analytics help. From basic data on who
comes to their site, how long they stay, where they’re from
and the type of user they are, OTAs can look for all sorts of
patterns to help inform their content. They can draw distinctions between international and domestic travelers, for
an example. Data is reductive to a degree, but there is evidence to support that people who travel within their own
country do tend to look for particular points of interest at
destinations that a foreign traveler wouldn’t, and vice versa.
For example: the data shows that Chinese travelers to the
UK take a far bigger interest in outlet shopping venues than
European or American visitors. When searching for hotels,
Chinese travelers are more likely to prioritize spas.
This is more about products and services than content,
to some extent. But it’s important for OTAs to make sure
that their content reflects the points of interest travelers
want to see, is easy to access and skips what might be
irrelevant.
Ensuring that content reflects traveler priorities, along
with content mapping, requires the specialized cultural
knowledge of localization departments and their in-country
resources. As humans, localization professionals trump
machines when it comes to generating content that inspires
trust. And as market experts, localization professionals can
help OTAs understand the preferences for certain types of
information from country to country. OTAs could just translate hotel descriptions from English to Simplified Chinese,
but what about the descriptions of features Chinese travelers
aren’t interested in? They could literally translate keywords
(assuming travelers search only in their own language) but
what about popular keywords that don’t have direct translations? For example, “bed-and-breakfast” might not translate
directly into a keyword that draws as much traffic. These
kinds of considerations require robust localization and a
laser focus on what motivates consumers to travel.

Focus
The right channels tie it all together
One major challenge OTA marketers face is how to
allocate budget to the many content distribution channels
available across markets. Pressured to keep in step with travelers’ media preferences, OTAs must evaluate the potential
of emerging content formats and channels, from disruptors
like virtual reality to new formats on the same old channels.
Take social media, a channel that continues to grow constantly. We often talk about content in terms of words, but
OTAs are increasingly prioritizing visual content marketing strategies for platforms like Snapchat and Instagram.
Social media can support both pre- and post-purchase
decisions: first by generating demand for attractive destinations (40% of consumers under 33 evaluate potential
destinations by their “Instagrammability,” per a study by
UK-based holiday rental home insurance provider Schofields), then by creating ambassadors out of visitors who
will share their experiences with their networks. Social
media proof is intrinsically linked to relevancy and trust.
As far as device use goes, travelers switch often between
desktop and mobile on their path to purchase. Expedia
found that prior to booking, American, British and Canadian travelers visit an average of 290 total websites across
multiple devices over a 45-day period. It would make sense
for Expedia to not only account for responsive design, but
to serve a seamless and relevant continuum of information across users’ devices — based on cross-device tracking — and any supporting tools or apps. Take hi Inc’s “hi
hotels” platform as one example of technologies travelers
are using to guide their experiences. By putting hardware
in the form of a mobile phone directly into the traveler’s
hands, hi Inc can accompany and deliver them relevant
information on their journey, further helping travel brands
manage the traveler experience from end to end.

Phocuswright found that nearly six in ten (57%) US travelers feel that brands should tailor their content to personal
preferences or past behaviors, a sentiment echoed across
other countries studied. Google believes there are growing opportunities to use tools such as predictive analytics
to better stitch together the many pieces of trip planning
and assist buyers with their decision-making every step
of the way. Companies that leverage this just might find
themselves producing more trustworthy content.
From big OTAs to boutique hotels, it seems everyone
has travel advice to share online. The challenge for any
competing brand is to become the go-to fount of this
knowledge, building the perception that theirs is the content upon which travelers can depend — the right content
at the right time in the buyer’s journey. To come out on
top, travel marketers and their partners must go the extra
mile to offer advice that is reliable, relevant and personalized to the traveler’s linguistic and cultural preferences,
while distinguishing the brand’s assistive prowess — using
content to give travelers more control over their journey
and enable unforgettable, repeatable experiences. [M]

Localization, simpliﬁed.
Powerful solutions for automating the translation
of web, backend, mobile, and ﬁle-based content.

The future of travel marketing
OTAs have many moving parts to consider. They
need skilled, hyper-local writers who are knowledgeable
about locations and even specialized in a relevant niche.
They also need to know what their various audiences are
interested in, based on where they are traveling from. And
they must prioritize accuracy as well as creativity in their
content, and have translators able to transfer and adapt
their content to local languages. Finally, OTAs are doing
this at scale: creating and refreshing content for hundreds
of cities and points of interest, all while maintaining quality
and consistency of service.
Meanwhile, enabled by technology, travelers have
higher expectations than ever “for assistive experiences
that are useful, personal and frictionless,” according to
Google. What does the future look like as travel marketers
strive to meet this demand? A recent study by Google and

Start a free trial today at:
localizejs.com
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If you want to retire, leave the language business, join an Ash-

ram in India, travel the world, and are unsure what to do with your
current language business, there are some things you should know.
Among them are preparation, pricing, process and exit strategies
for the owners of language businesses.

For the seller, this is usually a once in a lifetime transaction. The good news
is, a lot of the steps adhere to basic common sense. The bad news is, to quote
Voltaire, “common sense is not so common.”

Preparation
I am often asked how to prepare for selling a language business. But there
isn’t just one answer to this question. If we use the analogy of your language
business as a language house that you have built from scratch, the first step
may become clear. You built your language house and continue to live in
it — in some instances, you inherited the house from your parents — and you
are quite familiar with the problems: the roof leaks, the basement floods, the
stove does not work and the storm windows are missing. Before selling your
house, you know to fix these things. Otherwise, when the house inspector
comes, you will be cited for these issues and the price will change, or you will
be asked to fix these problems upon pain of the buyer backing out.
The same principles would apply to your language business. You know
better than anyone what needs to be addressed: too much debt, limited technology, reliance on one large account, ineffective production personnel and
limited sales outreach. You want to fix what you can before the buyer’s house
inspection and due diligence process. Otherwise the price of your language
house may go down or you may be on the market for a much longer time until
these issues are addressed.
For the buyer, preparation involves multiple steps. First, determine what a
strategic acquisition would be. Take into account vertical focus, geographic location, revenue and profit numbers. What would be a good fit and why? Who is
available to handle the integration process? When you decide on the price range,
determine how you will fund the purchase. Discuss with your banker, accountant
and partner what is involved to get approval for this amount. Failure to do so may
result in an absence of funding at the 11th hour when a down payment is due.

Pricing
How do you determine the price of your language business? Owners often
ignore market rates and inflate the price of their company based on their emotional investment and attachment to the business. This is a common problem.
Language business owners often do not study market forces and their stated
sales price is not competitive.
A homeowner does not gauge the price of their home based on how much they
liked living there. You may have had three home births, a lovely garden and indelible family memories, but that does not improve the dollar value of your home.
Your house price is determined by market rates, trends, location, code adherence,
house sales in your area and so on.
The same is true for your language business. Research the pricing of other,
similar companies sold in the past few years. Talk to a broker and discuss
the earnings before interest, taxes, depreciation and amortization (EBITDA)
multiples for a language service business sale.
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From my perspective, here are
some general pricing parameters:
• Under $3 million annual revenue: two to three and a half times the
EBITDA.
• $3-6 million annual revenue:
four to five times the EBITDA.
• $6.1-10 million annual revenue:
one year of annual revenue, or six to
seven times the amount of EBITDA.
• $10.1-15 million annual revenue:
one and a half times the amount of
annual revenue, or seven to eight
times the amount of EBITDA.
Pricing is not an exact science, however. All kinds of factors impact the
price. Your EBITDA numbers could
be quite high or quite low and this
impacts the price. You may have only
one account and this could lower the
price. Or you have multiple accounts
in a specific vertical, like life sciences,
and this would raise the price. You
may have software technology and this
would change the multiples (as technology trumps services). In general,
however, the above pricing parameters
apply to most language companies.

Purchasing process
As a buyer, there are several red
flags or deal-breakers to watch out

for. It is best to check on these items
before engaging lawyers and accountants in later stages of the deal.
You want to ask about debt. If the
debt is too high, this is problematic
and will lower the value of the business. Similarly, you want to research
if the seller is paying their employees/freelancers in a timely fashion.
Inheriting disgruntled resources can
be challenging. You also want to find
out early about the concentration of
accounts. If the vendor gets 75% of
their business from one account without a long-term contract, this might
not be a risk you want to inherit. Or if
the vendor sells 75% of their business
to multilanguage vendors, you may
lose this business when you purchase
the company. So pricing would have
to be adjusted accordingly. Another
dealbreaker may be that the seller has
75% of their business with government or life science clients because
the company is female- or minorityowned. Once they sell the business
to you, if you are not a female or a
minority, you would lose 75% of their
business.
The sales process is pretty straightforward. Getting started, however,
may not be easy. A seller does not
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simply announce they are for sale.
So if you are determined to sell your
business, you may want to reach out
to a specialized broker or banker to
help prepare financials and market
your business confidentially. Or if you
are well-connected in the industry,
you can reach out to your network
to confidentially test the waters. This
may be a bit more challenging, as you
may not want to let your clients or
personnel know you are selling.
Once you have identified a potential
buyer(s), there are several steps in the
courting process. Exchange non-disclosure agreements, talk on the phone,
send your financials, discuss pricing
parameters, meet in person, discuss
exit strategies and time frames. If all
goes well, the seller receives a letter of
intent, the buyer does due diligence, a
contract is written up and a date is set.
The whole process can take as little as
three months and as long as two years,
depending upon the response time of
the buyer and seller and the complexity
of the transaction (multiple countries,
legal issues, multiple owners).

Commonalities
Sellers sometimes ask me how best
to choose a buyer (and vice versa). Here

is where common sense comes in. You
want to get to know this person or company. What are their business practices,
level of integrity and track record? For
a life or business partner, you choose
someone you are compatible with,
trust and share similar values with. The
same is true when you are considering
buying or selling a business.
Do some backdoor research on the
buyer or seller. For example, if a buyer
has bought businesses before, the
seller may want to talk to a previous
seller. How was the transition? Were
there layoffs? Were employees treated
well? What is the buyer’s philosophy
around client retention, translation
quality and tools development? If you
are the buyer, bring in the seller on
one of your client meetings. How did
they do?
If you do not use your common
sense, you may end up selling to or
buying from the wrong person. It could
be someone you do not respect, agree
with or understand. The consequences
could be damaging both financially
and personally. The acquisition may
not work. The value, reputation and
success you have developed growing
your language house could disappear.
Trust, compatibility and synergy are
important. Do not forget to consider
them when choosing a buyer or seller.

Transitions
Let us assume the buyer and seller
have met, liked each other, agreed
to terms and set a closing date. The
success of the acquisition is not
guaranteed. A key component of the
negotiation is deciding how to transition the accounts. The buyer wants to
make sure that whoever is the face for
the account can be there to transition
to the new owner or business. Transitioning the accounts is a task to be
handled with the delicacy and skill of
an explosives expert intent on not detonating while moving the explosives.
Transitions can be complex. They
involve technology, processes and

staff. Before and during the transition,
both seller and buyer want to address
the roles, security and motivation of
the staff. If the staff leaves, the new
business will suffer.

Exit strategies
What is the seller’s exit strategy?
Are you selling because you want to
retire? If so, you may want to agree
to a six-month transition, and lock in
a sales price to be paid over the next
few years. Are you selling because you
need a bigger business to fund your
technology growth? If so, you may
want to negotiate a share of the future
larger business. For the seller, determining an exit strategy before selling
is important. The exiting process has
to support the transition of accounts.
If not, it will be a lose-lose situation for
buyer and seller.
Compensation can be tied to the
exit strategy. For example, the seller’s
business may be under-performing
and they might be confident that with
more sales people, it will grow. In
this case, structure compensation on
an earnout. You get 25% payment up
front, then future payments are based
on what the new business earns — an
earnout structure. If the seller believes
the business is maxed out, you can
lock in a price and agree on dates and
amounts of future payments. If seller
needs payments quickly, then negotiate a lower total price for a shorter
payment period. If the seller wants to
stay on and grow with the new business, negotiate a competitive salary
coupled with earn-out payments.

Tools and Services
Showcase

Medical Translations

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

We work for manufacturers of medical devices,
instruments, in-vitro diagnostics and software;
pharmaceutical companies; medical publishers;
national and international medical organizations;
and medical journals.
Call or email Simon Andriesen or visit our
website for more information.
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Complexity
There is a level of complexity
involved in selling or buying a language
business. Not unlike building your
house, once it is finished, you may wish
you knew certain things beforehand.
Working with an experienced broker or
banker has value for this reason, as they
can help navigate the unexpected and
the expected. [M]

JFA Marketing

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

November/December 2019

53

B u s i n ess

Beyond the
iron triangle

Fast

Good

Cheap
Igor Vesler has been a manager in production and product development
at the American Institute of Aeronautics and Astronautics and is currently
an independent consultant at Diken Research. He has been a certified
Russian and Ukrainian translator and language service provider since 1975.
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The project management triangle (also called the iron triangle,

the triple constraint, the project management star and so on) is a
conceptual abstraction used to illustrate the relationships between
several parametric variables of a project (such as cost, time, labor),
and is usually presented as a graphic. In its simplest form, as
described by Robert Swisher, the iron triangle is an Euler diagram
offering the options of fast, good and cheap referring to the time
required to deliver the product, the quality of the final product
and the cost of delivering the product, respectively. This triangle
reflects the inevitable fact of life: project parameters are interrelated, and maximizing and keeping all three elements in harmony
is an unattainable ideal. One of them will always suffer.
As the concept evolved over time, and more variables were taken into
account along with some refinements made to the existing ones, the shape
became more complicated. The original triangle or three-component Euler
diagram was transformed into a diamond-shaped, six- or even eight-point
star (Figure 1).
Thus, the apparent intuitive simplicity of the original concept disappears
when facing a multidimensional and risk-prone reality as in software development projects. Over time, project managers realized that this model only
behaves in a satisfactory manner if its constituent project parameters remain
within a pretty close proximity to their median values; any substantial drift
beyond this range may jeopardize the entire project management effort and/
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Figure 1: Variations of the iron triangle.
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or increase the associated risks to the
point where they become unacceptable.

How does this work in
the translation industry?
The iron triangle applies to translation
projects, and we can identify and analyze
some risks that affect its validity in real
life situations.
It should be noted that various graphic
representations of the iron triangle (as
found in a number of publications on the
subject) tend to provide a visual illustration of its conceptual meaning and fail to
work for many real situations. The same
goes for such project parameters as time,
scope and resources.
Generally, when applied to translation projects, the iron triangle can be
expressed in plain language in the following ways:
• Translate something quickly and to
a high-quality standard, but it will not be
cheap;
• Translate something quickly and
cheaply, but it will not be of high quality;
• Translate something with high
quality and cheaply, but it will take a
much longer time.
In reality, each of the above assertions
might be true only if the constituent variables or their combinations permit. For
example, even if the required quality of
the final product can be as low as that of
a raw Google Translate output, translating and processing 100,000 words in 24
hours seems to be close to impossible. By
the same token, an experienced translator
might agree to translate, say, 10,000 words
in 24 hours by working nonstop, but the
price they would ask for this exercise will
substantially exceed usual market rates
for rush jobs. In other words, there are
certain boundary conditions and ramifications that can and will apply to each
project variable.

Project variables
Time. In many industries, calculation
of project completion time is generally
based on some implied assumptions such
as (a) all business days are the same, and
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(b) workforce availability is close to 100% during this period
(primarily because they are in-house employees). However,
in the translation industry where translators are, as a rule,
freelancers, neither assumption is correct.
For example, let’s assume that on a Friday afternoon a project manager receives a large and complex legal document (say,
50,000 non-leveraged, unique words) and the client wants to
have it translated by Monday morning. Theoretically, this can
be done over the weekend if the project is split among several
translators. However, on an average Friday afternoon, trying to
put together a team of qualified translators willing to sacrifice
their weekend is likely to be unsuccessful. In such a case the
absolute length of the period allocated for project completion
doesn’t matter: no extra money or quality reduction can make
such a translation possible.
Let us also assume that in the above example, the volume
is 100,000 non-leveraged words. Even if the project manager enjoys high bench strength (meaning the number of
translators available to the project manager at any moment
is virtually unlimited) and the project is split among several
translators, the overhead (such as: efforts to ensure consistency of the terminology, style and formatting of the final

GLOBALIZATION
STAFFING SERVICES
Anzu Global is the premier bilingual staffing company
in the US with a combined 75 years of localization staffing
experience. We provide contract and full-time globalization personnel for technology clients and Language
Service Providers (LSPs). Our services include staffing for:
•
•
•
•
•
•
•
•

Executive Search
Localization Program/Project Managers
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Computational Linguists
Bilingual AI Programmers/Strategists
Internationalization/Localization Engineers
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Project management terms

Client. An entity or a person originating the
request for translation and paying for it.
Project manager. For the sake of simplicity, we
use this to collectively mean the translation agency,
its account manager, project manager and other
professionals on staff that may be involved in fulfilling the client’s request.
Project parameters or variables. These could
include volume (word count), complexity, completion time, quality criteria and so on.
Risk factors. Circumstances and/or executive
decisions materially affecting the probability of having the translation project awarded, as well as the
completion of the translation project.

document) will grow exponentially with the project volume
and number of translators involved. This (a) requires additional personnel (editors, typesetters) and increases costs,
(b) shortens the time available to translate the document and
(c) increases the risks associated with the project. The more
people that are involved, the higher the risk is that some part
of the translation won’t be delivered on time or at all, which
would put the entire project at risk.
Furthermore, translators’ availability also varies depending on the time of the year, such as during vacation season,
approaching holidays and even depending on the schedule
of professional or international events (such as ATA’s annual
conferences).
Another time-related factor is the duration of the project.
The widespread myth that freelancers favor large projects
that take substantial time to complete is usually true only
if the deadline is quite generous and allows them to accept
other small or even medium-size projects in the interim.
As noted above, tight deadlines substantially increase
project-related risks, especially when multiple translators
are involved.
Scope. Of all the other project parameters, the concept
of scope is the most diverse. In addition to the operations
of various types necessary for completing any translation
project, scope also includes a number of project-specific
variables, such as the required quality of the final product. For example, for small- and medium-size plain text
projects, the scope may take the form of a traditional
translation-editing-proofreading-formatting process, while
with a sizeable research report or a book saturated with
graphs, charts, formulas, lists of references and the like,
the scope also requires a number of other processes. These
may include putting together a style guide and project
glossary (especially when several translators are involved
and/or publication quality is required), extensive use of
DTP, including post-graphics review and so on. This kind

Bu siness
Role

Money

Time

Resources

Translator

Lost earnings,
unpaid work

Time lost on fruitless
negotiations, cancellations

Availability affected,
dissatisfaction with the agency

Agency

Financial losses

Time lost on
preparatory efforts

Loss of business, reputational
damage, waste of resources

Table 1: Failure or delays can have a variety of implications.

Target 1

Source

of project scope requires substantial preparatory work and meticulous quality
control at each and every stage, which, in turn increases the risk of missing the
deadline and/or compromising the quality. Furthermore, the desired translation
quality determines both the content-related requirements (such as terminology
and style) and purely mechanical needs (completeness, formatting, layout and
appearance) that collectively define the project specifications. That’s why factoring in these project parameters at the project planning stage is vitally important.
Resources. These, as a rule, include humans (translators, editors, subject matter experts, DTP specialists) and software. While software is usually readily available, the availability of human resources might be a problem. For example, a client
requests the translation of a highly specialized document into a rare language.
Neither time nor money is an issue within reasonable limits. The project manager
spends many hours trying to find qualified translators capable of delivering a text
of even marginally acceptable quality. In the end, only two such translators are
located but one of them is fully booked for the next several weeks and the other

is going on a month-long vacation, so
the project never takes off. As another
example, consider an original (source)
document of very poor quality, which
contains some important images that
require image enhancement software
to be used. Finally, the most important
resource is money — the project
budget. Underestimating the project’s
costs may have a substantial adverse
impact on its economics. Failure to
factor in all project variables may
wreak havoc with the agency’s profit
margin or even cause financial losses.
Risk. The project manager’s inability to factor in the above project constraints at the project acceptance stage
may expose the agency to the following
risks:
1. Risk of failure to deliver the
product on time.
2. Risk of failure to attain the
required quality.
3. Risk of failure to meet the financial expectations (incurring excessive
project costs).

Parameter

Category 1

Category 2

Category 3

Content
complexity

General text, standardized
terminology, references
widely available

Legal or technical text, special
terminology and style,
availability of references limited

Highly specialized text requiring good
knowledge of subject area, extensive research, strict
terminology and style requirements (e.g., patents),
limited availability of references and guides

Formatting

Plain text, simple
formatting

Same plus numerous tables
with numeric data and/or
graphics with no text within

Same plus graphics with text insertions (for
instance, Excel charts containing text imported as
images with no source Excel file(s) available)

Presentation

Plain text (Word file
or its equivalent),
Microsoft Office
applications

Legible PDF file (OCR produces
fully legible text with minor
corrections required)

Poor legibility PDF file (OCR-produced text
requires substantial corrections and
reformatting or OCR was not feasible), CAD files,
special or exotic format (geographical maps, etc.)

Quality
standard

For client’s internal use

For limited circulation

For public circulation/publication

Presentation

Plain text with only
basic formatting

Simplified formatting using
standard templates

Same as the source, custom templates,
callouts, image processing, indices

Table 2: Non-quantifiable risk parameters.
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4. Risk of failure to complete the
project.
While the first two risk factors
can be mitigated — by renegotiating
the project terms with the client, for
example — the third one may cause
financial losses and the fourth one
does reputational damage. The implications are summarized in Table 1.
Albeit interrelated, project variables differ from one another in terms
of their nature. Some of them can be
quantified and measured numerically
(such as time or money), and some
can only be categorized descriptively
(such as quality standards or requirements) while still others may be purely
intuitive (such as success/failure probability or degree of risk). For example,
basic non-quantifiable parameters can
be categorized as in Table 2.
For any specific medium- or largescale project, it is a combination of
the above parameters, rather than the
word count alone that determines the
quantifiable variables such as time
and cost. For instance, two similarly
sized projects may differ from each
other drastically in terms of the time
and effort required when even one
parameter (such as the quality standard or presentation) is of Category
1 for one of them and Category 3
for the other. Accordingly, translator
productivity will also be different and
may vary from, say, 300 words per
hour to 150 words per hour.
Unfortunately, this important
detail is frequently neglected by
project managers. When projects are
assigned to several translators, some
project managers simply split the
source file into equal parts without
giving the content of the source file
any consideration with regard to
these parameters.

Balancing project variables
It is common for a translation project to have some parameters firmly
set even before it starts, while other
parameters may still be negotiable.
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Still others can be monitored and
managed proactively during project
execution. However, there will always
be limits to what can or cannot be
done. For example, when the size of
the project requires that the work
be split among several translators,
their numbers may be limited due to
limited availability. Poor legibility of
the source text may reduce the translator’s hourly output and, in turn,
require additional manpower. The
quality standard set by the client may
be too high for the amount of time
allocated for the project and, therefore, unattainable. For these reasons,
the project manager’s primary task is
to balance project variables in a way
that would optimize workflow and
maximize the chances of successful
project completion.
There are numerous ways to balance project variables. The most common is to involve splitting the project
workload between several freelancers;
splitting project workload between
the agency and freelancer(s); and
performing different tasks in parallel.
These and some other techniques will
be discussed below.

The decision-making tree
Pre-translation stage. Project
managers must make all critical decisions before the project is assigned to
translators, and this decision-making
stage is rife with the potential risk of
incorrectly assessing the amount of
time and resources required, which
may subsequently affect the production process and increase other risks.
At this stage, the manager can review
the source text and determine its volume, complexity and the full scope of
work to be done. Then, based on their
findings, the manager will determine
if the deadline is realistic and, if so,
the number of translators and other
professionals needed to have the text
translated on time. Then, the candidate translators are selected, and the
project is assigned to them.
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Production stage. While the project is in progress, the manager’s decisions are driven primarily by translator
queries and unexpected developments
(translator’s inability to continue, revisions introduced by the client, errors in
the source text and the like). Each such
event is a risk factor that jeopardizes
the entire project and, therefore, must
be dealt with promptly and efficiently.
Post-translation stage. In this
stage, the final processing of the translated components is completed and
the components are assembled into
the target files (graphics are inserted,
the table of contents and indices
generated, headers, footers and page
numbering added, corrected or finalized) and checked for completeness.
Other quality control measures may
also be taken as required, for example,
DTP and post-graphics review.

Making it all work:
A case study

Project outline. The 100 pages
of the source PDF file are a scanned
third-generation copy of a research
report that needs to be translated into
English. Due to the rather poor image
quality, running the file through optical character recognition (OCR) only
allows for determining an approximate
word count (30,000 non-leveraged
words). In addition to plain text, the
file also contains a table of contents,
20 tables with numerical data, 12
flowcharts with text in many chart
blocks, and a list of 20 references. The
required translation quality: sufficient
for limited circulation. The project
must be completed within five business days. The project budget allows
no rush rates.
Operational assumptions. Three
translators are readily available for the
project and one translator has limited
availability. For simplicity’s sake, let’s
assume that the number of auxiliary inhouse personnel assisting the manager
with the project is unlimited, and they
are all available at a moment’s notice.

Bu siness
Operational scenarios

Scenario 1 (Straightforward)
The manager’s initial assessment of
the project is as follows:
Given the average translator’s
productivity of 250 words per hour,
the total time needed for the project
is 120 hours or 15 days (assuming
eight-hour work days). This means
that if the project is split among three
translators, each one will complete
their respective part in five days.
Based on this line of thought, the
manager splits the source PDF file into
three equal parts and forwards each of
them to the respective translator.
Under this scenario, the project is
doomed to fail in terms of on-time
delivery.
First, due to poor legibility of the
source text, actual translator productivity should be expected to drop by

20% or more on average. Having to
type numerical data into tables and
re-create flowcharts will reduce it
further, so, upon review of the files
received from the manager, the translators will realize that they will have to
work much longer hours for the same
word count-based fee. This will lead
to renegotiation, loss of time, available
translators potentially bailing out of
the project altogether and likely, the
agency’s profit margins suffering.
Second, the manager here leaves
no time for assembling the disparate
pieces into the final translated file,
or for post-translation processing —
such as marking the headings for and
generating the table of contents and
reformatting. This further reduces
the time available for post-translation
operations and makes on-time delivery virtually impossible.

If the manager engages the fourth
translator who only has limited availability, the situation becomes even
worse since the time necessary to
ensure consistency will increase and
so will the risk of delays. Even if the
translators are requested to deliver
their respective parts in daily installments, this does not improve the time
budget much.
Scenario 2 (Suboptimal)
Upon review of the original PDF
file, the manager decides to OCR it
and clean up the resulting Word file
in-house to make it possible for the
translators to work directly in their
partial Word files. This may increase
translator productivity (say, up to 300
words/hour) and, therefore, reduce the
total translation time budget to 100
hours instead of 120 under the first
scenario. However, since the OCR and
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subsequent file cleanup take time, the
work files will not be made available to
the translators until later, thus negating the time savings, if any, from the
entire exercise. As a result, the project
will find itself in the same situation as
in the first scenario.
Scenario 3 (Advanced)
Upon review of the original PDF
file, the manager decides not only
to OCR it and clean up the resulting
Word file in-house, but also to extract
tables and flowcharts for in-house
processing, such as correcting and,
where necessary, converting the
numerical values in the body of each
table into the US format and adding
callouts to the flowcharts. This spares
the translators the purely mechanical and time-consuming work, thus
increasing their productivity. Translation of the references is assigned to the
translator who has limited availability.
In addition, translators are instructed

to mark all the headings to be included
in the table of contents as such, thus
making the generation of a table of
contents almost immediate after all
the translated sections are assembled
together.
All these arrangements and corresponding instructions to the translators should be summarized in the
project brief.

Summary
The third scenario employs —
although not exhaustively — all of
the three aforementioned techniques
for balancing project variables. In
addition to splitting the project
among four translators and then
again between the translators and the
agency, with different types of work
being done in parallel (the tables and
flowcharts are processed in-house
while the translators do what they do
best — translate) to save time.

Day-to-day translation project management experience shows that the
root cause of agency’s failures to deliver
projects on time without compromising quality is often a project manager’s
“word count” mentality and ignorance
of how translators actually work.
The manager’s inability to properly
structure the project frequently leads
to unnecessary time losses, additional
(and unpaid) translator workloads,
unfounded expectations and a general
deterioration of professional work
ethics in the industry.
One of the ways to improve
qualifications of these project managers is by educating them on how
the translation process can unfurl
and what the specific details and
parameters are for a translation
project. Such training efforts can
tap seasoned translators for expertise or engage them as instructors
outright. [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

60

November/December 2019

Localizat ion

Localization workarounds for
non-internationalized software

Blake Madden
Blake Madden was a software localization engineer and project manager for 18 years. He
specialized in localizing legacy systems, as well as modern .NET products. He is now a data
analyst in higher education — where he no longer has to worry about what not to translate.

Ensure that ample space is provided for

translations. Only include translatable strings
in the resources. Never piece strings together to
form a larger message. These are common internationalization practices that localization teams
rely on for a smooth translation process. Unfor-

tunately, there can often be roadblocks preventing these practices from being implemented.
Localization teams may have little influence during the
software development process — a vital time for internationalization. Also, internationalization may not be a
priority, and it is assumed that the localization teams will
November/December 2019
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work around any issues that they encounter. The following
is a discussion of such workarounds, as well as a cautionary
tale of how counterproductive — and expensive — these
workarounds can be.

What not to translate
Internationalization practices recommend that only
translatable strings should go into the resources. Strings
not intended for translation — for example, internal constants — should not go into resources. Doing this ensures
that translating anything in the resources is safe; translators never have to question if something should be left
untouched. This is particularly essential when translators
are leveraging large-scale translation memory.
Unfortunately, localization teams may encounter
software that stores all of its strings in its resources. In
this situation, software engineers may rely on a system of
“storytelling” to indicate what should not be translated.
For example, there may be “DONTTRANSLATE!” tags in
front of strings not meant to be edited. The problem with
this is that a translator can still alter any messages that
starts with this tag. A project-wide find and replace or the
leveraging of translation memory/computer-aided translation can easily change a “DONTTRANSLATE!PAGE”
into “DONTTRANSLATE!Seite” without the translator
noticing it.
A workaround is to configure your translation software
to ignore such strings; however, relaying this information
to every translation team isn’t always reliable. And this
also assumes that all the translators have software that
supports this feature. A solution for this is to develop
custom software to review the translators’ final work and
verify that every “DONTTRANSLATE!” message in their
output matches the respective message from the English
resources.
It should be noted that these types of resource tags
inadvertently add technical debt to the English version as
well. Say that we have an HTML-generator program that
has resources such as this:
DONTTRANSLATE!html
DONTTRANSLATE!b
DONTTRANSLATE!h1
DONTTRANSLATE!i

The developer placed “DONTTRANSLATE!” tags in front
of the HTML tokens to tell translators not to touch them. They
also program the application to strip the “DONTTRANSLATE!” suffix when it loads these strings from the resources.
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But what if they forget that second step on one of the strings?
Then users may be presented with output like this:
<DONTTRANSLATE!html>
<h1>Log Report</h1>
<p>Installation updated
at <i>05:00</i>.</p>
</DONTTRANSLATE!html>
These “DONTTRANSLATE!” tags are no longer just
a problem for localization. Now it’s something that the
quality assurance team has to watch out for as they test
the English version.
Something similar that localization engineers may come
across are sentinel tags around messages that should not be
translated. For example, imagine a string table such as this:
__BEGIN_DONTTRANSLATE
Billing
Address
User
__END_DONTTRANSLATE
Here, we have the developers telling us that nothing
between “__BEGIN_DONTTRANSLATE” and “__END_
DONTTRANSLATE” should be translated. In this situation, we are relying on both special tags and our resources’
geography in the string table to tell us what is unsafe to
translate. This means that we need to inform our translators of these messages’ specific IDs to avoid translating
them. Like before, another custom tool may be needed to
ensure that translators followed these rules.
Relying on these tags can also be an issue when developers forget to add them to unsafe resources. The localization
engineer applying pseudo-translations during the testing
phase — followed by translators testing their work — can
generally find most of these issues. However, requiring
extensive testing and always having a sense of doubt as to
what’s safe to translate adds a huge workload to the localization process.
Another practice is the inclusion of unsafe and safe
strings in the same resource, where the two are separated
by a delimiter. A tag indicating that the string shouldn’t be
edited isn’t applicable here, given that part of it is meant
to be translated. Here, the engineer will need to rely on
intuition, and eventually custom tools, to deal with this.
For example:
ID_ACCOUNT,Account

Localizat ion
Here, the first section of the resource is an ID used internally by the program, and the string after the comma is the
user-facing label. Translators will need to be instructed
to only translate text after the comma — making the use
of translation memory difficult or even impossible. Also,
to ensure quality, the localization engineer will need
to develop an in-house tool to verify that none of these
resources have their front sections translated.

How much space do I have?
Internationalization practices recommend that you
should always allow ample space for translations, particularly from English. This is because most translations
are longer than their English counterparts. Although this
is a helpful practice that translators rely on, it isn’t always
a reality. Sometimes programs are hardcoded to assume
their English messages’ lengths and creative localization
solutions are needed.
Say that we have the string “Cancel” in our English
resources, which is six characters long. If the program is hardcoded to load this resource as six characters, then a German
translation (Abbrechen) will appear as Abbrec (the trailing
“hen” is clipped off). The workaround here is either abbreviating (e.g. Abbre.) or finding an alternative translation. For longer messages, sometimes relying on more curt, terse language
is required. For example, say that we have the message “Enter
your ID:” consisting of 15 characters. The professional “Geben
Sie ihre ID ein:” will be too long, so a terser “Gib ihre ID:” will
have to be used.
Sometimes abbreviations and alternate translations aren’t
a solution. A prime example is Japanese, where removing a
single character can create an entirely different message. If the

software being translated is multibyte — not Unicode — then
using half-width kanas may be a solution.
Say that we have the string “Error” translated as
.
For a Unicode program, this would be a three-character translation that is shorter than its five-character
English counterpart. In a multibyte program, however, this
is an issue because these three Japanese characters will
consume six bytes — one byte more than the English string.
This means that at runtime, the last byte will be lost and the
string will be corrupted. Using halfwidth kanas will consume less bytes and allow our translation to fit in the buffer
provided. In this example, our translation can be converted
to
and consume only three bytes — nicely fitting into
our five-character buffer.
The localization team can assist Japanese translators by
building custom software to detect and correct when halfwidth Kana conversion is necessary. On Windows, the Win32
function LCMapString — with the LCMAP_HALFWIDTH
parameter — can be used in such a tool to accomplish this.
The reverse side of this problem is when a translation is
shorter than the English string. For example, say that we
have an English string “Ticket ” consisting of eight characters due to the extra spaces included for padding. The
spaces present a challenge. If we translate this as Karte,
then the program will try to load eight characters from a
five-character string-table entry and will crash. This will
require the translator to count the number of characters
in the English string and pad their translation with spaces
to ensure that they are the same length. The localization
engineer should also assist them by developing a custom
tool to verify and correct this whitespace padding with the
final translations.
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It should be noted that all of this requires extensive testing, investigation and bookkeeping by the localization team.
They must find and catalog every problematic resource that
the program assumes to be a certain length, which entails
time-consuming trial and error. It also requires in-house
development of custom localization tools to find and fix
these types of issues, as off-the-shelf translation tools can’t
provide such complex validation checks.

String flipping
Another internationalization recommendation is to
never piece strings together into a larger message. This
helps translators understand the context of the strings, as

25 Years of Excellence
in East European Languages

well as enabling them to apply their language’s grammar
properly. Unfortunately, programs that aren’t internationalized may instead stitch two or more strings together to
form a message. For example, here we have two strings:

Print
Setup
These strings are concatenated at runtime as “Print
Setup.” The translator’s task is a simple matter of translating
each of these strings, right? Well, not exactly. For a French
version, say that we translate it this way:

Print

Impression

Setup

Configuration

At runtime, it will appear as Impression Configuration.
In this case, the French word ordering is backwards and
looks unprofessional (Romance languages generally would
say “Setup of Printing” rather than “Print Setup”). We can
change our translation of “Print” to have the proper context:

Print

de l'impression

Setup

Configuration

This fixes the wording context, but the word-order issue
remains. To correct this, we need to use an inelegant workaround: string flipping. Here, the French translator will
translate “Print” with their translation of “Setup” and vice
versa:

Albanian, Bosnian, Bulgarian, Croatian,
Czech, Estonian, Hungarian, Latvian,
Lithuanian, Macedonian, Polish,
Romanian, Russian, Serbian, Slovak,
Slovenian, Ukrainian
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Print

Configuration

Setup

de l'impression

The result will be Configuration de l'impression, which is
what we want.
This solution has numerous drawbacks. One is that the
translator must know precisely which strings are being
pieced together and where they appear in the program. This
requires exhaustive testing by the translator. It also requires
time-consuming, trial-and-error investigation by the localization engineer to figure out which strings behave this way.
Another issue with string flipping is that you must ensure
that these strings are only used in one place. For example,
say that this “Setup” resource is used for the phrase “Print
Setup,” but also as the title for a generic “Setup” dialog. In
our French version, this “Setup” dialog’s title will appear as
de l'impression (“of printing”).

Localizat ion
Another interesting example is when an English phrase
that is pieced together contains more words than its translation counterpart. In our German version, “Print Setup”
may actually be just one word, Druckereinstellungen. The
solution is to use the translation for one of the words and
leave the other blank:

Print

Druckereinstellungen

Setup
A technical obstacle that this may cause is localization
quality checks that will warn about the translation for
“Setup” being blank. These sort of quality verifications will
need to be customized to ignore these false positives.
The ultimate drawback to string flipping is that it
makes our translations unusable for building translation
memory. Anyone hoping to extract content from our work
to generate glossaries will be disappointed to discover that
the German word for “Setup” is a blank string. Their disappointment will only grow when they see that our French
translation of “Setup” means “of printing.”
Unusable translation memory, time-consuming trialand-error testing and confusing translations certainly
don’t make string flipping seem like much of a solution
— and it isn’t. But when faced with messages being pieced
together from smaller strings, hacks like this are what
translators are left to work with.

Mega strings
The opposite of multiple strings being concatenated
into a single message are mega strings. These single strings

are sliced at runtime into separate messages. Consider the
following:
“Name

Address

City

State

”

Although this is stored in the resources as a single
string, the program actually views it like this:
Name

Address

State

City

10 character blocks

At runtime, the program will split this string into four
separate chunks (each ten characters long) and then display them in a report:
Name
___________
Address ___________
City
___________
State
___________
Along with being limited to ten characters for each
translation, we must be certain that we have the proper
length for each section of our translation; otherwise, the
other translations will be sliced at the wrong position.
For example, let us apply a German translation:
“Name

Addresse Stadt

Staat

”

This looks OK, but at runtime we will see this:
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Name
___________
Addresse S___________
tadt
___________
Staat
___________
Something seems to have gone wrong on the second
and third line. This is because we miscounted the number
of spaces between “Addresse” and “Statd.” When the program slices this string into ten-character chunks, the word
boundaries are misaligned:
Name

Addresse S tadt

Staat

10 character blocks

The solution to this is for the localization engineer
to develop in-house tools to parse, review and possibly
correct translations for resources like this. This custom software will need to know which specific string
resources behave this way, along with knowing their
chunk lengths.

Embedded placeholders
Often, resources may need to be decorated at runtime
— for example, a button label having an icon next to it.
Programs usually connect specific resource IDs with icon
IDs internally, and then display them together at runtime.
Another approach is to embed cryptic syntax inside of a
resource, confusing both translation software and translators alike. For example:
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“!S[82]Account Total”
In this resource, “!S[82]” is some sort of placeholder —
for an icon? for another string? — and “Account Total” is
the user-facing message. An issue with this is the inherent
difficultly with machine/translation memory leveraging;
the unusual “!S[82]” may confound most off-the-shelf
translation tools, forcing translators to manually — and
very carefully — translate the safe section of this resource.
The other issue is that if this placeholder accidently
becomes malformed during the translation process, then
the program will likely crash when loading it.
If embedded placeholders are too complex for standard translation tools to handle, then the localization
engineer will need to develop in-house software to leverage translation memory against these types of strings. To
ensure quality, such a tool would also need to review and
correct any malformations in the manually performed
translations.

Well, the English version looks good
In the past, translators were required to manually
resize user-interface content. To simplify this process,
modern technologies like Windows Presentation Foundation (WPF) introduced features such as dynamically
sizing controls to fit their content. These features are
implemented during the internationalization phase to
ensure that the English and localized versions all look
correct.
Say that we want to have a two-button dialog where the
buttons should be lined up in a column and have the same
width. In WPF, the recommended way to accomplish this

Localizat ion
is to place the buttons inside of a stack panel and set their
widths to “Auto.” The “Auto” width will tell the buttons
to fit their content and the stack panel will stretch the
buttons to the same width. The benefit is that translators
will not need to do anything for the controls to fit their
content — the program will handle this dynamically.
Unfortunately, developers may not take advantage of
this feature and instead simply use hardcoded widths. For
example, here is XAML code using hardcoded widths for
two buttons:
<Grid Margin="0,0,5,1.5">
<Button Content="Save current
document" VerticalAlignment="Top"
Width="262" Height="36"/>
<Button Content="Save current
document with a different filename"
Width="262" Height="36"/>
</Grid>
This will produce the UI that we wanted for our English
version:
Save Options
Save current document
Save current document with a different first name

<Button Content="Aktuelles Dokument
mit einen anderen Dateinamen
speichern" Width="Auto" Height="36"/>
</Grid>
Other adjustments could include making the dialogs
wider, tweaking Margin attributes, and adding MinWidth
attributes to the controls. Although setting controls’
widths to “Auto” will resize them to their translations,
some of these other tweaks may be necessary to make
the controls a uniform width. For example, the tool could
be programmed to change all buttons to autofit and also
tweak this specific dialog’s width to 400:
<Title="Save Options"
Height="175" Width="400">
<Grid Margin="0,0,5,1.5">
<Button Content="Aktuelles Dokument
speichern" VerticalAlignment="Top"
Width="Auto" Height="36"/>
<Button Content="Aktuelles Dokument
mit einen anderen Dateinamen
speichern" Width="Auto" Height="36"/>
</Grid>
This will fix the localized version:
Save Options
Aktuelles Dokument speichern

Applying our German translations will yield a truncated
button, though:

Aktuelles Dokument mit einen anderen Deitanamen speichem

Save Options
Aktuelles Dokument speichern
Aktuelles Dokument mit einen anderen Dateinam

By automating this, the UI adjustments can be done by
the localization engineer, rather than forcing multiple teams
of translators to do this manually for hundreds, if not thousands, of controls.

The moral of the story
Even if our translators have tools capable of editing
XAML files in design mode, expecting them to manually
review and adjust every control will be time-consuming
and expensive.
A solution is for the localization engineer to develop
an in-house tool that parses the XAML files after translations have been applied and adjusts the UI elements. One
adjustment would be to change the width attributes for
certain types of controls — button, labels and so on —
from hardcoded values to “Auto.”
<Grid Margin="0,0,5,1.5">
<Button Content="Aktuelles Dokument
speichern" VerticalAlignment="Top"
Width="Auto" Height="36"/>

With all these localization workarounds available, is
internationalization even necessary? Well … yes. When
various internationalization practices aren’t used, it
becomes necessary for localization engineers to spend a
massive amount of time and effort testing, reverse engineering and cataloging issues that translators will encounter. On top of this, they will need to develop software tools
to automate workarounds that off-the-shelf translation
products were never designed for. Finally, translators will
need to spend as much time testing and sidestepping issues
as they do actually translating. Although localization engineers can always be counted on to provide workarounds,
the expense of these workarounds should be considered
when planning internationalization. [M]
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67

buyer’s
guide
Associations

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

from desktop to internet to enterprise servers. To
help organizations enhance multilingual communication and increase productivity, SYSTRAN
delivers real-time language solutions for internal
collaboration, search, ediscovery, content management, online customer support and ecommerce along with automatic speech recognition
and optical character recognition. SYSTRAN is
the leading choice of global companies, defense
and security organizations and language service
providers. SYSTRAN is the official translation
solutions provider for the S-Translator, a defaultembedded 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 28

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

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 19

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
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LocWorld conferences are dedicated to the language and localization industries. Our constituents are the people responsible for communicating
across the boundaries of language and culture in
the global marketplace. International product and
marketing managers participate in LocWorld from
all sectors and all geographies to meet language service and technology providers and to network with
their peers. 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 pages 8-9

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
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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 52

Education

Enterprise Solutions
ADAPT Localization Services
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 13

Localization Services
ACP Traductera

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 51

ACP Traductera is a translation agency based in the
Czech and Slovak Republic. Our local experience in
Central Europe and strong focus on appropriate language use makes us a reliable partner for providing
high-quality translations into Central and Eastern
European languages. We offer document translation service, review, revision, legal certification of
translated documents, copywriting, SEO translation, website, game and software localization, DTP,
prepress review, MT post-editing and more. ACP
Traductera has been awarded the ISO 9001 certificate by TÜV NORD. Our translation process is in
compliance with standard ISO 17100. The team of
more than 1,300 professional translators, proofreaders, graphic designers, IT engineers and experienced
project managers is our most significant asset.
ACP Traductera Czech Republic
+420384361300
Email: info@traductera.com, Web: www.traductera.com
Ad on page 27

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 31

Number 1 LSP that you should know

Crestec is a world-class language service provider.
CSA Research ranks Crestec as a global top 5 LSP
in the technology sector and global top 6 in the
manufacturing sector. Headquartered in Japan
with a network of over 18 sites in the US, Europe
and Asia, we offer a one-stop comprehensive solution for global communications from marketing
content creation and technical writing to localization, printing and studio/shooting production.
Languages: Japanese, Simplified Chinese, Traditional Chinese, Korean, French, German, Italian,
Spanish, Dutch, Swedish
Crestec Long Beach, CA , USA
612-986-3108
Email: aki.ito@crestecusa.com
Europe: Amsterdam
+31 205854640
Email: sales@crestec.nl
Web: https://crestecusa.com

2,200 companies listed

multilingual.com/VO
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Total Solutions for Your Business

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

Mobico – by Saltlux Inc.

Mobico is the new brand name of Saltlux’s technical communication services, and is also the name
of the predecessor company to Saltlux, established in 1979 as Korea’s first TC business. What
started as a small enterprise concentrating on
creating Korean manuals and East Asian language
translations evolved into a one-stop service provider
for all your needs in the world of business today, including multilingual translation, localization, DTP,
TW and MTPE. The relentless pursuit of progress
and perfection results in the use of state-of-the-art
technology and 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

EuroGreek Translations Limited

Established in 1986, EuroGreek Translations Limited is Europe’s leading Greek localizer, specializing
in medical, technical, financial and legal translations from EN/DE/FR/ES to EL and EL to EN. Our
aim is to provide high-quality, turnkey solutions,
encompassing a whole range of client needs, from
translation to localization, desktop publishing and
testing. Our DTP department covers all Latin and
Cyrillic alphabet-based languages, in addition to
Greek, at very competitive rates. All of EuroGreek’s
work is produced in-house by a team of 30 highly
qualified specialists and is fully guaranteed for quality and on-time delivery.
Languages: Greek to/from English; French, German, Spanish to Greek
EuroGreek Translations Limited Athens, Greece
30-210-9628-559
Email: production@eurogreek.com
Web: www.eurogreek.com
Ad on page 79
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Founded in 1983, ORCO celebrates this year its
35th anniversary. Over the years, ORCO has built
a reputation for excellence and gained the trust of
leading companies, such as Oracle, IBM and Carrier
for the localization of their products. Our core
business activities include technical, medical, legal,
financial, marketing and other translations, software
and multimedia localization, as well as localization
consulting. We cover most European languages and
our client list includes long-term collaborations with
international corporations, government institutions,
banks, private enterprises, NGOs and the European
Union. ORCO is certified according to ISO 17100
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,
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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
Europe HQ: Brno, Czech Republic, +420-545-552-222
Email: moravia@rws.com, Web: www.rws.com/moravia
Ad on page 80

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 63

Localization Tools

VideoLocalize.com
Multiple Platforms

Video localization is complicated. It involves not
only translation processes and graphic engineering,
but also voiceover and audio/video editing as well.
The challenge is how to keep control of the budget
while meeting client expectations. VideoLocalize
is the answer. Videolocalize.com is a cloud-based
online platform designed for video localization.
It is the brainchild of Boffin Language, an 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 65
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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

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
Smith-Thomas to link the world's translators to
vetted NGOs that focus on health and education,
Translators without Borders (TWB) is a US non-

profit organization that aims to close the language
gaps that hinder critical humanitarian efforts
worldwide. TWB recognizes that the effectiveness
of any aid program depends on delivering 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 76

Recruitment

Globalization Staffing Services

Anzu Global is the premier bilingual staffing company in the US with a combined 75 years of localization staffing experience. We provide contract
and full-time globalization personnel for technology clients and language service providers (LSPs).
Our services include staffing for: executive search,
localization program/project managers, translators, editors, MT post editing, LSP business development/sales, computational linguists, bilingual
AI programmers/strategists, internationalization/
localization engineers and bilingual QA engineers.
Anzu Global Acton, MA, USA
978-429-8014
Email: mklinger@anzuglobal.com
Web: https://anzuglobal.com
Ad on page 56

Terminology Management

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.
Kaleidoscope GmbH Vienna, Austria
004 31 253 5352
Email: info@kaleidoscope.at, Web: www.kaleidoscope.at
Ad on page 37

Translation
Management Systems
Consoltec

Multiple Platforms

Consoltec offers FlowFit-TMS, a web-based translation management system that helps you simplify
and optimize your projects, while reducing your
administrative costs. FlowFit can also be used for
many other project types. FlowFit provides fully
customizable web portals for clients, providers and
project management. Get an accurate overview of
your teams’ workload in real time and select the best
available providers. Manage your clients, contacts
and internal/external providers effectively with the
new CRM features. Use Timesheet to track the time
spent on projects and tasks. Connect seamlessly
to your favorite CAT tools (memoQ, SDL Studio,
LogiTerm) and get comprehensive reports that provide enhanced insight on production, productivity,
costs and translation memory efficiency.
Consoltec Montreal, Québec, Canada
(+1) 514 312-2485
Email: info@consoltec.ca, Web: www.consoltec.ca

Localize

Localize offers a full-featured, cloud-based content
and translation management system that features
advanced translation workflows, allowing content managers and translators to propose, review,
and publish translations with ease. For companies
without in-house translators, we provide access to
high-quality, on-demand translations through our
network of professional translators. Our easy to
install plugin fits neatly into your existing technology stack. The technology powering the Localize
Platform was built from the ground up to minimize
the need for engineers in the localization process.
This reduces costs by enabling nontechnical personnel to manage the localization workflow. Getting
started is easy. Start your free trial today!
Languages: All
Localize San Fransisco, CA USA
(415) 651-7030
Email: sales@localizejs.com
Web: https://localizejs.com
Ad on page 49
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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 page 35

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 automa-
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tion and flexibility for professional language service
providers and translation departments. Using a webbased platform, Plunet integrates translation software, financial accounting and quality management
systems. Various functions and extensions of Plunet
BusinessManager can be adapted to individual needs
within a configurable system. Basic functions include
quote, order and invoice management, comprehensive financial reports, flexible job and workflow management as well as deadline, document and customer
relationship management.
Plunet GmbH Berlin, Germany
+49 (0)30-322-971-340
Email: info@plunet.com, Web: www.plunet.com
Ad on page 40

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 USA
Email: support@smartcat.ai, Web: www.smartcat.ai
Ad on page 18

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
prebuilt integrations, web proxy, or REST APIs. No
matter the content type, Smartling automation tools
help you do more with less. Smartling is the platform
of choice for B2B and B2C brands, including InterContinental Hotels Group, GoPro, Shopify, Slack,
and SurveyMonkey. The company is headquartered
in New York, with offices in Dublin and London. For
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more information, please visit Smartling.com.
Smartling New York, NY USA
1-866-707-6278
Email: hi@smartling.com, Web: www.smartling.com
Ad on page 2

Wordbee Translator
Web-based

Wordbee is the leading choice for enterprises
and language service providers that need to save
money and make their company run more efficiently. Wordbee has the most complete feature
set of any cloud solution: project management,
portal, business analytics, reporting, invoicing
and a user-friendly translation editor. Tasks such
as project and workflow setup, job assignment,
deadline calculation, multiple phase kick-offs and
cost management can all be automated in the collaborative translation platform. Also, the Beebox
connects CMSs, DMSs or any propriety database
source with the TMS of the translation vendor or
internal translation team.
Languages: All
Wordbee Soleuvre, Luxembourg
+352 2877 1204
Email: info@wordbee.com
Web: www.wordbee.com

XTM: Better Translation Technology
Multiple Platforms

XTM is a fully featured online CAT tool and translation management system available as a pay-as-yougo 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
Ads on pages 22-23, 59
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Your Partner in Asia and Beyond!

GlobalWay Co., Ltd.

Multilingual Creative Content
Don’t let the emotion get lost in translation. When
they don’t speak your language, we help you go beyond just talking to your audience and empower
you to make an authentic connection. We know
that your messaging and content are carefully
crafted in their source language. And we commit
equal effort in developing in-language solutions for
you. If you want to truly connect with audiences
around the world, we will help you. Some content
needs more than just translation. aLanguageBank
excels at transcreation, and working with your creative teams. We also have extensive experience with
more traditional services such as translation, transcription, audio and video localization, subtitles,
and voiceover. So how can we improve your multilingual creative content today?
Languages: All
aLanguageBank New York, NY
212-213-3336
Email: hello@alanguagebank.com
Web: www.alanguagebank.com
Ad on page 66

As an industry-leading localization company in
Korea, GlobalWay has been providing incomparable professional localization services with exceptional quality to partners all around the globe
since 2003. We are here to offer language solutions
including translation, voiceover, testing, DTP,
and engineering services. Our highly qualified
in-house linguists in each field of expertise, experienced engineers, and project managers will add
value to your growing business. GlobalWay and
its long-term global partners are ready to support
you on the road to success. Are you looking for a
reliable partner? Our doors are wide open for you.
Should you need more information, please feel
free to contact us.
Languages: 50+ more languages including Korean,
English, Chinese, Japanese, German, Russian, Vietnamese, Thai, Indonesian.
GlobalWay Co., Ltd. Seoul, South Korea
+82-2-3453-4924
Email: sales@globalway.co.kr
Web: www.globalway.co.kr

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 Research). ISO17100 certified since 2014.
Languages: More than 54 languages including Korean,
Chinese, Japanese, Vietnamese, Thai, Indonesian.
HansemEUG, Inc.
Gyeonggi-do, South Korea
+82-31-226-5042
Email: info@ezuserguide.com
Web: http://hansemeug.com/en
Ad on page 26

Join the conversation
Share your thoughts with
fellow members of the
global language industry.

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 64

facebook.com/
multilingualmagazine
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HeterMedia Services Ltd.

HeterMedia Services Limited is a subsidiary of HM
International Holdings Limited, which is a listed
company in HKEx (Stock Code: 8416). We are ISO
27001 certified to deliver best-in-class BPO 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 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 12

iDISC Information Technologies
iDISC, established in 1987, is an ISO 9001 and
ISO 17100 certified language and software company based in Barcelona with branches and teams
in Mexico, Brazil, USA, Argentina, Bolivia and
Guatemala. We have dedicated teams for web
content, software localization and translation of
technical, business, automotive, biomedical and
marketing documents. Our software development engineers and translation teams provide
high-quality and on-time production solutions
that are cost-efficient, flexible and scalable.

Languages: Spanish (all variants), Portuguese (all
variants), Catalan, Basque, Galician, Valencian,
K'iche', Quechua, Aymara, Guarani
iDISC Information Technologies, S.L. Barcelona, Spain
34-93-778-73-00
Email: info@idisc.com
Web: www.idisc.com

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 53

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 15

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 macrodomains 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

Rheinschrift Language Services
Outstanding localization requires world-class experience. Rheinschrift gives your business a native
voice in the German-speaking world. We offer
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24translate

As a leading international translation services provider,
24translate has been connecting small and mediumsized 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

Translation Tools

1

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 plc

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

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

multilingual.com/newsletter
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Takeaway
Going global with
your kids
Sara Eykelbosch

Sara Eykelbosch is a senior globalization program
manager at Pitney Bowes. She enjoys spending time with
her family, reading, traveling and having a good cup of
coffee with friends.

Foreign culture and language
have been a part of my life since
childhood. I think it started when my
mom would throw in Dutch phrases
here and there. I remember the words
krentjebrij and oliebollen, which were the
names of desserts she liked to make. I wondered
about these foreign phrases and was curious about
what they meant. Later, I recall being at the dinner table
when my older brother told me there were upside down question
marks in Spanish. I was sure he was lying to me.
Eventually, my love of language and culture led me to localization, which
I’ve now been working in for 20 years.
As people who have traveled to many places and learned other
languages, my partner and I have realized that as our children grow,

we’d like to
instill in them this
same kind of love for
culture and language. We live in a
small town in the northwest part of
the United States. Although it’s a
beautiful place, sometimes we feel
a bit land-locked and consumed
by our own culture. We have to be
creative about incorporating other
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cultures and customs into our
lives in order to expose our kids
(who are six and four) to cultures
that exist outside of our small
town. How can we open their eyes
to the world beyond and teach
them to appreciate people and
ideas which come from a different
place? We’ve found several ways to
do this. This list is not exhaustive,
but here’s what is working for us:
[[ Getting involved with international students from the local
university. This has been, by far, the
most effective method for introducing our kids to new cultures,
customs and people from other
countries. Our most recent event
was attending a birthday party for
a little boy from South Korea. They
played typical South Korean games,
which were quite different from
anything our boys have done or seen
before. The kids jumped right in and
tried the games.
Since we started volunteering
with the international students when
our kids were quite young, they’re
used to being around people who
may not speak English perfectly
or who eat food that is just a little

different from our standard fare.
Participating with our friends in
their culture is far more successful
and fulfilling for teaching our boys
than just us sitting at home and
talking about customs. The kids
naturally overlook language and
cultural differences and simply see
a friend.
[[ Teaching our children a second
language. This is a good way to
help them understand that not all
people speak the same language.
The world suddenly opens up in a
new way when they understand that
communication varies by region
and country. We’re considering
enrolling our son in a school that
begins Spanish at kindergarten.
[[ Teaching our children geography.
This goes hand-in-hand with teaching
a second language. We show our
kids maps, teach them about the
language, the weather, the customs
— all excellent ways to have them
appreciate that outside of our little
town there are fascinating places
to visit.
[[ Trying new foods. In our “meat
and potatoes” town, we like to give
our kids opportunities to try other

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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foods. There are so many other dishes
and cuisines. We want them to be
able to be willing to try something
new. Plus, it’s a bonus for us when
we can go get ethnic food and there’s
something our kids can enjoy too.
[[ Teaching our kids to notice and
value other people. When they notice
something a little different about the
students or families with whom we
volunteer, we talk about it openly and
try to teach them to appreciate the
difference. There’s so much for them
to learn when they see someone with a
different custom.
[[ Listening to music from other
countries. Not only will they hear
different languages and accents, but
they will develop a taste for other
kinds of music. I taught our kids
“La Cucaracha” and they find it quite
funny.
While we often speak of being
global as a business, our family is
making it our business with our
kids to take them global. It might
be a while before we are able to
travel with them internationally,
but we hope we’re giving them
a good start on appreciating the
world while we’re local. [M]

Robert Jelenic | Global Marketing Director

Are you engaging your global
audience fast enough?
Once online, you’re global. And you need to move quickly. The internet created a
marketplace faster than anything we’ve ever seen.
To win, you have to connect with your customers on their terms and at top speed.

My mission is to help you achieve your global business vision quickly
through expert content that inspires and educates.

www.rws.com/moravia

