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Post Editing

      got my first introduction to the world of 
interpreting as a kid, maybe 11 years old, from a 
woman named Pam who was teaching our entire 
family American Sign Language (ASL). ASL was Pam’s 
native language. Both her parents were deaf, and she 
first learned English through the television, she told us. 
She grew up to be an ASL interpreter.

The culmination of these lessons involved my sister 
and me practicing our own ASL interpreting as Pam 
read aloud from a children’s book by Shel Silverstein. 
It was not exactly on-the-fly interpreting, however, 
since we knew the story ahead of time and Pam had 
reviewed the vocabulary with us. I couldn’t remember 
all the words, though, and invented some of it. My 
mother video recorded us doing it live, so this remains 
the closest thing to formal interpreting I’ve ever done.

Notwithstanding how low-key it was supposed to be, 
I found this childhood exercise extremely challenging. 
I couldn’t stop and look up a word when I forgot, 
which made me feel helpless. This may be why I have 
never been tempted to try my hand at interpreting.

Interpreting is, in fact, challenging. Looking back, I 
have a lot more compassion for 11-year-old me than 
I did at the time. And if you’ve ever been tempted 
to think that it should be easy, like I told myself at 11 
years old when I forgot ASL vocabulary as Pam recited 
the English, then perhaps this issue will help enlighten 
you — it’s challenging, and I have more respect than 
ever for the professionals.  
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      Recaps 

LocWorld41, held November 6-8, 
2019, took the theme of “Go Global, 
Be Global” to Silicon Valley.

In the keynote on November 7, 
local entrepreneur Vitaly M. Golomb 
offered a presentation looking 
inside the “Corporate Black Box.” 
Golomb was born in the Soviet 
Union and immigrated to the US at 
eight years old, and subsequently 
found himself “torn between a 
couple of different cultures” and 
speaking Russian at home. 

His current company bridges 
“the world to Silicon Valley,” 
said Golomb, and his presenta-
tion focused on startups and the 
emerging world they’re addressing. 
Golomb noted that in 1983, Isaac 
Asimov predicted a future where 
“untrained millions find themselves 
helpless to do the jobs that most 
need doing,” an accurate predic-
tion considering the amount of 
automation present in the current 
workforce. Golomb stated that 
nationalism is a reaction to this 
phenomenon; misplaced outrage 
over losing traditional jobs, not to 
waves of immigration but to tech. 

Golomb discussed what startups 
actually are: “an experiment in search 
of a business model” that scales up 
quickly. Golomb broke down the “S 
curves” of funding and profitability, 
and explained that you need the right 
collaborators to scale startups into 
successful ventures. You need venture 
capitalists and other funding sources, 
savvy management, professionals such 
as lawyers who can put together a 
venture capital deal, universities from 
which to draw employees and so on. 

LocWorld hosted an open house 
for the first time, drawing 124 
Silicon Valley professionals to the 
exhibit hall and a few afternoon 
sessions. This cross-section of the 
conference focused among other 

things on content strat-
egy, machine translation 
evaluation, human-cen-
tered design and going 
global as a startup local-
ization manager. 

A session the morning 
of November 8 covered 
one of Silicon Valley’s 
most prescient projects: 
“Robot Voices in Multi-
media.” Gilbert Segura 
of Compass Languages 
discussed the challenges 
of text to speech. He 
mentioned Amazon Polly,  
Microsoft Azure which 
is “closely related to 

LocWorld41 localizes for Silicon Valley



9January/February  2020

Recaps 

Speech Translator” and Google 
Compute Cloud. Google, he said, has 
“gotten all the people, they’ve got-
ten all the money,” and is currently 
offering 187 voices. With its neural 
network, Google found a way to con-
sider various learning data — speech 
and vocal patterns, including accent. 

Engineering text to speech and 
more requires some basic phonetic 
knowledge. For example, said Segura, 
“speech is more than just sounds put 
together,” it’s about how the sounds 
are put together.

Meaning isn’t just encapsulated 
in text; it’s also in the way you say 
something, so there needs to be a 
way to figure out what the meaning 
is. Thus, said Segura, “when you’re 
doing speech to text,” you need to 
encode a lot of information.

https://vistatec.com/
https://vistatec.com/
mailto:info@vistatec.com
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   “   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

Game Global took place in Califor-
nia at the Fairmont San Jose, November 
5-6, 2019. Presenters shared insights 
on topics such as breaking into the  
Chinese market, working with 
students, game company culture and 
applying machine translation to gaming.

A machine translation session 
November 5 recapped previous 
Game Global presentations on the 
topic, with truisms such as “know 
your data before committing to 
anything,” and “generic engines are 
actually not that bad.” This session 
continued the conversation with a 
discussion on taking machine trans-
lation from theory to reality. 

In the panel discussion on culture 
November 6, longtime game local-
ization expert Kate Edwards noted 
that working 100 hours a week “is 
not something to brag about.”

Edwards stated that one cultural 
shift currently happening in games 
is the move from Western ideals to 
Chinese ideals, which has caused 
challenges and has even caused 
games to be banned in other locales 

that take offense at China’s stance 
on certain topics. Edwards noted 
that “the default Western view-
point” didn’t have polarizing geo-
political opinions on the South 
China Sea, for example. So if a 
film or game is prepared with the 
Chinese viewpoint of 
place in mind, “that is 
actually causing addi-
tional problems” once 
the game expands. And 
this is a bigger content 
challenge since China 
is now such a massive 
market for games.

A session on mas-
sive games November 
6 was particularly 
popular. Virginia Boyero 
and Patrick Görtjes of 
Ubisoft shared insights 
on how their work-
flow and tools allows 
them to manage large 
amounts of translated 
strings with frequent 
updates.

Game Global looks at culture, massive games and more

http://www.plunet.com
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Held November 7 at LocWorld41, 
the Process Innovation Challenge (PIC) 
considered six new tools from a panel 
of participants: Dalibor Frívaldský of 
Memsource; Lucio Gutierrez of Intuit; 
Robert Rogge of Zingword; Heather 
Shoemaker of Language I/O; Lori 
Silverstein of SPi Global; and John 
Tinsley of Iconic Translation Machines. 

LocWorld41 keynote speaker Vitaly 
Golomb lent his know-how to the panel 
of experts asking participants questions 
“You want to frame it as a customer 
problem. Who’s the customer, what’s 
the problem you’re solving,” Golomb 
told Rogge, approaching the pitch on a 
more general level. 

Presenters had four minutes to 
pitch their ideas. Rogge offered a 

new way to set up source and target 
languages. Shoemaker pitched a 
machine learning platform that can 
predict which machine translation 
engine will be the most accurate 
in, for example, customer support. 
Gutierrez’s presentation focused 
on the user interface Magic UI. 
Silverstein pitched an automated 
dubbing service that takes pitch, 
tone, speed and more into account 
to convey “emotional mapping.” 
Frívaldský asked the audience to 
consider automating linguistic selec-
tion using topic modeling. Tinsley 
said that 80% of all litigation will be 
multilingual by 2020, and pitched 
a platform to handle this. “There 
needs to be absolute clarity” on 

security and where data is being 
stored, he said. This could apply to 
any number of environments where 
security is needed, not just the 
legal field — clinical trials, financial 
paperwork and so on.  

Silverstein won the PIC by audi-
ence vote, and Shoemaker was voted 
runner-up.

Automated “emotional mapping” wins PIC
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Argentina is attempting to 
establish itself as a leader in the 
language services industry, provid-
ing resources, experience and tech-
nology to companies worldwide. 
Industry players say they have seen 
an increased interest in the region 
from international companies. 

In 2018, the knowledge economy 
in Argentina was responsible for $6.4 
billion of revenue and the creation 
of 1.2 million jobs. Based on the vol-
ume of business seen in the region, 
Translated in Argentina hosted the 
second Translation Industry Con-
ference in Latin America (CLINT) 
September 14-15, 2019, in Cordoba, 
Argentina. 

Translated in Argentina is the first 
nonprofit association of language 
service companies and profession-
als whose objective is to promote 
the local language industry, train 
resources, and build awareness to 
strengthen activity within the Argen-
tinian business environment.

The organization focuses on 
bringing together localization 
industry stakeholders in an effort 

to further strengthen Argentina’s 
position as the go-to place for into-
Spanish language services; providing 
training to member companies and 
industry players in general; as well 
as seeking partnerships with govern-
ment and industry associations all 
over the world.

CLINT 2019, an event unique 
in scale and prestige for the region, 
brought together 280 industry players 
such as company owners, project and 
account managers, translators, stu-
dents and government officials from 
Argentina, Spain, the UK, Sweden, 
the United States, Peru, Uruguay, 
Chile and Brazil.

The top five takeaways were:

1. Change continues to happen at 
a rapid pace within the industry, and 
therefore being agile and adaptable 
are hugely important.

2. Be comfortable with being 
uncomfortable. It is in times of 
disruption that the most brilliant 
opportunities arise.

3. Technology should empower 
and not overpower us.

4. Women in the workplace directly 
impact the growth of the global 
economy. Help bridge the pay gap by 
promoting opportunities for women, 
mentoring, sponsoring and promoting 
cultural shifts in work environments.

5. Find your tribe. Surround your-
self with the right people to succeed.

Takeaways from the 
Argentinian  
CLINT event

https://info.systrangroup.com/games
https://info.systrangroup.com/games
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Would you introduce yourself?
Carlos la Orden Tovar, InsideLoc.

Where do you live?
The beautiful Bologna, Italy.

How did you get started in this industry?
About 20 years ago, I completed my degree in edu-

cation and started working as a teacher. However, I 
felt the urge to take my passion for languages more 
seriously, so I decided to study translation and inter-
preting in my hometown, Soria, Spain. A few months 
after finishing my studies, I embarked on a discovery 
trip that has taken me so far to ten different countries 
in the name of translation, technology and learning.
How how long have you worked in it?
My first rodeo as a professional translator was in 

2001. Since then, I have had the chance to explore 
and work from several different angles of this great 
industry: project manager, engineer, interpreter, 
trainer, localizer… never enough, one would say! 
What language(s) do you speak?
Spanish (native), English, Italian, French, Portuguese, 

Basque, some Catalan and German and a pinch of in-
credibly mediocre Russian. Yes, that sounds like your 
average language freak.
Whose industry social feeds (Twitter, blog, LinkedIn, 
Facebook) do you follow? (If any)
Nowadays I am very active on social media, as I’ve 

learned to pick the most valuable pieces of informa-
tion and develop great discussions (occasionally 
leading to collaborations and business) with many 
brilliant colleagues. Just to name one for each plat-
form: Xosé Castro on Twitter; Olga Jeczmyk and her 
blog 20,000 lenguas; Corinne McKay on LinkedIn 
and Languages Around the Globe on Facebook.  
What do you like to do in your spare time?
Plenty! Besides punishing my family and friends with 

our industry’s usual translation-related gibberish, I 
love to keep myself busy all year round. I travel a lot, I 
play and sing (mainly rock and metal), keep studying 
(I’m a bookworm) and like to put myself outside of my 
comfort zone. I’m a mountain guy who has worked in 
a surf camp and watered coffee plantations in Cen-
tral America. My job is my passion, but everything in 
my life is driven toward having a balanced lifestyle 
where there’s enough room — never enough, again — 
to enjoy my hobbies and good company.
What industry organizations and activities do you 
participate in? 
As a speaker and trainer, I have found out that being 

an active player in your local 
scene as well as trying to con-
nect with the international 
players and colleagues in 
the industry really pays off. 
I am very fond of ELIA as an 
association, as the people 
involved are truly passionate 
about our business and have 
the right mindset to bring 
together the different parties involved — language 
companies, freelancers, tech and service providers. 
This year, I am honored to share responsibilities as pro-
gram director for Together 2020 Milan with the current 
ELIA director, Diego Cresceri.
I also collaborate with several universities across 

Europe, a few companies and other national associa-
tions (ATRAE and ANETI, for example) that do a fantas-
tic job in providing the tools, resources and people to 
make their members and the local industry grow and 
improve. I also work as a professor at a Spanish univer-
sity, two online training platforms for translators and 
a few more side jobs. Did I mention I also play metal? 
Oh, yes, I did.
Do you have any social feeds of your own? Twitter 
handle, blog? 
Yes! I am active on Twitter and Facebook as Inside-

Loc, as well as on LinkedIn. I try to share as much use-
ful information as possible (mainly in English, Spanish 
and Italian) about good practices, events, training 
sessions and language facts. I have a healthy dose of 
fun using translation and languages on social media. I 
occasionally write as guest blogger for selected part-
ner companies and have a nearly deprecated blog 
on personal growth too (Prismalize).
Why do you read MultiLingual?
I love the balanced approach MultiLingual has 

achieved over time. On one hand, it features in-depth 
articles about translation technology and trends, 
research and stats about our market; on the other 
hand, it also represents a reliable source of news. I 
also love the company and service provider listings, 
which is good ground for potential networking and 
collaborations if you play your cards wisely and come 
up with some interesting offers. The chance to see 
familiar names and colleagues across the contents 
in articles, news and interviews add up to the great 
value of MultiLingual. Therefore, thank you very much 
and keep up the good work!

Featured Reader
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The website with the widest 
language reach isn’t Facebook or 
Wikipedia, it’s the Jehovah’s Witness 
website, jw.org. In November, the site 
surpassed the translation milestone of 
1,000 languages, and is now featuring 
downloadable content available in 
over 1,000 languages, from articles to 
videos to audio files. Language options 
include various Arabic dialects (such 
as Arabic for Iraq, Jordan or Syria) 
and a wide variety of sign languages. 
The 1,000th language posted was 
Mi’Kmaq, an indigenous language 
with about 8,800 speakers, spoken 
primarily in the Canadian provinces 
of Nova Scotia and New Brunswick.

Additionally, jw.org’s  
online pages were already 
in 820+ languages. Face-
book and Wikipedia 
sites support navigation 
in about 100 and 280 
languages respectively, 
making jw.org by far the world’s most 
widely translated site. 

Other religious websites have a 
large number of featured languages. 
The Church of Jesus Christ of Latter-
Day Saints’ website, for example, is 
available in 118 languages, including 
Apache, Basque and Georgian.

Historically, in terms of under-
served languages, religious-based 

translation has often outpaced 
corporate-based translation. SIL 
International is a Christian nonprofit 
that consults with the UN on lan-
guage issues and publishes the annual 
Ethnologue, a standardized catalogue 
of the world’s languages. SIL Interna-
tional was founded to focus on Bible 
translation, and is affiliated with 
Wycliffe Bible Translators.

Religious site surpasses 
1,000 languages

https://www.a-stw.com/en/
https://www.a-stw.com/en/
mailto:info@a-stw.com
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The fourth International Summer 
School in Translation Technology took 
place from September 2-6, 2019, at the 
Faculty of Arts in Antwerp, Belgium. 
The Faculty is part of KU Leuven 
University. The event was attended 
by 42 participants coming from 16 
countries.

There were a variety of practical 
workshops the participants could 
choose from. Each day began with 
a guest lecture, after which the 
participants attended two practical 
workshops on a specialized topic 
such as terminology management, 
cloud-based translation tools, machine 
translation and post-editing, web and 
software localization. There was a mix 
of experienced speakers and trainers 

coming from both academia and the 
industry. 

This year, the summer school kicked 
off with a group workshop called 
Localisation Fun, in which the par-
ticipants were invited to discuss some 
localization challenges (translations of 
product names, slogans and taglines) 
and come up with a solution.  

As technical communication tasks 
often overlap with those of transla-
tors and localizers, this year, organiz-
ers tried to build synergies between 
both worlds with the collaboration 
of Tekom BE. These workshops pro-
vided translators and localizers with 
strategies for interacting more effec-
tively with technical communicators. 

Fourth International Summer School takes place in Antwerp

The American Translators Asso-
ciation (ATA) held its 60th annual 
conference October 23-26, 2019, in 
Palm Springs, California. The meet-
ing drew nearly 1,400 attendees from 
52 countries. 

The ATA conference offers trans-
lators, interpreters, company own-
ers, project managers, educators, 
students and others in the language 
services industry a chance to learn 
and network. It is the largest annual 
translation and interpreting gather-
ing in the United States.  

The core of the conference is the 
three days of educational sessions: 
170-plus sessions covering 30 areas 
of specialization and languages. 
“There is something for newcom-
ers to the profession, mid-careers, 
and the old-timers,” said president-
elect and conference organizer Ted 
Wozniak.  

In addition to the professional 
development opportunities, the con-

ference offers chances to network, 
from the Buddies Welcome Newbies 
program for first-time attendees, 
to Brainstorm Networking, where 
attendees gather in small groups to 
work through challenging business 
scenarios to various division events. 
ATA has 22 divisions of special inter-
est groups. 

One of the highlights of the con-
ference is the annual job fair. The 
two-night event brought together 

almost 30 language services compa-
nies and hundreds of translators and 
interpreters.

Throughout the conference, the 
exhibit hall was bustling with 67 
booths featuring tool providers, 
language services companies, gov-
ernment agencies and schools. A 
feature of the ATA exhibit hall was 
tool providers featuring tool stations 
with tech support, not sales reps, to 
help attendees better use their tools.  

ATA celebrates 60th annual conference
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Since 2005, TAUS has organized 25 events in Asia. 
October 17-18, 2019, the annual TAUS Asia Conference 
& Exhibits was held in Singapore in collaboration with the 
Ministry of Communications and Information (MCI) of 
Singapore. 

Today, the global language and translation industry 
are undergoing fundamental changes as a result of break-
throughs in artificial intelligence, digital transformation 
of business and ongoing globalization. With four official 
national languages and a central location, Singapore is 
an important hub for discussing these changes and their 
implications on the localization industry.

Together with the delegates from MCI and program 
committee members from various Southeast Asian coun-
tries, TAUS put together a program with panel discussions 
and presentations from a great group of speakers, to edu-
cate the audience in new technologies and best practices, 
share perspectives on how to redesign translation pro-
cesses and strategies on global intelligent content delivery, 
and learn how CEOs of various players in Southeast Asia 
face challenges with globalization from the region. 

The event also hosted new customers and vendors for 
advanced language and localization technologies, featuring 
eight exhibitors in the TAUS Collaboration Pavilion, who 
demonstrated their tools and technologies throughout the 
breaks. Through collaborations with local universities and the freelance translator community from the MCI, global 

talents and the future workforce were able to connect with 
their peers and potential employers. 

In the Game Changers Innovation Contest, ten compa-
nies showcased breakthroughs in technology and innova-
tion. The audience ended up voting Interpreter IO’s CEO 
Adam Hodgson as the winner, with his live demonstration 
of their new technology Artificial Intelligence Assisted 
Interpreting (AI AI).

As the biggest TAUS event to date, 211 attendees 
came together representing 23 countries from all over 
the world (82% Asia, 11% Europe, 4% North America and 
3% Oceania). Among the audience were many freelance 
translation practitioners from Singapore and neighboring 
countries, as well as students and professors of translation 
and localization departments at Southeast Asian universi-
ties, adding a practical perspective to the conversations on 
machine translation, speech translation and the modern 
translation pipeline. 

On the second day of the event, the TAUS Asia Con-
ference was honored with a visit from Senior Minister of 
State Sim Ann, who welcomed TAUS and its audience to 
Singapore and spoke with various speakers and exhibitors 
at the event to learn more about the industry.

Singapore hosts annual TAUS Asia conference

http://elia-association.org/together-2020/
http://elia-association.org/
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Business
Lexigo opens Singapore office

Lexigo, a translation services and technology provider, 
has opened a new Singapore office. 
LexigoLexigo www.lexigo.com

Language I/O receives  
first seed round funding

Language I/O, a provider of software that combines hu-
man and machine translation to automate the translation 
of customer support content, has closed a seed round for 
an undisclosed amount. The round was led by Wyoming-
based seed fund Breakthrough 307.
Language I/O LLCLanguage I/O LLC www.languageio.com

People
Recent industry hires

Omnia Group, providers of translation services and 
global communications consulting, has hired Carlo Serafini 
as business development manager for the Italian market. 
Omnia GroupOmnia Group www.omnia-group.com

mt-g medical translation GmbH & Co. KG, a provider of 
language services, has restructured its management team. 
Bernd Mayer is responsible for project and sales manage-
ment, Jessica Giardini for human resources and Samuel 
Aubin for quality management.
mt-g medical translation GmbH & Co. KGmt-g medical translation GmbH & Co. KG www.mt-g.com

Xillio, a content migration and content integration 
company, has hired Nancy Hähnel as sales director for its 
localization hub. 
XillioXillio www.xillio.com

Lionbridge, a provider of localization services, has an-
nounced that Tony Stoupas has joined the company as 
chief technology officer. 
LionbridgeLionbridge www.lionbridge.com

Products and Services
SDL, Workfront collaborate,  
MultiTrans compatible with RelativityOne

SDL, a provider of global customer experience manage-
ment, has announced that it is collaborating with Work-
front, a work management application platform. 

SDL MultiTrans, SDL’s translation management system, 
is now compatible with RelativityOne, Relativity’s cloud-
based eDiscovery platform.
SDLSDL www.sdl.com

XTM v12.1
XTM International, developers of a translation manage-

ment system and computer-aided translation tool, has 
released XTM v12.1. The latest version provides users 
with backup options for translated segments, connectivity 
of XTM to SDL BeGlobal machine translation, and is fully 
compatible with Adobe Experience Manager 6.5.
XTM InternationalXTM International https://xtm.cloud

lexiQA selected by Deezer
lexiQA, an application program interface solution for 

online linguistic quality assurance, has been selected by 
Deezer, an online music streaming service, to provide lo-
calization quality assurance services.
lexiQAlexiQA www.lexiqa.net

Website-Translator 1.0
LinguaSol, a provider of linguistic solutions, has 

launched Website-Translator 1.0, a subscription-based 
website translation solution for small and medium-sized 
enterprises.
LinguasolLinguasol www.linguasol.net

GTP 2.0
Janus Worldwide Inc., a language service provider, has 

released a second edition of its web-based Global Tech-
nology Platform (GTP 2.0). It encompasses the entire 
spectrum of translation process functionalities, and is 
intended to simplify engagement between the client and 
the contractor.
Janus Worldwide Inc.Janus Worldwide Inc. www.janusww.com

AppTek integrates with Modzy
AppTek, a speech recognition company, has formed 

an alliance with Booz Allen Hamilton, a management 
and information technology consulting firm, to integrate 
AppTek’s technologies into the newly launched Modzy 
platform. Modzy is an open architecture software solu-
tion available to customers on-premise, in the cloud or via 
custom deployments.
AppTekAppTek www.apptek.com

Clients and Partners
lexiQA partners with Straker Translations

lexiQA, an application program interface solution for 
online linguistic quality assurance (QA), has partnered 
with Straker Translations to provide locale-specific QA 
checks for Straker’s AI-powered RAY platform.
lexiQAlexiQA www.lexiqa.net
Straker TranslationsStraker Translations www.strakertranslations.com

http://www.lexigo.com
http://www.languageio.com
http://www.omnia-group.com
http://www.mt-g.com
http://www.xillio.com
http://www.lionbridge.com
http://www.sdl.com
https://xtm.cloud
http://www.lexiqa.net
http://www.linguasol.net
http://www.janusww.com
http://www.apptek.com
http://www.lexiqa.net
http://www.strakertranslations.com
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January
ALC UnConference
January 23-25, 2020, Rio Grande, Puerto Rico
Association of Language Companies 
www.alcus.org/page/unconference2020

February
AITCO 2020
February 7-8, 2020, Arusha, Tanzania
East African Interpreters and Translators Association 
https://conference.eaita.org

Information Development World
February 25-27, 2020, Palm Springs, California USA
The Content Wrangler, Content Rules 
http://informationdevelopmentworld.com

Together
February 27-28, 2020, Milan, Italy
Elia (European Language Industry Association) 
http://elia-association.org/our-events

March
LATA 2020
March 4-6, 2020, Milan, Italy
Saint Petersburg State University, IRDTA, https://lata2020.irdta.eu

tcworld India
March 5-6, 2020, Bangalore, India
tekom, http://tcworld-india.com

TAUS Global Content Conference &  
Exhibits 2020
March 10-11, 2019, San Jose, California USA
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

XTM LIVE
March 19-20, 2020, Silicon Valley, California USA
XTM International, https://xtmlive.com

April
COMtecnica
April 1-2, 2020, Rimini, Italy
COMtecnica SRL, https://comtecnica.it

KäTu2020
April 17-18, 2020, Helsinki, Finland
Finnish Association of Translators and Interpreters 
https://katu-symposiumi.com

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

BP20 Translation Conference
April 23-25, 2020, Nürnberg, Germany
BP Translation Conferences, http://bpconf.com

May
Elia’s Focus on Executives
May 7-8, 2020, Rhodes, Greece
Elia (European Language Industry Association) 
http://elia-association.org/focus-execs-2020

http://www.alcus.org/page/unconference2020
https://conference.eaita.org
http://informationdevelopmentworld.com
http://elia-association.org/our-events
https://lata2020.irdta.eu
http://tcworld-india.com
https://bit.ly/2kELToj
http://www.gala-global.org/conference
http://www.gdconf.com
https://xtmlive.com
https://comtecnica.it
https://katu-symposiumi.com
http://www.contenttechsummit.com
http://bpconf.com
http://elia-association.org/focus-execs-2020
https://www.star-group.net/en/home.html
https://www.star-group.net
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range of partners to deliver information, power and a voice to people in need.

Funds help develop technology to improve human lives through language. In 
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ensure health information reaches people at risk of Ebola. More broadly, we develop 
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TWB seeks a world where knowledge knows no language barriers. Without these 
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Please give whatever you can and help us to share our appeal.
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You can deliver interpreting services without 
using any technology. However, language service 
providers (LSPs) that process large numbers of 
assignments or that offer remote interpreting 
eventually equip themselves with specialized 
software. How ingrained are such technologies at 
LSPs? And what systems do they use?

To gauge the state of interpreting technology adoption at 
interpreting service providers, CSA Research surveyed 81 
LSPs that derive some revenue from spoken language services 
— conference, on-site, telephone, video, remote simultaneous 
and machine interpreting – about their use of the more com-

mon technologies. This is in addition to more common LSP 
technology adaptation for translation tech (Figure 1).

Telephone Interpreting
Over-the-phone interpreting (OPI) platforms are the 

most common tools used by interpreting service providers 
— 68% of our respondents use one. They assist in the deliv-
ery of interpreting services with audio only. Users typically 
conference in an interpreter who consecutively interprets 
the back-and-forth dialogue. 

We found that 53% of our sample use a commercial 
solution and 49% a proprietary one. A few providers use 
multiple systems and when they do so, they tend to supple-
ment their own with ones chosen by top clients.

Interpreting technology 
adoption at LSPs

Hélène Pielmeier
Hélène Pielmeier is a senior analyst at CSA Research. As an analyst, she 
provides research and advisory services for the firm’s LSP platform.
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Interpreting 
management systems

Interpreting management sys-
tems come in second place (59%) in 
terms of adoption. LSPs use these 
applications to schedule and manage 
interpreting assignments, whether 
on-site or remote. They enable major 
efficiencies in coordinating large vol-
umes of scheduled assignments. 

When we asked respondents that 
use an interpreting management 
system to identify their sources, 56% 
of respondents told us that they rely 
on a proprietary solution that they 
developed themselves or paid to have 
developed. Some of these custom 
tools have extensive functionalities 
and automation levels.

Video remote interpreting
Third in interpreting technology 

adoption was video remote interpret-
ing (VRI), with 58% of our sample using 
one. This technology encompasses 
systems that manage both audio and 
visual delivery when the interpreter or 
one of the stakeholders is off-site. 

For VRI, we observed greater 
numbers that adopted a commercial 

solution (60%) than a proprietary 
system (40%). While the balance 
toward commercial systems is higher 
compared to OPI, proprietary video 
remote interpreting systems are up 
sharply in recent years following the 
release of WebRTC technology.

Remote simultaneous 
interpreting

Last in terms of adoption is a rela-
tively new technology: remote simul-
taneous interpreting (RSI), which 
under one-quarter of respondents 
(23%) have deployed. These platforms 

Figure 1: Translation technologies in use. This is in addition to more common LSP technology adaptation for translation tech. 
Copyright CSA Research Inc, 2019.
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deliver simultaneous interpreting 
services by phone or over the inter-
net. RSI creates a virtual booth where 
linguists — who may be in different 
locations — can pass the microphone 
back and forth as they interpret the 
event in real-time. It can handle 
remote speakers, remote interpret-
ing, remote participation and hybrid 
events that mix and match these 
setups. In addition, RSI technology 
may, but does not necessarily, include 
a visual element such as a slideshow 
or a video feed.

RSI technology vendors also typi-
cally provide the services that go with 
it. As a result, answers from tech 
vendors in the relatively small pool of 
LSPs that currently use the technology 
overinflate the importance of propri-
etary systems (44% of respondents 
delivering RSI services). Few language 
service providers have developed their 
own RSI technology.

Machine interpreting
Too few respondents reported uti-

lizing machine interpreting to graph 
usage. Machine interpreting involves 
systems that process speech to text 
using voice recognition systems, 
then send the text through machine 
translation, and render the text into 
spoken language through speech syn-
thesis. Some systems enable users to 
choose between reading or listening 
to the translation. 

While machine interpreting plat-
forms still have limited use cases mostly 
centered around smart earbuds, speech 
recognition and machine translation 
technology are improving. As a result, 
we expect the number of scenarios in 
which it plays a role to grow.

Computer-aided interpreting
Finally, we did not inquire with 

LSPs about computer-aided inter-
preting platforms. Individual inter-
preters use these more than LSPs 
themselves. These platforms support 
professional human linguists in the 

preparation and delivery of accurate 
interpreting assignments with tools to 
collect corpora and extract linguistic 
information. Tools also offer termi-
nology management functionalities, 
and there are tools for memorizing 
terminology. Such software helps 
interpreters be more efficient and 
systematic, which is crucial to man-
age the wealth of information needed 
to prepare for events and to recall rel-
evant terminology while interpreting.

Computer-aided interpreting as 
it stands now has barely scratched 
the surface of what can be done. 
Over time, it may be integrated 
more systematically to interpreting 
delivery platforms. For example, 
some video remote interpreting plat-
forms already enable automatic term 
lookup in their systems. Yet that’s just 
one basic functionality of the range of 
tools that may benefit interpreters.

What is the bottom line?
In our analysis of the data, we 

observed that some LSPs report 
having specific capabilities yet little 
revenue from related services. Add-
ing remote interpreting solutions 
represents a quick and effortless way 
for smaller providers to expand their 
portfolio of expertise with minimal 
investment. However, it doesn’t mean 
they proactively sell these capabilities. 
Many LSPs add remote interpreting 
technologies to their technology stack 
just in case clients ask for them but 
spend no effort selling the service. 

This leaves room for interpreting-
centric providers to develop not only 
their portfolio of tools, but also the 
market for their solutions. Buyers 
still have different levels of awareness 
of the various interpreting delivery 
platform options out there and the 
best use cases for each. Yet the mar-
ket for interpreting services keeps 
steadily growing, both from the 
growing demand from existing cli-
ents and from new market segments 
that technology options unlock.  [M]

24

https://www.adapt-localization.com


Focus

25January/February 2020

How to use telephone 
interpreting to create 
“omnilingual” service

Allie Fritz

Allie Fritz is the director of operations for Lionbridge’s over-the-phone 
interpretations division. She initially joined Lionbridge nine years ago 
as an interpreting recruiter and has also overseen quality assurance.
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From social media and customer help lines 
to actual brick-and-mortar stores, business-
to-consumer (B2C) companies have a lot of 
channels to monitor. To keep the brand cohe-
sive, advanced marketing teams deploy an 
omnichannel approach — a single, ideal cus-
tomer experience that remains consistent across 
every platform and all types of communication. 
When it comes to making an omnichannel mul-
tilingual, though, customer service phone lines 
are more difficult to streamline.

Depending on how they’re classified, between 6,000 
and 7,000 languages are spoken worldwide — 232 in the 
United States alone — and while interpreting technol-
ogy is advancing, the field has yet to implement artificial 
intelligence on as robust of a level as written translation. 
Multilingual chatbots and machine translation have 
made social media and website localization easier than 
before, but over-the-phone interpretation (OPI) is still 
markedly dependent on people.

This can leave companies at a loss when deciding 
which languages to communicate in where. Languages of 
lesser diffusion (LLD) can be particularly tricky. Not only 
can live interpreters for LLDs occasionally take longer to 
get on the line, but depending on your OPI provider, they 
could cost more too. Some telephone interpreting pro-
viders charge the same amount per minute regardless of 
language, but others vary pricing by supply and demand. 

So while American retailers might not scoff at a 
lower-priced, commonly-spoken language like Spanish, 
for example, buyers might easily see a higher quote for 
something like Somali and think, well, we just won’t 
offer that. But if a store is headquartered in Minneapolis, 
Minnesota — a town with the highest Somali population 
in the United States and a Somali-American Congress-
woman — this would be a mistake, possibly alienating 
nearly 74,000 people.

In terms of the bottom line, though, more than alien-
ation is at stake: there’s also cold hard cash. As CSA 
Research reports, 55% of global shoppers won’t buy from 
a company unless product information is available in 
their language.

 This “Can’t Read, Won’t Buy” philosophy doesn’t stop 
at point of purchase: for call centers specifically, language 
access becomes even more important as 74% of interna-
tional consumers indicate subsequent spend depends on 
availability of after-sale language access.

So when it comes to using OPI to gain and retain cus-
tomers, where does a B2C company start? How can you 
even begin to roadmap the “omnilingual” experience?

1. Look for opportunities in every language
Start by understanding the limited-English customer 

experience itself. What happens when someone who 
doesn’t speak the same language as you calls the company 
contact center or service desk? Is this experience good or 
bad for them? Why or why not?

If you don’t know, consider these questions from the 
customer’s perspective:

• How easy is it to report an issue or voice a concern?
• Which communication channels are available in 

which languages right now? Are these channels the same 
platforms that customers speaking those languages prefer?

• How many times does a customer have to repeat 
herself? Callers who press 2 for Spanish shouldn’t have 
to also tell service reps that their bill needs to be in Span-
ish. Integrating telephonic interpreting preferences with 
customer profiles will better streamline omnichannel 
experiences.

• Are limited-English callers handed off to multiple 
employees or placed on hold multiple times before they 
get an interpreter? Per telecommunications giant AT&T, 
the average American caller only waits 38 seconds on hold 
before hanging up. Your limited English customers are 
making an effort to connect with you. Don’t lose them.

• At the end of the call, has the customer’s issue been 
resolved?

• How much effort did this take? How much time? Are 
lengthier calls commensurate to more complex needs?

These answers will help you ascertain the state of your 
current multilingual customer experience and pinpoint 
problems in the original English experience as well.

2. Quantify language and volume
Just like in our Minneapolis example, the languages 

your customers speak may surprise you. Brick-and-mortar 
retailers should research language demographics for zip 
— or postal — codes near their stores. When someone 
who doesn’t speak English calls the helpline, jot down 
what they do speak. Look at these numbers just as you 
would any other sales demographic. Which languages get 
requested the most?

Understanding this landscape will help you provide a 
higher quality experience in a more cost-efficient, profit-
driven way.

3. Break down the metrics
Once you’ve identified customer languages, cross-

reference each one individually with the company’s 
existing key performance indicators. Maybe you track 
customer satisfaction scores or cost per click rates. If the 
time it takes to respond/repair/resolve an issue or cost 
per incident matters to you, then run those numbers 
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for your limited-English customer base too. Pay special 
attention to first call resolution stats, as these numbers 
don’t just measure how happy your customers are — or 
aren’t! — but also indicate how much the language barrier 
is already costing you. B2C companies are often surprised 
to find numbers across the board rank significantly lower 
for multilingual customer groups, and are remarkably 
pleased when they see how quickly telephone interpret-
ing brings those numbers up.

4. Map the multilingual customer journey
Identify the languages with lower customer metrics, then 

map the specific customer journey for each one. This helps 
you develop a clear picture of which need the most attention. 

As with metrics, retailers are sometimes shocked when 
they realize just how difficult their current experience 
makes it for certain customer groups to buy products. 
Going back to those CSA Research statistics, language 
access is particularly important for companies that see 
more profit from repeat business.

5. Consider your options
Now that the data’s in place and the journeys are 

mapped, marketers can start the revenue-driving pro-
cess, determining which languages make the most sense 
for the bottom line and how to communicate in them.

If customers who speak a certain language prefer 
calling, for example, then OPI is the first service you’ll 
need to buy. Or, if you only need one or two high-volume 
languages, run the cost-benefit analysis of hiring bilin-
gual call reps. But should a service issue escalate, does 

this mean you’ll need bilingual managers too? And what 
about your disaster recovery backup call center? Is it 
equipped with bilingual personnel? Go back to the jour-
ney: if everything goes right, or if it goes wrong, precisely 
whom will this customer need to interact with? Should 
that employee speak the customer’s language personally 
or connect through an interpreter?

For most companies, no single language alternative is 
ever the answer. Most retailers require a mix, just like 
your customers want more than one way to get ahold 
of you. Best-in-class retailers combine translation and 
interpretation, devising strategies for each language 
based on high, medium and low volume language needs. 
Maybe you need a real-time multilingual chat instead of 
OPI; maybe just machine translated customer care emails 
is what’s right for you. No two companies are alike. A 
skilled language services provider will work with you to 
develop the best approach.

6. Improve experience one step at a time
Treat this process like a science experiment. Introduce 

one new variable at a time and measure its impact before 
making major company-wide changes. You don’t have to 
immediately offer support for all of the languages that 
all of your customers speak. Instead, start by closing the 
biggest gaps. Provide support for the highest volume 
language first, then test, measure and optimize to make 
that solution successful. Then you’ll have a positive case 
study for tracking improved customer service and sales 
metrics that you can use to convince management to 
provide interpreting for the rest.  [M]
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Interpreting international 
business deals

Professional interpretation services are an 
irreplaceable part of international business. Since 
ancient times, cross-border trade and commerce 
were only possible by breaching language barriers. 
This still applies today as much as it did in the past. 
The only difference is in today’s globalized econ-
omy, interpreters are needed more than ever.

Why do you need a professional 
interpreter and where do you find one?

Hire professional business interpreters with specialized 
knowledge. Professional interpreters are often mislabeled as 
translators by the general public, but they’re very different 
professions. Yes, they both transport ideas between lan-
guages, but the main difference is that interpreters provide 

Ofer Tirosh is the founder and CEO of Tomedes, a professional transla-
tion agency. Tomedes has been providing interpretation and translation 
services to diverse clients and industries for more than 12 years. 

Ofer Tirosh 
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live spoken language support. Translators typically work in 
a secluded environment, free from distractions and on-site 
pressure. That is, if you don’t include looming deadlines.

Translators can’t automatically become interpreters. 
Generally speaking, interpreting takes developed cross-
cultural communication skills, advanced listening skills 
and the ability to deal with tremendous on-site pressure. 
In short, if translators do want to be interpreters, they’re 
going to need additional training before they start. 

But what makes an in-demand professional interpreter 
isn’t just language skills. It’s also their background knowl-
edge and industry specialization. In a business context, 
for example, what you need is a professional business 
interpreter. Apart from their interpretation skills, they will 
also have the right background knowledge for a business 
environment. 

Specifically, they need to have industry knowledge along 
with familiarity with financial and legal terminology. They 
don’t exactly have to be lawyers, bankers or accountants. 
Rather, they need to know enough to thrive in a business 
environment. 

Connecting with professional 
interpretation services

Where can you find the right professional business 
interpreter? You can ask interpreting-specific firms, or you 
can request one from a professional translation agency. I 
know, they’re called a translation agency, but they also 
provide other professional language services. You can eas-
ily request professional interpretation services also. 

When choosing the right interpreter, you have to specify 
what language pair you’re looking for. Common language 
pairs include English to Spanish, English to Chinese, Eng-
lish to German and so on. You also have to make sure that 
you’re requesting a business interpreter and not a general 
language interpreter, assuming that’s what you need. 

Make sure they’re also familiar with the industry you’re 
in — be it in banking, manufacturing, electronics, software 
or something else. All in all, make sure that you’re running 
through a checklist to get the right interpreter for the job. 

Your interpreter’s specialized knowledge 
will come in handy

Cross-cultural communication skills are absolutely 
necessary. A business environment is a multifaceted arena 
with lots of paperwork and meetings. It’s hard enough to 
get around this in your home country. How much more in 
a foreign environment with language and even cultural bar-
riers? This is where your professional interpreter steps in. 

One of the many skills a professional interpreter needs 
is effective cross-cultural communication skills. You may 
already know the practical knowledge that an interpreter 

needs. But what about the required soft skills, namely 
cross-cultural communication? 

You see, an international business environment is like 
navigating a minefield. Yes, there are obviously language 
barriers, but there are also cultural barriers. Each coun-
try, including yours, has its own business culture. These 
include expected etiquette, customs and a specific way of 
speaking and conducting yourself. 

Don’t underestimate the importance of business eti-
quette. Even if your paperwork checks out and everything 
else in the meeting goes well, a cultural and social faux pas 
might jeopardize everything. 

Team your professional interpreter with a 
professional translator

Whether you’re negotiating with foreign businesspeo-
ple or seeking foreign funding options, your interpreter 
has it covered — part of it, anyway. It’s fair to not expect 
miracles from your interpreter. After all, they’re still 
human and there’s only so much they can do on-site. 

What I mean is that they can’t translate lengthy and com-
plex paperwork on-site. It’s actually the job of a professional 

29

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 global-
ization 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
          •   Bilingual QA Engineers

Michael Klinger          mklinger@anzuglobal.com
Anzu Global LLC          http://www.anzuglobal.com 
525 Massachusetts Avenue         Phone: 978-429-8014
Suite 203, Acton MA 01720         Fax: 978-429-0671

mailto:mklinger@anzuglobal.com
http://www.anzuglobal.com
http://www.anzuglobal.com
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Top 10 Interpreting Providers

Rank Company Name Country
Interpreting 

Revenue 
(USD million)

% of 
Overall 

Revenue

Core  
Interpreting 

Business
Main Sector

1 LanguageLine Solutions United States 451.2 94.0% remote healthcare, public sector, business

2 CyraCom  
International, Inc. United States 141.0 95.9% remote healthcare, public sector

3 Stratus Video/InDemand  
Interpreting United States 99.9 99.9% remote healthcare

4 thebigword United Kingdom 59.3 49.2% on-site public sector

5 Semantix Sweden 55.6 48.9% on-site and 
remote public sector

6 Language Services  
Associates, Inc. United States 46.0 75.4% remote public sector, healthcare

7 Språkservice Sverige AB Sweden 45.0 92.9% remote public sector, healthcare, immigra-
tion

8 Certified Languages  
International United States 40.6 98.1% remote healthcare, public sector, LSPs

9 TVcN Netherlands 33.0 100.0% remote public sector, healthcare

10 Transvoice Sweden 32.0 N/A remote 
and on-site public sector, conference

translator to translate multilingual paperwork. As men-
tioned earlier, professional translators work in a secluded 
environment free from distractions and on-site pressure. 

Which means they can guarantee error-free document 
translations when you need them. If you have documents 
that need translation for a business meeting, make sure 
to also request professional translation services ahead of 
time so that you and your professional interpreter have the 
right translated documents on hand.   

In-demand foreign languages for 
international business 

The most in-demand foreign languages for international 
business now, other than English, are Chinese (Mandarin), 
German, French, Spanish and Arabic. These languages 
come from leading markets and developed countries. 
That’s where most of the demand is, since that’s where a 
lot of developed and established industries are. 

While it’s easy to understand why Chinese, German 
and Arabic are in-demand languages given that they’re 
regional economic powerhouses, you might be wonder-
ing if French is still useful in business. It definitely still is! 
French is still one of the most spoken languages in Europe. 

In centuries past, French was the official language of inter-
national diplomacy. Times have changed now, but it still 
holds its weight in international business and diplomacy. 

Regarding Spanish, many Latin American countries 
are boasting notable growth rates. That presents major 
opportunities for businesspeople who want to have a 
foothold in emerging markets. 

But if you’re looking for an English to Spanish translator, try 
not to look for a general one. The Hispanosphere is extremely 
diverse, with each Spanish-country having their own linguis-
tic variations, market nuances and business culture. With that 
in mind, both your Spanish translator and Spanish interpreter 
need to have local knowledge of your target Spanish country. 

Aside from the leading markets and developed countries, 
you can find equal to even greater success with regional 
markets and regional languages. To name a notable few, 
these regional languages are Japanese, Korean and Hindi. 

Indeed, Japanese and Korean should belong to the list 
above since they’re both economic powerhouses. They 
may not be as global as some others, but having a Japanese 
or Korean interpreter is one of the many assets you need 
to capitalize on business opportunities and form business 
relations in-country. 

The majority of the top ten interpreting providers, according to the 2019 Nimdzi Interpreting Index, focus almost exclusively on 
interpreting. However, at least two are more general language service providers.
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Quick Facts: Interpreters and Translators

2018 median pay $49,930 per year 
$24.00 per hour

Typical entry-level education Bachelor’s degree

Work experience in a related occupation None

On-the-job training None

Number of jobs, 2018 76,100

Job outlook, 2018-28 19% (Much faster than average)

Employment change, 2018-28 14,600

Start a free trial today at:
localizejs.com

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

Localization, simplified.

As for Hindi, India is one of the fastest-growing coun-
tries in the world. Many global companies are taking notice 
and are already on their way to establish a foothold there 
before it transitions entirely to a middle-class economy. 
That might still seem a long way away, but staying ahead 
of your competition also involves making moves decades 
ahead of time. 

Keep in mind that the global economy changes so fast 
that perhaps 10-20 years from now, this list might be com-
pletely different. Another major regional player to look out 
for is the ASEAN region. With that in mind, you might 
see Southeast Asian languages such as Thai, Vietnamese, 
Indonesia and Filipino on the list in the future. 

International businesspeople should also 
learn new languages

All in all, breaching language and cultural barriers are 
an inevitable aspect of international business. In fact, in the 
near future, language skills might even become the standard 
in the business school. The rapidly growing and changing 
globalized economy means that language skills will be a 
must if the future businessperson wants to stay competitive. 

Aside from language skills, they can also learn a thing 
or two about cross-cultural communication. As you know, 
business is a highly formal endeavor that also values infor-
mal connections. In short, knowing a foreign language plus 
cross-cultural communication skills is what will help you 
stay competitive today and prepare for the future business 
environment.  [M]

The US Bureau of Labor Statistics projects positive growth for the translation industry, including translators and interpreters. 
The average growth rate across all job markets is 5%.

https://localizejs.com/
https://localizejs.com/
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Traditionally, educational interpreting has 
engaged interpreters who recently completed their 
training. The field is often used as an entry point 
for an interpreting career. In recent years, some 
US states have set the bar higher for educational 
multilingual and sign language interpreters, who 

must have licensure and specific credentials like the 
Educational Interpreters Performance Assessment. 
Various states have also gone as far as establishing 
their own testing to ensure interpreters have a min-
imal skill set to adequately provide services within 
their communities.

Solutions in educational 
interpreting

Afaf Steiert is president and founder of Afaf Translations, where 
she works as an Arabic conference interpreter and oversees all 
medical translation services.

Afaf Steiert



Focus 

   January/February 2020 3333

In general, educational interpreting falls under the umbrella of community 
interpreting. The International Standards Organization (ISO) defines commu-
nity interpreting as “bidirectional interpreting that takes place in communica-
tive settings among speakers of different languages for the purpose of accessing 
community services.” No formal definition exists, at this stage, for educational 
interpreting, but a suggested definition is: a specialization of community 
interpreting that facilitates access to educational services in schools and other 
educational settings.

States with the highest employment level in the occupation of educational 
interpreting are found in Table 1, with national levels found in Figure 1. 

State Employment Employment per 
thousand jobs 

Location 
quotient 

Hourly 
mean wage 

Annual 
mean wage 

California 8,670 0.52 1.39 $26.70 $55,540

Texas 4,850 0.41 1.09 $24.81 $51,600

Florida 3,110 0.37 0.99 $20.85 $43,370

New York 2,700 0.29 0.79 $31.38 $65,270

Arizona 2,550 0.94 2.53 $19.88 $41,340

Table 1 provides an interesting snapshot of the employment situation for 
several states within this occupation. In California, the Orange County Depart-
ment of Education took several steps to promote language access, specifically 
by supporting the translators and interpreters who provide the critical language 
bridge. The most eye-opening detail was the immense demand for translation 
and interpreting services.

• 77% of school districts in Orange County, California have monthly requests 
for interpreting and translation.

• 82% of these requests are for individualized education plan or program 
meetings, which are part of the special education process.

• 76% of these requests were related to meetings of the English Learners 
Advisory Committee, District English Learners Advisory Committee and the 
Local Control Accountability Plan.

• 66% of requests involved communicating with the family of students. 
• As a result, an interpreter of the year award was established and California 

became involved in creating an annual interpreters and translators conference, 
providing training for trainers, defining ethical practices and standardizing educa-
tional terminology.

On the level of the individual, it is very important to be conscious of the 
responsibility that comes with educational interpreting — what is being spo-
ken affects the life and the future of children during and after their education. 
With steadily increasing numbers of families migrating around the world, the 
education system is one of the most important concerns for a family trying 
to integrate into a new country and society. The interpreter should demon-

Table 1: Highest number of educational interpreters by state. Source: Bureau of 
Labor Statistics, Occupational Employment Statistics.

strate the ability to handle such 
delicate situations and have under-
gone interpreter training in order 
to adapt to such situations. Too 
often, however, it seems the typical 
scenario reflects a lack of qual-
ity control in how interpreting is 
being handled. The interpreters find 
themselves trying to deliver cultur-
ally adept information and choices 
pertaining to the child’s education 
without a set of guidelines to follow. 

Several pilot programs have been 
started at different institutions 
because of this. At Viterbo Univer-
sity, a mentoring pilot program was 
begun. Students were required to 
participate in the project and reflect 
on data-driven research about inter-
preting in the community. Although 
research is sometimes about trial, 
error and improved methods fol-
lowed by re-experimentation, the 
students at Viterbo are now much 
better prepared for having a chance 
to work out in the field — in real-
world settings that involve facing 
students, parents and teachers. 
Shadowing and mentoring pro-
grams are good methods to assure 
delivery of quality interpreting. The 
interpreter has to be well-trained 
and experienced to deliver informa-
tion concerning the child’s educa-
tional and intellectual progress in a 
correct manner to the parents. The 
interpreter must also be prepared to 
relate the questions of the parents 
to teachers or others present during 
parent-student-teacher meetings, 
including specialists from Social 
Services, the principal, vice prin-
cipal or other education district 
officials. 

Sometimes, the child will attend 
a meeting where they understand 
the language spoken at a high-profi-
ciency level, but the parent requires 
interpreting. Having an interpreter 
can help not only for any compre-
hension difficulties with the English 
language, but can also provide a 
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clearer understanding of the educa-
tion system in the United States, 
which can be very different from 
other countries. This is particularly 
true with regard to standardized 
testing and evaluations of the child's 
academic and social skills.

Once I started interpreting, it 
was challenging for me to do the 
assessment evaluation for kindergar-
teners. We are required to provide 
interpretation of the evaluation 
questions without providing any 
help or suggestions to the student. 
During one of the assignments, the 
child had arrived to the Unites States 
a few weeks prior. He felt confused 
and stared at me with wide eyes, 
surprised that I was speaking to him 
in his native language. 

As a professional interpreter, I 
needed to make sure that the child 
trusted me, so that he would answer 
“my” questions, as relayed through 
the education specialists, even 
though I was a stranger to him. He 
asked me: “how did you arrive to 
this school from Egypt?” I explained 
to him, “I came the same way you 
arrived to the Unites States — with 
an airplane.” Experience may be 
needed to connect with the child 
and interpret their answers to all the 
questions in the assessment.

It can be difficult to certify inter-
preters in a single field such as legal, 
medical or educational interpreting. 
It is important not to limit the inter-
preters’ capabilities and terminology 
skills to one field alone; rather a 

more diverse and creative pool of 
interpreters is created when exposed 
to different subject areas by encour-
aging interpreters to attend different 
workshops to learn new terminology 
and new rules in the interpreting 
system. Avoiding over-specialization 
helps prevent interpreters from 
becoming too limited and encour-
ages the interpreter to engage in 
continued learning. 

Attending district meetings can 
also help interpreters become familiar 
with the school staff and ask questions 
to help improve the understanding 
of terminology (especially questions 
concerning the ever-increasing use of 
new acronyms utilized by educational 
specialists during parent-student-
teacher meetings). 

Figure 1: Educational interpreters by state. Source: Bureau of Labor Statistics, Occupational Employment Statistics, 
www.bls.gov/oes/2017/may/oes273091.htm
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http://www.bls.gov/oes/2017/may/oes273091.htm


In some cases, for example, the 
parent may not understand the dif-
ference between a special education 
class and the general education class. 
Sometimes, during Individualized 
Educational Program (IEP) meetings, 
the parent does not want the child to 
leave the school to move forward to 
middle school or to another class, as 
the child is happy with the teacher 
and has no complaints. But of course, 
the child needs to progress. In other 
cases, the interpreter encounters the 
opposite situation, finding it difficult 
to explain in suitable cultural terms 
to the parent that their child is in 
need of special attention due to a 
particular disability, as the parent 
often argues that the child is fine and 
has no special needs. During IEP 
meetings, the role of the interpreter 
needs to be clear to allow a cultural 
bridge to be built between the parent 
and the school staff, and to explain 
the school system to the parent as a 
method of improving the child’s edu-
cational capability. Parents may not 
realize the ways that education will 
provide building blocks for the future 
of the child throughout their time 
in the school system, leading up to 
becoming a professional as an adult. 

As school districts across the 
nation struggle to fulfill language 
access requirements and the needs 
of their diverse multilingual fami-
lies, our profession needs to step 
up, make space and provide specific 
resources for this new cohort of 
colleagues. Even if the language 
interpreter before or after us does 
not behave in a professional man-
ner, we can still break the cycle 
with our own behavior. Besides 
education, a student’s school life 
can often involve multiple facets. 
Community interpreters can facili-
tate deeper connection between 
the student and the school, be it 
through understanding what the 
student is struggling with or being 
able to communicate any problems 

that may arise. By missing out on 
clear communication, problems will 
be left unsolved or be allowed to 
escalate. Likewise, with the parents, 
if the child feels safe and is being 
understood, the parents can build 
trust into the school system as well. 
This establishes a three-way con-
nection between the school, parent 
and student. 

It is my hope that educational 
interpreters and translators will 
soon receive the same recognition 
and support as those translators 
working in legal and medical set-
tings. The impact of a translator in 
academic settings may seem small, 
but if more language interpreters 
start being accountable, eventually, 
the field of educational interpreting 
will earn the respect it deserves. 

Community and education inter-
preting is a rewarding experience. 
Professionally, we can use simulta-
neous, consecutive and sight transla-
tion all in one assignment where we 
are helping a family integrating in 
the local community. Most of these 
families have immigrated to the 
United States with a primary goal 
of providing a better education and 
better future for their kids. 

The small challenges may be frus-
trating — for instance, the school 
administration needs to understand 
the importance of sending accurate 
requests for interpreting to save the 
district money. Agencies can help 
improve interpreting services by 
working together with school dis-
tricts to avoid notorious last-minute 
appointments that often result in 
no-shows on the side of parents or 
students. It is important to send 
the most suitable and experienced 
interpreter for each assignment. 

A child’s life is in the hands of a 
community working together to 
create a better future for everybody. 
Even a single interpreting session can 
make a big difference for a student 
and their parents.  [M]
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Gilbert Segura has over 19 years of localization experience 
on both the client and vendor sides, working with Dell, 
Lionbridge, Siemens, Amazon, Jonckers, Welocalize and oth-
ers. Currently he is CTO at Compass Languages.

Speech:
An old frontier and a new approach

Gilbert Segura
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Speech is one of the fundamental modes of 
linguistic communication. It’s so close to uncon-
scious, mainstream society only notices it when 
it’s missing. 

We call our industry a “language industry,” yet the 
majority of all our tools and methods are text based. There 
are tools and standards for segmentation, terminology, 
spell-checking, grammar, orthographic conventions and 
many more, all for text. Even the most famous language 
tool from all of history, the Rosetta Stone, is a scribe’s 
aide — a rock with textual information in three written 
languages. 

We have to also admit that spoken words haven’t been 
recorded for most of our history — they don’t survive very 
long after they are spoken. April 9, 1860, was the first time 
words were actually recorded, and was done by Frenchman 
Édouard-Léon Scott de Martinville using his invention the 
phonautograph. Soon after in 1886, there was a consensus 
for documenting the sounds people made. That was the 
birthdate of the International Phonetic Alphabet (IPA), 
and linguists could finally agree on a method to reliably put 
speech to text. The IPA encodes all the sounds of human lan-
guage, and distinguishes between sounds written identically 
in text, such as the th in “this” (expressed as ð in the IPA) 
and the th sound in “thistle” (θ in the IPA). But these forms 

went into dictionaries and academic studies; they didn’t have 
much currency in the world of language translation.

Today, text to speech has undergone a transformation 
from quaint parlor-trick to world-class technology service. 
It’s available in Alexa, Siri, Cortana and countless other 
voice-enabled assistants. It’s able to work with automated 
speech recognition (ASR) to actively transcribe conversa-
tions back into text, process requests and then tell you the 
results. All of the assistants, except Apple, provide these 
technologies as services for developers. 

We now have robots talking using text, and this tech-
nology has been revolutionized in the last four years. The 
pattern is similar to machine translation. There was the 
Cold War Captain America stasis where the technology 
didn’t advance for almost 50 years, and then suddenly it’s 
here and everywhere.

Text to speech was held back until machine learning and 
AI came around and broke it free with massive amounts 
of data; better, more accessible tools; and indisputable 
real-world results. Text to speech is on the same track as 
a second wave of natural language processing technolo-
gies become available. It is now commercially viable, with 
Google, Amazon and Microsoft advancing the technology 
as part of their respective cloud offerings in the new world 
of natural language processing using AI.

Now contrast that change with every tool in the current 
arsenal of computer-assisted translation software. There 
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Figure 1: Bell Labs’ diagram of the Voder.
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are no phonetic tools for processing sound in a multilingual 
way. What we have is an AI juggernaut versus a bilingual 
spell-checker on steroids. Four years is a long time in AI 
advancement, but barely enough time to get a localization 
standard adopted, let alone implemented in a toolset. 

When it comes to multimedia, most localization compa-
nies today still have people reading a script into a microphone. 
That’s been our text to speech just like in the days of radio.

Scientists have been working at text to speech recording 
since the 1930s, with Bell Telephone Laboratory's Voder, a 
funky pipe organ contraption (Figure 1). 

57 years later Chrysler managed to get it into a talk-
ing car, the 1987 Chrysler New Yorker (Figure 2). One 
YouTuber described the tech as “nagging,” saying, “When 
it’s in gear it tells you if you don't have your seat belt on or 
if a door is open. It also tells you when the washer fluid, 
fuel, coolant, and battery is low.”

Past attempts such as this lacked the fundamental 
phonetic qualities of “good speech” and they were comi-
cally easy to dismiss. Automated voice was hard to do, 
it was only good for short utterances, it was stilted and 
not worth the trouble. The same criticisms were made 
of machine translation at the time. People take language 
seriously, and these tools were missing the mark.

Machine translation is difficult enough, but speech has to 
address a whole different family of concerns called supraseg-
mentals or prosody. These are the characteristics of speech 
that make it uniquely difficult since it’s not just sounds. Pros-
ody covers things like stress, pitch, melody, intonation, the 
pauses between sounds and dialectical variations of the same 
word. It is how we get seven different meanings from seven 
words from the simple spoken phrase in English “I never said 
she stole my money.” Try it; take any of those words and stress 
one. Depending on spoken stress, the meaning could be 
“someone else stole my money” or “actually, she was wrongly 
accused,” or “as it turns out, she stole something else.”

In a textual context you will never see these variables at 
play, but in speech you suddenly have an array of possibili-

ties. For machines, this has been difficult to measure and 
replicate. Add dialect, add accents, add a few dozen vari-
ables and suddenly sounds are much more complicated 
than just words in text.

Fortunately, the aforementioned cloud vendors all sup-
port something called speech synthesis markup language 
(SSML). SSML was adopted in 2010 by the World Wide 
Web Consortium as part of their standards for the web — 
it’s actually very useful for labeling words as sounds, like 
HTML was for text. Now we can mark up a phrase, add 
stress or a particular pronunciation to a part of it, and then 
create a more realistic sound.

Using SSML and the IPA also allows us to handle the 
peculiar instance of when a word is not actually in that lan-
guage. For example, a brand name like GAP might be called 
something different in English than Spanish. In Spanish, the 
“g” does not typically follow the rules of English pronun-
ciation. For those familiar with terminology, GAP would 
be a “term” or a named entity. And like a term, the same 
linguistic considerations for text apply, but now also within 
the spoken context. This extra dimension means that text 
to speech practitioners need to overlap three domains:

1 Technical expertise for markup and tools
2 Linguistic ability for the written word
3 Linguistic ability for the spoken word
Text to speech practitioners need to adopt an efficient 

means to navigate all three demands and ask for help from 
post-editors. This really is like machine translation, as it’s 
unlikely that raw output would always be good unless it’s 
under controlled conditions or done by someone familiar 
with the idiosyncrasies of a given text to speech engine 
and language.

With the history and basic obstacles covered, let’s exam-
ine the three main players operating today in the cloud 
(Figure 3). 

Each of these three vendors also has some shortcuts to 
make things simpler. Amazon’s Polly, for example, has a 
way to support Pinyin transcription for Chinese. Micro-
soft’s tools can sometimes interpret numbers in Arabic/
Hindi script interchangeably. By and large, Google has the 
most AI research. They can shorten the length of the audio 

Amazon Polly Microsoft Azure Google Compute Cloud

30 languages 49 languages 33 languages

74 voices 86 voices 187 voices

13 neural voices 95 Wavenet, neural TTS 

Figure 3: The top three automated voices on the market, as of 
November 2019.

Figure 2: The dashboard of the Chrysler New Yorker, whose 
robotic voice tells drivers to put their seatbelt on.
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or adjust pitch or rate of speech, there 
are many custom options available.

This AI arms race is constantly 
introducing new technologies with 
each vendor scrambling to add 
more languages and voices or tools. 
Cloud providers are far ahead of the 
language industry and changes are 
coming quickly. Cloud providers add 
step changes every quarter and major 
changes one or two times per year. The 
rapid pace means that the technical 
debt for language providers will remain 
as long as these technologies are evolv-
ing and is likely to remain so for years.

Despite their advances, most tools 
will stumble on simple things like 
typographic errors, odd characters or 
sometimes just bad data when saying a 
word. A skilled operator is still required. 
Additionally, the voiceover artist is here 
to stay. Someone has to do the high-
quality work. Just like machine trans-
lation, the low-hanging fruit is being 
taken over by machines and the skill of 
the individual is no longer wasted say-
ing “next” or “click here.” Post-editors 
are still needed, and engineers can 
create the scripts and automate, but 
someone still has to listen and validate.

The future
On the horizon is the further 

evolution away from text altogether. 
Technologies involving speech to 
speech, a one-shot transformation of 
a spoken language into another, is a 
likely reality in the 2020s. With those 
changes, we must start asking how the 
AI landscape will evolve to include 
the human-in-the-loop, which has 
always been the source of truth. 

Another prospect is voice bank-
ing or cloning — where people’s 
voices can be captured by a short 
bit of sound and then modeled in an 
engine. This is an ethical dilemma 
where the authenticity of a person’s 
spoken word can now be called into 
question, or even used in cases of 
fraud. Conversely, it might provide 
a new monetization model for voice 

artists suddenly able to work on mul-
tiple projects at once. We could be 
back to the royalties game, but with 
customized individual licensing. 

In short, this space is evolving 
rapidly and with the viability of a good 
enough replacement more multimedia 
projects and eLearning courses will 

have text to speech. In some cases it 
might actually be better to hear a diag-
nosis from a dispassionate robot — like 
maybe on the latest GDPR training. 

So although speech is the oldest 
frontier there is in human language, 
there is still much to learn and 
innovate.  [M]

Translate and manage projects
on the go with the new version of 
Memsource Mobile. 

Discover more 
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Spanish voice 
recognition and 
the personal touch

Ingrid Cruz

Ingrid Cruz is a freelance writer, inde-
pendent film director and sometimes 
a digital nomad. She worked as an 
interpreter and translator for seven 
years. She has a studio arts degree 
from the University of California, Irvine.
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W hen I first began my career as a freelance 
writer, I had to take several odd jobs to make 
ends meet. One of these included saying words 
for a small tech company that was apparently 
looking for people who speak Spanish in a vari-
ety of accents. 

A world traveler, I was living in Buenos Aires, Argen-
tina at the time, and my only concern was to hustle so 
I could make ends meet in one of Latin America’s most 
expensive cities. I did what I was told. I had several lists of 
vocabulary words that seemed random, with everything 
from names of fruits and vegetables to not-safe-for-work 
terms. All I had to do was read these words three times, 
each while speaking into the software I was given. Being a 
dutiful worker, I followed all the instructions and laughed 
about the fact that jobs like this even exist. 

The ad I’d responded to was looking for Spanish speak-
ers from various countries. They wanted native speakers, 
immigrants and even expats who were spending a limited 
amount of time in these countries. It seemed they were 
encompassing as many Spanish-language accents as 
possible.   

I didn’t think about the implications of the job itself 
until I realized that whenever I used Siri in Spanish, my 
iPhone didn’t always understand the Argentinian words I’d 
picked up over the years. It turns out that “Latin American 
Spanish” didn’t represent everyone. 

Several of my friends were from Spain and were living 
in Argentina as well, and it was funny to have misunder-
standings in conversations because we used similar words 
in different contexts, had phrases that sounded strange to 
each other, and were all losing ourselves to the Argentine 
Spanish we heard every day. They too, fumbled around 
with text-to-type functions, experiencing similar difficul-
ties with their devices when the tech couldn’t understand 
the mix of old and new accents.

And then I understood that my “speaking gig” was actu-
ally a smart business strategy for tech startups.

What is neutral Spanish?What is neutral Spanish?
We all know Spanish comes from Spain, but the majority 

of Spanish speakers now live in Latin America. Regional dif-
ferences, cultural tradition, isolation, influence of other non-
Spanish speaking immigrants, accents and even adopted 
indigenous words all influence who gets representation. 

Of course, marketing to a large swath of people with 
distinct, sometimes competing, interests can be difficult. 
Entire companies, industries and small business owners 
have attempted to create “neutral” or “global” Spanish 
while leaving Spain’s version of the language intact. 

If you subscribe to Netflix, Hulu or other streaming 
services and want to watch a TV show that is dubbed or 
subtitled into Spanish, you’ll notice two options: Spanish 
(Spain) or Spanish (Latin America). This is sometimes 
called Spanish (International). Maybe you stop for a sec-
ond and wonder why you have two choices for the same 
language, but this decision later becomes automatic 
depending on where you live now, or where you learned 
Spanish. 

The thing is, there are many Spanish-language accents 
that form a part of Latin American Spanish. Some 
comedians even take delight in imitating these and 
having people “guess” between the many iterations of 
Spanish spoken all over the world. Indeed, accomplished 
Spanish-language actors who can speak in more than one 
accent with mastery obtain more opportunities and are 
considered quite skilled. The point being, a neutral or 
international version of Spanish doesn’t exist. 

Remember this the next time you, a resident of Mex-
ico/Spain/Uruguay, hand your phone over to your best 
friend from Chile/Cuba/Puerto Rico so they can look 
something up on Siri — only to have Siri explain that she 
can’t understand your friend. It’s not your friend’s fault, 
it’s your phone.

Just how many Spanish-language 
accents are there?

Pinpointing the number of Spanish accents is compli-
cated. There are 20 countries and one territory (Puerto 
Rico) where Spanish is the official language. 

Some countries, such as Mexico, Chile and Bolivia, 
recognize Spanish and indigenous languages as official. 
You also have to account for countries where Spanish 
is widely spoken, though it’s not an official or national 
language, such as Belize, the United States, Brazil and 
Andorra. 

Then, you have to account for regions that were 
influenced by non-Spanish speaking immigrants, such 
as Argentina and Uruguay. Spanish spoken in this region 
is known as Rioplatense or Southern Cone Spanish. 
Argentinians actually refer to their version of Spanish as 
Castellano. 

For the sake of numbers, let’s just suppose that each 
country where Spanish is widely, officially or nationally 
spoken has just one accent. That gives you roughly 30 
distinct ways of speaking, influenced by culture, regional 
differences, political influence and even class differences 
that could cause people to enunciate differently. 

Every country also has groups of immigrants for 
whom the national language is a second language, and 
in Latin America and Spain, differences in accent also 
cause confusion among people. It’s no wonder most 
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industries have chosen to recognize 
only two forms of Spanish instead of 
30 or more.

Let’s also remember that some 
people have speech impediments and 
other physical issues that may make 
it difficult for a device to understand 
their speech, enunciation or accent as 
well. 

What tech can learn from 
the entertainment industry

The film and TV industry have 
some experience with the successes 
and failures of making media avail-
able to the Spanish-speaking world. 

In Spain, dubbing became wide-
spread during Francisco Franco’s dic-
tatorship. Not only did this allow him 
to censor things he found objection-
able, he was also able to prevent non-
Spanish languages, such as Basque, 
Catalan and Galician, from receiving 
attention. Dubbing, then, served a 
political as well as a practical purpose. 

So what can we learn from this? 
People who translate things from one 
language to another can choose to 
focus on one group while excluding 
others. Franco later loosened some 
of the regulations requiring media to 
be translated into Spanish only, and 
he was known for using dubbing as a 
way to censor films his regime found 
immoral.

Spain’s dubbing industry continues 
today because the habit stuck, and if 
you’re a voiceover actor in Spain, you 
can eke out a lucrative living. 

Why is this important? Because 
tech companies that create voice-
recognition software now deal with 
the same problems as the film indus-
try: they must often choose which 
type of Spanish they’ll invest in first, 
depending on their target market 
(Europe or Latin America). The loca-
tion, nationality or accent of the staff 
they hire to train their devices will 
include a set of people. Inclusion of 
one group then, means the exclusion 
of others.

Spanish-language 
voice recognition

Tech, however, isn’t like TV or 
film. We sit and watch a movie or 
show, but we now expect our phones 
to understand and even talk back to 
us. What if Spanish is your second 
language and your phone only does 
what you say when you speak Eng-
lish? What if you do speak Spanish as 
a native speaker, but you come from 
a country that isn’t well-represented 
by “neutral” Spanish, such as Chile, 
Venezuela or Cuba?

One criticism of “neutral” Span-
ish is that it sounds Mexican to 
most people — and even then, only 
a certain region in Mexico. Central 
Americans who use vos instead of tú 
or usted as they try to get directions 
from their house to the nearest piz-
zeria might be out of luck. 

Let’s suppose a person from Spain 
moves to Mexico City and buys 
a new phone that is formatted in 
neutral Spanish. Their phone may 
not understand their use of the word 
vosotros because it’s trained for tú or 
usted. Googling things using phrases 
that aren’t heard outside of Spain may 
also be a problem in this instance. At 
least a person from Mexico or Spain 
can reasonably expect their devices 
to understand them when using 
the right settings. An Argentinian 
or Chilean has to try harder to be 
understood and may even forgo 
voice-recognition software if they’re 
able to avoid it. 

I eventually learned that solving 
these issues was at the core of what 
this tech subsidiary wanted my help 
with. I was born in El Salvador, but 
raised in the United States. I also spent 
some time living in Mexico City and 
picked up some Argentinian phrases 
in Buenos Aires. My employer hired 
me because my accent, jargon and 
intonation is all over the place. Some-
one like me will have to adjust or be 
extra patient with Siri, Alexa and 

whatever the tech industry invents to 
Google the weather for me upon my 
voice command.

People have fewer problems with 
this than tech does. True, I had some 
difficulties adjusting to life in Argen-
tina because my ear had to get used 
to a different accent. I had to start 
using different names for certain 
things so I could get what I needed 
at the grocery store or a restaurant, 
for example. 

Still, everyone in Buenos Aires 
understood me for several reasons. 
Many Argentinians said I spoke 
“neutral” Spanish, and they were 
used to hearing my accent whenever 
they saw foreign-language media 
dubbed into Latin American Span-
ish. Others simply understood me 
because the human brain can make 
sense of sentences, and a person can 
just ask you to repeat yourself. 

Unlike film and TV, various Span-
ish-language markets are still waiting 
to be filled. The tech industry hasn’t 
come up with a consensus, standard 
or guidelines for how to train devices 
to hear variants of the same language 
— including the accents of new 
immigrants or Spanish-learners.

Why is it taking so long for 
technology to catch up?

The seeds of voice-recognition 
software were planted in the late 1700s 
by Christian Kratzenstein, a Russian 
scientist who built a rudimentary 
machine voice gadget. Charles Sum-
ner Tainter, Alexander Graham Bell 
and Chichester Bell built yet another 
device in 1881 that enabled 1907’s 
Dictaphone. 

But a true breakthrough came 
when HK Davis developed Audrey 
(Automatic Digit Recognition) for 
Bell Labs in 1952 — nearly 200 years 
after Kratzenstein began fiddling 
with voice replication. The device 
was only able to recognize the voices 
of Davis and a few other people. It 
was also a giant machine at six feet 
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tall. There were some breakthroughs after that, but the 
biggest one came in 2008 with Google Voice.

Google Voice was successfully introduced to the public 
in 2008, and it took Apple three years to introduce voice 
recognition. Siri was born in 2011. 

It took years to come up with voice recognition as we 
know it today because the first ever voice-recognition 
devices only recognized words when spoken one at a time. 
Computers had to be trained to think more like human 
beings in order to understand full sentences in English. 
Most large tech companies that funded research in this 
technology are from the United States, though China, 
Japan and South Korea also have large and respected tech 
industries.

Voice-recognition software still has a long way to go 
in recognizing voices in certain contexts. Using text to 
type, or trying to use Siri, Alexa or Microsoft’s Cortana in 
a quiet room is one thing. However, these AIs still don’t 
work well when there’s background noise or in a room 
full of people who are talking at the same time. Even 
we humans have a limited capacity to understand many 
people who speak at the same time. AIs have a harder 
time recognizing voices in loud rooms than we do.

Calibrating computers to understand humans is no 
work for those who expect instant gratification. Speech 
recognition software is taught to analyze what you say, then 
readjust. Sound engineers and tech experts still need to 
teach devices to handle the many nuances of any language, 
let alone one that’s been spread throughout large swaths of 
the world, has different words for names of fruit, contains 
many double entendres and has ever-changing slang.

Today’s voice-recognition software offers us instant 
reactions, but ironically, it took centuries of patience to 
get as far as we are now.

Which brings me back to my one-time gig with this 
tech company. I was hired in 2014, six years after Google 
Voice was introduced, and three years after Siri was born. 
That seems like a long time, but only waiting three years 
to invest in a project is nothing compared to waiting 200 
years. Christian Kratzenstein didn’t live to see the impact 
he has on us today, and neither did Alexander Graham Bell.

What will it take for computers to 
truly understand Spanish? 

Given how long it took to create voice-recognition 
programs that can understand full sentences, it may take 
some time for entrepreneurs to ensure everyone who 
speaks Spanish is completely understood. Speakers of 
any language need to be patient with these processes, as 
languages are ever-evolving. 

Engineers and those in the many sectors of technology 
are quickly working to decode the mysteries of “neutral” 

Spanish. It’s worth taking some time do this right and 
ensure representation of as many people as possible. 

One way to do this might be to hire remote voice actors 
from various parts of Latin America, Europe and other 
countries where Spanish-speakers of all varieties are 
concentrated. 

It also behooves writers, translators and other multi-
lingual professionals to stress the importance of cultural 
work in technology — not just as a marketing tactic but 
as a way to represent people fairly. To decode neutral 
Spanish in our computer-run world, we’ll need this 
human element.  [M]
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The impact of language is undeniable. The 
ability to communicate with employees, part-
ners, prospects and customers effectively is a 
crucial driver of the economy. Without proper 
communication skills, organizations are left 
unable to conduct business and navigate the 
demanding requirements of an ever-evolving 
global marketplace. 

In today’s interconnected society, increased globaliza-
tion of the world’s economy is bringing groups of people 
together in previously impossible ways. This pivot toward 
technology has fueled businesses' ability to connect with 
individuals and organizations across the globe. For exam-
ple, social media, messaging applications and teleconfer-
ence technology make it easy for companies to connect 
with individuals around the world. But that doesn’t mean 
they have the ability to actually communicate.

Merely having immediate access to individuals 
throughout various regions of the world is just one small 
part of being able to capitalize on new channels of busi-
ness, of course. 

A critical need for world languages
With companies increasingly conducting business in 

languages other than English, employing multilingual 
staff can be an absolute necessity for any business. Some-
times, relying on third-party translation or interpretation 
is not enough. The demand for language skills in the US 
workforce is more significant than ever before, which is 
evident by the growing shortage of language skills in the 
US economy. 

ACTFL’s recent report, “Making Languages Our Busi-
ness: Addressing Foreign Language Demand Among U.S. 
Employers,” shows results from a national survey among 
1,200 upper-level managers and human resources profes-
sionals with knowledge of their organization’s foreign lan-
guage needs. The report was conducted by Ipsos Public 
Affairs, with support from Pearson LLC and Language 
Testing International.

Of those surveyed, nearly one in four US employers 
acknowledged losing or being unable to pursue a business 
opportunity over the singular lack of foreign language 
skills. Nine out of ten reported reliance on employees 
with language skills other than English.

A majority of employers surveyed reported their need 
for foreign languages has increased over the past five 
years and project that it will continue to grow. These 
findings are in line with other surveys of hiring managers 
and human resources professionals, pointing to a growing 

demand for foreign language skills over the past decade. 
A 2017 New American Economy report detailed postings 
for bilingual workers more than doubled between 2010 
and 2015.

There’s still work to do
Automated translation tools for emailing colleagues, 

for example, may have a place in the workforce. However 
you look at it, the reality is that employees often turn to 
Google Translate and similar tech during the course of 
their workdays. While this tech has its place in addressing 
cross-linguistic challenges, it obviously has limitations. 
Using these tools may provide the user with a working 
language base, but becoming proficient in a new language 
requires something much deeper. 

Communication depends on more than the words 
— how the words are said is often just as important. 
Unfortunately, this can be overlooked by algorithms. As 
the localization industry knows well by now, the algo-
rithms powering Google Translate function by analyz-
ing oceans of text in an attempt to gain understanding 
of how language works. The problem with this formula 
is that sometimes, machine translations and machine 
interpretation struggle to pick up on vital cultural clues 
such as context, accent and slang. The resulting text can 
lead to gender bias, inappropriate suggestions and other 
inaccuracies. 

A prime example of machine learning gone bad is 
when Microsoft launched an AI chatbot called Tay in 
2016. The project was an experiment in teaching AI to 
understand conversation. After just one day of exposure 
to human interaction on Twitter, the bot began to imitate 
undesirable behavior. Engaging in racism and trolling, 
Tay started posting messages that would make even the 
most offensive Twitter troll blush. 

Data-fueled algorithms offer an unparalleled con-
venience compared to traditional language routes, but 
often at a price. They don’t typically provide better insight 
into the language than a human conversing with another 
human, and frequently, the translation is worse. 

Google Translate supports 103 languages and has a 
robust and direct influence on society’s understanding of 
unfamiliar words. Yet, in many cases, the tool incidentally 
leads to gender bias in results, automatically defaulting 
to masculine results for words like “brave” or “surgeon,” 
when the reality is that these words could, of course, 
be referring to a female just as well as a male. Google is 
making an effort to reduce gender bias in this tool, but 
this serves as proof that there is room to improve AI in 
automated language tools. 

Even with these concerns, of course, there’s still plenty 
of room for technology to supplement language. This is 
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true for language education as well. In fact, technology 
can be a handy tool when used alongside human teaching.

Technology in the classroom 
Language educators across the nation are already 

embracing and implementing technology in their class-
rooms to assist in educating students. These tools can 
help address cultural communication and improve a 
class’ holistic understanding of the language. It’s critical 
to understand that the use of technology is not a goal in 
and of itself. Rather technology is one tool supporting 
language learners as they use the language in culturally 
appropriate ways to accomplish authentic tasks.

The use of augmented and virtual reality, for example, 
can allow students to virtually visit countries across the 
globe, simulating the experience of traveling abroad. 
Tools can enhance a student’s learning experience by 
teaching the language itself, as well as how to pick up on 
cultural cues — an element absent when using a transla-
tion device. 

Some educators are also adopting digital storytelling 
applications to allow students the chance to create per-
sonalized stories in a new language and further hone their 
skills. These applications serve as a visual platform where 
students can use photos and text to create a storybook on 
a topic of their choosing. This activity gives students the 
chance to spend additional time with the language and 
become more comfortable using it in an everyday setting.

The origins of language are historical, ancestral and 
familial. Styles are established based on the reliance on 
a diversity of experiences, backgrounds and thoughts, 
attuned to different histories and upbringing. 

When a student sits in a physical classroom to learn 
a new language, the instructor doesn’t merely teach 
vocabulary and grammar. Language teachers focus on 
cultural communication — the ability to not only be able 
to speak and understand the language, but to understand 
the meaning behind the words in a cultural context. As 
the localization industry knows only too well, cultural 
context allows students (and end users of products) to 
understand perspectives and points of view in addition to 
words and phrases. 

Language educators hold the key to the future of 
automated language learning. Automated tools will never 
serve as a standalone replacement for traditional language 
education — Google Translate isn’t going to teach you 
Chinese, for example. It certainly is not going to teach you 
well enough to become a highly skilled linguist capable 
of improving the Google Translate results in Chinese. In 
order to improve a machine’s understanding of language 
for the world at large, you must first understand that lan-
guage yourself.

Teachers across science, technology, engineering, arts 
and mathematics use technology to supplement teaching, 
just as language teachers do. There will still always be a 
need for traditional education in these areas.  [M]
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AI in language education
There has been a rise in AI technology in the field 

of education in the past decade. Proliferation of 
smart technology has touched learning institutions 
from universities to kindergartens. Chalkboards, text-
books and videotapes are being gradually replaced 
by VR glasses, smartphones, tablets and the Internet 
of Things.  
Educational hyper-personalization

One way in which AI can alter school curriculum 
and address changing educational needs is through 
personalized learning. This approach implies that 
each student is a unique individual with learning 
needs that should be addressed separately. Person-
ality and aptitude tests help in building an individual 
learning plan based on student’s points of strength, 
weaknesses, core values and learning type. Each child 
also requires personalized learning channels through 
which it is easier for them to digest and process 
information. In this regard, AI improves the existing 
education system by helping children be their unique 
selves and learn at the most comfortable, reasonable 
and smart pace.
Distant knowledge

Another significant advantage of the digital edu-
cational era is the geographical expansion of learning 
opportunities. Online learning platforms, applications 
and webinars have made distant learning an outlet 
for receiving higher education and enriching oneself 
in an affordable way. Students from remote areas, 
underprivileged backgrounds or poor families can 
now study using a computer or any other device. 
Accessible education also addresses the problem of 
illiteracy, allowing people to learn and educate them-
selves wherever they are currently residing.
Digital motivation

There is a certain weight that educational leaders 
feel when it comes to digital learning. One of the risk 
areas concludes in students’ motivation. How to keep 
them wired and curious when information is so easily 
accessible? Some cases show that children do not 
feel the need to continuously put effort into a given 
assignment when they understand that help will come 
from online resources. They can google test answers 
that were posted to the web by another student. 
As we know, in order to get data into our long-term 
memory, we should repeat it over and over, prefer-
ably in verbal, oral and written forms. Unfortunately, 

children with all the answers at their fingertips may 
not put much effort into their home assignments or 
the overall educational process because they do not 
really see the point. Why train themselves and learn 
historical facts by heart when anything can be just 
googled?
Social fragility

Innovative learning definitely has some positive 
outcomes. It is, however, important to remember that 
any advances in technology (especially those that 
affect children) can not take place without social and 
emotional implications. Humans have evolved within a 
strong community. Social bonds, mutual learning and 
peer guidance have always played a vital role in the 
establishment of our society. And as the technologi-
cal forces are growing stronger, emotional bonds are 
getting weaker. When kids spend most of their time 
looking at their devices, they unintentionally steal 
time from playing with each other, from communica-
tion and building friendships. Understanding the utter 
fragility of human contact is essential to empower 
and sustain emotional connections in the world of 
digitalized classrooms.
Tech + human

Fundamental questions about what education is 
and how it should be delivered can be addressed by 
the new synergic learning approach. Digital learning 
can provide students with a certain type of online 
companionship where mutual education will take 
place. For example, peer-to-peer learning platforms 
provide users with a range of features where they 
can find a partner to learn with. 

Hybrid language platforms such as Polygled allow 
users to teach each other through their devices. Chat 
partners from around the globe can join together in a 
dialog to practice a foreign language with one another. 

eLearning platform Udemy aims at making educa-
tion easily accessible and affordable by allowing stu-
dents to receive knowledge from more than 10,000 
subject matter experts. 

Interactive learning application Hologo uses virtual 
images to educate its users about the construct of 
the world. 

All these platforms make education easier, more 
enjoyable accessible and fun. And, most importantly, 
they bring people together and unite them in their 
thirst for knowledge.



Technology

48 January/February 2020

The first conversations around machine learn-
ing date back as far as 1949, when the first books on 
the topic were published. However, it wasn’t until 
ten years ago that machine learning really took off, 
as organizations clamored to understand and inte-
grate the latest technology into their software offer-
ings. The general population started to take note 
after the fateful 2011 episode of Jeopardy in which 
IBM Watson's machine technology beat long-
reigning champions Ken Jennings and Brad Rutter. 

But what exactly is machine learning, and what are its capa-
bilities today? In short, machine learning algorithms can figure 
out how to accomplish important tasks by generalizing how to 
do them based on previous examples. In the translation space, 
machine learning is proving extremely valuable when it comes 
to natural language processing (NLP) by helping to identify regu-

larly used words and phrases and automatically translating them 
into other languages. An example of NLP already working to ease 
routine work would be the AI features from Gmail like Smart 
Reply (suggested responses to emails based on previous mes-
sages), and Smart Compose (predictive writing suggestions as 
you draft an email). While NLP capabilities in translation sound 
great, issues arise due to the complexity of natural languages. 
These are highly irregular and frequently evolving, consisting of 
local dialects. Even adding a single word can drastically change 
the meaning of a phrase and force changes on all surrounding 
words. These complexities make working with machine learning 
and languages in general extremely expensive, from a time and 
computation perspective.

One problem machine learning has already solved for the 
translation industry is poor source segmentation of content. 
Prior to machine learning, source content would be translated 
one chunk at a time, often resulting in unusable material since 
each system views content differently. Now, machines build 

Where machine learning 
falls short in localization

Benjamin Loy
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language and word alignment models 
between languages using statistical 
machine translation methods, which 
allow you to go back and make neces-
sary edits to content after it has been 
translated. This sort of machine transla-
tion tool enables users to input source-
language text, and the engine produces 
a complete and mostly-accurate (albeit 
perhaps too literal) translation in the 
desired language, leveraging previously 
translated content. While this solution 
saves time in translating commonly 
used content, it is only the first of many 
solutions machine learning could offer 
the translation process.

Despite being introduced 70 years 
ago, machine learning is still consid-
ered a new initiative and has not yet 
been fully optimized for the translation 
industry. This is especially true when it 
comes to localizing content, not just 

translating, and as a result the various 
methods still fall short in several ways.

Converted content
A significant amount of translated 

content contains information that 
needs to be converted, running the 
risk of throwing off the system. When 
it comes to recognizing different date 
formats — a relatively straightforward 
task — machine learning can typically 
identify such conversions. However, 
when it comes to recognizing units 
of measurement, converting them 
properly becomes a bit more difficult. 
Identifying the intention of a strong tag 
over a few words and then applying it 
properly when the words are no longer 
in order makes translation more dif-
ficult. Adding numbers into the mix, 
sometimes without indication that 
they are numeric (think of the word 

one vs. the numeral 1), makes things 
even more challenging. Even humans 
themselves face these problems when 
dealing with very complicated struc-
tures within such converted content.

Subtle word alignment
While machine learning helps with 

improved word alignment, there is 
still room to master the art of subtle 
word alignment. Word meaning var-
ies heavily according to the context of 
the surrounding sentence, paragraph 
and entire text in incredibly nuanced 
ways. This makes basic alignment 
extremely difficult. Such alignment 
requires thoroughly built-out models 
that understand context across differ-
ent linguistic and cultural lines. 

This is worse when it comes to things 
like “romance copy,” where the mean-
ings of words are stretched to their 
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limits and have to be completely rewrit-
ten when crossing into a new language 
or locale. An example of the slightest 
change making a world of difference 
across cultural lines comes into play 
with languages such as Pormpuraaw, 
spoken by a small Aboriginal commu-
nity in northern Australia where they 

address space using cardinal direction 
terms. They don’t say “There is an ant 
on your left leg,” they say “There is an 
ant on your southeast leg.” A machine 
would never be able to know where the 
speaker was facing when they made 
that statement. Such languages may be 
incapable of direct literal translation.

Content categories
Each content category brings a whole 

new set of content needing to be trans-
lated, each distinct enough to be almost 
considered its own dialect. Whether 
they are verticalized categories such as 
legal, healthcare or academic content, 
each category comes with specific 
jargon that does not exist the same way 
anywhere else in the greater language. 
Some companies’ offerings, such as 
IBM Watson Language Translator, 
include neural machine translation 
models which have been optimized 
so specific verticals can begin to meet 
content halfway with machine learning.

Another category to consider is 
content from popular culture, which 
evolves much faster than established 
industry content. Think of slang or 
terms coined in movies, television or 
on social media — these are constantly 
changing in what they mean, making 
the use of machine learning nearly 
impossible. Even the way we speak to 
each other at breakfast, text casually 
and write papers for school can be 
very different. Each content category 
that comes into play increases the size 
and complexity of the model needed 
to do the work in order to properly 
understand the context of where the 
language is being used.

The numerous ways in which 
machine learning still falls short with 
localization demonstrates just how 
many uses for machine learning exist 
beyond word-for-word or phrase-for-
phrase machine translation. Many of 
these challenges will be solved over 
time, and perhaps machines will learn 
to better convert numeric related 
content. Some translations, however, 
are much more difficult to teach — like 
constantly changing pop culture refer-
ences. The solution here is a combina-
tion of machines and humans. Human 
translators have the personal knowl-
edge and cultural insights needed to 
truly localize content in ways a machine 
currently cannot, and perhaps may 
never be able to achieve.  [M]

https://www.smartcat.ai/connected-translation/
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If you are in the globalization and localization industry, you are 
well familiar with the concepts of internationalization and localiza-
tion and what the differences are. The definition of globalization 
seems to vary depending on which resource you look at, but it is a 
very familiar concept.

What’s often not talked about is the concept of regionalization. This rarely gets 
attention, but it’s an important topic. Why is regionalization so important? Let’s 
demystify these numeronyms and give a clear definition for each one.

A formula that we have been using at Pitney Bowes to drive globalization 
efforts is that globalization = internationalization + regionalization + localiza-
tion. You can also abbreviate this as g11n = i18n + r13n + l10n.

When we talk about globalization, we try not to introduce any geopolitical 
context. Cultural consideration is important and certainly reflected in this for-
mula. Sometimes globalization in a geopolitical context is not avoidable, but that 
is a story for another time. In our business, globalization is all about having a 
mindset for doing business globally and organizing our activities for engineer-
ing, sales, marketing, customer service and tech support, with all target regions 
in mind. It is about considering the end-to-end client experience for our global 
audience. In our formula, we ensure that all three elements are evaluated. Let’s 
look at these three elements.

Internationalization (i18n)
Internationalization is the process of designing, building and testing for 

an international computing environment so that it can be adapted to various 
languages easily, cost-effectively and most importantly, without engineering 
changes to the original software. This generally involves isolating the parts 
of a program that are dependent on language and culture. The ownership 
of internationalization resides with the product development teams since 
internationalization involves designing and coding.

Regionalization (r13n)
Regionalization is the identification of needs specific to a region or a coun-

try. Regionalization becomes necessary when specific regional needs are identi-
fied in order for a product to satisfy the market requirements. This includes 
adapting for country or region-specific laws and regulations. Regionalization 
requires domain knowledge and help from local subject matter experts. The 
regionalization requirement should be identified at the product definition and 
requirement stage. Even if the product is properly internationalized, it might 
not resolve regionalization needs. Regionalization requirements should also be 
addressed during product development.

Localization (l10n)
Localization is the process of adapting a product or solution for use in a 

particular language and country. It involves translation of user interfaces, error 
messages, images, help, installer and documentation from the source language to 
the target languages. If internationalization is done well, localization is a straight-
forward process.

Our company powers billions of transactions — physical and digital — in the 
connected and borderless world of commerce. We are a key enabler of global 
ecommerce and simplify shipping for business. In the ecommerce and ship-

ping space, regionalization is a very 
important factor. As an example, 
what shipping company is most 
dominant in your country? If you live 
in the US, then FedEx, UPS and USPS 
probably come to mind. If you are liv-
ing in Japan, however, you are famil-
iar with Yamato, Sagawa and Japan 
Post. In Japan, getting a package to 
the right destination also has more 
options. You can have your package 
sent to a convenience store and you 
can choose the delivery time as well.

Thus, if you are developing an 
app for the ecommerce or shipping 
industry, the carrier differences play 
into important regionalization con-
siderations. If your app refers to US 
specific carriers and services only, 
translation of these strings does not 
provide meaningful information. 
The product development team will 
need to fully customize and adopt the 
regional carrier information and their 
service offering in the code. This often 
requires the help from local subject 
matter experts. 

This is not something that the 
localization team or localization ser-
vice providers can accomplish alone. 
Therefore, this does not fall under 
localization. It’s not internationaliza-
tion either, since it’s not about gen-
eralizing the code. Regionalization 
is about developing specific features 
to meet the country requirements. 
Everything needs to adhere to the 
regulatory requirements. Industries 
such as financial and medical also 
have their own regionalization chal-
lenges with local laws and regulations.

Let’s take a look at the regionaliza-
tion in action. Figures 1 and 2 show 
examples from a Send Pro Online 
product.

Notice, for example, that the 
workflow in Figure 2 is also very dif-
ferent from the US version in Figure 
1 due to expected shipping behavior 
in the UK.

Now you can add regionalization 
to your vocabulary!  [M]
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Figure 2: SendPro Online UK version. Services are specific to the UK carrier, Royal Mail.

Figure 1: SendPro Online US version. Services are specific to the US carrier; USPS in this example.
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Experiences and lessons 
learned in 22 years 
of localization 

Sean Song is the founder of Translation Boulevard, a company that provides both translation and subtitling 
services. Previously he worked as a journalist. He holds master's degrees from Annenberg School of 
Communication of the University of Southern California, and London School of Economics.

Sean Song
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I started my career as a journalist, but sub-
sequently became a translator. As such, I con-
sidered Booking.com one of the pioneers in 
localization. 
I speak from my own personal experience, as I have 

watched how my friends and colleagues in China used 
the Chinese version of Booking.com to search for local 
hotels. So I reached out to Booking.com to see whether 
they would be willing to share their experiences with 
localization. 

Their localization head, Emmanuelle Dumas, shared 
the history of their localization efforts, their achievements 
and lessons they had learned. She highlighted their “mixed 
model,” which combines in-house teams, freelance trans-
lators and writers, and translation companies. I hope this 
will be helpful to other global companies that already are 
working on localization, as well as to others that are just 
contemplating starting down that path. Small business 
owners also may benefit from this, as big companies like 
Booking.com also started small. I hope you might agree 
that this effort, even in the oft-ignored translation indus-
try, has turned up a good story. 

Song: Could you introduce yourself to our readers? 
Dumas: Sure. My name is Emmanuelle Dumas. I’m 

a French native speaker and by training a linguist and 
translator. I have a master’s degree in applied linguistics 
and have worked all my career in the language and trans-
lation industry. I started working on game localization 
and then moved on to work for some language service 
providers (LSPs). 

In September 2017, I joined Booking.com to manage 
the language services within Booking’s content agency. 
The role is really about defining the language strategy 
and how best to support the business with innovative 
language solutions. 

Song: Tell us a bit about Booking.com and your local-
ization history. How did it come to excel as a global 
company? 

Dumas: To give you a bit of history, Booking was one 
of the first online travel platforms. It was founded in 
the Netherlands in 1996. This certainly helped shape its 
future, because the Netherlands is a small country, and 
the Dutch people love to travel! So the need to become 
international was there from the very early days. It’s in 
our genes. 

Our first office outside of the Netherlands was opened 
in Barcelona in 2002. In 2005, Booking.com was acquired 
by Priceline, an American platform also in the hotel space. 
Priceline’s acquisition of Booking.com gave it a foothold 
in Europe and, for Booking, provided us financial oppor-
tunities to expand further internationally. 

From its beginning, 
Booking was very data-
driven. As we looked at 
adding languages, we 
always did it according to 
consumer needs, so lan-
guages were added based 
on consumer demand 
— at the beginning pri-
marily to translate hotel 
descriptions. And for a 
long time, our approach 
to content was really 
transactional like that. 

When it worked well, we continued, and we added lan-
guages on the basis of demand. 

In 2010, we started adding language specialists to 
work alongside our UX copywriters, and supporting our 
cycle of A/B testing. From then, it became clear that the 
language specialists were supporting the user experience 
in multiple languages, so we have continued to scale up 
in that way. Today we have 44 languages. I believe that 
the last languages that we added were Icelandic and 
Argentinian Spanish. Last year we added Georgian for 
our partners’ tools, but not yet for our customer content. 

Now, of course, we constantly look at what markets 
we need to develop next. For me, in my role, I consider 
what key markets the company is focusing on. Are there 
languages that we need to add; how do we need to upscale 
our internal teams; or what content will we be sending to 
our internal language specialists or external teams in the 
future? 

So from the very beginning, translation and localiza-
tion have been at the core of what we do because Booking 
has been international from very early on. Translation 
and localization boost our business because they allow us 
to be locally relevant. With physical presence in over 200 
offices in 70 countries, we are able to evaluate our local 
relevance every day through those local offices. 

This global reach means that our local teams are 
constantly talking to our partners and also our guests, 
of course, and we have constant feedback on how locally 
relevant we are, and what we could do better in-market. 
Thus I would say that localization and translation are at 
the core of our business. 

Song: Would you have any lessons others could learn 
from? I mean common pitfalls or experiences to share 
with other global companies. 

Dumas: We are very lucky to have a unique mixed 
model with internal language specialists being so involved 
in experimentation with localized copy, so we are able to 
tell very early on what works in certain markets and what 
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doesn’t. The local teams, working 
closely with our UX copywriters, are 
able to give feedback on copy that 
does not work well and provide an 
alternative better suited for use in 
their market, this can happen very 
fast. Having worked for LSPs in the 
past, I would say that if we relied 
exclusively on external resources, the 
feedback loop would be much slower. 

When you can have internal local-
ization experts and specialists con-
stantly working with UX copy, then 
it enables faster and higher-level 
localization and better adaptation 
to market. My experience is that we 
are on target for each market faster 
because of our close coordination, 
and we ensure the right voice of 
Booking the first time. 

Song: The CEO of SmartLink 
also made that point in a webinar 
I heard recently. You have direct 
relationships with the content writ-
ers, creators, translators and your 
consumers. A lot of companies give 
everything to the LSP, probably 
because they just want to have a 
good night’s sleep, but then they wake 
up to headaches because of miscom-
munication. If you have only indirect 
communication with the content cre-
ators, they will not know the immedi-
ate response from the market. 

Dumas: That’s exactly right. I 
think you can probably achieve this 
with an LSP, but they likely need 
longer agreements, more in-depth 
communication and longer feedback 
loops to achieve the results that we 
achieve when our product teams and 
language specialist teams are basi-
cally part of one team within Book-
ing. The other advantage is that our 
internal language specialists are pas-
sionate about the product, about our 
company, about the brand and about 
what they are translating. There is a 
level of involvement and engagement 
that you get from internal language 
teams that you cannot get from an 
external provider. 

Song: Is the cost higher to hire 
an LSP or to maintain an internal 
team? 

Dumas: Well, I think this is very 
difficult to compare and evalu-
ate because it depends very much 
on what you include in the costs 
of localization. In my experience 
most companies using LSPs need to 
involve teams in product and mar-
keting with guidelines, terminology 
validation, review, feedback and final 
content approval. These are a lot of 
hidden costs, and for us, it’s a model 
that would simply not be efficient or 
scalable enough.

We prefer to look at the value 
that having our internal teams gen-
erate, the edge it gives us to enable 
multilingual and multimarket copy 
experimentation so fast, and simi-
larly, to ensure high-quality locally-
relevant branded messaging for our 
marketing campaigns. 

Song: I agree. A lot of buyers just 
want the certainty of saving money. 
You point out that it is not only hard 
to compare whether they are saving 
money, but the quality of the work 
can differ, too. 

Dumas: Nowadays, it seems that 
time to market is key. We are work-
ing with internal stakeholders and 
also sister companies that are most 
concerned with both a short time to 
market and high quality. 

In general, our model provides 
the best basis for fast turnaround 
and faster change. If we need to take 
a different approach, we can do it in 
less time and more flexibility with an 
internal team. 

Song: What feedback do you get 
from consumers? 

Dumas: We collect user feedback 
in a number of ways to have different 
touch-points on quality. Of course 
we have stakeholder surveys for 
satisfaction and quality. Also, after 
every major launch or major project 
with our internal stakeholders, we 
use feedback loops to find out how 
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our general stakeholders evaluate 
our quality. Then Booking employees 
form another layer of feedback, since 
all of us are also Booking.com users 
and we have a culture of feedback! 
We have a system in place internally 
whereby everybody can give feed-
back on the quality. 

I’m French, so when I use Booking.
com in my language, if I see some-
thing that I find a little bit strange, I 
can directly provide my comments 
through our feedback system. 

Finally, we also conduct end-user 
surveys for customers and partners, 
to find out what the users think of 
the language on Booking.com. For 
example, what they think of the 
forms of address or our communi-
cation in general. We try to measure 
quality from all of the possible 
angles. 

Song: Other companies hoping 
to globalize may be just starting 
their localization process now, so 
they want to hear what’s best for 
them: to hire an LSP or to manage 
an internal linguist team. What’s 
your view as to what’s the best for a 
global company? 

Dumas: There are advantages to 
every model. Probably the answer 
is a mixed approach. Our model is 
mixed. Our internal teams work on 
a lot of our most critical, branded 
content, and they are at the core of 
our localization process. But, like 
other large companies, we also use 
freelancers and LSPs for specialized 
or very scaled content.

For us at Booking, even though 
I came from a background of hav-
ing worked with many LSPs, when 
I joined Booking and its internal 
content agency team, I was amazed 
by how quickly and efficiently we 
can support the business. Essentially, 
our platform is really our formula 
for localizing content and constantly 
optimizing ourselves. We run a lot of 
A/B experiments to determine best 
content solution. 

Song: Tell me again, what are 
A/B experiments? 

Dumas: A/B experimentation 
means basically that we are testing 
different variants of different ele-
ments on a page. For example, how 
a call to action is worded or how 
certain information is displayed, to 
see which performs better with our 
users. With this model, it’s very use-
ful for us to have internal language 
specialists working closely with our 
product teams and our copywriters. 
It enables us to get content ready and 
localized fast. 

Song: What about machine 
translation (MT)? 

Dumas: I knew that you would 
ask about MT. We now have live 
MT in 12 languages, for property 
descriptions, for example. When 
our MT team was built, roughly two 
years ago, they started working on 
neural machine translation. Because 
at Booking we had so much data on 
property description that we had 
been translating for years with free-
lancers, we were quickly able to build 
neural machine models to very high 
quality. Today, after just two years, 
our MT team has put 12 languages 
in production. 

Song: How many languages are 
you currently translating into? 

Dumas: Currently we are translat-
ing in 44 languages. 

Song: Wow, 44 languages! I’m 
very impressed. How do you control 
the quality of those 44 languages? 

Dumas: As I mentioned earlier, 
ours is a mixed model with internal 
and external teams and translating 
very different content types. So we 
have a created a quality framework 
that actually supports all of our 
needs, including content and ser-
vices. The quality framework looks 
at quality from a purely linguistic 
point of view, but we also consider 
our stakeholders’ feedback and the 
level of quality they need for the 
product. In addition, we also look at 

the end users’ perception of the qual-
ity of language on Booking.com. For 
example, we run surveys to find what 
our users think about the language, 
the tone, how we address the users 
and their experience when they use 
Booking.com. 

We also can do some very tar-
geted quality research. For example, 
we can pretest on a specific challenge 
we have with a language or product. 

Song: As my last question, do 
you have a vision for the future or a 
strategy for the next five years and 
beyond? 

Dumas: Well, our MT team cer-
tainly does, and I think they basically 
are looking at training their model 
for more languages. That is one of 
the things they are working on, and 
also more use cases for machine 
translation. Now we are using MT 
only for our property descriptions 
and user reviews, but not in many 
languages. Obviously, we are trying 
to deploy MT on more use cases, and 
more languages. 

On my side, I’m also concerned 
midterm with what the next lan-
guages should be that we need to 
focus on, the markets our business is 
focusing on, whether we will need to 
add new languages and how are we 
going to go about it. 

Now that Booking.com has grown 
to be a platform where people come 
to book much more than just their 
accommodation, we have many 
products and a lot of different types 
of content. Our language team’s 
strength is that we are integrated. We 
are looking at basically collaborating 
with the business on more of their 
content, what the next leads will be 
and how we can support them. For 
instance, last year we localized the 
Booking Assistant chat product into 
several priority languages to support 
our customer service, providing faster 
solutions to Booking.com users. 

Song: This has been so helpful. 
Thank you very much.  [M]



58 January/February 2020

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 ac-
celerate our members’ business success. We do this 
by creating events and initiatives that anticipate 
and serve our members’ needs in building strong, 
sustainable companies, thereby strengthening the 
wider industry. Elia was founded in 2005 and has 
since established itself as the leading trade associa-
tion for the language services industry in Europe.
Elia Brussels, Belgium
Email: info@elia-association.org 
Web: http://elia-association.org  
Ad on page 16

           

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

         

AutomAted trAnslAtion

SYSTRAN Software, Inc.
For more than four decades, SYSTRAN has been 
the market leader in language/translation prod-
ucts and solutions, covering all types of platforms 

from desktop to internet to enterprise servers. To 
help organizations enhance multilingual com-
munication and increase productivity, SYSTRAN 
delivers real-time language solutions for internal 
collaboration, search, ediscovery, content man-
agement, online customer support and ecom-
merce along with automatic speech recognition 
and optical character recognition. SYSTRAN is 
the leading choice of global companies, defense 
and security organizations and language service 
providers. SYSTRAN is the official translation 
solutions provider for the S-Translator, a default-
embedded app on the Samsung Galaxy S and 
Note series.
Languages: 130+ language combinations 
SYSTRAN Software, Inc. San Diego, CA USA
+1 858 457 1900
Email: marketing-americas@systrangroup.com 
Web: www.systrangroup.com
Ad on page 12

            

conferences

 
LocWorld 
LocWorld conferences are dedicated to the lan-
guage and localization industries. Our constitu-
ents are the people responsible for communicating 
across the boundaries of language and culture in 
the global marketplace. International product and 
marketing managers participate in LocWorld from 
all sectors and all geographies to meet language ser-
vice and technology providers and to network with 
their peers. Hands-on practitioners come to share 
their knowledge and experience and to learn from 
others. See our website for details on upcoming and  
past conferences. 
Localization World, Ltd. Sandpoint, ID USA 
208-263-8178 
Email: info@locworld.com
Web: https://locworld.com  
Ad on page 17

       

desktop publishing

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

            

  

Hornet Design Studio 
Since 2005, Hornet Design Studio has been focusing 
on delivering quality services in a timely manner. A 
highly skilled team of professionals is always ready 
to meet expectations of even the most demanding 
clients. Looking to achieve that goal, we develop and 
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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 27

educAtion

 

Quality Training in Localization 
& Global Marketing
The Localization Institute is the leader in edu-
cational advancement in the field of localization 
— the adaptation of products and services for in-
ternational markets. We organize comprehensive, 
vendor-neutral conferences (LocWorld and Brand-
2Global), seminars and round tables where partici-
pants 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 comprehen-
sive certification programs in localization project 
management, quality management, international-
ization and global digital marketing.  
The Localization Institute Madison, WI USA 
608-826-5001
Email: kris@localizationinstitute.com  
Web: www.localizationinstitute.com
Ad on page 35

       

enterprise solutions

STAR Group
Multiple Platforms
STAR is a leader in information management, lo-
calization, internationalization and globalization 
services and solutions such as GRIPS (Global Real 
Time Information Processing Solution), PRISMA 
(Smart Content Services), STAR CLM (Corpo-
rate Language Management) including Transit 
(Translation & Localization), TermStar/WebTerm 
(Terminology Management), STAR MT (Machine 
Translation), CLM WebEdit (Web-based Transla-
tion & Review) and MindReader (Authoring Assis-
tance). 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 in-
formation 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 19

locAlizAtion services

ADAPT Localization Services 
ADAPT Localization Services offers the full range 
of services that enable clients to be successful in 
international markets, from translation into all 
business languages through linguistic and techni-
cal 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 certi-
fied under ISO 17100. Fields of specialization are 
the medical, life sciences, IT/telecommunications 
and technology sectors. With offices in Bonn, Bar-
celona, 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 24 

   

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 so-
lution for global communications from marketing 
content creation and technical writing to localiza-
tion, printing and studio/shooting production.
Languages: Japanese, Simplified Chinese, Tradi-
tional 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 

      

           

Total Solutions for Your Business
E4NET is a total localization solutions provider 
including translation, DTP, recording, and special-
ized in Asian localization covering all major Asian 
and regional tier 3 languages. We have 20+ years of 
successful localization production experience with 
major projects for IBM, Microsoft, SAP, Oracle, HP, 
LG Electronics, Panasonic and more. E4NET is now 
providing patent translation services to the Korea 
Institute of Patent Information and translating life sci-
ence 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

    

         

EuroGreek Translations Limited
Established in 1986, EuroGreek Translations Limited is 
Europe’s leading Greek localizer, specializing in medi-
cal, technical, financial and legal translations from EN/
DE/FR/ES to EL and EL to EN. Our aim is to provide 
high-quality, turnkey solutions, encompassing a whole 
range of client needs, from translation to localization, 
desktop publishing and testing. Our DTP department 
covers all Latin and Cyrillic alphabet-based languages, 
in addition to Greek, at very competitive rates. All of 
EuroGreek’s work is produced in-house by a team of 
30 highly qualified specialists and is fully guaranteed 
for quality and on-time delivery.
Languages: Greek to/from English; French, Ger-
man, Spanish to Greek
EuroGreek Translations Limited Athens, Greece
30-210-9628-559
Email: production@eurogreek.com
Web: www.eurogreek.com 
Ad on page 67
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 Mobico – by Saltlux Inc.
Mobico is the new brand name of Saltlux’s techni-
cal communication services, and is also the name 
of the predecessor company to Saltlux, estab-
lished 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, in-
cluding 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 su-
perior translation quality with shorter turn-around 
times and therefore to greater customer satisfaction. 
Languages: More than 70 languages
Saltlux, Inc. Seoul, South Korea 
+82-2-2193-1725
Email: sales@mobico.com, Web: www.mobico.com/en 

     

ORCO S.A. Localization Services
Founded in 1983, ORCO celebrates this year its 
35th anniversary. Over the years, ORCO has built 
a reputation for excellence and gained the trust of 
leading companies, such as Oracle, IBM and Carrier 
for the localization of their products. Our core 
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 mar-

kets with high-quality multilingual products and ser-
vices. RWS Moravia’s solutions include localization, 
testing, content creation, machine translation imple-
mentations, 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 68

 
Vistatec
We have been helping some of the world’s most 
iconic brands to optimize their global commer-
cial potential since 1997. Vistatec is one of the 
world's most innovative, progressive and successful  
localization solutions providers. Headquartered in 
Dublin, Ireland, with offices in Mountain View, Cali-
fornia, 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 9

           

nonprofit orgAnizAtions

 

Joint National Committee 
for Languages
The Joint National Committee for Languages 
and the National Council for Languages and In-
ternational Studies (JNCL-NCLIS) represent the 
interests of over 140 member organizations, asso-
ciations and companies in virtually all aspects of the 
language enterprise — education PreK-20, research, 
training, assessment, translation, interpreting and 
localization — to the US government. The mission 
of JNCL-NCLIS is to ensure that all Americans  
have the opportunity to learn English and at least 
one other language. 
Joint National Committee for Languages – National 
Council for Languages and International Studies

Garrett Park, MD USA, 202-580-8684
Email: info@languagepolicy.org 
Web: http://languagepolicy.org

   

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

           

    

Translators without Borders
Originally founded in 1993 in France as Tra-
ducteurs 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 informa-
tion 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 pages 20-21

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 
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contract and full-time globalization personnel 
for technology clients and language service pro-
viders (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 29

         

terminology mAnAgement

Kaleidoscope
Taking your content global — with Kaleidoscope 
your product will speak every language! The com-
bination of decades of expertise, our software so-
lutions developed in-house, and select software 
from market-leading technology partners has been 
making this a reality since 1996. Coupled with the 
full-service approach from eurocom, Austria's larg-
est and most innovative translation agency, Kalei-
doscope offers a unique and unrivaled synergy of 
language and technology. 
Kaleidoscope GmbH Vienna, Austria
004 31 253 5352
Email: info@kaleidoscope.at 
Web: www.kaleidoscope.at
Ad on page 11

         

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 reduc-
ing your administrative costs. FlowFit can also 
be used for many other project types. FlowFit 
provides fully customizable web portals for cli-
ents, providers and project management. Get 
an accurate overview of your teams’ workload 
in real time and select the best available provid-

ers. 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, produc-
tivity, 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 con-
tent 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 technol-
ogy stack. The technology powering the Localize 
Platform was built from the ground up to mini-
mize the need for engineers in the localization 
process. This reduces costs by enabling nontech-
nical personnel to manage the localization work-
flow. Getting started is easy. Start your free trial 
today!
Languages: All
Localize Kingston, NY, USA 
(415) 651-7030 
Email: sales@localizejs.com, Web: https://localizejs.com
Ad on page 31 

           

  

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

tion 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 39
            

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 Edi-
tion 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 automa-
tion and maximum information security. All who 
are involved in the project can be integrated in the 
overall process and work on the basis of the same 
data. This saves time for what matters – the cre-
ation of high-quality content in multiple languages.
Languages: All 
Across Systems GmbH Karlsbad, Germany
+49 (0) 7248 925 425
Email: info@across.net
Web: www.across.net

           

   
Plunet BusinessManager
Multiple Platforms
Plunet develops and markets the business and work-
flow management software Plunet BusinessManager 
— one of the world’s leading management solutions 
for the translation and localization industry. Plunet 
BusinessManager provides a high degree of automa-
tion and flexibility for professional language service 
providers and translation departments. Using a web-
based platform, Plunet integrates translation soft-
ware, financial accounting and quality management 
systems. Various functions and extensions of Plunet 
BusinessManager can be adapted to individual needs 
within a configurable system. Basic functions include 
quote, order and invoice management, compre-
hensive financial reports, flexible job and workflow 
management as well as deadline, document and cus-
tomer relationship management.
Plunet GmbH Berlin, Germany
+49 (0)30-322-971-340 
Email: info@plunet.com, Web: www.plunet.com 
Ad on page 10
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Smartcat
At Smartcat we believe the translation industry 
should be better for everyone. We connect lin-
guists, companies and agencies to streamline the 
translation of any content into every language on 
demand. Our platform helps you build and man-
age translation teams, and puts your translation 
process on autopilot from content creation to pay-
ments. The unique features of Smartcat are our 
marketplace, where you can find translators for any 
language with one click; our CAT tool, translation 
using an AI-assisted platform, a team management 
with full control of your team, suppliers and content 
and payment automation: pay vendors easily across 
the globe. You can start experiencing the next gen-
eration of translation technologies and boost your 
translation business efficiency from day one.
Languages: All
Smartcat Cambridge, MA USA
Email: support@smartcat.ai, Web: www.smartcat.ai 
Ad on page 50

         

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

Wordbee Translator  
Web-based
Wordbee is the leading choice for enterprises 
and language service providers that need to save 
money and make their company run more effi-
ciently. Wordbee has the most complete feature 
set of any cloud solution:  project management, 
portal, business analytics, reporting, invoicing 
and a user-friendly translation editor. Tasks such 
as project and workflow setup, job assignment, 
deadline calculation, multiple phase kick-offs and 
cost management can all be automated in the col-
laborative 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 

          

Share Your Experience
Contribute your stories and ideas to MultiLingual Insights
• Articles must be 300+ words, proofed and fact-checked.
• Supply at least one image (400x400 px minimum).

Submit your article at multilingual.com/submit-insights

http://help.smartcat.ai/hc/en-us/categories/360000631572-Blog
http://www.linkedin.com/company/smartcatai/
http://www.facebook.com/smartcatai
http://twitter.com/smartcatai
https://www.smartling.com/blog/
https://www.linkedin.com/company-beta/628606/
https://www.facebook.com/smartlinginc
https://twitter.com/smartling
http://www.wordbee.com/blog
http://www.linkedin.com/groups/Wordbee-Community-2970809?gid=2970809&trk=myg_ugrp_ovr
https://www.facebook.com/Wordbee
https://twitter.com/Wordbee1
mailto:support@smartcat.ai
http://www.smartcat.ai
mailto:hi@smartling.com
http://www.smartling.com
mailto:info@wordbee.com
http://www.wordbee.com
https://multilingual.com/submit-insights/


buyer’s
guide

63January/February 2020

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

       

trAnslAtion services

Translation Services into Italian
ASTW is an Italian language service provider that 
offers translation services into Italian. ASTW has 
historically gained extensive experience in patent 
translations and is now the provider of numerous 
international intellectual property consultancy 
firms. The other specializations include transla-
tions in the life science, legal and technical fields. 
ASTW also offers (light and full) post-editing ser-
vices for pre-translated texts through machine 
translation in many areas. Other services include 
technical writing and medical writing services in 
English and Italian.
ASTW Genova, Italy 
+390100980766
Email: info@a-stw.com
Web: www.a-stw.com/en/contact-us
Ad on page 14

      

 

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, Ser-
bian, 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 deliv-
ered on time, within budget and with the high-
est 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 43

    

GlobalWay Co., Ltd.
As an industry-leading localization company in 
Korea, GlobalWay has been providing incompa-
rable professional localization services with ex-
ceptional 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, expe-
rienced 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, Viet-
namese, Thai, Indonesian.
GlobalWay Co., Ltd. Seoul, South Korea 
+82-2-3453-4924
Email: sales@globalway.co.kr,  Web: www.globalway.co.kr 

 

Your Partner in Asia and Beyond!
With our headquarters in Korea, our production 
offices in Vietnam and China, and our sales office 
in the US, we are in an excellent position to be your 
Asian language localization partner. For localizing 
projects from English or German into Asian lan-
guages, such as Korean, Japanese, Chinese, Viet-
namese, Thai, Indonesian and Burmese, you can 
trust our professional translation services for IT, 
software, marketing/transcreation and technical 
projects. Since our establishment in 1990, we have 
been at the forefront of the localization industry as 
one of the Asia Top Ten and the No. 1 LSP in Korea 
(by CSA 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 23

            
  

iDISC Information Technologies
iDISC, established in 1987, is an ISO 9001 and ISO 
17100 certified language and software company 
based in Barcelona with branches and teams in 
Mexico, Brazil, USA, Argentina, Bolivia and Gua-
temala. We have dedicated teams for web content, 
software localization and translation of technical, 
business, automotive, biomedical and marketing 
documents. Our software development engineers 
and translation teams provide high-quality and on-
time production solutions that are cost-efficient, 
flexible and scalable. 
Languages: Spanish (all variants), Portuguese (all 
variants), Catalan, Basque, Galician, Valencian, 
K'iche', Quechua, Aymara, Guarani
iDISC Information Technologies, S.L. Barcelona, Spain 
34-93-778-73-00
Email: info@idisc.com,  Web: www.idisc.com 
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Medical Translations Only
MediLingua is one of the few medical translation 
specialists in Europe. We only do medical. We pro-
vide all European languages and the major languages 
of Asia and Africa, as well as translation-related 
services to manufacturers of devices, instruments, 
in vitro diagnostics and software; pharmaceutical 
and biotechnology companies; medical publishers;  
national and international medical organizations; 
and other customers in the medical sector. Projects 
include the translation of documentation for med-
ical devices, surgical instruments, hospital equip-
ment and medical software; medical information 
for patients, medical students and physicians; sci-
entific articles; press releases; product launches; 
clinical trial documentation; medical news; and  
articles from medical journals. 
Languages: 45, including all EU languages 
MediLingua Medical Translations BV 
Leiden, Netherlands
+31-71-5680862 
Email: info@medilingua.com
Web: www.medilingua.com 
Ad on page 56

Rheinschrift Language Services
Outstanding localization requires world-class ex-
perience. Rheinschrift gives your business a native 
voice in the German-speaking world. We offer 
more than 20 years’ experience providing transla-
tions and localizations for software and hardware 
manufacturers as well as for the sectors of business, 
technology, legal matters and medicine/medical  
applications. Our services also range from glos-
saries, 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 lan-
guages 
Rheinschrift Language Services Cologne, Germany  
+49 (0)221-80-19-28-0
Email: contact@rheinschrift.de 
Web: www.rheinschrift.de  

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

       

1TranslaTion Tools 

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

         

SDL plc
SDL is the global innovator in language transla-
tion technology, translation services and content 
management. Over the past 25 years we’ve helped 
companies deliver transformative business results 
by enabling powerful, nuanced digital experi-
ences with customers around the world.  SDL is the 
leading provider of translation software to the trans-
lation 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  
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Five reasons why 
events are the best 
localization marketing

Rilind Elezaj is an experienced digital marketing 
specialist in the marketing and advertising industry. 
He integrates web development and other digital 
marketing solutions to create hybrid strategies.

Rilind Elezaj

However, event marketing — sponsored community programs, confer-
ences, incentives and trade shows — have proven to provide better ROI 
than internet marketing. Here is why.
	[ 1. Face-to-face connections are still vital in the business
According to Hubspot’s sales statistics in 2019, at least 79% of 

prospective buyers make their purchasing decisions after meeting 
face-to-face with a salesperson. This means that although you still can 
generate substantial business leads through online marketing, you 
still need to make meaningful, in-person connections with your target 
clientele if you want optimal results.

The human touch in event marketing is very effective when it comes to 
explaining your company values and objectives to your target audience. 
Your customers get to ask questions, affording you the chance to offer 
them real-time, fruitful and personalized engagement with your services 
or products. Your website may not tell the entire company narrative, at 
least not as effectively as in-person marketing does.
	[ 2. Event marketing is the most effective way of building brand equity
Your business success is heavily dependent on customer perception. 

Event marketing enables you to cultivate positive brand perception among 
your target audience. Statistics collected in 2015 showed that at least 74% of 
a given clientele got a more positive perception toward a given brand after 
interacting with the brand’s representatives at a marketing event.
	[ 3. Through events, brands engage deeper and more productively 

with clients
Conversations during an event help you to put a face to your brand. 

Most people are skeptical about doing business with a faceless organization.

Once your brand gets a face, 
stronger business-customer ties 
are developed, customers are able 
to give you valuable feedback, 
and you are able to explain the 
defining features of your products 
or services more candidly. You can 
even organize an event where a few 
customers, preferably regular ones, 
get the chance to try out a new 
product before you launch it to the 
world. This will not only be a fun 
and exciting experience for your 
loyal customers, but also a chance 
to get honest, truthful feedback 
in real time. You need such 
information to further improve on 
your products.
	[ 4. Events help you expand your 

content strategy
Social media marketing is integral 

to the growth of any brand. Without 
regular, fresh and engaging content 
for your social followers, chances are 
they will get bored and disinterested 
in your page. That is where event 
marketing comes in.

Live-streaming a company event 
on Facebook or Instagram is one 
way of expanding your content 
strategy. Sponsoring popular events 

When choosing a marketing strategy, localization brands often 
consider the size of their budget as their first priority. That is why 
many marketers opt for online marketing — because it requires less 
manpower and to some extent, minimal effort. 
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attracts social media engagement, 
which allows you to promote your 
brand through hashtags. You can 
also create content themes around a 
popular event.

On top of the content 
expansion possibilities that 
event marketing presents, it also 
attracts free advertising from the 
event attendees. Everyone has a 
smartphone these days, which 
makes taking photos or videos 
from marketing events seamless. 
Often, these get posted on social 
media and, sometimes, the brand 
sponsoring the event gets a tag — 
a great deal, really.
	[ 5. Events attract community 

goodwill 
Customers will love your brand 

more if you show genuine effort 
to help your community. When 

your company is associated with a 
worthy cause in society, it attracts 
positive media attention.

In order to get the most out 
of your sponsored event, it is 
important that you hire the 
services of a professional event 
production agency. Such agencies 
bring color to your event, make 
the visual display and sound 
output more prominent, and 
ensure that your social live stream 
is perfect.

Event marketing in China
China, for example, has always 

been a tough nut for Western 
companies to crack. However, 
with the increasing live streaming 
apps in China, luxury brands are 
now able to deliver personalized 
content to their social media 

audiences. Event attendees now 
share their experiences seamlessly 
via social platforms such as QQ, 
WeChat, Miaopai and Weibo. The 
ripple effect of this is increased 
business leads and improved 
returns.

“If you want to expand in 
China, you will need to devise 
ways of leveraging the great 
opportunities that China’s events 
industry is offering,” say experts 
at New Horizons Global Partners. 
Experts predict that the industry 
will have a market scale of at least 
$100 billion within the next 
five years. Events — including 
localization and similar events 
— in major cities will definitely 
increase as investors continue 
to build modern convention 
centers.  [M]
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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. 

Robert Jelenic | Global Marketing Director 

Are you engaging your global 
audience fast enough? 
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