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Post Editing

    ne of my very favorite things ever is watching 
how my five (nearly six) nieces figure out language. 
Another is watching how they invent games.

Not long ago, without explaining to anyone what 
they were doing, they started rolling around a sparkly 
ball with two-year-old Henrietta, and then snatching 
it away at the last second when she tried to grab 
it. Contrary to what you might think, she found this 
hilarious. She added her own flourishes and, between 
laughter, finally gasped out: “great game!”

And this surprised me for two reasons: one, she 
knew they’d just made up their own game, despite 
the fact that nobody had told her that’s what it was. 
She didn’t mind having her own toy snatched away 
because she knew it was a game. A funny game. 
A game of reaction time and ingenuity. Probably 
because once she actually asked for the ball, it was 
handed to her with a perfectly straight face.

But secondly, she was linguistically adept enough to 
express her opinion like the adults around her. Same 
grammar, same vocabulary. Only a slight blurring of 
the “r” sound.

Games and language challenges both harken back 
to this kind of childlike wonder. The curiosity and 
delight of expression; the curiosity and delight of a 
novel pastime invented just for the fun of it.  
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      Recaps 

The fourth edition of Elia’s Focus 
on Project Management was held in 
Hamburg, Germany, December 5-6, 
2019. This is the largest event in the 
world dedicated exclusively to the 
continuous education of translation 
project and production managers, 
and was attended by 111 participants 
representing 28 countries.

The conference followed a 
unique two-day format. On the 
first day, the theoretical sessions 
by the renowned industry experts 
Anu Carnegie Brown, Françoise 
Bajon and Annette Lee covered the 
topics Understanding the Bigger 
Picture; Project Management Core 
Competencies; and Vendor Man-
agement and Resource Allocation, 
respectively. The day was closed 
with a keynote by international 
speaker and mindset expert Vivienne 
Dübbert on how to thrive at work in 
a high-stress environment.

The second day began with 
a yoga session, after which the 
attendees participated in practical 
workshops on the previous day's 

sessions. In addition, before the 
official conference began there was 
an afternoon dedicated to technol-
ogy for project managers to get the 
latest on Plunet, SDL and memoQ 
software.

Attendees also received the  
popular Elia Handbook for Smart 

PMs, the latest version being 
distributed to attendees of this 
event each year. The handbook is 
designed as a guide for new, devel-
oping and experienced project 
managers, and aims to cover a wide 
range of practices in a nonformal 
and accessible way.

Elia event looks at project management
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Recaps 

The Nordics in November? 
Who wants to subject themselves 
to that? Quite a few, it seems, as 
183 participants from 25 countries 
came together in the Swedish city 
of Gothenburg for the ninth edition 
of the Nordic Translation Industry 
Forum (NTIF) November 24-26, 
2019. Gothenburg, or Göteborg in 
Swedish, is sometimes called the 
largest noncapital of the Nordics 
and its location by the North Sea 
makes it a truly international city. 
The venue carefully chosen for the 
conference was the recently reno-
vated Elite Park Avenue hotel on the 
main boulevard Avenyn.

The conference started with two 
master classes for language service 
providers: Strategy & Sales and 
Hands-On NMT. Shortly after, on 
Sunday evening, all participants 
were invited to a welcome recep-
tion to mingle and get to know 
each other before the conference 
began in earnest on Monday. The 
“Find-a-Swede” networking activity 
was highly appreciated as all the 
international guests received a list of 
Swedish phrases that they could test 
out on a local: 

[ Hej, jag heter Cecilia (Hello, I’m 
Cecilia)

[ Kommer du från Göteborg? (Are 
you a local from Gothenburg?)

[ Vilket väder vi har! (The weather is 
something else!)

The first full day of the conference 
got underway as in previous years 
with the inside track feature where 
sponsors, exhibitors and academia 
had the chance to share their latest 
technology developments, service 
offerings and industry trends. After 
a delicious networking lunch, the 
main program kicked off with key-
note speaker Nicholas Fernholm, 
followed by two presentations on 
best practices from the corporate 

language departments 
at The Volvo Group 
and Ørsted. The sto-
rytelling master, Mat-
thew Ogden, closed 
the first day’s program 
with an exciting jour-
ney among villains 
and good guys.

A conference ban-
quet was held in the 
old La Avenue resi-
dence with a cham-
pagne bar and live 
music. Many of the 
participants took the 
opportunity to dance 
off some calories 
until the DJ closed 
shop sometime after 
midnight.

On the second 
day, George Drum-
mond gave a pre-
sentation of the 
Nuremberg trial and 
the destiny of the 
interpreters in what 
came to be known as 
the birth of modern 
multilingual simul-
taneous interpreta-
tion. The rest of the day 
featured two tracks, one 
focused on interpreta-
tion while the other 
focused on translation 
and localization. The 
closing keynote was 
given by the renowned 
anthropologist Thomas 
Hylland Eriksen.

NTIF2019 also introduced the 
Brain Ring, moderated by Konstan-
tin Dranch, which turned out to be 
one of the program highlights. Three 
brave CEOs — Katja Virtanen from 
Delingua, Henrik Sundberg from 
GLOBALscandinavia and Lea Back-

hurst from Summa Linguae Tech-
nologies — were invited on stage to 
answer some challenging questions. 
The audience got to vote on the best 
answers and Lea Backhurst won a 
closely-fought battle with a total of 
six mandarins (points).

NTIF 2019 held for the ninth time
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Recaps

Would you introduce yourself?
Diego Cresceri, founder and CEO of Creative 

Words, a localization company based in Genoa, 
Italy. Besides running my company, I am currently 
serving on the board of directors of ELIA.
Where do you live?
I live in a small and (too) quiet village right in the 

middle of the so-called industrial triangle of Milan- 
Genoa-Turin in Northwestern Italy. Our office is based 
in Genoa, and that’s where I am planning to move soon.
How did you get started in this industry?
I was lucky (and determined) enough to start an in-

ternship as a translator when I was still at university — I 
graduated in interpreting. After six months I eventu-
ally started managing small translation projects and 
I fell in love with project management, which is what 
I did for the following three years. Due to one of the 
company founders leaving in 2008, I was offered the 
role of partner, and I became the chief operations of-
ficer. In 2016, I felt the urge to start a new adventure 
and that’s when I founded Creative Words. 
What language(s) do you speak?
I studied English, German and French in high school, 

but had to drop French at university. However, German 
is probably the language I now struggle the most with, 
due to lack of practice. I would love to learn more lan-
guages, but cannot find the time to do so. 
Whose industry social feeds (Twitter, blog, LinkedIn, 
Facebook) do you follow? (If any)
I find social media to be a great way to keep up to 

date, and I follow a lot of people, associations and 
companies across all channels. Among them are 
ELIA, GALA, Vistatec and Think Global, Venga Global, 
Nimdzi Insights, MultiLingual, Globally Speaking, 
Uwe Muegge, Kathrin Bussmann and many more.
What industry organizations and activities do you 
participate in? 
I am a big fan of all kinds of associations, gather-

ings and groups and I think this has been the main 
booster for my career and my company growth. 
Currently I serve as director of the board of ELIA, 
where I am responsible for one of the association’s 
events, namely ELIA Together, meant to facilitate 
discussion and cooperation between language ser-
vice providers and freelancers. I am also cooperat-
ing with two fellow directors on the ELIA Exchange 
initiative, aimed at bridging the gap between the 
academia and the industry. 
Other than that, I am the ambassador for Milan’s 

LocLunch. This great initiative was launched by Jan 
Hinrichs at the beginning of 2019, and I was one 
of the first ambassadors. For those who are not 
acquainted with it yet, it’s an informal gathering of 
people meeting at lunch to discuss topics related to 
the language industry (such as internationalization, 
globalization, technology and machine translation) 
in a nonstructured, informal way. 
I am quite active in academia as well, and I am a 

member of the steering committee of the University 
of Genoa’s Faculty of Languages, besides teaching 
localization related topics (and machine translation 
in particular) at different universities and schools. 
Do you have any social feeds of your own? Twitter 
handle, blog? 
I am very active on social media, which I use mainly 

to share relevant content for the benefit of my LinkedIn 
network. I use Facebook and Instagram more for my 
private life, even if it’s not always easy to have clear 
borders. As a company, we are also very active. We 
have a LinkedIn company page where we publish or 
share relevant content for our clients and prospects. 
We use our Facebook page more for our supplier 
base, sharing and creating content that is useful for 
them and raising awareness on how the industry is 
moving ahead. Facebook has been instrumental for 
our recruiting efforts as well. We also have a blog 
we try to keep alive.
What do you like to do in your spare time?

 Traveling is probably what I like to do the most and I 
am lucky enough to travel a lot for work. When I am not 
traveling or in the office, I love to spend time with my two 
kids (ages 7 and 5 now) who are growing way too fast.  
Why do you read MultiLingual?
I have been reading Multilingual almost from the start 

of my career and it’s an amazing inspiration for my 
personal and professional development. I love the idea 
of a specific focus in each issue — it makes reading it 
even more worth it. Besides being very informative, it 
helped a lot when we had to find international partners 
for specific projects. This is why I insist that everybody 
in my team should read it.

Featured Reader
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People
Recent industry hires

■ Acrolinx, a provider of strategy-aligned content cre-
ation, has hired Volker Smid as chief executive officer (CEO). 
Smid was most recently CEO of Searchmetrics.
Acrolinx GmbHAcrolinx GmbH www.acrolinx.com

■ Language services provider One Global Solutions has
hired Paul Williams as business development director. 
One Global SolutionsOne Global Solutions www.one-global.com

Business
Transfluent acquires Navitep and Translatum

Transfluent, a developer and provider of digital trans-
lation services, has acquired the business activities of 
Navitep Oy, a developer of translation automation soft-
ware, and Translatum Oy, an international communica-
tions company.
TransfluentTransfluent www.transfluent.com
Navitep OyNavitep Oy https://navitep.com
Translatum OyTranslatum Oy www.translatum.fi

Summa Linguae sells majority stake
Summa Linguae, a language and technology services 

provider, has sold its majority stake to V4C investment 
fund and carried out two acquisitions in North America: 
Globalme, a Canadian company focused on new technolo-
gies and big data, and GlobalVision, a provider of localiza-
tion services for the life science sector. 
Summa LinguaeSumma Linguae https://summalinguae.pl

Keywords Studios acquires 
KantanMT, ICHI, Syllabes

Keywords Studios, a technical service provider to the 
global video game industry, has acquired KantanMT, a 
machine translation technology company. The company 
has also acquired ICHI, a provider of marketing services to 
video game publishers and the sports and entertainment 
sectors, and Syllabes, a provider of audio recording and 
casting services for the video games industry.
Keywords StudiosKeywords Studios www.keywordsstudios.com
KantanMTKantanMT http://kantanmt.com

Curious?

New decade...
a creative approach to localisation 

www.sparkbrighterthinking.com/localisation

http://www.acrolinx.com
http://www.one-global.com
http://www.transfluent.com
https://navitep.com
http://www.translatum.fi
https://summalinguae.com
http://www.keywordsstudios.com
http://kantanmt.com
http://www.sparkbrighterthinking.com/localisation
https://www.sparkbrighterthinking.com/solutions/localisation-translation/
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News

TransPerfect acquires Chulengo
TransPerfect, a provider of global business services, 

has acquired Chulengo, a provider of dubbing, voiceover, 
post-production and other audiovisual services. Chulengo 
will become a division of the TransPerfect family of com-
panies and will continue to be led by Founder Javier Gore.
TransPerfectTransPerfect www.transperfect.com

Resources
Allcorrect releases game localization guide

Allcorrect Group, a provider of language services and 
video game localization, has released The World: Your 
Oyster. A guide to preparing your game for international 
distribution. The guide covers how to choose PC, console 
and mobile gaming localization markets; why paying spe-
cial attention to fonts is crucial; the costs of obtaining an 
age rating for games in Japan, Korea and New Zealand; 
and various cultural mistakes and taboos.
Allcorrect GroupAllcorrect Group www.allcorrectgames.com

Products and Services
Global Revenue Forecaster

CSA Research, an independent market research firm 
specializing in the language service industry, has re-
leased the Global Revenue Forecaster designed to pro-
vide predictive business analytics tailored to a company’s 
business and vertical for the revenues to expect from 
different languages.
CSA ResearchCSA Research https://csa-research.com

Lingoport Suite updates
Lingoport, Inc., a provider of software internationaliza-

tion tools and services, has released updates to its suite 
of software that include connectivity to additional transla-
tion management systems and a redesigned dashboard.
Lingoport, Inc.Lingoport, Inc. www.lingoport.com

KantanSkynet Manager Console
KantanMT, a subscription-based machine translation 

service, has launched KantanSkynet Manager Console, a 
post-editing platform that uses AI to determine the quality 
of translated texts and will automatically route low-quality 
texts to professional translators for improvements. 
KantanMTKantanMT http://kantanmt.com

TBX Exporter For Excel
Translation software company Pairaphrase has devel-

oped a Microsoft Excel add-in called TBX Exporter, for 
the conversion of .xls, .csv or .xslx files to a TermBase 
eXchange (.tbx) file. 
PairaphrasePairaphrase www.pairaphrase.com

Clients and Partners
Lionbridge awarded CIPO contract

Lionbridge, a provider of localization services, has been 
awarded The Canadian Intellectual Property Office (CIPO) 
contract to provide translation services for administrative 
documents and patent-related items.
LionbridgeLionbridge www.lionbridge.com

World Translation integrates Xillio LocHub
Xillio, a content migration and content integration com-

pany, has announced that World Translation, a Danish 
language services provider, will integrate LocHub into its 
translation process.
XillioXillio www.xillio.com
World Translation A/SWorld Translation A/S www.worldtranslation.dkRequest a demo today at:

localizejs.com

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

Localization, simplified.

http://www.transperfect.com
http://www.allcorrectgames.com
https://csa-research.com
http://www.lingoport.com
http://kantanmt.com
http://www.pairaphrase.com
http://www.lionbridge.com
http://www.xillio.com
http://www.worldtranslation.dk
https://localizejs.com/
https://localizejs.com/
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sponsored information

The global video streaming market is expected to be 
$124.57 billion by 2025 as per a report from Grand 
View Research. The increasing proliferation of smart 
devices, combined with content technology players 
such as Netflix, Amazon, Disney+, Apple TV+ and 
many others, is powering strong growth and chang-
ing user behaviors.
Recent data point to some key trends that will have 
far-reaching implications in this market over the 
next few years.
• The future is mobile 
CISCO’s 2019 Global Mobile Data Traffic Forecast 
reports that mobile data traffic has increased 17-fold 
over the past five years. By the end of 2022, data 
consumption would reach the one zettabyte mark, a 
clear indication of unabated mobile adoption and its 
future ascension. 
The report also highlights that with the advent of the 
smartphone, almost 80% of all mobile data traffic is 
forecasted to be video content by 2020 — a nine-fold 
increase from 2017 numbers.
• The future is global 
Netflix very recently released its global subscription 
details and over 55% of its subscriber base is com-
ing from outside of North America, with almost 
30% of the subscribers from Asia Pacific and Latin 
America. Interestingly, APAC and LATAM are the 
markets with highest share of mobile video stream-
ing, as per eMarketer, with over 67% of the global 
market share. Even in these emerging markets, it is 
the smaller towns that have a higher share of content 
consumption as against the Tier 1 cities.
• Content is local
CSA Research found that roughly 72% of all internet 
users prefer consuming content in their native lan-
guage. Even among those with high English profi-
ciency, more than 60% prefer content in their native 
language.

While these trends present a compelling business 
case for monetizing video assets globally, there are 
several challenges in delivering localized mobile 
optimized videos. These include:
1. Mobile compatibility 
2. Quality of output
3. Consumer-centricity and UX engagement 
4. Cost efficiency 
5. Turnaround time
6. Scalability
How can we help?
SmartDub is a pioneering solution that is built to 
enhance user experience and produce great output 
quality for multimedia content. This innovative, AI-
enabled dubbing solution allows immense scalabil-
ity in the most cost-effective manner. This unique 
offering transforms content far and beyond its ini-
tial scope and purpose; making it consumable in 
untapped geographies for, and by, new and a wider 
range of audiences. 
Built heavily on emerging technology, the SmartDub 
solution leverages ML, AI and the latest develop-
ments in synthetic voice morphology to deliver the 
best automated outcome, resulting in faster time-to-
market and large-scale processing/delivery potential.
Equally effective for media, entertainment, educa-
tion, training and development content, the solution 
is beneficial to audiences as they can enjoy quality 
content in their native language from any device, 
while content businesses reap the benefits of global 
reach at competitive pricing.  
SmartDub is the winner of the recent Process Inno-
vation Challenge (PIC) at LocWorld Silicon Valley 2019.

For additional information and details, contact 
lori.silverstein@spi-global.com

SmartDub
Expand your reach to global markets 
through AI-based localization

mailto:lori.silverstein@spi-global.com
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     Calendar 

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, 2020, 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

7th International Conference on Public 
Services Interpreting and Translation
March 26-27, 2020, Alcalá de Henares, Spain
FITISPos Group, www3.uah.es/traduccion/en/psit-conference-2020

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

TAUS Global Content Summit
April 15, 2020, Tokyo, Japan
TAUS, www.taus.net/events/summits/125-taus-global-content-summit

KäTu2020
April 16-18, 2020, Helsinki, Finland
Finnish Association of Translators and Interpreters 
https://katu-symposiumi.com

ArabicSpeech 2020
April 20-21, 2020, Doha, Qatar
Arabic Speech, https://arabicspeech.org/meetings

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

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

May
EAMT 2020
May 4-6, 2020, Lisbon, Portugal
European Association for Machine Translation 
https://eamt2020.inesc-id.pt

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

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

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
http://www.taus.net/events/summits/125-taus-global-content-summit
https://katu-symposiumi.com
https://arabicspeech.org/meetings
http://www.contenttechsummit.com
http://bpconf.com
https://eamt2020.inesc-id.pt
http://elia-association.org/focus-execs-2020
https://lrec2020.lrec-conf.org/en
http://www3.uah.es/traduccion/en/psit-conference-2020
https://www.star-group.net/
https://www.star-group.net/
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UA Reloaded 
May 12-13, 2020, St. Leon-Rot, Germany
tekom, SAP, https://ua-reloaded.de

2020 STC Technical  
Communication Summit & Expo
May 15-18, 2020, Bellevue, Washington USA
Society for Technical Communication, https://summit.stc.org

tcworld China 2020
May 21-22, 2020, Shanghai, China
tekom, https://tcworld-china.cn

Plunet Summit 2020
May 28-29, 2020, Berlin, Germany
Plunet, www.plunet-summit.com

June
L10N PM Certification
June 1-2, 2020, Berlin, Germany
The Localization Institute, https://bit.ly/2Gm0r3e

Game Global Berlin
June 2, 2020, Berlin, Germany
Localization World, Ltd., https://gameglobal.events

LocWorld42 Berlin
June 3-5, 2020, Berlin, Germany
Localization World, Ltd., https://locworld.com

IJET-31
June 5-7, 2020, Fukuoka, Japan
Japan Association of Translators, https://jat.org

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

TAUS Industry Leaders Forum
June 9-10, 2020, Amsterdam, Netherlands
TAUS, https://bit.ly/38ALMgM

NZSTI Conference 2020
June 20-21, 2020, Auckland, New Zealand
New Zealand Society of Translators and Interpreters  
www.nzsti.org/annual-conference

July
AELFE-TAPP 2020 International Conference
July 8-10, 2020, Barcelona, Spain
Universitat Politècnica de Catalunya, https://aelfetapp.upc.edu/en

UTICamp-2020
July 20-26, 2020, Dnipro, Ukraine
InTExt, https://utic.eu/en

DeepLearn 2020
July 27-31, 2020, León, Guanajuato, Mexico
Institute for Research Development, Training and Advice  
https://deeplearn2020.irdta.eu

   “   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

https://ua-reloaded.de
https://summit.stc.org
https://tcworld-china.cn
http://www.plunet-summit.com
https://bit.ly/2Gm0r3e
https://gameglobal.events
https://locworld.com
https://jat.org
http://languages-media.com
https://bit.ly/38ALMgM
http://www.nzsti.org/annual-conference
https://aelfetapp.upc.edu/en
https://utic.eu/en
https://deeplearn2020.irdta.eu
http://www.plunet.com
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Riding the line between educational and lyrical, Poems from 
the Edge of Extinction features 50 poems from around the 
world in languages that even the seasoned linguists among 
us may never have heard of. The anthology was produced 
in association with the National Poetry Library in London, 
and was released at the end of 2019, the Year of Endangered 
Languages. Some of the original works from vulnerable 
cultures across the globe are without written form, translated 
from oral traditions — Gondi and Rohingya from Asia, for 
example.

The book is organized by continent, but several themes are 
repeated throughout. Many poems deal with the effects of global-
ization and the poets’ culture disappearing. In “The ever-touring 
Englishmen,” translated from the Gondi oral tradition, the people 
describe how the colonizers of India “have built their bungalows/ All 
over our sweet forest… With their wires they have bound the whole 
world together for themselves.”

Other poems take on language itself. “My grandmother never 
learned Spanish/ was afraid of forgetting her gods,” Mikeas Sanchez 
describes in Zoque, an indigenous language of Mexico. The English 
translation of the poem includes curses her grandmother would shout 
in Zoque — Sanchez describes them as prayers that go unanswered.

Translation is given an honored front seat in the anthology, the 
painstaking effort of preserving meaning and style described in detail 
by editor Chris McCabe. Individual translators retain the copyrights 
of their translations.

Translation crosses into the subject matter itself. “Tonight, my 
friends, there will be no translations, nothing trans-lated, altered, 
diluted with hub-bubbly English that turns my ferment of poems/ to 
lemonade,” writes Gearóid Mac Lochlainn in Irish Gaelic. The lines, 

Poems from the Edge of Extinction
An Anthology of Poetry in Endangered Languages

ironically or not, are later translated into Eng-
lish by the author himself and Frankie Sewell 
in “Translations.” 

Welsh writer and translator Gwyneth Lewis 
offers a particularly delightful twist on this 
subject. In her poem “Cyfweliadâ'r Bardd,” 
(“Interview with the Poet,”) she claims to be 
responsible for the death of Welsh. “Looking 
back, I blame translation,” she writes “for the 
bite of another language’s smoke in the back 
of my throat, its bitter chemicals. Soon I was 
hooked on whole sentences behind the shed, 
and lessons in Welsh seemed very boring.” 
She describes going on to overdose on Proust; 
she experiences the buzz of the German 
poet Rilke, calls herself a language fetishist. 
“Umlauts make me sweat, so I need a multi-
lingual man, but they’re rare in West Wales,” 
she opines. The poem ends with her hitting 

Poems from the Edge of Extinction
An Anthology of Poetry in Endangered 
Languages. Edited by Chris McCabe. 
Chambers, 2019. Hardback, $21.98. 
336 pages.

Katie Botkin

Katie Botkin is a freelance writer and the 
managing editor of MultiLingual. She 
has a master’s degree in English with an 
emphasis on linguistics and has taught 
English on three continents.

A eulogy and a battle cry 
for endangered languages 
everywhere
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on the detective looking for the murderer of Welsh: “you 
speak Russian, I hear, and Japanese. Could you whisper 
some softly? I’m begging you. Please…”

The book features poets like Sanchez, Mac Lochlainn 
and Lewis who have won national fame, and lesser-
known writers such as Henrique Miguel Rodrigues, 
the youngest speaker of the nearly-extinct Patua, a 
creole spoken in Macau. Some poems are historic: 
Taniel Varoujan, a poet killed in the Armenian geno-
cide, is featured in his original Armenian writing “to 
the starving people” in an excerpt from a book of his 
poetry published in 1909. All of the languages them-
selves are highly historic, offering snapshots into the 
words of centuries past — Assyrian, Hawaiian, Navajo.

After each poem there is a short explanation of the 
language in question, the author and the poem itself. 
The poetic tradition of each language may get brief 
treatment, but this is where the book actually falls 
short. Too often, I am left wondering if the transla-
tions are capturing the specific markers of that lan-
guage’s traditional poetry — if in fact the poems are 
written in any traditional format at all, or if they, too, 
are influenced by modernity and globalization.

Anglo-Saxon, for example, is not included in this 
anthology because it is entirely dead, but in traditional 
Anglo-Saxon poetry, alliteration and syllabic pacing 
are paramount. Good translations pay homage to this in 
some way. At times, McCabe does address cultural and 
literary traditions such as this, and the translations them-
selves offer hints. An Islamic prayer in the Bantu language 
Chimiini is paced much differently than familiar verses in 
Scots or Shetlandish, and some poems retain words of the 
original as a literary device.

Only one poem is not translated. “Fiere Love Poem,” 
written by Jackie Kay in Scots, is intelligible to readers 
of English, especially if read aloud. “The nicht I kent 
oor love/ wad go on and on, darlin, the clouds mirrored 
the moth/ we fund in the fields.” If you didn’t get that at 
first try, the translation would be “the night I knew our 
love would go on and on, darling, the clouds mirrored 
the moth we found the fields.” McCabe explains that 
“Fiere” means “companion” in Scots; the poem is pulled 
from a published collection by Kay. 

Shetlandish, only slightly further from standard Eng-
lish, gets its own translation in an older poem about 
fishermen in the Northern seas from John Peterson, 
who fought with the Seaforth Highlanders in WWI. 
“What’s da price, and da squall comes dirrlin; Black aa 
roond, nor ever a glaem” is still (relatively) readable as 
“What’s the price, and the squall comes shuddering; 
Black all around, not even a gleam.” 

All in all, the anthology is a good read, both from a lit-
erary and linguistic perspective, simultaneously tragic 
and hopeful. It is a collection of words from waning cul-
tures, from tribes with centuries of battle scars — from 
defiant lips preserving the old ways.  

The poem "Inuit," written in Inuktitut by Norma  
Dunning, begins "Inuit breathe in two worlds. Past and Present."

From "Nomad Testament" by the writer Hawad, in  
Tamajaght, a Berber dialect of the central Sahara. The alphabet 
is Tifinagh.
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Everyone at least slightly involved in the language industry 
is acutely aware of the fact that local language is critical for 
products to sell and for ideas to spread. But one final frontier 
seems to be uncharted: corporate content.

As Val Swisher, CEO of Content Rules, Inc., writes in her 
forward to Ray Walsh’s Localizing Employee Communications, 
“employee communications, the internal content that the cor-
porate headquarters shares with employees worldwide, seems to 
be stuck in the dark English ages.” In his book, Walsh paints the 
picture of how English-proficient upper managers, living in their 
ivory towers, frequently assume that their entire organizations 
speak that language well enough. And how they conclude that, 
as result, there’s no need to localize or transcreate their internal 
communications.

The author is a keen observer of the realities and complexities 
of contemporary corporate life, especially in large organizations 
with an international footprint. He uses his actual professional 
experience to demonstrate how that approach is wrong, and how 
corporate communications, run from the center, often fall ter-
ribly flat despite their best intentions.

As Walsh observes, “Except for breaking news or mission criti-
cal messages, people postpone reading what’s not in their native 
language, if they read it at all… With time, the urgency passes and 
nothing bad happens. For audiences abroad, that cycle repeats, 

Localizing Employee Communications
The ivory tower meets the tower of Babel

and they develop a detached attitude 
towards anything from the corporate office.”

The impact of not translating a product 
or service and its associated communica-
tions is typically missed sales, and is to a 
large extent measurable. In corporate com-
munications, though, the impact is much 
less tangible, but no less severe. It lowers 
engagement, restricts collaboration and 
means much of the corporate communica-
tions efforts are, sadly, wasted.

The book shows why and how organiza-
tions can change that.

Localizing Employee Communications: 
A Handbook, by Ray Walsh. XML Press, 
2019. Print, $24.95; Ebook, $19.95. 258 
pages.

Libor Safar

Libor Safar is marketing director 
at RWS Moravia. He has over 20 
years' experience in the localization 
industry.
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The author delves deep into the three clusters of 
content that exist in corporate communications. First, 
the locally generated content, written in local lan-
guage but often “not in compliance with corporate 
standards and unrelated to company strategy.” Second, 
the corporate-generated content, which complies with 
corporate brand guidelines and is globally focused but 
written in English. And finally, the global/local hybrid 
content, where corporate works with local countries 
to translate, shape and deliver the content. In practice, 
this final cluster is much less frequent, and this book 
“is about finding ways to produce more deliverables in 
cluster three.”

In fact, Walsh goes a little further and promotes a model 
in which organizations translate almost nothing. Instead, 
most corporate communications should be created and 
deployed locally with only back-end support from global 
headquarters. So, instead of producing content for world-
wide audiences, it should be authored locally with local 
audiences in mind.

But how to achieve this in the context of global orga-
nizations? The book details four localization models 
that are based on a continuum from greater central 
control to greater local autonomy. In the two centrally 
managed models, the local offices may have limited or 
greater flexibility. In the other two models, local teams 
can have strong or minimal guidance from the center. 
Each governance model has its strengths and weak-
nesses, and none are right or wrong. Organizations 
or business units may switch between the models as 
circumstances change.

The author does not prescribe one right way to go 
about things. Instead, Walsh provides options that 
organizations can choose from and embrace based on 
their specifics. 

Regardless of the model adopted, he does, however, 
encourage everyone involved in corporate communica-
tions to build and nurture their networks: the people in 
local offices, on the ground, who help deliver content 
to in-country employees. Very often, they are formally 
outside the corporate communications function, yet 
critical for any localization program to succeed. They 
help bridge the gap between corporate and local expe-
rience. Their skills, aspirations and priorities will also 
differ across the various local markets and between 
small and large local presences. The author provides 
practical tips for how to work effectively with such an 
international network of local communicators, elevat-
ing their status along the way.

Localizing Employee Communications also walks 
readers through the nitty-gritty of managing transla-
tion, offering some low- or no-cost strategies that 

reflect the realities of corporate communications, 
for which much of the work may be done in-house. 
It touches on the practicalities of in-country reviews, 
creating style guides and brand guidelines and the 
specifics of visual communications, and argues pas-
sionately for measuring the readership and impact of 
internal content — something few organizations do.

Walsh’s core expertise is in content creation and writ-
ing, so it’s no surprise that the book is written in a clear, 
engaging and accessible style. This also allows him to 
argue for quality of source content, as he observes that 
“corporate functions continue to churn out bad English 
that arrogantly passes as universal.” Translation? Bad 
business writing makes it harder to go global.

The book draws from interviews with almost 30 
practitioners from the internal communications disci-
pline and other areas, as well as a wide range of other 
books, webinars, industry reports and resources. As 
such, it also describes the specific challenges in inter-
nal communications with, for instance, a nonemployee 
workforce or contractors. In these scenarios, extra cau-
tion is needed, not least for legal reasons, and “even 
content that the corporate office is confident will help 
people sell more or keep them safe must be framed not 
as orders, but as best practices that your company rec-
ommends rather than demands.” Plus, there are coun-
tries such as Germany where the complexity of their 
regulations, customs and preferences makes it difficult 
to localize employee communications.

The intended audience of this book is primarily peo-
ple involved with corporate communications, whether 
working in the headquarters or local offices. Based on 
real-life experience, the book is sure to resonate with 
them and give them plenty of ideas on how to rethink 
and hopefully improve their current approach. But it 
also gives language services providers plenty of evi-
dence to show their clients the importance of proper 
localization and how to achieve effective global content 
no matter the audience.

By the same token, LSPs very often have interna-
tional footprints as well, and thus are not immune to 
the challenges related to internal communications. As 
such, advice provided in the book can help them prac-
tice what they preach.

When it comes to global corporate communications, 
Ray Walsh has been there, seen it, and even got sev-
eral corporate t-shirts that show what works and what 
doesn’t. I love this quote from the book: “Inform in 
English, persuade in local language.” Chances are this 
much-needed book will help organizations conquer 
the corporate content frontier by showing them how 
to provide localized content that achieves just that.  
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It was right in front of me, but I failed to seize the opportunity to 
make it big in gaming. I just did not see or believe in its future. Some 
30 years later, my older son uses Minecraft to test AI and my eight-
year-old builds his own worlds in the same game. I challenge you to 
play it and not fall victim to the same universe's sense of humor.

In 1988, I tested games for the then-leading computer magazine in 
Germany, 64er Magazin, published for users of the Commodore 64. I 
walked in and out of game developers' offices. One of them, Rainbow Arts, 
even donated a free version of their marquee game, The Great Giana Sisters, 
to readers of my book. The soundtrack for the game has become one of the 
most popular video game soundtracks of all time. In 2015, an HD remake of 
the game was released for Nintendo DS.

In 1988, I did not anticipate the rise of games. When it comes to game 
localization in 2020, there is no excuse for you to make the same mistake. 
Here is why.

Microsoft estimates that there are two billion game players around the 
world, with expected revenue of $196 billion in 2022. Gamers in the US 
play over seven hours each week on average. Gamers in Germany play 
almost eight hours a week (Figure 1). Other countries where games are 
popular with players include Singapore, France, India, China, Japan and 
South Korea.

In short, game localization is huge. 
Why then are many language service providers (LSPs) missing this 

opportunity and struggling to compete for the same accounts as everybody 
else? As it turns out, game localization is dominated by a few players. Only 
one of them is among the top ten LSPs. Despite its size, gaming remains a 
terrific differentiator for smaller localization outlets. 

If you have not jumped on that opportunity yet, it is probably not 
because of a lack of vision. Like me, you most likely weigh your options. The 
difficult decisions in life are not between good and bad choices, but between 
competing interests.

Two years into my career as a computer game tester and critic, the Commo-
dore 64 began its steep decline. Game developers LucasArts, Microprose, Epyx, 
Broderbund and Electronic Arts had all ended their support for it.

For me, it felt like games had been 
exiled to cartridges for game consoles, 
evidenced by Nintendo successfully 
urging the makers of The Great Giana 
Sisters to withdraw the game from sale, 
arguing that it infringed on copyrights.

In other news, my mobile phone 
weighed 4.5 kg (9.8 pounds). Mono-
chrome monitors were the norm. 
Apple's first laptop product was the 
16-bit lead-acid battery-powered 7.2 kg 
Macintosh Portable. And when I visited 
the Computer Electronics Show in 
Las Vegas, it was overshadowed by the 
Adult Entertainment Expo that took 
place during the same time in the same 
building. 

Around that time, I met with Bill 
Gates at the Frankfurt Airport for an 
exclusive interview with Forbes maga-
zine. He made many terrific predictions 
then, including that Sting would play 
at his wedding — he mentioned future 
collaboration with Steve Jobs, Micro-
soft's role in the networking market 
and so on.

That was also the time when Gates 
thought the internet would never be a 
business model for Microsoft and one 
of his pet projects was Encarta, the 
CD-ROM based encyclopedia. 

The choice I had to make was 
between my passion for gaming, or 
the vision of a thirty-something with a 

Localization Business School

Game yourself to the top 

Andrew Lawless is a certified coach and strategic interventionist. Lawless has 
presented to the Obama US White House and testified before the US Senate 
on the importance of professional development. He also served as a trainer 
and consultant to the FBI’s Behavioral Science Unit.

Andrew Lawless



21March/April 2020

Column 

billion dollars of cash in his account. 
I finally went with Gates’ vision and 
invested my time and money in 
multimedia books instead of games. 
A decision that proved to be fatal, and 
as a result I tanked my first business 
producing books on CDs.

Oh, the irony. The one piece of 
advice I took from the richest man 

in the world bankrupted me. The 
universe has to laugh with me.

What I should have done instead 
is stick with my own ideas and learn 
how to think more broadly from 
Gates. It is not coincidental that 
gaming did not come up once when 
we met, but Microsoft is a major 
player in this market today. What 

makes a difference is not our indi-
vidual plans, but the way we create, 
execute and adjust them.

Could the same be true for your role 
in game localization? Let me challenge 
you with three questions:

1. What would you need to do to 
expand your career or business 
tenfold through game localiza-
tion? What would you need to 
stop doing?
2. What would be a challenge 
that gives you an exciting 
vision for the future of game 
localization?
3. What are the three personal 
qualities you would need to show 
up with every day to be successful?
Then make that itself a game. Set 

an alarm on your phone three times 
a day. Give it a label with these three 
personal qualities you chose. When-
ever the alarm comes up, check in 
with yourself. If you exhibit all three 
qualities at the time, celebrate. If you 
don't, either take immediate action or 
change a belief to get back on track.

Remember that your ability to 
think is the universe's gift to you. 
How you play with your thoughts is 
your gift to yourself.   

Figure 1: Average weekly hours spent playing video games in selected countries 
worldwide, as of February 2019. Copyright Statista 2020.
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Back in the “old days” of software creation and distribution 
(and I’m talking around the time period of the early-to-mid 
1990s) most software was distributed on CD-ROMs and DVDs 
as packaged products that were physically shipped to specific 
markets. The producing company had the ability to specifically 
target their products to whichever markets they desired, and in 
the event that one of their product versions ended up in a non-
targeted locale, they could rely upon a certain degree of plau-
sible deniability. In other words, if the software’s content was 
not culturally or geopolitically compatible with a local market, 
and the product was not intended to ship there, the company 
could blame it on the black or gray markets and lessen their 
accountability.

But in the present, it’s not only the issue of digital distribution that has 
changed the dynamic of content creation, but also the rise of social media 
— the enabling of instant, targeted feedback from anyone, anywhere to 
any content producer. In this often-harsh environment of knee-jerk 
reactions without context, creators’ intentions have become mostly 
irrelevant. General discussions and mostly-civil disagreements around 
issues in early online forums have now mutated into full-blown culture 
wars, chiefly fueled by tech companies like Facebook and Twitter that 
make their profit off the clicks derived from this phenomenon. While 
there remain occasional pockets where people can have constructive 
dialogues, many have been siloed into online echo chambers that reinforce 
the inclusion of like-minded people while severely excluding those who 
think differently. This in turn has created highly toxic online environments 
where anything and everything is seemingly offered up for vitriolic debate 
— from religion to politics, from the latest game release or Star Wars film.

This can have a wide range of varying effects depending on the type of 
media under scrutiny by the online masses. For films, it could mean being 
banned in a specific market, or at least edited for content sensitivities. In 

the case of video games, they are 
still struggling to escape the 
perception that they are truly art 
and not just toys. In other words, 
if a game decides to address 
serious and challenging topics as a 
film or a book might, then to some 
people it fails to deliver a fun and 
entertaining experience. Thus, 
those uninformed people (includ-
ing many politicians) conclude 
that the game is defective in some 
way and as with toys, if they don’t 
do what’s expected, then they must 
be regulated or banned. This kind 
of thinking persists today, even 
though we’ve seen signs of positive 
change, such as the US Supreme 
Court’s ruling in 2011 that games 
are protected free speech on the 
same artistic level as film, litera-
ture, art and so on.

So creating content today is not 
only an issue of how we distribute 
it, but also how we must manage 
the immediate reactions from a 
massive online audience and the 
toxicity that often accompanies it. 
But there’s yet another dimension 
that transcends and, in some ways, 
overshadows both the distribution 
and reaction issues. This is the 
fundamental aspect of the default 

Off the Map

Growing global challenges 
to content creation

Kate Edwards is a geographer and the principal consultant 
of Geogrify, a Seattle-based consultancy for culturalization 
and content strategy. She is also the executive director of the 
Global Game Jam organization.   
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audience: for whom are we creating 
the content? 

For decades now, most companies 
often made their content with a 
Western mindset as the default, 
thinking of North America and 
Western Europe as their primary 
markets. As a side note, I’ve found in 
many cases even today, many 
companies don’t even realize that 
this is what they’ve been doing for so 
long. The logic was that given the 
relatively high levels of freedom of 
speech and permissiveness of 
content in these regions, a company 
could create the content they desired 
— a film, a video game — and still 
maintain a high degree of creative 
freedom. If the content ran counter 
to certain local values or require-
ments, minor revisions might be 
made from market to market but, for 
the most part, the great majority of 
the creative intent would remain 
intact. And then, this content 
produced with a default Western 
worldview could then be adapted as 
needed to locales beyond the region 
— for the Middle East, South Asia, 
East Asia and so on — to appease 
general sensitivities of other 
worldviews.

What I find fascinating is that 
we’re starting to see companies pivot 
their default setting from a mostly 
Western target toward not just an 
East Asian perspective but a dis-
tinctly Chinese worldview. Why? 
The answer is obvious: money. For 
the past several years, China has 
been the fastest-growing market for 
film consumption and in 2020 is 
finally expected to surpass North 
America to become the top market. 
In 2018, China became the largest 
consumer market for video games, 
finally surpassing the United States, 
which had held the title for many 
years. Also in 2018, China overtook 
the United Kingdom to become the 
second largest market for television 
content, second only to the US (and 

likely to surpass the US within a few 
years). In short, China has become a 
consumer superpower and compa-
nies are earnestly responding to the 
demand.

But what companies are quickly 
starting to learn, often in the hardest 
way, is that in the midst of the 
aforementioned challenges of global 
exposure and social media backlash, 
you can’t hide your strategy of 
wanting to appease China first, and 
then deliver that same content to the 
rest of the world. The reason this is 
so difficult is because unlike Western 
social norms, which tend to have 
more liberal standards on many 
issues, such as the depiction of 
violence, sex, nudity and controver-
sial topics like politics and religion, 
China’s default reaction to many of 
these things is far more restrictive 
and unforgiving. The flexibility that 
companies enjoyed by defaulting to a 
more Western standard gets 
exchanged for a more stringent 
standard that grants access to the 
vast Chinese market, yet at the high 

price of creating content that is far 
less adaptable to other markets.

Let’s look at just a few recent 
examples of how companies have 
started to encounter this 
conundrum. 

In 2019, DreamWorks Animation 
released the film Abominable, a story 
about a Chinese girl who helps a 
mythical yeti (also known as the 
“abominable snowman”) find his way 
back to his home in the Himalayas. 
Sounds innocent enough, right? Well 
in one very brief scene in the movie, 
the girl walks past a map of China, 
which happens to show the ten-dash 
line that outlines the Chinese 
geopolitical claim on Taiwan and the 
entire South China Sea. Vietnam, 
which is one of the parties disputing 
China’s on the South China Sea, 
promptly banned the film as a result. 
That action was repeated by the 
Philippines and Malaysia, who are 
also parties in the territorial dispute. 
An appeal to Universal Pictures to 
edit out that quick scene to make it 
acceptable to these other markets 

A scene from the animated film Abominable shows a controversial map of China.
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was ignored, likely in part because 
DreamWorks coproduced the film 
with Pearl Studio, a Chinese produc-
tion company. 

For the upcoming film Top Gun: 
Maverick, the anticipated sequel to 
the extremely successful 1986 Top 

Gun, the jacket worn by Tom Cruise’s 
main character was altered to appease 
Chinese political sensitivities. In the 
original film, which has become an 
American cult classic, the jacket has a 
patch on the back that includes the 
flags of the US, UN, Japan and 

Taiwan. But for the 2020 sequel, the 
same jacket was revised so that the 
Japanese flag is now a white field with 
a red triangle (instead of red circle), 
and the Taiwan flag has been replaced 
entirely. 

In 2018, China issued an ultima-
tum against US airlines that men-
tioned “Taiwan” as a destination, or 
else risk government sanctions. 
American Airlines, Delta and 
United all promptly updated their 
websites to indicate that they fly to 
Taipei, with no mention of Taiwan 
(previously the websites offered 
flights to “Taipei, Taiwan”).

Also, in 2019, the game studio 
Blizzard ran into trouble when it 
quickly censured and stripped away 
the top award at their Hearthstone 
game tournament in Taiwan, when 
the winner (who goes by the moni-
ker “Blitzchung”) made pro-Hong 
Kong comments after their victory. 
The action caused massive public 
backlash against Blizzard, which 
eventually reinstated the winner’s 
prizes. While the CEO of Blizzard 
claimed that China had nothing to 
do with their response, many 
remain highly skeptical, as 5% of the 
company is owned by the Chinese 
gaming giant Tencent. The swift 
moves by Blizzard, which lists 
“Think Globally” and “Every Voice 
Matters” as core company values, 
was seen as a prime example of how 
the values of a Western-based 
company are being challenged by 
China’s particular set of cultural 
values.

These examples illustrate the fact 
that the challenges of content 
creation and distribution continue 
to evolve and are becoming more 
complex. It’s ultimately up to each 
content creator and company to not 
only understand these changes, but 
to be mindful of their boundaries 
when it comes to trading their own 
set of values for another set just for 
the sake for business.    

https://www.smartcat.ai/connected-translation/
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Essential data to ensure 
that your next game 
is multilingual

Rebecca Ray is a senior analyst at the independent market research firm 
CSA Research. Ray’s primary research focus at CSA Research is enterprise 
globalization, multilingual SEO and global product development. Rebecca Ray
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Localization for gaming doesn’t come cheap. 
But there’s too much competition from local, 
regional and global developers to shortchange 
the requirement for local cultural and linguistic 
resonance. With companies such as Amazon, 
Apple and Google launching their streaming 
services to compete with the likes of Microsoft, 
Sony and Tencent across all devices, localization 
won’t be taking a back seat anytime soon for gam-
ing producers. And there are four essential cate-
gories that allow you to leverage data to convince 
executives to boost language investment in your 
latest franchise.

1. What type of localized experiences do 
your gamers prefer?

Visualize your gamers’ current and preferred localized 
experience with your organization throughout the various 
stages of their journey: awareness, discovery, attraction, 
purchase, use and advocacy. Identify possible gaps by 
comparing their current experience to global customer 
journey maps for each stage.

2. Which audiences may be at risk?
Identify the at-risk audiences in your principal local 

markets — the ones who aren’t logging much playing 
time or making in-game purchases. As a first step, analyze 
source language proficiency to develop a general feel for 
where your strategic markets land on this continuum. 
Figure 1 compares the preference for localized product 
information to confidence in using English among millen-

nials in eight countries. Note that if you author content in 
a foreign language other than English, you should expect 
substantially lower proficiency than these figures indicate.

The more time that gamers spend on a site, the more 
likely they are to take action. Extended periods lead to 
greater engagement, such as registrations and in-game 
purchases, and the likelihood of returning for more inter-
action and buying. When asked to compare the time they 
spend on English-language sites versus those in their own 
language, 45% of millennials among the 1,217 surveyed 
stated that they either spent less time on English-language 
sites or didn’t visit them at all. Japanese (82%), German 
(64%), Russian (57%), and Chinese (55%) millennials spent 
the least amount of time on these sites.

3. What are your market opportunities 
by language?

Now that you’ve analyzed gamers’ current and pre-
ferred localized experiences with your organization and 
identified possible at-risk audiences in local markets, it’s 
time to determine market opportunity by language. Start 
with an overall view of the data to indicate the markets 
that may generate the most revenue from new or addi-
tional language support, in addition to the audiences that 
you want to promote for strategic reasons. Then consider 
how to balance the breadth and depth of languages to be 
delivered. 

Tier 1 languages currently address 90% of global online 
purchasing power. CSA Research tracks hundreds of 
languages and how they’re used on web and mobile sites. 
We divide them into four tiers according to their share 
of online purchasing power and online audience. These 
tiers can help you balance feedback from web and mobile 

Figure 1: Essential data to boost language investment. Copyright CSA Research.

� More than half of all millennials 
in these countries prefer product 
information in their language.

� Only 11% of Russian and 14% of 
Japanese millennials are confident 
in their English skills.

� 28% of Turkish, 25% of Chinese, 
and 23% of Japanese millennials 
abandon sites when navigation is 
not in their language.
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analytics, game producers and cus-
tomer support as you build cases 
to offer — or not — a language or 
group of languages. Today, you can 
reach 90% of the market with only 15 
languages (Figure 2). It takes another 
17 languages to reach 97% and 24 
more to achieve 99% of the online 
marketplace.

4. What are your 
competitors up to?

Refine your conclusions by bench-
marking what your organization has 
planned against what the competi-
tion is doing both within your indus-
try and in related ones. You can also 
bolster your case visually by showing 
screenshot comparisons between 
your firm and your competitors to 
underscore where you’re ahead and 
behind.

Articulate your ROI story 
with conviction

Communicate with confidence 
how localization contributes to your 

game studio’s financial success 
through increasing gamer loyalty in 
local markets. Remind your audience 
of the essential role that your team 

plays in supporting the generation of 
international revenue — and any 
domestic revenue that is based on 
localized products and content.  

Figure 2: Tier 1 languages cover 90% of global GDP. Red Tier 2 and Tier 3 bars show that the combined totality of less-common 
languages, compared to single languages in Tier 1. Copyright CSA Research.

Your partner in 
and

Asia
beyond

Localization
Transcreation
Linguistic QA
Multilingual Copywriting

Technology and MT
Marketing Content Authoring
Consultancy with L10N experts

O U R  S P E C I A L I Z E D  S E R V I C E S  

Korean 
Chinese
Japanese

Vietnamese
Thai
Indonesian 

+  5 4  L A N G UA G E S
S E R V I C E  L A N G U A G E S  

#24, Gwongwang-ro 142-gil, Paldal-gu, Suwon-si, Gyeonggi-do

info@hansem.com                 www.hansem.com

2016

75

mailto:info@hansem.com
http://www.hansem.com
http://www.hansem.com
http://www.hansem.com


Focus

28 March/April 2020

So you want to be 
a games localizer

Tugdual Delisle is general manager of Lionbridge Games. A 
French native, he has been with Lionbridge since 2002 and 
works from the company's Bellevue, Washington office. Tugdual Delisle
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So you already work as a translator and 
want to localize video games. You love playing 
them, so why not? But are the skills you use now 
transferrable? It’s not like the American Trans-
lators Association offers a certification for play-
ing Mario Kart in Finnish, so what do you need 
to know in order to get the job?
Well, for starters, which job? Just as translating and 

interpreting are two separate careers with their own 
required qualifications, multilingual gaming profession-
als can hold a myriad of roles. Let's take a look at the 
most popular ones and discuss the skill sets required for 
working in these roles.• Translators and localizers. Of all the linguist 
jobs in the gaming world, this one shares the most in 
common with more traditional translation roles. Video 
game translators and interpreters study the language, 
characters, visuals and other meaningful elements used 
in the original game and adapt them for new markets. 
The goal — as with other specializations — is to create 
an experience as flawless and fun in the localized version 
as it is in the source.

“It’s a full cultural perspective,” says SongYee Han, a 
localization expert in our company's Beijing office. “It’s 
contextual understanding, it’s history. And it’s a lot of gut 
instinct.”

Again, this holds true for other translation fields. But 
before you think they’re exactly alike, game testers don’t 
just have to understand the source and target cultures 
— they also have to intrinsically understand the culture 
of the game, grasping not only characters’ personalities 
but their relationships with each other. “In many Asian 
languages, there are formal and informal ways of speak-
ing,” Han says by way of example. “We have to make sure 
the character, the situation and the surrounding cir-
cumstances all work properly together with the correct 
cultural intonations.” 

Take Korean: “It’s critical to get the nuances of the lan-
guage correct, so the game feels native. We have to take 
into account every character’s age, background and fam-
ily history,” Han explains. “Language definitely matters.”

Linguistic precision is important, yes, but so is speed, 
which is why community and conference interpreters 
have the potential to become great game translators. 
Game-makers are constantly accelerating their develop-
ment cycles, and content releases have to keep up across 
all languages. The games themselves have new features 
this week that didn’t exist last week: new characters, new 
episodes, new weapons, new story arcs. This requires 
constant translation and multilingual testing. 

Comparatively, interpreters handle changes in subject 
matter, unexpected interruptions and conversational 
tangents every day. Unlike translators who receive 
written copy with  (typically) some time to prepare, 
interpreters never know what words they’ll have to work 
with until they’re already in a session. They think quickly 
and they move quickly, and this talent could make them 
great game localizers.

But translators, don’t feel left out. Website localiza-
tion also requires a lot of in-the-moment thinking on 
your feet. Those used to doing this work also have to 
iterate quickly, often dealing with isolated strings 
emailed or sent over one or two at a time from transla-
tion management systems. If you’re great at getting on 
those smaller, rush project updates, games translation 
might just be for you.• Functional quality assurance testers verify game 
mechanics, performance, stability, playability, graphics, 
balance, platform certification and device compatibility 
for games’ new, target versions across mobile, console, 
PC and streaming devices. Simply put, game testers 
break companies’ games so that their customers can’t.

So long as you have the actual gaming chops, this is 
a job that current financial and legal translators should 
be able to perform exceptionally well. All three subject 
matters require acute attention to detail, which is the 
exact skill functional quality assurance (QA) experts 
need in order to break localized games while they’re in 
pre-launch testing. 

Testers must not only have an eye for details, but also 
possess the cataloging skills  required to record potential 
problems they find and enough working memory talent 
to remember which moves they made in the game before. 
That’s because functional QA testers return to the same 
scenes and settings in a game again and again, playing 
out every possible iteration like it’s the video game ver-
sion of a Choose Your Own Adventure book. “Patience 
isn’t just a virtue,” says Polish tester Piotr Jasinski, “it’s 
a necessity. I’ve spent weeks working through the same 
part of the same game to ensure it runs flawlessly.”• Multilingual test automaters use advanced 
technology to log crashes across localized games, “soak 
test” target versions (that’s the industry term for leav-
ing a game unattended or on pause for long periods of 
time) and more. “We’re testing every part of the game 
organically,” says Michael Friend, senior director of 
global games testing. “If a game is designed to have 100 
gamers playing simultaneously, we have 100 gamers play 
it simultaneously. There’s no substitute for real-world 
testing — and it takes time and patience.”

Steffen Strohmann, one of our company's QA test 
managers, agrees: “We’ve been working on our current 
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project for a year, because that’s 
what it takes to make the game 
right. We test, we try to break it, 
we log the errors — we suggest 
ways for the developers to fix it. It’s 
more analysis and data sharing than 
game-playing.” In fact, Strohmann 
says it’s not uncommon for a game 
testing team to find thousands of 
things that need to be fixed in any 
single game. 

Translators who prefer editing 
or proofreading — as opposed to 
performing initial translation — are 
therefore perfect matches for the 
role. They were born to nitpick. 
“Games have become unbelievably 
complex,” explains project manage-
ment team leader Carolina Montero. 
“Imagine all the variables — all the 
possibilities that a character could 
encounter. Every move creates new 
possibilities and every possibility 
has to be tested and retested, taking 
into account all the possibilities that 
preceded it and all that can come 
after it. A flaw in a game is unac-
ceptable, and we make sure there 
aren’t any.”• Localization quality assur-
ance testers evaluate the transla-
tion accuracy of user interface 
scripts and commands, ensure 
new language voiceovers sync cor-
rectly with the game, ensure target 
language strings are formatted cor-
rectly and check localized builds for 
possible geopolitical problems.

“It’s not a matter of transla-
tion just being wrong — it can be 
offensive,” says Strohmann. Just like 
every other specialization, games 
localizers “can all cite examples 
we’ve heard or seen firsthand where 
a game developer didn’t catch an 
error in their native language and 
it can sometimes be horrifying. 
Localization QA testers make sure 
that doesn’t happen.”• In-market testers use local 
devices, ISP addresses, internet 
speeds and payment providers to 

ensure final functionality and per-
formance details are 100% complete 
and ready to go. 

In a way, this work isn’t too dif-
ferent from in-country review 
(ICR). If you currently ICR localize 
websites, the tasks themselves are 

essentially the same. This role serves 
as a final check between localized 
games and their target markets, 
making sure each new version is as 
fast, engaging and bug-free as pos-
sible for every user in every market 
in every language.  

Instead, join the clan of Memsource customers
benefitting from our developer-friendly features
that make localization easy.

Discover more 

https://www.memsource.com/solutions/game/
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Game quality 
essentials

Daria Tvorilova is head of LQA at Allcorrect. She has been work-
ing in game localization testing for more than three years. In 
that time, she’s contributed to a number of major projects like 
Eternal Magic and Deponia. With more than a decade’s worth 
of experience playing games under her belt, she runs a gaming 
channel on YouTube and plays percussion in her free time.

Daria Tvorilova

Image copyright: Eternal Magic
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The difference is that QA work 
follows different tracks depending 
on what information the testers 
have access to. We put together the 
essentials kit of what you need for QA 
work. It includes:

• A build
• A test plan
• Cheats
• Reference materials
Let’s take a closer look at why all 

this is needed, as well as how QA 
works when we’re missing something 
from the list.

A build 
This one is easy. We can’t do with-

out a separate test build or at least a 
link to a game that’s already released. 
There’s nothing to test otherwise. Of 
course, we can go through screen-
shots or videos you have prepared, 
though that’s a different story.

A test plan 
This is where things get interest-

ing. When there’s a test plan, the 
QA tester knows exactly what to go 
through and, more importantly, how 
to get to it in the game.

But if there isn’t one, the tester still 
knows what to check, as they have a 
genre-specific checklist we’ve put 
together. Still, that’s not a complete 
test. Even in the most linear games, 
there are bonuses or rewards that only 
show up when specific conditions 
are met. And it’s one thing if there’s a 
reward like “World’s Greatest Mayor” 
that has you build 100 residential 
blocks to earn it. That’s simple enough 
— build the houses, get the reward, 
check the text. But what do you do if 
there’s a reward like “World’s Worst 
Mayor,” only it doesn’t have a descrip-

tion? The tester has no way of know-
ing where to look for the text.

And how about cases where our job 
is only to go through a portion of the 
game rather than the whole thing? The 
only way to do that is with a test plan.

What a test plan does is define the 
QA testing and list all the areas in the 
game that are harder to get to (Figure 
1). The only way to get the job done 
without a test plan is to jump in and 
plow on ahead, checking all the avail-
able windows.

Cheats 
Cheat systems are like oxygen for 

testers, letting them focus on the 
job at hand instead of just playing 
through the game. After all, if they 
don’t have a way to quickly pick up 
in-game currency or resources, they 
have to spend the time it takes to 
earn the one, and gather the other, on 
their own. And this can eat up tons 
of time the tester would otherwise 
spend getting the work done.

Also, cheat systems are critical for 
the second QA stage, or the regres-
sion testing, which is when the cor-
rections made during the first stage 
are double-checked in action.

And it’s one thing if there are lots 
of bugs — we need to go through 
the whole thing anyway. But when 

there’s, say, one bug at the begin-
ning and another at the end, there’s 
no point playing through the whole 
game yet again just to check on two 
little spots! In cases like that, cheats 
are critical tools that let testers jump 
right to where they need to go.

To take one example, in the good, 
old and sometimes fairly complicated 
Rome: Total War, there were lots of 
cheats that let you get money and 
units or win battles (Figure 2).

 While regular players enjoy work-
ing their way through the game, testers 
have an issue waiting when, for exam-
ple, a change in policy filters through 
to influence general welfare. That’s 
when the tester uses a cheat code like 
add_money 20000. And then there are 
unique events that only happen during 
certain time periods, which is when 
the date (year) cheat code comes in 
handy. The only other option is to wade 
through dozens of hours of gameplay.

Reference materials
Reference materials may not be the 

most critical item on this list, but that 
doesn’t mean they’re just fluff. Style 
guides and glossaries are critical. After 
all, when the phrase “Hey, bud, can 
you find my glasses?” is followed by 
“Please tap to continue the quest,” the 
tester can only take their best guess 

Localization quality assurance (LQA) is generally a service that third-party contractors are brought 
in to handle. There are different aspects to this, as well as different projects, and you never know what 
kind of supporting documentation you’re going to get. In some cases, QA testers only get the actual 
game or program they’re supposed to test; other times, they get a whole packet of information to accom-
pany it. Both ways can work. But if that’s true, why bother sending anything at all besides the test build?

Windows to check Steps to reproduce Additional information Screenshot

Tutorial quests 1. Start a new game
2. Choose a character
3. Check all tutorial 
texts (quests 1–5, 
dialogs, UI)

Text IDs:
Game_dialog_1

 

Figure 1: An example of a detailed test plan.



as to whether there was a mistake, or 
that’s just a different way of interact-
ing with the player. The tester can ask 
about those points as they’re working, 
but taking the time to get the answers 
slows the whole process down.

And if there’s something going on 
between in-game characters or one of 
them has a particularly vivid personal-
ity that needs to be conveyed, it helps 
testers to know about that ahead of 

time. It’s sometimes hard to tell right 
away that some Don Pedro is actu-
ally a bashful guy in love with Maria, 
which is why he couldn’t just go up to 
her at the beginning of the game with 
a line like, “Hey, baby, why don’t we try 
our hand at a fiery flamenco?”

Focusing on QA
Basically speaking, the more 

material there is at the beginning 

of the QA process, the more of the 
tester’s time can go toward QA work 
as opposed to asking questions.

The cost and time frame can also 
depend directly on the materials we 
have in some cases. For example, 
when we’re doing a complete test 
of a game without a test plan, the 
first thing we have to do is analyze 
the game and put together our own 
internal test plan to make sure we 
have all the windows in the game 
covered.

QA companies asking for all those 
materials and information aren’t 
actually just trying to make their life 
easier, they’re trying to make sure 
the client gets the best product they 
can give them at the lowest possible 
price. For example, including cheat 
codes that cover all the available 
gameplay can more than cut in half 
the time it takes to run QA for the 
whole game.  

Figure 2: In Rome: Total War, there are cheats to help you win money and battles.
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Design and evolution of the 
localization pipeline in Snowdrop 

Virginia Boyero is an associate producer at Massive Entertainment | A Ubisoft Studio. She started in 
the games industry in 2006 through linguistic testing, before joining Massive in 2010. Virginia holds 
a degree in history, a passion that she shares with interactive media and language.

Virginia Boyero
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I had just started as a localization project 
manager when I moved to Tom Clancy’s The 
Division, the first title released by the Snowdrop 
game engine in 2016. The first task of the local-
ization taskforce was to develop the full pipeline, 
which would determine how all UI text was cre-
ated and dealt with — a very rare opportunity, 
as game engines are not often developed from 
scratch. 

There was a text database,  but it was not connected to the 
game. All in-game text was hardcoded, embedded and scat-
tered everywhere in the code. We had a few months to set it 
all up for the first playable version that required localization, 
an internal milestone that marked the end of preproduction 
and the start of the real production phase of the game. 

The Snowdrop philosophy is centered around flex-
ibility, fast iterations and empowerment of the developer 
to create content as free of obstacles as possible. In this 
spirit, the main request from the developers in regard 
to localization was to remove the intermediate steps for 
creating text. Traditionally, someone from the localization 
department is in charge of curating the database and cre-
ating all text on demand, as the features are designed and 
content is created. This had also been our experience from 
previous games developed at Massive, World in Conflict, 
AC Revelations and FarCry3.

Once the text is in the database and is given a string 
name and a unique ID, the localization department passes 
on the unique ID back to the developer to insert it in code, 
and finally end up displaying the text needed. If something 
changes in the design and they needed to adjust the text, it 
would have to be requested all over again. 

This workflow has the benefit of leaving a well-curated 
and clean database, but it is far from ideal and comes at 
the expense of long iterations and developer frustration. 
Naturally, very often developers would turn to the much 
faster method of hardcoding the text, where there was no 
iteration time and they had full control, in case the feature 
required the text to change. However, this makes the text 
difficult to find, and most importantly it prevents the text 
from being translated. This type of error can fail at third 
party submission, where the game is approved for release 
by Sony or Microsoft, and it is considered a must-fix bug. 

Because of these hurdles and the subsequent late and 
intense bug fixing that localization is associated with, 
developers often see localization as an inconvenience that 
does not benefit them in any way, since the game is devel-
oped in English. In the localization taskforce creating the 
pipeline, we were determined to shift that sentiment and 
integrate localization earlier in the production cycle. We 

would remove the temptation of creating hardcoded text 
by making localized text as accessible and easy to use. 

By hearing developers’ request to remove the middle 
person curating the database and giving the editors the 
ability to create text on their end, we also demanded 
accountability for the content, which in return gave us a 
much higher level of commitment. Suddenly, the text was 
not something that someone else needed to take care of, 
but something that they were involved in from the begin-
ning, and that they had direct control of. 

This was also a new approach for the localization 
department, however. Changing the workflow completely, 
we were giving up the control of what was going in and out 
of the database. We would no longer have a central owner 
of the text, and it would be coming in from all depart-
ments, all at once. 

Category system 
To reduce the number of mandatory fields required to 

submit their data, and encourage developers to focus on 
the text and on the contextual information of lines, we also 
eliminated the need for a string name, and at the same time 
eliminated another classic bug. In other game editors, lines 
could also be referenced by their string name rather than 
just by their unique ID. This might seem clearer from the 
code side, but if the string is renamed, the line is broken 
and shows the code rather than the text in the game. With 
our approach, this would not be a bug anymore. 

The text was being created in the game and imported to 
the database following the same folder structure, more or less 
organized according to where the assets in the game were 
stored. We were losing the contextual information that the 
string names provided, and although from the localization 
management end it was more of an annoyance than a critical 
issue, it was getting more and more confusing for translators 
as the game grew in scope. It became difficult to keep the 
database tidy. To address this, during the development of 
The Division 2 the localization project manager introduced 
the concept of a category system, a sort of compromise that 

Figure 1: The text widget focuses on the essentials. Chang-
ing the default |empty| to the intended text and selecting 
a category from a drop-down list is enough to create a line 
that can be translated in all languages. 
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would only require developers to select 
a field from a drop-down list (Figure 
1). This would give enough contextual 
information to know where the text 
belonged, and because it was appended 
to the string name automatically, it did 
not require manual fixing. 

Unused and resuscitated 
We approached designing the tools 

in a way that would make creating 
bugs difficult. Another common prob-
lem that we tackled from the tools side 
was to avoid reusing strings in differ-
ent screens with different visuals. This 
practice was also a consequence of the 
text pipeline being convoluted and out 
of reach from the content creators. 
Since getting the ID for a line was a 
long and complicated process, they 
would hold on to that ID for as long 
as possible and insert it in multiple 
screens where the same text appeared. 
However, the text box was not neces-
sarily the same size and style in all 
those screens, and it often had char-
acter length constraints (normally, the 
maximum character length is given by 
how many of the letter “e” that can fit 
in the field, as that gives the best aver-
age of typography space). That would 
force translators to shorten the text to 
adapt it to the smallest text box, but it 
would also replicate unnecessarily to 
the fields with more space that could 
display the full text. 

The pipeline was designed so that all 
text had to be unique. A logical result 
of this is that we would have multiple 
lines with the same text. This could be 
seen as inefficient and costly; however, 
with the help of computer assisted 
translation tools and an embedded 
pretranslation feature in our own data-
base, the cost was by far much cheaper 
in time and money than dealing with 
the bug fixing, and lower quality asso-
ciated with reusing strings. 

The second adaptation was keep-
ing the database current. With text 
being so easy to create and with so 
many content creators, the chances Concept art from Tom Clancy's The Division 2.
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that text was going through iterations 
and was used for test purposes was 
high. If dealing with increased vol-
umes of text coming from duplicate 
lines was not an issue, then translat-
ing everything that was ever created 
through the development cycle of 
the game was a very different one, 
and an unreasonable one. Again, we 
built into the design of the tools the 
functionality that would keep the 
database clean. Through a depen-
dency system, the database would 
be able to tell if a line was still being 
used, or if the asset that it was linked 
to had been deprecated. In the same 
way that lines were being imported to 
the database, the lines that were not 
in use would be moved to a specific 
location. If the lines became used 
again, they would be resuscitated and 
moved back to their original location, 
showing up automatically in the next 
batch that went out for translation. 

Approval and locks
We had given up direct control 

of text creation, but with the nature 
of the game development cycles, 
we still had to keep control of the 
timing. For most of the produc-

tion we can keep the gates to the 
database open, and the lines created 
by the development team will get 
imported automatically in a cadence 
that we control. Once every day is 
usually enough, but it could also be 
increased to once every few hours, 
or in a custom schedule at deter-
mined times. However, once we are 
nearing the start of translations it is 
important to know what and when 
new text goes in. For that purpose, 
the pipeline can be switched from 
automatic imports to the approval-
required mode. When approval-
required is enabled, the new and 
modified lines are gathered in a state 
where they are usable and can be 
seen in-game to test them, but they 
are not yet part of the text that goes 
out for translation. This enables us 
to track down where the text came 
from and put it on hold for as long as 
needed, which comes in handy dur-
ing the closing phase of the game, 
where only a handful of changes are 
allowed, or when we’re developing 
more than one product at the same 
time and we need to control the 
timing of the releases. For instance, 
during the post-launch phase of the 

game, more than one product can 
be in development in parallel, but 
we need to make sure that only the 
content for the next product is being 
released. 

Debug tools 
Another pillar of the pipeline for 

empowering users was having strong 
debug tools that are as useful for 
testers to spot bugs as they are for 
developers to fix and prevent them. 

From early on, we worked closely 
with the UI team to make them 
aware of the constraints for different 
languages, from variable length — 
where German and Spanish transla-
tions can sometimes take 40% more 
screen space than English — to the 
special height constraints needed for 
Asian fonts. 

This early collaboration resulted 
in a very flexible UI that was 
designed with all languages in mind, 
not just English. Resizable text boxes 
will expand as needed to fit the 
more lengthy translations without 
compromising the look and restric-
tions of the design. Scroll bars and 
scrolling text will be enabled when 
the text box needs to remain static. 

http://linguitronics.com
http://linguitronics.com


On their suggestion, to help testing their design early on, 
we developed a fake language that we call Debug Worst 
Case. What this mode does is take the longest transla-
tions from all languages and displays them in the same 
screen. The result is highly unreadable except by the 
most extreme polyglots, but it’s extremely useful to spot 
problematic areas and adapt the design on time. We do 
a selected translation of menus to load the Worst Case 
language with data, since waiting until all translations 
are in at the end of the project would be too late to do 
meaningful changes to the design.

Conclusions and next steps
With the ever-growing scope of productions, budget 

and time are becoming an even more pressing, bigger 
challenge to solve. A waterfall approach where localiza-
tion waits until all content is ready to start translations and 
recordings is no longer viable, if it ever was. Early involve-
ment in production also means having the opportunity 
to make an impact on features that are directly related 
to the department, such as subtitles and closed captions. 
Because of this, the department participated in an acces-
sibility talk in London organized by the IGDA-GASIG last 
June. Localization is just the first layer of accessibility, and 
it only makes sense to be involved in the development of 
the immediate features. 

Because of the long post-launch life of games, we need 
to be more flexible than ever in order to support the short 
turn around cycles of live updates, and respond to the 
community in the fast-paced manner they expect. 

Games localization is coming of age, and is shift-
ing away from dreaded last-minute pushes, often done 
remotely without direct contact with the development 
team. It’s now becoming a collaborative process in the 
complex engineering effort of shipping a game. It’s clari-
fying needs, increasing awareness and making content 
creators responsible from the start. 

The future is exciting with new technologies to explore. 
Investing in machine translation and in advanced text-to- 
speech technology with multilingual support are promis-
ing areas of development, and will surely soon become 
essential to supporting the scope of future games. With 
the continuous improvement of the Snowdrop pipeline, 
we aim to further reduce hurdles for developers, and 
become even more agile and sustainable for translators. 

A few months after The Division passed the internal 
milestone marking the start of production, I transitioned 
to an associate producer role following a team restructur-
ing. I’ve kept that position for the rest of the development 
of The Division and The Division 2, still working directly 
with the localization department, as well as audio and 
intermittently with narrative.  

Albanian, Bosnian, Bulgarian, 
Croatian, Czech, Estonian, 

Hungarian, Latvian, Lithuanian, 
Macedonian, Polish, Romanian, 

Russian, Serbian, Slovak, 
Slovenian, Ukrainian 
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in East European Languages
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MrShotaLot5873: Guys, i’m hit!  Use your loot box to revive me!
ParisGamerr392: Lûtes Boxès? Que voulez-vous dire?
FrtnitemasterMexico2122: ¿Lutos Boxos? ¿Qué es eso?
Hxly20USA eliminated MrShotaLot5873 with a rifle.

Better Localization. Better Game Experience.

High Quality Multilingual Game Localization - Text - Audio
Paris - Madrid - Mexico City

http://www.pinknoisestudios.com/


Focus

40 March/April 2020

The future is here 
Neural machine translation for games  

Inés Rubio is a localization veteran with 15 years of 
gaming industry background, with further experi-
ence in eCommerce and marketing. Her interest 
in process improvement drove her to research 
potential MT applications to game localization.

Cristina Anselmi is a machine translation specialist 
at Electronic Arts Inc. based in Cologne, Germany. 
She's been in the video game localization industry 
since 2012, managing multilingual projects from 
small mobile games to AAA titles.

Inés RubioCristina Anselmi

Sim City, ea.com/games
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Machine translation (MT) has been a hot 
topic for a while, especially since the rise of 
neural machine translation (NMT). The out-
put quality spike is finally shaping solutions to 
deal with ever-increasing volume and acceler-
ated demand, remarkable even for the prudent 
gaming industry. Electronic Arts was an early 
adopter and gained some insights along the way.

The great spike in MT output quality can be dated back 
to 2016 when Google launched its neural system (GNMT). 
This technology has come a long way since the introduc-
tion of clumsy rule-based MT or even the improved sta-
tistical MT dominating the scene from the 1980s. Google 
was a pioneer providing easy access to NMT back in 2016, 
claiming that in some cases, human and GNMT transla-
tions were nearly indistinguishable.

MT technology has been available to the game local-
ization industry on PCs for over 25 years without much 
success. Any technology that affects the traditional role of 
translators is not adopted easily, and MT was for a long 
time regarded as a standalone solution that would replace 
translators’ roles, instead of a way to assist them with work.

Despite this, with some tweaking and research, MT has 
proven to work well in many areas: online catalogs, cus-
tomer-created content and “gisting,” where understanding 
the general meaning is the main goal. For video games, 
however, we need to account for gamers’ expectations — 
which are rightfully quite high. 

Localization is an essential part of the gaming experi-
ence for most players around the world, as it enables them 
not only to understand the mechanics of the game and its 
rules, but allows them to especially enjoy the gameplay 
and feel engaged. In other words, quality localization 
enhances playability beyond mere functionality. That 
is why the gaming industry is still very cautious when it 
comes to MT implementation.

Apart from immersive quality, in-game texts present 
some specific challenges which are quite unique. 

Terminology. Probably the biggest challenge is terminol-
ogy, a crucial part of a successful localization effort. Consis-

tency in terminology is fundamental not only to ensure a 
good gaming experience but also to prevent noncompliance 
issues that might hinder the release of the game.

Variables and tags. Another important technical 
challenge is the presence of linguistic variables and tags 
(Figures 1 and 2). These need to be respected in the trans-
lated text, as they will be replaced by the player name (for 
instance) or by a link to a screen in the game itself. Some-
times they are just cosmetic tags to modify the text format. 
Mistakes could result in code errors that would provoke 
functionality and display issues, disrupting playability.

Creativity. Not only do we have technical components 
to keep in mind, but one of the biggest challenges with NMT 
in the gaming industry is creativity. The types of texts can 
vary a lot from conventional on-screen text, and due to this, 
the required level of creativity changes. Apart from audio 
recordings, which by nature need to be quite liberal and 
natural-sounding, we often come across made-up language 

or puns and jokes that need to be transferred to the target 
language. So how do you choose whether to apply NMT for 
a specific game, and if so, where do you start?

MT implementation for video games
Despite these challenges, MT can play a big role in the 

game localization process. Here is a step by step guide on 
how to get started.

1. What is the reason behind MT implementation?
The first question that needs to be addressed is the rea-

son behind the desire to implement MT for video games 
and what you want to achieve. The answers could be 
numerous, and most of the time they are related to ever-
increasing volumes and accelerated translation timelines. 

Speed may be one factor. MT might help satisfying 
the need of being more agile and increasing the speed of 
delivery, especially considering the continuous delivery 
approach currently applied throughout the industry.

Figure 1: Sample text with color tags.

Figure 2: Sample texts with variables.

Avvar tales from the Divine Age are filled with warnings about those who mistreat or showed the least disrespect to altars of 
the Lady of the Skies. Unfortunately, the superstitious Avvars counted a host of innocuous things as disrespectful, 
including speaking, coughing, holding objects in your right hand, and possessing anything containing feathers. It is unlikely 
there is any real danger in approaching the altar ... X1/ X2/ Top Rewards: X3/ COLOR=ORANGE1* Sky Horror 
/COLORX4/* COLOR=ORANGE2 Sky Cultist /COLORS X5/* COLOR=ORANGE2 Sky Watcher /COLOR3 X6/* 
COLOR=YELLOW1 Exclusive Lady of the Skies gear set/COLOR4

1 hero+ 1 gear/rune\n\nGUARANTEE C0UNTERS\2/3-star 
hero in: {1} 
pack(s)\n3-star hero in: {2} pack(s)\nLegendary hero in: {o} 
pack(s)\nLeg/Myth gear in: {3} pack(s)\n
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Utility may be another. MT might be needed if only to 
understand the general meaning of specific documenta-
tion for internal purposes, to avoid dedicating precious 
resources and time to this task.

Cost could be another factor. MT might save money. 
Each video game company might have a specific reason 

connected to these criteria, but nevertheless there is one 
common key factor: fit for purpose. If the quality of the 
raw output is not good enough, the translations won’t 
be delivered faster or cheaper, and they will not even be 
understandable. This is why the first thing to consider with 
NMT is quality, and we will come back to this later.

2. What kind of text?
One important thing to keep in mind is that video game 

localization does not consist of just the in-game, on-screen 
text. The biggest chunk of content may come from the in-
game text itself, but MT might be applied to other kinds 
of content. These can be customer support texts, how-to 
articles, metadata, marketing text, game packs and so on. 
This means that the purpose and readership of the content 
(and therefore the level of quality you want to achieve) are 
the primary considerations to keep in mind.

3. How do you measure success?
Success can be measured in different ways, particularly 

depending on the reasons connected to the implementa-
tion of MT.

Not only is the quality of the output a measurement of 
success, but there are other things to consider. It is impor-
tant to measure how much of the text delivered by MT is 
being edited by post-editors, while also taking into account 
time-to-market acceleration and productivity increases. 

The variety of text types presents different challenges 
and quality expectations. This means that when assessing 
quality, it is fundamental to keep in mind the purpose and 
readership of the content and therefore tailor the relevant 
quality evaluation method. Readability or accuracy might 
not be sufficient for a game text.

The most commonly used and accepted mathematical 
MT output quality evaluation method is the BLEU score, a 
metric that scores translations on a scale of 0 to 1. The closer 
to 1, the better the translation correlates to a human trans-
lation. Put simply, it measures how many words overlap in 
each translation when compared to a reference translation. 

Nowadays there are tools on the market that help with 
tracking these variables, as well as resources like the TAUS 
DQF BI Report to benchmark the results against other 
parties.

4. How do you choose an MT provider?
Once the decision to implement MT for games is taken, 

the next step is the provider selection, key to the success 
of this venture.

There are many providers on the market to choose 
from, depending on whether you prefer to build your own 
system or if you want an external partner to do it, with the 
associated costs and time factors.

The quality of the output is an obvious selection crite-
rion. However, in the video game industry, the security of 
data, especially for unreleased titles, might play an equally 
important role.

Whether the MT system is built internally or by a ser-
vice provider, in the case of video games it is rational to 
use the relevant company’s game translation memories 
(TMs) to create a model able to produce translations close 
to the desired style and quality. These TMs will be stored 
on a cloud during training, and it is imperative that they 
are not used to either train another company’s systems, 
or a general-purpose engine. The training corpus should 
be stored in a secure environment inaccessible by anyone 
outside the specific company.

5. How will MT integrate with your workflow and tools?
No matter what partner is selected as the MT provider, 

the chosen solution will need to be integrated within the 
current translation workflow. All affected stakeholders 
should be included, and the translation environment 

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 
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          •   Executive Search
          •   Localization Program/Project Managers
          •   Translators, Editors, MT Post Editing
          •   LSP Business Development/Sales 
          •   Computational Linguists
          •   Bilingual AI Programmers/Strategists
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Michael Klinger          mklinger@anzuglobal.com
Anzu Global LLC          http://www.anzuglobal.com 
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should be prepared to best accommodate this new 
technology, as MT should automate the workflow even 
further and not create additional overhead. 

MT is not a standalone solution; it should integrate 
with the current translation process. This is not a new 
concept. Augmented translation puts technology and AI 
in the service of translators. We recommend combining 
TM output with MT output where the leverage is lower. 
As an example, why use MT on a segment that already 
has a 90% match from the TM?

Not only do the technical aspects need to be consid-
ered, but you will need to train your teams. They should 
be able to best take advantage of the new technology 
with some post-editing courses, practical exercises and 
a general understanding of this technology. It will not 
only allow them to perform correctly, but may also help 
them change their mindset toward MT, which might be 
the biggest challenge to face.

Case study: MT at Electronic Arts
Electronic Arts owns a large portfolio of titles and its 

localization need grows constantly. With millions of words 
needing yearly translation, the localization team strives to 
provide the best quality in-game translations while being 
efficient both in terms of speed and cost. MT seemed to be 
the perfect solution to support these business needs while 
keeping pace with the technological evolution happening 
in the industry. Electronic Arts had been investigating MT 
for several years before we decided to finally implement it 
in April 2019. We wanted to be certain we had all needed 
elements and knowledge to face this change, as it would be 

a revolution not only in the workflow, but especially in the 
mindset of the team.

We started by categorizing all our text types in order 
to understand which ones would be more suitable for 
MT and, based on that, which level of quality we could 
expect to achieve for each of them. We identified eight 
main text types based on the gaming experience they 
inhabited: player feedback, customer support, back 
translation (from a non-English source), game content, 
websites, tutorial/user guides, live chat and translation 
for information.

Then we applied three main criteria to establish the 
potential for MT implementation. These were utility of 
the content, speed delivery and sentiment, which consid-
ers the emotional engagement of the player (Figure 3).

Provider selection
Once we identified the text, we started looking into 

different providers with the following selection criteria 
in mind:

• Customizability of the engine. We wanted a provider 
that enabled us to internally control the customization of 
the engine. Once we could do this, we would be completely 
autonomous. Our own deep knowledge of our TMs gave us 
a great advantage in understanding how to best use them 
for the type of training needed to build an MT model.

• Connectivity with computer assisted translation (CAT) 
tool. The aim of MT implementation at Electronic Arts was 
to simplify and automate the workflow further. Thus, one 
important criterion while selecting the provider was the 
seamless connection with our current CAT through an API, 

Figure 3: Categorization of types of text at Electronic Arts.

Area/Content type Service Comments Utility Speed Sentiment

Player feedback Instant MT e.g. player feedback collected from social media ✗ ✗ ✗

Customer support 
articles MTPE Legacy article with little impact could be considered for raw MT √ ✗ ✗

Back translations Instant MT To understand the meaning of translations ✗ √ ✗

Game content MTPE

�Titles with low ROI for specific languages
�For a first translation into English for titles developed in 
 other countries
�Cinematics (lip syncing) scripts that are edited heavily

✗ ✗ √

Websites MTPE
�Low impact locales with low ROI
�Testing engagements in specific locales and considering 
 full localization service afterwards

✗ ✗ √

Tutorials/User 
guides MTPE √ ✗ ✗

Live chat Instant MT √ √ ✗

Translation for 
information Instant MT Generally speaking when you only need to get the meaning of 

content ✗ √ ✗
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avoiding the creation of additional steps that would compli-
cate the workflow rather than simplify it.

• Quality of the raw output. Without a doubt, this was 
important, so before choosing the provider, we made cer-
tain to run enough tests and to benchmark the quality lev-
els we wanted to achieve for each type of text. Our aim was 
an output quality needing the least number of edits pos-
sible, as we don’t publish anything without post-editing.

• Cost. MT is neither free nor cheap, and its implemen-
tation requires a costly investment in resources and time. 
A potential cost reduction in production and controlled 
system maintenance costs opens the door to increasing 
the scope of localization — for example, by increasing 
language pairs.

Building language models
Once we chose the provider, we created several language 

models. Our first approach was to identify one project we 
wanted to apply MT for. After careful analysis, we decided 
not to limit the implementation to a single project, but to 
pick a variety of texts, as risky as it would be, to be able to 
understand which challenges we would face and overcome 

them. That’s why we decided to pick about 24 projects, 
with a variance of customer support text, marketing text, 
internal documentation and in-game text. 

Our provider only allowed us to build a language model 
on top of an existing one, instead of creating one from 
scratch. Since the biggest volume of translations of the 
content we wanted to apply MT for is represented by cus-
tomer support text, and this contains a variety of games, 
we decided to first create engines which we called “generic,” 
meaning trained with almost all our TMs, properly pre-
pared and cleaned according to specific criteria. This can 
present many challenges, as these kinds of engines can 
perform very well with generic texts that don’t contain an 
important amount of IP-specific terminology, but they do 
not perform well with games in which terminology plays a 
very important role.

With this in mind, we started testing texts selected 
from a mix of projects to assess the quality of the output 
and identify potential risks of MT for each type of project.

Quality evaluation
We decided to combine two approaches in our output 

quality evaluation. On top of the already-mentioned BLEU 
evaluation method, which we control by carefully selecting 
the reference to compare the MT output to, we added a 
human qualitative style and linguistic evaluation that con-
sists in giving a score from 1 to 5 in terms of fluency and 
adequacy.

The linguist assessed the grammaticality of the output, 
without collocation errors, style pitfalls or unnatural lan-
guage; that is to say, how much of the meaning and emotion 
expressed in the source text is present in each of the target 
language translations and if they are grammatically correct.

Test results
We picked a text for each project and language we 

wanted to apply MT for (24 projects in total and 27 lan-
guages) and had it evaluated by both internal and external 
linguists to obtain an averaged and less biased score.

Not all the languages evaluated reached the quality 
output we were hoping for, but we decided to implement 
them anyway during our trials. By doing so, we would get 
more data to be able to improve the quality, thanks to the 
feedback coming from post-editors. 

While we risked creating player dissatisfaction, 
especially for the low-quality languages, we decided to 
take a first step toward a big change. Also, and thanks 
to the good relationship we have with both our internal 
and external partners, we achieved functional quality 
and gathered some very valuable feedback that helped 
us improve our MT processes and output quality in all 
languages.

http://roundtablestudio.net/
http://roundtablestudio.net/
mailto:info@roundtablestudio.net


This experience helped us readjust our MT rollout 
strategy and define a plan for the following months, to 
improve the quality even further as it is a very long and 
delicate process.

Continuous improvement
After the implementation, we worked on analyzing the 

feedback systematically. We are now able to leverage it not 
only to improve the quality of some specific languages, but 
to understand what the next approach for our MT strategy 
could be.

This allowed us to categorize mistakes according to what 
can be fixed by training the engine, like mistranslation, 
grammar issues, terminology and everything connected to 
language and style. We also looked at what can be fixed by 
improving the CAT integration. For instance, this would be 
tags and variables issues, glossary violations and spacing 
issues.

Moreover, what we are considering and testing out now 
is creating franchise- and game-customized engines, target-
ing increased stylistic and tone accuracy in the output text 
and refining the process of cleaning our data for training.

One important concept we kept in mind when we 
started planning the implantation of MT for our games is 
that this is not meant in any way to replace human transla-
tors, as the current status of MT doesn’t allow the publica-
tion of the text without human intervention, especially for 
in-game text. That is why the workflow we have in place 
now includes a combination of TMs and MT, followed by 
post-editing and a linguistic quality assurance review by 
our localization testers.

Recapping and looking forward
The implementation of MT can allow game localization 

publishers to accelerate time-to-market and to increase the 
pool of languages offered, creating a new competitive edge. 

MT implementation in games is a long and iterative 
journey, and it is important to bear this in mind. Game 
text is very peculiar and can vary a lot from IP to IP, mak-
ing it complicated to find one perfect engine and provider 
able to service all genres and all languages. We encourage 
game localization teams to invest now in testing available 
options until reaching the expected results.

One of the main barriers for the implementation of MT in 
the gaming industry today is translators’ pushback and the 
lack of available trained professionals. A good post-editing 
team is essential to reaching the cost and time margins pur-
sued by this technology, and a deep understanding of sensible 
quality, cost and time expectations are key to managing 
stakeholders. Solid and unbiased metrics and processes will 
be your allies in this journey, and fortunately the localization 
industry has made great progress here already.  

98% of grads 
are working  
within a year.
Online Master’s  
in Translation  
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Management
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Localizing 
a whole new 
Western world

Loreto Fueyo joined PTW in January 2019 as director of translation 
after 13+ years of industry experience. She holds a BA in English 
philology from the Universidad Complutense in Madrid, an MA in 
comparative literary studies from Kent University and an MSc in com-
putational linguistics from King’s College London. Loreto Fueyo
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Video game localizations are unlike any other translation job. 
In addition to translation, there’s tone, story adaptation, context-
dependant conversation and endless player interactions to consider, 
not to mention the sky-high expectations from seriously devoted 
fanbases. But localizing a game is also incredibly rewarding when 
you’re given the creative freedom to try new things, and especially 
when those things go right. And that’s just what happened when we 
localized LEVEL-5’s Yo-kai Watch 3 in 33 weeks. 

Yo-Kai’s deep, deep history
To fully understand what a huge undertaking this localization was, it’s first 

important to understand Yo-kai Watch’s historical context. 
For those unfamiliar, the first Yo-kai Watch game was released in Japan in 2013, 

setting the foundation for the rest of the series.
The Japanese sequel was released in 2014 with two different versions: Yo-Kai 

Watch 2 Honke (known as “Fleshy Souls” in English) and Yo-Kai Watch 2 Ganso 
(“Bony Spirits” in English). These two versions expanded the series considerably, not 
only with many new Yo-kai characters and locations, but a time travel element that 
multiplied its complexity.

In 2014 a third version, Yo-Kai Watch 2 Shin’uchi (“Psychic Specters” in English), 
was released to coincide with the first Yo-kai Watch feature film, Yo-kai Watch: 
Tanjō no Himitsu da Nyan! – a film that outperformed several international block-
busters at the Japanese box office.

What’s more, since its inception, Yo-kai Watch has featured in a range of top-
grossing films, anime, manga and toys.

However, more than keeping consistent with the existing releases, we were also 
localizing Japanese folklore. You see, Yo-kai are a class of supernatural monsters, 
spirits and demons embedded in Japanese folklore that date back to the oldest 
known work of Japanese literature. And it’s this folklore that makes up the basis of 
their mythology, Kojiki: Record of Ancient Matters.

Given this strong heritage, the pressure to get even the smallest nuance right was 
significant.

Getting to know the characters
During Yo-kai Watch 3, players meet over 600 Yo-kai characters. As you can 

imagine, this makes managing and adhering to a glossary for all the Yo-kai — which 
contained not just their names but all their characterization information — a mam-
moth but necessary task.

This glossary kept track of every character’s details from across every piece of 
existing intellectual property. What’s more, it had to be constantly synced to main-
tain consistency across Yo-kai games. This was an extremely labor-intensive process 
that included cleaning up inevitable inconsistencies and updating existing terms 
based on new information and client feedback.

This level of research is paramount to any game’s success. With a clear catalogued 
understanding of the game, every team member can be on the same page. But to get 
this right, it’s important to establish a clear line of communication between all teams 
so when a change or inconsistency does arise everyone knows how to resolve it.

BBQing Yo-kai’s language
The previous Japanese versions of the Yo-kai Watch games took place in a Japan-

inspired location called Japon. Half of Yo-kai 3’s story is centred around Nate (the 

protagonist) and his family, who 
move from Japon to an America-
inspired country.

In the previous English versions 
of the games and anime, however, 
Nate and his family already lived in 
an American-inspired town called 
Springdale. So, the English version 
needed a new location for Nate and 
his family to move to: the made-up 
region of BBQ. Changing the loca-
tion created more freedom for the 
linguistic choices that followed. 

For example, in the Japanese ver-
sion, Nate struggles with the Japanese 
to English language barrier, which 
causes several linguistic and cultural 
misunderstandings for players to nav-
igate. The scenarios were often por-
trayed with confusing English phrases 
appearing in characters’ speech. 

Of course, this wouldn’t make 
sense for the English version. Thus, 
the “BBQ accent” was born. So, 
instead of Nate being confronted 
with standard English, he was met 
with almost indecipherable speech 
patterns somewhat loosely drawn 
from caricatures of rural or South-
ern US accents. “Did you just move 
here?” was replaced with “Y’all jus’ 
a-move on ova hair?”

The BBQ accent was a creative 
solution different enough from the 
original standard English dialect to 
justify the existence of other ele-
ments in the game, too.

What followed was a consider-
able amount of research to create a 
detailed and consistent accent that 
had to be clearly established before 
the localization could start.

In order to keep our fabricated 
Southern-inspired accent con-
sistent, we created reference files 
to break down the BBQ accent in 
detail. Here’s an abridged guide to 
speaking BBQ:

1. Shed syllables. In almost any 
three-syllable word, you can contract 
out any vowel from the middle syl-
lable to make a two-syllable word.
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Examples: Italy = It'ly, Florida = Flor'da, Johnathan = 
John'than, Melody = Mel'dy.

2. Forget the “G”s. Never, ever pronounce the “g” in 
words ending in “ing.”

Examples: Fishin’, Cookin’, Readin’ and Writin’.
3. “L”s are optional. Ignore “L”s following vowels in 

the middle of words or simply replace them with “W”s
Examples: Light Bub (Bulb), Code (Cold) and Caw 

(Call). 
Then all the linguists tasked with the English localiza-

tion received a full induction on consist rules for BBQ 
speech.

Throughout the project, communication between trans-
lators and revisers was constant and essential to create a 
fully developed and consistent new world. Often, team 
members would raise specific questions in our internal 
chat system on how to BBQ a sentence or how a certain 
scenario should be dealt with. These internal chat channels 
were a very useful tool for the teams, with each language 
having their own channel that spanned the translation and 
the localization quality assurance (LQA) teams.

BBQ’s legacy
The BBQ style even spread to other parts of the game. By 

befriending a certain Yo-kai with interpretation powers (the 
Lionguist), Nate can understand the foreign language being 
used by the locals. For the Japanese version, this meant that 
most of the game could be continued in Japanese.

In English, however, even with the Yo-kai interpreter, 
we had the characters continue to speak with a moderate 

accent. So, although there wasn’t a difference in the Japa-
nese version, for the sake of creating an interesting and 
fully fleshed-out world, the localization team made the 
decision to go the extra mile and have all the BBQ charac-
ters talk with an accent, albeit diluted from full-on BBQ.

FIGS was a different story
For the French, Italian, German and Spanish (FIGS) 

localization teams, these location and dialect issues 
weren’t such a problem because each game was originally 
based in their respective countries. For example, in the 
Spanish version of previous games, the main character 
lived in a Spain-inspired country and everyone spoke 
Spanish. 

So, the FIGS versions used regular English rather than 
BBQ English to recreate the same sense of bafflement in 
a new country.

While the FIGS translators and revisers weren’t 
challenged with creating a dialect for their respective 
versions in place of BBQ English, they were faced with 
translating from the BBQ dialect into standard English, 
which at times proved particularly difficult.

Communication between teams pays off
Communication between all of the language teams, 

including English, was essential to localizing each sce-
nario in the best way possible. 

Communication was necessary not just for translating 
into or from BBQ, but also for creating dialogue that was 
both entertaining and relevant.

In the English-language version, a dialect was created (top) to replicate a sense of foreign-language confusion (bottom).
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A beautiful example of this can 
be found in the scene where another 
character, Hailey, befriends Treetter, 
a tree Yo-kai that can only commu-
nicate through social media. Here, 
the localization team made use of 
the situation to introduce a number 
of jokes that were not present in the 
Japanese version.

The scale of the localization
Yo-Kai Watch 3 had over 1.6 mil-

lion Japanese characters and kanji 
that needed translating into English, 
and more than 600,000 words to then 
translate into FIGS.

The Japanese to English work 
comprised of familiarization, a full 
localization cycle, script preparation 
and LQA. The entire process took 33 
weeks, with LQA starting before the 
translation was complete.

Similarly, LQA for FIGS commenced 
before the translation phase had fin-
ished. This meant that, even though we 
started the FIGS translation five weeks 
after English, the LQA for both projects 
were completed at the same time.

It’s this type of concurrent work 
that allowed us to compress delivery 
time without unduly increasing 
team sizes and thus affecting quality.

The keys to a successful 
game localization

There were four key elements that 
were vital to this project’s success. 
I’d put them in this order: 

1. Research and prepare. No 
amount of time during or after 
the work will make up for lack of 
preparation. It really pays off, solves 
problems down the line and sets the 
project up for success.

2. Dare to try. Embrace the 
chance to be creative and go for it. 
Give your teams the freedom to play. 
But keep in mind, this isn’t possible 
without having already done the 
above or having the following...

3. Create a forum for discussion, 
not just within the team but also 
with the client. Open and transpar-
ent communication throughout the 
whole process will pave the way to 
triumph.

4. Link to open and transparent 
discussion and schedule through 
partnership, not just with your client 
but also with internal teams. When 
you start a FIGS translation long 
before the English one is complete, 
or LQA while the game is still being 
localized, working together as one 
unit is the only way to make a suc-
cessful project happen.  

When translating books 
turns deadly...

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

https://red-t.org/
https://red-t.org/
https://www.facebook.com/TheRedT/?fun_cid=15820474684154017334
https://twitter.com/TheRedT?fun_cid=15820474684154017334


Focus

50 March/April 2020

Insider secrets to 
breaking into the 
Chinese game market

George Tong works in the United States as a senior account 
director at Beyondsoft, leading a team globalizing clients’ 
product portfolios. Beyondsoft has 15,000 employees 
worldwide and in 2012 became a publicly traded company 
on the Shenzhen Stock Exchange. The company has made 
six significant mergers and acquisitions in the US and China. George Tong 
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In the last decade, the gaming market in 
China has experienced massive acceleration. 
According to market intelligence firm IDC, 
Chinese game revenue ballooned from 18.5 bil-
lion RMB in 2008 to 214.4 billion RMB in 2018. 

Growth in the mobile gaming market is also boom-
ing. In fact, mobile gaming revenue hit 133.9 billion 
RMB in 2018, comprising 62.5% of total gaming mar-
ket. This rise can be attributed to increased internet 
access via phone data and wifi, especially important in 
rural China where most people rely on smartphones. 

In 2018, China comprised 23.6% of the global gam-
ing market, with 626 million players in China — almost 
half of the Chinese population. As overseas game cre-
ators and publishers continue investing in the Chinese 
market, this growth presents huge opportunities for 
game localization and testing. 

So how do you break into this lucrative market? Here 
are some tips on entering the China gaming market and 
things that can help you establish your footprint.

A brief history of the Chinese 
game market

Over the past three decades, I’ve witnessed three 
waves of evolution in the Chinese market.

The first wave came in 1995, when the first batch of IT 
companies entered the Chinese market. Large technol-
ogy providers from the US approached leading Chinese 
software companies for help localizing products into 
Simplified Chinese. However, those Chinese software 
companies were focused on their own products, not 
performing localization services for other technology 
providers — which is how our company earned its first 
localization project. 

The second wave came around 2005. China had 
become part of the World Trade Organization and rela-
tions between China and the US were good. Drawn by 
cheap labor costs and a huge domestic market, US com-
panies rushed to China, setting up their resource and 
development centers and growing their market share. 

The third wave followed the financial crisis in 2008. 
Faced with shrinking budgets, US-based companies 
increased their outsourcing. Meanwhile, in domestic 
China, the eCommerce and gaming industries were 
booming. 

Navigating Chinese laws, regulations 
and licensing requirements 

The laws, regulations and licensing requirements in 
China are complex and hard to navigate. That’s why it can 

be crucial to partner with an agency that has experience 
and a footprint in China. 

Find a partner deeply familiar with the two authori-
ties that regulate game publishing: the Ministry of 
Culture and Tourism of the People’s Republic of China, 
and the State Administration of Press, Publication, 
Radio, Film and Television of China. These authorities 
exist to guide the development of the Chinese gaming 
industry and to encourage game creators to produce 
quality content. 

Additionally, to sell a game in China, businesses 
must have multiple licenses, including a business 
license, a network culture business license, an internet 
publishing license, a game version number and a game 
operating backup. Make sure you work with someone 
who can help you secure the appropriate licensing.

Finally, an agency can help you to prequalify games 
early on and determine if any reengineering or cus-
tomization is required to address players’ needs in 
China. 

Take a best-practice approach 
to compliance testing

Establishing best practices to guide compliance test-
ing is key to ensuring projects are released on schedule. 
Because games released in China need to follow specific 
Chinese regulations, here are the six core principles 
that you should use to guide game compliance testing 
in China — and that you can plan in advance for. 

• The game must comply with the constitution.
• Content must not promote cults and superstition.
• The game must not endanger national unity and 

territorial integrity.
• The game must not disrupt and destabilize society.
• It must not divulge state secrets and endanger 

national security.
• The game must not advocate obscenity, pornogra-

phy, gambling, violence or abetting crime.
You should apply these principles to four key areas:
1. Secure personal information: Ensure gamer 

information and data is properly protected. 
2. Restrict virtual currency: Ensure the game lim-

its the exchange of online game products and services 
and regulates usage of virtual currency. 

3. Ensure appropriate content: Check for forbid-
den or sensitive words and validate that there are meth-
ods in place to filter out political content, pornography, 
vulgarity and advertising. 

4. Ensure child safety: Ensure the game protects 
child safety by limiting playing time, restricting access 
to inappropriate games and functions, and restricting 
virtual currency trading. 
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Set yourself apart through best 
practices and unique offerings

In China, as in other parts of the world, it’s critical to 
find your niche and differentiate yourself. Leverage the 
things you’re good at. Look at the market and see how you 
can stand out from competitors. Find out what customers 
need and meet that need better, faster and cheaper. 

We’ve found a number of ways to expand presence 
in the China gaming market. For example, you can hire 
native speakers for a Beijing delivery center who perform 
linguistic review testing alongside in-house test engi-
neers. Additionally, you could offer a cost-efficient and 
agile engagement model. If your game testing process 
shares commonalities with standard software application 

testing, you can pass on efficiencies to customers. This 
best practice approach also ensures that you align with 
relevant laws, measurements and regulations. 

Additionally, since WeChat is so widespread, WeChat 
integration is also another valuable offering that can help 
clients acquire game players in China. Clients ask us to 
develop WeChat mini-programs to help with marketing 
and making their games accessible to players. This is 
especially helpful since mobile payment is very conve-
nient in China, even in the rural areas, which means that 
players can easily access your game. 

The China game market offers tremendous potential, 
especially if you are able to set yourself apart through agile, 
cost-effective services and find the right partner to help 
you navigate laws, licensing and regulations in China.  

Revenue of online games in China between 2008 and 2019 in billion yuan. The sales revenue was estimated to surpass 230 
billion yuan in 2019. Published by Statista Research Department, October 2019.
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Gender-related issues in video games are 
undoubtedly a topical issue, and one that has 
been widely discussed, particularly in light of 
events such as Gamergate, a campaign of tar-
geted harassment toward women in the video 
game industry which exposed a side of the gam-
ing community that had previously been hidden. 

The perception of gaming as a “boys’ club” has endured 
since the inception of the medium itself, and while cur-
rently game developers tend to cater to a more diverse 
audience by being generally more inclusive — not only 
toward women but also toward minorities, the LGBTQ+ 
community and so on — it is undeniable that during their,  
by now, several-decades-long history, video games have 
had their fair share of issues with gender representation. 

In 1985, in the iconic Super Mario Bros, a mustachioed 
Italian plumber passed through numerous hoops and 
stomped on many enemies to, naturally, rescue a beauti-
ful princess who rewarded him with a playful kiss on the 
cheek once she was freed from the evil Bowser. The damsel 
in distress trope, while certainly not new in literature or in 
art in general, is embodied in Super Mario Bros, a game 
where the player literally saves a damsel that is in distress. 
Countless examples can be found of negative gender 
stereotypes in video games, from The Legend Of Zelda to 
Resident Evil, but it’s worth noting that gaming companies 
themselves didn’t shy away from presenting gaming as a 
hobby geared toward young males: the most famous por-
table game console of all time, the Game Boy, has the word 
boy in its name. You can’t get much more literal than that. 
And yet, contrary to what the public perception might be, 
girls and women have always been an audience for video 
games. They may not have been the intended audience 
initially, but they were an audience nonetheless. In 2019, 
according to a report by Newzoo, women accounted for 
46% of gaming enthusiasts, so it is now evident that the 
female audience is interested and engaged in the medium. 

Over the decades, the biggest hurdle that women who 
want to play video games have had to get past is represen-
tation. As female characters were usually a prize, a sexual 
object or, best case scenario, secondary characters, it was 
difficult for a girl or a young woman to identify with a male 
protagonist normally embodying the stereotype of a bold, 
muscular action hero who enjoyed wielding big guns. It 
is easy to see that in a medium that has immersion as its 
main point of differentiation, this is not ideal.

Enter Lara Croft
In 1996, Core Studio, based in Derby in the United 

Kingdom, developed a game that would change this sce-

nario forever. Published by Eidos, the first chapter of the 
acclaimed Tomb Raider saga, other than being innovative 
as a technological showpiece, introduced the archeologist 
Lara Croft, a character who is probably second to Mario in 
being synonymous with video games. 

Lara Croft achieved immediate, global success, and 
was featured in magazine covers, ads, books and movies, 
in addition to spawning a saga that spans more than 20 
years and includes 19 games. Lara was bold, charming, 
funny — and yes, sexy. She appealed to the male audience 
as much as to the female one, and certainly her design 
was exaggerated in that she appeared in a tank top and 
shorts and her body had unrealistic proportions. But she 
was strong, independent and fearless. Jumping ahead a 
few years, 2013 saw the release, by Crystal Dynamics, of 
a reboot of the saga, again titled Tomb Raider. In this new 
title, Lara’s design was toned down, and her figure was 
more realistic and attainable, which is certainly a plus. But, 
on the other hand, she was made more fragile, “feminine” 
and, as the developer put it, more “human.” The plucky 
and witty action heroine was gone  — replaced by, well, a 
normal human being. Sensible, fragile, scared. This can be 
a good thing and a bad thing, of course, but seeing Lara 
cowering and running away in a game world dominated 
by men certainly feels like a step back, making her look, in 
some respects, like another damsel in distress. Apart from 
this, the script, written by Rhianna Pratchett, is pretty 
good at not falling into trite gender stereotypes, although 
Lara’s witty banter and playful mocking of her enemies is 
mostly gone, highlighting that this character is younger 
and inexperienced.

What about localization, though? It is often said that 
a localized video game should reflect the look and feel of 
the original text, conveying the same meaning. It should 
be aware of the cultural constructs of its target and not 
least be inclusive toward women and minorities to foster 
a diverse and richer gaming community. So it only felt 
natural to try to analyze the Italian localization of the 
Tomb Raider series of video games. Since video games are 
a medium that, as has been said, needs to promote and 
demonstrate inclusiveness, and this particular series has 
been divisive on this very aspect, it is useful to see what 
changes made during the localization process may or may 
not introduce elements that are potentially problematic 
regarding gender issues. It’s interesting to gauge the 
impact that localization and the choice of a single person 
can have on inclusiveness. 

A case study
My original case study on Tomb Raider involved an 

analysis of the whole series of games. For brevity, I’ll 
focus on the 2013 reboot that was mentioned just above, 
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because it is the most significant example of changes in the 
text that can create gender-related issues. 

At many points in the game, Lara’s mentor, Roth, 
addresses her as “girl.” This is, inevitably, translated into 
Italian as piccola, which could be back-translated to “babe,” 
“honey” or some other epithet of this kind. This makes the 
Italian version sound more condescending, making Roth’s 
view of Lara as a young, weak woman more pronounced in 
the localized version. Aside from being her mentor, Roth is 
kind of a father figure to her, so this form of address might 
imply darker undertones. This happens in more than one 
instance, but it is exacerbated in a very significant exchange 
between the two. Roth has been hurt, and Lara is tending 
to his wounds. He is surprised at her abilities and asks her 
“Where does a young lady like you learn to do a thing like 
that?” implying his surprise at seeing such a young person 
perform such a difficult task. 

In the Italian version, he asks her “Dove hai imparato a 
fare queste cose, piccola?” again employing the word pic-
cola. This, again, changes the tone of the sentence drasti-
cally, making it more patronizing and using an adjective 
that some could consider sexist in this particular context, 
particularly as Lara is not romantically involved with this 
person. It is worth noting that in some other cases when 

Roth refers to Lara as “girl,” the Italian localization chooses 
simply to omit it, or to use “Lara” instead. This is a proac-
tive choice that helps to avoid the pitfalls of using language 
that can veer toward being gendered or offensive. 

It is of course worth noting that neutralizing the text for 
the sake of neutralizing text is not advisable. If a character 
that is visibly constructed as evil or ill-intentioned throws 
insults at the protagonist in the source text, the best course of 
action would be to keep these unaltered in the localized text. 
The problem arises when an insult that was not meant to be 
gendered in the original script becomes so in the localized 
version. This very same scenario occurs later in the game, 
when the main “bad guy” of the game, a cult leader named 
Mathias, wants to kill Lara to take revenge for the death of 
his brother, whom she killed earlier. He exclaims: “This is for 
Vladimir, outsider!” with the intention of remarking on the 
fact that Lara, who came to the island where the cult resides, 
is a stranger to them — an outsider. The Italian localization’s 
word choice in this instance is rather baffling: “Questo è 
per Vladimir, puttana!” where puttana could be translated 
as “whore” or “slut.” Other than being a mistranslation that 
misses the mark on what Vladimir was trying to say, it intro-
duces a gendered insult that was not present in the original 
text. The intention of the character was not to insult Lara 

The Lara Croft reboot and the 1996 original. Aside from tech advancements, Lara is now more slender, realistic and feminine. 
Image by Adrian Wilings, Pocket-lint.com.



Focus 

   March/April 2020 57

because she is a woman, but because she is someone that 
meddled in their shady business.

Finally, it is worth noting that throughout the Ital-
ian localization of the game, Lara’s cussing is definitely 
reduced. In one scene, Lara, fearing for Roth’s life, yells 
at him: “Don’t do this to me, you northern bastard!” while 
in Italian the sentence is “Voi del nord e la vostra testa 
dura!” (“You northern people and your stubbornness!”) 
which completely omits the swear word. While it is true 
that Italian relies less on cussing than English, insults and 
swear words uttered by the male character are usually kept 
intact in the localization, suggesting that Lara’s language 
has been softened because she is a woman.

In general, the new Tomb Raider games, even in their 
English version, tend to emphasize the fact that Lara is a 
woman. In the earlier titles, the fact that Lara was a woman 
was, apart from her exaggerated features, secondary. Lara 
was a superhero archeologist, capable, strong-willed and 
funny, and she just happened to also be a woman. In one 
of the rare cases in the original Tomb Raider game from 
1996, she is addressed by a male character who empha-
sizes the fact that she is a woman: “What’s a man got to 
do to get that kind of attention from you?” She quickly 
remarks “It's hard to say, exactly, but you seem to be doing 
fine.” She embraces the fact that she is a woman and plays 
on it in many other occasions. This is almost completely 
lost in the new games, where Lara is first and foremost a 
woman, and then she is an archeologist.

While this is a negative from an inclusiveness stand-
point, the fact that the Italian localization, in more than 
one case, emphasizes this fact even more is something 
that can be seen as worrying. This is especially true in 
an industry that, while certainly making strides toward 
greater inclusiveness in the future, is still struggling to 
some extent. Actually, circling back to the damsel in 
distress trope, it is worth noting that, in the latest instal-
ment of the Mario series, Super Mario Odyssey, released 
in 2017, the evil Bowser kidnaps the princess again (and 
intends to marry her against her will), and Mario has to 
save her once more.

What can we do about this?
The previous examples may simply result from a lack of 

attention, or a misguided attempt to make the script more 
edgy. Nevertheless, it is clearly the translator’s responsibility 
to ensure that he or she does not introduce gender-related 
stereotypes, insults and so on. This is especially true when 
they are not present in any way, shape or form in the original 
text. We, as translators, should ask ourselves at any given 
moment, “Is this sexist? Is this racist? Is this derogatory to 
someone?” because we cannot rule out that in many cases 
such translation choices are borne of unconscious decisions 

that are shaped by our perception of society. The intent may 
not be malicious, but the result can be.

While insults present in the original text and uttered by 
a clearly amoral or evil character must be kept as is, on the 
other hand, we, as translators, can in some cases tone down 
particularly sexist or otherwise offensive choices of words, 
even when they are present in the original text. It is one thing 
to preserve the message and the intention of the original 
text, but by asking ourselves “is this really necessary?” we can 
definitely keep the strong intent of the original word choice 
by omitting the sexist or racist undertones. Of course, we all 
know that there are client guidelines, project specifications 
and a plethora of other things to be mindful about, but it 
is also undeniable that being a translator should and must 
mean being able to make choices that will result in a more 
inclusive final product, for the benefit of everyone involved. 

Many translation studies scholars such as Anthony 
Pym have long insisted on the social role that translation 
has to take, positioning the translator as a cornerstone 
of a process that has an effect on society. The translator 
is not an isolated entity or a machine (at least for now!), 
but he or she lives in a society that benefits from his or 
her craft. The oft-quoted cultural awareness, one of the key 
skills of the video game translator, if seen under this light, 
becomes specifically about recognizing which elements 
can be altered or toned down not just to adapt to the target 
culture, but to contribute to making the culture itself more 
welcoming and inclusive. 

This concept is embodied, in translation theory, by the 
so-called cultural turn of the early 1990s. If translation 
stops being a mere linguistic activity and becomes a way of 
negotiating between cultures and identities, it needs to talk 
about politics, it needs to talk about race and it needs to talk 
about gender — because these are discourses that define 
the very identity of a culture. If, then, cultural awareness is 
a fundamental skill for a video game translator, the thought 
of being more inclusive should be automatically embedded 
in a video game translator’s forma mentis.

In an excellent article on the subject of gender issues in 
video game localization, published in the May/June 2019 
MultiLingual, Cristina Pérez and Leticia Sáenz noted that 
some game companies employ “sensitivity readers” in the 
later phases of development to ensure that original and 
localized texts are free of prejudice toward non-binary 
people. This is a fantastic and necessary first step toward 
getting rid of any possible discriminatory language in video 
games, but ideally such a thought  should start first and 
foremost from the translator, a thought that is certainly 
applicable in all fields of translation but especially in a field 
that is becoming more inclusive toward women, minori-
ties and non-binary people. We as translators, as clichéd 
as it may sound, can make a difference.  
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Nearly a decade ago, I wrote an article for 
this magazine in which I argued that we should 
focus our efforts on solving the biggest technical 
content problem around: personalization. 
Back then, my argument was this: unless you provide 

a personalized technical documentation experience, you 
aren’t delivering what consumers require, regardless of 
what languages they understand. 

The stakes are high. Getting content wrong means 
missing out on new revenue streams worth $1.7 trillion 
to $3 trillion, according to an estimate by McKinsey & 
Company analysts. 

When you make it inconvenient for consumers to find 
the information they need, they’re likely to turn to a web 
search engine or a virtual assistant for help. While searches 
sometimes lead to the information consumers require, 
they don’t usually yield the results consumers expect. And 
they don’t always find you or your content. Instead, con-
sumers may discover content published by competitors. 

Much of the information consumers seek about your 
products and services isn’t readily available to them. The 
content they seek does exist, but is far too often hidden 
from their view. 

Consumers want convenience. When they need to ask a 
question, they want you to provide them a relevant answer 
quickly; most often on-demand. They don’t want you to 
shove a PDF at them that contains more information than 
they require (and makes them responsible for finding the 
answers they need). 

Too much content and not enough patience leads to 
undiscovered content. Analysts at Sirius Decisions say 
60% to 70% of B2B product content goes unused. Patience 
is in short supply on the web, with most website visits 
lasting only a few seconds before the searcher decides to 
abandon the quest.

If search patterns from the web hold for your technical 
documentation portal, then it’s mission-critical to serve up 
the right content in the search results provided from your 
site. According to research from SEO marketing firm Moz, 
“the vast majority of respondents” remain on the first page 
of search results to find an answer to their query. Only 7% 
of survey respondents indicated that they browse past the 
first results page to see as many results as possible. That 
means that 93% of the time if consumers don’t find your 
results on the first page of a search, you lose.

Furthermore, information overload is a bad thing. It 
occurs when we present more information than the brain 
can process at one time. Information overload causes what 
cognitive neuroscientists refer to as analysis paralysis — a 
situation in which users get so overwhelmed and annoyed 
that they give up and stop looking for the answer. Nearly 

40% of surveyed shoppers have abandoned a website 
because they were overwhelmed with too many options.

Over the last decade, online chatter about customer 
experience has trended upward. Jake Sorofman, former 
chief of research at Gartner, wrote that “customer experi-
ence itself is proving to be the only truly durable competi-
tive advantage.” Sorofman’s opinions are backed up by a 
Gartner report showing that 89% of business leaders said 
they expect to compete with adversaries mainly on cus-
tomer experience. 

Why personalize 
technical documentation?

Some companies focus their initial efforts on imple-
menting basic personalization tactics like greeting you 
by name or recognizing your birthday. But the manage-
ment consultants at Boston Consulting Group say that 
organizations providing more advanced personalization 
capabilities realize four times the revenue boost from 
their efforts compared to organizations with rudimentary 
personalization capabilities. 

Personalization is the process of providing relevant 
content to consumers based on one or more factors: who 
they are, where they are, when, why and how they access 
content, and what devices they use to consume it.

Enterprise content strategy expert Joe Gelb says person-
alization can enable you to use technical documentation 
to cross-sell products, present pertinent recommenda-
tions and serve up the information individual consumers 
want to see. 

Personalization involves tailoring content so that it 
aligns with the preferences, interests and characteristics 
of individual consumers. Localized technical documenta-
tion experiences may address fundamental needs — like 
presenting content in the preferred language of a specific 
region or group of people — and still fail to serve those 
who consume it. Personalization increases the utility and 
relevance of localized technical documentation and allows 
us to focus our efforts on delivering hyper-relevant con-
tent experiences at scale.

University of Texas researchers found that consumers 
respond positively to personalized content because they 
perceive that they have a higher degree of control over 
their content experience. Personalizing and localizing 
content supports the “perceived decrease in information 
overload due to the connotation that the information 
displayed in a customized online environment meets an 
individual’s needs,” say the researchers.

“An exceptional customer experience is no longer a 
nice-to-have; it’s a requirement for today’s digitally-savvy 
consumers,” says Rahel Anne Bailie, director of content for 
Babylon Health. 

http://dig.multilingual.com/2010-09/index.html?page=39
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/a-technology-blueprint-for-personalization-at-scale
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/a-technology-blueprint-for-personalization-at-scale
https://www.microsoft.com/en-us/research/wp-content/uploads/2015/10/CIKM2015-Struggling.pdf
https://www.inc.com/michelle-manafy/customers-want-your-marketing-to-be-personal-here-are-4-tactics-that-really-work.html
https://www.siriusdecisions.com/blog/its-not-content--its-a-lack-of-buyer-insights-thats-the-problem
https://www.nngroup.com/articles/how-long-do-users-stay-on-web-pages/
https://www.nngroup.com/articles/how-long-do-users-stay-on-web-pages/
https://moz.com/blog/new-google-survey-results
https://www.interaction-design.org/literature/article/information-overload-why-it-matters-and-how-to-combat-it
https://www.chrisg.com/defeating-procrastination-analysis-paralysis/
https://www.accenture.com/_acnmedia/pdf-77/accenture-pulse-survey.pdf
https://trends.google.com/trends/explore?date=2010-08-15%25202019-09-15&geo=US&q=%2522customer%2520experience%2522
https://blogs.gartner.com/jake-sorofman/gartner-surveys-confirm-customer-experience-new-battlefield/
https://www.bcg.com/publications/2019/next-level-personalization-retail.aspx
https://blog.influenceandco.com/the-marketers-guide-to-creating-hyper-relevant-content
https://blog.influenceandco.com/the-marketers-guide-to-creating-hyper-relevant-content
https://repositories.lib.utexas.edu/bitstream/handle/2152/18054/brightl36922.pdf?sequence=2
https://www.babylonhealth.com/us
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Building connections, driving sales
Personalization plays a significant role in purchase 

decision making according to 86% of consumers. 45% of 
shoppers are more likely to purchase products from ven-
dors that provide personalized product content recom-
mendations. Of those consumers, 56% say they are more 
likely to make repeat purchases with brands that provide 
personalized experiences. 

“Today, publishing machine-friendly, localized tech-
nical documentation delivers dramatic improvements 
in search engine optimization, leading to increases in 
organic web traffic,” Bailie points out. 

Technical documentation is mistakenly thought of as 
post-sale content, part of the information we provide to 
consumers only after they purchase a product or service. 
But that’s changing as sales leaders begin to recognize 
that documentation can both satisfy existing customers 
and attract and convert prospects, turning them into pur-
chasers. Don’t overlook “the importance of keyword-rich 
documentation as digital bait for prospective custom-
ers,” says enterprise content strategy consultant Charles 
Cooper.

Implemented thoughtfully, Bailie notes, “personaliza-
tion increases the perceived helpfulness of your content, 
reducing the likelihood of consumer frustration and 
confusion.”

Bailie recommends technical communication teams 
work to ensure the information they develop includes 
simple-to-implement improvements such as localizing 
for local currencies, units of measure, time zones, rules, 
laws and regulations. “When you personalize content, it 

shows consumers that you value them as individuals and 
desire to be of service. Consumer trust and brand loyalty 
are some of the rewards you can expect when you invest 
in personalization,” Bailie says.

Personalized content can influence consumer decisions 
and dramatically impact what consumers think about 
your brand. Research indicates that organizations that 
personalize call to action (CTA) messages, for instance, 
enjoy higher conversion rates than companies that don’t 
invest in personalized CTAs. 

Hubspot product marketing manager Jeffrey Vocell 
examined more than 330,000 CTAs and discovered that 
personalized CTAs convert 202% better than CTAs that 
are not personalized.

What kind of content 
do consumers prefer?

Claiming that you value your customers doesn’t work 
if you have no idea what type of content your custom-
ers desire. While personalization is becoming the de 
facto experience consumers expect, there’s considerable 
room for improvement in implementation. As consumer 
expectations for exceptional experiences rise, patience 
for — and tolerance of — mediocre content encounters 
is waning. 

According to Gartner, only 12% of consumers feel like 
current personalization efforts meet their expectations. 

Consumers are more likely to spend more than they 
had planned in response to personalized product recom-
mendations and offers, according to Gartner’s ebook 
Maximize the Impact of Personalization.

Figure 1: Percentage of customers who say they'll switch brands in response to poor customer experience. Data from 
Microsoft's State of Global Customer Service Report.

https://www.intelliverse.com/blog/the-power-of-personalized-product-recommendations/
https://dl.acm.org/doi/10.1016/j.chb.2015.07.049
https://blog.hubspot.com/marketing/pers%2520onalized-calls-to-action-convert-better-data
https://www.gartner.com/en/executive-guidance/personalization
https://theme.gartner.com/story/essential-guide-marketing-personalization
https://www.bcg.com/publications/2019/next-level-personalization-retail.aspx
https://www.gartner.com/en/executive-guidance/impact-of-personalization
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Consumers around the globe value 
personalized content differently

Of consumers across the United States, the United 
Kingdom, Japan, Germany and Brazil, 75% use search 
engines to locate answers to their customer service ques-
tions. And 90% of those consumers expect every organiza-
tion to offer 24/7 online self-service. 

Positive customer experiences are significant factors in 
deciding to remain loyal to a product or service, according 
to 59% of all consumers. 

The Microsoft State of Global Customer Service Report 
found that while consumers in different parts of the world 
have a great deal in common, they also exhibit substantial 
differences in both behavior and expectations when it 
comes to personalized content. 

For instance, 69% of US consumers are loyal to brands 
that provide exceptional experiences, while 90% of Brazil-
ians say they’ll switch brands in response to poor customer 
experience. Only 30% of Japanese consumers feel similarly 
(Figure 1). 

Developing the capability to personalize and localize 
technical documentation can ensure you meet changing 
consumer expectations. 

Netflix combines localization and personalization 
tactics to address cultural differences (variances in local 
content requirements) as well as taking into account the 
needs, wants and desires of individual customers. Doing 
so may help explain why the company is growing by leaps 
and bounds globally. 

Localization is about producing an “aha” moment in 
any language, culture or medium. Personalization is the 

process of ensuring the “aha” moments are relevant to a 
particular individual in your target audience. 

“A content strategy that doesn’t lead to an ‘aha’ falls flat,” 
says James V. Romano, CEO of enterprise language solu-
tions provider Prisma International. “Localization-driven 
personalization strategies are capable of producing mean-
ingful content experiences for an audience, creating ‘ahas’ 
at the individual level in Anchorage, Andorra and Anhui.” 
You can’t deliver exceptional customer experiences with 
content — experiences that produce “aha” moments — if 
you’re unwilling to personalize the experience. 

Content personalization and localization require 
commitment, continual improvement and resources. 
A thoughtful implementation allows you to deliver on 
both promises to users, and promises to the organiza-
tion, regarding conversion rate improvements (leading 
to increased sales), improved customer engagement 
and loyalty (leading to fewer customer support calls and 
increased profits), support center call deflection (fewer 
calls to your support center) and better employee engage-
ment and enthusiasm (happier staff).

“Localization without personalization fails to provide 
the types of personalized experiences that consumers 
increasingly expect,” says Romano.

The tsunami of information available to consumers is a 
double-edged sword. When you do not personalize content, 
you shift the burden of discovery to consumers. You must 
not limit your recommendations to content associated with 
past purchasing or browsing behavior, either. Consider  why 
consumers prefer one type of content over another. Then, 
do your best to provide that content to those who need it in 
accordance with their preferences.

https://info.microsoft.com/rs/157-GQE-382/images/EN-CNTNT-Report-DynService-2017-global-state-customer-service.pdf
https://hbr.org/2018/10/how-netflix-expanded-to-190-countries-in-7-years
https://hbr.org/2018/10/how-netflix-expanded-to-190-countries-in-7-years
https://www.prisma.com
https://www.bigcommerce.com/blog/conversion-rate-optimization/
https://bloomcu.com/resources/personalization-case-study-with-hfs/
http://www2.bain.com/Images/BB_Prescription_cutting_costs.pdf
https://www.vonage.com/business/perspectives/call-deflection-focus-on-the-solving-the-customers-problem/
https://www.benefitnews.com/opinion/how-digital-personalization-improves-employee-engagement
https://www.benefitnews.com/opinion/how-digital-personalization-improves-employee-engagement
https://vistatec.com/
https://vistatec.com/
mailto:info@vistatec.com
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Customization
Personalization and localization should not be the only 

tools in your content experience improvement toolbox. 
Organizations that personalize and localize technical 
documentation should also consider allowing users to 
customize their content experiences. 

Personalization, as interaction design researcher Amy 
Schade points out, allows you to serve content to users 
based on a model of that user’s individual needs. Custom-
ization, on the other hand, allows the user control of the 
content. Schade argues that you need both. 

While localization and personalization are deeply 
connected, by themselves they’re not enough to provide 
an exceptional experience. User advocate Jakob Nielsen 

argues that you should help users to customize their expe-
riences by allowing them to choose from a set of easily-
navigable options. 

Global content strategy expert Val Swisher says allow-
ing users to customize their experiences can help us better 
understand the needs of individuals, especially where 
localization is a goal. “Creating great localized content 
experiences requires us to figure out how to obtain — and 
act upon — the right data,” says Swisher. Allowing con-
sumers to declare their preferences shows that you value 
and respect them. “Establishing trust, and if you’re lucky, 
loyalty, in a global business market is essential.”

Customization should be part of both the product 
selection process (allowing consumers to design a custom 

Recommended for you, Katherine

Recommended for you, Darlene

Figure 2: Amazon provides personalized recommendations to its customers.

https://www.nngroup.com/articles/personalization/
https://www.nngroup.com/articles/author/amy-schade/
https://www.nngroup.com/articles/author/amy-schade/
https://www.nngroup.com/articles/customization-of-uis-and-products/
https://www.nngroup.com/articles/customization-of-uis-and-products/
https://www.nngroup.com/articles/customization-personalization/
https://www.nngroup.com/people/jakob-nielsen/
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vacation package, for example) and the customer service 
process. Technical documentation teams that aim to cre-
ate exceptional localized experiences should provide a 
platform which allows consumers to configure their own 
experience. 

“There’s no reason to skimp on personalization when 
you are localizing technical documentation,” Swisher says. 
“You’re more likely to provide the best experience possible 
when you invest in overcoming the ineffective spray-and-
approach to content.”

For example, a web portal for an automobile manufac-
turer might allow a new visitor to configure the features 
and characteristics of the vehicles they are considering. 
Prospective car buyers might want to customize their 
vehicle by selecting a model, color, engine size and seating 
specifications (number of seats, upholstery type, heated 
seats) as well as entertainment, emergency, communica-
tion and navigation features. 

Sites that allow visitors to customize their products use 
the selections made by consumers to personalize their con-
tent experiences. They can filter out content that does not 
align with customized settings making it much less likely 
that individual consumers encounter irrelevant content.

Customization also extends to the ability for consum-
ers to change the personalization settings when the need 
arises. For instance, consumers should be able to change 
their preferred language, time zone, location and other 
preferences. 

Providing consumers with the flexibility to custom-
ize their content experiences increases their perception 
of control, which researchers say impacts how pleasant 
consumers feel their experiences are. The higher the level 
of perceived control, the higher the pleasantness reported. 
There appears to be an emotional connection to products 
that we configure to meet our own needs.

Mimic the personalization masters 
Amazon and Netflix are two companies that get per-

sonalization right. Amazon’s content recommendations 
are amazingly successful. A full 35% of their sales come 
from personalized recommendations (Figure 2).

Amazon puts the individual customer front and center. 
The company is a pioneer in the personalized content arena 
and has focused on delivering the best experiences possi-
ble. Amazon customers don’t need to do anything to set up 
product recommendations (although customers can tweak 
the system to influence and improve recommendations). 

Amazon serves content to visitors automatically in the 
form of recommendations. The company combines cus-
tomer data (web browsing, purchasing and other measur-
able behaviors) with demographic and current events data 
to serve up suggestions that provide value to shoppers. 

Amazon’s personalization efforts have helped to differ-
entiate it from the competition and allowed it to capture 
more than 50% of the total US retail eCommerce  market 
and nearly 15% of worldwide eCommerce sales. 

Amazon also learns about preferences from the crowd. 
Amazon uses deep machine learning (think big data) to 
monitor the habits of its customer base. For instance, Ama-
zon uses customer data to understand that most people 
who like product X also like product Y. This data helps the 
company know that visitors who shop for nontoxic cook-
ware might also be interested in ordering organic produce 
from its grocery distribution channel Whole Foods. 

While some people are uncomfortable with companies 
like Amazon collecting their data, 70% of consumers say 
they don’t mind if service providers collect their personal 
information as long as they are transparent about how 
they use it. Amazon also makes its capabilities available 
for free to others (that means you) who want to serve up 
personalized recommendations.

Netflix is another company that has developed personal-
ized content experiences and  helped change user expec-
tations while reducing company expenses. For Netflix, 
personalization doesn’t just involve pushing entertainment 
suggestions to each customer. It also involves personalizing 
and localizing the images that accompany recommenda-
tions (Figure 3). The Netflix recommendations strategy 
not only involves suggesting the best movies and television 
shows to its customers, but it also serves up artwork for 
each title that the system predicts may be compelling to you. 

Figure 3: Individual viewers are presented with artwork that 
Netflix hopes will compel them to watch.

https://www.msi.org/reports/the-effects-of-perceived-control-and-customer-crowding-on-the-service-exper/
http://customerthink.com/customization-is-the-new-black-the-age-of-the-passive-consumer-is-decidedly-over/
https://www.spscommerce.com/blog/ways-amazon-changed-retail-spsa/
https://www.martechadvisor.com/articles/customer-experience-2/recommendation-engines-how-amazon-and-netflix-are-winning-the-personalization-battle/
https://www.amazon.com/gp/help/customer/display.html?nodeId=201121320
https://www.amazon.com/gp/help/customer/display.html?nodeId=201121320
https://www.amazon.com/gp/help/customer/display.html?nodeId=13316081
https://www.bigcommerce.com/blog/amazon-timeline-infographic/
https://www.statista.com/statistics/955796/global-amazon-e-commerce-market-share/
https://www.martechadvisor.com/articles/customer-experience-2/recommendation-engines-how-amazon-and-netflix-are-winning-the-personalization-battle/
https://newsroom.accenture.com/news/consumers-welcome-personalized-offerings-but-businesses-are-struggling-to-deliver-finds-accenture-interactive-personalization-research.htm)
http://www.netflix.com/
https://medium.com/netflix-techblog/artwork-personalization-c589f074ad76
https://medium.com/netflix-techblog/artwork-personalization-c589f074ad76
https://help.netflix.com/en/node/100639
https://medium.com/netflix-techblog/artwork-personalization-c589f074ad76
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Of the videos Netflix customers watch, 80% are the result 
of suggestions from the company’s content recommenda-
tion engine. Personalizing viewer experiences saves the 
company over $1 billion a year in unnecessary expenses. 

Personalizing images that accompany recommenda-
tions presumes you’ll view the image as evidence for why 
the recommendation might be an excellent choice for 
you. The artwork might feature a performer you recog-
nize, draw your attention to a mind-blowing space inva-
sion or illustrate a theatrical scene that communicates 
the essence of a motion picture or TV show. All of these 
personalizations intend to help you discover new content 
that satisfies your needs and keeps you coming back to 
Netflix for more.

Consumers subconsciously expect similar personaliza-
tion efforts when they interact with your content. That’s 
important to understand because 89% of digital consum-
ers say one less-than-satisfactory experience is enough for 
them to abandon your brand altogether.

These two companies provides personalized content 
experiences that leverage what technical communication 
expert Lawrence Orin refers to as the 4 Rs of personalization.

The 4Rs
Personalization and localization both involve getting 

the right pieces of content in front of the right person, at 
the right time, in the right place, in the format they desire, 
in essential ways that provide value to them. 

To implement personalized technical documentation, 
you must be able to leverage taxonomy. Organizations that 
succeed in this arena focus their efforts on providing rel-
evancy, the guiding principle of personalization, says Orin. 

Most technical communication teams, Orin says, 
already think in taxonomical terms. It makes sense to them 
to tag their content using tags like product name, version 
and user role. Doing so allows them to deliver technical 
content for someone with a specific role, who needs to 
understand how to use product A, version Y. 

Product, version and role tags are apparent to most 
technical writers, Orin argues, because they already think 
about content creation with these labels in mind. However, 
these three tags alone are insufficient to deliver relevant, 
personalized documentation experiences. 

Orin recommends you use a checklist of three character-
istics to ensure your personalization and localization efforts 
focus on delivering relevancy. Doing so, Orin says, will pro-
duce valuable, relevant, personalized experiences.

Orin suggests using a checklist — like the Four Rs of 
personalization — to guide your personalization efforts. 
The four Rs might be more accurately described as a list 
of the three things you must do (recognize, remember and 
recommend) to produce relevant, personalized, technical 
documentation experiences.

Personalized content experiences require you to recog-
nize the individual you are hoping to engage, remember 
the information they provide you (or that you can glean 

Figure 4: OpenEdge Information Hub.

https://www.businessinsider.com/netflix-recommendation-engine-worth-1-billion-per-year-2016-6
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https://www.decibelinsight.com/reports/digital-experience-transformation-beyond-conversion-optimization
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https://www.brighttalk.com/webcast/9273/349662
https://www.zoominsoftware.com/blog/4-personalizing-product-documentation/
https://www.zoominsoftware.com/blog/4-personalizing-product-documentation/
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from their interactions with you and others) and use that 
information to provide content recommendations.

Common personalization first steps 
The first personalization step many organizations take 

is making simple adaptations to their technical documen-
tation. More often than not, that involves attempting to 
detect the IP address of the individual visiting a technical 
documentation portal. 

An IP address is a unique identifier assigned to com-
puting devices communicating over the world wide web. 
Knowing the IP address allows us to deduce which pieces 
of content we might want to localize to meet the needs of 
the typical visitor from that location. However, there are 
two big problems with this approach. 

First, assumptions are often wrong. In this case, the IP 
address alone presents us with insufficient data to guide 
the adaptations needed to make your technical documen-
tation content relevant to users in different locales. 

Second, the IP address is the low-hanging fruit data 
that organizations often tap to help them make inferences 
about groups of website visitors who may share similar 
characteristics and content needs. But in a world where 
personalization is the Holy Grail of content strategy, 
adapting content at the group level (for people who access 
a site from a specific country, for instance) fails to address 
the individual differences between people in a group that 
personalization attempts to address. 

Using the IP address to drive content decisions is riddled 
with challenges. While it might be useful to know the loca-
tion of a website visitor accessing your content, making 
adjustments to content based solely on the IP address may 
inadvertently introduce complications and damage the 
customer experience you’re attempting to improve. 

That’s because IP addresses don’t tell us anything about 
intent (what do they need? why are they here?) nor do they 
tell us anything about the visitor (who are they? have they 
had previous experiences with us?) or what their prefer-
ences are. They may speak three languages, including 
the one commonly spoken in the country where their IP 
address is registered, but they may prefer — or need — to 
consume content in another language. 

Personalization is a deep form of localization that 
focuses on delivering relevant content experiences to 
individuals, not groups of people who share common 
geolocation. 

Using the IP address alone to determine the language 
requirements of site visitors is inadvisable. The approach 
fails to recognize the many reasons why an individual might 
prefer — or even require — adaptations to content to fulfill 
their individual needs, not the presumed needs of the local 
population. If you must leverage this approach, make sure 

that you provide consumers with an easy way to override 
your language settings and obtain content in the languages 
desired by the consumer.

IP addresses do provide some value. Common assump-
tions that location data allow us to make include language, 
currency, time zone, units of measure, weather, and of 
course, changes to policies and procedures that align with 
the traditions, norms, rules, regulations and laws specific 
to a particular country. 

Role-based content
When a new visitor first encounters your technical docu-

mentation, you may not have profile data sufficient to guide 
content recommendations for them. That’s why it’s impera-
tive to provide an onboarding experience that makes it easy 
for the consumer to quickly determine for themselves a clear 
path for success. By segmenting your content by role, you 
can help existing customers and prospects alike to under-
stand the value of the content you provide. 

For example, you could prove different documentation 
experiences to audience segments you serve — developers, 
database administrators, system administrators and DevOps 
teams. By tagging and organizing documentation by role, 
you can filter out content that is unlikely to be irrelevant to 
individual prospects and customers (Figure 3).

To improve the likelihood of relevance, companies that 
organize content by role can easily add additional metadata 
to further refine the content experience. For example, you 
could tag documentation by the level of expertise (content 
for a novice should be different than for a superuser or 
system administrator) or based on a level of access (some 
content should not be seen by some people). 

To improve the utility of the documentation experience, 
you could also tag instructions that involve prerequisites 
(things to do before you start), or you might tag your 
documentation so that consumers receive information 
appropriate for their region or country.

What consumers want
Consumer preference researchers say that consumers 

want frictionless and accessible experiences no matter 
how they might be interacting with your brand. If you 
seek their loyalty, they want you to deliver meaningful, 
relevant, personalized experiences — every time.

Localization without personalization isn’t enough to 
protect you from losing business to the competition. Pro-
viding the right content in the wrong language is just as 
unacceptable as providing the wrong content in the right 
language. Creating exceptional customer experiences sim-
ply isn’t possible without adjusting the way you create, 
manage, translate and deliver content to those who need 
it.  

https://en.wikipedia.org/wiki/IP_address
https://www.acsh.org/news/2018/12/19/often-wrong-never-doubt-six-ways-assumptions-mislead-us-13675
https://www.salesforce.com/form/commerce/unified-commerce-future-shopping/
https://www.salesforce.com/form/commerce/unified-commerce-future-shopping/
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XLIFF mixed with 
XML functionalities

Angelika Zerfaß studied Chinese/Japanese and computa-
tional linguistics at the University of Bonn, Germany. After her 
studies she worked for the Japanese Embassy in Bonn and 
then for Trados in Japan, Germany and the US. Since 2000 
she has been providing independent consultancy, training 
and technical support for translation tools from her company 
based in Germany for clients all over the world. She is a fre-
quent speaker at translation and localization industry events. Angelica Zerfaß
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XML and XML Localization Interchange File 
Format (XLIFF) are often used for transporting 
text between systems, especially content systems 
and translation systems. But even though they’re 
great formats, there can be issues. The file format 
specification might not have been fully under-
stood, or perhaps a user is trying to do things 
with these formats they were not intended for.

The technical project manager or localization engineer 
then might have to spend some time explaining to the 
client what a translatable file should look like or what a 
translation tool would expect from a specific file format. 
They will need to be able to spot the issues, understand 
why they are issues and potentially communicate this to 
non-technical employees on the customer side.

From my many years of practical experience finding 
the mistakes and making files behave in translation tools, I 
would like to share some of the most common issues I have 
seen. It might help someone provide their customers with 
some help on how to improve the translatability of their files.

Extension and content need to match
It is true that XLIFF is XML-based, as the name itself 

states. But simply changing the extension from XML to 
XLIFF does not really do the trick, and will lead to an error 
message or no content of the file being imported into a 
translation tool (Figures 1 and 2).

A translation tool selects the filter to use for importing the 
content because of the file extension as well as the content of 
the file. If they do not match, the tool will be confused.

The same is true when an XLIFF file uses the *.XML 
extension. Again, the extension and content don't match, 
and the wrong filter will be suggested for import (Figure 
3). If nobody checks the filter, there might be a lot more 
content (which is not translatable at all) showing up in the 
translation tool than expected.

You might think that these mistakes aren’t very com-
mon, but the latest example I received (from October 
2019) shows that it still happens.

The file was called Translate.xlf.txt, with a description 
from the client that the translator should use a text editor 
for translation. The project manager asked me whether 
this file could be processed in their translation tool. They 
had tried to import it with a TXT filter (obviously) and did 
not like what they saw in the translation editor.

XML: Don't touch the codes
Even though an author or developer knows how an 

XML needs to be structured and might have defined the 
structures themselves, it is never a good idea to change 
anything inside an XML file manually. The most common 
issues I have seen in recent examples are:∙ Missing elements, i.e. the ending tag of tag pair is 
missing.∙ Incomplete deletions — for example, when an attri-
bute was not fully deleted (<button value="Cancel"" />) 
and the closing quote mark of the deleted attribute was 
left in the file.∙ Element names that don't match (<titel>How to set up 
a filter for XML files</title>)∙ Elements (tags) where they are not allowed. This 
might also happen in an authoring tool if the structures 
have not been defined correctly.

∙ Incomplete content. The content of a file had been cop-
ied but was missing the last few closing tags for the file to be 
valid.

Figure 1: XML file with XLF extension; import successful, but 
no content imported.

Figure 3: XLIFF file with XML extension; imported with 
default XML filter.

Figure 2: XML with XLF extension; error upon import (exten-
sion and content don't match).
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XML is a container, but not for just anything
XML is often used as a container for text in another 

file format, mostly HTML. There are tried and tested ways 
of adding HTML content into an XML file, like using the 
CDATA section or entities for HTML codes.

CDATA section
Embedding HTML-coded text within a CDATA section 

will let any tool processing the XML file see this content 
as pure text. Angle brackets will not be interpreted as the 
beginning marker of an XML element.

Entities
Any character in the text that could be interpreted as 

part of an XML element is written as an entity. 
If these mechanisms are not known or understood, the 

developer might come up with an idea on how to mask 
HTML codes in the XML file so that they don't interfere 
with the XML structures.

HTML brackets were substituted with square brackets 
so that the XML-processor would not try to interpret 
these things as tags.

Unfortunately, this is nothing a translation tool will 
understand directly. The one who prepares the tools for 
this file will need to know about regular expressions and 
how to use them to convert text into tags for the transla-
tion process.

And although it is absolutely legitimate to put HTML-
encoded text into an XML file, this only makes sense for 
text formatting, but not for structural information. Figure 4 
contains not only formatting for text, but also the informa-
tion of the setup of the table. The developer at least knew 
that this should be outside of the translatable content and 
surrounded the layout information with square brackets. 
But again, square brackets are not in themselves a marker 
that a translation tool would understand as "this does not 
belong to the text" information.

XML: Creative entities
When looking at the way an entity is written, it seems 

that it only needs an ampersand, the name of the character 
and a semicolon. This prompted one creative developer 
to “create” his own entity from a carriage return line feed 
character (CRLF).

As such entity descriptions do not exist, a translation 
tool does not really know how to deal with this and will 
import them as pure text.

XML specification could be misunderstood 
by nonnative English speakers

Some time ago, I had a somewhat heated discussion 
with a developer whose XML files would show an error 
message upon import into a translation tool: “Error at.... 
The file does not seem to be a valid XML file.”

Apparently, the XML instruction that certain char-
acters (namely < > ' " &) need to be encoded as entities 
when they are used in the text itself is written like this: 
“For interoperability, valid documents should declare the 
entities amp, lt, gt, apos, quot, in the form specified in 4.6 
Predefined Entities…”

For a German, “should” translates into “can be, but 
does not have to be.” Because of this, the developer only 

Possibility 2: Entities
<?xml version="1.0"?>
<TEST>
<TEXT>
<para>Introduction to XYZ software</para>
<para>Please make sure that all 
necessary&lt;br&gt;&lt;b&gt;extension

s&lt;/b&gt; have been installed.</para>
</TEXT>
</TEST>

&lt; equals < 
  &gt; equals > 
  &lt;br&gt; equals a break tag <br>

&lt;b&gt; and &lt;/b&gt; equal the 
tags for bold formatting <b> and </b>

Possibility 1: CDATA section
<?xml version="1.0" standalone="no"?>
<doc>
  <para><![CDATA[ <p>Translate 

this text.</p> ]]></para>
  <para><![CDATA[ <p>Text with 

<b>formatting</b></p> ]]></para>
</doc>

<?xml version="1.0" standalone="no"?>
<doc>
  <para>[p]Text to translate.[/p]</para>
  <para>[p]Text with [b]

formatting[/b][/p]</para>
  </doc>

<row documentation="(DE)&amp;cr;&amp; 
lf;Sichere Abschaltung folgender 
Komponenten:&amp;cr;&amp;lf; - 
Abschalten der 24V-Versorgung / CPV-
Ventil&amp;cr;&amp;lf; - Abschalten der 
Digitalausgänge&amp;cr;&amp;lf;" .../>



encoded four of the five characters as entities and maintained that the fifth 
one did not have to be an entity, because the specification only says “should.” 
When I mentioned that the translation tools would expect all of these charac-
ters to be encoded as entities, his response was “then your tools are doing it 
wrong.” His own point of view, of course, but not very helpful for the transla-
tion process.

Actually, not all tools will express an error here — some will just internally 
convert the characters to entities and also export them as such. On the other 
hand, this could then lead to trouble back in the content system, if no entity 
was expected there.

XML is text-only
Often, the text that ends up in an XML file comes from another system. 

That system might use control characters for line breaks and such (Figures 5 
and 6). These control characters are not allowed by XML and therefore lead 
to error messages during import. Unfortunately, most translation tools stop at

Figure 4: XML file with HTML content, including description of the row of a table in 
square brackets.

Figure 5: Control characters for line breaks (EXT) in a CDATA section of an XML file.

Figure 6: Error message upon import of XML with control characters.
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the first mistake that they find. Once the mistake has been 
corrected, the import will stop at the next control char-
acter and so on. It would be nice for our tools to create 
a list of such control characters to let the user correct all 
of them in one go instead of having to play around with 
multiple imports.

XML: Incorrect structures
Although the structure of Figure 7 looks nice and clean 

at first glance, a translation tool will not import this file. 

Why? Because the XML specification states that the 
name of an element must not start with a number.

Unnecessary elements in XML
In this case, the original format was text-based. For lay-

out purposes, it was then converted to something contain-
ing RTF codes for special characters. This then had been 
(at least it looks like it) converted again into some kind 
of XML. The RTF codes for the special characters were 
converted to HTML codes (Figures 8 and 9).

Although the XML file does import into the translation 
tool, the text does not look very nice. The translator can of 
course leave out the tags if the special character (here the 
a-umlaut in German) is not needed in the translation, but 
would be left with hundreds of tag error messages for miss-
ing tags during the quality check. In addition, the transla-
tion memory (TM) would be filled with many segments 
containing tags that are unnecessary (Figure 10).

I am assuming (unfortunately we could never find out 
explicitly) that either the customer will need to convert the 
XML back to the RTF layout, or that the developer did not 
really understand what XML and Unicode could do for them.

XML: Inline tag with different requirements
Another example is the use of an element as an inline 

tag, but with different requirements as to what the tags 
should do. The tag in question was named <internal>. 
When it appears within the <text>...</text> structure, it 
should be treated as any inline tag, as it represents format-
ting. But when it appears within the <other>...</other> 
structure, suddenly only the text between the <internal> 
tags should be open for translation; the rest of the segment 
should not appear for translation.

In this case, an XML filter will not be able to deal with 
the requirements. There is no way to tell a filter to treat 
a certain tag in different ways within the same file. The 
best solution would be to use different tag names for dif-
ferent requirements. The next best solution was to use 
a text filter instead of an XML filter and regular expres-
sions to define the translatable content (Figure 11). As the 
sequence in which regular expressions are listed in the 
filter of the translation tool has an impact on the text that 
is processed, the definitions were:

• Extract text between the <title> tags first.
• Extract then the text between <text> tags.

Figure 7: XML element name consist of numbers.

Figure 8: Text file with RTF codes for German umlaut character 
(Ger\'e4te = Geräte).

Figure 9: Converted to XML; RTF codes now represented with HTML-
codes.

Figure 10: XML in a translation tool.

<?xml version="1.0"?>
<sample>
<title>This is a test sentence.</title>
<text>This sentence contains 

<internal>several</internal> inline 
<internal>tags</internal>.</text>

...
<text>The next segment contains the 

same inline tags as above, but here 
only the content between the inline 
tags needs to be translated.</text>

<other>123456<internal>Text to  
translate</internal>23456<internal>Text 
to translate</internal>34566</other>

</sample>



Technology 

   March/April 2020 71

»  W W W . K A L E I D O S C O P E . A T

T A K I N G  Y O U R  C O N T E N T  G L O B A L

K A L E I D O S C O P E

Corporate Terminology 
Management

Validate, discuss, and define terminology effectively. Communicate 
terminology to corporate target audiences. Enable effective verifi-
cation of terminology.

» EASY ONLINE ROLLOUT 

» COLLABORATIVE EDITING PROCESSES

» LINGUISTIC TERM CHECKING

» REPORTING AND MONITORING

S M A R T Q U E R Y

G LO B A L R E V I EW

E X P E R T TOO L S

Q U I C K T E RM

C H E C K T E RM

E U R O COM

» T e r m i n o l o g y 

» T r a n s l a t i o n s

» Q u a l i t y  M a n a g e m e n t

» G l o b a l  C o n t e n t

Berlin, Germany
June 2, 2020        InterContinental Hotel

im
ag

e 
©

 S
q

ua
re

 E
ni

x

presented by

Learn more at GameGlobal.events

    Registration Opens 
March 9

https://gameglobal.events/
https://gameglobal.events/
https://locworld.com/
https://www.kaleidoscope.at/
https://www.kaleidoscope.at/


Technology

72 March/April 2020             

• Extract then the text between the 
remaining <internal> tags.

• Convert the <internal> tags 
between the <text> tags so that they 
show up as inline tags. Let’s move on 
to XLIFF, as this is a format that is 
increasingly sent to translation directly 
created out of the source content sys-
tem, such as a content management 
system.

XLIFF: Bilingual setup required
XLIFF was created to contain content in the source and the 

target language so that this bilingual content could be trans-
ported between systems, mainly for the translation process. It 
follows that the XLIFF file contains information concerning 
which language is the source language, and which is the target 
language. The following example does state the source and 
target language — unfortunately, not a specific one. 

It is understandable that a translation tool will not know 
what to do with such a file.

HTML
Unlike XML, which can be used quite easily for 

HTML content, XLIFF is not well-suited for this. The 
translation tools don't expect XLIFF to contain HTML, 
and therefore they don't usually offer a way to mark 
up the HTML-type content correctly. Another issue 
that I often see when XLIFF contains HTML is that one 
source segment in the XLIFF file contains several pages 
of HTML-type text. As HTML breaks are not recog-

nized inside XLIFF, this means all that text between the 
<source> tags makes up one big long segment. 

The solution could be to use a search and replace 
action, copy the content from between the <source> 
tags to the <target> tags and use a regular XML filter 
to access only the text between the <target> tags. In 
this case an HTML filter could be added to mark up and 
segment the content correctly.

XLIFF mixed with XML functionalities
XML allows a lot of information inside attributes, like 

the length restriction for the translation or a comment. 
Some of these attributes might not be supported by an 
XLIFF filter. Figure 12 shows an XLIFF file that contains 
an attribute with information whether the text should be 
translatable or not, namely translate="no" (which an XLIFF 
filter can deal with) and also an attribute for the length 
restriction (which an XLIFF filter has no way of using).

The XLIFF filters in our tools might evolve to allow 
for such settings, but until then, a workaround is neces-
sary. One option is to translate the file using a regular 
XLIFF filter, which would not allow you to use the length 
restriction. Or copy the source text between the target 
tags, use an XML filter and use the available settings 
there to indicate what text is non-translatable, and also 
retrieve information on length restriction.

Figure 12: Length restriction (maxwidth) in the trans-unit element.

Figure 13: XLIFF with several issues.

Figure 11: XML file imported with text filter and regular 
expressions to mark up the <internal> tag.

<?xml version="1.0" encoding="UTF-8" 
standalone="yes"?>

<xliff version="1.2" xmlns= 
"urn:oasis:names:tc:xliff:document:1.2">

<file datatype="html" 
original="product"  
source-language="default" 
target-language="default">
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When users are new to XLIFF
The latest example (October 

2019) of an XLIFF file that was sent 
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spot them all in Figure 13?
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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  

           

 
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

         

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 53

       

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 

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 21

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 69
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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 (Ma-
chine Translation), CLM WebEdit (Web-based 
Translation & Review) and MindReader (Author-
ing Assistance). With more than 50 offices in 30 
countries and a global network of prequalified 
freelance translators, STAR provides a unique 
combination of information management tools 
and services required to manage all phases of the 
product information life cycle.
Languages: All
STAR AG (STAR Group headquarters) 
Ramsen, Switzerland, +41-52-742-9200
Email: info@star-group.net, Web: www.star-group.net
STAR Group America, LLC Lyndhurst, OH USA
216-691-7827, Email: lyndhurst@star-group.net
Ad on page 14

locAlizAtion services

Number 1 LSP that you should know
Crestec is a world-class language service provider. 
CSA Research ranks Crestec as a global top 5 LSP 
in the technology sector and global top 6 in the 
manufacturing sector. Headquartered in Japan with 
a network of over 18 sites in the US, Europe and 
Asia, we offer a one-stop comprehensive solution 
for global communications from marketing con-
tent creation and technical writing to localization, 
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 translat-
ing life science projects including clinical protocols 
and reports. We are continuously developing and 
applying innovative technologies such as machine 
translation and associated customer services 
throughout our production process to maximize 
production/service efficiency. ISO 9001: 2015, ISO 
27001 certified.
Languages: 60+
E4NET Co., Ltd. Seoul, South Korea
82-2-3465-8532
Email: l10n@e4net.net
Web: www.e4net.net

    

         

EuroGreek Translations Limited
Established in 1986, EuroGreek Translations Lim-
ited is Europe’s leading Greek localizer, specializing 
in medical, technical, financial and legal transla-
tions 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 qual-
ity 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 83

      

 Mobico – by Saltlux Inc.
Mobico is the new brand name of Saltlux’s tech-
nical communication services, and is also the 
name of the predecessor company to Saltlux, 
established in 1979 as Korea’s first TC business. 
What started as a small enterprise concentrat-
ing on creating  Korean manuals and East Asian 
language translations evolved into a one-stop 
service provider for all your needs in the world of 
business today, including multilingual translation, 
localization, DTP, TW and MTPE. The relentless 
pursuit of progress and perfection results in the 
use of state-of-the-art technology and processes, 
which in turn lead to superior translation quality 
with shorter turn-around times and therefore to 
greater customer satisfaction. 
Languages: More than 70 languages
Saltlux, Inc. Seoul, South Korea 
+82-2-2193-1725
Email: sales@mobico.com 
Web: www.mobico.com/en 

     

ORCO S.A. Localization Services
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 enter-
prises, 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
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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 84

 

A creative approach to localization
At Spark, we fuse creativity with technology to pro-
vide a localization+ service. Helping brands like Mi-
crosoft, Disney and Netflix to develop and deliver 
consistent global branding and hyperlocal content 
creation from marketing activation to packaging. 
Providing creative expertise across the entire con-
sumer journey, continuous workflow solutions and 
seamless integration into business systems: making a 
real difference to your localization needs.
Languages: 120+ 
Spark - Brighter Thinking 
Europe: London, UK 
4+44 (0)207 602 9119
hello@sparkbrighterthinking.com
www.sparkbrighterthinking.com
Ad on page 11

       

 
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 61

           

nonprofit orgAnizAtions

 

Joint National Committee 
for Languages
The Joint National Committee for Languages and 
the National Council for Languages and Interna-
tional Studies (JNCL-NCLIS) represent the interests 
of over 140 member organizations, associations and 
companies in virtually all aspects of the language 
enterprise — education PreK-20, research, train-
ing, assessment, translation, interpreting and lo-
calization — 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 char-
ity powered by translators. We are a volunteer-based 
online community aiming to help our language com-
munity thrive and bridge all the sectors within our 
industry. We facilitate cross-functional collaboration 
among the diverse sectors and stakeholders within 
the language industry and instigate transparency, 
trust and free knowledge. Our mission is to offer free 
access to tools and all other available resources, to fa-
cilitate community-driven projects, to empower lin-
guists and to share educational and language assets. 
Translation Commons Las Vegas, NV USA 
(310) 405-4991
Email: krista@translationcommons.org
Web: www.translationcommons.org

           

    

Translators without Borders
Originally founded in 1993 in France as 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 page 80

recruitment

Globalization Staffing Services
Anzu Global is the premier bilingual staffing 
company in the US with a combined 75 years 
of localization staffing experience. We provide 
contract and full-time globalization personnel 
for technology clients and language service 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 42
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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 minimize 
the need for engineers in the localization process. 
This reduces costs by enabling nontechnical per-
sonnel to manage the localization workflow. Get-
ting 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 12

           

  

     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 30
            

   
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 15

          

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 24

         

Smartling  
Smartling Translation Cloud is the leading transla-
tion management platform and language services 
provider to localize content across devices and plat-
forms. Smartling’s data-driven approach and visual 
context capabilities uniquely positions brands for 
efficiency. Seamlessly connect your CMS, code re-
pository, and marketing automation tools to Smar-
tling’s TMS via prebuilt integrations, web proxy, 
or REST APIs. No matter the content type, Smar-
tling automation tools help you do more with less. 
Smartling is the platform of choice for B2B and B2C 
brands, including InterContinental Hotels Group, 
GoPro, Shopify, Slack, and SurveyMonkey. The 
company is headquartered in New York, with of-
fices in Dublin and London. For more information, 
please visit Smartling.com. 
Smartling New York, NY USA
1-866-707-6278
Email: hi@smartling.com
Web: www.smartling.com 
Ad on page 2
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Wordbee Translator  
Web-based
Wordbee is the leading choice for enterprises and 
language service providers that need to save money 
and make their company run more efficiently. Word-
bee has the most complete feature set of any cloud 
solution:  project management, portal, business ana-
lytics, reporting, invoicing and a user-friendly trans-
lation editor. Tasks such as project and workflow 
setup, job assignment, deadline calculation, multiple 
phase kick-offs and cost management can all be auto-
mated in the collaborative translation platform. Also, 
the Beebox connects CMSs, DMSs or any propriety 
database source with the TMS of the translation ven-
dor or internal translation team. 
Languages: All
Wordbee Soleuvre, Luxembourg 
+352 2877 1204
Email: info@wordbee.com 
Web: www.wordbee.com 

          

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 translations in the 
life science, legal and technical fields. ASTW also 
offers (light and full) post-editing services 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

      

 
birotranslations 
Founded in 1992, birotranslations specializes in life 
science, legal, technical, IT and automotive transla-
tions into all East European languages (Albanian, 
Bosnian, Bulgarian, Croatian, Czech, Estonian, 
Hungarian, Latvian, Lithuanian, Macedonian, 
Polish, Romanian, Russian, Serbian, Slovak, 
Slovenian, Ukrainian). We have a long-term part-
nership with the world's top 100 MLVs and many 
end-clients all around the globe. With our experi-
enced project managers, extensive network of expert 
linguists and usage of the latest CAT tool technol-
ogy, your projects will be delivered on time, within 
budget and with the highest standards of quality. 
For more information, please contact Mr. Matic 
Berginc (details below).
Languages: Eastern European languages 
birotranslations Ljubljana, Slovenia
+386 590 43 557  
Email: projects@birotranslations.com
Web: www.birotranslations.com
Ad on page 38

    

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 of-
fices 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 Ko-
rean, Chinese, Japanese, Vietnamese, Thai, Indonesian.
Hansem, Inc. Gyeonggi-do, South Korea 
+82-31-226-5042
Email: info@hansem.com 
Web: http://hansem.com/en
Ad on page 27

            

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 Mex-
ico, Brazil, USA, Argentina, Bolivia and Guatemala. 
We have dedicated teams for web content, software 
localization and translation of technical, business, 
automotive, biomedical and marketing documents. 
Our software development engineers and translation 
teams provide high-quality and on-time production 
solutions that are cost-efficient, flexible and scalable. 
Languages: Spanish (all variants), Portuguese (all 
variants), Catalan, Basque, Galician, Valencian, 
K'iche', Quechua, Aymara, Guarani
iDISC Information Technologies, S.L. Barcelona, Spain 
34-93-778-73-00
Email: info@idisc.com,  Web: www.idisc.com 
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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. Proj-
ects include the translation of documentation for 
medical devices, surgical instruments, hospital 
equipment and medical software; medical informa-
tion for patients, medical students and physicians; 
scientific articles; press releases; product launches; 
clinical trial documentation; medical news; and  
articles from medical journals. 
Languages: 45, including all EU languages 
MediLingua Medical Translations BV 
Leiden, Netherlands
+31-71-5680862 
Email: info@medilingua.com
Web: www.medilingua.com 
Ad on page 33

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 de-
livering premium solutions to the translation indus-
try 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. 
Discover a new world with memoQ, and let our 
team help optimize your translation processes and 
make your business more successful. 
Languages: All 
memoQ Budapest, Hungary
+3618088313
Email: sales@memoq.com
Web: www.memoq.com 

         

SDL plc
SDL is the global innovator in language transla-
tion technology, translation services and content 
management. Over the past 25 years we’ve helped 
companies deliver transformative business results 
by enabling powerful, nuanced digital experi-
ences with customers around the world.  SDL is the 
leading provider of translation software to the 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  
Ad on page 4
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Takeaway

Français libre

Ingrid Cruz is a freelance writer, independent 
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.

Ingrid Cruz 

I lived in a private dorm near the hospital district and had roommates 
from several Mexican states: Veracruz, Oaxaca and Puebla. I was the 
only one from the United States, and am Salvadoran-American. There 

was only one real foreigner there, 
a French exchange student named 
Nico who hailed from Nantes. 
He listened to us and then, in an 
amused voice, he flatly explained 
that Mexican lucha libre is from 
France.

It was a beautiful fall day, and I was sitting in the living room 
with my roommates in Mexico City in 2008, where I was studying 
abroad. The TV was blaring and we were discussing lucha libre, 
or Mexican wrestling.   

Photo by Larry Costales on Unsplash
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We protested his claims. 
How dare he imply that lucha 
libre comes from France?! It 
was probably a relic of the 
pre-Colombian era! It was a 
Mexican version of wrestling! No 
way was lucha libre from the same 
culture that brought us romance 
and croissants! Baffled, we teased 
him quite a bit and started to 
Google lucha libre. The common 
room where we hung out got quiet.

Our annoying roommate was 
right.

Lucha libre arrived to Mexico 
via the French, but the sport 
has Greco-Roman roots and has 
existed since around 3000 BCE, 
according to historians. Like 
anything else, the sport evolved 
quite a bit, but it wouldn’t have 
existed without Napoleon III and 
his failed mission to take over 
Mexico.

In the 1860s, Mexico was going 
through a period of unrest and 
instability. The country owed 
money to bigwigs such as Spain, 
England, France and United 
States. Napoleon III tried to 
meddle in Mexico’s affairs using 
these unpaid debts as an excuse 
to invade the country and expand 
French influence in the region. 
The French also took advantage of 
the fact that the US was busy with 
its Civil War and unable to enforce 
Manifest Destiny, empowering 
Europe to meddle in the Americas 
after a period of staying away.

Some Mexican elites supported 
the French invasion. There was 
just one problem: the French 
overestimated their military 
prowess, and they lost several 
important battles.

The French were able to gain 
some momentum in 1863 and they 
occupied Mexico City. Archduke 
Ferdinand Maximilian was named 
the Emperor of Mexico in 1864, but 
his “reign” didn’t last long. In 1867, 

French troops had to leave because 
their government could no longer 
sustain their stay. Americans were 
united once more and were willing 
to invade Mexico to get rid of the 
European presence that could 
threaten their domination. So the 
Archduke was executed that year, 
ending the French invasion and 
collapsing Napoleon III’s empire 
completely. 

However, Archduke Maximil-
ian’s execution didn’t erase French 
contributions to Mexican culture. 
Historians say that lucha libre, 
or Mexican wrestling, had its 
genesis during this failed French 
intervention.

First things first: the French style 
of wrestling was Greco-Roman 
in its roots and only allowed 
competitors to use their hands 
and arms during sparring. Enrique 
Ugartechea, considered the first 
Mexican wrestler, decided to 
modify the sport. He invented a 
more freestyle version of the sport 
that paved the way for lucha libre as 
we know it today. 

Lucha libre continued to 
become popular and Mexicans 
really did transform this new 
pastime into something that’s 
totally their own. The country 
eventually fell into a dictatorship 
under commander Porfirio Díaz. 
Mexican wrestling thrived during 
this era, in part because there was 
a public desire to find amusement 
during the dictatorship. Two 
Italians, Antonio Fournier and 
Giovanni Reselevich, began 
promoting matches to the masses. 

In 1929, lucha libre became a 
Mexican phenomenon. Mexican 
native Salvador Lutteroth 
González was living and working 
in the United States when he saw a 
wrestling match in El Paso, Texas. 
He was captivated by the sport 
and decided to introduce this 
format to his home country. Four 

years later he created the Empresa 
Mexican de Lucha Libre (EMLL, 
or Mexican Wrestling Company), 
now known as Consejo Mundial de 
Lucha Libre (CMLL, or Worldwide 
Mexican Wrestling Council).

Mexican wrestling reached its 
apex under Lutteroth, who got his 
start by presenting his first matches 
in Estadio Modelo, a 5,000-person 
venue that was meant to be 
demolished. Lutteroth eventually had 
to find larger venues. Television also 
allowed people to watch matches in 
the comfort of their home.

Masks and secret identities 
became an important part of the 
Mexican iteration of wrestling 
in 1942, when Santo (The Saint) 
became the most popular wrestler 
of his era. He’s still considered the 
best Mexican wrestler of all time 
and always donned a silver mask 
during matches. 

Today, Mexican wrestling 
remains popular because of its 
distinct style. Wrestlers in Mexico 
focus on moves with flair, often 
choosing acrobatic or high-flying 
moves meant to get their 
audience’s attention. The theatri-
cality of Mexican wrestling stands 
in contrast to Olympic wrestling, 
which remains similar in style 
to its original iteration. Mexican 
wrestlers also tend to be smaller 
and thinner than their US-based 
colleagues in the WWE — and 
more acrobatic.

Things always come full circle 
though. Sports Illustrated reports 
that lucha libre, or Mexican 
wrestling, has become increasingly 
popular in the United States. 

As for the French? It is said that 
the French also contributed to the 
evolution of mariachi music, and 
even resulted in the creation of 
new pastries. Their influence was 
short-lived and subtle, but it’s still 
part of the rich tapestry of Mexican 
culture.   

https://www.olympic.org/wrestling-greco-roman
https://www.olympic.org/wrestling-greco-roman
https://www.u-s-history.com/pages/h101.html
https://history.state.gov/milestones/1861-1865/french-intervention
https://deluchadores.com/origen-lucha-libre/
https://deluchadores.com/origen-lucha-libre/
https://theculturetrip.com/north-america/mexico/articles/the-lucha-libre-a-brief-history-of-mexican-wrestling/
http://maskalucha.com/history-of-lucha-libre.aspx
http://cmll.com
http://cmll.com
https://www.imdb.com/name/nm0763803/
https://www.si.com/wrestling/2019/09/17/lucha-libre-mexico-united-states


https://www.eurogreek.com/
https://www.eurogreek.com/
mailto:production@eurogreek.com


www.rws.com/moravia

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? 

http://www.rws.com/moravia
http://www.rws.com/moravia

	Untitled



