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IIf I don’t know a lot about a 
subject, I prefer to leave the talking 
to the experts. It’s our basic policy 
here at MultiLingual: we collect 
articles from people who have more 
experience with what they’re writing 
about than a reporter or business 
writer. More than even a writer 
covering the localization beat. We 
look for articles written by people 
with firsthand experience, in ways 
similar to how courtrooms approach 
the idea of who is qualified to testify. 

And right now, the more I read 
about Central and Eastern Europe 
(CEE), and particularly the situation 
with Russia and Ukraine, the less 
expert I feel.

In our columns, Kate Edwards 
addresses this particular situation 
from the neutral standpoint of a 

cartographer. From there our focus 
expands to less controversial and 
less-discussed parts of the region. 
Although CEE has had more than its 
fair share of controversy and breaking 
news over the years, from Poland 
to Kosovo, the region as a whole 
appears to be stabilizing and offering 
practical, solid business opportunities. 
As proof of this, Daria Karapetkova 
addresses the state of Bulgarian 
translation, and Marek Makosiej 
offers his take on whether or not 
to become a CEE-based regional 
language vendor. Vitaliy Vorobyov 
and Igor Shvydkoy offer their 
thoughts on why localization for the 
CEE region in general is important. 

We are additionally covering 
some topics we’ve never looked at 
before, including methods of paying 
freelance translators and the work-

related motivations of Generation 
Y in various regions around the 
world. We have two articles about 
using language to make the world a 
better place, one from Tim Brookes 
on how he is turning his endangered 
alphabets project into art and 
activism, and another from Richard 
Kühnel on what permaculture is and 
how to interpret for it. 

If you’re into further reading 
from the experts, we offer two 
book reviews to give you some 
ideas. One discusses Translation and 
Localisation in Video Games: Making 
Entertainment Software Global by 
Miguel Á. Bernal-Merino; the other 
looks at The Book of Standing Out: 
Travels through the Inner Life of 
Freelance Translation by Andrew 
Morris.  W 

From the experts

Katie Botkin               Post Editing
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On December 4-5, 2014, LT-
Innovate, the European Associa-
tion of the Language Technology 
Industry, joined forces with Alta 
Plana, Seth Grimes’ US-based IT 
strategy consultancy, to convene 
the LT-Accelerate conference, 
covering developments and 
business opportunities in text 
and speech analytics enabled by 
language technology.

With Brussels as the venue, 
one of the key themes was how 
language technology solutions 
may drive the analytics platforms 
of tomorrow. LT-Accelerate at-
tracted around 100 attendees 

and featured 42 speakers, mainly from 
Europe, plus a few speakers from the 
Americas and Asia.

LT-Accelerate was the first event of 
its kind, bringing together technologists 
from active analytics user companies (such 
as Elsevier, Total, Dell and IBM) with tech 
suppliers and brand social media special-
ists (including ESOMAR, the European 
marketing research organization) that use 
language technology and analytics in their 
daily work on social and other media.

The underlying message from the 
entire event is that disruption is immi-

nent in the business intelligence field. 
Language technologies are delivering 
insights derived from nuanced emotion 
and intention discovered in large collec-
tions of text-and speech-based unstruc-
tured data. Natural language processing 
creates and applies models of topics 
and meanings implicitly expressed in 
language. Outputs enable businesses and 
governments to strategize in relevant 
ways about their processes and targets.

The overall language challenge is huge: 
social media posts are packed with slang, 
typos and abbreviations in a broad range 
of languages that need to be identified and 
understood in real time. At the same time, 
spoken data from contact centers can gen-
erate up to 11 terabytes of data a year that 
need “listening to” — increasingly by robots.

On top of that, Robert Dale of Arria 
projected that by 2020, more text will 
be produced by machines than humans, 
via automated content generation. The 
overall takeaway of the conference was 
this: by 2030, machines will be generat-
ing web content on social media that 
will in turn be monitored and analyzed 
by machines. Is that a threat or an 
opportunity?

Text and speech analytics conference for Europe’s multilingual marketplace 
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Localization Evolved
Expert Translation
Agile Localization

Automated Translation Technology
Multilingual Testing
Language Review

Global Marketing Solutions
Engaging Customers

Influencing Behaviours
Multilingual SEO 

Transcreation
Brand Optimization
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Top current trends in foreign 
languages

1. The “Language Enterprise”
The “Many Languages One World” 

(MLOW) Essay Contest and Global Youth 
Forum, sponsored by the United Nations 
Academic Impact (UNAI) and ELS Edu-
cational Services, a Berlitz company, and 
hosted by Adelphi University, invited col-
lege and university students from all over 
the world to write an essay in one of the 
official languages of the United Nations — 
but not their own — on the UNAI principles. 
The contest was announced in October 
2013, with essays due in March 2014. Over 
4,000 people were involved in the process, 
with almost 1,500 students from 128 coun-
tries submitting essays and recommended 
by faculty members at their institutions.

After a rigorous selection process, 
ten winners were selected for each of 
the six official languages of the UN and 
were brought to New York in June 2014, 
all expenses paid, for a week, which 
included their presentations at the UN 
General Assembly. Winners were from 26 
different countries on six continents and 
included eight US students.

The British Academy Language 
Programme and its “case for language 
learning” collaboration with The Guard-
ian highlighted the need for foreign 
languages through newspaper articles, 
research publications, and public events 
such as the Language Festivals 2013 and 
2014. Coinciding with this campaign, 
a National Curriculum, including ad-
ditional foreign language requirements, 
was published in the UK.

Meanwhile, the Joint National Com-
mittee for Languages and the National 
Council for Languages and International 
Studies (JNCL-NCLIS), whose mission is 
“to ensure all Americans have the op-
portunity to learn and use English and 
at least one other language,” has over 60 
members, including professional associa-
tions and corporate members.

2. Foreign language advocacy
The American Association of Teach-

ers of French (AATF) Commission on 
Advocacy is an example of an advocacy 
initiative from a professional associa-
tion. It has been extensively involved in 
promotion and advocacy for French since 
the early 1990s.

3. The global anglophone  
    foreign language deficit

Americans are among the least likely 
in the world to speak another language 
and only one in four Americans are 
capable of holding a conversation in a 
language other than English. Relatively 
few American students study foreign 
languages, with only 18.5% of K-12 
students and only 8.6% of college and 
university students enrolled in a course 
in a language other than English, ac-
cording to the American Council on the 
Teaching of Foreign Language (ACTFL) 
and the Modern Language Association 
(MLA) respectively. Over the past 50 
years, among college and university 
students, enrollment in a language other 
than English has decreased from 16% to 
8.6%, just as the world was transition-
ing from the postcolonial to the global 
era. Although the precipitous decline 
in foreign language enrollments in the 
1970s and 1980s has stabilized, foreign 
language enrollments have not increased 
in proportion to globalization.

Compared to Americans, 56% of 
Europeans are capable of holding a 
conversation in a second language, and 
virtually all Europeans and many others 
around the world study one or more 
foreign languages.

The US foreign language deficit has 
been demonstrated to negatively impact 
our economic and national security, and 
the public and scholarly conversation on 
the lack of foreign language skills among 
Americans has persisted for decades, 
with limited results.

Around the world, native English-
language speakers are reluctant to learn 
foreign languages. While Americans 
are among the least likely in the world 
to learn another language, the United 
Kingdom and Ireland have the lowest 
levels of foreign language proficiency 
in Europe, and in Australia, only 12% of 
year 12 (final year) students take a for-
eign language.  

4. Career opportunities in  
    foreign languages

According to the Occupational Out-
look Handbook, careers in language ser-
vices are projected to increase by 46%, or 
much faster than average, through 2022. 
It is important to remember the size of 
the language sector in the United States, 
with 300,000 in the educational sector, 

200,000 in the private sector, more in 
government, and $25 billion each year 
in the US economy. Three of the top 
five (and five of the top ten) language 
services providers in the world are US 
companies.

5. Languages for Specific   
    Purposes (LSP) and Business  
    Language Studies (BLS)

LSP and BLS programs are designed 
to provide students with the foreign 
language skills needed in the workplace. 

The Centers for International Business 
Education (CIBERs), a US Federal initia-
tive with approximately 30 participating 
institutions each year, includes interdis-
ciplinary collaborations with foreign lan-
guage departments to develop business 
language courses.

The Network of Business Language 
Educators (NOBLE) and the AATF Com-
mission on French for Business and 
Economic Purposes are examples of pro-
fessional associations in this field.

6. Programs for heritage  
    language speakers

Heritage language speakers may not 
always be aware of the potential career 
advantage they possess through their 
heritage language knowledge. As their 
language learning needs are typically dif-
ferent from those of a foreign language 
learner, specialized programs are needed. 
Examples of successful programs for heri-
tage language speakers include Fairleigh 
Dickinson University’s Puerta al Futuro, 
Latino Promise, MiraeRo! and Cheng Gong 
programs.

7. Immersion programs
In the United States, Delaware and 

Utah have launched statewide foreign 
language immersion initiatives, and Lou-
isiana offers a large number of French 
language immersion programs. In ad-
dition, many local immersion programs 
exist across the country.

Challenges and future needs
The challenge is the global reluc-

tance among English-language speakers 
around the world to dedicate the time 
and effort necessary to acquire foreign 
language skills at the level of proficiency 
or fluency necessary for them to be a ca-
reer asset. While many English-speakers 
may believe that, as English is the global 
lingua franca, they do not need to learn 

http://www.multilingual.com
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another language, this is far from true 
in a globalized world where 75% of the 
population does not speak English.

Even English-speaking expats and 
study-abroad students may believe that, 
because office meetings and university 
classes are conducted in English, they 
do not need to know the local lan-
guage, failing to consider that social 
interactions at work and at school, as 
well as local day-to-day life, will be 
far easier and more rewarding if they 
have proficiency in the local language. 
—Kathy Stein-Smith, chair, AATF Com-
mission on Advocacy

Game QA & Localization 
Forum held in California 

In December 2014, professionals in 
quality assurance (QA) and localization 
in the video game industry convened 
once again in San Francisco to discuss 
their craft at the Game QA & Localiza-
tion Forum. In its second year in San 
Francisco, the event was well-attended 
by a wide range of professionals, many 
quite notable in their respective fields 
and compared to the 2013 offering, 
this event had a more robust lineup of 
localization topics and speakers. Many 
key game companies were represented, 
including Sony, Blizzard, Microsoft, Ubi-
soft, Ouya and Kabam.

The topics consisted of a good variety 
that highlighted some key issues around 
game localization at the moment; from 
PayPal’s discussion of the differences in 
localization between regular software 
and games, to Microsoft’s presentation 
on localization automation and all the 

challenges that entails. I always feel 
that case studies are particularly useful, 
and Ubisoft’s breakdown of how their 
localization testing operated for “Watch 
Dogs” was very informative. 

For my part, this was my second time 
participating in the event as a speaker, both 
times focused on my specialty of cultural-
ization. In 2013, I delivered a general lecture 
on the topic while at this 2014 event I pre-
sented more specifically on the differences 
in culturalization considerations between 
games set in the “real-world” versus those 
set purely in a “fantasy world.”

Given that the Game Localization 
Summit (created and organized by the 
IGDA’s Localization SIG) at the annual 
Game Developers Conference in San 
Francisco has now been discontinued, 
the Game QA & Localization Forum 
seems well-placed to serve as another 
key venue for game localization profes-
sionals to convene. This is in addition 
to the excellent, long-running Game 
Localization Round Table event that has 
been held at LocWorld. I’m looking for-
ward to seeing how this particular event 
continues to evolve in coming years. 
            —Kate Edwards

Updated Translation and the 
Computer conference  

held in London

Translating and the Computer 36 was 
held November 27-28, 2014, in London. 
The conference is now organized by 
AsLing, the International Association for 
Advancement in Language Technology, 
and it offered a new format, with work-
shops and poster sessions paralleling 

presentations. The new format was well 
received by 108 global attendees. 

The conference attracted freelance 
translators and interpreters, language ser-
vice providers, translation departments of 
large corporations and international or-
ganizations, tool vendors and researchers.

Gábor Prószéky of MorphoLogic, the 
first day’s keynote, provided a review of 
machine translation (MT) to date, and of-
fered insights into the future. Other high-
lights included professor Miguel Crespo’s 
talk on crowdsourcing, academic Kevin 
Flanagan on translation memory subseg-
ment recall and researcher Tom Vanal-
lemeersch on improving fuzzy matching. 
These were flanked by workshops from 
SDL and the new MateCat, from trainer 
Jerzy Czopik on quality assurance and 
from lecturer Joanna Drugan on quality 
and integration of standards and tools.

AsLing celebrated John Hutchins with 
an award for his lifetime work on the MT 
Archive.

Consultant Angelika Zerfaß excelled 
with a second day keynote on the role of 
tools, followed by insights from Terence 
Lewis and Andrzej Zydroń of XTM, while 
Antonio Toral presented the challenge: Is 
machine translation ready for literature? 
In the workshops, Attila Görög of TAUS 
revisited quality estimation and Kilgray 
presented memoQ 2014, Michael Far-
rell of IntelliWebSearch and researcher 
Jessica Xiangyu Liu examined teaching 
computer-aided translation tools pro-
gressively. All this, as well as a stimulating 
panel debate on what a “Toolkit 2020” 
might be, plus a dozen more talks and 
some excellent posters, resulted in thanks 
and congratulations to the organizers on 
reinvigorating this conference, and many 
promises of returning next year.
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The Translating and Computer 36 conference 
was held at One Birdcage Walk, 

located in the heart of Westminster. 
Photo by Peter Luckhurst 

- Institution of Mechanical Engineers. 
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memoQ 2014 R2
Kilgray Translation Technologies, a de-

veloper of translation productivity tools, 
has announced the release of memoQ 
2014 R2. The latest version includes fea-
tures such as sharing translation memo-
ries and termbases, web-based project 
management and a more user-friendly 
segmentation rules editor.
Kilgray Translation Technologies  
www.kilgray.com

Customer Experience Cloud version 2
SDL, a provider of global customer expe-

rience management, has released Customer 
Experience Cloud version 2. The new ver-
sion includes redesigned scenarios and a 
new focus on capability, creating a reusable 
service throughout a product suite.
SDL www.sdl.com

QA Distiller 9
Yamagata Europe, a documentation 

solutions company, has developed version 
9 of QA Distiller, its translation quality 
control software. New features include a 
faster XML parser and the ability to add 
alternative language codes to automati-
cally detect languages.
Yamagata Europe  
www.yamagata-europe.com

Globalyzer 4.6
Lingoport, Inc., a provider of software 

internationalization tools and services, 
has announced the release of Globalyzer 
4.6, featuring enhanced JavaScript inter-
nationalization and introducing the abil-
ity to filter/retain string literals that are 
compared with, or assigned to, variables.
Lingoport, Inc. www.lingoport.com

Translation Management System
Lingotek, a developer of collaborative 

translation technology, has introduced 
a new component of The Translation 
Network. The Translation Management 
System, designed for multivendor 
translation, enables brands to choose 
any translation agency for in-workflow 
translation.
Lingotek www.lingotek.com

Kantan Preprocessor
KantanMT, a subscription-based machine 

translation service, has added Kantan 
Preprocessor, a new capability designed 
to allow its community to create, test and 

manage customized preprocessing rules for 
training data, such as date formats and dif-
fering placeholder counts in the source and 
target text.
KantanMT http://kantanmt.com

CCJK Technologies translation 
application program interface

CCJK Technologies, a translation ser-
vices company, has launched a human 
translation application program interface 
(API). The CCJK API features enable users 
to interact with translation resources and 
services.
CCJK Technologies www.ccjk.com

Memsource WordPress  
WPML support

Memsource, developer of a cloud transla-
tion environment for corporate translation, 
has introduced a new file type that allows 
WordPress users of the WPML multilingual 
plugin to translate WordPress XLIFF files in 
Memsource. Updates also include eight ad-
ditional languages.
Memsource www.memsource.com

Linguee updates
Linguee, an online translation tool 

combining an editorial dictionary and a 
search engine, has added autocomple-
tion and autocorrection technology, and 
is now available in a mobile version.
Linguee GmbH www.linguee.com

Business

MadCap acquires Doc-To-Help
MadCap Software, Inc., a multichannel 

content authoring company, has acquired 
and relocated Doc-To-Help, an authoring 
and multichannel publishing solution, to 
its headquarters in La Jolla, California. 
Both products will continue to be sup-
ported and updated independently.
MadCap Software, Inc.  
www.madcapsoftware.com

New office for Eriksen
Eriksen Translations Inc., a provider of 

language services such as website and 
software localization, voiceovers and 
subtitling in over 100 languages, has 
moved to new office space in Brooklyn, 
New York.
Eriksen Translations Inc. www.eriksen.com

Monterey Institute of International 
Studies changes name

The Monterey Institute of Interna-
tional Studies (MIIS) has changed its 
name to Middlebury Institute of Interna-
tional Studies at Monterey. The change 
is intended to benefit the institute and 
its students, faculty, staff and alumni 
with a growing collaboration between 
Monterey and Middlebury.
Middlebury Institute of International  
Studies at Monterey www.miis.edu/translate
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Realtid Translation Chat Service
Up & Down Consulting has officially 

launched Realtid Translation Chat Ser-
vice, a software as a service chat plat-
form that provides users with real-time 
translations to manage international 
communications in 80 languages.
Up & Down Consulting www.realtid.us.com

Localization Institute updates website
The Localization Institute, an organizer 

of vendor-neutral conferences, seminars 
and round tables, has updated its website 
design. The Institute offers customized 
training, consulting and speaking en-
gagements to address company-specific 
requirements.
The Localization Institute, Inc.  
www.localizationinstitute.com

Alpha Languages redesigns website
Alpha Languages, a provider of linguis-

tic services including technical and liter-
ary translations, interpreting, congress 
and event organization, has redesigned 
its website.
Alpha Languages www.alphalanguages.it

BeyondWordz
Shakti Enterprise, a provider of transla-

tion services, has expanded its brand and 
launched BeyondWordz, a partner com-
pany focused on website localization.
Shakti Enterprise www.shaktienterprise.com

New locations for HansemEUG
HansemEUG, Inc., a provider of solu-

tions for content development, trans-
lation and localization, has opened a 
European sales office in the UK, and a 
language center in Vietnam.
HansemEUG, Inc. www.hansemeug.com

New website for Capita 
Capita Translation and Interpreting, 

part of the Justice and Secure Services 
division of Capita Plc, has launched a 
new website. The division focuses on the 
importance of data security in the lan-
guage industry.
Capita Translation and Interpreting  
www.capitatranslationinterpreting.com

Textcase opens Boston office
Textcase, a provider of book (fiction 

and nonfiction), online and document 
translation services, has opened an office 
in Boston, Massachusetts.
Textcase www.textcase.nl

Resources

Web Globalization Report Card
Byte Level Research, analyst of the 

art and science of web globalization, 
has released its 2015 Web Globalization 
Report Card analyzing 150 global web-
sites across more than 15 industry sec-
tors. Websites were graded according to 

number of languages supported, global 
navigation, global and mobile website 
architecture and localization. The top 25 
websites overall include companies such 
as Google, Starbucks, Hotels.com and 
Facebook.
Byte Level Research www.bytelevel.com

Partnership to assign  
identifiers to language resources

The European Language Resources 
Association has partnered with the Lin-
guistic Data Consortium to implement 
the International Standard Language 
Resource Number process and to assign 
identifiers to all the language resources 
in their catalogues.
European Language Resources Association  
www.elra.info

WIPO Pearl terminology portal
The World Intellectual Property Organi-

zation (WIPO) has developed a multilingual 
terminology portal providing access to 
scientific and technical terms derived from 
patent documents. The database currently 
contains 14,951 concepts; 91,152 terms; 
and features ten languages.
World Intellectual Property Organization  
www.wipo.int

Ways to revamp quality framework, 
interpreting service industry changes

Common Sense Advisory, Inc., an inde-
pendent market research firm specializ-
ing in the language service industry, has 
published a report to assist companies in 
creating a proactive framework for the 
linguistic quality assurance process.

Common Sense conducted a survey of 
197 buyers of interpreting services from 
25 countries. The results are available in 
a report focused on four issues: the de-
mand for interpretation, vendor sourc-
ing practices, interpreter qualification 
requirements, and vendor management 
and measurement.
Common Sense Advisory, Inc.  
www.commonsenseadvisory.com

ELRA adds written and 
terminological resources

The European Language Resources As-
sociation (ELRA) has added a new written 
corpus and terminological resource to its 
catalogue. The Khresmoi manually an-
notated reference corpus is a collection 
of Khresmoi English web documents an-
notated with key entities such as disease 
and drug.

http://www.realtid.us.com
http://www.localizationinstitute.com
http://www.alphalanguages.it
http://www.shaktienterprise.com
http://www.hansemeug.com
http://www.capitatranslationinterpreting.com
http://www.textcase.nl
http://www.bytelevel.com
http://www.elra.info
http://www.wipo.int
http://www.commonsenseadvisory.com
mailto:news@multilingual.com
http://www.Payoneer.com
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The reference dataset for terminology 
extraction and classification research 
in computational linguistics is a set of 
manually annotated terms in the English 
language that are extracted from the 
ACL Anthology Reference Corpus.
European Language Resources Association  
www.elra.info

White paper:  
machine translation basics

Capita Translation and Interpreting 
has released a new white paper on the 
fundamentals and benefits of machine 
translation (MT). It is intended to help 
evaluate how MT can be introduced into 
localization workflows to solve real busi-
ness challenges.
Capita Translation and Interpreting  
www.capitatranslationinterpreting.com

People

Recent industry hires
 ■ Bromberg Translation Services, a 

provider of language services such as 
interpreting, website localization and 
online training, has hired Irina Loutts as 
business developer.
Bromberg Translation Services 
www.brombergtranslations.com

 ■ Netwire, a provider of language 
services that include transcription, sub-
titling and voiceover, has hired Maria 
Victoria Colella as project manager for 
its Rosario, Argentina, office.
Netwire www.netwire.com.br

 ■ CSOFT International, Ltd., a provider 
of localization, testing and software de-
velopment, has hired Will Knight as ex-
ecutive vice president, global growth and 

Jeffrey (Jeff) Wood, Middlebury Institute of 
International Studies at Monterey (MIIS), 
career and academic advisor. Jeff lives in 
Carmel Valley, California, about 15 miles 
southeast of Monterey.

How did you get started in this industry?
After working as a career advisor at Ben-
nington, Williams and Occidental colleges 
for 11 years, I had the opportunity to come 
to the Monterey Institute in the summer of 
1985 to run its overall career and alumni 
office. As the Institute grew over the years, 
the career function decentralized into four 
areas (the international business MBA, 
international policy, language teaching and 
translation and interpreting) and I found 
that I loved working with the students, 
faculty and alumni of the translation and 
interpreting group, which comprise about 
25% of our student body.

How long have you worked in the industry?
For 30 years, which for me totals 19 ATA 
conferences and thousands of counseling 
sessions with students and alumni.

Which industry social feeds (twitter, blog, 
LinkedIn, Facebook) do you follow? 
The ATA Savvy Newcomer; INTERSECT 
newsletter from Cross-Cultural Commu-
nications (community interpreting); the 

Global Communicator from Global Language 
Solutions, MIIS Facebook TLM (Localization) 
Group, GALAxy Newsletter; MultiLingual in 
both the online and hardcopy versions; daily 
LinkedIn updates; and the MIIS Facebook 
group and Middlebury Facebook group, 
among others.

What do you do in your spare time?
I help my son in San Francisco with his con-
temporary art gallery on Sutter Street, play 
tennis, go to as many museums as possible, 
see musicals and watch the Boston Red Sox, 
as my grandfather was a star pitcher for 
Boston in the dead ball era of around 1912.

Why do you read MultiLingual? 
To find out who is doing what with whom 
and when in the translation and localiza-
tion industry. It expands my knowledge on 
new developments in the field, especially 
related to technology. It also gives me a 
worldview of the field rather than just a 
California or US view.

Featured Reader Profile

Jeffrey (Jeff) Wood
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operations. Knight worked for more than 
15 years at Microsoft and most recently 
at Rackspace.
CSOFT International, Ltd. www.csoftintl.com

 ■ OmniLingua Worldwide, LLC, a global 
language management services firm, 
has added two localization-experienced 
members to its senior management team: 
Michael Chugranis as vice president of 
sales and Uwe Muegge as vice president 
of strategic technology solutions.
OmniLingua Worldwide, LLC  
www.omnilingua.com

 ■ TOIN Corporation has hired Sheena 
Makhecha as account manager for its 
Mountain View, California, location. 
Makhecha has a decade of experience in 
localization management, and also has a 
background in the financial industry.
TOIN Corporation www.to-in.com

 ■ VistaTEC, a provider of localization, 
process management and global release 
strategies, has hired Anthony Perez as di-
rector of sales for the US Midwest. Perez 
was previously with SDL and for the past 
six years has focused on brand localiza-
tion and management.
VistaTEC www.vistatec.ie

Clients and Partners

ProNova chooses MadTranslations
MadTranslations, a division of MadCap 

Software, has been chosen by ProNova, a 

provider of proton therapy, to translate 
documentation developed in MadCap 
Flare from English to Chinese.
MadCap Software, Inc.  
www.madcapsoftware.com

KantanMT selected by Transistent
KantanMT, a subscription-based ma-

chine translation service, has been se-
lected by Transistent, a global language 
and editing service provider based in 
Istanbul, as its preferred supplier of ma-
chine translation services.
KantanMT http://kantanmt.com

Kaleidoscope, Plunet  
partner technology

Kaleidoscope GmbH, a multilingual 
product management company, has 
partnered its smartQuery role-based 
web portal with Plunet BusinessManager 
developed by Plunet GmbH, a provider 
of business management software for 
translation services and agencies.
Kaleidoscope GmbH www.kaleidoscope.at
Plunet GmbH www.plunet.com

Lingotek, Lingoport partner
Lingotek, a developer of collaborative 

translation technology and The Transla-
tion Network, has announced a global 
partnership and technical integration 
with Lingoport, Inc., a provider of soft-
ware internationalization tools and ser-

vices. The integration allows automatic 
identification of user-interface strings, 
verifies locale completeness, tracks miss-
ing or nontranslated strings, translates 
them and brings the finished product 
back into a user’s code repository.
Lingotek, www.lingotek.com
Lingoport, Inc. www.lingoport.com

Announcements

Translavic celebrates 10 years
Translavic BV, a translation service 

provider specializing in Eastern European 
languages, with its headquarters in the 
Netherlands and a branch office in Po-
land, is celebrating its tenth year in busi-
ness. The Polish branch has also moved 
into a new office space.
Translavic BV www.translavic.eu

Annual global language services 
and technology market survey 

Common Sense Advisory, Inc., an in-
dependent market research firm special-
izing in the language services industry, 
has issued a call for participation in its 
annual global language services and 
technology market survey. The survey 
is for language service providers and 
technology vendors only. Participation 
deadline is March 31, 2015.
Common Sense Advisory, Inc.  
www.commonsenseadvisory.com

e-mails are fun again
MindReader® for Outlook
Quick and consistent e-mail communication.

Get your free trial license!
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related information?

 
Participate in  
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www.multilingualblog.com
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companies in 48 categories: 
www.multilingual.com/ 
industryResources

Follow us on:
www.twitter.com/ 
multilingualmag

www.facebook.com/ 
multilingualmagazine
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C
alendar

March

Google Translate and Crowdsourcing
March 19, 2015, Mountain View, California USA.

International Multilingual User Group 
www.meetup.com/IMUG-Silicon-Valley/events/213590012

GALA 2015
March 22-25, 2015, Sevilla, Spain.

Globalization and Localization Association 
www.gala-global.org/conference

think! Interpreting
March 23, 2015, Sevilla, Spain.

Globalization and Localization Association 
www.gala-global.org/conference/think-interpreting

Sixth Annual Translation Conference
March 23-24, 2015, Doha, Qatar.

Translation and Interpreting Institute, www.tii.qa/conference

Intelligent Content 2015
March 23-25, 2015, San Francisco, California USA.

Content Marketing Institute 
www.intelligentcontentconference.com

The Translation and Localization Conference
March 27-28, 2015, Warsaw, Poland.

Localize.pl, TexteM, Wantwords, Big Talk School 
www.translation-conference.com

MONTEREY FORUM 2015
March 28-29, 2015, Monterey, California USA.

Middlebury Institute of International Studies 
http://bit.ly/1w45oFb

April

TAUS Executive Forum
April 9-10, 2015, Tokyo, Japan.

TAUS,  https://events.taus.net/events/forums/ 
taus-executive-forum-2015

MadWorld 2015
April 12-14, 2015, San Diego, California USA.

MadCap Software, Inc. 
www.madcapsoftware.com/events/madworld

LocWorld27 Shanghai
April 13-15, 2015, Shanghai, China.

Localization World Ltd., www.locworld.com

Elia Networking Days Lyon
April 16-18, 2015, Lyon, France.

European Language Industry Association 
www.elia-association.org/Networking-Days

TCeurope Colloquium
April 17-18, 2015, Brussels, Belgium.

STC-France, www.tceurope.org/colloquia

10th EUATC International Conference
April 23-24, 2015, Lisbon, Portugal.

European Union of Associations of  
Translation Companies, www.euatc.org/conference

ITI Conference 2015
April 23-25, 2015, Newcastle upon Tyne, UK.

Institute of Translation & Interpreting 
http://iti-conference.org.uk

International Congress on Medical Interpreting
April 24-26, 2015, Rockville, Maryland USA.

International Medical Interpreters Association 
http://imiaweb.org/conferences/2015conference.asp

6th Language Creation Conference
April 25-26, 2015, Horsham, UK.

CONLANG, http://conlang.org/language- 
creation-conference/lcc6

Riga Summit 2015
April 27-29, 2015, Riga, Latvia.

Tilde, Meta-Net, LT-Innovate, http://rigasummit2015.eu

May

EAMT 2015
May 11-13, 2015, Antalya, Turkey.

European Association for Machine Translation, www.eamt2015.org

World Wide Web Conference
May 18-22, 2015, Florence, Italy.

WWW, W3C, www.www2015.it

Localization Project Managers Round Table
May 20-22, 2015, Berkeley, California USA.

The Localization Institute, www.localizationinstitute.com/event/ 
2015-localization-project-managers-roundtable

TAUS Quality Evaluation Summit 2015
May 28, 2015, Dublin, Ireland.

TAUS,  https://events.taus.net/events/conferences/ 
taus-qe-summit-2015

June

TAUS Industry Leaders Forum
June 1-2, 2015, Berlin, Germany.

TAUS,  https://events.taus.net/events/forums/ 
taus-industry-leaders-forum-2015

LocWorld28 Berlin
June 3-5, 2015, Berlin, Germany.

Localization World Ltd., www.locworld.com

UA Europe 2015
June 4-5, 2015, Southampton, UK.

UA Europe, www.uaconference.eu

http://www.meetup.com/IMUG-Silicon-Valley/events/213590012
http://www.gala-global.org/conference
http://www.gala-global.org/conference/think-interpreting
http://www.tii.qa/conference
http://www.intelligentcontentconference.com
http://www.translation-conference.com
http://bit.ly/1w45oFb
https://events.taus.net/events/forums/taus-executive-forum-2015
http://www.madcapsoftware.com/events/madworld
http://www.locworld.com
http://www.elia-association.org/Networking-Days
http://www.tceurope.org/colloquia
http://www.euatc.org/conference
http://iti-conference.org.uk
http://imiaweb.org/conferences/2015conference.asp
http://conlang.org/language-creation-conference/lcc6
http://conlang.org/language-creation-conference/lcc6
http://rigasummit2015.eu
http://www.eamt2015.org
http://www.www2015.it
http://www.localizationinstitute.com/event/2015-localization-project-managers-roundtable
https://events.taus.net/events/conferences/taus-qe-summit-2015
https://events.taus.net/events/forums/taus-industry-leaders-forum-2015
http://www.locworld.com
http://www.uaconference.eu
http://www.multilingual.com
https://events.taus.net/events/forums/taus-industry-leaders-forum-2015
http://www.localizationinstitute.com/event/2015-localization-project-managers-roundtable
https://events.taus.net/events/conferences/taus-qe-summit-2015
https://events.taus.net/events/forums/taus-executive-forum-2015
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IIn Europe, the academic study of 
video game localization is flourish-
ing, much more so than in the United 
States. While US institutions of higher 
learning, such as the private Full Sail 
University and the Denius-Sams Gam-
ing Academy at the University of Texas 
at Austin, are finally focusing on the de-
sign and development of video games, 
the localization of these products for a 
global market still is in academic limbo. 
This is also reflected by the fact that two recent 

major books on the subject, Game Localization: 
Translating for the global digital entertainment 
industry by Minako O’Hagan and Carmen Mangi-
ron and now Miguel Á. Bernal-Merino’s Translation 
and Localisation in Video Games were authored by 
European scholars. A list of “Courses, Certificates, 
and Credentials Related to Game Translation and 
Localization” at the LAI blog (www.lai.com/blog/?p=56) also 
demonstrates how much further European universities are in 
turning the study of video game localization into a recognized 
academic subject. 

Bernal-Merino teaches game localization and media trans-
lation at the University of Roehampton in London. His peda-
gogical background informs much of this book, which would 

make an excellent textbook except for one issue 
that will be discussed later. The book contains 
an extensive glossary of terms, which are also 
conveniently boldfaced when they appear in 
the text itself, and the individual chapters end 
with discussion questions that could serve as 
the impetus for class discussion or as student 
assignments.

Bernal-Merino starts with a general intro-
duction to the global video game industry (in 
which he quotes an amazing forecast of more 
than $300 billion in total revenue for 2015) 

and defines his basic terminology. He emphasizes 
that the translation of MIES (multimedia interac-
tive entertainment software) goes far beyond the 
textual translation that the field of translation 
studies has traditionally focused on and states: 
“The challenges that game interactivity imposes 
on translators, processes and tools are truly new in 
the translation of entertainment products” (p. 98).

The chapter “The Translation of Video Games” 
discusses the variety of texts present in these 

games, ranging from user interface to subtitles, voiceover, 
packaging texts, warranties and end user license agreements. 
The author then addresses the various issues and obstacles 
during the translation of video games, such as translators 
having to deal with fragmented texts that are sometimes 
presented without any context, or the various pitfalls con-
nected to the translation of linguistic variables. All this is 
presented with numerous screenshots from games and local-
ization tools, as well as sample scripts and would provide a 
newcomer or outsider with an excellent introduction to the 
practical activities involved in video game translation.

The following section, “The Industrial Process of Game 
Localisation,” places the activities of translators in a larger 
context. It traces the evolution of game localization from the 
1980s (when so-called “docs and box” partial localization 

Translation and Localisation in Video Games:  
Making Entertainment Software Global

Reviewed by Frank Dietz

Excellent study on video game localization 

Frank Dietz, PhD, is an accredited English-German 
translator specializing in technical translation and 
software localization. He started localizing games 
in 1994 with System Shock.

Translation and 
Localisation in Video 
Games: Making 
Entertainment Software 
Global by Miguel Á. Bernal-
Merino. Routledge, 2015. 
302 pages. Hardcover: 
$150, eBook (PDF or 
ePUB) $125 at www.
ebookstore.tandf.co.uk

mailto:editor@multilingual.com
http://www.ebookstore.tandf.co.uk
http://www.lai.com/blog/?p=56


was still acceptable) to the present day, 
discusses the influence of national age 
rating boards and deals with tools and 
practices used in game localization.

To me, the most interesting section 
of Translation and Localisation in Video 
Games was the chapter on training 
localization professionals. It offers not 
only an overview of existing programs 
at European universities, but also 
outlines the basic components that a 
module on game localization should 
include. The basic goal of Bernal-
Merino, as he states at several points 
in his book, is to help bridge the gap 
that exists between academia on one 
side and the gaming and localization 
industries on the other.

Overall, this is an excellent study, 
which would serve well as a textbook 
for a course on video game localiza-
tion. Its particular strength lies in the 
numerous practical examples it pres-
ents, which make its arguments acces-
sible to readers with little experience of 
video games. There is only one major 
shortcoming, for which the publisher 
rather than the author must be blamed. 
I received the hardcover edition as a 

review copy. Unfortunately, the numer-
ous screenshots from games are only 
in black and white and it is therefore 
sometimes hard to make out details. 
In some cases, the black and white 
reproduction of images clearly defeats 
the author’s purpose, as on page 130, 
where he discusses the use of various 
colors in the subtitles for Diablo III. I 
know that color illustrations are costly, 
but in this case Routledge should have 
considered what would be lost by 
using only black and white illustration. 
This is a pity, because in every other 
aspect Translation and Localisation in 
Video Games: Making Entertainment 
Software Global can be highly recom-
mended.  M

www.multilingual.com   

“The basic goal…is to help 
bridge the gap that exists 
between academia on one 
side and the gaming and 
localization industries on 
the other.”
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TThanks to social media platforms, 
self-publishing tools and, of course, 
traditional publishing, freelance trans-
lators have a wealth and wide range 
of resources to help them navigate 
the practical aspects of the brave, new 
world of translation. The Book of Stand-
ing Out: Travels through the Inner Life 
of Freelance Translation by Andrew 
Morris ably straddles professional 
reality both online and off. Neither 
a handbook, a reference nor an aca-
demic treatise, Morris’ first book 
pairs anecdotes with ample humor 
to address the many challenges translators face.
Standing Out offers a “best of” compilation of online posts, 

the majority published on Morris’ eponymous Facebook com-
munity page, others shared on the ITI Pillar Box and Alexan-
dria Project blogs. Morris, a seasoned translator but relative 
newcomer to social media, proves to be a natural online com-
municator. He adopts an informal, conversational tone and 
style that quickly engages the reader. In fact, his text often 
has the feel of spoken word, which is not surprising since 
it appears he is a fan of Dragon voice recognition software. 
Comments from fans and colleagues, some of which are quite 
long and developed, amplify the author’s conversational voice.

Morris starts the book with a strong argument for the 
importance of a positive attitude. For freelance translators, he 
writes, “[c]ompetence is the bare minimum and it accounts 
for about 25% of what you can achieve.” Fully 75% depends 
on attitude, he says, “[a]nd it starts inside your head and your 
heart. That’s where you need to look.” 

This important theme recurs regularly throughout the book, 
not in a prescriptive way, but naturally. Optimism, a positive 
attitude and deep-rooted confidence inform every page. Even 
the occasional war story — intense moments of insecurity, 
panic and despair that will be familiar to any freelance trans-

lator — is served up with a generous dollop of 
self-deprecation.

Other topics include the translator’s love/hate 
relationship with technology, striking the right 
balance between personal life and professional 
demands, getting the rate you deserve, learning 
to say no, how to handle criticism and how to 
dish it out. 

Morris uses anecdotes, fictional what-if scenarios 
and richly crafted fables to get his points across. 

Comments from colleagues, far from distract-
ing, add texture and richness to the storytelling.

Standing Out will disappoint readers search-
ing for quick tips and tricks, a dry step-by-step 
how-to manual or a one-size-fits-all market-
ing strategy. Morris’ breezy prose might also 
shock translators for whom grammar trumps 

style. Readers unfamiliar with online patter might have a hard 
time with the tone. Also, organization freaks might crave a more 
stringent ordering of key ideas and wonder at the bits and bobs, 
aptly entitled “Loose Ends,” tacked on at the end.

For freelance translators enduring a crazy-making slump, how-
ever, the book will serve as a welcome reminder that a) they are 
not alone, b) this too shall pass and c) there are ways to get over 
crazy-making slumps. Freelance translators who have grown weary 
of chronic naysayers, nags and dire predictions about “the indus-
try” will also appreciate Standing Out. And probably join the ranks 
of those who rely on Morris’ Facebook page when they need solid 
support and a blast of upbeat advice, both of which go a long way 
toward helping freelance translators thrive professionally.

In addition to honing his online persona, Andrew Morris 
works as a professional translator and copywriter from his 
home in Provence. A collaboration with Nicole Adams in the 
form of the book The Bright Side of Freelance Translation, 
2014, introduced him 
to the world of self-
publishing. I strongly 
suspect that Standing 
Out, his first foray as a 
solo author, will not be 
his last.  M

Nancy A. Locke is a 
writer and translator 

living in Montreal.

The Book of Standing Out: Travels 
through the Inner Life of Freelance 
Translation, by Andrew Morris. 
Price $10.74.
Self-published, available on Amazon.

The Book of Standing Out: Travels through  
the Inner Life of Freelance Translation

Reviewed by Nancy A. Locke

The 25/75 solution to thriving as a freelance translator

http://www.multilingual.com
http://www.amazon.com/The-Book-Standing-Out-Translation/dp/1500924342
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AA common stop for any traveler to China is 
the Great Wall of China. Finished around 200 
BCE, one of its purposes was to keep the Chi-
nese from heading off into the outside world. 
That’s no longer the case — in 2013, 1.8 million 
Chinese tourists traveled to the US alone, and 
spent over $21 billion while doing so. Accord-
ing to the US Commerce Department Interna-
tional Trade Administration, this supported over 
109,000 US jobs, or about 2.8% of US GDP. The 
Chinese tourist spends about $7,000 per trip, 
as compared to the average of around $4,000 
from a European visitor.

This is only expected to increase, thanks to a recent 
agreement between the United States and China. President 
Obama made an announcement at the Asia-Pacific Economic 
Cooperation summit in November 2014 where the US and 
China agreed to a reciprocal ten-year visa policy. This would al-
low citizens of each country up to ten years on a single visa.

Tom Doctoroff, writing in Atlantic magazine in May 
2012, noted that the Chinese “are fascinated by America, 
although often perplexed by its inherent contradictions. 
The United States is both free and unfair, creative and 
fashion challenged (some Chinese describe blue button-
down shirts and khaki pants as our uniform), sporty and 
grossly overweight, institutionally robust and politically 
dysfunctional, individualistic and self-deluded (they love 
to laugh at narcissistic, talent-free American Idol contes-
tants). They are amazed that a nation of 300 million self-

starters does not come apart at the seams.”
International travel is now seen as a strategic impera-

tive. Haybina Hao of the National Tourism Association of 
China says, “Chinese leaders recognize that travel expands 
the horizons of its citizens, and when people see more of 
the world, they can return to China inspired and better 
prepared to be creative entrepreneurs.” Whereas group tours 
were once the norm, 70% of Chinese are now designated as 
independent travelers.

A mere 40 years ago I helped arrange a trip to China for 
my boss, who was going on a business mission with Min-
nesota’s governor. One of the things he remembers about 
that trip is that when he was leaving his Chinese hotel, a 
chambermaid ran after him holding a squeezed-out tube of 
toothpaste. She had never seen such a thing and felt it still 
had some value and that he had forgotten it by mistake.

How things have changed. Now China is very globally 
savvy, with the biggest number of internet users and most 
active social bloggers. There are more than 300 million Chi-
nese who use blogs, social networking sites and other online 
communities — and their numbers add up to the combined 
population of the United Kingdom, France, Spain, Germany 
and Italy. According to McKinsey & Company, more than 
80% of Chinese internet users pay attention to information 
on commercial networking sites.

By 2018 Chinese tourists and shoppers are expected to 
be the top overseas travelers to the United States, accord-
ing to Evan Saunders, CEO of Attract China, a Boston and 
Beijing consulting firm that helps US businesses attract 
Chinese tourists and shoppers.

John Freivalds is managing director of the marketing communications 
firm JFA and the marketing representative for his native country, Latvia. 

Great Malls for China 

World Savvy John Freivalds
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Attract China always points 

out to its clients the dates of 
Chinese holidays and to be 
prepared for the on-rush of 
customers on holidays, par-
ticularly in the winter. 

Many firms think that hav-
ing Mandarin-speaking staff 
and brochures handy for the 
Chinese shopper is enough, but 
the Chinese are big ecommerce 
and internet users and make 
their purchase decisions based 
on what they find on the 
internet. According to Pierre 
Gervois, publisher of Luxury 
Hotels of America magazine, 
which caters to Chinese travel-
ers, “U.S. luxury brands must 
understand that, in order to 
sell to Chinese tourists in the 
United States, they must start 
to promote and do branding in 
China, with specialized digital 
media targeting Chinese trav-
elers planning their trip to the 
United States.” It’s probably 
too late to promote your at-
tractions or goods in printed 
magazines or tourist guides 
distributed in airports or hotel 
lobbies, because the purchase 
decisions have already been 
made several weeks ago, in 
China.

Luxury firms are also going 
online to entice Chinese shoppers. 
Tiffany has a Chinese engagement 
ring app, while Chanel offers online 
Chinese makeup tutorials. The Shang-
hai Travelers’ Club has its own app in 
Mandarin, and features articles about 
$50 million private jets, gold-plated 
handmade laptops and private islands 
available for rent. It seems obvious: if 
you want Chinese customers, you need 
to advertise in Chinese. Yet many US 
companies operating in China do so 
without a Chinese website.  

Minnesota and the  
Mall of America

Minnesota has many students from 
China and has been working hard to 
attract tourists, some of whom may 
come to visit children temporar-
ily staying in the United States. The 
Attract China brochures list the US 
markets it is currently in and the 
markets it will be in later this year. 

In the middle of 
the US map there are just big blanks. 
Attract China’s efforts are located on 
the coasts and, oh yeah, Las Vegas. 
Minnesota doesn’t normally spring to 
mind as a hotbed of Chinese tourism.

However, to capture Chinese dol-
lars, shopping malls around the world 
are gearing up to get part of that 
action, and that includes Minnesota. 
The biggest mall in the world is the 
Mall of America, located outside of 
Minneapolis, with 520 stores and the 
largest indoor amusement park in the 
United States. Dubai claims it will 
have the biggest mall by 2025. But 
wherever the now-affluent Chinese 
travelers go, marketers are gearing 
up their localization, translation and 
cultural efforts to reach into Chinese 
pocketbooks.

Okay for you truth-in-advertising 
purists, the New South China Mall in 
Dongguan is the largest mall in the 

world based on gross leasable space. 
However, it has been 99% vacant 
since it was built in 2005. In an 
understatement, Wikipedia notes 
that it “has suffered from a severe 
lack of occupants,” thanks in part to 
its relatively inaccessible location in 
the suburbs of Dongguan.

Biggest in the world or not, the 
Mall of America has invested in 
Chinese tourism marketing. I met 
with Doug Killian recently, the mall’s 
senior director of international tour-
ism, and he gave me this rundown:

An estimated 50,000 Chinese 
visitors currently visit the Mall 
of America annually. High-end 
designer stores, no sales tax on 

clothing or shoes, the 
expanding acceptance 
of Chinese UnionPay 
credit cards, convenient 
air service to Minne-
apolis/St. Paul Inter-
national Airport and 
focused marketing to 
Chinese travel trade and 
media are some of the 
reasons more Chinese 
are adding the mall to 
their travel itineraries. 
The Mall of America is 
the most visited mall in 
the United States, with 
40 million total visitors 
per year.

Killian added “Today, 
our biggest challenge is raising aware-
ness among Chinese travelers. When 
Chinese think about travel to the US, 
they typically consider New York, 
California, Florida and Las Vegas. We 
recognize that they will visit these 
destinations on their first US trip, but 
we want them to consider us for their 
second or third trip to America. They 
are doing so.”

Kay Jewelers offers a loyalty pro-
gram for Chinese tour operators who 
bring Chinese groups into their stores. 
The Mall of America Kay Jewelers has 
Chinese-speaking staff and is held up 
to other Kay Jewelers stores as the 
standard on how to attract Chinese 
customers. 

But it’s rather amazing — the 
United States went to war in Vietnam 
in part to counter the “red menace” 
from China, and now American retail 
sees China as its savior.  M

Above: a Chinese brochure 
welcomes visitors to Minnesota 

and the Mall of America.  
Right: A Chinese-language 

coupon advertising 10% off for 
tourists shopping at Macy’s.
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T only two grades of fried chicken salad: Good and horrible. 
The lettuce is either fresh or it isn’t. The tomatoes are 
either soggy or they aren’t. Fried chicken salad quality is a 
yes or no equation.

Translation, on the other hand, has grades of variability. 
Were it only a matter of good or bad, in-country review 
would be simpler. Client feedback would be cut and dried. 
Editing would take five minutes.  

Unfortunately, we live in a land of subjectivity, where the 
word couch may be deemed inappropriate even though it 
means the same thing as sofa, where someone who took 
one semester of Spanish at age 15 considers themselves 
an expert for review. The word quality, which as an adjec-
tive usually signifies superiority and excellence, sometimes 
just means “good enough” in our industry. Where the fried 
chicken salad is the embodiment of standardization itself, 
the world of translation can’t agree on what the word 
standards even means.

Translation is clearly not a fried chicken salad. So why do 
people buy it like it is?

See, it’s all in how I, the consumer, see the salad. Dif-
ferentiate all you like, but if I see every salad as the same, 
they’re the same. There’s actually a law for this: Hotelling’s 
Law. Developed in 1929 by Stanford University economist 
Harold Hotelling, Hotelling’s Law claims that competitors 
purposefully make their products as similar as possible. So 
there’s a science behind my salad. By making their salads 
alike, restaurants late to the scene save the work that 
creativity and branding require, and cut into their competi-
tors’ existing markets. Call it the lazy man’s way to the top. 
Or maybe the smart one’s. But regardless, there’s a reason 
why you can’t tell store brand from the original or why 
every Home Depot in America seems to be across the street 

Translation is not a fried chicken salad. As 
bizarre of a sentence as this may be, stick with me. 
I, Terena Bell, have something to confess: I am a 
fried chicken salad freak. Love them. For those of 
you outside the United States, let me explain what 
this culinary triumph is. A fried chicken salad is 
the most generic meal known to man.

No matter where you go, it’s prepared exactly the same 
way: iceburg lettuce, pieces of tomato and cheddar cheese 
topped with fried chicken tenders and the dressing of your 
choice. It doesn’t matter if you’re at Applebee’s, Rafferty’s, 
O’Charley’s or Cheddar’s — no matter where you go in the 
United States, the fried chicken salad can be depended on. 
They even cost the same amount at every restaurant. Why, 
some may even argue that the fried chicken salad is as 
steady as time itself.

But because they’re the same everywhere you go, and 
because they cost the same amount everywhere too, when 
I think, “You know, I’d love a fried chicken salad,” I don’t 
really think of any particular place. I just go — heaven 
forbid — to the restaurant that’s closest to me that I know 
sells them.

It’s not that hard to cut a head of lettuce and sprinkle 
cheese on it. America’s a great country, so great we don’t 
even have to cut up our own cheese anymore — we just 
take it right out of the package, preshaved. Quality itself 
isn’t even a variable at this point. There are pretty much 

Terena Bell is CEO of In Every Language. She formerly served on the GALA 
board and currently serves on the White House Business Roundtable.
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Hotelling’s Law

mailto:editor@multilingual.com


Column

www.multilingual.com March 2015  MultiLingual  | 21

from a Lowe’s. Copycats 
go the easy road.

How many transla-
tion companies have you 
seen use translate-edit-
proof (TEP) as a deliv-
ery method? That’s not 
because TEP is always 
the best route to an end 
product. That’s because 
everyone else is doing it, 
so it’s easier for me to 
do it too. If your com-
petitors are selling TEP 
as the only way to get a 
vetted, qualified transla-
tion, then it is harder for 
you to market something 
else — even if it’s better.

When you stray off the beaten 
path, that means you have to beat 
out a new path. You’re not only mak-
ing the case for yourself but you have 
to also make the case against what 
everyone else already thinks works. 
It’s easy for restaurants to sell fried 
chicken salads in the South. They 
know Southerners like them. Econo-
mists can call this Hotelling’s Law all 
they want. I call it sloth.

It’s easier to market yourself and 
model your business processes around 
what already works. And if your goal 

is making money for yourself, this is 
the smart way to go. Pepsi isn’t that 
different from Coca-Cola after all, 
and by coming on the market 12 years 
after Coke, Pepsi was able to create a 
multinational conglomerate on Coca-
Cola’s coat tails. If the goal is money, 
if the goal is financial success, then 
go for it. Make your little translation 
chicken salad the same way every 
other company on the block does.

But what the translation industry is 
learning the hard way as companies 
like Gengo and One Hour Transla-
tion come on the scene is that over a 

period of time, a copycat 
industry gets stymied. By 
no longer being innova-
tors ourselves, we became 
ripe for disruption. Our 
tomatoes have grown 
soggy, as it were, and 
people don’t want our 
salads anymore. These 
companies and others now 
are able to come in and 
sell translation at a fourth 
of the rate as everyone 
else. Do they sell quality 
translation? Do clients 
care if they’re buying 
quality translation? Or 
because we have served 

up translation like a salad, do they see 
us all the same? When we complain 
about new-to-the-scene competitors 
undercutting rates, when we moan 
about nonprofessionals coming in and 
taking work from certified transla-
tors, we are complaining about the 
bed we have made. Clients have the 
perception that all translation is alike 
because for a very, very long time it 
was. And we have no one to blame for 
this but ourselves.

Translation is not a fried chicken 
salad. And it is high time this industry 
stopped acting as if it were.  M

A thousand different workflows. One Solution.
The Business Management Solution for the Translation Industry 
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Fried chicken salad is nearly identical anywhere you order it.
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H to geographic content, cartography and the frequent need 
for locale and internet domain tailoring, the repositioning 
or change in status to even a small piece of geography can 
mean the difference between a product’s success and fail-
ure in a marketplace. Having the ability to respond to such 
changes in a timely manner can also play a huge role in the 
local perception of a company’s ability to not only respond 
quickly to changes but, in a way, tests the company’s will-
ingness to allow local preference to take precedence.

If we turn our attention to the recent Russian acquisition 
of Crimea from Ukraine, we’ll see that it serves as a good 
example of this dynamic. To set the context, the Crimean 
peninsula is located in the northern part of the Black Sea, 
just south of Ukraine and to the west of Russia’s presence 
in the Caucasus region. Crimea has historically been domi-
nated by people of Russian ethnicity so perhaps it was sur-
prising when former Soviet Premier Krushchev reassigned 
Crimea from Russia’s Soviet republic to Ukraine’s control. 
This could have been a logistical convenience as Russia’s 
substantial Black Sea naval fleet was based in Crimea. 

Moving forward to 1991 when the Soviet Union ceased to 
exist and was broken up into many constituent countries, a 
referendum on sovereignty was held in Crimea that strongly 
favored the creation of a Crimean Soviet Socialist Republic. 
However, several countries signed a security agreement in 
1994, including Russia, the United States and the United 
Kingdom, to ensure the territorial integrity of Ukraine 
following the USSR’s dissolution. In other words, they all 
agreed that Crimea should remain part of Ukraine. In 1997, 
Ukraine and Russia established an agreement that allowed 

Have you ever been in a crowded shopping cen-
ter parking lot looking for a spot for your car, and 
after you finally find one, you put your turn signal 
on and begin to turn into the spot, then someone 
speeds in from another lane and pulls into it right 
in front of you? It’s frustrating — your claim was 
crystal clear and it was completely ignored.
Or what about at home, when your neighbors decide to 

build a new fence without checking with you. You come 
home from work to find that they’ve taken a few square 
meters of your own yard. Regardless if it was a mistake or 
intentional, it’s no less aggravating. 

Now imagine a similar scenario but on a much larger scale, 
perhaps the size of an island, or an entire region. While the 
increase of scale usually brings with it an increase in com-
plexity, the core issues are often as simple as the examples 
described above: one person perceives a space as his or hers, 
claims it, maybe even occupies it and then someone else 
comes along and usurps that claim, either by accidental 
intervention or (more commonly) by intentional force. 

The act of violating the sovereignty of a nation-state’s 
claim is considered one of the most serious in our current 
geopolitical landscape, just short of the worst act — actual 
conflict. We know that this is nothing new to human his-
tory and in fact the act of incursion on another culture’s 
territory may be the most defining characteristic of human 
history. From the Assyrian invasion of Egypt to the Persian 
pursuit of Greece, from the Japanese invasion of Korea 
to the Ottoman incursion of Eastern Europe, and so on, 
human civilization has been particularly focused on ter-
ritorial acquisition and control.

You might wonder what bearing this has on our prac-
tice of content design and adaptation for international 
markets. Given previous topics in this column pertaining 

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 
International Game Developers Association (IGDA).

Off the Map Kate Edwards

Land grabsC
ol

um
n

mailto:editor@multilingual.com


www.multilingual.com March 2015  MultiLingual  | 23

Column
the Russian naval forces to remain 
while the peninsula remained part of 
Ukraine. Meanwhile, the ethnic Rus-
sian majority in Crimea has remained 
constant for decades, and the inter-
national recognition of Ukraine’s 
sovereignty over the peninsula didn’t 
necessarily remain so, at least from 
Russia’s perspective.

By late 2013, Ukraine’s central 
government was showing signs of 
weakness and an inability to manage 
an increasingly unstable economic 
situation. The 2004 Orange Revolution 
had sparked a new brand of opti-
mism across the country, but within a 
decade it had eroded to cynicism and 
mistrust — not only of Ukraine’s Presi-
dent Yanukovych but of neighbor-
ing Russia being driven by Vladimir 
Putin’s agenda. This all culminated in 
early 2014 as the Euromaidan revolu-
tion, in which Ukrainians called for 
Yanukovych’s resignation. Eventually 
he fled the country and an interim 
government was formed and quickly 
recognized by the United States and 
the European Union.  

However, Russia saw the govern-
ment change as a blatant coup 
d’état and refused to recognize the 
leadership change. And under that 
perspective, Russia launched what 
some consider to be a “quiet” inva-
sion of Ukraine, at least in the form 
of perpetrating local unrest and 
rebellion against the new Ukrainian 
government (which Russia contin-
ues to deny). One action was quite 
blatant and clear: pro-Russian forces 
quickly took control of the Crimean 
peninsula and by the end of February, 
Crimea was effectively autonomous. 
By March 17, the Crimean parliament 
declared their independence from 
Ukraine and Putin gladly accepted 
Crimea back into Russia’s sovereignty, 
claiming that Russia had a moral obli-
gation to protect the Russian major-
ity, and also cited Crimea’s strategic 
importance with the substantial Rus-
sian military forces based there.

Following the referendum, and 
while conflict was still transpiring on 
the ground in Ukraine, content pro-
viders were faced with a key decision: 
what do we do now with Crimea? It’s 
the classic problem of how content 
creators and distributors respond to 
change, and what’s fascinating is that 

now in the realm of primarily digital 
content distribution, the decision-
making process has reversed. Before 
the advent of widespread computing 
power and smartphones, back when 
people still received much of their 
information from the printed page 
(newspapers and books), the key prob-
lem was always latency. Can we get 

this geopolitical or cultural change 
verified, written up, represented and 
so on by the print deadline? If not, 
then the publication runs the risk 
of being outdated and perceived 
as potentially irrelevant. I know 
many cases where map publishers, 
for example, didn’t show a bound-
ary change, name change or other 

Figure 1: Crimea as seen only in Russia, as part of Russia and separated from Ukraine 
with an international boundary marked by a solid line. Copyright Google Inc. 
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geographic shift for a few years just 
because it occurred in their off-cycle 
for publishing. It was an unfortunate 
reality of the print world, but always 
with the expectation that the change 
would appear in the next version.

Conversely, the primary problem 
today isn’t latency but rather being 
precipitous. With a digital canvas we 
can change content so quickly and 
easily that now we’re faced with the 
decision of how fast will a change 
be made, even while the cause of 
the change is still happening on the 
ground, rather than being months or 
years delayed. 

In the case of Crimea, many users 
were surprised when Google decided 
to change their online Google Maps 
product to reflect the region’s 
acquisition by Russia (Figure 1), just 
three weeks after the vote took place. 
As you can see from the maps for 
the global audience, the boundary 
between Ukraine and the Crimean 
peninsula remained dashed (Figure 
2) to indicate a disputed boundary 
whereas on the .RU domain for Rus-
sia, the map showed Crimea as being 
wholly part of Russia with an inter-
national boundary. Some commenta-
tors felt that Google’s action lends 
credence to Russia’s incursion and 
could even have been perceived as a 
tacit endorsement. But does a local-

ization or culturalization change for 
a single market or domain need to be 
perceived as some kind of collusion or 
negative action, even if it might devi-
ate from a more widely held position 
on the global scene? 

There will be times when the 
answer may be yes, as some topics 
are extremely sensitive regardless of 
the local context and thus must be 
handled with great care. However, for 
the majority of changes occurring on 
a daily basis, we should embrace the 
fact that we can change information 
so readily for the ultimate benefit 
of end-users. Probably one of the 
best examples of this at the moment 
is Wikipedia, where changes occur 
perpetually and nearly instantly so 
that the resource is always current 
— though not without controversy, 
since it is a crowd-sourced site and 
subject to wildly diverse editorial 
opinions. 

So perhaps that was a bit of a 
long-winded history behind the 
Crimean situation, and granted it’s 
history in action; as of this writing, 
it’s still unresolved and Ukraine is still 
trying to contain Russian incursions 
in their eastern regions. Thankfully, 
we have resources that when used 
responsibly, help us better understand 
the situation from different perspec-
tives and in a very timely manner.  M
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Figure 2: Crimea as seen globally, still part of Ukraine but separated with 
a disputed boundary, shown by a dashed line. Copyright Google Inc. 
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Perception and reality 
in Bulgarian translation 

Daria Karapetkova 

WWhen dwelling upon language-related phe-
nomena, it is difficult (and frequently impru-
dent) to immediately draw conclusions. One of 
the key formal criteria for the significance of 
linguistic phenomena is their continuity over 
time. Until recently, we could have resorted to 
this argument so as to avoid taking trends in 
the language of the youth culture seriously — 
we usually perceive this as a result of fashion or 
up-to-date, yet short-lived, influences. Lately, 
however, permanent courses of development 
have transpired in the way young people treat 
language in relation to translation.
Before proceeding further, however, I should note that 

my reasoning is based on relatively small-scale personal 
observations concerning certain ongoing processes among 
young people pursuing a major in the humanities at the 
highest academic level. My students come from Sofia and 
other large cities in Bulgaria. They major in Italian studies, 
prepping for a career as teachers or translators from the 
Italian language into Bulgarian. I also have insight into 
young people who pursue other somewhat similar majors. 
Teaching theoretical and practical issues in the field of 
literary and specialist translation, I engage students in 
discussions concerning both the foreign language they are 
studying and our mother tongue. I have been doing this 
for 14 years, the past few of which bore witness to changes 
that are now paced differently — in intensity and scale — as 
compared to how generations typically changed before my 
eyes earlier.

Undoubtedly, the underlying reasons for these changes 
are partly political. Bulgaria has been a full-fledged member 
of the European Union (EU) since 2007. Prior to the fall of the 

Berlin Wall in 1989, foreign language influences in Bulgaria 
had been filtered mostly through the mediation of Russian, 
which most Bulgarians used freely, including for reading 
world classics as well as technical and other literature when 
these works were unavailable in Bulgarian translation. If 
the Russian language had supposedly influenced Bulgarian 
because of their close linkage, the influence had not been 
too colossal, since these two languages are Slavonic and 
share many similarities.

After the end of communist rule, Bulgaria obtained direct 
access to products of cultures that had previously remained 
out of reach. The opening of the West to Bulgaria diversified 
cultural and language models, with which Bulgaria started 
interacting more intensively. On the one hand, this resulted 
in extricating and modernizing the Bulgarian language. On 
the other hand, the need to catch up in getting to know mas-
terpieces of the world’s literature — having until then gone 
untranslated — caused a sharp increase in translated works. 
Exchanges in the field of nonfictional texts also increased. 
All that gradually increased the need for well-prepared spe-
cialists in progressively more European languages. The role 
of translators became particularly important, as translation 
was (and still is) inevitably one of the pivotal channels to 
fit in the global culture, especially for a country with such a 
rare language as Bulgarian.

Those processes, which for many progressed in a stress-
fully short timeframe, were at their cusp around the time of 
and immediately after Bulgaria’s accession to the EU. The EU 
is a supranational formation that cherishes multilingualism 

Daria Karapetkova, PhD, teaches translation and 
interpretation at Sofia University in Bulgaria. She is 
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as an underlying value, which does not 
simply entail the mutual recognition 
of national literatures. Aligning Bul-
garian legislation with EU law — along 
with the hefty amount of documenta-
tion that had to be translated in only 
a few years, mostly from English, 
French or German — had a staggering 
effect on the Bulgarian lexis. Many 
of the terms in the legislation were 
unknown or difficult to translate with 
the available linguistic resources. A 
similar effect was generated in mostly 
all other areas of life, accompanied by 
a boom in computerization and use 
of the world wide web. Different gen-
erations reacted differently to those 
processes. The majority of the elderly 
remained outsiders to the digital world 
and became isolated from the new-
est developments and terminology in 
society. Middle-aged individuals try to 
keep up with new types of communi-
cation, while preserving the best of the 
unadulterated paradigm of language. 
As for the younger generation, in most 
cases, this paradigm appears foreign 
and unknown. This is likely linked to 
the fact that 73.6% of Bulgaria’s popu-
lation aged 55–64 do not use foreign 
languages, while 52.4% of the people 
aged 25–34 use at least one foreign 
language, according to the National 
Statistical Institute (NSI) as of 2012.   

People who have witnessed only the 
new stages of social development in 
Bulgaria are now more frequently deaf 
to the abundant traditional Bulgarian 
vocabulary and choose foreignisms or 
neologisms despite the availability of 
an acceptable alternative of Bulgar-
ian or Slavonic origin. On a syntactic 
level, a number of structures actively 
used by previous generations are now 
beyond the background knowledge 
of the young generation and sound 
unnatural and alien to them. 

Young people, however, cannot be 
blamed. From a very early age, they 
are overwhelmed by a load of informa-
tion: music, internet content, software, 
translated literature, advertisements 
and media products — all predomi-
nantly foreign-language works or 
translated recasts. For young people, 
it is a must to be fluent in at least 
one foreign language, even if they do 
not have an academic degree. They 
respond to this demand by reading and 
actively using all kinds of resources, 

in original (foreign-language) form. 
This contributes to them being greatly 
competitive on the international mar-
ket, as the traditionally high level of 
foreign language studies in Bulgaria 
is coupled with flexibility and strong 
capabilities to adapt in an interna-
tional context. Paradoxically, feedback 
given by employers — publishers, 
owners of translation agencies, editors 
— indicates that they are much happier 
with how young employees perform in 
a foreign language rather than in their 
native language, which they take for 
granted when it is not the subject of 
their specialization.

What do employers complain about? 
First and foremost, word-for-word 
translation and the trend of borrowing 
foreign structures in Bulgarian syntax 
cause concern. This does not seem 
to be a big problem with specialized 
translations — endeavors are observed 
in many areas to simplify and unify 
expressions, so as to facilitate the shift 
from one language to another. 

The most precarious of all seems to 
be the perspective of increasing post-
editing work. Machine translations 
into rarer languages often render texts 
that are borderline acceptable. Not 
only are they difficult to edit but also 
make us wonder whether they may 
reduce our threshold of tolerability for 
wording that was once intolerable for 
the system of language. 

In any case, young people are sub-
merged in an international linguistic 
and cultural environment, which 
noticeably affects their customs of 

expression. They increasingly use 
Roman alphabet terms in Bulgarian 
texts (that they have written in Cyril-
lic) and fail to transliterate and trans-
late names, terms and expressions that 
are actually translatable. Their style is 
permeated by segments expressed in 
foreign languages they speak. The fail-
ure to seek equivalents may be caused 
by prestige attributed to foreignisms 
but also by a form of linguistic lazi-
ness. Both instances can be explained 
by the massive invasion of imported 
products and services (with respective 
advertising campaigns), the opening 
to foreign markets, labor migration, 
the impatience to wait for an official 
translation and the direct use of mate-
rial in a foreign language. Some of 
my students studying Italian claim 
that they prefer using English as a go-
between language for translation and 
consultation purposes and, therefore, 
reduce the use of Bulgarian sources. 

An advertisement in Sofia’s sub-
way, for example, prompts: Виж 
Арр-а! (Check out the app!) where the 
English abbreviation (App) is spelled 
out in the Roman alphabet, in contrast 
to the rest of the phrase in Cyrillic, 
and bears a purely Bulgarian definite 
article (a), which, on top of it all, forms 
part of the word, itself. Young people 
find it increasingly more natural to 
ask Нужда от помощ? (Any need 
of help?), which is much closer to the 
English phrase “Need help?” and also 
easier as compared to the traditional 
formation of questions using the cus-
tomary Bulgarian interrogative par-

Literary translations into Bulgarian are popular, though far more 
original titles are published in Bulgarian than translations. From left: 

If I Stay, The Hobbit, Othello and Game of Thrones. 
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ticle, which (depending on its position) 
can even change the emphasis of the 
question. 

For this reason, it is now increas-
ingly common to hear that someone 
can “walk in another person’s shoes” 
although no such expression exists in 
the Bulgarian language. One could, 
however, “enter into someone’s situ-
ation,” which would be the Bulgarian 
equivalent to walking in someone’s 
shoes and is not known as an idiom 
in English. Widespread corporate 
stylistics, which follow international 
models and are mandatory mostly in 
international companies, also infect 
the informal speech of susceptible 
young employees and spreads this 
trend into various types of contexts.  

This sometimes affects the results 
of literary translation and, more par-
ticularly, the use of language registers. 
There is a trend to aspire for more 
sophisticated and refined wording in 
the translation than what the origi-
nal presents. It is interesting that, at 
least in my observation, the opposite 
inclination to lower the register occurs 
more rarely. 

Translating more formally is not 
necessarily wrong. Its flaw is not in 
distorting facts, but in stripping the 
text of its vibrant form of colloquial-
ism and informality. What’s more, 
syntax is sometimes compromised 
when the original employs a marked 
word order or techniques that send 
emotional messages or emphasize a 
particular sentence element through 
syntactic structures, but they are then 
ironed out in the translation. This vir-
tuous approach signals a special sort of 
understanding as to what a “literary” 
translation should sound like. In this 
regard, we can also partially seek an 
explanation in some of the established 
practices, such as the requirement of 
certain television channels to soften 
vulgar remarks in the translation of 
subtitles. 

The previously mentioned phenom-
ena are, of course, somewhat exotic 
against the backdrop of the traditional 
translation practice, which relies upon 
well-established professional standards 
and indisputable rules. In fact, it is pre-
cisely because of these standards and 
rules that we can account for deviations 
and trends that appear unusual for its 
context. Regardless of whether these 

phenomena will endure or fade away 
over time, they have been caused by 
the effects that translation, in all of its 
manifestations, has brought upon Bul-
garian, since it is a rare language hun-
gry for and open to external stimuli.

It is curious that cultures that 
express themselves in rare and 
relatively non-widespread languages 
often harbor a perception of being 
endangered under the pressure of 
translation production. Literary and 
cultural circles in Bulgaria are con-
cerned about policies in support of 
national literature. One may have the 
impression that books by Bulgarian 
authors are not numerous compared 
to books published as translated ver-
sions. However, according to data of 
the NSI for 2013, the ratio between 
original and translated literature was 
5,275 to 1,578 titles. In fiction, the 
same ratio was 1,480 to 862. This 
indicates a clear-cut majority of origi-
nal over translated literature. 

This trend seems to differ from 
public perceptions. Such a paradox can 
perhaps be explained by the reverbera-
tion and prestige of everything foreign, 
as well as by the financing of transla-
tion works, from a number of foreign 
languages, under programs and grant 
schemes. Thanks to the adequate poli-
cies in some countries, Scandinavian, 
Turkish and Serbian literature, for 
example, is currently flourishing in 
Bulgaria, along with the traditional 
presence of major European languages. 
A conclusion can therefore be drawn 
that Bulgaria is short of translators with 
a major in Bulgarian studies to work 
toward promoting Bulgarian authors in 
foreign languages. Diverse, high-quality 
fiction generated by Bulgarian authors 
in recent years has provided a wealth of 
material to be translated. This promises 
career advancement to specialists who 
make efforts to master the Bulgarian 
language — they will certainly have a 
lot to offer to their publishers.  M
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To be or not to be an RLV,
for CEE or the wider world

Marek Makosiej

OOrganic growth is a beautiful thing — although 
I do remember someone at one of the LocWorld 
conferences trying hard to convince me that 
I'm absolutely wrong and that it's totally the 
opposite. You start as a freelancer and when 
things start to develop to the point where you 
cannot manage all the incoming projects, you 
find yourself setting up a team or a single lan-
guage vendor (SLV) company to cover your cli-
ents' needs. If things are further going the way 
you planned, meaning you develop successful 
relationships with your clients and you reach 
your goals, then your satisfied clients may start 
asking you not only for the target language of 
your core focus they've been ordering so far, be 
it Polish, Czech, Hungarian and so on, but also 
for other languages.
The temptation is as high as the risk. On the one hand, 

you want to meet your clients' requirements. On the 
other hand, you may not actually be prepared in terms of 
know-how, resources or processes. For some time you've 
seen it coming, but you kept your focus on your single 
target language, as this was the most honest way to deal 
with yourself and your clients. Businesswise, your whole 

company image is built around your expertise in that one 
particular language. This is similar to the way you build 
your credibility around certain fields of expertise, such as 
IT, audio/video, automotive, medical and security systems, 
to name only a few. You’ve marketed yourself based on this 
specialized, targeted knowledge. 

If you switch to offering more languages, you would to 
some extent be denying what you said before — such as 
that an SLV is a better choice for clients than a multilan-
guage vendor (MLV). Now you may be saying the opposite: 
that an SLV is a really great choice, but in certain situations 
a regional language vendor (RLV) may be better. Or even 
worse — that for some customers an MLV is the optimum 
scenario. Well, to be honest, all of the above is true. For 
an MLV, an SLV may be an equally good choice as an RLV, 
and vice versa. Moreover, in some situations it's good for 
an MLV to choose another MLV. It all depends on many 
factors. Each project is different, just like each client is 
different.

To the point, though: to be or not to be an RLV? There is 
no easy answer. First of all, because sooner or later you will 
face the same dilemma but on a higher level: to move from 
an RLV model to an MLV model? And this question will be 
the root of the same storm in your head that the SLV vs. 
RLV dilemma triggered. Not long ago, I spoke with a CEO of 
one of the leading European MLV language service provid-
ers. We were discussing different topics in general, but the 
discussion went a direction I didn't quite expect. When he 
was asking me certain questions regarding what the work 
of an SLV looks like, I thought that he just wanted to know 
how we work, to see if we would be a good fit for his com-
pany’s requirements as a subcontractor. But actually that 
was not the case. He told me: “I want to set up an in-house 
team of translators for Dutch and act as an SLV for Dutch." 
My first reaction was, “But you are an MLV already. You 
cannot be an MLV and an RLV at the same time." We had a 
great chat and some good laughs over that really important 

Marek Makosiej is managing director with 
CONTRAD, a single language vendor for Polish. For 
15 years in the language industry he has held vari-
ous functions, from freelancer through project and 
vendor manager.
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matter and then it occurred to me how 
simple but smart that solution was. It 
was fair to the potential SLV clients 
and actually gave some of them an 
added value (some of the clients think 
the in-house resources can be con-
trolled more effectively, but that's the 
topic for another long article), and, at 
the same time, allowed the company 
to keep its credibility across both SLV 
and MLV profiles. It's even more inter-
esting if you notice that the situation 
was kind of reversed — the company 
was not “upgrading" but “downgrad-
ing," or perhaps it's better to call it 
“sidegrading" — after all, they didn't 
want to quit their MLV operations.

That example shows that what 
really matters is flexibility, but most 
of all integrity. You need to stick to 
what you do well and keep it as the 
main line of your translation/local-
ization business. But you should also 
listen to your clients and react to their 
changing needs. Adapt or die, as they 
say. There's even more to it: you can 
be proactive, as well. If you know now 
that sooner or later your SLV business 
will face the dilemma of becoming 
or not becoming an RLV, you may 
start preparing for that. Begin to 
gather knowledge and know-how, 
and source linguists for those addi-
tional languages. You don't need to 
announce it to the whole world — “We 
have officially turned into an RLV." 
Just prepare and see what happens. 

In the worst case scenario, you will 
end up with more valuable knowl-
edge and an expanded database of 
qualified resources for Central Eastern 
European, Nordic, Baltic or any other 
regional language groups. And when 
the clients start asking “Look, you 
do so well with Polish for us, do you 
think you could manage Czech and 
Slovak as well?" then you will have 
everything in place. Of course, the sit-
uation may become a bit tricky when 
the client asks “But wait, can you 
promise me that the quality of the new 
languages will be at least as good as 
the quality of your main language?" 
There's always a risk of losing a client 
this way (it's actually the first thing 
that comes to mind when analyzing 
the consequences of such changes). 
But one important part of our busi-
ness as a language service provider is 
talking to clients and educating them. 

I'm not talking about hard-selling or 
promising the moon. I'm talking about 
explaining the benefits of this solution 
in the context of the client's needs. It 
can be done without any quality bar-
gains, company rebranding, funda-
mental activity profile changes and so 
on. And of course, last but not least, 
you can always say “We are sorry, 
but our core target language is Pol-
ish (or Latvian, Swedish or any other 
language you like) and we wouldn't be 
able to provide you the level of service 
you expect with the languages you are 
asking for. However, as we value our 
relationship, we will make every effort 
to build the team you need and get 
back to you with the results for your 
approval. We will start with the new 
language combinations as soon as we 
both agree we are ready." And there 
will be nothing wrong with that. Actu-
ally, you may get extra points in the 
client's ranking for being honest and 
professional.

The major challenges entail keeping 
your credibility and keeping the level 
of service and quality that you have 
provided for your core single lan-
guage. Your website may clearly sell 
itself to project or vendor managers 
who have the experience that “other 
vendors are good in some languages 
and not others, although they claim 
to be great at them all" or that “a 
vendor that's big is no guarantee that 
the work delivered will be any good." 
Maybe because of this, clients choose 
you, a smaller vendor specialized in 
one or two languages, keen to have the 
business and give excellent service. 
You need to deliver on your promises 
and their expectations. If you add the 
second, third, fourth or even fifth lan-
guage, you need to be sure that your 
service is on the same level it's been so 
far. Otherwise, you will lose your cli-
ent, even for a core language they are 
happy with. In order to achieve this, 
you need to make sure your current 
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processes, both for sourcing providers 
and for production, give equally good 
results as for the single language you 
have provided so far. That may mean 
the changes to those processes for one 
or even all new languages that will 
make you an RLV. As we all rely on 
the quality of our vendors, we need 
to know that we have access to qual-
ity resources. If you are not able to 
source the providers that will meet the 
requirements you and your clients set, 
stick to what you do well, as there is a 
high chance that you will overdo it. In 
certain Central and Eastern European 
languages, for example, there may 
be a limited to very narrow qualified 
freelance translator pool. Analyze the 
pros and cons, both for your busi-
ness as well as for your customers. 
Make an informed decision. Prepare 
a good transition plan. Observe and 
tweak. Adapt to actual results and 
requirements. In an ideal world, you 
would have time for this, but busi-

ness is being done globally 24/7 and 
the clients may not be ready to wait 
until you reach a certain level with 
your new languages. Take this into 
consideration before you commence 
changes.

So, to become an RLV or not actu-
ally remains an open question. It all 
boils down to two things: whether it 
is what you intended your business 
to become and whether your clients 
need that. The most fundamental 
thing in this is integrity: be open 
with your clients and discuss these 
issues with them. As long as your 
customers know what you are doing 
(and of course, you need to know 
what you are doing yourself) and you 
are prepared for the next step, the 
answer is definitely “Yes." You can 
build on your SLV reputation and, at 
the same time, be responsive to the 
client’s changing needs by covering 
not only the single language you 
have provided them with so far, but 

by expanding your pool of target lan-
guages to the other languages of your 
region. As you gain experience, you 
will be able to use that new expertise 
with the new clients as well. That 
process doesn't need to be an abrupt 
change of your business profile and 
doesn't need to mean denying every-
thing your business really is and what 
it's been known for, namely being an 
SLV. Instead, it should be more like 
building and growing your know-how 
and resources with one goal in mind: 
staying in pace with your current and 
potential clients' requirements. After 
all, what's better than keeping your 
existing clients happy, your potential 
clients impressed and your business 
relying on its long-term foundation 
but growing at the same time? Remain 
an SLV and become an RLV when 
the opportunity is there. But on one 
condition: be thoroughly prepared. 
You've resolved the dilemma. Are you 
ready for the next step?  M
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Why you need CIS localization 

Vitaliy Vorobyov & Igor Shvydkoy

SSmart people always buy shares when the 
price goes down and sell them when the price 
goes up. So it is with localization of your web-
site for Central and Eastern Europe’s Common-
wealth of Independent States (CIS). Despite the 
current escalation of confrontation between 
Russia and the Western world and overall polit-
ical and economic instability in the CIS region, 
the sooner you localize your website for this 
region the better. The hard times will soon be 
over, recession will give way to new recovery 
and those who have prepared themselves for 
entering this market well in advance will be the 
first to take advantage of positive changes.
What language policy should you choose for entering these 

countries and why does it really matter? Why do you need to 
localize your website now if you haven’t done it yet? How can 
you do it right and what else should you take into account?

Choosing a language policy for the CIS market
Due to their ex-Soviet pasts, many countries in this 

region are bilingual. They have their national languages 
as the official language and Russian as a second (mostly 
unofficial) language. Yet in many countries Russian still 
prevails over the national language in 
everyday communication.

This is the case, for example, in 
Kazakhstan. The official language 
is Kazakh. But the overwhelming 
majority of the Kazakh population 
still speaks Russian. So if you con-
sider localizing your website for the 
Kazakh region, it is more reasonable 

to translate it into Russian than Kazakh or you won’t effi-
ciently cover your target audience. The language strategy 
for offline businesses will depend upon the industry itself. If 
you deal with local authorities or if you work within strictly 
regulated niches you may be required by law to translate 
the documentation into Kazakh. If your potential customers 
live in smaller towns and villages you will definitely need to 
translate your documentation into both Russian and Kazakh, 
because Kazakh is still natively spoken by around 65% of the 
population, though the majority of them live in the country’s 
outskirts.

Let’s take Ukraine as another example. Ukrainian is 
the only official language in the country. That means that 
major newspapers, most of the official sites, higher educa-
tion, TV channels and other media are all in Ukrainian. 
In Western Ukraine most people speak Ukrainian, but 
the majority of people in Eastern Ukraine speak Russian, 
although Russian has no official status in Ukraine. Accord-
ing to media sources, there are over 15 million internet 
users in Ukraine and this number is increasing constantly 
and quickly. Russian-language traffic, in most cases,  cur-
rently prevails considerably over the Ukrainian speaking 
audience. For example, the Google AdWords Keyword Tool 
provides the following statistics for the search query “rent 
office in Kiev” for Ukraine: last month around 2,900 users 
typed the Russian equivalent of this search query (аренда 
офиса Киев) into the Google search field versus only 50 
users who used the Ukrainian equivalent (оренда офісу 

Vitaliy Vorobyov works in the translation business with a 
degree in translation and computing. He runs Promova, 
which focuses on Russian and Ukrainian languages.

Igor Shvydkoy has over 13 years of translation 
experience for German and English and over 
six years of experience in internet marketing.  
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Київ). So if you target the Ukrainian 
region with your business, the best 
option would be to translate your 
website into both Russian and Ukrai-
nian. Do not expect many visitors 
to your Ukrainian language version 
right away. However, in a longer-term 
perspective Ukrainian localization is a 
winning strategy. Here are some addi-
tional facts to consider in this regard:

■■ Younger people tend to use 
Ukrainian more (especially taking into 
account the current conflict between 
Russia and Ukraine).

■■ With time, more Ukrainians refuse 
Russian language versions if there are 
options in Ukrainian.

■■ A Ukrainian version will result in 
a favorable reputation among Ukrainians 
as compared to other similar resources.

■■ Windows products were local-
ized into Ukrainian a while ago and 
more internet users are switching to 
the Ukrainian versions of software and 
resources where possible.

The Commonwealth of Independent States (CIS) is a regional organization formed during the breakup of the Soviet Union.  
The participating countries are former Soviet Republics.
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From a marketing perspective, 
as still not many global companies 
translate their websites into Ukrainian 
or Kazakh, localizing your online 
presence will be a chance to stand 
out. Top companies in their respec-
tive industries such as Google, Sony, 
Adobe, Microsoft, SAP and so on do 
translate online materials and user-
oriented content into languages such 
as Ukrainian, Kazakh and Georgian.

If you have a one-time commercial 
project with Ukrainian partners, you 
can ask them what language they 
prefer for your documentation local-
ization — Russian or Ukrainian. But if 
your project requires any communica-
tion, approvals or other involvement 
of local authorities, you will most 
probably need to translate the project 
documentation into Ukrainian. Some 
niches (like medicine) are legally 
regulated, so if you want to introduce 
some new product to the Ukrainian 
market you may be required by law to 
translate any manuals, specifications 

and other supplemental documentation 
into Ukrainian.

The language situation in CIS regions 
is additionally complicated by the fact 
that from time to time local govern-
ments try to promote local languages 
in their countries by adopting new laws 
to artificially restrict Russian usage. So 
when entering a particular country, you 
will want to do some research. You can 
do this yourself by using the internet or 
alternatively by asking a local transla-
tion agency about the current language 
situation in their particular country.

Google Translate and  
your CIS localization
For many people this will already be 

obvious, but never use Google Trans-
late to machine translate your website 
for CIS countries. Google Translate is 
a great tool that helps many people 
to remove language obstacles for gist 
translations and the like. But it is still 
far from being perfect, especially when 
applied to Cyrillic languages. Your 

website visitors would understand 
what your website is about, generally 
speaking, but due to the more compli-
cated grammar of Cyrillic languages, 
with several declensions and conjuga-
tions, automated website localization 
with an embedded Google Translate 
module will bring you more harm 
than benefit. From a search engine 
optimization point of view you get 
low quality content, which in turn 
will harm your organic rankings. This 
means that you have no chance to get 
visibility in search engines and reach 
people who look for your products or 
services in Google or Yandex, which 
is another popular search engine in 
CIS countries. 

It is especially pertinent for Rus-
sia. Around two-thirds of online 
searches in Russia go to the Yandex 
search engine, with Google having just 
around one-third of the market, and 
Yandex is much stricter in terms of 
the content quality. Yandex may just 
ignore a machine translated website 
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completely. But even if you manage 
to get some visitors to your website, 
what will these visitors think about 
your brand after reading the poor text 
content of your website? How will 
they perceive the product or service 
that you’re trying to offer them? Will 
they come up with positive associa-
tions with your brand? Will they buy 
something from you? Will they ever 
return to your website?

CIS localization for those 
who don’t plan to enter  
the market soon
And what if you don’t plan to enter 

the CIS market in the near future? 
What’s the point of localizing 
your website for this region? There 
are several major benefits of CIS 
localization.

Multilingual website support is usu-
ally typical for larger companies dealing 
with international markets. You know 
it and internet users know it, too. So 
additional language versions of your 
website let your website visitors know 
that you are operating in all those mar-
kets. And even if your website visitors 
(your potential customers) decide from 
your website that you’re only pretend-
ing to look bigger than you actually are 
at the moment, a multilingual website 
is still a positive sign for them that you 

think global, are forward-looking and 
ambitious. 

If done right, CIS localization is a 
great opportunity to improve your 
brand awareness. Taking into account 
that Russian is one of the ten most 
spoken languages in the world — 
according to some statistics, even one 
of the five top languages since Russian 
is widely used in Ukraine, Belarus, 
Kazakhstan and so on — you should 
definitely add this language to your 
website.

A multilingual website always 
contributes to your online promotion 
and increases the amount of poten-
tial customers to your website. When 
people look for a product or service 
on the internet they will usually 
use their local language — Spanish 
in Spain, Russian in Russia, and so 
on. Any search engine will attempt 
to show them the most relevant 
websites corresponding to their que-
ries. One of the basic parameters for 
relevancy here is the same website 
language versions as the language of 
the search query itself. It means that 
if you have no Russian language ver-
sion of your website, your chances 
of being visible in Russian-speaking 
countries are basically zero. Don’t 
forget that search engines take into 
account various quality parameters 

of a web page when ranking it in 
search results, and one of the qual-
ity parameters includes the domain 
authority and the domain age. The 
sooner search engines find the Rus-
sian language version of your web-
site, the better it will be for your 
future brand promotion.

Many of your potential customers 
will speak English but it will still be 
easier for them to read about your 
company and products in their native 
language. If they have to choose 
between you and your competitor, they 
will definitely prefer a partner that has 
already made their life easier by local-
izing all the technical and marketing 
documentation into Russian.

Thus, even if you have no serious 
plans to go global in the near future, 
it still makes sense to add multilingual 
support to your current website and 
add Russian and other CIS languages 
to the list of supported languages. And 
from internet promotion and a search 
engine optimization point of view, the 
sooner you do it the better.

What else you should  
take into account
After the fall of the iron curtain, 

masses of goods entered post-Soviet ter-
ritories, a huge, fresh market with many 
opportunities. Were manufacturers pre-
pared to talk to customers in their own 
language? No. Did they lose some of their 
potential profits? Probably yes. But what 
else happened? Buyers had very poor 
command of English, so they required 
translations to understand how to use 
their new equipment. Since manufactur-
ers did not provide Russian manuals, 
translations were done randomly, more 
often by nonprofessional translators or 
by students. This resulted in badly writ-
ten instructions, often containing major 
mistakes. The situation has changed 
dramatically since then, but many users 
who work with industrial products are 
still used to not being important enough 
to be offered documentation and speci-
fications in their language. You do not 
want to keep them disappointed if you 
want them to work with you or buy from 
you, right? So take this simple step — 
translate for them.

Another concern that we often hear 
from our contacts is that they won’t 
be able to process requests from their 
new Russian-speaking leads, “unless 

wORdS iN REcORd TiME TURN QUERiES 
iNTO kNOwLEdGE

SOLUTiONS fOR 
LANGUAGE wORkERS

AppROvALS MAdE EASY

| SolutionS for Sdl language WorkerS

w w w . q u i c k t e r m . a t  -  w w w . k a l e i d o s c o p e . a t

cORpORATE TERM MANAGEMENT
TAkE MULTiTERM TO ThE cOLLAbORATivE wEb 3.0

wORdS iN REcORd TiME

W E B  P O W E R  F O R  Y O U R  C AT  T O O L S

http://www.quickterm.at
mailto:editor@multilingual.com
http://www.kaleidascope.at


we have a Russian-speaking employee, 
we cannot communicate with our 
customers.” Well, indeed, solving 
this communication problem is not a 
straightforward task, but why not trust 
this to the vendor that translates your 
website? Vendors should already know 
the specifics of your business, and most 
of the top localization companies now 
offer turnaround times of a couple of 
hours or even less, so one solution is 
to ask them to do email translations 
for you. 

In addition, this is where Google 
Translate can serve its purpose — you 
can get the idea of your new request 
in no time and then decide whether it 
is worth your attention. Either way, do 
not be afraid of Russian-speaking leads. 
It’s a clear sign that the Russian market 
is a new opportunity for you. Solving 
a task with communication is just an 
ordinary challenge that will help you 
benefit from this opportunity.

Successful companies always man-
age the process of localization for their 
marketing and technical documents by 
themselves or via multilingual vendors 
when going global. They understand 
that leaving translations to dealers or 
local partners may hurt their brand, 
affect customer experience or reduce 
time to market. When end users get 
poorly documented products they nurse 
a grudge against the brand itself, not 
the dealers. Centralization of your 
localization process is the key to effec-
tive growth in terms of content volumes 
and quality, and it should be done as 
part of your general marketing strategy.

When we say that many companies 
manage their documentation localization 
by themselves, we don’t mean in-house 
translation teams. Quite the opposite. We 
are now seeing a new trend where global 
international companies trust their local-
izations to smaller, local, native-speaking 
language professionals in the market 
they plan to enter. This is because they 
see more value in partnering with their 
vendors directly, thus removing unneces-
sary production pipeline segments, con-
tributing to time to market reduction and 
more transparency. They also do not trust 
localizations to their in-house people if 
localization is not the main specializa-
tion of those people, because in many 
cases it is bad both for the employee and 
for the translation. But that’s a topic for 
some future article.  M
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Localizing payments 
via Payoneer

David Sommer 

WWhen one thinks of running a successful 
language service provider (LSP), one’s mind 
goes to thoughts of quality, service, market-
ing, locations and so on. Behind all of these 
stands a much-overlooked issue of training 
and maintaining your freelance translators, 
who truly perform the most important aspect 
of your work. While today many mistakenly 
perceive translation as a commodity, those in 
the know understand the true value of main-
taining a trusted cadre of professional transla-
tors. Creating loyalty among these translators 
is challenging and indeed requires an engaged 
vendor management program that considers 
the needs of the translator, which go beyond a 
per-word price. One important need is ensur-
ing timely and efficient payment at a manage-
able cost that will benefit both the translator 
and the LSP. 

Our company, Net-Translators, was founded in 2001 to 
help software developers, medical device manufacturers 
and hardware companies to prepare their products and ser-

vices for worldwide deployment by providing high-quality 
translation, localization and multilingual testing services. 
Several years ago, our company realized we faced an 
increasingly competitive landscape. So we looked for ways 
to maintain relationships with our translators and ensure 
continued quality and profitability, while still reducing 
costs. As we provide services to hundreds of companies on 
six continents, in more than 60 languages and with close 
to 2,000 translators worldwide, a large component of Net-
Translators’ success depends on our ability to remit timely 
and complete payments internationally. 

When looking for a cross-border payment solution, we 
wanted to ensure that we could accurately pay all resources 
in a timely manner, simplify management and reduce 
fees while keeping the focus on our core business. Previ-
ously we used traditional payment methods such as bank 
transfers, Moneybookers and PayPal, each of which has 
its own unique challenges and limitations. For example, 
bank transfers had to be processed individually and were 
tremendously labor-intensive, resulting in high costs for 
both us and our translators. Specifically, language service 
providers are often charged between $17 and $20 per trans-
action, while translators faced fees between $15 and $40 
per transaction. In addition, PayPal did not fully address 
our payout needs, as many of our translators opt not to 
have PayPal accounts due to the high fees associated with 
receiving large payments (2.5% per transaction). 

The process of hiring expert translation talent can be 
extremely complex, and once a business hires its transla-
tors it will want to keep them on board and build long-
term relationships. Expert translators, however, are very 
sensitive to payout fees, making affordable cross-border 
payment solutions a top priority for both parties. 

Additionally, when dealing with cross-border pay-
ments, one inevitably encounters regulatory issues such as 

David Sommer is Net-Translators’ director of 
strategic operations and is responsible for
 company initiatives in process improvement 
and quality. David has a BS from the State 
University of New York and has worked 
in technology for the past 20 years.
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compliance and a need for effective 
risk management. Companies now 
transfer funds in more ways than 
ever before, and the volume of cross-
border commerce is continuing to rise 
and shows no signs of slowing down. 
The controls on payments, especially 
across international borders, have 
become more complicated, meaning 
businesses need solutions to help 
them stay compliant with regulators 
and financial institutions as they 
grow. Payment platforms must have a 
solid compliance foundation to sup-
port continued international growth 
and customer acquisition without 
facing regulatory roadblocks.

As we are a multinational company 
supporting more than 60 languages, 
meeting the needs of our various lan-
guage providers (or in other words, 
our translators) no matter where they 
are across the globe, is a huge chal-
lenge. We need to support our lan-
guage providers worldwide 24 hours a 
day, seven days a week, often in their 
local languages. 

To overcome the challenges faced 
by traditional payment methods, we 
selected Payoneer, a cross-border 
payment platform that facilitates 
seamless payments for millions of 
businesses and professionals in more 
than 200 countries and territories 
worldwide. Founded in 2005 and 
based in New York, Payoneer is ven-
ture-backed, profitable and ranked 
in the top 100 of Inc. 5000’s finan-
cial services companies. In today’s 
borderless digital world, Payoneer 
enables millions of businesses and 
professionals from more than 200 
countries and territories. Thousands 
of leading corporations including 
Airbnb, Elance-oDesk, Getty Images 
and Google rely on Payoneer’s mass 
payout services. Payoneer provides 
a one-stop payment solution for 
translators, offering easy access to 
their funds in more than 90 cur-
rencies through its multicurrency 
prepaid MasterCard cards and Global 
Bank Transfer service.

Payoneer’s multicurrency Master-
Card card provides translators with 
immediate access to cash at a cost that 
is much lower than other solutions 
we investigated. The Global Bank 
Transfer service enables translators to 
receive earnings directly to their bank 

accounts in their local currencies, at a 
significantly lower cost compared to 
traditional wire transfers.

Traditional bank transfers often go 
through several intermediary banks 
with different processing and transfer 
times as well as unnecessary addi-
tional fees. Payoneer’s administrator 
platform enables us to easily send and 
track payments, reducing processing 

time and manual work. With the help 
of Payoneer, we can send and receive 
funds inexpensively, conveniently, 
and with direct control and a full view 
of the funds being transferred.

One of the key factors differenti-
ating Payoneer from the competition 
is its promise of cutting-edge com-
pliance. Payoneer is currently com-
pliant with regulations in the United 

From prepaid debit cards to Automated Clearing House (ACH) transactions to paper 
checks in the local currency, freelance translators around the globe have different 

preferences and challenges in how they get paid.  
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States and Europe, and continues 
to expand its compliance to other 
countries. In addition, Payoneer 
offers advanced risk management 
technology that gave us more con-
trol and less risk by allowing us to 
withhold funds in cases of suspicious 
activity, control spending limits to 
reduce losses, collect incriminating 
information on frauds, identify risky 
spending behavior and receive infor-

mation regarding possible fraud from 
other companies. 

Via its risk management technol-
ogy, Payoneer monitors suspicious 
transactions on our behalf and red 
flags activities such as unusual pur-
chase transactions, card load activity, 
potential identity theft, suspicious 
new account openings and so on. 
Advanced compliance and risk man-
agement assures that Net-Translators 

and our language providers have a 
safe cross-border payment platform. 

Working with Payoneer enables Net-
Translators to close the gap between 
what our translators want and what tra-
ditional payment methods can provide. 
Recently, Payoneer surveyed global 
freelancers and published their find-
ings in a brief entitled “The Voice of the 
Global Citizen.” This survey measured 
the payment preferences among lan-
guage professionals around the world. 
The results of this survey indicate that 
for LSPs to improve relationships with 
in-country language resources, they 
must implement an efficient cross-bor-
der payment platform that can provide 
world-class customer service. 

While providing our translators 
with a payment solution that meets 
their needs and saves on costs for 
both sides, it was important also to 
provide an outlet for customer ser-
vice within the payment platform. 
With Payoneer’s customer service we 
can reduce the amount of handling 
required for inquiries regarding pay-
ments and follow-up, which provides 
us with further savings and enables us 
to focus more on our core business. 

Other features include a Payoneer 
forum where users can ask ques-
tions and get answers both from the 
Payoneer community and from cus-
tomer services representatives alike. 
By providing this range of services 
and different access methods to the 
user, Payoneer has met our needs for 
a payment solution for most of our 
in-country providers. In our work 
with Payoneer, we have transitioned 
far beyond a customer relationship 
to a partnership. Using one central-
ized, international payment platform 
to distribute thousands of multicur-
rency payments, we have signifi-
cantly reduced our overall cost and 
processing time. We currently use 
Payoneer to process 70 percent of all 
Euro payouts and 50 percent of US 
dollar payouts. Working with Payo-
neer enables Net-Translators and our 
translators to save thousands of dol-
lars in bank transfer fees and reduce 
total bank fees by 30 percent. More 
importantly, by handling payments 
more efficiently and at a lower cost, 
we can build more trust with our 
language resources and focus on our 
customers.  M

Results from a global survey on how users prefer to receive payment, 
heavily focused on users in developing countries.  
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Interpreting permaculture

Richard Kühnel  

OOver four decades ago I had a hard time 
going through the English alphabet without 
tripping over the correct order or pronuncia-
tion of each letter. Now, here I am in Dayton, 
Montana, standing in front of an audience of 
about 70 people, translating between German 
and English.

I had always dreamt of sharing a journey with someone 
who is a recognized world authority in his or her particular 
field. Now I am literally standing and walking side by side 
with an expert of agricultural ecology.

Permaculture has captured my interest for many years and 
is closely related to ecology. It offers solutions on how we can 
live individually and in communities in a way that increases 
the health, beauty, abundance, fertility and wellbeing of our 
environment. We are accountable to cocreate, maintain and 
increase the vitality, livability and diversity of nature.

The terms sustainability, green living and other catch-
phrases have been used to describe aspects of this idea. In 
the early 1970s, the term permaculture was introduced by co-
originators Bill Mollison and David Holmgreen to first describe 
a system of “permanent agriculture.” Soon it became obvious 
that this narrow understanding needed to be broadened to 
“permanent culture.” It is not just about growing our food, 
but about everything related to it, which is almost everything 
else and includes water, energy, shelter, livelihood, technol-
ogy and economy — in a sense, all of our human culture. 

The concept behind permaculture conveys how to design 
human systems (culture) that can go on and exist perma-
nently. Planet Earth represents the one system that has 
been the most successful in long-term existence and with 
which we all are intimately involved. Thus it makes sense to 
study its underlying laws, so we can derive how the planet's 
ecosystem works. Nature is extremely resilient. Our global 
natural history has been going through many natural and 

man-made upheavals and changes, and still continues to 
teem with this incredible thing we call life. Why not learn 
from that and imitate it?

Permaculture is an ecological design system based on 
guiding principles (such as closing natural cycles and energy 
efficiency) built on the foundation of three fundamental eth-
ics. The main one, from which the others can be derived, is 
care of the Earth. Permaculture is also a living practice, imple-
menting ecologically sound human systems and lifestyles. It 

Richard Kühnel has worked on sustainability-
oriented projects for three decades. He has an MS 

in ecosocial design. He manages an eco-friendly 
apartment complex with edible landscaping. 

He interprets for and holds workshops on 
permaculture and related subjects.

One of over 70 ponds created at the Krameterhof, 
a farm in Austria managed by Josef Holzer.
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is about a human-designed ecosystem 
embedded in the largest one, the natu-
ral ecosystem, using what we currently 
understand of how nature's “design” 
works and applying it to human civi-
lizations. Accomplished designers and 
practitioners have used a multitude of 
ways to express what permaculture 
is. For me they all point to our deeply 
anchored desire to live a life that is in 
tune with nature, others and ourselves, 
enjoying this beautiful planet to the 
fullest without diminishing the same 
pleasure for any other living being now 
or in the future. In a nutshell, acting 
in a way that is beneficial and regen-
erative to the air, water, earth, plants, 
animals and ourselves.

Interpreting for the first time
The person I’m interpreting for has 

been practicing what he calls “natural 
farming” for about 50 years and has 
only recently been told that what he 
does is called permaculture. Today, the 
terms Holzer Permaculture and agro-
ecology are mostly used. Sepp Holzer, 
an Austrian farmer in one of the cold-
est areas in Austria, has developed a 
farm on approximately 45 hectares (111 
acres) of mostly steep, mountainous 
land between 1100-1500 meters (3609-
4920 feet) high, and it is one of the most 
highly productive farming systems in 
Europe. It is living proof that working 
in tune with nature works and can also 

be economically successful. His former 
farm is now managed by his son, Josef 
Holzer, who is continuing to develop the 
farm by applying ecological methods 
and permaculture design. Sepp Holzer 
and his wife are working today on their 
new nine hectare farm in southern Bur-
genland. Today Sepp Holzer is involved 
in projects of every size, all around the 
world, from just one hectare (2.47 acres) 
up to tens of thousands of hectares. His 
work provides solutions for some of the 
most extreme situations, be they in the 
desert, the Siberian tundra, in subtropi-
cal or cold climates, for affluent or mar-
ginalized communities, in resource rich 
or poor situations. In his view, we have 
forgotten to listen to nature’s voice and 
so often never ask if what we do is truly 
beneficial for the planet.

So here I am interpreting for the first 
time, with no training, no experience 
— and I’m questioning my capability. 
How did all this come about? One day I 
unexpectedly received a call asking if I 
could interpret. I am Austrian and Ger-
man is my native language, I have been 
living in the United States for 20 years, 
speak English fluently and also have a 
strong interest in permaculture and its 
related subjects. Additionally, after hav-
ing lived for many years in Salzburg I 
would probably understand Holzer's 
accent as he is from the same Austrian 
region. Moreover, I had been actively 
pursuing permaculture in Europe as 

well as in the United States, picking up 
the vocabulary unique to this field in 
English and German independently. In 
retrospect I am not astonished that it 
seemed I might be a good fit. Neverthe-
less, it was a total surprise to be asked. 

After arriving for my first interpret-
ing gig, quite nervous, but tuned in 
to the interpreter who was currently 
translating, I found myself helping out 
with a few words. When my turn to 
interpret came around, I listened to the 
speaker, standing right next to him and 
then translating. It was a little bumpy 
at first, but soon I was able to use the 
natural breaks in what the presenter 
was saying. He started to extend those 
pauses and it was all flowing quite 
quickly. Soon I was not just relating 
meaning, but also started naturally 
imitating the tone, volume, inflection 
and facial expression as well as the 
body language. I just had fun and it felt 
almost like imitating or play-acting. 
Even wordplays or jokes came across. 

Developing a strategy
I developed a strategy to interpret 

quietly while not live interpreting, 
while I was listening to the speaker 
and current interpreter. I realized 
that due to the interpreter’s change 
in breathing pattern or some change 
in tone, I often had a sense when a 
helpful word might be needed. So I 
started doing what I call “throwing a 
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word.” When the interpreter hesitated 
or almost stopped, I offered the word 
or words I already had translated in 
my mind. As things go quickly, some-
times this was picked up, sometimes 
not and sometimes what I offered 
wasn't actually a good choice. 

We now always have two interpret-
ers who tag-team. When one of us is the 
interpreter, the other one is close by as 
support, to provide or look up words as 
needed and also take notes. The second 
interpreter is always silently translating 
in parallel so as to be ready with the 
right word at the perfect moment. It is 
amazing how one can learn to anticipate 
what words might be needed — also, if 
the translation of a word or phrase does 
not pop up, there are often a multitude 
of ways to explain or describe the same 
content using different words.

The first interpreting I did was in 
2012 at a workshop held on a piece 
of property overlooking a large lake. 
It was a unique situation in that 
representatives of Native American 
tribes were involved. In this ten-day 
workshop we changed ten acres into a 
highly productive landscape of raised 
beds, waterfalls, spillways, several 
small ponds and a larger pond, all with 
the help of hired heavy equipment and 
the efforts of the participants. It was 
an amazing transformation. 

As a result, we needed to switch 
between the indoor classroom and 
the outside world with very different 
conditions and weather. We were also 
attempting to record as much of the 
event as possible. Between workshop 
sessions, mealtimes and breaks, there 
was time needed for discussion with 
the hosts as well as with the equipment 
operators. We ended up making sure 
that there was always one interpreter 
close to wherever Sepp Holzer was.

After this event I was invited to 
interpret for Sepp Holzer on his US 
tours in 2013 and 2014. Additionally, 
in 2014 an opportunity opened up to 
travel to Austria and interpret for a 
group of people, mostly from the US, 
at the farms of Sepp Holzer and his son 
Josef, and at other locations.

As we went to certain specific proj-
ects and farms it became clear that the 
accents and dialects became thicker. 
Once in a while I needed to ask what a 
specific word meant in High German. 
Connecting with the presenter was also 

slightly different as we generally met 
only briefly just prior to the event.

At one point I had to interpret for a 
presenter who is a vintner combining 
biodynamic and organic methods. As 
I have no knowledge of wine, either 
in theory or practical experience, this 
was quite a unique situation. Several 
times I needed to ask the presenter the 
meaning of what he just said before 
I knew how to translate it accurately. 
He told me afterward that he kept his 
use of wine-specific vocabulary to a 
minimum. I hadn't noticed! It went 
pretty well anyway, partly because he 
sometimes jumped to English. This was 
quite humorous at times, as I continued 
“translating” because I hadn't immedi-
ately realized that he had switched to 
English and I was thus just repeating 
what he had said. It sometimes took me 
a few seconds to realize, oh, hold on, 
he said it already in English, no need to 
translate. Sometimes there were Ger-
man people in the audience who were 
joining parts of the program, so then 
I quickly switched to translating what 
the presenter had said in English into 
German. Maybe you can see how this 
can get confusing. A similar situation 
arises when a participant has a ques-
tion or makes some remark in English 
and I don’t catch it right away, being 
so focused on interpreting. Usually 
everybody takes all this with a sense 
of humor and has a good laugh.

Finding interpreters
We looked for additional interpret-

ers for one of the tours and posted the 
opportunity on various websites. When 
someone seemed to fit what we were 
looking for, I interviewed the candidate 
myself. We would be at three different 
locations for this tour and would need 
three different additional interpreters. 
So I spent some time thinking about 
how to find the right person.

The initial interview was conducted 
over the phone. After some introductions, 
we went over a number of items while I 
recorded the interview with the permis-
sion of the interviewee. I asked questions 
about their backgrounds in language, 
interpreting and permaculture-related 
fields. Then we did a practice test where 
the interviewees interpreted a paragraph 
from one of Sepp Holzer's books. We 
also talked about how much time they 
thought they would be able to translate, 
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if walking rough or fairly 
steep terrain would be a 
problem, and if it would 
be possible for them to 
stay focused during the 
workshop sessions and 
be supportive of the 
other interpreter while 
not actively interpret-
ing themselves. Yet 
even with all the effort 
described above, only a 
live interpreting session, 
or several, could really 
show how well suited 
the new interpreter 
would be.

Tour preparations
There are a number 

of things I do to prepare 
for a tour: 

■■ Read a subject matter book in 
English and the same book in Ger-
man, or compare translated DVDs. 
It is interesting to see what general 
changes have been made to the origi-
nal content and details of the transla-
tion, which might be quite different 
than what I thought would have been 
the most accurate. At the same time, 
it was helpful to get into the sub-
ject matter, reactivate and stimulate 
the brain and learn how to better 
translate a word or phrase. So while 
reading or listening to a recording, I 
translate it into the other language, 
quietly or out loud, which I record 
for reviewing purposes. Doing it both 
ways helps to shift easier between the 
languages when needed. As for me, 
even after just a few days of speaking 

only one language, it starts getting 
more difficult to translate into the 
other one.

■■ Make, update and use word lists. 
During times when I’m not translating 
but am supporting the live interpreter 
while he or she is translating, I make 
notes of word usages I like and want 
to remember. Then I note words I'd 
like to find a better translation for. 
These notes flow into an alphabetical 
word list kept in a spreadsheet that 
can then be used as a preparation tool.

■■ Listen to recordings of previous 
events at which I interpreted for the 
same speaker. With the right equipment 
it’s possible to turn down the transla-
tion, hearing only the voice of the 
presenter, and it’s possible to simulate 
the live situation quite well. This prac-
tice interpreting can be recorded and 

then compared to the 
recorded translation 
from the live event.

■■Besides having 
a good dictionary 
in print, I also make 
sure I have one or 
two online English/
German dictionaries 
at hand that I can con-
sult quickly on breaks, 
when suddenly a ques-
tion of how to translate 
a word or phrase comes 
up. Using a smartphone 
or tablet if an internet 
connection is available 
helps in that regard as 
well. The site I use most 
is www.leo.org. Another 
one I use, but less fre-

quently, is www.reverso.net. 
■■ It has occasionally been helpful 

to use a localization poster, containing 
information and formulas for conver-
sions of lengths, areas, volumes and 
temperatures.

■■ Preparing for the differences in 
dates, times, measurements, paper 
formats and so on is important, as you 
may be translating something that is 
displayed, such as a slide or poster. 
What is read directly from what is dis-
played can seem at first not to match 
what one hears — such as the digits 7 
and l. First, depending on the font or 
writing style, l could mean 1, capital 
I or lowercase l. Also, the equivalent 
to 7 (US) is 7— (German), which is easy 
to distinguish from 1, especially when 
handwritten. However, for someone 
from the United States, a handwritten 
German 1 looks a lot like a 7. Another 
example is the format of dates — 
3/4/14 (US) is equivalent to 4.3.14 
(Austria). When it comes to numbers 
it can be confusing that in English, 
the decimal is a period and the thou-
sand separator is a comma, which is 
the opposite of German. Even more 
challenging are temperatures, thank-
fully there are formulas to make these 
conversions easier. Similarly the mea-
surements of length, area and volume 
are based on different unit systems 
in the United States (imperial) and 
Europe (metric). Then there are cur-
rencies, holidays, clock time and more 
that are all to a lesser or higher degree 
different. Sometimes we prepare a chart 

A participant of the Dayton, Montana, workshop presenting his permaculture project 
and receiving interpreted feedback from Sepp Holzer.
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with key conversions each way. As an 
interpreter the challenge is to make 
rough calculations while translating. 
So one hears five hectares and while 
continuing interpreting, calculates how 
much that is in acres. To make it easier, 
I use the conversion factor of 2.5 and 
can quickly come up with the answer: 
“about 12.5 acres.”

■■ Technical terms can create chal-
lenging situations. Ecological design 
can be applied to any field, discipline 
and practice, including technology 
and science, which leads to the use 
of many technical terms from these 
fields. Ecology has its own vocabulary. 
If the speaker talks about a plant or 
a plant family, translation will depend 
on a number of factors. First, is the 
term the common or the botanical 
name? Common names for a given 
plant can be different in the same lan-
guage based on the region. Even in the 
same region, different common names 
are sometimes used and some regions 
might not have a common name for 
a particular plant, or two different 
plants might share the same common 
name. It can be extremely difficult to 
translate this, especially in the middle 
of interpretation, so I developed a way 
to deal with that. 

Scientific names pose their own 
challenge. First, there is the pronun-
ciation issue. The binomial system for 
taxonomy uses Latin or Latinization. 
Is Latin in US English pronounced 
the same way it is in the German 
language? Your guess is as good as 
mine, but I have noticed the German 
or Italian pronunciation of the vowels 
and consonants is used, albeit depend-
ing on the speaker and the flavor of 
her or his specific accent. Then there 
is the question of the emphasis of 
the syllables, which is different in 
English and German. Moreover, there 
is often more than one correct way to 
pronounce a scientific name. Or the 
scientific nomenclature of a taxonomy 
might have been changed or there may 
be more than one taxonomy for the 
same species kingdom. As you can see, 
this can get quite confusing. Of course, 
either for a common or botanical name, 
if nobody besides the speaker knows 
what they are referring to, it’s hopeless 
during and sometimes even outside the 
classroom setting. A solution might be 
to have a sample of the species and two 
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botanical experts, each native speaking 
in one language and fluent in the other, 
to identify the species. 

As an interpreter there is a some-
what easy cop-out, as even not know-
ing what it means, one can just repeat 
the scientific name and put the problem 
of figuring out what plant it is to the 
listener. Not a good solution! But even 
then, sometimes the scientific name is 
long and complicated and it is hard 
to repeat it correctly the first time you 
hear it. If the speaker has an accent this 
becomes even more difficult. 

To deal with this, I ask the audience 
to write down the common or scien-
tific name so we can clarify afterward 
what it is in the other language. With 
an internet connection one can actu-
ally type in the common name and get 
it in the other language quite quickly, 
sometimes even including the scien-
tific names. This really helps.

Another option I use in conjunc-
tion with not being able to translate a 
species, especially common names, is 

to say instead something like “with a 
specific type of mushroom” then hope 
the other interpreter or someone in the 
audience will write down the German 
name so we can later clarify and pro-
vide the English translation.

Setup and logistics
Being there early for each session 

is always good practice to make sure 
everything is set up as needed. If 
applicable, the sound system, micro-
phones and recording equipment need 
to be tested. If you’re interpreting 
outdoors, there are a few extra things 
to consider. One is to stay close to 
the speaker. Then there is the issue of 
projection. I have used a megaphone 
quite successfully. It does not weigh 
much, but over a period of hours can 
still strain one's shoulder. 

In my field, there is often a need 
to advise a heavy equipment operator 
on what to do while in the middle of 
implementing the design for the prop-
erty owner. Heavy equipment such as 

backhoes and bulldozers are used for 
forming the land, but often in a way 
that is unfamiliar to the operators. Quick 
and accurate translation is crucial, 
otherwise a lot of time and effort is 
wasted and things have to be redone. 
Moving material is one of the biggest 
expenses of implementing a design.

As there is often the attempt to 
have these workshops and talks 
recorded, there is a great deal of 
equipment around and you are 
hooked up to it. It is good to have 
the presenter and the interpreter 
equipped with wearable microphones 
that are on two different channels, 
which makes it easier to use the 
material later because it allows for 
increasing or lowering the volume 
as needed and also for hearing one 
voice without other noise interrup-
tion. Don't forget to turn it off after 
the session, as otherwise your private 
conversations might get recorded!

If filming is going on, be aware of 
the camera so you don’t get between it 
and its target.

Translation styles
In consecutive interpretation, the 

interpreter listens to a section of speech, 
then summarizes it. In simultaneous 
interpretation, the interpreter attempts 
to relay the meaning in real time. Natu-
rally there is a small delay while the 
interpreter processes information. Often 
this type of interpreting uses specialized 
equipment and setup, such as interpret-
ers' booths, headsets and so on.

I have been developing something 
that falls between consecutive and 
simultaneous interpreting. I translate in 
the natural breaks when the speaker is 
talking. In that sense it is consecutive, 
but I do it for short portions of speech, 
not for full sentences or paragraphs. 
This is a word-for-word transla-
tion, as accurate as possible. I like to 
call it parallel interpreting, as at least 
two things go on at the same time in 
the interpreter’s brain. One thread is 
translating and speaking, the other is 
listening to what the speaker is saying. 
This happens because often the speaker 
continues talking while the interpreter 
is finishing the previous portion and 
so it overlaps more or less. Once this 
style has been practiced for a while, the 
speaker and interpreter find a rhythm 
fairly quickly and it becomes quite 
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natural. It is amazing what the brain 
is capable of. It is actually possible to 
listen to someone speak and almost 
parallel interpret those words, while 
the speaker is already saying the next 
thing. As the interpreter translates to 
one language, and listens to the speaker 
talk in another language, at the same 
time one can also calculate some num-
bers (like hectares into acres), listen to 
some suggestions of alternative words 
to use from the other interpreter or the 
audience and relate in the translation 
the point, joke or specific detail.

At the same time this way of 
translation poses additional issues. 
For example, the flow of transla-
tion is a little skewed as the verbs 
in English and German are often 
placed at different positions in a 
sentence. Interpretation happens 
before a sentence is finished by the 
presenter. Besides guessing what the 
verb is going to be I developed two 
approaches for this issue that have 
worked for me: One is to translate 
without the verb and place it in the 
last portion of the sentence, when-
ever it arrives. The other is, once 
the sentence is finished, to repeat 
the whole sentence or a portion of 
it, with the verb placed in its proper 
location. The audiences seem to 
adapt fine to that.

Additional thoughts
A good or poor translation can 

make or break what is learned at a 
workshop. If I make an error I readily 
admit to it, correct it on the spot and 
move on. I encourage everyone to do 
the same if misunderstandings occur. 

It makes a big difference for the 
audience if the translation stays lively. 
Listening to an interpretation that 
is done in a very neutral, monotone 
voice, with little emphasis and expres-
sion can become almost unbearable. 

On the other hand, I remember at 
some point it happened a couple of 
times, where everything was going 
really well and out of the sheer 
excitement of the moment, I added a 
little joke of my own and the audience 
laughed. Realizing what had happened, 
I now restrain myself from doing this. 
It feels inappropriate to do that with-
out the consent of the presenter.

It is exciting to interpret in a field 
and area I have a great passion for. I 

sometimes wonder what our natural 
environment will look like in 10, 50 
or even 100 years. Nobody really 
knows, but what we do know is that 
we have a strong influence — the 
structures, systems, roads, wires and 
everything else that we have been 

producing and constructing over 
recent centuries means that a great 
deal of land is used up not by the 
natural nonhuman cover, but by 
what we put there. This is why we 
need to look to a sustainable, eco-
logical future.  M

Workshop participants in front of an insect habitat at Sepp and Veronika Holzer's farm  
near Jennersdorf, Burgenland, Austria. 
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MMy first exhibition of endangered alphabets — 
13 carvings, each with Article One of the Uni-
versal Declaration of Human Rights carved in a 
different endangered writing system — was held in 
May 2010, and to my astonishment people began 
talking about it, writing about it, even filming it. 
Within nine months it had been exhibited at sev-
eral colleges, universities, galleries and libraries, 
it had become the subject of a video documentary 
and had been written up in the New York Times.

Shortly afterward, I began to imagine a different articula-
tion of the alphabets: a permanent standing sculpture that 
would present as many of the world's endangered alphabets 
as possible. 

In my mind, it was something between a totem pole and a 
war memorial. Once again I'd use local Vermont curly maple, 
but this time the alignment would be vertical: made of four 
panels, each five feet in length, it would take the shape of a 
tall, hollow, wooden box, with each board facing one of the 
points of the compass.

As for the text that would be translated into each of the 
endangered scripts, I wrote a short, simple poem about the 
importance of preserving endangered languages in their 
spoken and written forms. It went like this:

These are our words, shaped 
By our hands, our tools,
Our history. Lose them 
And we lose ourselves.

Documenting endangered 
alphabets II: Art and activism
Tim Brookes

If I was lucky, I thought, I might get this poem translated 
into 16 endangered scripts, four on each face. In the end I 
managed to acquire 20 (Figure 1). 

Today these four panels act as an installation. They are 
hung to form a hollow square perhaps ten feet across and 
lit from above, so they look like an ancient stone circle, but 
made of slabs of trees. In the background runs an audio track 
created by Tim Pasch of the University of North Dakota, a 
combination of electronic music and voices speaking in 

Tim Brookes is director of the Professional 
Writing Program at Champlain College in 
Burlington, Vermont, and author of the 
book Endangered Alphabets. This article is a 
follow-up of “Documenting endangered alphabets,” 
which appeared in October/November 2012.

Figure 1: Four panels of endangered scripts showcasing a poem about 
preserving language and culture. Photo by Jared Katz.
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endangered North American languages. 
The result is eerie and extraordinarily 
powerful — a sacred space devoted to 
time and language.

 This poem had an unexpected effect 
on my overall sense of direction, which 
at first had purely been about preserva-
tion. Shortly after the first panel was 
finished, I had breakfast with a writer 
friend of mine, Josh Brown, who used 
to edit an environmental conservation 
magazine. We talked about the changes 
currently taking place in communication 
and publishing, and where the future 
was going, and the exponential rate of 
change taking place. Afterward, I took 
him across the road to show him the first 
panel of the Poem Sculpture, which hap-
pened to be in the back of the car. 

He looked thoughtfully at the panel, 
with its incomprehensible black letters 
floating above the golden waves of 
maple grain. What it made him think 
about, he said, was something Aldous 
Huxley once said in an interview years 
after the publication of Brave New 
World. The interviewer asked him if 
there were any changes he would now 
make, in hindsight, if he could write 
the novel all over again. 

Huxley said yes, there was a 
change: he would add a Third Way. As 
the novel stands, the reader is faced 
with an impossible choice between the 
futuristic, hedonistic, ultra-controlled 
society on the one hand, and the prim-
itive, dangerous, unruly pre-society on 
the other. 

“That’s what I think you’re doing 
here,” Josh said. “You’re offering a 
Third Way. Faced with all the changes 
going on in communication and the 
disappearance of traditional languages 
and scripts, you’ve found a way to 
communicate by preserving the old.”

As he was speaking, though, I was 
thinking of different Third Ways. I was 
thinking about the internet, and how 
it was making it possible to research 
minority scripts and at the same time 
was marginalizing them faster than 
ever before.

At that moment it struck me that 
the  long, narrow, carved plank in the 
back of my car was like a bridge span-
ning both ends of time and change, the 
accelerated and the timeless. 

At the hasty extreme was the 
internet and all the astonishing global 
connections it had made for me, with-

out which I would never even have 
thought of this endeavor and could 
certainly never have carried it out. At 
the timeless end was the slow, delib-
erate act of carving and of painting, 
the even slower rise (and fall) of these 
writing systems, centuries or even mil-
lennia in the making.

I should explain that when I’ve 
finished carving and painting one 
of my scripts into a piece of curly 
maple and then I add the first coat of 
polyurethane, an extraordinary three-
dimensional change takes place. The 
wood acquires both luster and depth, 
as if rising and sinking at the same 
time. Faint shadows become deep cur-
rents. Knots becomes cyclones. The 
grain ripens one way, but in the same 
instant a different set of ripples will 
often appear running perpendicular 
to it. The wood becomes anatomical, 
muscular. And the black text seems to 
float both in and above it, as if it is 
both part and not part of the wood.

Trees have been on this planet for 
some 370 million years, and the pat-
terns in the grain — well, they illustrate 
forces that have been acting on matter 
since the dawn of the universe.

The writing, in a sense, is an imita-
tion of the wood into which it’s carved. 
And in a way, this is what art is all 
about: pattern that represents change 
suspended in time.

For the first time, I began thinking 
of this combination of wood and writ-
ing as art.

Language as art
Over the next two years I experi-

mented with carving individual words, 
even individual letters, often in combi-
nation with interesting or “distressed” 
pieces of wood, as a way of drawing 
attention to various aspects of indi-
vidual writing systems, and of writing 
in general. 

Perhaps the best example is the 
single letter E in Cham, a minority 
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language of Vietnam (and, in slightly 
different form, of Cambodia). When 
showing this carving I invite people 
to write a Roman capital E on the 
blackboard as a way of making it 
clear how unsuited the human wrist 
is to right angles, parallel lines, or 
even straight lines. The letter is a 
mechanical contrivance that implies 
perfection and requires equipment 
to execute it as precisely as we have 
come to expect. 

Then I invite everyone to raise a 
hand and imagine themselves draw-
ing the Cham E in the air. “Look 
around you,” I tell them. “Look at 
those wrist movements. That’s the 
hand of a Thai dancer.” 

My point is that we’ve forgotten 
that writing developed, and devel-
oped its character and appearance, 
as a manual act, and now we enact 
it largely as a mechanical exercise, 
forgetting how intimately it con-
nects with other actions of the body. 
One of the interesting aspects of the 
Alphabets in general, in fact, is that 
as minority scripts many of them 
have remained relatively unaffected 
by the mechanics of printing and 
computing. They are still scripts, an 
expressive and human creation.

One of the most interesting artis-
tic expressions of the Endangered 
Alphabets is a commission from 
Lewis and Clark College in Oregon to 
carve its motto, “Explore, learn, work 
together,” in three separate pieces 
of wood, each using an endangered 
script. The triptych features maple, 
walnut and cherry, all native to North 
America, all from sustainably har-
vested sources.

It seems especially appropriate that 
the college chose to represent itself 
and its mission in words drawn from 
endangered alphabets: in doing so, 
it invites its students and the world 
in general to step into a new era of 
culturally, environmentally and eco-
nomically responsible exploration, to 
learn from those experiences, and to 
work together instead of setting up an 
inequality between the exploiters and 
the exploited.

Endangered activism
In 2012, I had the good fortune to 

hear from a young man named Maung 
Nyeu, who was from the Chittagong 

Hill Tracts (CHT) in Bangladesh. He 
had stumbled upon my website and 
seen, to his amazement, that someone 
not only knew about the languages of 
the Hill Tracts but had actually carved 
them — as part of the endangered 
poem sculpture, in fact. 

The Hill Tracts, a forested upland 
area in the southeast of the coun-
try, are home to more than a dozen 
indigenous peoples, distinct from 
the majority Bengali population in 
language, culture and religion. Over 
the past three decades, the region 
has become increasingly militarized, 
and much of the area’s traditional 
farmlands have been given to Bengali 
settlers.

“The Bangladeshi government’s 
failure to address rights to traditional 
lands in the eastern Chittagong Hill 
Tracts region,” reports Amnesty Inter-
national, “has left tens of thousands 
of…indigenous people landless and 
trapped in a cycle of violent clashes 
with Bengali settlers.”

The collapse of law and order has 
led to well-documented massacres of 
indigenous people, the burning of vil-
lages and temples, and the abduction 
of women and girls to be sold into the 
sex trade. 

At the heart of this urgent threat to 
the survival of the indigenous peoples 
of the Hill Tracts are the related issues 
of language and education. A report 
by Oxfam and the European Country 
of Origin Information Network docu-
mented that indigenous children in 
the Hill Tracts “face discrimination in 
government-run schools where they 
are often badly treated by teachers and 
students from the country’s largest 
ethnic group, Bengalis” — a mistreat-
ment many could tell you they experi-
enced firsthand as a child.

More than half of all household 
members surveyed in CHT (55.2%) 
have no formal schooling, the report 
continued, and for those who start 
schooling, fewer than eight percent 
complete primary education while 
only two percent complete secondary 
education.

“Ethnic minority children commu-
nicate in their mother tongue in their 
house,” an Oxfam officer reported, 
“but in school they are compelled to 
face Bengali texts while the teachers 
are also from the Bengali community. 

The whole teaching method is in 
Bangla.

“Children from four to six years 
old soon lose interest in the classroom 
and drop out when they cannot com-
municate with teachers or understand 
lessons.”

These deficits have devastating 
long-term effects. Experience in the 
United States, Canada, Australia and 
elsewhere shows that if indigenous 
children are educated in a language 
other than their own, their success 
rates are low, and dropout rates high. 
As they grow older, those same grim 
statistics convert into rates of unem-
ployment, violence and poverty. In a 
single generation, Maung said, he has 
seen his people go from being self-
sufficient farmers, living on ancestral 
lands, to being vagrant day-laborers, 
scattered across Bangladesh and into 
India and Burma.

Remarkably, Maung survived his 
dysfunctional schooling. His mother 
home-schooled him with such suc-
cess that he went on to the Uni-
versity of Hawaii to earn a degree 
in engineering, then an MBA from 
the University of Southern Califor-
nia. Equipped with those skills, he 
returned to the Hill Tracts to build 
a residential education center, a 
school on the grounds of a Buddhist 
temple, so the children of the Hill 
Tracts could be educated in their 
own languages. 

This turned out to be easier said 
than done. Most of the children who 
came to the CHT school could no 
longer read or write their own ethnic 
language. So he came back to the 
United States, to the Harvard Gradu-
ate School of Education, to learn how 
to create a culturally relevant cur-
riculum that would revive the dying 
languages of the region.

For Maung, a culturally relevant 
curriculum has two related aspects, 
and two related virtues. The first is 
that the curriculum needs to be taught 
in the language the child speaks 
at home, the language the child is 
already learning, and is using to learn 
about the world. The second is that 
the material being taught needs to be 
familiar. As an example, he explained 
that he himself was told to learn by 
heart William Wordsworth’s poem 
“Daffodils.” 
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“I had never seen a daf-
fodil!” he laughed. “I had no 
idea what it looked like. We 
have all sorts of plants and 
flowers, but I never saw a 
daffodil until I came to the 
United States!”

Maung has collected over 
70 stories passed down in the 
villages of the Hill Tracts. 
These stories involve moun-
tains and trees and animals 
the children already know 
— stories they may already 
have heard from their 
grandparents. 

He is in the process of writ-
ing out those stories, getting 
them illustrated in a visual 
idiom familiar to the children, 
having them translated into 
Mro, Marma and Chakma, and then get-
ting them published. 

To do so, though, Maung faces 
an additional challenge. The spoken 
languages of the Hill Tracts are under 
threat, but the written languages — the 
writing systems or scripts — are in even 
greater danger. Most of the Marma, as 
well as groups such as the Mro and 
Chakma, still speak their traditional 
languages, but very few can still read 
and write their unique scripts.

This project marked the third phase 
of the endangered alphabets project: 
in addition to drawing people’s atten-
tion to linguistic disappearance and 
cultural erosion, I’m now trying to do 
something about it. 

In June 2012, Maung and I set up a 
partnership to create and publish his 
schoolbooks and, with luck, to help 
save the languages and support the 
people of the CHT. 

One of Maung’s fellow Harvard 
students illustrated the first of the chil-
dren’s books for his school. I recruited 
Jamie Kutner, a calligrapher at 
Louisiana State University, to take the 
handwritten forms of these scripts and 
turn them into works of art, and Tom 
Sanalitro, a typographer from Anglia 
University in the United Kingdom, to 
make Mro, Marma and Chakma fonts.

 In 2013, students of mine at Cham-
plain College, in Burlington, Vermont, 
started producing grade-appropriate 
books for three CHT schools. Since 
then, a succession of student groups 
have raised funds to print more books, 

designed the first coloring books (using 
images drawn from photos taken in 
the Hill Tracts) ever to be seen in the 
region, created alphabet rubber stamps 
and alphabet charts, and are continu-
ing to come up with more educational 
materials in endangered languages 
and alphabets.  

The first students attended Maung’s 
school at the residential education 
center in 2008. The change of attitude 
was immediately apparent. Children 
who had seemed destined to be domes-
tics or day laborers announced their 
intention to be doctors and teachers. 
To raise funds for the schoolbooks, 
Maung founded a nonprofit called Our 
Golden Hour. 

“In medicine,” he explained, “there 
is a window of time, maybe a few 
minutes to two hours, where if the 
person can get to the ER, the chance 
of survival increases. For our children, 
their golden hour is between the ages 
of four or five and twelve. If we don’t 
get them in school during this time, we 
won’t get them at all.”

Endangered furniture
The most recent and perhaps the 

most unexpected avenue of develop-
ment for the Alphabets has been also 
the most down-to-earth: furniture that 
is built around carved text, mostly in 
endangered writing systems.

In a way, I was continuing a tradi-
tion that has existed in some cultures 
for centuries — the idea that in creat-
ing something we invest it with energy 

and attention, making it both 
an extension of ourselves and 
a gift to the world. To make 
that connection explicit, we 
add writing as a signature and/
or a blessing. 

The first piece was perhaps 
the most ambitious to date: a 
dining table made of exquisite 
curly maple featuring a bless-
ing I wrote and had translated 
in Balinese. The legs and skirt 
were added by the woodworker 
Nathan Moreau.

It was only after I started 
carving the top, which had 
already been cut, planed and 
glued together, that I realized 
I’d made a ghastly procedural 
blunder: if I made a single 
mistake in carving the Balinese 

text, the whole top would be ruined. I 
held my breath for about a month.

Several pieces have followed: 
bedside tables with the Chinese char-
acters for “man” and “woman” (Fig-
ure 2); a hall table with the Chinese 
character for “family”; a coffee table 
with text in Javanese (a pun on java) 
that reads “Everyone should learn a 
second language”; a smaller circu-
lar table with a Tibetan inscription, 
almost a mandala, that reads “grace-
ful kindness.” And as a continuation 
of the concept of writing as a form 
of prayer or blessing, I decided to 
address the fact that I’m a terrible 
sleeper by designing a headboard for 
my bed that includes the classical 
Vietnamese character for “sleep.” I 
did the carving and woodworker Tim 
Peters did the joinery.

As this article goes to press I’m 
working with Tim Peters to make a 
unique circular dining table, about 
five feet across, carved with exqui-
site Tibetan calligraphy based on the 
work of the Buddhist calligrapher 
Tashi Mannox. It will be a repeating 
design that will run in a ring around 
the table, perhaps six inches in from 
the rim of the table and perhaps six 
or ten inches broad. I’m going to 
auction it on our website while we’re 
making it, and as with all my carvings 
that feature the calligraphy of Tashi 
Mannox, 20% of the profits will go to 
Rokpa International, a non-profit that 
supports sick and homeless children 
in the Himalayas.  M

Figure 2: Bedside tables with the Chinese characters  
for "man" (left) and "woman" (right). Photo by Tom Way.

http://www.multilingual.com


50

B
us

in
es

s

|  MultiLingual  March 2015 editor@multilingual.com

Generation Y in the workplace

Oana Amaria

WWhat Millenials do in the workplace is a 
hot topic these days, with no lack of informa-
tion on Generation Y characteristics, values 
and tendencies. However, it turns out that 
not only are generational stereotypes widely 
publicized, the majority of the insights out 
there are mainly based on US Millennials, or, 
at the very least, shared through the com-
pany’s US cultural lens.

While there are a number of robust, worldwide studies 
on Generation Y, also called Millennials, their findings 
provide little to no insight on the nuances within regions 
or cultural groups. Why do employees in Asia value a 
strong benefits package, while their Millennial counter-
parts in Europe and the Middle East are more interested 
in doing meaningful work or in having opportunities to 
collaborate? Little to no data exists to inform us as to 
what motivates, empowers or inspires global Millennials 
across borders. Generation Y members around the world 
can’t all be the same simply because the world is now a 
global marketplace with smartphones and social media, 
can they?

Language & Culture Worldwide (LCW) recently con-
ducted a study on global Millennials to answer that exact 
question. The research goes beyond the hyper-focus 
on Millennials and technology to provide meaningful 
country-specific information on how to engage, develop 
and manage the youngest members of the workforce 

across cultures. LCW surveyed over 100 global Millenni-
als, asking their insights on topics such as: what makes 
them different from other generations; what matters most 
to them in the workplace; and how do they compare to 
their peers around the world. The responses were then 
organized into general themes and ranked based on the 
number of participants in a similar region who shared 
those same insights, concerns or values. The responses 
came from Europe, the Middle East and Northern Africa 
(MENA), Asia-Pacific, Sub-Saharan Africa, Latin America 
and US Latinos as a representation of just one of the 
many subcultures and subgroups in the United States. 
Here is what was learned.

What’s in a name?
What we call the youngest generation, born in or 

after 1981, varies depending on whom you ask. The term 
Generation Y is widely used internationally, while Mil-
lennials is a more popular term in the United States. To 
add another layer of complexity, in other countries the 
youngest generation is called something completely dif-
ferent. In China, Generation Y is referred to as the Post 
80’s Generation — a reference to those born after the 
implementation of the One-Child Policy. Many European 
countries (such as Russia and much of Eastern Europe) 
refer to Generation Y as the Lost Generation, reflecting 
the current economic challenges the young are facing 
in the region. In South Africa, Generation Y is called 
the Born-Free Generation, as the first generation with no 
memory of apartheid.

Influences on culture
Each region of the world has specific influences and 

experiences that serve as the cultural context for how 
an individual in that culture forms his or her view of 
the world. Technology, education, family, language and 
governments are only a few examples of the many insti-
tutions that shape a culture’s core values and motiva-
tions. The global Millennials study identified common 

Oana Amaria has over seven years of international 
development experience in countries such as 
Ghana, India, Mexico, Romania and China. At LCW, 
Amaria works with global leaders to offer cross-
cultural training solutions. She is also a Millennial.
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Business
themes on what matters most in the 
workplace. Figures 1-3 reflect the 
three most common answers given 
for the survey question “What are 
the top 3 things that matter most in 
the workplace?” Although common 
themes such as “meaningful work, 
collaboration or good pay” came up 
in the survey, Figures 1-3 illustrate 
how those commonalities are in 
many instances prioritized differ-
ently across each region.

In Europe, for example, the fall of 
communism not only liberated much 
of Eastern Europe, but it also changed 
the face of Europe as a whole. The 
youngest generation knows a Europe 
without borders. As a result, Genera-
tion Ys from all over Europe now live 
and work outside of their passport 
country, migrating from home to other 
areas in Europe (or abroad) in search 
of economic opportunities. Although 
exciting, these changes do not come 
without difficulties. In addition to 
learning to adapt to a new culture, 
building new relationships or learning 
a new language — Eastern European 
Millennials are also faced with more 
complex challenges such as discrimi-
nation, recognition for their credentials 
and limited professional networks. The 
youngest generation in Europe has 
learned to stay flexible, open-minded 
and to be willing to move.

Millennials in the MENA region 
face completely different challenges. 
Their younger generation has to 
live with the aftermath of 9/11, and 
the vilified image of Islam in the 
Western world. The Arab Spring 
demonstrated that this generation 
is revolutionary, showing the rest of 
the world it knows how to mobilize, 
voice its opinion, and advocate for 
social change.

Figure 1:  When asked what was most important for them in the workplace, the  
majority of global Millennials prioritized doing meaningful work. Copyright LCW.

Figure 2: Although meaningful work is important, in many instances collaboration, 
good pay and good relationships with colleagues were an even higher priority 

in Europe, Asia and the United States. Copyright LCW.

Figure 3: For African Millennials, equal rights such as nondiscrimination in hiring 
and promotions, equal pay across races and genders as well as equal 
working conditions were identified as a top priority. Copyright LCW. 

"…providing challenging, 
meaningful work, com-
municating and helping 
employees see their 
contributions are all key 
for improving employee 
engagement."
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As only children, Chinese Millennials are raised by their 
parents and grandparents. Given the importance of fam-
ily hierarchy, these children carry the hopes and dreams of 
six adults and two generations. Few other Millennials in 
the world have been the center of their family’s universe. 
China’s youngest generation wants to be recognized and 
rewarded in the workplace not only to show their family 
members they are doing well, but to show them they are 
also capable of providing for them.

Common values  
prioritized differently
Although common themes came up for Millennials around 

the world, each region prioritized those values and charac-
teristics differently. For example, when asked what was most 
important for them in the workplace, Asian respondents 
shared that although money is important, the type of work is 
even more important for achieving growth. In Europe, doing 
meaningful work was prioritized over having a good work-
life balance. While in Africa, equal rights (an end to discrimi-
natory practices across races and genders) in the workplace 
was valued over meaningful work. It doesn’t seem so recent, 
but South Africa held its first multiracial democratic elec-
tions, won by Nelson Mandela, just 20 short years ago. 

Reflecting back on the cultural context for each region, 
salary being strongly prioritized in Asia could be an exam-
ple of how the societal and family pressure of taking care 
of older family members have shaped the priorities of Asian 
Generation Y in the workplace. Chinese and Singaporean 
governments have passed laws making it a legal obligation 
to take care of your elders. The prioritization of equal rights 
for African Millennials demonstrates that the region’s his-
tory with the slave trade, colonialism and race inequality 
still has a very real and strong impact in the region. 

How are they different from all 
the other generations?
Many, if not all, of the insights shared in the global Gen-

eration Y survey are values and characteristics important 
to every generation. Marion White’s numerous research 
articles on rethinking generation gaps show that many Mil-
lennials want a lot of the same things from their employers 
as Generation X and Baby Boomers. Although all genera-
tions may agree on the importance of challenging, mean-
ingful work or flexibility in the workplace, the behavioral 
interpretations — how we live out these values — can vary 
widely among different cultures, and sometimes between 
individuals. A collaborative working environment for your 
Baby Boomer employee might mean having a face-to-face 
meeting with the whole team to brainstorm on a problem, 
while for your Millennial employee it could mean having 
unrestricted access to information.

LCW’s global Millennial survey findings show that pro-
viding challenging, meaningful work, communicating and 
helping employees see their contributions are all key for 
improving employee engagement. Organizations, managers 
and individuals are encouraged to take it one step further 
and find ways to incorporate these engagement strategies 
in concrete actions and behaviors that resonate in the 
appropriate cultural context.  M
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This section offers terminology, abbreviations, acronyms and other 
resources, especially as related to the content of this issue. For more  
definitions, see the Glossary section of MultiLingual’s annual Resource 
Directory and Index (www.multilingual.com/resourceDirectory).
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A/B testing. In the context of marketing and business 
intelligence, a randomized experiment with two variants, 
A and B, which are the control and treatment in the con-
trolled experiment. It is a form of statistical hypothesis 
testing with two variants. 

application programming interface (API). A software 
interface that enables applications to communicate with each 
other. An API is the set of programming language constructs 
or statements that can be coded in an application program 
to obtain the specific functions and services provided by an 
underlying operating system or service program.

computer-aided translation (CAT). Computer technol-
ogy applications that assist in the act of translating text 
from one language to another.

consecutive interpreting. The interpreter begins his or 
her interpretation of a complete message after the speaker 
has stopped producing the source utterance. At the time 
that the interpretation is rendered, the interpreter is the 
only person in the communication environment who is pro-
ducing a message. Normally, in consecutive interpreting, 
the interpreter is alongside the speaker, listening and tak-
ing notes as the speech progresses. When the speaker has 
finished or comes to a pause, the interpreter reproduces 
the message in the target language, in its entirety and as 
though he or she were making the original speech. 

content management system (CMS). A system used 
to store and subsequently find and retrieve large amounts 
of data. CMSs were not originally designed to synchronize 
translation and localization of content, so most have been 
partnered with globalization management systems.

crowdsourcing. The act of taking a task traditionally per-
formed by an employee or contractor and outsourcing it to an 
undefined, generally large group of people, in the form of an 
open call. For example, the public may be invited to develop a 
new technology, carry out a design task, refine an algorithm, 
or help capture, systematize or analyze large amounts of data.

The Darwin Information Typing Architecture (DITA). A 
topic-oriented XML-based document architecture managed 

by the DITA Technical Committee at the Organization for the 
Advancement of Structured Information Standards (OASIS).

eXtensible Markup Language (XML). A programming 
language/specification pared down from SGML, an inter-
national standard for the publication and delivery of elec-
tronic information, designed especially for web documents.

International Organization for Standardization (ISO). 
A network of national standards institutes from 145 coun-
tries working in partnership with international organi-
zations, governments, industry, business and consumer 
representatives. ISO acts as a bridge between public and 
private sectors. 

internationalization (i18n). Especially in a computing 
context, the process of generalizing a product so that it 
can handle multiple languages and cultural conventions 
(currency, number separators, dates) without the need for 
redesign.

Internationalization Tag Set (ITS). A set of attributes 
and elements designed to provide internationalization and 
localization support in XML. ITS 2.0 is the current version 
of the standard. 

joinery. Specialized and usually hand-crafted, joinery 
involves cutting pieces of wood in such a way that they 
interlock to produce a piece of furniture or a timber frame, 
for example. Some wooden joinery employs adhesives or 
fasteners, while others use only wood elements. Examples 
of traditional wooden joints are the mortise and tenon, as 
well as the dovetail and rabbet. 

localization (l10n). In this context, the process of adap-
ting a product or software to a specific international lan-
guage or culture so that it seems natural to that particular 
region. True localization considers language, culture, cus-
toms and the characteristics of the target locale.

machine translation (MT). A technology that translates 
text from one human language to another, using termi-
nology glossaries and advanced grammatical, syntactic and 
semantic analysis techniques.
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natural language processing (NLP). A main focus of 
computational linguistics, the aim of NLP is to devise 
techniques to automatically analyze large quantities of 
spoken (transcribed) or written text in ways that parallel 
what happens when humans perform this task. 

OASIS Open Architecture for XML Authoring and 
Localization (OAXAL). A technical committee encouraging 
the development of an open standards approach to XML 
authoring and localization.

Organization for Advancement of Structured Infor-
mation Standards (OASIS). Formerly called SGML Open. 
An IT standardization consortium based in the state of 
Massachusetts. Its foundational sponsors include IBM and 
Microsoft. Localization buy-side, toolmakers and service 
providers are also well represented.

OSCAR. LISA’s technical committee (special interest 
group) for actual standardization work. Explanation of the 
acronym is somewhat strained, meaning Open Standards 
for Container/Content Allowing Reuse. OSCAR was dis-
solved along with LISA in February 2011.

project management (PM). The systematic plan-
ning, organizing and controlling of allocated resources to 
accomplish project cost, time and performance objectives. 
PM is normally reserved for focused, nonrepetitive, time-
limited activities with some degree of risk.

return on investment (ROI). In finance, the ratio of 
money gained or lost on an investment relative to the 
amount of money invested. The amount of money gained 
or lost may be referred to as interest, profit/loss, gain/loss 
or net income/loss.

rule-based machine translation (RBMT). The applica-
tion of sets of linguistic rules that are defined as corre-
spondences between the structure of the source language 
and that of the target language. The first stage involves 
analyzing the input text for morphology and syntax — and 
sometimes semantics — to create an internal representa-
tion. The translation is then generated from this repre-
sentation using extensive lexicons with morphological, 
syntactic and semantic information, and large sets of rules.

simship. Simultaneous shipment of a product to dif-
ferent markets worldwide, as opposed to releasing in the 
home market first and in other locales later.

simultaneous interpreting. The interpreter reformulates 
the message into the target language as quickly as possible 
while the source speaker is speaking. Normally, in simulta-
neous interpreting between spoken languages, the inter-
preter sits at a microphone in a soundproof booth, usually 
with a clear view of the speaker, listening through head-
phones to the incoming message in the source language. 
The interpreter then relays the message in the target lan-
guage into the microphone to whoever is listening. 

source language (SL). A language that is to be trans-
lated into another language.

statistical machine translation (SMT). A machine 
translation paradigm where translations are generated 
on the basis of statistical models whose parameters are 
derived from the analysis of bilingual text corpora. SMT 
is the translation of text from one human language to 
another by a computer that learned how to translate from 
vast amounts of translated text.

TMX (Translation Memory eXchange). An open XML 
standard for the exchange of translation memory data cre-
ated by computer-aided translation and localization tools.

translation management system (TMS). Sometimes 
also known as a globalization management system, a TMS 
automates localization workflow to reduce the time and 
money employed by manpower. It typically includes process 
management technology to automate the flow of work and 
linguistic technology to aid the translator.

translation memory (TM). A special database that 
stores previously translated sentences which can then be 
reused on a sentence-by-sentence basis. The database 
matches source to target language pairs.

Unicode. The Unicode Worldwide Character Standard 
(Unicode) is a character encoding standard used to repre-
sent text for computer processing. Originally designed to 
support 65,000 characters, it now has encoding forms to 
support more than one million characters. 

Web Ontology Language (OWL). A family of knowl-
edge representation languages or ontology languages for 
authoring ontologies or knowledge bases. The languages 
are characterized by formal semantics and RDF/XML-based 
serializations for the Semantic Web. OWL is endorsed by 
the World Wide Web Consortium (W3C) and has attracted 
academic, medical and commercial interest. 

whispering interpreting. Also called chuchotage, the 
interpreter sits or stands next to the intended audience 
and interprets simultaneously in a whisper. This mode 
does not require any equipment. Whispered interpretation 
is often used in situations when the majority of a group 
speaks one language, and a limited number of people do 
not speak the source language. 

XML Localization Interchange File Format (XLIFF). An 
XML-based format for exchanging localization data. Stan-
dardized by OASIS in April 2002 and aimed at the local-
ization industry, XLIFF specifies elements and attributes 
to aid in localization. XLIFF could be used to exchange 
data between companies, such as a software publisher 
and a localization vendor, or between localization tools, 
such as translation memory systems and machine transla-
tion systems. 

xml:tm (XML-based Text Memory). A standard for 
XML to allow ease of translation of XML documents.
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AssociAtions

 
Elia 
Elia, the European Language Industry Association, 
brings together translation, localization and interpret-
ing companies that do business in Europe. The associa-
tion provides its members with tools and opportunities 
to improve their businesses such as training and net-
working events, resources for business development 
and joint marketing efforts. Above all, Elia is a com-
munity of peers. It is a place for language companies to 
learn, grow, socialize and share. Join us. Discover Elia. 
Share the enthusiasm.
Elia Leeds, United Kingdom, +393458307084
Email: info@elia-association.org, Web: www.elia-association.org 
Ad on page 8 

   

  
Globalization and Localization Association 
The Globalization and Localization Association is a 
fully representative, nonprofit, international industry 
association for the translation, internationalization, 
localization and globalization industry. The associa-
tion gives members a common forum to discuss issues, 
create innovative solutions, promote the industry and 
offer clients unique, collaborative value.
Globalization and Localization Association Andover, MA USA 
206-494-4686, Email:  info@gala-global.org
Web: www.gala-global.org
Ad on page 16

       

TAUS 
TAUS is a resource center for the global language and 
translation industries. Our mission is to increase the 
size and significance of the translation industry to help 
the world communicate better.  We envision transla-
tion as a standard feature, a utility, similar to the in-
ternet, electricity and water.   We support buyers and 
providers of language services and technologies with 
a comprehensive suite of online services, software and 
knowledge that help them to grow and innovate their 
businesses. We extend the reach and growth of the 
translation industry through our vision of the Human 
Language Project and our execution with sharing trans-
lation memory data and quality evaluation metrics.
TAUS Amsterdam, The Netherlands, 31-299-672028
Email: info@taus.net, Web: www.taus.net
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LocWorld 
LocWorld conferences are dedicated to the language 
and localization industries. Our constituents are the 
people responsible for communicating across the 

boundaries of language and culture in the global  
marketplace. International product and marketing man-
agers participate in LocWorld from all sectors and all 
geographies to meet language service and technology 
providers and to network with their peers. Hands-on 
practitioners come to share their knowledge and experi-
ence 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: www.locworld.com 
Ad on page 63

   

consulting services

 

LocalizationGuy, LLC
LocalizationGuy, LLC, is a consultancy serving buyers 
and providers of language services. We help compa-
nies that buy language services to identify and deploy 
optimal localization solutions to fit their needs. We of-
fer veteran expertise as our clients navigate the many 
personnel, process and technology decisions involved 
in running effective localization operations, whether 
in-house or through external localization vendors. 
LocalizationGuy also helps language service provid-
ers formulate business goals, develop and implement 
sound business strategies and launch strategic market-
ing efforts. LocalizationGuy is led by a 20-year local-
ization industry veteran and former chairman of the  
Globalization and Localization Association. 
LocalizationGuy, LLC  Minneapolis, MN USA, 1-612-986-3108
Email: info@localizationguy.com, Web: www.localizationguy.com

 

Rockant Training & Consulting

Rockant provides training and consulting to managers of 
international programs, products and services. Rockant 
consultants represent the buyer community. Programs 
and services constantly evolve with the needs of buyers 
of localization services and the capabilities of the mar-
ketplace. Rockant's in-depth knowledge of the vendor 
community stems from experience with actual imple-
mentation projects. Rockant provides online training and 
consulting where managers of international programs, 
products and services need it most: From managing your 
subject matter experts to automating translation and im-
proving time to enter new geographies, Rockant prepares 
your global workforce to beat expectations. 
Rockant Training & Consulting Rockville, MD USA
301-825-5418, Email: info@rockant.com
Web: https://rockant.com 
Ad on page 37

   

Desktop publishing 

  
Global DTP
Global DTP s.r.o., based in the Czech Republic, offers 
professional multilingual desktop publishing and media 
engineering solutions to the localization industry. For 
the past ten years, Global DTP has become one of the 
leading DTP 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. Given 
our extensive experience in localization and knowledge of 
the prepress, media and publishing industries, our team 
of 20 in-house professionals handles more than 400 proj-
ects every year. Our core services are multilingual desktop 
publishing and Flash, video and HTML engineering. 
Global DTP Brno, Czech Republic, +420 603 574 709
Email: info@global-dtp.com, Web: www.global-dtp.com 

enterprise solutions 

 
Across Systems
Multiple Platforms

Across Language Server is a market-leading software 
platform for all corporate language resources and trans-
lation processes. Within a very short time, the use of 
Across can increase the translation quality and trans-
parency, while reducing the workload and process costs. 
The Across translation management software includes a 
translation memory, a terminology system, a powerful 
PM and workflow control tools. It allows end-to-end 
processing for a seamless collaboration of clients, LSPs 
and translators. Open interfaces enable the direct inte-
gration of third-party solutions like CMS, ERP or others. 
Customers include Allianz Versicherungs AG, HypoVer-
einsbank, SMA Solar Technology, ThyssenKrupp and 
hundreds of other leading companies. Languages All
Across Systems GmbH Karlsbad, Germany, 49-7248-925-425
Email: international@across.net 
Across Systems Inc. Glendale, CA USA, 877-922-7677
Email: americas@across.net, Web: www.across.net
Ad on page 41
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Get the latest 
industry news at 

www.multilingual.com/news
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STAR Group
Multiple Platforms

STAR Group was founded in Switzerland 30 years ago with 
the exclusive focus of facilitating cross-cultural technical 
communications in all languages. The company has grown 
to be the largest privately held multilingual information 
technology and services company in the world with 46 
offices in 31 countries. Its advanced technology develop-
ments have propelled STAR to its current market position. 
Core services: information management, translation, lo-
calization, publishing, on-demand printing and consult-
ing. Core technologies: Transit (translation memory), 
TermStar/WebTerm (terminology management), GRIPS 
(product information management), MindReader (con-
text-sensitive authoring assistance), STAR CLM (corporate 
language management), STAR CPM (corporate process 
management), i-KNOW (competence management) 
and SPIDER (Interactive Electronic Technical Manual).  
Languages All
STAR Group Ramsen, Switzerland, 41-52-742-9200
216-691-7827, Email: info@star-group.net
Web: www.star-group.net 
Ad on page 12

locAlizAtion services

 
ADAPT Localization Services 
ADAPT Localization Services offers the full range of 
services that enables clients to be successful in inter-
national markets, from documentation design through 
translation, linguistic and technical localization ser-
vices, prepress and publication management. Serving 
both Fortune 500 and small companies, ADAPT has 
gained a reputation for quality, reliability, technologi-
cal competence and a commitment to customer service. 
Fields of specialization include diagnostic and medical 
devices, IT/telecom and web content. With offices in 
Bonn, Germany; Stockholm, Sweden; and Barcelona, 
Spain, and a number of certified partner companies, 
ADAPT is well suited to help clients achieve their goals 
in any market. Languages More than 50 
ADAPT Localization Services Bonn, Germany, 49-228-98-22-60 
Email: adapt@adapt-localization.com 
Web: www.adapt-localization.com Ad on page 29

      

 

Alliance Localization China (ALC)
ALC offers document, website and software translation 
and localization, desktop publishing and interpreter ser-
vices. We focus on English, German and other European 
languages to and from Chinese, Japanese, Korean and 
other Asian languages. We use TRADOS, CATALYST, 
SDLX, Transit, Wordfast, memoQ and other CAT tools, 
as well as DTP tools including CorelDRAW, Frame-
Maker, FreeHand, Illustrator, InDesign, PageMaker, 
Photoshop and QuarkXPress. Our customer-oriented 
approach is supported by strong project management, a 
team of specialists, a large knowledge base and advanced 
methodologies. We always provide service beyond our 

customers’ expectations at a low cost and with high 
quality, speed, dependability and flexibility. Languages 
Major Asian and European languages 
Alliance Localization China Beijing, P.R. China, 86-10-8368-2169      
Email: customer_care@allocalization.com 
Web: www.allocalization.com 

Capita Translation and Interpreting
Are you looking to expand into new markets? Do you need 
documents translated reliably and securely? Well, Capita 
Translation and Interpreting (Capita TI) wants to give 
you the solutions you need to succeed. We don’t just want 
to sell solutions though. We want to work in partnership 
with you as we care about your objectives and are passion-
ate about helping you to achieve them. We are one of the 
fastest growing language services providers in the world, 
and the chosen partner of blue-chip corporations, SMEs, 
government ministries and agencies as well as NGOs and 
third sector organizations. Languages 150+
Capita Translation and Interpreting Delph, Oldham, United Kingdom 
+44 845 367 7000, Email: enquiries@capita-ti.com
Web: www.capitatranslationinterpreting.com 
Ad on page 23

               

Total Solutions for Your Business
Established in 1995, E4NET has successfully accomplished 
many major projects for customers such as Microsoft, 
Hewlett-Packard, Oracle, IBM, Google, Facebook, 3Com, 
Sony, LG Electronics, Panasonic, IKEA and more. We 
specialize in the fields of IT such as ERP/CRM/DBMS, 
consumer software, hardware/equipment, OS, server ap-
plication, management, storage and multimedia. In addi-
tion, our service expands to other industries such as games, 
medical/health care, travel, fashion, financial, automation 
and automotive. E4NET can provide all types of localiza-
tion, including the full scope of linguistic testing services 
in Windows, Macintosh and Linux as well as MTPE, DTP, 
audio recording and video translation services. Languages 
Major Asian languages including Korean, Japanese, S-Chi-
nese, T-Chinese, Thai
E4NET Co., Ltd. Seoul, Republic of Korea, 82(2)-3465-8500
Email: l10n@e4 net.net, Web: www.e4net.net

 

Precision Matters in Translation
For over 17 years, EC Innovations has specialized in 
customized solutions and subject matter expertise to 
fit almost any budget for most industry verticals. Origi-
nally known as a supplier to suppliers, ECI has quickly 
become one of the fastest growing language service pro-
viders in the marketplace. Today, EC Innovations has 
grown into 14 strategically located global offices with 
300+ full-time employees offering full localization sup-
port into 60+ languages. EC Innovations continues to 
build upon its reputation as a customer-centric orga-
nization focused on high-quality standards, technologi-
cal creativity and value-added services to accommodate 
any type of localization program. Languages All
EC Innovations, Inc. Wilmington, DE USA, 312-863-1966
Email: info@ecinnovations.com, Web: www.ecinnovations.com 

         

  

EuroGreek Translations Limited
Established in 1986, EuroGreek Translations Limited 
is Europe’s number one Greek localizer, specializing 
in technical and medical translations from English 
into Greek and Greek into English. EuroGreek’s aim 
is to provide high-quality, turnkey solutions, encom-
passing a whole range of client needs, from plain 
translation to desktop/web publishing to localization 
development and testing. Over the years, EuroGreek’s 
services have been extended to cover most subject ar-
eas, including German and French into Greek local-
ization services. All of EuroGreek’s work is produced 
in-house by a team of 25 highly qualified specialists 
and is fully guaranteed for quality and on-time deliv-
ery. Languages Greek 
EuroGreek Translations Limited London, United Kingdom
Athens, Greece, 30-210-9605-244 
Email: production@eurogreek.gr, Web: www.eurogreek.com 
Ad on page 43

      

GlobalWay Co., Ltd.
GlobalWay, a leading localization company in Korea, 
provides professional localization and globalization 
services with exceptional quality and also offers a 
wide range of content and document management 
services including voiceover, testing and DTP. We 
have highly qualified in-house linguists who trans-
late and review a variety of content with professional 
knowledge. Our experienced engineers and project 
managers can help you to get exactly what you want. 
GlobalWay and its partners worldwide are ready to 
support your growing business and localization tasks. 
Feel free to contact us for more information. 
Languages Asian and European
GlobalWay Co. Ltd. Seoul, Republic of Korea, +82-2-3453-4924
Email: sales@globalway.co.kr, Web: www.globalway.co.kr 

 

iDISC Information Technologies
iDISC, established in 1987, is an ISO 9001 and EN 
15038 certified language and software company based 
in Barcelona with branches and teams in Argentina, 
Mexico, Brazil, Bolivia and Guatemala. We have dedi-
cated teams for web content, software localization 
and translation of technical, business, automotive, 
biomedical and marketing documents. Our software 
development engineers and translation teams pro-
vide high-quality and on-time production solutions 
that are cost-efficient, flexible and scalable. Languages 
Spanish (all variants), Portuguese (all variants), Cata-
lan, Basque, Galician, Valencian, K’iche’, Quechua, Ay-
mara, Guarani 
iDISC Information Technologies Barcelona, Spain 
34-93-778-73-00, Email: info@idisc.es, Web: www.idisc.es
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New markets for your
products and solutions   

Janus Worldwide Inc.
Janus is a leading provider of language solutions to 
the world’s most global companies. Our flexible, scal-
able and proven approach enables our team to deliver 
services with top-quality results both on time and 
on budget. Industries we serve include IT, telecom, 
life sciences, energy, financial and automotive. Some 
of the services we offer are: functional and linguistic 
testing; software, website and multimedia localization; 
and technical, e-learning and marketing translation. 
Our processes are backed by the ISO 9001:2008 and 
EN 15038:2006-05 quality certifications and our cli-
ents include Microsoft, IBM, Siemens and Volkswagen. 
We have nine offices in Asia, Europe and the US to 
facilitate communication globally. Languages 80 and 
growing 
Janus Worldwide Inc. Vienna, Austria, + 43-680-320-53-17
Las Vegas, NV USA, 855-526-87-99, E-mail: info@janusww.com
Web: www.janusww.com

      

Moravia
Moravia is a leading globalization solution provider, 
enabling companies in the information technology, 
e-learning, life sciences, consumer electronics and 
telecommunications industries to enter global mar-
kets with high-quality multilingual products. Mora-
via’s solutions include localization, product testing, 
multilingual publishing, technical translation, con-
tent creation, machine translation and workflow con-
sulting. Adobe®, IBM, Microsoft, Oracle and Toshiba 
are among some of the leading companies that de-
pend on Moravia for accurate, on-time and economi-
cal localization. With global headquarters in Brno, 
Czech Republic, Moravia has local offices in Europe, 
the United States, Japan, China and Latin America. 
To learn more, please visit us at www.moravia.com. 
Languages All 
Moravia 
USA Newbury Park, CA USA, 805-262-0055
Email: info@moravia.com, Web: www.moravia.com 
Europe 420-545-552-222, Email: europe@moravia.com 
Ireland 353-1-709-9822, Email: ireland@moravia.com 
Asia 86-25-8689-6500, Email: asia@moravia.com 
Japan 81-3-3354-3320, Email: japan@moravia.com
Argentina 54-341-481-2992, Email: argentina@moravia.com 
Ad on page 64

Your Vision. Worldwide.

 
Full-service Translation, Localization  
and Multilingual Testing
Net-Translators provides turnkey translation, local-
ization and multilingual testing services and custom-
ized strategy-to-deployment localization solutions. 
For over ten years, it has helped technology compa-
nies and medical device manufacturers prepare their 
products and services for global markets. For software 
applications (GUI, online help and documentation), 
marketing materials, websites and more, Net-Trans-
lators’ customer-focused, professional teams deliver 
consistent, accurate results in compliance to interna-
tional regulations. Their one-of-a-kind Multilingual 

Testing Center is specially equipped and staffed to 
offer the ultimate testing environment for localized 
products. EN 15038:2006, ISO 9001:2008 and ISO 
13485:2003 certifications and a long-standing repu-
tation for quality have earned Net-Translators the 
trust of industry leaders worldwide. Languages More 
than 60 
Net-Translators 
USA Cupertino, CA USA, 800-320-1020 
Email: salesusca@net-translators.com 
USA Marlborough, MA USA, 617-275-8128 
Email: salesuseast@net-translators.com
Europe London, England, +44-20-3393-8385
Email: saleseu@net-translators.com 
Middle East Or Yehuda, Israel, +972-3-5338633 
Email: salesil@net-translators.com 
South America Posadas-Misiones, Argentina, +54-3764-487029
Email: salessoutham@net-translators.com
Web: www.net-translators.com Ad on page 9

             

 

Greek Localization Experts Since 1983
Founded in 1983, ORCO S.A. is a leading translation 
and localization provider, specializing in software 
localization and technical translations (IT, telecom-
munication, medical, automotive, engineering, mar-
keting, financial, EU). ORCO deals primarily with 
English into Greek projects, although translation 
from several other European languages can be taken 
aboard. With its experienced in-house personnel, 
ORCO offers high-quality services, including local-
ization, product testing, engineering, DTP and more. 
Our client list includes long-term collaborations with 
companies such as Abbott, Canon, Cummins, Ford, 
General Electric, Google, IBM, Microsoft, Oracle, 
Sony and important international institutions such 
as the EU (CdT, DGT, European Parlia ment) and 
UNHCR. Language Greek
ORCO S.A. Athens, Greece, +30-210-723-6001 
Email: info@orco.gr, Web: www.orco.gr

   

 

Localization and Globalization Partner
Saltlux was founded in 1979 as the first Korean technical 
translation company. Our services encompass translation, 
localization, DTP, MT post-editing, planning and writ-
ing of technical manuals. We have extensive experience in 
medical and pharmaceutical products and equipment, IT, 
software, electrical, automotive and technical industry, and 
so on. With 32 years of accumulated know-how, Saltlux 
will be your ideal global communication partner. To learn 
more, please visit www.saltlux.com. Languages Korean, 
Traditional and Simplified Chinese, Japanese and other 
Asian languages, European languages
Saltlux, Inc. Seoul, South Korea, 822-379-8444
Email: tcsales@saltlux.com, Web: www.saltlux.com

 

Saudisoft Co. Ltd
With 30 years in the language industry, Saudisoft knows 
how to support your business growth by localizing your 
content. Specializing in the Middle Eastern, African and 
Asian languages, the company has five offices around the 
region in Egypt, Saudi Arabia and Dubai. Saudisoft pro-
vides multilingual software localization, documentation, 
website localization, multimedia localization, DTP, engi-
neering and testing services. Linguistic and engineering 
capability combined with unrivaled levels of service and 
attention to detail have earned Saudisoft awards from lead-
ing companies worldwide. Languages More than 100
Saudisoft Co. Ltd Egypt, 20-2-3303-2037 
Email: bdm@saudisoft.com, Web: www.saudisoft.com
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TOIN Corporation 
TOIN has achieved a 50-year track record of excellence 
by, as our clients say, being consistently “present” to 
meet their needs. TOIN offers a spectrum of transla-
tion, localization and consulting solutions to Global 
1000 companies across a range of industries including 
automotive, IT, telecommunications, life sciences, e-
learning, software, gaming, semiconductors and con-
sumer products. TOIN provides exceptional strength 
in Asia as well as a global reach, with offices in Japan, 
China, Korea, the United States and the United King-
dom. Languages Japanese, Traditional and Simplified 
Chinese, Korean, Malay, Thai, Vietnamese and Euro-
pean languages 
TOIN Corporation 
Japan Tokyo, Japan, 81-3-5759-4353 
Email: toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp 
North America Minneapolis, MN USA, 1-612-986-3108 
Email: aki-ito@to-in.co.jp, Web: www.to-in.com 
Europe London, United Kingdom, 44-7890-290123 
Email: mark-stephenson@to-in.co.jp, Web: www.to-in.com 
China Shanghai, P.R. China, 86-21-3222-0012 
Email: shen-yi@to-in.co.jp, Web: www.to-in.com 

 
Ushuaia Solutions 
Ushuaia Solutions is a fast-growing Latin American 
company providing solutions for translation, localiza-
tion and globalization needs. Ushuaia Solutions is fo-
cused on being creative and proactive to meet tight time 
frames with a high level of quality and a cost-effective 
budget. Customizing its processes, Ushuaia assures 
project consistency and technical and linguistic accu-
racy, thus reducing clients’ time-to-market. Ushuaia 
combines state-of-the-art technology with top-notch 
experienced native translators, editors and software 
engineers. Our mission is to work together with our 
clients, thereby creating a flexible, reliable and open re-
lationship for success. Languages Spanish (all varieties), 
Portuguese (Brazil) 
Ushuaia Solutions Rosario, Argentina, 54-341-4493064
Email: info@ushuaiasolutions.com 
Web: www.ushuaiasolutions.com Ad on page 45

 
VistaTEC
At VistaTEC we understand what it takes to captivate, 
engage and inspire a global audience. Every day we 
help to optimize the global commercial potential of 
some of the most iconic brands, products and services 
the world has ever seen. Since 1997 we have been pro-
viding world-class localization solutions to many of 
these large companies worldwide. Global commerce 
is evolving and accelerating at a tremendous pace and 
organizations operate within markets where custom-
ers are increasingly mobile, well informed and open 
to change more than ever before. Contact VistaTEC 
today. We're the leaders in global content solutions. 
Languages All 
VistaTEC 
Europe Dublin, Ireland, 353-1-416-8000 
North America Mountain View, CA USA, 409-898-2364 
Email: info@vistatec.com, Web: www.vistatec.com Ad on page 6

         

 
Xlated Ltd.
Xlated is a young and dynamic localization service provider, 
founded and managed by translators with 16+ years of special-
ization in software localization. Thanks to a proven knowledge 
of internationalization and localization processes, a team of 
highly skilled and motivated professionals, and an intelligent 
use of the most recent translation technologies, we offer a wide 
range of multilingual services for small to large and complex 
software localization projects. Services include terminology 
management, translation of GUI and user documentation, 
linguistic and functional quality assurance, engineering, mul-
tiplatform DTP and consulting. Languages Greek, French, 
Italian, German, Spanish, Portuguese, Russian
Xlated Ltd. Kells, County Meath, Ireland, +353-(0)46-925-0005
Email: info@xlated.com, Web: www.xlated.com 

nonprofit orgAnizAtions

 

The Rosetta Foundation
Access to information is a fundamental and universal hu-
man right. It can make the difference between prosperity 
and poverty, freedom and captivity, life and death. The 
Rosetta Foundation is a nonprofit organization registered 
in Ireland promoting equal access to information and 
knowledge across the languages of the world. It maintains 
the Translation Commons (www.trommons.org) match-
ing nonprofit translation projects and organizations with 
the skills and interests of volunteer translators. 
Languages All
The Rosetta Foundation Dublin, Ireland, +353-86-7851749
Email: info@therosettafoundation.org
Web: www.therosettafoundation. com

      

 
Translators without Borders
Translators without Borders is an independent regis-
tered nonprofit association based in France that assists 
non-governmental organizations (NGOs) by providing 
free, professional translations. Founded by Lexcelera in 
1993, Translators without Borders has provided over two 
million dollars worth of free translations. Thanks to the 
funds saved, NGOs are able to extend their humanitarian 
work. Languages 11
Translators without Borders Paris, France, 33-1-55-28-88-09
Email: twb@translatorswithoutborders.org 
Web: www.translatorswithoutborders.org Ad on page 40

project MAnAgeMent

Turnkey Language Solutions
Global Language Solutions (GLS) is a full-service ISO 
9001:2008 and EN 15038:2006 certified translation 

and interpreting company delivering solutions in over 
100 languages. GLS provides turnkey project manage-
ment, culturally and linguistically accurate document 
translations, website localization, multilingual typeset-
ting/graphic design, linguistic validation, conference 
interpreting and voiceovers. The company's clients in-
clude leaders in the medical devices, pharmaceutical, 
health care, financial, legal, manufacturing, marketing 
and technology industries. GLS is a WBENC-certified 
Women's Business Enterprise (WBE) with offices in 
Asia, Europe, South America and the United States. 
Languages More than 100
Global Language Solutions Irvine, CA USA, +1 949-798-1400
Email: info@globallanguages.com 
Web:www.globallanguages.com

            

terMinology MAnAgeMent

Kaleidoscope
quickTerm manages the entire terminology life cycle. If 
you would like to see your SDL MultiTerm terminol-
ogy used enterprise-wide, Kaleidoscope has the ideal 
add-on: quickTerm. With quickTerm, individuals do 
not need to be terminology-savvy power users or have 
their own MultiTerm license to quickly and easily ac-
cess terminology. Users can simply search for terminol-
ogy from within any application or via a web browser. 
This alone significantly raises the level of terminology 
adherence. Additionally, quickTerm enables enterprise-
wide participation in terminology discovery, approval 
and revision processes, which further ties in colleagues 
in the terminology process. Languages German, English
Kaleidoscope GmbH Maria Enzersdorf, Austria, 0043223643498-0 
Email: info@kaleidoscope.at, Web: www.kaleidoscope.at 
Ad on page 34

            

trAnslAtion  
MAnAgeMent systeMs 

Plunet BusinessManager
Multiple Platforms

Plunet develops and markets the business and workflow 
management software Plunet BusinessManager — one 
of the world’s leading management solutions for the 
translation and localization industry. Plunet Business-
Manager provides a high degree of automation and 
flexibility for professional language service providers 
and translation departments. Using a web-based plat-
form, Plunet integrates translation software, financial 
accounting and quality management systems. Various 
functions and extensions of Plunet BusinessManager 
can be adapted to individual needs within a configu-
rable system. Basic functions include quote, order and 
invoice management, comprehensive financial reports, 
flexible job and workflow management as well as dead-
line, document and customer relationship management.
Plunet GmbH Berlin, Germany, +49-(0)30-322-971-340 
Email: info@plunet.com, Web: www.plunet.com
Ad on page 21
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Smartling
Smartling provides an innovative, cloud-based 
translation management platform that lets com-
panies quickly translate and deploy their websites 
and dynamic web applications, mobile applications 
and business documents across the entire corporate 
digital infrastructure. By streamlining the translation 
management process, Smartling ensures confidence 
with high-quality translations every time and re-
duces time-to-value on globalization and localization 
efforts. Brands that rely on Smartling include Four-
square, GoPro, HotelTonight, Path, Pinterest, Shut-
terstock, Spotify, SurveyMonkey, Vimeo and more. 
The Smartling platform currently serves billions of 
page views per month in more than 100 languages 
across the globe. 
Smartling New York, NY USA, 1-866-707-6278
Email: hi@smartling.com, Web: www.smartling.com 
Ad on page 52

         

  
Wordbee Translator 
Web-based
Wordbee is the leading choice for enterprises and lan-
guage service providers that need to save money and 
make their company run more efficiently. Wordbee has 
the most complete feature set of any cloud solution:  
project management, portal, business analytics, report-
ing, invoicing and a user-friendly translation editor.  
Tasks such as project and workflow setup, job assign-
ment, deadline calculation, multiple phase kick-offs and 
cost management can all be automated in the collab-
orative translation platform.  Also, the Beebox connects 
CMSs, DMSs or any propriety database source with the 
TMS of the translation vendor or internal translation 
team. Languages All
Wordbee Soleuvre, Luxembourg , +352 2877 1204, +1 503 287 0023
Email: info@wordbee.com, Web: www.wordbee.com 

         

XTM: Better Translation Technology
Multiple Platforms

XTM is a fully featured online CAT tool and transla-
tion management system available as a pay-as-you-
go SaaS or for installation on your server. Built for 
collaboration and ease of use, XTM provides a com-
plete, secure and scalable translation solution. Imple-
mentation of XTM Cloud is quick and easy, with no 
installation, hardware costs or maintenance required. 
Rapidly create new projects from all common file 
types using the templates provided and allocate your 
resources to the automated workflow. XTM enables 
you to share linguistic assets in real time between 
translators. Discover XTM today. Sign up for a free 

30-day trial at www.xtm-intl.com/trial. Languages All  
Unicode languages
XTM International Bucks, United Kingdom, +44-1753-480-469
Email: sales@xtm-intl.com, Web: www.xtm-intl.com 
Ad on page 11

      

trAnslAtion services

  

Translation Services Provider in SEE
Ciklopea is one of the leading translation and local-
ization services providers in the region of South East 
Europe (SEE) specialized in translation projects, in-
terpreting and localization into the languages of the 
South region (Croatian, Slovenian, Serbian, Bosnian, 
Macedonian, Montenegrin, Albanian, Bulgarian and 
Romanian). Our fields of specialization are manufac-
turing, consumer products, engineering, industry, tech-
nology, IT, medical, pharmaceutical, health services, 
life sciences, law, economics, business, finance, insur-
ance, marketing, PR, communication and tourism.  
Ciklopea is certified in accordance with ISO 9001: 2008, 
EN 15038:2006 and ISO 27001:2005. Languages More 
than 25 languages
Ciklopea d.o.o. Zagreb, Croatia, +385-1-3751736
Email: info@ciklopea.com, Web: www.ciklopea.com 
Ad on page 43

            

When it comes to translation, we hear you
Delivering results, solutions and resources to vendor man-
agers, project managers, production managers, directors 
and C-level executives of MLV language service provider 
companies. On-time and on-budget. Polish and other 
CEE languages. 25,000,000+ words translated and local-
ized. 17,000+ projects completed. 25+ fields of expertise 
covered. 5+ types of content covered. 130+ LSP-MLV cus-
tomers served. 200+ end-clients' content dealt with. 150 
actively collaborating linguists. No more headaches, no 
more after hours. Ten years and counting.
CONTRAD Olsztyn, Poland, +48 89 614 11 00
Email: info@contrad.com.pl, Web: www.contrad.com.pl
Ad on page 4

          

 

Diskusija – Translation and Localization
Diskusija is a regional LSP specializing in the lan-
guages of the Baltic countries and Central, Eastern 
and Southeastern European languages. Our core 
business is serving other LSPs. If you need transla-

tion into any of these languages, we are ready to help 
in whatever way suits you best. Your goal to provide 
your customers with the best services is our goal! 
We always try to be an extension of our client’s team 
in order to understand the requirements and the 
working style, to find the best solutions together, 
and, in other words, to become real partners. If you 
are looking for a flexible, adaptable partner, we are 
your choice. Languages Baltic, Central, Eastern and 
Southeastern European languages 
Diskusija Vilnius, Lithuania, 370-5-2790574, Fax: 370-5-2790576
Email: diskusija@diskusija.lt, Web: www.diskusija.lt 
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Localization? Asianlization with HansemEUG 
HansemEUG is a leading localization provider 
specializing in Korean, Chinese, Japanese and 
other Asian and Middle Eastern languages includ-
ing Vietnamese, Thai, Malay and Arabic. We have 
over 150 in-house staff who are all professionally 
trained and experienced in developing content for 
a variety of audiences. Our professionalism and 
experience ensure that your software or mobile 
device localization, or medical translation proj-
ects are accurate, clear and of the highest quality.  
HansemEUG provides a single solution for all your 
documentation projects, including manual devel-
opment, in-house DTP and graphic design, lan-
guage audits and consulting services for Chinese 
GB compliance. Our headquarters are located in  
Korea. Languages Asian and Middle Eastern lan-
guages
HansemEUG, Inc. Suwon-si, Gyeonggi-do, Republic of Korea 
+82-(31)-226-5042, Email: info@ezuserguide.com 
Web: www.ezuserguide.com

      

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

Lionbridge
Lionbridge enables more than 800 world-leading 
brands to increase international market share, speed 
adoption of products and effectively engage their 
customers in local markets worldwide. We provide 
translation, online marketing, global content man-
agement and application testing solutions that ensure 
global brand consistency, local relevancy and tech-
nical usability across all touch points of the global 
customer life cycle.  Using our innovative cloud tech-
nologies, global program management expertise and 
our worldwide crowd of more than 100,000 profes-
sional cloud workers, we provide integrated solutions 
that enable clients to successfully market, sell and 
support their products and services in global mar-
kets. Languages All
Lionbridge Waltham, MA USA, 781-434-6000
Email: marketing@lionbridge.com, Web: www.lionbridge.com
Ad on page 15

             

Medical Translations Only
Medilingua is one of the few medical translation spe-
cialists in Europe. We only do medical. We provide all 
European languages and the major languages of Asia and 
Africa, as well as translation-related services to manu-
facturers of devices, instruments, in vitro diagnostics 
and software; pharmaceutical and biotechnology com-
panies; medical publishers; national and international 
medical organizations; and other customers in the med-
ical sector. Projects include the translation of documen-
tation for medical devices, surgical instruments, hospital 
equipment and medical software; medical information 
for patients, medical students and physicians; scientific 
articles; press releases; product launches; clinical trial 
documentation; medical news; and articles from medi-
cal journals. Languages 45, including all EU languages 
MediLingua Medical Translations BV Leiden, The Netherlands
+31-71-5680862, Email: simon.andriesen@medilingua.com
Web: www.medilingua.com Ad on page 43

Omnia Group
Omnia has been helping companies successfully deploy 
their message in the global marketplace for 25 years. 
Let Omnia partner with you to meet your international 
communication objectives through a range of bespoke 
services, including technical documentation translation; 
marketing collateral transcreation; website and software 
localization; multilingual desktop design and publishing; 
content authoring and controlled English; and content 
and term management. Languages 150 language combi-
nations including rare and obscure languages
Omnia Group Sassuolo, Italy, +39 0536 881375 
Email: info@omnia-group.com, Web: www.omnia-group.com 
Ad on page 43

RR Donnelley Language Solutions 
RR Donnelley Language Solutions is a leading global 
provider of premier multilingual communication ser-
vices to the world’s top companies in the financial, legal, 
life sciences, institutional and corporate communications 
sectors. Thanks to our innovative translation technology, 
including our market-leading Translation Management 
System, MultiTrans™, dedicated teams of 5,000+ spe-
cialized linguists, ISO-certified quality standards and a 
24/7/365 global service platform, we are able to tailor our 
solutions to meet the specific localization and translation 
needs of our clients. RR Donnelley's solutions can help 
reduce costs, drive top-line growth, enhance ROI and in-
crease compliance for our customers. Languages All
RR Donnelley Language Solutions, 24 offices worldwide
New York, NY USA, +1-212-658-5081
Email: languagesolutions@rrd.com
Web: www.rrdonnelley.com/languagesolutions

      

Rheinschrift Übersetzungen, Ursula Steigerwald
Outstanding localization requires world-class experi-
ence. Rheinschrift gives your business a native voice in 
the German-speaking world. We offer more than 20 
years’ experience providing translations and localiza-

tions for software and hardware manufacturers as well as 
for the sectors of business, technology, legal matters and 
medicine/medical applications. Our services also range 
from glossaries, post-editing, project management and 
desktop publishing services to many other related ser-
vices. Rely on Rheinschrift to deliver the most competent 
translations and meet your deadline, whatever it takes. 
Languages German to/from major European languages 
Rheinschrift Übersetzungen Ursula Steigerwald Cologne, Germany 
+49-(0)221-80-19-28-0, Email: contact@rheinschrift.de 
Web: www.rheinschrift.de Ad on page 44

 
Translation and Localization Into Polish 
Ryszard Jarża Translations is an established provider 
of Polish translation, localization, marketing copy 
adaptation and DTP services. We focus primarily on 
life sciences, IT, automotive, refrigeration and other 
technology sectors. Our in-house team is comprised 
of experienced linguists with medical, engineering 
and IT backgrounds. We guarantee a high standard 
of quality while maintaining flexibility, unparalleled 
responsiveness and reliability. Our services are certi-
fied to EN 15038:2006. Language Polish
Ryszard Jarża Translations Wrocław, Poland 
+48-601-228332, Email: info@jarza.com.pl
Web: www.jarza.com.pl Ad on page 35

SpanSource
SpanSource provides translation, localization and re-
lated services from Western European languages into 
all regional varieties of Spanish as well as other lan-
guage combinations through our network of select 
SLV partners. Our domain focus is on health care 
and life sciences, software and IT, heavy machinery 
and automotive, legal and financial, oil and gas, cor-
porate training and educational materials. Our com-
prehensive service portfolio also includes unparalleled 
desktop publishing and multimedia localization en-
gineering support for e-learning materials. Our in-
house staff of 25 includes project managers, senior 
linguists, desktop publishers, software engineers and 
graphic designers, which prove to be fundamental in 
SpanSource’s centralized, customer-centric approach. 
Languages Focus on Spanish and Portuguese, other 
language combinations through partners
SpanSource SRL Rosario, Argentina, 54-341-527-5233
Email: info@spansource.com, Web: www.spansource.com 

STEPPING STONE
Technical and Life Science Solutions
Stepping Stone leverages almost 15 years of experi-
ence and scalability whilst maintaining a refined, 
hands-on, responsive service synonymous with a 
boutique-style agency. Your single-stop for transla-
tion, localization, DTP and testing requirements, we 
tailor environments to handle all CAT/design tools 
and are specialists with structured documentation 
and multichannel distribution. Our medical team 
supports medical device companies, CROs and phar-
maceuticals. We use small, experienced and adept 
teams rather than adopting a 1,000-resource selection 
lottery, thus building solid relationships with all involved 
— perhaps it’s time we build one with you. In a world 
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changing from quality to quantity — we’re standing 
firm. Languages 70+ including all European, Middle 
Eastern and major Asian languages
Stepping Stone Riga, Latvia, +371 6728 1110 
Email: global@steppingstone.ws, Web: www.steppingstone.ws 

  
TripleInk Multilingual Communications
As a multilingual communications agency, TripleInk 
has provided industrial and consumer products compa-
nies with precise translation and multilingual produc-
tion services for audio-visual, online and print media 
since 1991. Our experience in adapting technical docu-
mentation and marketing communication materials 
covers a wide range of industries, including biomedical 
and health care; building and construction; financial 
services; food and agriculture; high-tech and manufac-
turing; and hospitality and leisure, as well as govern-
ment and nonprofit organizations. Using a total quality 
management process and state-of-the-art software and 
equipment, our team of foreign language professionals 
delivers the highest quality translations in a cost-effec-
tive and time-efficient manner. Languages All major 
commercial languages 
TripleInk Minneapolis, MN USA, 612-342-9800, 800-632-1388
Email: info@tripleink.com, Web: www.tripleink.com 

trAnslAtion tools 

Kilgray Translation Technologies
Windows
Kilgray Translation Technologies is the world’s fast-
est growing provider of computer-assisted translation 
tools. In 2005 the company launched the first version 
of memoQ, an integrated client-server translation en-
vironment designed to facilitate interoperability and 
teamwork. All of Kilgray’s products — memoQ, the 

memoQ server, memoQWebTrans, qTerm and Lan-
guage Terminal — optimize productivity and control 
of the entire translation process and environment. 
Rated #1 by Common Sense Advisory among trans-
lation-centric TMS systems, and used by thousands of 
translators, language service providers and enterprises 
throughout the world, memoQ and other Kilgray tools 
are accepted and appreciated as premiere translation 
technologies. Languages All 
Kilgray Translation Technologies Béke sugárút, Hungary 
+36-30-383-9435, Email: sales@kilgray.com, Web: www.kilgray.com 

         

MadCap Lingo
Windows

The leaders in technical communication bring you 
MadCap Lingo, an XML-based translation management 
solution used by large multinational corporations, tech-
nical writers and freelance translators. MadCap Lingo 
offers support for a wide range of file formats, works 
with major industry TM systems and is fully integrated 
with the leading content authoring application MadCap 
Flare. Through its strategic partner Microsoft Corpo-
ration, MadCap Software delivers solutions optimized 
for Microsoft Windows, Visual Studio and the .NET en-
vironment. A free 30-day trial download is available at 
www.madcapsoftware.com. Languages All 
MadCap Software, Inc. La Jolla, CA USA
858-320-0387, 888-623-2271
Email: sales@madcapsoftware.com, Web: www.madcapsoftware.com 
Ad on page 30

            

      

Memsource 
Memsource is an API-enabled translation environment 
that supports over 40 file formats. It includes transla-
tion memory, integrated machine translation and ter-
minology management, in addition to a web-based and 

desktop translator’s editor. Some of the world’s leading 
translation buyers as well as translation providers use 
Memsource for their mission-critical projects. In total, 
more than 40,000 Memsource users translate over 100 
million words every month. Memsource offers power-
ful features, yet it is lightweight, intuitive and fast.
Languages All 
Memsource a.s. Prague, Czech Republic, +420 221 490 441
Email: info@memsource.com, Web: www.memsource.com
Ad on page 24

         

 

SDL Language Technologies
Windows 

SDL Language Solutions offers a unique language tech-
nology platform — from translation memory produc-
tivity tools for the individual translator to collaboration 
software for project managers, from translation man-
agement solutions for LSPs to cloud-based machine 
translation for corporate localization teams.  You are 
not just investing in a market-leading translation pro-
ductivity tool when you buy SDL Trados Studio, you 
are investing in a CAT tool that integrates with the full 
SDL language technology platform including the new 
innovative Language Cloud.  Find out more from www.
translationzone.com. Languages All 
SDL Language Technologies 
Maidenhead, United Kingdom, +44-1628-417227
Email:insidesales@sdl.com 
Web: www.translationzone.com 
Ad on page 2 
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G previously translated segments in both the original source 
language and the new target language; whenever previously 
translated segments reappear in new text, the TM automati-
cally processes the terms and replaces them with their desig-
nated match. Over time, the cost savings can be thousands to 
millions, and industry wide, clients save 25% off the base rate 
per word for partial matches to the TM, while full TM matches 
are discounted at 50%.

Measure and analyze
At the measure and analyze stages, translation firms review 

the project’s control components to determine if these tools 
are actually working for the client organization in the desig-
nated target market and delivering tangible returns on invest-
ment for your company. These metrics include the number of 
words translated, the cost of translation per word and whether 
or not the translated material has increased sales in the target-
ing market. Here, translators also seek to determine whether or 
not the communication strategy of choice for the translated 
and localized product or service has contributed to improved 
sales and revenues. Metrics revealed at this juncture inform 
the articulation of a principled strategy for the improve stage.

Improve
In the fifth component of the Six Sigma process as it applies 

to the translation industry, organizations work to actively 
implement solutions to lingering concerns identified at the 
measure and analyze stages. Aimed at creating consistency and 
replicability in the business model, the improve phase capital-
izes upon the client’s key performance indicators, converting 
the translation process once and for all from a cost center to a 
strategic profit driver.  M

Going global expands market presence and 
increases revenues; to do so effectively, companies 
must internationalize their products. To this end, 
some business theory may be in order. An examina-
tion of the translation and localization industry — 
as well as discussions with translation professionals 
— reveals a link between Six Sigma quality improve-
ment processes and accurate, reliable and efficient 
translation that reduces errors and communicates 
the intent of a service in the target language. 
If you adhere to these Six Sigma quality improvement 

processes, I propose that your company could limit risk and 
reduce error while facilitating consistency and reliability at each 
juncture of the translation and localization process. By following 
these tips, you could initiate fruitful translation and localiza-
tion projects, or refine internationalization processes already 
underway.

Define
In the initial define stage, language service providers seek to 

understand the core challenges and obstacles their client faces 
when translating and localizing products and services. Via 
extensive discussions with the organization, the client needs 
to share all relevant information about its product, as well as 
its goals for the target market. Moreover, the client should 
be amicable to accepting changes to this plan as prescribed 
by the translation and localization firm and its target market 
experts.

Control
At the control phase, companies seek to limit sources of 

potential waste and error. Because accurate and effective 
translations that enhance target market performance by their 
very definition significantly reduce and preferably eliminate 
language mistakes. Control is where an organization begins to 
refine its translation and localization processes, and this stage 
includes such tools as translation memories (TM), which store 

Matthew Mermel is pursuing his master’s degree in language 
and communication at Georgetown University, and served as a 
translation metrics analyst at In Every Language in 2014.  

To offer your own Takeaway on a language-industry issue, send a 
contribution to editor@multilingual.com.

Matthew Mermel

Applying Six Sigma to  
the translation industry

mailto:editor@multilingual.com
mailto:editor@multilingual.com


“The Internet of Things”
LocWorld27:  Shanghai

April 13-15, 2015

It’s a new conference year with a new name, look and theme.  The first LocWorld of 2015 
takes place in the heart of the world’s largest city, Shanghai!  It’s a tremendous opportunity 
to learn, socialize and make new connections over three days at Le Royal Méridien Shanghai.

Register Today!               www.locworld.com

The world’s #1 Localization  
Conference & Exhibition Series

Thank you to our sponsors:

Offering the following 7 tracks:
• Preconference (Apr 13)

• Advanced Localization (Apr 14)

• Global Business (Apr 14)

• Tech (Apr 14)

• Translation Automation (Apr 15)

• Localization for Asia (Apr 15)

• Unconference (Apr 15)

PLUS: 

A Keynote Presentation by Kaiser Kuo 
Director International Communication, Baidu

An opening reception at the Intercontinental 
Shanghai Ruijin, sponsored by CSOFT

And a networking dinner at Xian Qiang Fang, 
thanks to Moravia.

http://www.locworld.com
http://lionbridge.com
http://www.csoftintl.com
http://www.moravia.com


moravia.com

Flexible thinking. Reliable delivery.

Companies harnessing 
top global talent 
will be the future 
leaders.

Olga Stuck  
Chief Human Resources Officer 
Moravia 

Successful global brands have the insight and 
talent to deliver market-specific adjustments 
in real time. As technology and social media 
expand the global talent pool, employment 
models are less full-time-salaried and more 
freelance, outsourced, community-based and 
social. How will you find, qualify, engage, train 
and manage resources who vary by profile, 
geographic location, employment model and 
work style? Scalably managing top global talent 
is the competitive differentiator that will define 
tomorrow’s industry leaders.

“The future is already here —
it’s just not evenly distributed.”

William Gibson

http://www.moravia.com
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