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Boredom has spurred more creativity than any 
other medium, or at least this is true of the games 
I invented in childhood. I grew up in the country, 
with almost no media to speak of, electronic 
games included. I did, however, have a stack of old 
business cards, scraps of cardboard, markers. 

I came up with a game called “Deer,” in which 
hunters — players — took turns turning over business 
cards in an attempt to find hand-drawn bucks with 
impressive sets of antlers, more often than not 
coming up with blanks. As with real deer hunting, 
this game was somewhat tedious. I made a board 
game that in retrospect would have worked better 
as a drinking game, since it required absurd feats 
from participants (“hop on one foot around the 
room”). I tried these games out on my four younger 
siblings, a demanding test audience who inevitably 
rejected my non-shiny creations in favor of playing 
Scavenger Pirate on the front porch.  

Scavenger Pirate was also my idea: this way, we 
could pretend to be pirates, but we didn’t have to 
pretend to murder people and steal things. Instead, 
we created intricate and authentic-looking treasure 
maps stained with tea and cinders as props for our 
island treasure-hunting. We scavenged from the 
paranoia of imaginary pirate gangs who stashed their 
loot where the navy couldn’t find it. My hero was Sir 
Francis Drake, who was either a pirate or an amazing 
explorer depending on who you asked. 

Pretending to be someone like Sir Francis was 
probably the first time I ever recognized that 
different cultures have wildly different takes on the 
same events and historical figures — more, that I 
used the ambiguity to create an interesting story 
and a character who fit both sides.

Localizing games is tricky this way the world over. To 
localize successfully, you need storylines and subjects 
that work when they’re imported, or you risk having 
to redo the thing from the ground up. Gaining game 
popularity is tricky — I never quite got the hang of it 
myself, but I trust the experts featured in this issue.   
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 The 2016 Resource Directory &   
 Index 2015 is online now and
 offers: 

• A complete MultiLingual  
  editorial index with live links to  
  articles cited
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• A comprehensive glossary
• Editorials for the new year

 Download the new edition at  
 http://multilingual.com/resource- 
 directory. You can also share the link  
 with others!
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 Does it inspire you to write for  
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 editor@multilingual.com.
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 January 2006. This means 92 issues  
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 be quickly found.
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The latest iteration of LocWorld 
focused on Engaging Global Custom-
ers, and in Tokyo, Japan, this often 
meant discussing cultural differences 
and how these play into business. 

The event took place April 13-15, 
2016, in the heart of Shinjuku, 
Tokyo. The April 14 keynote speaker, 
Rochelle Kopp, founder of Japan 
Intercultural Consulting, has written 
25 books in Japanese and written 
extensively on business etiquette 
for Japan. In a session titled “Bridg-
ing Cultural Differences with the 
Hybrid Approach,” Kopp explained 
that bridging the cultural divide is 
“applicable really for any situation 
where you have differences,” either 
interpersonal or cultural.

The instinctive reaction when 
someone has a different approach 
than you, said Kopp, is to attach a 
negative label to it, to insist on doing 
things your way, and to reject those 
who don’t do things your way. “It’s a 
shortcut we all use,” said Kopp. This 
leads to misunderstandings, missed  

LocWorld30 Tokyo engages customers and differences

From top: view from the 43rd floor of 
the Keio Plaza Hotel, where LocWorld30 
was held; English-Japanese interpreters 
consult their notes before sessions start; 
Jenny Kang delivers a talk on winning 
market opportunities; at the LocWorld 
dinner April 14; games round table pre-
conference session April 13; exchanging 
business cards; tea ceremony in the 
exhibit hall; exhibit hall networking. 
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opportunities, misery, and as the 
Japanese put it, muda — waste that 
could or should be prevented. 

To deal with this, said Kopp, you 
should keep an open mind, learn about 
the cultural differences, adopt bridg-
ing strategies and create a “hybrid” 
of the best of both cultural practices. 
“To ask someone to completely aban-
don” their ingrained, learned cultural 
practices probably won’t work well, 
Kopp pointed out. She encouraged 
attendees to understand that the other 
person could be trying very hard to 
cross the cultural divide even if the 
other side just sees the remaining gap. 
“If you let a hybrid develop without 
meaning to, you could get the worst 
of both.” Understanding what’s most 
important for you and for the other 
person is essential. 

Takao Tanaka of Moravia pointed 
out in a joint presentation with 
Costanza Marinelli of Larsen Glo-
balization that “it’s very hard to find 
people with experience in doing 
business on a global scale” in Japan. 
Strategies for bridging the talent 
gap in localization include pipe-
line recruiting, upscaling current 
employees, searching for people 
with nontraditional skills, and so 
on. Their session, “The Challenges 
of Global Recruiting in the Localiza-
tion Industry,” also looked at cultural 
differences, this time in recruiting 
practices. Marinelli explained that 
Japanese interviewees may down-
play their accomplishments due to 
the fact that in Japanese culture, 
the more humble you are, the more 
trustworthy you’re considered to be.

In the session “Pivoting Toward 
Direct Translations of CCJK,” Chris-
tophe Gonne of Reality Squared 
Games talked about using English as a 
pivot language due to cultural gaming 
challenges from Chinese to Western 
languages, including the fact that 
IP infringement is popular in game 
development in China, but equates to 
a poor image in Western countries.

Featured Reader
Marta Stelmaszak, director of WantWords, 
founder of Business School for Translators 
and organizing partner for The Translation 
and Localization Conference.
Where do you live?

London, United Kingdom.
How did you get started in this industry?

I studied applied translation as my 
bachelor’s degree and I obtained several 
interpreting-related qualifications. I started 
working as a translator and interpreter 
as my first career and I’ve been enjoying 
it ever since. Over the years, I’ve devel-
oped toward intercultural marketing and 
management and I’m now providing online 
communication services to my clients, on 
top of core translation and interpreting.
How long have you been working as a trans-
lator and interpreter?

For about eight years.
Which languages do you speak?

I’m native in Polish, proficient in English 
and French, and I’ve recently passed an 
advanced level exam in Norwegian.
Whose industry social feeds (twitter, blog, 
LinkedIn, Facebook) do you follow?

I like to be informed about what’s going 
on in the translation profession as well as 

outside of it. The biggest chunk of my so-
cial feed is taken up by my client industries 
and leaders in online communication
What do you like to do in your spare time?

Believe it or not, I learn languages. Now 
that I can consider Norwegian done, I’m 
on the lookout for the next language I can 
learn as a hobby. While I’m leaning toward 
taking up Russian, German is also quite 
appealing.
Why do you read MultiLingual?

It’s an excellent resource and a mine of 
information about our profession. Unlike 
social media or blogs, it’s structured and 
curated, so I don’t need to browse through 
a lot of feeds to get my dose of updates.

http://hermestrans.com
http://hermestrans.com
mailto:hermestr@hermestrans.com
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Nagi Abboud of the Lebanese 
Ministry of Telecommunications 
inaugurated The Middle East and 
North Africa (MENA) Games Con-
ference in Beirut, Lebanon on April 
7, 2016. 

MENA Games 2016 was orga-
nized by International Fairs & 
Promotions (IFP Group) at Mar 
Mikhael Historical Train Station, 
with the official support of Alfa, 
managed by Orascom Telecom, and the 
Lebanese Broadcasting Corporation 
International (LBCI).

Addressing more than 400 delegates 
representing some of the biggest 
local, regional and international game 
development companies, and more 
than 40 leading experts and speakers, 
Abboud shared the Ministry’s Vision 
2020 to build state-of-the-art networks 
and infrastructure, thus providing the 
Lebanese gamers with the essential 
tool to materialize their potential and 
change the country’s economy. 

In his welcome note, IFP Group 
chairman Albert Aoun announced the 
latest addition to the MENA Games 
this year: the Celebrity Games Chal-
lenge. Led by His Excellency former 
Minister of Telecommunications Nico-
las Sehnaoui, and powered by PlaySta-
tion, the challenge welcomed several 
Lebanese celebrities. Aoun announced 
that alongside the 60+ workshops, 45 
speakers, and Business to Buisness 
matchmaking platform, the MENA 
Games Conference will host the Arabic 
Game Jam and Falafel Games Resi-
dency Award Ceremonies. 

The opening ceremony also 
included a keynote from Burak Balik, 
who has a successful record of two 
large industry exits in the MENA 
region. An investor and entrepreneur, 
Balik is the founder of Joygame, the 
largest game publisher in Turkey and 
MENA that was acquired three years 
ago by Netmarble. In his keynote, he 

shared his experience in the 
gaming industry from the 
early stages of a startup to 
his successful exit.

The MENA Games 
Conference is a unique plat-
form for local companies 
to establish and grow the 
gaming ecosystem of the 
region, and benefit from the 
international participants’ 
knowledge and expertise 
to globally expand and develop. The 
conference is also a valuable place 
for international companies to meet 
the local industry’s key players (from 
game developers and publishers to 
media and communication partners) 
and gather insights about the MENA 
market.

For its second edition this year, 
the MENA Games Conference will 
explore the development of games 
for local Arabic audiences, the expan-
sion and investment opportunities 
for international companies, and the 
value of strong and collaborative part-
nerships between the MENA gaming 
companies and global firms.

MENA Games 2016
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Together 2016, the first European 
event created to strengthen and 
improve the relationship between 
translators and language service 
providers was held in Barcelona, 
February 11-12, 2016. Together 2016 
was organized by Elia, the European 
Language Industry Association.

Over 350 translators, language ser-
vice provider (LSP) representatives, 
consultants and tool providers from 
39 countries signed up. The three 
tracks, Relationships, Growth and 
Technology, were hosted by industry 
veterans Jost Zetzsche, Iwan Davies 
and José Blanco Pérez respectively. 

The theme was “Developing our 
Connections,” and Elia facilitated net-
working by including different color 
lanyards for translators and LSPs.

The keynote from Stephen Lank 
set the tone — “Stronger Together: 
revitalizing the agency-freelancer 
relationship” — and pointed out the 
irony that our profession is dedicated 
to enabling communication, yet com-
munication problems make this rela-
tionship more like chalk and cheese 
than cheese and wine.

The 36 speakers included Robert Sette, 
who gave the talk “Keys to effective rela-
tionships between agencies and freelance 

translators” and reminded us that “no 
translator is an island.” Lloyd Bingham 
and Andrew Morris identified how 
social media can create unity in “Mind 
the gap: overcoming strife in the trans-
lation industry” and Karen M. Tkaczyk 
confirmed that the answer to “What do 
high-end successful freelancers want 
to see from their agency clients?” is 
respect and better communication. 

Eva Kročáková of SOPHIA Lan-
guage Services said “It was an extraor-
dinary event that fulfilled its main 
objective by bringing people together 
in a smooth and elegant way.” 

Together 2016, Elia freelancer and language company event

The Nordic Translation Industry 
Forum (NTIF) was held November 
19-20, 2015, and hosted around 
120 language industry profession-
als ranging from freelancers to 
top executives from more than 20 
countries. A majority of them were 
visiting Iceland for the first time. 

The presentations covered tech-
nology, marketing, communications 
and industry-related topics, all 
delivered by skilled Nordic peers. 

The keynote address was delivered 
by futurologist Magnus Lindkvist, 
who inspired and charmed the 
audience with his reflections on 
how we all must dare to think 
differently, have the energy to do 
more, to do better in order to be 
able to finally succeed. Charismatic 
Loa Thorhallsdottir, an Icelandic 
serial entrepreneur and investor, 
talked about daring to step into 
something new, the importance of 

networking, and how to find inspi-
ration in your entrepreneurship.

Iceland hosts fifth Nordic Translation Industry Forum 
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The eighth annual Intelligent 
Content Conference (ICC) was 
held March 7-9, 2016, in Las Vegas, 
Nevada, where more than 350 
marketers, content strategists, UX 
designers, software engineers and 
more from top Fortune 100 com-
panies gathered at the only event 
focused solely on content strategy for 
marketers. From the preconference 
workshops to the two full days of 
presentations, case studies and panel 
discussions, attendees heard from 
industry experts all over the world on 
how to take their content marketing 
to the next level. 

One of the sub-themes was tech-
nology and the role it plays in putting 
the “intelligent” in intelligent content. 
It deserves credit for doing many 
seemingly magical things with our 
content — including making busi-
ness processes more efficient. If not 
for the technology-driven internet, 
best-selling author Andy Weir told 
attendees in his closing keynote talk, 

his self-published story The Martian, 
which became a best-selling book and 
Oscar-nominated movie, would not 
have captured any attention beyond 
his circle of friends.

But technology alone brings 
no meaning to the mystery. Any 
technology decisions we make as 
content professionals must be based 
on sound strategy. When Andrea 
Ames spoke on measuring the effec-
tiveness of content, she said bluntly, 
“We’re not talking about technology 
in this session.” She wasn’t saying 
that technology doesn’t matter. She 

was saying that making good busi-
ness decisions — the strategic part 
of the effort — has nothing to do 
with technology or tools.

Personalization, delivering content 
to different audiences, was also a hot 
topic. Personalization is complex and 
expensive, however, and in her key-
note talk, Karen McGrane warned of 
the dangers of making assumptions 
about people based on information 
you can glean from their devices, 
such as time of day or location. Per-
sonalization can also backfire when 
people perceive it as disturbing.

ICC held in Las Vegas

The Translation and Localization 
Conference 2016 (TLC 2016) attracted 
over 250 freelancers, translation agen-
cies and translation buyers from over 
30 countries, supported by generous 
sponsors. As in previous editions, 
the conference remained focused on 
bringing these three groups together 
under one roof to exchange views, 
debate and network. The conference 
was held on March 11-12, 2016, in 
Warsaw, Poland.

This year keynote speaker David 
Peterson, the creator of Dothraki lan-
guage from Game of Thrones, opened 
the two-day event revolving around 
the key theme “Why translate?” with 
a presentation on translating into 

invented languages. Other presenta-
tions touched upon the importance 
of translating in a world that speaks 
English, trends affecting multilingual 
countries in eCommerce and commu-
nicating the need to translate. 

TLC 2016 also featured a debate with 
language startup companies and several 
workshops covering transcreation 
through SDL Trados Studio to search 
engine optimization. Allowing plenty of 
time for networking during the day, the 
conference also included a networking 

event in a fashionable club in downtown 
Warsaw. The Sunday following the con-
ference, some of the attendees enjoyed a 
guided tour around the old town. 

While the value and importance 
of talks and workshops cannot be 
underestimated, the majority of TLC 
2016 attendees agreed in a short sur-
vey conducted after the event that it is 
the atmosphere that makes the event 
special, as well as its efforts to bring 
together freelancers, agencies and 
translation buyers.

TLC in its fifth edition
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United Language Group  
acquires Merrill Brink

United Language Group (ULG), a language services 
company backed by Northern Pacific Group, has entered 
into an agreement to acquire Merrill Brink International, 
the language services division of Merrill Corporation. The 
ULG executive leadership team includes industry veterans 
chief operating officer Hans Fenstermacher and senior 
vice president Greg Brink.
Merrill Brink International www.merrillbrink.com
United Language Group, Inc. http://united-lg.com

New look and website for Acrolinx
Acrolinx GmbH, a developer of content quality soft-

ware, has a new look and website. The company emerged 
12 years ago from the German Research Center for Artifi-
cial Intelligence.
Acrolinx GmbH www.acrolinx.com

Language Translation updates website
Language Translation, a San Diego-based provider of 

translation, interpreting and telephone interpreting ser-
vices, has launched a new website.
Language Translation, Inc. www.languagetranslation.com

Translation Reports
New venture Translation Reports offers localization 

consultation and management-as-a-service for small com-
panies, providing assistance such as sourcing vendors, 

training software developers and choosing localization 
tools and platforms.
Translation Reports http://translationreports.com

XTM International opens Tokyo office
XTM International, a developer of workflow technology 

and translation tools, has opened an office in Tokyo, Japan. 
Headquartered near London, the company also has offices 
in Ireland, the United States and Poland.
XTM International www.xtm-intl.com

eurocom opens UK office
eurocom Translation Services GmbH, has opened an 

office in Congleton, United Kingdom. The official opening 
came to be through an asset purchase of Bridge Transla-
tion & Publishing.
eurocom Translation Services GmbH www.eurocom.at

Smartling acquires Jargon
Smartling, Inc., provider of a cloud-based software plat-

form, has acquired Jargon, a mobile technology company 
that provides a way for global brands to localize mobile 
applications, including interfaces for translating and per-
forming quality assurance on mobile apps.
Smartling, Inc. www.smartling.com

TRANSLIT 
TRANSLIT, an Ireland-based language solutions pro-

vider, has launched a new website. The company also 
provides interpreting, voiceover and tour guiding services.
TRANSLIT http://translitco.com

A thousand different workflows. One Solution.
The Business Management Solution for the Translation Industry 

www.plunet.com

http://www.merrillbrink.com
http://united-lg.com
http://www.acrolinx.com
http://www.languagetranslation.com
http://translationreports.com
http://www.xtm-intl.com
http://www.eurocom.at
http://www.smartling.com
http://translitco.com
http://www.plunet.com


14 June 2016

News

ChangeTracker website redesigned
Technolex Translation Studio, a provider of language 

services, has redesigned the website for ChangeTracker, 
an application for tracking editorial corrections in 
translations.
Technolex Translation Studio http://technolex-translations.com

lidolang renames and rebrands
lidolang specialist translations, formerly LIDO-LANG 

Technical Translations, has announced a brand redesign 
that includes a new logo, visual identity, title tag and new 
website.
lidolang specialist translations www.lidolang.com

Keywords acquires Synthesis Group
Keywords International, a technical service provider to 

the global video game industry, has acquired the Synthesis 
Group of companies that provide audio and localization 
testing services to video game developers and publishers.
Keywords International www.keywordsintl.com
Synthesis www.synthesis.co

People
Recent industry hires

 ■ SDL, a provider of global customer experience man-
agement, has named Adolfo Hernandez as chief executive 
officer.
SDL www.sdl.com

 ■ Plunet GmbH, a provider of business management 
software for translation services and agencies, has hired 

Simona Hodrea as part of the implementation department 
in the United States and Tatjana Tsernohh as part of the 
user experience design team in Berlin, Germany.
Plunet GmbH www.plunet.com

 ■ Ciklopea d.o.o., a provider of language services, has 
hired Samantha Grancharova and Ana Mateja Vuković as 
project managers.
Ciklopea d.o.o. www.ciklopea.com

 ■ Sajan, a provider of language services, has hired Brett 
Leagjeld as strategic alliance manager.
Sajan www.sajan.com

 ■ lidolang specialist translations has hired Joanna Combik 
as vendor manager and Ula Węska as marketing manager.
lidolang specialist translations www.lidolang.com

 ■ Eurotranslate, a provider of language services with a 
focus on medical and technical translation, has promoted 
Dragana Vujisić to head of office.
Eurotranslate http://en.eurotranslate.rs 

 ■ Mozilla, makers of the Firefox open source web 
browser developed by the Mozilla Foundation and its sub-
sidiary, the Mozilla Corporation, has promoted Jeff Beatty 
as the new head of localization.
Mozilla www.mozilla.org

 ■ Lexical Computing, the company behind the Sketch 
Engine corpus query software, has hired Ondrej Matuska 
as sales and marketing manager.
Lexical Computing https://www.lexicalcomputing.cz

 ■ KantanMT, a cloud-based statistical machine trans-
lation solutions provider, has hired Laura Casanellas as a 
senior project manager, Brian Murray as an internal sales 
consultant, and Conall Malone and Niall Kiely as product 
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development interns.
KantanMT http://kantanmt.com

Resources
Pashto resources added to ELRA catalogue

The European Language Resources Association (ELRA) 
has updated its catalogue adding a set of Pashto language 
resources including a broadcast speech resource and 6 
written corpora.
European Language Resources Association www.elra.info

MarketFlex report
Common Sense Advisory, Inc., an independent market 

research firm specializing in the language service industry, 
has released its latest MarketFlex report using translation 
management service live data, product demos, in-depth 
executive interviews, customer surveys, web presence and 
online community engagement. The report includes an 
analysis of market dynamics and individual assessments 
to highlight strengths and concerns with each vendor’s 
offering.
Common Sense Advisory, Inc. www.commonsenseadvisory.com

Products and Services
Plunet InterpretingManager

Plunet GmbH, a provider of business management soft-
ware for translation services and agencies, has introduced 
InterpretingManager. The module allows one manage-
ment system with one shared database to be used for 

all interpreting and translation projects, and to manage 
customer and service provider data.
Plunet GmbH www.plunet.com

SYSTRAN.io
SYSTRAN International, a provider of translation and 

technology services, has launched SYSTRAN.io, a hosted 
50-language toolkit application program interface plat-
form for the development of multilingual applications.
SYSTRAN International www.systransoft.com

memoQ Slate Desktop connector
memoQ, a computer assisted translation tool developed 

by Kilgray Translation Technologies, now supports Slate 
Desktop for Windows, an application suite for translators 
and translation teams.
Kilgray Translation Technologies www.kilgray.com

Stepes Just-in-Time translation
CSOFT International, Ltd., a provider of localization, 

testing and software development, has launched Stepes, 
an online mobile-based translation service that connects 
translators with businesses applying Just-in-Time (JIT) 
translation capability. JIT allows a global network of trans-
lators to translate anywhere and anytime on-demand.
CSOFT International, Ltd. www.csoftintl.com

KantanLabs, KantanLQR
KantanMT, a cloud-based statistical machine transla-

tion solutions provider, has announced the launch of 
KantanLabs, intended to engage directly with the ADAPT 

“ Our clients value
both e�ciency and flexibility.

With memoQ we can
give them what they want,

how they want it. „
Jesper Sandberg

Executive Chairman
Sandberg Translation Partners

memoQ.com

http://kantanmt.com
http://www.elra.info
http://www.commonsenseadvisory.com
http://www.plunet.com
http://www.systransoft.com
http://www.kilgray.com
http://www.csoftintl.com
http://memoq.com
http://memoq.com
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Centre for Digital Content Technology and other aca-
demic institutions.

KantanMT has also introduced the KantanLQR (Lan-
guage Quality Review) platform. The tool is intended to 
provide a fully distributed process to automate and for-
malize the measurement of translation quality.
KantanMT http://kantanmt.com

LocalizationForce
LocalizationGuy, LLC, has launched the Localization-

Force service intended to provide responsive, outsourced 
solutions for language services with team leaders and 
members selected specifically for each client.
LocalizationGuy, LLC www.localizationguy.com

Dictionary app for Android
Linguee, an online translation tool combining an edito-

rial dictionary and a search engine, has introduced its mul-
tilingual dictionary app for Android phones and tablets.
Linguee GmbH www.linguee.com

Saylon adds languages
Saylon Consulting, a Turkish-based provider of language 

services, has added new language directions to its offering: 
German/Turkish and French/Turkish.
Saylon Consulting www.saylon.com

Subtitling for TV Ads
ZOO Digital Group, a provider of localization and me-

dia production services for the entertainment industry, 
has launched a new Subtitling for TV Ads service that 

includes cloud-based captioning or subtitling for adverts 
in any format.
ZOO Digital Group www.zoodigital.com

Clients and Partners
Lionbridge and Transifex

Lionbridge Technologies and Transifex, a localization 
automation platform, have combined technology creating 
access to a suite of solutions for continuous translation of 
web and mobile applications.
Lionbridge www.lionbridge.com
Transifex, Inc. https://www.transifex.com

SYSTRAN partners with IRIS
SYSTRAN International, a provider of translation and 

technology services, has signed an agreement to integrate 
IRIS OCR (optical character recognition) technology into 
SYSTRAN translation solutions. IRIS is a member of the 
Canon Group.
SYSTRAN International www.systransoft.com

ABBYY collaborates with Xerox
ABBYY USA, a developer of language software and 

document recognition technologies, has executed a trade-
mark license agreement with Xerox, and introduced the 
Xerox Easy Translator Service, a cloud-enabled language 
translation solution integrated via a web portal across 
Xerox devices built on ConnectKey technology, as well as 
mobile devices and desktops.
ABBYY USA http://abbyyusa.com

Thanks

Give The Gift Of 
Knowledge
— for free!
If you fi nd information in any issue 
of MultiLingual that you know would 
benefi t a friend or colleague, let us 
send them a copy.

Simply email freecopy@multilingual.com with the person’s name, postal 
address and the date of the issue you’d like to share.
They will receive a complimentary copy of the magazine along with 
a note, letting them know you were thinking of them.
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http://www.linguee.com
http://www.saylon.com
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http://www.lionbridge.com
https://www.transifex.com
http://www.systransoft.com
http://abbyyusa.com
mailto:freecopy@multilingual.com
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Space NK Apothecary  
selects Translations.com

Translations.com, a provider of translation-related tech-
nology products, has announced a relationship with Space 
NK Apothecary, an innovative beauty retailer, to support 
the launch and ongoing maintenance of four new language 
websites.
Translations.com www.translations.com

Haymillian chosen by  
BabyTV, All Media Russia

Haymillian, a provider of media localization and access 
services, has signed an agreement with BabyTV for the 
launch of its new channel in Russia.

Haymillian has also entered an agreement to provide 
All Media Russia with language versioning and access 
services enabling its content library to be made accessible 
in countries outside of Russia and Commonwealth of In-
dependent States.
Haymillian www.haymillian.com

Certif ications
Recent industry certifications

 ■ KvaliText, a Portugal-based translation company, has 
achieved ISO 17100 certification.
Kvalitext www.kvalitext.com

 ■ lidolang specialist translations, formerly known as 

LIDO-LANG Technical Translations, has achieved ISO 
17100:2015 certification.
lidolang specialist translations www.lidolang.com

 ■ Diskusija UAB, a language service provider special-
izing in the languages of the Baltic countries and Cen-
tral, Eastern and Southeastern European languages, has 
achieved ISO 17100:2015 and ISO 9001:2015 certification.
Diskusija UAB www.diskusija.lt

 ■ JLS Language Corporation, a language service pro-
vider specializing in software localization and translation 
of medical device documents, has been awarded the ISO 
9001:2008 and ISO 13485:2003 certifications for transla-
tion services.
JLS Language Corporation www.jls.com

 ■ interlanguage s.r.l., a provider of technical and cor-
porate translations in areas such as public transport, au-
tomotive, medical and legal, has achieved ISO 9001:2015 
and ISO 17100:2015 certification. The company is also 
celebrating 30 years in business.
interlanguage s.r.l. www.interlanguage.it

Announcements
Lingoport 15 year anniversary

 ■ Lingoport, Inc., a provider of software international-
ization (i18n) tools and services such as online i18n train-
ing, has reached its 15 year anniversary.
Lingoport, Inc. www.lingoport.com

Subscribe to  
MultiLingual News at 

multilingual.com/newsletter  
The newsletter is distributed to more than 
6,500 opt-in subscribers 18 times a year, 

and features the latest news and events for 
the language industry.
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http://www.lidolang.com
http://www.diskusija.lt
http://www.jls.com
http://www.interlanguage.it
http://www.lingoport.com
https://multilingual.com/newsletter
http://www.spartansoftwareinc.com
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May
LREC 2016
May 23-28, 2016, Portorož, Slovenia
The European Language Resources Association, http://lrec2016.lrec-conf.org

Translation and Interpreting:  
Convergence, Contact, Interaction
May 26-28, 2016, Trieste, Italy
University of Trieste, http://transint2016.weebly.com

NZSTI 2016
May 28-29, 2016, Christchurch, New Zealand
New Zealand Society of Translators and Interpreters 
www.nzsti.org/annual-conference

EAMT 2016
May 30-June 1, 2016, Riga, Latvia
European Association for Machine Translation, http://eamt2016.tilde.com

Nida School of Translation Studies 2016
May 30-June 10, 2016, Misano Adriatico, Italy
Nida Institute, http://nsts.fusp.it/Nida-Schools/NSTS-2016

June
ABRATES VII
June 3-5, 2016, Rio de Janeiro, Brazil
Brazilian Association of Translators, http://abrates.com.br

TAUS Industry Leaders Forum
June 6-7, 2016, Dublin, Ireland
TAUS, https://events.taus.net/events/forums/taus-industry-leaders-forum-2016

TAUS QE Summit Dublin 2016
June 8, 2016, Dublin, Ireland
TAUS, https://events.taus.net/events/conferences/taus-qe-summit-dublin-2016

LocWorld31 Dublin
June 8-10, 2016, Dublin, Ireland
Localization World, Ltd., http://locworld.com

When Translation Meets Technologies
June 9, 2016, Portsmouth, UK
University of Portsmouth & Institute of Translation and Interpreting  
https://tr.im/JX5fr

UA Europe 2016
June 9-10, 2016, Budapest, Hungary
UA Europe, www.uaconference.eu

4th International Conference on  
Game Translation and Accessibility
June 9-10, 2016, Barcelona, Spain
TransMedia Catalonia Research Group 
http://jornades.uab.cat/videogamesaccess
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Ukrainian Translation Industry Conference
June 10-12, 2016, Orlivshchyna, Ukraine
InText Translation Company, http://2016.utic.eu/en

IDEAS Los Angeles
June 15-16, 2016, Santa Monica, California USA
Tel Aviv University-American Friends, www.ideaslosangeles.com

eBay Localization
June 16, 2016, San Jose, California USA
International Multilingual User Group 
www.meetup.com/IMUG-Silicon-Valley/events/224788795

Eighth Asia-Pacific Translation and 
Interpreting Forum
June 17-18, 2016, Xi’an, China
TAC, FIT, XISU, www.aptif8.org

Typographics
June 17-18, 2016, New York City, New York USA
Type@Cooper, http://2016.typographics.com

IJET-27
June 18-19, 2016, Sendai, Japan
Japan Association of Translators, http://ijet.jat.org/site

Localization unconference
June 23-24, 2016, Heidelberg, Germany
Localization unconference Team 
https://sites.google.com/site/localizationunconference

MLA International Symposium:  
Translating the Humanities
June 23-25, 2016, Düsseldorf, Germany
Modern Language Association, https://mlasymposia.commons.mla.org

July
Translation Forum Russia
July 1-3, 2016, Astrakhan, Russia
Business Bureau of the Association of Interpreters, http://tconference.ru

META-FORUM 2016
July 4-5, 2016, Lisbon, Portugal
META-NET, www.meta-net.eu/events/meta-forum-2016

Translate in the City
July 11-15, 2016, London, UK
City University London 
www.city.ac.uk/courses/short-courses/translate-summer

7th International Translation Summer School
July 11-20, 2016, Innsbruck, Austria
Department of Translation Studies, University of Innsbruck 
http://itc-server.uibk.ac.at/SummerTrans/index.php/en

Facebook Internationalizatio n
July 21, 2016, Menlo Park, California USA
International Multilingual User Group 
www.meetup.com/IMUG-Silicon-Valley/events/223987833

August
Website Translation and Localization Course
August 5-7, 2016, online/Monterey, California USA
Middlebury Institute of International Studies at Monterey 
www.miis.edu/academics/short/translation-interpretation/website-translation

Computer-Assisted Translation Course
August 9-12, 2016, Monterey, California USA
Middlebury Institute of International Studies at Monterey 
www.miis.edu/academics/short/translation-interpretation/computer-assisted

ACL 2016 Conference on  
Machine Translation
August 11-12, 2016, Berlin, Germany
Association for Computational Linguistics, www.statmt.org/wmt16

Game Developers Conference
August 15-16, 2016, Cologne, Germany
UBM Tech Game Network, www.ubmgamenetwork.com/gdceurope

Conference on Economic, Business, Financial 
and Institutional Translation
August 17-18, 2016, Trois-Rivières, Québec, Canada
Université du Québec à Trois-Rivières 
https://oraprdnt.uqtr.uquebec.ca/pls/public/gscw030?owa_no_site=4250

CETRA 2016
August 22-September 2, 2016, Antwerp, Belgium
Centre for Translation Studies, www.arts.kuleuven.be/cetra/summer_school

September
Content Marketing World
September 6-9, 2016, Cleveland, Ohio USA
Content Marketing Institute, http://contentmarketingworld.com

8th EST Congress
September 15-17, 2016, Aarhus, Denmark
Aarhus University Department of Business Communication 
http://bcom.au.dk/research/conferencesandlectures/est-congress-2016
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Several years ago, I intently tried to find someone who could 
accurately localize a specific Ancient Greek phrase found 
in the New Testament. The phrase, in traditional English, is 
“wives, be subject to your husbands.” However, I was trying to 
find out if a more accurate modern English version would be 
something like “wives, do not fall back when things get tough, 
because your husbands need you then.” If this were true, I rea-
soned, it could affect millions of “complementarian,” Biblically 
literal marriages across America. The fourth wave of femi-
nism, born from fundamentalist Christianity. It would have 
been ironic, to say the least. 

The question arose because I noticed that the word hupotasso, which 
has been translated as “subject to” in male-dominant churches, can be 
used to refer to how a phalanx functions. A phalanx was the Greek fight-
ing mechanism in which soldiers stood side by side with their shields 
interlocking and advanced on the enemy as one line of spears. If one 
person held back, and did not “support” the line, the whole line was in 
danger. You can hardly come up with a more egalitarian image. And I 
reasoned that any speaker of Ancient Greek would have been versed 
enough in the sagas and epics to hear the echoes of this kind of imagery. 

It remained a theory only, however, since I was unable to find 
anyone who spoke Ancient Greek with cultural fluency. But I was 
reminded of my quest when I began reading Passwords to Paradise 
by Nicholas Ostler, which considers whether religious texts get 
changed when they’re imported into new cultures. 

The short answer: they do — if they cooperate, and some languages 
do not. Amazonian Pirahã, for example, does not use subordinate struc-
tures, which makes the people who speak it “disinclined to accept stories 
of a past for which there are no living witnesses,” says Ostler.

However, by and large, religions often underwent larger cultural 
adaptation when they were imported. Aztec Christianity, for example, 

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

Passwords to Paradise
A complex look at language, changing world religions  
and Christianity in particular

followed “the tradition of Aztec power rela-
tions,” in which “children would call their 
fathers ‘dear little brother’ and their mothers 
‘dear baby.’” This meant that Aztec converts 
addressed their new God with a familiarity that 
would have likely been shocking in sixteenth-
century Europe.

“How can a language, a medium of thought 
and communication formed for one way of life, 
for one worldview, be pressed into service for 
another, and what does it do to the character 
of its new message?” Ostler asks. The book is 
full of examples, among them how the Catho-
lic Virgin Mary appears in the Aztec language 
Nahuatl in a work published in 1649. For 
one thing, her virginity appears to have been 
glossed over; for “Immaculate Virgin Full of 
Grace” we have “perfect wondrous maiden,” 
where the word for maiden, Ichpochtli, would 

Info: Passwords to Paradise: How Languages 
Have Re-invented World Religions by 
Nicholas Ostler, Bloomsbury Press, 2016. 384 
pages, hardcover, $19.53.
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lionbridge.com

perhaps better be understood as an 
unmarried girl of marriageable age, a 
status that did not necessarily speak 
to sexual inexperience. Additionally, 
in the Nuhuatl tract in question, Mary 
was bequeathed the title Tonantzin, 
“the precise title for an Aztec god-
dess,” and Ostler notes that the floral 
imagery of this goddess was also asso-
ciated with Mary. Notably, this caused 
a few local Spanish Catholics some 
consternation. 

The idea that Mary was a virgin may 
have originated not from the initial 
Hebrew, notes Ostler, but the Greek 
adaptation of the word. The Old 
Testament word in question, almah 
in Hebrew, means young woman. 
“The Septuagint version… rendered 
this as parthénos, which does tend 
to have the connotation ‘virgin,’ as 
when applied to the Maiden Goddess 
Athena.” Being conceived by God and 
born of a virgin has echoes of Greek 
myths featuring Zeus’ dalliances 
with mortal women, something 
that may have been advantageous 
in winning early Greek converts. 
Ostler argues that early Christianity 
seems to have also been influenced 
by Greek philosophical leanings 
and devotion to reason, including 
the first line of the Gospel of John 
describing Jesus: "En arkhēi ēn ho 
lógos," in the beginning was the 
word — in the beginning was logic, 
the harmonious balance of things 
“that mediated between God and 
brute matter,” which Ostler explains 
had strong ties to Grecian theories 
of the world popular at the time. 

A large portion of the book is devoted 
to the spread of Christianity and the 
linguistic and cultural ins and outs of 
its developments. Much of the history 
of Europe, in fact, was influenced by 
and corresponded with these reli-
gious developments. The book pro-
gresses through the adoption of Latin, 
into Orthodoxy, then back to the new 
world and ultimately back to Europe 
to the rise of Protestantism. The focus 

http://lionbridge.com
http://lionbridge.com
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on Christianity is fitting for Ostler's 
line of expertise and background, and 
it is particularly interesting where it 
ties in with regional pagan and indig-
enous practices.

For example, Ostler examines one 
of the earliest existing Anglo-Saxon 
texts, the “Dream of the Rood,” for 
its Christian ties to tree reverence. 
Ostler describes the spear-wounded 
torment of Odin upon a tree, as well 
as the prevalance of tree worship, 
and suggests that the crucifix as a 
religious symbol was adopted “as a 
central character in its own right” by 
or for Northern Europeans. 

Later, Islam gets a brief mention, 
although as the book notes, Islam 
does not tolerate translation of the 
Qur’an from its original Arabic, 
which renders translation transmu-
tations largely null and void. Bud-
dhism also is considered briefly, with 

a discussion of how, in contradiction 
to Islam, Buddhism freely embraced 
writing sacred texts in a variety of 
languages. In some cases, inaccu-
rate translations may have changed 
the theology. Such may have been 
the case in Buddhism with the Chi-
nese back translation for pratyeka-
buddha, “one awoken on his own,” 
a potential mistranslation and new 
invention based upon the idea of 
pratyaya-buddha, “one awoken 
through (external) cause.”

The book is densely populated 
with references to complex doc-
trines, but it is an interesting read 
for anyone curious about the trans-
lation of religious texts, particularly 
Christian religious texts — although 
those who are committed to see-
ing religious texts as homogenous, 
unchanging wholes may find the 
book offensive.   [M]

Four Aztec symbols used with Christian intent on churches in Mexico. 

http://www.xtm-intl.com
http://www.xtm-intl.com/trial
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One of the greatest benefits of my role as executive direc-
tor of the International Game Developers Association (IGDA) 
is to be able to travel extensively around the world and interact 
with game developers, both professional and aspiring, as well as 
academics, government officials and a wide range of other indi-
viduals. In fact, my travel schedule is so involved at times that I 
sometimes wonder why I maintain a permanent residence — in 
2015, I was traveling nearly 50% of the time!

My various trips often take me to emerging market countries, where 
I’m usually invited to visit and speak on a wide range of topics, from the 
state of the game industry to diversity and inclusion to my own culturaliza-
tion work on video games. While as a geographer I love traveling literally 
anywhere, it is these trips to emerging markets that are by far the most 
interesting and enlightening to me, as I’m given the opportunity to see how 
game developers are striving to follow their passion and express their art via 
the games medium. The big difference with these developers is that while 
they have the same intense passion and desire to create games as anyone 
in an established technology center, they are dealing with significant chal-
lenges, from cultural opinions to political opposition, from the high cost of 
game development hardware and software to local financial systems that 
are antiquated.

In late January 2016, I was invited to visit Tunisia and serve as one of 
the keynote speakers for the Global Game Jam activities taking place in 
Tunis. The Global Game Jam, a legacy of the IGDA, is an annual event in 
which thousands of game developers worldwide organize into small teams 
and spend an entire weekend (Friday evening to Sunday evening) creat-
ing an entire game from scratch. The game must be based on a theme that 
is revealed right as the jam begins, so it’s a great opportunity to fire up 
imaginations and challenge game creators (both professional and prospec-
tive developers) to unleash their skills on a fresh problem within a very 
constrained time frame. As I have at past game jam activities in other coun-
tries, I witnessed a phenomenal amount of talent produce a wide variety 
of interpretations of the event’s theme, with the end result being over 40 
games from numerous small teams. 

As I wandered through the large auditorium during the event and talked 
to several teams of developers, a couple of things were very clear. First and 

foremost, as we’ve elucidated via the 
IGDA’s annual Developer Satisfac-
tion Survey and other means, it’s 
completely evident that game cre-
ation is a true artistic passion — no 
less so than someone who desires 
to express themselves via writing, 
painting, filmmaking and so on. And 
this is a universal fact I’ve observed 
from continent to continent — game 
developers are artists, and gender, 
social class, geographic location, 
economic opportunities and so on 
really have no impact on that base-
line passion to express themselves 
through the medium of games.

Secondly, while the passion of 
these Tunisian game developers was 
no different from any other game 
creators around the planet, the chal-
lenges they face in terms of overcom-
ing infrastructure and policy issues 
in their country are very significant, 
and usually not the kind of barriers 
game developers even have to think 
about in more developed markets. 
For example, in my discussions with 
several developers during my visit, 
one pain point was very evident: they 
cannot transact online payments, 

Off the Map

Emerging game industries 

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). 

Kate Edwards
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due to a finance system in a country 
that is in serious need of upgrading 
and modernization. This problem 
can severely limit not only the game 
developers’ ability to acquire needed 
tools and resources but also the con-
sumers from actually purchasing the 
games (legally). 

When I met with the Minister of 
Communication Technologies and 
Digital Economy, Noomane Fehri, I 
brought up the issue of online pay-
ments. The issue is so well-known 
(and sensitive) that he jokingly 
covered his face. But he went on to 
explain how fixing such fundamen-
tal problems is a key priority of his 
Ministry; they are fully aware of 
how the lack of basic logistics such 
as modern payment systems effec-
tively isolate their country from 
a global marketplace. Of course 
it doesn’t stop with just financial 
transactions, but just as important 
are resources such as adequately-
high speed and cost-effective inter-
net service, and even reliable local 
electricity.

And indeed, that’s one of the key 
issues I hear expressed everywhere 
I go: the perceived isolation of their 
locale makes local game developers 
feel that they don’t stand much of a 
chance in getting noticed, or their 
opportunities are far less. While the 
aforementioned infrastructure issues 
are definitely challenges, the reality 
of the global marketplace for games 
is that it’s largely location-agnostic. 
Game players really don’t care where 
the game was produced, all they care 
about is whether or not the game is 
fun and engaging, and thus worth 
their money. For example, many 
people I meet still don’t realize that 
the famous Angry Birds games are 
produced in Finland, and this fran-
chise essentially put Finland on the 
global map of game development 
centers — and has been followed by 
the highly successful Clash of Clans 
franchise from Finland. So because 

of this location-agnostic nature of 
games media (or any media, really), 
all game developers, regardless of 
geography, are working on a level 
playing field when it comes to the 
need to market their game and find 
an audience. 

Because of the success of standout 
franchises such as Angry Birds, I often 
encounter in emerging markets a tre-
mendous sense of hope being attached 
to a single game being produced 
in a country. That hope is that this 
one game will prove successful, gain 
global exposure, and show the world 
that their country is a viable game 
development center, very much in the 
same way that Finland became more 
widely recognized as such (despite 
having an active game industry for 
years prior). While I can completely 
empathize with this desire and I 
truly hope the best for them, it’s also 
a dangerous model to follow because 
the ultimate success of a locale’s game 
industry is not and should not be 
built on a single company or single 
game franchise. That kind of one-off 
success can certainly be a great boon 
for a local industry, especially by rais-
ing local awareness of their activities, 
but predicting a success in the global 
game market is fraught with risk and 
uncertainty. We understand what 
people across many demographics like 
to play, but consumers are ultimately 
fickle and success is weirdly random at 
times. There are a lot of great games 
that go unnoticed. 

A better approach is to consider 
what the Minister of Information 
Technology in Colombia related to 
me during my visit to Bogotá in late 
2013. During my discussion with 
him, he related that from his per-
spective, the video game industry 
has the potential to be a “corner-
stone” of his country’s future — a 
pretty bold statement coming from a 
politician! He went on to explain that 
the game industry is a genuine hub 
of innovation that acts as a cross-

roads for many disciplines such as 
technology, engineering, business, 
art and design, writing, music and 
audio sciences. Thus, he felt that if 
the Colombian government can help 
build and sustain a robust local game 
industry, it gives them a great reason 
to revise and strengthen an excellent 
education system to feed these jobs. 
And being so cross-disciplinary, the 
efforts put into creating a strong 
game industry will ultimately benefit 
nearly every other field. Needless to 
say, I was somewhat dumbstruck 
by this very progressive view of the 
role of games because even in the 
US political circles, this level of 
understanding of the empowering 
aspects of games and the positive 
local impacts of game development 
companies is very rare.

As game development becomes 
more and more universal, including 
the rise of the “hobbyist” develop-
ers worldwide, it’s encouraging to 
see how games are helping enable 
many technology-minded men and 
women into careers that may not 
be as accessible. There are many 
free tools and educational options 
available online, and if their local 
governments can continue to 
address the key infrastructure chal-
lenges that many face, I believe that 
over the next decade or so we will 
witness a major shift in the creative 
outlet of games from being primar-
ily Western and East Asian (mostly 
Japan) in origin to being far more 
global in nature.   [M]

Visiting one of the locations in Tunisia 
of the original Star Wars movie.
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Translation technology is over-hyped. As excited as I am about 
new technologies, approaches and startups, localization is a personal 
business. Yes, it’s about processes and hand-offs, for sure. It is also 
true that people and their relationships matter more. My German-
born and bred engineering brain does not always get that easily. But 
with the conference season in full swing — it’s now time to rewire it.

If it weren’t about people and relationships, then everybody in localiza-
tion could buy a list of names from a database acquisition service and be a 
millionaire in no time. Successful marketers know that the number of people 
on a mailing list is not what’s important. What’s important is the relationship 
they have with the people on that list. And as we have learned from Amer-
ica's most successful vocal group to date, The Supremes, you can’t hurry 
love. The more trust we build, the deeper our relationships grow over time.

Good project managers produce  
the best test translations

People and their relationships matter. We know from vendor 
selection processes that the personal qualities of the sales person 
often make a stronger impact on the prospective buyer than the 
product itself. Likewise, project managers who build relationships 
early on have a positive and measurable impact on the outcome 
of test translations. The more they engage a prospective customer 
during the testing process, the higher the ratings will be. 

Good project managers take 
control not only of the process, 
but also manage their relation-
ships with the stakeholders in it. 
They ask customers for additional 
information and resources, such as 
terminology, reference documents, 
product information and so on. They 
proactively reach out to encourage 
queries from translators and resolve 
them effectively. They communicate 
progress, manage expectations and 
make the work easier for the next 
person in the process. In contrast, 
unsuccessful test translations are 
often managed by project managers 
who operate in a black box. 

How do you measure the 
quality of a relationship?

Many translation buyers, if they 
can, would rather follow a perform-
ing project manager when they 
move on to a new job than stay with 
their current services providers. 
They value their preferred project 
managers the way I treasure my 
son’s babysitter. When I work with 
one who knows what he or she is 
doing, is available and is someone I 

Localization Business School

It’s about people  
and relationships

Andrew Lawless is the president and 
founder of Rockant, which focuses on 
localization training and consulting. "His 
goal is to inspire and prime localization 
professionals for success." 

Andrew Lawless
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like — and most importantly my son 
likes — I only share their name with 
my very best, select friends. People 
and their relationships matter. 

The challenge is that relationships 
are hard to measure. How do you 
know if you have a good relation-
ship? Relationships are not like 
pricing, turnaround time and quality, 
which can all be easily quantified 
and communicated in numbers, per-
centages, time, weight and money.

The short answer is that people 
in good relationships have regular 
spiritual experiences together. In 
personal relationships they meditate, 
pray, work out, dance, eat, drink 
or are merry together. In business, 
they celebrate successes, plow 
through a crisis, finish a challeng-
ing project. They communicate 
frequently, share and discuss their 
ideas, and they respect each other. 
That’s why business lunches and 
award dinners, user meetings, 
customer appreciation parties 
and outings are crucial to success 
even in a world where technology 
allows us to collaborate virtually. 

Nowhere is this need better evi-
denced than in colleges around the 

world. A college degree is a math-
ematical equation. All one needs 
in order to graduate is to attend a 
number of semesters of education, 
during which one completes a 
certain number of classes with quali-
fying results. At the end the student 
receives his or her degree. Instead 
of having a graduation ceremony, 
colleges could just send out an email 
congratulating the student and 
attach the certificate as a PDF file.

But humans are social animals 
— it's why we have survived for 
thousands of years. So instead, 
colleges do commencements with 
our friends and family present. It 
makes graduates feel better and 
makes their parents proud. For the 
same reason, partners in the most 
successful professional relationships 
also want to make the other proud; 
and for each to believe that they 
got the better end of the deal.

No, you can't hurry love
Which boss, colleague, cus-

tomer or business partner do you 
want to make proud? Start with a 
list and plan one specific action 
per person, every week. Always 

remember that you need to be in 
it for the long run. One email is 
just a first step; it won’t make the 
sale or build the partnership you 
need. It is, however, the begin-
ning of a journey that will bring 
rewards gradually and organically.

It is important that you make 
a conscious effort to improve 
your relationships every day and 
week. Come up with specific ways 
you can help, rather than just 
offering any type of help. Give 
unexpected praise. Ask questions 
that address an unresolved issue. 
Instead of thinking about what 
you want out of the relationship; 
focus on what you can give. 

Be authentic. Remember that no 
one really likes cynics and critics. 
But don’t be nice because you 
ultimately want to achieve your 
goals. Picture yourself like a drop 
of water in a water fountain. The 
only way to make it to the top is by 
pushing up the water above you. 

So, for the conference, don’t go 
there to meet that one person to 
make that sale. Be there to build 
relationships, create value for 
others and make them proud.   [M]

http://contrad.com.pl
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Communication is a critical component in modern warfare. Nei-
ther intelligence gathering nor logistics nor multinational armed 
forces can operate unless lines of communication are functioning 
reliably and safely. Telephony and computers enable signal intel-
ligence and strategic operations, but what about the human ele-
ment? What about the interpreters and translators who perform a 
critical function in modern theaters of war, often in life-threaten-
ing situations? And what about when the troops board their trans-
port planes to be flown back to safety, leaving native speakers, who 
acted in this role, unprotected against reprisals?

Noncombatants in a combat zone face many dangers, but linguists, who 
provide the link between opposing forces, face dangers arising from the 
very fact that they facilitate communication and risk having their loyalties 
questioned, being accused of being traitors or simply murdered. This may 
sound extreme, but in fact this is the harsh reality interpreters in present-
day conflicts now face.

The multilingual community knows how important translation and 
interpreting are to so many areas of our lives across all the countries of the 
globe. Accurate, effective and timely communication saves lives. But bitter-
ness, prejudice and intolerance can result in unwanted lines of communica-
tion being cut, and, in this instance, that means translators and interpreters.

Many organizations have instigated protective status for their members, 
such as the Red Cross and the United Nations, while some occupations, 
for example journalists and doctors, have protected status and free access 
to conflict zones. The need for their services and their volunteerism is 
accepted by all as neutral and benign. Our own language industry now 
has a formidable new organization, Red T, working toward formalizing 
protected status under international law for linguists in conflict situations. 
To be precise and all-inclusive, the Red T logo has a distinct separation 

between the vertical and horizontal 
lines to clearly designate that this 
organization is for both translators 
and interpreters: T and I.

Red T’s mission is to “protect trans-
lators and interpreters in high-risk 
settings.” We should not, however, 
be fooled by the apparent simplicity 
of this statement into thinking that 
this will be easy to achieve. No global 
project is. Furthermore, adding the 
complexity of global affairs to the 
savagery of conflicts being waged 
around the world and the scale of 
the task can be seen in its proper 
perspective.

That perspective is effectively 
drawn out in Red T’s vision state-
ment: “Our vision is a world in which 
translators and interpreters can 
work free from fear of persecution, 
prosecution, imprisonment, abduc-
tion, torture and assassination.” This 
sounds like the kind of brutal subject 
matter that a latter-day Goya might 
sketch. We know “war is hell,” but is 
it really this bad for mere linguists? 
The answer is an emphatic yes and 
Red T has the facts laid out for us 
all to see.

Community Lives

Red T 
Translating and interpreting  
in conflict zones

Jeannette Stewart is the former CEO of 
CommuniCare, a translation company for 
life sciences. An advocate for the language 
industry, she founded Translation Commons, 
a nonprofit online platform facilitating 
community collaboration.  

Jeannette Stewart
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Thankfully, Maya Hess has 
embraced the cause of protecting 
linguists in dangerous situations 
by founding Red T. As a forensic 
linguist, her work has brought her 
into direct contact with the plight of 
translators and interpreters who are 
imperiled as a result of their profes-
sional work. Hess is an expert who 
has been appointed to a number of 
high-profile terrorism cases. In addi-
tion to her linguistic achievements, 
she is well versed in criminology and 
holds a PhD in criminal justice from 
the City University of New York. Hess 
was born and brought up in the Ger-
man-speaking region of Switzerland. 
She moved to the United States in 
the 1980s, working first as a freelance 
translator and interpreter, then for a 
spell in an agency, before deciding to 
start her own company. Fast forward 
to 2005, when sitting in court, Hess 
experienced, as she says in her own 
words, “deep-seated alarm, anger, 
frustration and sadness,” as an inter-
preter was found guilty of aiding and 
abetting terrorism for doing the job 
he was hired to do. She subsequently 
used material gathered at this trial 
for her doctoral thesis. But this did 
not assuage her outrage. She became 
aware of many other similar cases 
involving translators and interpreters 
and this in turn led to her awareness 
of the dangers they faced in combat 
zones. Red T began to emerge from 
the world of great ideas into a real-
world cause with a truly worthy 
purpose.

Motivated by this purpose that 
transcends national boundaries and 
political affiliation, Hess clarified 
her ideas by basing her dissertation 
on this cause. In order to establish 
authenticity for Red T, she first 

obtained trademark protection and 
began to spread the word in talks 
and presentations at criminology 
and other conferences and at uni-
versities across the world. In the 
course of participating in one con-
ference, Hess met Linda Fitchett, 
the then president of the Interna-
tional Association of Conference 
Interpreters (AIIC) and Henry Liu, 
the current president of the Inter-
national Federation of Translators 
(FIT). Together over a drink in a 
nearby pub, the trio sketched out 
their thoughts for a project blue-
print on the back of a napkin. 

What is it about translation and 
interpreting that results in it being 
deemed criminal? After all, are lin-
guists not simply facilitating commu-
nication? Is it so difficult to separate 
the messenger from the message? Is 
an interpreter’s impartiality really 
compromised when the linguistic 
setting is in a field of conflict? Such 
questions lie at the center of Red 
T’s purpose. Hess coined the term 
“translator-traitor mentality” (TTM) 
in her effort to encapsulate the dis-
trust that linguists are treated with 
when they work. That distrust ranges 
from uneasiness with unknown cul-
tures at one end of the spectrum to 
the agitated mindsets of national and 
cultural phobias at the other. With 
such insight, she reasoned that TTM 
is generally not language-specific, but 
rather arises from the socio-religio-
political context of linguists’ work, as 
evidenced by Russophobia during the 
Cold War and more recently Islamo-
phobia in the post-9/11 world.

In the safe, impartial world of 
everyday translation and interpret-
ing, educational achievement, 
certification and professionalism are 

expected as givens. In conflict zones, 
requirements for linguists are met in 
almost arbitrary fashion. Essentially, 
speakers of local languages and dia-
lects who also have some proficiency 
in English, the default universal 
language of the international com-
munity, often find themselves co-
opted into the role of an interpreter. 
So, while communication may well 
be achieved, the facilitators can find 
themselves cast as conspirators in 
collusion with a hated enemy. The 
plight of such individuals is worsened 
by their lack of awareness of the full 
skillset used by trained profession-
als. Is it any wonder that under such 
circumstances ethical, cultural and 
linguistic considerations can be man-
gled and result in anything from the 
unjust accusations to deadly threats 
that characterize the “translator-
traitor mentality”?

A new field guide 
In March 2012, Red T officially 

partnered with AIIC and FIT and 
created a “Conflict Zone Field Guide” 
outlining the basic rights, responsi-
bilities and practices for both civilian 
translators and interpreters as well 
as the organizations that employ 
them. This guide is the first of its 
kind and applies to linguists for the 
armed forces, journalists and other 
organizations in conflict zones and 
other high-risk environments. The 
guide has already been translated 
into 13 languages and provides prac-
tical advice as to what is reasonable 
and safe for interpreters as well as 
which tasks fall within or outside the 
traditional linguistic role. The guide 
can be downloaded from the three 
respective organizations’ websites. 
Already, the “Conflict Zone Field 

The Red T logo combines the letters I and T, representing interpreting and translation. 
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Guide” has been used as a reference 
in the British Ministry of Defense’s 
publication “Linguistic Support to 
Operations” and in a Danish think-
tank’s policy recommendations to the 
Danish government.

To add to the Guide’s successful 
reception, in 2012 Red T spearheaded 
the Open Letter Project, again in 
partnership with AIIC and FIT. The 
objective is to research cases and to 
advocate on the behalf of the linguists 
involved by sending open letters to 
relevant authorities. The initiative 
has since sent out 14 formal open 
letters to various coalition armed 
forces, His Holiness Pope Francis and 
recently to the Greek Prime Minister 
Tsipras, just to mention a few. An 
extract from the open letter to His 
Holiness Pope Francis highlights the 
issue succinctly: “Civilian translators 
and interpreters are in the crosshairs 
of state and non-state actors around 
the globe. Recruited for dangerous 
assignments yet unprotected by the 
law, they are hunted down and killed 

by insurgents, tortured by military 
regimes, as well as prosecuted and 
imprisoned even in free-world 
nations. Tragically, these are the 
very people who bridge cultures in 
times of war and peace, and enable 
communication across countries 
and continents.” Joining forces with 
the Open Letter Project now is the 
International Association of Profes-
sional Translators and Interpreters, 
Critical Link International (The 
International Council for the Devel-
opment of Community Interpreting) 
and the World Association for Sign 
Language Interpreters. Each letter 
sent is a strong call for action, draw-
ing the attention of officials, govern-
ments and the public at large to the 
often terrible fate of local linguists in 
conflict zones. Although some recipi-
ents of the open letters may be slow 
to respond, there are also instances 
of success, as demonstrated in the 
case of the release on bail of an Iraqi 
interpreter incarcerated in Turkey. 
It is the hope of Red T and everyone 

involved that by raising the awareness 
of higher officials, the fate of linguists 
in these circumstances will improve 
overall.

As an extension of the Open Letter 
Project, Red T also performs another 
important service to conflict zone 
interpreters by submitting letters of 
support and affidavits in their asylum 
court cases and appeals. When inter-
preters are faced with death threats, 
only a small number of them are lucky 
enough to escape the conflict zone 
but often find admittance to their new 
homeland delayed. Red T responds to 
numerous inquiries from interpreters 
and always endeavors to connect them 
with agencies and associations that 
can provide them assistance, whether 
financial, logistic or legal.

One of the amazing accomplish-
ments of Red T, along with AIIC, 
has been to unite various inter-
national linguistic organizations 
as a coalition to support its cause. 
As such, the newest project of this 
coalition under the aegis of Red T is 

The change.org petition for the UN resolution. 
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yet its most ambitious. It is seeking 
a UN resolution to grant protected-
person status to civilian linguists in 
conflict areas, similar to Resolution 
1738 protecting journalists. After 
drafting a proposal, the partners 
have been lobbying and attempt-
ing to raise awareness among the 
UN diplomats. If enough delegates 
take up the cause, the UN will call 
for a debate, which will hopefully 
culminate in a resolution. This UN 
resolution proposal has been taken 
up by Baroness Jean Coussins in the 
British Parliament’s House of Lords 
and has received the support of His 
Excellancy Bernardito Auza, the 
Apostolic Nuncio and Permanent 
Observer of the Holy See to the 
United Nations, who committed to 
promoting it before the UN Security 
Council once it is scheduled for 
debate.

To drive awareness of the UN 
resolution proposal, Red T and its 
coalition partners have launched a 
“change.org” petition. What started 
with one signature several months 
ago has gathered 39,000 supporters 
and is only 11,000 signatures away 
from reaching its first milestone 
goal. With a letter addressed to the 
UN Security Council, UN Secretary-
General and UN General Assembly 
President, the language industry 
through Red T and its partners is 
urging the UN to recognize the grav-
ity, take swift action and issue a 
resolution protecting linguists.

I asked Fitchett, a close friend of 
Hess and member of Red T’s advisory 
board, to tell me what she thinks the 
future holds for Red T. She said, “It may 
be a long and difficult road, especially 
given the present political climate, 
but we all hope that ultimately we can 
give both translators and interpreters 
a safer place in this world, where they 
will no longer be condemned for the 
work they do to further communica-
tion between different cultures and 
where they will be given more credit 

and protection by governments who 
rely on them particularly in conflict 
zones. Language workers are largely 
underestimated and undervalued and 
need champions for their cause like 
Red T.”

We all have opinions, but they are 
not necessarily shared by everyone. 
It’s similar with advocacy: some 
causes instantly grab our attention 
while we shy away from others. Belief 
and nonbelief attach themselves to 
all of the principles in the spectrum 
of human activities. It cannot be 
otherwise in a world that witnesses 
murder and mayhem on a constant 
basis. We may become desensitized 
to violence or simply ignore injustice 
or become so fatigued and world-
weary that we just turn off. 

However, when we do find our-
selves confronted by situations that 

are undeniably offensive and when 
our instincts tell us that our com-
mon humanity is under assault, we 
feel compelled to speak up, to act, 
and to change what is wrong. Red 
T is a cause that must surely inspire 
common support throughout the 
language community. None of our 
fellow linguists should be persecuted 
for simply performing their duties 
to translate or interpret source lan-
guage into target language. Resolv-
ing issues in such exchanges should 
be left to diplomacy. 

It is thanks to Maya Hess and her 
fellow members of Red T that those 
of our community who are in mortal 
danger now have the rest of us form-
ing a protective force that will ensure 
that translation and interpreting 
remain peaceful occupations under 
all circumstances.   [M]
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In contrast to other coun-
tries in the rest of Asia, South-
east Asian nations can be 
easier targets for mobile gam-
ing companies. With ongoing 
expansion of high-bandwidth 
access and smartphones 
priced at affordable levels, the 
region’s young and internet-
savvy demographic offers a 
segment worthy of attention. 
Add the facility — and even 
preference — for English in 
markets such as the Philip-
pines and Malaysia, along with 
the same distribution channels 
as in the West, and the region 
appears even more attractive.

That being said, each of the 11 
countries — Brunei, Cambodia, East 
Timor, Indonesia, Laos, Malaysia, 
Myanmar, the Philippines, Singapore, 
Thailand and Vietnam — are unique 
in terms of their cultures, history, 
languages, socioeconomic  levels, and 
local government and business prac-
tices. However, there are many private 
and governmental sources that can 
help speed up your decision-making 
process, several of which we list 
throughout this article. In addition, 
ASEAN, the Association of Southeast 
Asian Nations, is in the process of 
implementing the AEC or ASEAN 
Economic Community, a European 
Union-type trading agreement. Com-
panies based in countries outside of 
ASEAN will soon have access to 630 

million consumers, with 256 million 
in Indonesia alone, tariff-free, as part 
of a homogeneous trading bloc. 

Mobile users
Mobile generated nearly half the 

gaming revenue in this region in 2015. 
Newzoo, a company that researches 
the gaming market, estimates that 
mobile gaming revenues worldwide 
will grow to $35.5 billion in 2016 
and $44.2 billion by 2018. Though no 
country from Southeast Asia ranks 
in the top ten nations worldwide in 
terms of mobile gaming revenue, the 
region as a whole grew by 69% in 
2015 over 2014 to $1.8 billion. This 
compares to $6.5 billion for China, 
$6.2 billion for Japan and $1.9 billion 
for South Korea.

Entering mobile gaming 
markets in 
Southeast Asia

Rebecca Ray
Rebecca Ray is a senior analyst at the market research firm Common Sense Advisory 
(CSA Research). Her primary research focus includes enterprise globalization, social media, 
multilingual SEO and global product development.
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Indonesia claimed the most 
mobile players in 2015, with 30.7 
million, followed by Vietnam with 
29.6 million (Flappy Bird, anyone?) 
and the Philippines at 25.1 million. 
Almost half of the players in Indo-
nesia, Thailand and Vietnam spend 
money on mobile games. Thailand 
(13.8 million players), Malaysia 
(13.5 million) and Singapore (2.7 
million) are the top three revenue-
producing markets. Internet cafés 
have morphed into entertainment 
centers and gaming clubs in urban 
areas in the region. And more and 
more gamers are going mobile as 

high-speed connections become 
commonplace.

Around 40% of people on the 
planet are now on smartphones, with 
Ericsson predicting 6.1 billion smart-
phone users worldwide by 2020. 
Myanmar, for example, was among 
the top five countries adding mobile 
subscriptions in 2015, with five mil-
lion added in the third quarter of 
2015 alone. 

Three tips for  
entering the market 

Most Western gaming companies 
focus first on the top six mobile gam-

ing markets in the region: Indonesia, 
Malaysia, the Philippines, Singapore, 
Thailand and Vietnam. Here are 
Common Sense Advisory (CSA 
Research)’s three pointers to get you 
started on your analysis of whether 
one or more of these markets belong 
on your expansion list:

1 Define gamer profiles for each 
market you’re interested in. Begin 
with the personas that you’re catering 
to in your domestic market. Sketch 
out their profiles based on app store 
analytics, as well as your own. For 
example, review game types down-
loaded, length of time played each day 

Online GDP, in billions, and language preferences in Southeast Asia. Source: Common Sense Advisory, Inc.
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and inline purchases. Then analyze 
how these characteristics may differ 
for gamers in Thailand, Malaysia or 
the Philippines. 

For example, the most popular 
mobile game genres in Southeast Asia 
are racing, strategy and action games. 
You may not be aware that 80% of 
mobile users own smartphones in 
Malaysia, and Vietnam had as many 
smartphone users as Germany by 
2014. Some markets resist shelling 
out for premium games, but are open 
to paying for games as a service. In 
other markets female gamers are 
willing to pay more than their male 
counterparts. Make sure you under-
stand local payment systems, includ-
ing mobile payments and game cards 
in markets in which credit and debit 
cards are less popular. 

Still not sure where to start? Spend 
time on Google Play and in the Apple 
App Store to review what gamers are 
downloading in this region and what 
your local, Japanese and Chinese 
competitors are up to. Check out 
analytics on mobile websites and 
third-party app stores run by handset 
manufacturers and companies such 
as Baidu, Huawei and Xiaomi. Talk to 

expat gamers and your current local 
fans in these markets who already 
play your games. Pay for a few hours 
of consulting expertise from language 
service providers (LSPs) that special-
ize in game localization. 

2 Learn to recognize when to 
adapt versus when to localize. In 
contrast to China, you will find many 
Western titles on the top 20 lists, 
especially in countries such as the 
Philippines, Singapore and Malaysia 
— and played in English. Therefore, 
the requirement to heavily modify 
storylines will appear much lower 
on your to-do design list than for 
other regions. However, take time 
to research language requirements 
among your target audiences. For 
example, you may find it a com-
petitive advantage to localize into 
Chinese in Malaysia, rather than 
into Malay. Localization is a must in 
Thailand and Vietnam where you will 
be competing against elegant, locally 
produced interfaces.

Still not sure where to start? Join 
the International Game Developers 
Association (IGDA). Hang out in 
local game developer communities, 
such as the Game Developers Asso-

ciation of the Philippines (GDAP). 
Many developers in these countries 
are bilingual in English and their 
native language. Again, you can hire 
an LSP to monitor these sites and 
mediate your participation. Contact 
universities in the region — many of 
which offer courses, or even majors, 
in game development.

3 Prepare to take advantage of 
social media. Southeast Asia is known 
for its love of social networking — 
Indonesia and the Philippines still 
rank in the top ten countries on Face-
book. Gamers expect to engage with 
you on that platform as well as via 
Instagram, KakaoTalk, LINE, Twit-
ter, WeChat and local social mobile 
gaming platforms such as onClan in 
Vietnam. You may also profit from 
delivering a mobile messaging version 
of your game through KakaoTalk, 
LINE, Twitter and WeChat, in addi-
tion to Tango and Viber.

Still not sure where to start? Reach 
out to hard-core local gamers who 
participate in eSports via YouTube 
and Facebook. Again, work with local 
fans and LSPs to keep you on track 
with local messaging and engage-
ment tactics.  [M] 

Smartphone penetration for top six mobile gaming markets in Southeast Asia

Country
Smartphone users 

(in millions) 
Estimated smartphone 

usage, 2015
Estimated smartphone 

usage, 2019

Indonesia 55.4 22% 48%

Philippines 26.2 26% 48%

Vietnam 20.7 22% 55%

Thailand 17.9 26% 50%

Malaysia 10.1 33% 57%

Singapore 4.0 70% 89%

Smartphone penetration by country in Southeast Asia in 2015. Source: Common Sense Advisory, Inc. and emarketer.com.
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“What happen?” cries the captain, as the viewscreen on the star-
ship’s bridge is filled with explosions.

“Somebody set up us the bomb,” reports the ship’s mechanic.
Moments later, the ship receives a signal. It is a transmission from 

the sinister CATS, instantly identifiable as a villain. “How are you 
gentlemen?” he crows. “All your base are belong to us. You are on the 
way to destruction. You have no chance to survive make your time.”

This bizarre exchange is not a parody: it is, in fact, the opening cutscene from 
the English-language console version of Zero Wing (SEGA/Toaplan, 1992). Zero 
Wing is a side-scrolling arcade-style shooter in which the player controls a “Zig” 
class starfighter, collecting power-ups and destroying waves of enemies in a fairly 
traditional fashion for the genre. These days, though, Zero Wing is remembered 
less for its gameplay and more for its truly awful English translation.

TV screens and internet memes
   What we can learn from the worst translations in gaming 

Oleg Semerikov
Oleg Semerikov is a translator and 
the owner of Translators Family, which 
specializes in gaming localization for 
Russian, Ukrainian and Polish markets, 
among other things.

Simon Hodkinson is a freelance 
writer, translator and editor with a 
background in IT, gaming and educa-
tion. He lives in the United Kingdom.

Simon Hodkinson

Image from Zerowing, published by SEGA.
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The game was largely overlooked 
after its release — it certainly never 
achieved the recognition of some 
of its contemporaries such as Super 
Mario Kart (Nintendo) or Sonic The 
Hedgehog 2 (SEGA/Sonic Team), 
both of which were released on home 
consoles the same year. Somehow, 
though, Zero Wing was never entirely 
forgotten. Several years ago, its open-
ing cutscene was rediscovered by the 
online gaming community, and has 
since achieved legendary status. Writ-
ten on t-shirts, quoted endlessly on 
forums and in chatrooms, and incor-
porated into innumerable YouTube 
videos, almost every line of dialogue 
from this ninety-second sequence has 
become a popular internet meme. 

For the uninitiated, the word meme  
(when used by gamers) usually refers to 
running jokes that are eternally reused 
and remixed, often finding a new life 
quite separate from their original 
source. Aside from the innate sense 
of humor behind them — which does, 
of course, get a little more tired with 
every repetition — they are also used 
to affirm membership of the gamer 
subculture. In other words, making an 
“all your base” joke online is both an 
attempt to be funny and a way of telling 
anyone who sees your message, “I’m a 
gamer, and if you know what I’m talk-
ing about, you’re a gamer too. We’re in 
the same club.” Like most subcultures, 
of course, gaming culture changes and 
evolves rapidly, and as such, referenc-
ing Zero Wing doesn’t carry quite the 
cachet that it would have done a few 
years ago. Nevertheless, the legend 
lives on even in its now slightly dimin-
ished form: the webcomic XKCD, for 
example, has a character who pines for 
the day when these references will be 
old enough to be considered “retro.”

From a translator’s professional 
perspective, this level of support for 
such an apparently terrible piece of 
writing should really be baffling. The 
text bears all the classic hallmarks of 
nonnative-speaker translation: poor 

grammar, odd turns of phrase, some-
times even entirely incomprehen-
sible passages. (For the record, Clyde 
Mandelin of legendsoflocalization.
com reports that CATS’ most cryptic 
message, “You have no chance to sur-
vive make your time,” should be more 
properly translated as “Treasure what 
little time you have left to live.”) This is 
a textbook case of a bad translation. So 
why has it become such a smash hit?

The quality of the writing definitely 
qualifies as so bad it’s funny — even 
though many professional translators 
would be rightly infuriated by it — 
but perhaps it’s also about the con-
trast between the text and everything 
else that’s going on in the scene. Even 
though this tiny snippet of a story is 
full of standard sci-fi clichés, and even 
though we’re given very little time 
to understand what’s going on, it’s 
actually quite an exciting sequence. 
The two main characters, the captain 
and CATS, are emotive and direct; 
the artwork is very good considering 
the limitations of the hardware; and 
the music is dramatic and punchy. All 
in all, it’s a fairly ambitious piece of 
work considering that it dates back 
to an era when stories in games were 

often limited to a few lines of plain 
text in the game manual or on the 
start screen. It’s almost possible to 
enjoy this sequence unironically.

Still, as much as we can admire the 
unintentional comedy of Zero Wing, 
there’s no question that the translation 
is an unprofessional piece of work. We 
can be glad that the industry has — for 
the most part — moved on from the 
times when poor-quality localization 
was seen as acceptable or irrelevant. 
For a time, Zero Wing-level transla-
tions into English were, if not the norm, 
then at least not uncommon. Other 
popular examples include a sequence 
in Final Fantasy IV (Square, 1991) in 
which the character Tellah attempts 
to insult another character by calling 
them a “spoony bard,” and the NES 
game Pro Wrestling (Nintendo, 1987) 
whose end-of-game victory screen 
simply announced “A WINNER IS 
YOU.” High-quality translation was 
simply not considered a priority in the 
early years of home console gaming, 
and so English-speaking players were 
regularly confronted with garbled or 
inaccurate messages in games.

This state of affairs was driven by 
a few factors. For most of the 1990s, 
Japan was the uncontested leader of 
the video game industry. This had 
not always been the case: in the early 
1980s, the initial dominant companies 
in gaming were American manufactur-
ers such as Atari, Coleco and Mattel. 
These companies heavily pushed the 
idea of home console gaming, bring-
ing games out of the arcades and onto 
people’s televisions at home. 

In 1983, however, the video game 
industry began to crash due to an 
excess of supply on the market and 
a tendency among many developers 
to rush out poor-quality, overpriced 
games. For a time, gaming as a hobby 
faced a risk of dying out entirely. 
However, the market eventually 
recovered, and when it did, the Japa-
nese companies SEGA and Nintendo 
emerged as the new dominant forces.

terms
cutscene: a cutscene or event scene is a 
sequence in a video game over which the 
player has no or only limited control, break-
ing up the gameplay and used to advance 
the plot.

Moore’s law: states that the overall process-
ing power for computers will double every 
two years. In 1965, Gordon Moore made a 
prediction that computing would dramat-
ically increase in power, and decrease in 
relative cost, at an exponential pace.

power-ups: objects that instantly benefit or 
add extra abilities to the game character.

shooters: games where the main goal is to 
shoot lots and lots of stuff, often other game 
characters. 
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The consequence of this was that 
in the late 1980s and early 1990s, 
many games were being developed 
and released in Japan first, and only 
adapted for North America and 
Europe some time later. With Moore’s 
Law  in full swing, gaming technology 
was moving rapidly forward, opening 
up new potential for storytelling in 
games — and many of these stories 
were now initially being written not in 
English, but in Japanese. 

This explains why games needed to 
be translated for sale in English-speak-
ing markets, but not why the quality 
of the translation was often so poor. 
The answer here can again be traced 
back, in large part, to the previous era 
of gaming. Although today games are 
beginning to be recognized as a unique 
entertainment medium, even an art 
form capable of standing alongside 
movies, books, graphic novels and 
other media, gaming consoles in the 
1980s and 1990s were more often seen 
as children’s toys — as something frivo-
lous, in other words, and not worth 
taking seriously. Games were (and to 
some extent still are) perceived by non-
gamers as a shallow, frivolous pursuit. 
In such an atmosphere, it was easy to 
come to the conclusion that games’ sto-
ries didn’t really matter, so why bother 
spending additional time and money 
on hiring native speakers to translate 
them? Instead, the original Japanese 
developers, which were experts in 
game design rather than localization, 
would often translate the games them-
selves. The result — as any professional 
translator could have warned the pub-
lishing companies — was the kind of 
broken language we see in Zero Wing 
and many of its contemporaries.

Zero Wing’s translation makes the 
overall game even more entertaining 
than it otherwise would be, but we 
can learn an important lesson from 
its example. One poor-quality transla-
tion can be treated as a comedy, but 
when they start piling up, they start to 
look more like a collective tragedy. For 

games to be taken seriously as an art 
form, the business of writing for them 
and translating them needs to be taken 
seriously as well. Zero Wing is an old 
game, and the gaming industry as a 
whole may command more respect 
than it did when Zero Wing was trans-
lated (it’s certainly a lot larger, gener-
ating about $46.5 billion worth of sales 
in 2014 compared with $20.8 billion in 
1994) but writing and translation are 
still seen as second-class disciplines, 
often frozen out of the development 
process. These days, although English-
language players can generally rely on 
decent (if not always stellar) writing 
and voice acting in modern games, 
players in other languages may not 
be so lucky — especially in markets 
that are currently underserved such 
as those in developing countries. As 
the global gaming public grows and 

development studios open in more 
and more countries, savvy translators 
may be able to identify new opportu-
nities for business.

Incidentally, if you’re wondering 
how Zero Wing’s thrilling story con-
cludes, the ending is even stranger 
than the beginning. Once the play-
ers have heroically fought their way 
through all eight levels and destroyed 
every enemy in their path, they are 
rewarded with a final cutscene in 
which ten bizarre creatures resem-
bling jelly beans with arms and legs 
perform a short line dance, before 
one of them floats away into space. 
The players are then returned to the 
start of the first level so that they can 
play the game again from the begin-
ning. The fate of the intrepid starship 
captain and his crew will, sadly, for-
ever remain unknown.  [M]

www.aspenagames.com  |  sales@aspena.com
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Top Eleven by Nordeus is the most popular online cross-platform 
sports game in the world, with 140 million registered players. Over a 
year ago, the company’s user experience team realized that over half 
of the users play the game on their phones. Nordeus decided to focus 
more on mobile-first development, and to completely rethink devel-
opment and localization. By now, the share of mobile phone users 
of Top Eleven has increased significantly, and the localization team 
delivers the game with constant updates in 30 languages. 

Nordeus is a Serbian mobile games developer that develops and publishes 
Top Eleven, one of the most played mobile sports games. Founded in 2010, it 
currently has a team of 150 people and offices in Belgrade, Dublin and London. 
Top Eleven is a football (soccer) management game, primarily played on mobile 
devices.

The principle of mobile first means that the app is designed primarily from 
the point of view of a player with a mobile phone. Phones offer a vastly different 
experience than laptops and desktops. Mobile devices have small screens and 

come in a variety of sizes. Players 
touch the screens with their fingers 
instead of a mouse cursor, and they 
need large buttons that are easy to tap. 
Text has to grab attention and provide 
clear instructions with just a few lines. 

To optimize interfaces, develop-
ers for mobile apps usually test and 
update their games often. For local-
ization, this approach means that the 
text has to be brief and easy to change 
in all language versions. 

At Nordeus there is a constant 
stream of small changes, and the 
company ships the product in 
30 languages. When a developer 
changes one word on a button, such 
as changing goal to score, it spawns 

Konstantin Dranch
Konstantin Dranch works for Memsource and runs 

translationrating.ru, a ranking website for LSPs. Formerly 
a business journalist, he helped creatlanguage service 

providers Ukrainian Translation Industry Conference.

Jasmin Jelača
Jasmin Jelača is the localization project manager 
at Nordeus, the developer company behind the 
popular sports game Top Eleven. He is responsible 
for vendor communications and technology.

 

Mobile-first development  
and localization
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Mobile-first development  
and localization

29 translation jobs. Each job may 
look tiny, a minute of attention from 
a translator, but it needs coordina-
tion of a large team of people. And 
it takes trial and error to ensure that 
text in every language fits the size of 
the button. The word score might be 
translated into Italian with a two-
word expression that won’t fit. The 
translator then has to be replace it 
with something shorter, but still very 
compelling, something that calls to 
the player to push it. 

Managing localization in the 
mobile-first environment is all about 
automating small tasks and keeping a 
flexible infrastructure. If you don’t find 
a way to implement changes easily, you 
will drown under the rain of updates.

Pull localization in real time
The Top Eleven team at Nordeus 

came up with a solution to pull local-
ization from the server every time a 
user logs in. Localization is no longer 
embedded in the app itself, but it is 
stored on the Nordeus’ servers. Users 
download it each time it changes. One 
language locale is about 70,000 words 
in size, and this is something that users 
can easily download with 3G or wifi.

In technical terms, when a player 
launches Top Eleven, the app searches 
for the newest locales through the 
Settings file and gathers those from 
the server. The game pulls language 
data to the user’s device. 

On the backend, every time some-
thing changes in the main resource 
file, a script detects changes and 
opens translation requests. Once the 
localization into all languages and 
the testing processes are complete, 
the script rebuilds the localization, 
pushes it to the game server and adds 
+1 to the version. The next time a 
user signs in to the game, the login 
procedure will get the latest updates. 

Nordeus uses only one master 
resource file in English. A multilingual 
language service provider (LSP) handles 
all translations and runs quality control. 

There are four advantages to this 
model:

•• Nordeus can change localiza-
tion at any time.

•• The latest version is always live.
•• The localization team owns the 

process and does not depend on the 
product team.

•• There is only one master file, 
instead of hundreds of small ones.

This approach is very similar to 
running a cloud application. How-
ever, Nordeus still keeps the Top 
Eleven game on the user’s phone for 
easy access and for larger assets. 

Recycling content, 
reducing locale footprint

Players have to download the 
language data almost every time they 
log in, and that is why the master files 
must stay well-optimized and as small 

as possible. One of the ways to do it 
is to reuse content whenever possible.

The Nordeus localization team 
discovered that the developers some-
times used very similar strings of text 
on different screens. For example, 
there were three buttons to “Select 
all” players: for an exercise, to inten-
sify training and for the match. In the 
code the button text was stored as 
three separate strings, although it was 
the same. So, every time someone 
wanted to change the button text, 
it turned into three jobs for testing 
and localization. There were several 
instances where the same keys were 
used twice or three times in the game. 

The localization team developed 
a simple debug tool that showed all 
the keys in the game and allowed the 
search for duplicates. With this tool, 
the localization engineers replaced 

Nordeus uses only one master resource file in English.

Developers add new strings 
to the main resource file Translation jobs 

automatically 
created in a CAT 
tool via API

Jobs are closed and new 
locales with all translations 
are pushed to the server.

During the login, 
the app searches 
for the newest 
locales through 
the Settings file 
and gathers those 
from the server. 
User gets newest 
locales.

Server with the main 
resource file

User's phone

CAT tool



the duplicate keys with just one cen-
tralized key that was linked to from 
different screens.

This improved the size of the 
English text file and the footprint of 
every locale. This was something that 
was quite easy to do, and it produced 
a healthy long-term effect.

Hosting a dedicated server 
for localization testing 

Before going mobile first, Nordeus 
didn’t do localization testing. After 
the switch, the company merged 
developer teams for Flash, iOS and 
Android, and they started working 
together on a new mobile interface. 
It took hard work to optimize the 
player experience. The first versions 
were full of truncations, the buttons 
were tiny and could barely fit English 
although the fonts were pretty small. 
It fell to the localization team to cor-
rect many of the bugs with the text.

At first, every change the localiza-
tion team wanted to implement, or 
test, had to go through the develop-
ers, which slowed the process down. 
Eventually the team introduced a 
dedicated testing server just for their 
needs. They gained autonomy from 
the developers, and greatly improved 
the speed for localization engineering.

Currently the server allows them 
to test new locales internally; create 
game builds for localization pur-
poses; and run regression testing. In 
a mobile-first app, testing happens 
every day. And it probably takes more 
time than translating or managing 
translations. Having an independent 
infrastructure for localization is the 
only way to keep the pace along with 
agile development. 

The takeaway is: if you’re local-
izing a fast-changing application, be 
sure to get your own testing server.

Optimizing for top phones 
When trying to optimize text for 

mobile interfaces, the Nordeus local-
ization team quickly found out that 

there are thousands of smartphone 
models on the market, and they 
come in hundreds of sizes. On some 
devices the truncated text was cut off, 
while other models displayed the full 
string. It was simply too complicated 
to adapt to every one. Instead of 
spreading themselves thin, the com-
pany needed to settle for one thing 
and do it right.

They ran an analysis of mobile 
device usage by the players and 
learned what the most commonly 
used devices at the time were. The 
team focused testing on devices that 
had similar screen resolution and 
DPI, and included them into the pri-
mary testing group.

This way the effort went into test-
ing on devices that covered more 
than 70% of the player base. In a year, 
analytics showed a high rate of adop-
tion of newer iPhone devices. These 
devices and their similarly priced 
Android counterparts are currently a 
good target for testing.

Reducing the range of devices to 
the models that dominate the market 
leaves the localization team more 
time to properly control translation 
quality.

 Phone screens don’t offer much 
space to use for text, which is fine 
since players wouldn’t want to read 
War and Peace while playing a foot-
ball manager. That makes the game 
on a phone completely different from 
the browser-based social network 
game, where you have a lot of space 
and wiggle room to invent phrases.

Writing and localizing for a mobile 
game is hard. For a reader, it’s difficult 
to get attached to very concise narra-
tive on a small screen. Yet, stories on 
small screens simply must grab atten-
tion with just a few lines of text. Work-
ing under such constraints requires a 
lot of creativity from the translators. 

And while the localization man-
ager cannot provide the translators 
with the creativity they need, at 
least he or she can ensure that they 

Focus 
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understand the subject well, and have 
enough context to build upon. 

Conveying context to  
translators via the CAT tool

During the creation and design 
phase of new features, localization at 
Nordeus works closely with a nar-
rative designer to flesh out a story 
around these new features. We 
request as much context as possible.

For example, one title for a train-
ing session was “Use your head.” The 
phrase doesn’t mean “think” here, 
but literally refers to hitting the 
ball with the character’s head, with 
wordplay to keep the title catchy 
and fun. It’s important to convey the 
meaning to the translators. Local-
ization engineers write this into the 
translation job description, and it 
shows as context when translators 
arrive at the relevant segment. 

In addition to providing detailed 
written description, Nordeus holds 
kick-off meetings with the LSP when 
developing a feature, or especially 
when the translation and the testing 
start. The objective is to keep the LSP 
informed and give them as much 
context as possible. The meetings 
are usually limited to three or four 
people: the buyer’s team and their 
contact person at the LSP. Having a 
small group empowers the members 
and allows for a faster workflow. 

Inserting quality assurance 
into the product

Nordeus employs a secondary 
agency to run occasional quality 
checks on the translations. They 
use the LISA QA model to evaluate 
and provide feedback, which helps 
rate the main vendor and develop a 
relationship with them.

However, a more useful approach 
is to listen to users on the quality of 
translations. One of the things the 
Nordeus localization team added is 
drawable notifications that appear in 
the game. These notifications appear 

when users log in and navigate to 
certain screens in the app. The Nor-
deus localization team can customize 
them to target different languages or 
countries or even a subset of users.

For example, they were used to 
gather feedback on a machine trans-
lation (MT) experiment that showed 
the MT quality was unacceptable. 
Recently, Nordeus launched a survey 
to check the human translation qual-
ity, to see how users estimate the foot-
ball atmosphere in the game and if the 
translation sounds natural. Once they 
get the results, they will analyze them 
and determine how to improve.

The perks of an 
increased audience

After Nordeus switched to 
mobile-first development, the share 
of players logging in from their 
phones started growing. Within a 
year millions of users switched, and 
currently the majority of the total 
audience uses phones to play. 

The biggest benefit for Nordeus 
from going mobile first was the 
improved internal organization. 

Instead of having three develop-
ment teams, they were able to 
merge them into one. Production 
became more focused and signifi-
cantly improved efficiency and the 
ability to ship quality content to 
players.

The new look and feel of the game 
appealed to both players and part-
ners, and Top Eleven was featured 
on mobile stores multiple times, 
especially in the "best update" and 
hero banner sections, winning new 
players.

Another benefit was increased 
revenue from existing users. Nordeus 
is earning more from mobile users 
than from browser users, and as 
some of them migrated after the 
update, they increased their spend 
on the game.

The localization architecture 
evolved after the switch to mobile 
first, and became very adaptable. 
The team can now add languages 
easily, and scale better than before. 
No matter how fast the developers 
push updates, the translation pro-
cess keeps up the pace.  [M]

http://www.systrangroup.com
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Video games, like their more or less distant cousins called 
books and films, have always been about immersion, getting 
into that special flow where you forget where you are, what time 
it is and when you last had something to eat (or a shave for that 
matter). And all of those media have their unique means to get 
their audience to that special place. Books rely on the mind’s 
eye, readers’ imaginations, the wealth of their individual experi-
ences and memories, all of which serve as reference material 
for turning those letters on the pages into sights, sounds, smells 
and sensations. Films use visuals (be they black and white or 
color, 2D or 3D) and sounds (monaural to multichannel) to take 
their audiences to other worlds. And while you could argue that 
each and every act of reading a book or watching a film is as 
unique as the reader or viewer in question, it is video games 
that take immersion to a new level.

A game of choice
Since the days of Pong video games, 

all games have been about skill and luck  
and choice. Games require their players 
to act, employ certain skills and make 
choices. Inertia and inactivity won’t take 
you very far in any game. And players 
have to choose their path, making deci-
sions as the game takes its course. Such 
decisions come in many flavors, rang-
ing from a (more or less) trivial choice 
of colors at the start of chess or pachisi 
to epic decisions that may seal the fate 
of entire galaxies. And while you could 
argue that each game of chess has a nar-
rative, a storyline of its own, games with 
a strong focus on narrative are literally a 

The price of infinite choice 
The impact of variables on game localization

Rolf Klischewski
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Ability Warrior Elf Wizard Valkyrie

HP 980 820 800 900

HP Gain 80 120 100 100

Armor 4 2 1 5

Fight/Shot 
Power

5 2 3 3

Magic 1 3 5 2

Speed 2 5 3 3

game of their own. Stories told through Pong or chess 
are built on the players’ decisions, similar to sports such 
as tennis or football or hockey. But epic narrative games 
such as Fallout, Mass Effect or Final Fantasy open up 
entirely new dimensions of choice that cast players into 
the role of storytellers, creators of original lore. There is a 
reason why many massively multiplayer online games call 
their first editions "Founder's Editions."

Adding depth through parameters 
One of the many groundbreaking features of 1985’s 

arcade hit Gauntlet was the choice of four distinct player 
characters: Thor the Warrior, Thyra the Valkyrie, Merlin 

the Wizard or Questor the Elf. While Exidy’s seminal Venture 
(1981) had still focused on a single player character, Gauntlet 
left the critical choice of in-game character to its players (Fig-
ure 1), treating them to four distinct gameplay experiences 
that became even more complex when up to four players 
joined in on the fun. And the differences between those 
four playable characters were anything but cosmetic, 
because each of them had their own strengths and weak-
nesses, which in turn called for a special playing style, 

Figure 1: Character selection screen, Gauntlet (1985), courtesy 
of mobygames.com.

Table 1: Abilities in Gauntlet (NES).

Price Magic Long Range 
Power

Short Range 
Power

Long Range 
Speed

Defense Speed

Wood Arrow N/A -- -- -- -- -- --

Iron Arrow   1,000 Gold 0 1 1 -1 0 0

Steel Arrow   4,000 Gold 0 2 1 0 0 1

Ceramic Arrow   8,000 Gold 0 3 1 1 0 1

Silver Arrow 14,000 Gold 1 2 0 2 1 1

Gold Arrow 22,000 Gold 1 3 0 2 2 1

Lyune Arrow 32,000 Gold 1 4 1 2 2 1

Table 2: The Elf's arrow parameters in Gauntlet IV (SEGA Genesis).
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forcing players to adopt certain roles 
in multiplayer matches.

Still, back in the 1980s the implica-
tions of such choices for the develop-

ers and the gameplay experience, let 
alone games localization, were lim-
ited. And yet it was in those days that 
the first steps leading to video game 

behemoths such as The Elder Scrolls 
franchise were made. After all, 30 
years ago the developers of Gauntlet 
had to do what most game developers 
still do to this very day: create distinct 
sets of parameters. Let’s take a look 
at the characters’ abilities in Gauntlet 
for the Nintendo Entertainment Sys-
tem (NES) from 1987, which was the 
first installment of the franchise to 
introduce a story (Table 1).

In 1993 the SEGA Genesis saw 
the release of Gauntlet IV, a con-
siderably more complex remake of 
the original Gauntlet, which now 
featured parameters for characters’ 
equipment. Things rapidly became 
more complex, in this case the Elf ’s 
choice of arrows (see Table 2).

Obviously, defining parameters 
and adding more and more of them 
quickly became a convenient way of 
creating deeper and more complex 
video game experiences. And much 
of what we see in Table 2 (which 
dates back to 1993) is still under the 
hood of many current video games. 
In fact, the use of parameters has 
spilled over from games into real 
life events such as sports, attaching 
values to soccer players.

Of course, this new kind of param-
eterization creates the illusion that 
next to anything can be broken down 
and reduced into a handy and easily 
comparable set of parameters. Add a 
narrative and a storyline and you end 
up with a system that will allow for 
an incredible number of individual 
gameplay experiences.

The creation (or choice) of a char-
acter at the beginning of a game ses-
sion has become a standard feature 
since the humble days of Gauntlet. 
In some games, and APB comes to 
mind, the character creation is so 
complex and detailed that it could 
almost pass for a game in its own 
right (Figure 2). Some players spend 
hours on end to create a virtual ver-
sion of either themselves or the hero/
heroine of their dreams.

Figure 2: Character creation in APB Reloaded (2011).
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The common goal of all games fea-
turing a multitiered character creation: 
a unique gameplay experience for each 
and every player. And when we’re talk-
ing about genre heavyweights such as 
The Elder Scrolls V: Skyrim or any of 

the more recent Final Fantasy games, 
that means creating something in the 
league of a personal, customized and 
interactive version of The Lord of the 
Rings for millions of players.

Inevitably, this causes problems.

Unique storylines 
by the millions

For one thing, creating a tailor-
made experience for millions of play-
ers also implies creating millions of 

Figure 3: Character screen in the Amiga version of Tales of the Unknown: Volume I - The Bard's Tale (1988), courtesy of mobygames.com.
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stories nobody will ever experience. 
And even if a player spends hundreds 
of real-world hours exploring their 
virtual storyline, chances are they’ll 
still see nothing but the tip of the 
iceberg, missing a lot of content that 
was created for players taking differ-
ent approaches and paths. Actually, in 
many cases, they may miss the largest 
part of the game, which may be one of 
the reasons why some complex open 
world games such as The Witcher 
3: Wild Hunt still focus on a single 
player character (of course, another 
reason may lie in the fact that it is a lot 
easier to market a game with a single 
iconic character rather than an infinite 
choice of characters).

But the problems don’t stop at 
the content creation stage. Actually, 
good old Gauntlet already sports one 
of those killer features that still cause 

plenty of headaches in game localiza-
tion today: character genders.

After all, Thyra the Valkyrie is 
female, while the rest of the gang is 
male. Back in the day, that wasn't 
much of a problem, just a nice way of 
adding more flavor. A different sprite, 
different speech samples, a different 
weapon, plus some custom assets 
and artworks for the arcade machine 
itself. And maybe even a variable as in 
"%1 needs food badly." But the days of 
variables embedded in text were still 
a few years off. Remember that The 
Bard's Tale (1985) on the C64 still had 
an all-male party (Figure 3).

Opening Pandora’s box (and 
hopefully closing it again)

As soon as you make variables 
for different genders or other game 
aspects part of your game's text 
engine, the way it dynamically handles 
and generates text, you open Pandora's 
box. Even if you just allow players to 
enter their name to make use of it in 
the game's text, you might face trouble. 
In English it's fine if "%1's dog" results 
in "Thomas's dog" or "Anne's dog," but 
in German, "%1s Hund" won't work 
with proper names ending in "s" or "x" 
– it's "Thomas' Hund," not "Thomas’s 
Hund." Of course, you can rephrase 
it, and something like "Der Hund von 
Thomas" ("the dog of Thomas") works 
in most contexts. But now Pandora's 
box is open, and we've entered the gray 
zone of compromises, workarounds 
and cut corners.

As tempting and essential as the 
introduction of variables is, they 
often lead to loose ends or problems 
that turn out to be impossible to solve 
in one or even several languages. For 
example, see Figure 4.

In the source we presumably have 
something like "You have reached 
level %1" or just "You have reached 
level." In German, for instance, this 
construction won't work, because the 
verb has to come right at the end: Sie 
haben Stufe 6 erreicht. For reasons of 
visual design, however, this is not an 
option. Usually, we'd go for something 
like Neue Stufe erreicht! (New level 
reached!) or Sie haben eine neue Stufe 
erreicht: (You have reached a new 
level:). But it's a compromise and, 
arguably, not as elegant as the English 
version. In such cases it might be a 
good idea to go for a visual design that 
will work in more than one language.

And often it's not even all that nec-
essary or advisable to use variables in 
the first place. It might be much easier 
to write out every single possible com-
bination, even if that boils down to 
having thousands of additional lines 

Figure 4: A text string ending in a variable.
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of text, because that way grammati-
cal problems such as generating "You 
find a book" and "You find an arrow" 
with "You find a %1" can be avoided, 
and not just in English. True, having 
to generate that many sentences for 
loot-centric games such as Diablo 
might seem like a daunting task at 
first, but the advantages are obvious:

•• Both translators and authors 
always see all possible iterations of 
the same phrase. No more queries 
about what a certain cryptic variable 
means in a certain context.

•• No need to wait for the imple-
mentation of the translations, what 
you see is what you get.

•• Every linguist can make up 
their mind on how to tackle certain 
constructions best, which leaves a 
lot more room for creativity and 
good writing instead of translations 
sounding too literal and unidiomatic, 
because they have to follow the syntax 
of the source language.

•• Translation memory systems love 
repetitions, so it’s not like translators are 
going to charge every single instance of 
“You find a %1” as a new sentence.

Variables are here to stay in current 
games. In fact, as we’ve seen, they’ve 
been around for quite some time now. 
The use of variables stems from the 
need to create individualized game 
play experiences for millions of play-
ers. But while the use of variables for 
in-game parameters such as speed, 
endurance or armour won’t cause 
much of a problem, using variables to 
create sentences invariably does. Spo-
ken languages with their often illogi-
cal and even contradictory rules tend 
to be more complex than program-
ming languages, and some languages 
are more complex than others. To 
create immersive and varied game-
play experiences, developers might 
want to consider limiting the use of 
variables to in-game parameters and 
use proper sentences whenever a 
game’s narrative is concerned. We can 
handle it.  [M]

 

Tools and Services Showcase

EuroGreek Translations Limited
London, UK • Athens, Greece 

production@eurogreek.gr • www.eurogreek.com

Europe’s No. 1 
Greek Localizer

Since 1986, EuroGreek has been providing high-
quality, turnkey solutions, encompassing a whole 
range of client needs, for the following language 
combinations:
•	 English	into	Greek
•	Greek	into	English
•	German	into	Greek
•	 French	into	Greek
All EuroGreek’s work is produced in our Athens      

production center and covers most subjects:
•	 Technical
•	Medical/Pharmaceutical
•	 IT/Telecommunications
•	 Economics/Legal
All EuroGreek’s work is fully guaranteed for quality 

and on-time delivery.

Anzu Global 
Stow, Massachusetts USA

mklinger@anzuglobal.com
www.anzuglobal.com

Executive Search and 
Brokerage Services

Finding	the	right	person	to	direct	your	global	
business or figuring out how and when to sell your 
business... is not easy. We can help.

Anzu Global provides:
•	 Executive	Search	to	find	the	right	person	to	

direct your globalization launch
•	Brokerage	Services	to	find	the	right	company	to	

sell to once you reach your goals
•	 Localization	Staffing	to	support	your	ongoing	

translation, testing and localization management 
needs

Anzu Global — the right people make a world of 
difference.

Individual Approach. 
Customized Solutions.
Ciklopea is an award-winning high-tech language 

solutions partner with more than a decade of 
experience	in	technical,	medical,	pharmaceutical,	
legal, marketing, business and general translation 
and localization.

With a network of regional production offices 
and professionally trained, specialized and highly 
experienced	native	translators	and	management	
team, Ciklopea is the right choice for all translation 
and localization projects in SEE languages.
Ciklopea	is	certified	in	accordance	with	ISO		

9001:2008,	EN	15038	and	ISO	27001:2013.

Ciklopea d.o.o.
Zagreb/Rijeka, Croatia • Belgrade, Serbia

info@ciklopea.com • www.ciklopea.com

June 2016 47

MediLingua BV
Leiden, The Netherlands

simon.andriesen@medilingua.com
www.medilingua.com

Medical Translations
MediLingua	is	one	of	Europe’s	few	companies	

specializing in medical translation. We provide 
all European languages and the major languages 
of Asia and Africa as well as the usual translation- 
related services.
Our	450-plus	translators	have	a	combined	 

medical and language background. 
We work for manufacturers of medical devices, 

instruments, in-vitro diagnostics and software; 
pharmaceutical companies; medical publishers; 
national and international medical organizations; 
and medical journals.

Call or e-mail Simon Andriesen or visit our website 
for more information.

mailto:mklinger@anzuglobal.com
http://www.anzuglobal.com
mailto:production@eurogreek.gr
http://www.eurogreek.com
mailto:info@ciklopea.com
http://www.ciklopea.com
mailto:simon.andriesen@medilingua.com
http://www.medilingua.com
http://www.ciklopea.com
http://www.anzuglobal.com
http://medilingua.com
http://www.eurogreek.com


      Focus 

48 June 2016

Character corruption has always been a 
major issue in video game localization. So far, 
the video game industry has taken a mostly pas-
sive approach to solving this problem. Instead of 
proactively tackling the issues at the source and 
eradicating them completely, most companies 
rely on testers to flag individual issues as they are 
encountered during play tests. 

This reliance on human testing makes for an extremely 
error-prone and risky approach, especially considering the 
sheer number of string updates most games go through with 
each build iteration; the number of languages video games 
are localized into nowadays; and the difficulty of triggering 
every single game string through a normal playthrough.

What makes these font issues so problematic is that they are 
likely to be flagged by first party publishers (Microsoft, Sony or 

Nintendo) as must-fix issues, which means submissions could 
fail if the submitted builds contain corrupted font issues.

However, there are ways to ensure character corruption 
can indeed become a thing of the past.

How font support works in video games
Although every game may approach font textures and 

character support in slightly different ways, most games I 
have localized relied on font textures generated from font 
files. Font textures are basically sets of glyphs the game calls 
up by using a character's hexadecimal Unicode value. This set 
of glyphs is normally generated by embedding the list of char-
acters we want to support in the application the user inter-
face (UI) team uses to convert the font file into font textures. 
If a given font file does not support the Spanish character ñ, 
for example, the generated texture will not contain a glyph 
for it and, as a result, this character will show up in-game as 
a square, a question mark or simply won't appear at all. If a 

Adolfo Gómez-Urda Montijano
Adolfo Gómez-Urda Montijano works as a localization manager at WB Games Montreal. He has  
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Character corruption
in video games

Image from Middle Earth: Shadow of Mordor, published by Warner Bros.
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font file does not support a character 
we need, we have two options:

•• Change the font. This is extremely 
risky to do after localization quality 
assurance (QA) has started, since the 
font size could change, affecting all 
menus and forcing you to potentially 
have to retest the game from scratch.

•• Add the missing characters to 
the font. Adding a new character to a 
font is a solution most companies will 
want to avoid. You would either need 
to own the font and have an artist who 
can add new characters to it, which is a 
daunting prospect in the case of Asian 
languages, or you would need permis-
sion from the font creators to modify 
the font yourself. An alternate solution 
would be to get the font creator to add 
the missing characters directly, but 
this could be an expensive option.

You need a tool
When localizing your game, the 

only time you should rely on localiza-
tion testers' eyes is to improve the 
linguistic quality of your game. For 
any nonlinguistic issues, you should 
be relying on tools instead. There are 
ways to automate checks and fixes 
for most nonlinguistic issues in video 
game localization. Throughout the 
internationalization and localization 
of the video game projects I super-
vise, I normally use an average of five 
localization-specific tools. During my 
talk at the San Diego Game QA Local-
ization Forum in December 2015, I 
presented four of these tools. In this 
article, I will focus on one of them, 
Font Analyser, an internal tool devel-
oped specifically for what we need.

Font Analyser allows me to do 
several things: 

•• Generate a list of all the charac-
ters that will be required for a specific 
set of languages.

•• Generate lists of all the charac-
ters used in a game per language, or 
per language set.

•• Generate a list of all the charac-
ters supported by a font file.

•• Compare the lists above to flag 
potentially corrupted characters used 
in a game.

Two different approaches
Most games I've worked on that 

are localized into Asian languages 
(mainly Japanese, Korean and Chi-
nese) use separate fonts for these 
languages. Using the same font for 
all supported languages is definitely 
possible, but UI teams normally 
have very specific artistic and stylis-
tic requirements, which limit your 
choice of viable Asian fonts. Also, 
fonts selected for the European 
languages usually do not support 
Asian languages. However, the main 
reason why two approaches are 
needed is memory usage. All Euro-
pean languages combined will only 
need a maximum of 300 characters 
or less, whereas a Korean translator 
has a pool of over 10,000 characters 
to choose from within a given font. 
Including all the Asian characters 
available in the font in the generated 
textures would cause memory issues, 
so the list needs to be trimmed down 

to include only the characters that are 
actually used by the translators. 

Approach 1: Short-alphabet lan-
guages. This approach should be used 
for any language that uses 500 charac-
ters or less. Your tool should provide 
a multiselection language picker 
that includes all the short-alphabet 
languages: English, French, Italian, 
Spanish, German, Portuguese, Polish, 
Russian, Scandinavian languages, Hun-
garian, Czech and so on. Once all of the 
supported languages are selected, the 

WB Games Montreal Font Analyser tool.
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tool should then generate a complete list of all the necessary 
characters for all of these combined languages. Do not forget 
to include all English letters, numbers, punctuation charac-
ters, special symbols (©®™), the non-breaking space, the ellip-
sis character and language-specific punctuation characters 
such as German inverted quotes. Once you have the complete 
list of characters you will need to localize video games in these 
short-alphabet languages, compare it with the chosen game 
fonts to ensure that they contain glyphs for all of these char-
acters. Then, provide this list of necessary characters to the UI 
team so that they can use it to generate the font textures.

Ideally, the game should use as few language-specific 
fonts as possible, so the more languages your main fonts 
support, the better, since you will be able to use the same 
font textures for all the supported languages.

Approach 2: Long-alphabet languages. This approach 
should be used for all languages whose alphabets cannot be 
fully supported in the font textures due to memory limita-
tions, such as Japanese, Korean or Chinese. You should start by 
compiling a list of characters that should always be supported: 

•• Both kana alphabets for Japanese
•• Double-byte punctuation symbols
•• All characters found in the terminology lists of first 

party publishers
Supporting these "default" lists of characters per lan-

guage from the start will reduce the need to regenerate the 
font textures near the end of the project, which should be 
avoided to reduce risks of introducing new bugs.

About a month before submission to first party publish-
ers, the supported character lists for the Asian languages 
should be locked, at which point Asian translators should 
refrain from using characters that are not in the list. Because 
this is sometimes hard to achieve, you should ensure your 
tool scans the string table often to ensure no unsupported 
characters have been introduced prior to the submission.

What characters will your game need? The following 
lists contains certain characters your game fonts should 
always support, regardless of the language:

•• English alphabet letters: ABCDEFGHIJKLMNOPQ-
RSTUVWXYZabcdefghijklmnopqrstuvwxyz

•• Roman numbers: 0123456789
•• Punctuation symbols: !#$%&()*+,-./:;<=>?@[]`{|}´…–

‘’'"“”\_^ 
•• Other characters: ¢£€©®°™

Always support the ellipsis character (Alt+0133) and the 
non-breaking space (Alt+0160). These two characters will 
prove extremely useful for localization QA.

The following list contains all the additional characters 
you will need for each of the most common languages:

•• French: àâæéèêëîïôœùûüçÀÂÆÉÈÊËÎÏÔŒÙÛÜÇ
•• German: ÄÖÜäöüß‚„
•• Italian: àéèìòùÀÉÈÌÒÙªº

•• Spanish: áéíóúüñÁÉÍÓÚÜÑ¿¡ªº
•• Portuguese: àáâãçéêíóôõúüÀÁÂÃÇÉÊÍÓÔÕÚÜ
•• Polish: ąćęłńóśżźĄĆĘŁŃÓŚŻŹ‚„ 
•• Czech: áčďéěíňóřšťúůýžÁČĎÉĚÍŇÓŘŠŤÚŮÝŽ‚„
•• Russian: абвгдеёжзийклмнопрстуфхцчшщъыь                    

   эюяАБВГДЕЁЖЗИЙКЛМНОПРСТУФХЦЧШ   
           ЩЪЫЬЭЮЯ№

•• Dutch: àáèéêëïóöÀÁÈÉÊËÏÓÖ
•• Danish: åæøÅÆØ
•• Norwegian: åæøÅÆØ
•• Finish: åäöšžÅÄÖŠŽ
•• Swedish: åäöÅÄÖ

When a special character (any character that's not part 
of the 128 or 256 ASCII tables) is integrated in the game in 
Unicode, sometimes the code makes an internal encoding 
conversion at run-time. For example, a special accented 
character might be converted from Unicode to UTF-8 
incorrectly. Very often, encoding conversion issues will 
be misinterpreted as font corruption issues. Differentiat-
ing these two issues is normally straightforward, although 
sometimes these types of bugs go through a few people 
until someone in the development team finally realizes that 
the font is not to blame. When a character is not properly 
converted between two different encodings, you will most 
likely see each special character replaced by two characters. 
Quite often, one of them will be an Ã and/or ~.

Other font issues to look out for
Sometimes, ensuring that all necessary characters are 

supported by the game fonts and included in the font tex-
tures is not enough to eradicate all font-related issues. It 
is possible that certain glyphs in a font were not properly 
designed, so it is important to go through all the supported 
glyphs to ensure their look is appropriate. This is usually 
only doable for European languages, since some Asian 
languages can contain several thousand glyphs.

Be aware of certain fonts designed for mobile games. 
These fonts are often height-restricted, which would not be 
a problem if you plan on using them with English texts only. 
However, once displayed on the screen, certain accented 
characters could look smaller than the non-accented upper 
case characters.

To avoid this issue, we (I must give credit to my col-
league Frédéric Tabbal here) decided to create a tool that 
would render all of the special characters on a single form 
so that we could easily review their design.

Watch out for the credits. Depending on where the devel-
opment studio is located, you might also need to support 
certain language-specific characters in your fonts, even if 
your game is not localized into that language. For example, 
if your development team is located in Sweden, the selected 
fonts for all languages should include glyphs for the Swedish 
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special characters, since the develop-
ers' names in the credits will certainly 
use some of these. Keep this in mind 
before purchasing and committing to 
all your fonts or you will be forced to 
destroy some developers' names.

Even if you follow all of the sug-
gestions I have provided here, you 
might still end up with unsupported 
characters in your game. Quite often, 
the corrupted characters are not com-
ing from the game assets but from 
external assets that are not part of 
the centralized set of game strings. 
Some of these assets may be first party 
metadata, Message of the Day texts, 
Privacy Policy or Terms of Service 
documentation. It is very important 
that these texts are also taken into 
account to ensure that they do not use 
any unsupported characters.

For example, let's suppose the con-
sole region is set to a locale supported 
by the console but not by the game 
(Czech, for example). The game text 
will be in English, but the price of the 
items on the in-game store could use a 
currency symbol that is not supported 
by the game font (character č used in the 
abbreviation for the Czech koruna).

If you use different fonts for certain 
languages, keep in mind that their 
in-game display could vary in size, 
which could reduce the amount of 
characters that can be used for certain 

translations and might cause overlaps 
between various text boxes in the UI.

If your video game includes a chat 
system in its multiplayer mode, be 
aware that players might use unsup-
ported characters when chatting online. 
It is normally accepted by first-party 
publishers that certain characters can 
be unsupported in this environment, 
but you need to be aware that certain UI 
systems could try to convert the unsup-
ported characters into other glyphs sup-

ported by the game font. Since you have 
no control over the characters a player 
could enter, you simply need to ensure 
that the font textures do not support 
certain politically incorrect characters. 
I have actually seen an unsupported 
character get converted to the swastika 
symbol in the past.

Conclusion
Whether you are a developer, a 

translator, a localization tester or a 
localization project manager, if you 
work in video games, you need to be 
aware of these issues and approach 
them in a proactive manner early in 
development. Ideally, the fonts should 
be analyzed and validated before 
localization QA starts. Relying on the 
testers' eyes to flag these issues is not 
a good idea, especially since current 
AAA games typically contain over 
100,000 words of text and are localized 
into six languages or more. The cost 
of developing a font analysis tool is a 
minimal fraction of the costs needed to 
cover the QA, localization and devel-
opment resources to flag and fix these 
issues later on in the process.  [M]    

The FontViewer tool allows us to see what the font glyphs will look like on the screen.
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Jacob Stempniewicz is VP of marketing at 
localization provider Andovar. He speaks four 

languages and has lived in Asia for over a decade.

Game localization suffers from a double 
whammy. It combines some of the hardest chal-
lenges of software localization with the need for 
creativity often reserved for literary translation. 
At the same time, some consider it a less serious 
type of work “because games are for kids.”
As a result, game localizers don’t always get the recogni-

tion they deserve.
But are games really just for kids? Anyone with actual 

exposure to the gaming industry knows this to be false 
— things have changed tremendously since the time of 
Pac-Man and Super Mario and so has the typical gamer. 
According to US Entertainment Software Association  
(ESA)'s "Essential Facts" report from 2015, the average 
game player is 35 years old, while women age 18 or older 
represent a significantly greater portion of the game-
playing population (33%) than boys age 18 or younger 

(15%). Big-budget games cost as much or more to produce 
than top Hollywood blockbusters, and the gaming industry 
makes more money than the music and movie industries 
put together.

With that out of the way, let me explain the double 
whammy game localizers face.

The whammy of software localization
Games are software, so it should come as no surprise 

that widely-known software localization issues also apply 
to game localization. Most of them could be avoided or 
mitigated if the game development team had someone 
with game localization awareness or with knowledge of 
foreign languages, but that is rarely the case. Some of the 
most common are:

Separating text from code. This is the starting point of 
any localization project. Before everything else, you first 
need to export all content that needs to be localized while 

The double whammy 
of game localization

Jacob Stempniewicz
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leaving actual game code intact. If 
translators are sent files containing 
translatable text mixed with code, 
they are sure to change or delete code 
elements by accident, which usually 
breaks the game. Tools can automate 
this task to an extent, but if the game 
developers did not consider localiza-
tion from the start, it can still be very 
problematic. Afterward, you should 
be able to insert localized content 
back into the game.

String concatenation problems. Lit-
tle has given localizers more grief than 
string concatenation. Anyone who’s 
ever encountered them will shudder 
at the term. A quick explanation for 
everyone else: “to concatenate” means 
"to link together" and in software 
development it applies to composing 
strings from dynamic elements (vari-
ables), for example: “[character-name] 
has reached level [lvl-number]!”

This works great in English, but 
squeezing languages with more 
complex grammars into such con-
strains tends to be difficult if not 
impossible. Changing how strings 
are composed (concatenated) in dif-
ferent languages is usually out of the 
question and localizers try to come 
up with workarounds, which don’t 
always look good.

English-centric design. In the Eng-
lish version of the game you may find 
sentences such as “You have won!” 
What can be simpler to translate 
than that three-word statement? The 
problem is, in many languages the 
wording will change depending on 
the gender and number of address-
ees, which means it’s impossible to 
give one translation covering all situ-
ations like the English one. English 
grammar is comparatively simple 
and lacks features common in other 
languages, such as complex verb con-
jugation, noun-verb-adjective agree-
ment, declension of nouns, strict 
formality levels and many others.

Terminology consistency. In both 
software and game localization, 

consistent use of terminology in all 
languages is crucial. You can’t call 
a spell “Lightning Bolt” in the game 
manual, “Bolt of Lightning” in the 
user interface, and “Electric Shock” 
in a quest description. This would not 
only make a poor impression on play-
ers, it can confuse them and impede 
their progress. A famous example 
comes from the English translation 
of Street Fighter 2, where players 
were told they “must defeat Sheng 
Long” to progress in the game. Little 
did they know that “Sheng Long” is 
a mistranslation of “Rising Dragon 
Punch,” a special move the player 
needs to use rather than a (nonex-
istent) new opponent. The best way 
to manage terminology is through 
termbases where important terms 
are stored along with descriptions 
and examples of usage.

Text expansion. When translating 
from English to other European lan-
guages, you are likely to end up with 
strings too long to fit in the layout 
created for English. This is because 
they often require more words, or 
longer ones, to say the same thing. 
When translating from Chinese, 
Korean or Japanese into English, the 
problem becomes even more severe, 
since these scripts are not alphabetic 
and pack a lot of meaning into each 
character. The common suggestion 
to simply “keep the length of strings 
the same in translation” may sound 
reasonable at first glance, but turns 
out to be almost impossible without 
ugly shortening of words or remov-
ing parts of text. A better solution 
is to adjust the sizes of buttons and 
fields, or even localize the main user 
interface elements early on, so game 

Source: ESA's 2015 report "Essential Facts About the Computer and Video Game Industry."
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developers can design the layout 
accordingly.

Hard-coded text. Saving images 
with uneditable (also known as 
“hard-coded”) text may seem like 
an innocent practice, but becomes 
a royal headache when you need to 
localize. In the flurry of develop-
ment, especially if it was handled by 
various teams or outsourced, source 
files can be hard to locate. However, 
without files where text is on a sepa-
rate layer from the graphics, you’ll 
need to manually edit the images 
or even recreate them from scratch. 
These solutions take more time, cost 
more and the results don’t always 
look good.

Testing. Unlike document transla-
tion, localization of software and 
games requires in-depth testing of 
the localized version before it can 
be published. This means following 
a structured test plan to review all 
areas of the game to check for trans-
lation that’s incorrect when seen in 
context, strings going out of bounds 
and broken functionality. In addition 
to that, you may want to check for 
display issues on devices with differ-
ent screen sizes and resolutions (such 
as smartphones), compare different 
versions of the operating system, 
make sure the game works fine for 
users with low internet bandwidth 
or high latency, as well as a score of 
other issues that can only be found 
in real-life gameplay. In the case of 
expansive, big budget AAA titles, 
testing can take months and requires 
specialized software for bug-tracking 
and reporting.

As if the above weren’t enough, 
there’s also the second whammy.

The whammy of creativity
Games are so much more than 

just software, and their purpose is 
not simply to get a task done. Rather, 
they are interactive stories trying to 
immerse the player in a new world 
full of adventure and fun. Granted, 

some titles are more ambitious than 
others in this regard, but games have 
a capacity for immersion surpassing 
even that of movies or books. It can 
be maintained in a localized version, 
but only if the wheels of imagination 
are not derailed by display issues or 
awkward word choices. Here are 
some ways this can be tackled:

Game familiarization. Many games 
are set in a fantastic universe populated 
by imaginary creatures. It’s difficult to 
start translating such content until one 
understands the game world and the 
rules that govern it. Translation teams 
should have time to familiarize them-
selves with the game and reference 
materials such as story outline, con-
cept art, design documents, gameplay 
videos, character bios and so on before 
translation starts.

Context. A sure-fire way to get 
nonsensical translations is to send 
translators nothing except a spread-
sheet with rows and rows of strings 
and a column for “target language.” 
Instead, strings should be grouped 
in a logical manner (Menu, UI, Dia-
logues, Items) and ideally contain 
annotations describing their mean-
ing in the game. Isolated words can 
often be translated in different ways, 
and it’s impossible to choose the right 
one without context. Such issues 
will not be found by a spellcheck or 
an editor looking at a list of strings, 
but will be discovered once they’re 
imported into the game.

Cultural adaptation. A game 
that’s very successful in its original 
market may struggle in others, even 
if the translation is accurate. This 
touches on the broader meaning 
of localization; not just translating 
something into a new language, but 
also adapting it to the new market 
in other ways. This is most com-
monly needed in the case of games 
developed in Asia and published in 
Western countries or the other way 
round. Another issue is country-
specific cultural sensitivities, such as 

Germany’s ban on Nazi symbolism 
in gaming. The type of work required 
to make a game successful in a com-
pletely new cultural environment 
goes far beyond what’s needed in 
other localization projects.

What’s worse, you have to be ready 
for a possible backlash from fans pro-
testing that the game was changed 
too much! An example of this is the 
fan outrage at the localization of a 
game called Fire Emblem Fates from 
Japanese, which they felt amounted 
to censorship and robbed them of the 
original experience.

Challenge accepted?
Game localization can be a very 

serious and demanding undertaking. 
It can not only rival, but even surpass 
the challenges found in other types 
of localization. I hope that those who 
accept the challenge will step into the 
ring aware of the difficulties and well 
prepared for a tough fight.  [M]

     LAI offers game market analysis, 
localization and publishing services to help 
game developers identify the best markets 
for their games and publish them globally.
     Established in 1993, LAI has an extensive 
network of gamers, local market experts 
and partners in all major gaming markets 
worldwide.

LAI Global Game Services
info@lai.com • www.lai.com
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Game Localization and 
Global Publishing
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There was a time, not so long ago, when devotees of massively 
multiplayer online games (MMOs) such as World of Warcraft 
were seen as ghostly pale, socially dysfunctional uber-geeks, 
clicking away in basements and attics, industriously building, 
leveling up and fighting their way around the virtual world. The 
games they played were ones the rest of us were only dimly aware 
of. We knew they existed — in the same way that we know for-
eign sports exist in faraway lands — but that was as far as it went.

All that has changed in recent years. MMOs, and particularly MMO 
strategy games, have gone mainstream in a big way. We’ve seen more and 
more well-groomed primetime commercials for titles such as Game of War, 
Mobile Strike and Clash of Clans on our TV screens, and innumerable banner 
ads dominating our mobiles. The very fact that Christoph Waltz, Kate Upton 
and Arnold Schwarzenegger have been drafted in (no doubt for hefty fees) to 
front these campaigns is a sign of the growing confidence and deep pockets of 
major developers such as Machine Zone and Supercell. This reached its zenith 
in the February 2015 Super Bowl halftime ad — reportedly the most watched 
of all time — where Liam Neeson parodied his Taken role to promote Clash 
of Clans. This had been preceded in the first quarter by Kate Upton charging 
across the field of battle on horseback in a Game of War commercial. Back in 

the old days of strategy games, could you 
see there being back-to-back Super Bowl 
ads for Civilization 2 and Command and 
Conquer? No, me neither.

The numbers bear this phenomenon 
out. Clash of Clans (or just Clash, as it’s 
known) was the top grossing mobile game 
of 2015, with an astonishing $1.3 billion in 
revenue. On average, 30,000 people install 
it on their devices every single day in the 
US alone, generating a US-based daily 
income that regularly tops $1 million. And 
it’s not even the top title from its publisher, 
Supercell. That would be Clash Royale, 
a new version of Clash, with a staggering 
138,000 new US installs every day, cashing 
in to the tune of $1.5 million a day in the 
process, and that’s just in the United States. 
Of the US top five grossing iPhone games, 
four are strategy games — Clash Royale, 
Clash of Clans, Mobile Strike and Game 
of War Fire Age. They make a whopping 

MMOs: A strategy for  
world domination

Patrick Gardiner
Patrick Gardiner is a senior account manager at Capita TI, 

overseeing the marketing, gaming and IT sectors. He  
has worked with Capita TI for seven years, and has an 

MA in translating and interpreting from Salford University.
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combined total of just over $4 million 
per day.

These staggering earnings are all 
the more striking when you take into 
account that all of this revenue comes 
from in-app purchases, with the most 
popular MMO games (including all 
four titles mentioned above) being 
free to download. This model of not 
insisting on any initial outlay from the 
consumer has been vital in persuad-
ing people who wouldn’t normally 
spend any hard-earned cash on strat-
egy games to part with their money. 

So how do they work?
In MMO strategy games, players 

generally start with a basic village and 
are given the challenge of transforming 
it into a mighty empire through either 
organically constructing new build-
ings (town halls, barracks, granaries) 
or conquering other player’s empires 

or towns. There’s also usually a coop-
erative element to the game, (hence 
the “Clans” element in Clash of Clans), 
with players banding together to form 
a “Clan” for security and to lord it over 
other players.

Free-to-play MMO strategy games 
usually make their money through 
in-app purchases that aid players in 
building up their empire. This mostly 
takes the form of allowing players to 
complete actions such as building, 
training or harvesting — which could 
normally take hours — instantly, if 
they’re willing to pay for it. We’re 
not talking big money (usually below 
$1 for a single action) but it adds up. 
The games are designed to be fiend-
ishly immersive, and cash-rich MMO 
addicts (known rather unkindly as 
“whales” in the industry lexicon) can 
end up plowing thousands into their 
domains.

Take the example of George Yao. 
In May 2012, Yao announced his 
retirement as the king of Clash of 
Clans after a short spell at the top. 
He’s a mild-mannered IT compli-
ance manager who by night reigned 
supreme in the world of Clash, lead-
ing the elite, invitation-only North 
44 clan. By his own admission he 
spent $3,000 on the game during the 
three months when he was at the 
peak, and would tap away for whole 
weekends at a stretch, fueled by red 
bull and take-out. At one point, to 
avoid being knocked out by attacks 
from other clans, he was managing 
five profiles at once, using iPads sent 
from a wealthy North 44 member in 
the United Arab Emirates. He’d even 
take these five iPads into the shower, 
with waterproof coverings to prevent 
them getting wet. Now that’s an 
addictive game.

http://translatorswithoutborders.org
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How does localization fit in?
So, this is a strong force on the 

gaming scene, with a powerful hold 
on consumers around the world, and 
it’s only getting bigger. And localiza-
tion, of course, has been absolutely 
key to the big MMOs establishing 
and maintaining such an all-pervasive 
global presence. You can’t truly glo-
balize your game if the in-game texts 
are clumsy and hard to understand. 
I’ve personally downloaded a number 
of strategy games and been instantly 
disengaged by unclear instructions, 
which make even the most basic game 
function difficult to perform.

This is where the deep pockets of 
the top developers come in again — 
they spend big on localization and 
localization-based testing, so that 
games like Clash of Clans end up 
with as much (or more) language 
spend as flagship console titles such 
as FIFA and Call of Duty.

The issue of localization gets 
really interesting when you consider 
how important persuasive content 
is to games that earn all their money 
through in-app purchases. When all 
the money a game earns comes from 
objects that players buy within that 
game, convincing, clearly written con-
tent becomes vital. You need to explain 
to the player why the object they’re 
about to buy (whether it’s a wizard 
tower, a castle or a storehouse) will 
make their base impregnable and their 
army invincible.

In some games, the startlingly venal 
Game of War in particular, this need to 
persuade players to part with their cash 
turns the game interface into some-
thing more like a gambling website, 
with banner ads continually flashing 
text like “Super Sunday SUPER SALE 
– Kick Off to VICTORY!” over a link 
to buy gold coins at a discount. Add to 
that the GIF ads with buzzwords like 
“Get Gold Store,” “Special Gift Streak” 
and “Bonus Gifts Gold Meter,” and the 
need for accurate, punchy localization 
becomes obvious. In some games, 

these inducements to spend are the 
essence of the experience.

Another important aspect of 
localization for MMO strategy games 
is forum translation. As we’ve seen, 
quite a subculture has grown up 
around these games, with an empha-
sis on alliances, clans and community. 
One obvious question is how players 
from all the different countries of 
the world communicate with each 
other when bargaining, cooperating 
and fighting. The answer is that the 
lingua franca of the game is English, 
but where players don’t speak it well 
enough, automatic translation has 
taken up the slack. It’s an interest-
ing example of crowdsourcing that, 
although the machine translation 
(MT) is usually done by free online 
translation tools, users are often 
offered incentives (such as in-game 
currency) to correct the spelling or 
grammar of other user’s posts so 
they’re ready for MT, and to correct 
the machine-translated posts of oth-
ers to make them comprehensible.

Obviously, there is an opportunity 
for a single language vendor with a 
well-developed MT offering to come 
in and put their engines at the service 
of the publishers to further facilitate 
communication between players. It’s 
also an attractive opportunity for lan-
guage service providers (LSPs) that 
specialize in gaming to build a base 
of linguists from within the gaming 
community for future projects.

ASO
If localization and advertising have 

been the foundations of the MMO’s 
global takeover, app store optimization 
(ASO) is, on the other hand, something 
they invest little time in. This relatively 
new concept is the science of making 
sure your app tops the list whenever 
a user searches for a certain type of 
app. If you’ve built a racing game that 
appeals to kids, you want anyone who 
types in “racing game kids” to see your 
app first when they search, and get-

ting your ASO right ensures that will 
happen.

Just as search engine optimization 
(SEO) for web content has gone from 
a little-known niche activity to being 
the multimillion dollar precursor 
to any website launch or marketing 
campaign, its younger cousin ASO has 
evolved quickly to become essential 
to first-time app launchers. After 
all, there are over 1.5 million apps in 
the Apple App Store, so standing out 
from the herd can be a tough ask. 
Although a lot of apps are found by 
users through recommendations, links 
sent to them by promotions and so 
on, 53% of apps are still found by app 
store browsing, making it well worth a 
developer’s while to ensure their ASO 
is up to speed.

There are three aspects to ASO, some 
of which developers can control directly, 
and some they can only influence:

Keywords: This is the most 
important aspect of ASO. Just like 
web search engines, app search 
engines primarily use keywords as a 
shortcut to understand what an app 
contains and to whom it will appeal. 
In most app stores, you usually have 
100 characters to provide a list of 
keywords that will attract potential 
users, and as with SEO, this will need 
to be carefully researched to see what 
people looking for your type of app 
are searching for. You’ll also need to 
make sure your app name is a snappy 
description of what it does for the 
user, and that your description is well 
written — any poorly written content 
will put off the algorithms and send 
you sliding down the rankings.

Visuals: App stores also take into 
account what visuals the developer 
has chosen to showcase the app, 
and what captions they have used. 
As with keywords, the visuals are a 
chance to tell the story of your app 
in a confined space, telling potential 
users what they can expect.

Off-site factors: These are trickier, 
and the developer has minimal control 
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over them. They include how many 
times the app has been downloaded 
(the more downloads you have already, 
the higher up the rankings you go) and 
what user ratings you have picked up.

As with the in-game texts, localiza-
tion is a key aspect of making ASO a 
success. Choosing the right keyword 
for the right country is absolutely vital 
— people might search for “strategy” 
games in the United Kingdom, but 
“tactics” games in France, for example. 
One astonishing statistic to hit any 
potential buyer with is that local-
izing your app keywords is proven to 
increase downloads by 767%. Making 
sure the short and long descriptions 
are well translated (or transcreated) 
is equally fundamental — this is the 
content that grabs and holds the cus-
tomer, convincing them that this is the 
app for them, and it needs to be short, 

snappy and full (but not too full) of 
keywords. 

The irony here is that the big MMO 
strategy games that are dominating the 
download charts are relatively out of 
sight to the casual app store browser. 
Type in “War Game” on the Apple App 
Store, and Game of War is the sixth app 
that comes up — a poor result for such 
a frequently downloaded game. Type 
in “MMO strategy” and the top four 
games I mentioned earlier are nowhere 
to be seen. So why are they spending 
so little on ASO, when it’s considered 
so vital by so many developers? 

The simple answer is they don’t 
need to. People don’t browse for Clash 
or Mobile Strike. They just type in the 
game’s name or click on a Facebook ad 
and hey, presto, they’re at the down-
load button. These developers invest 
in big-name advertising with recog-

nized celebs exactly so they don’t have 
to be searched for in the app store.

ASO is seen as vital to the launch of 
an app and integral to its early stages, 
especially if the developer doesn’t have 
a huge budget for advertising. How-
ever, once a game is established in the 
consciousness of the app-buying pub-
lic, the importance of ASO falls off, as 
the game’s going to be found anyway, 
regardless of what keywords it uses.

The mobile gaming market, there-
fore, might seem to be dominated by 
the big players with the flashy ads, 
leaving just crumbs for the smaller 
developers. It’s slightly more complex 
than that, though — there’s always 
room for an ambitious smaller pub-
lisher to use the right tools to carve out 
a niche, if they’re spot-on with their 
branding, their ASO, and of course 
their localization.  [M]
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Chloe Swain is a social media and community strategist at Lionbridge. She specializes in developing 
international community programs for Lionbridge Game Services as well as various entertainment 
and software clients.

When you boil it all down to essentials, com-
munity is about communication. The reason that 
teams of people exist to take care of your online 
presence is so that the customers who use your 
product (and the potential customers you’d like 
to gain) are given the chance to hear and be heard. 

In order to feel that connection to your brand, there 
must be give and take. But what happens when your com-
munity speaks and isn’t heard? Do you simply assume that 
since the voice isn’t in English that you can’t hear it? What 
happens when you speak to your community, but they 
don’t understand you? Do you shout louder in your own 
language? If this is your strategy, you are not only doing 
a disservice to non-English-speaking members of your 
community, but you are also grossly underestimating the 
potential of your international community to grow and 
affect revenue.

Community teams are the people in charge of moderat-
ing conversations and engaging with customers in online 
forums and social media settings. They go about this in 
several ways. There is public engagement, whereby a pub-
lic conversation takes place via public posts in the form of 
topics and comments, and there is also private messaging, 
which goes on via direct messages within social media and 
forums. Duties fall into three main categories. The first 
category is moderation, which is making sure that text or 
visual content isn’t offensive. This includes reporting and 
actioning inappropriate content that has been reported by 
users. The second category is engagement, which is about 
encouraging and facilitating an active, lively discussion. 
This is done by engaging individual users in discussion, 
praising and calling out top users and acting as officially 
sanctioned thought leaders and subject matter experts. The 
third category is information exchange. This is about useful 
information going out from the company to your users and 
about information coming back in from the community 

A new model for 
moderator-translator teams

Chloe Swain
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that will help improve the product 
and/or experience. 

Traditional community  
team structure

A traditional community team is 
made up of several members with 
distinct yet collaborative duties. The 
community director sits at the helm 
and is responsible for the overall pro-
gram health. The person in this role 
sets strategy and makes sure the bud-
get is adhered to. Directors also create 
benchmarks to measure achievement 
by setting key performance indicators 
(KPIs) and service level agreements 
(SLAs), as well as monitoring adher-
ence to those benchmarks. They are 
also heavily involved in the creation 
of the editorial calendar, which is a 
plan containing content to be pub-
lished via community channels. 

Next we have the community 
managers. Community managers are 
generally designated by product type. 
Each community manager should 
have input into the creation of the 
editorial calendar, acting as a repre-
sentative of their portion of the com-

munity. They’re also responsible for 
executing the editorial calendar. That 
is, ensuring that all the content is 
published according to plan. Another 
major role of the community man-
ager is to manage the community 
coordinator and the moderators. 
This means day-to-day awareness 
of the quality of their work, accom-
modating schedule requests and 
helping to work out any payment/
human resources issues. Finally, the 
community managers are responsible 
for meeting the KPIs and SLAs set by 
the director. They need to make sure 
that goals are being met and, if not, 
actively work on meeting them.

The community coordinator role is 
very closely associated with that of a 
community manager. They assist with 
content creation, executing web con-
tent as well as planning and executing 
community events. They have an addi-
tional focus on reporting direct input 
from the community. The community 
coordinator role focuses on monitor-
ing, listening and engaging player 
communities and escalating issues to 
your development team, as necessary. 

And last but not least, we come to 
the moderators. Moderators are on 
the front lines when it comes to com-
munication with your community. 
These are the folks who, one by one, 
deal with interactions with everyone 
out there on your official channels 
talking about your product (or talking 
about anything else for that matter). 
The moderators’ main duties are to 
keep all the online forums and social 
media channels safe and the discus-
sions constructive. They also report 
on external community activity such 
as private fan groups, subject-related 
interest groups and even in some 
cases real-life meetup groups and live 
industry events. These people are in 
the trenches and are often the first to 
escalate issues and report on major 
trends going on in the community.

In this type of standard com-
munity team structure, translations 
are taken care of through a standard 
localization process. In very simpli-
fied terms, this means handoffs to an 
external localization team, clarifica-
tion between the community team 
and that external team, and then 
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delivery in time for the content to 
be published. If we lived in a world 
where editorial calendars were final-
ized months in advance and nothing 
unexpected ever happened on social 
media then this would work perfectly. 
But the reality is that, especially as 
the product becomes more and more 
successful and particular foreign mar-
kets begin to really take off, reaction 
time needs to be much quicker and 
the process much more agile.

You’ve made a commitment to 
serve your community — your entire 
community. This means that as your 
community grows to include more and 
more people for whom English isn’t 
their first language, the need for quick 
turnaround translation comes up more 
often. As companies grow and become 
more successful, products and ser-
vices are released into new territories 
and official community channels are 
founded. The expectation remains the 
same for the user as it always should 
be. They expect that they deserve, 
individually, your thoughtful and 
quick attention. But as those individual 
community members start to spread 
further and further around the globe, 
the harder it becomes to handle the 
necessary communication required to 
meet those expectations.

These needs come in many forms. 
There are press releases put together 
by your marketing department and 

finished just in the nick of time — just 
in the nick of time in English, that is. 
So when the community team gets 
the press release dropped in their 
lap, a mad scramble begins to get it 
translated for the major foreign lan-
guage markets being served. Also, as 
website and server traffic increases, 
things get overloaded. Quick response 
to downtime and errors is essential 
to keeping your community happy 
and keeping your retention numbers 
high. Depending on your industry, 
there may be live events associated 
with your product or services and as 
your community expands, so will the 
location of the events. Appropriate 
live social coverage requires people 
to actually be awake as well as that 
they be fluent in both English and the 
local language of the event. Another 
unfortunate reality is that natural 
and man-made tragedies occur at a 
frequent enough rate that not having 
people on hand to react in a timely 
and appropriate manner can be per-
ceived as, at best, insensitive. At worst 
that delayed reaction can come across 
as intentional and extremely offensive.

The new moderator-
translator model

Thus evolves the need for com-
munity team members who can cover 
more than English channels. Even 
adding moderators to cover specific 

regional markets, while helpful, isn’t 
meeting the full needs of your growing 
community. By staffing globally-based, 
bilingual moderator-translators with 
solid translation skills, you are meet-
ing your three main needs: coverage 
of English community channels, cov-
erage of additional language commu-
nity channels and quick turnaround 
translations. These moderator-trans-
lator teams provide triple duty in one 
person. This new model means having 
on-call translation services available 
for community content, provided by 
a staff of people who are adding value 
regardless of whether or not they have 
a call to pick up for translation. If no 
translation needs arise, then those 
team members are still hard at work 
moderating English channels as well 
as channels in their additional lan-
guage of expertise. If the translation 
request comes in during a shift, then 
there is a team of community subject 
matter experts ready to pick up that 
request. This eliminates the extra 
administrative layer of the traditional 
localization process, which requires 
going outside your community team. 

Because moderator-translator 
teams are a new development, find-
ing the right people involves creative 
thinking in your recruiting. Most of the 
people who have the skills and aptitude 
necessary to do this job have not yet 
performed the role. Nor would they 
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necessarily be looking for a job called 
“moderator-translator.” In order to find 
the right people there are two main 
groups to approach — professional 
translators and bilingual moderators. 

When it comes to professional 
translators, you will be looking for 
people with middle-range experience. 
This is partly because the pay range 
for this type of position is lower than 
a very experienced translator would 
be used to commanding. The level 
of translation experience necessary 
for this position tends to be lower 
because the material being translated 
is for consumption primarily via social 
media. The texts are shorter and 
require less technical jargon. The style 
is casual. Most important when hiring 
someone who has worked primarily as 
a translator is assessing whether they 
actually care about the product this 
community is built around, are social-
media savvy, and, very importantly, 
can thrive in this very social work envi-
ronment. Working from home doesn’t 
mean being “alone” when you work 
on a community team. In community 
there is a high level of collaboration 
and teamwork that isn’t necessary for 
the typical lone wolf translator. This 
might be very appealing to a translator 
who is craving more human contact!

When it comes to bilingual mod-
erators, you will be looking for people 
who are able to write well! Commu-
nity work in other contexts is more 
about quick responses; grammar is 
often an afterthought. But when the 
responsibility involves translating 
a press release or frequently asked 
questions for the forums, it must be 
clearly written and not riddled with 
mistakes. It’s important to perform a 
translation test for anyone applying 
for this position, but most especially 
for those applicants coming from a 
community background.

How it works
The entire moderator-translator 

model is founded on the assump-

tion that teams change and grow, 
team members come and go, but 
any knowledge gained by your team 
should be collected and accessible at 
all times. Any time a new member 
joins the team, they should have the 
benefit of all prior work that’s been 
done. At the same time, any work 
performed by a moderator should be 
shared across the current team. By 
using tools that show communica-
tion history, ensure version control, 
and build and organize translation 
memories, you will be setting your-
self up to achieve this. 

In this agile model, communica-
tion must be swift and clear, which 
is why using a tool such as Slack to 
relay information is essential. On a 
team of ten-plus moderators, three 
community managers and one or 
two coordinators, it’s impossible to 
work within the construct of email 
communication alone. Moderation 
dashboard tools such as Hootsuite 
are also essential. When team 
members are managing multiple 
channels with multiple logins (and 
ever-changing security features in 
channels such as Facebook and Twit-
ter) having a single login dashboard 
to perform duties is necessary. Also, 
using a computer-aided translation 
(CAT) tool, not to mention staffing 
your team with people acquainted 
with how to optimize the use of those 
tools, will help to ensure ongoing 
translation consistency across team 
members.

The team is scheduled to work 
specific shifts. 24/7 coverage of all 
your social channels is of course ideal. 
However, budgets don’t always allow 
for this, so decisions must be made 
about which hours are to be priori-
tized based on channel traffic and top 
markets. The very nature of a flex-
ible team spread across time-zones 
lends itself to a global, home-based 
workforce and for that reason when 
a moderator-translator “shows up for 
duty,” the showing up is done online 

in the chosen team communication 
tool. At that time the moderator has 
instant messaging conversations with 
others on the team in order to find 
out the current state of the commu-
nity. They read the shift report from 
the previous moderator, log in to all 
the appropriate tools and get to work. 
A complete shift might go by where 
no translation requests come in, but 
if one does, the moderation duties 
are dropped and priority is shifted 
to completing and publishing the 
translation.

A major challenge for any team 
working in this kind of agile envi-
ronment is that bits of information 
can get lost or reside solely in one 
person’s head and not be spread 
out among the entire team. The key 
component of the successful mod-
erator-translator team is integrating 
the use of a CAT tool to execute the 
translation work. Terminology glos-
saries are passed along to commu-
nity teams from localization teams 
but version control and file storage 
quickly becomes an issue. Having 
the moderator-translator team use 
a cloud-based CAT tool to perform 
the work has several advantages. 
First, the aforementioned organiza-
tion and storage of known glossaries 
is absolutely key. Tracking down the 
jumble of Excel spreadsheets con-
taining terms can be a bear.

The new and evolving moderator-
translator team is a welcome develop-
ment for those of us who have spent 
years running community teams. 
While there’s still a place for the stan-
dard localization process, that place is 
not in community. From its inception, 
the internet pushed us further away 
from a “Speak English or else” mental-
ity and forced us to recognize that in 
order to serve our customers we need 
to speak their language. Now we know 
that not only do we need to speak their 
language but we need to speak it now 
— not tomorrow, when what we are 
saying is already yesterday’s news.  [M]
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C onsider the scenario where a professional translator 
reports being scammed by a client. Known contact information 
on the client turns out to be false. Money is hopelessly lost.

In a second scenario, a translation company owner com-
plains that a translator just recruited for a critical job failed to 
deliver, and as a result the agency lost a good client.

In a third scenario, a dispute between a translator and an 
agency arises after a project is delivered, when it is discovered 
that the payment method used by the agency is not available in 
the translator's country of residence.
What do these situations have in common? One or more parties experi-

enced losses and other inconveniences because the circumstances were dif-
ferent than expected, and the problems could have been prevented simply 
by asking a couple of questions at the right time.

Welcome to risk management, the professional way of dealing with the 
uncertainties of the future!

Risk and risk management
Both in our ordinary lives and in our professional activities we make 

decisions based on assumptions (statements taken for granted) and predic-

tions (statements about what will happen 
in the future). The filling of these cognitive 
gaps is done based on past experience, 
benchmarking, advice from others or the 
acceptance of other people’s statements.

In practice, many of these variables will 
not behave in line with our expectations. 
This can happen because randomness 
played against us, or we were deceived 
by our own wishes or by third parties, or 
maybe because we failed to consider pos-
sible deviations from the status quo, or 
we were simply wrong.

In a nutshell, our decisions involve a 
degree of uncertainty and, as the complex-
ity of our processes and the number of 
decisions multiply, so do the possible nega-
tive impacts of uncertain events or condi-
tions on our objectives, also known as risk.

Risks are characterized by their prob-
ability of occurrence and the possible 
impact of their consequences. Risks are 
always conditional and in the future. 

An approach to risk management 
in the language industry
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Once a negative condition occurs, it is no longer a risk but 
an issue.

Risk management is the process of handling these 
uncertainties in order to reduce their probability and/or 
impact, and it defines the difference between reactive fire-
fighting and proactively managing projects and processes.

Risk management should be undertaken by all organiza-
tions, including the one-person companies otherwise known 
as freelancers. It requires commitment from the organiza-
tion's management, and a systematic approach must be 
pursued to develop consistent policies and practices. 

We will present the widely accepted generic frameworks 
provided by the Project Management Institute (PMI) and 
the ISO 31000 standard, followed by a discussion on their 
application in the language industry (and the organiza-
tions working in this ecosystem).

The Project Management Institute's approach
The PMI is, in its own words, “the world’s largest not-for-

profit membership association for the project management 
profession, with more than 700,000 members, credential 
holders and volunteers in nearly every country in the world.” 

PMI's Project Management Body of Knowledge 
(PMBOK) is widely recognized in the project manage-
ment profession. It provides guidelines, best practices 
and a comprehensive methodology based on five process 
groups: initiating; planning; executing; monitoring and 
controlling; and closing. 

These processes are further grouped into ten separate 
knowledge areas, defined as a set of concepts, terms and 
activities that make up a professional field, project man-
agement field or area of specialization. 

Since project risk management is one of these ten areas, 
any implementation based on the PMBOK Guide should 
take into account the whole picture, although that greatly 
exceeds the scope of this note. 

The PMI identifies the six high-level risk management 
processes presented in Figure 1, where the first five items 
belong to the planning group and the last one is a moni-
toring and controlling process.

Note that the processes are represented as a flow, from 
first to last, due to the fact that projects always have a 
beginning and an end. The more generic ISO 31000, in 
contrast, has a “closed loop” topology typically associated 
with processes.

Plan risk management. This is the process of defining 
how to conduct risk management activities for a project, 
including methodology, roles, criteria for prioritizing risks 
and communication policies. Its output is a project risk 
management plan. This process ensures that risk manage-
ment efforts are commensurable with both the risks and 
the importance of the project to the organization.

Identify risks. Determine which risks may affect the 
project and document their characteristics, thus providing 
the knowledge and the ability to anticipate events. This is an 
iterative process, as the risk information may evolve during 
the project. Its main output is the initial entry into the risk 
register, a document that will also receive the results of risk 
analysis and risk response planning.

Qualitative risk analysis. Prioritize risks for further analy-
sis or action by assessing and combining their probability of 
occurrence and impact, usually in a matrix as the one pre-
sented in Figure 2. This helps identify the risks that should be 
actively managed, and it is usually a quick and cost-effective 
means for the planning of risk responses.

Quantitative risk analysis. Numerically analyze the 
effect of identified risks on overall project objectives. 
Tools may include sensitivity analysis, expected monetary 
value (EMV) analysis, modeling and simulation. It may 
not be cost- or time-effective in small projects, where the 
qualitative analysis may be enough.

Plan risk responses. Develop options and actions to 
enhance opportunities and to reduce threats to project 
objectives. The PMBOK Guide identifies four strategies 
for responding to threats:

•• Avoid: to eliminate the threat or protect the project 
from its impact usually by modifying the project plan to 
eliminate the threat entirely, isolating the objectives from the 
risk impact or changing the compromised objectives. 

•• Transfer: to shift the impact of a threat to a third party, 
together with ownership of the response. Classic examples 
are insurance and outsourcing.

Figure 1: PMBOK risk management processes.
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•• Mitigate: to reduce the prob-
ability of occurrence or impact of the 
risk, for example by adopting simpler 
processes, conducting more tests or 
by choosing more reliable suppliers. 

•• Accept: to acknowledge the risk 
without taking any action unless it 
occurs. It can involve the establishment 
of a contingency reserve (time, money 
or resources) to handle the risk.

Control risks. Implement risk 
response plans, track identified risks 
and identify new ones, monitor 
residual risks and evaluate risk pro-
cess effectiveness. 

The ISO 31000 approach
The standard ISO 31000:2009 “Risk 

management — Principles and guide-
lines” was issued by the International 
Organization for Standardization (ISO) 
with the purpose of providing “the 
principles and guidelines for managing 
any form of risk in a systematic, trans-
parent and credible manner and within 
any scope and context.” It is, therefore, 
not specific to any industry or sector. 

This standard describes risk as the 
effect of uncertainty on objectives. 
Uncertainty is defined as a deficiency 
of information, understanding or 
knowledge of an event, its conse-
quence, or likelihood.

Risk management includes the 
coordinated activities to direct and 
control an organization with regard to 
risk. It is based on a risk management 

framework, the purpose of which is 
to integrate the process for managing 
risk into the organization's overall 
governance, strategy and planning, 
management, reporting processes, 
policies, values and culture.

The standard describes the rela-
tionship among: a set of principles 
that need to be satisfied to make risk 
management effective; the project 
management framework; and the risk 
management processes displayed in 
Figure 3 and defined below.

Communication and consultation 
with external and internal stakehold-
ers should take place during all stages 
of risk management. They should 
address the risks, their causes and 
consequences, and the measures 
taken to treat them. Stakeholders 
make judgements based on their per-
ceptions of risk.

Establishing the context enables the 
organization to articulate its objectives, 
risk management parameters and the 
scope and risk criteria for the remain-
ing process. This is similar to the PMI's 
plan risk management process.

Risk assessment is the overall 
process of risk identification, risk 
analysis and risk evaluation. Each one 
of these processes is described below:

Risk identification is very similar 
to the PMI's identify risks process 
described above.

Risk analysis involves developing 
an understanding of the risk in order 
to provide an input to risk evaluation. 
It is similar to the PMI's qualitative 
and quantitative analysis processes. 

Risk evaluation aims to assist in 
making decisions based on the out-
comes of risk analysis, defining which 
risks need treatment and the prioriti-
zation of treatment implementation. 

Risk treatment involves selecting 
one or more options for modifying 
risks and implementing those options. 
It is similar to PMI's plan risk responses 
process. 

Monitoring and review is similar to 
PMI's control risk process.

Risk management in  
the language industry

Both the PMI and the ISO 31000 
provide generic, high level frame-
works that should be adapted to the 
realities of each organization. This 
is usually done by project managers 
and, in some organizations, by a proj-
ect management office (PMO).

Several factors conspire against 
the organization-level implementa-
tion in the language industry, start-
ing with the small average size of 
the actors (many small companies 
and even more freelancers). Smaller 
organizations have fewer resources 
to dedicate toward the professional 
management of risks.

A second factor is the role of the 
project manager. While in other indus-
tries project managers are trained and 
empowered to plan and manage areas 
such as scope, scheduling, cost, risk 
and stakeholders, project managers in 
the language industry have little time 
for planning, and spend a significant 
part of their time in activities such 
as finding (and tracking) vendors, 
reviewing, desktop publishing and 
putting out proverbial fires. More-
over, the flat structure of most small 
organizations provides little in terms 
of career path, with the corresponding 
impact on staff rotation and the asso-
ciated loss of learned skills.

A third obstacle is the relative 
small size and short duration of the 
average language-related project, 
leaving fewer resources and less time 
to dedicate to planning in general 
and to risk management in particular. 
Short projects also mean less time to 
recover from problems.

All these factors become extreme 
in the case of the freelancer, who must 
include risk management among the 
many activities performed by his or 
her one-person company.

On the bright side, the projects 
performed tend to be similar, thus 
enabling the use of risk management 

Probability

Impact

High

Medium

Low

Low Medium High

Figure 2: Probability and impact matrix.
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templates that can be improved with 
experience and briefly reviewed for 
validation at the beginning of each 
project. This reuse means a lighter 
impact on each project.

Another factor to be explored is 
cooperation. You don't need to go it 
alone, as attested by the exchange of 
information and advice found at www.
proz.com and other similar sites. Fraud 
prevention and credit-risk manage-
ment are two hot areas, but a lot 
more should be done by professional 
associations and language-related 
communities. 

A simple six-step program
The following approach to risk man-

agement should be solid and simple 
enough for a freelancer to implement, 
yet comprehensive enough to benefit 
a small language service organization.

1 Understand and communicate 
risk management. Make it part of 
your processes and thoughts. Train 
your people to become proactive risk 
managers. Don't do it alone: share 
and ask, teach and learn from oth-
ers. Share vertically with clients and 
service providers. Give that “stitch in 
time." Get (and remain) ready. 

2 Identify your risks. List 
your critical activities in two broad 
categories: projects (work with a 
beginning and an end) and processes 
(everyday work). For each activity 
create a list of risks that could affect 
it. Be creative and inclusive at this 
stage. Ask others. 

3 Qualify each of your identified 
risks by assessing their probability 
and impact, to help you select the 
risks that will be managed and those 
that will be recorded and accepted. 

4 Create a risk response plan by 
defining and recording a response 
for each of the risks you decided to 
manage. This can include additional 
checks, the setting of contingency 
reserves of time, money or resources, 
modified procedures and so on.

5 Control your risks. Include risk 
control in every aspect of your profes-
sional activities. Modify procedures to 
avoid risk; for instance, by getting veri-
fied contact information to prevent the 
risk of being scammed, or by getting an 
automated backup system to prevent 
the loss of project data. Include check-
lists in your projects to include, for 
example, a list of issues to be considered 
at the time of defining their scope.

6 Learn and apply lessons. Consider 
all of the above as a work in progress. 
Each error or problem found should 
be considered a lesson learned, and 
should be documented in such a way 
that benefits the whole organization. 

Figure 3: ISO 31000 risk processes.

http://www.proz.com
http://www.proz.com
http://www.vistatec.com
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Business

68 June 2016             

Encourage your people to suggest new 
ways to resolve issues that arise, and 
move back to step 1 to make your risk 
management get even better.

Some practical examples
A few concrete cases are included 

here as examples of risks to be found, 
as well as their possible remedies. Non-
linguistic examples have been selected, 
as experience shows that people in the 
language industry tend to overempha-
size the linguistic aspects of life.

Area: Commercial/marketing
Risk: A new client request comes 

from a scammer.
Remedy: Scams are a typical case 

for avoidance. Check the fraud-pre-
vention information available at www.
proz.com for comprehensive coverage, 
but in a nutshell you should possess a 
general knowledge on how scammers 
work, always request verifiable contact 
information from any possible client 
or provider, and take steps to verify 
those details yourself. 

Area: Commercial/marketing
Risk: A key client goes bankrupt, 

damaging your business.

Remedy: To reduce the probability, 
keep an eye on signs of impending prob-
lems within the customer (comments 
from the client, news, social media 
comments) or lack of client satisfaction 
(client wants some service you do not 
provide, comments about your service, 
quality or prices). To reduce the impact, 
no single client should represent more 
than 25% of your work.

Area: Commercial/marketing
Risk: “Feast or famine” market 

fluctuations can severely affect normal 
operation. 

Remedy: Keep money reserves or a 
line of credit for dry periods. Develop 
a network of trusted providers to 
outsource extraordinary peaks of 
demand. Consider collaborating with 
colleagues (if you can turn a competi-
tor into an ally, they may also share 
their own overflows with you).

Area: Infrastructure/technology
Risk: Catastrophic infrastructure 

failure affecting work and deliveries.
Remedy: Create redundancy in your 

infrastructure. Contact an additional 
internet provider. Keep an active 
policy of information backups. Define 

contingency procedures in advance 
and train your people to follow them.

Area: Infrastructure/technology
Risk: Hostile hacker steals con-

fidential information belonging to 
your organization or your clients.

Remedy: Hire a consultant to devise 
the technological and procedural tools 
needed to ensure information security. 
Train your staff in the corresponding 
procedures and monitor them.

Area: Project management
Risk: Some critical requirement 

from the client was not recorded 
in the scope definition of a project, 
resulting in low customer satisfac-
tion, rework and negative impact on 
the time and cost objectives. 

Remedy: Scope management is your 
responsibility. Even if the client failed 
to communicate a project parameter, 
you (the language service professional) 
should have asked about it. Develop a 
checklist with the elements to consider 
in all projects (tool requirements, CAT 
tool analysis, input and output formats, 
language register, expected audience, 
requirements for partial deliveries, 
cultural considerations and so on).

Area: Project management
Risk: Provider fails to deliver. 
Remedy: Rely on trusted translators. 

Keep a strong vendor management 
policy. Maintain good communication 
channels with them in order to detect 
problems as soon as possible. Provide 
and request feedback. Have backup 
providers to activate them if the desig-
nated one drops from the project.

Takeaways
Risk management can be used to 

proactively manage the uncertain 
nature of life and work, and it should 
be part of the toolbox of any organiza-
tion. Consider the simple approach 
suggested here, or create and deliver 
your own. Risk awareness and prepa-
ration, sensible processes and a focus 
on learning lessons from errors and 
problems should be part of any defini-
tion of professionalism.  [M]
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European Language 
Industry Association
The European Language Industry Association 
(Elia) is a nonprofit, pan-European forum 
of translation, localization and interpreting 
companies. With a clear mission to promote and 
facilitate business development, professional 
standards and the language industry as a whole, 
Elia creates events and initiatives to support 
members from throughout Europe and beyond. 
Elia is a community of peers with an atmosphere 
that fosters open exchange and discussion. Share 
the enthusiasm! Be part of the Elia family and 
grow together.
Elia, Doncaster, United Kingdom 
+39 345 8307084
Email: info@elia-association.org 
Web: www.elia-association.org

          

 
Globalization and 
Localization Association 
The Globalization and Localization Association 
is a fully representative, nonprofit, international 
industry association for the translation, inter-
nationalization, localization and globalization 
industry. The association gives members a com-
mon forum to discuss issues, create innovative 
solutions, promote the industry and offer clients 
unique, collaborative value.
Globalization and Localization Association 
Seattle, WA  USA
206-494-4686
Email: info@gala-global.org
Web: www.gala-global.org

          

AutomAted trAnslAtion

 

SYSTRAN Software, Inc.
For more than four decades, SYSTRAN has been 
the market leader in language/translation products 
and solutions, covering all types of platforms from 
desktop to internet to enterprise servers. To help 
organizations enhance multilingual communica-
tion and increase productivity, SYSTRAN delivers 
real-time language solutions for internal collabora-
tion, search, eDiscovery, content management, on-
line customer support and eCommerce along with 
automatic speech recognition and optical charac-
ter recognition. SYSTRAN is the leading choice of 
global companies, defense and security organiza-
tions, and language service providers. SYSTRAN 
is the official translation solutions provider for the 
S-Translator, a default-embedded app on the Sam-
sung Galaxy S and Note series.
Languages: 130+ language combinations 
SYSTRAN Software, Inc., San Diego, CA USA
+1 858 457 1900
Email: craig.stern@systrangroup.com 
Web: www.systrangroup.com
Ad on page 41
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LocWorld 
LocWorld conferences are dedicated to the lang-
uage and localization industries. Our constituents 
are the people responsible for communicating 
across the boundaries of language and culture in 
the global marketplace.  International product and 
marketing managers participate in LocWorld from 
all sectors and all geographies to meet language ser-
vice and technology providers and to network with 
their peers. Hands-on practitioners come to share 

their knowledge and experience and to learn from 
others. See our website for details on upcoming and 
past conferences. 
Localization World, Ltd. Sandpoint, ID USA 
208-263-8178 
Email: info@locworld.com
Web:http:// locworld.com  
Ad on page 3

    

consulting services

 
LocalizationGuy, LLC
LocalizationGuy, LLC, is a consultancy serving 
buyers and providers of language services. We 
help companies that buy language services to 
identify and deploy optimal localization solutions 
to fit their needs. We offer 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 
providers formulate business goals, develop and 
implement sound business strategies and launch 
strategic marketing efforts. LocalizationGuy is 
led by a 20-year localization industry veteran 
and former chairman of the Globalization and 
Localization Association. 
LocalizationGuy, LLC Minneapolis, MN USA 
612-986-3108
Email: info@localizationguy.com 
Web: www.localizationguy.com
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Experts in Translation Automation
Spartan Software is a unique provider of consulting 
and development services for the translation and 
localization industry. Founded by industry veterans 
and employing a diverse team of consultants and 
software developers, we work with enterprises 
and language service providers to design solutions 
for content and quality management, project 
management and linguistic processing. In addition 
to original software, we also offer comprehensive 
support for all major translation management 
systems, including support for deployment, 
migration, customization and integration with 
all major content management systems. Spartan 
Software is also a proud contributor to the Okapi 
Framework and other open source projects. 
Spartan Software San Francisco, CA USA  
1-415-577-0621
Email: info@spartansoftwareinc.com 
Web: www.spartansoftwareinc.com
Ad on page 17

          

desktop publishing 

  
Global DTP
Global DTP s.r.o., based in the Czech Republic, of-
fers professional multilingual desktop publishing 
and media engineering solutions to the localiza-
tion industry. Over the past twelve years, Global 
DTP has become one of the leading DTP com-
panies. We have been delivering high-quality and 
cost-effective services for at least eight of the top 
20 LSPs and many other companies/agencies. Due 
to our extensive experience in localization and 
knowledge of the prepress, media and publishing 
industries, our team of 20 in-house professionals 
handles more than 1,000 projects every year. Our 
core services are multilingual desktop publishing, 
multimedia engineering and testing.
Global DTP s.r.o. Brno, Czech Republi 
+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 soft-
ware platform for all corporate language resources 
and translation processes. Within a very short time, 
the use of Across can increase the translation quality 
and transparency, while reducing the workload and 
process costs. The Across translation management 
software includes a translation memory, a terminol-
ogy 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 integration of third-
party solutions like CMS, ERP or others. Customers 
include Allianz Versicherungs AG, HypoVereins-
bank, SMA Solar Technology, ThyssenKrupp and 
hundreds of other leading companies. 
Languages: All
Across Systems GmbH Karlsbad, Germany 
49-7248-925-425, Email: info@across.net 
Across Systems Inc. Glendale, CA USA, 877-922-7677
Email: americas@across.net, Web: www.across.net 
Ad on page 40

   

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 ser-
vices company in the world with 46 offices in 31 
countries. Its advanced technology developments 
have propelled STAR to its current market position. 
Core services: information management, transla-
tion, localization, publishing, on-demand printing 
and consulting. Core technologies: Transit (transla-
tion memory), TermStar/WebTerm (terminology 
management), GRIPS (product information man-
agement), MindReader (context-sensitive author-
ing assistance), STAR CLM (corporate language 
management), STAR CPM (corporate process 
management), i-KNOW (competence manage-
ment) and SPIDER (Interactive Electronic Techni-
cal 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 18

locAlizAtion services

 
ADAPT Localization Services 
ADAPT Localization Services offers the full range 
of services that enable clients to be successful 
in international markets, from documentation 
design through translation, linguistic and technical 
localization services, prepress and publication 
management. Serving both Fortune 500 and small 
companies, ADAPT has gained a reputation for 
quality, reliability, technological competence 
and a commitment to customer service. 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 44
    

Alliance Localization China (ALC)
ALC offers document, website and software 
translation and localization, desktop publishing 
and interpreter services. 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, 
FrameMaker, 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 method-
ologies. 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 (ALC) Beijing, China 
86-10-8368-2169      
Email: contact@allocalization.com 
Web: www.allocalization.com 

 
Find us  
on Twitter
 @MLConnect
 @multilinualmag
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Total Solutions for Your Business
E4NET is a total localization solutions provider, 
specialized in Asian localization covering all 
major Asian languages (including Korean, Japa-
nese, Simplified/Traditional Chinese, Thai and 
Vietnamese) as well as all other regional tier 3 
languages.  We have 20+ years of extensive and 
successful localization production experience 
with many major projects for customers such as 
Google, Facebook, Microsoft, Oracle, Hewlett-
Packard, LG Electronics, Panasonic, IKEA and 
more.  E4NET specializes in the fields of IT, but 
our service also covers other industries such as 
medical/health care, travel, fashion, games, finan-
cial, governmental and automotive.  We continu-
ously develop and apply innovative leading-edge 
technology such as MT throughout our produc-
tion process, and also provide associated services 
to maximize production/service efficiency. 
Languages: 60+
E4NET Co., Ltd. Seoul, South Korea, 82-2-3465-8500
Email: l10n@e4net.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. 
Originally known as a supplier to suppliers, ECI has 
quickly become one of the fastest growing language 
service providers in the marketplace. Today, EC In-
novations has grown into 14 strategically located 
global offices with 300+ full-time employees of-
fering full localization support into 60+ languages. 
EC Innovations continues to build upon its reputa-
tion as a customer-centric organization focused on 
high-quality standards, technological 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
Ad on page 49

         

  

EuroGreek Translations Limited
Established in 1986, EuroGreek Translations Lim-
ited is Europe’s number one Greek localizer, spe-
cializing in technical and medical translations from 
English into Greek and Greek into English. Euro-
Greek’s aim is to provide high-quality, turnkey solu-
tions, encompassing 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 areas, including German 
and French into Greek localization services. All of  

EuroGreek’s work is produced in-house by a team 
of 25 highly qualified specialists and is fully guaran-
teed for quality and on-time delivery. 
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 47

      

GlobalWay Co., Ltd.
GlobalWay, the leading game localization company 
in Korea, has been offering a wide range of localiza-
tion services, including translation, voiceover, build 
testing, subtitling, DTP, LQA and high-quality game 
localization services with its dedicated game team 
for over 10 years. Pursuing a rapidly evolving game 
market, GlobalWay is continuing its efforts to pro-
vide more streamlined and specialized services. We 
offer customized processes ideal not only for tradi-
tional online and console games but also for inno-
vative browser and smartphone games. GlobalWay 
and its partners worldwide are ready to support 
your growing business and localization projects. 
Please contact us for more information.
Languages: Asian and European
GlobalWay Co., Ltd. Seoul, South Korea 
+82-2-3453-4924
Email: sales@globalway.co.kr
Web: www.globalway.co.kr 

 

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 dedicated teams for web content, software 
localization and translation of technical, business, 
automotive, biomedical and marketing documents. 
Our software development engineers and translation 
teams provide high-quality and on-time production 
solutions that are cost-efficient, flexible and scalable. 
Languages: Spanish (all variants), Portuguese (all vari-
ants), Catalan, Basque, Galician, Valencian, K’iche’, Que-
chua,  Aymara, Guarani 
iDISC Information Technologies Barcelona, Spain 
34-93-778-73-00
Email: info@idisc.es, Web: www.idisc.es
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Moravia IT, LLC
Moravia is a leading globalization solution provider, 
enabling companies in the information technology, 
eLearning, 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 
consulting. Adobe®, IBM, Microsoft, Oracle and 
Toshiba are among some of the leading companies 
that depend on Moravia for accurate, on-time and 
economical 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 IT, LLC 
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 80

          

NZTC Pasifika
NZTC Pasifika is a division of New Zealand-
based global language service provider NZTC 
International and is dedicated to the languages of the  
Pacific Islands including Samoan, Tongan, 
Fijian, Cook Islands Māori, Tokelauan, Niuean, 
Kiribati and Tuvaluan. With three decades of 
experience, NZTC International offers foreign-
language desktop publishing, software and website 
localization, interpreting services, subtitling 
and voiceovers, and is also a leading provider of 
translations for New Zealand’s indigenous Māori 
language. We offer other language service providers 
and clients an unrivaled base of target-market 
cultural and linguistic knowledge.
Languages: New Zealand Māori, Samoan, Tongan, 
Fijian, Cook Islands Māori, Tokelauan, Niuean, 
Kiribati and Tuvaluan
NZTC International Wellington, New Zealand 
+64 4 801 4814
Email: sales@nztcpasifika.com 
Web: www.nztcpasifika.com

      

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, telecommunication, medical, automotive, 
engineering, marketing, 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 localization, 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. 
Languages: Greek
ORCO S.A. Athens, Greece, +30-210-723-6001 
Email: info@orco.gr, Web: www.orco.gr

   

 

Localization and 
Globalization Partner
Saltlux is a language service provider that 
specializes in supplying Korean, Japanese, 
S-Chinese, T-Chinese and other Asian languages. 
Our services encompass translation, localization, 
DTP, MT post-editing, planning and writing of 
technical manuals. We have extensive experience 
in medical equipment and pharmaceutical 
products, cosmetic and cosmeceutical products, 
IT, software, electrical, automotive and technical 
industry, and so on. With 36 years 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

   

  

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 translation, localization and consulting 
solutions to Global 1000 companies across a 
range of industries including automotive, IT, tele-
communications, life sciences, eLearning, software, 
gaming, semiconductors and consumer 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 Kingdom. 
Languages: Japanese, Traditional and Simplified 
Chinese, Korean, Malay, Thai, Vietnamese and 
European 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, 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, 
localization and globalization needs. Ushuaia 
Solutions is focused 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 accuracy, 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 
relationship 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 

http://info.moravia.com/blog
http://www.linkedin.com/company/moravia-it/
https://www.facebook.com/pages/Moravia/121633911223033
http://twitter.com/Moravia
http://www.nztcinternational.com/blog
http://nz.linkedin.com/company/nztc-international
http://twitter.com/nztctweets
http://www.linkedin.com/company/orco-s.a.?trk=fc_badge
https://www.facebook.com/OrcoCompany?ref=hl
http://facebook.com/Saltlux
https://twitter.com/semanticsaltlux
http://www.moravia.com
http://www.moravia.com
mailto:info@moravia.com
http://www.moravia.com
mailto:europe@moravia.com
mailto:ireland@moravia.com
mailto:asia@moravia.com
mailto:japan@moravia.com
mailto:argentina@moravia.com
mailto:sales@nztcpasifika.com
http://www.nztcpasifika.com
mailto:info@orco.gr
http://www.orco.gr
http://www.saltlux.com
mailto:tcsales@saltlux.com
http://www.saltlux.com
mailto:toshihito-hattori@to-in.co.jp
http://www.to-in.co.jp
mailto:aki-ito@to-in.co.jp
http://www.to-in.com
mailto:mark-stephenson@to-in.co.jp
http://www.to-in.com
mailto:shen-yi@to-in.co.jp
http://www.to-in.com
mailto:info@ushuaiasolutions.com
http://www.ushuaiasolutions.com


buyer’s
guide

74 June 2016

 
Vistatec
We have been helping some of the world’s most iconic 
brands to optimize their global commercial potential 
since 1997. Vistatec is one of the world's most inno-
vative, progressive and successful localization solu-
tions providers. Headquarted in Dublin, Ireland, with 
offices in Mountain View, California, USA. Think 
Global. 
Languages: All 
Vistatec 
Europe: Dublin, Ireland, 353-1-416-8000 
North America: Mountain View, CA USA, 409-898-2364 
Email: info@vistatec.com 
Web: www.vistatec.com 
Ad on page 67

            

nonprofit orgAnizAtions

The Rosetta Foundation
Access to information is a fundamental and universal 
human 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) matching 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.org
Ad on page 69

          

 

Translators without Borders
Translators without Borders is an independent 
registered 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 57

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 
management, culturally and linguistically accurate 
document translations, website localization, 
multilingual typesetting/graphic design, linguistic 
validation, conference interpreting and voiceovers. 
The company's clients include 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
       

recruitment

Anzu Global
We offer a matchmaking service to language provid-
ers looking to sell their business with language pro-
viders looking to buy businesses. 
Anzu Global Stow, MA, USA
978-897-2990
Email: mklinger@anzuglobal.com
Web: www.anzuglobal.com 
Ad on page 47

         

terminology mAnAgement

Kaleidoscope
quickTerm manages the entire terminology life 
cycle. If you would like to see your SDL MultiTerm 
terminology used enterprise-wide, Kaleidoscope has 
the ideal add-on: quickTerm. With quickTerm, indi-
viduals do not need to be terminology-savvy power 
users or have their own MultiTerm license to quickly 
and easily access terminology. Users can simply 
search for terminology 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 pro-
cesses, which further ties in colleagues in the termi-
nology process. 
Languages: German, English
Kaleidoscope GmbH Vienna, Austria
004 31 253 5352
Email: info@kaleidoscope.at
Web: www.kaleidoscope.at 
Ad on page 14

           

trAining
seminArs & Workshops

40th Internationalization  
& Unicode Conference
Celebrating 25 years, the Internationalization & Uni-
code Conference (IUC) is the premier technical con-
ference focusing on multilingual global software and 
web internationalization. Each IUC covers current 
topics related to web and software internationaliza-
tion, globalization and Unicode. Internationalization 
and Unicode experts, implementers, clients and ven-
dors are invited to attend. Meet and exchange ideas 
with leading experts, find out about the needs of po-
tential clients, or get information about new and exist-
ing Unicode-enabled products.
Internationalization & Unicode Conference  
Needham, MA USA
781-444-0404
Email: info@unicodeconference.org
Web: www.unicodeconference.org/ml-bg
Ad on page 52 
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trAnslAtion
mAnAgement systems

  

Plunet BusinessManager
Multiple Platforms
Plunet develops and markets the business and 
workflow management software Plunet Business-
Manager — one of the world’s leading manage-
ment solutions for the translation and localization 
industry. Plunet BusinessManager provides a high 
degree of automation and flexibility for profes-
sional language service providers and translation 
departments. Using a web-based platform, Plunet 
integrates translation software, financial account-
ing and quality management systems. Various 
functions and extensions of Plunet BusinessMan-
ager can be adapted to individual needs within 
a configurable system. Basic functions include 
quote, order and invoice management, compre-
hensive financial reports, flexible job and work-
flow management as well as deadline, document 
and customer relationship management.
Plunet GmbH Berlin, Germany
+49-(0)30-322-971-340 
Email: info@plunet.com, Web: www.plunet.com 
Ad on page 13

          

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

         

XTM: Better Translation Technology
Multiple Platforms
XTM is a fully featured online CAT tool and 
translation management system available as a pay-as-
you-go SaaS or for installation on your server. Built 
for collaboration and ease of use, XTM provides a 
complete, secure and scalable translation solution. 
Implementation of XTM Cloud is quick and easy, 
with no installation, hardware costs or maintenance 
required. Rapidly create new projects from all 
common file types using the templates provided and 
allocate your resources to the automated workflow. 
XTM enables you to share linguistic assets in real time 
between translators. Discover XTM today. Sign up for 
a free 30-day trial at www.xtm-intl.com/trial. 
Languages: All Unicode languages
XTM International Gerrards Cross, United Kingdom 
+44-1753-480-469
Email: sales@xtm-intl.com, Web: www.xtm-intl.com 
Ad on page 23

      

 

XTRF Translation 
Management Systems 
Multiple Platforms
XTRF provides a global management system for trans-
lation agencies and localization departments. It is a 
user-friendly and highly customizable web-based col-
laboration platform for a company's clients, vendors 
and managers. Available as SaaS or installed on-prem-
ises, it streamlines all daily activities, supports project 
management, invoicing, quoting, ISO 9001 reports 
and CRM. With rich APIs, integrated with CAT tools 
and accountancy software it reduces administrative 
costs and project overhead by automating workflows 
and repetitive tasks. With a tool designed by transla-
tion and localization professionals supported by a 
great team of IT and business consultants, XTRF is 
ready to become your technology partner.
XTRF Management Systems Kraków, Poland 
48-12-255-14-80 Email: info@xtrf.eu, Web: www.xtrf.eu  

         

trAnslAtion services

  Translation Services Provider in SEE
Ciklopea is one of the leading translation and 
localization services providers in the region of South 
East Europe (SEE) specialized in translation projects, 
interpreting and localization into the languages of the 

South region (Croatian, Slovenian, Serbian, Bosnian, 
Macedonian, Montenegrin, Albanian, Bulgarian 
and Romanian). Our fields of specialization are 
manufacturing, consumer products, engineering, 
industry, technology, IT, medical, pharmaceutical, 
health services, life sciences, law, economics, 
business, finance, insurance, 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 47

             

When it comes to translation, 
we hear you
Delivering results, solutions and resources to vendor 
managers, 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. 35,000,000+ 
words translated and localized. 25,000+ projects 
completed. 25+ fields of expertise covered. 5+ types 
of content covered. 200+ LSP-MLV customers 
served. 250+ end-clients' content dealt with. 200 
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 27

         

 

Diskusija – Translation 
and Localization
Diskusija is a regional LSP specializing in the 
languages of the Baltic countries and Central, Eastern 
and Southeastern European languages. Our core 
business is serving other LSPs. If you need translation 
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 South-
eastern European languages 
Diskusija Vilnius, Lithuania, 370-5-2790574 
Email: diskusija@diskusija.lt, Web: www.diskusija.lt 
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Asianlization with HansemEUG 
With more than 180 trained in-house staff and 
EN15038 and ISO9001 certification, HansemEUG 
has become the largest LSP in Korea. Specialized 
in Korean, Chinese, Japanese, Vietnamese, Thai, 
Malay, Indonesian, MEA and African languages, 
HansemEUG provides a one-stop solution with 
a broad spectrum of language services including: 
HQAS (Hansem Quality Audit Services) with a 
medical advisory board, expedited services with 
in-house DTP production, MT engine optimi-
zation, data solution and system development, 
technical authoring and consulting services for 
Chinese GB compliance. Our headquarters and 
sales office are located in Korea and the UK, and 
a language center is in Vietnam. 
Languages: Korean, Japanese, Chinese, Vietnamese, 
Thai, Indonesian, Malay, Lao, Arabic, Farsi, Hebrew, 
Central Asian and African 
HansemEUG, Inc. Suwon-si, Gyeonggi-do
Republic of Korea 
Korea: +82-(31)-226-5042, Email: info@ezuserguide.com 
UK: 44-(20)-8644-8685
Email: michael.stephenson@ezuserguide.com
N. America: +1-(800)-532-4176 
Email: overseas_sales@ezuserguide.com
Web: www.ezuserguide.com 
Ad on page 68
          

LinguaLinx Language Solutions, Inc.
LinguaLinx is a leading provider of global content 
and language translation to organizations around 
the world. The content experts at LinguaLinx 
help manage and localize messaging to enhance 
efficiency and provide consistency across all 
forms of communication. With offices around the 
world, LinguaLinx provides organizations with 
localization solutions that fit their needs including: 
translation and interpretation, marketing 
communications and website localization, 
translation memory deployment, multilingual SEO, 
translation readiness assessment and global content 
management. Unify your global organization with 
a customized content intelligence strategy and 
ensure that your messages resonate across borders. 
To learn more, visit 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 management and application testing 
solutions that ensure global brand consistency, local 
relevancy and technical usability across all touch 
points of the global customer life cycle.  Using our 
innovative cloud technologies, global program 
management expertise and our worldwide crowd of 
more than 100,000 professional cloud workers, we 
provide integrated solutions that enable clients to 
successfully market, sell and support their products 
and services in global markets. 
Languages: All
Lionbridge Waltham, MA USA, 781-434-6000
Email: hello@lionbridge.com 
Web: www.lionbridge.com
Ad on page 22

          

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 manufacturers of devices, instruments, in vitro 
diagnostics and software; pharmaceutical and bio-
technology companies; medical publishers; national 
and international medical organizations; and other 
customers in the medical sector. Projects include the 
translation of documentation for medical devices, 
surgical instruments, hospital equipment and medical 
software; medical information for patients, medical 
students and physicians; scientific articles; press re-
leases; product launches; clinical trial documentation; 
medical news; and articles from medical journals. 
Languages: 45, including all EU languages 
MediLingua Medical Translations BV Leiden, Netherlands
+31-71-5680862 
Email:info@medilingua.com
Web: www.medilingua.com 
Ad on page 47

Rheinschrift Language Services
Outstanding localization requires world-class 
experience. Rheinschrift gives your business a 
native voice in the German-speaking world. We 
offer more than 20 years’ experience providing 

translations and localizations for software and 
hardware manufacturers as well as for the sectors of 
business, technology, legal matters and medicine/
medical applications. Our services also range from 
glossaries, post-editing, project management and 
desktop publishing services to many other related 
services. Rely on Rheinschrift to deliver the most 
competent translations and meet your deadline, 
whatever it takes. 
Languages: German to/from major European  
languages 
Rheinschrift Language Services Cologne, Germany 
+49-(0)221-80-19-28-0
Email: contact@rheinschrift.de 
Web: www.rheinschrift.de  
Ad on page 31

SeproTec Multilingual Solutions
SeproTec is a multilingual service provider ranked 
among the top language service companies in the 
world . With more than 25 years of experience in pro-
viding high-quality, cost-effective solutions in trans-
lation and interpretation, SeproTec distinguishes 
itself by utilizing the most advanced technology 
and translation management technology, specifi-
cally designed to maximize customer satisfaction. 
SeproTec is proud to have achieved certifications for 
international corporate social responsibility, quality 
control, and environmental management. SeproTec 
has more than 380 employees and 4500 freelance 
collaborators within dedicated account teams that 
provide 24/7 coverage for our clients’ multilingual 
needs wherever in the world they may be.
Languages: 40
SeproTec Multilingual Solutions Madrid, Spain
+34 91 204 87 00 
Email: seprotec@seprotec.com
Web: http://seprotec.com
Ad on page 20
           

SpanSource
SpanSource provides translation, localization and 
related services from Western European languages 
into all regional varieties of Spanish as well as other 
language combinations through our network of se-
lect SLV partners. Our domain focus is on health 
care and life sciences, software and IT, heavy ma-
chinery and automotive, legal and financial, oil and 
gas, corporate training and educational materials. 
Our comprehensive service portfolio also includes 
unparalleled desktop publishing and multimedia 
localization engineering support for eLearning 
materials. Our in-house staff of 25 includes project 
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managers, senior linguists, desktop publishers, soft-
ware 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 

TripleInk Multilingual 
Communications
As a multilingual communications agency, 
TripleInk has provided industrial and consumer 
products companies with precise translation 
and multilingual production services for audio-
visual, online and print media since 1991. Our 
experience in adapting technical documentation 
and marketing communication materials covers a 
wide range of industries, including biomedical and 
health care; building and construction; financial 
services; food and agriculture; high-tech and 
manufacturing; and hospitality and leisure, as well 
as government and nonprofit organizations. Using 
a total quality management process and state-
of-the-art software and equipment, our team of 
foreign language professionals delivers the highest 
quality translations in a cost-effective 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 Ltd.
Windows
Kilgray Translation Technologies is the world’s 
fastest growing provider of computer-assisted 
translation tools. In 2005 the company launched 
the first version of memoQ, an integrated client-
server translation environment designed to 
facilitate interoperability and teamwork. All of 
Kilgray’s products — memoQ, the memoQ server, 
memoQWebTrans, qTerm and Language Terminal 
— optimize productivity and control of the entire 
translation process and environment. Rated #1 
by Common Sense Advisory among translation-
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 Ltd. 
Béke sugárút, Hungary
+36-30-383-9435
Email: sales@kilgray.com, Web: www.kilgray.com
Ad on page 15 

         

Memsource 
Memsource is an API-enabled translation environ-
ment that supports over 40 file formats. It includes 

translation memory, integrated machine transla-
tion and terminology 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 powerful features, 
yet it is lightweight, intuitive and fast. 
Languages: All 
Memsource Prague, Czech Republic
+420 221 490 441
Email: info@memsource.com
Web: www.memsource.com

         

SDL Language Solutions 

SDL Language Solutions offers a unique language 
technology platform — from translation memory 
productivity tools for the individual translator 
to collaboration software for project managers, 
from translation management solutions for LSPs 
to cloud-based machine translation for corporate 
localization teams. You are not just investing 
in a market-leading translation productivity 
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 Solutions 
Maidenhead, United Kingdom, +44-1628-417227
Email: swhale@sdl.com 
Web: www.translationzone.com 
Ad on page 2 
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      Column

Takeaway

As a child in the 1960s, life was more innocent. No endless provi-
sion of entertainment. We were meant to get bored. This caused us 
to be imaginative, as we were often left in a field with a bit of straw 
and a stone, and then a game would immerge from that. 

For children historically there have been some interesting inventions 
born from boredom, such as way-zaltin (Somerset dialect) in which two 
persons standing back to back interlace each other’s arms and by bending 
forward alternately raise each other from the ground; hot cockles (1580) a 
rustic game in which one player lay face downwards, or knelt down with his 
eyes covered, and being struck by the others in turn, guessed who struck 
him and hinch-pinch (1603) a game where one person hits another softly; 
then the other player hits back with a little more force, and each subsequent 
blow in turn is harder until it becomes a real fight.

The English language has plenty of words to describe sports and pas-
times, among which are:

notaphily (1970): the collecting of paper currency as a hobby.
gricer (UK slang, 1968): a railway enthusiast; a trainspotter.
deltiologist (1959): a collector of picture postcards.   
cartophily (1936): the hobby of collecting cigarette cards
cruciverbalist (US slang, 1981): a crossword puzzle addict.   
These days, of course, the young appear utterly glued to their game sets, 

mobiles and internet — and other tech-based pastimes:
tamagotchi (Japanese): a loveable egg, or a handheld digital pet that copies 

the demands for food or attention of a real pet.
dingdong (Indonesian): computer games in an arcade.
tölva (Icelandic): computer, formed from the words for number and prophetess.  
Since the start of time, the desire to fill time has resulted in a wide range of 

recreations. Simplest are the games played by children the world over:
knappan (Welsh): a game where each side tries to drive a wooden ball as 

far as possible in one direction.
kula’i wawae (Hawaiian): the pushing of one’s feet against others while seated.
kængurustylte (Danish): a pogo stick (literally, kangaroo stilt).

kapana (Setswana, Botswana): to 
catch each other with  both hands 
when taking turns to fall from a 
height. 

mmamadikwadikwane (Setswana, 
Botswana): a game in which a child 
spins around until dizzy; it’s also the 
term for ballroom dancing.

There are games that are highly 
specific to their culture and envi-
ronment, such as the Inuit igunau-
jannguaq that literally means “frozen 
walrus carcass.” This is a game where 
the person in the center tries to 
remain stiff and is held in place by 
the feet of the people who are sitting 
in a circle. He is passed around hand 
over hand. Whoever drops him is the 
next “frozen walrus carcass.”

As for the methods employed 
to get ahead, they range from the 
underhand to the truly bizarre: 
poki (Cook Islands Maori), to deal 
cards from the bottom of the pack 
(i.e. unfairly); sirind (Persian), 
entangling legs in wrestling to trip 
your opponent (also a noose for 
catching prey by the foot) and most 
intriguingly kynodesme (Ancient 
Greek), tying a string around the 
foreskin to stop the penis getting in 
the way during athletics (literally, 
putting the dog on a lead).  [M]

Game, set and match

Adam Jacot de Boinod is the author of The Meaning of 
Tingo and Other Extraordinary Words from around the 
World, published by Penguin Books, and creator of the 
iPhone app Tingo, a quiz about unusual words.

Adam Jacot de Boinod



The Industry No.1 and No.2  
Translation Management Applications  
Just Got Even Better 

Learn what the top two translation 
management systems in the world  
can do now. 

www.sdl.com/v11translation

The latest version of SDL TMS and SDL WorldServer.  
Fewer screens, fewer clicks, faster flows.

•  New user interface for improved productivity

•  REST-based API tightens integration with your website  
or CMS... or wherever your content resides

•  Improved integration with machine translation  
to speed through-put and reduce costs
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moravia.com

Flexible thinking. Reliable delivery.

Future products 
are going to be 
shaped by feedback 
from international 
consumers.

Pavel Soukenik
VP, Strategic Accounts

Embedded within every market’s sea of user 
generated content are rich insights for your 
product strategy — if only you could isolate them. 
Yet broad-scale machine translation of the world’s 
social media and user forums merely converts 
noise from many languages into a large pool 
of noise in your home language. Tomorrow’s global 
leaders are the ones who can spot these brilliant 
insights within volumes of local content, and 
systematically analyze, translate, and incorporate 
good feedback into a global growth strategy.

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

William Gibson

http://moravia.com



