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Post Editing

“The Middle East and Africa” is one of those 
terms that seems both super specific and slightly 
redundant. 

Egypt, for example, is considered part of the 
Middle East and is also quite clearly part of the 
continent of Africa. And yet putting out a call for 
articles focusing on the Middle East tends to result 
in very different submissions than if you ask for 
articles about Africa.

Widely-published news from the Middle East has 
not been rosy in quite some time, focusing as it has 
on war and unrest. It is certainly true that unrest in 
any country affects neighboring countries and the 
entire globe; Syria’s civil war is a poignant example. 
And yet the region is prospering in many ways that 
don’t always get wide billing. Arabic by all counts is 
an important emerging language for commerce.

This is underscored by a few articles in this 
issue, one focusing on opportunities for software 
development in the Middle East and Africa, and 
another looking at broader economic opportunities 
in the Middle East. Both highlight the emerging 
importance of Arabic. An article by Mikhal Heffer 
considers the challenges of translating between 
Persian (aka Farsi) and Hebrew. Thomas Gilmartin 
covers a project in the Democratic Republic of the 
Congo and how its technology was localized for the 
immediate region by stakeholders.

All of the articles here take a positive look at the 
broad region of the Middle East and Africa. And in 
this climate, positive news is great news.    
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Business+Practices event for freelancers held in Budapest

Europe’s largest independently 
organized conference for freelance 
translators took place May 5-6, 2017, 
in Budapest, with 180 attendees from 
around the world. Business+Practice 
(BP) conferences have drawn a loyal 
attendee base since 2014, attracting 
an ever-larger circle of colleagues and 
supported by strong word-of-mouth.  

BP17’s main innovation was a 
break with the traditional confer-
ence format: the first day was held 
in a vintage cinema, with a series of 
short talks for a single conference 
audience, moderated by translator-
turned-stand-up-comedian Konstantin  
Kisin. The crowd loved the new 
format, which also featured long 
coffee breaks allowing for meaning-
ful conversations with like-minded 
individuals. While the large majority 
of attendees arrived from Europe, 
the conference also included people 
from Phoenix, Osaka, Sao Paulo, 
Jakarta and elsewhere around the 
world. 

Headliners included Henry  
Liu, Judy Jenner, Nick Rosenthal, 

Sameh Ragab, Jonathan Downie   
and many more. Subjects covered 
both the business and practical 
aspects of freelance translation and 
interpreting: translation contracts, 
customer service, finding your 
own niche, automating frequent 
tasks, “Getting Things Done,” pric-
ing strategies and so on.

BP translation conferences come 
with a wide range of fringe events, 
including in this case three net-
working dinners. This year organiz-
ers launched a new party game on the 
first night, forcing people out of their 
comfort zones with the aim of meet-
ing as many new people as possible. 

Next year’s Business+Practice 
conference for freelance translators, 
BP18, will take place April 19-20, 
2018, in Vienna.

http://www.across.net
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Over 340 delegates attended the 
Institute of Translation and Interpret-
ing (ITI) conference held May 18-20, 
2017, in Cardiff, Wales — a return 
visit to the city by popular demand 
from ITI members.  This biennial 
conference attracts translators and 
interpreters from all over the world. 

Nia Griffith MP, cochair of the 
All-Party Parliamentary Group for 
Modern Languages, opened the 
event. She highlighted the challenges 
of changing attitudes to language 
learning in the UK and gaining more 
language teaching time.

Keynote speakers were broad-
caster Susie Dent and  The Econo-
mist  deputy editor for books and 
arts Robert Lane Greene. Dent dis-
cussed how to inspire people about 
language, while  Greene  presented 
the hypothesis that English had tran-
scended country of origin and been 
taken up as a global language.

Topics covered in 36 sessions 
by language experts and thought 
leaders included mystery shopping 
to improve standards; how to spe-

cialize; ethics; interpreting in 
a humanitarian setting; how 
machine translation is used 
at the Welsh Assembly; and 
translating in the advertising world. 
In honor of the conference location, 
delegates also enjoyed a “Learn some 
Welsh” session.

New to the event this year were 
short, TED-style talks, as well as a 
dedicated program of content spe-
cifically relevant to interpreters.

ITI’s newly expanded award 
program reached its climax at the 
gala dinner on May 19 with winners 
receiving awards from ITI chair 
Sarah Griffin-Mason. The John Sykes 
Memorial Prize went to renowned 
literary translator Ros Schwartz for 
her outstanding contribution.

Institute of Translation and Interpreting conference held in Cardiff

https://www.kaleidoscope.at
mailto:info@kaleidoscope.at
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The inaugural ND Focus – Elia’s 
focus on Sales & Marketing – was 
an intimate two-day event in Geneva 
designed to equip language service 
company professionals with new 
approaches and the personal skills for 
successful sales, with speakers from 
inside and outside the industry. A total 
of 53 professionals from 21 countries 
attended July 7-8, 2017, with an even 
split of senior executives and sales or 
marketing managers represented.

Attendees divided into groups 
for three practical workshops. Jan 
Helge Guba of the Ruhr-University 
of Bochum showed how to approach 
need sensing using scientific per-
spectives and practical tools; Richard 
Brooks and Samantha Brown of K 
International outlined how pricing 
innovation can affect your bottom 
line and add tangible value to your 
customers’ offering; and consultant 
and serial entrepreneur Andreas 
Förster provided strategies and com-
munication techniques for natural 
selling in “Navigating Sales and 
Negotiations.” 

Globalization leader Bruno 
Herrmann of The Nielsen 
Company delivered the keynote, 
stressing how language service 
companies need to move 
from mere service provision 
to asserting their company as a 
vital business partner, through 
developing a deep understand-
ing of client needs and deliver-
ing value.

To complement the work-
shops, author and localization 
consultant Andrew Lawless 
explained how each individual’s 
natural talents can be used to 
drive sales, and digital marketing  
expert Alessandra Salimbene 
showed how to use social media 
to create those all-important 
human connections. 

The second edition is in 
development for 2018. This 
event is part of Elia’s series 
of events focused on specific 
language service company 
functions including senior and 
project management.

Elia focuses on sales and marketing

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

www.plunet.com

http://www.plunet.com


13October/November 2017

Recaps 

Eighth Abrates conference held in Brazil

The eighth international Abrates 
(Brazilian Association of Translators 
and Interpreters) conference was held 
in São Paulo, Brazil, May 25-27, 2017. 
One of the largest translation confer-
ences in Latin America gathered 816 
attendees from different countries, 
among them translators, interpreters, 
translation agency representatives, 
translation software representatives, 
university teachers and students, 
among other professionals involved 
in the industry. This was the first 
conference organized by the recently-
elected president, William Cassemiro.

Approximately 100 talks on diverse 
topics were divided between seven 
rooms that held simultaneous presen-
tations. Each room had a specific topic 
(academic, advanced, beginners, audio-
visual, interpreting, entrepreneurship 
and literary) and professionals from 
other industries were invited to speak 

on subjects of interest to translators, 
such as retirement, personal branding, 
well-being and nutrition.

The opening keynote speaker, 
Leandro Karnal, was the highlight of 
this year’s event. Karnal is a Brazilian 
historian and currently teaches Amer-
ican history. The title of his presenta-
tion was “Translation and Culture,” 
and he linked the current political 
situation of Brazil with culture and 

translation, beautifully speaking about 
the importance of making mistakes in 
the learning process and the danger 
of the comfort zone for every profes-
sional, among other thought-provok-
ing subjects. His most touching quote 
was “In a world where so many idiots 
build walls, translators build bridges.”

Next year’s Abrates conference will 
be held June 15-17, 2018, in Rio de 
Janeiro, Brazil.

More than 80 language profes-
sionals braved a snowy spring storm 
to attend the seventh annual con-
ference of the Colorado Translators 
Association (CTA) held last April  
28-30, 2017, in Boulder, Colorado. 
The event included speakers and 
attendees from across the United 
States and beyond, and offered a 
variety of educational sessions for 
translators and interpreters in all 
career stages.

The conference kicked off on 
Friday, April 28, with 19 participants 
taking the ATA certification exam at 
the conference venue, the stunning 
NCAR building nestled against the 
foothills of the Rocky Mountains. 
The exam was followed by a casual 
happy hour sponsored by CTA, 
allowing attendees to catch up with 

old friends and make new acquain-
tances ahead of the conference. 

This year’s keynote speaker, 
Sameh Ragab, traveled from Egypt 
to give an inspirational talk on how 
freelance translators can adopt a 
winning mindset and thus gain a 
competitive edge. Ragab shared per-
sonal insights and experiences that 
help drive his own business success.

After the keynote, attendees 
chose from a program of 12 
breakout sessions that covered 
topics from marketing to website 
development, subtitling to conflict 
resolution, and copyright to tax 
deductions. For interpreters, CTA 
offered a three-hour workshop on 
handling emergency room situa-
tions. Saturday’s events wrapped up 
with a reception at NCAR, giving 

presenters and attendees another 
chance to mingle. 

Sunday was reserved for Sameh 
Ragab’s much anticipated workshop 
“Tips and Tricks from the Translation 
Magician: Increase Your Productivity 
with the Right Tools.” The full-day 
workshop covered advanced tips and 
tricks for SDL Studio, how to enhance 
your translation memory search expe-
rience, dealing with complex PDF files 
for computer-assisted translation  tool 
integration, termbase creation and 
disaster recovery planning. 

The CTA board worked hard to 
pull together a conference that would 
offer value to translators and inter-
preters at any stage in their career and 
was delighted to have an enthusiastic 
group of attendees. CTA 2018 will be 
held April 27-29, in Boulder.

Colorado Translator Association event looks at tech and more
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Would you introduce yourselves?
 Teddy: I’m Teddy Bengtsson, 

founder and director of Round-
Table Studio (RTS), a regional 
language service provider (LSP) 
specializing in translation and 
localization for the Latin American 
market (Spanish and Brazilian Por-
tuguese) with production centers 
in Buenos Aires, Argentina, and 
Porto Alegre, Brazil. 
Fiona : Fiona Agnew, co-owner 

and production director for RTS, 
although our management team 
in Latin America takes care of 
the real work these days and I 
just hold the title.
Where do you live?
Teddy: Fiona and I have the 

privilege of living in a wonderful 
part of the world, in the small city 
of Jerez de la Frontera located 
in southwestern Spain, some 90 
kilometers south of Seville. 
Fiona: Ditto. We wanted a 

springboard into Europe for 
business purposes and a tranquil 
spot with lovely people to raise 
our two boys in a Spanish bilingual 
environment and Jerez fits the bill 
perfectly. The sherry, horses and 
flamenco music are mighty, as we 
say in Ireland, so do come visit.
How did you get started in this 
industry?
Teddy: I slipped into the localiza-

tion industry on a banana peel 30 
years ago. Having relocated from 
my native Sweden to Edinburgh, 
Scotland, I tried my hand at various 
trades, including delivering flowers 
and modeling knitwear! A chance 
meeting led me to take on a role as 
a Swedish localization lead for US 
software company Aldus, mainly 
known for its PageMaker product, 
where I was eventually appointed 
localization manager. 

Fiona: Well, with degrees in 
Arabic, business , and translation 
and interpreting, I wasn’t exactly 
sure where I was headed. But Alex 
McDonnell from IDOC Dublin 
clearly had more foresight, as he 
offered me a three-month contract 
to report on localization in the 
Middle East markets. Thereafter 
I was hired as a bidi language 
product coordinator. Such was the 
state of the industry in those days 
that I had to glue Arabic characters 
onto my US keyboard to work on 
implementing client reviews.
How long have you worked in it?
Teddy: In total 31 years this 

year. After Aldus, I joined Micro-
soft’s vendor management team 
in Dublin for three years in the 
1990s, and then got an opportu-
nity to become part of the senior 
management team of Oracle’s 
Worldwide Product Translation 
Group. In 2003 I got the crazy 
idea to start an LSP business in 
Argentina and packed my bags 
for Buenos Aires. 
Fiona: 23 wonderful years for 

me. I deliberately chose to mix my 
undergraduate degree in Arabic 
with business, as I never felt that 
language alone was enough for 
me. The localization industry of-
fers a world of opportunities for 
any language graduate who has 
too much to say for themselves 
and cannot live solely by translat-
ing other’s words. I progressed 
through project management into 
purchasing as vendor manager 
for Lotus/IBM and Novell. Get-
ting paid to travel to 22 countries 
auditing suppliers was really my 
dream job.
 Which languages do you speak?
Teddy: I retain my native Swedish 

skills despite moving abroad, but 
think my English is better these 
days. After living in Spanish speak-
ing environments for 14 years, 
I’m also fully comfortable with 
the language, although I doubt I 
will ever call myself fluent — and 
I’m still trying to get used to the 
Andalusian accent!  My German 
is rusty at best and I understand 
Portuguese when written, but not 

Featured Readers
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at all when spoken. 
Fiona: Many and none at the same 

time. Anything less than complete 
fluency frustrates me. I get by in 
Spanish, French, Swedish and 
Arabic. I even translate from Por-
tuguese just for kicks in my spare 
time.
Whose industry social feeds do 
you follow? 
Teddy: My main social feed 

is LinkedIn. I have more than 
2,300 first-level connections. 
But I don’t tweet and keep my 
Facebook exchanges at personal 
rather than business level. 
Fiona: As I work in production 

rather than sales and marketing, 
I honestly don’t follow any other 
industry social media than Women 
in Localization on Facebook. 
What do you like to do in your 
spare time?
Teddy: I’m a modestly talented 

but committed golfer and try to 
make it out on the course once a 
week. Having started to play in 
Ireland I used to be accustomed to 
playing in all sorts of conditions, 
but have definitely turned into a 
fair-weather golfer here in south-
ern Spain. It is a much more plea-
surable sport with the sun shining!
Fiona: As all parents with kids in 

the age group of ours will know, I 
have turned into a taxi driver, driv-
ing the kids to basketball, horse-
riding, tennis, golf and other ac-
tivities. My own passions include 
horse-riding in the gorgeous 
Andalusian countryside and my 
twice weekly yoga sessions. Let’s 
face it — everyone in localization 
could benefit from some yoga! 
Why do you read MultiLingual?
Teddy: I’m passionate about the 

language industry, and reading 
MultiLingual is the perfect way to 
keep up to date with news about 

companies, people and develop-
ments. The articles are informa-
tive and enjoyable to read, and 
often provide food for thought 
and further research.
Fiona: To me MultiLingual is still 

the pulse of the industry. The best 
and meatiest articles come from 
this magazine because it reaches 
across languages and technology. 
May it continue to do so for many 
years to come!
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Business
Into23 opens

Into23 has officially opened in Hong Kong. The com-
pany specializes in linguistic support for the emerging 
artificial intelligence voice agent field. Services include 
content localization and linguistic testing.
Into23 www.into23.com

Mobico
Saltlux, a provider of software solutions and intelligent 

services, has rebranded its language services division. The 
new entity called Mobico, focuses on content develop-
ment, consulting and translation services.
Mobico www.mobico.com

People
Recent industry hires

 ■ Conversis, a provider of language services special-
izing in marketing communications and the healthcare, 
technology and energy sectors, has hired Simon Halls as 
marketing manager.
Conversis www.conversis.com

 ■ Iconic Translation Machines Ltd., a language technol-
ogy software company, has hired Rana Das as a technical 
lead, Gabriele De Carli as a senior software developer and 
Raj Patel as a machine translation scientist.
Iconic Translation Machines Ltd. http://iconictranslation.com

 ■ Eurotranslate, a language services company special-

izing in Slavic languages with a focus on medical and tech-
nical translation, has hired Tamara Jovanovic as project 
manager.
Eurotranslate http://eurotranslate.rs

 ■ mt-g medical translation GmbH & Co. KG, a provider 
of language services, has hired Kathrin Albrecht as a proj-
ect manager for its global regulatory affairs department, 
Philipp Rometsch as a project manager for its clinical 
studies department and Hanna Berger as a project man-
ager for the medical technology department.
mt-g medical translation GmbH & Co. KG www.mt-g.com

Financial
Acrolinx receives funding

Acrolinx GmbH, a developer of content quality software, 
has received a majority acquisition and equity growth 
funding by GENUI, a private investment firm. Bernd-
Michael Rumpf, a former CEO of SAP SI, will also invest 
in the company.
Acrolinx GmbH www.acrolinx.com

Resources
International revenue as financial 
benchmark, changes in content strategy

Common Sense Advisory, Inc., an independent market 
research firm specializing in the language service industry, 
has published “Financial Benchmarks for Global Enter-
prises: International Revenue.” The report analyzes why 

http://www.into23.com
http://www.mobico.com
http://www.conversis.com
http://iconictranslation.com
http://eurotranslate.rs
http://www.mt-g.com
http://www.acrolinx.com
http://www.localsoft.com/
http://www.localsoft.com/
mailto:info@localsoft.com
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international revenue is a key indicator for organizational 
maturity levels. It also correlates it with nine indicators for 
business planning.

The group also published “The Winds of Content Are 
Changing.” The report includes an overview of the changes 
that affect the landscape, trends in content creation and 
production and suggestions for optimizing appropriately 
within the constraints of rapid changes.
Common Sense Advisory, Inc. www.commonsenseadvisory.com

Products and Services
Spec Check

Moravia IT, LLC, a provider of translation, localization 
and testing services, has created a specialty localization 
service called Spec Check, to ensure translation accuracy 
meets all Chinese legal requirements.
Moravia IT, LLC www.moravia.com

UNIFY Media Workbench
inWhatLanguage, developer of UNIFY, a globalization 

and translation platform, has introduced UNIFY Media 
Workbench, a cloud-based, multimedia translation auto-
mation tool.
inWhatLanguage www.inwhatlanguage.com

Protemos 2.2
Protemos LLC, the company behind the ChangeTracker 

translation editing platform, has released Protemos 2.2. 
The user interface has been updated so that the transla-

tion business management system can be used on a mobile 
phone. The user groups and permissions have changed 
and languages have been added.
Protemos www.protemos.com

xl8 review
Vertaalt.nu, a Dutch translation company, has intro-

duced xl8 review. The review project focuses on products 
useful to translators and will initially be available as a 
monthly review.
Vertaalt.nu www.vertaalt.nu

SmartCAT release 62 - Indonesia
SmartCAT, developers of a cloud translation automation 

platform, has announced release 62 Indonesia. Updates in 
the release allow freelance translators to specify a dialect 
for the languages that they work with, and 52 languages 
have been added.
SmartCAT www.smartcat.ai

Book a Translator
Stepes, a mobile translation platform, has announced 

the launch of Book a Translator, its latest language service 
app for booking an interpreter or translator for events 
such as an international business meeting, airport pick up 
and drop off, or a local tour guide.
Stepes www.stepes.com

Sign up for a free trial today!

Video Localization. Instantly Faster.
VideoLocalize is a game-changing video translation management system 

which automates timing, subtitling and audio video synchronization.

VideoLocalize.com

Use promo code ML1709 and get 60 USD processing credits.

http://www.commonsenseadvisory.com
http://www.moravia.com
http://www.inwhatlanguage.com
http://www.protemos.com
http://www.vertaalt.nu
http://www.smartcat.ai
http://www.stepes.com
https://videolocalize.com/
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DeepL Translator
German tech company DeepL (formerly Linguee) has 

launched DeepL Translator, a neural network system ca-
pable of translating any type of text. It currently supports 
42 language combinations between English, German, 
French, Spanish, Italian, Polish and Dutch.
DeepL www.deepl.com

Clients and Partners
Lionbridge selected by Kreg Tool

Lionbridge, a provider of localization services, has 
been selected as the translation services provider for 
the European expansion of Kreg Tool, a manufacturer of 
tools and accessories for do-it-yourself and woodworking 
enthusiasts.
Lionbridge www.lionbridge.com

Lingotek - Inside Atlassian  
Confluence Connector

Lingotek, a developer of collaborative translation 
technology, has introduced its latest translation connec-
tor, Lingotek - Inside Atlassian Confluence Connector, 
intended to provide translation for project collaboration, 
knowledge-base articles, blogs and documentation on the 
Confluence social content platform.
Lingotek www.lingotek.com

Acclaro Craft CMS translation connector
Acclaro Inc., a translation and localization firm, has 

announced the availability of its translation plugin and 
connector for Craft CMS, a focused content management 
system for developers, designers and web professionals.
Acclaro Inc. www.acclaro.com

Certif ications
 ■ CGT Commit Global Translations Ltd. has received 

certification for the ISO 27001 standard for information 
and data security. The company has also launched a new 
website.
CGT Commit Global Translations Ltd. www.commit-global.com

 ■ idioma, a translation provider based in Japan with its 
production unit in the Czech Republic, has received ISO 
9001:2016 certification.
idioma www.idioma.com

 ■ CONTRAD, a language service provider specializing 
in translation into Eastern European languages, has been 
awarded ISO 17100 certification.
CONTRAD www.contrad.com.pl

Announcements
 ■ Net-Translators Ltd., a provider of localization and 

multilingual testing services in over 60 languages, is cel-
ebrating its 15th anniversary.
Net-Translators Ltd. www.net-translators.com

http://www.deepl.com
http://www.lionbridge.com
http://www.lingotek.com
http://www.acclaro.com
http://www.commit-global.com
http://www.idioma.com
http://www.contrad.com.pl
http://www.net-translators.com
https://www.yarakuzen.com/
https://www.yarakuzen.com/
mailto:contact@yarakuzen.com
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http://www.unicodeconference.org/ml/
http://www.unicodeconference.org/ml/
mailto:info@unicodeconference.org
https://www.multilingual.com/
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October
Third International Conference on 
Interpreting Quality
October 5-7, 2017, Granada, Spain
QINV, http://qinv.ugr.es/iciq3-en.htm

Language Technology Industry Summit
October 9-11, 2017, Brussels, Belgium
LT-Innovate, www.lt-innovate.org/summit

ND Bucharest
October 12-13, 2017, Bucharest, Romania
Elia, http://elia-association.org/our-events

41st Internationalization &  
Unicode Conference (IUC41)
October 16-18, 2017, Santa Clara, California USA
Object Management Group, www.unicodeconference.org

Gender and Family: How Does the 
Language Services Industry Fare?
October 19, 2017, Menlo Park, California USA
International Multilingual User Group  
www.meetup.com/IMUG-Silicon-Valley/events/235674498

AETC 2017
October 19-20, 2017, Tallinn, Estonia

Association of Estonian Translation Companies 
www.etbl.ee/konverents-2017

SLSP 2017
October 23-25, 2017, Le Mans, France
GRLMC, University of West Bohemia, http://grammars.grlmc.com/SLSP2017

tcworld 2017 - tekom
October 24-26, 2017, Stuttgart, Germany
tekom, http://conferences.tekom.de/tcworld17/tcworld17

58th ATA Conference
October 25-28, 2017, Washington, DC USA
American Translators Association, www.atanet.org/conf/2017

METM17
October 26-28, 2017, Brescia, Italy
Mediterranean Editors and Translators, www.metmeetings.org/en/presentation:936

6th InterpretAmerica Summit
October 30, 2017, Washington, DC USA
InterpretAmerica, LLC 
www.interpretamerica.com/interpretamerica-6-welcome-page

TAUS Annual Conference
October 30-31, 2017, San Jose, California USA
TAUS, www.taus.net/events/conferences/taus-annual-conference-2017

©
 S

TA
R
 G

ro
up

Information Management  GRIPS

Interactive Semantic Content  4DQuery

Corporate Process Management  STAR CPM

Corporate Language Management  STAR CLM

Authoring Assistance  MindReader

E-mail Assistance  MindReader for Outlook

Translation and Localization  Transit

Terminology Management  TermStar

Webbased Terminology  WebTerm

Corporate Machine Translation  STAR MT

Online Translation Reviewing  STAR WebCheck

Data Quality  FormatChecker 

STAR solutions

connecting your visions, technologies and customers

Information Creation

Process Automation

Automatic Publication

Content Engineering

Translation

Software Localization

Desktop Publishing 

E-Learning

Consulting 

IT-Services

Training & System  
Introduction

STAR services

www.star-group.net

Be Heard
Contribute your thoughts  
to MultiLingual Insights
• Article must be 300+ words,  

proofed and fact-checked.
• Supply at least one image  

(400x400px minimum).
Submit your article at 

multilingual.com/submit-insights

http://qinv.ugr.es/iciq3-en.htm
http://www.lt-innovate.org/summit
http://elia-association.org/our-events
http://www.unicodeconference.org
http://www.meetup.com/IMUG-Silicon-Valley/events/235674498
http://www.etbl.ee/konverents-2017
http://grammars.grlmc.com/SLSP2017
http://conferences.tekom.de/tcworld17/tcworld17
http://www.atanet.org/conf/2017
http://www.metmeetings.org/en/presentation:936
http://www.interpretamerica.com/interpretamerica-6-welcome-page
http://www.taus.net/events/conferences/taus-annual-conference-2017
http://www.star-group.net
https://multilingual.com/insights/
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November
TAUS QE Summit San Jose 2017
November 1, 2017, San Jose, California USA
TAUS, www.taus.net/events/conferences/taus-qe-summit-san-jose-2017

LocWorld35 Silicon Valley
November 1-3, 2017, Santa Clara, California USA
Localization World, Ltd., https://locworld.com

LavaCon Conference on Content Strategy 
and TechComm Management
November 5-8, 2017, Portland, Oregon
LavaCon, https://lavacon.org/2017/portland

Translating Europe Forum
November 6-7, 2017, Brussels, Belgium
European Commission, DGT, https://ec.europa.eu/info/events/tef2017_en

5th International TTT Conference
November 9-10, 2017, Bled, Slovenia
Iolar, www.ttt-conference.com

Balkan Language Industry Symposium
November 9-10, 2017, Belgrade, Serbia
Serbian Association of Translation Companies, http://upps.org.rs/blis

Translating and the Computer 39 (TC39)
November 16-17, 2017, London, UK
AsLing, www.asling.org/tc39

PanLex
November 16, 2017, San Jose, California USA
International Multilingual User Group  
www.meetup.com/IMUG-Silicon-Valley/events/235674506

EXPOLINGUA Berlin
November17-18, 2017, Berlin, Germany
ICWE GmbH, www.expolingua.com

Nordic Translation Industry Forum
November 22-24, 2017, Helsinki, Finland
Anne-Marie Colliander Lind, Cecilia Enbäck, http://ntif.se

Information Development World
November 28-30, 2017, Menlo Park, California USA
The Content Wrangler, Content Rules, www.informationdevelopmentworld.com

December
ICNLSSP 2017
December 5-6, 2017, Casablanca, Morocco
International Science and General Applications, http://icnlsp.isga.ma

Online Educa Berlin
December 6-8, 2017, Berlin, Germany
ICWE GmbH, https://oeb.global

ND Focus – Elia’s focus on  
Project Management
December 7-8, 2017, Prague, Czech Republic
Elia, http://elia-association.org/our-events

http://www.taus.net/events/conferences/taus-qe-summit-san-jose-2017
https://locworld.com
https://lavacon.org/2017/portland
https://ec.europa.eu/info/events/tef2017_en
http://www.ttt-conference.com
http://upps.org.rs/blis
http://www.asling.org/tc39
http://www.meetup.com/IMUG-Silicon-Valley/events/235674506
http://www.expolingua.com
http://ntif.se
http://www.informationdevelopmentworld.com
http://icnlsp.isga.ma
https://oeb.global
http://elia-association.org/our-events
https://www.vistatec.com
https://www.vistatec.com
mailto:info@vistatec.com
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In Client Talk, we chat with people who buy (or should buy) 
language services. We try to determine when, according to 
these clients, professional translation is worth it. As for those 
who don’t buy, why don’t they? How do they handle their 
needs instead?

What is the budget?
As HeraldPR doesn’t purchase 

professional translation, no budget is 
set aside.

How important does the  
client say professional  
language services are 
on a scale of 1-5?

Kosowski didn’t give a number, 
but says, “Professional translation 
isn't important. Being bilingual is. 
We don't professionally translate 
anything.”

The client’s solution
“We do not purchase transla-

tion,” Kosowski says. “A translation 
company is, however, one of our 
clients. But they do not work for us; 
we simply get them press.”

Kosowski explains what they do 
instead: “I can successfully speak, 
read and write Russian, Hebrew and 
Yiddish, and I have some experience 
in Polish, Arabic and French. Our 
Russian clients work with me directly, 

Client Talk

HeraldPR

Terena Bell is a freelance writer for Marie 
Claire, The Atlantic/CityLab and more. A language 
industry veteran, she was CEO of In Every 
Language and was on the GALA and ALC boards. 

Terena Bell

By chatting with current and prospective translation clients outside of 
a sales environment, we hope our industry will be able to better identify 
what truly motivates buyer decisions. And who knows? Maybe we’ll 
expose some misconceptions about our industry as we go along...

The client
Michael Kosowski, director of digital marketing and public relations at 

HeraldPR in New York City, New York. It is located in the neighborhood 
— the borough — of Harlem.

According to Kosowski, “HeraldPR is a boutique public relations 
firm. We represent a diverse range of companies — from restaurants to 
property developers to art dealers. We also work in event planning, search 
engine optimization, crisis communications and digital marketing.”

The need
HeraldPR works with clients who speak Russian, Hebrew, Yiddish, 

Polish, Arabic and French —the latter, Kosowski says, is needed “very 
rarely.” Hebrew is the company’s largest need. On an average day, 
HeraldPR’s employees need to understand Israeli newspaper articles 
written in Hebrew, write two to three quarter-page pitches to those 
papers, and place calls in Hebrew and Russian. “This of course changes on 
a day-to-day basis,” Kosowski shares. “Some days are 100% English. Some 
days are the complete opposite.”
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and our Israeli clients work directly 
with the CEO, Warren Cohn, whose 
Hebrew is a bit more fluent than 
mine. Very importantly — since 
Hebrew and Russian are not our 
native tongues — we constantly 
check with one another on issues 
of grammar, syntax and vocabulary. 
It is so important to have more 
than one employee who speaks the 
same language. That way they can 
cooperate on how to sound the 
most professional in their second 
languages.”

Why this solution doesn’t 
involve professionals

“We don't have the time for a 
professional translator. In the world 
of PR, what is considered ‘news’ 
changes in seconds. You need 
to be able to operate in different 
languages, and different time zones 
as well.”

There is also the challenge 
of needing to communicate in 
less-known languages. “I got a 
client — CyberSem, an online 
seminary for Jewish women — with 
an article in Yiddish,” Kosowski 
says. The article was from The 
Yiddish Daily Forward, a bilingual 
Hebrew-English paper published 
in New York. “Yiddish is all but a 
dead language except in some small 
communities in New York, Canada, 
UK, Russia and Israel... I doubt 
many translation companies have 
Yiddish speakers.”

A clarifying note
When I asked how HeraldPR 

could represent a translation com-
pany if the company doesn’t think 
professional translation is important, 
Kosowski clarified, “I completely 
agree that translation companies are 
important — and can greatly aid in 
a variety of corporate environments. 
It's just important to be able to func-
tion in the PR world with internal 
bilingual employees.”   [M]

https://www.lionbridge.com
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Whenever someone in the localization industry tells me about a 
project that experienced a lot of technical problems, my first ques-
tion is usually, “well, what happened when you performed a pseudo-
localization test?” 

Far too frequently, that question is met with awkward silence, followed 
by attempts to rationalize why pseudo-localization failed to be completed 
at the start of the project. Those rationalizations rarely seem sufficient, 
especially when a project spins out of control to the point that someone 
loses a client or someone loses a job.

Unfortunately, many localization managers are localizing without 
performing pseudo-localization, the most basic of tests to be sure that 
a product is properly internationalized. Most people in the localization 
industry know that internationalization is important. A decade ago, the 
Localization Industry Standards Association (LISA) used to say that proper 
internationalization reduces total localization time and costs by about half. 
One way to look at it is that it might cost $1,000 and 20 hours to make a 
fix and internationalize the original source, or it might cost $20,000 and 
400 hours to make the same correction in the target version of 20 different 
language versions, plus $20,000 and 400 hours more for each update rolled 
out in the same 20 languages. 

Pseudo-localization — also called pseudo-translation, test translation, 
round-trip translation and dummy translation — simulates translation by 
automatically replacing text with test characters while preserving non-
translatable code and simulating text expansion or contraction. In addition 
to testing internationalization, this also helps to prevent at least 90% of 
technical problems that can go wrong in a project.

Here are six reasons why you should not skip pseudo-localization 
testing at the start of your next project.

1. Preemptively identify  
internationalization issues

No one can fix problems they don’t 
know they have. Without pseudo-
translation, most internationalization 
issues are not identified until the 
project is running up against the 
delivery deadline, putting timelines 
and budgets at risk. By inspecting a 
pseudo-localization early in the project, 
the following localizability issues can be 
identified before they affect costs and 
scheduling:

[ Over-externalization. Automatic 
replacement of translatable text identi-
fies if code is improperly included with 
translatable text.

[ Improper display of character sets. 
Test characters show if target languages 
will not display properly in the final 
product.

[ Text not included for translation. 
Once everything is replaced with test 
characters, any untranslated source text 
stands out quite obviously.

[ Text embedded in images. Any text 
hardcoded in images will also stand 
apart easily from the test characters.

Word on the Street

Six reasons to 
pseudo-localize  
every project

Adam Wooten, localization consultant and trainer at 
be.international, has more than 15 years of experience 
in the language industry. He is assistant professor in the 
translation and localization management program at the 
Middlebury Institute of International Studies, and the 
former CEO and cofounder of the localization company 
AccuLing.

Adam Wooten
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[ Unhandled text expansion and 
contraction. Prefix and suffix markers 
{like brackets} that surround each 
string of text will be hidden if content 
boxes or menus do not allow for text 
expansion with existing sizing or 
dynamic resizing.

[ Concatenation. Excessive use of 
concatenation and variables are revealed 
in the simulated text by clusters of 
variables and prefix/suffix markers.

Sometimes these tests can also help 
spot issues where regional settings are 
not properly internationalized, but 
that usually requires more manual 
inspection.

2. Be visually convincing
The visual nature of pseudo-

localization makes issues much more 
obvious and solutions much clearer.

“I have spent the last two years 
trying to convince this department to 
better internationalize, seeing hardly 
any improvement,” said one localiza-
tion manager at a large ecommerce 
company. “Now that I’ve showed 
them the results of the pseudo-
localization, they finally get it! After 
only two hours, they’re making plans 
to implement the needed fixes.”

After pseudo-translating, there is 
the chance that the application will not 
even compile. That indicates that code 
has been translated and you must fix 
issues with over-externalization and 
then repeat the test.

If the application compiles 
successfully, you might spot issues as 
in Figure 2.

This pseudo-localization identi-
fies multiple internationalization 
problems. 

[ The text “Sign In” is left in English 
and indicates problems with text that 
is either embedded in an image or 
simply not included in resource files 
for translation. 

[ The test characters in the search box 
appear as squares – sometimes called 
tofu boxes –  and indicate a need to fix 
character display issues. 

[ Sloppy wrapping in the orange 
search button and missing brackets 
on the end of two truncated strings 
indicate that the application does not 
allow for text expansion.

When all these issues are resolved, 
the pseudo-translation test should be 
repeated until it comes out clean, as in 
Figure 3 with all issues resolved.

3. Do it once and you’ll never 
go back

When a company that has previ-
ously experienced many technical 
problems in localization projects is 
exposed to pseudo-translation, they 
will never want to go back to the old 
way of doing things.

“Why didn’t our old vendor ever 
do this pseudo-localization for our 
website?” asked one localization 
manager after seeing the benefits of 
the process.

“This other vendor has been trying 
to win our business,” related another 
localization manager. “So, I asked them 
about their pseudo-translation process. 
But they couldn’t even answer the 
question. Why would I even consider 
them? That seems too risky.”

4. Cover your backside
When internationalization 

problems affect timelines and 
budgets, developers and others 
naturally tend to shift blame to the 
localization team or vendor. But 
localization teams can guard against 
such unnecessary faultfinding by 
performing pseudo-localization 
tests and warning about relevant 
risks before a project starts.

Sometimes requestors will not 
fully understand the need for these 
tests, refusing to allow it in the 
timeline or refusing to allocate 
resources to compile the pseudo-
translated website or application. 
Does this pushback immunize the 
localization team from blame if 
something goes wrong that could 
have otherwise been prevented 
with pseudo-localization? No, not 
unless the localization team has 
adequately warned the requestor of 
the relevant risks.

A decade ago, a project manager 
under my supervision received such 
pushback from a large social net-
working company. Regrettably, this 
manager rolled over too easily and 
did not complete every step needed 
for pseudo-localization testing. The 
project quickly became an expensive 
and time-consuming disaster. Were 
my project manager and I immune 
from blame? No, not at all.

“You guys are the experts!” 
exclaimed the exasperated director of 
engineering whose team refused the 

Figure 2: pseudo-localization with 
problems spotted.

Figure 1: An example of what you might 
see when you’re pseudo-translating a 
mobile ecommerce site or app.

Figure 3: Successful pseudo-localiza-
tion with problems resolved.
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test. “We need you to warn us of these 
risks and escalate things to shake us up 
if needed.”

From that point forward, my 
project managers required senior 
approval before skipping pseudo-

localization testing on a project. That 
meant the senior contact of any client 
who refused such standard testing 
was required to sign and accept a 
lengthy list of increased risks that 
resulted from such a refusal. Nine 
times out of ten, the client would 
then decide they did not want 
to assume such risks and would 
reconsider. Those remaining times 
that a client assumed such risks with 
their signature, my project managers 
and I were shielded from undeserved 
accusations. Sometimes the client 
would beat the odds and nothing 
would go wrong, but, when a project 
became problematic due to interna-
tionalization issues, we maintained a 
good relationship with the client who 
now felt more trusting.

5. Test more than just  
internationalization 

Pseudo-localization tests more 
than just internationalization, it's a 
dry run that tests your organization’s 
entire localization process. The 
round-trip nature of the test ensures 
that integrations and the entire 
workflow are working as desired. Any 
slowdowns in what should be a quick 
test will identify the need to automate 
manual steps, thus also aiding agile 
localization.

Former Elanex CEO and artificial 
intelligence entrepreneur Jonathan 
Kirk used to joke, “it is called a 
‘dummy test’ because you’re a dummy 
if you don’t do it,” and I can’t argue 
with that. That dummy text in the 
simulation even helps to test for 
manual formatting like excessive 
manual line breaks and indenting 
with the space bar in nontechnical 
translation projects of Microsoft 
Word documents.

6. Find pseudo-localization 
features everywhere

 In the early 2000s, virtual 
localization tools like Passolo were 
some of the only tools to include 

Pseudo-localization Checklist
The following checklist can be given to a 

client or reviewer who is inspecting pseudo-
localized files for internationalization (localiz-
ability) issues. 
  Pseudo-translation enables quick testing 
of six of the seven elements of localizability. 
After compiling and inspecting the pseudo-
localized files, you’ll know that your website 
or application will be localized quickly and 
cost-effectively if you can answer “yes” to 
the following questions:

Bonus element to examine: Regional settings
Can various regional settings including sorting rules and formats for 

currency, measurements, numbers, time, date, calendar, address and 
phone be changed automatically according to locale? 
  Ensure regional settings have not been hardcoded. Note: this inspection 
will likely require additional manual effort.

What to do when you spot a problem
Spotting those problems easily is the purpose of pseudo-localization. 

Make the necessary internationalization adjustments and repeat the 
process until the pseudo-localization comes out clean, with none of the 
above-mentioned errors.

Over-externalization
Did the website or application 

compile correctly? 
  Ensure nontranslatable strings are 
not included with the text extracted 
for translation.

Character sets
Do all the characters display cor-

rectly in the compiled website or 
application?  
  Ensure the website or application 
correctly supports all necessary char-
acter sets.

Extractable, translatable text
Has all the application text been 

replaced by the pseudo-localized 
characters? 
  Ensure translatable strings have 
been externalized in resource files 
and/or tagged so they can be ex-
tracted with filters.

Image text
Does no English text remain em-

bedded in images? 
  Ensure no text is embedded in im-
ages that would require extra time for 
localization and manual recreation.

Text expansion
Do all strings appear complete, 

from beginning to end (including 
prefix and suffix markers)? 
  Ensure all content boxes and menus 
allow for text expansion with either 
existing sizing or dynamic resizing.

Concatenation and context
Can you see that you avoid strings 

with more than a single pair of 
prefix and suffix markers? 
  Ensure you limit concatenations, 
variables and other code that divides 
a single string of text and may cause 
problems for translators.
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built-in pseudo-localization 
capabilities. Over the last decade, 
pseudo-translation features 
have become nearly ubiquitous 
in translation technology. This 
common feature is found in recent 
versions of SDL Trados Studio, 
WorldServer and many other 
competing systems. Lingoport’s 
Globalyzer contains much more 
robust features to spot interna-
tionalization bugs. But a tool 
doesn’t need to include much to be 
useful. I recommend the following 
three features at a minimum:

1 Automatic insertion of test 
characters — to easily check 
character set support, over-exter-
nalization of code, embedding of 
text in images and extraction of 
text from resource files.

2 Insertion of prefix and suffix 
characters — to quickly identify 
expansion issues or excessive 
concatenation.

3 Simulation of expansion and 
contraction — to check proper 
handling of text when the translation 
expands or contracts by an expected 
percentage.

With such features now com-
monplace, most localizers can 
pseudo-translate using the same 
tools in which real translation 
takes place. Localizers no longer 
need to resort to separate pseudo-
localization software that fails to 
use the same filters or machine 
translations that fail to insert prefix 
and suffix markers.

Pseudo-localization testing 
will not prevent every problem. 
For example, additional effort is 
required to simulate mirroring and 
prevent issues when localizing for 
right-to-left locales. But simulation 
of translation is the smart choice 
for those who want to overcome the 
technical challenges that may arise 
in a localization project.  [M]

Figure 4: Pseudo-localization wizards like this one found in Fluency are found 
in many translation environment tools including Trados and translation man-
agement systems including WorldServer. Adequate tools will allow for auto-
matic insertion of test characters, insertion of prefix and suffix markers and 
simulation of text expansion and contraction.
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When we go to the supermarket to stock up, the one item we’re 
mostly oblivious to is the shopping cart. That’s the way I think of 
us in the language community and our place in the global business 
marketplace. Without us, corporate and cultural “shoppers” would 
have their arms full and have to leave stuff on the shelf. We facili-
tate a real shopping spree. But we don’t seem to receive the credit 
for our critical role in facilitating commerce around the world.

together people invested in hiring 
talent such as recruiters, clients 
and vendors, as well as university 
professors responsible for develop-
ing educational programs and 
facilitating a sustainable strategy to 
address job categories, career paths 
and increasing incentives.

Although the initial group has 
been replaced by a growing num-
ber of regular attendees, meetings 
take place during the LocWorld 
conferences three times a year. 
The first few meetings focused 
on the first identified roadblock, 
which was to establish open 
discussions between industry 
and academics, understand each 
other’s challenges and facilitate 
solutions. Attendees from promi-
nent universities have shared 
their ideas to help create open 
channels to the industry. A second 
roadblock that was identified 
was the visibility of the language 
industry to the outside world and 
was addressed during the last 
LocWorld conference in Barcelona 
in June 2017. A third and final 
roadblock due to be addressed 

The fact that everyone uses languages for a host of purposes without 
giving it much thought means that we are not as visible as we should be. 
One consequence of this that does concern us all is that we are challenged 
to attract and develop talent. This was the subject of a session at the 
LocWorld conference in Barcelona in June of this year.

ADT
Attracting and Developing Talent (ADT) started several years ago and 

was inspired by a specific panel during a LocWorld conference discuss-
ing the evidence of talent shortage in recruiting language professionals. 
A small group of hiring clients and recruiters who were facing such 
issues was quickly created and discussions started to identify the causes 
and finding a common ground to formulate solutions. Who better to 
lead this early advisory group than Ulrich Henes, president of Localiza-
tion Institute and co-organizer of LocWorld? Henes was fascinated by 
language, cultural differences and global business after having spent 
his early career organizing campaigns against the arms race, apartheid 
and promoting respect for differences among people, countries and 
languages. Henes’ background in the early days of localization helped 
him realize that there was a serious lack of quality training and learn-
ing opportunities, which he is filling with his certification courses for 
professionals in the language industry. The aim of ADT is to gather 

Community Lives

Bridging the gap

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
Employers should attract talent with cutting-
edge language work and structured advance-
ment. New language graduates should give 
the language services sector a closer look.

chat version 
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during the next LocWorld confer-
ences is retaining talent by address-
ing issues on the available career 
paths and incentives.

Henes regards himself as the facili-
tator of the ADT initiative and would 
like to see more industry professionals 
step in and get involved on a sustain-
able, regular basis. When there are 
enough participants and contributors 
from all sides of the language industry 
and from all geographies, the ADT 
initiative can create a truly impactful, 
long-term strategy for the benefit of 
the entire industry. 

Facts and figures
Although our industry is not the 

only one affected by a skills shortage, 
we are nonetheless in the unique 
position of having an increasing 
demand for language services, as 
well as a steadily increasing number 
of language students in our academic 
institutions, and yet we still experi-
ence a skills shortage. To shed some 
light on this conundrum I spent 
a few hours searching for data on 
numbers of language students and 
any information I could get on their 
career paths after they graduate. I 
didn’t find any public information 
on this — perhaps professional 
associations across the world can 
join forces and address this question 
collectively. 

However, I found some 2011 
Canadian data on undergraduate 
language students studying to 
become teachers versus transla-
tion students. Only a quarter of 
Canada’s total language students 
study translation. We can easily 
assume based on Canada’s relatively 
high-profile translation industry that 
a worldwide average would fall to 
something closer to 10%. 

If there is already an upward 
trend for language degrees, how can 
we attract more of those students 
to the translation services niche? 
It would surely be easier to attract 

future language teachers to transla-
tion services than to create aware-
ness and visibility to nonlanguage 
students.

Although we don’t have a clear 
picture for undergraduate students 
and their career paths, we do have 
new information for graduate 
students of translation. Keeping in 
mind that only a small percentage 
of language students continue their 
studies in specialized translation 
master's degrees (University of 
Leeds estimates 30%), we can safely 
assume that these students have 
already committed to a career path 
in the translation services sector 
and this is reflected in their early 
employment. The master's institu-
tions have a closer tab on their 
graduates. The European Masters 
in Translation (EMT) network has 
started a more rigorous process 
of researching the employment 
conditions of the graduates from 
EMT universities, and their data 
from 1,519 respondents sheds light 
on the chosen career paths of the 
graduate respondents in the EU 
(831 respondents were working in 
the language services industry, 209 
in education and 84 in advertising 
and marketing, to name only the 
top three categories) as well as their 
salaries. The majority were working 
in-house either part or full-time, 
earning between €10,000-20,000 
per year, followed by another group 
of in-house professionals earning 
between €20,000-30,000. Many 
either had a job before graduating 
(38.03%) or found one within six 
months (40.73%).

We do not seem to have much 
certainty about what happens to new 
language graduates when they enter 
the workplace, and whether they 
jump fields to work in other capacities 
with more defined career paths. In 
particular, I have concerns about those 
passionate individuals who pledge to 
join the ranks of the freelance transla-

tor community, but find themselves 
battling to make a living in what can 
be an unforgiving environment of 
providing language services as an 
independent contractor without 
experience, contacts, business knowl-
edge or specialization. So, if you are 
a new graduate determined to wield 
your hard-won professional skills, but 
cannot or do not want to work in a 
large organization and decide to work 
for yourself, how on earth do you go 
about it? If that isn’t a challenge, I don’t 
know what is.

Academia's point of view
To find answers to that very 

question, I turned to Dragoș Ciobanu, 
assistant professor of translation 
studies at the University of Leeds 
and program manager of the MA in 
applied translation studies. He also 
chairs the Professionalization Talks 
series, a program connecting MA 
and senior undergraduate students 
with language industry professionals. 
Ciobanu is also a board member 
of the EMT consortium aiming to 
improve the quality of translation 
training and provide help for young 
graduates entering the job market. 
In his early career days in 2003, he 
joined a new project, eCoLoRe, a 
three-year, EU-funded project whose 
consortium of universities built 
freely-accessible training resources 
on computer-assisted translation  
tools and language technology for 
students, professors and language 
professionals. At this time he was also 
pursuing his doctorate in computer-
assisted language learning and 
teaching at the University of Leeds 
Centre for Translation Studies (CTS). 
Although the eCoLoRe projects went 
dormant in 2009, he is part of a group 
reviving them through Translation 
Commons and participating in a pilot 
to enlarge the scope by involving 
students. He is also involved with his 
colleagues Alina Secară and Caroline 
Reiss in the DigiLing EU-funded 
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project, building freely-accessible 
training resources for tomorrow’s 
digital linguists. He is currently 
also researching automatic speech 
recognition (ASR) and a professional 
translator’s output.

Ciobanu shared with me that he 
is gratified with initiatives such as 
ADT. He states that the industry’s 
criticism of a serious lack of stan-
dards in training has been addressed 
by initiatives such as the EMT, 
which collaborates closely with the 
industry through LIND-Web, the 
body that represents Elia, EUATC 
and GALA. Moreover, inviting 
students to the annual Translating 
Europe Forum in Brussels also raises 
the profile of the profession among 
students, professors, international 
organizations and industry alike.  
The CTS has had a large number of 
language service providers (LSPs), 
EU and United Nations linguists, 
linguist associations and various 
industry professionals give regular 
webinars, master classes and small 
courses adding significantly to the 
students’ understanding of the 
language industry and the career 
paths available to them. The CTS 
was able to share with other univer-
sities some of the streamed webinars 

and talks created by Google and 
Belén Agulló. He also stressed the 
huge difference that LSP representa-
tives such as Anu Carnegie-Brown 
and Raisa McNab from Sandberg 
Translation Partners (STP) — 
recently joined by Kim Harris from 
text&form — have been making by 
proactively funding, supporting, 
designing and delivering practical 
sessions or even entire short courses 
in localization project management 
to academic partners. He is now 
convinced that there is a strong 
bedrock of players committed to the 
quality, relevance and sustainability 
of translation training.

Overall, Ciobanu sees more 
opportunities for collaboration 
and urges both sides to attempt 
to understand the challenges that 
the other side faces. Specifically, 
the industry will need to appreci-
ate that academic studies are not 
merely theoretical but also focus on 
applied issues such as technology 
optimization, productivity and 
quality, among others. Although 
academics are willing and able to 
change their curricula to reflect the 
industry needs, it takes an average 
of a year to have changes approved. 
And even when they do change their 

programs, it is impossible to address 
all issues due to their limitation on 
language-specific resources. Many 
universities with limited knowledge 
of language technology face an even 
more challenging issue to educate 
their professors or acquire new 
talent themselves, which poses new 
problems in matching industry 
talent with academic background 
requirements.

Perhaps the biggest issue that 
universities are not able to address is 
the skillset requirement for various 
career paths within the language 
industry. It seems that currently 
there are no set requirements. For 
example, for a project manager, 
the job description will vary from 
a large company to a small one; 
from an LSP to a tech corporation; 
from one geography to another; and 
definitely from one specialization 
to another. In Ciobanu’s opinion, 
the best way forward is to create 
internship opportunities for both 
professors and students and open 
up channels of communication 
on a regular basis. This could be 
an incentive for professors whose 
academic careers are dependent on 
research publications, as an involve-
ment with language companies 
could help them include real-life 
research in their work.

However, Ciobanu is also clear 
that universities need to recognize 
that partnerships with industry 
will help them and their students. 
Academic language institutions 
that do not prepare their students 
to work on translation technology 
are inadvertently making them less 
employable than their counterparts 
who have been trained on tools. 
Individual professors need to 
be able to contact automation 
providers and ask for free academic 
licenses for their students, even 
if doing so is out of their comfort 
zone. In the same way, professional 
linguists are more than willing 

Figure 1: The 2011 global language industry in billions. Source: Ambient Insight 2012.
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to volunteer a few hours to help 
students get a real-life glimpse of 
what to expect when they graduate, 
as long as they get asked. 

Ciobanu summarized: “Everyone 
in our industry has a slightly differ-
ent perspective on what needs to 
be done to increase our collective 
visibility and status. Yet few have 
the patience to seek the full story. 
We can no longer afford to indulge 
in a game of pass-the-blame, and 
instead we should recognize the 
significant effort which representa-
tives from academia, industry, and 
international organizations have 
been making for several years now 
to ensure graduates are in the best 
place possible to join the language 
services industry as freelancers or 
in-house professionals. We should 
appreciate this work, build on it 
and steadily strive to improve on 
it for the sake of our students, our 
businesses and the whole world 
population who rely on language 
services to understand each other 
and prosper together.”

A solid bridge
Clients have requirements and 

the job of translators is to meet 
them. The requirements of multiple 
products and services, multiple 
audiences, multiple competitors and 
multiple markets in multiple lan-
guages demand meticulous organi-
zation in strategic positioning. The 
needs we fulfill are international and 
global in their reach. Imagining that 
our universities can prepare transla-
tion students for the multitude of 
real-life requirements and that when 
they graduate they will be as good as 
the veterans we seek them to replace 
is unrealistic. 

Today the universities are 
preparing professionals in transla-
tion services with an advanced 
understanding of technology and 
specialties. I am always pleasantly 
surprised to experience the high 

standards of language proficiency 
that our graduates master during 
their studies today. Most of us 
had to learn on the job merely 
because we were the only ones who 
could do it at the time. Whatever 
happened to “training on the job”? 
It seems to have vanished when 
all the in-house positions were 
outsourced. We need to see LSPs 
creating internship opportuni-
ties and matching experienced 
translators with graduates for 
mentoring. We cannot complain 
of skill shortage when it is up to us 
to mentor and provide internships 
to help young graduates acquire 
the experience we demand them 
to possess before we entrust them 
with our work.

I would like to suggest we look at 
the issue from another angle: what 

is it that we are asking for and not 
finding in prospective candidates? 
Are our requests and job descrip-
tions too narrow? Are the hiring 
processes too impersonal and 
automated? Do we ask for at least 
three to five years of experience 
without having created the means 
for graduates to earn it? To build a 
bridge we need to start from both 
sides.

So what is it to be? Do we 
want a rope bridge, Indiana Jones 
style? Or an iconic Golden Gate 
style structure, resplendent with 
moveable lanes, safety nets and a 
nonstop stream of traffic? We all 
want the latter. We all want to see 
the language community building 
solid lines of communication within 
and attracting the admiration of a 
translation-hungry world.  [M]

http://rheinschrift.de/
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If you are one of the 80% of knowledge workers who feels stress on 
the job, you may also be one of the 14% who felt like striking a coworker 
in the past year, but decided not to do it. Instead you may have looked 
for another job. Here is how successful professionals manage to leap to a 
dream job that fuels them with energy, inspires them for personal growth 
and helps them to contribute to a cause much bigger than themselves.

To get there, you will need to design your own path to success. You will 
need to do things differently. You will need to find a new process for landing 
your dream job. 

There is a lot of literature out there designed to help you get found on 
job boards such as Monster.com, Indeed.com, CareerBuilder or LinkedIn. 
You can read how to best use their site maps and search features to find job 
listings that are the best matches for you. There are plenty of blogs and even 
paid services to help you write and organize your résumé, use keywords and 
buzzwords, and stand out against other candidates. Job boards promise to 
get your résumé in front of many more employment opportunities than you 
could ever find on your own.

Job boards make it harder, not easier
The opposite is true as well, because on the flip side, employers now 

find many more candidates for each of their listings. You have much more 
competition. That makes it harder to stand out, and hence, your chances of 
being noticed fade.

To manage the deluge of applications, employers have increasingly auto-
mated the selection process with tools, such as applicant tracking software, 
recruitment automation for résumé screening, software that enriches 
résumés by using public data sources about your previous employers and 
your social media profiles, chatbots and even technology that records your 
interviews and assesses factors such as your word choices, speech patterns 
and facial expressions to predict how well you fit the role.

These technologies have one main purpose: filter out all applicants who 
do not match formal hiring criteria.  And if technology is not available, 

someone in human resources (HR) 
will do it manually at a speed of six 
seconds per application. As a result, 
88% of résumés that employers 
receive for a role are considered 
unqualified.

You can be the most qualified 
person for the job, but the hiring 
manager will never see your résumé 
for two reasons:
1. Underqualified: You may have 

only four years of experience, and 
the system filters you out because it 
wants you to have five. You may have 
a bachelor of arts and the company 
wants a bachelor of science or a 
master’s degree. You will be deemed 
underqualified based on formal evalu-
ation criteria instead of your true 
knowledge, experience, motivation 
and ability to do the job.
2. Overqualified: You could be the 

best person for the job, but deemed 
overqualified because you already 
have seven years of experience. 
You may have a master of business 
administration degree and the formal 
requirement is a bachelor’s degree.

The lists are long. The irony is that 
there is no rhyme or reason why a 
company sets certain minimum job 

Localization Business School

How to find your  
localization dream job 
in 30 days

Andrew Lawless is a best-selling author, performance 
coach, localization educator and consultant. He is 
adjunct professor at the University of Maryland 
College Park where he co-lectures a class in localization 
project management.

Andrew Lawless
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requirements. These are mostly 
made up. Arbitrary preferences from 
the hiring manager or the company’s 
HR policies define these formal job 
requirements.

Understand that formal  
job requirements are  
mostly made up

Why are they requesting five years 
of experience? What’s the science 
behind it? There is none. It’s all based 
on personal assumptions, philosophies, 
ignorance or arrogance. That’s why you 
find job listings that require two years 
of experience with a technology that 
has been on the market for only a few 
months.

To be fair, sometimes those formal 
job requirements are based on prior 
experience with former employees. 
Someone with only four years of 
experience was not able to get the job 
done. Or a former hire with six years of 
experience got bored too fast and left 
the company early. Who knows. 

Beat the messed up 
hiring system

It is important to know that it’s 
not you whom a company rejects, 
but everybody who came before you. 
But you know that you are different. 
You have that special gift and a 
personal conviction that the world 
needs — and you want to put it to 
work. You’ve got to beat the system.

You will shun job databases. You 
won’t allow human resource depart-
ments to discriminate against you 
for all the people who came before 
you. Instead, you will use alternative 
and more rewarding ways of getting 
your résumé and face in front of a 
decision maker.

You are also not concerned with 
whether your target company has 
an actual job opening. Most manag-
ers would let go of several of their 
team members if they had someone 
to replace them. They are always 
looking for options to enhance their 

teams, even if secretly and quietly. 
Your task is to contact them directly 
and help them see that you are that 
option.

The four steps to 
finding your dream job

I do not have a college degree. 
However, I was once headhunted 
and hired for a position at the 
World Bank — one of the globe’s 
most prestigious institutions — 
that formally required a PhD or 
MBA. I worked as a consultant 
for the FBI’s Behavioral Science 
Unit with top secret clearance to 
support anti-terrorism activities. 
The parent company of Scientific 
American, and one of the world’s 
most respected publishing houses, 
Verlagsgruppe Georg von Holtz-
brinck (Holtzbrinck Publishing 
Services in the US), hired me as 
head of their global digital media 
division and then promoted me to 
general manager for North America 
for their electronic publishing arm. 
And the leading language services 
provider at the time, Berlitz, 

successfully relied on my expertise 
to turn their division in Central and 
Eastern Europe profitable after nine 
previously failed attempts. 

At the time of writing, I am 
co-teaching a master's level class at 
the University of Maryland College 
Park. With no college degree in my 
pocket, how can that be? Am I a 
fraud? 

Obviously, I must know some-
thing. People will want to work with 
you if you know your stuff, have a 
personal conviction, and can prove 
that you have both. Here are the 
five “whats” that you can use to find 
the job you want, and convey your 
unique gift to a hiring company.

1.  Industry that you want to 
serve and how.

2.  Role that you want to play 
and why.

3.  Your natural way of working if 
given the freedom to be yourself.

4.  Preferred location for your work.
5.  Your personal criteria of success.
A good way of starting is to 

understand your natural strengths. 
Kolbe Corp is the leader in assessing 

http://www.systrangroup.com/
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your cognative skills. You can take 
the test at: https://goo.gl/5FjJDB 

Step two is finding the best-
matching hiring manager. Once you 
are clear about what you want, you 
are in an excellent position to narrow 
down 20 employers that fit. You will 
not send your résumé to human 
resources. In fact, you will not send a 
résumé at all. Instead, you will send 
an invitation to meet or speak directly 
to the hiring manger. Here are a few 
ways to find and get them:

[ Referrals: Hiring managers are 
five times more likely to engage 
when introduced or referred by 
someone they know.

[ LinkedIn: Get a premium 
account for Sales or Business (not 
for Career). These give you 15 to 20 
InMail messages that enable you to 
start meaningful conversations with 

hiring managers of the companies 
that fit your needs.

[ LocWorld: The event features 
many hiring managers. You can 
reach out to them by visiting the 
exhibit booth or engaging a speaker 
after their presentation. 

[ Lexis.com: The most complete, 
current and accurate contacts gathered 
from a variety of sources and compiled 
by Dun & Bradstreet.

[ Meetups: Join Meetup, but go to 
the events for decision-makers. Skip 
the Meetups for professionals. Most 
people are there to either get new 
business or a new job. Hiring managers 
are rare at these events.

[ Let them find you: Today and in the 
future, hiring companies will continue 
to use the internet as the premier 
channel for proactively connecting 
with potential employees. Interestingly, 

they are more interested in the people 
who are not actively looking and have a 
compelling story.

Step three begins when you 
contact the hiring manager directly. 
The worst mistake you can make is 
to begin a conversation with you, 
your experience and your story. 
Instead, begin with a topic that is 
meaningful to them.

A compelling introductory 
message has five components in a 
distinct order:

1. A key challenge in a hiring 
manager’s industry, profession or team.

2. Your compassion about this 
challenge.

3. The solution that you have in 
mind.

4. Evidence that you are qualified 
to prescribe this solution.

5. Invitation to speak or meet.

without the
Translation Power
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MultiLingual Half Page Ad April 2016 v3 Final.indd   1 26/04/2016   14:46

https://goo.gl/5FjJDB
mailto:info@KantanMT.com
http://www.KantanMT.com
https://www.kantanmt.com/


35October/November 2017

Column 

Step four is to ace the interview. 
Hiring managers as well as business 
owners love to talk about them-
selves. An interview is like going on 
a first date. Meeting someone new is 
always about the other person, never 
about yourself. 

You can start a conversation with 
two questions: what excites you the 
most right now about your business/
program/team? And what gives you 
the biggest headaches right now? 
You can carry on a conversation with 
one simple follow-up question (use it 
as often as possible): how do you feel 
about that?

If all else fails, use questions in 
sequence of a localization project, 
such as:

[ What types of documents and 
linguistic assets do your clients 
send you?

[ What kind of services do you offer 
in addition to translation?

[ What are your typical deliverables 
to the client?

[ What does your client do with 
the deliverables and how do these 
contribute to your client’s success?

Remember that the most success-
ful candidates are not the ones with 
the right answers, but those with the 
right questions.

From then on, your formal 
qualifications are, well, just a minor 
formality. You either ace the meet-
ing, get hired eventually or you 
fail it. Either way your résumé and 
formal qualifications have lost their 
importance at that point.  [M]

Dear Mr. Jones,
[Element 1: Key challenge]
Your article on the quality of 

marketing-specific translation was 
spot on. Multiple versions of product 
names can be a challenge — and 
often to a point where customers and 
sales people alike are confused. 

[Element 2: Compassion]
In my case, it caused physical pain. 

Instead of using a procedure in which 
an artificial joint would be cemented 
with a shank or shaft, doctors 
implanted it without any cement. 
Because the term “non-modular 
cemented” was wrongly translated 
as zementfrei, which means “does 
not need cement” in German. So the 
surgeons put in the knee loose, and I 
needed a second surgery. 

[Element 3: Solution]
I then decided to do something 

about it. No one should have to 
undergo unnecessary surgery 
because of mistranslation of a term.

I decided to dedicate my life to 
helping the medical industry to be 
crystal clear and accurate in their 
communication. I found a way to 
manage critical medical terms and 
make their correct translations 
available in all marketing material 
from web content to product 
brochures and white papers.

[Element 4: Why you]
Today, I am one of the leading 

experts. With over ten years of 
experience in managing terminology, 
I have been able to help major life sci-
ence and medical device companies 
increase the success of new product 
introductions by up to 67% and 
brand recognition by up to 89%.

[Element 5: Invitation]
I am hoping to learn from you 

about how you address this challenge 
today and what a perfect world would 
look like for you in three years.

Can we talk?
Sincerely, Andrew Lawless
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Picking the right languages is a key decision 
for growth-minded global software enterprises 
that use the internet as a sales and marketing 

channel. If they find the right languages, they can 
achieve significant growth, especially if they find 
ones characterized by gross domestic product 
(GDP) growth and increasing internet access. 

Arle Lommel

Arle Lommel is a senior analyst for Common Sense Advisory (CSA Research).

The economic opportunity 
for software localization 
in Africa, the Middle East and Central Asia

Late 19th century view of a market in Azerbaijan.



The number of tongues enterprises 
need to capture most of the internet-
addressable market is steadily increas-
ing, with 14 needed in 2016. However, 
after enterprises have tackled the lead-
ing languages, the decisions become 
more difficult, reliable information 
scarcer, the rewards inconsistent.

Over the years, Common Sense 
Advisory (CSA Research) has fielded 
many inquiries about emerging lan-
guage markets in Africa, the Middle 
East and Central Asia. The primary 
reason for these queries is that this 
broad region is growing rapidly. For 
example, by 2050, the population of 
Nigeria is projected to exceed that 
of the United States and one quarter 
of the world’s population will live in 
Africa. Companies that time their 
localization for the region correctly 
stand to reap big rewards as early 
entrants into fast-growing markets. 
However, if they jump too soon, they 

may find that their long-term goals 
are sunk by short-term realities of 
low per-capita wealth and political 
and social turmoil. 

These languages — with the 
exception of Arabic and Hebrew — 
have generally not received much 
investment, but the realization that 
the “bottom of the pyramid” repre-
sents an untapped consumer market 
keen for the same opportunities 
found in developed economies is 
leading enterprises to reconsider the 
region. This investment not only can 
benefit the companies entering the 
region, but also provides lower-cost 
and higher-quality purchase options 
for individuals who previously had 
to make do without access to spe-
cific items or who had to deal with 
inflated prices.

Since 2009, CSA Research has 
calculated the online economic oppor-
tunity for individual languages, 

             Regional online GDP                         Online piracy-adjusted opportunity

Rank Language Size (US$ 
billion) Rank Language Quotient

1 Arabic  $1,731.0 1 Arabic 104.0

2 Turkish  $435.9 2 Turkish 31.6

3 Hebrew  $218.6 3 Hebrew 27.7

4 Persian  $194.6 4 Persian 12.9

5 Kazakh  $59.8 5 Afrikaans 5.1

6 Kurdish  $47.6 6 Kurdish 3.5

7 Azeri  $45.9 7 Kazakh 2.8

8 Afrikaans  $42.9 8 Urdu 1.9

9 Sorani  $35.4 9 Zulu 1.9

10 Urdu  $33.5 10 South Azerbaijani 1.6

11 Yoruba  $29.2 11 Setswana 1.3

12 Hausa  $29.1 12 Uzbek 1.3

13 Uzbek  $27.0 13 Azeri 1.3

14 Swahili  $25.0 14 Yoruba 1.0

15  South Azerbaijani  $24.3 15 Hausa 1.0

Figure 1: Top 15 African, Middle Eastern and Central Asian languages for online 
GDP and piracy-adjusted online GDP (Source: CSA Research).
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covering 127 of them in 2016. These 
figures — based on a close analysis 
of economic and demographic data 
from the United Nations, the Inter-
national Telecommunication Union, 
the World Bank, Internet World 
Stats and Wikipedia’s engagement 
statistics, among other sources — 
provide a conservative estimate of 
the amount of income potentially 
accessible via the internet from 
members of different language com-
munities. These figures are distinct 
from total income and from GDP 
based on political boundaries, and 
can help enterprises direct their lan-
guage investment.

Although these figures can help 
assess the overall economic opportu-
nity, customer behavior can greatly 
affect the equation. For example, 
attitudes toward intellectual prop-
erty ownership vary considerably by 
country and language, as evidenced 
by illegal downloads of digital media 
such as software, multimedia and 
electronic books. Based on a com-
bination of its own research with 
data from The Software Alliance 
(BSA)’s annual study on piracy rates 
in various countries, CSA Research 
calculates that the piracy rate for 
Japanese-localized software is 19%, 
compared to 40% for English, and a 
staggering 90% for Georgian. As a 
result, the equation for selecting the 
next locale is different for software 
and other digital products than for 
durable physical products.

This piracy data is a variable in 
calculating the market potential 
for products in various regions. To 
provide an idea of the relative soft-
ware opportunity for languages after 
adjusting for piracy, CSA Research 
took the online GDP for each lan-
guage, subtracted a factor based 
on the BSA piracy rate, and then 
divided it by the median value for 
all languages (roughly $5.5 billion). 
Because the resulting quotient is an 
abstract number, rather than a dollar 

value, it makes it easier to compare 
economic opportunities.

In this view, Arabic is the clear 
leader in both online GDP and the 
adjusted opportunity (see Figure 1). 

This data becomes useful when 
software companies are already local-
izing for other languages and compare 
their opportunity with those from the 
languages in this region. Figure 2 pres-
ents the values for the 35 languages 
CSA Research evaluated in the region, 

with selected comparisons from other 
regions. Consider Arabic, which with a 
quotient of 104 ranks 11 overall among 
world languages. Compare this to Eng-
lish (the largest opportunity at 2,234) 
and Japanese (the second-largest at 
612). Mathematically, this means 
that for every 10,000 units of English 
software a developer sells, it would 
reasonably expect to move about 2,739 
Japanese units and 466 Arabic copies, 
all other things being equal. 

Figure 2: Quotient of software market opportunity. (Source: CSA Research).
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Comparing these figures allows 
software developers to estimate the 
market potential based on other 
known data points. For example, 
if a company makes a profit on an 
Icelandic version, it would suggest 
that any language with a quotient 
higher than that of Icelandic is a 
good candidate for investment, all 
other factors being equal. 

The data presented above can help 
enterprises assess the short-term 
sales opportunities for traditional 
permanent licenses of desktop 
software. If they offer cloud-based 
software or online authentication 
methods, piracy rates will typically 
be lower, which increases the poten-
tial economic opportunity over the 
figures presented above. However, 
developers considering localization 
into these languages need to be aware 
that high-bandwidth internet access 
may be spotty and subject to out-
ages in many of the countries under 
consideration. Software that requires 
constant access to a remote server 
may not work properly, so the oppor-
tunity will be smaller in those cases.

Although this analysis is not 
a substitute for careful study of 
particular countries’ needs and 
markets, these results can help 
developers looking at the region to 
identify languages that are likely 
to justify investment in the short 
run enough to avoid losing out on 
them before growth boosts them. 
As companies evaluate these lan-
guages, they should consider both 
their present state and their long-
term growth potential. Most of the 
languages from the region focused 
on in this article appear to present 
small opportunities today, but in 
five or ten years they may be much 
larger. As CSA Research’s examina-
tion shows, the size of the available 
pie continues to grow and more and 
more languages rise every year to 
the level where they become attrac-
tive opportunities.  [M]
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Connecting lives through 
digital technology in the DRC 

Thomas Gilmartin

Thomas Gilmartin is a freelance writer with a degree in history, a 
master's in international relations and a law degree from King's 
College London. He worked for several years at a high-profile 
anti-corruption tribunal in Dublin.
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Dr. Pascal Namegabe offers an example of the 
type of problem he faces daily at his hospital clinic 
in the Democratic Republic of Congo (DRC). “A 
child had put a marble in their mouth, and it had 
moved into the child’s respiratory tract. The family 
didn’t know what course of action to take.” 

Without training or knowledge of what to do in situations 
such as this, for many people the only recourse is to try and 
get to a doctor quickly, but there are often no clinics nearby. 
“They traveled 2km (1.25 miles) to reach the hospital, but the 
patient was already dead. They could have simply pressed on 
the abdomen and diaphragm, and the marble would have 
come out. In this case, the family wasn’t able to interact with 
the hospital so that a doctor could tell them what to do in the 
very first seconds to save a life.” 

For Namegabe, this awful story illustrates the urgent need 
for clinics like his to embrace new technology to prevent 
unnecessary deaths — essentially, to localize existing tech-
nology for the region’s challenges. Training people in basic 
first aid might have helped prevent such a tragedy, but suf-
ficiently quick access to trained or knowledgeable people in 
a vast area such as this isn’t always possible. Nor is phoning 
the hospital always an option. Many people cannot afford to. 
Instead, Namegabe envisaged new ways of using technology 
to get information to patients quickly enough to be effective. 
More fundamentally, he wished to overhaul the way his hos-
pital clinic was organized by adding digital technology to free 
up time and resources to treat more patients.

This is where Project First Light has provided transforma-
tive help. First Light is an initiative created by Ensemble Pour 
La Différence, a nonprofit organization providing macro-
loans and mentorship to small and medium-sized enterprises 
in the region, in alliance with Fjord, a design and innovation 
consultancy, and the peace organization Falling Whistles. Its 
aim is to work with local people and institutions in a way that 
empowers them with localized technological solutions to 
urgent problems. 

With the help of this coalition, Namegabe’s clinic has now 
become a model for others in the region. Additionally, a sepa-
rate pioneering program in Project First Light now connects 
a remote and impoverished island community in the region 
to the internet.

From manual to digital
New Hope Hospital treats patients who come from up 

to 50 miles away to the eastern DRC town of Kavumu — a 
journey that can take two days on the region’s dirt roads. The 
most common problems for the hospital’s patients are mal-
nutrition, malaria and the consequences of sexual violence. 
The hospital was faced with a huge patient management 
challenge — records were handwritten on pages carefully 

cut from notebooks, then stored in humid conditions, at risk 
of loss or damage. Staff spent a lot of time trying to locate, 
update or replace records, add new ones and keep on top of 
billing.

In Kavumu, the First Light project team members were 
immediately struck by the need to build a solution so that 
patient management was entirely digitized. Involving hospi-
tal staff in the process from the outset was critical, enabling 
a sense of ownership of the new system’s performance. The 
team researched various digital options and settled upon 
Open MRS, an open source patient management system. The 
advantage of going open source was its public accessibility 
and the existence of a global web of volunteer contributors 
who could troubleshoot problems and further develop the 
technology for free. 

The implementation of this system allowed Namegabe 
to expand his operation, double his staff and win a contract 
with the United Nations (UN) to treat up to a thousand UN 
employees. It also acted as its own marketing tool — people 
heard of this new digital system by word of mouth and 
traveled long distances to take advantage of what they saw 
as inherently advanced treatment. Instead of treating six or 
seven patients a week, the clinic now sees up to 30. Key to this 
success was a realization from the outset that local conditions 
had to be factored in when making important decisions.

Localizing the decision-making process
Local ownership of the process, as well as the solutions, has 

been crucial to the success of Project First Light — not only in 
terms of providing a sense of local ownership of the decision-
making process and installed systems, but also in avoiding 
the perception of Western solutions to African problems. 
“Design methodology in general starts with people, not what 
the designer wants,” said Mike Beeston, cofounder of Fjord 
and founder of Ensemble. “Design methodology is rooted in 
user needs. In Eastern DRC, the idea is to give people time 
to voice their concerns and needs… ranging from their kids’ 
education to their own health to security.”

Identifying the most important needs required a process. 
“The best way to do that is to give them a single choice out of 
the ten they came up with so that if you have 12 to 15 people 
in a research group, you’ll usually end up with a cluster of 

The DRC is emerging from decades of 
instability and conflict. Large areas, though 
resource-rich, are financially and techno-
logically impoverished. One project looks to 
bring heavily localized technology design 
solutions to fundamental problems faced 
by people in one part of the country. 

chat version
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around three needs which you then 
push them to prioritize into some sort 
of order. That’s how you end up getting 
focus into the service.”

The Ensemble volunteers had to 
adapt to several fundamental context-
specific problems. The spectacularly 
mineral-rich DRC experienced a civil 
war, exacerbated by neighboring coun-
tries intervening to plunder resources, 
between 1997 and 2003. Over five 
million people were killed by conflict 
or disease in this African World War, 
little-covered by the media elsewhere 
in the world. Conflict has persisted in 
the east of the country, where militia 
still operate and UN peacekeepers 
patrol. The area around Kavumu is not 
secure — people who work around the 
edge, where town meets forest, are not 
safe even during the day. The proximity 
of this insecurity, according to Beeston, 
was quite a culture shock.

Power cuts are a daily occurrence 
in Kavumu. The unreliability of the 
electricity influenced the team’s choice 
of hardware. “We took a decision very 

early on to be independent of the 
electricity grid, and simply use solar,” 
Beeston recalls. They repurposed a 
low-power home entertainment PC 
as a server, and supplied nursing staff 
with rugged Android tablets that could 
still be used to log records in the event 
of power switching to back-up motor-
cycle batteries. A Kenya-made rugged 
internet router, BRCK, was chosen 
to back up records to the cloud. “We 
wanted something that was developed 
in a dusty, fairly basic environment.” 

The proactive attitude of Namegabe 
and the hospital administrator meant 
that the groundwork was laid for the 
system’s continuing upkeep and main-
tenance – they found two local tech 
enthusiasts to develop add-on mod-
ules. Staff were trained on-site because 
they had never used such devices 
before, and, to counter the problem of 
a much lower literacy rate in DRC, low-
literacy digital guides to the server and 
tablets were created in the local Swahili 
dialect of Mashi by local Ensemble 
volunteers, translated from English.

The fact that the entire solution was 
being designed and implemented from 
nothing — the people in the area had 
never experienced anything similar, 
and the infrastructure ranged between 
poor and nonexistent — meant that 
there was no resistance to the new 
design culture. People and organiza-
tions in advanced industrial economies 
are already technologically equipped 
and have ingrained user habits. When 
someone suggests a new idea or a 
design concept that marks a departure 
from existing methods, there is con-
siderable opposition. In places such 
as Kavumu, however, the new system 
represents such a step-change that 
people embrace it enthusiastically. For 
companies such as Fjord, this level of 
adoption of a design culture is on a 
different plane from its experience in 
wealthier countries.

Starting from zero in terms of infra-
structure, user behavior, hardware and 
so on was an extremely useful experi-
ence for many Ensemble and Fjord par-
ticipants. Knowing when to work with 

A rugged Android tablet and localized software are used by New Hope Hospital staff to keep track of medical records. 
Photo: Ensemble Pour La Différence.
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what already exists and when to start 
completely over is key to providing 
technological solutions — and obvi-
ously context-dependent. In this part of 
Africa, the team worked in what was in 
effect a startup environment. Beeston 
observes that “It’s not like starting in 
the UK or Sweden. You can’t scale a 
project very quickly. You have to scale 
a project by building on sustainable 
building blocks.” What was needed was 
obvious and fundamental — a resilient, 
ground-up digital management system 
— and so they went straight to the 
mode of finding solutions.

Being digital and so far in advance 
of anything patients had been used to 
meant that the system advertised itself. 
“The low level of expectation (relating 
to health care provision) took some 
getting used to,” says Beeston of the 
situation beforehand. Now, however, 
people come from up to 50 miles away 
having heard of the new technology, 
presuming that the hospital must be 
worth traveling to purely because this 
aspect of patient service is so advanced 
relative to other clinics in the region.

Namegabe wishes to develop out-
reach services also. The team was tasked 
with developing a cell phone app that 
would allow him to interact with patients 

at a basic but critical level. They had to 
adapt both to the lower literacy rate in 
the area and to the fact that most peo-
ple own basic cell phones, not smart-
phones. Many can’t read or understand 
prescription information and often 
cannot afford to call to ask. To that 
end, they developed a simple app with 
a recorded message from the doctor 
with information about prescriptions, 
common illnesses, using mosquito 
nets and effective home cleaning. They 
hope to extend the service to include 
basic first aid, which could prove vital 
in cases where people might otherwise 
die en route due to lack of knowledge 
or confidence on the part of those 
looking after them.

Namegabe is also looking at a 
motorbike and sidecar ambulance 
service, such as has already been 
pioneered in South Africa. Here too, 
local-specific problems must be con-
fronted. Very few people in the region 
have formal addresses. One potential 
solution envisaged is to use the local 
chief’s name to identify the village in 
which the patient can be found. Such 
a service would, in Namegabe’s view, 
help revolutionize treatment in the 
area. The priority right now, however, 
is not to get patients in to the clinic, but 

to get medical aid out to the commu-
nity, whether through first responders 
or via digital communication.

Overcoming lakes 
and mountains

The second, separate arm of Project 
First Light’s work came about at the 
behest of the King of Idjwi, an island 
in one of DRC’s great lakes, Lake Kivu. 
The island is poor, with local occupa-
tions generally being subsistence farm-
ing, fishing, coffee cultivation, textiles 
and some tungsten mining. Island life 
is hard, with necessary trips to main-
land DRC often involving a perilous 
and, in many cases, deadly journey 
by boat. Emigration is common, with 
many young people leaving to make a 
better life for themselves elsewhere.

The king (or mwami), Gervais 
Rubenga, approached Beeston with 
the idea of installing an internet con-
nection that would boost the economy, 
provide vital information to people on 
the island, and help prevent emigra-
tion. The idea was to provide a two-
pronged service. One element allowed 
for the community to access websites 
and to participate in social media and 
other services. The other part was fully 
embedded in the local community — 

Children and adults read localized healthcare information at a kiosk in Bugarula. Photo: Ensemble Pour La Différence.
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news, information, notices — and was 
not reliant upon access to the world 
wide web. 

This second element was important 
because most Idjwi people had never 
used a computer or smartphone, and 
many are not able to read and write. It 
was vital that access to digital services 
reached as many people as possible, 
unlimited by lack of literacy or techni-
cal know-how. According to Beeston, 
the word-of-mouth relaying of infor-
mation by those who can read to those 
who cannot will amplify the network’s 
reach. “We can go beyond that too, 
and start to develop services that are 
enabled by the internet but which are 
delivered through voice technology.”

 “When it comes to connecting up 
rural areas in Africa, you don’t have 
much choice,” explains Euan Millar, 
technical consultant to Ensemble. “You 
can use satellite, or you can do Wi-Fi 
point-to-point which ends in optical 
fiber somewhere.” Satellite was dis-
missed as being too expensive, need-
ing at least $5,000 as a starting budget. 
It would also have been slower, with 
delayed signals when using applica-
tions such as Skype, so point-to-point 
Wi-Fi was chosen. “Optical fiber goes 
around the coast of Africa and then it 
goes into Africa at certain points, but 
that depends on whether the govern-
ment has invested in optical fiber links 
across the country,” explains Millar. 
“The governments of Kenya, Rwanda 
and Uganda have invested quite a bit 
in optical fiber, so we could get optical 
fiber up to the DRC border. We knew 
we could connect with a Wi-Fi point-
to-point link from Rwanda.” Research 
into approaches used in other parts of 
the world such as rural Afghanistan or 
Brazil’s favelas led to the adoption of a 
mesh Wi-Fi model whereby a power-
ful signal from a main transmitter is 
distributed across a local community 
via a series of homemade antennas.

The main problem, in terms of 
internet access, was that a reliable 
signal was needed from the town of 

Bukavu, 30 miles away, to Idjwi over a 
large expanse of water, with mountains 
in the way. “A point-to-point Wi-Fi 
link has to be line of sight. You have to 
be able to see the other end. You there-
fore have to go over the top of trees, 
so you need to be up high,” says Millar. 
Another reason to go high is because 
water and Wi-Fi/radio signals don’t 
mix — when a signal goes into water, 
it is lost. Additionally, the further a 
signal is sent, the wider the signal 
becomes, causing it to dip toward the 
water and lose speed. Thus an 82-foot-
high mast would be needed in Bukavu, 
connecting point-to-point with a mast 
on the top of the highest mountain 
on Idjwi, to ensure that the signal did 
not touch water on its lake crossing. 
Maintenance of the hardware would 
be further complicated by Idjwi being 
the “lightning capital of the world.”

Rather than the messy logistics of 
shipping people and equipment to 
DRC at huge expense just for testing, 
the team decided to test the equipment 
in a not dissimilar environment closer 
to home — in the Scottish Highlands. 
In the remote part of the Highlands 
they chose, there was the advantage 
that no Wi-Fi signals existed to be 
interfered with (something that could 
have brought them into conflict with 
British authorities). 

By luck, the team met Alex Mathe-
son, owner of the Brahan Estate, a 
large and rugged area near Inverness 
and popular with tourists. Matheson 
offered his lands as a test ground 
because the estate also needed help 
overcoming similar problems receiving 
Wi-Fi signals. In trying to solve an Afri-
can problem, the team inadvertently 
also helped connect people thousands 
of miles away. The success of the Scot-
tish test run meant that they could ship 
the hardware to DRC with confidence. 
The team then worked with local 
people to build the equipment there, 
and taught them how to maintain it. 

As with the hospital system, it was 
vital to involve local stakeholders from 

the outset to give them a sense of 
investment in the network’s success. 
“It is critically important not to ‘drop’ 
technology on local people without 
their engagement,” says Millar. “From 
the beginning, this was a community-
owned, community-designed initiative.” 
The mwami — the chief — is the major 
stakeholder, and has signed a manifesto 
stating that the network belongs to the 
people of Idjwi, further adding to the 
sense of collective ownership. “We have 
not had a single incident of vandalism 
or theft of any of the equipment. That 
shows how much people respect it and 
feel that they own it.”

As part of the theme of local 
ownership, four full-time “network 
guardians” were recruited locally 
at the start and trained to keep the 
network running (male and female, to 
ensure representative diversity). Millar 
explains that “Each Wi-Fi hotspot has 
a permanent staff member whose job 
it is to educate and to find out what 
people want from connectivity, how 
to keep (the system) sustainable.” A 
management system was created so 
that the guardians could set up new 
users, manage payments and maintain 
connectivity. To further involve the 
community, people on whose land the 
masts are placed receive regular rent 
payments.

It thus became possible to launch 
Pamoja.net (pamoja means “togeth-
erness” in Swahili) as an internet 
resource designed specifically for the 
needs of the islanders. The volunteers 
built a kiosk in the small island town of 
Bugarula, in which people can access 
the new service through Raspberry Pi 
computers or tablets. On average, 350 
people use the service each month to 
call, text and go online, some walking 
from over ten miles away.

These users are literate, but the 
population of Idjwi is over 300,000 
(most are children, perhaps 100,000 
being adults with low literacy). So, a 
public display that does not require 
high literacy was installed, giving 
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information in the local Swahili dialect 
of Mashi about topics such as local 
weather conditions (vital for those 
considering sailing), health, educa-
tion and announcements (particularly 
from the mwami). It was even used to 
reunite a lost child with his parents. 

The service is also used to convey 
information from bodies as diverse 
as the local police, teachers, reli-
gious leaders, the country’s electoral 
commission and Heal Africa, the 
non-governmental organization hos-
pital in Goma. There is now an Idjwi 
WhatsApp group too. “When people 
get access to something like a mobile, 
they tend to be quite keen,” observes 
Beeston. Crucially, the network is 
enabling small businesses to better 
organize and reach customers.

Key to the new system’s arrange-
ments is the method of paying for 
its upkeep. In this part of Africa, 
internet connectivity is sparse and 
expensive. Fees and device costs can 
be exorbitant and exploitative. The 
people of Idjwi are poor, and there 
are families with children surviving 
on a dollar a day. After local con-
sultation, it was decided that local 
businesses and organizations would 
use Pamoja.net during the day, each 
paying a small monthly subscrip-
tion, and then everybody else could 
use it for free after 4 pm. This way, a 
sustainable internet link to the rest of 
the world has been established that 
involves the entire community with-
out prohibitive cost to anyone. “Some 
of the comments that we get are very 
inspiring,” says Millar. “People are 
saying that without internet they 
feel without life on Idjwi, it connects 
them with the world.”

Future challenges and hopes
A third area being explored by Fjord 

and Ensemble, beyond healthcare 
and community services, is the way 
in which cell phone payments might 
transform the local economy. The cost 
and unreliability of services in this part 

of Africa mean that getting momen-
tum behind such a development will 
be slow. “We have three tracks,” relates 
Beeston, “but we’ve got a long way to 
go with each one. We certainly don’t 
need to look for a number four for a 
long, long time to come.”

Euan Millar thinks that the biggest 
problem facing digital initiatives in 
many parts of Africa is that so many 
people cannot read and write, and 
therefore need to talk. This presents 
a challenge in terms of cell phone 
spectrum — the spectrum being a 
resource that the government sells 
to telecommunications companies 
for large amounts of money. Despite 
promises to the contrary, telecom-
munications companies across the 
world often fail to provide adequate 
coverage to rural areas, even in 
advanced industrialized economies. 
“We have a problem where telcos sit 
on the spectrum and don’t open it 
up to smaller communities because 
they don’t want competition,” says 
Millar. “That’s the problem — to 
bring in voice calls to places where 
people don’t have smartphones and 

need mobile coverage which is not 
there.”

“The real front line is in mobile, and 
that’s what we are trying to do next. 
We’re working with the Telecom Infra 
Project at the moment. We hope to find 
a telco that is helpful and understand-
ing to help us show how a community 
can sustain a network in a rural area 
and to give back to the telco in terms 
of revenue share, for example.”

The participants are hopeful that 
their work will inspire others, whether 
in DRC or beyond, to pursue local 
solutions to local problems. “We would 
really love it if other people had a similar 
approach and intention,” says Beeston. 
“In Kenya, Rwanda and Uganda there 
are enterprises of a similar kind, so 
we can learn from people outside the 
country. Inside the country (DRC), it’s 
still tough going. But we enjoy it. When 
you get to know people on the ground 
you see that these are good people.” 
It is these people who will ultimately 
take full control of the new technology 
and, in turn, pass on their know-how 
to others, further reinforcing a heavily 
localized design culture.  [M]
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Afaf Steiert Matthias Steiert 

Matthias Steiert is cofounder 
of Afaf Translations and 
specializes in German phar-
maceutical translations. He 
holds a PhD in biochemistry 
from the University of Basel.

Afaf Steiert is president and 
founder of Afaf Translations, 
works as an Arabic confer-
ence interpreter and over-
sees all medical translation 
services at Afaf Translations.

Oil and renewable energy
Recent trends for Middle East translation
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The Middle East still represents the second-
largest source of US oil imports, supplying 1.1 
million barrels per day in 2015, which repre-
sented 14.3% of US crude imports. Business in 
energy commodities between the US and the 
Middle East is as important as ever. However, 
renewable energies are becoming more main-
stream, and there is a shift in oil and natural gas 
exporting countries toward creating their own 
sustainable economies. Thus, international busi-
ness between oil producers and oil consumers is 
becoming more diversified. 

Language service providers (LSPs) dealing with the Mid-
dle Eastern energy market should consider these new trends 
in terms of their own service infrastructure, as well as local 
and international opportunities to expand their business.

Renewable energy
Some industrialized countries, especially in the Euro-

pean Union, are becoming less dependent on oil due to 
their increased use of homemade renewable energy, namely 
solar and wind power. Even countries that are less blessed 
with plenty of sunshine year-round, such as Germany, are 
reaping tremendous benefits from solar rooftop installa-
tions thanks to many years of government-based incen-
tives. Add onshore and offshore windfarms and the supply 
of renewable energy outruns the supply and outcompetes 
conventional (CO2-emitting) and nuclear power plants. 

Infrastructure has been improved by increasing highly 
connected power grids, introducing smart grids and creat-
ing solutions for energy storage. These include existing or 
new reservoir lakes and other types of reservoirs (under-
ground reservoirs in former salt or coal mines); creating 
gigantic flow-batteries as short-term electric energy stor-
age buffers (such as inside old mines or using connected 
shipping containers); or storing the heat generated during 
daytime by a solar-thermal power plant in the desert sand 
above which the power plant has been built. The possibili-
ties are only limited by imagination.

With emerging economies, the global demand for oil 
will continue to be strong or even on the rise for some 
time in the foreseeable future, but an increasing number 
of countries will become less dependent on imported oil 
due to their increasing self-reliance on renewable energy. 

Traditional oil-exporting countries in the Middle East 
will take note and must eventually adjust to a lower demand 
for their exported oil. If we look at Saudi Arabia’s current 
domestic economic problems, we get an idea of what’s in 
stock for their future. 

Saudi Arabia helped create its own problems by price 
dumping on its oil output, thereby lowering global oil 
prices. There were two goals: first, outcompeting the 
fracking industry in order to reinstate the United States’ 
dependence on Saudi Arabian oil; second, to keep Iran from 
recovering and rebuilding its own economy by competing 
in the international oil markets after most of the embargos 
had been lifted and Iran was allowed to export its oil again. 
The strategy backfired and put Saudi Arabia in an economic 
slump. Ultimately, price dumping meant reducing oil rev-
enues and depleting its own (financial) reserves. The global 
renewable energy efforts could likewise put a severe dent in 
the economic prospects of the gulf countries. 

Stepping up to counteract this novel economic threat to 
old-fashioned oil economics, some gulf countries such as 
the United Arab Emirates (UAE) are developing their own 
know-how in renewables while at the same time becom-
ing major importers of renewable energy technologies and 
infrastructure, namely from China. International bids on 
solar power plant installations in the deserts of Abu Dhabi 
are driving the costs per generated solar watt to ever new 
record lows. Abu Dhabi’s Masdar Institute is striving to 
become an internationally recognized facility spearheading 
and testing new technologies that enable more efficient uses 
of energy. Masdar City is a model city housing institutes 
and residential facilities demonstrating that even in the hot 
desert climate, it is possible to lead an energy-conscious 

The top ten most important languages for the future, 
according to a 2013 report from the British Council.
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life and eventually become entirely 
energy-self-reliant and self-sufficient. 

Much further west, on the rim of 
Northern Africa, another future global 
player in renewable energy is emerging. 
With the aid from international invest-
ments (World Bank, see also Desertec 
Initiative), Morocco has constructed 
what is the world’s largest solar power 
plant, the Ouarzazate Noor Solar 
Power station, and additional stages 
of this system are being built in rapid 
succession. Morocco does not have its 
own carbon-based energy resources 
and hence wants to become quickly 
less dependent on energy imports. 
Thanks to its sunshine, open desert 
spaces and close proximity to the 
European continent through the Strait 
of Gibraltar, Morocco aims to become 
an exporter of electricity, feeding sup-
plies into the European power grid. 

Languages
In this new energy economy evolv-

ing around the Middle East, its closer 
and more distant neighbors show 
an increasingly connected world of 
globalized business. How does this 
play out for LSPs? Let us give some 
thought to the languages that are 
relevant for the region — both locally 
and in the international context:
§Arabic — spoken around the gulf 

region and in practically all of North-
ern Africa. 
§English — the international lan-

guage of business and science, spoken 
by many people around the world 
with a higher level of education.
§Chinese — the soon-to-be top 

economic power in the world, China 
is very hungry for resources, oil and 
minerals from the Middle East and 
Africa. At the same time, China is a 
major manufacturer and exporter of 
renewable energy products, namely 
solar energy technology.
§Farsi (and other Persian lan-

guages) — Iran’s economy has suffered 
from decades of global embargos, and 
while it is governed by a conservative 

regime, the country and its leadership 
are very eager to drive international 
business, bringing into the country 
major investments and, of course, 
exporting oil from its gigantic reserves. 
§French — French is recognized 

as one of the official languages in 
Morocco, Algeria and Tunisia; hence, 
French lends itself well to doing inter-
national business within this region. 
§Russian — Russia to the north will 

be eager to extend its political influence 
in the region, do more business with 
Iran and maintain its presence and 
interests in a post-war Syria, should the 
civil war ever come to an end.

Arabic is spoken by upwards of 
400 million people worldwide and 
is the official language of 27 nations, 
including many of the dynamic, grow-
ing economies in the Middle East and 
Africa. Six Arabic speaking countries 
appear among the United Kingdom’s 
top 50 export market in goods, with a 
combined value to the economy that 
surpasses that of Spain, China or Italy. 
This is just one of the explanations 
why, according to a 2013 report from 
the British Council, Arabic ranks as 
the second most important language 
“for the future.” 

The Gulf economies (with the current 
exclusion of Saudi Arabia) are booming 
while they diversify away from oil and 
gas, open up their economies and bring 
down barriers to trade and investment. 
Significant opportunities exist for for-
eign companies, particularly in support-
ing the vast infrastructure work planned 
in the region. Egypt, Saudi Arabia and 
the United Arab Emirates have all been 
identified as priority markets by several 
European States. Arabic has emerged 
as one of the priority languages for the 
Foreign and Commonwealth Office. 
It is their intention to increase the 
number of diplomats trained in Arabic 
by 40%. Morocco, Egypt and Tunisia 
are popular holiday destinations for 
tourists from all over Europe, though 
Arabic-speaking countries have not 
been prioritized for tourist links. 

The World Cup will be hosted by 
Qatar in 2022 and will attract a large 
numbers of visitors. Dubai, one of the 
Emirates of the UAE, has evolved into 
a sought-after shopping destination, 
especially for wealthy tourists from 
Eastern Asia. At the same time, the 
residents represent a fast-growing 
market of eager consumers. In their 
international education strategy, pri-
vate educational institutions from the 
US and the UK identified Saudi Arabia 
and the Gulf region as priorities for the 
development of educational partner-
ships in response to the region’s eco-
nomic growth and expanding political 
influence. Obviously, regional political 
instability is a concern, but that only 
adds to the demand for LSPs providing 
all kinds of content in Arabic to serve 
in intelligence and diplomacy.

The internet is also rising in the 
Middle East, and with many Arabs 
speaking Arabic only, translation of 
online content is crucial to giving 
international companies an advantage. 
Although Arabic has had the problem 
of being difficult to render on websites, 
better software has overcome this, so 
it is likely that more businesses will be 
translating their content into Arabic 
soon. Businesses should consider mak-
ing their product lines easily available 
to the Arabic-speaking world. This will 
ensure bright results for businesses, 
with even more significance in the 
diplomacy, energy and defense sectors.

The importance of English is obvi-
ous to everyone. The language is spo-
ken in 101 countries by approximately 
527 million native speakers, and is 
the official language of the 20 most 
relevant international organizations. 
In most countries, it is also the primary 
foreign language taught in schools and 
can be understood by one-third of the 
world’s population. English also retains 
the number one spot as the most com-
monly used language among internet 
users, with 952 million users and as the 
most used language by 52.3% of web-
sites using various content languages. 
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English is, therefore, crucial for anyone 
who wants to thrive on the global stage.

With around 1.4 billion native 
speakers, Chinese accounts for 18% of 
the world’s population, and it is by far 
the most widely spoken language in 
the world. Furthermore, the Chinese 
economy has experienced astonishing 
growth in the last few decades, and is 
currently estimated to overtake the US 
to become the world’s biggest economy 
by 2018. Its dominance in the world’s 
economy makes it a noticeable source 
of business opportunity. As Chinese 
businesses are spreading globally and 
the country presents emerging out-
sourcing capabilities due to its (still) 
low costs and high productivity levels, 
the Chinese language is definitely not to 
be neglected, particularly as English is 
not widely spoken inside China. More 
content will also need to be translated 
directly between Arabic and Chinese 
since China’s trade engagement in the 
Middle East is rising to much higher 
levels than just a few years ago.

Farsi is the most important of the 
Persian languages, being that the offi-
cial language of Iran is spoken by the 
majority of the country’s 81 million 
inhabitants. Persian languages are 
rising fast due to increasing internet 
adoption pushed by the government, 
and should soon become relevant 
for businesses providing marketing 
content online. As mentioned earlier, 

most economic embargos against the 
country have ended, and particularly 
Germany, France, the UK, Italy, Rus-
sia and China are very eager to do 
business with Iran, importing goods 
and technology and getting access to 
the country’s rich oil reserves. 

In the past, French played a more 
significant role in the greater region 
of the Middle East. It is still a very 
important language used in trade 
relations with Morocco, Algeria and 
Tunisia, which are considered to be 
part of the Middle East in political 
rather than in geographical terms. 
Many of the business negotiations 
relating to Morocco’s burgeoning 
renewable energies market are dealt 
with in the French language, yet still 
necessitate translation into Arabic, 
English and Spanish to include its 
business partners. 

Russian, spoken by over 150 million 
native speakers throughout Central 
and Eastern Europe, will become more 
important in the Middle East. Russia is 
eager to increase its regional influence 
and create a counterweight to the his-
torical role the United States has been 
playing in the Gulf and surrounding 
regions. Already, Syria’s regime has 
made Russian the number-one foreign 
language to be taught in schools. 
Alongside Iran, Russia shares common 
interests of political and economic 
influence. 

We had started out with an over-
view of the changing energy market 
in the greater regions of the Middle 
East and its older and newer trading 
partners, using this as an example 
for the requirements of global com-
munication. Studies for the European 
Commission have shown that the eco-
nomic benefits of competence in more 
than one language are not limited to 
English. A wide range of languages is 
needed to exploit the benefits of a com-
mon market and keep improving trade 
between peoples worldwide. Even 
when others have a high level of pro-
ficiency in English, this does not mean 
that their languages can be ignored. 
In order to develop relations between 
countries and individuals based on 
mutual respect as well as to do business 
effectively, there is a need for an under-
standing of the social, political and 
infrastructural systems of a country, as 
well as the innumerable aspects of daily 
life that are important to that country’s 
identity and culture. To optimize busi-
ness results with global audiences and 
gain the first market advantage, the 
choice of target languages is crucial and 
not always an easy or obvious decision. 
LSPs have always been actively engaged 
in filling the gaps that result in a lack of 
mutual understanding, thereby closing 
possible barriers to doing international 
business and gaining access to the eco-
nomic partner country’s market.  [M]
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Some language pairs are rare enough to 
present their own set of challenges. Consider an 
international project that includes a family of 
immigrants from Iran, a large construction com-
pany, teams of lawyers and a translation agency 
from Israel.

This is a story of an Iranian family that fled Khomeini’s 
Iran. Some of its members immigrated to the United States 

and some came to Israel and bought land in the center 
of the country. When the opportunity arose, the family 
decided to invest in a large real estate project on their land.

When the documents began to pile up, a somewhat 
problematic fact became clear: Some of the family mem-
bers, especially the older ones, are not fluent in English 
and certainly not in Hebrew. All the documents related 
to the deal, therefore, had to be translated into Persian, 
as their signature was critical for the project, and legally 
valid only in a language they could read.

Mikhal Heffer

The challenges of translating 
Hebrew into Persian

Mikhal Heffer is CEO of Lichi Translation, a translation 
agency established over 20 years ago. She also manages 
the Lichi blog’s case studies about multilingual projects. 
Thanks to Thamar E. Gindin for her help with this article.
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The construction company ini-
tially hired the services of a Persian-
speaking lawyer. However, they were 
not happy with the result and hence 
they decided to look for a reliable 
translation agency. We responded 
to the challenge despite the fact that 
we hadn’t done Hebrew to Persian 
before. A new language is an inter-
esting adventure.

Thamar E. Gindin, a Hebrew-
native linguist, scholar and lecturer 
on Iranian culture, was recruited for 
the mission. Gindin studied spoken 
and literary Persian at university, and 
speaks it with a perfect accent.

The documents to be translated 
were bank documents with special-
ized vocabulary, and it was “not easy 
to find the parallel terms in Persian,” 
says Gindin. “In Israel you can find a 
Hebrew-Persian dictionary but they 
are usually concise or inexact. Even the 
term ‘notarized translation’ does not 
exist as a term in Persian, but only as a 
phrase.” Gindin used a pivot language 
to look up terms. She consulted the 
Hebrew-English economic diction-
ary from Ynet Economics (the largest 
internet business newspaper in Israel), 
and after finding the appropriate 
term in English, she was assisted by a 
specialized economic Iranian diction-
ary. “I have learned Persian for many 
years, but of course it is not my mother 
tongue. Therefore, the document was 
edited by a professional editor who 
lived in Iran at the time, and is of 
course a native Persian speaker.”

One of the complex challenges in 
the project was translating the names 
of the family members. When the 
Persian family names were recorded in 
the municipality in Hebrew, the local 
clerk copied the names inaccurately. 
“When they translated the names back 
into Persian, I could not use the correct 
spelling, but had to cling to the mistake 
so that the names would reflect the 
ones originally registered,” says Gindin.

The project's notary invited Gin-
din to his office to sign a translator's 

affidavit, and since the notary did not 
know Persian, the notary's confirma-
tion was based on the translator’s 
affidavit verifying the translation.

Gindin provided interpretation 
as well. “Even during the meetings 
themselves, we needed Persian inter-
pretation because even though the 
family members lived for 30 years 
in the West, they still did not speak 
English or Hebrew,” says one of the 
owners of the construction company. 

This project included not only the 
translation, but additional coordina-
tion with the client, the printer, lawyers 
and notary. At the time of taking the 
construction loan, the family signed 
the documents in Hebrew and the 
lawyer of the transaction confirmed 
at the end of each document that the 
family received a notarized translated 
copy and understood its content.

Language challenges
Ultimately, the project was success-

ful in large part thanks to the linguist’s 
competence. Overall, translating from 
English to Hebrew and Persian, or 
between the last two, is a challenging 
task. Here are a few things the transla-
tor needs to take into consideration.• History. Both Hebrew and 
Persian are ancient languages, dating 
back more than two and a half millen-
nia. Present-day Hebrew was revived 
from Biblical Hebrew (a language that 
was dormant for almost 2,000 years), 
and thus a native Hebrew speaker 
can understand most of the original-
Hebrew Old Testament with very little 
adaptation. Persian, on the other hand, 
has been a living language for all these 
years (even at times when it was not 
documented), and as with English, the 
change from Old to Middle to New 
Persian renders these three stages of 
language mutually incomprehensible.• Length of sentences. English, 
as the richest language in the world 
in terms of vocabulary, includes 
about a million words. English is a 
cosmopolitan language and is open 

to a wide range of cultural influ-
ences, enabling it to adopt and adapt 
to new foreign words. English is more 
likely to use descriptive texts than 
most other languages, thanks to its 
rich vocabulary of subtle differences 
and depth.

Persian is also a rich language, and 
the Persians adore their language and 
love long sentences — sentences with 
few verbs and many long adverbial 
constructions that are often translated 
into Hebrew as independent sentences.

In contrast, Hebrew has less exter-
nal influence, having not been in use 
for 2,000 years. Thus, it has a relatively 
limited vocabulary and tends to use 
short adverbial phrases. Hebrew is a 
concise language. This is somewhat 
characteristic of Israeli culture, which 
favors directness and getting straight 
to the point, with no time and patience 
to beat around the bush. 

The translator therefore should 
have an intercultural understanding 
to convey the message in the form 
and style appropriate for each culture.• Suffixes and prefixes. One of the 
reasons for the differences in the 
length of the language texts beyond 
vocabulary and writing style is that 
Semitic languages, such as Hebrew, 
usually use words with a root consist-
ing of three letters, but add different 
prefixes and suffixes of one letter to 
indicate combinations, prepositions 
and so on. Thus, one word in Hebrew 
may be equivalent to four words in 
English. For example, the Hebrew word 
KShe’elech (כשאלך) is translated into 
English as “when I go.” In Persian, this 
is vakhti ke raftam/vakhti ke mi ravam  

• Masculine and feminine. Com-
pared to some languages, there are not 
many masculine or feminine nouns in 
English. Persian, even more than Eng-
lish, lacks masculine-feminine noun 
distinctions. It does, of course, make 
gender distinctions by using words 
such as mother and father, or brother 
and sister, but "he" and "she" (u or vey 



for both) are one and the same, and 
distinct from "it" (ān). 

In Hebrew there are separate 
forms for male and female. All nouns, 
not just people, have gender.

The challenge for the translator 
is to understand the context and the 
meaning in the source language and 
only then translate it by splitting the 
text into different genders if Hebrew is 
the target language.• Spelling. Hebrew has letters 
that sound exactly the same, and 
people who learn the language can 
easily misspell a word. For example, 
Alef (א) and Ayin (ע) make the A 
sound, and Kaf (כ) and Kuf (ק) make 
a K sound. 

Persian uses Arabic script, even 
though the language is not Semitic, 
and the speakers don't pronounce all 
the letters the same way Arabic-speak-
ers do. This creates a situation where 
four different letters are pronounced 

as z: dal zāl (ذ), re ze (ز), sād zād (ض) and 
te daste-dār (ظ); three different letters 
are pronounced as s: se se nokhte (ث), 
sin (س) and sād (ص). The letters qāf 
 are pronounced like (غ) and ghein (ق)
one another, but have three different 
pronunciations depending on the 
phonetic environment. • Language direction. Hebrew 
and Persian are written from right to 
left. This affects the graphics of the 
text layout. The design format needs 
to be adapted. Text and graphics (for 
brochures, for example) may need 
to be moved from one side to the 
other. Websites require more time 
during development and localization 
because the programming and format 
is normally set to work in English.• Vocalization. In Hebrew and 
Persian, vocalization is optional, and is 
rendered by diacritics. This is entirely 
different from the English language 
that uses letters to render vowels. 

Experienced Hebrew and Persian 
speakers can recognize unvocalized 
words only by reading the context.• Definiteness. Hebrew nouns 
have only two states: definite 
(marked by ha) and indefinite 
(unmarked). English has three pos-
sibilities in this category: a noun can 
be definite (the), indefinite (a) or 
unmarked. Persian has four degrees 
of definiteness: the unmarked form 
may be either definite or generic 
(the two extremes), and in some 
cases there is a distinction between 
specific and non-specific indefinite 
nouns: the specific ones are marked 
by a post-position rā when serving as 
direct object. In colloquial Persian, 
specificity is marked by the suffix -e. 

The tasks and challenges men-
tioned in this article are by no means 
a comprehensive and all-inclusive 
list, but certainly rank among the top 
challenges a translator may face.  [M]
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Kevin Donovan 
Kevin Donovan has worked on localization 
projects for over 14 years. He took an active 
role in defining a new translation process for the 
healthcare company mentioned in the article. 

Joni Minear has worked in healthcare for 
several years. She has worked on disease 
management localization projects in Europe, 
South America and Australia. 

Joni Minear

Localizing a disease
management system
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The localization of a disease management 
software system poses unique challenges. In 
addition to the problems inherent in translat-
ing any complex, public-facing software, special 
attention must be paid to the particular medical 
standards and cultural norms of the target coun-
try. Medical codes differ from country to country 
and there may be no standard way to translate 
a particular medical term in the target country. 
While people around the world are happy to talk 
about their health to some degree, some subjects 
remain taboo or are considered inappropriate in 
certain countries. The use of measurements in 
other countries can have unexpected effects on 
translation. All these factors — in addition to the 
problems associated with translating any soft-
ware package — can make the localization of a 
disease management or healthcare system par-
ticularly challenging.  

Over the last three years, we have participated in the 
localization of a disease management system and a related 
wellness portal. These efforts required some process 
retooling as detailed in the July/August 2017 issue of Mul-
tiLingual and some inventive use of XML editing tools as 
described in the April 2016 issue. Just as importantly, they 
required in-depth collaboration with the customer and in-
country experts to bring the localization of these products 
to a successful conclusion. 

What exactly is disease management? 
Before proceeding further, you might need to know 

what exactly is meant by disease management. In its broad-
est sense, disease management refers to a process of treat-
ing a patient with an ongoing medical condition. Patients 
with chronic conditions such as heart disease, emphysema 
or diabetes typically need years of regular medical visits, 
tests and medications. Disease management software, 
of course, refers to the computerized systems that make 
treating a patient with a chronic condition more effective 
and, it is hoped, more economical, obviating the need for 
time-consuming hospital stays.

Disease management software overlaps with and is 
sometimes referred to as telemedicine. Telemedicine 
refers to any kind of medical intervention undertaken at 
a distance, usually by telephone. Disease management 
software systems, including the one that we adapted for 
overseas customers, incorporate telemedicine but are 
focused on improving the outcomes of patients suffering 

from chronic illnesses and not just performing a remote 
diagnosis.  

The good news
In the course of treating a patient — particularly one 

with a chronic condition — it is often useful to have 
recourse to documents about the disease. These docu-
ments are intended for the layman who wants to make a 
certain effort to understand the causes and effects of a par-
ticular ailment. The English language version of our disease 
management product has this kind of collateral. When 
indicated for a patient, one or more documents are sent 
electronically or by postal mail to the concerned parties.

Fortunately, we usually do not need to translate most of 
these documents. In every developed country and in many 
developing ones, there are organizations that have already 
written patient facing documents on chronic diseases. In 
our case, it was basically a matter of obtaining permission 
to use these documents and to make certain small changes 
to the database tables where we loaded them. 

Another bit of good news was that the translation of 
many of the features in the user interface was straight-
forward. The audience of the translated administration 
functionality, for example, consisted of software profes-
sionals. Since the technical terms to be translated had 
well-established equivalents in the target languages, this 
part of the localization effort was concluded rapidly. 

The not-so-good news
Nontrivial problems begin to appear with the adapta-

tion of medical condition codes. These ISO codes are used 
to identify the conditions that afflict a patient. While there 
is a general consensus on what characterizes a particular 
condition, there are nuances that vary between countries 
or more specifically between companies in different coun-
tries. One customer, a South American insurance company, 
for example, used some ICD-9 codes in its billing software 
that were not used in the English disease management 
product. It also did not use other codes that were.

In the same way and for the same reasons, the medical 
procedure codes used by overseas customers did not corre-
spond exactly to those used in the American product. While 
mapping the additional or missing procedure codes to exist-
ing ones was not too complicated, the underlying changes 

Disease management software 
must take into account the cultural 
norms of the target country. 

chat version
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to the database, testing, review and 
customer approval took time, in some 
cases weeks. Translation of the names 
of any missing procedures or condi-
tions, on the other hand, took only 
minutes and was provided through 
public sources.  

The bad news
Missing or extra codes did con-

tribute to a larger problem, that of 
adapting clinical rules to a foreign 
culture. The clinical rules are at the 
heart of the disease management 
engine. In response to changes in the 
patient record — changes such as a 
newly diagnosed medical condition 
or a recent medical procedure — one 
or more clinical rules may be invoked 
and a medical provider, a caregiver 
or the patient might be obligated to 
perform a health-related action of 
some kind.

As you can probably guess, the new 
or missing procedure and condition 
codes necessitated changes in these 
clinical rules. Hundreds of clinical rules 
needed to be reviewed and several 
dozen modified, tested and validated.     

While this localization task was 
time-consuming, the real problems 

began with the translation of the 
diagnostic questionnaires and of their 
responses. The responses — whether 
entered by the patient online or by a 
nurse speaking by telephone with a 
patient — are evaluated by the clini-
cal rules in the same way that a new 
condition or procedure entered into 
the patient record is. Unlike codes, 
the responses provide much more 
individualized information that the 
system can use to profile accurately a 
patient’s health needs.

While translating these questions 
and responses is straightforward, the 
localization effort is far more difficult. 
Levels of sensitivity to health-related 
inquiries vary from country to coun-
try.  Some of these are based on what 
services the government provides, 
what practices it bans and what it 
forbids. In most European countries, 
for example, a medical practitioner 
would not ask for the percentage of 
time a seat belt is worn, since it is 
mandated by law. In India, however, 
asking about a seat belt would be 
irrelevant because they are not com-
monly used. In addition, there is a 
wide range of sensitivities to materi-
als that ask questions about one’s 

ethnicity, income, social responsibil-
ity within a community or access to 
clean drinking water. Questions on 
these topics are commonly asked of 
Americans in health questionnaires.

For example, Figure 1 shows a 
screenshot of one questionnaire in 
English. Note that there is a question 
on seat belt use.  

Figure 2 shows a screenshot of 
the health screen adapted for use in 
France. A question on seat belt use 
does not appear.   

While the simple elimination of a 
culturally inappropriate question may 
not seem important, it means that one 
or more underlying clinical rules also 
have to be adapted in order to gener-
ate a culturally appropriate health 
profile for the patient. Consultation 
with in-country and in-culture spe-
cialists is required to reassign weights 
to different responses and to modify 
the overall questionnaire scoring. This 
cycle of revision, review and approval 
of any underlying rules takes time. 

Odds and ends
We encountered other unex-

pected issues when localizing sup-
plemental health material. We knew 
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that different units of measurement 
would be required when translating 
food-related information. We did 
not know, however, that the number 
of calories in standard items also 
varies across countries. A whole raw 
fresh egg, for example, can range in 
calorie count depending on which 
size is used as the standard in a par-
ticular country. Each size increment 
adds an additional ten calories, and 
can range from 54 calories in a small 
egg to 90 in a jumbo egg.

Related to this, translating materi-
als about healthy eating can be tricky 
because nations that belong to the EU 
use both kilojoules and kilocalories 

when labeling food, while American 
documents only track “calories,” the 
commonly used term for kilocalories 
or more precisely a “kilogram calorie.” 
In Australia, there is a generation 
gap where older people still refer to 
“kilojoules” and the younger genera-
tion talks about “calories.” The use of 
calories rather than kilojoules is a 
preference, and it warranted the use 
of both units of measure in mate-
rial on nutrition. When discussing 
healthy eating in France, on the other 
hand, calories were not mentioned at 
all in comparable translations, since it 
would seem strange to do so in dis-
cussions concerning food. 

One simple expression can 
become a stumbling block — and 
perhaps a political football — and can 
impede localization efforts. Finding 
the correct translation for medical 
practitioner is one example. Should 
it be the translated equivalent for 
doctor, general practitioner, primary 
care physician or clinician? This one 
is particularly difficult to get agree-
ment on because it may vary by 
region, network, medical qualifica-
tions needed to practice in a country 
and by personal preference. When 
in discordant situations like this, it is 
useful to designate a local prechosen 
translation “referee” to pick a word 
that will be used across all materials 
in order to prevent wasted time in 
endless discussions about which word 
is best.

As is the case with any localization 
project, materials have to be created 
in the context of culturally acceptable 
colors, graphics and pictures. It is 
helpful to have style guidelines prior to 
beginning translation/localization in a 
new country or to look up visual color 
symbolism by culture. Graphics that 
are non-offensive in one culture can 
be very offensive in another and do not 
assume that seemingly generic photo-
graphs can be used across cultures. It 
can be helpful to contract with a local 
marketing firm to review materials 
before showing them to a client as it can 
prevent many embarrassing mistakes.

Localizing healthcare software 
products poses some unique chal-
lenges. When localizing disease man-
agement systems, the issues go beyond 
mere localization and may require 
modification of the underlying clinical 
rules and a remapping of ICD codes 
stored in the database. A reworking of 
questionnaires may also be required. 
The translation of more generic health 
related software may also present 
unexpected surprises. In all cases, it 
is essential to have local enterprises 
participate in review and approval of 
patient-facing software.  [M]

Quick Screen

In general how would you describe your 
current health?

¡ Excellent
¡ Very Good
¡ Good
¡ Fair
¡ Poor
¡ Not applicable: patient currently hospitalized

Hospitalizations ¡ Currently in the hospital
¡Hospitalized within the last 30 days
¡ No hospitalization within the last 30 days

Do you wear a seat belt at all times? ¡ Yes
¡ No

Do you smoke? ¡ Yes
¡ No

Évaluation Rapide

Comment est votre état de santé en général? ¡ Très bon
¡ Bon
¡ Assez bon
¡ Mauvais
¡ Très mauvais
¡ N/A: adhérent actuellement hospitalisé

Hospitalisations? ¡ Adhérent actuellement hospitalisé
¡ Adhérent ayant été hopitalisé dans les 30 
      derniers jours 
¡ Pas d'hospitalisation dans les 30 derniers 
      jours

Fumez-vous? ¡ Oui
¡ Non

Figure 1: Health evaluation screen used in the United States.

Figure 2: Health evaluation screen adapted for France.
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 AssociAtions

 

European Language 
Industry Association
Elia is the European not-for-profit association 
of language service companies with a mission 
to accelerate our members’ business success. 
We are committed to creating events and ini-
tiatives that are highly relevant to the needs 
and interests of language companies with a  
European business focus, providing wider ben-
efits to the language industry as a whole. Elia 
was founded in 2005 and has since established  
itself as the leading trade association for the lan-
guage services industry in Europe.
Elia Brussels, Belgium
+39 345 8307084 
Email: info@elia-association.org 
Web: www.elia-association.org 

          

 
Globalization and 
Localization Association 
The Globalization and Localization Associa-
tion (GALA) is a global, nonprofit trade associa-
tion for the language industry. As a membership  
organization, we support our member companies 
and the language sector by creating communities, 
championing standards, sharing knowledge and 
advancing technology.
Globalization and Localization Association 
Seattle, WA USA
206-494-4686
Email: info@gala-global.org
Web: www.gala-global.org
Ad on page 15

         

AutomAted trAnslAtion

SYSTRAN Software, Inc.
For more than four decades, SYSTRAN has been 
the market leader in language/translation prod-
ucts and solutions, covering all types of platforms 
from desktop to internet to enterprise servers. To 
help organizations enhance multilingual com-
munication and increase productivity, SYSTRAN 
delivers real-time language solutions for internal 
collaboration, search, ediscovery, content man-
agement, online customer support and ecom-
merce along with automatic speech recognition 
and optical character recognition. SYSTRAN is 
the leading choice of global companies, defense 
and security organizations and language service 
providers. SYSTRAN is the official translation  
solutions provider for the S-Translator, a default-
embedded app on the Samsung Galaxy S and 
Note series.
Languages: 130+ language combinations 
SYSTRAN Software, Inc. San Diego, CA USA
+1 858 457 1900
Email: craig.stern@systrangroup.com 
Web: www.systrangroup.com
Ad on page 33

             

YarakuZen – Accelerate Growth  
Today’s language service providers (LSPs) are 
facing multifaceted challenges — the increasing 
cost of human translation services; increasing 
complexity of service delivery; and increasing 
difficulty in customer retention and satisfaction. 
LSPs are looking for a light-weight technology to 
do the heavy lifting. YarakuZen brings together 
an easy-to-use machine translation platform for 
LSPs’ customers to handle day-to-day entry-level 
translation tasks, and a commerce platform that 
allows customers to inquire and order transla-

tion services. Become a YarakuZen partner today 
and learn how to maximize profits and minimize  
costs with YarakuZen.
Yaraku, Inc. Tokyo, Japan
+81-3-6416-5315
Email: contact@yaraku.com
Web: www.yarakuzen.com/en
Ad on page 18

       

conferences

 
41st Internationalization &  
Unicode Conference 
For 26 years, the Internationalization and Unicode 
Conference® (IUC) has been the annual confer-
ence of the Unicode Consortium, where experts 
and industry leaders gather to map the future of 
internationalization, ignite new ideas and present 
the latest in technologies and best practices for the 
creation, management and testing of global web 
and multilingual software solutions.
Unicode Consortium Mountain View, CA USA 
+1-408-401-8915
Email: unicode@unicode.org
Web: www.unicode.org 
Ad on page 19
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LocWorld 
LocWorld conferences are dedicated to the language 
and localization industries. Our constituents are the 
people responsible for communicating across the 
boundaries of language and culture in the global mar-
ketplace. International product and marketing man-
agers participate in LocWorld from all sectors and all 
geographies to meet language service and technology 
providers and to network with their peers. Hands-on 
practitioners come to share their knowledge and ex-
perience and to learn from others. See our website for 
details on upcoming and past conferences. 
Localization World, Ltd. Sandpoint, ID USA 
208-263-8178 
Email: info@locworld.com, Web: https://locworld.com  
Ad on pages 8-9

       

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 technol-
ogy decisions involved in running effective local-
ization operations, whether in-house or through 
external localization vendors. LocalizationGuy also 
helps language service providers formulate busi-
ness 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

 

desktop publishing

  
Global DTP
Global DTP s.r.o., based in the Czech Republic, 
offers professional multilingual desktop publishing 
and media engineering solutions to the localiza-

tion industry. Over the past 13 years, Global DTP 
has become one of the leading DTP/multimedia 
companies. We have been delivering high-quality 
and cost-effective services for at least eight of the 
top 20 LSPs and many other companies/agencies. 
Due to our extensive experience in localization and 
knowledge of the prepress, media and publishing 
industries, our team of 20 in-house professionals 
handles more than 1,000 projects every year. Our 
core services are multilingual desktop publishing, 
multimedia and eLearning engineering.
Global DTP s.r.o. Brno, Czech Republic
+420  3 574 709 
Email: info@global-dtp.com
Web: www.global-dtp.com 

            

  

Studio Gambit DTP –  
Far Beyond... Words
Multiple Platforms
Studio Gambit is your first stop for sourcing com-
prehensive, multilingual DTP and multimedia 
engineering services. If you are seeking a reliable 
and cost-effective partner to sweat the granu-
lar, technical detail of your localization projects,  
Studio Gambit offers the supreme solution. Smooth 
and proactive cooperation with project managers 
to support the most challenging tasks of vanguard 
LSPs and corporate localization has been Studio 
Gambit’s special strength for 20 years. You can be 
certain that even your most complex instructions or 
style guides will be thoroughly learned and scrupu-
lously implemented. As you would expect, all core 
production processes are ISO 9001:2008 certified.
Languages: All European (Latin, Greek and Cyrillic 
alphabets), most Asian and Middle Eastern
Studio Gambit Sp. z o.o. Gdansk, Poland
+48583453800 
Email: gambit@stgambit.com
Web: www.stgambit.com

educAtion

 
Quality Training in  
Localization & Global Marketing
The Localization Institute is the leader in edu-
cational advancement in the field of localization 
— the adaptation of products and services for in-
ternational markets. We organize comprehensive, 
vendor-neutral conferences (LocWorld and  
Brand2Global), seminars and round tables where 

participants gain insights that help their compa-
nies better succeed in international business. In 
addition, The Institute has partnered with top uni-
versities and professional associations to develop 
comprehensive certification programs in localiza-
tion project management, quality management, 
internationalization and global digital marketing.  
The Localization Institute Madison, WI USA 
608-826-5001
Email: kris@localizationinstitute.com  
Web: www.localizationinstitute.com
Ad on page 27

       

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 seam-
less collaboration of clients, LSPs and translators. 
Open interfaces enable the direct integration of 
third-party solutions like CMS, ERP or others. Cus-
tomers include Allianz Versicherungs AG, Hypo- 
Vereinsbank, SMA Solar Technology, Thyssen- 
Krupp 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 10

   

STAR Group
Multiple Platforms
STAR is a leader in information management, lo-
calization, internationalization and globalization 
services and solutions such as GRIPS (Global Real 
Time Information Processing Solution), STAR 
CLM (Corporate Language Management) includ-
ing Transit (Translation & Localization), TermStar/
WebTerm (Terminology Management), STAR MT 
(Corporate Machine Translation), STAR WebCheck 
(Online Translation Reviewing) and Mind-
Reader (Authoring Assistance). With more than 
50 offices in 30 countries and a global network 
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of prequalified freelance translators, STAR pro-
vides a unique combination of information man-
agement tools and services required to manage  
all phases of the product information life cycle.
Languages: All
STAR AG (STAR Group headquarters) 
Ramsen, Switzerland, 41-52-742-9200
Email: info@star-group.net
Web: www.star-group.net
STAR Group America, LLC Lyndhurst, OH USA
216-691-7827
Email: lyndhurst@star-group.net
Ad on page 20

locAlizAtion services

 
ADAPT Localization Services 
ADAPT Localization Services offers the full range 
of services that enable clients to be successful in in-
ternational markets, from documentation design 
through translation, linguistic and technical localiza-
tion services, prepress and publication management. 
Serving both Fortune 500 and small companies, 
ADAPT has gained a reputation for quality, reliabil-
ity, 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 cer-
tified 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 37
   

Alliance Localization China (ALC)
ALC offers document, website and software trans-
lation and localization, desktop publishing and 
interpreter services. We focus on English, Ger-
man and other European languages to and from  
Chinese, Japanese, Korean and other Asian lan-
guages. 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 spe-
cialists, a large knowledge base and advanced  

methodologies. We always provide service beyond 
our customers’ expectations at a low cost and with 
high quality, speed, dependability and flexibility. 
Languages: Major Asian and European languages  
Alliance Localization China (ALC) Beijing, China 
86-10-8368-2169      
Email: contact@allocalization.com 
Web: www.allocalization.com 

 

Total Solutions for Your Business
E4NET is a total localization solutions provider, 
specialized in Asian localization covering all major 
Asian languages and other regional tier 3 languages. 
We have 20+ years of successful localization pro-
duction experience with many major projects for 
customers such as Google, IBM, Microsoft, Oracle, 
HP,  LG Electronics, Panasonic and more. E4NET 
specializes in the fields of IT and life science but 
also covers other industries such as patent, travel, 
fashion, games, financial, governmental and 
automotive. We continuously develop and apply 
innovative, leading-edge technology such as MT 
throughout our production process, and also pro-
vide associated services to maximize production/
service efficiency.
Languages: 60+
E4NET Co., Ltd. Seoul, South Korea
82-2-3465-8532
Email: l10n@e4net.net
Web: www.e4net.net

 

Precision Matters in Translation
For over 17 years, EC Innovations has special-
ized in customized solutions and subject matter  
expertise to fit almost any budget for most indus-
try verticals. Originally known as a supplier to sup-
pliers, ECI has quickly become one of the fastest 
growing language service providers in the mar-
ketplace. Today, EC Innovations has grown into 
14 strategically located global offices with 300+ 
full-time employees offering full localization sup-
port into 60+ languages. EC Innovations continues 
to build upon its reputation as a customer-centric 
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

              

 

ES Localization Services
Since 1994, ES has provided full-fledged language 
services to industry leaders mainly in software  
localization, translation, DTP, engineering, QA, 
testing and voiceover areas. The company has a 
solid customer base and is proud of its successful 
past assignments which led to long-term collabora-
tions. With 51 permanent staff in the production 
offices in Turkey and Egypt for Turkish and Arabic 
languages, ES is a reliable, experienced, value-added 
regional supplier for direct clients and MLVs world-
wide. It is the first Bureau Veritas certified ISO 
17100 localization company in Turkey, specializing 
in IT, automotive, finance, life sciences, gaming, 
consumer products and more.
Languages: Turkish, Arabic 
ES Localization Services Istanbul, Turkey; Cairo, Egypt
90-216-326-8764 
Email:contact@estr.com
Web: www.estr.com

      

 

EuroGreek Translations Limited
Established in 1986, EuroGreek Translations 
Limited is Europe’s number one Greek localizer, 
specializing in technical and medical translations 
from English into Greek and Greek into English. 
EuroGreek’s aim is to provide high-quality, turnkey 
solutions, encompassing a whole range of client 
needs, from plain translation to desktop/web pub-
lishing 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 ser-
vices. All of EuroGreek’s work is produced in-house 
by a team of 25 highly qualified specialists and is 
fully guaranteed for quality and on-time 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 4

      

October/November 2017

Find news and views about the 
global language industry at  
https://multilingual.com/insights
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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 tech-
nical, business, automotive, biomedical and mar-
keting documents. Our software development  
engineers and translation teams provide high- 
quality and on-time production solutions that are  
cost-efficient, flexible and scalable. 
Languages: Spanish (all variants), Portuguese (all 
variants),  Catalan, Basque, Galician, Valencian, 
K’iche’,  Quechua, Aymara, Guarani 
iDISC Information Technologies Barcelona, Spain 
34-93-778-73-00
Email: info@idisc.es
Web: www.idisc.es

              

New markets for your
products and solutions  

Janus Worldwide 
Founded in 1996, Janus Worldwide was built on pro-
viding unparalleled customer service and support. 
With over 280 employees in 12 global offices, we 
are one of the leading language service providers in   
Europe. Our in-country, industry specific in-house 
and external subject matter experts translate, local-
ize and offer multilingual testing in over 100 differ-
ent languages. Janus Worldwide is ISO 9001:2008, 
ISO 17100:2015 and ISO 13611:2014 compliant, 
adding an additional layer of quality control process 
that is used on all of our client projects.
Languages: More than 100 
Janus Worldwide Vienna, Austria
+43 680 328 26 22
Email: sales@janusww.com
Web: www.janusww.com 

       

 

Localsoft Localization Services
Localsoft, S.L., is one of the leading localization 
companies in Europe. With thousands of localized 
projects completed, we offer premium localization 
services including translation, proofing, desktop 
publishing, subtitling, audio and testing. We take 
pride in our work and guarantee the highest quality 
of service. We specialize in mid- to large-size projects 
and set up project teams that match your specific re-
quirements. Localsoft provides a one-stop solution 
for all of your localization needs. Rest assured that 

your projects will be delivered on time, on budget  
and with the highest level of quality and confidentiality.
Languages: 50
Localsoft, S.L. Málaga, Spain  
+34 952 028 080
Email: info@localsoft.com, Web: www.localsoft.com
Ad on page 16

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

     

Moravia IT, LLC
Moravia is a leading globalization solution provider, 
enabling companies in the information technology, 
eLearning, life sciences, consumer electronics and tele- 
communications industries to enter global markets 
with high-quality multilingual products. Moravia’s 
solutions include localization, product testing, mul-
tilingual publishing, technical translation, content 
creation, machine translation and workflow consult-
ing. 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: Thousand Oaks, 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 68

          

We add local flavour 
to your global business

Greek Localization Experts 
Since 1983
Founded in 1983, ORCO S.A. is a leading trans-
lation and localization provider, certified accord-
ing to the EN 15038 and ISO 9001 standards. We 
specialize in software localization and technical 
translations into Greek and other languages, in 
areas such as IT, telecommunication, life sciences, 
automotive, engineering, marketing, financial 
and EU. With our experienced in-house team 
of linguists and project managers we offer high-
quality services. 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 Parliament) and UNHCR. 
Languages: Greek
ORCO S.A. Athens, Greece
+30-210-723-6001 
Email: info@orco.gr, Web: www.orco.gr

   

 
TOIN Corporation 
TOIN has achieved a 50-year track record of excel-
lence by, as our clients say, being consistently “pres-
ent” 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, telecommunications, life 
sciences,  eLearning, software, gaming, semicon-
ductors and consumer products. TOIN provides 
exceptional strength in Asia as well as a global 
reach, with offices in Japan, China, Korea, Hong 
Kong, Taiwan, the United States, the Netherlands, 
Slovakia and Brazil.  
Languages: Japanese, Traditional and Simpli-
fied Chinese, Korean, Indonesian, Malay, Thai,  
Vietnamese and European languages  
TOIN Corporation 
Japan: Tokyo, Japan, +81-3-6453-6282 
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: Amsterdam, Netherlands, +31(0)6 -21-85-85-30 
Email: rene-savelsbergh@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 
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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 innova-
tive, progressive and successful localization solutions 
providers. Headquartered in Dublin, Ireland, with 
offices in Mountain View, California, USA. Think 
Global. 
Languages: All 
Vistatec 
Europe: Dublin, Ireland, 353-1-416 -8000 
North America: Mountain View, CA USA
409-898-2364 
Email: info@vistatec.com
Web: www.vistatec.com 
Ad on page 21

            

locAlizAtion tools

VideoLocalize.com
Multiple Platforms
Video localization is complicated. It involves not 
only translation processes and graphic engineering, 
but also voiceover and audio/video editing as well. 
The challenge is how to keep control of the budget 
while meeting client expectations. VideoLocalize 
is the answer. Videolocalize.com is a cloud-based 
online platform designed for video localization. 
It is the brainchild of Boffin Language, an Asian-
language service provider led by cofounder George 
Zhao. VideoLocalize’s mission is to make video  
localization faster and more cost-effective.
Boffin Language Group Inc. Toronto, Canada
+1 (647) 802 8223
Email: george.zhao@boffin.com
Web: www.videolocalize.com
Ad on page 17

nonprofit orgAnizAtions

 

Joint National Committee for 
Languages
The Joint National Committee for Languages and  
the National Council for Languages and Interna-
tional Studies (JNCL-NCLIS) represent the interests 
of over 135 member organizations, associations and  

companies in virtually all aspects of the lan-
guage enterprise — education PreK-20, research, 
training, assessment, translation, interpreting 
and localization — to the US government. The 
mission of JNCL-NCLIS is to ensure that all 
Americans have the opportunity to learn  
English and at least one other language. 
Joint National Committee for Languages – National 
Council for Languages and International Studies
Garrett Park, MD USA 
202-580-8684
Email: info@languagepolicy.org 
Web: http://languagepolicy.org

    

  
Protecting Translators and  
Interpreters Worldwide
Red T is a 501(c)(3) nonprofit organization  
advocating for the protection of translators and 
interpreters in high-risk settings. 
Red T New York, NY USA 
+1-212-675-0451
Email: contact@red-t.org
Web: http://red-t.org

   

The following two organizations are not affiliated.  

 

The Rosetta Foundation
Access to information is a fundamental and uni-
versal 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

           

Translation Commons 
Translation Commons is powered by translators. 
We are a volunteer-based nonprofit public charity 
aiming to help our language community thrive. We 

encourage cross-functional collaboration among 
the diverse sectors and stakeholders within the 
language industry. Our mission is to offer access to 
open source tools and all other available resources, 
to facilitate community-driven projects, to em-
power linguists and to share educational and lan-
guage assets. 
Translation Commons Las Vegas, NV USA 
(310) 405-4991
Email: info@translationcommons.org
Web: www.translationcommons.org
            

 
Translators without Borders
Originally founded in 1993 in France as Traducteurs 
sans Frontières by Lori Thicke and Ros Smith-
Thomas to link the world's translators to vetted 
NGOs that focus on health and education,  
Translators without Borders (TWB) is a US non-
profit organization that aims to close the language 
gaps that hinder critical humanitarian efforts 
worldwide. TWB recognizes that the effectiveness of 
any aid program depends on delivering information 
in the language of the affected population. 
Languages: 190 language pairs
Translators without Borders CT, USA
Email: info@translatorswithoutborders.org  
Web: www.translatorswithoutborders.org

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, 
individuals 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 sig-
nificantly raises the level of terminology adherence. 
Additionally, quickTerm enables enterprise-wide 
participation in terminology discovery, approval 
and revision processes, which further ties in col-
leagues in the terminology process. 
Languages: German, English
Kaleidoscope GmbH Vienna, Austria
004 31 253 5352
Email: info@kaleidoscope.at
Web: www.kaleidoscope.at
Ad on page 11
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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 func-
tions and extensions of Plunet BusinessManager 
can be adapted to individual needs within a config-
urable system. Basic functions include quote, order 
and invoice management, comprehensive financial 
reports, flexible job and workflow management as 
well as deadline, document and customer relation-
ship management.
Plunet GmbH Berlin, Germany
+49-(0)30-322-971-340 
Email: info@plunet.com
Web: www.plunet.com 
Ad on page 12

          

Smartling  
Smartling helps ambitious brands access more mar-
kets, deliver better experiences and build stronger 
relationships by transforming the way their con-
tent is created and consumed around the world. 
Our translation management software prioritizes 
process automation and intelligent collaboration 
so that companies can quickly and cost-effectively 
localize their websites, apps and documents with 
minimal IT involvement. Additionally, our curated 
community of professional translators is continu-
ously measured to ensure the highest quality stan-
dards and is readily available to serve a variety of 
linguistic needs. To find out how our unique ap-
proach has helped brands like British Airways, 
Spotify and WeWork tell a global story, visit www.
smartling.com. 
Smartling New York, NY USA
1-866-707-6278
Email: hi@smartling.com
Web: www.smartling.com 
Ad on page 67
           

 
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 calcula-
tion, 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 transla-
tion 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 tem-
plates 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 

       

 trAnslAtion services

 
birotranslations 
Founded in 1992, birotranslations specializes 
in life science, legal, technical, IT and automo-
tive translations into all East European languages 
(Albanian, Bosnian, Bulgarian, Croatian, Czech, 
Estonian, Hungarian, Latvian, Lithuanian, Mace-
donian, Polish, Romanian, Russian, Serbian, Slo-
vak, Slovenian, Ukrainian). We have a long-term 
partnership with the world's top 100 MLVs and 
many end-clients all around the globe. With our 
experienced project managers, extensive network 
of expert linguists and usage of the latest CAT 
tool technology, your projects will be delivered 
on time, within budget and with the highest stan-
dards of quality. For more information, please con-
tact Mr. Matic Berginc (details below).
Languages: Eastern European languages 
birotranslations Ljubljana, Slovenia
+386 590 43 557  
Email: projects@birotranslations.com
Web: www.birotranslations.com

    

  
Translation Services Provider in SEE
Ciklopea is a leading provider of professional 
language solutions specialized in translation,  
localization and consulting, enabling companies 
to reach, engage and support their global clients 
and customers. Our linguistic products have been 
developed to accommodate the specific require-
ments, dynamics and prospects of the life sci-
ences, IT, software, technology and manufacturing  
industries. Ciklopea is certified in accordance with 
the standards ISO 17100:2015, ISO 9001:2008 and 
ISO 27001:2013.
Languages: More than 30 languages
Ciklopea d.o.o. Zagreb, Croatia 
+385-1-3751736 
Email: sales@ciklopea.com
Web: www.ciklopea.com  
Ad on page 52
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Diskusija – Translation 
and Localization
Diskusija is a regional LSP specializing in the lan-
guages of the Baltic countries and Central, Eastern 
and Southeastern European languages. Our core 
business is serving other LSPs. If you need transla-
tion into any of these languages, we are ready to 
help in whatever way suits you best. Your goal to 
provide your customers with the best services is 
our goal! We always try to be an extension of our 
client’s team in order to understand the require-
ments and the working style, to find the best solu-
tions 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 Southeast-
ern European languages 
Diskusija Vilnius, Lithuania
370-5-2790574 
Email: diskusija@diskusija.lt
Web: www.diskusija.lt 

      

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

 Asianlization with HansemEUG
With more than 180 trained in-house staff and 
EN15038 and ISO9001 certification, Hansem EUG 
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 optimization, 
data solutions and system development, technical 
authoring and consulting services for Chinese GB 
compliance. Our headquarters are located in Korea 
and a language center is in Vietnam.
Languages: More than 10
HansemEUG, Inc. 
Suwon-si, Gyeonggi-do, Republic of Korea 
Korea: +82-31-226-5042
Email: info@ezuserguide.com 
N. America: +1-800-532-4176 
Email: overseas_sales@ezuserguide.com 
Web: www.ezuserguide.com
Ad on page 35

         

LinguaLinx Language Solutions, Inc.
LinguaLinx is a leading provider of global 
content and language translation to organiza-
tions 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 23

           

LocaTran Translations
LocaTran Translations Ltd., established in 2004, 
is an ISO 9001:2008-certified company with its 
headquarters in Shanghai, which is China's most 
progressive city. As a team of dedicated professionals, 
we offer a range of translation and localization 
services encompassing Chinese, Japanese, Korean, 
Thai, Malay, Indonesian, Vietnamese and other 
Asian languages in the diverse fields of marketing, 
legal, IT, manufacturing, medical and many more. 
We count Deloitte, AECOM, AIA, ARM, Samsung 
as well as language service providers worldwide 
among our loyal clientele. At LocaTran Translations, 
we consistently ensure that we provide first-rate 
quality, beyond expectations. 
Languages: Chinese, Japanese, Korean, Thai, Malay, 
Indonesian, Vietnamese
LocaTran Translations Ltd. Shanghai, China
+86-21-63760188 
Email: info@locatran.com
Web: www.locatran.com

       

Since 2005, No Matter What!
LtoI has consistently been an expert in the localiza-
tion of the Korean language. With this experience, 
we are sincerely striving to grow together with our 
partners through the next decades. Our motto is 
“There are customers who have not worked with us 
yet, but no customers work with us just once.” With 
this in mind, we provide localization services in the 
following fields: storage, database, IT hardware, 
medical, travel with TEP, MTPE, DTP, marketing, 
eLearning, UI, UA and more. Moreover, LtoI has 
been a premium vendor for MLVs and direct clients 
with competitive and reasonable prices.   
Languages: English into Korean and vice versa,  
Chinese, Japanese, Taiwanese
LtoI, Inc. Seoul, South Korea 
82-2-780-0401 
Email: sales@ltoi.co.kr, Web: www.ltoi.co.kr
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Medical Translations Only
MediLingua is one of the few medical translation 
specialists in Europe. We only do medical. We pro-
vide all European languages and the major languages 
of Asia and Africa, as well as translation-related 
services to manufacturers of devices, instruments, 
in vitro diagnostics and software; pharmaceutical 
and biotechnology companies; medical publishers;  
national and international medical organizations; 
and other customers in the medical sector. Proj-
ects include the translation of documentation for 
medical devices, surgical instruments, hospital 
equipment and medical software; medical informa-
tion for patients, medical students and physicians; 
scientific articles; press releases; product launches; 
clinical trial documentation; medical news; and  
articles from medical journals. 
Languages: 45, including all EU languages 
MediLingua Medical Translations BV 
Leiden, Netherlands
+31-71-5680862 
Email: info@medilingua.com
Web: www.medilingua.com 
Ad on page 52

Rheinschrift Language Services
Outstanding localization requires world-class ex-
perience. Rheinschrift gives your business a native 
voice in the German-speaking world. We offer 
more than 20 years’ experience providing transla-
tions and localizations for software and hardware 
manufacturers as well as for the sectors of busi-
ness, 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

 
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 select 
SLV partners. Our domain focus is on health care 
and life sciences, software and IT, heavy machinery 
and automotive, legal and financial, oil and gas, 
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 
managers, senior linguists, desktop publishers, 
software engineers and graphic designers, who 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 

     

Tailored APAC Translator Teams
Wiitrans is a technology-driven and innovative 
company that serves the localization industry. 
We provide customized translation solutions 
for clients worldwide, especially for language 
service providers. Wiitrans only works with 
verified subject matter translators. Each and 
every one of Wiitrans' translators is handpicked, 
verified and receives on-going evaluation with 
QA reports automatically generated on each 
project, recording translation quality scores for 
all translators. Translator KPI data is used to 
select the most suitable translators and reviewers 
for each project. We firmly believe that qualified 
translators, proven translation processes, QA 
mechanisms and new technology produce the 
best quality.
Languages: More than 30 language pairs. 
Specialized in mainstream Asian languages.
Wiitrans Network, Ltd. Hong Kong
+86 400 612 1216   
Email: services@wiitrans.com
Web: www.wiitrans.com

       

1trAnslAtion 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 provid-
ers and enterprises throughout the world, memoQ 
and other Kilgray tools are accepted and appreci-
ated 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

         

Follow us on Facebook
 facebook.com/MultilingualMagazine 
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The tool you want for your projects
Ever dreamt of increasing your profits by 15%? 
That’s what you get with MateCat. By reusing 
content from public and private translation mem-
ories and artificial intelligence, MateCat lets you 
reduce the cost and turnaround time of all your 
translations. Integrate machine learning in your 
translations. Focus on creative and cognitive pro-
cesses rather than wasting time on repetitive tasks 
that are more suited to machines. Let MateCat 
take care of repetitive and boring tasks like fixing 
machine translation errors and placing the tags 
in the target text. Visit www.matecat.com to start 
translating. It’s free.
Languages: All
MateCat srl Rome, Italy 
+39 06 90254001
Email: support@matecat.com
Web: www.matecat.com
Ad on page 3

    

Memsource  
Memsource is an API-enabled translation  
environment that supports over 50 file formats. It 
includes translation memory, integrated machine 
translation and terminology management, in 
addition to a web-based and desktop transla-
tor’s editor. Some of the world’s leading transla-
tion buyers as well as translation providers use  
Memsource for their mission-critical projects. 
In total, more than 200,000 Memsource users 
translate over 1.5 billion words every month. 
Memsource offers powerful features, yet it is 
lightweight, intuitive and fast. 
Languages: All 
Memsource Prague, Czech Republic
+4 20 221 490 441
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 col-
laboration software for project managers, from trans-
lation management solutions for LSPs to cloud-based 
machine translation for corporate localization teams. 
You are not just investing in a market-leading trans-
lation productivity tool when you buy SDL Trados 
Studio, you are investing in a CAT tool that integrates 
with the full SDL language technology platform in-
cluding 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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Be Heard
Contribute your thoughts to   
MultiLingual Insights
• Articles must be 300+ words, proofed and fact-checked.
• Supply at least one image (400x400 px minimum).

Submit your article at multilingual.com/submit-insights
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      Column

Takeaway

Perhaps you heard about James Damore, the Google employee 
who was fired after writing an internal memo that included com-
ments about women being biologically inferior when it came 
to meeting the demands of engineering. The memo, ten pages 
long, said Google was suppressing free expression by creating an 
ideological echo chamber and shaming into silence those who 
disagree.  

I agree with Damore’s call for more open dialogue, political and otherwise. 
According to a January 2017 Weber Shandwick poll, 75% of American’s believe 
that incivility in America is at a crisis point. We need to learn the skill of reaching 
out across our differences, especially an era of highly partisan media streams.  

However, Damore claims women on average have a stronger interest in 
people rather than things; are more oriented toward “extraversion expressed 
as gregariousness” rather than assertiveness; and are more neurotic. These are 
some of the reasons he points to that women are less fit to be engineers.  

Damore does not articulate the complex social dynamics of these pat-
terns. For instance, research at Catalyst shows that professional women 
experience a double bind — having to be assertive and nice at the same time. 
Men just are free to be assertive. 

Add in the crossing of languages and mixing of cultures in multinational 
corporations around the world, now you've added layers of complexity. 
Many cultures would not describe women as oriented toward “extraversion 
expressed as gregariousness.” Women are not expected to be extroverted 
in some cultures in the Middle East, for example. 

But for the sake of argument, if research found that women are better 
at relationships and empathy, would we use that to justify having most 
managers and counselors be female? After all, research shows emotional 
intelligence correlates more highly to success as a leader than either tech-
nical skills or IQ. Would Damore use his own logic against men?

Later, Damore asserts that we should de-emphasize empa-
thy. Part of white male culture in the US is seeing rationality 
and emotion as an either/or — you can’t be rational or emotional 

 at the same time. However, other 
cultures don’t hold that assumption. 

Finally, Damore claims diversity 
efforts are discriminatory because 
they target a specific group, such 
as women or people of color. His 
assumption is likely that the playing 
field is level and that these practices 
give an unfair advantage to nonwhite 
men in the United States. Others who 
do not see the playing field as level 
argue these efforts are about leveling 
the slanted playing field. The dialogue 
should include exploring how people 
see current reality rather then just 
how they feel about efforts to improve 
workplace inclusion. There needs to be 
space for the complexity of these issues.  

Discussing the dynamics of diver-
sity links back to the need for more 
open dialogue and learning across 
employees, not quick politically cor-
rect fixes to end a “problem” that 
emerges. In this vein, diversity discus-
sions become an avenue for expanding 
our courage and dealing with ambigu-
ity – key skills needed for discussing 
all of today’s complex business issues.  

It’s best to explore how the domi-
nant culture in businesses — wher-
ever you are in the world — influences 
the ability of men and women to 
bring their skillsets to work.  [M]

The Google memo and 
cross-cultural diversity

Michael Welp cofounded the corporate diversity 
program White Men As Full Diversity Partners. His 
book Four Days To Change is based on 30 years 
of workshops building inclusive corporate cultures 
across the globe. 

Michael Welp  



The Data 
Deficit  
Crippling 
Translation  
Management
You can’t manage what you can’t 
measure. Explore the data that’s 
desperately needed to improve modern 
translation management strategies 
and enable global growth.

Go from reactive to proactive with 
Smartling’s data-driven approach to 
translation outcomes.

Get the ebook at smartling.com/data-deficit

https://www.smartling.com/
https://info.smartling.com/data-deficit-crippling-translation-management?


Machines are shaking up the language industry.

moravia.com

They’re getting better and better at the things only 
humans used to be able to do. Face it: humans have 
limits. Yet, machines can‘t do everything. 
 
That’s why the solution to the complex challenges of 
global content is a centaur―an intelligent blend of the 
best people and the best technology.

Don’t Rage Against 
the Machine

Combined, machines and humans can perform with 
the speed, efficiency, quality, and consistency needed 
to multiply the value of your global content. 

And that’s incredibly powerful.

Machines are here to stay. And they‘re welcome.

For more on centaurs in localization, check out 
our slideshare Don‘t rage against the machine  
at moravia.com/centaur.

http://www.moravia.com/
http://www.moravia.com/
https://info.moravia.com/tech-revolutionizing-localization-slideshare



