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Forward thinking
SDL Trados Studio 2017 just got better!  

Service Release 1 (SR1) for SDL Trados Studio 2017  
and SDL MultiTerm 2017 is packed full of new  
features and enhancements and if you already have 
Studio 2017, it is available to download for FREE  
from your SDL Account.

Introducing LookAhead - it automatically scans ahead 
and fills in the next segments immediately from your 
translation search results.

Studio 2017 SR1 also includes

• Language Cloud Terminology Beta 
• upLIFT enhancements 
• Improved error handling 
• SDL MultiTerm 2017 enhancements

Find out more:  
sdltrados.com/SR1 

Any questions? Talk to us:  
sdltrados.com/chat 
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Post Editing

App, as we know, stands for “all people 
participate.” Or if it doesn’t, then it might as well: 
apps have become nearly ubiquitous. 

I recently told someone that I don’t use apps, 
because I only use 11 with even a biannual degree 
of regularity. I mean, I’m not counting the camera 
icon and the notes icon as apps, because they’re 
just part of the phone and don’t need an internet 
connection or phone signal to work. But should I be 
counting them? Which brings me to an interesting 
conundrum: do I even know what an app actually is?

According to my Google query, “It’s a piece of 
software that can run through a web browser or 
even offline on your computer, phone, tablet or any 
other electronic device. Apps may or may not have a 
connection to the internet.”

In which case, I only use 19 apps regularly. That’s 
not that many. I’m practically an app nun. I only 
spend a couple of hours a day staring at my apps. 
Or at least, that’s what I’d like to estimate when I’m 
evaluating my productivity.

It should be apparent by now why it’s important 
to localize your app, right? If you’re competing for 
space with heaven-only-knows how many other 
apps on the market, and users are thinking they only 
want the essentials on their phones, the app better 
be easy for them to navigate in their own language 
(preferably in about three seconds flat) or it will be 
swiftly deleted. 

If you’re not sure how to do this, read on — we’ve 
got some good suggestions.   
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An early form of mobile devices that confirmed the bearer’s 
official identity, this private seal from the Ming Dynasty, 
carved with Xiao Zhuan script as well as ancient characters, 
is housed in China’s Shanghai Museum.
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Translated in Argentina organizes its first  
translation industry conference in Latin America 

Translated in Argentina (TinA) 
hosted its first translation industry 
conference in Latin America August 
4-6, 2017. For the first Latin American 
Congress of the Translation Industry 
(CLINT), more than 200 people gath-
ered at the campus of Universidad 
Siglo 21 to listen, learn and network 
with different translation industry 
players, from freelance translators 
and interpreters to project managers 
and company owners. Renato Beni-
natto, Anne-Marie Colliander Lind, 
Xosé Castro Roig and Jessica Rathke 
were some of the speakers present 
during the three-day event. Speak-
ers shared their expertise on diverse 
topics such as subtitling, machine 
translation and post-editing, project 
management, sales and so on.

For two decades, Argentina has 
provided valuable resources, experi-
ence and technology to the transla-
tion industry worldwide. The volume 
of business seen in the region merited 
a chance for exchange, discussion 

and promotion. The first CLINT was 
only the beginning of the training 
activities Translated in Argentina has 
planned for 2017-2018. 

TinA hopes to contribute 
to the development of the 
local translation and local-
ization industry by provid-
ing a reliable, professional 
and friendly environment to 
elaborate upon and discuss 
various points of view while 
sharing the latest innovations 
in the translation industry. 

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

www.plunet.com

http://www.plunet.com
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The XXI World Congress of 
the Fédération Internationale des 
Traducteurs (FIT, also known as 
the International Federation of 
Translators) was held in Brisbane, 
Australia August 3-5, 2017, imme-
diately following the FIT Congress. 
FIT is a non-governmental organi-
zation whose members are asso-
ciations of professional translators 
and interpreters, and this includes 
Australia’s national AUSIT. After 
months of preparation by a joint 
AUSIT-ASLIA organizing com-
mittee, the conference attracted 
an international audience of some 
750-800 delegates, and speakers 
from all over the world.

Attendees came from all walks 
of life in the translation and 
interpretation profession, from 
practitioners to highly specialized 
technology experts and policy 
influencers, from computer com-
panies and government officials to 
language service providers and uni-
versities. MultiLingual magazine 

was one of the 
28 conference 
sponsors and 
exhibitors. The 
theme of the 
conference was 
“Disruption and 
Diversification,” 
which aimed  
at highlighting 
global changes and challenges 
the profession is facing, such 
questions being constantly 
underlined at every yearly 
national conference organized 
by AUSIT throughout Aus-
tralia at the national level. As 
disruptive innovation theo-
rist Clayton M. Christensen once 
pointed out, “By doing what they 
must do… every company paves 
the way for its own disruption,” 
and indeed it has not taken long 
for disruption to become a word 
firmly anchored in translators, 
interpreters and linguists’ everyday 
vocabulary.

FIT2017 takes place in Australia

http://www.localsoft.com/
http://www.localsoft.com/
mailto:info@localsoft.com
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The second edition of the Sum-
mer School in Translation Tech-
nology took place September 4-8, 
2017, at the KU Leuven (University 
of Leuven) Sint-Andries campus in 
Antwerp. There were 40 partici-
pants from 22 countries. Teachers 
from Belgium and abroad offered 
five keynote presentations and 30 
parallel workshops on various topics.

Among the attendees were freelance 
translators, language and translation 
managers, localization specialists, uni-
versity lecturers, embassy employees, 
terminologists and PhD students. The 
participants’ different backgrounds, 
languages and level of technology 
experience posed an interesting chal-
lenge for the summer school trainers of 
each three-hour workshop.

Angela Fairbank from Canada 
said she “came away with a better 
understanding of translation project 
management in general, of computer-
assisted translation tools specifically, 
and an idea of what machine transla-
tion is all about and how it is used by 
professionals in today’s world.”

For the teachers, 
the summer school 
was a challenge, in a 
positive way: “I had 
my first attendee from 
Iran, so I finally took 
the opportunity to do 
some very enlightening 
research on localization 
in Farsi in general and 
Farsi games localization 
in particular,” said Rolf 
Klischewski, games 
localizer and teacher.  

Dragos  Ciobanu,   
master of arts program 
manager and teacher 
at the University of 
Leeds found it “very 
refreshing to have the 
opportunity to demon-
strate just how capable 
both proprietary and 
free automatic speech recognition 
systems are for a variety of tasks 
especially because these pro-
grams are still largely ignored by 
translators.”

The Summer School will become 
an annual event at KU Leuven, the 
same as the well-known CETRA 
Summer School. The date for the next 
edition will be announced shortly.

Second Summer School in Translation Technology held in Belgium 

https://www.kaleidoscope.at
mailto:info@kaleidoscope.at
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Would you introduce yourself?
Semir Mehadžić, product owner 

at Infobip Ltd. and Bosnian local-
ization specialist.
Where do you live?
Sarajevo, Bosnia and Herzegovina.

How did you get started in this 
industry?
Quite accidentally, actually. 

Freshly out of my English language 
studies, I volunteered at a local 
language organization in 2006. 
Soon some translation tasks came 
my way, and before I knew it I was 
spending half of my workday trans-
lating. But it was only when I took 
part in the first commercial local-
ization project ever done in Bosnia 
that I realized how much I enjoyed 
doing it. That’s when I knew that 
combining languages and com-
puters was going to be my career.
I’ve been working in the language 

industry for 12 years now — as 
project manager, translation busi-
ness manager and as a freelance 
Bosnian moderator/reviewer for 
Google, Microsoft and Sony. I also 
wrote a comprehensive study on 
software localization into Bosnian, 
the first of that kind in Bosnia 
and Herzegovina. I am especially 
proud of my contribution to estab-
lishing best localization practices 
for Bosnian. It has taken ten years 
to achieve at least some level of 
standardization, but we finally 
have an important legacy for the 
generations to come.
I have also had the pleasure of 

creating a cloud-based transla-
tion system at Text United. This 
software-focused experience 
has led me into the job I now 
have — product owner at a global 
telecommunications company. 
Luckily, I still get to do both 
things I love — create software as 
my full-time job, and work with 

languages afterwards. 
Which languages do you speak?
Bosnian is my native language. 

I speak English professionally. 
There is also Slovenian since I 
lived there for a while and some 
Italian — I absolutely adore that 
country, language and culture.  
What do you like to do in your 
spare time?
Football (soccer) is something I 

enjoy very much. The influence 
of Italy goes quite far, obviously. 

I often get to combine it with the 
other two things I love: traveling 
whenever I can and eating. And 
there’s also tennis, which I have 
grown very fond of lately. 
Why do you read MultiLingual?
It is one of the oldest and most 

relevant publications in our indus-
try. I mostly read the articles on lo-
calization and translation technol-
ogy, as it matches my professional 
background and interests most 
closely. Keep up the good work!

Featured Reader

http://www.systransoft.com/
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Business
Technicis acquires Arancho Doc

Arancho Doc S.r.l., providers of translation of techni-
cal documentation for the manufacturing, life science, IT, 
transport and retail sectors, has been acquired by Technicis, 
a translation agency. Other Technicis acquisitions include 
VO Paris, Cogen and Translation Probst.
Arancho Doc S.r.l. www.aranchodoc.com
Technicis www.technicisgroup.com

New website for Folio Online
Folio Online, a supplier of language services such as 

translation, interpretation, voiceover and subtitling, has 
launched its new graphic novel-themed website.
Folio Online www.folio-online.co.za

Stoquart launches in Italy
Stoquart SA, a language services provider, has launched 

Stoquart Italia srl, a new subsidiary specializing in Italian 
language translation and localization services. The new 

office will be managed by Mario Spoto.
Stoquart SA www.stoquart.com

CETRA relocates Limerick office
CETRA Ireland Ltd, a wholly owned subsidiary of CETRA, 

Inc., and head of the company’s website globalization and 
software localization services, has moved to new office space 
in Limerick.
CETRA Language Solutions www.cetra.com

1-StopAsia merges with Free Entertainment
1-StopAsia, a provider of Asian language services, has 

announced its merger with Seoul, Korea-based subtitle 
translation company, Free Entertainment Inc. The compa-
nies will remain as separate brands and entities.
1-StopAsia www.1stopasia.com

Argos acquires ENLASO
Argos Multilingual, a language solutions provider, has 

announced the acquisition of ENLASO Corporation, a 
provider of enterprise language solutions. ENLASO will 

Thanks 

Give The Gift Of Knowledge
— for free! 

If you find information in any issue of MultiLingual that you know 
would benefit a friend or colleague, let us send them a copy.
Simply email freecopy@multilingual.com with the person’s name, 
postal address and the date of the issue you’d like to share.
They will receive a complimentary copy of the magazine along 
with a note, letting them know you were thinking of them.
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mailto:freecopy@multilingual.com


13December 2017

Calendar

13December 2017

News 

be rebranded as Argos Multilingual and will transition to 
the Argos translation management system.
Argos Multilingual www.argosmultilingual.com
ENLASO Corporation www.enlaso.com

People
Recent industry hires

 ■ Wordbee, a provider of translation management 
technology, has hired Mark Shriner as sales director for 
North America, to run a newly opened office in Seattle, 
Washington.
Wordbee www.wordbee.com

 ■ XTM International, a developer of XML authoring 
and translation tools, has hired Uyen Tran as senior solu-
tions architect-engineer.
XTM International www.xtm-intl.com

 ■ Memsource, a developer of cloud translation soft-
ware, has hired Andrea Tabacchi as solutions architect. 
Tabacchi was the technology director at AranchoDoc.
Memsource www.memsource.com

 ■ The Alkemist Translation Company has hired Milena 
Dimitrijević as a vendor manager. 
Alkemist Translation Company www.translation-alkemist.com

 ■ mt-g medical translation GmbH & Co. KG, a provider 
of language services, has hired Jennifer Hayo as market-
ing manager, Jacob Lindsey as a project manager for its 
medical technology department, and Simone Schradi as a 
project manager for its pharmaceutical and medical com-
munication department.
mt-g medical translation GmbH & Co. KG www.mt-g.com

 ■ Eriksen Translations Inc., a provider of language ser-
vices such as website and software localization, voiceovers 
and subtitling, has hired Nick Mango as account manager.
Eriksen Translations Inc. www.eriksen.com

 ■ Conversis, a provider of language services special-
izing in marketing communications and the healthcare, 
technology and energy sectors, has hired Jamie Newall as 
joint chief executive officer. 
Conversis www.conversis.com

 ■ Version internationale, a language service company 
focused on technical and medical translation, has hired 
Martin Prill as operation manager.
Version internationale www.version-internationale.com

Resources
TWB Interpreter Connect

Translators without Borders (TWB), a not-for-profit 
focused on spreading knowledge through humanitarian 
translations, has launched TWB Interpreter Connect, a por-
tal designed specifically to connect nonprofit organizations 
with humanitarian interpreters working in crisis situations.
Translators without Borders www.translatorswithoutborders.org

ELRA adds lexicons
The European Language Resources Association (ELRA) 

has added two new monolingual lexicons to its catalog: 
Arabic dictionary of inflected words and Arabic dictionary 
of inflected words with recognition of agglutinated clitics 
and inflection system.
European Language Resources Association www.elra.info

http://www.argosmultilingual.com
http://www.enlaso.com
http://www.wordbee.com
http://www.xtm-intl.com
http://www.memsource.com
http://www.translation-alkemist.com
http://www.mt-g.com
http://www.eriksen.com
http://www.conversis.com
http://www.version-internationale.com
http://www.translatorswithoutborders.org
http://www.elra.info
https://www.across.net/
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Products and Services
Plunet BusinessManager 7.2

Plunet GmbH, a provider of business management soft-
ware for translation services and agencies, has released 
Plunet BusinessManager 7.2. Overall enhancements in-
clude the introduction of the AutomationManager mod-
ule, designed to simplify the creation of quotes and orders.
Plunet GmbH www.plunet.com

memoQ 8.2
Kilgray Translation Technologies, a developer of trans-

lation productivity tools, has released memoQ 8.2. New 
features and concepts include a new WPML filter to trans-
late WordPress files, self-learning machine translation and 
simplified project package imports.
Kilgray Translation Technologies www.kilgray.com

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

tion tools and services, has updated its entire Lingoport 
Suite product line. New features include LingoBot for 
querying up-to-the-moment status via collaboration plat-
forms such as Slack and Flowdock.
Lingoport, Inc. www.lingoport.com

ZOOdubs
ZOO Digital Group, a provider of localization and 

media production services for the entertainment indus-
try, has introduced ZOOdubs, a cloud-based dubbing 
platform. It encapsulates the entire dubbing process from 
script localization and adaptation to casting, auditioning 
and recording.
ZOO Digital Group www.zoodigital.com

Clients and Partners
Translavic awarded EU contract

Translavic BV, a translation service provider, has signed 
a framework contract with the publications office of the 
European Union (EU). The contract relates to translation 
and revision services for the Community Research and 
Development Information Service.
Translavic BV www.translavic.eu

Lionbridge selected by Kronaby
Lionbridge, a provider of localization services, has been 

selected by Kronaby, a Swedish designer of connected 
smartwatches, to support the launch of its first global 
product line.
Lionbridge www.lionbridge.com

Lingotek - Inside Magento extension
Lingotek, a developer of collaborative translation tech-

nology, has introduced its latest translation connector, 
Lingotek - Inside Magento. The Magento commerce plat-
form extension allows users to translate product content 
and store views into over 250 languages.
Lingotek www.lingotek.com

Net-Translators partners with  
Boulder SEO Marketing

Net-Translators Ltd., a provider of localization and 
multilingual testing services, has partnered with Boulder 
SEO Marketing to provide international and multilingual 
search optimization services.
Net-Translators Ltd. www.net-translators.com

Certif ications
idioma ISO 18587:2017 certified

idioma, a translation provider based in Japan with its 
production unit in the Czech Republic, has received 
ISO 18587:2017 certification focused on translation 
services and post-editing of machine translation output 
requirements.
idioma www.idioma.com

http://www.plunet.com
http://www.kilgray.com
http://www.lingoport.com
http://www.zoodigital.com
http://www.translavic.eu
http://www.lionbridge.com
http://www.lingotek.com
http://www.net-translators.com
http://www.idioma.com
http://elia-association.org/
http://events.elia-association.org/together-2018/
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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

November
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

Translation & Minority 2:  
Freedom and Difference
November 10-11, 2017, Ottawa, Canada
University of Ottawa, School of Translation and Interpretation 
https://translationandminority.wordpress.com

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
November 17-18, 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
Belt and Road Initiative and Language 
Services Forum & TAC Conference 2017
December 1-2, 2017, Beijing, China
Translators Association of China, www.tac-online.org.cn/annualmeetingen

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
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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

http://www.ttt-conference.com
http://upps.org.rs/blis
https://translationandminority.wordpress.com
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://www.tac-online.org.cn/annualmeetingen
http://icnlsp.isga.ma
https://oeb.global
http://elia-association.org/our-events
http://www.star-group.net
https://multilingual.com/submit-insights/
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January 2018
Silicon Valley Technology  
Integration Round Table
January 29-30, 2018, Menlo Park, California USA
The Localization Institute 
www.localizationinstitute.com/event/silicon-tech-integration-roundtable

February
Language Advocacy Day 2018
February 15-16, 2018, Washington DC USA
Joint National Committee for Languages 
https://languagepolicy.org/language-advocacy-day-2018

Outsourcing World Summit
February 18-21, 2018, Orlando, Florida USA
International Association of Outsourcing Professionals, www.iaop.org/summit

Together
February 22-23, 2018, Athens, Greece
Elia, http://events.elia-association.org/together-2018

March
tcworld India
March 7-8, 2018, Bengaluru, India
tekom, http://tcworld-india.com

GALA 2018
March 13-16, 2018, Boston, Massachusetts USA
Globalization and Localization Association 
www.gala-global.org/gala-conference-2018-boston

Game Developers Conference
March 19-23, 2018, San Francisco, California USA
UBM Tech Game Network, www.gdconf.com

The Translation and Localization Conference
March 23-24, 2018, Warsaw Poland
TLC Conferences, https://sites.grenadine.co/sites/tlc/en/tlc-2018

ATISA IX
March 29-April 1, 2018, Milwaukee, Wisconsin USA
American Translation and Interpreting Studies Association 
www.atisa.org/conferences

Apri l
LocWorld36 Tokyo
April 3-5, 2018, Tokyo, Japan
Localization World, Ltd., https://locworld.com

LATA 2018
April 8-12, 2018, Ramat Gan, Israel
Research Group on Mathematical Linguistics 
http://grammars.grlmc.com/LATA2018

International Workshop on  
Spoken Dialog System Technology
April 18-20, 2018, Singapore
Institute for Infocomm Research, COLIPS 
www.colips.org/conferences/iwsds2018/wp

ICNLSP 2018
April 25-26, 2018, Algiers, Algeria
Directorate General for Scientific Research and Technological Development 
www.icnlsp.org

Localization unconference Berlin
April 26-28, 2018, Berlin, Germany
Localization unconference Team, https://sites.google.com/site/ 
localizationunconference/german-unconference-2018

http://www.localizationinstitute.com/event/silicon-tech-integration-roundtable
https://languagepolicy.org/language-advocacy-day-2018
http://www.iaop.org/summit
http://events.elia-association.org/together-2018
http://tcworld-india.com
http://www.gala-global.org/gala-conference-2018-boston
http://www.gdconf.com
https://sites.grenadine.co/sites/tlc/en/tlc-2018
http://www.atisa.org/conferences
https://locworld.com
http://grammars.grlmc.com/LATA2018
http://www.colips.org/conferences/iwsds2018/wp
http://www.icnlsp.org
https://sites.google.com/site/localizationunconference/german-unconference-2018
https://sites.google.com/site/localizationunconference/german-unconference-2018
http://www.birotranslations.com/
http://www.birotranslations.com/
mailto:biro2000@biro2000.com
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If you hired people to paint your house, would you tell them which 
shade of paint you wanted before they completed the work, or after? Logi-
cally, you would communicate your preferences beforehand. Or, if you had 
no strong preference, but your spouse did, you would involve your spouse 
from the start to determine the preferred colors, shades and sheens. 

That sounds rather obvious, doesn't it? Unfortunately, this logical order of 
articulating preferences before a project is not always so obvious when people 
order translation.

When a company requests translation, the requester often likes to have an 
internal reviewer check the translation to ensure that preferences are imple-
mented. This is natural, since the requester usually does not understand the 
language in question, and must therefore rely on others to know if the desired 
quality is achieved. Said reviewer may be an employee, distributor or other indi-
vidual who lives in the target market and speaks the language being translated.

Regrettably, these client reviews are often an afterthought that do not follow 
the common sense that would be used to evaluate a paint job. This painting 
analogy follows a common-sense approach to reviewing subjective quality and it 
applies to translation reviews on the following four levels:

1 Reviewers must have native ability to evaluate.
2 Reviewers must understand that their role is to ensure success.
3 Reviewers must participate from the beginning.
4 Reviewers must confirm preferences in written reference materials.

1. Reviewers must have native ability to evaluate
When a colorblind software developer I know was put in charge of user 

interface design for his company, he naturally protested that he was not the right 
choice. He knew his opinions would differ significantly from most users, and he 
did not want to be held responsible for introducing any aesthetic flaws. Similarly, 
it could be problematic to ask a colorblind uncle to inspect the paint job on your 
home. Nevertheless, many translation requesters trust their internal reviews to 
nonnative speakers of the target language. 

Nonnative reviewers will frequently 
introduce errors that they mistakenly 
believe to be improvements. Even if 
they are working together with the 
translation provider’s native-speaking 
linguist, the back-and-forth required 
to prevent such unintended errors can 
dramatically slow the process.

Ideally, depending on a 
reviewer’s level of involvement, 
he or she should also have a solid 
knowledge of the subject matter 
and basic principles of writing and 
translation. You would have more 
success trusting a former construc-
tion contractor who understands 
the difference between semi-gloss 
and satin paint sheens than you 
would if you trusted a critique from 
your cousin who only dabbles in 
finger paints.

2. Reviewers must  
understand their role is  
to ensure success

Human nature makes us feel 
inclined to point out every error, no 
matter how small or subjective. It has 
been said that if you gave an English 
reviewer the complete works of 
Shakespeare, a red pen and instruction 
to find errors, that reviewer would 

Word on the Street

Four keys to successful 
client reviews

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 AccuLing.

Adam Wooten
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surely prove her worth by covering 
those masterpieces in red markings. 
Likewise, the paint inspector who feels 
he must prove his worth by finding 
every possible imperfection will 
likely find enough to delay a perfectly 
respectable project.

Translation reviewers are often put 
in the same situation, notified at the 
end of a project and instructed to “find 
any problems in this translation.” That 
mindset repeatedly creates unneces-
sary conflict that results in delays and 
extra costs, regardless of whether the 
translation is good or bad.

To avoid such wasted effort, 
reviewers must understand that their 
role is to ensure successful translation. 
To ensure success, the review must 
not be performed as a last-minute 
afterthought.

3. Reviewers must participate 
from the beginning

As alluded to in the paint analogy 
at the start of this article, confirming 
subjective paint preferences after a job 
is completed would lead to unneces-
sary rework, extra costs and unplanned 
delays. The same consequences occur 
when translation project reviewers fail 
to express their preferences before-
hand because they are not involved 
until the tail end.

Even when reviewer involvement is 
explicitly requested beforehand, many 
reviewers may not become involved 
until after the translation is complete. 
The reviewer and the company may 
not make enough of an effort to get 
involved early on because the reviewer 
has another job to complete. The result 
is that the company spends unneces-
sary time and expense making changes 
to a good translation simply because 
some personal preferences were not 
known beforehand. This can be as bad 
as repainting a recently well-painted 
house simply because the preferred 
shade was not identified beforehand.

This is not to say that each transla-
tion requester must have a reviewer 

and a strong preference about every-
thing. The point is that if a reviewer 
does have a preference, that preference 
should be specified beforehand. The 
easiest way to involve reviewers early 
in a translation project is to schedule 
time for them to approve translation 
glossaries and style guides before 
translation begins.

4. Reviewers must confirm 
preferences in written  
reference materials

Jonathan Kirk, the former CEO and 
founder of Elanex (recently acquired by 
Straker Translations), used to explain 
that when a translator must make a 
choice between more than one good 
option in terminology or style, that 
preferred decision must be recorded 
in reference materials like a glossary 
or translation style guide. He would 
often repeat, “whenever more than one 
person is involved in translating, 
translations based on references 
will be consistent, while transla-
tions based only on preferences will 
be inconsistent.”

Large or small, the translation 
glossary and style guide may originate 
from the requester, the reviewer, 
the translation provider or even an 
industry standard like the Microsoft 
glossaries and style guides. Additional 
reference tools including translation 
memory, reference translations 
and agreed quality metrics are also 
helpful. Client reviewers must be 
sure their preferences are recorded 

in reference materials or translation 
specifications and affirm as much. 
Translation should not proceed 
until the reviewer has approved the 
reference materials, just like house 
painting would not proceed until the 
client has signed off on the color and 
other specifications. 

This pre-translation approval gives 
reviewers a much more productive 
way to prove their worth and ensure 
the success of a translation project. 
In this process, reviewers are much 
more invested in helping translation 
providers succeed from the begin-
ning, as approving reference tools 
before translation will help ensure 
that reviewers’ preferences are imple-
mented from the start. Consequently, 
reviewers’ efforts are magnified and 
they tend to spend less time working 
on the project than they would if they 
were asked to prove their worth with 
excessive, belated use of a red pen.

Anecdotally, about 90% of all 
linguistic headaches associated with 
client review will be avoided by follow-
ing these recommendations. When 
colleagues in the language industry tell 
me about painful interactions between 
client reviewers and providers, those 
reviewers are almost certainly not 
native speakers who approved glossa-
ries and style guides before translation. 
Such linguistic preparation will help 
ensure that competent translation 
requesters, reviewers and providers are 
united as they each work toward the 
success of the project.  [M]

Four advantages of requiring client reviewers to approve  
glossaries and style guides before project initiation

[ Unite translation requesters and providers with the same clear quality 
goals and avoid unnecessary tension at the end of the project.

[ Make budgets and schedules more predictable; avoid unexpected 
costs and delays due to unnecessary rework.

[ Free up time for client reviewers – who usually have different 
non-reviewing jobs with relevant opportunity costs – by implementing 
reviewers’ preferences from the start.

[ Prevent most potential linguistic headaches that would otherwise 
surface during project finalization and acceptance.
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A vintage version of The Merriam-Webster Dictionary defines 
mobile as an adjective meaning “capable of being easily moved.” 
In a similar way, the 1905 edition of An American Dictionary of 
the English Language, based on the then-latest conclusions of the 
most eminent philologists, also classifies it as an adjective mean-
ing “can be moved.”

industry, terminology management 
and education. 

In terms of mobile apps for the 
language industry, if technical trans-
lators and localizers take a look at 
the internet offerings available, they 
will find at least nine free mechani-
cal dictionaries, some of which were 
originally designed for students. For 
instance, consider the Mechanical 
Engineering Dictionary app. Medi-
cal translators, on their end, will be 
able to choose from a plethora of 
dictionaries, from bilingual EN>target 
language dictionaries to monolingual 
reference dictionaries used in univer-
sity classes, like the Taber’s Cyclopedic 
Medical Dictionary. Legal translators 
will find some good options as well, 
and scientific linguists will find 
downloadable apps for all areas: from 
physics to biology and so on. 

Terminologists will find the first 
mobile app that opens any .tbx or 
mtf.xml file, browses through the 
contents, displays terms, shows 

Terminology Glosses

Mobile

Laura Di Tullio is a terminology management 
consultant who has developed termbases and man-
aged enterprise terminology for large multinationals. 
She has been in the localization industry for over 20 
years, holds an MA in terminology management and 
a degree in translation studies.

Laura Di Tullio

Neither of these sources lists mobile as a noun. As a matter of fact, we 
are faced with an evolution of the term, since current online dictionaries 
and glossaries have an entry for mobile as a noun, too. The online version 
of the Oxford dictionary, for instance, proposes two definitions for the 
noun mobile: the first one being “A mobile phone” and the second being 
“The Internet as accessed via smartphones or other mobile devices, 
especially when regarded as a market sector.” In short, if we attempted to 
schematically describe the recent evolution of the word, we would end up 
with something not far from Figure 1.

Whereas the adjective mobile is rather generic and therefore not an 
optimal candidate for our ideal termbase, the noun versions of mobile are 
sound terminological entries in that they carry a specific meaning. It is 
important to notice how it is the newer meaning of the word mobile as in 
“A mobile device,” that is more and more often utilized as an adjective to 
qualify other nouns. A simple Google search revealed about 1,950,000,000 
results for mobile, one of the occurrences being mobile app, of course. 

When used as a noun in adjectival position, mobile is a valuable term 
candidate for our ideal termbase. We will therefore look at how mobile 
is used in our three main areas of interest: technology in the language 
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descriptive fields and languages, 
runs searches in the file, and allows 
users to suggest term changes and 
updates that can be sent to clients 
and colleagues in the form of a chan-
gelog. For lovers of machine transla-
tion, there are countless mobile 
apps. As a language professional and 
a terminologist, my attention was 
captured by the Spanish-Occitan 
Translator because it testifies (like 
the Spanish-Aragonese Translator) 
of a certain attention and sensitivity 
toward minority languages.

Mobile is also used in some 
unexpected combinations. Take, for 
instance, mobile ethnography, a term 
that can be defined as “ethnographic 
research performed using data 
self-reported by users through 
mobile devices.” Information 
retrieved from social media is then 
analyzed by companies to identify 
their customers’ hidden needs. This 
concept marks a shift from pure 
anthropology to a mix of research 
and marketing. On these same 

lines, the term mobile engagement 
is defined by the Mobile Marketing 
Association as “The act of engaging 
a user through available messaging 
channels inside and outside of an 
app.” Such engagement “typically 
starts the moment a user downloads 
[an] app” and is confirmed every 
time a user comes back. 

As far as the domain of educa-
tion is concerned, mobile learning 
is another term worth noticing. 
UNESCO has defined it as the “use 
of mobile technology, either alone or 
in combination with other informa-
tion and communication technology 
(ICT), to enable learning anytime 
and anywhere.” From a terminol-
ogy management perspective this 
definition is not perfectly crafted, 
as it is not possible to define a term 
using the term itself. Nonetheless, 
the idea of mobile learning includes 
facilitating personalized learning, 
enabling of learning anytime and 
anywhere, building new communi-
ties of learners, and bridging formal 

and informal learning. These are 
carefully detailed in the UNESCO’s 
Policy guidelines for mobile learn-
ing in what turns out to be an 
extremely captivating concept for a 
terminologist.

When I was retracing the 
evolution of the word mobile and its 
transformation into a term, I came 
across the online version of the 
Dictionary of the English Language 
by Samuel Johnson. Published in 
1755, Johnson’s dictionary remained 
the reference dictionary for a long 
time. It was more complete than 
any work that preceded it, but it was 
far from being comprehensive. The 
Daily Telegraph in its Technology 
column notes that “the first edition 
contained just 42,773 entries, com-
pared to more than 250,000 words 
in the English language.” I could not 
avoid looking for mobile, which only 
appears as an adjective in the second 
edition of the dictionary (1827 by 
the Rev. H. J. Todd) and is defined as 
“Movable. Obsolete.”  [M]

mobile  mobile phone  mobile 
mobile device 

mobile technology 
mobile ethnography…

adj. adj.+noun (full form) noun (short form)
noun, 

mobile used in adjectival 
position

capable of being 
moved

a portable telephone 
that can make and 
receive calls over a 

radio frequency link 
while the user is mov-
ing within a telephone 

service area

a mobile phone …

Figure 1: How the use of the term mobile has changed over time.
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Welcome to Client Talk, where we chat with people who buy 
(or should buy) language services. When is professional transla-
tion worth it? And if a client doesn’t buy, why not? How do they 
handle language needs instead?

negotiation step. For languages 
other than English, “Initial emails 
usually set the basis that we can be 
trusted with the different languages, 
and then we try to switch to English 
whenever possible.”

What is the budget?
“Counting last year and this year, 

we spent below $10,000.”

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

 Ćuk says it's a 5: “We deal with all 
levels of business, but with most of 
them you get one chance to impress 
and to close the sale, so it's very 
important to us when dealing with 
companies outside of our immediate 
territory or language familiarity. This 
is especially true when it comes to 
legal, as one mistake can be costly.”

The client’s solution
“We don't generally buy transla-

tions, as we have staff that is 
bilingual in one or more of those 

Client Talk

CroatiaTech

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 clients outside of a sales 
environment, we hope our industry will be able to better identify the true 
motivation behind buyer decisions. And who knows? Maybe we’ll expose 
common misconceptions about our industry as we go along.

The client
Nenad Ćuk, cofounder and CEO at CroatiaTech, 

a technology development shop. CroatiaTech 
has offices in Split, Croatia, and Salt Lake City, 
Utah. “We are a premium solution when it 
comes to outsourcing technology work by US, 
Canadian, French, Irish, Italian, German, Aus-
tralian and UK companies,” says Ćuk. “With 
solutions in software development, artificial 
intelligence (AI), machine learning, engineer-
ing, virtual reality (VR), custom web develop-
ment, digital marketing and graphic design, we 
attract partnerships from companies that want 
to achieve more with their budget.”

The need
“Our company's language is English,” Ćuk says — but Croatian, German 

and Italian are commonly needed: 20-30% of company communications 
(both sent and received) are not in English. “Croatian documents are 
one-third of that figure.” In most cases, these files consist of emails and 
proposals. Every once in a while, a contract is needed for the final client 

 Nenad Ćuk
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languages, both stateside as well 
as in Europe. There are a couple of 
companies in Salt Lake City that 
do great translations, but sooner or 
later we knew we'd need people who 
can handle it themselves.” The client 
has therefore dropped back from 
outsourcing to a language service 
provider and is relying more on 
in-house staff.

The main reason the company 
stopped working with agencies, 
according to Ćuk, is that “we needed 
things faster than they were able 
to deliver sometimes, and since we 
realized that there will be a need for 
this long term, it just made sense to 
start looking for a more permanent 
internal solution.” 

The company hasn’t ruled out 
working with translators entirely: “I 
would continue using agencies if it 
[were] one-off cases here and there, 
but if a business is going to have a 
long-term translation need, it's bet-
ter to start looking for an individual 
who also speaks that language.” 
Additionally, the “bilingual members 
of our team were needed for other 
duties; their knowledge of a second 
or third language just helped make 
our decision easier. We don’t need 
to pay by the document or the word 
any longer; we’re now able to have 
someone in-house.”

When professional trans- 
lators are still needed

“Our main criteria is the impor-
tance of a document. If it's early 
stage correspondence or proposal 
work that is sent over, we trust 
our team; same would be for most 
project work that is not client-
facing, as the end client usually 
double checks that. However, 
when it comes to high importance 
documents, where no mistakes or 
errors can be afforded, then we 
go the certified translation route 
as it gives us more protection and 
minimizes risk.”   [M]

https://www.lionbridge.com
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With increased automation, software reaches decision-making 
capabilities previously thought to be confined to the human brain. No 
profession is exempt, except when rendering these services requires a 
capacity for intimacy, compassion and emotional response. 

Translation, for example, is one of the domains where developers have 
tried since 1951 to render text from one language to another, so far with 
limited acceptable results.

67 years later, we are at the point where translation of technical documents 
can be automated fairly well. On the other hand, we still get oddly surreal 
“translations.” Some users, for example, once typed random characters into 
Google Translate and the Thai translation read: “There are six sparks in the sky, 
each with six spheres. The sphere of the sphere is the sphere of the sphere.”

We will find such examples for a long time. My prediction is that machine 
translation will not pass the Turing Test in my lifetime. Notwithstanding 
the fact that some human translations are not distinguishable from that of a 
machine, a machine will not have the ability to translate highbrow content 
equivalent to, or indistinguishable from, a human translation before I die.

But does it have to do this in order to kill your job? The answer is: yes.
Joseph Weizenbaum 

made this case in 1966 with 
his program ELIZA, an 
early natural language pro-
cessing computer program 
that gave users an illusion 
of an actual conversation. 
This was one of the world’s 
first chatbots. ELIZA’s most 

famous script, DOCTOR, was so effective that individuals initially thought 
it had human-like feelings. In fact, it only used rules within the script to 
respond with non-directional questions to user inputs, such as:

ELIZA: Let’s talk
User: How are you?
ELIZA: Why are you interested in how I am?

Many users believed that the 
program could aid doctors in working 
with patients. Some even feared psy-
chologists could go out of business.

ELIZA’s weakness was that it was 
unable to contextualize anything. 
Coaches and psychologists are not just 
looking at words sentence by sentence. 
They need to interpret a person’s 
body language, how a person relates 
to past events and trauma and meets 
basic needs. Great life coaches identify 
limiting beliefs and see unproductive 
patterns in their clients’ behaviors. 
They understand their clients’ world 
and emotions first, show different ways 
of dealing with life challenges, connect 
behavioral change to something higher 
than their client’s self to make it last, 
and show them one small change that 
helps them make a breakthrough each 
time they meet.

The death of the file pusher
As localizers, we can learn from 

that. For one, machine translation will 
be of little use for content that requires 
emotional and cultural context. At 
least for quite a while. Second, while 
many tools can fully automate most 
transactional tasks of a localization 
project, they cannot respond to a 
client’s need for relevance, belonging, 
personal growth and giving back.

Localization Business School

Will localizers be  
automated away?

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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Yes, file management, email 
writing, reporting, quoting, 
scheduling and many other tasks 
can now be fully automated. And if 
you are more of a file pusher than 
a neuroscience psychologist to 
your client, your job will be axed 
sooner or later.

Localization professionals who 
can apply soft skills will always 
be in demand: Problem solving, 
critical thinking, interpersonal 
interaction, consumer preference 
analysis, communication, team 
building, leadership, and social 
and cultural awareness are most 
needed in the future.

People and relationships
Being a pioneer in automating 

project management (I have done 
this for 20 years now), I have never 
found that technical shortcomings 
of translation automation are the 
problem. People are.

I spend most of my time coaching 
managers that automation is not 
just about processes and hand-offs, 
but also about people and relation-
ships. Automation in localization 
fails because the pain of changing 

is stronger than the pain of working 
the way things currently are. Coupled 
with the real possibility of automation 
killing jobs, there is often little incen-
tive for teams to change.

There are two basic forces that 
determine our behavior: 1. the need 
to avoid pain, and 2. the desire to gain 
pleasure. The need to avoid pain is 
always the stronger one. That’s why 
well-meaning managers experience 
push-back from their stakeholders 
when they introduce new ideas with 
the best of intentions of building a 
better future. The big two questions 
in everybody else’s head is: “Will I be 
good enough? And if I fail, will I still be 
loved or respected?” Their own futures 
may seem to be in jeopardy.

Empower, don’t limit 
Successful localizers break 

unhealthy responses to inevitable 
automation by turning their limiting 
believes into empowering ones. Instead 
of telling themselves that process 
automation will take away their jobs, 
they create empowering statements, 
such as: “automation allows me to 
eliminate all the clutter and repetitive 
work — and I have all the knowledge, 

experience, relationship skills and 
talents to now deliver more value to 
my clients than ever before.”

And then they train themselves 
in using their natural capacity for 
problem solving, adaptation, and 
resilience and cross-disciplinary 
solution building. 

How much time do we have? It took 
six decades for laborers to resettle and 
start to win higher wages once factory 
automation took hold in the 19th 
century’s Industrial Age. How long 
localizers have in the age of automa-
tion is not clear, but the transition has 
started. Estimates are that in the next 
15 years, 38% of American jobs will be 
lost to robotics and artificial intel-
ligence; Germany will lose 35%, Japan 
21% and the UK 30%.

According to consulting firm PwC, 
administrative and support services 
are more at risk than human health 
services, social work and education. 
My case in point: If you spend much 
time pushing files or run a translation 
sweat shop you are already being 
automated away. You need to act now. 
As Stephen Hawking has said,  
1N73LL1G3NC3 15 7H3 4B1L17Y 70 
4D4P7 70 CH4NG3.  [M]
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I think it’s fair to say that in the language industry we regard 
translation as the foundation stone of our business. So imagine 
my complete astonishment when I recently learned about a proj-
ect that is recording a language without any plans for translation 
into other languages — a language that we would label endan-
gered. And to top it all, this language uses no writing system: it 
is transmitted orally, depending on new blood to perpetuate its 
long history. 

Australia’s Northern Territory and 
was conducting fieldwork with the 
local aboriginal population. In fact, 
Bird is a volunteer in the local, 
aboriginal-run elementary school 
in order to establish legal residency 
in a protected region, and he has 
also recently accepted a professor-
ship at Charles Darwin University.

Treasure languages
“Treasure language” is a term 

coined by the Rama people of 
Nicaragua. A visit to www.trea-
surelanguage.org, an Aikuma-sup-
ported project, set the context for 
the work Steven Bird is involved 
with. Their question “Have you 
spoken your treasure language 
today?” was a challenge that I had 
not anticipated. At various gather-
ings, stories are told in the original 
language and the audiences, 
whether fellow speakers or not, are 
engaged in a wonderfully fulfilling 
community experience of sharing. 
As a native Greek, I had some 
familiarity with the oral tradition, 
and not just from Homer and the 
earliest ancient Greek literature; 
one of my grandmothers spoke 

My astonishment morphed into wonderment after browsing the 
Aikuma Project website — speakers of orally-transmitted tongues 
eschew the idea of endangerment by adopting the term “treasure 
language.” Treasure is, of course, precious, and this term opened a 
door to a fantastic new world based on the simple act of storytelling. 
The Australian Aboriginal Bininj Kunwok people, along with other 
speakers of such languages, are embracing the notion of a “treasure 
language” instead of patronizing terms such as endangered, ethnic, 
heritage and so on.

I knew of Professor Steven Bird as a prominent contributor to 
computational linguistics and coauthor of Natural Language Processing 
with Python. In the book’s brief bio, Bird was listed as a professor at 
Melbourne University in his native Australia and at Berkeley in the 
Bay Area, California. I found a link to his website while I was carrying 
out research on current work with endangered languages and it resonated 

strongly because of his unique take on the oral tradition. 
When I reached out to discuss his work further, I was 

truly flabbergasted 
to learn that he had 
resigned from his 
tenured professor-
ship, relocated to 

Community Lives

Treasure languages

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.  
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Treasure languages involve languages 
with oral traditions, shared orally.
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Vlach, a language with a complex 
history and little committed to 
written form. In fact, there is a 
bardic tradition across the whole 
region of the Balkans into Eastern 
Europe and Armenia. 

I was also reminded of trips to 
the ancient theater at Epidaurus and 
their superb productions of ancient 
Greek dramas in the original. Many 
in the audience were unable to 
follow the ancient language, but they 
managed to laugh and cry at the 
right places and to applaud at the 
catharsis. Steven Bird likens treasure 
language gatherings to audiences at 
the opera. When we witness such 
oral transmissions, we respond to 
the cues of the language and the 
delivery of the speaker or singer 
and our emotions are engaged in 
collectively feeling the experience. In 
this wired world of the 21st century, 
we are still connected to a past that 
stretches back into antiquity and we 
must work on its survival. We know 
that oral cultures, such as found 
amongst the ancient Celts, lost vast 
bodies of law, literature, history and 
lore when its speakers were killed 
off. That’s how tenuous the spoken 
word is. It can vanish in the span of a 
single generation, but I realized that 
our oral traditions don’t just survive, 
they persist.

The role of technology  
for aboriginal languages

Bird studied computer science at 
the University of Melbourne before 
completing a PhD in computational 
linguistics at the University of 
Edinburgh. His academic career 
spans universities located in the US, 
Europe and Australia and he has 
conducted fieldwork on endangered 
languages in West Africa, Amazo-
nia, Central Asia, Melanesia and 
Australia. At present, he is based in 
West Arnhem in Australia's “Top 
End,” working on the Bininj Kunwok 
language.

The subject of aboriginal 
languages in Australia is complex. 
From an 18th century, precolonial 
maximum of around 250, the 
number of languages in present 
use numbers about 150, most of 
which are considered endangered. 
Although to inject a positive note, 
some 12-15 aboriginal languages 
are being taught to children as 
their first language. Languages 
in danger of extinction are not, 
of course, confined to Australia, 
and there are many initiatives 
underway to preserve them. But we 
tend to have a preoccupation with 
written language, and as a result 
have lost the art of memory and 
listening. 

What is unique about this project 
is that it works with an unwritten 
language, avoiding the process 
of committing it to writing. At 
first Bird felt uncomfortable to be 
learning in this way, having to rely 
on speech for revision and learning, 
trying to avoid the accustomed loop 
of learning through writing. He 
found he had to retrain his brain, a 
tough undertaking for anyone who 
has undergone the full program 
of academic training followed by 
a career based on research written 
and published with a well-developed 
set of rules. Even the oral presenta-
tions given in lecture halls and at 
conferences, even TED Talks, are 
supported by PowerPoint presenta-
tions, notes and so on. I’m sure we 
can all identify with his experience 
of an oral culture shock.

Bird also had to relearn, or at 
least reevaluate, the technologies 
we surround ourselves with and 
what we can use them for. “People 
are trying to use technology in 
this location. Facebook is popular 
with younger people. They're 
feeling forced to use English in such 
contexts and so I'm hoping to show 
them how to write their language. 
Imagine that such technological 

presence helped with motivation 
to become literate in your mother 
tongue. Though the way Facebook 
corrects my painstakingly entered 
Bininj Kunwok text is infuriating. 
It sends the subtle, persistent 
message that this language doesn't 
belong here.” 

The assistance Bird and other field 
workers like him are giving to people 
seeking a healthy, continued cultural 
existence is to leverage the right data 
in order to do with audio what image 
recognition and machine learning 
are doing with pictures. And we can 
add translation to an already ambi-
tious set of goals.

The importance of fieldwork
While talking with Bird, I was 

reminded of Bruce Chatwin’s book 
The Songlines. Part travelogue, part 
romantic fiction, the book recounts 
his experiences in the Australian 
bush. The word songlines still 
intrigues me. We’ve all heard stories 
about kids who learned English 
from listening to the Beatles. There 
is indeed something about songs 
that facilitate language learning. 
Perhaps it’s rhythm or repetition 
or something simply about being 
human. I can’t say it’s a foolproof 
way of learning grammar, but it’s a 
start. And when songs and singing 
are an integral part of everyday 
communication, why not join in! For 
the Aborigines, however, singing 
means considerably more than belt-
ing out a few numbers. It connects 
them profoundly with the land. The 
experience of performance trumps 
hitting the target of meaning. If as 
Chatwin put it, the song and land 
are one — how do you record that 
and localize it?

After Bird’s efforts at creating 
a software application that would 
facilitate oral language study failed, 
he concluded that he would have 
to undertake firsthand work in the 
field. Bird describes his current 
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work as “conducting social and tech-
nological experiments in the future 
evolution of the world's languages. 
Together with my students and 
colleagues, I am developing scalable 
methods for preserving disap-
pearing words and world views for 
future generations of speakers and 
scholars. I am collaborating with 
speech communities in diasporas 
and ancestral homelands to design 
new approaches to language mainte-
nance and revitalization.” He admits 
that the solitude that comes from 
being an outsider to a tight-knit 
community in a desperately harsh 
climate steeped in ancient traditions 
is a challenge. Doubly so since the 
tech-enhanced life we all embrace 
simply does not integrate well in 
such conditions. The compensation, 
however, is the enlivening experience 

that comes from immersion in such 
a culture and the rewards of attain-
ing proficiency in a completely 
foreign language.

Untranslatable
We assume that language is a 

tool to get ideas across and transla-
tion deals with the temporary 
frustration of not understanding 
a stream of articulated sound. 
We think of this barrier as a 
problem and we spend a lot of 
time and money to overcome it. 
Bird’s experience challenges this 
assumption by introducing the 
concept of the untranslatable, as 
beautifully encapsulated at www.
untranslatable.org. A translation of 
a word is never just another word; 
there are layers of context spanning 
environment, intention and other 

frames of reference that must be 
accommodated. For example, the 
word dig is not just a simple verb; 
it is also digging for food, working 
upon the sacred land that offers its 
riches for human sustenance, and 
an act of tribal heritage. Until we 
place ourselves in situ we can only 
glimpse the depth of the spoken 
word in these circumstances. In 
turn, this implies why we need to 
help people to grow up speaking 
these languages. It’s important 
for our collective future to keep 
as many languages as possible by 
preserving the usage of words with 
their expression.

As for those indigenous com-
munities who live using the Bininj 
Kunwok language, they continue 
their way of life. Land management, 
environmental and wildlife issues, 
women’s rights, arts, crafts and 
culture live on under the protection 
and care of a people committed to 
continuing their way of life. They 
may be one of the lesser-known 
groups in our vast community, 
and the pattern of their daily lives 
may seem incompatible with a 
wired world, but they can still take 
advantage of connecting with us 
all — under their terms! 

The Bininj Kunwok website is 
found at http://bininjgunwok.org.au. 
It only seems fitting to give the 
last word to them: “We don’t want 
our Kunwinjku language to ever 
disappear. We want our children 
to grow up and then in turn teach 
it to the new generations so that 
our language will continue on 
forever.”

Or as the Bininj Kunwok 
people would actually say: “Kun-
wok ngadberre, Kunwinjku, minj 
ngarri-djare kun-wok ngadberre 
ka-yakmen. Ngarri-djare wurdurd 
ngadberre kabirri-djordmerren 
wanjh bedmanwali kabindi-bukkan 
birri-kerrnge ba kun-wok ngadberre 
ka-djale munguyh-munguyh.”  [M]

http://www.untranslatable.org
http://www.untranslatable.org
http://bininjgunwok.org.au
https://rheinschrift.de/
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The machine translation (MT) technology landscape 
has experienced profound and seismic shifts since 2016.  
Announcements from tech giants Google, Microsoft and 
Facebook regarding the dramatic quality improvements of 
neural machine translation (NMT) and coverage by mass 
media catapulted NMT onto everyone’s radar. Almost  
overnight, NMT became the “holy grail” of MT.  This white 
paper provides an overview of the technologies; attempts to 
explore the notion that NMT should be put into production 
immediately; and argues for a measured approach when  
selecting between neural, statistical (SMT) and rules-based 
(RBMT) engines, as each has a role to play. 

MT Landscape
Unlike RBMT engines based on explicit grammatical rules 
or SMT engines which build probabilistic models based 
on language models and phrase tables, NMT models use  
neural networks where words are represented by vectors 
and have semantic relationships. NMT engines employ  
bidirectional recurrent neural networks (RNNs) or  
convolutional neural networks (CNNs) first to en-
code source text and subsequently to decode or predict  
translations. NMT has the potential to dramatically improve 
translation quality, especially in languages where word  
order deviates between source and target such as Japanese. 
SMT engines still tend to do very well for longer sentenc-
es, Romance languages and have robust lexical coverage 
when trained accordingly. RBMT engines are still valuable 
for normalization, translation from one adjacent locale to  
another — such as Spanish (Spain) to Spanish (neutral) 
— and development of rare, long-tail language translation  
directions. 

Key Considerations
When considering NMT, it is highly recommended to con-
sider certain factors and assign priorities to each:
Infrastructure and cost: To be practical, NMT engine 
training requires GPUs (not CPUs). Thus, the hardware 
is far more expensive than SMT or RBMT engines. This 
cost will likely be reflected in licensing fees. Also, in  
deployments of any new MT technology, it is important to 
consider the cost of connectors as well as customization 
for tag handling.

Training and maintenance: Due to the intensive computing 
resources to build NMT models, it takes longer to build 
these engines. Enforcing specific patterns from linguistic 
feedback during retraining is more difficult due to a funda-
mentally different technology; it’s not a matter of modify-
ing phrase tables or language models as with SMT or rules/ 
dictionaries as with RBMT.
Quality: NMT output is remarkably more fluent than SMT 
and RBMT, and particularly so for Asian languages, where 
the latter two have always been relatively weak. However, 
this fluency does not guarantee accuracy. The cognitive load 
can be higher for a post-editor to review the source and  
suggested target. 
Data: As with SMT, your engines are only as good as your 
own data. In tests conducted by Welocalize, we found that 
NMT systems typically require a lot more training data than 
comparable SMT or RBMT systems. 
Players: Much like SMT, the field is wide open, ranging from 
the usual suspects, such as Google and Microsoft Translator, 
which may soon be customizable, to open source initiatives, 
such as OpenNMT and Nematus, to boutique MT providers 
and DIY platform providers where you bring your data and 
train your own engines. 

Takeaway
In some ways, the advent of NMT is like the rise of robots 
for automating daily tasks. Both technologies are extremely 
promising, yet some tasks are still better suited to current 
technologies. NMT engines can be implemented, but only 
after careful considerations of initial and ongoing costs for 
engine training, technology – connectors, translation man-
agement systems (TMS) and computer-aided translation 
(CAT) tools – as well as unambiguous evidence of better 
quality relative to SMT or RBMT for specific language pairs, 
improved linguist productivity and lower translation costs .  
Welocalize’s goal is to provide the best value in quality- 
to-cost ratio for our clients’ requirements. We develop  
customized MT engines, whether neural or statistical, 
which are the most optimal to clients’ MT needs. Every  
organization has its own terminology, style, tone and 
voice and these factors are taken into consideration when  
developing MT programs.   

Machine Translation: Neural or Neutral? 

About Welocalize
Founded in 1997, Welocalize offers innovative language services to help global brands 
reach audiences around the world in more than 175 languages. With more than 1,500 
employees and 21 offices worldwide, Welocalize is the seventh largest language service 
provider in the world and fourth largest in North America. www.welocalize.com

http://www.welocalize.com
https://multilingual.com/white-papers/
https://www.welocalize.com/
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Quality is a concern for anyone who processes and 
produces texts. However, there are often discrepancies 
when it comes to the definition of quality. An individ-
ual’s predispositions and expectations play a decisive 
role. In this article, we want to demonstrate which 
traceable criteria can make quality verifiable.
Thucydides once said that beauty is in the eye of the  
beholder. Any kind of subjectivity, however, is problem-
atic in the “industrial” process of producing global con-
tent. So, customers, service providers, and translators 
should opt for predictable quality with calculable risks. 
The seven rules set out below make quality measurable, 
and thus manageable. 
It is obvious that the linguistic requirements of a key 
brand message are higher than those of an internal 
memo. It would not make economic sense to demand the 
same quality standards. Therefore, different benchmarks 
with error rates and expectations on translation and  
review should be defined in “content profiles” based on 
the text type. To apply these benchmarks to the translation 
quality, they must be defined and made clear before the 
translation is completed. This leads us on to the first rule: 

Rule 1: 
Set out the expectations by means of different content 
profiles, which include quality factors, key performance 
indicators, objectives, and benchmarks. Numerous  
industry standards and initiatives, such as TAUS DQF, 
can be used as a guide for defining content profiles.
In addition, other instructions like style guides, key mes-
sages, and terminology are also required as linguistic, 
stylistic, and branding guidelines. Terminology helps 
ensure to deliver a clear and comprehensible message in 
all languages. By providing different ways to access ter-
minology and always keeping a feedback channel open, 
you will ensure collaboration is ongoing. This brings us 
to the next rule:

Rule 2: 
Encourage active and sustainable terminology work and 
ensure that all stakeholders can use the terminology 
quickly and easily. 

During translation, questions are regularly raised, as good 
translators frequently pinpoint ambiguities and even  
errors in the text. These queries have enormous potential 
for improving the translation itself and the entire process 
associated with the creation and use of the text. To exploit 
this potential, all queries must be consistently and sys-
tematically gathered, validated, and made available for 
future projects as quickly and easily as possible. Here it 
is important that insights from the queries are commu-
nicated in a structured manner to all those involved in 
creating and translating the text. With this information, 
you add a very insightful link in the quality chain. 
You must ensure that all stakeholders can access and 
process the queries simultaneously and in real time. 
Two key features, on which you should place high  
importance, make this possible: collaborative, online 
access and the ability to delegate all tasks via a real-time, 
traceable workflow. This is a much more efficient way 
of working compared to conventional Excel or email-
based systems. This brings us to the third rule.

Rule 3: 
Exploit the quality potential in translator queries using 
a well-thought-out, structured management process.
Once the translation is complete, it can be evaluated based 
on the factors and expectations laid out in rule 1. At this 
stage, reviewers should assess to what extent the trans-
lation meets the requirements based on the customer- 
specific, predefined criteria. Every edit a proofer or  
reviewer makes to the text is documented with a quality 
criterion. One basis for this would be adapting and sim-
plifying the harmonized DQF/MQM Framework in line 
with the essential criteria determined in the respective 
content profile. The exact weighting of criteria, such as 
mistranslation, terminology error, grammar etc., is then 
adapted to the content profile; for example, for internal 
documents, “style” can be considered “irrelevant to the 
evaluation”. The different weighting given to the vari-
ous criteria results in a clear quality figure extrapolated 
from the amount of text assessed. This forms the basis 
for process decisions going forward. 
This process yields strategic, analyzable, and historic 
key performance indicators, giving you a precise and  

Language Quality Management
Seven rules to ensure quality in your global content
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effective way of managing and monitoring quality, bro-
ken down by language, text type, translator, reviewer, 
etc. as well as strategic input for short-, medium-, and 
long-term process improvements. 

Rule 4: 
Turn the frustrating review process into strategic quality 
management with “business intelligence” and associated 
control mechanisms for linguistic and translation quality.
Review and proofing are time-consuming. To bring fur-
ther process improvements that enable you to achieve 
your translation objective more quickly and to a higher 
quality standard, we have three further rules for you.
As not all texts need to meet the same quality require-
ments, content profiles can be used to define the different 
criteria and benchmarks for the respective text types. One 
major advantage of this approach is that for some types 
of text, no more than 10% needs to be reviewed to yield a 
meaningful figure. A cleverly calculated spot check is of-
ten sufficient and reduces the review requirements hugely. 
Modern review systems possess this functionality.

Rule 5:
Use content profiles and sampling to save time, frustra-
tion, and money during the review! 
So far, we have consciously left out supporting technol-
ogies. However, only the assistance of software enables 
company-wide processes to be managed and, above all, 
scaled. This starts with expert systems for collaborative, 
company-wide terminology management; takes us on 
to browser-based systems for collaborative working on 
texts, including communication, feedback, and proofing; 
and ends with visualization and evaluation of the key 
performance indicators yielded from the entire process. 
Targeted data analysis allows us to identify weaknesses in 
the process at an early stage and to manage risks accord-
ingly. For example, “internal” quality figures generated 
from a review can highlight lacking processes, unclearly 
defined responsibilities, or even problematic suppliers. 
“External” key performance indicators, like access rates 
to certain content in different languages, combined 

with data from terminology management, for instance, 
can also provide valuable content-related feedback on 
the use of various terms. Targeted A/B testing can give 
some indication of which style works best or what level 
of localization is required. These interesting and rela-
tively unexplored approaches lead us on to:

Rule 6:
Gather and visualize process data to optimize the entire 
system. 
Software solutions and enabling their compatibility 
in the process play a key role as transferring content 
from a CMS, PIM or ERP system into formats suitable 
for translation requires many different steps which are 
cumbersome, time-consuming and error-prone. There-
fore, it is extremely helpful to analyze the process and 
precise needs for automation and specify details like 
linguistic components, such as translation memories, 
termbases, file and folder handling. 
Here, it is an especially smart move to use existing stan-
dards, such as the German COTI, or even contribute 
to defining them. The GALA initiative TAPICC stands 
out at an international level, whose goal it is to simplify 
the exchange of data between all those involved in the 
localization process. 

Rule 7: 
Automate routine tasks. By standardizing and speeding 
up projects, you will relieve the project management 
burden and save on expenditures as well as time. 

Conclusion
Following these seven rules makes quality measurable, 
transparent, and predictable. With the quality results 
yielded, you can actively manage all process steps in 
a targeted manner. Quality is no coincidence, but an 
interdisciplinary matter that must be systematically 
planned, monitored, and managed. By providing you 
a way to fine-tune specific parts in your process, the  
investments in active quality management also reduce 
the overall costs of assured quality.

White Paper 
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Introduction
You’ve already tackled Enterprise Resource Planning (ERP), 
Customer Relationship Management (CRM), sales force 
automation, even Supplier Relationship Management 
(SRM) and got email and data storage secure and compliant, 
so what’s next? Still looking to take unnecessary cost out of 
the business? 

An overlooked business process that is crying out for cen-
tral control and automation is Localization. Fix it and you 
will drive efficiency and productivity to increase customer 
satisfaction and drive revenue growth. The proof exists as 
other global organizations like HP, Philips and Avaya have 
done just that, reducing costs by 50%, increasing efficiencies 
by 30+% and accelerating time-to-market by up to 50%.

Target for Growth
Many organizations are targeting growth through  
expansion into new global markets. Do you know where 
you are heading and how you will get there?

How Much Should You Spend?
Research by Common Sense Advisory shows that  
companies spend anywhere from 0.03% to 1% of their  

annual revenue on  
activities related to multi-
lingual content and code.

And that may not be 
enough. GCOP observes 
that 92% of global enter-
prises struggle with web 

localization. Only 19% of enterprises have a global content 
operating model. Even the largest companies are not efficiently 
using their content, and that is why more money is being spent 
on language services. According to Common Sense Advisory 
“The demand for language services is growing at an annual rate 
of 5.2% and will increase to US$45 billion by 2020.”

Through separate validation and SDL experience, these values 
are realistic. Do you know your translation volumes and costs?

The Problem 
Overcoming the mul-
tilingual content chal-
lenge is key to future 
global business. Get-
ting it right gener-
ates new business in 
untapped global mar-
kets, improves cus-
tomer satisfaction, and 
gains a competitive 
advantage in the global marketplace. But you first need to 
understand where you’re starting from.

How did we end up here?

Typically within an organization, translation starts as a 
small project in a single department, working with a lone 
translator on a single type of content, like product manuals. 
Then translation expands. Marketing translates brochures. 
Support translates FAQs. More and more departments 
translate, working with many different suppliers on  
multiple types of content in many languages. Suddenly 
translation is everywhere.

Given the variety of global content being created and trans-
lated at an ever increasing rate, marketing becomes con-
cerned that corporate branding and customer experience 
is inconsistent across the organization. In an increasingly 
global market, shouldn’t your customer experience be as 
consistent as possible no matter where they are located? 
The problem is that the process is not centralized and there’s 
little to no leverage across departments. The costs are likely 
hidden in departmental budgets so nobody has visibility 

The Next Big Win: Localization 
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Existing Customers
• What are your major markets?
• Which markets deliver the most 

revenue?
• Which markets are in decline?
• How well are you communicating with 

your customers?
• What cross-sell opportunities do you 

have?

Potential Customers
• Where are your growth markets?
• Which markets are you planning to 

seed?
• Where can you expect the greatest 

revenue?
• Are you speaking their language? 
• How can you become relevant to  

those markets?

Firms have aligned 2016 investment 
priorities to support increasing expec-
tations. 69% prioritize user experience, 
68% prioritize personalized experience 
and 46% prioritize customer self-service. 

Forrester Report: Digital Experience Technology 
and Delivery Priorities, 2016. 

Can you answer these questions?
• How much content does your organization 

translate?
• What types of content are translated?
• What are the languages that you support?
• Who is responsible for these translations? 
• Do translations align with corporate  

messaging and reinforce the global brand?
• Which departments, divisions and regions  

are translating?
• How much do each and all the translations 

cost? 
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of the whole, and consistency across translated content is 
harder to achieve. What’s more, with increasing content 
volumes and proliferating delivery channels, translation 
costs are rapidly increasing and directly impacting profits.

The Obvious Opportunity  
How big is the market opportunity for your organization? 
If you market and sell your products using English, you can 
reach 20.3% of the online market. You can almost double 
that opportunity by adding just one language: Simplified 
Chinese, which reaches 19.4% of the online market.

According to research by Common Sense Advisory, you 
can reach only 20% of a market if you approach it in non- 
native language.

In fast moving and competitive markets, getting a new  
product to market quickly, before competition enters the mar-
ket, increases the revenue opportunity. If you could reduce time-
to-market and ship localized products into multiple regions 
simultaneously, how much more revenue could you achieve?

The Solution
Translation process automation systems, called Translation 
Management Systems, have been available for over a decade, 
often handling millions (even billions) of words of translation 
per year. They deliver results across three key areas:

Automating Processes

By eliminating manual steps in the translation process, you 
insure an efficient, reliable and repeatable process while 
controlling costs and providing visibility across all projects.

Centralizing Translation Assets

By creating a central database of existing translations and 
terminology, the costs of translation can be reduced with 

the reuse of existing translations and corporate branding is 
enforced across all translated content.

Collaboration

Translation managers, lan-
guage vendors and trans-
lators must collaborate for 
a connected process and 
increased efficiency.

Additionally, through 
integration with other 
business systems like con-
tent management and 
web content management systems, multilingual content  
delivery can be a seamless part of your business.

Translation Management Systems are a key part of a global 
content strategy called Global Information Management. 
This strategy is essential to help your organization engage 
with your customers, from brand awareness to sales and 
after-sales support across languages, cultures and channels.

What Can be Achieved? 

Translation management has genuinely delivered the  
following results for global companies:

• 35% reduction in translation costs. 
• 30%+ increase in translation management process effi-
ciency.
• 50% faster time-to-market.

Where Do You Start? 
Here’s a suggested starting point in your quest to regain 
control.

1. How big is the problem? Conduct a translation audit 
with a quick survey in your organization to establish 
which departments are translating.
2. Identify content, languages and costs so you know 
what you are dealing with.
3. Establish a simple business case using the numbers 
in this document as a basis.      
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It takes 4 languages to 
address 50% of the online 
audience. 
It takes 58 languages to  
address 97%.
Common Sense Advisory, Expanding 
Global Corporate Experience.

74% of consumers say they 
will buy a product if post-
sales support is offered in 
their own language.
Common Sense Advisory, Language 
Affects Behavior throughout the 
Customer Experience.

To Define a Strategy:
1. Start with a customer journey map.
2. Apply cloud-hosted, mobile-first and 

insights-driven thinking.
3. Implement a digital experience plat-

form to serve customers along every 
step of their journey.

Forrester: Your Digital Experience Technology 
Strategy Starts With a Customer Journey Map, 
December 20, 2016. 

About SDL
SDL (LSE:SDL) is a global innovator in language translation technology, services and content 
management. Over the past 25 years we’ve helped companies deliver transformative business 
results by enabling powerful, nuanced digital experiences with customers around the world.  
Are you in the know? Find out why 78 out of the top 100 global brands work with us at  
SDL.com and follow us on LinkedIn, Twitter and Facebook. 

http://SDL.com
https://multilingual.com/white-papers/
http://sdl.com
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Running a global campaign in multiple languages and 
markets is a hugely different proposition from running a 
campaign in your home market. 
Many marketers have limited experience with this, and 
are unsure about how to approach the project or manage 
it for best results.
If you can relate, don’t worry. Below is a detailed six-step 
guide to everything you need to know — from choosing 
the right approach, to briefing a transcreation partner, to 
reviewing assets in languages you don’t speak. 

Step 1: Deciding Strategy 
If your target markets are  different from your home 
market, you must take the time to adapt your campaign 
concepts and messaging for each one. This is where tran-
screation — the recrafting and adaptation of a message 
— comes in. 
Here are four ways to see if your content is target-market 
ready and only needs to be translated:

1. Sanity-check your campaign messages and materials 
at the design phase.
Do they contain any cultural or geopolitical references 
(e.g. war metaphors/imagery, or symbols that could be 
banned in other cultures)? If so, they may not be suitable 
for other markets as-is. 

2. Check with your in-market teams.
Send your in-country partners the campaign assets and 
ask about their suitability for the market. They will know 
if the concepts and designs will work without adaptation 
(and therefore can just be translated).

3. Do some market research.
Find out who your competitors are in each local mar-
ket. What kind of messaging and creative techniques 
are they using? 

4. Get a professional assessment.
Ask a localization company to assess whether your content 
would work well in the target market without recreation. 
If your content is not a good fit — as-is or translated —
then transcreation must be your choice. 

Step 2: Choosing a Partner 
Before choosing a partner, you need to be confident they 
can provide high-quality work within your budget. To 
understand more about their abilities and costs:
• Send them a short questionnaire to complete about 

their transcreation services, costs, process, turnaround 
times, and ability to scale.

• Have them complete a small trial transcreation project. 
Your in-market team should review it and judge the results. 

• Ask for and call references. 

Step 3: Briefing Your Partner 

1. Get all your campaign assets together.
Gather up the source files for all deliverables and pass 
them on to your partner — images, fonts, and native file 
formats.

2. Get a quote.
Once your partner has all the materials to be transcreated, 
they can give you an estimate for the work. Make sure 
you agree on the pricing basis (hours? words?). Get clear 
on what’s included in their quote. 

3. Prepare a brief.
For best results, inform your partner about the purpose 
and context of the campaign, the target market and de-
mographic, key messages, language and terminology to 
use, competitive differentiators, etc.
 

The Ultimate Guide to Transcreation
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4. Give them the right references.
Your partner will also need brand guidelines, your image 
library, copy and design templates, translation memo-
ries, and terminology databases to do their job well.

5. Sit back and wait.
Don’t expect to get something back immediately. Transcre-
ation can take at least twice as long as marketing translation. 

STEP 4: Review and Approval 
1. Give the copy to the in-country reviewer. They should
also receive the same reference materials as the transcreator.

2. Consider having a second in-country reviewer involved.
This is an “arbitration step” to ensure that all the adap-
tations suggested by the initial reviewer are really neces-
sary. Consolidate all feedback and changes.

3. Send the edits to your transcreation team to implement.

4. Be prepared for your transcreation partner to ques-
tion some of the recommended changes.
Allow the back and forth required to get the best results. 

5. Once the copy is agreed upon, send it to your
proofreader.
You don’t want any spelling or grammar errors intro-
duced after this stage.

Step 5: The Design Stage
Now the design work can begin. Here are a couple 
of things desktop publishing experts take care of in 
localized files:

1. Typesetting
They make sure the copy fits well in its target format and 
font, avoiding awkward line breaks and excessive white 
space. Translated copy takes up different amounts of 
space depending on the language it’s in, and your tran-
screation partner will know how to handle this.

2. Visual elements
The design team will make sure the layout, imagery, and 
interfaces are appropriate for the target language and cul-
ture. For example, colors have different connotations in 
different countries, so your partner will pick the most cul-
turally appropriate colors for buttons and other elements. 

Step 6: Measurement
Of course, you can’t stop when the files are complete. You 
have to measure whether the campaign worked or not.  

1. Choose the right metrics — and be consistent.

Beware of reporting on the wrong metrics (and making 
important decisions based on them). Views, engage-
ments, clicks, and downloads are a few good ones. Also, 
it’s critical to report based on consistent metrics across 
international markets so you’re always comparing ap-
ples with apples. Present the metrics in visual reports 
that can be clearly read and quickly digested.

2. Understand the stories the reports are telling.
To understand the factors behind success and failure in 
international campaigns, you must be able to interpret 
the reports based on cultural insight into each market. 
You need in-market knowledge from your local teams to 
tell the story behind the data.

3. Sort out the attribution.
Attribution models are becoming more important as 
business leaders demand demonstrable returns on sig-
nificant marketing investments. Finding the right model 
will help you measure the tangible results and make 
confident decisions about where to allocate budget to 
help your international business grow.
There’s nothing simple about localizing marketing cam-
paigns — but with experienced transcreation resources 
and a customized approach, success can be yours. 
Get in touch to talk about how Moravia can maximize 
the global impact of your brand. 
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About Moravia
We’re the first translation, localization and testing partner for the digital, multichannel, 
always-on world. We work with global companies to help them serve new markets with 
sharp, accurate and compelling content that understands local needs. We translate 
and localize content and products into over 170 languages using processes and technologies that are fit for the digital 
age. We’re a strategic partner for our customers, so you don’t just get great localized content and products — you also 
get advice, insight and value along the way. To learn more, please visit us at www.moravia.com.

http:/?www.moravia.com
https://multilingual.com/white-papers/
http://www.moravia.com
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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.

Thomas Gilmartin

Revolutionizing worldwide 
geolocation in three simple words
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“For ten years I worked in the music busi-
ness, doing concerts around the world. I was 
responsible for getting 40 people, band and crew, 
to the right specific entrance of a stadium, or 
maybe a villa which was halfway up a mountain 
in Italy.” Chris Sheldrick, cocreator and CEO of 
what3words is explaining the problems he faced 
in his former life as an events manager. This 
prompted him to imagine a new geolocation sys-
tem that he hopes will transform how addresses 
are found around the world. “There’s one address 
for Wembley Stadium, even though there are 42 
entrances, car parks, visiting points and so on. 
Inevitably, people got lost every day trying to 
find my events, which was annoying.”

Sheldrick tried to encourage people to use GPS latitude 
and longitude coordinates for satellite navigation, but it 
was apparently difficult to remember eight-figure num-
bers for each direction. “It’s very error-prone if you have 
to type in, one-by-one, 16 digits,” says Sheldrick. He came 
up with a solution by “exploiting some pretty convenient 
math.” If you divide the world into 57 trillion squares of 
three meters by three meters, there are enough words to 
be able to apply unique three-word sequences to each 
(which on the back end would correspond to latitude 
and longitude coordinates). Thus was born what3words, 
a global address system where any location could be pin-
pointed by using a three-word identifier. I met Sheldrick 
at ///index.home.raft — the what3words designation for 
his office space in Westbourne Park, London — to talk 
about the app’s uses and localization relevance.

How it works
Upon being downloaded, the what3words app can be 

used to find your address or location through self-entry 
or else via a “locate me” button — the latter option allow-
ing you to pinpoint precisely where you wish to receive 
mail or be picked up on a satellite-view grid. The three-
word address is displayed on a bar at the bottom of the 
screen — it can then be written down or memorized with 
much more ease than several-digit numeric coordinates. 
The Oval Office at the White House is represented by ///
metals.deeper.hits, while MultiLingual’s headquarters in 
Sandpoint, Idaho, is ///punchy.nights.bond.

Beyond mobile apps, there are other tools through 
which what3words can be used, such as a map tool for easy 
discovery and sharing of addresses, an online API code 
through which addresses can be embedded to a website 
or other apps (accessible offline on a smartphone using 

Mobile SDK) and assorted plugins. The various pieces of 
software are aimed at everyone from householders and 
companies to governments and non-governmental orga-
nizations. For example, German automotive corporation 
Daimler AG has recently announced that what3words 
will be integrated into Mercedes Benz's in-car navigation 
system.

The success of this system obviously relies upon its 
adoption by companies and organizations with whom 
the user can interact. Postal and delivery services are 
a key area of operations, for obvious reasons, and here 
there has been a strong uptake — particularly by postal 
services in less-developed countries around the world. 
The national postal service on the Dutch Caribbean ter-
ritory of Sint Maarten, for example, has partnered with 
what3words to provide addresses everywhere there, 
including previously unaddressed homes and new devel-
opments. Tonga has done the same. The government of 
the Solomon Islands adopted the system in July 2017. The 
service has been used similarly by Mongol Post in Mon-
golia, by La Poste Cote d’Ivoire, the national post service 
in Djibouti, and by Carteiro Amigo, a local cooperative 
based in Rio’s largest favela Rocinha. In August, Nigeria’s 
NIPOST announced its adoption of the app. 

Delivery companies in more advanced economies, 
such as the UK’s Direct Today, have also started using 
the app to improve services in rural areas (reducing first 
time failed deliveries by 83%), while companies in Ireland 
(where there was no postcode system until very recently) 
are also embracing the service. Even in major cities like 
London, companies such as Quiqup have reported a 
marked improvement in delivery time and accuracy using 
what3words, along with fewer failed deliveries — the last 
portion of the delivery route often being the difficult part 
(not knowing which precise door to use, or which office 
in a large building, for example). Onibag, which delivers 
emergency packages to hospitals and clinics, is now using 
the service to save precious time in their rapid response 
role. The technology is already being incorporated into 
automated delivery and transport systems, such as IBM 
Watson’s self-driving vehicle Olli, and Drone Scout.

Beyond being used by postal services and delivery 
companies, what3words has been integrated into the 

Geolocation app what3words is transform-
ing location identification across the world. 
Localization issues play a key role in the 
app's development, as well as in its current 
and potential uses. 

chat version
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Navmii app for traffic and navigation 
(used by 26 million people). Festival 
Medical Services uses the app to be 
able to identify the exact location 
of an emergency at huge outdoor 
events such as the Glastonbury Festi-
val, where hundreds of thousands of 
people are spread out across a mas-
sive area. “There are so many ways 
that people use us around the world, 
from describing where a photograph 
is taken with a three-word address, to 
people using us to coordinate where 
they go for a run in the Himalayas,” 
says Sheldrick. 

Most impressively, perhaps, the 
United Nations has now adopted 
what3words for use in disaster 
recovery and relief programs. This 
is particularly useful when try-
ing to identify the location of an 
emergency in a remote or poorly-
addressed region. The UN estimates 
that three-quarters of countries have 
no systematic addressing system and 
four billion people are without a for-
mal address. 

The fact that the system can be 
accessed offline in a file of only 12 
megabytes means that it can be 
used in rural and poorly-connected 
regions with little or no cell phone 
or internet coverage. GPS coverage is 
largely accessible around the world, 
so phone location identification is 
still possible in even the toughest ter-
rain. Unlike commercial operations 
such as postal services, charities and 
emergency organizations are charged 
a much-reduced rate for embedding 
what3words code on their software. 
UN ASIGN, for example, is a crowd-
sourcing app for immediate post-
disaster intelligence. “It was pretty 
humbling when the UN included 
us in their disaster relief app,” says 
Sheldrick “and the Red Cross in the 
Philippines used us in the last disas-
ter there,” during Typhoon Haima in 
2016. In non-emergency situations, 
the technology has proved useful in 
a program to lay pipes in earthquake-

affected Haiti, for example. There was 
also a Red Cross mission to identify 
precise contaminated water sources 
of cholera outbreaks in Tanzania. 
2017 saw the company win a “UPS 
International Relief and Resilience” 
award for its contribution to such 
programs.

Localization by design
Perhaps the most obvious way in 

which what3words has localization 
relevance is in the way it rectifies 
the problem of poor or nonexistent 
addressing. For example, it can 
be difficult for medical services 
in remote parts of Africa to reach 
patients for this very reason. One 
proposed solution was using local 
chiefs’ names to identify the relevant 
village, but what3words goes much 
further since every three-by-three 
meter square on Earth is identified 
with a unique three-word address. 
In terms of providing services to 
the large areas of the world hitherto 
unidentified officially, the service 
has great potential.

The service is a global one, and, 
as such, the question of language 
has been central to the app’s devel-
opment. Any one of the 57 trillion 
unique location identifiers can be 
found in a variety of different lan-
guages — at present 14, with more 
on the way. These are not merely 
translations of the English designa-
tions into other languages, but are 
completely different combinations 
of three words in each different 
language used. Sheldrick gives the 
example of pound in English, which 
in French would translate as livre, 
which could then be translated back 
into English as book. Clearly, real-life 
language makes one-to-one direct 
translation impossible. However, the 
service can be used anywhere in any 
available language — so, for example, 
the French version can be used in the 
US to identify a location in the US or 
anywhere else using French words.

“In each language, we review a list 
of words,” Sheldrick explains. “We 
need 25,000 words in each of those 
languages. We go through word-
by-word and we decide if the word 
is good enough to be included. We 
get a team of linguists to go through 
these words with us, attributing 
scores to words based on how easy 
the word is, how common it is, and 
that’s how we put together a final 
word list.” In English, homophones 
are eliminated — hear and here for 
example — to remove any identifica-
tion mix-ups when the three-word 
combination is given orally, and to 
avoid the need to spell words out. 
“In French, however, it’s a whole 
different ball game. Pretty much all 
words are homophones due to how 
the tenses work. So, we made a rule 
for French that we would only use 
the infinitives of words and then a 
couple of other particular endings. 
But we have had to reconfigure it 
for languages like French which are 
very homophone-rich.”

Other languages have required 
decisions on types of words to be 
used because of how long the word 
endings are. “We take a lot of active 
advice from language consultants,” 
says Sheldrick. “Then we refine our 
master-word list with exact forms of 
the word that we are going to use, and 
then we set about getting the manual 
reviewers to go through them.”

Common sense was also used to 
decide which words were applied 
where in each language. “In the 
Russian version, we put the short-
est, easiest Russian words in Russia, 
because that’s where it’s most likely 
to be used. In the French version, we 
put the most easy words in France, 
but very long or obscure words 
might be used in a forest in northern 
Russia because there aren’t many 
intrepid French travelers there. So 
generally, if you’re in London you 
might find ///table.chair.spoon, but 
if you’re visiting the Antarctic you 



might find ///ecologically.dodeca-
hedron.subconsciously.”

Similar words are spaced quite 
far apart geographically. “///index.
home.raft is our office here,” explains 
Sheldrick. However, “if you put an 
s on the end of raft, then ///index.
home.rafts will take you to Western 
Australia.” The AutoSuggest feature 
takes this into account, so if you’re 
in London and type in something in 
Australia, AutoSuggest will correct 
you and say, “I think you meant this.” 
This allows for typographical errors 
or laziness without sending the user 
the wrong way, but it also means 
that people with literacy problems 
have less of a problem availing of the 
service. In places where illiteracy 
can be common, such as rural parts 
of Africa or India, for example, this 
could be a crucial feature.

Three linguists work permanently 
at the company’s head office in west 
London, coordinating freelance 
translators and linguists who work 
on the various repositories of words 
in each language. “If we are doing 
something in Arabic, we make 
sure to take people from across the 
Arabic-speaking region to get the 
nuances of whether a particular 
word is potentially offensive in one 
country but okay in another.” The 
service is aiming to have covered 
25 languages soon, with the next 
batch in a series of Indian languages, 
Indonesian, Malaysian, Zulu, Xhosa, 
some East Asian languages and all of 
the Scandinavian languages.

Future plans for the app
Voice technology is the next 

step in the company’s vision for 
what3words — plans are in place to 
release it soon. This will be of inter-
est to those who work in areas where 
illiteracy is common and for whom 
using a literacy-dependent app such 
as this would otherwise be problem-
atic. In much the same way as typo-
graphical mistakes are identified and 

corrected, the voice version will pick 
up on mistakes of speech and ask if 
something more obvious was meant 
if that identifier seems more likely. 
As similar words are placed far apart 
geographically, the app will be cor-
rect in a large majority of cases. 

“Voice recognition with addresses 
is normally pretty hard — you’ve got 
14 Church Roads in London, and in 
Mexico City you’ve got 632 Juarez 
Streets. With ours you’ve got three 
words which are totally unique and the 
app will make sure you have an easy 
time using it by voice,” says Sheldrick. 

Sheldrick sees this being of par-
ticular use while driving, especially 
with the advent of driverless vehicles. 
He talks of being able to get into a 
vehicle and say the three-word des-
tination so that it takes you directly 
there. Nowadays, people put a post-
code/zip code in and then often must 
drive around a little upon arriving to 
identify the exact place, but a driver-
less vehicle will not do that. “There’s a 
whole head-shift of ‘I’m going to have 
to start being very precise about loca-
tion in a way that I haven’t before.’” 
The same principle applies to the use 
of drone delivery — street addresses 
will not necessarily be sufficient if, for 
example, it incorporates a front gar-
den and a back garden, and the deliv-
ery needs to be somewhere precise 
(under cover from rain, for example). 
There is talk of an additional charac-
ter, perhaps a number, indicating the 
added dimension of height.

However, for Sheldrick, the most 
important future goal is to make 
sure that people will be able to use 
the app in their own languages. 
“That requires a lot more work from 
our languages teams,” he tells me, “to 
take on some of the more difficult, 
complex languages for which even 
getting a starting dictionary is a bit 
of a mission — and then to be able 
to find 25,000 words that can actu-
ally be used with our app. We want 
to be able to be truly universal.”  [M]
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between technologists, linguists 
and project managers

Bridging gaps in app localization

Afaf Steiert Yasin Steiert 

Yasin Steiert works as an Eng-
lish editor with Afaf Transla-
tions. He speaks fluent Arabic 
and English and has a degree 
in international relations. 

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.
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The computer-human relationship has been integrating since tech-
nology systems became available to the everyday consumer. Comput-
ers have shifted from word processing and simple computation on our 
desks to fitting into our pockets and providing us an assortment of tools.

The demand for more and more of these tools has resulted in a highly organic 
app market that retains a relatively low barrier of entry. This demand shows no sign 
of slowing; smartphones surpassed desktop computers in 2014, and the market is 
predicted to continue experiencing an exponential increase into 2020 and beyond. 
It is in any app developer’s interest to diversify the penetrability of their product into 
the global markets. 

To execute a successful internationalization project on an app, it is important 
that language service providers (LSPs) and app developers increasingly become 
symbiotic in their knowledge of one another. Translators have often come to us to 
express their discontent with projects that are related to mobile apps, since there is 
a disconnect between what an LSP can do and what an app developer demands for 
their project. Creating a clear and defined scope of the viability of the project’s suc-
cess and utilizing a translation management system (TMS) that the client can also 
be involved in will greatly assist in reducing wasted time and money for all parties 
involved.

The demand
LSPs that aren’t attempting to educate their translators and adapt their pric-

ing models for mobile applications are unfortunately going to miss out on large 
market share. Consider the distributed location of developers across the globe 
as shown in Figure 1. Nearly 90% of developer focus exists within the already 
developed or developing markets of Europe, North America and Asia. This 
concentration of developers is also reflective of the concentration of mobile app 
users and appropriately reflects the cross potential that exists in these markets. 
Furthermore, for a US-based LSP, it is especially fortuitous that the United States 
has typically shared domination of the global publishers market with Japan, as 
seen in Figure 2. With app developers protecting their profit margins it’s only 

natural that they will follow growth 
in the market (Asia, Africa and the 
Middle East) and seek localization ser-
vices accordingly. It’s been commonly 
understood that internationalized 
application will naturally have a higher 
rate of daily active users. That is why 
all LSP project managers must have a 
fundamental understanding of what 
is involved in translating an app, and 
they must understand the technical 
jargon that app developers use while 
conversely preparing developers for 
the work that localization demands 
from them. 

App localization is far more than 
merely taking the text from an app and 
translating it. LSPs must set a strategy 
with the client to develop an under-
standing of what markets they expect 
to succeed in. If the client is keen on 
translating into one language (such 
as Arabic), it is much more viable to 
take a deep localization approach to 
fully integrate into a few markets. 
The broader the internationalization 
of the project, the more work there 
will be on the user interface (UI). 
Internationalization within the mobile 
apps setting refers to the ability of the 
app to adapt to different languages 
and present itself as a native app to 
the user. In order to create multiple 
languages for an application, transla-
tors will need to identify the UI strings 
from the app code in order to compile 
that text into multiple resource files. 
We often create a custom XML file 
to house these UI strings; the system 
you use is highly dependent upon 
your translator’s capability and client’s 
demands. A fantastic way to simplify 
this process across large-scale projects 
or highly layered and complex applica-
tions such as social media apps can be 
achieved by using a TMS. Large scale 
LSPs often develop their own, but 
smaller LSPs can easily remain just as 
competitive by utilizing various third-
party TMSs offered by companies 
such as OneSky, Smartling or Word-
bee to allow managers to monitor the Figure 1: Total number of mobile app developers by region. Source: Dogtiev, 2016.
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overall progress of the project. It is 
fundamental to include the client in 
your TMS to maximize the efficiency 
of the project. 

In projects where we have worked 
in conjunction with other companies, 
we often saw an under-utilization of 
TMSs. Time is repetitively wasted in 
the process of allowing each contractor 
team to operate independently under 
the direction of separate project man-
agers that continue to fragment client 
demands. 

A lag would often exist between 
understanding the issues in the UI 
and how linguists could aim at solving 
them through the TMS. This stovepip-
ing of information is a classic attempt 
at disallowing any one individual 
from having too much information 
on the project, but this highly com-
promises the speed and quality of the 
work. It perpetuates a cycle in which 
contractors are constantly asked to 
repair work they have just finished 
according to previously-unrefined 
guidelines. This compounds into con-
tractor fatigue, which further hinders 
the project’s timely success. 

Rather than using this style of man-
agement, it is far wiser to invest your 
project managers’ time into sourcing 
trustworthy contractors who can work 
in-house or who can be held highly 
accountable throughout all stages 
of the project. They should then be 
allowed more access to the project. By 
including them directly with the UI 

and allowing the client to have plenty of 
time to check in on how the translation 
impacts the app, there is less likelihood 
for a gap to exist between translator 
and developer. Developers often have 
a misconception that non-developers 
will not understand their demands, but 
you do not need to be a developer to 
understand the basic demands of a UI. 
It is up to the LSP to create a dialogue 
that can be transparently transmitted 
from developer to contractor. 

Additionally, incorporate a localiza-
tion tester who is fluent in both the 
source language and the target lan-
guage so that they are able to view both 
apps. Depending upon the demands of 
internationalization, merely mirroring 
the UI and changing the text direction 
won’t suffice for certain languages 
and further development will be 
demanded from the client. If you have 
these capabilities as an LSP, then your 
eye for detail must be prudent since 
internationalization demands the app 
to adapt to the other language, do not 
wait for issues to arise to provide such 
information. If all parties are aware of 
the complexity that exists in translating 
a mobile application and the capabili-
ties that all parties have, then common 
inefficiencies can be aptly mitigated. 

Figure 2: Top 52 publishers of 2016. Source: App Annie, 2017.

2

16

17

11

1
1 1 1 1

Japan

United States

China

South Korea

Australia

Finland

France

Russia

Sweden

Switzerland

1

http://hansemeug.com/
http://hansemeug.com/
mailto:production_VN@ezuserguide.com


43

Finally, your project is not over when 
your translation is complete. Even with 
your own tester, components may be 
missed, a new demographic may begin 
downloading the application, or a vari-
ety of changes in the market will cause 
the localization project to fall short. It 
is a necessity for the client and LSP to 
continually check the app’s ratings and 
comments in order to catch any further 
glitches and mistakes early before the 
market decidedly retires the app. If each 
step of this process is followed, then 
you shouldn’t have any gaps existing 
between developer expectations and 
linguist’s abilities.

The incorporation of 
artificial intelligence

All of this relates primarily to 
your traditional mobile phone app 
that requires analog user interaction 
to control it. However, a common 
trend in application technology had 
been the incorporation of artificial 
intelligence (AI) assistants such as 
Samsung’s Bixby, Google Assistant or 
Siri. Linguists are a large part of these 
projects because these AI assistants 
must first be taught a language. 

As with any specialization, the 
environment between developers and 
linguists will likely improve with time. 
The better an L SP can familiarize itself 
with the basics of app development, 
the more easily it can guide the client. 
In many client interactions there is an 
apparent assumption that translating 
language for an app should be as easy as 
translating a document. This is far from 
the truth, since unlike a document in 
which only one variable (words) exists, 
an app involves a far larger degree of 
complexity. In an industry that is based 
on clicks per minute, downloads per 
minute and megabits per second, it’s 
important for LSPs to adjust develop-
ers’ working culture to the language 
industry. We’re an industry that is 
based on human capital, not code, and 
it’s our job to make developers under-
stand that.  [M]
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Localizing apps for 
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Approximately three billion people — com-
municating in thousands of languages — depend 
on some type of phone to conduct their lives. 
Common Sense Advisory’s (CSA Research) 
annual study of online economic opportunity 
finds that while it only takes 14 languages for 
companies to reach 90% of the addressable online 
opportunity, it takes 40 more to reach 99%.

However, many of these next billion users lack strong 
reading and writing skills in their native language. Mobile 
devices may have greatly increased the demand for more 
localized experiences, but it is the addition of speech 
that mandates local languages since people much prefer 
speaking in their mother tongue with personal gadgets or 
services they use every day.

With these devices so ubiquitous and in the hands of so 
many people who did not grow up typing on a keyboard, 
voice-driven apps in long tail languages can’t come soon 
enough. Venture capital firm Kleiner Perkins estimates 
that 46% of internet users in India now consume primarily 
local language content. Additionally, the firm predicts that 
by 2018, 30% of interactions with technology will be via 
conversing with smart devices, and that number will rise 
to 50% by 2020. 

However, localizing for multilingual conversations is 
not simply an extension of translating the written word 
in user interfaces, for example. Voice dramatically raises 
the stakes for localization because the input is even less 
structured than it is for text in the form of dialects, idio-
lects, accents, speech disorders and ambient sound — and 
that’s just to name a few. When multiplied by however 
many languages their organizations hope to support over 
the next few years, it’s clear that localizers have their work 
cut out for them.

To help you get started on meeting this next-generation 
localization requirement, we outline four steps to enable 
spoken interaction in multiple languages.

1. Expect winners and losers. Speech platforms are rap-
idly evolving, with some staking out a role beyond mobile 
devices to allow direct interaction with home appliances, 
vehicles and robots. Such deployments will drive more 
localization into a wider variety of languages as manufac-
turers sell their goods around the world to more and more 
audiences just entering the consumer class. One or more 
of these voice-driven platforms could eventually play a 
role similar to what “Intel inside” represented for PCs. In 
the meantime, be on the lookout for new contenders to 
emerge from technology developers in China, India, Japan 
and Russia.

2. Adopt commercial software for vocal computing. 
Today’s virtual assistants provide off-the-shelf, evolving 
platforms for conversations with a variety of devices. Evalu-
ate the alternatives and choose the one that best meets your 
requirements. If your app is cross-platform, look for one that 
runs on multiple devices (Google, Microsoft and Sound-
Hound). Choose one that has an application programming 
interface or software developer kit to allow integration with 

Sampling of speech-enabled platform developers. 
Source: Common Sense Advisory.

Provider Name of Speech Platform

Amazon Alexa

Apple Siri

Baidu DuerOS    

Facebook Jarvis

Google Assistant

LINE Clova

Microsoft Cortana

Nuance Dragon

Samsung Bixby (currently on hold)

SK Telekom NUGU

SoundHound Hound
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your app. Review their current state 
of foreign-language support and quiz 
prospective suppliers regarding future 
offerings — right now, Apple and 
Microsoft are ahead on that front.

3. Raise visibility with colleagues 
who design your products and services. 
Stay ahead of the design and develop-
ment curves by making your case now 
for multilinguality and locale support 
to be nonnegotiable requirements for 
speech enablement. In preparation, 
provide ongoing training to current 
and recently hired developers who 
are responsible for mobile apps, wear-
able device interfaces or Internet of 
Things environments. The sooner 
they develop good habits to support 
internationalization and localization 
hygiene, the easier it will be for them 
to deliver world-ready, voice-enabled 
capabilities when it comes time.

4. Investigate how content creation 
and style will change. Content that is 
intended for conversation is often very 
different than that which is meant to 
be read in silence. Voice is hands-free 
and can summarize large volumes of 
written text in a much shorter amount 
of time — humans can certainly 
speak to machines and listen to their 
responses much faster than they can 
type, especially in Arabic, Chinese 
and many languages spoken in India. 
For example, companies may need to 
replace instructions they’re used to 
delivering through on-screen text with 
video. Or at least simplify them so that 
drivers only need to listen — rather 
than look — as they drive down the 
highway. Search terms for products 
and services will probably evolve 
as prospects and customers shift to 
longer, conversational-style queries 

that present more information to be 
processed by search engines.

Even without multilingual versions 
of speech-enabled apps on the hori-
zon for your organization, it’s only a 
matter of time before the requirement 
becomes real. The ability to employ 
conversation to tease more intelli-
gence out of digital devices, coupled 
with the advances being made on the 
speech platforms themselves, will 
eventually become too strong to be 
ignored for many companies. Prepare 
now to meet this next-generation 
localization requirement by educat-
ing your team and your language 
services suppliers. At the same time, 
raise visibility with product and ser-
vice designers so that they can benefit 
from localization expertise to support 
a truly global customer journey when 
voice goes live.  [M]
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Five steps to prepare your 
mobile app localization

Christina Comben is content manager at translation and localization 
services provider Day Translations. She speaks three languages and 
has worked her way around the world, garnering in-depth knowledge 
of diverse environments and industries.
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App markets are steadily growing. By 2020, 
revenues generated by apps are set to reach $189 
billion. Entertainment, shopping, photos, finan-
cial services; there’s an app for everything and 
everyone. Several, in fact, as smartphone owners 
use an average of nine apps per day. 

Which markets are the most popular when it comes to 
using apps? According to App Annie, smartphone users 
who spend the most time on their apps come from South 
Korea, Brazil, Mexico, Japan and India, followed closely by 
the US and UK. 

Many of them don’t speak English, though, or if they 
do, English is their second language, making mobile app 
localization vital.

English-only apps were good enough a couple of years 
ago, but as the number of smartphone users continues to 
grow in non-English speaking countries, the market has 
been changing. 

When you localize your mobile app, you don’t just 
translate some content into local languages; you make it 
easier to be found in app stores. A study called “The Impact 
of App Translations” by Distomo shows that translating an 
app yields 26% more revenue and 128% more downloads 
for each country you localize for. 

You heard that right: 128% more! App localization 
clearly gives you access to a massive market, where more 
than 2.3 billion smartphone users are ready to download 
and use any app that makes their lives easier or more 
entertaining. 

But choosing the right markets to localize for and going 
through the app localization process is a hard job. You 
need a solid plan in place to make sure it’s worth the effort 
and the cost. Check out these five steps to prepare your 
mobile app localization for maximum results.

1. Market research and planning
There’s no point in going global just for the sake of going 

global. So analyze your product and the market you’re 
aiming for before you start putting money into localiza-
tion. Your app may be useful in your home country, but 
what if there are similar products already running on local 
smartphones in other parts of the world? 

Eastern Europe has a large potential, but it also comes 
with a high number of developers already selling ingenious 
apps. Can you provide a better customer experience? And 
if you can, are you able to do it without offending or off-
putting local customs? 

Analyze local markets. Once you’ve decided that your 
app has what it takes to succeed in a local market, you 
need in-depth research about the market where you plan 

to launch it. Each country has its own rules in terms of 
marketing and online activity. 

China, which has the largest number of smartphones in 
the world, has rigid laws surrounding apps, and the small-
est mistake can have you banned from a market that will 
potentially generate $42 billion by 2020 alone. 

Of course, not all countries are that strict, but they can 
be tricky in different ways. If you plan to localize for India, 
for example, don’t just consider light modifications. 150 
million Indians speak English, but 90% of the country’s 
population speaks hundreds of other languages. 

Only around nine of these languages are important when 
it comes to mobile app localization: Hindi, Urdu, Bengali, 
Kannada, Malayalam, Punjabi, Marathi, Gujarati and Telugu. 

Prepare your app. Preparing your app is hard work, so you 
need to come up with a solid plan to succeed. Your app has to 
be perfect when you launch it in local stores. As the old saying 
goes, you don’t get a second chance to make a first impression. 

With so many apps downloaded just to be uninstalled 
(around 90% are deleted within 30 days), whether you 
persist in a market can come down to a matter of details:
§ Space and layout — some languages require more or 

less space than English, so you should design your app to 
leave room for modifications. 
§ Interface — what works for one country may be unat-

tractive for another. Minecraft: Pocket Edition registered high 
revenue in China only after developers changed the interface 
support and added more local features to the app. 
§ Servers — find out if working with local servers can 

avoid delays and disconnections.  
§ Design — choose images, fonts and colors that can 

easily adapt to local traditions (Facebook, Skype, PayPal 
and Shazam are all blue for a reason). 

Stay within your budget. With so many steps in this 
first stage of mobile app localization, things can easily 
get out of hand. Plan each movement wisely and always 
analyze costs. Ask your programmers and translators to 
estimate how much time and money each step needs. 
Decide on how many countries to localize for and check 
how many working hours you’ll need for each one. Then 
set measurable goals and milestones to keep things under 
control. 

2. Choosing the right OS 
for your mobile app

Choosing the right operating system (OS) is important 
for your app’s success. 86% of devices use Android, while 
iOS is the second most popular operating system in the 
world. But these numbers suffer modifications when look-
ing at each country individually. 

A high number of users is not always synonymous with 
higher downloads. iPhone owners still tend to spend more 
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on apps and within apps in most coun-
tries. Yet South Korea seems to be a 
country where Android apps are more 
popular. 

Japan’s Android app market is 
also growing, so consider this 110 
million-user market before assuming 
that iOS is the right way to go.

The ideal version is the one where 
you enter the market through both 
the Apple Store and Google Play, but 
your budget may not allow for both. If 
your app is expensive, start with iOS. 
If you’re more interested in reaching 
a larger public with lower prices, go 
for Google Play. 

At this stage, China deserves 
another mention. With Google Play 
not available in this country, launch-
ing your app with Android means 
selling through local app stores. There 
are hundreds of Chinese stores, each 
with their own ranking rules and fees. 
So look for a strong local partner to 
help you cut through the noise and 
gain visibility in this market. 

3. Building a 
localization team

You can’t pull off effective mobile 
app localization without a solid team. 
We’re talking long hours of work in 

various fields, from programming 
and translating to building a market-
ing strategy. 

No one has the knowledge to do 
everything alone, as most IT special-
ists don’t have a clue about optimiz-
ing app titles and descriptions, while 
linguists don’t understand what 
Unicode is and why it’s essential in 
mobile app localization.  

You’ll work with app developers, 
programmers, linguists, translators, 
legal consultants, marketing and 
localization specialists from different 
parts of the world, each with individ-
ual working habits and expectations. 

Most of your team will come from 
countries you’ve never visited, and 
work at different times of the day, 
so having a solid translation man-
agement software in place can help 
you save hours and money. Getting 
your team working together using a 
unique platform can mean the differ-
ence between failure and success. 

Last but not least, you’ll need a 
localization manager to keep things 
moving in the right direction. Some-
one to make the right decisions in 
terms of costs, efficiency and team 
building. A good localization man-
ager should also be a good organizer, 

with people management skills and 
at least basic technical knowledge in 
this field. 

4. Deciding on your 
ASO strategy

Once you have your mobile app 
localized and ready to go, you’ll need 
to make it attractive both for smart-
phone users and search engines. The 
higher you rank in the app store, the 
more chances you have of getting 
your app downloaded by users. 

Visibility in the app store means 
more sales and higher revenue. You 
need to optimize titles, subtitles and 
app descriptions, using the right 
keywords. Translating your original 
texts won’t be of any help after local-
ization, because people in different 
regions search for apps using differ-
ent keywords. 

Research the right words, and think 
about hiring a local app store optimi-
zation (ASO) expert to come up with 
the best title and app descriptions. 
Make sure all keywords you use are 
relevant to your app. Confusing users 
won’t bring you any extra points. 

Include the main keyword in your 
app’s title. Both the Apple Store and 
Google Play scan titles and rank apps 

https://www.vistatec.com
https://www.vistatec.com
mailto:info@vistatec.com
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higher that include the searched-for 
words. You have 30 characters for 
iOS and 50 for Android, but don’t be 
tempted to use them all in keyword 
stuffing. 

When it comes to descriptions, 
Google Play scans the entire write-up 
for keywords, while iOS does not. So, 
adapt your app description to fit the 
store’s different requirements before 
launching. In both cases, make sure 
you write for people, as they’re the 
ones who actually pay for your app.  

Work on your visuals. Your app’s 
logo is the first thing that catches 
people’s eye, and nothing says bad 
quality quite as much as a poor image. 
Experiments with logos can increase 
app page performance by 26%, and a 
good logo can help you considerably 
increase your downloads.

Screenshots are also important. 
Make sure you add photos of your 
localized app instead of using the 
original ones. There’s no point local-
izing an app if you continue to use the 
English version images to promote it. 

As video is the new black in online 
marketing, keep some resources to 
create a preview video for your app. 
A 15 to 30-second video about your 
app can help increase your down-
loads immediately. 

A short and entertaining presenta-
tion of your product, without obvi-
ous advertising purposes, will win 
many eyes and hopefully hearts, as 
people love to watch videos on their 
smartphones. 

5. Planning on 
marketing localization

Mobile app localization is not just 
translating your app and launching it 
in local stores. You need a localized 
marketing strategy to increase app 
adoption rate in new markets. 

You must tailor your message for 
new audiences with different buying 
habits, who see entertainment differ-
ently and have distinct sets of values. 
Whether your app is meant to help 

them be more efficient at their jobs, 
take better photos or organize their 
shopping list, you need to explain the 
advantages of using your app in a lan-
guage that potential users understand.  

Depending on your goals and 
budget, you can choose between one 
global marketing strategy adapted 
to local markets, or a set of multiple 
local strategies that mix personal 
approaches with your brand image. 

In the first case, you’ll need to go 
for a general message that can be 
easily translated for users from vari-
ous cultures. In the second scenario, 
set guidelines that keep your central 
message but build local marketing 
strategies around it. 

In both cases, work with local mar-
keting experts who know the market 
from the inside and can provide you 
with useful information about your 
audiences. Just downloading your 
app isn’t enough when looking to 
make your business successful. You 
need to convince users to keep the 
app in their phones and to use it too, 
for sustainable growth and revenue. 

The takeaway 
Mobile app localization is a must 

when selling across borders. But bad 
localization will probably cause more 
damage than not translating anything 
at all. So take time to analyze all 
aspects before starting this complex 
process. Research any new market 
you want to sell to and localize for, 
without ignoring algorithms or app 
store requirements. 

Build a plan and make sure you 
include specialists in market research, 
app localization and marketing. 
Think about it this way, if your prod-
uct is so good that you’re planning 
to sell it globally, it’s worth investing 
in a professional localization process 
that will maintain your app’s unique 
features despite language barriers or 
technical difficulties. If you follow a 
well-prepared strategy, you’ll rebound 
to achieve success. Good luck!  [M]

Translation Technology 
Round Table

January 29th and 30th, 2018
Menlo Park, California

Join us at the Quadrus Center for in-depth 
focus on translation technology integration, 
held in six sessions over two days:
Session 1

• Supply chain integration
• Integration to facilitate in-context 
 translation
• TM and MT

Session 2
• Migration between tools
• Data exchange format

Session 3
• A common integration interface to 
 simplify the connector problem 
 between multiple systems

Session 4
• Future technologies
• Scalability

Session 5
• Open source and integration
• Developer Tools for L10n vs. Localizer 
 Tools

Session 6
• Topics determined onsite by 
 participants

Customer-side participants are active 
users of technology or interested buyers. 
Representatives from technology providers 
are solution specialists or technical support 
personnel.

Sessions are moderated by members of our 
Advisory Board. Topics are introduced with 
short presentations, then open discussion 
follows. Everyone is encouraged to speak up.

Day 1 includes breakfast, lunch, and 
dinner. Day 2 includes breakfast and lunch. 
Technology demos end each day.

Visit the Localization Institute website 
Events page for more information and to 
register.

http://www.locinstitute.com/
http://www.locinstitute.com/
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Unless you have just entered the world of 
high-tech (or have been living under a rock for 
the last few years) you’ve certainly heard the buzz-
word-acronym MVP. In a sports context it stands 
for most valuable player, but in this case it stands 
for minimum viable product. It has become as 
pervasive in software as chocolate chips in cook-
ies, even making an appearance as an episode title 
and a subject of HBO’s series Silicon Valley. 

MVP is a concept that comes from the product development 
realm. Defining the MVP for a software company often comes 
as one of the very first tasks organizational leadership takes on. 

It defines the minimum feature set required to learn about the 
product and its users in order to define its future development 
trajectory. By determining your MVP you’ll often take into 
consideration the costs to release; the top three features; how to 
scale; the regional knowledge needed to ship in a target region; 
and your target audience. It’s these last two items where local-
ization should play a key role, but often is overlooked. MVPs 
are not necessarily meant to meet a global user base, making 
localization typically a luxury for most US-based startups. 

Honestly, there’s nothing wrong with that and waiting may 
be in the best interest of the company. Eventually, however, 
leadership will want to target more markets and will need your 
help to guide them through the process of defining what I like 
to call the MVLP: the minimum viable (localized) product.

Jeff Beatty

Jeff Beatty is the head of localization at Mozilla, the makers of the open source 
web browser Firefox. He holds an MS in multilingual computing and localiza-
tion from the University of Limerick. He has also been featured as 
a localization expert in prominent global publications.

Minimum viable 
(localized) product 
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You might think that 
this is as simple as repeat-
ing the same process for 
defining the MVP, but in 
fact it’s not. The MVLP is 
defined after the MVP has 
been created, tested, and 
user data has already 
begun to trickle in. All 
too often, the organization’s MVLP is 
defined only after their product has 
expanded beyond those top three fea-
tures. The beauty of the MVLP is that 
it happens multiple times throughout 
the product life cycle. Every time lead-
ership sees potential in a new regional 
market, that’s the time to define a new 
MVLP for your future consumers. In 
fact, you’re often in a better place to 
define the MVLP once the MVP is a bit 
more mature because you then have 
user research data to help you!

Data is necessary to building out 
a solid MVLP. Some of this can be 
gathered at any time, but some is 
most valuable once you’ve identi-
fied your users’ habits while they’re 
engaged with your product. There 
are several resources available to 
help you to accomplish this. First, 
there are heatmap usability studies 
that track your users’ interactions 
with the product user interface (UI). 
These studies help you analyze how 
users in specific regions interact 
with your product, including which 
areas of the product are most visible 
and used by your target users. These 
studies can also help you identify 
varying levels of string visibility 
in your UI based on menu clicks 
and allow you to prioritize their 
localization on a region-by-region 
level (see Figure 1 for an example 
of how Mozilla has defined string 
priorities). Second, you have the 
OECD study “Skills Matter: Further 
Results from the Survey of Adult 
Skills.” This report by the Organisa-
tion for Economic Co-operation and 
Development (OECD), produced in 
2016, aimed to categorize computer 

skills around the world in adults aged 
16-65 years by region. It’s a fascinat-
ing resource that we’ll come back to 
in a bit. The final resource you have 
at your disposal is your competition. 
Your competitors can indicate to you 
what markets you can be competi-
tive in, as well as what markets they 
have not yet entered. All of these 
resources can help you with the 
most important part of defining your 
MVLP: knowing your users.

Defining your own MVLP
Now that you have these resources 

and data, the first step to defining 
your own MVLP is knowing your 
users. Jakob Nielsen of the Nielsen 
Norman Group said it best when he 
wrote, “One of usability’s most hard-
earned lessons is that you are not 
the user.” The OECD study on adult 
computer skills only solidifies the 
sentiment here. Based on this study, 
Nielsen found that “across 33 rich 
countries, only 5% of the population 
has high computer-related abilities, 
and only a third of people can com-
plete medium-complexity tasks.” This 
has significant impact on the way that 
your product will fair in a new target 
market, depending on the complexity 
of the UI and the product’s purpose. 
In defining your MVLP, not only will 
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In software, the acronym MVP (minimum viable 
product) has become a popular buzzword. For 
global tech companies, defining an MVP involves 
client-side localization teams and product owners 
coming together to make decisions about their 
minimum viable localized product (MVLP).

chat version

Figure 1: A graph of Mozilla's string tiers for Firefox desktop based on string visibility 
and target users. Red is for critical strings for localization, yellow is for nice-to-have-
localized strings and green is optional for localization. Image courtesy of Francesco 
Lodolo, Mozilla localization project manager for Firefox.



you determine the appropriate target 
languages within a specific regional 
market, but you’ll also contextualize 
the user data you’ve gathered from 
your MVP within the findings from 
the OECD study. See Figure 2 for an 
example of data that could be helpful. 
By doing this for one language across 
several regions, you can validate the 
results of the OECD study for your 
own product. This would inform your 
decisions concerning whether or not 
a region-specific version of the soft-
ware needs to be created to cater to 
the regional user’s computer skills. It 
can also help you to prioritize content 
for translation based on regions, aver-
age computer skills, and the content’s 
level of visibility within the product.

Now that you understand your 
users, you’re ready to define accep-
tance criteria for your MVLP. These 
acceptance criteria can and should 
include your target languages, the 
percentage to which the product UI 

should be translated, and the mini-
mum level of acceptable quality assur-
ance and quality control performed 
on the product. If the minimum level 
is quite low, you might consider uti-
lizing nontraditional means of trans-
lation procurement for that language. 
You might also consider performing 
simple smoke testing rather than full 
static string analysis.

Finally there’s the issue of the cost 
to release your MVLP. Very often this 
is tied to your organization’s local-
ization budget exclusively. If this is 
the first MVLP your organization is 
creating, your localization budget is 
likely going to start off quite low. 

Your acceptance criteria can 
help you to defray costs for creating 
multiple MVLPs. For example, let’s 
say that you’ve determined through 
your user research that in one region 
the computer skill level of your target 
audience doesn’t require the full UI 
to be localized the first time around. 

You may run a budget surplus for this 
MVLP. In another region, however, 
the computer skill level is higher 
and requires a full localization of 
the product UI and potentially any 
user help documentation. With your 
acceptance criteria for both MVLPs, 
you can reallocate funding from one 
to the other, as well as determine if 
cheaper, nontraditional means of 
translation procurement are a good 
option for this MVLP. 

The MVLP definition process will 
likely be repeated multiple times 
throughout the life cycle of your 
product. Each time the product 
enters a new market, ideally an MVLP 
definition will be created for it. Sadly, 
we don’t live in an ideal world and 
often localization is one of the last 
considerations made for a product. 
As I mentioned before, the beauty of 
this concept is that it can be applied at 
any stage of the product life cycle and 
repeated over and over again.  [M]

 
Tools and Services Showcase

MediLingua BV
Leiden, The Netherlands

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

Medical Translations
MediLingua is one of Europe’s few companies 

specializing in medical translation. We provide 
all European languages and the major languages 
of Asia and Africa as well as the usual translation- 
related services.

Our 450-plus translators have a combined  
medical and language background. 

We work for manufacturers of medical devices, 
instruments, in-vitro diagnostics and software; 
pharmaceutical companies; medical publishers; 
national and international medical organizations; 
and medical journals.

Call or email Simon Andriesen or visit our  
website for more information.

Ciklopea is an industry-focused provider of 
linguistic solutions enabling companies to 
reach, engage and support global clients and 
customers.

We provide advanced language services 
for the life sciences, IT and software, and 
technology and manufacturing industries.

 

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

info@ciklopea.com 
www.ciklopea.com

How to Be  
World Savvy

International Marketing Communications 
Market Research
Marketing

JFA Marketing
Minneapolis, Minnesota USA

john@jfamarketing.com
www.jfamarkets.com
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Snapshot of performance in literacy, numeracy and problem solving

Significantly above the average

Figure 2: Mean proficiency scores of 16-65 year-olds in literacy and numeracy, and the percentage of 16-65 year-olds scor-
ing at level 2 or 3 in problem solving in technology-rich environments. Countries and economies are listed in alphabetical 
order. Countries participating in the first round of surveys (in 2011 and 2012) are marked in black; countries participating in 
a second set of surveys (in 2014 and 2015) are marked in blue. Cyprus, France, Italy, Jakarta (Indonesia) and Spain did not 
participate in the problem solving in technology-rich environments assessment. 
Source: OECD (2016), Skills Matter: Further Results from the Survey of Adult Skills, OECD Skills Studies, OECD Publishing, Paris.

Not significantly different from the average
Significantly below the average
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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 
Ad on page 14

          

 
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

         

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 11

             

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
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LocWorld 
LocWorld conferences are dedicated to the language 
and localization industries. Our constituents are the 
people responsible for communicating across the 
boundaries of language and culture in the global 
marketplace. International product and marketing 
managers 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 knowl-
edge and experience and to learn from others. See our 
website for details on upcoming and past conferences. 
Localization World, Ltd. Sandpoint, ID USA 
208-263-8178 
Email: info@locworld.com
Web: https://locworld.com  
Ad on page 15
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consulting services

  
LocalizationGuy, LLC
LocalizationGuy, LLC, is a consultancy serv-
ing buyers and providers of language services. 
We help companies that buy language services 
to identify and deploy optimal localization solu-
tions to fit their needs. We offer veteran exper-
tise as our clients navigate the many personnel, 
process and technology decisions involved 
in running effective localization operations, 
whether in-house or through external localiza-
tion vendors. LocalizationGuy also helps lan-
guage service providers formulate business 
goals, develop and implement sound business 
strategies and launch strategic marketing efforts.  
LocalizationGuy is led by a 20-year localization 
industry veteran and former chairman of the  
Globalization and Localization Association. 
LocalizationGuy, LLC Minneapolis, MN USA 
612-986-3108 
Email: info@localizationguy.com 
Web: www.localizationguy.com

 

desktop publishing

  
Global DTP
Global DTP s.r.o., based in the Czech Republic, 
offers professional multilingual desktop pub-
lishing and media engineering solutions to the 
localization industry. Over the past 13 years, 
Global DTP has become one of the leading DTP/
multimedia companies. We have been deliver-
ing high-quality and cost-effective services for 
at least eight of the top 20 LSPs and many other 
companies/agencies. Due to our extensive expe-
rience in localization and knowledge of the pre-
press, 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 scrupulously 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 
universities and professional associations to de-
velop comprehensive certification programs in 
localization project management, quality man-
agement, 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 51

       

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 13

   

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 
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 16
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ADAPT Localization Services 
ADAPT Localization Services offers the full range 
of services that enable clients to be successful in 
international markets, from documentation de-
sign through translation, linguistic and technical 
localization services, prepress and publication 
management. Serving both Fortune 500 and small 
companies, ADAPT has gained a reputation for 
quality, reliability, technological competence and 
a commitment to customer service. Fields of spe-
cialization include diagnostic and medical devices, 
IT/telecom and web content. With offices in Bonn, 
Germany; Stockholm, Sweden; and Barcelona, 
Spain, and a number of certified partner companies, 
ADAPT is well suited to help clients achieve their 
goals in any market. 
Languages: More than 50 
ADAPT Localization Services Bonn, Germany 
49-228-98-22-60
Email: adapt@adapt-localization.com 
Web: www.adapt-localization.com 
Ad on page 39
   

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 be-
yond 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. Chicago, IL 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

      

 

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. 
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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 9

 
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 
Ads on pages 34-35, 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 “present” 
to meet their needs. TOIN offers a spectrum of trans-
lation, localization and consulting solutions to Global 
1000 companies across a range of industries including 
automotive, IT, telecommunications, life sciences,   
eLearning, software, gaming, semiconductors and 
consumer products. TOIN provides exceptional 
strength in Asia as well as a global reach, with offices  
in Japan, China, Korea, 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 

 
Vistatec
We have been helping some of the world’s most 
iconic brands to optimize their global commer-
cial potential since 1997. Vistatec is one of the 
world's most innovative, progressive and successful  
localization solutions providers. Headquartered 
in Dublin, Ireland, with offices in Mountain View, 
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 50
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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 25

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 language enter-
prise — education PreK-20, research, training, assess-
ment, 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
Ad on page 66

   

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 pro-
moting equal access to information and knowledge 
across the languages of the world. It maintains the 
Translation Commons (www.trommons.org) match-
ing nonprofit translation projects and organizations 
with the skills and interests of volunteer translators. 
Languages: All
The Rosetta Foundation Dublin, Ireland 
+353-86-7851749
Email: info@therosettafoundation.org
Web: www.therosettafoundation.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 vet-
ted 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 world-
wide. 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
Ad on page 47

terminology mAnAgement

Kaleidoscope
quickTerm manages the entire terminology life 
cycle. If you would like to see your SDL MultiTerm 
terminology used enterprise-wide, Kaleidoscope 
has the ideal add-on: quickTerm. With quickTerm, 
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 colleagues in 
the terminology process. 
Languages: German, English
Kaleidoscope GmbH Vienna, Austria
004 31 253 5352
Email: info@kaleidoscope.at
Web: www.kaleidoscope.at
Ads on pages 10, 30-31

           

trAnslAtion
mAnAgement systems

Plunet BusinessManager
Multiple Platforms
Plunet develops and markets the business and work-
flow management software Plunet BusinessManager 
— one of the world’s leading management solutions 
for the translation and localization industry. Plunet 
BusinessManager provides a high degree of automa-
tion and flexibility for professional language service 
providers and translation departments. Using a web-
based platform, Plunet integrates translation soft-
ware, financial accounting and quality management 
systems. Various functions and extensions of Plunet 
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BusinessManager can be adapted to individual 
needs within a configurable system. Basic functions 
include quote, order and invoice management, 
comprehensive financial reports, flexible job and 
workflow management as well as deadline, docu-
ment and customer relationship management.
Plunet GmbH Berlin, Germany
+49-(0)30-322-971-340 
Email: info@plunet.com, Web: www.plunet.com 
Ad on page 8

          

Smartling  
Smartling helps ambitious brands access more mar-
kets, deliver better experiences and build stronger 
relationships by transforming the way their content 
is created and consumed around the world. Our 
translation management software prioritizes pro-
cess 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 continuously measured 
to ensure the highest quality standards and is readily 
available to serve a variety of linguistic needs. To find 
out how our unique approach 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

  
Native into English  
Medical Translation
Medical device, pharmaceutical, clinical trial 
texts into UK, US English and more! Specialized 
in medical and technical fields, our native into 
English team has earned an excellent reputation 
for translation quality, terminology expertise and 
in-depth understanding of client goals and ex-
pectations. Since 1999, we have provided a flex-
ible, reliable, high capacity service, with dedicated 
project managers, subject matter expert transla-
tors and all the latest CAT tools and technology. 
What’s more, our rates and terms are customer-
friendly, with no surcharges for short deadlines or 
complex texts guaranteed!
Languages: From all European and major Asian 
languages to/from English
Albion Languages Budapest, Hungary
+3617933610 
Email: info@albionlanguages.com
Web: http://albionlanguages.com  
           

 
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
Ads on pages 17, 43

    

  
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 54

              

Find news and views about the 
global language industry at  
https://multilingual.com/insights
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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  Ko-
rea, provides professional localization and globaliza-
tion services with exceptional quality and also offers 
a wide range of content and document management 
services including voiceover, testing and DTP. We 
have highly qualified in-house linguists who trans-
late and review a variety of content with professional 
knowledge. Our experienced engineers and project 
managers can help you to get exactly what you want. 
GlobalWay and its partners worldwide are ready 
to support your growing business and localization 
tasks. Feel free to contact us for more information.
Languages: Asian and European
GlobalWay Co., Ltd. Seoul, 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 42

         

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 en-
gage their customers in local markets worldwide. 
We provide translation, online marketing, global 
content management and application testing solu-
tions 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 headquar-
ters in Shanghai, which is China's most progressive 
city. As a team of dedicated professionals, we offer 
a range of translation and localization services en-
compassing Chinese, Japanese, Korean, Thai, Malay, 
Indonesian, Vietnamese and other Asian languages 
in the diverse fields of marketing, legal, IT, manufac-
turing, medical and many more. We count Deloitte, 
AECOM, AIA, ARM, Samsung as well as language 
service providers worldwide among our loyal cli-
entele. At LocaTran Translations, we consistently 
ensure that we provide first-rate quality, beyond ex-
pectations. 
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 54

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 28

 
SpanSource
SpanSource  provides translation, localization and 
related services from Western European languages 
into all regional varieties of Spanish as well as other 
language combinations through our network of se-
lect SLV partners. Our domain focus is on health 
care and life sciences, software and IT, heavy ma-
chinery and automotive, legal and financial, oil and 
gas, corporate training and educational materials. 
Our comprehensive service portfolio also includes 
unparalleled desktop publishing and multimedia 
localization engineering support for eLearning ma-
terials. Our in-house staff of 25 includes project man-
agers, 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 ser-
vice 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 au-
tomatically generated on each project, recording 
translation quality scores for all translators. Trans-
lator 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
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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 innovative market-
leading translation software to the entire transla-
tion supply chain, including freelance translators, 
language service providers, corporate language 
departments and academic institutions. SDL  
Language Solutions is dedicated to supporting 
and developing translation productivity software 
and services, such as the industry-renowned SDL  
Trados Studio, and has supplied over 250,000 prod-
uct licenses, hundreds of server installations and 
billions of translated words to the industry. For 
more information, visit: www.sdltrados.com and 
follow us on Twitter @sdltrados #Trados2017.
Languages: All 
SDL Language Solutions 
Maidenhead, United Kingdom 
+44-1628-417227
Email: swhale@sdl.com
Web: www.translationzone.com 
Ads on pages 2, 32-33 

           

MultiLingual News features the latest news  
for the language industry and an event calendar. 

Join over 6,500 language and global communications professionals  
who receive the latest news in their inboxes 18 times a year. 

multilingual.com/newsletter
We are always looking for news and press releases for the language industry.  

You may submit your news free of charge via the newsletter page.

Keep an eye on the industry between issues of MultiLingual
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Takeaway

Four years ago, I wrote an essay titled “Transcreation is here to 
stay.” And in the essay, I explained why I felt this way: “Because 
translation sounds like a commodity; transcreation sounds like a 
service.”

I noted then that the marketing firm Hogarth was looking to hire a 
transcreation account manager, and that this development was a sign of 
things to come.

Indeed it was. Since then, we’ve seen a number of marketing and adver-
tising agencies acquire translation agencies. In August 2017, the world’s 
third-largest advertising and public relations company, Publicis Groupe, 
acquired Translate Plus through its production company Prodigious. The 
press release gave special attention to transcreation services, noting: “A 
key aspect of this activity is transcreation, a specialism that consists in 
translating creative copy, which unlike traditional translation, requires 
several different translations of the same copy with back-translations and 
rational. This ensures the creative idea is optimally conveyed, while being 
culturally relevant locally.”

The CEO of Prodigious repeated the transcreation buzzword in his 
quote: “With our network of 40 production locations worldwide now 
complemented by 4,000 native-speaker copywriters and editors, 5,000 
specialist transcreators, covering 200 markets globally, we are in a unique 
position to deliver on our promise.”

It’s interesting how Publicis stresses transcreation though it’s not 
at all surprising. Ad agencies are eager to reinvent themselves as their 
conventional business models are disrupted by internet advertising. 
Adding transcreation services is a natural extension. And doing so only 

further strengthens their relationship 
with clients as trusted global partners.

Meanwhile, translation agen-
cies are finding themselves further 
removed from clients, relegated 
to acquisition target or, worse, 
purveyor of commodity language 
services.

I believe a big reason why so 
many translation agencies have 
been relegated to commodity sta-
tus can be summed up by three 
letters: LSP. As in language service 
provider, a label that sells the 
industry short. 

Let me explain. For many decades, 
there were translation agencies. This 
label made perfect sense to clients, 
even if a growing percentage of the 
services being provided fell under 
localization.

In 2005, we saw the emergence 
of the transcreation label. I’ll admit 
that I found this label awkward at 
first, but nearly every client I spoke 
with — particularly marketing 

Dear LSPs: You’re  
selling yourselves short

John Yunker is a consultant and the cofounder of Byte 
Level Research. He is author of Think Outside the 
Country and the annual report The Web Globalization 
Report Card. 

John Yunker  
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executives — found the term to be 
spot-on.

This would have been a great time 
for translation agencies and localiza-
tion agencies to market themselves 
as transcreation agencies. A hand-
ful did, but most began referring 
to themselves as language service 
providers.

But here’s the problem: marketing 
executives don’t think, “I need lan-
guage services.” They think: “I need 
translation services.” Or, better yet: 
“I need transcreation services.”

Advertising agencies understand 
this. Marketing firms understand 
this. Because here are some of 
the questions they’re increasingly 
fielding from clients:

[[ How successfully will our brand 
travel around the world?

[[ What do consumers in these 
markets think of our products, 
packaging, website, logo, and so 
on?

[[ Can you adapt our marketing 
and social content so we succeed in 
these markets?

These are all questions that 
LSPs have for years success-
fully answered, though they 
haven’t always been properly 
compensated for these ser-
vices. Ad agencies and market-
ing firms most certainly will 
be properly compensated for 
these services.

Quite simply, LSP is too 
narrow a definition of what 
translation and localization 
vendors provide. It’s time to 
leave the LSP label behind.

It’s not too late for LSPs to 
“move up the value chain,” 
and some are doing just that. 

Recently I noticed that Lionbridge 
was using the transcreation key-
word to advertise itself in Google 
search results. But too many agen-
cies are still selling language when 
they should be selling global and 
local success.

And as for the marketing firm 
Hogarth (now owned by WPP, the 
world’s largest advertising and 
public relations agency), transcre-
ation is no longer a job title but a 
core capability, included in the 
header of its home page.  [M]

Hogarth's landing page features transcreation as a cornerstone to their marketing services.

http://red-t.org
http://red-t.org
https://www.facebook.com/TheRedT
https://twitter.com/TheRedT


The Market  
Has Big Plans for 
Localization in 2018. 
Are You Prepared?
This trend report reveals what’s motivating businesses to 
invest more in localization in 2018 and challenges they’ll 
need to overcome to be successful with global content.

Get the full report at  
smartling.com/localization-trend-report

TREND REPORT

of multinational 
companies plan to 
increase their localization 
spending in 2018

https://www.smartling.com/localization-trend-report
https://www.smartling.com


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.

https://www.moravia.com/
https://www.moravia.com/
https://www.moravia.com/en/knowledge-center/videos/



