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•editorial
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clients? See multilingual.com/annual-directory for advertising options in
the Resource Directory.
Automated Translation; Content Management; E-learning, Educational
Software; Interpreting; Localization Services; Localization Tools; Multilingual Software; Nonprofit Organizations; Project Management; Recruitment, Job Matching; Research & Analysis; Resources; Software Testing;
Terminology Management; Translation Management Systems; Translation Services; Translation Tools; Website Globalization…and much more.

Subscriptions
2015
September

Language

ness
gy | Busi

| Technolo

Language | Technology | Business

dical
Focus: Me
Industry
l video
a successfu
Setting up process at Dell
n
tio
iza
global

Industry Focus: Spanish
Translating technical docs
without losing quality

July/August 2015

The print magazine is mailed nine times a
year (eight issues plus the annual resource
directory/index) for $58 domestically, $85
internationally, and includes full access to
the digital version of MultiLingual. This
includes back issues to 2006, delivered in
an interactive format. A digital subscription
is available for only $28.

Subscribe online at www.multilingual.com/subscribe.
December 2015 MultiLingual

|

3

Katie Botkin 									

Post Editing

Education around the world

E

Education means different things in
different places — or at least it looks
different. When I taught English in
Taiwan, students rarely spoke up, even
if you asked them to. When I taught
English to students of the same age
range in France at a lycée professionnel,
I had the opposite problem — class
tended toward the vocally chaotic,
although it depended on the track.
Within the same professional school in
France, you have differently-oriented
vocational and post-baccalaureate

classes, almost their own mini-schools.
Frankly, and unsurprisingly, I found
it easiest to teach English in America,
to people whose culture I more or less
shared and whose language I could
speak without sounding uneducated.
Call it the home court advantage.
Possibly, I also enjoyed talking about
rhetorical choices and compelling
arguments more than I enjoyed teaching
basic vocabulary. Although the grading
was a lot harder the more complex and
subjective the assignments became.

For this education issue, our
articles touch on language and
localization education from the
standpoint of different cultures — we
have one on linguistic education in
the United Kingdom, and a Ukrainebased study comparing academic
expectations with localization
industry realities. We have another
article on incorporating translation
tools into classes in Turkey. We have
more general education articles
as well, touching on post-editing
education in various locales around
the globe, and on what makes for
a good training course. Andrew
Lawless’ column posits that formal
education may be less important
in the workplace than on-the-job
training. Our news section covers a
few education initiatives as well.
Additionally, in our technology
segment, Sarah Calek explores
something I’ve never seen mentioned
before anywhere: the potential of
using multiple source languages
for fuzzy matching in translation
memories. This is highly culturespecific, as the languages need to be
mutually intelligible on some level or
the exercise is pointless.
There are also articles covering the
changing face of worldwide search
engine optimization, the Women in
Localization nonprofit, and more.
Typical of our end-of-the-year issue,
we have a few sponsored white papers
featuring advertisers offering their
own take on what they believe people
should be educating themselves on.

We’re hard at work.
www.multilingual.com
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Whatever your take on formal
education and job training, and
wherever in the world you live, never
stop learning. Let your curiosity drive
you, and may you always find the
resources you need. W
editor@multilingual.com

MultiLingual
Language | Technology | Business

n Up Front
3 multilingual.com
4 Post Editing

n
n

		

		

n 12 White Papers

through further education
— Tanja Wendling

Off the Map — Kate Edwards

		

versus industry reality
— Oleksandr Bondarenko

35 Educating the United Kingdom’s

		

		

linguists of tomorrow
— Joanne Taylor

38 The state of post-editing

Localization Business School

		

— Andrew Lawless

41 Redefining translation courses

Community Lives — Jeannette Stewart
Takeaway — Daniel B. Harcz

		

		

— Isabella Massardo
with cloud-based technologies
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LocWorld29 grows
in Silicon Valley

News

LocWorld29 drew a record
number of people October
14–16, 2015, in Santa Clara,
California, at a facility large
enough to comfortably hold
the 685 attendees. The keynote
October 15 was given by Scott
Amyx, a thought leader on the
Internet of Things and wearable technology. Amyx noted
that the “Internet of Things, or
internet of everything, depending on who you are,” creates
an opportunity to grow “global
profits by 21%.” The firms that
are slower to adapt may put their business at risk, as wearables are expected
to grow to 148 million units by 2019.
“Can you imagine being covered head
to toe by wearable devices?” Amyx
asked, noting that health companies
are currently developing wearables
for nearly every part of the body using physiological FDA-approved sensor
technology, which is just one segment
of the wearable tech landscape.
What all this means for localization,
according to Amyx: localization will
need to happen simultaneously, and
won’t be about websites and mobile

Clockwise from top: Keynote speaker Scott Amyx giving a talk on the Internet of Things; October
15 exhibit hall discussions; October 16 lunch poolside networking at the Santa Clara Hyatt
Regency; pouring a drink at the conference dinner October 15, held in Levi’s Stadium.

only. Customers will have higher expectations, and machines will be smarter.
Mary McHale of Microsoft confirmed
this in an October 15 panel discussion
lead by moderator Akulaa Agarwal of

Your experts in translation and localization since 1997

A Central Hub for Full Localization Automation.

-Translation Business Management System
www.TBMSystem.com

Visit us online at www.ECInnovations.com

Tel: +1(312)863-1966
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Email: info@ECInnovations.com

Adobe. Microsoft expects localization
service providers (LSPs) to be faster than
most of them can currently be, which
typically involves as little human interference in automated processes as possible. Francis Tsang of LinkedIn noted
that it was difficult to “keep the current
business model” while incorporating
new business and addressing the needs
of customers, whom you are “putting on
test” with new business.
Other sessions covered technology,
the future of the localization industry,
and more. At the panel keynote October
16, Walter Paulsen said what he grew
up knowing about what to eat was all
wrong — “you weren’t supposed to eat
fat, you weren’t supposed to eat eggs”
— and this has been turned on its head,
which “brings up the idea, how much
do we really know about business?” Innovative tech has revolutionized commerce on a variety of levels, and this
will likely continue to happen.
One of the closing sessions covered
translation and localization studies at
a variety of universities — Pete Smith
from the University of Texas at Arlington; Peng Wang from the University of
Maryland; and Adam Wooten from MIIS
all discussed their programs.
news@multilingual.com

Elia Exchange
addresses talent gap
Back in the 1990s, translators — pivotal
to our industry yet so undervalued today
— were well-trained linguists, although
many had poor technical skills. Today it
seems the converse is true.
This was confirmed in 2011 when Elia
polled its member language service providers (LSPs) from across Europe and overwhelmingly concluded that significant
training was required when working with
recent translation graduates, whether
in-house or freelance, in order to achieve
full productivity. The employability of
young people in Europe has been flagged
by the EU as one of the major problems
to tackle in the coming years.
Feedback from universities suggested
they were also aware of the gap between
how prepared their students were and
the needs of the commercial world. The
reasons for this ranged from financial to
technological or, in some instances, lack
of knowledge among the faculty.
In 2012, a group of Elia member companies driven by Elia president Françoise
Bajon decided to address how translation
companies can ensure that translation
students have the necessary skills to
thrive when they enter the industry.
Internships are a long-established aspect of the industry, though the feeling
was that some internship programs were
largely insufficient and that LSPs could do
much to improve the quality of training.
A Memorandum of Understanding (MoU)
was drafted, where LSPs would provide
detailed information about the content
of the internship, helping translation
students make more informed choices.
The MoU was intended to be flexible and
adaptable enough to be used by any language company.
The group also recognized that it was
difficult for students to find companies offering internships, and within six months,
Elia had an operational database where students could apply for internships directly. It
was at this point that Elia Exchange was
born, with a goal to strengthen the links
between LSPs and universities.
In 2014, Elia Exchange launched EE
Forums, where LSPs and universities come
together to discuss challenges and solutions. Between 2014 and 2015, EE Forums
were held in 12 countries, with many
more planned for 2016.
www.multilingual.com

The program is present throughout Europe and beyond, including Turkey, Ukraine,
Russia and Egypt. Each country has a dedicated, locally-based national coordinator
who organizes EE Forums and supports
member universities as well as LSPs.

Post-editing
at TAUS Academy
TAUS has just recently opened the doors
of the TAUS Academy, which garners all
the knowledge from the last ten years
into a wide range of resources. At the
core of the TAUS Academy is the online
post-editing course, which is meant as
a common reference for the translation
industry. The course is a collaborative
industry initiative between TAUS and
various language service providers,
with the goal of setting post-editing
best practices and defining the necessary skills, both for freelancers and
translation companies. From the launch
in March 2014, over 600 translation
professionals have subscribed to the
course, with the Post-editors Directory
now listing over 100 TAUS certified
post-editors.
The theory section is curated together
with Hunnect and Welocalize and the
practical section, created in cooperation
with various language partners, makes
use of the Dynamic Quality Framework
tools and comprises two exercises: error
typology evaluation and productivity measurement. The exercises are
language-specific and available in 25
language pairs, mainly from English.
Other language modules are in the
pipeline and, upon request from TAUS
members, an online post-editing course
is being developed specifically for project managers, with its launch planned
for the beginning of 2016.
7

News
Business
ADAPT Localization acquires
Transline Documentaciones

ADAPT Localization Services, a provider of services tailored to the medical,
life sciences, IT and telecommunications
sectors, has acquired the operating business and personnel of Transline Documentaciones S.L., the Spanish subsidiary
of the Transline Group.
ADAPT Localization Services

www.adapt-localization.com

Andrä AG rebrands

Andrä AG, supplier of the enterprise
translation management system ONTRAM, has changed its corporate brand
and introduced a new logo.
Andrä AG www.ontram.com

New look for ACP Traductera

ACP Traductera, a.s., a provider of
translation and localization services with

a focus on Central and Eastern European
languages, has redesigned its website.

ACP Traductera, a.s. www.traductera.com

SDL CEO steps down

SDL, a provider of global customer
experience management, has announced
that its founder and chief executive officer (CEO) Mark Lancaster has stepped
down from the board and his role as CEO
of the company. David Clayton, currently
nonexecutive chairman of the company,
will assume a temporary role of executive chairman.
SDL www.sdl.com

TechniTrad moves offices

TechniTrad Inc., a provider of content
solutions, eLearning courseware, audiovisual and other translation and localization services, has moved to new offices in
Sainte-Julie, Quebec, Canada.
TechniTrad Inc. http://technitrad.com

Ciklopea rebrands

Ciklopea d.o.o., a provider of translation, interpreting, localization and consulting services, has announced a brand
redesign that includes a new logo, visual
identity and title tag.
Ciklopea d.o.o. www.ciklopea.com

Amazon.com acquires Safaba

XTM International in New York

Safaba Translation Solutions

XTM International www.xtm-intl.com

Amazon.com, Inc. has acquired Safaba
Translation Solutions, a Pittsburgh-based
developer of automated text translation
software. The company has been renamed the Amazon Machine Translation
R&D Group.
www.safaba.com

XTM International, a developer of
XML authoring and translation tools, has
opened a new office in New York. The
company is headquartered near London,
UK, has an office in Ireland, and a development and support hub in Poland.

People
Recent industry hires

“German. With
linear precision,
and between
the lines.”

■■ Vistatec, a provider of localization,
process management and global release
strategies, has hired Suzanne Marie
Frank as director of sales for US North
and Southwest.

Vistatec www.vistatec.ie

■■ KantanMT, a cloud-based statistical
machine translation solutions provider,
has hired Brian Coyle as chief commercial officer, Dimitar Shterionov as a machine translation developer and Riccardo
Superbo as a machine translation project
coordinator.

KantanMT http://kantanmt.com

Karoline
Rheinschrift team

■■ L10n People, a recruitment solutions
company for the localization industry,
has hired Audrey Leperlier as a recruitment consultant for its Dublin office.
Ruth Tracey has joined the company as a
senior consultant.

L10n People www.l10npeople.com

■■ Stratus Video Interpreting, a provider of on-demand interpreter services,
has hired Maureen Huber as chief financial officer.

Our team brings to German methodology
a world-class flexibility. Measurable success
for 20 years!

Stratus Video Interpreting

http://go.stratusvideo.com
LANGUAGE SERVICES

Made in Germany – since 1995 | Tel: +49 (0)221 801 928-0 | rheinschrift.de
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■■ SpeakLatam, a provider of solutions
for language translation and software/
website localization in English, Spanish and
Brazilian Portuguese, has promoted Delfina Chasseign to senior project manager.

news@multilingual.com

News
Estefania Cabanne, Valentina Salerni and
Tomas Sueldo have been hired as project
managers.
SpeakLatam www.speaklatam.com

■■ Localization Care, a translation and
localization agency specializing in the
languages of the CEE and FIGS regions,
has hired Justyna Fornalik as a junior
project manager.

Localization Care http://localizationcare.com

■■ TechniTrad Inc., a provider of translation and localization services, has hired
Bryan Montpetit as vice president of
sales and marketing. Joëlle Déry has been
hired as operations manager.

TechniTrad Inc. http://technitrad.com

■■ Welocalize, a provider of integrated
globalization services, has hired Derek
McCann to direct the Western United
States sales and operations teams.

Welocalize www.welocalize.com

■■ Memsource, a developer of cloud
translation software, has hired Daniel R.
Butler and Bryan Hutchinson as enterprise business development managers.

Memsource www.memsource.com

■■ Ivannovation, LLC, a provider of
language services, has hired Lynne Junker
and Darren Jansen as project managers
to be based in Greenville, South Carolina.

Ivannovation, LLC http://ivannovation.com

■■ Wordbee, a provider of translation
management technology, has hired Mareike Bouriga as business development
manager.

Wordbee www.wordbee.com
■■

TransGlobe International Ltd., a

provider of language services specializing in Bulgarian translation, has promoted Daniel Ivanov to project manager
supervisor.
TransGlobe International Ltd.

http://transglobe-bg.com
■■

Affordable Language Services has

added Talea Chenault to its interpreter
scheduling team, Lareesa Jackson as assistant project manager for translations,
Mariellen Voit as interpreting operations
manager and Talea Chenault to the interpreter scheduling team. Promotions
include Nicole Sheldon to translation sales

Featured Reader Profile
Lamine Bal, United Nations Development Programme (UNDP) language
services manager.  
How long have you been working for the
UN, and how did you get your start there?
I have been with UNDP for close to seven
years. I applied for my current position
after seeing it advertised online. I took
a series of tests, was interviewed a few
times, and got the job.
Where do you live?

What are your favorite places to run?

In New York City.

I was trained in translation and literature
and started as a freelancer after graduating. I’ve now worked in the industry for
close to 19 years.

My favorite place to run is Central Park
and all the places I travel to. One of the
first things I do after I arrive somewhere
is go out for a jog very early in the morning.
It’s a great way to get a feel for a new
locale, whether it’s Chicago, Bangkok,
Nairobi, Nice or Santo Domingo.

What do you like to do in your spare time?
Read, run, travel.

Why do you read MultiLingual?
To keep abreast of industry trends.

How did you get started in this industry?

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

www.plunet.com

www.multilingual.com		
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News
executive, Nona Nashashibi to interpretation sales executive, Nacky Komai to
quality and training supervisor and Nazha
Nashashibi to interpreting sales.
Affordable Language Services

www.affordablelanguageservices.com

Resources
Variants added to Chinese Personal
Names Database

Specializing in the compilation of CJK
and Arabic lexical resources, The CJK
Dictionary Institute, Inc., has romanized
variants to its Chinese Personal Names Database. The variants include multilingual
equivalents such as traditional Chinese,
Japanese, Korean, Vietnamese, Mandarin,
Cantonese, Hakka and Hokkien.
The CJK Dictionary Institute, Inc. www.cjk.org

Reports explore supply chain
development, language revenue

Common Sense Advisory, Inc., an independent market research firm specializing in the language service industry, has
released “Developing the Supply Chain for
the Future.” The report explores the reasons
why companies train their linguist supply
chain, the methods used to cultivate the
skills of current vendors, internship opportunities deployed to develop new talent
and what LSPs can do to further develop
the supply chain of the future.

“Finding Revenue in Under- and OverServed Languages” lists 85 languages
found on two or more sites in a review
of 2,407 websites from companies representing 25 countries and 59 industries.
Common Sense Advisory, Inc.

www.commonsenseadvisory.com

Products and Services
XTM 9.0

XTM International, a developer of
XML authoring and translation tools, has
released XTM 9.0. Updates include enhancements to the project management
dashboard, time tracking, PDF conversion
and terminology manager.
XTM International www.xtm-intl.com

Memsource Cloud 5.1

Memsource, a developer of cloud translation software, has released Memsource
Cloud 5.1. The new version features additional support for nine languages and
locales, a spellchecker for Finnish and a
new application program interface call.
Memsource www.memsource.com

Fluenta DITA Translation Manager

Maxprograms, a developer of open
standard-based translation tools, has published Fluenta DITA Translation Manager, a
tool designed to simplify the translation of
DITA projects using XLIFF as recommended

by the OASIS DITA Adoption Technical
Committee.
Maxprograms www.maxprograms.com

TYPO3 plugin for the Beebox

Wordbee, a provider of translation
management technology, has launched
the TYPO3 plugin for the Beebox, its
content management system connectivity solution.
Wordbee www.wordbee.com

Enterprise Server 8 Team Edition

SYSTRAN International, a provider of
language translation software products
and solutions, has introduced Team Edition. Version 8 of its Enterprise Server
offers customization options such as
unlimited user dictionaries and translation models.
SYSTRAN International www.systransoft.com

Certifications
Afaf Translations
WBENC and WOSB certified

Afaf Translations, a language services
provider, has received Women Business Enterprise National Council certification (WBENC) #2005127509 and
Women Owned Small Business (WOSB)
certification.
Afaf Translations

www.afaftranslations.com

Want more industryrelated information?
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oup.net«
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e-mails are fun again
MindReader ® for Outlook
Quick and consistent e-mail communication.
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Participate in
discussions about
the global language
industry:
www.multilingualblog.com
Find language industry
companies in 48 categories:
www.multilingual.com/
language-industry-resources
Follow us on:
www.twitter.com/
multilingualmag
www.facebook.com/
multilingualmagazine
news@multilingual.com

November
November 10-12, 2015, Stuttgart, Germany.

tekom, http://conferences.tekom.de/tcworld15/tcworld15

Hellenic Language and Terminology

November 12-14, 2015, Athens, Greece.

Hellenic Society for Terminology
www.eleto.gr/en/Conference10.html

The Global Content Experience

November 19, 2015, San Jose, California USA.

International Multilingual User Group, www.meetup.com/
IMUG-Silicon-Valley/events/220144091

Nordic Translation Industry Forum

November 19-20, 2015, Reykjavik, Iceland.

Anne-Marie Colliander Lind, Cecilia Enbäck, http://ntif.se

Gameacon

November 20-22, 2015, Atlantic City, New Jersey USA.

Fox Marketing LLC , http://gameacon.com

EXPOLINGUA Berlin

November 20-21, 2015, Berlin, Germany.

ICWE GmbH, www.expolingua.com/expolingua_berlin

InDialog

November 20-21, 2015, Berlin, Germany.

ICWE GmbH, www.indialog-conference.com

LT-Accelerate

November 23-24, 2015, Brussels, Belgium.

LT-Innovate, Alta Plana Corporation
www.lt-innovate.eu/lt-accelerate

Statistical Language and Speech Processing 2015

International Workshop on
Spoken Language Translation

December 3-4, 2015, Da Nang, Vietnam.

Karlsruhe Institute of Technology
http://workshop2015.iwslt.org/index.php

IEEE GLOBECOM

December 6-10, 2015, San Diego, California USA.

IEEE Communications Society, IEEE ICC
http://globecom2015.ieee-globecom.org

January 2016

Calendar

tcworld 2015 - tekom

ICWE GmbH, www.online-educa.com

Simultaneous Interpretation for Virtual Meetings
January 21, 2016, San Jose, California USA.

International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/
events/221865056

Application deadline:
School of Translation and Interpretation

January 30, 2016, Ottawa, Ontario, Canada.

University of Ottawa
http://arts.uottawa.ca/translation/summer-programs

February 2016
Together 2016: Developing our Connections
February 11-12, 2016, Barcelona, Spain.

Elia (European Language Industry Association)
http://elia-together.org

tcworld India

February 25-26, 2016, Bangalore, India.

tekom, http://conferences.tekom.de/tcworld-india-2016

March 2016

November 24-26, 2015, Budapest, Hungary.

Laboratory of Speech Acoustics, Research Group on
Mathematical Linguistics, http://grammars.grlmc.com/slsp2015

Intelligent Content 2016

25th JTF Translation Festival

Content Marketing Institute, www.intelligentcontentconference.com

Japan Translation Federation
www.jtf.jp/jp/festival/festival_top.html

The Translation and Localization Conference

November 26, 2015, Tokyo, Japan.

Translating and the Computer 37

November 26-27, 2015, London, UK.

AsLing, www.translatingandthecomputer.com

December
Gilbane

December 1-3, 2015, Boston, Massachusetts.

Bluebill Advisors Inc., Information Today, Inc.
http://gilbaneconference.com/2015

Online Educa Berlin

December 2-4, 2015, Berlin, Germany.

www.multilingual.com		

March 7-9, 2016, Las Vegas, Nevada.

March 11-12, 2016, Warsaw, Poland.

Localize.pl, TexteM, www.translation-conference.com

Game Developers Conference

March 14-18, 2016, San Francisco, California USA.

UBM Tech Game Network, www.gdconf.com

LATA 2016

March 14-18, 2016, Prague, Czech Republic.

Czech Technical University in Prague, Research Group on
Mathematical Linguistics, http://grammars.grlmc.com/lata2016

GALA 2016

March 20-23, 2016, New York, New York USA.

GALA, www.gala-global.org/conference
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White Paper
Centralizing the Translation Solution
The merit in centralizing the translation of all content relating
to a product or service using a single turnkey solution
Building a Centralized Team

F

requently in the world of translation and localization, the responsibility for translating product and
promotional content rests with different owners or
stakeholders. And often, these diverse stakeholders are not
in tune with the other’s activities.
It is not uncommon that the team responsible for the
translation of a product user interface – perhaps a centralized localization department or a product development
team – have limited or no interaction with the marketing
department responsible for the translation of promotional
material relating to that product.
Although the skill set and style used to translate different content types vary considerably, there is a strong
argument to support the shared use of terminology, subject matter expertise, tools and processes among all translation parties. Building a centralized localization program
will optimize the user experience and customer journey
for global audiences, increase consistency, and improve
quality. Efficiency gains will speed up time to market and
reduce cost.

Introduction

In 2014, a global US listed organization in the IT infrastructure and security sector approached Vistatec with a
challenge they were facing.
The customer’s marketing team had raised concerns
about the cost and time required to deliver localized
content. To complicate matters, feedback from the local
marketing offices across Europe, Asia and Latin America
had indicated inconsistences between product and marketing translations for some key terms and concepts.
What could Vistatec do to help resolve the situation?
Vistatec was already established as a long-term translation services provider to this customer, producing over
seven million words of output per annum, translating exclusively in the areas of user interface and documentation.

Challenge

Vistatec engaged with the customer and completed a
short discovery to help understand the root cause of the
issues.
There were three different types of marketing content
involved:
• Campaigns
• Field marketing
• Web
Campaign content was translated by a marketing agency,
using no established translation methodology, tools or
12
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workflow. Translation work was performed separate from
the actual assets, meaning that costly staff (at the marketing agencies) were copying translated content into source
files to produce final output. This process was labor intensive, slow and highly error prone.
Field marketing content was translated by a number of
small single language translation providers, using rudimentary processes, with no awareness of the translation
support assets (translation memories, reference material,
terminology and glossary content) or workflows developed
by Vistatec for the translation of user interface and documentation content. There was no collaboration with the
campaign or web translation teams.
Similarly, web content was translated by a different set of
single language translation providers, using slightly more
sophisticated processes, but again with no awareness of the
translation assets or workflows already in place.
Effectively, each group was operating as a silo — separate
from the product localization, and separate from each other.

Solution

Vistatec created a ten-step solution that took into
account the highly visible nature of the content and brand
value, and at the same time strove for efficiency and consistency. The steps included:
Engagement
Vistatec engaged with the customer’s marketing team to
better understand the talent and expertise required to work
on this high value content. Crucial to this was ascertaining
an exact understanding of what it was that the marketing
team wanted to achieve with their content and brand strategy. All stakeholders agreed that the translation management of marketing content should rest with the customer’s
centralized localization team. The budget for the work
would reside with the marketing team, and the cost would
be charged back internally.
Specialized team
A Vistatec in-house team specializing in the translation
of marketing, digital marketing, SEO and SEM was set up
and introduced to the customer. This team comprised project management, supply chain management, production
staff and language coordinators.
Talent matching
A language talent matching process was undertaken to
ensure that appropriate subject matter expertise was identified, tested and on boarded.
sponsored information

Note: Vistatec was able to make existing key single language suppliers who had worked directly for the customer’s
marketing team a part of the new centralized solution.
These suppliers had many years of valuable experience. It
was beneficial for both the customer and Vistatec to retain
the talent.
Training
The marketing translation teams were trained on tools
and process, and introduced to appropriate reference materials, terminology and glossary content. They also engaged
actively with the product translation teams so that specific
product knowledge could be shared. This is now regular
process, and the teams collaborate actively on all translation work.
Review and translation memories
A language quality analysis of the most recent marketing
content was undertaken to identify specific areas for review
or rework going forward. Also, translation memories were
created (where none existed) or collected from the single
language vendors and merged into overall master translation memories per language across all marketing areas.
Quality process
A specific quality process — tailored to the highly visible
nature of the content and brand messaging — was created. While the customer’s local marketing teams would
always have the opportunity to review translated content
before publishing, this may not always be possible due to
time constraints or conflicting workload requirements. To
secure consistent quality, Vistatec performs its own review
of a pre-agreed amount of content using marketing specific
quality scoring via a highly qualified marketing team with
a stringent follow-up process if any areas of concern are
detected during review.
Service level agreement
A service level agreement was introduced, driven by a set
of KPI data to ensure that quality was tracked and reported,
time lines adhered to and cost data regularly reported in a
specific manner.
Collaboration and revision
During the early phases of the setup, intensive training
took place with the newly engaged and re-engaged translation teams. The training focused on brand awareness, product knowledge, and a detailed understanding of established
product terminology, preferred language usage, required
style and tone of voice to ensure the successful localization
of all campaigns, field marketing and web based content.
Vistatec also encourages collaboration between all language teams, and, when possible and appropriate, with
local customer marketing personnel.
Business reviews
There was an initial 30-60-90 day “check-in” plan in
place with customer stakeholders to address any questions
or issues. Business reviews then reverted to a more standard quarterly meeting schedule.
www.multilingual.com/whitepapers
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Customer feedback process
Three months on, customer feedback from the field and
from stakeholders was very encouraging. This trend continues, and the program is now in its second year. The customer has reported a much higher effectiveness of global
content-based marketing campaigns.

Findings

In addition to the introduction of consistency and quality
standards never achieved before, there were three additional wins.
For the 4.2 million words of marketing content across 12
languages translated in the first year after the introduction
of the program, the following tangible successes can be
reported:
• Turnaround times for delivery of translated marketing
content were improved by 50%.
• The introduction of translation memory management
enabled 25% content reuse contributing to a significantly improved ROI and overall consistency of global
content output.
• The new program facilitated direct cost savings of
approximately 30%. Indirect cost savings on reduced
overhead for the customer’s marketing teams have not
been specifically reported, but anecdotal evidence suggests double digit percentage savings.

Conclusion

This case study demonstrates that there is considerable
merit in centralizing the translation of all content relating to a
product or service under a single turnkey solution in terms of
improving a customer’s ability to be effective in global markets.
Success relies on the ability of the partner chosen to
understand the diverse nature of the different content
components and match each with the appropriate process
and expertise. In addition, the partner needs to understand
what can be leveraged and shared across all components to
generate improved quality, consistency and time to market
while reducing overall cost.

For More Information

For more information, please contact:
Mark Flanagan,
Executive Vice President, Vistatec Ltd.
info@vistatec.com, www.vistatec.com

We have been helping some of the world’s most iconic
brands to optimize their global commercial potential since
1997. Vistatec is one of the world’s leading localization
solutions providers. HQ in Dublin, Ireland, with offices in
Mountain View, California, USA.
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White Paper
Preparing Learning Content for Localization
Reduces Costs, Improves the Learning Experience

W

ith the emergence of mobile technologies, social
networking and easy-to-use content creation tools,
learning is commonly virtual and globally dispersed in businesses. Today’s expectations for global learning
are high. Learners expect content to be accessible, engaging,
interactive, culturally adapted and in their native language.
Assuming everyone can “understand” a given language is
old-school thinking and often alienates your audience and
creates a large learning gap in knowledge retention.
The digital explosion of content and new techniques
make learning easier and often self-directed. In some
industry sectors and business functions, there is an increase
of “gamification” of learning content to increase usage and
retention. Driven by technologies and innovations within
the gaming industry, these techniques can make learning
experiences very realistic using virtual and augmented
reality. Making the experience more fun and reality based
increases satisfaction of the learning experience.
Whatever the learning content type, whether digital
media or textual, a positive user experience is crucial and
content must be available for consumption on all devices.
Content must be accessible through mobiles and tablets
to maximize your reach. For example, employees can take
simple tests and assessments on their smartphones at the
time that best fits their schedule. Reduce the friction of
learning time by giving learners the ability to consume
content on their timetable.
To maximize the value of online education programs,
translation and localization play a critical role for all types
of learning content, including: educational courseware,
sales and product training, user guides, classroom instruction materials, exams, self-assessment checks, certifications,
interactive animations and more. This requires preparation
and planning in advance of course development in order
to maximize efficiency and reduce rework as a result of the
localization process.
BEST PRACTICE: For successful localization of learning content it is important to consider localization at the
planning and authoring stage and consider the value and
intended impact of content – in all formats.
Experienced professionals will note that localization
of learning materials can be complex and costly when
language strategies are not defined at prebuild stages of
content design and architecture. Today, learning content is
typically heavy in multimedia and on the rise, permeating
areas of content never reached before, thanks to the growth
in technology and also the prolific rise of video and audio
14
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sharing technologies and platforms. As a result, there are
greater demands for multimedia-rich content requiring
localization and cultural adaptation, including a wide range
of content types: text, graphics, audio, video, presentations,
software, animation, voiceover as well as overlays for captioning and subtitling. Evaluation and analysis of content
types in advance of assembly can save time and money.
Both suppliers and buyers of online learning programs,
products and services need to also ensure all content types
are accurately represented to the local audience, not just
words. Consideration of images, sounds, music, visuals and
graphics, and compatibility with all devices is an imperative when defining the best user experience. Linguistic
accuracy that stays loyal to the source English is not
always the best solution. Learning content may need to be
recreated to suit a local audience.

Preparation Reduces Complexity, Saves Money

For successful learning localization, preparation is the
key. Organizing the source content with localization in
mind will make any subsequent translations more effective,
less complex and costly. Media-rich content requires special
attention in design and development when course content
will be localized into other languages.
While design methodologies, such as ADDIE, are somewhat global, you must consider how text and character
expansion, font mapping and local linguistic conventions,
such as the use of abbreviations, will affect the amount of
redesigning needed at the localization stage. In addition,
the localization process for multimedia requires contracting
multiple voice talents and studio services, developing timed
baselines, audio and video engineering, and track-by-track
resynchronization of assets to account for text and speech
expansion or contraction.

Tips for Preparing Source Learning Content

Teaming up with localization experts at the beginning of
the planning and content creation stage and applying the
following detailed best practices will ensure source content
can seamlessly transition into multiple localized versions.
#1 General Format and Layout
Keep generous white-space padding around any English
text that appears in slides. Translated text expands in many
locales. Allow room in the layout to accommodate text
expansion.
• Keep all English text to a minimum font size of 10pt
sponsored information

in Arial or 12pt in other fonts. Translated text may
need to be reduced in size to fit the layout. If the
English design is already at minimum readability, there
is no way to accommodate text expansion.
• Do not force line wrapping with carriage returns. These
formatting characters are preserved through the
translation process and cause incorrect wrapping in the
localized text. There is extra DTP effort needed to clean
up such wrapping, especially if localizing for smaller
smartphone screens.
• Avoid hyphenation of the English text whenever possible.
Hyphenated words can be confusing to translators.
• Design column and frame sizes to accommodate character
and text expansion.
• Use common system fonts instead of licensed or
custom fonts. Choose system fonts that support the
character libraries for all target languages. For
example, MS Arial Unicode supports all Unicode
character libraries and is a system font on Windows.
If you must use custom fonts for specific languages,
then consider the following:
❍ Choose a font available for both Mac and PC
❍ Allow room in your layout to accommodate font
		 expansion for locales that will require font mapping
❍ Provide fonts to your localization service provider
❍ Provide all fonts needed for all languages
❍ Fonts must also be able to be applied by the
		 courseware for all Player/UI text that is automatically
		 generated during compile
#2 Authoring Considerations
Keep text consistent across the slide layers and between
on-screen text and notes or captions text. Both texts will
appear on screen at the same time. Use consistent terminology throughout the source.
#3 Using Layers
Keep a single slide layer as clean as possible. To create an
experience where the entire slide content changes based on
user action, add sublayers to the base layer and apply triggering. The triggering logic is not exported for localization
and normally preserves across all languages.
Fewer total animated objects on a single layer are best.
The more objects you add to a single layer, the more work
is required to resynchronize animations after translation.
Even if there is no audio used, the allowed reading time
per object must be adjusted per locale. Delete unused slide
layers from the course and do not hide unused layers. Only
use hiding for dynamic objects that are toggled by triggering or variables.
#4 Using Graphics
Use images without text and if text is required, overlay
text on the image using editable text-box objects in the
courseware. If embedded text must be used, then provide
the layered and editable graphic source for localization.
Also specify the output settings for rendering the localized
flat graphics. Keep generous white space between graphics
and text objects as translated text will expand. Allow room
in the layout to accommodate text expansion.
www.multilingual.com/whitepapers

#5 Using Notes or Scripts in Courseware
In Storyline by Articulate, for example, notes can only
be applied to the base layer. Your audio might be split into
a number of tracks over many sublayers; however, the
Storyline player can only show all of the notes in a static
view. Before sending the course to localization, reconcile
the included notes against the final audio tracks. Inconsistency between notes and recorded audio can introduce
inconsistency between localized notes and localized audio
voiceover.
The use of caption objects is another option. Captions are
used instead of notes. It is best to use a graphic icon as the
button to toggle captions on and off instead of a button
with the text “CC.”
#6 Timing and Synchronizing Audio
Translated text expands or contracts in length from English. Localized audio voiceover also expands or contracts in
play time. To optimize synchronization of audio voiceover
to on-screen content, use the following best practices:
• Minimize the number of graphics, texts or objects
that are animated in synchronization to the audio
voiceover.
• Split all audio tracks so a single track is synchronized
to a single animation.
❍ Name the tracks chronologically. For example
		 on slide layer 2.3 name tracks slide02-03_01.
		 mp3, slide02- 03_02.mp3, slide02-03_03.		
		 mp3, slide02- 03_04.mp3, for animations that
		 play in the sequence 1, 2, 3, 4.
• Delete all unused audio and video tracks from the timeline.
❍ Do not hide unused objects, delete them from
		 the timeline.
• Define the minimum set of quiz and interaction audio
		 feedback tracks needed and reuse this set for all
		 interactions in the course.
❍ Maintain the minimum set for use in all future courses.
December 2015 MultiLingual
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❍ The tracks only need to be localized once, then 		
		 are reused across the course and in future courses.

#7 Video
Video is a widely used content type for learning and
most any global brand communications with an international audience. Hiring voice talents, studio hire and editing, sound and engineering expertise can be a significant
investment in terms of time and money.
Localization of video footage can extend course delivery
timelines and increase costs; however, there are a number
of alternatives to video localization that are becoming more
widely available. For internal content, many global brands
are reaching wider employee audiences using home recording and low-cost subtitling techniques.
The localization approach should depend on impact, what
is the impact and value of the content? A global television
advertisement has to be localized to a very high standard,
whereas video footage of a speech to a worldwide sales
organization can be localized by making the most of lower
cost techniques such as home recording voiceovers, subtitling and text-to-speech (TTS).
Quality microphones can be used to produce goodenough recordings from a home studio, cutting out the cost
of hiring a studio and expensive postproduction engineering, and recordings can be “in the can” within a couple of
hours rather than days. The final quality is not as good as a
studio production, though localized versions can be easily
recorded and the quality levels are perfectly acceptable for
content. The same applies for subtitling. To translate scripts
and set up subtitles over the source video footage is significantly cheaper and quicker than full studio production with
actors and multilingual voice talents.
A best practice for video localization is to always provide
the output and compression specifications for embedded
videos. The localized video has to be published to a compression and resolution that can be further compressed during the course publishing from the courseware. When video
includes localizable on-screen text, then provide the raw
source project package to the localization provider. Otherwise content must be recreated and the localized video will
be rendered from compressed output, which might introduce defects.

UGC
Support

Not
all
content
is
created
equal

Function

Brand

Welocalize empowers buyers. No one-size-fits-all. We help you balance
speed, content, utility, accuracy to get the best return on content.
For more information visit
www.welocalize.com/weimpact today.
www.welocalize.com
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Advancing Technologies in Localization

Technological advancements in TTS technology have also
opened up multimedia localization as a viable option for
many global brands. Translated scripts are loaded into synthetic voice software, turning written words into phonetic
text. This innovative approach enables more video and
audio content to be localized without increasing budgets
and can be more scalable than using voice talents and
studio hire. Certain content may not need high production
standards and alternative options are now viable options.

Learning Expertise in Localization Makes a
Difference

To prepare source learning content for localization and
apply best practices, you need expertise. Any organization producing multimedia learning materials needs to
work with a multitiered global team of localization experts
including translators, linguists, reviewers, production
managers, AV engineers and project managers. Vetting your
language services provider is an important step in ensuring
your content will indeed provide the best learning experience, no matter the content format or method of delivery.

Welocalize Global Learning and Multimedia
Solutions

Welocalize provides learning and education translation
and localization for global brands, training and development departments, learning providers and educational
organizations. In terms of learning content, more than 15
million words and 1,500 learning projects, including 400
learning videos, are localized into multiple formats each
year by Welocalize. We have an in-house team of engineers, augmented by partner-based engineers and an extensive knowledge of standard learning creation platforms,
tools, software, applications and learning management systems. Each client has a dedicated quality assurance testing
lead to ensure standards are always met on every learning
project. Global brands trust Welocalize with their complex
learning and multimedia content.

Welocalize, Inc., founded in 1997, offers innovative
translation and localization solutions helping global
brands to grow and reach audiences around the world
in more than 157 languages. Our solutions include
global localization management, translation, supply
chain management, people sourcing, language services
and automation tools including MT, testing and
staffing solutions and enterprise translation management technologies. With more than 600 employees
worldwide, Welocalize maintains offices in the United
States, United Kingdom, Germany, Ireland, Italy, Japan
and China. www.welocalize.com
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White Paper
Breakthrough in Translation Projects Management
Introducing XTRF Smart Projects

T

he language market is changing and
expectations for faster delivery and
lower project costs are rising. As the
average number of languages per project
increases, available budgets do not follow
suit. To cope with the increasing pressure,
more efficient tools tailored for the specific needs of the translation industry are
needed. That is why we have introduced
XTRF Smart Projects.
For the past decade XTRF has been known
for its flexible and powerful project management tool. Now, we have rediscovered
translation project management yet again.
Our new product — XTRF Smart Projects — combines over ten
years of experience in the industry, hundreds of hours of user
research and analyzed usage scenarios, and over one and a
half years in production. Our system hasn’t just been given a
facelift — instead it has been totally reinvented. Custom-built
to meet the unique needs of the language industry, it assists
in defining, initiating, and managing translation projects
much more quickly. Its clear design provides unparalleled
insight into all important project elements and gives the feeling that project management is easy.

Why it Matters?

Business applications are typically more difficult to use
than private applications but that doesn’t have to be the
case. Our great interface design is about much more than
just good looks. It also relates to the behaviors, attitudes
and emotions related to using our system. In addition, it
emphasizes a user’s seamless interaction with XTRF as the
primary goal of the design.
The conclusion of hundreds of hours of user sessions
resulted in a solution that is faster, simpler and has a short
learning curve. Project managers now have an even more
efficient tool for their work. Also, onboarding new team
members takes a matter of minutes and thanks to the concise design, the risk of making mistakes is minimal.

The visual schedule designer in the form of Gantt charts
provides a simple visualization of the entire project including
all components. It is fully interactive allowing for easy
modifications. The process designer enables drag&drop
functionality to add, remove and split various stages of the
workflows. All elements operate along or across different
language combinations.
With XTRF Smart Projects we have optimized project
management. The redesigned files management uses one
source file in several or all language combinations. Definitions of revenues and costs in each project part are easily
introduced to one or many language combinations. The
improved CAT tools integration brings the entire project
management experience to a whole new level.

The Result

XTRF Smart Projects have been tailor-made for maximum
efficiency, clarity and an optimal user experience. Our studies show a 60% faster project completion time compared to
previous versions of XTRF with minimal training required.
That is what a great user interface can do for technology,
and that is what technology can now do for translation
companies and corporate localization departments.

How is it Different?

Translation projects involve a combination of people,
resources and processes. Finding the right balance between
all three aspects is difficult and the entire project will suffer
if the perfect balance is not reflected in the system. That’s
the challenge we worked to meet.
The new XTRF Smart Projects’ clear and user-friendly
interface adapts to the context. A wide range of automation
mechanisms take care of tedious manual operations and
most importantly, all interface elements are interactive and
aimed at providing an intuitive user experience.
www.multilingual.com/whitepapers

XTRF provides a global management system for translation
agencies and localization departments. It is a user-friendly
and highly customizable web-based collaboration platform for
clients, vendors and managers. Available as SaaS or installed
on-premises, it streamlines all daily activities from project
management to finances. With rich APIs and integrated CAT
tools it automates workflows and repetitive tasks. It is designed
by translation and localization professionals and supported by a
great team of IT and business consultants. www.xtrf.eu
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White Paper
Take Control of Your Data
How enterprises benefit from centralized language assets and sharing with
in-house and external translators

E

nterprise translation buyers can save a large proportion of their localization budgets if they centralize
and take control of their language data. The best way
to share data is to use a cloud tool, such as Memsource. This
will enable buyers to take advantage of translation memory
updates, and terminology can be shared in real time to every
member of the team.

Share resources across in-house and
outsourced teams

With desktop tools, the enterprise’s internal team and
their external language service providers (LSPs) usually
don’t share resources, even if they work on the same project
together. The LSP maintains memories and termbases, and
the enterprise keeps their own. Teams operate in separate
“silos.” This used to be the common scenario three years ago,
and this still frequently occurs in many markets.
Some of the problems disconnected teams face are:
• They lose the opportunity to leverage live translation
memory updates created by their partners;
• Translators cannot access and search terminology on
the vendor’s side;
• Reviewers have to correct the same errors again and again.
For the buyer, the biggest problem with a disconnected
localization team is the lack of information about the job
progress. Will a crucial presentation be ready in time for the
CEO’s meeting? Will the Spanish software release launch be
on schedule? There is no way to find out.
Workflow in a disconnected environment is fragmented
and prone to bottlenecking. When some of the suppliers are
located in different time zones, or if the files are 1GB+ in
size, time is lost in forwarding emails.
Sharing data is especially difficult in multivendor environments. Translation companies tend to stonewall their
competitors; this often leads to communication dead ends.
These problems call for real-time resource sharing across
the supply chain.

Use cloud tools for collaboration

The main innovation of cloud-based tools, such as
Memsource, is that they make data sharing easy. Just as
Google Docs, Dropbox and Salesforce revolutionized corporate productivity and enabled teams to connect and work from
remote locations, cloud translation systems are changing the
way buyers, translation companies and freelancers collaborate.
Data is centralized from the start, and it is always up-todate. Enterprise users and LSPs keep it on their account and
share it with translators and project managers by sending
them a link with the login and password details.
18

| MultiLingual December 2015

Online access replaces file transfers and removes the need
to send localization kits to each individual translator. In
multilanguage projects with large files, for example PowerPoint presentations or InDesign layouts, sharing instead of
emailing can save a lot of project management time.

Manage the translation process yourself…

Collaboration in the cloud opens two important opportunities for buyers. Firstly, localization directors with
in-house linguists and project managers can take a handson-approach. They can decide to manage the projects and
data themselves.
Secondly, they cut costs by leveraging translation memory
to the maximum, and this is live across the whole supply
chain. More savings come from management automation. For
example, project managers no longer have to email localization
kits to their translators and provide access. Because there are
no file transfers, jobs travel from the buyer through multilanguage vendors’ and single-language vendors’ accounts to
the translators instantly, in one click. The speed of a job turnaround increases immensely.

...or have vendors do the work, but stay in control

Localization directors with smaller in-house teams can delegate project management work to vendors, but stay in control
of their data. In this scenario the LSP manages and automates
the process, while the enterprise localization specialist logs in to
check the current progress, and to review the terminology. The
big advantage for the buyer is that they retain the up-to-date
and organized memories throughout the contract with the LSP
and beyond.
Both hands-on and delegation options solve problems in
multiple vendor environments. All data is stored on the buyer’s
side, and all vendors use it in equal measure.
Established localization services such as Citroën Scandinavia
(see the following case study) have switched to Memsource
from legacy tools. Newer companies, immediately seeing the time and financial saving of a cloud system, have
bypassed legacy tools and have opted to directly engage
with cloud systems.
sponsored information

SEGA Networks Chooses Memsource
Tetsuya Honda
Lead Localization Planner
SEGA Networks

“Our localization group includes both
in-house and external project managers
and translators, and that’s why we chose
Memsource: to share resources across
the whole team.”

S

EGA Networks started using Memsource in 2014. They subscribed to the Memsource
Enterprise edition to carry out on-going multilanguage projects. SEGA’s primary benefit was to establish a reliable workplace that both their in-house and external translators and project managers could access. Memsource’s availability helps deliver localization
with very short turnaround times. New projects are instantly created from existing source files,
and these are shared across the team. The managers monitor their contractors’ performance in
real time and provide coordination and guidance on the fly.
Company Profile: The SEGA Networks Company, a division of SEGA Corporation, is well
known for iconic video game franchises such as Sonic the Hedgehog, Crazy Taxi and Super
Monkey Ball. SEGA Networks specializes in mobile app games, many of which are free-toplay for smartphones and tablets. Franchise series such as Sonic and Kingdom Conquest are
available in over 150 countries worldwide.

Citroën Connects In-house and Outsourced Teams
Pernille Malling Frederiksen
Head of Translation
Citroën Scandinavia

“Memsouce is a very user-friendly
translation tool with an efficient
and professional support team. I am
convinced that cloud-based systems
are the future.”

C

itroën Scandinavia is responsible for both technical and marketing material for
importing cars. They rely on an in-house translation team and hire external
vendors to manage any extra work. Initially, the in-house and outsourced teams
had two separate sets of translation memories and terminology bases. In 2013 Citroën
Scandinavia switched to Memsource, and since then they have been able to bring every
member of both teams to work on one platform and share all translation resources.
This has helped the company to gain a better leverage on translation memory, cut costs
and turnaround times, and to improve terminology consistency.
Company Profile: Citroën Scandinavia is a subsidiary of the famous French car maker,
and the importer of one of the best-selling car brands in the region. It imports, markets and
services products through an external dealer network in Scandinavia.

37Games manages Game Localization with Memsource
John A. Ekesan
Director of European
Operations at 37Games

“Memsource is good for task management. As a supervisor, I can track in real
time how the translators and project
managers are doing. If needed, I can
quickly edit the content for them online.”

3

7Games began using Memsource in 2013. They are currently using the tool for
three game localization projects, with 13–15 people working on the platform.

Company Profile: 37Games is a brand of Sanqi Interactive Entertainment Technology, an online game publisher specializing in free-to-play browser and mobile games
based in Shanghai, China. According to people.com.cn, 37Games’ website operates over
300 games with monthly revenue in excess of CNY 200 million and over 400 million subscriptions. 37Games has a strong presence in Asia, and is aiming to become a
global brand by extending its reach in both North America and Europe. Gaming services
currently cover mainland China, Hong Kong, Macau, Taiwan, Southeast Asia, North
America, France and Turkey.

Memsource is an online tool to translate and manage translations. It is API-enabled and supports over 40 file formats. It includes translation memory, integrated machine translation and terminology management, in addition to a web-based and desktop
translator’s editor.
Memsource reduces localization costs with translation memory, it improves turnaround times through workflow automation,
and it increases translation quality thanks to real-time terminology sharing. Memsource offers powerful features, it is web-based,
intuitive and very responsive.
More than 50,000 users translate more than 500 million words through Memsource every month. www.memsource.com
www.multilingual.com/whitepapers
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Column

Off the Map			

The death of context

C

Content creators and cocreators working
alongside principal writers, artists and project
managers are keenly aware of the importance
of context when generating content that will be
consumed on a global basis. I think especially
in the cases of localization and culturalization
professionals, context is so critically important
to our work because so much depends on conveying the right information across linguistic
and cultural barriers. Without all the proper
contextual cues and metadata, our jobs become
extremely challenging — if not even impossible
in some cases.

Before I go further into that discussion, I think it would
be useful to better define what I mean by “context.” Many
experts have long discussed the nature of context, especially from a cultural perspective and probably most notable
among them is Edward Hall and his concepts of high and
low context. This refers to the differences in cultures based
on communication styles. High context cultures require
a lot of local linguistic cues that help frame the message,
without which the message can be very difficult to discern.
By contrast, in low context cultures, messages can be communicated without as many cues, thus the message has
the potential for greater understanding outside its original
locale or culture.
Hall’s framework can be helpful in understanding at least
one fundamental difference in how messages are perceived
across a variety of cultures. While he was focused primarily on written and verbal communication, another critically
important aspect is visual communication and what cues
trigger what kind of reaction to the recipient. In culturaliza20
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tion work, many of the issues that arise are related to visual
communication — the perception of a symbol’s placement,
the shape of an icon, the use of a flag, the representation of
a map and so forth.
Most people who work in the content industries have
some awareness of cultural cause and effect, realizing that
an action made in one context can lead to either positive
or negative reactions in another context. Some of these
reactions are quite predictable, while others may seem completely irrational. The way that local consumers will react
to the content has much to do with the context in which
they personally exist, such as their faith, their ethnicity,
their language, their location and so forth. Also consider
the other contexts in which the consumer operates — their
social connections, their economic status, their educational
background, the political environment and so on. Thus there
are a lot of underlying reasons for why people in a specific
culture react to certain content. It’s important to keep this
in mind when thinking about a local culture’s reaction to
content; not everyone is reacting the same way and for the
same reasons.
In a simplified way, we can look at any specific culture
as a combined set of “content assets” that clearly define the
look, feel, sound, taste and general nature of the culture.
Along with those assets come expectations for what will or
will not fit within the norms of that culture. If we think about
culture in this way, it’s often easier to perceive how the content assets of a product might conflict with the expectations
for what fits in the content assets of a specific culture. So if
the product contains a piece of content that doesn’t fit with
Kate Edwards is a geographer and the principal consultant of
Geogrify, a Seattle-based consultancy for culturalization and content
strategy. She is also the executive director of the International Game
Developers Association (IGDA).
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the culture’s expectations or is noticedecrease and fade away, as more and
Here’s a simple case in point.
able enough to shock the consumer of
more people become digital natives
One of the examples I often use in
the product’s intended focus (such as
and more people (assumedly) undermy lectures about culturalization
a word processor, a spreadsheet or a
stand the nature of the context of
involves two images: one of a human
video game), then a potential problem
the information with which they’re
hand in an open palm gesture with
may arise.
interacting. However, what’s been
the fingers splayed outward, and the
Fortunately, most experienced
interesting in recent years has been
other is the Nazi-style swastika as
information consumers know the diftwo emerging trends among conseen during World War II (a rightference between a product’s context
tent consumers: the cross-cultural,
facing swastika at a 45 degree angle
and their own cultural origins. Because
global appropriation of strongly local
in a white circle surrounded by a red
they interact frequently within a varicontextual issues, and an apparent
background). The hand gesture is the
ety of information sources, they are
diminished ability (or desire?) to disGreek moutza, which is locally conless likely to react negatively to a piece
cern contextual cues and origins.
sidered to be as offensive as flipping
of content that might not normally fit
On the first point about appropriathe middle finger in the United States.
with their expectations.
tion, much has been written and studMy point in juxtaposing these images
In the course of performing culturied on the topic as it relates to cultural
is to ask the audience which image is
alization reviews, the awareness of the
anthropology and the transfer of pieces
more context independent (low concontext of a specific content
text); in other words, both
element is absolutely fundaimages are offensive but
Values &
Religion
Language
mental to discerning potential
one of them (the moutza)
Attitudes
risks and opportunities for a
requires more context for
specific market, especially
meaning, while the other is
for anything that is meant
very much self-explanatory
to act as a visual cue. And
— it’s an image that is so
Aesthetics
this applies not only to the
universally identifiable that
Education
CULTURE
context within the product or
regardless of the context, it
web page, but also the context
will be recognized and be a
within the culture into which
potential problem.
the product is being distribDespite using this examTech &
uted. On top of that, there’s
ple for instructional purSocial
Law & Politics
Material Culture
Organizations
the always-critical issue of
poses, I’ve heard more and
discoverability, or how easy
more people express conit is for a consumer to find
cerns that using a swastika
the content element. So culturalization
of culture from one to another. It’s been
in any context, even in education, is
becomes a constant exercise in weighthe case for the course of human hissimply wrong (it doesn’t help when I
ing the potential viability of a prodtory, and we’re only seeing it greatly
explain to them that their reaction is
uct in a target locale on the basis of
accelerate now due to the hyperactually helping reinforce the point
contextual appropriateness. Typically,
compressed space and time distances
I’m trying to make). I’ve seen this
the biggest geopolitical and cultural
enabled by the ever-growing connecparticularly from younger consummistakes I’ve seen in various digital
tivity of individuals to the internet.
ers and students, which makes me
products occur when content intended
While we see more and more people
ponder if there’s a connection with
for specific contextual targets (a lanand cultures empowered by internet
digital natives and their typically
guage, culture or locale) is exposed to
access, we see more previously local
voracious social media consumption.
unintended targets.
contextual cues either purposefully or
As we’ve seen in the past year or so,
The unintended targets, whether an
accidentally adopted by others across
social media has an incredible abilentire market or consumers, are typically
a wide range of locales, and suddenly a
ity to completely negate context and
the people who don’t use information
once-obscure name, gesture or expresfoment emotions purely on the basis
products regularly, who don’t undersion becomes the latest internet meme.
of what one sees in the moment.
stand the content-context relationship
In regard to the second point
While I realize I may sound like
between the information and real world,
about an apparent inability to critian old veteran ranting about the
and who often have a negative prediscally examine context, I admit this is
disruptive youth culture, it’s merely
position toward digital media. While the
somewhat anecdotal in nature, but it’s
expressing a strong and growing
digital-savvy consumer might see somebecome more obvious and I’m hearing
concern that when we lose our abilthing offensive in a product and shrug
more professionals in digital content
ity to discern and appreciate context,
it off, others may become outraged at
reporting similar observations. In short,
we lose our ability to learn, to seek
what they see without taking the time to
with the vast increase in global connecwisdom and to gain perspective from
understand why it’s in the product and
tivity and information consumption,
other people, times and cultures — all
what role it plays.
there seems to be a growing knee-jerk
of which are foundational aspects to
Over time, I’ve always expected
response to anything that may even
our roles in localization and culturalthe unintended audience to slowly
remotely be considered offensive.
ization. M
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Localization Business School

The talent trap

T

There are some cool careers in localization. You
probably aren’t qualified for them — but you
might get the job anyway. Here’s why.

According to Attracting and Developing Talent (ADT), a
LocWorld initiative, many people looking to begin a career in
localization lack the proper training and hard skills needed for
the field, especially in the areas of translation, technology and
business. That’s scary — are these not at the core of localization?
And if the coolest companies on the planet such as Google, Facebook and Apple have trouble attracting the right talent, the rest
of us may be in trouble.
If you want to know how bad the problem is, just place a job
posting on LinkedIn or Indeed for a developer who understands
localization. They don’t seem to exist. Even decent translators are
in short supply. Translation buyers and vendors alike find themselves turning away college graduates who do not even know the
basics of grammar, punctuation or sentence structure.
At fault are not the job candidates themselves, but the very
institutions that educate them. Colleges and universities are
guilty of driving an entire generation into debt and in return
“educating” them for “nothing in particular.” Paypal founder
Peter Thiel summarizes it best in his book Zero to One: “In middle
school, we’re encouraged to start hoarding ‘extracurricular activities.’ In high school, ambitious students compete even harder to
appear omnicompetent. By the time a student gets to college, he
or she has spent a decade curating a bewilderingly diverse résumé
to prepare for a completely unknowable future. Come what may,
he or she is ready — for nothing in particular.”
Colleges and universities call it a “rounded education.” According to Thiel, the students who do specialize “become extremely
skilled at a few specialties, but many never learn what to do with
those skills in the wider world.”
The result: In the United States, 37% of college students are
underemployed and 19.5% are unemployed. In India, one in
three graduates up to the age of 29 is unemployed. In China,
the unemployment rate for college graduates could be close to
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30% — some 2.3 million unemployed from last year’s graduating
cohort alone, according to Joseph Cheng, professor of political
science at City University of Hong Kong.
A recent survey conducted by Intel found that 39% of employers
say a skills shortage is a leading reason for entry-level vacancies.
61% of employers surveyed in India, and 85% in Japan, said talent
shortages prevented them from hiring people with needed skills.
To make matters worse, colleges are sending unprepared or
unqualified students into the work world buried under a mountain of debt from paying for their education. College debt in the
United States trumps mortgages and credit card debt combined.
It’s not only an American problem. While colleges in Sweden
are totally free, 85% of Swedish students graduate with debt,
versus only 50% in the United States. In the United Kingdom,
the government expects the value of outstanding student loans
to reach over £100 billion. And while a college education in Germany is free, Germans pay for it with a total tax wedge of 49.5%
versus 31.5% in the United States, according to the latest report
from Economic Co-operation and Development, OECD. Colleges
do cost money, and someone has to pay for it. For example,
one student in Berlin costs the country, on average, €13,300
($14,600) a year.
Germany’s news magazine Der Spiegel reports that about 21%
of German students suffer from depression, anxiety or psychological strain. About a third of German students drop out of
college as a result.
The question is, where does this leave us in localization? When
students are being betrayed by the institutions that are supposed
to prepare them for the future, where will our new talent come
from? How do we create a future for a new generation within
our companies?

Education in our own hands

Employers in localization need to recognize that a college
degree shouldn’t be the chief entry-level qualification for new
Andrew Lawless is the president and founder of Rockant, which
focuses on localization training and consulting. He is focused on
inspiring and priming localization professionals for success.
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hires. Other criteria can play an additional role or even replace a college
degree completely. Our understanding of
job eligibility needs to evolve in order for
us to look beyond an expensive piece of
paper. We can accomplish this by evaluating applicants not on their degree, but
on the quality of their character.
So, keep an eye out for the best
learners and problem solvers. Look
for good judgment and the ability to
get the job done. Find people who are
most willing to work hard. And equally
important, identify the ones who are
the most likable and pleasant in their
interactions with others. As the Harvard
Business Review states, “Employees who
are smarter, nicer, and more hardworking than their peers will always be in
demand.”
The challenge for employers is how to
do this. There has been much innovation
in talent identification over the past five
years — including the use of algorithms
to translate people’s web and social
media activity into a quantitative estimate of job potential or fit. In the digital
age, LinkedIn endorsements and recommendations — but also comments, photos
and videos posted by colleagues, clients,
friends and family on social media —
often can tell employers more about a
person than a college degree.
Using new tracking and analytic tools,
employers are learning to value adaptability, social and emotional intelligence,
resilience and friendliness, as well as raw
intelligence.
Companies such as Southwest Airlines
demonstrate that hiring for attitude and
training for skills is the right way to go.
College grads have been conned into an
inadequate education, and you will need
to invest the time and effort to fill in the
gaps. If you hire someone who’s willing
to learn, your job will be a lot easier.

Everything is figureoutable

One phrase you hear a lot at our
company is “everything is figureoutable”
(courtesy of Marie Forleo). Ten years
ago, online resources were limited and
students were dependent on a good
library, great teachers and professors.
Today, we can educate ourselves just
www.multilingual.com

as well without them, and often even
better. Google and Bing give us access
to almost all the knowledge we need in
order to teach ourselves new skills. We
will take a self-learner over someone
with a formal degree any day.
Consulting firm Ernst & Young
announced in September 2015 that it
will be removing the degree classification from its entry criteria, saying there
is “no evidence” success at university
correlates with achievement in later life.
There are now “open opportunities for
talented individuals regardless of their
background” in the company.
Gaenor Bagley, board member and
head of people at PricewaterhouseCoopers announced last May that “as
a progressive employer we recognize
that talent and potential presents itself
in different ways and at different stages
in people’s lives. By breaking down
social barriers we will open the door to
thousands of students who may have
previously thought a graduate role with
PricewaterhouseCoopers was out of
reach for them.”
Google does not ask for GPA or
test scores from candidates anymore,
because they don’t correlate with success at the company. Google’s senior
vice president of people operations
Laszlo Bock explains that “Academic
environments are artificial environments. People who succeed there are
sort of finely trained, they’re conditioned to succeed in that environment.”
Of course, statistically, college is still
the surest way of learning advanced
engineering and other skills that get
you a job at Google. But the winds are
changing.
And even the most prestigious
institutions have looked beyond formal
degrees for years. In 1999 the World
Bank headhunted me to become the
head of its translation and interpretation unit. As a college drop-out, I was
the least formally qualified for a job
that required either a PhD or an MBA.
Nonetheless, after shortlisting 84 candidates, and interviewing eight of them
in two-day marathon meetings, they
tweaked the Bank’s HR system to get me
on board. M
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Community Lives 					 Jeannette Stewart

Women in Localization

A

According to “The Athena Factor,” a report
published in the Harvard Business Review in 2008,
women in tech often suffer career stagnation at
the midpoint of their careers, a time when their
male counterparts begin to move up. It is reported
that women who do succeed regularly experience
great difficulty in capitalizing on their success.
Lack of support from senior management in defining a career path, including sponsorship and mentoring, was found to be critical in this failing.

It seems evident that not much has changed and the tech
industries still prove a challenge for well-qualified women to
enjoy employment on equal terms with their male counterparts. The education system admits women as students in technical disciplines and many go on to enjoy considerable success.
However, graduating with a good degree is no guarantee of a
good job with conditions to suit women. Any initiatives that
aim to remedy this imbalance receive favorable publicity, but
these are still inadequate in remedying failures that leave many
female employees disenchanted and unfulfilled in their careers.
The struggle of women in tech, it is clear, goes on. Will it ever
change? In fact, there are signs that it is changing. A number
of organizations have been founded within the past couple of
decades with the aim of enabling women to compete fairly
in engineering, computing, IT and similar industries. Localization is no exception, with women, until recently, mostly having
linguistic and support roles. However, this is rapidly evolving and
an organization that is spearheading the promotion of women’s
successful careers is Women in Localization. Its charter is to
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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promote professional development, networking and continuous education among its rapidly-growing global membership
of well-qualified, ambitious, very capable and highly-motivated female professionals.
The same year that “The Athena Factor” came out, three
team members from VeriSign in the San Francisco Bay Area
were getting together after work and exchanging professional
experiences in the workplace. The three friends were Brazilian
native Silvia Avary-Silveira, a veterinary doctor turned localization expert and currently the web globalization manager
at Juniper Networks; Catalonian native Anna Schlegel, fluent
in six languages and currently senior director of globalization
and information engineering in NetApp; and Eva Klaudinyova,
a foreign language teacher and professional linguist from
Slovakia, now a senior localization manager working for one
of the biggest companies in Silicon Valley. Their friendship
continued even after they moved to different companies, and
during regular dinners they discussed professional problems
and supported each other in every way they could. The idea
to form a network known as the “Northern California Women
in Localization” was a natural next step. Their objective was
to meet other female localization professionals to share ideas,
knowledge and to help one another. They were focused on
being local to ensure face-to-face meetings. Their motto at
the time was “Think big, start small, scale fast.” During the following years, this is exactly what they accomplished.
Their strong friendship began a group that today has more
than 2,000 members and a growing body of chapters around
the world. Their goal is the same regardless of location: to provide their members with opportunities to meet locally; enable
and support each other; and offer as many networking events
as possible.
On a regular basis, Women in Localization organizes local
events in which people in the field are invited to participate
and network. Events can be a presentation on trends from an
industry expert, a discussion on how to advance one’s career,
or understanding the latest globalization tools. Typically,
Women in Localization chooses a sponsor for each event to
editor@multilingual.com
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provide refreshments and potentially
a physical space for the event. The
sponsors are always recognized at the
beginning of each event and some have
repeated sponsorships year after year.
Networking happens before and after
the actual presentation, panel or discussion. Every new participant attending is
greeted and introduced to a few people
by the board members.
Let’s pause to consider how the
traditional discipline of translation has
burgeoned into localization with the aim
of uniting all users with each other in
all markets in a worldwide setting. The
advent of personal computing and its
development of artificial intelligence,
global high-speed networks and mobile
telephony are offering businesses and
individuals unprecedented opportunities to communicate with each other.
Information sharing has become so commonplace and so omnipresent that new
paradigms of personal identity are being
forged. The fact that what is communicated in one language is also enabled in a
different language is thanks to technology and the skills of those who wield its
power. What was essentially a cottage
industry a few decades ago is now a business imperative of colossal magnitude.
With the above in mind, it’s easy to
see how Women In Localization has
grown from its extremely modest beginning to gain increasing momentum as
an organization with an international
presence. Furthermore, it is a mark of
the founders’ success that their original
goal of providing mutual support is
portable across linguistic and cultural
boundaries, empowering women to succeed in business on their own terms.
Over the years the organization has
also managed to attract other successful
women to its board. The board members are reviewed annually and their
commitment has helped the organization move into its growth phase. Each
board member has responsibility to
drive a particular charter and goals
are revised regularly. The compilation
of strong leadership from the board
has accelerated its position and reach.
New ideas and access to more sponsors
and resources have enabled Women in
Localization to reach wider audiences,
increase memberships and create new
chapters around the world.
It has always been a goal of the organization to reach out to other women
www.multilingual.com

and where possible to mentor and advise
them as they tussle their way through
the business minefield. The challenge has
been, however, to maintain the fluidity and informality of simply getting
together while creating an organization that requires standards, regulations and that accommodates diversity.
Consequently, Women in Localization
expanded its membership to include
women across the globe, encouraging
members to meet in local geographies.
Eva Klaudinyova, one of the three
cofounders, clarifies, “The organization’s purpose is to create a strong place
for women to develop their careers in
localization globally. It aims to provide
an open, collaborative forum where
women can share expertise and experience and get help to move forward
in their careers. In the past few years
we have received a lot of interest and
traction outside of the United States
and are now assisting enthusiastic
women around the globe to open and

manage their own Women in Localization chapters.” In 2014, there was an
unprecedented increase in new member
registrations, with 556 women joining.
The first international chapters were
launched, starting with Ireland. Shortly
after, the Pacific Northwest chapter
(including Vancouver, Seattle and Portland) was begun, followed by Germany
and the UK, making a total of four new
chapters in 2014. In 2015, the first Asian
chapter was launched in Japan, to be
followed by Catalonia in September,
and Northeast US and China later in
the year. The goal is still to provide the
members with opportunities to meet
locally and to enable networking and
mutual support through events and
local connections.
Japan is an interesting case in that
given the nature of gender issues in Japan,
women are still far from enjoying equality
with men. Thanks to Women in Localization, the Japanese chapter offers female
linguists the opportunity to exchange
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experiences and to strategize careers more
effectively. It seems the problems Japanese women have experienced are very
similar to those experienced by women
elsewhere.
Whatever the challenges women face
as a group, individual experiences are
particularly instructive in understanding
how Women in Localization is making a
difference to women in the workplace.
Although in the early days mentoring
was performed in an informal way, today
the organization has a program in place
with a long list of prominent and successful women volunteering as mentors.
Anna Schlegel, cofounder, describes
the new mentoring program: “Women
in Localization has been a test-bed for
mentoring since day one. We started
the organization to network, mentor
and encourage others to grow in our
space. Each one of us is a natural mentor, we sit at cafés with newcomers, get
emails from graduates who are looking
for direction. In 2014, we kicked off
a mentoring track that is speeding up
the entry of women into our space. It is
beautiful to see how women of all ages
feel that they can ask anything to fulfill
their empowerment.”
Di Jin describes how she attended
her first Women in Localization event
in September 2014 after losing her job
as a localization project manager. That
event was entitled “Globalization Speed
Mentoring,” and she explains how she
was able to obtain guidance on how she
might best proceed in her search for
new employment. As she relates, “Each
table had one mentor and the ‘mentees’
cycled through the tables and could
ask the experienced mentors questions
relating to the station, or just general
questions.” Meeting Schlegel, who was
running the Globalization Strategies
station, Di picked up tips on relevant
reading material. They also discussed
what Schlegel thought might be “good
decisions in her career,” and she benefited from hearing about Schlegel’s
experiences and the challenges she had
faced in her career.
Taking heart from this meeting, Jin
tackled the difficult task of job hunting.
After many rounds of interviews she was
faced with the enviable, but still stressful, decision between a highly respected
localization vendor and a client-side
program management position at a
leading Bay area technology company.
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Both positions seemed exciting, with
room to grow and both had comparable
pay and benefits. She was torn and was
having a hard time trying to decide. She
decided to reach out to Schlegel and see
if she had any advice that could help.
Schlegel responded by helping Jin organize her thoughts and to draw up a list
of pros and cons for each position. In
the end, Jin decided to step out of her
comfort zone and try something new, so
she chose the client-side. Schlegel was
also able to fill her in with some knowledge about the localization group in
that company and when she discovered
which company it was, according to Jin,
“…she highly recommended it since she
was familiar with the localization leadership there and knew that they were
a well-respected and growing business
unit. And I listened to her.”
Another localization professional
who has been kind enough to share her
experience with Women in Localization is
Sheena Makhecha. She joined Women in
Localization in early 2015 and immediately felt welcomed by all the members
while attending her first event. She
walked away feeling inspired, comfortable and a little more educated about
localization from some incredibly strong
and successful women, which seems to
be rare in Silicon Valley. “I think the one
moment I really felt how incredibly beneficial this organization is to me was when
I attended a mentoring event and heard
a member speak about her experience
of wanting to find time for herself and
her family. As she spoke of being a new
mom and working incredibly long hours
at her job, as this was expected of her,
I immediately related to her since I was
going through a similar experience as a
new mom. At that moment, I thought to
myself, I know here I am understood.”
Makhecha’s story shows the benefits
of sharing our experiences as women
professionals in the workplace and in
our home lives. Discovering how others
manage to combine these quite different spheres of life can be pivotal in
directing younger and less-experienced
women toward fulfillment. What
Women in Localization has done from
its very inception is open lines of communication that might not have been
possible otherwise, except by chance.
Women in Localization is also partnering with other organizations to bring
more opportunities to its members.

Through these new partnerships, they
will be able to offer conference discounts
and extended opportunities for networking. During the LocWorld conferences,
members are able to meet around a
lunch table. With Information Development World, members get a discount to
attend the conference and even if they
do not attend, they can still visit the
event session organized by Women in
Localization. Another great partnership
in development is with GALA, which will
grant members access to free industry
webinars. Moreover, Women in Localization is putting together an entire track
at GALA’s New York conference in 2016.
Members will have a conference discount
and can submit their papers exclusively
to the Women in Localization track.
Cofounder Silvia Avary-Silveira explains,
“Through these new partnerships we are
giving our members the chance to share
their ideas, to leave their comfort zones
and get some industry exposure.”
Some organizations that support women’s rights and empowerment fall into
the trap of the “us against them” mentality. This is far from the case with Women
in Localization. In 2013 the board voted
to allow men to attend events and gatherings while enabling its women members as the organizers, members of panels
and experts on topics. There is no hidden
agenda of promoting women over men
or any other gender inequality. On the
contrary, Women in Localization stresses
the importance of an all-inclusive equal
workplace. As chairwoman Avary-Silveira
emphasizes, “we are a women-focused
and men-inclusive organization.”
The organic growth of Women in
Localization from small, informal gettogethers into a dynamic organization
that is truly helping women across the
globe is praiseworthy indeed. The nucleus
of Women in Localization is still the
founders, but their wish to influence
other women and assist them in forging
their careers is resulting in an association with global influence that is poised
to establish itself with solid credentials.
A talented board is in place, a website
is up and running, funding is being
addressed, membership is accruing and
consideration to give it an appropriate
legal status is underway. The future for
Women in Localization looks auspicious,
for what started as a friendship became
a group, which became an organization
that is now a movement. M
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T

The demand for advanced education is increasing, but is the investment in training and certification programs worth it? Today more than ever
enterprises are spending money on the further
education of their employees to increase their
competitiveness in the market. In 2014 alone,
€33.5 billion was spent on such measures in Germany and over $164 billion in the United States.
This clearly indicates that employee education
is increasingly being regarded as an integral
component and a key driving force of corporate
training and development strategies.

One trend is the increased interest in certifications associated with employee development to ensure that skills, abilities
and knowledge learned through certification programs improve
the productivity and efficiency of the business and meet the
needs of individual career goals. For freelance professionals in
the translation industry, it is a distinction that increases their
marketability to attract clients and open doors to new business
opportunities. But probably most significantly, companies that
invest in translation services look for the highest quality return
possible and will look at certifications as a way to identify and
hire the best translation professionals.

Why certifications are important
for business growth

First, let’s understand why additional training and certification programs are important for translators and language
service providers (LSPs). Most importantly, certificates provide proof of skills and knowledge that helps make translators
and LSPs more marketable. In an extremely competitive environment, translators and LSPs have to constantly compete
for work. Having a certification helps to differentiate them
from others and gives them a leg up against the competition
by becoming more knowledgeable and credible. For example,
sponsored by the Global Translation Institute, The Certified
www.multilingual.com
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Securing a competitive edge
through further education

Translation Professional (CTP) is a leading online training
and certification program for translation professionals to
help advance their careers and business interests resulting
in a greater number of translation projects. The American
Translators Association (ATA) also offers a certification exam
that allows translators to demonstrate that they meet certain
standards of the translation profession.
For LSPs and freelancers, certifications provide a way to
boost résumés with upgraded abilities and diversified skill sets
which gives them a competitive edge in the market. Having
access to deeper knowledge, LSPs become more than just translation providers, they become credible professional sources that
provide specialized knowledge and better services for customers. By knowing their work inside and out, specialists have an
easier time selling services and can potentially charge higher
rates. For example, LSPs that complete the Across certification program for language service providers come away with
increased competence in using the Across Language Server.
Employees also benefit from training opportunities to help
increase self-confidence and secure promotion opportunities
that become available. From a company perspective continuing employee education makes business sense. Having highly
skilled employees helps increase business performance,
improve profitability, develop better customer service and
ultimately provide a competitive advantage in the market.
Incorporating training that develops employees increases job
satisfaction, which improves productivity and retention.

What types of training options are best?

Although additional training renews knowledge and
expands the skills and abilities of individuals who complete the
training, it also involves time and commitment and many times
Tanja Wendling is the head of marketing at Across
Systems. With more than 15 years of industry experience, she has extensive practical knowledge of the
translation market and its participants. Her duties at
Across include marketing and business development
as well as the bundling of network activities.
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is completed while working a full-time
job. Fortunately, there are various forms
of training that can help to increase
capabilities, all with advantages for a
learner to consider in choosing what is
best. The most common options include:
■■Lectures, seminars and courses.
Arguably the most common form of
further education is the conventional
face-to-face teaching method in a
classroom environment. For many
people, this interactive technique is
the best way of learning, as the learning process takes place in a group and
enables exchange and benchmarking
with other participants. This method
allows for immediate help and support
with in-person instructors who can
adapt quickly to the needs of the class
and make the learning experience
engaging for the participants.
■■ eLearning. eLearning stands for
“electronically supported learning” and
is sometimes called online learning.
This is where electronic and/or digital
media is used to communicate, present
and distribute material and content to
learners. This option, which is similar to
distance education, is especially popular
with younger people. The multimedia
capabilities of eLearning differs from
distance learning in that it enables
interactivity, and learning with modern
communication media such as discussion boards, emails and chat.
■■ Distance education. Distance education is a self-study option like eLearning where the teacher and the learners
are entirely or mostly physically separated. With distance learning, there may
not be a specific teacher, but instead a
student will complete work independently and send it in for evaluation and
grading. The advantage for the learner
is the individual, flexible timing.
■■Training on the job. This means
that employees participate in an
additional training within their own
work environment and can use the
tools necessary for their role and have
access to experienced employees. This
can be organized flexibly and enables
the employee to get additional training
for his job at his usual place of work.
One of the biggest advantages to this
method is that the employees are working as they are learning, which can be
more productive and cost effective;
however there is not typically a “certificate” involved for proof of learning.
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In evaluating what method of delivery to choose, it is important to conduct
a needs analysis to determine the purpose of the course, learning goals of the
program, skills of the instructor and the
expectations of the learners. Regardless of the training technique used,
coursework needs to be aligned to the
organization’s strategic goals and what
a learner needs to know on the job.

What to look for in a
certification program

On the downside, further education
can be time-consuming and expensive.
Some programs can come across as too
theoretical, with not enough emphasis
on experience-based content that can
be applied in a business environment.
In addition, some certification programs may be considered “shady” or
“worthless” and have a bad reputation
in the industry.
From an employer standpoint, a
company could assume the cost of
training, pay for the employee training time and still bear the risk that the
employee is merely planning his or her
next career step in another company
instead of using the knowledge in daily
operations.
These things may cause you to
rethink whether or not to make the
investment in a certification program.
Strategic planning becomes critical
in (1) defining which trainings and
certifications are necessary to support
individual improvement goals and corporate strategy as well as (2) properly
choosing and evaluating further trainings or certification options that provide real knowledge and qualification.
There are many things to consider
when defining and evaluating training
options. Here are some questions that
will help in identifying the best trainings and certifications:
■■Is the training offered by a
renowned provider?
■■Are references offered?
■■Is the lecturer/trainer known and
experienced?
■■ Are the goals of the training measure defined precisely enough to enable
the result to be reviewed later on?
■■Are
the seminar contents
described in detail?
■■Is the planned duration of the
event reasonable under consideration
of the material to be conveyed?

■■Is the planned number of participants reasonable under consideration
of the seminar contents and methods?
■■Is the participation subject to
certain conditions (skills, experience,
function in the company)?
■■Will a certificate of participation
or examination be provided?
■■Which additional benefits (such
as logo) will be provided?

Evaluating success

One of the best ways to measure the
effectiveness of training is to understand how behavior is influenced. This
involves evaluating how quickly and
effectively the transfer of acquired
training knowledge can be applied
to daily work, resulting in improved
performance. However, if there is no
post-processing of training, then content learned can be easily forgotten.
Also, many times, learners feel they
don’t have time to implement their
newly acquired skills. To circumvent
these types of situations, learners need
to take training seriously, fully concentrate on the material and be clear
about how to fit this new expertise
into their work day. To be successful,
they need to establish an action plan
for implementation and be able to
make a real time connection between
the coursework and the workplace.
There is also the danger that
the training will lack relevance. To
counteract this situation, a training
program should be evaluated based
on what will actually be provided and
the expected results. Talking to others
who have taken a particular training
or reading reviews can help you learn
firsthand from others’ experiences
what results have been achieved with
a particular training provider and
whether or not this training will suit
your needs.
Ultimately, measuring if the return
on your training investment is “worth
it” can be determined by whether or
not real value is achieved. Real value
comes down to whether or not the
training is useful, increases proficiencies and is able to be applied on the
job. It is also attained by promoting
good employees and ensuring they
stay with your company for a long
time. The value of a certification can
also increase your brand image, leading to more customers.
editor@multilingual.com

How to supercharge
your marketing efforts

You are now a bona fide specialist
with more in-depth knowledge. Now
that you are on the forefront of industry knowledge and will be in greater
demand and can command higher fees,
it is time to market your new expert
status to get more customers.
Marketing is a great way to gain
visibility with your prospects and grow
your business and there are several
ways you can leverage your certificate
to accomplish this. Forbes magazine
classified “transparency" as the most
important marketing tool of 2015;
however, very few brands are taking advantage of this. Consumers are
demanding credible service providers
and will feel more comfortable buying
services and are more likely to become
long-standing customers when they
buy from those professionals and companies they deem to be credible.
Remember, the translation business
is very competitive and the best way
to stand out from competitors and to
create a memorable impression with
prospects and customers is to have a
well-constructed marketing strategy.
Since many customers will check how
competent a freelancer or company is
in a particular subject area, a marketing
campaign that communicates your certification can help provide this “proof”
of expertise, make your knowledge
transparent for your customers and
increase customer trust and security.
There are many ways translators
and companies can use certificates as a
marketing instrument. To do this effectively, you need to be able to describe
the value your additional training provides to your target market. A quick
review of basic economics can help.
Understanding the diffeence in your
industry between a want versus a need
will help you create a marketing message that will resonate with your target
market.
A need is something you have to
have, like water. You need it to survive.
A want is something you would like to
have, such as wine; wine is not necessary to live. So the trick here is to clearly
articulate what benefits you are providing to your target market. What does
your target market “have to have”? In
the translation industry that could be
quality, efficiency and reliability, among
www.multilingual.com
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other things. How does your additional
training help with this?
Once you have established your
unique value proposition, you can then
determine the best way to communicate
your message. The following are various
creative marketing techniques you can
use to help differentiate yourself and
your company from your competitors.
■■ Include credentials on your website.
In today’s world, the first place people
will look to find out additional information about your business is via your website, so take advantage of this chance to
share this information with your website
visitors and include certificate designations and logos on your website. You can
also provide links to the training provider
to give interested persons detailed information about the expertise you acquired
through this additional education.
■■ Update your email signature.
Don’t miss the opportunity to add your
certificate credentials on your email
signature. This is a great way to reinforce your expertise with everyone you
correspond with via email.
■■ Write a press release. A press
release can help you become easier to
find through search engine optimization
and can be shared on your website and
on social media. To write a powerful press
release, include a brief description of the
training program with the schedule and
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subjects covered, share special features
such as qualification exams and communicate how the customer benefits because
you have this additional expertise.
■■ Blog. In terms of search engine
rankings, blogging is a way for you
to add more content to your site. This
improves organic search visibility and
increases website traffic which in turn
can increase conversion rates. You can
write a blog article to reach your customers or potential new customers. A
blog can share a story about your experience, what you learned and how your
customers benefit. The best part is you
can share your blog on your website as
well as on social media. These stories
can also be used to pitch to the media.
■■ Interact on social media. Social
media is a fantastic way to increase your
exposure to thousands of people very
quickly in many ways. For business purposes, LinkedIn is the best option. With
over 364 million members, LinkedIn is
the most popular business social media
network out there with many ways you
can leverage transparency and demonstrate you are a credible service provider.
First, update all your social media profiles with your certification designation,
then share an update with your connections. You can also participate in group
discussions. This is just a start. There
are a lot of ways to get more involved

on LinkedIn to build relationships and
increase business opportunities.
■■ Update your business cards. Don’t
forget to add your certification on your
business cards. Again, it is another way
to distinguish yourself from competitors.
This is especially useful when you are
in a networking situation. If someone
meets you and others at a networking
event and later refers to your business
card, your certification designation
could help differentiate you from others.
■■ Create powerful profiles on online
search directories. If you are on any
online search directories for freelancers,
like proz.com, you typically have the
option to create a profile. It is imperative that you include any reference to
advanced training and education on
your profile to attract interested parties. People who use these sites to find
freelancers need a way to qualify and
select potential candidates, so use this
as a way to stand apart from your competitors and increase the chances that
you will get contacted.
■■Utilize email marketing. Email
marketing is a great way to communicate with your customers and prospects
quickly and provides you with a way
to build rapport and direct your readers to key content. It doesn’t take much
time to send personalized messages
to your contact database. Plus you
can track the response rate and user
engagement. Use this cost-effective
tool to keep your business top-of-mind
by sharing relevant information, such
as the ways you can add additional
value through your new designation.
Marketing gives your business a
way to communicate with your prospects, share your voice and personality,
build up trust and increase your brand
visibility. The results of successful marketing include increased customer and
prospect trust, more inquiries, website
visits and business opportunities.
Advanced learning enables learners
to acquire new skills and knowledge that
can be applied on the job to add value
for employers and customers. For LSPs
and freelancers, certification programs
provide a great way to provide evidence
of expert knowledge and can increase
credibility in the market. The biggest
advantage to continuing education is
the ability to become more marketable,
stay ahead of competitors, keep existing
customers and attract new prospects. M
editor@multilingual.com
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Academia expectations
versus industry reality
Oleksandr Bondarenko

I

I’ve always really been into the translation.
The benefit of being both a lecturer in translation and a manager in a translation agency is
that you’re always seesawing. With a bit of luck,
it’s either amusing or useful; if you’re really a
success, it’s both.

My “seesaw” experience — 17 years in the translation
business and lecturing at a local university at the same time
— made me strongly doubt the professional competence of
translation department graduates.
Our corporate email is constantly swamped with resumes,
as is the case with every company similar to ours, I suppose.
The conversation starts and those who have just successfully
graduated from the university start discussing salary, social
safety net and so on, with their “spick and span” resumes and
strong belief in their unapproachable proficiency. Yet when it
gets down to the first basic translation test, a brilliant student
with a perfect master’s diploma can turn out to be a loser.
I always intuitively felt that something was wrong with
translator training. My 15 years of scientific experience in
the translation and contrastive studies field led to the scientific approbation of my vague suspicion. So, to conduct
research I preferred to leave the talking to the experts: 48
university translation teachers from 21 universities and 117
translation industry representatives, including 49 translation
company representatives from 35 companies and 68 experienced freelancers. Practically all university representatives
and the majority of industry experts were from Ukraine.
Not to reinvent the wheel, the mentioned colleagues
were asked to fill in a questionnaire. The principal and most
interesting challenge was to invite both parties to the conversation. Both did their best: academicians maintaining the
behavior of a know-all, and industry representatives seeking
a professional equivalent to the issues under the question.
Both parties were asked to evaluate each of the 43 inveswww.multilingual.com

Figure 1: Experience and qualification, personal qualities
estimated highly by academia (as compared to industry).

tigated competencies, ranking their professional relevance
from 1 (least important) to 5 (most important). Further in the
article we will deal only with those out of the 43 questioned
competencies that were ranked high at least by one of the
parties and trace how the “opposite” party ranked the same
highly evaluated competence. Usually the results of the very

Oleksandr Bondarenko is CEO of Translatel Ltd.
and an associate professor at a translation
department of Kirovohrad Volodymyr
Vynnychenko State University in Ukraine.

December 2015 MultiLingual

| 31

Industry Focus

Figure 2: Experience and qualification, personal qualities estimated
highly by industry (as compared to academia).

same competence evaluation by the
other party proved to be totally different: highly evaluated competencies
of one group of respondents were most
often disapproved (or at least ranked
not as high) by the other group.
The idea of the questionnaire was
partially based on the European Master in Translation (EMT) list of competencies for professional translators. It
should be noted nevertheless that the
whole competence system was thoroughly reconsidered. The EMT list of
competencies is presented in a form of
taxonomy that works perfectly if you
see the translator as an ideal concept.
My system of competencies was supposed to be more industry-oriented,
replicating the real process of translation with all the stages involved.
Moreover, I couldn’t help but make
a curtsey to the post-Soviet tradition
of linguistic education. The Ukrainian
and Russian linguistic education level
is fairly high, so graduates have practically zero problem with lexicological,
stylistic and grammatical theoretical
background — at least it is sufficient
to back up the reviewers’ knocks. At
the same time some concepts are an
absolute terra incognita for university
teachers (concerning technological
competence issues in particular) and
so should be adapted. I singled out 43
competencies that were grouped into
three major categories: experience and
qualifications, linguistic competencies (including translation and editorial competence) and technological
competence.
Two groups of respondents from
the translation industry and academia
representatives were asked the same
question about the three sets of competencies, regarding “Which of the below
mentioned competencies a modern
translator should possess.” They were
asked to rate each of the competencies from 1 to 5, where 1 is the least
important competence and 5 is the most
important one.

Experience and qualification,
personal qualities

Figure 3: Linguistic competencies estimated highly by academia (as compared to the
translation industry). A. Ability to compile glossaries and termbases. B. Ability of
pre-machine translation (MT) text editing for more effective MT results. C. Ability to
edit poor quality source text (optional service). D. Ability to compile style guides.
E. Ability to translate from a second language. F. Ability to perform a summary
translation. G. Ability to customize the text (adaptation, transcreation).
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The first set of competencies drew
knee-jerk answers out of academicians
in their pitching of the diploma’s significance. The diploma itself is regarded
by scholars as a performance bond, so
the results are somewhat predictable.
editor@multilingual.com
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Figure 4: Linguistic competencies are estimated highly by
the translation industry (as compared to academia)

their graduates should have the competencies shown in Figure 3.
As it turned out, potential employers
are more modest in their requirements.
According to them, all that is really
needed to be a professional translator is
shown in Figure 4.
The most obvious gap between
respondents' evaluation was the technological set of competencies. Diagram
5 proves that academicians strongly
believe that the translator's professional
life will make no sense without certain
competencies.
The unexpectedly high rating for
the most tech-consuming competencies completely slackjawed me. Putting
two and two together, a suspicion crept
into my mind about the psychological
reasons for this. Teachers are teachers
— sometimes preferring to be on the
conservative side, sometimes trying to
be on the high horse in every possible
situation. Their purely speculative rating of competencies clashes with a
relatively modest evaluation of the
same competencies by industry representatives. According to them (see
Figure 6), to be a success a translator must possess specific tech-related
competencies. That’s all that is appreciated and is paid for.
In the long run, my subjective belief
that translators are not trained properly
was proven quite obviously by the
results of the questionnaire’s answers.
The two groups of respondents believed
completely different competencies were
important for the modern translator.
The results lead to many conclusions.
One of the main ones is that academia
does not train translators the way that
their future employers require.

The way forward

Figure 5: Technological competencies estimated highly
by academia (as compared to the translation industry).

Figure 1 shows lecturers’ reactions compared to that of industry
representatives. So why is it that companies haven’t been able to appreciate
diploma status in the same way that
academia has? Obviously this is due
to the importance of job-related
experience, at least in some particular
areas.
www.multilingual.com

As seen from Figure 2, academia
doesn’t really value the competencies
highly estimated by the industry.

Linguistic and
technical competencies

As for the second set of questions
concerning linguistic competencies, the
university representatives claimed that

One way forward is to be aware of
the gap, the imbalance between the
theory studied and ongoing information from real professional life. The
academia-industry team play is one of
the most fruitful ways to adjust training process to industry demands. The
concrete ways out are round tables,
master classes of industry gurus and
many other proven activities. Besides
this, academicians may (and should) be
invited to translation companies for a
taste of true field experience, up to fully
carrying out a translation project from
start to end.
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stage we conduct them to the
coffeemaker and clear some
place for the coffee mugs
they’ve been invited to bring
in from home, and these
mugs join the collection of
mugs brought in by the rest
of the staff. There’s usually a
group of four to six students
led by a mentor — not a wet
nurse but rather a sensei. The
baptism may take a couple of
days, considering the huge
Britannica-sized
process
description in our company.
Step 2: Dissecting longterm projects. At this stage
necessary translation tools
are taught or adjusted to the
concrete demands with style
guides provided simultaneously. Given that translation
Figure 6: Technological competencies estimated highly
tools
are taught in Ukraine
by industry (as compared to academia).
sporadically, this stage requires
much effort. Long-term projLanguage companies should also
ects are taken on deliberately. The interns
consider a supervised student internship.
are fully immersed into the domain and
Our company internship program has
try it round and round. Passing the stages
been in the works for six years and
may not only show pure translation or
the whole seven-step methodology has
technological progress, but learning
proved to be a success.
capability and motivation. After havStep 1: The interns dive into coming studied the issues, the interns are
pany policies and standards, producrequired to pass a test on comprehension
tion profile and their duties. At this
and translation tools proficiency.

ISO17100 Certified by LICS
ISO 9001:2008 Certified by CERMET
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Step 3: The newbies are required to
study already translated projects (5,0006,000 words) and then bombard the mentor with questions. The silly questions are
welcomed as well.
Step 4: The interns are required to
execute a piece of work that we call
“translation with a key.” The “keys”
are usually real, “hot” works done
successfully and approved by clients.
The freshman is given the key to do
a self-check after finishing the task.
We deliberately don’t check this activity ourselves, in order to release some
potential tension.
Step 5: Completed translation
jobs are checked. Usually the interns
retranslate projects that have been
done by our professionals and the
mentor compares two variants in special programs and analyzes mistakes.
All results are saved for us to trace the
dynamics of this.
Step 6: Each week the interns are
invited to a rendezvous with a mentor
and proofreaders to dissect their translation work. Scary? Yes! Effective?
Definitely.
Step 7: Do you remember the mugs
from Step 1? On completion of internship, 30-40% of the interns are hired on,
and their mugs remain in the kitchen.
Some remarks on the internship
program as a takeaway — I’m lecturing
and choosing interns myself, so I definitely have an edge, and obviously the
happy mugs quantity may be bigger in
our company than average, I suppose.
Despite the fact that the process of
internship is rather time- and effortconsuming, it’s no-charge. My interns
are not bound to continue cooperation
after their internship, the projects they
work at are already “passed” to the client and paid for — so they are not condemned to the galleys. So what’s the
point? A pragmatic one, I suppose: to
tickle the inner mentor in all of us and,
truth be told, to find proper people for
a proper place.
To sum it up, so far my initial
subjective suspicions concerning the
substantial gap between industry and
academia were experimentally proved.
Solutions to the problem exist and
some of them have been described
above in the article. The key success
factor as I see it is a team play of two
main stakeholders — academia and
industry. M
editor@multilingual.com
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T

There is an often-held misconception that
studying languages at higher education is only
available to the privileged few and leads to limited
career opportunities. It is true that many education providers in the United Kingdom, especially
those located in more rural areas of the country,
face the challenge of encouraging young people
to pursue languages after the age of 16.

However, it’s not just the responsibility of these education
providers to encourage language learning among young
people; language service providers (LSPs) can also play their
part. Both parties can work together to raise awareness of
the importance of studying languages; the career opportunities available to language students; and the general impact
that this form of study has on the economy and job market
as a whole.

The current UK language learning landscape

Learning a foreign language can be tough. For some
children, though, it can be more difficult than others, and
for UK children, who only start their learning at age 11, it
can be even more challenging. Combine this with learning
the language for only three years, for a few hours a week,
having your classes so spaced out that you forget what you
learned during the last lesson and never actually getting
to apply your skills — learning languages at school can be
daunting and unappealing, even for the highly capable.
A recent report by the European Commission on “Language competences for employability, mobility and growth"
noted that the percentage of students reaching the level of
“independent user” in the first foreign language varies from
9% in the United Kingdom to 82% in Sweden. We can only
really draw one conclusion from this: when it comes to modwww.multilingual.com
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Educating the United Kingdom's
linguists of tomorrow

ern foreign language learning, the United Kingdom must do
better.
In their latest report, “The state of language learning in
schools in England,” the Centre for British Teachers (CfBT)
Education Trust and the British Council identified four key
issues with learning languages in UK schools.
First, there is a growing tendency for schools to exclude
some students from language learning, with access to such
subjects often being linked to social advantage.
This affects mainly, but not exclusively, students aged
between 11 and 16. The increasing tendency to excuse or
exclude students from language tuition creates a growing
overall impression that schools regard languages as dispensable. Reasons for exclusion are often associated with socioeconomic disadvantage (poor performance, behavioural
issues, feeling overwhelmed, lack of parental support and
resources), and this is creating a widening gap in opportunities to learn modern languages.
Second, underprivileged schools suffer from a lack of
language resources.
While resources in many schools may be slight when it
comes to language teaching, it is the schools in the most
deprived areas of the country that often suffer most. The size
of the school habitually has a part to play in determining the
type of provision. Language learning is not statutory for students below the age of 11; it depends entirely on the school,
so those with a lack of resources will often see language
programs as one of the first to take a hit. Languages are not
high on these schools’ agendas, as they are not seen as a core
Joanne Taylor is head of marketing at Capita
Translation & Interpreting. She has been in the industry
for five years, with previous experience in localization
project management. She holds a degree in marketing
and French from the University of Lancaster, and spent
a year at the ESCP Business School in Paris.
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subject, and this has to change if we
really wish to yield results in this field.
Third, school performance measures
and assessment systems are having a
negative impact on the teaching of
languages.
Too often, schools are being put
under pressure to make difficult
choices with regard to the language
programs they offer. Decisions about
whether language study should be
compulsory, or whether it is even
“appropriate” for certain students,
are being taken not on educational
grounds or with regard to the interests and potential of the students,
but on the need of the school to do
well against accountability measures
and in national performance tables.
Language teaching in schools is very
much exam-driven. Many teachers are
fed up with the format of examinations, which only appear to stifle the
motivation of high-achieving students. Exam board structures tend to
be very narrow; they lack interesting
content and appropriate tasks. This
surely contributes to the fact that
fewer than 10% of school-aged students are going on to do any sort of
language learning after the age of 16.
Neither the examinations themselves,
nor the way their results are used for
school accountability, are currently

working in the interests of improving
language learning in schools.
Fourth, wider societal attitudes are
adversely affecting students’ understanding of the value of languages,
and discouraging students from seeing
a modern language as a serious subject
for study.
A lack of awareness of the value of
languages is commonplace, not only
in schools but throughout the United
Kingdom in general. Influencers such
as careers advisers, the media and
parents have an important role to
play and should help to explain how
knowledge of a language can contribute to success with further studies
and careers. The significance of wider
societal attitudes should not be underestimated, since they have the power
to undermine initiatives and efforts to
encourage young people at all stages
of their education to study a language.
While schools arguably have the
biggest part to play in the study of languages amongst children, they are not
the only influencers. The British Academy, for example, supports and champions excellence in the humanities and
social sciences among UK schools.
In 2011, this institution launched
a four-year program in order to raise
awareness and highlight the importance of languages in study and in the
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workplace. Some schools really took
advantage of this, and created ambitious
projects such as LIFT: Languages: Inspiring Futures Together. Programs such as
this targeted young people aged between
5 and 20 in the hope of raising awareness of the value of languages. The idea
of such projects was to ignite enthusiasm and curiosity about language learning, and to teach an array of students a
variety of useful language skills.

What can the language
services industry do?

In conjunction with educational
institutions and government funded
program, LSPs can reach out to young
people in local schools, before they
choose their course and examination
options, with the intention of promoting languages as a valuable, realistic
and achievable route for all.
Many localization industry leaders
such as those in LocWorld, GALA and
CNGL already have initiatives in place
for recruiting talent into the industry.
They work closely with higher education providers and the wider public to
give students valuable resources and
experiences within the industry, and
support them through their learning,
development and (ultimately) careers.
The language services industry has
the power to influence school-aged
children, and to persuade them of the
power of learning languages. While we
may not be able to change the ways
schools teach languages, what we can
do is encourage students to further
their learning, and to make the most of
resources available to them.
Teaming up on projects such as the
LIFT program can be valuable for both
parties. As part of these programs, LSPs
can (and should) visit local schools and
colleges and get as engaged as possible
with the students. In turn, students can
visit LSPs to gain firsthand experience
on the type of work carried out by
these often large-scale organizations.
It seems that while schools may do
what they can to teach modern languages, what schools often fail to do is
offer their students any insight into the
types of careers available to them after
having studied languages at a higher
level. That’s where we can really help.
Students seem to be greatly unaware
of the language services industry, and
assume that learning languages only
editor@multilingual.com
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opens up narrow doors into teaching or
translating. What we can educate students on is that even if you don’t necessarily use your languages at your place of
work, having a practical knowledge and
understanding of how languages work
is greatly beneficial in our field. We can
influence the routes that students take in
their future, and that should excite us all.
Giving formal presentations and
offering insight is one thing, but we
all know that the best outcomes can
be gained from first-hand experience.
Young people today often suffer from
a chicken-and-egg scenario, whereby
even to start their career path at the
bottom of the ladder, employers are
asking for real-life working experience.
LSPs can offer work experience and
internship placements to help students
get some much needed hands-on experience and exposure to the language
services industry. Internship programs
are mutually beneficial, as LSPs can
build relationships with schools and
their students, enhancing recruitment
opportunities for the future.

Why should we care?

For LSPs, assisting young people
in this way can only be beneficial for
the future of our industry. Not just for
the future of our own organizations,
but for the future of the country and
the economy as a whole. The current
UK language learning landscape has
depressing implications for the country's
chances of competing in an increasingly
internationalized employment market.
Learning a foreign language definitely makes you think about cultural
differences, and the fact that other people are radically different. To be more
aware of otherness is certainly one of
the side effects of learning a foreign
language which is not regarded at the
moment as one of the core aspects of
language learning.
In the British Council’s recent survey
of worldwide companies, it was clear that
those surveyed believed good language
skills improved employability and intercultural fluency. These employers didn't
just value the bare ability to function
in another language, but also felt that
being able to adapt what you're saying
in different ways, having cultural sensitivity and also having an awareness
of your own culture, were critical skills
for anyone who wanted to work outside
www.multilingual.com

their country of origin — all of which
are fostered by learning a language.
But given the many obstacles to students achieving at a foreign language in
the United Kingdom, it's hardly surprising that there's been a dramatic drop off
in the number of students choosing to
continue modern language study after
the age of 16. The ever-decreasing pool
of students keen to develop language
skills now serves the UK poorly when it
comes to deepening our understanding
of other people and societies.
So if it’s not for the future of your
company, do it for the future of your
country or your world.

What’s next for the
study of languages?

At the beginning of this academic
year, the UK Department of Education
made the provision of language teaching compulsory, stating that learning a
foreign language is a liberation from
insularity and provides an opening to
other cultures. A high-quality language
education should foster students’ curiosity and deepen their understanding
of the world. The teaching should
enable pupils to express their ideas and
thoughts in another language and to
understand and respond to its speakers,
both in speech and in writing. It should
also provide opportunities for them to

communicate for practical purposes,
learn new ways of thinking and read
great literature in the original language.
In many other countries, young children don't just do more hours of language learning in the classroom, they
are also taught some of their other core
subjects through the medium of that
language. In some American schools,
for example, children are taught some
subjects half in English and half in Chinese. This type of immersion instantly
improves curriculum content, and
improves the learner’s motivation. It
takes the pressure off striving for perfection in grammar and syntax, and
allows students to enjoy their growing
ability to understand and communicate.
It is also a shame how at present, in
a country that has attracted migrants
from across the world, bilingual children are not given the maximum
opportunity to learn languages, and no
plan has been put in place by schools
or by the government for how these
languages could be shared in the classroom. This means that in two or three
generations, children with migrant
heritage grow up to be monolingual,
or only conversationally functional in
the language spoken by their parents or
grandparents. LSPs could greatly benefit from more provisions, resources and
talent in these often rare languages. M
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The state of post-editing
Isabella Massardo

P

Post-editing of machine translation (MT) is as
old as MT itself and, just like MT, it has been
generating great controversy since its inception. Many professional translators have been
refusing to post-edit MT output because of the
low quality and the inherent defectiveness of
MT engines, while many language service providers (LSPs) cannot figure out the best practices for using and offering MT and post-editing
services. A general misunderstanding of what
post-editing really is and its association with
revision can be considered the common denominator for the problems of both groups.

Academic seal of approval

MT and all its related skills are slowly but surely making
an entrance in university curricula all over the world. One
example is the translation curriculum at Dublin City University (DCU). On April 30 and May 1, 2015, the School for
Applied Language and Intercultural Studies (SALIS) at DCU
hosted the “MT Train the Trainer” workshop, sponsored by
the European Association for Machine Translation (EAMT).
The workshop’s objective was to provide trainers with the
necessary understanding, confidence and skills to teach MT
to professional and would-be translators.

An ECQA-certified terminology manager with 25 years
of experience, Isabella Massardo is product manager
for the TAUS Academy. She holds an MA in Russian
from the University of Parma, Italy.

38

| MultiLingual December 2015

At the beginning of his presentation, one of the speakers, Professor Andy Way, told the participants (among which
were many lecturers from various European universities
belonging to the EAMT network) that one of his main tasks
— and one of the main goals of his course on statistical
machine translation (SMT) — is debunking myths and fighting prejudices about MT. In fact, misunderstandings are still
widespread and deeply rooted in the academic world as well
as in the industry.
Key points of discussion during the workshop were the
skills of a good post-editor, MT evaluation and post-editing
skills to be included in the program. In this respect, the
fundamental question was — and actually still is — whether
post-editing should be taught only to highly skilled translators or to beginners as well.
These questions are still unanswered at large, as it
emerged from the DCU curriculum that Professor Dorothy
Kenny and Sharon O’Brien illustrated. The master’s program
in translation technology at DCU develops over an academic
year of eight months, in two semesters. MT and post-editing
is one of five compulsory modules. Two of the other three
remaining modules are centered on translation practice
and profession; one is centered around terminology and
the last one around translation theory. The curriculum also
offers optional modules such as localization and corpora
linguistics.
The DCU program is focused on a general background
knowledge of various MT-related topics, from the difference between rule-based machine translation and SMT to
quality evaluation and post-editing. In lab sessions, students
are guided through the building of an SMT engine, starting
with the selection of source texts and evaluation metrics,
the optimization of source texts and translation processes,
the improvement of the engine, and ending with the evaluation of the raw output. In brief, the DCU curriculum offers a
good beginning and a promise of a brilliant academic future
editor@multilingual.com

for MT and post-editing. However, one
question comes to mind: is the profile
of future post-editors really looking so
complicated?
Dublin is once again at the forefront in implementing translation
technology in academic curricula. But
other universities are now following
the DCU’s example and are working to
include an optional course on machine
translation and post-editing. Even the
conservative Italian academic world is
lining up to join the cause. Both the
University of Bologna and the UNINT
(Università degli studi Internazionali)
in Rome, for instance, have begun a
similar course on MT and post-editing
for the 2015/2016 school year. At first
glance, the programs seem to be of a
very theoretical nature. Also, browsing
through the curriculum and reference
material one cannot fail to notice two
issues: the most recent recommended
articles date back to 2012 and there
are no references to post-editing issues
in various languages. In the course
description of UNINT there is mention
of lab assignments in only one language combination (English into Italian). In any case, it will be interesting
to see how these curricula evolve.
During DCU’s “MT Train the Trainer”
workshop, two main weak spots were
eventually identified: the still evolving
nature of post-editing and the lack of
shared methodologies for an efficient
post-editing process.

and, secondly, because it aims to establish principles and requirements for a
discipline that is still very much fluid,
and that seems to be going toward a
completely different direction.
For example, the draft in question
defines post-editing as revision of a
machine-translated text (see 2.1.4 of the

document), which clearly goes against
the nature of post-editing itself as a process/skill set inherently different from
translation and, therefore, revision.
The goals and scope of MT are
different from those of human translation, and the same applies to postediting and revision. It is therefore

Your connection to translation and
localization companies
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next generation training.

www.xtm-intl.com

Handle complex translation projects
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The ISO/DIS 18587 standard

Shared methodologies and standards
are important because they define the
building blocks of common protocols
to be adopted by all. Standards are not
compulsory — we don’t have to adhere
to them, but they are meant to make
life easier. Think of electric plugs and
how the differences and similarities
between them affect us.
After 70 years, post-editing is still
very much an evolving skill and, therefore, a standard could be premature,
unless it is meant to be more regulatory and directing than it is meant to
be normalizing.
Unfortunately, the long-awaited ISO
standard on post-editing (still in draft,
now at close-of-voting stage) represents a step away from reality, first of
all because there was no direct contribution from translation practitioners
www.multilingual.com
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Post-editing in CAT
are done by combining a translation
pointless to keep comparing these four
memory with an MT engine. Whether
different areas. The definition offered
tool environments
In recent years, MT has become
this is enough to claim that post-editing
by TAUS in its 2010 report on postone of the functionalities available to
is overtaking conventional translation
editing (“the process of improving a
computer-aided translation (CAT) tool
remains to be seen. It would be intermachine-generated translation with a
users, first through general engines
esting to compare Memsource data with
minimum of manual labor”) allows for
such as Google Translate and Microsoft
those from other CAT tool providers.
a more precise distinction between two
Translator and then with APIs for other
Another good point made in the
different activities.
commercial engines. All main CAT tools
aforementioned blog post — and one
The preproduction and producnowadays have plug-ins to MT engines
that the ISO/DIS 18587 ignored — is the
tion section 3 of ISO’s standard draft
offered by the main technology providevolution of post-editing from convenlists a long series of tasks without
ers of our industry. This might be one
tional to interactive. Conventional postany clear methodological indication
good explanation of the sudden popuediting was born with MT and happens
on how to proceed, and, in a way, it
larity of post-editing, although some
when the raw output is sent to the postincludes some of the tasks belongeditor “as is,” while interacing to the more traditional
tive post-editing is enabled
translation process (such
by integration with other CAT
as terminology check and
"Shared methodologies and standards
tool functionalities, and it
format control).
allows users to leverage fuzzy
The confusion in the
are important because they define the
matches and MT suggestions
ISO standard continues in
building blocks of common protocols
for a higher productivity.
Section 4.1 with the list of
SDL was the first of CAT
translation skills presented
to be adopted by all."
tool providers to catch on
as necessary competences.
to the changing nature of
Translation competence is
post-editing. The SDL online
the first thing that springs
practitioners are not ready to admit to
post-editing course is available as part
out, together with the “linguistic and
having been charmed by the productivof the company’s certification program
textual competence in the source
ity offered by an MT engine.
and offered free to SDL Trados license
language and the target language,”
In a blog post published on August
holders. It focuses mainly on the three
which leaves no room for monolin18, 2015, Memsource makes a bold
statistical engine types used at SDL
gual post-editing done by subject
statement by declaring that post(baseline, vertical and customization)
matter experts.
editing might be going mainstream.
and, more specifically, on the BeGlobal
In short, the standard draft on
Based on the data collected within
technology, with recommendations
post-editing is too little, too soon. The
the Memsource community, over 50%
on how to best use SDL Trados for an
risk of such an early normalization
of all the translations from English to
efficient automatic and manual postis that it could very quickly become
Spanish and from English to German
editing. M
outdated.
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Çağdaş Acar

Industry Focus

Redefining translation courses
with cloud-based technologies

T

The word innovation is catchy, but it does not
happen overnight. While university students
badly need practical experience worldwide, lecturers are overloaded with academic research
and administrative tasks. Language service providers (LSPs), on the other hand, are constantly
searching for employees who are already familiar with translation tools and experienced in
translation projects. While technology vendors
tend to prioritize functionalities to make their
software more capable, technology evangelists
can work to bridge the gaps between the two.
Technology evangelists can offer internships for
students, network with academicians and talk
to technology vendors with the right language.
They also possess the experience LSPs require in
the field. The question here is how to innovate
courses on translation technologies, bringing
all parties together to exchange know-how.
Community engagement

Our company, an Istanbul-based LSP, had been visiting
universities and offering internships for almost a decade.
We developed and used our own translation management
system (TMS) for years, but after a while came to a dead end.
Various computer-assisted tools were part of our everyday
life, but there were often issues with managing traditional
desktop-based solutions. In 2010, we started looking for a
professional TMS. My main responsibility back then in the
company was to compare available tools, migrate our data
and train in-house staff. Management got a lot more (up
to 50%) efficient from the moment of the switch onward.
www.multilingual.com

Figure 1: Istanbul Arel University translation class.
In 2012 we met the cloud technology vendor XTM International and switched to their platform. Integration with other
tools was my major focus for at least half a year. In 2013,
we white-labeled XTM’s product as Nubuto Cloud in Turkey
and started marketing it. Our team visited 15 universities in
five cities.
The real opportunity in Turkey is that the stakeholders
of the translation industry have been actively searching
for novel collaborations. LSPs, translation associations,
universities and student clubs are willing to come together,
address common issues, exchange information and establish
partnerships. Both Translation Interpreting Association Turkey (www.ceviridernegi.org) and Association of Translation
Companies (www.cid.org.tr) organize university meetings
Çağdaş Acar manages cloud technologies at
Dragoman Ltd., and lectures part time at Istanbul
Arel University. He has a bachelor’s degree in translation studies at Bogazici University and a master’s in
Western literature at the Catholic University of Leuven.
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bringing different LSP representatives
together and covering topics such as
translation technologies, technical
translation and project management.
Moreover, both student clubs and
university departments are actively
involved in inviting new representatives into classrooms. We even had
the occasion in which a student club
requested training on Nubuto Cloud,
coming to our office in two small
groups. Professors were also contacting LSP owners to look into the possibility of long-term partnerships.
Following our visit to Istanbul Arel
University in Fall 2013, the head of
the department, Senem Öner, kindly
invited us to their course in the upcoming semester titled “Translation Profession: Contemporary Practices II" that
was the beginning of our pilot project.
There was already a lecturer assigned
to this course, and our team was there
to define a real project — localization
of two Nubuto Cloud manuals. While
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around 25 students were enrolled to
this course, 15 others volunteered and
regularly attended classes (Figure 1).
Volunteers were assigned to a smaller
project (a 15-page “Getting Started”
manual) while the bigger group was
to localize a 45-page advanced (albeit
summarized) manual. Students were
given real responsibilities, and not all
of them were working on translations.
They volunteered as project managers,
terms experts, translators, correctors,
reviewers and desktop publishing specialists within this project. We wanted
to convey the message that being a
translator is only one of the options
available in the translation industry,
and translation means a wide array of
tasks squeezed into one simple word
by customers. During this pilot project
we were guest-lecturing in the class
every other week for discussions and
progress monitoring; both the lecturer
and the head of the department were
supervising all groups of students the
other weeks.
The university had a clear idea of
long-term achievements. Referring
directly to Luigi Muzii’s article “A
Three-Legged Table” in MultiLingual in
December 2013, they wanted to incorporate the translation industry’s knowhow into translation classes. It had to
be project-based, including real tasks
for students and introducing real issues
for them to deal with. The presence of
industry representatives provided the
department with a real project and
enabled direct contact with a so-called
client (in this case, it was us) to discuss
translation decisions — the extent of
which was to localize basic terms and
abbreviations. The result was impressive both because of the size of the
volunteer group and the resulting success of the project. Unlike individual
assignments,
students
undertook
responsibility for the whole project and
submitted the manual on time (before
the end of the semester) and in full.
Certain students stepped forward to
assume greater tasks such as the full
review of the terminology or the text
itself. After creating an online blog,
one student coordinator was sharing
the news on weekly assignments and
project progress with her peers.
GALA has been addressing the
issue of “talent gap” for quite a while.
This does not mean that universities

are unable to provide students with
relevant skills. It simply calls for a
new collaborative environment in
which stakeholders of the industry
join together. And, indeed, LSPs,
technology providers and integrators
should help bridge the gap between
students’ fundamental knowledge and
the industry’s fast-growing need for
new skills. Internships are definitely
a good way to acquaint students with
the required knowledge and skills for
the industry. Additionally, students
can always register for eLearning
courses to join virtual classes and
close existing gaps on their own. Our
approach, however, was to take things
a step further and be prepared to meet
students in a translation class to work
on real projects using actual cloud
software.
Being in the cloud was definitely of
great help, as it powered up accessibility and usability. We were well aware
of similar practices worldwide. Among
others, University College London and
Middlebury Institue of International
Studies at Monterey provide courses
based on cloud solutions. This was
the exact message that we wanted to
convey to our students: what you see
here is part of a global and innovative education model. Once this pilot
project was a success, the department
offered me a part-time position from
the next semester onward, and the
faculty and the dean himself joined
our classes during the pilot project.
GALA kindly sent letters of thanks
to the students who had shown outstanding performance.

Case study from Turkey

The next semester, I was assigned
to the class “Translation Profession:
Contemporary Practices I." At least two
major tasks were lying ahead of me.
The first one was to start procedures
for software acquisition. The idea was
to redefine the translation course, so
we tried to opt for cloud solutions.
XTM International helped us offer
Nubuto Cloud for greatly reduced
fees, and it is our main platform in
translation classes now. We decided
that one license for ABBYY Aligner
2.0 would suffice for our purposes just
to give students an idea of this process. Poland-based TMS XTRF kindly
accepted our request for a special oneeditor@multilingual.com

Figure 2: Both the lecturer and the students
can display changes in the cloud-based tool.
license installation. The second task
was to prepare a detailed syllabus that
would incorporate these tools into
weekly tasks. Routledge Encyclopedia
of Translation Studies and MultiLingual magazine were chosen as the
two main textual resources, and they
helped me design my syllabus.
Part of this class was dedicated
to readings and discussion. Once a
month we had guest speakers in class
covering topics such as localization,
machine translation and the best practices for translation into English. To
avoid dummy examples to train students on how to use translation tools,
we worked on different text types to
simultaneously improve translation
skills. Starting translation in class,
students were able to continue their
work outside of class hours and complete their tasks using any device.
What was originally designed as a
project management dashboard and
freelancer’s inbox by technology vendors turned into a lecturer’s assignment tracking panel and students’ list
of weekly translation assignments.
We did use certain workarounds so
that the software served our purposes,
but speaking IT people’s language in
sending our requests enabled faster
solutions. Previous experience in
gathering user feedback and preparing
software improvement suggestions
was of much help — an advantage
of assuming an in-between position
between users and developers.
The architecture we have is a core
module for lecturers and student coordinators, and all students within the
department connect to this module as
freelance subcontractors (Figure 2).
Creating subcontractor accounts meant
www.multilingual.com

additional manual work, but it allowed
us to offer individual platforms to students during their four-year program.
In other words, their subscription is
not limited with the assignments given
by lecturers; they are free to test the
software themselves and work on their
own translation works. This is for
non-commercial purposes, and gives
certain prestige to both university and
the technology provider as the former can offer a professional software
license for all students and the latter
can acquaint young users with their
product in an earlier stage.
In addition to testing and analyzing
various cloud computer-aided translation (CAT) solutions, we regularly
worked on translation assignments
using the cloud. A different text type
was sent to students in or after classes.
To let students work on the same
texts and to avoid what is normally
the biggest benefit of CAT tools and
translation memory matches, students
were to create projects and assign
themselves as translators and me as
their editor, thus acquiring experience
as a junior project manager. Completing their translation assignments, they
were to finish their tasks within the
software and send the file to the next
step, thus acquiring experience as a
freelance translator.
Designing weekly translation assignments in training people how to use
software, I ask my students to add comments to the system for the editor’s (my)
attention, download their file statistics
and send them to me, take a screenshot of
the quality assurance flags displayed on
their page as they deliberately or inadvertently make a typo. Working on this
platform helped in that no one lost any
43
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data due to any system failure, as cloud
software saves progress automatically.
Students received notifications about
approaching deadlines, and I received
notifications as students finished their
translation task. What I personally liked
in this approach was that no paper was
wasted and I did not risk losing any
paper submissions as assignments piled
up. Following my corrections, students
can display corrector changes in an
HTML file and download this feedback
form. This year’s major innovation
will be using advanced language quality assurance. Apart from correcting
translations, I will be categorically
marking so-called errors and evaluating assignments automatically using
the quality assurance calculation system. The system is fully customizable
and allows administrators to redefine
issue types and assign a weight for
each issue — minor, major or critical.
Combined with weight and compared
to total word count of file, issues have
correspondent penalty rates.

Using the cloud

There are three main benefits of creating a cloud-based translation course.
First, students are not limited by
class hours. Cloud-based tools work
on web browsers, which means that no
installation is required. Put the right
URL in your browser, use your login
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information and all your data is there.
Students can access their assignments
anytime and anywhere — on smartphones, tablet devices, laptops and PCs.
Secondly, all students can be given
licenses instantaneously. As most
cloud solutions only count “concurrent” users, you can basically create
an unlimited number of users in your
account. Even if you have only 20
licenses, you can simply allow all the
students within your department to
use your system. This way, you can
redefine your curriculum, widening
the scope of your course. You can also
translate off-site (students will still be
working on your central system) and
discuss issues and challenges in class.
Thirdly, lecturers become editors
within a workflow. You can design
your own workflow. A student can
choose the lecturer as the editor of
a given assignment. The lecturer can
alternatively reject a task to ask for
thorough revision. A student coordinator can also be assigned as the project
manager, monitor peers’ progress and
report to the lecturer. As technology
providers keep designing new features
almost quarterly (especially those on
the cloud), an integrator managing the
communication between a university
and a technology provider can keep
lecturers and students up-to-date with
these latest available functions.

As you redefine your translation
class, you can also redefine your
evaluation methods. Segment-based
correction, color-coded corrections
and categorical error marking help
students grasp feedback better. This
method can also eliminate disputes
over evaluation itself.

Benefits of partnerships

It is all about establishing a fruitful
collaboration, bringing a university,
an industry representative (an LSP, a
technology provider or an integrator)
and a lecturer together. Being open
to innovation and taking a courageous step forward are the two key
requirements in any such effort. A
well-framed partnership with healthy
communication will update students’
knowledge; diversify universities’
fields of study; and help technology
providers educate future users.
While cloud solutions boost adaptation processes, an integrator who is
familiar with both technical aspects
of software and everyday problems
of users accelerates the establishment
of innovative partnerships. It is very
important to note that field experts
benefit a lot from universities’ knowledge. During a partnership you have
the opportunity to acquaint yourself
with theories and terminologies valid
in your own field. M
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Driving international
rank with SEO
Charles Whiteman

M

Mere years ago, many marketers and search
engine optimization (SEO) practitioners – in an
effort to win in web search – embraced questionable methods to artificially boost their companies’ search results.

They might have won in the short-term, but users lost, big
time. They suffered through lousy user experiences, wading through link farms, page cloaking, sneaky redirects and
relentlessly repeated keyword phrases to find good content.
Google got wise to these shifty tactics, and has modified its
algorithm again and again to reward ethical content creators
— especially those who make great, authoritative content.
But what does “making great, authoritative content”
really mean? As a July 16, 2015, Entrepreneur article pointed
out, we non-Googlers don’t actually know. “Google’s search
algorithm is completely undisclosed,” writes author Jayson
Demers. “No search marketer, now or ever, has ever had
access to the actual lines of code that determine which businesses rank where.”
What we do know hails from information provided by
Google itself, or through trial and error. On-page best practices such as punchy and pithy writing, clearly valuable
headlines, human-readable URLs and metadata have always
been the “starting line” for effective SEO.
But to win this race, you must also build relationships
through traditional public relations, media outreach and
a vast network of inbound links from equally ethical sites
and social media users. The more others consider you an
authority (and link to your content as proof), the better your
PageRank becomes.
Indeed, we’ve returned to an era where companies must
be transparent and forthcoming with thought leadership.
Your company must not only have rave-worthy products,
www.multilingual.com

killer customer service and a great on-site user experience,
but also relevant online (and offline) publications that validate your subject matter expertise.
In other words, you simply can’t game the system anymore.
For organizations expanding into international markets
online, embracing these best practices of authenticity isn’t
just important, it’s absolutely critical. To reach new global
customers in their languages of choice, you must dedicate as
much care to your international content marketing and SEO
efforts as you would for your primary-market website — if
not more.
Through years of translating, optimizing and operating
international sites for the world’s biggest brands, I’ve become
experienced in understanding, and adapting to, the unique
challenges of international SEO. Here are a few tips we’ve
learned that your company should consider when expanding
into new online markets.

Site quality

It’s not enough to have great translatable content for your
new customers; the on-site experience must also meet (or
exceed) user expectations. Best practices on website navigation and design are quite easy to find online, so we won’t
dive into that here. However, recent changes in Google’s
algorithm left many companies’ international sites reeling. I
think it’s important to share those findings instead.
You might recall Google’s “mobile friendly” algorithm
update in April, which boosted the ranking of mobile-friendly

Charles Whiteman is senior vice president
of client services at MotionPoint Corporation,
an enterprise localization platform.
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webpages on mobile search results.
What you might not know is that the
update affected searches from mobile
devices across all languages and
locations.
This “mobilegeddon” update wasn’t
world-ending for most companies’
English-language sites. Many companies had taken the necessary steps to
prepare by converting their websites
to a mobile-friendly format. However,
it did hurt their international efforts
where they may not have been as diligent. Post-update, we analyzed 40 of
our clients’ international sites and discovered that the algorithmic changes
had a greater impact on international
mobile website traffic than on US English sites.
Organizations that implemented our
mobile-friendly recommendations saw
increases in mobile traffic — some by
more than 40%.
Companies that didn’t saw much
different results. After the mobile
friendly update was deployed, the
quantity of webpages that had mobile
usability problems actually increased
by an average of 35%. This resulted
in a decline in mobile impressions of
20%, and a drop in overall impressions
of 17%.
The lesson: take Google’s algorithm
updates very seriously for every site
your company operates — in every
language and in every market.
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Be where your customers are

Another trend to take seriously is
the radical shift in how and where
customers consume content. Making
great content won’t move the needle
if your audience can’t experience it in
their channel of choice. Increasingly,
this is mobile and tablet screens, and
few sectors are reaching folks better
there than the travel industry.
Thanks to the built-in international
customer base, “the travel segment
has done a more aggressive job of
removing friction” between customers,
content and transactional experiences,
said Rick Barbari of Digital River.
This jibes well with our company’s
own experience localizing and optimizing international sites for travel
brands. In the case of one of our travel
clients — an international airline that
serves US Hispanic and Latin American markets — we created a Spanishlanguage mobile site for booking,
updates and more. It was a smart play
indeed, considering these users use the
mobile web more often than the US
average.
The results of this progressive
cross-border business tactic were
immediate and sustained. Weeks after
the Spanish mobile site was launched,
this airline’s total Spanish site traffic
(across desktop and mobile) grew 80%.
Revenue from Spanish mobile users
rose 363%. Now the airline generates

more revenue in one day than it costs
to operate the Spanish mobile site for
an entire year.

Translation quality

Companies shouldn’t skimp on
translation, either. Having your
primary-market’s website translated
excellently is critical to its success.
Content that is translated with the
utmost attention to quality and detail,
taking into consideration local dialects, cultural nuances and other key
variables, will resonate with your
target market, increase their engagement with your site and boost your
SEO efforts.
If you are outsourcing your translation, look for a vendor that can
also put its figurative finger on the
pulse of your new customers’ browsing and buying habits, and adapt its
translations and persuasive messaging
accordingly.
Translation is an art, but we’re also
talking about science here. Things you
should look for in a vendor include
data-driven analysis — A/B testing
results, traffic and engagement metrics
— all things that identify key shopping
behaviors and create ways to optimize
the localized site’s translations, user
experience (UX), conversion funnel
and more.
Translation quality is imperative,
and Google’s translation algorithms
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have improved so much in recent
years that its technology can now
“sniff” translated content and understand when it is high value (meaning
well-crafted for humans), and when it
is low value. High-value content naturally ranks higher.

Don’t just globalize, localize

On the web, how a company presents itself often plays a key role in
whether customers will transact on
its site. This is especially true for the
quality of the site’s content, and in
the instance of international sites, the
quality of their localizations.
Indeed, even when expanding
into other English-speaking markets,
companies must take dialects and
cultural nuances into consideration.
Anyone who’s compared the spelling
of words such as color and colour …
or signed bank checks or cheques …
or discussed fashion slacks or trousers
(not to mention sneakers and trainers)
… know that there are many local differences, both in spelling and vocabulary, between American English and
the Queen’s English.
Our research clearly indicates that
websites that don’t embrace these
local differences fail to generate as
much traffic or engagement and don’t
rank as highly as those that do. Online
shoppers pay attention to spelling and
verbiage, and as the Nielsen Norman
Group reported years ago, will quickly
abandon sites when such cues make
the site feel “foreign.”

social networks such as WeChat,
Weibo and QQ. In the last several
months:
■■30% of all referral traffic to the
Chinese site hailed from social media
sites.
■■Chinese social media drives 10%
of all traffic (not just referral traffic)
to the client’s Chinese site, and that
number is growing.
■■Social media also contributes
nearly 10% to all Chinese site revenue,
and that number is growing.
Clients entering international
markets should strongly consider integrating social network functionality
— particularly networks that are most
popular in those markets. It’s important to note that these may be very
different networks than Westerners are
accustomed to.
This move ensures maximum penetration — and opportunities for traffic, revenue and conversion — into
these increasingly connected markets.

Additionally, these efforts boost critical international SEO signals.

Summing it up

Again, any good vendor can help
you translate your international eCommerce sites, but it’s critical to work
with one that understands the latest
trends in international SEO.
They must be fluent in other
nuances, too, such as the unique
regional UX expectations from international shoppers, the many global
social media platforms (and the
best methods to connect with their
users), and opportunities for resonant
localizations (from country-specific
holidays to product lines that accommodate local climates).
So is SEO really dead? Not quite.
We like to say it’s evolved. Make sure
your organization is prepared, primed
and equipped to adapt to the changes
and win, both at home and in international markets. M

International
social-based marketing

Finally, be sure to examine the
best practices powering your primarymarket website and online marketing efforts, and replicate them in
your new international markets. This
includes great content, a robust and
fleet-footed social media presence,
and timely holiday-specific sales and
promotions.
For instance, we help many brands
and retailers launch websites for the
Chinese market. The influence of social
networks, and their ability to drive
traffic and revenue to Chinese sites, is
growing dramatically.
Take one client that entered the
Chinese online market about a year
ago. It integrated functionality with
www.multilingual.com
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Localization in the era
of disintermediation
Jean-Luc Saillard

A

As more industries are affected by a move
toward a shared economy model, let us explore
what impact this model could have on the localization industry.

Disintermediation is the elimination of the traditional
middleman by online sources — the deletion of the intermediary between the seller and the buyer (such as an agent,
broker or reseller, or between the source and the recipient of
information (such as an agency, official or gatekeeper).
There was a recent article on Fortune.com that explained the
impact that Airbnb is having on the hospitality industry. And
while some analysts in the articles were predicting dire consequences for the hospitality industry, leaders in that sector seemed
to indicate that they had not seen any impact on their revenues.
There could be, of course, an explanation for the latter phenomenon — business was generally good in the United States in 2014.
Another explanation put forward by the industry is that
Airbnb is actually catering to a different market. But the key
quote in the article comes from real estate investor Thomas
Barrack, “Everything is being disintermediated. Do we really
need more office buildings?”
Certainly, as a commercial real estate developer, Barrack
is directly concerned. While what he is saying is not entirely
true, it’s clear that disintermediation is having an effect on
many industries, such as travel, computer hardware and software, books, stock brokerage and more. Others, like the localization industry, are only beginning to see its effect. Take, for
example, Uber, and the impact it is having on the transportation business. As mentioned above, Airbnb is a good example

Jean-Luc Saillard is the COO of ABBYY Language
Solutions. He has over 20 years of management experience in the translation business, adopting translation
tools from DOS-based TM tools onwards.
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for hospitality, but we also have Zillow in real estate. Apps and
websites now exist to share parking spaces, tools, cars and so
on. And let us not forget one of the oldest examples — eBay.
What is the impetus behind this movement? There are
many factors at play.
■■Financial. The possibility of earning extra income from
existing assets is one of the factors. We all have possessions
that we might be using only intermittently. If it were possible to share their use and earn some money doing it, many
people would take advantage of the opportunity.
■■A need to use the resources that we already have. Not
all of us feel the need to save the world through recycling.
However, for most of us, there is a realization that in many
cases, we have assets that are not being put to use. Sharing
them could help reduce the waste created by oversupply.
This is the basis for the shared economy model.
■■The need for more personable or customized solutions
to our problems. Just as we all have idle assets in our houses
or driveways, some are looking for these same assets on a
temporary basis. Existing industries already provide some
solutions. For example, planning a visit to a different town
could involve booking a hotel for a couple of nights. Nevertheless, sometimes you need more than a hotel room. You
need more space, you need the freedom that having a full
apartment gives you or you need the social interaction that
sharing a house with someone will provide. Or you need a
quality of service that you do not feel is possible for the price
you want to pay. An example of that is Uber. You might need
more than a taxi, but you do not want the expense of a limo!
Certainly, until now, some of these assets were already
available on the market. You could rent an apartment before
Airbnb appeared. But that generally involved an intermediary
such as a real estate agent. And you didn’t have the flexibility
of a rapid solution to a temporary problem, which Airbnb now
offers. What has made all this possible is the greater availability of internet access everywhere, on multiple devices, and the
possibility of gathering, centralizing, organizing and displaying the information needed to support all the transactions. The
editor@multilingual.com
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ease of making any of your idle assets
available online on specialized websites
facilitates the exchange. Plus, having
direct contact with potential customers
also lets you provide the personable
solution they desire.
The advent of electronic payments
has also had a positive impact on some
industries. Being able to make payments directly from your phone means
not having to reach for your wallet
when you ride with Uber.
So, what impact will disintermediation have on the localization industry?
Even though labor in localization
has historically been provided for the
most part by independent contractors,
the industry itself has been largely
intermediated. Most of the localization services sold today are through
a localization service provider (LSP).
Furthermore, many translation tasks
are assigned by the very largest LSPs to
single language vendors (SLV) which
adds to the level of intermediation. The
translation tasks not provided by LSPs
(or SLVs) are mostly done internally
by large organizations that have their
own translation departments.

Factors behind the
current situation

This process will affect both buyers
and LSPs. Interestingly enough, some
of these factors affect the potential
buyers of translation services as well
as the smaller language vendors that
could be beneficiaries of the process of
disintermediation.
Lack of understanding. The biggest factor here is probably the lack
of general understanding of what the
localization process entails. For many
potential users, that process is just an
afterthought for any of the work that
they perform, and they generally are
not interested in finding out more.
Buyers of localization services
might in many cases only be involved
in the file transfer process — sending
files in the source language and receiving the corresponding translations.
What happens in between remains
somewhat mysterious. In addition, the
process usually involves having many
participants working either in parallel
or serially. This requires a lot of coordination, which, once again, goes far
beyond what the buyers might be willing to undertake.
www.multilingual.com
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Uber and Airbnb are available in close to 30 languages,
and are close to the top for recent multilingual startups.
Translator selection. Most large
localization vendors already have
a vendor management department
whose sole task is to recruit translators, editors and other possible contractors. It is up to this department to
negotiate prices, check on availability
and evaluate the vendor performance.
There are many translator communities
where some of that information might
be available, but that is generally
not enough to put together a team to
respond to specific translation requirements. And these communities do
not offer the tools needed to manage
vendors and the localization resources.
Unless the translation buyer is willing to spend the time needed to put

together translation teams for all the
languages needed, localization vendors will have a large advantage that is
hard to match by the buyer. This is also
a factor impeding the potential growth
of many SLVs. Many of them lack the
resources and tools to put together the
translation teams that are required for
the processing of more complex projects. And they certainly do not have
the resources to maintain and monitor
that larger pool of translators.
Translation tools. Another roadblock so far is the possible complexity
and cost of the technology required
in the translation process. Translation
tools are generally complicated to use
without the appropriate training and
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the licensing schemes make adoption
potentially expensive, especially when
dealing with intermittent projects. In
the case of all-encompassing translation workflow systems, the cost and IT
infrastructure needed for the implementation are prohibitive for most smaller
localization vendors that are therefore
locked out of many potential projects
easily achievable with the appropriate
tools. Localization buyers will generally
shy away from making large investments in translation technology.
IT infrastructure. Translation project
management requires planning an IT
infrastructure. No matter what technology choices the user makes, changes
will need to be made to the existing
hardware. In some cases, such as when
implementing a hosted translation
workflow system, these changes can
be extensive. New servers, database
software and other applications will
be required. The user will also need to
plan for some centralization of data.
The cost effectiveness of many projects
today depends greatly on having a
central repository for all the translation data in order to maximize reuse
and availability for consistency of
output. Similar to the case for translation tools, these costs are generally too
high except for the largest localization
vendors and buyers, leaving the rest of
the industry to deal with less comprehensive solutions and forcing increased
intermediation in the process.
These factors are, for the most part,
not present in the other businesses
moving to a more disintermediated
model. For example, renting a place
is not a complex process, and there
are no special tools needed. Once a
payment mechanism is in place, the
process is quite simple. The common
factor with all these sectors is the IT
infrastructure.
For instance, Airbnb provides the
website where all the data about rentals is centralized. They can then present that data in a format attractive to
potential clients and make the experience enjoyable — from choosing your
destination to rating the experience.
The same could be said of Uber, which
provides the IT infrastructure to allow
its drivers to navigate quickly from
point A to point B, to facilitate the
payment process and the hiring of cars.
Other barriers certainly exist, mainly
50
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regulations, if we are talking about
examples such as Airbnb and Uber.
Airbnb and Uber are facing opposition from existing players in the industry
that are very familiar with the regulatory environment and that are lobbying
local politicians to make it harder or
impossible for the new models to penetrate the market. This is not a big factor
in the localization business, though. It
is possible that the marketplace model
will not be applicable to every segment
of the localization market for multiple
reasons, but regulations will probably
not get in the way of expansion.
The possible roadblocks to intermediation have now been identified. So
is there demand for this model in the
localization industry?
Firstly, customers are looking for
more customized solutions. They are
looking for a platform that allows
them more control over the process
and gives them easier interaction with
the people performing the localization tasks. More localization tasks are
centered on web content where the
customer might be looking for a certain tone in the translated content, and
direct interaction with the translators
is crucial as a result. Customers also
want the freedom to choose the localization model that matches their quality requirement as well as their budget.
Smaller localization vendors are
also driving the demand for the tools
behind that model. They are looking
for new growth opportunities, and
they realize that tools on the market
now will allow them to offer services
usually performed by larger vendors
for more attractive prices. Furthermore, these smaller vendors can now
bring potential customers closer to the
people actually performing the tasks.
The access to process automation,
resources management, payment processing, community engagement and
real-time collaborative features will
continue to drive the demand for more
customized solutions higher.
And that brings us to the next factor — cost. By removing an intermediary (or several intermediaries, in some
cases) from the process, costs are being
driven down. The customer can access
thousands of vendors offering their
services at various price points.
A solution where intermediaries are
removed will generally allow for faster

processes, especially with a cloud-based
multiuser application. The demand is
there, but do we have the solutions to
overcome the possible roadblocks?
The response to infrastructure
roadblocks is getting easier every year.
Most companies are moving their
document processes to the cloud, so
it makes sense to go in that direction
with our solution to the localization
process. A cloud-based application
does solve many problems at once.
Obviously, infrastructure requirements are eliminated. Also, and most
importantly, linguistic resources, such
as translation memories and terminology databases, can be accessed in real
time and shared among users. This
ease of access and sharing has a great
impact on the consistency of the translation especially in an environment
where quick updates are performed
on a regular basis. With desktop or
server-based applications, translators
are usually provided with a localization
package that contains only a “relevant”
subset of linguistic resources. In some
cases, it is not sufficient, as the application only considers segments that are
statistically relevant to the new document, not necessarily terminologically
relevant. This system is imposed by
desktop and server based applications
because exchanging entire databases
is not practical due to their sizes, and
maintaining updated databases at language vendors is next to impossible. In
some cases, it is not even allowed.
The cloud-based solution also
reduces the complexity of the process.
One of the reasons that most customers
end up contracting localization vendors for their translation requirements
to act as project managers is that most
projects involve not only daily communication, but also file preparation
and file transfers. With a cloud-based
solution, file transfers are almost nonexistent. Ideally, the end-user would
need very little knowledge of the
actual process since the system would
take over these complexities.
The last and biggest hurdle is in the
selection of vendors to be assigned to
the localization tasks. Generally, localization vendors maintain a database of
possible candidates for assignments.
Once a project is approved, either the
vendor manager or the project manager will contact the vendor to check
editor@multilingual.com
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on availability and then proceed with
the file transfers. Administrative tasks
are grafted into that process to handle
payments. Of course, potential customers should be shielded from these
tasks whenever possible. This is where
marketplace models come into play. By
allowing the customer to access thousands of possible freelancers directly
within the application, rated and sorted
by specialties and languages, the task of
selecting vendors becomes much easier.
Financial transactions can also be simplified with online payment models.
In this manner the localization process is greatly simplified in most cases,
and bypassing the standard localization
vendors is now a distinct possibility.
With centralized linguistic resources,
project management features and the
basis of a vendor management solution, a cloud-based system can be the
answer to many potential clients.
There are a few possible factors
slowing down the generalized adoption
of a cloud-based solution, however. If
the past is any indication, security will
always be an issue when documents
are in a cloud environment. Nothing
can prevent a determined hacker from
cracking open a document repository,
no matter how secure it looks. This
issue might prevent some sensitive sectors from adopting a cloud-based system. Interestingly enough, the overall
safety of the information in the cloud
is much better than in a desktop-only
environment where the data is only as
secure as the latest backup.
There is also the potential of connection issues. Most of us take a
broadband connection, in widespread
use around the world, for granted. But
there are still places where they are at
a premium. Those most affected would
be the more exotic language pairs, so
this problem is not of great concern for
most companies.
Integration with existing models is
a common problem encountered when
changes occur. How will existing processes be affected? Is the interchange
of data seamless or lossless? Few easy
answers solve this issue. Generally
speaking, the translation industry has
been adopting interchange format over
the years. Therefore, we have solutions in
most cases, either for translation memories or for terminology. These solutions
are rarely lossless, though. In addition,
www.multilingual.com

some tool providers are using proprietary
formats for the exchange of information,
making it sometimes difficult to integrate
a new tool into the process.
Some complex localization projects
requiring many localization engineering tasks, such as software engineering, testing and desktop publishing,
among others, might not be the perfect
environment for a cloud-based system.
In no industry can there be a perfect
solution to all problems, and the localization industry is no different.

Going forward

As in other industries, the localization process is entering a new era
of disintermediation. Because of the
perceived complexity of the process
and the applications, localization has
not been at the forefront of the movement. Historically speaking, however,
the transition to this new model could
possibly be more painless than in other
industries for multiple reasons — the
lack of a regulatory environment, for
one, but, most importantly, for a workforce already based around a freelance
model. We are approaching a time when
many potential localization clients will
be able to build closer relationships
with the people producing the final
output. And they can accomplish their
goals with the ability to build processes

that match more closely their requirements for quality, cost and, especially,
timeliness. A strongly targeted message
is now more attainable than ever. It
is possible that with the reduction in
effort and cost achieved with this new
model, a larger portion of our daily output will end up being translated. This
tendency will result in more work for
professional translators as well as more
harmonious communication.
Does this mean an end to the current
localization process? Probably not. Just
as Airbnb will not signify the end of the
hotel industry or Uber the end of taxi
and limousine services, a new disintermediated localization model will hardly
sign the death warrant of the localization process as we know it. There are
still many projects that can benefit from
the resources and the experience that
only very large localization vendors
can provide. This new model is hardly
a zero-sum game. There will be some
losers, but mostly winners. Customers will benefit from lower costs and
a more customized experience while
smaller localization vendors will be able
to expand their offerings to compete
against larger companies. Freelancers
will also gain new outlets for their services. All in all, disintermediation is a
win-win strategy for everyone involved
in the localization process. M
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Translating from multiple source
languages using fuzzy matching
Sarah Calek

T

The basic advantages and disadvantages of a database filled with previously translated sentences — in other
words, a translation memory (TM) — are
quickly obvious when working with any
translation tool. It can, for example, be
a great help for repetitive texts, but the
quality of entries is crucial. There have
been many papers and essays written
about the merits and problems with TM
systems and I will therefore not address
those in this article.

Existing translation memory: Danish
English
Existing translation memory: Norwegian
English

Adding the "masked"
translation memory to
the project

Finding matching English segments

…by treating Danish as
misspelled Norwegian

Figure 1: Basic idea for using similar languages in a translation tool.

TMs have been around for quite some time and even though
machine translation seems to be the more popular research
topic, I came across an interesting use for the good old TM
while thinking about possible topics for my master thesis. The
idea is based on the fact that every TM basically consists of a
database containing the segment pairs and an algorithm that
is capable of comparing the contents of that database with the
current source segment. This comparison is crucial; its implementation varies between translation tools and is not openly
available for commercial tools. One system is used in the free
translation tool OmegaT, which is essentially based on letterby-letter comparison and uses a few additional features (such
as a built-in tokenizer) in order to improve the matching results.
All of those more or less sophisticated algorithms do, however, have one feature in common: they cannot recognize
the languages in the TM database by any other means than

Sarah Calek just finished her master's degree in
software localization at Anhalt University of Applied
Sciences in Germany. She now works as a freelance
translator from English and Norwegian into German.
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"Masking" the Danish source
language by labeling it
Norwegian

looking up the source and target languages in the header
and body of the respective TM file. This idea led me to test
what would happen if the source language in the translation
memory was different from the current source text. The most
obvious test languages for me to use were Danish, Norwegian and Swedish, since I am able to understand all three
quite well – mostly because they are very similar to each
other. I only formally learned Norwegian out of those three,
but a bit of practice enabled me to also get along in the other
two languages, especially in their written form.
The experiment became part of my master’s thesis and I
had the chance to compare different translation tools while
testing it. The comparison will not be part of this article; I
will concentrate on the general idea of using different languages as resources. As could be expected, different tools
do produce different results, but the main outcome was
essentially the same. In this article, I will only use SDL Trados Studio 2014, mainly because the differences between a
translation memory-match and the current source segment
are presented clearly enough to use screenshots.
So, what exactly may this comparison algorithm be used for
other than the usual looking up of possible similar segments?
The actual use is not very different, but in my experiments, I
changed the input translation memory files so that the source
editor@multilingual.com
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Figure 2: Danish - English translation memory content.

language differed from the one that was
supposed to be translated. The target
languages matched, however. Figure 1
shows an example of such a combination.
This idea may work in cases where
the two different source languages
are quite similar to each other, so
that the matching algorithm may be
“tricked” into cancelling out existing
differences between the languages as
it would when comparing slightly differently worded segments or segments
that differ only by a few words or
grammatical forms.
In order to illustrate this, I set up a
translation project with a little sample
text from nordeniskolen.org, a website
that provides teaching materials for
interscandinavian communication exercises at Scandinavian schools. The site is
available in Danish, Swedish, Norwegian
(Bokmål and Nynorsk), Finnish and Icelandic and thus provides some good parallel texts. After translating the Danish
version into English, I end up with a TM
that contained all the Danish and English
segments (Figure 2). In order to test if I
could use this TM for the same Norwegian
source text, (still for the translation into
English) I have to “mask” this translation
memory to make it fit into a Norwegian/
English translation project. This basically
involves the following steps:
1. Exporting the translation memory from the Danish/English project
into a TMX file
www.multilingual.com

2. Searching and replacing the
language codes of the TMX file with
the proper language code for the new
project. In this instance, I changed
■■In the TMX-header: srclang=
"da-DK" → srclang="nb-NO"
■■ In the TMX-body: <tuv xml:
lang ="da-DK"> →<tuv xml:
lang="nb-NO">
3. Saving the new TM file with a
meaningful name (to avoid confusion)
Exporting as TMX is the easiest and
most versatile way to edit a TM file,
as different translation tools use many
different file formats. There certainly
are other ways, but I found this method
to work with many different tools, so I
chose to stick with it.
After creating this second TMX
file, I just needed to import this into
my newly created Norwegian/English
translation project (which, in this ideal
example, contains the identical text in
Norwegian). To the translation tool, it
now looks like a matching TM from
Norwegian into English, although the
containing source segments still are
Danish.
Now to the actual test: how much of
the Norwegian text can be translated
using the Danish/English translation
memory? In order to see more matches,
the minimal match rate for TM suggestions was set to 50%. Only one segment
in this test scenario did not yield a TM
suggestion, as Figure 3 shows.

Cross-referencing a TM file from
another project with different language pairs worked quite well in the
case of Danish and Norwegian. In this
ideal test scenario, the source texts
were close translations of each other
and the plain text did not pose any
formatting challenges, which would
lead to lower match values.
There are a few limitations that
need to be considered and which may
be the reason why such cross-language
applications do not seem to have been
discussed prior to this:
■■ It only makes sense to have differing source (not target) texts, because
using the same source language and
different target languages would mean
that every single target segment that had
a match, even if it was a 100% match,
would need to be edited. This would
easily lead to mistakes, as the translator would not only have a lot of editing
work, but the more similar the two languages are, the more confusing it gets
to make the correct changes in order to
produce a natural-sounding target text.
■■The different source languages
will lead to lower match rates and may
sometimes conceal textual differences.
Lowering the minimal match range too
much would, on the other hand, produce a lot of unhelpful matches. Only
allowing very high match rates to be
shown may lead to almost no translation suggestions, which would not be
helpful either. A minimal match rate of
50% seems like a good compromise.
■■ Naturally, only very similarly written languages would be worth testing.
The language that needs to be “masked”
in order to fit into the current project
will be treated as if it actually was the
other source language. Phonetically
similar languages only produce results
if they are similar in writing as well.
As a result of these limitations, possible applications (outside the university
context) are probably few. According to
my research, there don't seem to be any
current publications that consider using
translation memories with differing
source languages.
It is, however, a very interesting
way to understand TM systems better
and to analyze languages and translation tools from a different angle.
Other instances in which this kind of
cross-referencing actually may prove
quite useful would be the creation of
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Figure 3: Translation memory results in the Norwegian/English project.

terminology databases from previously
translated texts. Provided the terminology in a special field is quite similar
across two or more languages, a list
could be translated in one language
pair and then transferred to another
similar source language by using the
TM from the first translation as a
terminology database. Similar source
terms could potentially be recognized
using the fuzzy matching algorithm
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and the according translation could
be applied across multiple source
languages without having a matching
terminology database available.
This idea is the only one that seems
practical for this method. The drawback
of possible false matches is minimized
in smaller segments, as it would generally be quicker and easier to check small
segments. But there is one problem
when trying to use a TM as a terminol-

ogy database: the contents would not
be handled as terminology entries by
the translation tools but as normal TM
segments. The following small example
shows this difference:
Norwegian: Hvorfor er nabospråk
viktig?
Danish: Hvorfor er nabosprog vigtigt?
English: Why are neighboring languages important?
In the case of a TM, each of the above
sentences (either the Norwegian or the
Danish one and the English sentence)
would be treated as one entity to be used
in the matching process. Overall, Norwegian and Danish are so close to each
other that it would in this case be possible
to cross-reference the whole sentence.
But what would happen if a translation
memory only contained the term “neighboring languages” (marked in yellow)
and one corresponding translation? This
would result in a much worse match, as
the whole segment would be considered.
The chances of finding a match would
be even worse if the segments in the
source document were longer. It is therefore unrealistic to use TM files directly as
terminology databases — even without
cross-referencing another language.
Converting TM files from a translation tool (for example, from a type of
XML file) into a file format that could
be used as import format for a terminology database is not an easy procedure. The exchange formats TMX (for
translation memory files) and TBX (for
editor@multilingual.com
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terminology files) are unsurprisingly
not interchangeable.
It would certainly be possible to convert the contents of a TM into a table
or plain text format by manually editing
or copying relevant contents into a table
or other format which could be used as
basis for terminology imports. However,
none of the ways I tested this was very
practical. It would therefore be more
promising to use terminology files from
the start and to edit them analogously
to TMX files, changing the language
designations as necessary and importing
“masked” TBX files. I have not yet tested
this in the same way as TMX files, but
as TBX files also contain the attribute
xml:lang [3], it would be surprising
if translation tools were more difficult
to “deceive” with terminology files than
with translation memory files. The result
should be a terminology database that
contains terms in another source language but the same target language. If
the source languages are similar enough
or the entries are internationalisms or
technical terms, this “masked” terminology database might still produce some
helpful results.
The most important outcome of
conducting these tests and dealing
with the different exchange formats
has however not been increased translation workflow by cross referencing
languages. It has rather been a great
way to become familiar with those
file formats and with three translation
tools which I work with on a daily
basis. The chance to become creative
with those tools during my studies has
been a great way to become more comfortable working with different tools
and to become aware of some of the
basic functionalities that a freelance
translator works with every day. It may
not be necessary to know exactly how
a translation tool works as long as it
does so immaculately, especially if all
tasks are prepared by project managers
and sent as translation packages. A few
months of real-life experience have,
however, shown that this would be a
very optimistic expectation. Knowing
the tools of the trade and being able
to solve technical problems are keys
to using translation tools effectively
and testing their limits has been a very
interesting and instructive way for
me to learn more about the technical
aspects of translation. M
www.multilingual.com

Europe’s No. 1
Greek Localizer

Translation Services
Provider in SEE

Since 1986, EuroGreek has been providing highquality, turnkey solutions, encompassing a whole
range of client needs, for the following language
combinations:
• English into Greek
• Greek into English
• German into Greek
• French into Greek
All EuroGreek’s work is produced in our Athens
production center and covers most subjects:
• Technical
• Medical/Pharmaceutical
• IT/Telecommunications
• Economics/Legal
All EuroGreek’s work is fully guaranteed for
quality and on-time delivery.

CIKLOPEA is one of the leading translation and
localization services providers in the region of South
East Europe (SEE) specialized in translation projects,
interpreting and localization into the languages of
the region (Croatian, Slovenian, Serbian, Bosnian,
Macedonian, Montenegrin, Albanian, Bulgarian
and Romanian). Our fields of specialization are:
• Manufacturing, consumer products,
engineering, industry, technology, IT
• Medical, pharmaceutical, health services,
life sciences, law
• Economics, business, finance, insurance
• Marketing, PR, communication, tourism
CIKLOPEA is certified in accordance with
|ISO 9001:2008, EN 15038:2006 and
ISO 27001:2005.  

EuroGreek Translations Limited
London, UK • Athens, Greece
production@eurogreek.gr • www.eurogreek.com

Professional Translation
and Localization Service
WISE-CONCETTI LTD (Vnlocalize) is the most
renowned localization supplier in South-East
Asia. We don't just want to be the most reliable
language service supplier but a professional
company that provides our clients with real added
value and the highest level of satisfaction.
Why choose us for localization and translation
service?
• More than 80 linguists in 4 offices: Vietnam,
Thailand, Indonesia, Malaysia
• Audited company with ISO 9001:2008
certification
• Full localization service:
Translation – Engineering – Testing

Wise Concetti

Vietnam, Indonesia, Malaysia and Thailand
www.vnlocalize.com • michael@vnlocalize.com

CIKLOPEA d.o.o.

Zagreb/Rijeka, Croatia • Belgrade, Serbia
info@ciklopea.com • www.ciklopea.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 translationrelated services.
Our 450-plus translators have a combined
medical and language background.
We work for manufacturers of medical
devices, instruments, in-vitro diagnostics and
software; pharmaceutical companies; medical
publishers; national and international medical
organizations; and medical journals.
Call or e-mail Simon Andriesen or visit our
website for more information.

MediLingua BV

Leiden, The Netherlands
simon.andriesen@medilingua.com
www.medilingua.com
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comprehensive suite of online services, software and
knowledge that help them to grow and innovate their
businesses. We extend the reach and growth of the
translation industry through our vision of the Human
Language Project and our execution with sharing translation memory data and quality evaluation metrics.
TAUS Amsterdam, Netherlands, 31-299-672028
Email: info@taus.net, Web: www.taus.net

Conferences
LocWorld-standard-logo.pdf

1

12/8/14

3:52 PM

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, 1-612-986-3108
Email: info@localizationguy.com, Web: www.localizationguy.com

Enterprise Solutions
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Across Systems

CMY

Associations
Elia

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

K

Multiple Platforms

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 knowledge and experience and to learn from others. See our
website for details on upcoming and past conferences.
Localization World, Ltd. Sandpoint, ID USA, 208-263-8178
Email: info@locworld.com, Web: www.locworld.com
Ad on pages 67

Consulting Services

Across Language Server is a market-leading software 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
terminology system, a powerful PM and workflow
control tools. It allows end-to-end processing for a
seamless collaboration of clients, LSPs and translators. Open interfaces enable the direct integration of third-party solutions like CMS, ERP or
others. Customers include Allianz Versicherungs
AG, HypoVereinsbank, SMA Solar Technology,
ThyssenKrupp and hundreds of other leading companies. Languages All
Across Systems GmbH Karlsbad, Germany, 49-7248-925-425
Email: international@across.net
Across Systems Inc. Glendale, CA USA, 877-922-7677
Email: americas@across.net, Web: www.across.net
Ad on page 43

LocalizationGuy, LLC
Globalization and Localization Association
The Globalization and Localization Association is a fully
representative, nonprofit, international industry association for the translation, internationalization, localization
and globalization industry. The association gives members a common forum to discuss issues, create innovative
solutions, promote the industry and offer clients unique,
collaborative value.

LocalizationGuy, LLC, is a consultancy serving buyers and
providers of language services. We help companies that
buy language services to identify and deploy optimal localization solutions to fit their needs. We offer veteran expertise as our clients navigate the many personnel, process and
technology decisions involved in running effective localization operations, whether in-house or through external
localization vendors. LocalizationGuy also helps language

Globalization and Localization Association Andover, MA USA
206-494-4686, Email: info@gala-global.org
Web: www.gala-global.org
Ad on page 39

TAUS
TAUS is a resource center for the global language and
translation industries. Our mission is to increase the
size and significance of the translation industry to help
the world communicate better.  We envision translation as a standard feature, a utility, similar to the
internet, electricity and water.   We support buyers and
providers of language services and technologies with a
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Find us on Facebook
facebook.com/multilingualmagazine

STAR Group
Multiple Platforms

STAR Group was founded in Switzerland 30 years
ago with the exclusive focus of facilitating crosscultural technical communications in all languages.
The company has grown to be the largest privately
held multilingual information technology and services company in the world with 46 offices in 31
countries. Its advanced technology developments
have propelled STAR to its current market position.
Core services: information management, translation, localization, publishing, on-demand printing
and consulting. Core technologies: Transit (translation memory), TermStar/WebTerm (terminology
management), GRIPS (product information management), MindReader (context-sensitive authoring
assistance), STAR CLM (corporate language management), STAR CPM (corporate process management), i-KNOW (competence management) and
SPIDER (Interactive Electronic Technical Manual).
Languages All
STAR Group Ramsen, Switzerland, 41-52-742-9200
216-691-7827, Email: info@star-group.net
Web: www.star-group.net
Ad on page 10

advertising@multilingual.com

Buyer’s Guide
Localization Services

supported by strong project management, a team of specialists, a large knowledge base and advanced methodologies. We always provide service beyond our customers’
expectations at a low cost and with high quality, speed,
dependability and flexibility. Languages Major Asian and
European languages
Alliance Localization China Beijing, P.R. China, 86-10-8368-2169
Email: customer_care@allocalization.com
Web: www.allocalization.com

ADAPT Localization Services
ADAPT Localization Services offers the full range of services that enables clients to be successful in international
markets, from documentation design through translation,
linguistic and technical localization services, prepress and
publication management. Serving both Fortune 500 and
small companies, ADAPT has gained a reputation for quality, reliability, technological competence and a commitment to customer service. Fields of specialization include
diagnostic and medical devices, IT/telecom and web content. With offices in Bonn, Germany; Stockholm, Sweden;
and Barcelona, Spain, and a number of certified partner
companies, ADAPT is well suited to help clients achieve
their goals in any market. Languages More than 50
ADAPT Localization Services Bonn, Germany, 49-228-98-22-60
Email: adapt@adapt-localization.com
Web: www.adapt-localization.com
Ad on page 25

Alliance Localization China (ALC)
ALC offers document, website and software translation
and localization, desktop publishing and interpreter services. We focus on English, German and other European
languages to and from Chinese, Japanese, Korean and
other Asian languages. We use TRADOS, CATALYST,
SDLX, Transit, Wordfast, memoQ and other CAT tools,
as well as DTP tools including CorelDRAW, FrameMaker,
FreeHand, Illustrator, InDesign, PageMaker, Photoshop
and QuarkXPress. Our customer-oriented approach is

to fit almost any budget for most industry verticals.
Originally known as a supplier to suppliers, ECI has
quickly become one of the fastest growing language
service providers in the marketplace. Today, EC Innovations has grown into 14 strategically located global
offices with 300+ full-time employees offering full
localization support into 60+ languages. EC Innovations continues to build upon its reputation as a customer-centric organization focused on high-quality
standards, technological creativity and value-added
services to accommodate any type of localization
program. Languages All
EC Innovations, Inc. Wilmington, DE USA, 312-863-1966
Email: info@ecinnovations.com, Web: www.ecinnovations.com
Ad on page 6

Total Solutions for Your Business
E4NET is a total localization solutions provider, specialized in Asian localization covering all major Asian
languages (including Korean, Japanese, Simplified/Traditional Chinese, Thai and Vietnamese) as well as all
other regional tier 3 languages. We have 20+ years of
extensive and successful localization production experience with many major projects for customers such as
Google, Facebook, Microsoft, Oracle, Hewlett-Packard,
LG Electronics, Panasonic, IKEA and more. E4NET
specializes in the fields of IT, but our service also covers other industries such as medical/health care, travel,
fashion, games, financial, governmental and automotive. We continuously develop and apply innovative
leading-edge technology such as MT throughout our
production process, and also provide associated services
to maximize production/service efficiency.
Languages 60+
E4NET Co., Ltd. Seoul, Republic of Korea, 82(2)-3465-8500
Email: l10n@e4 net.net, Web: www.e4net.net

Precision Matters in Translation
For over 17 years, EC Innovations has specialized in
customized solutions and subject matter expertise

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 publishing to localization
development and testing. Over the years, EuroGreek’s
services have been extended to cover most subject
areas, including German and French into Greek localization services. All of EuroGreek’s work is produced
in-house by a team of 25 highly qualified specialists
and is fully 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 55
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United States, Japan, China and Latin America. To learn
more, please visit us at www.moravia.com. Languages All
New markets for your
products and solutions

Janus Worldwide Inc.
GlobalWay Co., Ltd.

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

Janus is a leading provider of language solutions to
the world’s most global companies. Our flexible, scalable and proven approach enables our team to deliver
services with top-quality results both on time and on
budget. Industries we serve include IT, telecom, life
sciences, energy, financial and automotive. Some of
the services we offer are: functional and linguistic
testing; software, website and multimedia localization; and technical, e-learning and marketing translation. Our processes are backed by the ISO 9001:2008
and EN 15038:2006-05 quality certifications and our
clients include Microsoft, IBM, Siemens and Volkswagen. We have nine offices in Asia, Europe and the
US to facilitate communication globally. Languages 80
and growing
Janus Worldwide Inc. Vienna, Austria, + 43-680-320-53-17
Las Vegas, NV USA, 855- 5
26-87-99, E-mail: info@janusww.com
Web: www.janusww.com Ad on page 51

iDISC Information Technologies
iDISC, established in 1987, is an ISO 9001 and EN
15038 certified language and software company based
in Barcelona with branches and teams in Argentina,
Mexico, Brazil, Bolivia and Guatemala. We have dedicated teams for web content, software localization
and translation of technical, business, automotive,
biomedical and marketing documents. Our software
development engineers and translation teams provide
high-quality and on-time production solutions that
are cost-efficient, flexible and scalable. Languages
Spanish (all variants), Portuguese (all 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

Moravia
Moravia is a leading globalization solution provider,
enabling companies in the information technology,
e-learning, life sciences, consumer electronics and telecommunications industries to enter global markets with
high-quality multilingual products. Moravia’s solutions
include localization, product testing, multilingual publishing, technical translation, content creation, machine translation and workflow consulting. Adobe®, IBM, Microsoft,
Oracle and Toshiba are among some of the leading companies that depend on Moravia for accurate, on-time and
economical localization. With global headquarters in Brno,
Czech Republic, Moravia has local offices in Europe, the

Moravia
USA Newbury Park, CA USA, 805-262-0055
Email: info@moravia.com, Web: www.moravia.com
Europe 420-545-552-222, Email: europe@moravia.com
Ireland 353-1-709-9822, Email: ireland@moravia.com
Asia 86-25-8689-6500, Email: asia@moravia.com
Japan 81-3-3354-3320, Email: japan@moravia.com
Argentina 54-341-481-2992, Email: argentina@moravia.com
Ad on page 68

NZTC Pasifika

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

Your Vision. Worldwide.

Full-service Translation, Localization
and Multilingual Testing

Net-Translators provides turnkey translation, localization and multilingual testing services and customized
strategy-to-deployment localization solutions. For over
ten years, it has helped technology companies and medical device manufacturers prepare their products and
services for global markets. For software applications
(GUI, online help and documentation), marketing materials, websites and more, Net-Translators’ customerfocused, professional teams deliver consistent, accurate
results in compliance to international regulations. Their
one-of-a-kind Multilingual Testing Center is specially
equipped and staffed to offer the ultimate testing environment for localized products. EN 15038:2006, ISO
9001:2008 and ISO 13485:2003 certifications and a
long-standing reputation for quality have earned NetTranslators the trust of industry leaders worldwide.
Languages More than 60
Net-Translators
USA Cupertino, CA USA, 800-320-1020
Email: salesusca@net-translators.com
USA Marlborough, MA USA, 617-275-8128
Email: salesuseast@net-translators.com
Europe London, England, +44-20-3393-8385
Email: saleseu@net-translators.com
Middle East Or Yehuda, Israel, +972-3-5338633
Email: salesil@net-translators.com
South America Posadas-Misiones, Argentina, +54-3764-487029
Email: salessoutham@net-translators.com
Web: www.net-translators.com
Ad on page 54
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Ushuaia Solutions

Founded in 1983, ORCO S.A. is a leading translation and
localization provider, specializing in software localization
and technical translations (IT, telecommunication, medical, automotive, engineering, marketing, financial, EU).
ORCO deals primarily with English into Greek projects, although translation from several other European languages
can be taken aboard. With its experienced in-house personnel, ORCO offers high-quality services, including localization, product testing, engineering, DTP and more. Our
client list includes long-term collaborations with companies such as Abbott, Canon, Cummins, Ford, General Electric, Google, IBM, Microsoft, Oracle, Sony and important
international institutions such as the EU (CdT, DGT, European Parliament) and UNHCR. Language Greek

Ushuaia Solutions is a fast-growing Latin American
company providing solutions for translation, localization and globalization needs. Ushuaia Solutions is
focused on being creative and proactive to meet tight
time frames with a high level of quality and a costeffective budget. Customizing its processes, Ushuaia
assures project consistency and technical and linguistic accuracy, thus reducing clients’ time-to-market.
Ushuaia combines state-of-the-art technology with
top-notch experienced native translators, editors and
software engineers. Our mission is to work together
with our clients, thereby creating a flexible, reliable
and open relationship for success. Languages Spanish
(all varieties), Portuguese (Brazil)

ORCO S.A. Athens, Greece, +30-210-723-6001
Email: info@orco.gr, Web: www.orco.gr

Ushuaia Solutions Rosario, Argentina, 54-341-4493064
Email: info@ushuaiasolutions.com
Web: www.ushuaiasolutions.com
Ad on page 40

Localization and Globalization Partner
Saltlux is a language service provider that specializes in
supplying Korean, Japanese, S-Chinese, T-Chinese and
other Asian languages. Our services encompass translation, localization, DTP, MT post-editing, planning and
writing of technical manuals. We have extensive experience in medical equipment and pharmaceutical products,
cosmetic and cosmeceutical products, IT, software, electrical, automotive and technical industry, and so on. With 36
years accumulated know-how, Saltlux will be your ideal
global communication partner. To learn more, please visit
www.saltlux.com. Languages Korean, Traditional and
Simplified Chinese, Japanese and other Asian languages,
European languages
Saltlux, Inc. Seoul, South Korea, 822-379-8444
Email : tcsales@saltlux.com, Web: www.saltlux.com

Translators without Borders
Translators without Borders is an independent registered nonprofit association based in France that assists
non-governmental organizations (NGOs) by providing free, professional translations. Founded by Lexcelera
in 1993, Translators without Borders has provided over
two million dollars worth of free translations. Thanks
to the funds saved, NGOs are able to extend their
humanitarian work. Languages 11
Translators without Borders Paris, France, 33-1-55-28-88-09
Email: twb@translatorswithoutborders.org
Web: www.translatorswithoutborders.org
Ad on page 66

Project Management
Turnkey Language Solutions

Vistatec
We have been helping some of the world’s most
iconic brands to optimize their global commercial
potential since 1997. Vistatec is one of the world's
most innovative, progressive and successful localization solutions providers. Headquarted in Dublin, Ireland, with offices in Mountain View, California, USA.
Think Global.
Languages All

Vistatec
Europe Dublin, Ireland, 353-1-416-8000
North America Mountain View, CA USA, 409-898-2364
Email: info@vistatec.com, Web: www.vistatec.com
Ads on pages 12-13, 30

Global Language Solutions (GLS) is a full-service ISO
9001:2008 and EN 15038:2006 certified translation and
interpreting company delivering solutions in over 100 languages. GLS provides turnkey project management, culturally and linguistically accurate document translations,
website localization, multilingual typesetting/graphic
design, linguistic validation, conference interpreting and
voiceovers. The company's clients include leaders in the
medical devices, pharmaceutical, health care, financial, legal, manufacturing, marketing and technology industries.
GLS is a WBENC-certified Women's Business Enterprise
(WBE) with offices in Asia, Europe, South America and the
United States. Languages More than 100
Global Language Solutions Irvine, CA USA, +1 949-798-1400
Email: info@globallanguages.com, Web:www.globallanguages.com

Terminology Management
TOIN Corporation
TOIN has achieved a 50-year track record of excellence by,
as our clients say, being consistently “present” to meet their
needs. TOIN offers a spectrum of translation, localization
and consulting solutions to Global 1000 companies across
a range of industries including automotive, IT, telecommunications, life sciences, e-learning, software, gaming,
semiconductors and consumer products. TOIN provides
exceptional strength in Asia as well as a global reach, with
offices in Japan, China, Korea, the United States and the
United Kingdom. Languages Japanese, Traditional and
Simplified Chinese, Korean, Malay, Thai, Vietnamese and
European languages
TOIN Corporation
Japan Tokyo, Japan, 81-3-5759-4353
Email: toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp
North America Minneapolis, MN USA, 1-612-986-3108
Email: aki-ito@to-in.co.jp, Web: www.to-in.com
Europe London, United Kingdom, 44-7890-290123
Email: mark-stephenson@to-in.co.jp, Web: www.to-in.com
China Shanghai, P.R. China, 86-21-3222-0012
Email: shen-yi@to-in.co.jp, Web: www.to-in.com

www.multilingual.com

Kaleidoscope
WISE-CONCETTI
(Vnlocalize) is the most renowned localization supplier in Southeast Asia. We don't just want to be the
most reliable language service supplier but a professional company that provides our clients with real
added value and the highest level of satisfaction.
Why choose us for localization and translation services? More than 80 linguists in four offices: Vietnam,
Thailand, Indonesia, Malaysia; audited company with
ISO 9001:2008 certification; full localization service:
translation – engineering – testing.
Languages Eight
WISE-CONCETTI Hanoi, Vietnam, +84-4-2221-1927
Email: michael@vnlocalize.com
Web: www.vnlocalize. com
Ad on page 55

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 significantly
raises the level of terminology adherence. Additionally,
quickTerm enables enterprise-wide participation in terminology discovery, approval and revision processes, which
further ties in colleagues in the terminology process.
Languages German, English
Kaleidoscope GmbH Maria Enzersdorf, Austria, 0043223643498-0
Email: info@kaleidoscope.at, Web: www.kaleidoscope.at
Ad on page 36
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enables you to share linguistic assets in real time between
translators. Discover XTM today. Sign up for a free 30-day
trial at www.xtm-intl.com/trial.
Languages All Unicode languages
XTM International Gerrards Cross, United Kingdom
+44-1753-480-469
Email: sales@xtm-intl.com, Web: www.xtm-intl.com
Ad on page 23

Plunet BusinessManager

Polish and other CEE languages. 25,000,000+ words
translated and localized. 17,000+ projects completed.
25+ fields of expertise covered. 5+ types of content
covered. 130+ LSP-MLV customers served. 200+ endclients' content dealt with. 150 actively collaborating
linguists. No more headaches, no more after hours.
Ten years and counting.
CONTRAD Olsztyn, Poland, +48 89 614 11 00
Email: info@contrad.com.pl, Web: www.contrad.com.pl
Ad on page 44

Multiple Platforms

Plunet develops and markets the business and workflow management software Plunet BusinessManager
— one of the world’s leading management solutions
for the translation and localization industry. Plunet
BusinessManager provides a high degree of automation and flexibility for professional language service
providers and translation departments. Using a webbased platform, Plunet integrates translation software, financial accounting and quality management
systems. Various functions and extensions of Plunet
BusinessManager can be adapted to individual needs
within a configurable system. Basic functions include
quote, order and invoice management, comprehensive financial reports, flexible job and workflow management as well as deadline, document and customer
relationship management.
Plunet GmbH Berlin, Germany, +49-(0)30-322-971-340
Email: info@plunet.com, Web: www.plunet.com
Ad on page 9

XTRF Translation Management Systems
Multiple Platforms

XTRF provides a global management system for translation agencies and localization departments. It is a userfriendly and highly customizable web-based collaboration
platform for a company's clients, vendors and managers.
Available as SaaS or installed on-premises, it streamlines all
daily activities, supports project management, invoicing,
quoting, ISO 9001 reports and CRM. With rich APIs, integrated with CAT tools and accountancy software it reduces
administrative costs and project overhead by automating
workflows and repetitive tasks. With a tool designed by
translation and localization professionals supported by a
great team of IT and business consultants, XTRF is ready
to become your technology partner.
XTRF Kraków, Poland, 48-12-255-14-80
Email: info@xtrf.eu, Web: www.xtrf.eu
Ads on pages 17, 46

Diskusija – Translation and Localization
Diskusija is a regional LSP specializing in the languages of
the Baltic countries and Central, Eastern and Southeastern
European languages. Our core business is serving other
LSPs. If you need translation into any of these languages,
we are ready to help in whatever way suits you best. Your
goal to provide your customers with the best services is our
goal! We always try to be an extension of our client’s team
in order to understand the requirements and the working
style, to find the best solutions together, and, in other words,
to become real partners. If you are looking for a flexible,
adaptable partner, we are your choice. Languages Baltic,
Central, Eastern and Southeastern European languages
Diskusija Vilnius, Lithuania, 370-5-2790574, Fax: 370-5-2790576
Email: diskusija@diskusija.lt, Web: www.diskusija.lt

Translation Services
Wordbee Translator

Asianlization with HansemEUG

Web-based

With more than 180 trained in-house staff and EN15038
and ISO9001 certification, HansemEUG has become
the largest LSP in Korea. Specialized in Korean, Chinese,
Japanese, Vietnamese, Thai, Malay, Indonesian, MEA
and African languages, HansemEUG provides a one-stop
solution with a broad spectrum of language services including: HQAS (Hansem Quality Audit Services) with a
medical advisory board, expedited services with in-house
DTP production, MT engine optimization, data solution
and system development, technical authoring and consulting services for Chinese GB compliance. Our headquarters and sales office are located in Korea and the UK,
and a language center is in Vietnam. Languages Korean,
Japanese, Chinese, Vietnamese, Thai, Indonesian, Malay,
Lao, Arabic, Farsi, Hebrew, Central Asian and African

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

Individual approach. Customized solutions.
Ciklopea is an award-winning high-tech language
solutions partner with more than a decade of experience in technical, medical, pharmaceutical, legal,
marketing, business and general translation and
localization. With a network of regional production offices and professionally trained, specialized and highly experienced native translators and
management team, Ciklopea is the right choice for
all translation and localization projects in SEE languages. Ciklopea is certified in accordance with ISO
9001:2008, EN 15038 and ISO 27001:2013.
Languages More than 25 languages
Ciklopea d.o.o. Zagreb and Rijeka, Croatia, and Belgrade, Serbia
+385-1-3751736
Email: info@ciklopea.com, Web: www.ciklopea.com
Ad on page 55

HansemEUG, Inc. Suwon-si, Gyeonggi-do, Republic of Korea
Korea: +82-(31)-226-5042, Email: info@ezuserguide.com
UK: 44-(20)-8644-8685, Email: michael.stephenson@ezuserguide.com
N. America: +1-(800)-532-4176, Email: overseas_sales@ezuserguide.com
Web: www.ezuserguide.com
Ad on page 34

XTM: Better Translation Technology
Multiple Platforms

XTM is a fully featured online CAT tool and translation
management system available as a pay-as-you-go SaaS or
for installation on your server. Built for collaboration and
ease of use, XTM provides a complete, secure and scalable translation solution. Implementation of XTM Cloud
is quick and easy, with no installation, hardware costs or
maintenance required. Rapidly create new projects from
all common file types using the templates provided and
allocate your resources to the automated workflow. XTM
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LinguaLinx Language Solutions, Inc.
When it comes to translation, we hear you
Delivering results, solutions and resources to vendor
managers, project managers, production managers,
directors and C-level executives of MLV language
service provider companies. On-time and on-budget.

LinguaLinx is a leading provider of global content and language translation to organizations around the world. The
content experts at LinguaLinx help manage and localize
messaging to enhance efficiency and provide consistency
across all forms of communication. With offices around
the world, LinguaLinx provides organizations with localization solutions that fit their needs including: translation

advertising@multilingual.com

Buyer’s Guide
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

24/7/365 global service platform, we are able to tailor our
solutions to meet the specific localization and translation
needs of our clients. RR Donnelley's solutions can help
reduce costs, drive top-line growth, enhance ROI and increase compliance for our customers. Languages All
RR Donnelley Language Solutions, 24 offices worldwide
New York, NY USA, +1-212-658-5081
Email: languagesolutions@rrd.com
Web: www.rrdonnelley.com/languagesolutions

Tetras translations, Munich, Germany +49 89 716 7216 30
Email: tetras@tetras.de, Web: www.tetras.de
Ad on page 47

Lionbridge
Lionbridge enables more than 800 world-leading brands
to increase international market share, speed adoption of
products and effectively engage their customers in local
markets worldwide. We provide translation, online marketing, global content management and application testing solutions that ensure global brand consistency, local
relevancy and technical usability across all touch points of
the global customer life cycle.  Using our innovative cloud
technologies, global program management expertise and
our worldwide crowd of more than 100,000 professional
cloud workers, we provide integrated solutions that enable
clients to successfully market, sell and support their products and services in global markets. Languages All
Lionbridge Waltham, MA USA, 781-434-6000
Email: marketing@lionbridge.com, Web: www.lionbridge.com
Ad on page 29

Rheinschrift Language Services
German. With linear precision, and between the lines. Rheinschrift gives your business a native voice in the Germanspeaking world. We offer more than 20 years of professional
experience providing translations and localizations for software and hardware manufacturers as well as for the sectors
of business, marketing, 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

MediLingua Medical Translations BV Leiden, Netherlands
+31-71-5680862, Email: simon.andriesen@medilingua.com
Web: www.medilingua.com
Ad on page 55

TripleInk Multilingual Communications

Rheinschrift Language Services, Ursula Steigerwald
Cologne, Germany +49-(0)221-80-19-28-0,
Email: contact@rheinschrift.de Web: www.rheinschrift.de
Ad on page 8

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; hightech and manufacturing; and hospitality and leisure,
as well as government and nonprofit organizations.
Using a total quality management process and stateof-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

SpanSource

TripleInk Minneapolis, MN USA, 612-342-9800, 800-632-1388
Email: info@tripleink.com, Web: www.tripleink.com

Medical Translations Only

Medilingua is one of the few medical translation specialists in Europe. We only do medical. We provide all European languages and the major languages of Asia and
Africa, as well as translation-related services to manufacturers of devices, instruments, in vitro diagnostics and
software; pharmaceutical and biotechnology companies;
medical publishers; national and international medical
organizations; and other customers in the medical sector.
Projects include the translation of documentation for
medical devices, surgical instruments, hospital equipment and medical software; medical information for patients, medical students and physicians; scientific articles;
press releases; product launches; clinical trial documentation; medical news; and articles from medical journals.
Languages 45, including all EU languages

Tetras works with translators, proofreaders, experts
and academics from more than 40 countries around
the world, employs internal translators for many languages and has more than 1,500 satisfied customers.
Our translators have years of experience in the electrics, mechanics, hydraulics, pneumatics, machine
and computer software, physics and chemistry fields,
as well as a wide range of knowledge of various technological processes. Our translation agency specializes in technical translations in Eastern and Western
European, Scandinavian and Asian languages.
Languages More than 40

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

RR Donnelley Language Solutions
RR Donnelley Language Solutions is a leading global provider of premier multilingual communication services to
the world’s top companies in the financial, legal, life sciences, institutional and corporate communications sectors. Thanks to our innovative translation technology,
including our market-leading translation management
system, MultiTrans™, dedicated teams of 5,000+ specialized linguists, ISO-certified quality standards and a

www.multilingual.com

Tetras translations
Tetras is headquartered in Munich, operates in Europe and America with five locations around the
world and has been a service provider in the technical translation, interpreting, localization, DTP and
technical documentation sector since 1998. Today,

Find us on LinkedIn

www.linkedin.com/company/multilingual-computing
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Translation Tools
Kilgray Translation Technologies Windows
Kilgray Translation Technologies is the world’s fastest growing provider of computer-assisted translation
tools. In 2005 the company launched the first version of
memoQ, an integrated client-server translation environment designed to facilitate interoperability and teamwork. All of Kilgray’s products — memoQ, the memoQ
server, memoQWebTrans, qTerm and Language Terminal
— optimize productivity and control of the entire translation process and environment. Rated #1 by Common
Sense Advisory among translation-centric TMS systems,
and used by thousands of translators, language service
providers and enterprises throughout the world, memoQ
and other Kilgray tools are accepted and appreciated as
premiere translation technologies. Languages All

Kilgray Translation Technologies Béke sugárút, Hungary
+36-30-383-9435, Email: sales@kilgray.com, Web: www.kilgray.com

Personalized Translation Software
Windows, Mac, Linux

Precision Translation Tools publishes Slate Desktop,
the world's first Personalized Translation Software™.
Slate Desktop runs on personal computers where
translators and localization engineers convert their
TMs to Personalized Translation Engines™. CAT
and TMS tools with MT connectors use the engines
without the internet or service subscriptions. Our
customers include freelance translators, top-ranked
translation companies and Fortune-ranked multinationals who automate translation processes and work
faster with total control and security.
Languages: 29 languages (812 language pairs), more
on request.

Precision Translation Tools Pte. Ltd. Singapore
+65 6 227 2407 Email: sales@precisiontranslationtools.com
Web: www.precisiontranslationtools.com
Ads on pages 7, 57

SDL Language Technologies
Windows

SDL Language Solutions offers a unique language
technology platform — from translation memory
productivity tools for the individual translator to collaboration software for project managers, from translation management solutions for LSPs to cloud-based
machine translation for corporate localization teams.
You are not just investing in a market-leading translation productivity tool when you buy SDL Trados
Studio, you are investing in a CAT tool that integrates
with the full SDL language technology platform including the new innovative Language Cloud. Find
out more from www.translationzone.com.
Languages All
SDL Language Technologies
Maidenhead, United Kingdom, +44-1628-417227
Email:insidesales@sdl.com
Web: www.translationzone.com
Ad on page 2
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This section offers terminology, abbreviations, acronyms and other
resources, especially as related to the content of this issue. For more
definitions, see the Glossary section of MultiLingual’s annual Resource
Directory and Index (www.multilingual.com/resource-directory).

application programming interface (API). A software
interface that enables applications to communicate with each
other. An API is the set of programming language constructs
or statements that can be coded in an application program
to obtain the specific functions and services provided by an
underlying operating system or service program.
computer-aided translation (CAT). Computer technology
applications that assist in the act of translating text from one
language to another.
content management system (CMS). A system used to
store and subsequently find and retrieve large amounts of data.
CMSs were not originally designed to synchronize translation
and localization of content, so most have been partnered with
globalization management systems.
The Darwin Information Typing Architecture (DITA). A
topic-oriented XML-based document architecture managed
by the DITA Technical Committee at the Organization for the
Advancement of Structured Information Standards (OASIS).
eXtensible Markup Language (XML). A programming language/specification pared down from SGML, an international
standard for the publication and delivery of electronic information, designed especially for web documents.
hanzi. A logogram, literally meaning Han character, used in
writing Chinese. These Chinese characters have also been borrowed for use in Japanese (kanji), less frequently Korean (hanja),
and formerly Vietnamese (hán tự), and other languages.
International Organization for Standardization (ISO). A
network of national standards institutes from 145 countries
working in partnership with international organizations, governments, industry, business and consumer representatives. ISO
acts as a bridge between public and private sectors.
internationalization (i18n). Especially in a computing context, the process of generalizing a product so that it can handle
multiple languages and cultural conventions (currency, number
separators, dates) without the need for redesign.
Internationalization Tag Set (ITS). A set of attributes and
elements designed to provide internationalization and localwww.multilingual.com
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Basic terminology

ization support in XML. ITS 2.0 is the current version of the
standard.
localization (l10n). In this context, the process of adapting
a product or software to a specific international language or
culture so that it seems natural to that particular region. True
localization considers language, culture, customs and the characteristics of the target locale.
machine translation (MT). A technology that translates
text from one human language to another, using terminology
glossaries and advanced grammatical, syntactic and semantic
analysis techniques.
natural language processing (NLP). A main focus of computational linguistics, the aim of NLP is to devise techniques to
automatically analyze large quantities of spoken (transcribed)
or written text in ways that parallel what happens when
humans perform this task.
OASIS Open Architecture for XML Authoring and Localization (OAXAL). A technical committee encouraging the
development of an open standards approach to XML authoring
and localization.
Organization for Advancement of Structured Information
Standards (OASIS). Formerly called SGML Open. An IT standardization consortium based in the state of Massachusetts.
Its foundational sponsors include IBM and Microsoft. Localization buy-side, toolmakers and service providers are also well
represented.
project management (PM). The systematic planning, organizing and controlling of allocated resources to accomplish
project cost, time and performance objectives. PM is normally
reserved for focused, nonrepetitive, time-limited activities with
some degree of risk.
return on investment (ROI). In finance, the ratio of money
gained or lost on an investment relative to the amount of
money invested. The amount of money gained or lost may be
referred to as interest, profit/loss, gain/loss or net income/loss.
rule-based machine translation (RBMT). The application
of sets of linguistic rules that are defined as correspondences
December 2015 MultiLingual
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between the structure of the source
language and that of the target language. The first stage involves analyzing the input text for morphology and
syntax — and sometimes semantics —
to create an internal representation.
The translation is then generated from
this representation using extensive
lexicons with morphological, syntactic
and semantic information, and large
sets of rules.
simship. Simultaneous shipment of
a product to different markets worldwide, as opposed to releasing in the
home market first and in other locales
later.
simultaneous interpreting. The
interpreter reformulates the message
into the target language as quickly as
possible while the source speaker is
speaking. Normally, in simultaneous
interpreting between spoken languages,
the interpreter sits at a microphone in a
soundproof booth, usually with a clear
view of the speaker, listening through
headphones to the incoming message
in the source language. The interpreter
then relays the message in the target
language into the microphone to whoever is listening.
social games. In this context, a social
network game is a type of online game

distributed primarily through social networks such as Facebook. Social games
are usually characterized by community,
often built around the existing social
network, and the ability to drop in and
out of the game without ever winning
or losing.
source language (SL). A language
that is to be translated into another
language.
statistical machine translation
(SMT). A machine translation paradigm where translations are generated on the basis of statistical models
whose parameters are derived from
the analysis of bilingual text corpora.
SMT is the translation of text from one
human language to another by a computer that learned how to translate
from vast amounts of translated text.
TMX
(Translation
Memory
eXchange). An open XML standard for
the exchange of translation memory
data created by computer-aided translation and localization tools.
translation management system
(TMS). Sometimes also known as a globalization management system, a TMS
automates localization workflow to
reduce the time and money employed by
manpower. It typically includes process
management technology to automate

the flow of work and linguistic technology to aid the translator.
translation memory (TM). A special database that stores previously
translated sentences which can then be
reused on a sentence-by-sentence basis.
The database matches source to target
language pairs.
Unicode. The Unicode Worldwide
Character Standard (Unicode) is a character encoding standard used to represent text for computer processing.
Originally designed to support 65,000
characters, it now has encoding forms
to support more than one million
characters.
XML Localization Interchange File
Format (XLIFF). An XML-based format for exchanging localization data.
Standardized by OASIS in April 2002
and aimed at the localization industry,
XLIFF specifies elements and attributes
to aid in localization. XLIFF could be
used to exchange data between companies, such as a software publisher
and a localization vendor, or between
localization tools, such as translation
memory systems and machine translation systems.
xml:tm (XML-based Text Memory).
A standard for XML to allow ease of
translation of XML documents.
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Daniel B. Harcz

Takeaway

On accepting projects

I

In the course of my almost two decades in the
translation industry, I have had immense fluctuation in the volume and frequency of job offers
sent to me by my regular, occasional and one-time
clients based all over the world. Yet the likelihood
of my readiness to accept a project drew a more or
less steady line toward accepting less. This decrease, however, was accompanied by an increase
in quality, a virtual disappearance of risk and
closer control over the entire translation process.

My attitude toward accepting projects (either as a freelancer
initially or a translation company director later on) shifted
from accepting virtually everything offered to me to accepting a mere fraction of the number of projects offered to me,
without losing revenues.
When I started out as a freelancer in 1997 at the age of
22 during university, I was reckless. My voracity to accept all
projects offered to me knew no boundaries. I was primarily a
Hungarian into English translator but I went as far as accepting German into English and German into Hungarian projects
despite my limited German knowledge. I even did some interpretation in German, and luckily, I got away with it.
After a while, as I became more and more experienced in the
language industry, I founded a multilingual translation agency
and my focus gradually shifted from performing freelance
translation work to project management. Having always been
a one-person company employing a number of local and international freelancers, I enjoyed communicating and dealing
with people from across the globe, proofreading their intoEnglish translations and discussing challenging linguistic issues
with the ones who were theoretically oriented.
Around the year 2002, my company had freelancers representing a total of 256 languages and even more dialects. That
must have been the peak of my career in terms of the volume
of work accepted, as well as the number of subject matters
and languages actively covered. However, things started to
take a definite turn toward accepting fewer languages, fewer
www.multilingual.com

subject matters and less volume as I gradually realized that
I could make the same revenues in a more specialized and,
therefore, significantly safer manner as well.
Although the years of global recession (2009-2010, most
notably) influenced my business in a dramatic manner, on
the whole, it became clear that I could be just as successful
providing a smaller number of languages, in a smaller number
of fields and subject matters.
In 2002, my company began specializing in Eastern European
languages, Icelandic, Ilocano and Tagalog (about 13 languages in total), and the number of freelancers we employed
on a regular basis declined significantly, to around 60 people
by 2009 and 30 people by 2012. At present, I mainly accept
work in the English < > Hungarian and English < > Icelandic
language combinations only, and work with a select few native
freelancers, mostly in the medical and scientific domains. So
let us examine the advantages of accepting work in this highly
specialized manner.
Firstly, the chance that bad-quality output will go unnoticed
through the quality assurance process is decidedly smaller
when you know each individual freelancer. By this point, your
freelancers are well established and have proved their abilities
on multiple occasions. You have closer control over their work
process and over the entire quality assurance process, too. The
frequency of the occurrence of substandard-quality deliveries
shrinks to almost zero, and there is more time to correct the
occasional bad translation should one be delivered.
Another advantage of dealing with fewer freelancers is that
the amount of stress you are exposed to is minimized. There
is more time available for testing new resources, talking to
them on Skype or over the phone, trying them out first on
smaller assignments and gradually moving on to immersing
them in mainstream work and voluminous projects. For me,
peace of mind became more valuable as I survived the vicissitudes brought on by swindlers, scammers and substandard
Daniel B. Harcz has been running Harcz & Partner Ltd. since 1998.
To offer your own Takeaway on a language-industry issue, send a
contribution to editor@multilingual.com.
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translators over the past two decades.
Having an established and trusted group
of skilled and reliable freelancers on my
team, whom I know well, allows me to
sleep in peace at night instead of worrying about the next morning’s deadline.
In large part, taking risks is a thing of
the past, and I value this much more
than being able to boast as I once did of
256 languages and 3,000 freelancers in
my database.
A third major advantage of being highly specialized as a translation
company is that many clients prefer
working with specialists. The drift
toward specialization required that I
decline job offers — ones I would have
said yes to earlier on, but which I would
feel uncomfortable accepting today.
Our regular and new, prospective clients
continue to offer jobs in languages and
subject matters that we no longer offer,
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despite the fact that these are no longer
advertised on our corporate websites
or in our list of specialties. To this very
day, we receive targeted job offers for
Hungarian interpretation assignments,
yet interpretation was removed from
our list of services in 2008. It is certainly
painful to decline these opportunities,
but I would not be in a position to guarantee our work in the way I would like.
What I would like to point out is that
after decreasing the number of services,
languages and fields of specialization
offered by my company, and declining a
large number of job offers, the revenues
from my translation business are still
about the same as when I intrepidly
accepted even the strangest language
combinations and the most technical
subject matters.
Clients appreciate the fact that we
specialize in a small number of lan-

guages and subject matters, and most of
them are ready to pay higher rates for
high-quality services. Also, we receive
many more projects in these language
combinations than we did when a large
number of languages were advertised
on our websites.
Thus, as a small company, it is definitely worth placing emphasis on just
a couple of languages and a select few
subject matters. If you do a great job in
those, sooner or later you will be known
worldwide for these languages and
specializations, and you will be recommended to and contacted by new clients
more and more often. It is advisable to
be unique and fill a gap. Now that the
world is changing ever faster, and new
requirements arise by the day, it should
not be difficult to find a niche that
makes your translation company stand
out from the crowd. M
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Ultralocalization
will replace
localization.
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