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It’s official: we’ve revamped ourselves. We
rebranded our website and our magazine and here
you are, staring at the final product. So thank you.
Thank you for taking the time to stare; we couldn’t
do it without you.
I’m happy to be able to say honestly that we’re
starting things on a strong note, with a 76-page
issue crammed with good stuff. This issue focuses
on Western Europe, a region long stable as the
bread-and-butter of localization, which is now
experiencing upheavals due to the refugee crisis.
Thomas Gilmartin writes a well-researched, neutral
overview of how the crisis is affecting various
countries in Europe, and Lali Foster of Translators
without Borders provides a sidebar on the
immediate and continuing linguistic challenges of
arriving refugees.

On the business side of things, we cover a variety
of up-and-coming European localization issues,
including the challenge of app localization into
Arabic. We have articles on different Western
European dubbing practices; choosing a primary
non-English language for translation; terminology
in Europe; and more.
We’ve kept our columnists over the course of
our redesign — in this issue, Kate Edwards even
celebrates ten years writing columns for us. We’ve
expanded our departments, and for Emerging
Markets, Manuela Noske shares her expertise on
localization for Sub-Saharan Africa.

There’s more, of course, but I’ll let you explore some
of it on your own. It’s often said in our industry that we
need to adapt and update to survive the era of techheavy global expansion, and that is true — but there’s
also a current hunger for the classic and the artisan
(such as images of 100-year-old typewriters), and
translation is about as classic/artisan as it gets. So take
heart, and keep tinkering with the balance.
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Like our new magazine design? 		
Does it inspire you to write for
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interesting, company-neutral articles.
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us about it: send an email query to
editor@multilingual.com.
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メインホールでの各セッションでは同時通訳あり
Simultaneous interpretation for selected sessions

Learn more at
locworld.com/locworld30
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Welcome to the redesigned MultiLingual! Our mission is to provide the language
industry with valuable, objective, enlightening information and we want this new design
— and our new logo — to reflect that. We want to show that while we are definitely in the present
moment, we have been around for quite some time. How long? The first issues were software and
services catalogs in 1988.

Our subscribers hail from more than 80 countries.

Here’s MultiLingual
by the numbers:

Our newly redesigned
website offers:

• 9000+ news items
• 2000+ vendors and
  organizations to help
   you with your
  language needs
•
Free articles, reviews,
As the industry develguides and
  focuses,
oped and matured,
directories
  resource
MultiLingual covered
•
500+
glossary
and    
the issues of the day.
   acronym
term
list
Technical how-to top• Careers
ics such as “AdvenThe MultiLingual team gets a kick out of looking at the walls of issue
• Events
tures in typesetting
covers and playing “remember when?”
• Blogos
multilingual Chinese”
have given way to process and management issues
All of this can be easily searched from your desktop or
such as “Localization in the era of disintermediation.”
mobile device. And don’t forget that as a subscriber
Other subjects such as project management have
to MultiLingual, you have access to all the digital
endured.
archives from January 2006 onward.
• More than 170
issues
• 1000+ authors
• 2200+ articles
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TriKonf focuses on staying competitive
TriKonf 2015 started with quotes
gathered by Stefan Gentz for his
opening presentation “The translation industry has already lost 99% of
their market opportunity to Google
and Microsoft.” In order to survive
and to stay competitive, Gentz stated,
we need to adapt and be more productive. This was the purpose of the
conference, which was held from
October 9-11, 2015, in Freiburg im
Breisgau, Germany.
TriKonf 2015 was a small event
with 110 to 120 attendees from 19
countries — mostly freelance translators, but also a few translation
agencies. It featured three tracks, in
German, in French and in English.
After TriKonf 2013, which focused
on professionalism and interoperability, it was time to talk about more concrete subjects. This year’s conference
motto: was “Tuning the machine” and
the aim was to help the participants
become more productive, deliver
better quality and earn more. How?
By giving them practical, hands-on
information, solutions and tips they

could implement straight away upon
returning to work.
On October 9, Marek Pawelec,
Sameh Ragab and John Di Rico gave
workshops on regular expressions,
productivity tools and Wordfast Pro 4.

On October 10 and 11, Paul Filkin,
Michael Farrell, Dominique Pivard,
Anne Murray, Christian Alkemper,
Dorota Pawlak and many others
talked about tools such as IntelliWebSearch, dtSearch, Sketch Engine or
speech recognition programs. They
showcased how to use software,
macros, computer-aided translation
tools, mobile applications, terminol-

ogy extraction tools, technical tricks,
utilities and more. Ralf Lemster
shared his experience with machine
translation, while Jerzy Czopik and
Renate Dockhorn focused on quality
assessment.
TriKonf 2015 was also an opportunity for networking, particularly during
the conference dinner at the gorgeous
Schlossbergrestaurant Dattler.

AILIA is proud to announce its 2016 Conference in Montréal
at the top of the beautiful Montreal “Olympic Park” Tower.
Innovative approaches, trends, challenges, promotional strategies, new technologies, commercialization,
and so much more! Don’t miss the opportunity to network with peers and leading industry experts.
Visit www.ailia.ca/events for more details.
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Featured Reader
Amlaku B. Eshetie,
founder and CEO of KHAABBA
International Training and
Language Services.
Where do you live?
Addis Ababa, Ethiopia.
How did you get started in this
industry?
I was trained as an English language teacher both at undergrad
and postgrad levels. However,
after teaching for over a decade, I
started to be gradually attracted
to translation after I accomplished
translation requests from friends
and colleagues. Later I started to
search for translation jobs on the
web, created profiles at different
translation directories such as
TranslatorsCafé.com, ProZ.com
and TranslationDirectory.com. I
took my first translation test with
a translation agency called Afrolingo and their reviewer found
my translation to be “professional” level. Now I have become
available on the web, built my

own website, taken online courses
from the MSc in Multilingual
Computing and Localisation at the
University of Limerick program
and grown in experience.
Which languages do you speak?
Amharic: native speaker; English,
fluent speaker. My French is good
and I have basic reading and listening skills in Tigrigna and Geez.
Whose industry social feeds (twitter, blog, LinkedIn, Facebook) do
you follow?
I do have a large number of connections at LinkedIn and often give
it a glance at a minimum of once a
day. As a full-time translator, I do
not have much time to read long
posts and can’t say I follow X or Y
specifically. Yet I do appreciate two
outstanding women who are in my
connections in particular: Suzanne
Deliscar, a lawyer linguist, and
Dana Paradovschi, who also has a
language teaching background.
What do you like to do in your
spare time?
I just take breaks away from

my work by scrolling through
my social media pages (LinkedIn and Facebook) as well as
listening to selected TEDtalks
and other videos on the internet, and other times by playing
with my family.
Why do you read MultiLingual?
MultiLingual is my main reference for translation and localization information next to the
Internet. It also is a good source
of news about events and people
in the industry.

First Croatian Translation Forum held
The first Croatian Translation Forum was held in Zagreb on
November 5, 2015, and was attended
by around 100 language industry professionals including representatives
of translation companies, software
developers, translators and linguistics teachers and other professionals
involved in the language industry
from Croatia and other countries of
Southeast Europe.
The forum was the first event of
its kind held in Croatia and it managed to showcase the development,
the current state and the desired

perspectives of the translation
industry in the region on several
different levels, ranging from linguistic and strictly professional
aspects to its impact on society on
a wider scale.
In the context of Croatia and its
neighboring countries, the forum
was an icebreaker intended to set the
standards for similar events to come
into the region.
The speakers were top industry
professionals from all over Europe
and keynote speaker Stefan Gentz
gave an entertaining and deep pre-

sentation on the future of the industry on the top level, concluding that
“the future is now” and that “we are
the ones we have been waiting for.”
March 2016
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Business

Sure Languages launches new website

Sure Languages, a UK-based provider of translation,
interpreting and voiceover services in over 100 languages,
has launched a new website.

Sure Languages www.sure-languages.com

CyraCom opens Tampa center

CyraCom International, a provider of phone and video
language interpretation services, has opened an interpreter contact center in Tampa, Florida.

CyraCom International www.cyracom.com

New website for GALA

The Globalization and Localization Association (GALA),
a trade association for the language industry, has launched
its new website. The association’s mission is to support
its members and the language industry by creating communities, championing standards, sharing knowledge and
advancing technology.

ICD Translation, a provider of language services featuring a cloud-based translation management system, has
launched a new website.

ICD Translation www.icdtranslation.com

Telelingua opens London office

Telelingua International, a provider of language services,
has opened an office in London, UK, led by managing director Richard Loyer.

Telelingua International www.telelingua.com

Resources

Exploring the translation data landscape

TAUS, the translation innovation think tank and platform for industry-shared services, has updated its 2013
“Translation Technology Landscape Report.” The new
report attempts to describe the current state of affairs in
the way translation data is used and to identify the opportunities and challenges for the next several years in terms
of a data marketplace.

Globalization and Localization Association www.gala-global.org

TAUS http://taus.net

TransPerfect opens new offices

New written corpora available

TransPerfect, a provider of global business services, has
opened two new offices in the US. The opening of a Pittsburgh office is the company’s third location in the state of
Pennsylvania, and the Sioux Falls office is the company’s
first in South Dakota.

TransPerfect www.transperfect.com
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The European Language Resources Association (ELRA)
has added two new written corpora to its catalogue. The
Arboretum treebank is a morphologically and syntactically
annotated repository of Danish sentences, and provides
named entity categories for all proper nouns. ROCO is a
Romanian journalistic corpus containing proper names,

News
market research firm specializing in the language service
industry, has added Arle Lommel to its team as a senior
analyst.

numerals and named entities.

European Language Resources Association www.elra.info

People

Common Sense Advisory, Inc. www.commonsenseadvisory.com

Recent industry hires

■■ TOIN Corporation, a provider of language services,
has restructured and named Atsuhisa Kataoka as chief
operating officer. Ken Inoue has been hired as director of
global production for translation and localization.

TOIN Corporation www.to-in.com

■■ Lexcelera, a provider of language services, has hired
Denis Martin to manage international business development from the company’s Paris office.

Lexcelera www.lexcelera.com

■■ Arancho Doc S.r.l., providers of translation of technical documentation for the manufacturing, life science, IT,
transport and retail sectors, has hired Danilo Monaco as
chief executive officer.

Arancho Doc S.r.l. www.aranchodoc.com
■■

Common Sense Advisory, Inc., an independent

■■ Telelingua France SAS, a branch office of Telelingua
International and provider of language services for the
manufacturing, life science and software industries, has
hired Jean Mandron as managing director.

Telelingua International www.telelingua.com

■■ KantanMT, a cloud-based statistical machine translation solutions provider, has hired Carlos Collantes as
machine translation project coordinator.

KantanMT http://kantanmt.com

■■ Asia Online Pte Ltd., a developer of automated translation technology, has hired Andrew Rufener as its new
chief executive officer (CEO). Former CEO Dion Wiggins
has assumed the roll of chief technology officer.

Asia Online Pte Ltd. www.asiaonline.net

■■ ZOO Digital Group, a provider of localization and
media production services for the entertainment industry,
has hired Syed Ahmed as part of its international business

Translations for the Life Sciences,
Medical, IT and Technology Sectors
Translation & Localization
Layout, Graphics & DTP
Software Engineering
Subscribe to
MultiLingual News at
multilingual.com/newsletter
The newsletter is distributed
to more than 6,500 opt-in
subscribers 18 times a year, and
features the latest news and
events for the language industry.

Multimedia Localization

Certiﬁed under ISO 17100:2015
www.adapt-localization.com
Bonn | Barcelona | Stockholm | Copenhagen

March 2016

11

N ews
development team.

ZOO Digital Group www.zoodigital.com

Products and Services

SDL Web 8

SDL, a provider of global customer experience management, has updated SDL Web, its digital experience
solution. The latest version, built from the roots of the
company’s web content management platform, Tridion,
includes experience optimization, digital media management and localization capabilities in an integrated
platform.

SDL www.sdl.com

Language Terminal

Kilgray Translation Technologies, a developer of translation productivity tools, has released an updated version
of Language Terminal. The new version features a functionality where a translator can track jobs and manage
quotes.

Kilgray Translation Technologies www.kilgray.com

Globalyzer 5

Lingoport, Inc., a provider of software internationalization tools and services, has delivered Globalyzer 5.
Updates include new string concatenation-specific detection and enhancements to reduce false positives and ease
enterprise deployment within developer environments.

Lingoport, Inc. www.lingoport.com
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Update to Web Editor,
Memsource Cloud 5.3

Memsource, a developer of cloud translation software,
has introduced a layout preview feature for translated
Adobe InDesign files in Memsource Web Editor. The preview feature is available from a new menu option in the
web editor.
Memsource has also released Memsource Cloud 5.3.
The latest version includes a new business analytics module and customizable interactive charts.

Memsource www.memsource.com

Plunet BusinessManager 6.3

Plunet GmbH, a provider of business management software for translation services and agencies, has released
Plunet BusinessManager 6.3. Design updates center
around enhanced user experience and a focus on automation and customer collaboration.

Plunet GmbH www.plunet.com

KantanMT XLIFF version 2.0 compatible,
prebuilt engines for legal domain

KantanMT, a cloud-based statistical machine translation solutions provider, has announced its compatibility
with the XML Localization Interchange File Format
(XLIFF) version 2.0 standard.
KantanMT has also created several rebuilt statistical machine translation engines specializing in the legal
domain.

KantanMT http://kantanmt.com

News
PASSPORT

ICD Translation, a provider of language services featuring a cloud-based translation management system, has introduced PASSPORT, a translation proxy service intended
to work with any website and content management system.
ICD Translation www.icdtranslation.com

Clients and Partners

Plunet supports memoQ 2015
and SDL Trados Studio 2015

Plunet GmbH, a provider of business management
software for translation services and agencies, has added
support for Kilgray’s memoQ 2015 and SDL Trados Studio
2015 for clients with Plunet version 6.2 or higher. In addition, the integration provides the ability to define a CAT
project template as a standard template.

Plunet GmbH, www.plunet.com
Kilgray Translation Technologies www.kilgray.com
SDL www.sdl.com

Verztec selected by Go Global initiative

Verztec Consulting Pte. Ltd., a provider of multilingual
communication services, has been selected as the translation partner for the Go Global initiative. Jointly supported
by government agencies SPRING Singapore and International Enterprise Singapore, the initiative aims to help
small and medium-sized enterprises expand into overseas
markets.

Verztec Consulting Pte. Ltd. www.verztec.com

Announcements

Tradnologies celebrates ten years

Tradnologies, a provider of technical translation and software localization, is celebrating its tenth year in business.
Tradnologies www.tradnologies.com

Annual language services
and technology market survey

Common Sense Advisory, Inc., has issued a call for participation in its annual global language services and technology market survey for language service providers and
technology vendors only. Participation deadline is March
31, 2016.
Common Sense Advisory, Inc. www.commonsenseadvisory.com

Certifications
■■ TOIN Corporation, a provider of language services,
has achieved ISO 17100 certification.

TOIN Corporation www.to-in.com

■■ Translavic BV, a translation service provider specializing in Eastern European languages, has achieved ISO
17100 certification.

Translavic BV www.translavic.eu

■■ Moravia IT, LLC, a globalization solutions provider
focused primarily in the IT and life science industry sectors, has achieved ISO 17100 certification.

Moravia IT, LLC www.moravia.com

March 2016
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Game Developers Conference

March

March 14-18, 2016, San Francisco, California USA
UBM Tech Game Network, www.gdconf.com

Languaging Diversity 2016
March 3-5, 2016, Macerata, Italy

University of Macerata
http://studiumanistici.unimc.it/en/research/conferences/languaging-diversity

Intelligent Content Conference 2016

LATA 2016

March 14-18, 2016, Prague, Czech Republic

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

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

TAUS Roundtable

The Translation and Localization Conference

TAUS, https://events.taus.net/events/
conferences/taus-roundtable-2016-vienna

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

Unicode workshop

March 15, 2016, Vienna, Austria

Content Marketing Institute, www.intelligentcontentconference.com

March 11-12, 2016, Warsaw, Poland

CHIA 16th Annual Education Conference
March 11-12, 2016, Long Beach, California USA
California Healthcare Interpreting Association
www.chiaonline.org/2016-Annual-Educational-Conference

March 17, 2016, San Jose, California USA

International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/events/221901760

GALA 2016

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

Interpreter and Translators Congress

GALA, www.gala-global.org/conference

March 11-12, 2016, Hilversum, Netherlands

think! Interpreting

Joint Initiative, www.tenvcongres.nl/en

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

Game Jams, Hackathons and
Game Creation Events

GALA, InterpretAmerica
www.interpretamerica.com/thinkinterpreting2016-0

March 13, 2016, Berkeley, California USA
Global Game Jam, Inc., www.gameconf.org
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Participate in discussions
about the global language
industry:
https://multilingual.com/
multilingual-blogos
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Beijing

Want more industryrelated information?

www.facebook.com/
multilingualmagazine

Calendar
Seventh Annual International
Translation Conference
March 28-29, 2016, Doha, Qatar

Translation and Interpreting Institute, Hamad bin Khalifa University
www.tii.qa/en/seventh-annual-international-translation-conference-2016

AILIA Annual Conference

April 21-22, 2016, Montreal, Canada

AILIA Language Industry Association, www.ailia.ca/Events

2016 Annual CTA Conference

April 22-24, 2016, Boulder, Colorado USA

ATISA VIII

March 31-April 2, 2016, Monterey, California USA
American Translation and Interpreting Studies Association
www.atisa.org/conferences

April

Colorado Translators Association
https://cta-web.org/2016-annual-cta-conference

TAUS Executive Forum Beijing 2016
April 25-26, 2016, Beijing, China

TAUS, https://events.taus.net/events/forums/taus-executive-forum-beijing-2016

International Conference on Interpretation

Wordfast User Conference

National Association for Interpretation, http://bit.ly/1Ly1HyF

Wordfast, http://wordfast.com/conference

April 3-7, 2016, Wellington, New Zealand

MENA Games Conference & Exhibition

April 28-30, 2016, Nice, France

April 7-8, 2016, Beirut, Lebanon

2016 International Medical
Interpreters Conference

MadWorld 2016

International Medical Interpreters Association
www.imiaweb.org/conferences/2016conference.asp

IFP Group, www.menagames.com

April 29-May 1, 2016, Boston, Massachusetts USA

April 10-12, 2016, San Diego, California USA

May

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

LocWorld30 Tokyo

April 13-15, 2016, Tokyo, Japan

Localization World, Ltd., www.locworld.com

bp16: business + practice

April 15-16, 2016, Prague, Czech Republic
Csaba Bán, http://bp16conf.com

TAUS Industry Leader’s Forum
April 19-20, 2016, Tokyo, Japan

TAUS, https://events.taus.net/events/forums/
taus-executive-forum-tokyo-2016

Serge: Open-Source Localization
Platform from Evernote

April 21, 2016, Mountain View, California USA
International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/events/223877017

ND Focus –
Elia’s networking days for Executives
April 21-22, 2016, Mallorca, Spain

Elia (European Language Industry Association), www.elia-ndfocus.org

11th EUATC International Conference
April 21-22, 2016, Budapest, Hungary

Theories & Realities in
Translation & wRiting Forum
May 5-6, 2016, Naples, Italy

Università degli Studi Suor Orsola Benincasa, www.unisob.na.it/ateneo/d007.htm

TAUS Roundtable

May 12, 2016, Barcelona, Spain

TAUS, https://events.taus.net/events/conferences/taus-roundtable-2016-barcelona

Technical Communication Summit 2016
May 15-18, 2016, Anaheim, California USA

Society for Technical Communication, http://summit.stc.org

Speech Translation Technology
May 19, 2016, San Jose, California USA

International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/events/223987827

Annual SFÖ Conference

May 20-22, 2016, Umeå, Sweden

Swedish Association of Professional Translators
www.sfoe.se/eng/pages/future_conferences.aspx

LREC 2016

May 23-28, 2016, Portorož, Slovenia

The European Language Resources Association, http://lrec2016.lrec-conf.org

European Union of Associations of Translation Companies, www.euatc.org/conference
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Lingo: Around Europe in Sixty Languages
Fascinating read for those with the
right level of linguistic interest
Katie Botkin

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

Polyglot and language journalist Gaston Dorren has created
an anecdotal crash course on European linguistics with his
book Lingo. Covering the idiosyncrasies of 50-plus languages,
from the spelling of Scots Gaelic to the counting conventions
of Breton, Dorren weaves tales of conquest, social mores and
isolating landscapes with remarkable ease.
This current edition of Lingo has been updated from the one published in 2014 under a slightly different name — Lingo: A LanguageSpotter’s Guide to Europe, which critics said was something of a
misnomer, given that there were only a few instances where Dorren
explained how to spot linguistic differences by sight. Around Europe
in Sixty Languages seems like a more accurate subtitle. The new
edition, currently out with the UK in mind and with a US edition
planned soon, contains small but important textual changes, according to the book’s editor Peter Blackstock.
Dorren explains historical context such as the fracturing of Latin
with the fall of the Roman Empire, and the pasting-together again to
make a unified French, for example. Icelandic is an interesting case —
thanks in large part to its isolated geography, its devotion to literacy
and its limited but social population, Icelandic is the only language
of the bunch to have preserved itself relatively unchanged since the
time of the Icelandic sagas in the twelfth century. Languages such
as Yiddish emerged from a different sort of history — one of displacement and persecution, Hebrew and Aramaic words mixed with
Germanic roots along with Slavic and Romance vocabulary.
The book is not terribly in-depth, providing snapshots of places
and languages instead. For people with the right level of interest in
language, Lingo is fascinating. Serious linguists may find the book
too basic, unless, of course, they’ve lost track of 40 or so of the languages they studied briefly in school a decade ago — or if they want
some short, semi-amusing anecdotes to regale their friends with
at the next orthographically-themed party conversation or booze-
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Info: Lingo: Around Europe in Sixty
Languages by Gaston Dorren. Grove
Atlantic, December 2015. Hardcover, $22.50.

fueled phonetic discussion that arises (yes,
these actually exist).
One such anecdote, for example: researcher
Francois Pellegrino and his colleagues discovered in 2011 that “Spaniards utter an average
of 7.82 syllables per second, as against 6.17
for English speakers and 5.97 for Germans;
automatic weapons like Uzis and Kalashnikovs fire about 10 rounds per second.”
Linguistic stereotypers everywhere, rejoice.
However, there’s a twist: Spanish syllables are
shorter, on average just over two sounds —
or phonemes — long. When you’re looking
at language speed by the amount of sounds
pronounced rather than the syllables, “German, English and Spanish speakers alike all
pronounce between 16 and 17 phonemes per
second — the Spaniards even a fraction less
than the other two.”

Review

Figure 1: Sami, a minority Finno-Urgic language native to Arctic areas within
Northern Europe, has a plethora of words for snow, as showcased in this table in
the chapter on Sami.

To get an idea of how this works,
compare the spoken sound of the
French loan word ratatouille (rata-tu-e, four syllables, seven phonemes) to Swedish loan smorgasbord
(smorg-hs-bord, three syllables,
eleven phonemes — for lack of more
exact spelling, the h here represents
the schwa, a blurred, unstressed
catch-all vowel common in English).
You can say ratatouille in a way that
sounds much faster and more like a
machine gun, but obviously, if you’re
counting the phonemes your mouth
can physically get out in a given time
period, smorgasbord is the winner.

By the way, you will not find this
explanation in the book, and, in fact,
if you’ve never heard of a phoneme,
you’re going to be a bit lost in the
chapter on Spanish. Dorren’s ideal
reader is the kind of person with
some knowledge of linguistics, but
not so much that they’ve already
studied up on it exhaustively.
To tie all his subjects together,
Dorren describes the common roots
of European languages, explaining that of all modern languages,
Lithuanian probably comes closest
to Proto-Indo-European, the common ancestor of an entire continent

(and farther) as far as linguists can
approximate it. There are ten descendants of Indo-European that currently exist, and all of these linguistic
subfamilies still exist within Europe:
Romance, Germanic, Celtic, Slavic,
Baltic (Latvian and Lithuanian), Hellenic (or Greek, since Modern Greek
is the only surviving language of this
branch), Thracian (now represented
solely by Armenian), Illyric (now represented solely by Albanian), Iranian
(Ossetian, a descendant of Ancient
Persian, is found in the Caucasus
mountains) and Indic (Romani is
spoken by Roma people throughout
Europe).
Then there is Basque, the language isolate of unknown origins.
“In the last few centuries,” notes
Dorren, the liquid flood of IndoEuropean languages “have engulfed
most of the globe, and now half the
world speaks an Indo-European language: English, Spanish, Portuguese,
French, the list goes on.” Basque,
however, is “a mountain rising above
the waters, standing all alone in a sea
of Indo-European,” unmoved despite
surrounding conquests and changes
to language. Not, of course, entirely
unmoved, and there is still some
minor debate among linguists as
to whether or not Basque emerged
from a language family predating
Indo-European. But, again, this is
not a book meant to cover such topics exhaustively — a good approximation of generally-accepted theory
will do.
To more fully describe the linguistic landscape, Dorren covers endangered languages such as Manx, a dead
one (Dalmatian) and an invented one
(Esperanto). The chapter on English
is called “The global headache,” and
it lays out the various difficulties of
this language, the foremost being its
plethora of vowels. There are 20 for
British speakers of English; this number may dwindle slightly depending
on exactly where in the world you
March 2016
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hail from — compare this with some varieties of Spanish, which contains only five vowels.
Partly due to this excess, English “words on the page
reveal little about what they are going to sound like.”
With 20 distinct vowel sounds and only five vowel
letters, a, e, i, o and u, you begin to see the problem. Additionally, and just to begin with, English
has absorbed the orthography of various loan
words and anglified them. Most English speakers could not begin to tell you why “laugh” is not
pronounced lag, but laf, or why “motion” is not
pronounced motyon, but moshun. Then there is
English grammar — mercifully sparse in terms of
gender, case and inflection, which second-language
learners struggle with, but rife with exceptions
and small peculiarities.
From Yiddish to Romani to English, the book
is entertaining. Now, if only I can remember all
these anecdotes for my next party. [M]

Is Content Volume
Holding you back?

KantanMT is Your Solution
Email: demo@kantanmt.com Tel: +353 (0) 1 700 7874

18

March 2016

Colum n

Community Lives
PanLex

A database for extreme localization
Jeannette Stewart
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.

Every translator knows that languages tend to surpass complexity and wander into the wilder terrain of the complicated. If
languages conformed to the rules of statement logic, then translation would be a snap. Grammar, spelling and meaning would
not present the difficulties that all language professionals must
struggle to master. If such logic exists, it’s very coy about uncovering itself. Instead, we all must grapple with tasks of rendering
source languages accurately in target languages within cultural
context. Add the power of intelligent computing along with the
multilingual mix of today’s globalized culture and the challenges
multiply. At the heart of this rich mix of linguistics, technology
and applied science, PanLex is rising to these challenges with the
startling ambition, in their own words, of harnessing the power
of “extreme localization.”
PanLex is undertaking an ambitious project with a vision to enable
“panlingual globalization” by providing a database of “expressions”
in the form of word groups for all the world’s languages. The concurrent availability of an equivalent word or expression in all languages
subtly shifts the focus of translation from process to a state of parallel
existence. In the words of PanLex’s vision statement, “any language is
translatable into any other language.” According to their theory, this is
achievable in the globe’s 7,000 languages using “pairs of expressions” of
which their database is already in excess of one billion and growing.
This monumental task clearly requires scrupulous organization and
control. First, existing data, lexemes — words and phrases — are acquired
for each language, using a variety of sources such as dictionaries, glossaries, thesauri and so on. But the origins of this data are kept and acknowledged, and the resulting content is gathered in their database. Essentially
these are collections of vocabulary without syntax. So where does extreme
localization come in? What is distinctive about PanLex is its coverage. For

the translator of well-documented
languages such as German and
Spanish, PanLex is yet another
resource documenting semantic
equivalence of expressions but does
not document in much detail the
conditions qualifying such equivalence. The “extreme localization”
that PanLex supports is extreme in
how many languages it supports.
If we look at the translation
process through the eyes of a
database designer, it could be seen as
reducing a one-to-many relationship
to a one-to-one relationship. When
translators work on a text, they
exercise highly-educated choices
in rendering the source into the
target. One source lexeme; one
target lexeme. What PanLex offers
is the more dynamic relationship
of any-to-any, allowing lexemes in
different languages to form a symmetrical relationship, which cleverly
accommodates variety. In itself, this
is a powerful translating apparatus.
However, this can be taken a step
further by allowing inferences to
be made for missing translations, a
necessary facility when organizing
vast amounts of data. As PanLex calculates it, 7,000 source languages x
March 2016
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100,000 words in each x 7,000 target
languages = 5 trillion translations.
At the sharp end of the translation
stick, a translator works first and
foremost by processing data. But
what data process should be used?
PanLex uses lemmatization. Thanks
to computational linguistics and the
advent of search engines such as
Google, the process of lemmatization
as opposed to stemming has become
the object of serious and productive
work. Whereas stemming uses
heuristics, rules of thumb, to reduce
the number of inflectional forms of
words with similar meanings (democracy, democratic, democratization),
lemmatization seeks to use the base,
dictionary or reference form of a word.
Lemmatization is a more rigorous
approach to morphological analysis,
and hence PanLex manages to achieve
broader language coverage than other
related database projects. Lemmatic
data tends to be available for more
languages than data on inflectional
paradigms, enabling PanLex’s database
of lemmatic expressions grouped by
meaning to cover the largest possible
set of languages. The PanLex project
focuses on procuring and maintaining
data, a monumental task in itself.
Access to researchers and developers
is live through an API and through
monthly-generated snapshots.
The project started in 2004 and
through the years had different houses
and objectives before it morphed to
its current status with the Long Now
Foundation. Through all the changes
there was always one constant, the
man who started it all, Jonathan Pool.
A Harvard alumnus with a PhD in
political science from the University
of Chicago, Pool is a successful entrepreneur who used his own money to
support his vision of developing an
infrastructure for interaction between
all the languages in the world in order
to break communication barriers.
In 2004 Pool established Utilika
Foundation and financed it by donating
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Figure 1: Minority languages exist in every corner of the globe.

the assets of his then business Centerplex in the form of land and buildings. Centerplex, established in 1990,
was an innovative company offering
its building space for rental to small
local businesses and providing them
with all the latest technology and
tenant-friendly terms. When the real
estate industry changed drastically
to make Centerplex’s model difficult
to sustain, Pool decided to move on
and put all his energy into materializing an even more ambitious vision,
“universal interactivity.” Pool was
joined in the Foundation by a few
more like-minded people, namely
Emily Bender, professor of linguistics
at the University of Washington,
as well as Christine Evans and
William D. Lewis, also affiliated
with the University of Washington.
Together they sought to advance
communication and collaboration
among diverse human and artificial
agents by means of applied research
on languages. Pool sought various
partners before entering into a
support agreement with the Turing
Center. The Turing Center is a multidisciplinary center at the University
of Washington established in May
2005 with a multimillion-dollar
gift from the Utilika Foundation,
which was augmented by federal
research grants and contracts as
well as support from corporations
and other private foundations.

The Turing Center, under the
directorship of artificial-intelligence
pioneer Oren Etzioni, has undertaken many research endeavors,
all of which can be reviewed in
their numerous publications. The
center’s research produced a lexical
database, TransGraph, designed
to support panlingual translation
and a more powerful extension,
PanDictionary, based on intelligent
automated inference. Another
successful project was PanImages,
now defunct, which allowed users
to input online search arguments
for images in their native language.
However, instead of restricting
searches to images labeled in that
language, PanImages translated
them and returned results for images
labeled in other languages too. The
potential power these projects may
give users to enjoy the riches of
our vast web-life speaks for itself.
Utilika Foundation and the Turing
Center determined by 2009 that
although the research had demonstrated the value of the project, its
future was based on enlarging the
database to cover as many languages
as possible. This new objective
diverged from the Turing Center’s
primary research goal and Pool
decided to search for a new partner.
Pool soon discovered The
Rosetta Project, which has a similar
goal, the global collaboration of
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language specialists and native
speakers working to build a publicly
accessible digital library of human
languages. Utilika Foundation and
The Long Now Foundation agreed
to join forces, and The Long Now
Foundation is currently the fiscal
sponsor of the PanLex Project. This
has relieved the project of some
administrative and compliance
obligations as well as provided more
public exposure. Utilika Foundation
transferred its assets to The Long
Now Foundation to support the
project and has since dissolved.
The PanLex Project pursues
its mission with a small team of
programmer-linguists in Berkeley,
California, headed by linguist
David Kamholz, enhanced by select
volunteers around the world. These
volunteers discover manuscripts
and small-run publications containing vocabularies of little-known
languages. When no such documents exist, volunteers elicit lists
of words from native speakers and
make them available to the project.
The project also employs summer
intern students of computational
linguistics who get training in its
techniques while helping turn
the PanLex vision into reality.
In principle, the task of putting
new data into the database is
simple, but in practice this task is
beset with many complications.
Sourcing accurate lexical translations between thousands of languages and dialects is a big enough
challenge. Designing computational
methods to make the sources
accessible and efficient is another.
For example, a source entry for the
Tamil word: பிரிந்துவிடு, which
makes sense to a human reader
translated as “be estranged, divided,
at a distance, isolated, cut-off ” is
incomplete for an automated system, which will mistreat the results
thanks to the ambiguous translation. The translation should instead

be the repetitive but accurate “be
estranged, be isolated, be at a
distance, be isolated, be cut off.” The
PanLex team of editors deals with
these complexities by assigning a
quality rating to all content sources
and ensuring that they meet a
number of criteria, such as comprehensiveness, tractability, availability
and high quality. These criteria can
conflict, so editors must exercise
their own judgment. For example,
online sources may be tractable
but of low quality. PanLex has
experimented during the last few
years in finding the most efficient
ways of acquiring and adding new
data. Despite the project’s effort to
prioritize low-density languages,
there is a large difference in language coverage within the database.
Even with all these complexities,
the PanLex Project and its future
applications remains a vision worth
pursuing. Pool today believes that
“although the available resources
may not permit the full realization
of the project’s objective, a more
pragmatic version of the goal is
to develop the size and quality of
the database far enough to give
it undeniable value for machine
translation, search engines and
language revitalization.”
From localization to internationalization to globalization to universal
translation, the development path that
the multilingual community is following is dizzying. The enabling technologies, methodologies and business
applications that manage them form a
multidisciplinary cluster of practices
that demand cross-fertilization in
order to be productive. As we rush
pell-mell into a new, networked web
of intelligent technologies, the challenges facing us require enterprise,
zeal and colossal resolve to meet
them. PanLex is a stellar example of
the initiative and ambition we need
to survive in a world of seamless,
instant communication. [M]
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How terminology
makes or breaks sales
Andrew Lawless
Andrew Lawless is the president and
founder of Rockant, which focuses on
localization training and consulting. "His
goal is to inspire and prime localization
professionals for success."

A debate over the words should and shall almost derailed the
world’s first universal climate deal in Paris in December 2015. The
word shall would have legally obliged countries to cut emissions
rather than just having to try to. Should was used instead to denote
a guideline or moral obligation only. The legal mechanisms behind
these words are significantly different.
If such an error can happen to some of the best paid
translators on the planet, chances are that your translated
content may pose a risk to your business as well.
The St. Hedwig Hospital in Berlin, for example, would have
welcomed better management of terms when their surgeons
improperly transplanted artificial knees in 47 patients. Instead of
using a procedure in which the artificial joints would be cemented
with a shank or shaft, they were implanted without any cement.
When the doctors read the instructions for inserting the artificial
knee, the term non-modular cemented was wrongly translated as
zementfrei, which means “does not need cement” in German. Surgeons
put in the knees loose, and patients needed a second surgery.
Having access to a proper translation of the term non-modular
cemented along with an example of use in an actual context could
have prevented this expensive and painful error. The discipline of
keeping such information in an orderly fashion is called terminology
management. It is so powerful that it even drives much of the global
economy today. And where it’s not used, companies can be liable for
tremendous mistakes like those that happened at St. Hedwig Hospital.

Most purchases today start with a term
Whether it’s for a car, a camera or a couch, buyers do their research
first before they engage with sales — and they typically start by simply
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typing a term into a search engine.
Forrester Research, Inc. reports that
by 2017, 60% of all US retail sales
will involve the internet in some
way, either as a direct eCommerce
transaction or as part of a shopper’s
research. Buyers of both products
and services are online, connecting
with other buyers on social media
and evaluating options on their
tablets and smartphones. As a result,
modern customers are 65-90% of the
way through the purchase decision
process before they contact sales.
That’s different from ten years
ago when we were dependent on a
sales person to show us what they
thought were our best options.
Today, we have all information
upfront — provided we find it
based on the terms we used in
our hunt for the best product.
A furniture maker, for example,
might offer what they call an
olive couch, but a potential buyer
might be searching for a green
sofa instead. Successful digital
marketers, therefore, also manage
the words customers use in their
research in addition to keeping
track of their own terms. They
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Figure 1: Terminology drives everything from authoring, content management, translation and in-country review. Copyright Rockant.

identify search terms that aren't as
relevant to their business and add
them as negative keywords. They
link terms to traffic and conversions
either in revenue or sign-ups.
Terminology is in fact today’s
most powerful sales tool. It enables
search engine optimization,
internal search within a content
management system, external
search on the content delivery
architecture, web hierarchy, taxonomy and keywords. Terminology
management makes content
discoverable so that a buyer can
make a purchase decision. Good
terminology management is gold.

Writers can be wrong
To work, copy text in the source
language has to be correct and
its terminology unified. That’s
surprisingly rare, as product
names often fall victim to creative
writers. Different treatments
in hyphenation, capitalization,
intercapping, spacing and use
of plural or possessive forms are
March 2016
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often just the beginning. Add to
these where and how to place
company names, model and edition
identifiers, and chaos is imminent.
These variations may weaken your
trademark protection, and may also
confuse customers and sales teams.
The master of brand name
confusion was, interestingly, Steve
Job’s company NeXT. While the
company name had always been
spelled with a lowercase e, the
names of its products changed quite
often, such as NextStep, NeXTstep,
NeXTStep, NeXTSTEP, NEXTSTEP,
OpenStep, OPENSTEP, OpenStep
for Solaris, OPENSTEP for
MachOS/SPARC and OPENSTEP
for Windows. Sometimes users and
engineers referred to "OpenStep/
Solaris" when in fact they meant
OPENSTEP for MachOS/SPARC.

The most common confusion
happened with OpenStep and
OPENSTEP, which were all the
same as one might have guessed.
As a result, many people just used
their personal favorite preference
for whatever the latest release was.
In-country reviewers of
translated documents often halt
or delay marketing campaigns
and product releases for the same
reason in almost all international
companies. They are confused
about the right term for a product,
technology or mechanism and tend
to impose their own preference.
If a term can potentially stop 195
nations from signing a historic
document, in-country subject
matter experts can certainly stop
your new product introduction
over disagreement on a name.
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Boosting MT
If people do not know what term
to use, machines are even more in
trouble. Translation technology
depends on terminology more
than warm-bodied translators who
can ask questions and do their
own research. A machine needs to
be told. And while it is true that
some machine translation engines
learn over time, their effectiveness
depends on the quality of the source
texts. If your writers and translators
use inconsistent terminology, how
much value will your engines have?
A translation memory loses
its value when it stores multiple
segments that differ only in key
terms. Translation agencies do
not always manage conflicts well,
especially in countries with an
indirect communication style.
They may store multiple versions of translated segments as
a result, and hence pollute their
database with wrong terms.
Even when they manage their
terminology correctly, who verifies
that the source term was the right
one in the first place? A vast number of terms are being extracted
and validated in translation, not
during content development. If
you really want to know how big
your terminology problem is, just
compare your translated product
names with your international
trademark registrations. Terminology management needs to drive
authoring, content management,
in-country review and translation
either by humans or machines.
So, when you roll out a
marketing strategy for entering a
new geography, make sure your
content can be found, has financial
impact and is legally sound. If
you need to make one investment
in global digital marketing, do
it in terminology first — before
you dream of savings from using
translation technology. [M]
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Off the Map

When things go wrong
Kate Edwards

Imagine finding yourself in a large meeting room with a great,
round table in its midst, and sitting across from you are five men,
three from the local government and two from a key media
outlet (the building for which is the location of your meeting).
If the room had windows, you might be able to tell that you are
in Riyadh, Saudi Arabia, but in this case the only potential hints
are the Arabic language signs on the walls and three of the men
across from you are dressed in their traditional thawb (robes) and
keffiyeh (head scarves).

Kate Edwards is a geographer and the
principal consultant of Geogrify, a Seattlebased consultancy for culturalization
and content strategy. She is also the
executive director of the International Game
Developers Association (IGDA).

On each side of you is a representative from your company: the company
that didn’t fix an audio file in a product that originated from the Islamic
Qur’an, and that offended the government you’re now facing, in whose
country you’re now sitting. You know why you’re here — to essentially
explain where your company went wrong in its actions and to make an
apology, but the thought keeps crossing your mind: what will the implications be to you personally if the apology isn’t enough?
Once the conversation commences, you sit silently as the senior
government official launches into a monologue about why his government
doesn’t dislike your country and actually praises your people for their
kindness and generosity. But then his tone shifts in a different direction
and he starts reciting a number of reasons why your government’s foreign
policy is dangerous, flawed and suspicious. After that, he starts with a
long list of very pointed questions directed at your company, such as:
[[ Why did your company open its first Middle East subsidiary office in
Israel and not an Arab country?
[[ Why did your company release product X in 1998 in Hebrew before
Arabic?
[[ Why doesn’t your company recognize “Palestine” in your official country list that appears in all products?
With each question, the local company representatives on each side
of you are frantically whispering in your ears to not respond to the
question, just ignore it, you’re only here to talk about the one product
issue! And on the questions go, until he finally asks about the specific

product that brought you here. You
take a sip of water, followed by a
deep breath, glance down at your
carefully vetted notes, and begin.
You may be wondering if such a
scenario is probable or even possible. However, I can attest from
direct experience that not only is
it possible, it happened. And this
wasn’t the only time I found myself
in front of government officials
having to help clarify where the
company I represented made a
wrong turn in their decision making.
The process of content adaptation
for cultures beyond the content’s
original context is a challenging
task, not only from the perspective
of language localization, but for
the deeper level changes that may
be necessary from the process of
culturalization. The reality that we
all face, no matter how proficient we
are or how well-honed our expertise,
is that we are not omniscient. Nor
do we have accurate prescience to
anticipate every possible reaction
and every potential outcome.
As a result, inevitably, a mistake
may occur in publicly-released
content and we must be prepared
to manage the consequences.
March 2016
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First and foremost, it’s critical to
avoid panic, because this leads to
ineffective decision-making, which
may make the situation even worse.
Far too often, companies will receive
a message from a local government or
angered consumers and they launch
into a frantic “damage control” mode
of trying to appease the complainants
at all costs in order to minimize
potential damage from the press,
damage to government relations
and of course, a loss of potential
sales. It’s natural to be alarmed and
stressed by feedback rooted in deep
cultural and geopolitical issues, but
it’s critical to approach them with the
same rationality as you would any
other complaint, such as a broken
link in a website’s user interface.
I’ve seen far too many companies
respond in a knee-jerk fashion,
quickly implementing whatever fix
is being demanded of them, only to
find that this new fix now offends
another cultural group or additional
target markets in the same region.
The next step that often happens
in the face of a content mistake is a
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desperate desire to find out exactly
how the problem happened, otherwise
known as the “witch hunt” to discern
who did what when and why. But now
is not the time for a post mortem.
The most important task is to listen
to what the complainants are saying
and to discern what remediation
might look like. What exactly are they
concerned about? What changes,
if any, are they requesting? What
threats, if any, are being leveled at the
company (such as boycotts, bans or
negative press)? Remember that at this
stage you cannot be defensive of your
content choices and/or be unyielding
to feedback. Whatever your intentions
were with the piece of content, your
goal is to respond to their perception
of your intent. In my experience, 99%
of mistakes made in content are the
result of ignorance or poor processes
— they are rarely intentional. But from
the recipient’s perspective, almost 99%
of the time the mistake is considered
intentional on your part, meaning they
believe your content was incorrect for
a reason, such as wanting to offend
a specific market or cultural group.

Once you determine the specifics
around the complaints and have
a good idea of what actions are
necessary to repair the situation,
then it becomes a matter of production schedule and public relations.
Can the problem be fixed, and if so,
how fast can you fix it, and what will
be your public explanation for the
problem and the fix? For the sake of
long-term goodwill, every attempt
should be made to deliver a solution
to the affected market. But sometimes it’s just not going to be feasible
for various reasons — budget,
bandwidth and so on. If you can’t
fix the problem, then the difficult
decision of withdrawing from that
specific market may be necessary
to at least minimize the damage.
However the issue is resolved
from the production side, fix or no
fix, the public messaging around
the issue must be honest, direct
and specific in terms of remedy.
When it comes to geopolitical
and cultural content issues, this is
not a time for companies to issue
non-apologies — the kind of cold
corporate statements that convey
“We’re sorry you’re offended.” For
most of these kinds of issues, it’s
necessary to confess the limitations
of the company’s knowledge or lack
of foresight as diplomatically as
possible. The core message should
ideally be “We’re sorry, we made a
mistake because our process was
broken (or we didn’t do sufficient
research, or whatever the case may
be) and we’re taking steps to fix the
issue so this doesn’t happen again.”
Now, as the public relations
response implies, some initial
post-mortem discussion will have
taken place, and assuming the issue
is handled well and the fix has been
applied (or addressed publicly if
that’s not possible), now is the time
to thoroughly examine the content
development process and understand
exactly what went wrong. This is
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a forensic exercise of talking to
people in all points of contact with
the content in order to understand
what they perceive to be their roles
and responsibilities at each stage of
the process. As most often happens
with geopolitical and cultural types of
content, such discussions reveal that
no one specifically had been assigned
the responsibility for tracking,
managing and resolving these specific
kinds of issues. And this is why the
very top-level two pieces of advice I
provide to any company are as follows:
[[ Assign responsibility: ensure that
someone has overt and recognized
authority to manage culturalizationrelated issues from day one on the
project.
[[ Track the issues: most companies
have some kind of bug tracking system to ensure the resolution of found
issues. Geopolitical issues are no different — create a specific bug type for
them that the responsible individual
or team can use to shepherd the issues
to resolution before release.
When problems arise from
oversight, ineffective process or
even just a lack of cultural awareness, they don’t need to become
the monumental disaster that many
tend to expect. Yes, they are quite
serious and need to be addressed
with the utmost professionalism,
but they also need to be confronted
calmly and systematically in order
to be resolved in a way that won’t
turn the issue into something even
more complex and damaging.
Lastly, I want to remark that this
column entry marks ten years of contributing to MultiLingual magazine.
I deeply appreciate the support of
MultiLingual and the editorial staff
for allowing me this opportunity.
And of course to you the readers, I
truly thank you for your tremendous
support and positive feedback over
the years — I’m so glad to know that
many share my enthusiasm for the
culturalization topic! [M]
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The MSc in Multilingual Computing and Localisation at the University of Limerick is the longest running post-graduate localization course
in the world. Functioning in distance-learning mode, it attracts a wide
range of practitioners from Ireland and abroad.
As part of the course, students undertake a six month research project
and, because they are usually industry-based, these dissertations tend to
address real-world issues. This year was no exception, with dissertation topics
including an assessment of the potential of crowdsourcing quality control in
localization; the impact of localization efforts on the popularity of mobile apps
in the Arab market; and the evaluation of statistical machine translation as a
component in a cross-language (Greek-English) information retrieval system.
Several of the dissertations from this course focused specifically on Western
European localization issues, three of which are outlined here.

Focus
Crowdsourced
localization testing in games
Saúl Ruiz Calleja's work studies
community forum feedback as a
means of identifying English-toSpanish localization issues in World
of Warcraft (WoW), a massively
multiplayer online role-playing game
(MMORPG). While addressing a predominantly Western European issue
(Spanish localization), its player base
of over 100 million people illustrates
that the games industry is truly worldwide in scope. Likewise, crowdsourcing initiatives are rapidly entering
corporate discourse worldwide, as a
new and innovative way of tackling
effort-intensive problems in all sectors
of business.
User generated content and feedback is continuing to become an
ever-greater component of the web.
Forums, for example, allow users to
connect instantly with people who
share the same interests in order to
upload, amend and review content
and systems. What is true of the web
in general is also true of computer
games: there are many online community wikis or forums specific to
online game communities and, in
these, players write guides, present instructions and discuss many
aspects of game play and problems
that they encounter when playing.
The discussions are often so extensive
that developers read them to see how
players are currently experiencing the
game’s functionality and playability.
As with many other software
products, video games have become
multinational and require localization for many different locales. The
effort required to assure localization
quality is proportional to the markets

.

Graphic on previous page taken
from World of Warcraft.

reached and, for bigger games, can be
extensive. In addition, larger games are
often released simultaneously around
the world (simship), a situation that
requires localization to be present
even in the initial steps of the development process. This can create some
difficulty for localization efforts, as
text may be localized before the game
has been completed, meaning that the
localizer has less complete knowledge
of, or access to, the game context,
resulting in lower-quality localization.
A partial solution is to fine-tune
the localization by employing user
feedback after product delivery,
through community forums. This is
a form of crowdsourcing: a new and
innovative way of tackling problems
by (implicitly) soliciting help from
the wider internet community. Typically the “crowd” in this instance are
gamers with a particular interest in
the subject area that drives them to
perform the task voluntarily, without
formal remuneration. For instance,
the motivation for such gamer communities may be to obtain a highquality localized version of their
favorite games. This can be considered a specific kind of crowdsourcing
known as fan work.
Crowdsourcing in this manner
has the advantage of testing the game
when end-product context has been
established. It also obtains feedback
from users who have a deep knowledge of the game and its associated
characters; not always the case when
professional translators are employed
in an outsourced localization process.
Ruiz Calleja's thesis investigated the
potential of this practice. It assessed if
users would engage in this process and,
if so, if they would identify significant,
relevant errors that prompted remedial
action by the development team.
For his study Ruiz Calleja targeted
one localization forum. This forum
had to have a relatively healthy activity
rate, so a successful game was a prerequisite, as was a forum that localized

the game for a large audience. WoW
is an online game where players from
around the world assume the roles of
heroic fantasy characters and explore
a virtual world full of mystery, magic
and endless adventure. MMORPGs
are games that allow thousands of
gamers to play in the game's evolving
virtual world at the same time via the
internet. In the case of WoW, there are
100 million lifetime players in over 240
countries. It has tens of thousands of
pages and the in-game text is about six
million words.
In 2011 the WoW Wikia estimated
that there were 80 thousand players
based in Spain, but, given the population of Spanish speakers in South
and North America, the number of
Spanish speaking players is probably much in excess of this number.
Hence the WoW Spanish forum was
considered an appropriate localization
forum choice. The forum started in
November 2010 and, up until June 17,
2015, contained 743 posts. It should
be noted that individual posts could
contain a number of error reports: for
example, one post included 65 error
reports. After manual inspection, a
total of 1,067 individual error reports
were counted: an average of 228 error
reports per year.
All 743 posts were analyzed and
a content analysis approach was
adopted. In this case content analysis
was directed at the errors identified.
Specifically, the process required that
each individual error report relating to
localization or translation was transferred, numbered and recorded in a
spreadsheet. The associated date and
author were then recorded. Additional
information included the severity of
the problem, its likely cause (linked to
a new release for example) and details
were also stored on whether it had been
discussed by players. The categories
and types of errors recognized were
identified and counted. Likewise, the
quality of the feedback they provided
was determined by its correctness
March 2016
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AC

AS

C

iS

LI

1

Does the program allow text extraction for translation?

√

√

√

X

√

2

Does the program allow reimporting translated text?

√

√

√

X

√

3

Can the program work with XLIFF files?

X

√

√

X

X

4

Does the program provide a word count?

X

X

X

X

X

5

Does the program support right-to-left languages?

√

√

√

√

√

6

Does the program provide multilingual spell-checking

√

√

√

√

√

7

Does the program allow voice recording?

√

√

√

√

√

8

Does the program allow graphic localization (layered files)?

√

X

X

X

X

9

Does the program support the Unicode standard?

√

√

√

√

√

10

Does the program allow glossaries to be built?

X

√

X

√

X

11

Does the program perform pseudo-translations?

X

X

X

X

X

12

Can you publish in different languages?

√

√

√

√

√

13

Does the program enable expansion of table cell sizes?

X

X

√

√

√

Table 1: Localization feature specification template for five eLearning development tools.

(through manual inspection of the
game) and by evaluating the developers’ responses to the issues raised.
The errors were reported by a small
cohort of gamers (284) and most of
these (184) only reported one error.
However, 11 of the gamers reported
15 or more errors and three reported
50 or more errors, suggesting that
some had become serial testers for
the game. All the reported errors were
non-redundant, a quality attribute
that allows developers to inspect them
without the anticipation of wasting
their time. While most of the errors
were minor, there was a small proportion that could be considered serious
(approximately 3%). Regardless of
their severity, a manual inspection of
the game by a native Spanish speaker
suggested that the vast majority of
them (86%) were valid. This impression of high validity was reinforced
by the developers' rate of response:
83.8% of the errors raised on the
forum were responded to. In addition,
the vast majority of these errors were
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subsequently fixed. So overall, the
impression is of non-redundant, highvalidity localization-error feedback
from the crowd, prompting change
from the development team. The
minor nature of the majority of these
errors does suggest though that while
they obviously hinder gamers' enjoyment, they do not stop game-play.
Five error types dominated the
data set, contributing 67% of all
the error instances. These were, in
decreasing order, mistranslation
(17%), mistakes reflecting mistyped
keyboard characters (16%), untranslated material (14%), linguistic agreement errors that typically referred to
males as females and vice-versa (10%)
and mismatches in naming, caused by
incorrect usage of the glossary (10%).
Overall, the study suggests that,
for this forum at least, users do have
a relevant role in the localization
of games, providing high quantity
and high quality feedback. In addition, although this feedback has
limitations, the findings suggest that

companies can make use of it as an
important quality review component
in their evolution process.

Rapid eLearning and
localization readiness
Maria Pilar Cabezón's work assesses
the degree to which tools that generate
eLearning software are built with localization of the end-product in mind.
The market for self-paced eLearning
in Western Europe is growing at a
rate of 5.8% per year and revenues are
expected to reach nearly €7.5 billion
in 2016. However, in order to achieve
market saturation in Western Europe,
a diverse set of locales must be accommodated. This dissertation concludes
that, while there is work remaining in
this area, localization is being considered and incorporated by developers
of eLearning-generation systems.
eLearning can be defined as the process of learning through a collection of
learning methods using digital technologies, which enable, distribute and
enhance learning. It started to emerge

Focus
in the 1990s as a more flexible and
affordable approach to developing and
delivering learning content that, with
the help of modern technologies, could
overcome some of the barriers and
constraints that characterized traditional methods. For example, it allows
learning at one’s own pace, at one’s own
time and in one’s own location.
The development of eLearning
materials has become rapid in order
to satisfy the needs of a fast-changing,
productivity-based world, and consequently, this dissertation investigated
the extent to which rapid eLearning
development tools support localization.
Due to its ubiquitous nature,
eLearning has the potential to reach
students all over the world and that,
in itself, presents a wide range of
challenges from a cultural perspective: when the goal is to reach a global
audience, we need to ensure that the
eLearning materials we create are localized in terms of linguistic adaptation
and are culturally appropriate for the
learners. In order to keep the number
of steps in such a localization process
low, and thereby minimize the costs
incurred in a successful adaptation of
eLearning products, it is increasingly
important that tools used to generate
eLearning materials provide functionality that supports localization efforts.
The objective of Pilar Cabezón’s
dissertation was to investigate if
these new, rapid eLearning development tools support the adaptation of
the product with respect to cultural
and linguistic variation, and why it
is important that they do so. While
there are many studies that investigate eLearning and localization
in isolation, there aren’t many that
focus on the support these emerging,
eLearning development tools offer
for localization. This is because the
two industries tend to work in isolation from each other, where localization begins after development ends.
This dissertation is an attempt to
bring these two fields closer together.

Five rapid eLearning development
tools widely used today were selected
for analysis: Adobe Captivate (AC),
Articulate Storyline (AS), Composica
(C), iSpring Suite 7.1 (iS) and Lectora
Inspire (LI). They were chosen from a
wide range of possible tools based on
several criteria:

•They needed to be “rapid”
eLearning development tools
•They were commonly used by the
industry
•They were comprehensive tools
that could be used from beginning to
end to compose interactive eLearning materials, as opposed to popular
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Rank

App Name

Version

Button
location/align

Text align

Image/ Icon
align

Menu
location/align

Tick box/
swipe button
positions

Total Errors

1

WhatsApp

2.12.84

0

1

0

0

0

1

2

Imo video calls/ chat

8.6.0

5

4

0

0

3

12

3

Facebook

31

8

2

1

0

0

11

4

Messenger

30.0.0.30.174

4

NA

8

NA

10

22

8

Tango video calls/chat

8

13

4

3

1

5

26

9

Snapchat

9.9.0.0

3

0

0

0

0

3

10

Clean Master

5.9.9

15

3

11

NA

2

31

11

Twitter

5.62.0

10

2

2

3

1

18

14

Omni Swipe

10.5.0

1

0

0

1

0

2

16

UC Browser

2.01

7

4

2

NA

NA

13

17

BBM

2.8.0.21

2

0

0

1

1

4

19

CM Security Antivirus

2.6.3.1075

19

6

2

0

8

35

23

Tiny Flashlight + LED

5.2.4

1

0

0

0

0

1

28

Viber

5.4.1.365

11

8

4

0

5

28

29

Hola Launcher

1.8.0

1

2

1

0

0

4

275

CM Browser

5.1.12

6

7

2

0

4

19

277

Music Player–Audio Player

2.7.0

2

1

NA

NA

0

3

300

YouTube

4

3

0

0

1

8

10.21.58

Table 2: Ranking of mirror-error types in Arabic for some top-ranked apps.

tools whose primary aim was to create just animations or videos
•They rank as the top tools in
eLearning industry reports, user
blogs and so on
•Each of them had to be supplied
by a different company, giving a better sampling of the marketplace
They were tested against a specific
set of localization features through a
localization feature specification template designed by the author for the
purpose (see the full list in Table 1).
Full but trial versions of the individual
tools were inspected against this
template by the author. Likewise the
documentation associated with the
tools was also analyzed against this
template, in order to double check the
conclusions. After this analysis, the
tool publishers were given an oppor-
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tunity to comment on the findings,
again in order to verify their accuracy.
The results of the investigation
were positive, showing that localization is largely recognized by developers of eLearning development tools.
On average, each of the development
tools supported 8.2 of the 13 localization features specified (see Table
1). However, this average also shows
that there is room for improvement,
in particular with respect to allowing
graphic localization, pseudo-code
translation and simple word counts.
When compared, the features available exceed those nonavailable for all
of the tools. Composica and Storyline
are the highest achievers, followed by
Captivate and Lectora.
The features most widely supported
were for right-to-left languages, mul-

tilingual spell-checking, voice recording, support for the Unicode standard
and the ability to publish in different
languages. Extraction and reimporting
of translated text as well as the expansion of table cell sizes were supported
in most tools, but slightly less commonly. In contrast, XLIFF support and
the ability to build glossaries within the
eLearning tool were supported only in
the minority of tools analyzed.
In conclusion, the dissertation
found that support for localization
within rapid eLearning development
tools is good, but there is room for
improvement. Some of the features
not present are commonly found in
other types of tools, such as computer-aided translation tools. That is
the case for translation glossaries or
for performing pseudo-translations.
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However, as the world becomes more
global, such tools will be used more
widely and more users will be advocating for these additions.

Mirrored user interfaces in
apps localized for the
Arabic language
Dorota
Pawlak's
dissertation
focused on the effect a specific
localization effort has on the popularity of mobile applications in the
Arabic-speaking market — namely
that of mirroring the user interface
to reflect their right-to-left reading
style. Arabic speakers make up an
increasing proportion of the western
European population, currently estimated at about five million, and thus
represent a growing market sector for
such applications. Determining how
specific localization efforts impact the
popularity of these applications is of
prime concern for companies when
assessing where to place their scarce
localization resources.

Quality – Efficency – Proactivity: Throughout a
project life cycle

Password Europe

There is little doubt that Arabic is
one of the most widely spoken languages in the offline and online world.
Yet, in this era of intensive localization,
Arab culture tends to be pushed to the
background due to insufficient knowledge, technical skills or limitations
imposed by the Arabic script. As a
result, localization of websites, software
products and mobile applications into
Arabic is often limited to translation
of text and replacement of culturally
inappropriate graphics. This approach
is not always welcomed by Arabic users
who, as relevant studies suggest, often
defer to usage of the English version of
digital products in order to have a better experience and understanding of all
functions and features of a system.
During localization into Arabic,
the user interface has to be mirrored,
which involves changing the appearance of an application from being leftto-right to right-to-left. In this way, the
text in the interface should be adjusted
to the right-to-left reading order of

Your Key to Success
Translation and localization services in
multiple language combinations, with a
particular focus on the languages spoken
in and around Latvia — Latvian, Lithuanian,
Estonian, Russian and Belarusian.
Top 5 reasons to choose us:
• Perfect quality at a reasonable price
• Individual approach
• Timely deliveries in accordance with
your requirements
• Fast turnaround
• Friendly service and responsibility

Abellena Plus Ltd
Daugavpils, Latvia
projects@abellanaplus.com
www.abellanaplus.com

Arabic script, but also, the interface
elements should have a right-to-left
orientation. For example, in Windows,
the exit function represented by the
“x” should now be at the top left of the
screen, rather than the top right. This
makes the application more intuitive
and usable to Arabic speakers. Errors
in right-to-left localization are easily
noticeable and could be even more
critical than other error types, as the
incorrect position of menus or buttons
influences navigation and strongly
suggests that the application was not
developed by a local publisher.
Pawlak’s dissertation examined the
relationship between the popularity
of mobile applications localized into
Arabic and the quality of mirrored user
interface. The reason for this focus,
and particularly this
right-to-left
orientation issue, is the observation
that a rising demand for localization
into Arabic has not corresponded
to a growing number of high-quality
products: mobile applications or
March 2016
March 2016
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websites are often translated and not
enough focus is placed on the correct
right-to-left localization. Such products are very likely to confuse Arabic
speaking users who might be forced
to change their navigation patterns.
Thus, this analysis will help to find out
if mobile applications localized for the
Arab market indeed contain a large
number of errors in their right-to-left
localization, and to determine if the
quality of their mirrored user interface
influences the popularity of the localized application in Arab countries.
Consequently, it assesses the more
generic assumption: that high-quality
localization helps to achieve higher
sales figures and increases return on
investment, in the specific context of
Arabic-localized apps.
Thirty mobile applications localized
into Arabic were examined in terms of

quality of the mirrored user interface.
These products were selected from
the “ranking app” list delivered by one
of the platforms for mobile application
statistics, which shows data categorized
by country, operating system and application category (www.appannie.com).
As the largest mobile penetration
in the Arab countries exists in Saudi
Arabia, the list of the most popular
free applications was retrieved for
this country. From this list, 15 highly
popular and 15 lower ranked applications (as of June 2015) were analyzed
as localized from English into Arabic.
Each application was manually
tested for the right-to-left localization issues documented in Table 2. In
large applications 15 randomly chosen screens were tested and, in applications that had 15 or less screens,
all screens were tested. Finally, the
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number and type of the recorded
errors was compared to the application ranking to verify if applications
that are popular in Saudi Arabia offer
a high-quality user interface.
The results show an average of just
over ten mirror errors per app. In total
there were 366 errors, 211 of which
were associated with the higher ranking apps and 155 associated with the
lower ranking apps.
While the results did not show any
relationship between popularity and
the quality of the mirrored interface,
the results did suggest a nonintuitive
relationship between publisher size
and the quality with which user
interfaces have been localized for
a bidirectional language. Popular
mobile app publishers, which release
a significant number of products on
the market, tend to pay less attention
to the correct right-to-left localization, releasing their applications with
more such errors.
On the other hand, less popular
publishers, or publishers that have
developed a small number of applications (less than ten), offer products that
are more adjusted to the expectations
of Arabic speakers in terms of reading
order and, in general, they contain
fewer errors in the user interface.
Moreover, publishers that localize a
major part of their mobile applications
into Arabic also offer a better quality of
right-to-left user interface.
Based on the results and established relationships, it could be
inferred that smaller publishers pay
more attention to correct localization,
possibly to compensate for the lack of
popularity and brand exposure that
the bigger publishers usually have.
In contrast, larger publishers seem
to thrive based on their popularity
alone, rather than the localization
efforts of their developers. [M]
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Standards, terminology and Europe
Luigi Muzii
Luigi Muzii is an
independent consultant
with over 30 years of experience as a translator,
localizer, technical writer,
teacher and trainer.

We use standards every day, in all aspects of our lives. Some
standards have been around for hundreds or even thousands of
years. Think, for example, of weights and measures and how their
differences and similarities affect us all. Standards provide a shared
reference framework that ensures safety, reliability, interoperability
and transparency, with partners having common expectations on each
other’s performances and products.

Translation and terminology standards
In 1991, during the third TermNet Summer School in Vienna, Christian
Galinski predicted that, before the turn of the millennium, the importance of
terminology would eventually be universally acknowledged. Galinski also predicted that terminology would reserve its own place among C-level executives.
A quarter of a century later, terminology is still an ancillary discipline for a
belittled profession, with a lot of specialized literature considering terminology.
However, no standard effort, however smart, can keep the pace with technology evolution.
Terminology plays a crucial role in accessing and managing information,
especially today, but it is still a knowledge-intensive, labor-demanding human
task, with users being more and more often unaware of — and possibly uninterested in — its principles and methods, and the many terminological standards
available are becoming obsolete as soon as they are published because of the
slowness of the process and the verticality of topics and efforts.

Isabella Massardo
Isabella Massardo is an
ECQA-certified terminology manager with 25
years of experience in
the translation industry
and is content manager
at Memsource.

Every year, TermNet, the Viennaheadquartered International Network for Terminology, organizes
an online training with a final exam
that requires the presentation of an
application scenario. The course is
sponsored by the European Certification and Qualification Association, a
nonprofit association whose aim is to
provide a worldwide unified certification schema for numerous professions. Sessions are held by academics
and experts tackling the main aspects
of terminology management, with
participants being given useful information and examples, but almost no
practical exercises on term extraction, stop-word list building, term
data handling or other real-life scenarios. Instead, much time is devoted
to data categories, data modeling,
semantic interoperability and even
on team management theory.
How much time can translators
— be they freelance or in-house
March 2016
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linguists — really spend on terminology, if we consider the productivity
level and the strict deadlines that
are imposed by the various parties
involved in a translation project?
From experience we know that
translators hardly have the time to
quickly click on the concordance
option in a computer-aided translation (CAT) tool to browse through the
translation memory they were given
and add terms with a second click to a
given term base. We also know that the
exchange of term bases from one CAT
tool to another will result in a loss of
metadata and cause import problems.
In 2007 Erin McKean, a lexicographer and editor for the Oxford
American English Dictionary, gave an
enthusiastic TED Talk on the joys of
lexicography. Her objective was clear
even for a layman: the creation of an
online dictionary collecting not only
all the traditionally accepted words
and definitions, but also new words
and new uses for old words. The talk
became a huge success.
McKean heads Wordnik.com, the
world’s biggest online English dictionary by number of words. Example sentences are pulled from major
news media (such as the Wall Street
Journal) and from books available in
the public domain (Project Gutenberg and the Internet Archive), as
well as from other sources across the
web including less conventional ones
such as blogs. The website also offers
all sorts of information on each word:
synonyms, hypernyms, hyponyms,
words used in the same context, a
reverse dictionary and tags.
Of course, there are differences
between lexicography and terminology. One might suffice for all; while
the former is descriptive, the latter
tends to be more normalizing, if
not prescriptive. But Wordnik.com
is pointing us in the right direction.
Collaborative, cloud-based translation environments that allow the
sharing of linguistic data — in the
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form of translation memories and
term bases — coming from all the
parties involved in a translation project are the best way forward.

A role for Europe
The Old Continent is where standardization was born and is still the
translation studies homeland for
many research, staffing and resource
organizations. And yet, most efforts
have been focusing on updating terminology and translation standards
and issuing new ones, without giving
evidence of their actual impact, if
any, on the evolution of society.
Like translation, terminology is a
complex, time-demanding, knowledgeintensive task, and it can be hard to show
its cost effectiveness and attractiveness.
Possibly, potential users could benefit
from the definition and actual spreading of basic criteria and requirements
for using terminology and profit from it.
While we are writing, a controversy
is raging over the insolvency of four
Italian regional banks. Unscrupulous staff from these banks allegedly
pushed many unknowing customers
to buy subordinated bonds. Customers had to sign long contracts written
in the typical abstruse language of
finance without being provided with
any explanations about the nature of
the bonds they were buying, and they
eventually lost their life’s savings.
It would be difficult for anyone to
find a comprehensive and yet concise
description of what subordinated
bonds are, for example. Wikipedia
only offers an entry, in English, for
“subordinated debt,” with the equivalent, in Italian, of debito non garantito
(junior debt) containing a reference to
an obscure credito chirografario (unsecured debt).
Forget InterActive Terminology
for Europe (IATE), the interinstitutional terminology database of the
European Union (EU) administered
by the Terminology Coordination
Unit (TermCoord) of the Directorate-

General for Translation (DG TRAD)
of the European Parliament. It has
three entries for obbligazione subordinata, all marked as reliable, but
whose definitions are mostly overlapping and inconsistent with standard
methodology.
This should be solid evidence of
the importance of terminology and
of terminological resources, not only
for translation but for everyday life.
In fact, how many nonlinguists —
and maybe even linguists — know of
the existence of IATE?
And yet, this is not an isolated case.
Fifteen years ago, at Linate Airport in
Milan, Italy, an SAS airliner carrying
110 people collided on take-off with
a business jet carrying four people
aboard. All 114 people on both aircrafts
were killed, as well as four ground
personnel. Investigations identified
a number of deficiencies in airport
procedures, including violations of
International Civil Aviation Organization regulations on the part of air traffic
controllers, ranging from incorrect
readbacks to the usage of non-standard
phraseology in communications, with
a specific irrelevant term — extension
— leading to a fatal misunderstanding.
All this calls into question the weight
and trustworthiness of terminology
standards. We also need to mention
that neither the International Organization for Standardization (ISO)
nor the other standard-setting bodies
provide for any public termbase whatsoever. As far as private termbases,
a Common Sense Advisory survey
revealed that only 41% of localizationmature organizations have some terminology management policy in place,
almost solely translation-oriented.
Ten years ago, in an article in volume
13 issue 3 of KMWorld titled "The high
cost of not finding information," Susan
Feldman reported that in 2001, the
International Data Corporation (IDC)
began to gather data on the costs an
organization has to face when it doesn’t
find the information it needs. IDC’s
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study showed that knowledge workers
spent 15% to 35% of their time searching for information, that searches were
successfully completed 50% of the time
or less, and that only 21% of workers
found the information they needed
85% to 100% of the time. The time
spent looking for information and not
finding it cost an organization a total of
$6 million a year, not including opportunity costs or the costs of reworking
the existing information that could not
be located. The cost of reworking the
information that was not found cost
that organization a further $12 million
a year (15% of time spent in duplicating
existing information). The opportunity
cost of not locating and retrieving
information amounted to more than
$15 million per year.
Also, in a study for the EU-funded
MULTIDOC project in 2010, Jörg
Schütz and Rita Nübel claimed that
terminology has a cost multiplier
of ten for localization and of 20 for
maintenance.
Terminology management can
be extremely costly in the short
term, especially for a localizationnegligent organization. According
to a JD Edwards study presented at
the TAMA conference in Antwerp
in February 2001, one terminological
entry has a cost of $150.00.
Many potential terminology users
are possibly not very interested in
standards, but have an interest in the
associate terminology. Of the hundreds of standards available at ISO
and regional standards bodies, more
than half contain terminology. This
could then be harmonized, structured
and made publicly and freely available.
In November, the European Association for Terminology will celebrate
its 20th anniversary in the historical
first hemicycle of the European Parliament with a flashback on the activity in
terminology during the past 20 years.
At the event, a prize will be awarded
for the best thesis on terminology.
Rather than financing mammoth

Directorate General for Translation
(DGT)-oriented educational programs with the typical EU regulatory
aim (have you ever heard of the bendy
banana law?), the DGT could fund a
program for the consolidation of the
many dust-collecting terminological
archives scattered all along the Old
Continent in its innumerable universities. This program could be entrusted
to a pool of outstanding graduates
from the universities feeding the ranks
of underpaid DGT interns.

Futurists, visionaries
and wishful thinkers
In the last two decades, the ability of
effectively using and integrating a wide
range of software tools forming the
typical translator’s toolbox has become
pivotal. Today, translating is less a question of language knowledge and more
one of knowing how to use it and the
right tools to exploit it. The integration
of machine translation (MT) into the
now widespread, comprehensive and
increasingly mundane translation tools
is making MT and post-editing part of
a translator’s daily job.

The last year marked the final
statement for data as the lifeline of
our online existence. With hardware
increasingly being commoditized and
software simply a click away, data is
gold. Machine learning technologies
are revolutionizing everything, from
image recognition to voice transcription to MT. These technologies require
massive amounts of training data.
Translators will have to be able to
build parallel corpora, produce, access
and use (big) data, process unstructured
dataset to mine, as well as produce and
manage rich terminology data.
Terabytes of translation data are
produced in Europe alone every year.
But, as Andrew Joscelyne and Anna
Samiotou recently explained in the
“TAUS Translation Data Landscape
Report,” data sources are heterogeneous and unbalanced, and private
owners can be reluctant to give their
translation data for free or even to open
source it. Traditional public sources of
translation data are no longer enough.
Incentives are necessary for a translation open data project in order to
prevent any conflicts of interests. [M]
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The refugee crisis
A Europe unsure
of itself

Thomas Gilmartin
Thomas Gilmartin is a freelance writer
with a degree in history, a master's in
international relations and a law degree
from King's College London. He worked
for several years at a high-profile
anti-corruption tribunal in Dublin.

Hundreds of thousands of people are streaming into Southern
Europe and making their way, many by foot, toward Northern and
Western Europe. They are arriving to escape war in Syria, Libya,
Iraq and Afghanistan, or grinding poverty elsewhere. They are risking their lives and even the lives of their children in order to do so.
This is a catastrophe on a Biblical scale, with thousands dying en
route to a continent that does not know how to deal with them.
The challenge for Europe is immense — logistically, politically, economically, linguistically and culturally. The response, so far, has been incoherent.
The problem was at first ignored, before being met with belated panic, followed
now by more panic as that response unravels and the borders of Europe slam
shut. This crisis has exposed fissures in the European ideal of itself, particularly in “Old Europe” — the Western and Northern core that formed the early
European Economic Community, forerunner of the European Union (EU). The
political and cultural consequences of what is occurring might be with us long
after the refugees stop coming.

Origins and crisis point
The current crisis has its origins in the series of popular revolts known as
the “Arab Spring,” and in the political and military vacuum following the exit
of coalition forces from Iraq and Afghanistan. The overthrow of Muammar
Gaddafi in Libya and the ongoing attempt to overthrow Bashar al-Assad in
Syria created the conditions for civil war and for Wahhabi extremists to export
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their conception of jihad. One such
group — Islamic State, or Da’esh —
has used the chaos in Syria, Libya,
Iraq and Afghanistan to pursue an
Islamic Caliphate by means of sadistic violence combined with media
savvy. The Assad regime, however,
kills many more Syrian civilians than
the Islamic State does, with refugees
often keen to emphasize that it is
Assad that they are fleeing.
The consequences for civilian
populations have been devastating,
with hundreds of thousands killed or
maimed, and livelihoods and homes
destroyed. All of 7.6 million people
have been internally displaced in
Syria, with nearly five million registered as refugees in neighboring
countries — particularly Turkey, Jordan and Lebanon. The revolts were
encouraged by Western European
powers — Britain and France took
part in air strikes against Gaddafi,
while support and encouragement
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Denmark, Ireland and the UK are exempt from the new relocation proposal. Copyright Statista.

were offered to the Free Syrian Army
in its fight against Assad. Other
European countries also encouraged
these risings, proclaiming an Arab
“awakening” to the merits of liberal
democracy. This role as cheerleader is
one reason for the belief among some
that Western Europe has a moral
duty to bear a fair proportion of the
burden of refugee resettlement.
Refugees have been crossing the
Mediterranean Sea in droves for over
three years, from North Africa into
Italy or from the Middle East into
Turkey and Greece, drowning by the
thousands. Southern Europe was left
to deal with the emerging catastrophe
by itself, despite repeated pleas for a
coordinated European response and
condemnation from Pope Francis. In
2013 the Italian government launched
a year-long emergency search and res-

cue program, Mare Nostrum, which is
estimated to have saved 130,000 lives.
When it ended, the EU launched a
much smaller rescue program, Triton,
with reduced funding despite the
increasing numbers drowning.
It was the image of one child’s
corpse washed up on the Turkish shore last summer that finally
prompted a political response to the
crisis at an EU-wide level, and even
then only after widespread public
protests. Aylan Kurdi was a threeyear-old Syrian boy who drowned
while crossing the Mediterranean in
an unseaworthy dinghy with his family. The image of his body lying face
down on a beach was seen around
the world, and Aylan’s death became
a catalyst for massive demonstrations
in many European cities demanding
action to help and accommodate the

refugees. The responses from European governments varied widely.
Some countries such as Germany
and Sweden liberally welcomed
refugees and crowds appeared at
train stations to applaud and aid the
arrivals. Others, however, were more
cautious about opening their doors to
a large number of refugees, believing
that to do so risked social upheaval
and an increased risk of extremist
undesirables finding their way in.
The enthusiasm with which many
in Western Europe greeted refugees
became blunted by the atrocities that
occurred in Paris in November 2015,
when 130 people were murdered by
Da’esh-inspired extremists in gun
and bomb attacks. The perception
that two of the nine known attackers
arrived in Europe alongside refugees
prompted fears of a potential “fifth
March 2016
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column” of extremists hiding among
genuine refugees. It must be pointed
out that seven of the nine were
actually French and Belgian citizens
whose presence in Paris had nothing
to do with the refugee crisis.
The changing attitude toward
refugees was compounded by a series
of sexual assaults upon as many as
117 women near Cologne’s train
station on New Year’s Eve at the end
of 2015. The perpetrators, acting
together in large groups, were men
of what was described as “Arab or
North African” appearance, many
of whom had recently arrived in the
country from North Africa. In the
days following the attacks, cities in
a number of countries, including
elsewhere in Germany, Austria and
Sweden, reported similar attacks
upon women.
Such events provided ammunition for the far Right across Europe
to claim that allowing in so many
Muslim men would ignite violence.
Politicians who had supported
accommodating a large number of
refugees, such as German Chancellor Angela Merkel, were accused
of “betrayal” by the likes of antiimmigrant group Pediga. The number
involved in such abuses, however, was
a tiny proportion of the refugee population, while Syrian Muslim men in the
crowd, recently arrived as refugees,
intervened to stop attacks on that night
in Cologne. Several Muslims showed
heroic bravery during the Paris attacks.
Unfortunately, nuanced analysis was
another casualty on those nights.

European disunion
As mentioned, the response to
the refugee crisis has been varied,
both between and within countries in
Western Europe. A brief overview of
the effects in some of these countries
provides an illustration.
Germany: Perhaps the most striking example of the swings in attitudes
toward refugees is in the country that
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has taken in more refugees than any
other in the EU. Chancellor Merkel
announced that Germany would
accommodate a million refugees, a
breathtaking figure (compared with
the United Kingdom’s pledge to take
in 20,000). What appeared to be
compassion has now, in the wake of
the Cologne attacks, become politically problematic. Merkel is under
pressure, not just from a resurgent
far Right, but even from some of her
own colleagues. She has left herself
open to the charge of naivety, and
can ill-afford further negative refugee
stories. However, it is the Muslim
community in Germany, suffering an
increase in hate crimes, which most
urgently needs the resettlement process to be a success.
Germany’s generosity has been a
bold move, an answer to those who
claimed that a disunited EU is allowing Southern Europe to bear the brunt
of the catastrophe without solidarity
from the richer North and West. The
size of the gamble taken, however,
means that Merkel could become the
most powerful political casualty of the
current crisis. Merkel has proposed
tougher laws to allow asylum-seekers
to be deported for crimes such as
those committed in Cologne — a
sensible provision that might reduce
tension. However, the problems arising because a large number of men
have arrived from conservative patriarchal societies to relatively permissive societies should not be ignored,
especially with regard to women’s
rights. The apparent victim-blaming
by the mayor of Cologne, who urged
women to keep men at arms’ length
and to stay away from certain areas,
handed more propaganda to those
who wish to spread hatred. A refusal
to recognize that a large influx of
refugees will inevitably bring in saints
and scoundrels together will not help
solve the problems which necessarily
arise during such an unprecedented
phenomenon.

Scandinavia: Sweden has since the
1950s embraced a liberal open-door
approach to asylum-seekers, and initially did so in the current crisis. With
a population of 9.8 million, Sweden
took in 160,000 refugees in 2015,
more per capita than any other European country. In November, however,
Sweden’s government announced
border restrictions, citing housing,
school and jobs shortages. Denmark
then imposed identity checks on its
land border with Germany (which
itself had previously imposed border
restrictions with Austria). Danish
Prime Minister Lars Lokke Rasmussen said that Denmark had no choice
after Sweden’s decision, and urged
the EU to take collective action to
deal with the tide of immigrants.
This domino effect on border
policy has reinforced what appears
to be the disintegration of the Schengen agreement (whereby signatory
countries allow unmolested movement throughout the large swathe of
Europe participating, from Iceland
to Greece, including non-EU Switzerland and Norway, but not the UK
and Ireland). There have also been
complaints that other European
countries, such as France and the UK,
have not been taking a “fair share” of
the one million or more refugees who
arrived in Europe in 2015.
France: France has had longstanding problems arising from difficulties
integrating Muslim communities,
particularly those with origins in
parts of the former French Empire.
Riots by young men from ethnic
minorities, including Muslims, living
in depressed and unemploymentridden suburbs of cities such as Paris
and Marseille, exposed a failure of
the French principle of laicité (a doctrine of secular blindness to religious
or ethnic identity in the name of a
uniform citizenship). This principle
served to hide the discrimination
and barriers faced by some minorities in France. The murders by jihadi
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extremists of 11 members of the staff
of French satirical magazine Charlie
Hebdo, as well as five elsewhere in
Paris, in January 2015, brought the
place of radical Islam in a secular
liberal French society into focus as
never before.
In the midst of these problems
arose the issue of how France should
contribute to the European response
to the refugee crisis. As the overwhelming majority of the refugees
are Muslim, a country profoundly
divided over how to assimilate
minorities proved equally divided
as to whether France should accept
large numbers of Muslim asylumseekers, many coming from lands
which had become the crucible for
violent extremism. French policy
has been much more conservative
than Germany’s, a reflection of these
ingrained cultural problems as well
as, perhaps, the sluggish performance
of the French economy. The fear of a
resurgent far Right Front Nationale
under Marine Le Pen also influenced
the reluctance to take in a larger
number. France initially committed
to taking in 24,000 refugees over the
two years from 2015.

Then came the shocking terrorist
attacks in Paris of November 2015.
The slaughter of 130 people, the
majority young people attending a
rock concert at the Bataclan theatre,
has been described as “Paris’s 9/11.”
The discovery of what appeared to
be a Syrian passport near the body of
one of the attackers, and the perception that two of the nine confirmed
perpetrators arrived in Europe alongside refugees, prompted a debate
about French refugee policy. The
Front Nationale used the attacks to
present a “We told you so!” message
to the French electorate. Prime Minister Manuel Valls spoke of Europe
being unable to take in so many refugees. Yet Socialist President François
Hollande made the risky gesture,
in the days following the attacks,
of announcing that France would
increase the number of refugees
accommodated to 30,000.
In December’s regional elections, despite the heightened tension, anticipated gains for the Front
Nationale did not materialize, with
Le Pen’s party failing to capture a
single region. A victory for tolerance
and inclusivity? Not quite. The Front

Nationale made huge gains in the
penultimate round of elections, and
only lost in the final round due to tactical voting by left wing voters. It still
secured a record high of 6.6 million
votes, around 27% of the vote, which
places Le Pen in a strong position
for the 2017 Presidential elections.
Meanwhile, France’s historical problem with regard to the integration
of Muslims in a stubbornly secular
society remains unresolved, while
refugees arrive into a country which
is at odds over their very presence.
United Kingdom: There are huge
numbers of refugees and migrants
who have no interest in remaining
in France and who are permanently
camped at the port of Calais, hoping
to get to what they perceive as the
better economic opportunities and
generous welfare safety net offered
by the United Kingdom. There is also
pressure on the UK to accept many
more of those refugees fleeing terror in Syria and Iraq. British Prime
Minister David Cameron attracted
criticism and protests for his decision
to allow in only 20,000 refugees over
a period of five years from 2015 —
this despite the fact that the British
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economy weathered the aftermath
of the financial crisis better than
many countries in Europe due to a
strong financial services sector and
a booming London property market.
Cameron also made clear that those
refugees accepted will not be those
in Calais, but rather those currently
in emergency camps in Lebanon
and elsewhere nearer the war zones.
Politically, Cameron knows that
he has more to lose by being overly
generous on refugee numbers than
he has from being too restrictive. The electoral threat from the
anti-immigration United Kingdom
Independence Party (UKIP) seems
to have been neutralized by their
poor performance during the 2015
General Election, but Cameron’s own
Conservative Party is divided on the
immigration issue, and Cameron

has failed to meet his own pledge of
reducing immigration figures.
The United Kingdom is, in contrast
to France, an avowedly multicultural
society in which cultural diversity is
officially encouraged. The problem
that arises in relation to one or two
communities, however, is ghettoization, with sections of the minority
group culturally cut off from the host
society, leading to mutual suspicion
and distrust. Certain Muslim communities have had problems integrating into mainstream British society,
and this in turn has led to both a rise
in anti-Muslim sentiment and hate
crimes as well as the radicalization of
a small minority of young, alienated
British-born Muslims. The consequences include terrorist attacks such
as the bombings of London’s transport system in July 2005, which led

to 55 deaths. British involvement in
wars in Iraq, Afghanistan and Libya,
as well as the recent decision to carry
out air strikes in Syria, have given
recruitment boosts to those seeking
to convert others to the cause of jihad.
It is this background, in combination
with a suspicion that a proportion
of the asylum-seekers are “only economic migrants” which informs much
opposition to large-scale acceptance
of Muslim refugees. A sizeable body of
opinion remains supportive of a more
open approach to refugees, but it is a
body less sure of its voice in the wake
of events in Paris and Cologne.
Cameron is looking to hold a referendum, perhaps as early as the summer
of 2016, on British membership of the
European Union. One of the major
causes of Eurosceptic sentiment in
“Middle England” (the Scottish and
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Refugees wait to register at Moria camp, Lesbos, Greece. Photo: Matt Abud/Internews.

Welsh populations are firmly in the
pro-EU camp) is the inability, due to
EU free movement rules, to control
the influx of people from other parts
of the European Union. The refugee
crisis indirectly feeds into this hostility
because once refugees are permanently
settled in other EU countries they gain
the right to live and work in the United
Kingdom. The likelihood is that, with
the political establishment and business community largely together on the
issue, the UK will vote to stay inside the
EU. However, an anticipated economic
downturn and possible terrorist atrocities might prove politically transformative, and the ability to manage borders
might become a crucial issue in such
circumstances. The refugee crisis could
thus play a role in the future relationship of the UK and the EU.

Europe’s future
The European ideal, propounded
by the likes of Jean Monnet in the
1940s, was one of a borderless continent working cohesively toward an
“ever closer union.” The ideal was one
of inclusivity, tolerance and an end

to conflict, but in 2016 those ideals
look under threat as never before.
Eastern Europe is ploughing its own
furrow on the refugee crisis — largely
unsympathetic, sometimes violent
and unwilling to accept large numbers. Western Europe is divided, with
borders going back up, the Schengen
agreement apparently unravelling,
and accusations of others not “pulling
their weight.” European Commission
President Jean-Claude Juncker has
warned of an end to the internal market and even the Euro currency.
The concept of European “solidarity” has been damaged, and a sense
grows that there are now three or
four Europes, each looking to its own
interests or complaining about others doing so. The current crisis could
play a role in deciding whether one
of the largest net contributors to EU
coffers, the United Kingdom, decides
to permanently leave the Union. The
far Right is receiving an electoral tailwind in certain jurisdictions, mostly
from people who are fearful of change
and who see the current influx as a
threat to their cultural identities. The

refugee crisis is a challenge to the
European project like none we have
ever seen.
How Europe responds now will
shape the course of European history
for the next century. It will also inform
how Europe deals with future refugee
crises, such as the one predicted to
result from climate change. Europe is
flailing indecisively, allowing extremists of all stripes to thrive at the expense
of what used to be the dominant ideology of inclusive progressive liberalism.
Proposals such as that by the Danish
government to strip refugees of all
valuables bar wedding rings and personal effects would have been unthinkable five years ago. What once seemed
to be the unstoppable momentum of
political integration has halted.
Political leadership from “Old
Europe,” meaning relatively prosperous Western and Northern Europe,
has been sorely lacking. At present we
see a Europe rudderless and unsure of
itself. Meanwhile, it is likely that 2016
will witness many more like Aylan
Kurdi washing up on the shores of the
Mediterranean. [M]
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Basic information greets refugees at the beach of Skala Sykaminias,
the site of many arrivals. Photo: Matt Abud/Internews.

On-the-ground challenges
In the European refugee crisis, communication generally,
and translation more specifically, is absolutely vital. Working
here on Lesbos, as part of the Translators without Borders
(TWB) European on-the-ground refugee response, I’ve realized that this is due to four unique aspects of this crisis.
The refugee population is linguistically diverse
While non-governmental organizations, volunteer groups
and government services try to cater to Arabic and Farsi speakers, there are many refugees who do not speak or read in either
of these languages. We’ve had requests from our partners for
translation support in languages as various as Kurdish, Urdu,
Dari, Pashto and French. Time-consuming and disempowering
interaction is all too common in this crisis because those of us
working on the ground simply don’t have access to these languages.
Hosts and refugees don't share a common language
The unusual geography of this crisis means that refugees
do not typically speak the languages of the host communities
they encounter along their routes. We typically can't draw on
the local community for interpretation and translation support, or assume they are receiving the same information as
the refugee population. TWB is currently working with our
humanitarian partners to include communication with host
communities in all their programs. This means (in Lesbos, for
example), that every sign, pamphlet or website produced in
Arabic, Farsi or English should have a Greek translation. This
should ideally be replicated in Macedonia, Serbia, Slovenia
and Croatia. We do this in the hope that equally informing
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communities leads to greater trust between them.
Refugees are mobile
It seems an obvious point, but the fact that refugees are
on the move (and moving very fast in many cases) presents a
major communication challenge. Unlike in other refugee crises, where time is spent building trust and establishing routines at the site where refugees are temporarily resettled, this
crisis only allows for brief interactions with aid workers and
fleeting opportunities to disseminate information. For this
reason, high-quality, concise translation and interpretation
are even more crucial in this crisis to ensure refugees keep
themselves and their families safe.
Refugees need constantly changing information
Crisis-affected and displaced populations typically need
information about health, shelter and emergency facilities.
They also need information on their families and what is
happening back home. In this crisis, information on travel (When is the next ferry? How much does it cost to take
the bus? What is the weather forecast for tomorrow?), or
information on asylum procedures (Can I apply for asylum
in Sweden? Can I register for a transit visa in Macedonia?
Where should I say I’m heading to on my registration paper?)
is desperately needed by refugees. But this information is
constantly changing — often by the minute. TWB is working
closely with our partners to make sure information disseminated online is rapidly translated so that refugees can make
well-informed choices.
—Lali Foster, communication manager, TWB

Focus

Dubbing localization
in Europe
Jacques Barreau
Jacques Barreau is vice president
of dubbing and subtitling at
Warner Bros. (WB). He travels all
over the world and is responsible
for providing language conversion
services for all WB business units.

W

hile we see the European Union trying desperately to come to
a political consensus on issues such as taxes, the Greek debt, immigration and border controls, localization has always been a national cultural
and technical concept for all of the European countries. Here I’ll focus
mainly on France, Italy, Germany and Spain, or FIGS, as we call them in
the entertainment industry. They represent the biggest economic force
in the localization business in Europe. We’ll also include Holland, Portugal and Scandinavia (Denmark, Sweden, Norway, Iceland and Finland) where we also localize a significant amount of content.

The different cultures and their relationship with English

Seen from the United States, all these European countries can look very
similar, but the differences are in fact huge. I would say that their cultural differences are even bigger than their linguistic differences. As stated in previous
articles, dubbing is for me an adaptation to a culture more than to a language,
and these differences will explain why we have so many different localization
approaches in Western Europe.
Historically, the FIGS have always been a land of dubbed content — even
before television. Hollywood decided to dub its movies in French and German

as early as the 1930s to sell them in
Europe. The results were not very
good, mainly due to the lack of native
speaking French and German actors
at that time in Los Angeles. France
and Germany realized quickly that
the dubbing industry had great potential and started to dub almost every
movie coming from America. Italy
and Spain followed shortly thereafter.
Although the FIGS dub practically everything — and Warner Bros.
(WB) creates 35 TV series a year just
on its own — their approach is very
different. Most of WB’s 20 theatrical
releases a year are dubbed in the FIGS
languages, which is not the case in the
other European countries. Growing
up in Marseille, France, I remember
having to go to the Saturday midnight
March 2016
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session at the theater to be able to
view an American movie in English.
Very few theaters were showing the
domestic versions and the main reason is that, besides Germany, the Latin
European countries tend to speak
very poor English. I have to admit that
things are changing slightly these days,
as the different governments try to
promote the English language among
young students. Currently, cable TV

is now giving Europeans the opportunity to watch American programs in
English. Nevertheless, the vast majority of Southern Europeans (France,
Italy, Spain and Portugal) still speak
fairly poor English. This has a direct
impact on the dubbing business, as
everybody, not only young kids, feels
more comfortable watching a movie
dubbed in its own language than in
English. Although we create a lot of

Image of Daffy Duck on first page used with permission of Warner Bros.

A director coaches a young voice actor in the studio.
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A voice actor in the recording booth in Rome.

subtitles for our content in more than
45 languages, I’ve always been a strong
supporter of dubbing as I think that
reading the subtitles distracts from the
full viewing experience of a movie. I
won’t debate on the fact that subtitles
are by nature a condensed version of
the dialogue as they have to fit the
screen and cannot be too long in order
to be read.
Northern Europe, meaning the
Netherlands and Scandinavia, on the
contrary, has a long tradition of speaking English fairly extensively. These
countries are relatively small compared to the FIGS — approximately
six million people for Denmark versus
70 million for France or 80 million for
Germany — and one can easily understand that speaking English is critical
for their opening to the rest of the
world. This is why WB dubs only family entertainment movies or animated

content in these countries, as small
kids cannot read subtitles or understand the English version. The rest of
the programs are subtitled, which is
also a huge cost savings for the company, as the cost of dubbing is much
higher than the cost of subtitling.

The case of Germany is different,
as the Germans generally speak good
English but opted to dub most of their
film and TV content, continuing the
tradition they started in the 1930s. It’s
also a big country, forming the leading political tandem of the European
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Union with the French. We can easily
explain the fact that Germans may
tend to speak better English than the
French, since German and English
are both West Germanic languages
while French, Spanish and Italian are
Romance languages. German speakers share many Anglo-Saxon-based
roots with English speakers, while
French, Italians and Spanish share a
lot of Latin-based roots.
It is interesting to see, given these
similar roots, how a lot of names have
different genders in these languages.
The sea is feminine in French (la mer)
but masculine in Spanish (el mar)
and Italian (il mare). Examples like
that are numerous and are the number one source of gentle teasing when
one learns a second Latin language.

Casting differences in both
parts of Western Europe
Our voice casting is handled very
differently depending on whether we
cast in the FIGS or in the other European countries.
As mentioned before, there is so
much dubbed content in the FIGS
that a professional pool of actors can

most of the cities are specialized and
local actors’ pools don’t dub the same
content. Rome, Berlin and Barcelona
are traditionally dubbing features
while the other cities dub more TV
or games.
France is a special case, thanks to
Napoleon Bonaparte, who centralized the country so well that everything is done in Paris!
The other European countries,
especially Scandinavian ones, don’t
have enough work to maintain a
professional pool of dubbing actors.
Most of them have other activities
and are concentrated in the capitals,
Copenhagen,
Stockholm,
Oslo,
Amsterdam and so on. They can be
cinema actors, TV actors or often
theater actors. This means that they
have a double challenge when they
do dubbing. They don’t have much
opportunity to practice lip sync so it’s
more difficult for them to achieve a
perfect sync on screen, especially on a
film, as the image is much bigger and
any lip sync issue will be more apparent. Their second challenge is their
everyday job. As most of what they
dub is family entertainment content,

make a living just doing dubbing. In
the FIGS, the dubbing actors are professional, which is good for us content creators, as we have a big variety
of voices to choose from. This is very
interesting for animated content but
less true for the live action films. In
these countries, dubbing actors often
become the “established” voice of one
or several American actors. From a
dubbing studio standpoint, one can
understand that it’s better to hire a
very good and experienced actor to
dub a given role, as the job will be
done faster and will be also cheaper
for the studio. The result is that
several big American actors can be
dubbed by the same actor and consequently have the same foreign voice.
The funny thing is that the public still
accepts this fact (less and less to be
honest) but it has always been a common phenomenon in the FIGS. One
could think that the actors’ pools
would be big enough there to avoid
such a fact, even if in Italy dubbing
is done in Rome, Milan and Torino;
in Spain in Madrid, Barcelona and
Seville; or in Germany in Munich,
Berlin and Hamburg. Unfortunately,
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and often animated, they have to dub
characters with attitudes that are far
from what they typically do. I cast
some theater actors in Scandinavia
for some of our animated characters,
and these actors can go from a character in a classical play to a character
such as Daffy Duck, which is not an
obvious vocal transition. Just for this,
I have great respect for these actors,
who show a lot of versatility in what
they can do in front of a microphone.
Of course, we cannot close this
chapter without talking about the
different union rules and the absence
of actor’s unions in certain countries.
These are issues that keep our legal
department busy all year long. The
difference is huge between France
and Italy, where everything follows
strict rules, and Germany, where
actors’ fees must be negotiated
before each project. Actors, dubbing
directors and translators represent
around 60% of the dubbing cost, and
we can see a huge discrepancy all
over Europe. France and Germany
are at the top of the scale, followed
closely by Italy. Below, we find Spain,
Holland and Scandinavia with prices
that are generally less than half of
the French or German prices. With a
Scandinavian cost of living being very
similar to the French one, we can
explain the cost differences because
of a much stronger actors union in
Paris or Rome, which is helped by
the bigger revenues of the French or
Italian TV channels. The new trend
for the French is to dub a significant
amount of TV content in Belgium
where the union rules are less constraining for the studio, lowering the
cost by approximately 20% compared
to Paris. The other countries don’t
have the option to dub somewhere
else.

Aesthetics in Europe
We now understand that all these
countries have different cultures.
They don’t have the same relationship

with the English language and don’t
have the same kind of actors when
they dub our movies. But what about
the aesthetics, the taste of each country on how a movie should sound?
Let’s start with the voice recording. The recording rooms, the heart
of any dubbing studio, vary greatly in
size and functionality. All the rooms
I visited in Scandinavia were fairly
small, which we can easily understand as dubbing is not as common
there as it is in the rest of Europe,
especially the FIGS. Spain, Italy
and Germany generally have bigger
rooms, but they are not used the
same way. The Germans and the Italians have an assistant director, who,
in addition to the sound engineer and
the voice director, is in charge of following the script and making sure the

actors don't forget to record a word
or a line during the recording session.
Because having to recall an actor,
even for a single line, has a minimum
cost, the studios prefer to make sure
everything has been recorded at the
end of the session. I always found this
a bit redundant, as recording software can count each actor's words
or lines very easily, but many studios
still don't use any of these new tools.
Unfortunately, recording software is
still too rare in dubbing studios. This
is mainly due to the fear of new processes in an already complicated and
well-established working environment. All the other countries have
only a voice director and an engineer
working together during the recording. France, due to the long tradition
of using the bande rythmo, uses
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"auditoriums," which are huge rooms
with a big screen where the actors
can read the text while they record.
As mentioned in a previous October/
November 2012 MultiLingual article,
this old system is the ancestor of
all of today's recording software.
The French are also used to having
everybody in the same auditorium.
The sound engineer, the voice director and the actors are all working
together in these rooms mainly built
for theatrical dubbing. They even mix
there, but French studios started to
build smaller rooms for the TV content a few years ago, as the price of
real estate rose dramatically in Paris.

Hollywood versus Europe
If the goal of dubbing is to recreate a local version that is as close
as possible to the domestic version,
we could ask what the difference is
between Europe and Hollywood in
the way dialogues are recorded.
On a live set in Hollywood, dialogues are recorded with a shotgun
microphone, which is set to capture

sounds from a fairly long distance
with a midrange tone, to match the
human voice and the perspective
of the scene as closely as possible.
These microphones very accurately
reproduce the human voice and only
the human voice, unlike the microphones that are widely used for dubbing in Europe. I would say that most
of the microphones found in the
dubbing studios are “too good” for
the job. The Neumann U87, one of
the world’s workhorses, is really set
to capture an entire orchestra ranging from double bass and timpani to
flutes and triangle. When recording
a dubbing actor with this kind of
microphone, the voice will sound
big (like when you see something
through a microscope, or when you
listen through headphones) and will
be very present at the final mix.
If we compare the American
mixes to the European mixes of the
same movie, the European voice will
appear much more present and “in
your face” due to the lack of perspective during the recording. This

explains why tastes have changed
over the years and it’s easy to observe
the same in the music industry.
American singers are generally more
a part of the band, blending more
into the mix than the French or Italian singers whose voices are much
louder than the orchestra and more
present in the final mix.
This phenomenon has led all of the
southern European countries to have
an aesthetic difference from Northern
Europe, where less content is dubbed
and where the American mixes can
be heard in English with subtitles.
The Scandinavians have a taste closer
to the Americans because they listen
to more American versions than the
Southern Europeans, where almost
everything is dubbed and mixed
according to the local tastes. There
is, of course, no right or wrong way
to mix a song or a movie, but this is
important to take into consideration
when we do centralized mixing for
all European countries. These differences are minimal as we want to keep
a certain consistency across all the
countries, but a skilled viewer could
detect them easily.

Will Europe agree
on localization?
I could bet that the European Union
will agree on political issues such as
united forces, immigration or external
frontiers control before it agrees on
localization. As in geopolitics, cultural
issues have always been the main
driver of recent history, much more
than economics, and it will probably
be the same in our business.
But even if the French don’t localize the same way the Danish or the
Italians do, if the genders are different in one language or the other, if
the movies don’t sound exactly similar all over Europe, does this really
matter? In the end, all Europeans
will enjoy the same movie according
to their own local tastes, and for us,
this is what is most important. [M]
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Vive la différence
Specializing in non-English languages

Ben Whittacker-Cook
Ben Whittacker-Cook is a creative and communications
writer for Straker Translations, a cloud-enabled
translation services provider with production
centers in Auckland, Barcelona and Denver, and
further support offices around the world.

Despite the prophecies and long-range economic forecasting models suggesting the world
of business should be carefully charting the skies
of the east for direction in innovation and trade,
English still remains the language of business,
and will remain so for the foreseeable future.
Statista estimates that of the 1.5-1.7 billion English
speakers around the world, only 375 million of those can
claim it as their native language. However, it’s not the fact
that English is the third most popular spoken language in
the world that gives it a business advantage, it’s the fact
that it is estimated to be everyone’s preferred or default
secondary learned language.
That dual omnipotence makes English language skills
accessible, sellable and coveted. This offers translators, linguists and interpreters a tantalizing career path to follow,

yet the English language market is competitive and congested, and forging a career specializing in several other
Western European languages may be just as rewarding.
As those in the translation industry know only too
well, there’s a blurred relationship between the number of
specific language speakers around the world and the most
popular language pairs translated by language service
providers (LSPs). This is partly because a huge amount
of work undertaken for clients by LSPs centers on web
projects.
Approximately 55% of the top ten million websites use
the English language to deliver their content, according to
a 2015 report by The Broadband Commission For Digital
Development (a joint venture between the International
Telecommunication Union and UNESCO).
Clearly, 55% of the world’s population doesn’t speak
English as their first language, and with such a heavy
imbalance, it’s little wonder that English is the most
March 2016
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popular language for aspiring translators to learn.
The same report calculates that
just 5% of the world’s estimated
71,000 languages are accessible on
the internet and, if 1.2 billion people
speak Chinese as a first language,
why is Chinese only the main content
language of 2.2% of websites? Language remains a barrier to business,
a cultural chasm and a disjointed
obstacle of communication.
English as the voice of commerce
will always be top dog, even in
Europe. There are 24 official languages in the European Union (EU),
and various studies suggest that
approximately 40% of Europeans
speak English as a foreign language.
Once again, it’s English’s strength
as a secondary language that helps
boost its popularity.
It’s therefore surprising that a new
study by Natixis, a French investment
bank, suggests that French will be the
world’s most commonly spoken language by the year 2050, and will be
spoken by 750 million people in 30
years — a significant increase from
the current 220 million estimate.
There are many captivating
reasons why new and established
language experts might like to
embrace French professionally. It
is an “official” language of Western
Europe, after all. Despite pressure
to impose English as the governing
first language among the corridors
of Brussels from various quarters, it
is the language of the EU and many
other influential institutions around
the continent, including major oil,
gas and financial services companies.
French also travels well. As of
2015, there were 29 independent
nations where French is the official
language, spread across North and
South America, Europe and Africa.
It is the mother tongue for more than
seven million Canadians (approximately 22% of the total population)
and unofficial figures suggest one of
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the most populous French-speaking
cities in Western Europe is London,
with between 300,000 and 400,000
French citizens calling the English
capital home.
French continues to have a
substantial influence in West and
Central Africa, a region that many
business leaders (and indeed LSPs)
are eyeing as the next possible boom
economy.
African French is the rather
generic term for the variants of
French spoken by around 120 million African people. The Economist
Corporate Network estimates that
the 2015 gross domestic product for
Sub-Saharan Africa is expected to
grow at 4.5% — making it the fastest growing economic region in the
world.
Three of the top six fastest growing
economies in Africa, the Democratic
Republic of the Congo, Ivory Coast
and Rwanda, have French as their
official language, and many other
neighboring countries including
Algeria, Senegal and Nigeria have
tight bilateral and trade agreements
with France — their currency unions
are also closely linked to the Euro.
Since 2014, the French Government, headed by the Ministries of
Foreign Affairs and Education, the
Senate and the National Assembly,
has helped nurture a multimillion
dollar French dual-language program in New York schools.
These schools offer a French and
English curriculum mix for approximately 1,000 students, making it the
city’s third-largest dual-language
program (after Chinese and Spanish), and the demand continues to
grow.
Despite the plethora of employment opportunities it presents, many
believe French still carries with it an
air of academic elitism and cultural
intellectualism. Yet it isn’t the only
alternative to English for Western
European language specialists.

Germany is the most populous
European nation, with around 82
million inhabitants. German is the
official language of Austria, Switzerland, Luxembourg and Liechtenstein.
German is only ranked tenth globally in terms of native speakers, of
which there are around 104 million,
but is ranked fourth in terms of nonnative speakers who have learned it
as a second language.
This contradiction is no doubt
based on Germany’s economic
prowess. Europe’s powerhouse is the
third largest exporter in the world.
In 2014, it recorded the highest trade
surplus in the world, worth $285
billion.
While French is the better traveled
language, Germany’s inhabitants are
among the best traveled, spending
more on travel per capita than any
other nation, according to the World
Tourism Organization.
The desire to learn German is an
attractive one — 14.5 million people
worldwide are learning German as
a foreign language, according to the
latest estimates from the Goethe
Institute. It is taught in schools in
more than 140 countries, and there
is significant growth in German
language academic qualifications in
emerging markets in recent years,
such as Brazil, China and India.
The Com Laude & Valideus
Gazetteer of Top Level Domains for
Autumn 2015 places .de in third
place, and the country has more than
56 million internet users. Germany
is also home to several Fortune 500
companies and is known for its
support of small and medium enterprises so German, like French, offers
a real window of opportunity for the
ambitious translation professional.
With so many unofficial and
unregistered
language
schools
operating around the world, albeit
at various levels of professionalism and quality, it is impossible to
gauge the true numbers, but what
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Growth and compression in
translation pricing
Common Sense Advisory (CSA Research) conducted its
annual study of the market for outsourced language services
and technology for the eleventh consecutive year in 2015.
Participants listed their three fastest-growing language pairs,
as well as the three that face the most price pressure.
Looking at the language pairs with a global perspective presents the overall trends within the industry. Rather than review
the data for all the language pairs, CSA Research focused on the
top ten language pairs.

Demand for the top ten languages grew,
joined by Italian and Polish
Respondents were asked to list the three language pairs for
which demand is growing the fastest, irrespective of source
and target. All regional language variants were compressed
into one category each for Chinese, English, French, Portuguese or Spanish because of inconsistencies in answer formats. The undifferentiated variants outscored regional forms
in all cases except Portuguese for Brazil. The latter would have
scored as the fifth most demanded language on its own.
Not surprisingly, the pairs in most demand correlate with
the top ten languages that reign online: English, Chinese
(Simplified), Spanish, German, Japanese, French, Arabic,
Portuguese (Brazil), Russian and Korean. Italian (eleventh on
CSA Research’s list of the top 100 languages) and Polish (seventeenth) also appear among the top ten pairs.
Increasing demand and price compression
go hand in hand
Many of the language pairs that are growing the most are
the same ones subject to the most price compression. This
is not a contradictory phenomenon — prices can decrease
while demand rises. Why? Translation is the most competitive of the various language services, with nearly 89% of
respondents over the past three years of our survey offering
that service, while about 42% provide on-site interpreting —

Fastest-Growing Demand

Rank

Most Price Compression

English <> Spanish

1

English <> Spanish

English <> Chinese

2

English <> French

English <> French

3

English <> Chinese

English <> German

4

English <> German

English <> Russian

5

English <> Russian

English <> Portuguese

6

English <> Portuguese

English <> Japanese

7

English <> Japanese

English <> Arabic

8

English <> Italian

English <> Italian

9

English <> Arabic

Spanish <> Portuguese

10

French <> Spanish

that’s not as competitive, but still one of the most frequently
offered services. Thus, some of these language pairs are
highly provisioned and sold into very competitive markets.
Many pairs came up as ties in the various groupings, further
highlighting the competition in translation pricing.

What should you do with this data?
It depends on your perspective as a buyer or supplier. Buyers
of translation services, verify that you are not missing any popular languages that would allow you to appeal to a broader client
base. Review your pricing history by language to ensure you are
obtaining competitive rates for the services you purchase.
LSPs should monitor the demand for languages to ramp
up resources effectively. Compare languages with increasing
price pressure to your own sensitive areas and prioritize languages that require more cost-effective resources accordingly.
Stephen Henderson,
research associate,
Common Sense Advisory
CSA Research is interested in
identifying these same trends
with data collected in this year’s
Global Market Survey. The 2016
survey will run from January 27
through April 30.
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Languages services share by region, 2015 - 2019. Source: "Language Services Market: 2015," Common Sense Advisory.

the above does indicate is that Western European language skills and
qualifications are viewed as valuable
commodities for both students and
businesses around the world.
Many language experts see French
and German as “punching above their
weight” in terms of global technology
usage. French (4%) and German (3%)
both feature in the top ten most popular languages among mobile app users,
and both make the top ten most popular languages used by website users.
Western Europe continues to be a
hotbed of innovation and concentration
in the LSP industry, is home to almost
20% of the world’s top LSPs and boasts
a global market share of approximately
25%, according to research by Common
Sense Advisory (CSA Research).
Western Europe can also claim
the most currently-spoken Romance
language, the second most widely
used language on the planet and the
third most commonly used language
on the internet — Spanish, of course.
Spanish is the most-studied second language in the United States
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and as a rough estimate, is spoken
by 480 million people across Europe,
North and South America.
When analyzing the big numbers,
French, German and Spanish offer a
powerful and common sense alternative to the language preference for
English.

Population shifts
On a human level, Western Europe is
also seen as a land of hope and possibility. One only has to look at the important role translators and interpreters
are currently playing in Germany,
France and wider Europe — providing
a valuable language service as the global
refugee crisis continues to escalate.
The UN Refugee Agency estimates
that Germany will lose five million
people by 2050, despite 500,000 stateless citizens heading there in 2015. Germany has a low birth rate at present and
an aging population. These gaps in the
labor force point to a need for young
workers and, as the country becomes
more ethnically diverse, so too a need
for workers in the language industry.

Has there ever been a better time for
translators? Not surprisingly, French
and German both feature in the majority
of top ten lists for the most commonly
translated languages (both source and
target) and across all subject areas.
A CSA Research report paints an
attractive portrait for the immediate
future: “The 2015 market for outsourced language services and supporting technology is US $38.16 billion. This
shows a growth rate of 6.46%, which
is impressive given pressures on the
market such as foreign exchange rate
fluctuations and European economic
challenges. We project that the market
will grow to around $47 billion by 2018.”
Bulletproof and a real recessionbuster perhaps, but what about the
digital elephant in the room? LSPs
can either stress about YouTube’s new
multilanguage titles and descriptions
tool, or the Google Translate app, or
press on with offering a professional
service that leaves individual customers and corporate giants alike no
choice but to employ a professional
translation company at all times.

Tools and Services Showcase
Human translators are central to the
success of any LSP. Despite being such
a technologically-capable industry, the
most successful LSPs look for old school
values in their translators: accurate,
hardworking and methodical, and well
qualified. LSPs cannot exist without
expert translators and vice versa.
An LSP’s remit is simple enough: to
provide technological and language
excellence in all its language-related
products and services, but it can only
do this with translator assistance. The
most progressive LSPs are looking at
how best to maximize the skills of the
translator by merging technological
innovation while leveraging translator efficiency and expertise.
CareerBuilder, a US-based recruitment company, predicts that the
translation and interpretation services
sector will be the single fastest-growing sector in the United States over
the next four years.
According to its 2015 report,
which collected data from 90 US
government sources, the industry is
expected to add about 12,400 jobs
between 2014 and 2019. That’s a 36%
increase. The US Bureau of Labor Statistics goes further, predicting a 46%
rise in translation job opportunities
between 2012 and 2022.
Natixis’ prediction may be correct
or it may not be, and French may or
may not rise to become the world’s
most commonly spoken language by
the year 2050, but that doesn’t really
matter in this instance — either way,
translation is on the rise.
Be it French or Farsi, German or
Georgian, rather than fulfilling the
European Union’s dream of one voice,
one people, one nation, Europe and
more specifically Western European
society is becoming ever more multilayered and multicultural. In public
and in private, this pattern of growth
will inevitably increase the demand for
passionate, talented and well-qualified
language specialists to harmonize these
many voices. [M]
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Multilingualism and language
choice in Sub-Saharan Africa
Manuela Noske
Manuela Noske is a senior program manager at Microsoft. She has
managed the localization for Windows Client into the 12 African
languages currently supported by Microsoft, and forged new
ground in linguistic quality assurance for Windows International
based on her experience with emerging market languages. She has
an MA in African languages and a PhD in linguistics.

After a long period of economic stagnation, Africa is blooming
in the new millennium. It is blooming not just in economic terms,
but also culturally. Whether it’s South Africa having been declared
the new center of the house music world; the annual Lagos Fashion and Design Week; or Zina Saro-Wiwa’s Mangrove Banquet featuring ingredients from the Niger Delta and celebrating the lives
of its inhabitants, Africa is rising. Large multinational companies
have taken notice and, not wanting to let China take the spoils, are
exploring investment opportunities on the continent.
Understanding behaviors, attitudes and influences is essential to successfully tap into Africa’s diverse set of consumers; this includes the attitudes that
Africans have toward language. With Africa being home to at least 1,200 and
possibly as many as 2,000 languages, a key question for any company that is
looking to do business on the continent is what idiom to use for connecting
with consumers in the region. Is a product and a marketing strategy that relies
on the international languages of wider communication (Arabic, English,
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French, Portuguese and Spanish) the
right approach, or should the indigenous African languages be used for
this purpose?
Sub-Saharan Africa presents a
complex linguistic landscape. Small,
indigenous languages with thousands
of speakers exist side by side with
regional and national lingua francas
(or trade languages). In everyday life,
speakers come into frequent contact
with one another and learn other
languages easily, allocating different
functions to languages spoken in the
home, in the marketplace or during
a court hearing. Multilingualism,
the ability to communicate in more
than one language, either actively

Em erging Markets
through speaking, writing or signing, or passively through listening,
reading or perceiving, is the norm in
Africa. And multilingualism is increasing. Owing to the ease of access to
information available on the internet,
an increase in mobility and improved
educational opportunities, individuals
are increasingly exposed to and learn
multiple languages. The use of regional
and national lingua francas as second
or third languages in Africa is hence
steadily rising. Increased mobility
brings ever more speakers of more
languages into contact, changing and
reshaping these languages, often before
standards have been developed and
can be propagated.

Choosing an
official language
Several sociolinguistic and historical factors contribute to the complexity of language use in Sub-Saharan
Africa. At independence, the majority of African states decided to use
the language of the former colonial
power as the official language of the
country. An official language is a
language that has special legal status
in a particular country, state or other
jurisdiction and typically refers to
the language used within government. By contrast, UNESCO defines
a national language as a “language
spoken by a large part of the population of a country, which may or may
not be designated an official language.” Several factors played a role
in this linguistic decision-making.
First, following a global trend that
has often seen multilingualism as a
threat to the cohesion and economic
development of nation states, the
new governments decided in favor
of monolingualism by declaring only
one language as the official language.
Historically, this attitude goes back
to the European concept of nation
building as “one country, one culture,
one language.” The multilingual and
multicultural nature of the newly

independent countries was streamlined toward one language. Secondly,
with the sole exception of Tanganyika (which joined with Zanzibar to
become the United Republic of Tanzania in 1964), decisions were made
in favor of using a colonial language
instead of a local idiom as the official
language of the country. By using a
colonial language, it was argued that
ethnic favoritism could be avoided;
elevating one particular tribe by designating its language as official would
have led to the suspicion by other
tribes and been detrimental to the
formation of the state.
Several other factors played a role
in these decisions as well, however. By
choosing the colonial language as the
official language, the former colonial
powers were able to continue to exert
economic as well as intellectual power
over their former colonies. In addition, indigenous African languages
were often not considered developed
enough to serve the purpose of governing; they lacked in harmonization

The Multilingualism
Pyramid, (Wolff 2011)
Upward social mobility
through formal education
and command of official
language

across dialects, standardization of
orthography and terminology, and
language teaching materials. This
negative view of African languages
has not only served to diminish their
role in the process of steering the new
countries, it has also resulted in a
devaluation of the speakers whose cultures were expressed in and by those
languages.
The result of these language policies was a deep class division in many
African countries, which afforded
those with competence in the official
languages access to education and
resources while excluding those
without that knowledge from sharing
in those opportunities.
To this day, the language of power
and prestige in many African states
remains linked to the language of the
colonial powers, and hence enjoys
high status and more functional privileges in most public domains. This
language is in most cases the official
language and/or language of instruction, which often overshadows the

Official language
(one or more)
National languages
(several)
Regional lingua francas
Local lingua francas
(hundreds)
Local languages
(several hundreds)

Distribution of language competence among national population
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Country

Language

Country

Language

Country
Rwanda

Language

Botswana

Setswana

Guinea-Bissau

Crioulo

Kinyarwanda

Burkina Faso

Moore

Guinea-Conakry

Maninkakan (Mandinka) Sao Tome & Principe Crioulo

Burundi

Kirundi

Kenya

Kiswahili

Senegal

Wolof

Cape Verde

Cape Verdean
Creole

Lesotho

Sesotho

Seychelles

Seselwa

CAR

Sango

Liberia

Liberian English

Sierra Leone

Krio

Comoros

Shikomor

Madagascar

Malagassy

Somalia

Somali

CongoBrazzaville

Munukutuba,
Lingala

Malawi

Chichewa

Swaziland

Siswati

Djibouti

Afar

Mali

Bambara

Tanzania

Kiswahili

Equatorial Guinea Fang

Mauritius

Morisyen

Zimbabwe

Shona

Ethiopia

Amharic

Niger

Hausa

Ghana

Akan

Nigeria

Hausa, Igbo, Yoruba

Table 1: 31 Sub-Saharan countries have a majority language if this is defined as a language spoken by 50% or more of the population.

indigenous languages. However, a
large number of people on the continent either do not speak the colonial
languages at all or they do not speak
them well. The UNESCO Institute
for Lifelong Learning notes that even
though “most African education
systems focus on the use of the international languages, only between ten
and 15 percent of the population in
most African countries are estimated
to be fluent in these languages.”
Africa continues to have the lowest enrollment rate in primary and
secondary schools; the average African adult has fewer than three years
of schooling and there are increasing
inequalities within Africa between
urban and rural populations. In its
1997 “Cultural Policy Statement”
(Sera ya Utamaduni) the Ministry of
Education and Culture of Tanzania
advocated for the Swahilization of
the entire state education system,
arguing that the continued reliance
on English would increase poverty
because of the incompetence of
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a majority of its citizens in that
medium. The international languages
of wider communication often are
barriers when it comes to education
and communication in Africa; their
use thus reinforces existing socioeconomic disparities.
This disparity is not only relevant
when it comes to the distribution of
development aid, which often fails
to be effective due to lack of understanding of those on the receiving
end, but it is also directly relevant in
formulating marketing strategies for
the different countries. African economies are characterized by a small
formal sector and a large informal
sector. According to Richard Walther
in "La formation professionnelle
en secteur informel ou comment
dynamiser l’économie des pays en
développement," the informal sector
“accounts for 75% of existing jobs,
80% of new jobs and approximately
50% of national wealth.” It is this sector of the economy where most innovation takes place and most of the

least educated are employed. What
is important to understand is that
business in this sector is exclusively
conducted in indigenous African
languages. While the formal sector
can hence easily be served using an
international language of wider communication, it is the informal sector
that provides the greater opportunities for economic growth. This sector,
however, requires the use of local languages for successful communication
with consumers. Given the increasing spread of regional and national
lingua francas, tapping into this
sector does not require localization
into some 2,000 languages, however.
Instead, an incremental localization
model that starts with the majority
languages and grows to include the
national and regional lingua francas
would provide good coverage at a
sustainable pace.
There are 54 sovereign states
and ten nonsovereign territories
in Africa. Of the 54 states, 47 are
typically considered part of the

Em erging Markets
Sub-Saharan region; countries of
the Maghreb, meaning Morocco,
Algeria, Tunisia, Libya, Egypt,
Mauritania and the Sudan as well
as the territory of Western Sahara
are excluded. Most countries in
Sub-Saharan Africa do not have a
single majority language if majority
language is defined as a first language that is spoken by 50% of the
population. However, if majority
language is defined as a language
spoken as a first or second language
by 50% of the population, then 31 of
the 47 Sub-Saharan countries have
a majority language, listed in Table
1. No Sub-Saharan country has a
majority Indo-European language.

Current situations
With the end of the cold war, a new
political era began for Sub-Saharan
Africa that afforded many African
countries new freedom in charting their own courses. Since then, a
number of countries in Sub-Saharan
Africa decided to use local African
idioms as official languages. Leaving
aside the Federal Republic of Ethiopia, which retained its sovereignty
during colonial times, and Tanzania,
which declared Swahili an official
language upon independence, several
countries now use an indigenous
language as the official language. First
among those is the Republic of South
Africa, which has 11 official languages. In addition to Afrikaans and
English, the local languages Ndebele,
Northern Sotho (also known as Sesotho sa Leboa or Sepedi), Sotho (also
known as Southern Sotho), Swazi,
Tsonga, Tswana, Venda, Xhosa and
Zulu became official in 1996. Table 2
lists the remaining countries that are
using indigenous languages as official
languages.
Given the colonial and post-colonial history, negative attitudes toward
African languages are widespread
not only among Westerners, but also
Africans. African languages are often

perceived as being of low status and
prestige, especially among those
parts of the population who believe
that upward mobility and financial
success are tied to fluency in one of
the international languages of wider
communication. This contrasts with
a positive attitude toward African languages by many Africans who believe
that their languages should play a
greater role in education, the media
and government affairs. Proponents
of African languages see linguistic and
cultural diversity neither as a threat
nor as a burden keeping the continent
isolated, either from knowledge or
from participating in the kinds of
knowledge-based economies that are

that originates among the urban
underclass of Nairobi, Kenya. While
primarily a language of urban youths,
Sheng has spread across social classes
and geographically to neighboring
Tanzania and Uganda. Even middle
class speakers seem fascinated by the
novelty and creativity embodied in
Sheng and seem to identify with it to
varying degrees.
This is a positive development that
many companies, especially in the IT
sector, have taken note of, offering
versions of their software and content in some local African languages.
Apple, Google, Facebook and Microsoft all provide local versions of their
user interfaces and content offerings

Country

Indigenous Official Language

Ethiopia

Amharic

Tanzania, Kenya, Uganda

Swahili

Central African Republic

Sango

Rwanda

Kinyarwanda

Burundi

Kirundi

Madagascar

Malagasy

Table 2: Eight countries using indigenous languages as official languages.

emerging. Instead they perceive multilingualism as an asset that affords
rich and vibrant communication
among speakers, and provides them
with a sense of identity and pride.
Given the cultural diversity of
Sub-Saharan Africa, this dichotomy
plays out differently in each country.
Yet there are signs that the attitude
of Africans toward their languages
is changing, and that a new sense
of pride in the African culture and
heritage is emerging. There is an
increased use of African languages
in online social networking services
such as Twitter and Facebook. And
there is the unmistakable sense
of pride about the development
of Sheng, a Swahili-based jargon

in some of the most widely spoken
languages in Africa. Amharic, Swahili, Kinyarwanda, Wolof as well as
the three most important languages
of Nigeria, Hausa, Igbo and Yoruba
are available through all companies.
In addition, the official South African languages Afrikaans, Xhosa and
Zulu are provided. Much remains to
be understood about the language
preferences of African users and the
limits of navigating a complex user
interface in a language that users may
speak fluently, but may not be fully
confident reading. Yet the opportunity of using technology in local African languages now exists and with it
the acknowledgment that the diverse
cultures of Africa matter. [M]
March 2016
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Finding a place for SEO
in translation
Oleg Semerikov
Oleg Semerikov started as an English to Russian freelance translator
ten years ago and now runs his own translation agency, Translators
Family. He gained insight about SEO from the marketing campaign
for his website and from relevant projects for his clients.

Clearing the air

I

t’s a divisive subject, and an often-misunderstood one. The
trouble is that if you get caught in the middle between salespeople
and naysayers, it can be hard to get a clear picture of what search
engine optimization (SEO) really is. Depending on who you talk to,
you might hear SEO being dismissed, sneered at, praised, pushed,
encouraged or discouraged — assuming that the person you’re
talking to even knows what SEO is. But if you’re a translator and
you ever work on web-based content, you should definitely know
what it is. With some caveats, you should give serious consideration to how it can potentially add value to your translation work.
If you’re thinking that SEO is something for the client to worry about,
something you can safely ignore, then you’re missing out on an opportunity
to provide a service that actually synergizes quite well with your core business. The content of a website is a huge part of SEO, and as a translator, you’re
effectively creating that content for your target language. You have the opportunity to use language to improve your client’s visibility, and that’s always
going to be attractive to them.
First things first. As stated above, SEO stands for search engine optimization. In short, it’s a collection of techniques used to improve the rating a
website is given by a search engine’s page-ranking system. This is a valuable
result: the closer you are to the top of the results page, the better the chances
that the user performing the search will click on the link to go to your website.
That click can then potentially be converted into a sale, which is why so many
businesses place such importance on their search engine ranking.
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There are a lot of misconceptions
about SEO that are worth clearing up
before we talk about the translator’s
role. The first is that SEO is somehow cheating or gaming the system.
While you’d be forgiven for thinking
this way if all you’ve seen is the dark
side of SEO, with spambots cluttering
up social media feeds with nonsense
language and misleading links, the
truth is that SEO is not an inherently
unethical practice. Although there are
cases of websites abusing the system
to improve their page rank, it’s important to realize that these are just the
bad actors. The good ones are all but
invisible to the reader even though
their effect is real, and in that sense,
they’re not unlike a good translator.
Most search engines are actually quite
good at spotting the so-called "black
hat" operators who use improper
methods, like inaccurate keywords or
paid link-swapping agreements, and
punishing them accordingly.
A related but equally inaccurate
assumption is that SEO stands in
opposition to the translator’s goal of
making a text as fluent and beautiful
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Interest over time
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News headlines
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2009

2011
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Forecast
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Google Trends search interest for “translation,” 2004-2015.

as possible. Again, yes, there are plenty
of examples of crude SEO — and yep,
you guessed it, they’re often provided
by nonnative speakers of a given language. But in principle, page-ranking
algorithms are just a search engine’s
attempt to objectively measure the
quality of a website in order to provide
added value to their users. Plenty of
SEO techniques can produce entirely
naturalistic text, and they can also
genuinely improve the user's experience. In other words, if you make an
honest, open effort to maximize the
quality of your website, then both you
and your visitors will be rewarded.
There’s one more misconception
to address, and that’s the claim that
SEO is a dead art: that search engines
have wised up to the techniques that
SEO gurus used to enthuse about,
and now any attempt to improve a
website’s page ranking is futile. This
assumption rests on a misunderstanding about what SEO is and why
it’s needed. Yes, the site stands or falls
on its own merits, but remember that
SEO is itself about quality. Search
engines perform better if you include
relevant content and provide detailed
machine-readable information about
the site. In other words, they work
best if you optimize your site for them.
SEO remains alive and well: all that

has changed since the term was first
invented is that natural, high-quality
writing has become more important
than ever. And that, of course, is
something translators excel at.

The translator’s role
So SEO is both valuable and useful,
and hopefully you’re starting to be
persuaded that it should be of interest
to the translator. And what specifi-

cally can a translator do that others
can’t? Translation, of course! If a client
has already optimized their site in the
source language, they will probably
have a list of keywords and phrases in
that language that their research has
shown to be of interest to their customers. A translator can then localize
this list by comparing it with their
own list of commonly searched target
language terms. To do so, you should

Art of localization
Mastering it for 20 years

Translation • Quality Management
Language Technology • Testing
www.janusww.com
email: info@janusww.com
+1 (855) 5268799
ISO 9001:2008 and
EN 15038:200605 certified
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Region/City
Mauritius

100

Philippines

59

Pakistan

51

Lebanon

48

United Arab Emirates

41

Singapore

36

Qatar

35

Tracking interest by region may be useful for localization purposes.

translate the client’s keyword list and
use a tool such as Google AdWords to
find out if people search for the same
terms in the target language. If they
don’t, you can rephrase individual
keywords to match the terms that
people do search for.
Let’s break this down with a more
concrete example. Imagine you’re a

translation agency localizing your own
website into a new language. It turns
out that a lot of people are interested
in searching for translation: too many,
in fact. It’s such a common term that if
you want to make a significant impact
on your search engine ranking, simply
using the word “translation” over and
over again on your site isn’t likely

www.traductera.sk
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Váš profesionálny partner
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to have much of an impact — you
just won’t stand out from the crowd.
Instead, you need to get more specific.
A multiword phrase such as “English
to Russian translation” is better, but
with a little more digging, and a look at
related search terms, you find that a lot
of the people who search for that term
are actually going to be looking for
machine translation. If you’re hoping
to show up in their results in order to
persuade them that they’re making a
terrible mistake, well, that’s very noble
of you, but it’s going to be a hard sell in
the short time it takes them to scroll
past your search result and click on an
automatic translation service instead.
But with something like “English to
Russian human translation," we’re
starting to get somewhere. You’re now
more likely to be found by the people
who are specifically searching for what
you do, and you’re competing with far
fewer other sites for their attention.
You can now sprinkle variations on
this phrase around your site, rephrasing it and using synonyms where
necessary to keep the text fresh and
engaging for your human readers.
Rinse and repeat for the rest of the
keyword list — and take care not to
fill pages with so many keywords that

Tran slat ion
the text becomes unreadable. Apart
from the effect on your users, search
engines can spot when you’re flooding
a page with irrelevant data, too. You
can use a range of keyword density
analysis tools to flag occasions when
you might be overdoing it — and, of
course, you can also use your eyes like
the qualified linguist that you are.
Bear in mind as well that a web
page’s metadata is a critical piece of
the SEO puzzle. This is the section of
the page that is usually only visible to
the software that does the job of indexing the web, and it contains a general
description of the page and various
pieces of background information
about it. If you’ve ever right-clicked
on a file in Windows and viewed
the Properties menu, it’s the kind of
data you’d find in there. If your client
doesn’t automatically give you access
to a webpage’s metadata, ask them
whether you can translate that, as well.
Tweaking the human-readable content will get you some of the way, but
without the metadata, your remaining
options for optimizing their search
ranking are going to be quite limited.
As a translator, there are a few
elements of each page’s metadata to
which you’ll want to pay particular
attention. First, look at the web page’s
title and description. The title is the
string of text that gives a name to
each browser tab, and it also appears
along with the page description in
your search engine results. If your
customer finds you through Google,
this is the first thing they’ll see, so
make sure it looks good. That means
both fields should be clear, concise
and informative. Keep your titles
below about 55 characters whenever
possible, and your descriptions below
155, or they might be cut short in your
search engine results (Google changes
these limits from time to time).
Next, take a look at each page’s
headers. If you’re editing a raw HTML
file, you’ll see these enclosed inside
tags like <h1>, <h2> and so on, while

a CAT tool might identify them with
placeholders and a web-based content
management system will show them
in a separate text box. These tags are
important: they make the text stand
out to both human users and search
indexing software, so additional
weight will be placed on any keywords used within them. Make sure
each page contains unique headings
going down to at least level two.
Thirdly, make sure that as many
images as possible include so-called
“alt text.” This is the text that pops
up when you mouse over an image
on the web, and including relevant
keywords here will make both the
individual image and the site as a
whole easier to find.
Proper use of meta tags is important for more than just SEO reasons.
It’s generally agreed to be a core part
of web design best practices, since
it also improves the accessibility of
your site and makes sure its appearance is consistent across a wide range
of browsers and devices — which is a
particularly important consideration
in the age of cellphones and tablets.
Tracking interest by region may be
useful for localization purposes.

A time and a place
Now that we know how to apply
SEO, the next question is “when?”
What factors, as a translator, should
you consider in order to make that
decision? First of all, and most obviously, this only applies to web-based
content. You’ll get the best results
when applying SEO techniques to an
entire website, of course, but even making an effort to properly tag and edit
something such as an individual blog
article can make a small difference. On
the other hand, it isn’t worth going to
the effort of researching frequentlysearched keywords and adapting the
text accordingly for a printed product
brochure — unless, perhaps, you know
for sure that the same content will
eventually be reused online. If in doubt

about how the document will be used,
check with the client.
Speaking of the client, you’ll naturally only want to add SEO services to
a translation job with their informed
consent. Depending on how much
work is involved, the project could start
to look a lot more like transcreation
than ordinary translation, so you’ll
want to budget accordingly and make
sure the client understands that sometimes localization is about conveying
more than the pure, unaltered meaning
of the source text. Explain what SEO
is and how you’re going to provide it,
and work closely with them to make
sure that what you’re doing meets their
expectations. This advice comes from
personal experience: we had a client
who did a back translation (using a
machine translation tool, no less) of an
SEO-optimized translation and complained that the translation had too
many differences from the source text.
Last but not least, you should only
provide SEO services if you’re confident
that you know what you’re doing. This
is a professional service, just like translation, and if you do a bad job then there
could be consequences. Of course, you
should hold yourself to strict ethical
standards. Don’t fill a file with irrelevant
metadata, and don’t offer to build a
network of fake links in an attempt to
fool the spiders into overvaluing a site’s
value on the rest of the web.
All of these are, in fact, the same
sort of criteria that most translators
already apply when deciding whether
or not to take on a given translation
project. Am I properly qualified
for this job? Do I have the time and
resources to do it properly? Does
the client understand exactly what’s
involved? Do I understand what’s
involved? Given all the potential
for overlap between translation and
SEO, freelance translators are ideally
placed to provide SEO services as an
add-on to their regular work. If you’re
looking to add another string to your
bow, why not give it a shot? [M]
March 2016
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European Language
Industry Association
The European Language Industry Association
(Elia) is a nonprofit, pan-European forum of translation, localization and interpreting companies.
With a clear mission to promote and facilitate
business development, professional standards
and the language industry as a whole, Elia creates
events and initiatives to support members from
throughout Europe and beyond. Elia is a community of peers with an atmosphere that fosters open
exchange and discussion. Share the enthusiasm! Be
part of the Elia family and grow together.
Elia, Doncaster, United Kingdom, +39 345 8307084
Email: info@elia-association.org
Web: www.elia-association.org
Ad on page 47

K

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: locworld.com
Ad on page 6

Consulting Services
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.
Globalization and Localization Association
Seattle, WA USA, 206-494-4686
Email: info@gala-global.org
Web: www.gala-global.org
Ad on page 31
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LocalizationGuy, LLC

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

Desktop Publishing

Global DTP

Global DTP s.r.o., based in the Czech Republic,
offers professional multilingual desktop publishing and media engineering solutions to the localization industry. Over the past twelve years,
Global DTP has become one of the leading DTP
companies. We have been delivering high-quality
and cost-effective services for at least eight of the
top 20 LSPs and many other companies/agencies.
Due to our extensive experience in localization
and knowledge of the prepress, media and publishing industries, our team of 20 in-house professionals handles more than 1,000 projects every
year. Our core services are multilingual desktop
publishing, multimedia engineering and testing.
Global DTP Brno, Czech Republic, +420 603 574 709
Email: info@global-dtp.com, Web: www.global-dtp.com
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Across Systems
Multiple Platforms

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: info@across.net
Across Systems Inc. Glendale, CA USA, 877-922-7677
Email: americas@across.net, Web: www.across.net
Ad on page 46

Localization Services

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 11

Alliance Localization China (ALC)

ALC offers document, website and software translation and localization, desktop publishing and interpreter services. We focus on English, German and
other European languages to and from Chinese, Japanese, Korean and other Asian languages. We use
TRADOS, CATALYST, SDLX, Transit, Wordfast,
memoQ and other CAT tools, as well as DTP tools
including CorelDRAW, FrameMaker, FreeHand,
Illustrator, InDesign, PageMaker, Photoshop and
QuarkXPress. Our customer-oriented approach is
supported by strong project management, a team
of specialists, a large knowledge base and advanced
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 (ALC) Beijing, China
86-10-8368-2169
Email: contact@allocalization.com
Web: www.allocalization.com

Find us on LinkedIn

www.linkedin.com/company/multilingual-computing

STAR Group
Multiple Platforms

STAR Group was founded in Switzerland 30 years ago
with the exclusive focus of facilitating cross-cultural
technical communications in all languages. The company has grown to be the largest privately held multilingual information technology and services company in
the world with 46 offices in 31 countries. Its advanced
technology developments have propelled STAR to its
current market position. Core services: information
management, translation, localization, publishing, ondemand 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 14
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Total Solutions for Your Business

E4NET is a total localization solutions provider,
specialized in Asian localization covering all major
Asian languages (including Korean, 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, South Korea, 82-2-3465-8500
Email: l10n@e4 net.net, Web: www.e4net.net

Precision Matters in Translation

For over 17 years, EC Innovations has specialized
in customized solutions and subject matter expertise to fit almost any budget for most industry verticals. 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 26

EuroGreek Translations Limited

Established in 1986, EuroGreek Translations Limited
is Europe’s number one Greek localizer, specializing in
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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

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- 526-87-99
E-mail: info@janusww.com
Web: www.janusww.com
Ad on page 61

Moravia IT, LLC

GlobalWay Co., Ltd.

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

New markets for your
products and solutions

Moravia is a leading globalization solution provider, enabling companies in the information
technology, eLearning, 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 United States, Japan, China and
Latin America. To learn more, please visit us at
www.moravia.com.
Languages: All
Moravia IT, LLC
USA Newbury Park, CA USA, 805-262-0055
Email: info@moravia.com, Web: www.moravia.com
Europe: 420-545-552-222, Email: europe@moravia.com
Ireland: 353-1-709-9822, Email: ireland@moravia.com
Asia: 86-25-8689-6500, Email: asia@moravia.com
Japan: 81-3-3354-3320, Email: japan@moravia.com
Argentina: 54-341-481-2992
Email: argentina@moravia.com
Ad on page 76

Janus Worldwide Inc.

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, eLearning and marketing translation.
Our processes are backed by the ISO 9001:2008
and EN 15038:2006-05 quality certifications and

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,
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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

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

ket. Ushuaia combines state-of-the-art technology
with top-notch experienced native translators, editors and software engineers. Our mission is to work
together with our clients, thereby creating a flexible,
reliable and open relationship for success.
Languages: Spanish (all varieties), Portuguese (Brazil)
Ushuaia Solutions Rosario, Argentina, 54-341-4493064
Email: info@ushuaiasolutions.com
Web: www.ushuaiasolutions.com
Ad on page 10

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

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, eLearning, software, gaming, semiconductors and consumer products. TOIN provides exceptional strength in Asia as well as a global reach, with
offices in Japan, China, Korea, the United States and
the United Kingdom.
Languages: Japanese, Traditional and Simplified
Chinese, Korean, Malay, Thai, Vietnamese and European languages
TOIN Corporation
Japan: Tokyo, Japan, 81-3-5759-4353
Email: toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp
North America: Minneapolis, MN USA, 1-612-986-3108
Email: aki-ito@to-in.co.jp, Web: www.to-in.com
Europe: London, United Kingdom, 44-7890-290123
Email: mark-stephenson@to-in.co.jp, Web: www.to-in.com
China: Shanghai, China, 86-21-3222-0012
Email: shen-yi@to-in.co.jp, Web: www.to-in.com

Ushuaia Solutions
Localization and
Globalization Partner

Saltlux is a language service provider that specializes in supplying Korean, Japanese, S-Chinese, TChinese and other Asian languages. Our services
encompass translation, localization, DTP, MT post-

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-mar-

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
Ad on page 50

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 LTD Hanoi, Vietnam, +84-4-2221-1927
Email: bill@vnlocalize.com
Web: www.vnlocalize. com
Ad on page 55
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Nonprofit Organizations

The Rosetta Foundation

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

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 72

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

Kaleidoscope

quickTerm manages the entire terminology life cycle.
If you would like to see your SDL MultiTerm terminology used enterprise-wide, Kaleidoscope has the ideal
add-on: quickTerm. With quickTerm, individuals do not
need to be terminology-savvy power users or have their
own MultiTerm license to quickly and easily access terminology. Users can simply search for terminology from
within any application or via a web browser. This alone
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 Vienna, Austria, 004 31 253 5352
Email: info@kaleidoscope.at, Web: www.kaleidoscope.at
Ad on page 48

Translation
Management Systems

Plunet BusinessManager
Multiple Platforms

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
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Wordbee Translator
Web-based

Project Management

Turnkey Language Solutions

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 41

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 web-based platform, Plunet integrates translation software, financial accounting and
quality management systems. Various functions and
extensions of Plunet BusinessManager can be adapted

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 kickoffs and cost management can all be automated in the
collaborative translation platform. Also, the Beebox
connects CMSs, DMSs or any propriety database
source with the TMS of the translation vendor or internal translation team.
Languages: All
Wordbee Soleuvre, Luxembourg , +352 2877 1204
Email: info@wordbee.com, Web: www.wordbee.com

XTM: Better Translation Technology
Multiple Platforms

XTM is a fully featured online CAT tool and translation management system available as a pay-as-you-go
SaaS or for installation on your server. Built for collaboration and ease of use, XTM provides a complete,
secure and scalable translation solution. Implementation of XTM Cloud is quick and easy, with no installation, hardware costs or maintenance required.
Rapidly create new projects from all common file
types using the templates provided and allocate your
resources to the automated workflow. XTM enables
you to share linguistic assets in real time between
translators. Discover XTM today. Sign up for a free
30-day trial at www.xtm-intl.com/trial.
Languages: All Unicode languages
XTM International Gerrards Cross, United Kingdom
+44-1753-480-469
Email: sales@xtm-intl.com, Web: www.xtm-intl.com
Ad on page 21

buyer’s
guide

XTRF Translation
Management Systems
Multiple Platforms

XTRF provides a global management system for
translation agencies and localization departments.
It is a user-friendly and highly customizable webbased 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

When it comes to translation,
we hear you
Delivering results, solutions and resources to vendor managers, project managers, production managers, directors and C-level executives of MLV
language service provider companies. On-time
and on-budget. Polish and other CEE languages.
35,000,000+ words translated and localized.
25,000+ projects completed. 25+ fields of expertise
covered. 5+ types of content covered. 200+ LSPMLV customers served. 250+ end-clients' content
dealt with. 200 actively collaborating linguists. No
more headaches, no more after hours. Ten years
and counting.
CONTRAD Olsztyn, Poland, +48 89 614 11 00
Email: info@contrad.com.pl, Web: www.contrad.com.pl
Ad on page 12

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 inhouse 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
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 37

Translation Services
Diskusija – Translation
and Localization
Translation Services Provider in SEE

Ciklopea is one of the leading translation and localization services providers in the region of South
East Europe (SEE) specialized in translation projects, interpreting and localization into the languages of the South region (Croatian, Slovenian,
Serbian, Bosnian, Macedonian, Montenegrin,
Albanian, Bulgarian and Romanian). Our fields
of specialization are manufacturing, consumer
products, engineering, industry, technology, IT,
medical, pharmaceutical, health services, life sciences, law, economics, business, finance, insurance, marketing, PR, communication and tourism.
Ciklopea is certified in accordance with ISO 9001:
2008, EN 15038:2006 and ISO 27001:2005.
Languages: More than 25 languages
Ciklopea d.o.o. Zagreb, Croatia, +385-1-3751736
Email: info@ciklopea.com, Web: www.ciklopea.com
Ad on page 55

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
Email: diskusija@diskusija.lt, Web: www.diskusija.lt

LinguaLinx Language Solutions, Inc.

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

Asianlization with HansemEUG

With more than 180 trained in-house staff and
EN15038 and ISO9001 certification, HansemEUG
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RR Donnelley Language Solutions

Lionbridge

Lionbridge enables more than 800 world-leading
brands to increase international market share,
speed adoption of products and effectively engage their customers in local markets worldwide.
We provide translation, online marketing, global
content management and application testing solutions that ensure global brand consistency, local
relevancy and technical usability across all touch
points of the global customer life cycle.  Using our
innovative cloud technologies, global program
management expertise and our worldwide crowd of
more than 100,000 professional cloud workers, we
provide integrated solutions that enable clients to
successfully market, sell and support their products
and services in global markets.
Languages: All
Lionbridge Waltham, MA USA, 781-434-6000
Email: hello@lionbridge.com
Web: www.lionbridge.com
Ad on page 27

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, ISOcertified quality standards and a 24/7/365 global
service platform, we are able to tailor our solutions
to meet the specific localization and translation
needs of our clients. RR Donnelley's solutions can
help reduce costs, drive top-line growth, enhance
ROI and 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

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

Outstanding localization requires world-class experience. Rheinschrift gives your business a native voice in
the German-speaking world. We offer more than 20
years’ experience providing translations and localizations for software and hardware manufacturers as well
as for the sectors of business, technology, legal matters
and medicine/medical applications. Our services also
range from glossaries, post-editing, project management and desktop publishing services to many other
related services. Rely on Rheinschrift to deliver the
most competent translations and meet your deadline,
whatever it takes.
Languages: German to/from major European languages
Rheinschrift Language Services Cologne, Germany
+49-(0)221-80-19-28-0, Email: contact@rheinschrift.de
Web: www.rheinschrift.de
Ad on page 34

Sandberg Translation Partners Ltd

With 20 years’ niche experience, Sandberg Translation Partners Ltd (STP) is one of the world’s largest
and best-established translation companies specializing in work into the Nordic languages and into
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English. Known for our reliability, service and linguistic quality, we translate more than 50 million
words every year – mainly for other translation
companies. Our large teams of qualified in-house
translators and skilled project managers offer high
levels of capacity, quality and customer service. And
our expertise in language technology allows us to
work with virtually all CAT tools and file formats.
Contact us today for a free project consultation.
Languages: Danish, English, Finnish, French, German, Icelandic, Norwegian, Swedish
Sandberg Translation Partners Ltd
Whiteley, United Kingdom, +44-1489-660140
Email:info@stptrans.com, Web: www.stptrans.com
Ad on page 13

SpanSource

SpanSource provides translation, localization and
related services from Western European languages
into all regional varieties of Spanish as well as other
language combinations through our network of select
SLV partners. Our domain focus is on health care and
life sciences, software and IT, heavy machinery and
automotive, legal and financial, oil and gas, corporate
training and educational materials. Our comprehensive service portfolio also includes unparalleled
desktop publishing and multimedia localization engineering support for eLearning materials. Our inhouse 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

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, 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,
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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
Tetras translations, Munich, Germany, +49 89 716 7216 30
Email: tetras@tetras.de, Web: www.tetras.de
Ad on page 23

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

Translation Tools

Kilgray Translation Technologies Ltd.
Windows

Kilgray Translation Technologies is the world’s fastest growing provider of computer-assisted translation tools. In 2005 the company launched the first
version of memoQ, an integrated client-server translation environment designed to facilitate interoperability and teamwork. All of Kilgray’s products
— memoQ, the memoQ server, memoQWebTrans,
qTerm and Language Terminal — optimize productivity and control of the entire translation process
and environment. Rated #1 by Common Sense Advisory among translation-centric TMS systems, and
used by thousands of translators, language service
providers and enterprises throughout the world,
memoQ and other Kilgray tools are accepted and
appreciated as premiere translation technologies.
Languages: All
Kilgray Translation Technologies Ltd. Béke sugárút, Hungary
+36-30-383-9435, Email: sales@kilgray.com
Web: www.kilgray.com
software.com Web: www.madcapsoftware.com

Memsource

Memsource is an API-enabled translation environment that 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. Some
of the world’s leading translation buyers as well
as translation providers use Memsource for their
mission-critical projects. In total, more than 40,000
Memsource users translate over 100 million words
every month. Memsource offers powerful features,
yet it is lightweight, intuitive and fast.
Languages: All
Memsource Prague, Czech Republic, +420 221 490 441
Email: info@memsource.com, Web: www.memsource.com

SDL Language Solutions

SDL Language Solutions offers a unique language
technology platform — from translation memory
productivity tools for the individual translator
to collaboration software for project managers,
from translation management solutions for LSPs
to cloud-based machine translation for corporate
localization teams. You are not just investing in a
market-leading translation productivity tool when
you buy SDL Trados Studio, you are investing in
a CAT tool that integrates with the full SDL language technology platform including the new
innovative Language Cloud. Find out more from
www.translationzone.com.
Languages: All
SDL Language Solutions
Maidenhead, United Kingdom, +44-1628-417227
Email: swhale@sdl.com
Web: www.translationzone.com
Ad on page 2
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The euphemisms
of Europe
Adam Jacot de Boinod

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

One of the interesting linguistic ways of giving color to the
variety of cultures that are the very essence of Europe is to compare and contrast their idioms.
Sometimes idioms come in handy. Especially when it comes to tricky
subjects and then we often resort to euphemisms to gloss things over. Nothing is more taboo than the subject of death. In English we talk of kicking the
bucket, popping our clogs, pushing up the daisies, biting the dust or turning
up our toes. However, often this final act of the body is also something that
people prefer not to confront directly in other European languages. They have
equally highly inventive euphemisms. Especially the French with sucrer les
fraises (to sugar the strawberries); passer l’arme à gauche (to pass the firearm
to the left) and, best of all, avaler son bulletin de naissance (to swallow one's
birth certificate).
Typically commenting on the weather requires, if not euphemisms, then
certainly colorful language. Rain is essential, but most of us complain about
it and when it “rains cats and dogs” we have every reason. The phrase dates
from at least the middle of the seventeenth century and implies that in the
severest of rainfalls one can expect every possible thing to fall out of the
sky. In old Norse weather lore, the cat is associated with storms and the
dog with the wind, and although one of these weather elements is usually
accompanied by the other, cats and dogs certainly do not fall out of the sky,
though fish and frogs have done so on many occasions in different countries.
Dismissing the many tales in folklore about this, more scientific explanations suggest that fish and frogs can be lifted by waterspouts that then
deposit them some distance away. There are many instances when fish and
frogs have fallen in heavy rainstorms in gardens. For the Czechs it’s padají
trakaře (raining wheelbarrows); for the Danes det regner skomagerdrenge
(it's raining shoemakers' apprentices); it rains pipestems for the Dutch; chair
legs for the Greeks; while in Spanish it’s estan lloviendo hasta maridos (it's
even raining husbands).

Likewise imaginative solutions
are sought to describe another of
the unenviable but well-known
situations “between the devil and
the deep blue sea.” This comes from
being faced with a dilemma, or two
dangers of equal peril. The phrase
comes from classical Greek mythology and refers to the treacherous
waters near the narrow Straits of
Messina, between Sicily and Italy,
through which the galleys of Odysseus had to pass. On one side, there
was the dreaded sea-monster Scylla
whose six heads were capable of
reaching out from her cave and seizing six crew members at a time from
the decks. On the other side, there
was the terrifying cliff of Charybdis
on which another fearful monster
lived. The latter monster sucked in
the sea and then poured it out in a
giant whirlpool, three times a day,
hurling ships and crews to ruin,
from which there was no escape. The
Portuguese are entre a espada e a
parede (between the sword and the
wall); the Russians between hammer
and anvil (byt mezhdu molotom i
nakovalnyei), while the somewhat
more prosaic Dutch say tussen twee
vuren staan (between two fires).
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As for the troublesome subject
of what to wear! To be dressed “up
to the nines” means to be dressed
elaborately. In its other sense, it can
refer to having a great deal of work
on hand while getting as close as possible to perfection. In former times,
the nines alluded to classical scholars
seeking this perfection through
learning — represented by the nine
muses of Greek and Roman mythology. Of the nine muses, Calliope
was the muse of epic poetry, Clio of
history, Erato of love poetry, Euterpe
of music, Melpomene of tragedy,
Polyhymnia of sacred poetry, Terpsichore of dance, Thalia of comedy and
Urania of astronomy.
In these days of intense email use,
it seems amazing that there is still
no official name for @. It is generally
called “the at symbol.” Other languages have come up with all kinds
of mostly animalistic nicknames.
Polish calls it małpa, meaning monkey, German (Klammeraffe) clinging
monkey and Dutch (apestaartje) little
monkey's tail. The Finns and Swedes
may see it as a cat curled up with
its tail. Swedish has kattsvans and
Finnish has at least three names for
this idea: kissanhäntä
(cat tail), miaumerkki
(meow sign) and
miukumauku, which
means
something
like "meow-meow."
In French, Hebrew
and Italian it can
be a snail. In Turkish and Arabic it’s an ear, in
Swedish it can also be an elephant's
ear (elefantora) and in Danish it is an
elephant-style trunk (snabel-a).
Europe is historically rich in neighborly comparisons. When the English
can’t understand someone’s English
they call it Double Dutch, while the
Danes call a gray cloudy day Swedish
Sunshine. Everyone misunderstands
each other all the time. It’s interesting to discover that the English idiom
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“it’s all Greek to me” has counterparts
throughout the languages of Europe.
To the Germans it’s Spanish, to the
Spanish and Hungarians it’s Chinese,
to the French it’s Hebrew, to the Poles
it’s a Turkish sermon. And there are
more elaborate examples with je to pro
mne španělská vesnice (Czech for “it’s a
Spanish village to me”); das sind böhmische Dörfer für mich (the German for
“it is all Bohemian villages to me”) and
ich verstehe nur Bahnhof (another German idiom meaning “I only understand
station”).
In the Czech language they describe
the people from outside their country
in intriguing caricature. Originally all
foreigners were called Němec (from
the adjective němý meaning mute);
now the suggestion that outsiders are
deprived of speech applies specifically
to Germans, whose country is known
as Německo. Hungary in Czech used
to be Uhersko, and a Hungarian Uher,
literally “a pimple.”
The Italians, meanwhile, are called
makaróni for obvious reasons, while
Australians are known as protinožcí,
“legs placed in an opposite direction,”
as they would be on the other side of
the globe. Other cheerfully frank generalizations include: opilý jako Dán,
to be as drunk as a Dane; zmizet
po anglicku, to disappear like an
Englishman; and when the Czechs
really don’t understand something,
je to pro mně španělská vesnice — it’s
all a Spanish village to me.
Relatively self-explanatory is “carrying coals to Newcastle” given that
the city in the north of England is
synonymous with the great center
of mining in the age of the industrial
revolution and Victorian commercial
expansion. I like this idiom particularly as each European language finds
its own equivalent and it speaks volumes about their preoccupation. So
in Russian it is yezdit' b Tulu s svoim
samovarom (he’s going to Tula taking
his own samovar); in Italian it is vendere ghiaccio agli eschimesi (selling

ice to the Eskimos); in Spain they say
echar agua al mar (to throw water
into the sea) and more parochially
es como llevar naranjas a Valencia
(is like taking oranges to Valencia),
while in Hungary they say vizet hord
a Dunába (he is taking water to the
Danube). Most intriguingly perhaps
is the German Eulen nach Athen
tragen (taking owls to Athens).
In Italy, syphilis is known as the
French Pox. In France, it is known as
the Italian disease, the English sickness
or the Spanish gout. The Poles call it
the German Disease and the Germans
call it the Polish Disease. The Japanese
call it the Portuguese Disease, and the
Portuguese call it the Dutch Pox. The
British and Spanish also blame the
French, the Russians blame the Poles
and the Persians are in agreement
with the Japanese that the Portuguese
are to blame. Mainland Greeks called
it the Corinthian sickness.
As awkward as any is to make a
judgment on someone’s questionable
wits. Across Britain we say both as
bald as and as crazy as a coot. This
comes from the common coot, which
is a water bird, measuring 15 to 18
inches in length, has a white bill that
extends to form a conspicuous white
plate on the forehead, which has given
it the name of bald coot. The phrase
originated in the fifteenth century and
arose from this bald-headed appearance that is particularly prominent
against its sooty black plumage. Coots
are generally deemed to be shy birds
and normally prefer quiet ponds and
more isolated areas but, in the winter,
they can often be seen in large numbers on lakes, reservoirs and estuaries.
They tend to squabble and fly at one
another for no apparent reason, which
accounts for the other phrase, “as crazy
as a coot,” used to describe anyone who
behaves in an odd or erratic manner. I
am not even going to start exemplifying the extensive range that you can no
doubt imagine for offerings on sanity
from the continent. [M]
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