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In Japan last April, cherry blossoms in full bloom
and crowds snapping photos, I was more struck by
cultural differences than I have been in perhaps any
other country. Maybe because I wasn’t expecting
it to be that different. Certainly more focused on
relationship-building in business than I was used
to, probably with more ritual around certain things
Westerners (or at least Americans) tend to rush
through. But Japan has never seemed, in theory,
to be all that foreign. Foreignness, apparently, in
my mind, has to do with how developed a country
is and how familiar the economic system, price
tags for a meal, traffic laws. All the rest of it, cultural
nuance and so on, is to be expected when you go to
a new place and is therefore not all that strange.
I wasn’t expecting the cultural nuance to be so allencompassing, hampering my ability to do things
I would normally do in an unfamiliar city. Starting
with crossing the street. I felt like an outlaw from the
rough and ready Wild West because I would cross
the street if there was no traffic instead of waiting
patiently for the light to change like everyone else.
I tried climbing a tree to see a parade, something
that would garner laughter and a few compliments
where I’m from (“Good thinking!”) only to be fished
out by a very polite policeman.
I started wandering around with my own personal
translator-cultural interpreter, pestering him with
questions: what’s that place? Why are those service
people bowing to that blank wall when they walk in
and out of the door? Is that dancing video billboard
advertising conversations with hip, clean-cut
Japanese boys? It is? No, no, I’m not interested.
I learned a lot in a short timespan.

With any luck, this issue on Asia will also challenge
your assumptions and lead you to discover new
things, elucidated by your own translators and
cultural interpreters.
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Re cap s
Featured Reader
Danielle Geraldine Marcos, product
manager at Tableau for internationalization.

localization industry. Now, my work focuses more on the upstream side of the
industry. I have been happily involved in
the localization and internationalization
industry in various roles for the past five
years.

Where do you live?

After having lived in four different
countries across four different continents I can now say that Seattle, Washington, is my home.

What languages do you speak?
Spanish and English.

What was your path into the industry like?
I completed my undergraduate
and graduate degrees in translation
and interpretation. Afterward, I decided
to dig deeper to learn more about the
intricacies of the localization industry. I
realized that despite having all the linguistic components, I was lacking on
the technical side. This led me to push
myself and the boundaries to find the
balance I needed to start working in the

Whose industry social feeds (twitter,
blog, LinkedIn, Facebook) do you
follow?
I follow a plethora of folks in the
industry. I’m also very active in the Pacific
Northwest Women in Localization chapter. As an alumnus of the University of
Washington certificate program I now act
as the teaching assistant of the program,
so it keeps me involved with the students.
What do you like to do in your spare time?

I love to travel and immerse myself
with people and things from different
parts of the globe. I enjoy photography
and Malbec.
Why do you read MultiLingual?

At the tail end of my masters, I was
learning about words like “localization”
and “globalization.” I did a web search
back in 2010 and crossed paths with the
magazine and instantly got hooked. This is
my go-to source of industry specific content that is very well structured and useful!

WHERE CAN YOU CONNECT WITH
OVER 1,800 T&I PROFESSIONALS?

WHERE CAN YOU BECOME INSPIRED
BY LEADERS IN YOUR FIELD?
YOU CAN DO IT ALL AT
REGISTER NOW & SAVE!

Save 30% when you register
by September 23.

www.atanet.org/conf/2016/registration

ADVERTISING OPTIONS

Exhibit, sponsor, or advertise
to get noticed by over 1,800
attendees and 10,000 members!

ATA57

HYATT REGENCY
SAN FRANCISCO

Discounted ATA rates are
available until October 10
or as space allows.

Book your room at the Hyatt
Regency and you could win
one night’s stay!

www.atanet.org/conf/2016/hotel

www.atanet.org/conf/2016/advertising

Find photos, videos, and more reasons
to attend at www.atanet.org/conf/2016

8

October/November 2016

American Translators Association
The Voice of Interpreters and Translators-

News

Business

SmartCAT raises seed funding

SmartCAT, developers of a cloud translation automation
platform, has announced that it has raised a $2.8 million
seed round from venture fund RedSeed, an investment
firm focusing on technology and internet companies.

a new production center in Jerez, Spain. The company
focuses on the technology sector for projects involving
mechanical and electrical engineering, automotive systems, agricultural machinery, printing technology and
renewable energy resources.

Rheinschrift Language Services www.rheinschrift.de

People

SmartCAT www.smartcat.ai

Lionbridge receives patent

Lionbridge, a provider of language services, has received
a new patent titled “Methods and systems for multi-engine
machine translation” covering two innovations of its GeoFluent real-time translation solution.

Lionbridge www.lionbridge.com

Industry acquisitions

Welocalize, a provider of integrated globalization
services, has acquired Global Language Solutions, a specialist in language services for the life sciences industry.
Global Language Solutions will remain headquartered in
California.
■■

Welocalize www.welocalize.com
Global Language Solutions, Inc. www.globallanguages.com

■■ Keywords Studios, a technical service provider to the
global video game industry, has acquired the entire equity
share capital of Volta Creation Inc., a visual development
studio.

Keywords Studios www.keywordsstudios.com

SimulDirect, a provider of remote simultaneous
interpreting services, has been acquired by Cadence, a
platform for finding and hiring professional interpreters.
■■

Recent industry hires

■■ suma, a provider of translation and localization services in English, Latin American Spanish and Brazilian
Portuguese, has hired Paula Tuninetti as project manager.

suma www.sumalatam.com

■■ Textminded, a language services company, has hired
Christiane Roll as chief operating officer.

Textminded www.textminded.com

■■ XTM International, a developer of XML authoring
and translation tools, has hired Victoria Aliieva as a business development manager.

XTM International www.xtm-intl.com
■■

Conversis, a provider of language services, has

Are you a translator? A researcher?
A supplier or user of language technology?
Do you have an interest in machine translation?
Then you should definitely attend

Cadence www.talkbusinessanywhere.com

■■ LanguageLine Solutions, a provider of over-thephone, face-to-face and video remote interpreting and
document translation services, has entered into a definitive merger agreement to be acquired by Teleperformance,
a provider of outsourced omnichannel customer experience management.

Austin, TEXAS, USA

AMTA 2016

LanguageLine Solutions www.languageline.com

Office openings

■■ Dragoman, a provider of translation services in Turkish, Arabic, Kurdish, Persian, Russian and Hebrew, has
opened new offices in Izmir, Turkey, and Toronto, Canada.

Dragoman http://dragomanltd.com

■■ e2f translations, inc., a provider of language services,
has opened an office in Berlin, Germany. Anja Höfs will
manage the Berlin office. The new office represents the
seventh global location for the company.

e2f translations, inc. https://e2f.com
■■

Rheinschrift Language Services has recently opened

October 28 - November 1, 2016
the twelfth biennial conference of
The Association for Machine Translation in the Americas
at the Austin Hilton Hotel
(collocated with EMNLP 2016)
For more information, visit the conference website:
https://amtaweb.org/amta-2016-in-austin-tx

October/November 2016
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N ews
announced the appointment of Ian Barrow as head of
technology.
Conversis www.conversis.com

■■ KantanMT, a cloud-based statistical machine translation solutions provider, has hired Mihaly Lakatos as business development executive.

KantanMT http://kantanmt.com

■■ Hogarth Worldwide, a marketing implementation
agency, has hired Romina Franceschina as head of language services.

Hogarth Worldwide www.hogarthww.com

■■ CETRA Language Solutions has hired Mohamed
Dicko as a project manager for its Accra, Ghana, office.

CETRA Language Solutions www.cetra.com

Resources

Index assesses global websites

Common Sense Advisory, Inc., an independent market
research firm specializing in the language services industry, has published its “Global Website Assessment Index

2016” report. The report provides benchmarks for the
relative importance of languages and social links for global
companies working in 38 industrial sectors.

Common Sense Advisory, Inc. www.commonsenseadvisory.com

White paper on localizing in Latin
American languages

Andovar Pte Ltd, a provider of language-related services
in over 80 languages, has released a white paper on localizing into the languages of Latin America. The paper covers
linguistic, ethnic, social, cultural and geographical diversities along with answers to common localization questions.

Andovar Pte Ltd www.andovar.com

Products and Services

Lingotek - Inside HubSpot Connector

Lingotek, a developer of collaborative translation technology, has released the Lingotek - Inside HubSpot Connector giving users the ability to translate content within
HubSpot’s native environment. HubSpot is an inbound

Subscribe to
MultiLingual News at
multilingual.com/newsletter

The newsletter is distributed
to more than 6,500 opt-in
subscribers 15 times a year, and
features the latest news and
events for the language industry.
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News
marketing and sales platform.
Lingotek www.lingotek.com

Plunet BusinessManager 7.0

Plunet GmbH, a provider of business management software for translation services and agencies, has released
Plunet BusinessManager 7.0. The system has been updated to provide more flexibility in quality management,
detailed productivity and business reporting, and simplified, automated currency management.

Plunet GmbH www.plunet.com

interfaces that complement those built at Vistatec.

Lingotek www.lingotek.com
Vistatec www.vistatec.ie

Wordbee selected by MontLingo

Wordbee, a provider of translation management technology, has been selected as the primary technology
provider of MontLingo Language Services Inc., a content
creation and translation services company.

Wordbee www.wordbee.com
MontLingo Language Services Inc. http://montlingo.com

XTM 9.7

XTM International, a developer of XML authoring and
translation tools, has released XTM 9.7. Latest updates include a newly developed terminology recognition feature
that automatically displays source terms and the translations of an active segment.

XTM International www.xtm-intl.com

KantanOfficeMT

KantanMT, a cloud-based statistical machine translation
solutions provider, has released KantanOfficeMT, a Microsoft Office and internet based plug-in. The new plug-in is
part of the KantanWidgets suite of productivity apps.

KantanMT http://kantanmt.com

MGO-Traducciones adds services

MGO-Traducciones, a translation services provider focused on English, German, Latin and Spanish, has added
audiovisual translation and accessibility to its service
portfolio. The company has also redesigned its website.

MGO-Traducciones www.mgo-traducciones.com.ar

Clients and Partners

Faust, Technolex choose lexiQA

lexiQA, an application program interface solution for
online linguistic quality assurance (LQA), has partnered
with FaustTranslations.com GmbH and Technolex Translation Studio to provide LQA services for both companies.

lexiQA www.lexiqa.net
FaustTranslations.com GmbH www.fausttranslations.com
Technolex Translation Studio http://technolex-translations.com

platform

INDEPENDENCE
Are you currently using MacBooks
and need a reliable desktop
translation memory tool that runs
natively on Mac?
Deploy Wordfast Pro 4—the world’s
leading desktop TM tool that
runs natively on both PC and Mac.
Download freely today at
www.wordfast.com.

Lingotek and Vistatec
announce partnership

Lingotek, a developer of collaborative translation technology, and Vistatec, a provider of localization, process
management and global release strategies, have entered
into a strategic global partnership. Lingotek’s platform has
a number of solutions supported by application program
October/November 2016
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C al e n d ar

September

Social Media Strategies Summit
October 4-6, 2016, Mexico City, Mexico

Localization unconference

September 30, 2016, San Francisco, California USA
Localization unconference team
https://sites.google.com/site/localizationunconference

Global Strategic Management Institute
http://socialmediastrategiessummit.com/mexico-city.html

Fuel Growth with Existing Accounts
October 6-7, 2016, Paris, France

6th Annual Translation Studies
Research Symposium

Common Sense Advisory, Inc.
www.commonsenseadvisory.com/ProductDetails.aspx?pid=44

September 30, New York, New York USA

Nida School of Translation Studies, NYU School of Professional Studies,
http://nidaschool.squarespace.com/events/nsts-symposium-2016

ALTA39

October 6-9, 2016, Oakland, California USA

TeTra4

American Literary Translators Association, http://literarytranslators.org/alta39

Department of Interpreting and Translation, University of Bologna
http://eventi.dipintra.it/tetra/?section=home&lang=en

October 10-11, 2016, Barcelona, Spain

DRONGO Language Festival

4th International Conference on Statistical
Language and Speech Processing

2nd International T3L Conference

September 30, 2016, Forli, Italy

Autonomous University of Barcelona, http://jornades.uab.cat/t3lconference/en

September 30-October 1, 2016, Utrecht, Netherlands
DRONGO, www.drongofestival.nl/en

October 11-12, 2016, Pilsen, Czech Republic

GRLMC, University of West Bohemia, http://grammars.grlmc.com/SLSP2016

October

ND Brussels

NYU Translation Day Symposium

October 13-14, 2016, Brussels, Belgium

October 1, New York, New York USA

Nida School of Translation Studies, NYU School of Professional Studies, http://nida
school.squarespace.com/events/2016/10/1/nsts-nyu-translation-day-symposium

Elia (European Language Industry Association)
www.elia-association.org/Networking_Days/ND_Brussels
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Calendar
ISWC 2016

Languages & The Media

Semantic Web Science Association, Linked Open Data Initiative
http://iswc2016.semanticweb.org

ICWE GmbH, http://languages-media.com

October 17-21, 2016, Kobe, Japan

18th International Conference on
Interpreting and Translation
October 17-18, 2016, London, UK

World Academy of Science, Engineering and Technology
www.waset.org/conference/2016/10/london/ICIT/home

Google Localization

October 20, 2016, Mountain View, California USA
The International Multilingual User Group (IMUG)
www.meetup.com/IMUG-Silicon-Valley/events/226878631

November 2-4, 2016, Berlin, Germany

57th ATA Conference

November 2-5, 2016, San Francisco, California USA
American Translators Association, http://atanet.org/conf/2016

3rd International Conference on Language,
Linguistics, Literature and Translation
November 3-5, 2016, Muscat, Oman

Sultan Qaboos University, http://squconference2016.com

tcworld 2016 - tekom

November 8-10, 2016, Stuttgart, Germany

4th International TTT Conference

tekom, http://conferences.tekom.de/tcworld16/tcworld16

Iolar, www.ttt-conference.com

November 10-11, 2016, Sevilla, Spain

October 20-21, 2016, Portorož, Slovenia

SELM

TAUS Annual Conference

Sociedad Española de Lenguas Modernas, www.congresoselm.com

TAUS, https://events.taus.net/events/conferences/taus-annual-conference-2016

November 14-15, 2016, Luxembourg

October 24-45, 2016, Portland, Oregon USA

European Terminology Summit 2016

LavaCon Conference on Content Strategy
and TechComm Management

European Association for Terminology, TermCoord
http://termcoord.eu/events/eaft-summit-2016

LavaCon, http://lavacon.org/2016/vegas

November 17, 2016, San Jose, California USA

October 25-28, 2016, Las Vegas, Nevada USA

The China i18n Challenge

TAUS QE Summit Portland 2016

The International Multilingual User Group (IMUG)
www.meetup.com/IMUG-Silicon-Valley/events/226641322

TAUS, https://events.taus.net/events/conferences/taus-qe-summit-portland-2016

Translating and the Computer 38

October 26, 2016, Portland, Oregon USA

LocWorld Montreal

October 26-28, 2016, Montreal, Canada
LocWorld, Ltd., www.locworld.com

Translating Europe Forum

October 27-28, 2016, Brussels, Belgium
European Commission, DGT, http://bit.ly/1LVnLmc

November 17-18, 2016, London, UK
AsLing, www.asling.org/tc38

EXPOLINGUA Berlin

November 18-19, 2016, Berlin, Germany
ICWE GmbH, www.expolingua.com

Nordic Translation Industry Forum
November 24-25, 2016, Malmö. Sweden

AMTA 2016

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

October 28-November 1, 2016, Austin, Texas
Association for Machine Translation in the Americas
http://amtaweb.org/amta-2016-in-austin-tx

November

40th Internationalization & Unicode
Conference (IUC40)

Gilbane 2016

November 29-30, 2016, Boston, Massachusetts USA
Information Today, Inc., http://gilbaneconference.com

Online Educa Berlin

November 30-December 2, 2016, Berlin, Germany
ICWE GmbH, www.online-educa.com

November 1-3, 2016, Santa Clara, California USA
Object Management Group, www.unicodeconference.org

October/November 2016

13

Column

Perspectives
Translating in Asia
Perspectives of a Westerner

Kara Warburton

Kara Warburton is a consultant at Termologic, which
specializes in terminology management. She has 20
years of experience and holds a PhD in terminology.

In 2010, I left my job as a terminologist at IBM and moved from
Canada to Hong Kong to complete PhD studies in terminology management. Having already been exposed to the translation industry
in Asia, I noticed many differences compared to the West. I wanted
to learn more about it, and hopefully contribute in some way to its
development. In the past six years, I have participated in translationoriented events and lectured at universities in Singapore, Vietnam,
Thailand, China, Japan, South Korea and, of course, Hong Kong.
The last major event I attended was the Asia-Pacific Translation and
Interpretation Forum (APTIF), in Xi’an, China, last April. The opening
ceremony was an extravaganza — a language Olympics — with megatron
screens blazing visuals and giant speakers thundering energizing music.
Countless young aspiring translators dressed in color-coordinated T-shirts
were running about, unable to contain their excitement. The message was
clear: translation and interpreting are vital for China’s economic growth.
It seems that China is not alone in coming to this realization. The
Association of Southeast Asian Nations (ASEAN) is an economic consortium of ten member nations: Negara Brunei Darussalam, Cambodia,
Indonesia, Laos, Malaysia, Myanmar, Philippines, Singapore, Thailand
and Vietnam. Some leading figures in the ASEAN language industry
are seeking to establish a Center for Multilingualism, Translation and
Interpretation (ASEAN-MTI). The Center’s mission will be to provide
language services and training to support the three pillars of the ASEAN
agreement: economic growth, social progress and cultural development.
Nor is it a coincidence that since 2013, a LocWorld conference has been
held in Asia every year: Singapore (2013), Bangkok (2014), Shanghai (2015)
and Tokyo (2016), whereas in the ten years prior to that there was only
one. I attended them all, and the number of attendees and exhibits grew
rapidly. Certainly in my case, the networking opportunities have paid off.
Yet in spite of this growing interest, my distinct impression is that the
translation industry in the East is lagging behind the West in some ways.
Consider translator training. Until recently, only a handful of universities in
China offered degrees in translation. In response to the increasing demand,
there are now quite a few. This is welcome news. But as these newer programs are still developing, there are gaps in their curricula. In most courses,

14
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students are asked to translate texts
in various genres (legal, literary,
cultural) and the translations are
graded by the professor. It is difficult
to find any courses on translation
theory, software localization, translation project management, terminology management, computer-assisted
translation, technical writing,
language standards, XML markup
languages and so forth. I’m not
saying that courses in these areas
don’t exist. That could be easily
challenged. But I maintain that the
curricula in general are unbalanced,
not only in China but in Asia as
a whole. The graduating students
I have spoken to had little, if any,
exposure to these areas, and they
desperately want some. The problem
isn’t easy to solve: often the professors themselves are in the same boat.
Let’s look at terminology management, one of my obvious interests. I
was shocked to learn that my university, which has a strong translation
and linguistics department, does not
offer a single course in this area. To
make matters worse, the department
head was not interested in having
me teach one either, even though
I am qualified to do so and have
taught at other universities. As time
went by, I learned that in this region,
terminology is virtually unknown as
a scholarly discipline, and managing

Colum n
terminology is not recognized as
a necessary skill for translators.
This is in sharp contrast with the
West, where terminology management has been a core discipline
in translation studies for decades.
There are even universities in the
West that offer dedicated degrees in
terminology management, right up
to the PhD and even post-doctorate
level. You can’t find this in Asia.
Let’s now look at the maturity
level of language service providers
(LSPs) with respect to terminology
management. After completing my
PhD, I focused on my terminology management consultancy
business. I have helped several
China-based LSPs prepare a service
proposal in response to a request
for proposal (RFP) from a major
global enterprise. Generally, LSPs
in Asia do not invest in developing
terminology resources. At most,
they create some bilingual glossaries
in Excel. But global enterprises have
an expectation, explicit or not, that
there should be a “proper plan” for
addressing terminology as part of
an agile translation and localization
service. Since the LSP doesn’t have

any such plan in place, I create
one on the fly for the purposes of
the proposal. However, if the LSP
doesn’t win this client, the plan is
abandoned until the next RFP comes
along, at which time it is revived,
at least on paper. This reactive
(instead of proactive) approach
means that the LSP is not prepared
to deliver the promised service.
Then there are recognized
best practices and standards. Let
me focus on two golden rules of
translation: (1) do not use a pivot
language, and (2) translate only into
your mother tongue. These two rules
are commonly broken in Asia. A
pivot language is the target language
of a translation project, when it is
subsequently used as the source
language of another translation. For
example, a company in China creates
a website in Chinese, translates it
into English, and then sends the
English version for translation into
other languages. This approach
is adopted for economic reasons.
First, local Chinese writers are more
widely available (and therefore
cheaper), than English ones, and
they can easily communicate with

local staff (engineers, marketing). So
Chinese is often the source language
in China. Second, translators who
can translate from Chinese to most
languages other than English, such
as Portuguese for example, are
hard to find and therefore more
expensive. A Chinese-to-Portuguese
translator should, in theory, be a
native Portuguese speaker with
Chinese as a second language — a
rare find indeed. So translating
directly from Chinese to Portuguese
(and likewise many other languages)
is ruled out. Third, translation
training in China focuses on the
Chinese/English language pair; local
translators supposedly competent
in English are widely available.
And it is relatively easy to find an
English to Portuguese freelance
translator in an online translation
marketplace. So translating from
Chinese into English, and then
English into other languages, makes
good business sense, or so it seems.
Notice that I referred to local
Chinese translators as “supposedly”
competent in English. I have no
intention here to challenge the
competency of translators in China.

October/November 2016
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On the contrary: they are diligent,
hardworking and high achievers. This
is where the second golden rule comes
in: always translate from your second
language into your first, and never in
the opposite direction. As a translator,
my mother tongue is English, and my
second language is French. Therefore,
I am qualified to translate from French
into English, not the reverse. In Asia
however, translators are often required
to translate from their mother tongue
into their second language — the
wrong direction. This is once again a
consequence of market pressures. In
China translation from Chinese into
English is much more in demand than
from English into Chinese. And finding
a translator in China whose mother
tongue is English can be quite difficult.
Violating these two golden rules
can have serious consequences on

translation quality. An English translation created by a translator whose
mother tongue isn’t English — no
matter how qualified he or she might
be — will not match the quality of a
translation done by a native speaker;
in fact, there will be obvious problems.
Then, the pivot occurs: this problemridden English translation is given
to other translators as the source
text. The problems snowball. Other
language services can also suffer. One
Chinese LSP I worked with, which
claimed to have qualified French linguists in-house, added part-of-speech
and gender values to the French terms
in an Excel glossary. I was shocked
to see the number of mistakes, none
of which would have happened
if a native speaker were used.
If an LSP feels that it must break
the golden rules so that it can offer
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competitive pricing, for instance,
then embracing technology
becomes critical. Using English
style and grammar checkers, a
terminology database and a clean
translation memory can help to
mitigate (not solve) the problems.
Unfortunately these technical aids
have not yet been widely adopted
anywhere, much less in Asia. In
fact, most people in this situation
who I speak to are not even aware
that they are breaking any translation rules, that in so doing they
are severely impacting translation
quality or that technology could
help. And as we all know, quality
takes second place behind cost,
so even when the problems are
brought out into the open, there is
not much incentive to fix them.
Global market pressures will
continue to have impacts on the
translation industry that affect
quality. The emergence of machine
translation is another case in point
(that will have to wait for another
article). Key players in Asia — teachers, translators and LSPs — are
merely reacting to these pressures.
However, if clients of language
services are aware of the impacts
that market-driven decisions can
have on quality, and what that
means for their business (weaker
brand, unsatisfied customers, for
example), then they are empowered
to influence those decisions. An
informed client can negotiate the
terms of the translation contract
to get the results he or she wants
and avoid unpleasant surprises.
Finally, lets give some credit to
initiatives such as the ASEAN-MTI.
They can play a very positive role in
setting standards and establishing
best practices for the language
industry. Similar initiatives need
to emerge in other jurisdictions.
Those three pillars — economic
growth, social progress and cultural
development — depend on it. [M]
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Community Lives
Apertium: Free and
open-source MT
We all know what it is to learn a language. We, of
course, acquire our native language as we grow up.
Then comes the joy, challenge or chore (depending on
our capabilities) of learning languages in education.

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.

There are many ways in which languages are taught and learned, but the
end result is the same in giving us the ability to communicate beyond our
native language group members. It enlarges our community. Now we live
in the digital age and are grappling with ways to best facilitate multilingual
global communications. Languages and computers are the building blocks
that are raising a new edifice of translation. But how do we teach computers
natural languages? Certainly we can load source and target dictionaries
into computers’ memories, but how do we make the leap from facilitating
machines to forming the equivalents that trained professional translators
would? How can we effectively enable machine learning? With natural
languages, two main strategies have been devised. One uses statistical
data and immensely fast processing power to translate texts. The other
uses a rule-based approach that adheres to syntactical, morphological and
semantic forms and word pairs to enable lexical transformations. There
are a number of impressive rule-based systems in use, but the undisputed
leader in the free and open source (FOS) field is Apertium.
The first thing I noticed about Apertium is the vibrant and committed community that facilitates its function. The second thing is that it is free and open
source. Even if developers wish to customize aspects of the platform for their
own distribution, they must agree to make any extensions to the base release
open source too. A third is that Apertium is as dedicated to the lesser stars in
the language firmament as to the big ones, maybe even more dedicated. Commitment, passion and a commanding grasp of natural language processing
technologies underpin their impressive achievements and are propelling them
on a path to even greater success.
Apertium has grown out of work done at the University of Alacante on the
Costa Blanca in Spain. In 2004 Mikel Forcada issued a call for support to a
number of machine learning research groups in Spain with the objective of
lobbying the government for support in building an FOS machine learning
application. One of computing’s less widely known strategies is reuse and
that’s how Apertium came into being. It is, in fact, an FOS rewriting of two
machine translation (MT) precursors, interNOSTRUM and Traductor
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Universia. The result was an MT
application that worked extremely
well with related languages, specifically Spanish, Catalan and Galician.
As the instigator of Apertium,
Mikel Forcada combines an impressive
array of academic achievements with
technical accomplishments that have
taken him to the forefront of the MT
community. He is currently a professor at the University of Alicante in
Spain and president of the European
Association for Machine Translation.
He is a passionate advocate of free
open source technology and believes
strongly in teaching his translation
and interpreting students to use MT
efficiently in their work. His success
with Apertium and his research work
at Prompsit Language Engineering,
which was created to respond to the
demand for professional services from
Apertium, have earned him a welldeserved place on the cutting edge of
translation studies.
Apertium is a distinctive name and
Mikel Forcada explained its etymology
in an email: “I invented the name,
more or less. I wanted a rather unique
name. I wanted Apert- for open, and
I searched the net for Latin-sounding
names (as we had had interNOSTRUM before). So Apertum (open,
neuter gender) and Apertius (more

Colum n
open, neuter gender) could be found,
but the non-Latin word Apertium
was found only once or twice in the
net (mainly as a typo in manuscript
transcriptions), and I liked it.”
According to Forcada, the design
principles of Apertium are conservative and the flow of work through its
various stages makes great logical
sense. The approach is one that renders
an understandable translation, which
is then refined. He explains that with
a bilingual translation, transfer is the
intermediate step in an indirect MT
system. This occurs just after analysis
of the source language and before target language generation. Transfer may
be “deeper” or “shallower,” depending
on the level of abstraction that analysis
reaches. “Shallow transfer” usually
means that the analysis does not
construct entire parse trees, but rather
identifies phrases and then carries out
local transformations on them.
There is, as all linguists know,
a long-standing debate on using
word-for-word translation in which
conveying the sense of a source text is
sacrificed for rendering literal meaning. Apertium’s approach to translation
is to generate a reasonably intelligible
text that does not pose much difficulty
in working between related languages
like Spanish and Portuguese. With
such target material, it is then possible,
if required, to clarify the substance of
texts with additional stages of refinement like lexical processing and so
on. Apertium adopted this approach
as a direct result of the experience
gained from building on the work of
its predecessors. Another advantage
of the Apertium philosophy is that
it is possible to generalize the main
concepts of a word-for-word translation to deal with harder, not-so-related
language pairs, so that linguistic
complexity is kept as low as possible.
Interestingly, Apertium is built on
the idea of separating data (language
pairs) and the algorithms (translation
engines) that process them. This use of

a language-independent engine along
with a set of tools for managing language data in an expanding database
of language pairs gives great flexibility
in catering for different document
formats and content. One more aspect
that characterizes the community
involvement that Apertium is seeking
to leverage is its commitment to
free open source software. With this
approach and thanks to the GNU
General Public License, high quality,
collaborative project work is enabled
and contentious matters like copyright and the use of license-centered
applications are avoided. The result is
a slick MT service that is available for
use by all.
Early success has enabled
Apertium’s growth, including the
development of an active and productive community. The community has

resulted in a wiki used for documentation purposes and in a software
repository where contributions
are made. This allows all members
to participate in Apertium’s work,
extending across many languages
allowing translators to benefit from
a collective wisdom in creating new
language pairs. Further evidence of
the robust health of the community
can be seen in the number of externally developed tools and functions.
The Apertium community presently
boasts 400 contributing developers
helped by seven administrators. Not all
are active all the time, and usually there
is a noticeable spike of activity during
summer. Over the last ten years there
have been 78,000 commits (a commit
being a modification of the public
repository) some of them contributing
just a single word, some 1,000 words.
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The community supports 41 stable
language pairs, with another 100 in
development, and is using SourceForge
for the commits, a web-based platform
that allows users to control and
manage FOS projects. The community
enables linguists to contribute to
dictionaries and share data.
Although the Apertium community
is not formally incorporated, they have
managed to add a level of governance
by creating an elected project management committee. Its secretary is
Francis Tyers. Tyers first met Forcada
in 2006 when he attended a workshop
in Italy on language technology for
minority languages where Forcada
was giving a presentation on FOS
for language technology. Tyers was
impressed and decided to volunteer to
help make Apertium easier to use and
install for linguists. Tyers at the time

was contemplating studying further for
a PhD and soon found himself studying at the University of Alicante under
Forcada’s supervision.
One of the projects that Tyers was
involved in was a project on the Breton
language, which is on UNESCO’s list of
severely endangered languages. Tyers
used to spend Christmas holidays in
Brittany and was always fascinated
by the Breton language, a Brythonic
Celtic language dating back to the
Middle Ages. On one such vacation,
he decided to create a morphological
analyzer based on the work of Roparzh
Hemon, the distinguished Breton
scholar, in order to develop a rudimentary Breton-into-French system.
He adapted it from the Apertium
Spanish-into-French system and the
results were excellent. After he emailed
the Breton language board, he was
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invited to a meeting with the director,
Fulup Jakez, and soon it was agreed
to instigate a one-month project at
Alacante University. The project was
a great success and to this day Tyers
is still involved and contributing to it.
Tyers intends to follow an academic
career and is currently in Tromsø,
Norway, working on a postdoctoral
project, but he is still deeply committed to Apertium. As he explains, “A
language without universally available
technologies supporting it is dead in
the digital world!”
Apertium’s success has been so
great that the demand for professional
services around the open source
platform necessitated the formation
of a support company. Prompsit was
created in 2006 by eight partners, five
working at the University of Alicante
and three full-time employees. Gema
Ramirez-Sanchez is currently the
CEO, but only ten years ago, she was
another of Forcada’s students and an
Apertium regular. She brings a wealth
of experience garnered from her years
in academia and in helping Prompsit’s
clients understand the benefits that
MT offers in this rapidly moving,
increasingly important tech sector.
Prompsit was born from all the
requests for customization coming
from private companies requesting services and technical support. However,
Prompsit is also an active contributor
for the vibrant and engaged Apertium
community. A Prompsit employee
always participates in the Apertium
Project Management Committee of
governance and helps with the Google
Summer of Code events.
When clients agree, Prompsit adds
their data to the community and this
creates a neverending benefit for
them. As Ramirez-Sanchez puts it,
“They get what they want and much
more!” Delighted customers are
always a great sign that a business is
delivering. Another sign is when clients
show a desire to get involved in the
community themselves as is the case

C olum n
with the Open University of Catalonia
(UOC), which has contributed to
Apertium for years. They have also
found that the community is the best
source of linguists to work in very
different languages, to teach Apertium
worldwide, making it available not only
as an isolated MT application but in
combination with other computer
assisted translation tools used by professional translators. For example, MateCat
or OmegaT are win-win cases of open
source communities working together.
When a community functions in a
way that produces its own momentum,
the success stories it spawns can be
as diverse as they are unexpected. For
example, the most downloaded and
used pair in Apertium is Norwegian
Nynorsk/Norwegian Bokmål. Every
city council in Norway has to decide
which of the two Norwegians is the
official one in their town and provide
bilingual versions that they produce by
machine translating and post-editing.
Students at school learn both Norwegians, and they use Apertium to check
and do their homework. Apertium is
helpful for them as a tool to generate
raw translations and to learn.
Prompsit and Apertium have actually helped in the standardization of
languages such as Occitan, a Romance
language spoken primarily in France
that has many variants and no widely
accepted standard version. Apertium
can accept any variant of any word in
source language but needs to produce
just one target. A group of renowned
linguists of all variants of Occitan
worked together for a couple of years
in deciding which was the preferred
form of words, having discussions that
lasted for hours for a single word but
finally making a historical agreement.
Apertium’s strengths have
resulted in it being the first MT system or linguistic asset for language
technologies for many languages
such as the aforementioned Breton,
as well as Asturian, Aragonese,
Chuvash and others. It contributes

significantly to enlarging content
in Wikipedia. The Wikimedia
Foundation uses Apertium to help
the different Wikipedia linguistic
communities to get raw versions of
articles written in other languages,
speeding up the creation of new
articles in their own language.
They give voice to communities
and languages that are not very
popular and do so with very humble
resources but passion for languages.
Ramirez-Sanchez recalls that when
developing the Afrikaans to Dutch
pair, contact with the person behind
it was often lost for days as he had
very limited internet connection,
but he never gave up and Apertium
proved itself once again.
Ramirez-Sanchez is justly proud of
their achievements. “We started with
two language pairs: Spanish-Catalan
and Spanish-Galician, with a group of
six people in our corner of the world.
Apertium now hosts 41 stable pairs
and many others in development,
400 people registered as contributors,
seven administrators, public and
private funding, opportunities for
research, business and, above all, for
languages and linguistic communities.
We were not even dreaming of this
when we first released Apertium!”
These computational linguists
remain unsung heroes of the global
economy. Their commitment to the
preservation of our linguistic heritage
is exemplary. They are worthy of
mountains of praise and oceans of
acclaim. I do struggle to understand
why language professionals toil without much appreciation or recognition
for the value they add to our vast range
of commercial and cultural enterprises.
Perhaps it’s simply because language is
common to every one of us. Perhaps
because the global community is
everywhere, it just doesn’t register
how special the gift of language is. But
let’s not forget, Apertium derives from
openness, so let’s follow Apertium’s
lead and spread the word. [M]
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Just a garage band from Shanghai
Radical localization and the future of global enterprise

Arle Lommel
Arle Lommel is a senior analyst for Common Sense Advisory (CSA Research).
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Asia has surpassed Europe as the destina-

tion of choice for many multinational businesses.
According to Common Sense Advisory’s (CSA
Research) annual review of the websites of over
2,300 leading corporations, Simplified Chinese
is now the second most popular language (after
English) for the websites of major enterprises,
with 34% more sites than in Spanish and French.
An additional 11 Asian languages are in the top
50, including Japanese (#4), Traditional Chinese
(#9), Korean (#11) and Thai (#23). We also find
that East Asian languages account for 21% of
online gross domestic product (GDP) and 34.5%
of online population, with a software market
worth at least $12.5 billion per year.
As these economies grow, global companies are coming
to realize that it isn’t enough to translate a few user interface (UI) strings, slap on a new red-and-gold color scheme
and supply a few graphics with dragons and lanterns.
These moves may make content accessible, but they are
as stereotyped and clumsy as a site localized into English
would be if everything were red, white and blue with eagles
and Uncle Sam on every page. Increasingly, companies

●● GarageBand’s Chinese percussion repertoire now
includes gongs and drums that provide sounds and tunings
not found in European-style drum kits.
Adding these instruments involved substantially more
than just building in a few sound files and graphics. It required
engineering new ways of interacting with the virtual instruments to mimic local playing styles and implementing scales
used in Asian music. For example, tapping the “horse head”
icon beneath the erhu produces an instrumental imitation of
a neighing horse and the “flower” slider beneath the pipa controls Chinese-style tremolo plucking. Because GarageBand’s
real function is to support sequencing and looping, Apple
also added 300 loops using these instruments to make them
accessible and integral to the software. In addition, Apple
performed more traditional localization tasks. They added
previously missing Chinese-language support to the UI.
The resulting app is one that should be equally at home
for a garage band from Seattle and a C-pop band from
Shanghai. The result is something different from both
traditional software localization — which deals primarily
with making functionality accessible — and transcreation.
Apple didn’t just address issues of linguistic access and it
didn’t reimagine GarageBand as something different for
the Chinese market. Instead, it reached out and used Chinese culture to enrich a product with global distribution
and made China equal to the United States and Europe.

Apple did not invest in this to sell a new product, but rather to increase the value of existing ones
and to sell more of its hardware in the future. It is investing in localization for long-term gains.
realize what they’ve known about Japan for many years:
Asian markets are just as sophisticated and savvy as any
in the United States or Europe. They demand the same
level of care and design that their Western counterparts
expect. Enterprises that take local requirements seriously
will have a significant advantage over those that treat Asia
as an afterthought.
As an example of how companies can take advantage
of real engagement with local cultures, consider Apple’s
release of GarageBand 10.1.2 (MacOS)/2.1.1 (iOS) on May
17, 2016. On its surface, this was a “sub-point” update of
the sort reserved for minor bug fixes, but in this case Apple
issued a press release about it. So what was different about
this one? It activated support for several virtual instruments that play a major role in classical Chinese music:
●● The erhu, a two-string fiddle with a snakeskin resonator, plays a role similar to the violin in orchestras. This instrument is perhaps the most characteristically Chinese of all.
●● The pipa is a lute that occupies a musical role in
Chinese music somewhat similar to that of the guitar in
Western ensembles.

At one level, Apple’s technical innovation was not particularly noteworthy: virtual world instruments are nothing new
and synthesizers and sequencers have supported them for
years, but in most cases they are expensive add-ons to systems that include Western instruments by default. At another
level, however, this move is a radical one: most Apple users get
these features for free. The instruments are enabled by default
for Mac users everywhere and for iOS device owners in
Greater China, but iOS users outside of the region can simply
turn these instruments on in the app’s settings. Apple did not
invest in this to sell a new product, but rather to increase the
value of existing ones and to sell more of its hardware in the
future. It is investing in localization for long-term gains.
This move shows how important Greater China has
become to Apple. It is now Apple’s second-biggest market and
is growing at three times the rate of Europe or the Americas.
With this prominence, Apple has had to tread lightly. Chinese authorities recently shut down Apple’s iTunes movies
and iBooks stores, allegedly because Apple released the film
Ten Years — which the Chinese government sees as politically subversive — on iTunes in Hong Kong.
October/November 2016
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The erhu, a two-stringed Chinese instrument, was recently added to GarageBand.

For a company as large as Apple,
markets like China are essential if
it is to sustain the levels of growth
that Wall Street investors have come
to expect. As analysts predict “peak
iPhone,” Apple needs to find new
reasons to attract users in international markets, users who have
increasing levels of access to locally
grown tech companies with their
needs and interests in their DNA.
Adding Chinese instruments is one
step toward competing with them on
their own turf.
These moves may also be part of a
game of three-dimensional political
chess. The Chinese Public Secu-
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rity Ministry has reportedly been
demanding access to Apple’s source
code for security features built into
its products since 2014 – a request
that Apple claims to have refused,
and likely one of the reasons why
Apple fought against US government
demands to weaken encryption as
well. As Apple faces these challenges, an act of cultural diplomacy
like adding Chinese instruments to
GarageBand may provide a way to
reassure wary officials that the company is committed to China. Similarly,
analysts see the computer and phone
maker’s recent $1 billion investment
in Chinese ride-sharing company Didi

Chuxing not only as a way to improve
the company’s transportation experience in advance of the rumored Apple
Car but also as a way to improve relations with the Chinese government.
CSA Research sees three forms
of localization in Apple’s support for
Chinese instruments:
1. This striking act of “radical
localization” projects an image of
China’s importance to Apple users
elsewhere in the world and keeps customers in Greater China happy. It also
raises the bar for localization: No longer can competitors simply slap a Chinese UI onto an otherwise unlocalized
product and call it good. Localization
that goes beyond translation to reenvision how products relate to local
markets puts a stake in the sand that
other consumer-oriented companies
will notice and emulate. It also shows
just how important mobile platforms
are becoming in enterprise strategy.
2. It exemplifies what we call
“reverse localization.” Because the
additional features are accessible to
Apple fans everywhere, this move
also reverses the normal US-centric
approach to localization. In this case
the United States is also a beneficiary
of localization. Large multinational
enterprises such as Apple and IBM are
increasingly becoming polycentric,
with research and development distributed across the globe and centers of
excellence in many countries. Apple’s
release of this version of GarageBand
may be the first of many such moves
as the United States becomes just one
market among many, rather than the
home market. In this context, market
entry decisions take on even greater
importance. In this context, US and
European customers will find that
they have greater choices than before.
3. It underscores the importance of localization for some of the
largest and most forward-looking
organizations as much more than just
a linguistic function. The decision to
add the erhu and pipa to GarageBand
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surely received scrutiny and approval
from the highest levels in the company,
which had to approve the engineering
expenditures and handle the release
and diplomacy strategy. In this case,
localization served an important end
in ongoing negotiations and political moves that span continents. For
companies that want a piece of the
burgeoning Chinese market, and the
yuan that come with it, Apple shows
the importance of localization and
deep cultural adaptation.
However, it is music fans who reap
the greatest benefits. Chinese users of
GarageBand will feel more at home,
and the app opens up new creative
potential for musicians elsewhere in
the world who might never otherwise
encounter Chinese instruments.
All of these groups are benefitting
from a geopolitical situation that has
shifted traditional patterns of localization and cultural power. As other
economies grow and corporations
look to the “long tail” of languages for
growth potential, we should expect
to see more and more awareness of
the power of cultural diplomacy and
localization. Perhaps in a few years
we may see a version of GarageBand
with Senegalese drums and harps,
Indonesian gamelan ensembles, Russian balalaikas, Mexican vihuelas,
Hungarian bagpipes and Peruvian
pan flutes.
These developments will provide
big opportunities for language service
providers that can see themselves
as more than wordsmiths. Those
with local knowledge and networks
of experts who can assist in cultural
localization will find themselves with
high-value capabilities that will allow
them to pitch to the highest corporate
levels. While translating a UI into
Chinese is a valuable task, the ability
to advise corporate buyers on how to
understand and address the hopes and
desires of customers around the world
is one that opens up new vistas for
localization. [M]
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Unification and its discontents
in Southeast Asia

Jacob Andra
Jacob Andra is senior industry analyst for U.S. Translation Company,
a language services provider with a focus on helping US exporters
localize their offerings for overseas markets.

Founded in 1967, the Association of South-

east Asian Nations (ASEAN) has always sought
to create a unified political and economic regional
bloc modeled after the European Union. Though
fraught with challenge, the ideal has achieved
some measure of success. How much? That’s a
subject of debate, and also the subject of this article. The question is important, as Southeast Asia
represents a vast market for exports. Unification,
or lack thereof, has significant ramifications for
trade in the region.
“Southeast Asia is one of the most rapidly growing
regional markets,” says Brett Heimburger, “as well as one
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of the best opportunities for US companies. In fact, the
region is forecast to reach a whopping 130 million ‘consuming class’ households by 2025.” As director of Utah’s
International Trade and Diplomacy Office, Heimburger
heads numerous trade missions to Southeast Asia. This
includes an upcoming trade show to Singapore, in which
he’ll take a cadre of Utah’s medical device companies to a
large health care summit.
ASEAN consists of Brunei, Indonesia, Singapore,
Malaysia, the Philippines, Thailand, Cambodia, Laos,
Myanmar and Vietnam. Collectively, these ten countries
comprise the world’s seventh largest economy and the
United States’ fourth largest export partner, according to
www.whitehouse.gov. With a cumulative gross domestic
product (GDP) of around $3 trillion and a trade-to-GDP

Focus
ratio of more than 150%, ASEAN is
no small potatoes. Perhaps that is
why, in 2014 alone, the United States
poured $226 billion in foreign direct
investment into the region — more
than did Japan, Korea and China
combined.

The Asian EU?
In 2013, to accelerate trade between
the United States and Southeast Asia,
the parties ratified the US-ASEAN
Connectivity through Trade and
Investment (ACTI). ACTI provides
for US support in the region through
various initiatives. These include the
training of women entrepreneurs,
“harmonizing business standards
in priority integration sectors” and
developing a “climate risk assessment
framework… to support climateresilient energy decision-making.”
Most significantly, from a trade
perspective, was ACTI’s initiative to
create a so-called single window for
ASEAN. This single window, appropriately dubbed the ASEAN Single
Window (ASW), has the ambitious
goal of fast-tracking the entire region
into a unified economic zone.
For the uninformed, the singlewindow system was developed in
the late 1990s and early 2000s as a
solution to the increasing complexity
of international trade. Specifically,
the burgeoning of documentation
related to customs, international
supply chains, compliance and other
paper exchanges. Single windows
control and track the cross-border
document flow by funneling it
through one integrated data management interface. The national single
window worked well; however, since
each ASEAN country developed its
own window independent of other
nations, the national single windows
did not communicate well. ASW
seeks to integrate ten national single
windows into a, well, single single
window. In theory, a product would
enter ASEAN through the window

and travel freely between and among
member countries. How is ASW
working? “It’s a very good idea,” says
Heimburger, “but effective regionwide implementation will likely take
longer than planned.”
In general, according to Heimburger,
ASEAN member nations underestimated the difficulty of merging
countries with such vastly different
economies, political systems and
national goals. Singapore, for example,
rivals many Western countries in its
per-capita GDP and standard of living,
while Myanmar lags at a per-capita average income of about $1200. Thailand
boasts a sophisticated infrastructure,
while Indonesia’s infrastructure development lags far behind its economic
potential. The Philippines has a republican governmental system; Vietnam
is still considered a communist state;
and Brunei is a constitutional sultanate.
And we haven’t even begun to mention
cultural and religious diversity.
“Even though ASEAN was modeled after the EU and has helped to
achieve general political stability,”
Heimburger says, “it may take longer

to achieve smooth economic integration. The original EU member states
had far more in common, both in
terms of economic development and
also in terms of political, cultural and
historical identity.” Heimburger adds
that though the plan is to have an
integrated free trade zone by 2020,
there are still many things to iron
out. This includes non-tariff barriers:
standards, intellectual property rights
protections, customs and the like.
Heimburger emphasizes that
ASEAN was originally formed to
encourage regional peace and political stability and to achieve economic
integration, a goal that has succeeded
to a large extent. Deep economic integration, however, has proven far more
complex. The EU also began as a warmitigation alliance and developed its
economic integration as a secondary
outgrowth of the original political
ideal. The European Union was seen
as absolutely essential to tame raging
nationalism and incentivize cooperation; the alternative was unthinkable.
In a similar fashion, ASEAN was
formed to provide the political stability
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that could draw in foreign investment.
ASEAN nations needed capital that
could fund infrastructure and move
economies up the development curve.
The big prize, however, is taking advantage of the large and growing markets
in the region by using the bloc to command a larger piece of the trade pie.
From Heimburger’s perspective, the
ASEAN project has its priorities correct, but deep integration is still some
ways off. “Sure, it’s much more loosely
organized than the EU, but the economic bloc makes a lot of sense. It may
take longer than forecast, but it is moving in the right direction.” However,
economic integration is not the only
metric of success. According to a 2011
article by the Carnegie Endowment
for International Peace, “ASEAN has…
played a pivotal stabilizing role in both
the region and the world.” The article
points out that detractors have “periodically predicted its…demise since
its founding in 1967.” The organization
has mediated a number of regional disputes, with the result that “no war has
erupted among its members.”
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And even if ASEAN is no EU, it still
wields some amount of cohesion and
collective identity. Other nations recognize this. China, Japan and Korea have
joined what amounts to an outer circle,
dubbed ASEAN+3. Reaching out even
further, the East Asian Summit brings
ASEAN+3 together with Australia,
New Zealand and India. The functions
of such configurations may be fuzzy
as of yet, but the configurations signal
a movement toward increasing cooperation and regional stability — a good
thing for international trade.

Trends and specificities
Despite vast differences between
ASEAN nations (or even within them
— think of the hundreds of distinct
ethnolinguistic groups strewn across
the Indonesian archipelago), they
share some important commonalities. From a Western perspective,
Southeast Asia is merely part of that
larger exotic creature that is Asia
generally. Indeed, it shares many
characteristically Asian cultural features. At the same time, some general

trends unique to the ASEAN region
are worth noting.
Firstly, even more than in Asia-atlarge, business is based on personal
relationships. This contrasts with the
Western mode, in which processes
and key performance indicators
dominate. Often, for Westerners,
relationships are a necessary vehicle
by which to realize business objectives, but they are still subordinate.
In ASEAN countries, that hierarchy
is flipped, or at least leveled. “Don’t
even think about expanding into
Southeast Asia,” Heimburger admonishes, “unless you have the bandwidth
to spend a lot of time there building
the right relationships. Remote contact just won’t cut it.”
Because relationships figure so
prominently in business dealings,
they supersede formal agreements.
For Southeast Asians, a contract
represents a snapshot of the state of
the business relationship at the time
of its signing. It is thus mutable. As
the relationship changes, the contract
warrants ongoing negotiation. This
attitude baffles US visitors, for whom
a contract is an assurance of future
performance. Southeast Asians see
everything as organically mutable,
even a prior agreement. Especially a
prior agreement.
Age, hierarchy and position carry
much more weight in the ASEAN cultural world than in the Unites States.
Following from the centrality of personal relationships, such designators
accentuate and fix each person’s place
in the relational network. And, unlike
in the West, individual opinions, feelings or motivations are subservient
to the collective process. “You can’t
just ignore someone because you
don’t like them,” says Heimburger.
“You have to respect the importance
of hierarchy and the relationship web
that is fundamental to Asian business,
and find a way to make it all work.”
Honor, respect and standing,
accordingly, figure prominently in
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business dealings. While this is the
case throughout most, if not all of
Asia, it is perhaps more so in ASEAN
countries. “You want to make every
effort to avoid embarrassing someone,” Heimburger emphasizes. “Saving face matters far more than most
Americans realize.”
Business tempos tend to be more
leisurely (the highly developed and
Westernized Singapore being the
exception), taking on the pace of the
relationship dynamic rather than
that of external regulators. According to Heimburger, “the culture is
a consensus-building one.” For US
businesspeople, conditioned from
years in a rapid-fire, top-down culture, the Asian way is maddeningly
slow. Why, they wonder, can’t someone just make a decision so we can
get on with it?

National specifics
Indonesia is the largest ASEAN
country and the fourth most populous on earth. It also contains the
world’s largest Muslim population.
Its underdeveloped infrastructure
contrasts with incredible natural
resources.
The Vietnamese “tend to be
aggressive in their business dealings,” Heimburger claims, possibly
due to Chinese influence. More than
a millennium of Chinese rule (111
BC to 939 AD) left an influence that
still survives. While culturally kin to
the Chinese, Vietnam fears Chinese
hegemony in the region. Accordingly, it values its relationship with
the United States, both economically
and politically.
If Vietnam is the most hardcharging of the ASEAN countries, the
Philippines may be one of the mellowest. With its significant Latin influences, the Philippines has one of the
most easygoing cultures in the region.
Its constitutional republic provides
a stable base for a thriving economy
(though it remains to be seen what

effect President Duterte’s alleged
autocratic tendencies will have on the
country). Like Vietnam, the country
views an ascendant China as a danger
to its own sovereignty, and looks to
the US for political and economic
support.
Laos lags furthest behind in development. While European and Asian
companies scramble to capitalize
on the country’s abundant mineral
wealth, “American companies play
almost no role in Laos” according to
export.gov. Which makes one wonder:
what are US companies waiting for?
Malaysia’s tech-heavy industrialized sector is complemented by a
robust knowledge economy. It boasts
the eighth most developed infrastructure in all of Asia.
According to export.gov, Cambodia’s GDP grew at an average annual
rate of over 8% between 2000 and
2010 and over 7% since 2011. Still, the
country “remains one of the poorest
countries in Asia.” For a country so
far behind, even vigorous growth
requires decades before substantial
change is felt.

A testament to the power of
human capital, Singapore has forged
a thriving modern economy from a
small population and limited natural
resources. Export Development
Canada (www.edc.ca) claims that Singapore has “the most open economy
in the world,” with “zero tolerance for
corruption.” The result is an economic
powerhouse.
After Indonesia, Thailand has ASEAN’s second largest economy. Though
racked by political turmoil (a 2014
coup and subsequent military rule),
its highly developed economy and its
manufacturing infrastructure have
helped to maintain overall stability.
Myanmar, according to PricewaterhouseCoopers, “is one of the remaining frontier markets” and “Asia’s next
rising star.” With projected growth of
8% annually and a young demographic,
Myanmar certainly has potential.
To realize that potential, however, it
will need significant investment into
educating and training its workforce
and modernizing its infrastructure.
Several projects are in the works to
this end.
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Brunei occupies the north coast
of the island of Borneo (the island is
split between three countries: Brunei,
Malaysia and Indonesia). Though
comparatively small, Brunei has
massive wealth: Forbes ranked the
country fifth-richest out of 182. After
Singapore, it has the highest ASEAN
Human Development Index. The
International Monetary Fund (IMF)
rates it as the world’s fifth country in
per-capita GDP. The IMF also estimated, in 2011, that Brunei was one of
only two nations globally with no public debt, the other being Libya. Like
Libya, Brunei has vast oil reserves.
Unlike Libya, it has not descended
into a stateless war zone.

Takeaways
ASEAN contains a diversity of
opportunity for multinationals. Engi-
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neers and builders of infrastructure
will find plenty of opportunity in
Indonesia, Cambodia, Laos and
Myanmar. Manufacturers of equipment and industrial solutions can
look for the ASEAN market that
needs their specific offering. Software
and other high technology solutions
can look to markets such as Malaysia
and Singapore. ASEAN contains a
market for almost anything, if one
knows where to look.
Medical device manufacturers
should tap the markets of Malaysia, Vietnam, Indonesia, Thailand,
Singapore and Brunei. Due to rapid
urbanization, a growing middle class,
and a declining birthrate, these
countries have a significant demographic that is aging and that has
the income to afford quality health
care solutions.

Due to the idiosyncrasies of each
ASEAN market, it is best to work with
a trusted local partner. Not only does
each constituent country have its own
informal customs, but each has its own
bureaucratic tangle. “Bureaucracy is
different there than here,” Heimburger
says. “There’s a lot of it, but it’s far
less defined than we’re used to. Such
nebulousness is incomprehensible to
the average American,” for example.
Time, of course, will tell to what
extent ASEAN succeeds in its goal of
a unified economic zone. However,
we don’t need to wait. The organization has succeeded in creating a zone
of — something. Something more
cohesive than a group of individual
players with no coordination whatsoever. And, in a region with this much
economic potential, a little unification is better than none at all. [M]
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Creating a language lexicon
for Asian languages

Jordi Torras
Jordi Torras founded Inbenta in 2005 to help businesses improve customer experience online through
natural language processing and semantic search technology. As CEO, he oversees a team of linguists
who have created a language lexicon that now reaches the majority of native speakers across the globe.

Approximately 60% of the world’s population facilitate most customer interactions. But with so many
today natively speaks an Asian language. Linguists languages in a given region (Asia alone has over 2,000),
might find the respective complexities of these how do website search engines manage them all?
languages compelling, but the nuances become
Semantics and Meaning-Text Theory
a serious challenge for both small businesses and
Natural language and semantic search have been used
enterprises wanting to compete in a global market.
As global online sales edge toward an expected $2.3 trillion
by 2017, and with Asia-Pacific spending outpacing purchases
in North America, cross-border shopping has become a significant opportunity for US retailers. This means that having
an international customer experience strategy is essential.
For global companies that deal with multiple languages
and variations, one of the key entry points to the customer
journey is through a website’s search engine. From product
inquiries to customer support questions, search engines

by the big search engines for a while now, but they are just
starting to become commonplace for business websites.
Natural language processing (NLP) is the part of artificial
intelligence concerned with programming computers to
understand natural language. As opposed to a keyword
search approach, NLP allows customers to search the
way they speak by computing the overall meaning of the
search query. It ensures that they find exactly what they’re
searching for regardless of whether they use incomplete,
ambiguous or unstructured questions — just like a human
October/November 2016
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agent receiving a query and returning
relevant results.
Natural languages tend to have
ambiguities that formal languages
do not because they have been constructed in fundamentally different
ways. For example, in natural language interactions, the same word,
phrase or even entire sentence can
have multiple meanings, and one
concept may be expressed in multiple
different ways. This flexibility gives
natural language its expressive nature,
but also creates opportunities for
confusion and varied interpretations.
However, by evolving natural
language from lexicon to semantics,
detailed and specific descriptions of the
lexical units can be created for several
different languages. The Meaning-Text
Theory (MTT) is an advanced linguistic framework that helps to identify
and bridge the gaps between natural
and formal languages. Meaning-Text
linguistics recognize that the elements
in the lexicon (lexical units) of a language can be related to one another in
an abstract semantic sense. These relations are represented in MTT as lexical
functions and thus, the description of
the lexicon is a crucial aspect of deep
understanding of NLP.
Lexical functions are tools specially
designed to represent the relations
between lexical units. They allow us
to formalize and describe in a relatively
simple manner the complex lexical
relationship network that languages
present and assign a corresponding
semantic weight to each element in a
sentence. Most importantly, they allow
us to relate analogous meanings no matter in which form they are presented.
Natural languages are more restrictive than they may seem at first glance.
Consequently, in the majority of the
cases, we encounter fixed expressions
sooner or later. Although these have
varying degrees of rigidity, ultimately
they are fixed, and must be described
according to some characteristic. Consider these four examples:
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●● Obtain a result
●● Do a favor
●● Ask a question
●● Raise a building

All of these show us that it is the
lexicon that imposes sectional restrictions, since we would hardly find "do
a question" or "raise a favor" in a text.
Actually, the most important factor
when analyzing these phrases is that,
in terms of meaning, the elements do
not have the same semantic value.
As shown in the examples above, the
first element (the verb, in these cases)
hardly provides any information, and
all of the meaning or semantic weight
is provided by the second element.
The crucial matter here is that the
semantic relationship between the
first and second element is exactly
the same in every example. Roughly,
what we are saying is “make/perform
X” (where perform can take the form
do, obtain, ask or raise, and X takes
the form a result, a favor, a question
or a building). This type of relation
can be represented by the Oper lexical function.
MTT collects around 60 different
types of lexical functions, which allow,
among other things, the description
of relations such as synonymy (buying
and purchasing are identical actions),
hypernymy/hyponymy (a dog is a type
of animal) and other relations among
lexical units at the sentence level.
This extends to examples such as the
Oper that we mentioned before, or
ones expressing the concept “a lot”:
if you smoke a lot you are a heavy
smoker, but if you sleep a lot, you are
not a “heavy sleeper,” or at least not
necessarily.

Asian language lexicons
Creating lexicons for Asian
languages (Chinese, Japanese and
Korean) was no small feat, as they
required complex systems including
different written styles of characters
and extensive grammatical structures
to express politeness and formality.

The Japanese language lexicon
was particularly tough to pair with
NLP applications because there are
four different writing systems in the
language; all can be used together and
interchangeably. The Chinese lexicon
was designed to simultaneously support traditional and simplified Chinese writing systems, which allows
the same semantic technology to be
used in mainland China, Hong Kong,
Macau, Taiwan and overseas Chinese
communities. And the Korean lexicon
was written almost entirely in Hangul
characters, which is not written in
sequential order.

Structure of the sentence
Japanese and Korean have many
characteristics that differentiate them
from Romance languages or English.
For example, the normal sentence
structure in the Asian languages we are
working with is Subject>Object>Verb.
This places the verb at the end of the
sentence, unlike in English or Romance
languages. For example, in Japanese,
Kochira wa Tanaka-san desu means
"This person is Mister Tanaka" but it is
written as: This Mister Tanaka is.
Actually, elements can be found in
several positions within the sentence.
Basically, the more the element is on the
left side the more it is emphasized, so
elements can permute in the sentence
with much more freedom than they do
in Romance languages or English. Let's
take a look at the following example:
Translation: John has given a book
to Veronica.
Korean: John ga Veronica ege
ch'aek ul chu-o-t-ta.
Japanese: John ga Veronica ni hon
o age-ta.
If we split that sentence in pieces
of meaning, we would have:
A = John ga
B= Veronica ege / ni
C= ch'aek ul / hon o
D= chu-o-t-ta / age-ta
All those elements can permute
to six possible combinations. ABCD
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Close to the speaker
Close to the interlocutor
Far from the speaker or
interlocutor
interrogation

Japanese
Korean
Japanese
Korean
Japanese

pronoun
ko-re
i
so-re
ku
a-re

adjective
ko-no
i
so-no
ku
a-no

adverb
ko-ko
yo-gi
so-ko
ko-gi
a-so-ko

Korean
Japanese
Korean

cho
da-re
nugu

cho
do-no
onu

chogi
do-ko
odi

present and future) and continuous present (-ing verbs in English).
Korean has a more complex and rich
verbal system that makes explicit differences between future, conditional,
near future, far future and so on.
Unlike artificially created languages like computer programming
languages, natural language gives us
the ability to understand, process and
utilize the everyday semantics that
we communicate with. Through the
creation of these complex lexicons,
businesses can now understand the
meaning behind the questions asked
by their Japanese, Chinese and Korean
speaking customers.
Asian languages have already made
a significant impact on business and
culture worldwide and will continue to
exert increasingly more influence into
the foreseeable future. For businesses
large and small interested in competing
in a global, multilingual economy, it’s
imperative that they not only understand the differences among natural
languages and between natural and
formal languages, but that they can also
leverage language nuances and subtleties to refine the online user experience
in a meaningful and profitable way. [M]

Table 1: Demonstratives and determinatives have varying degrees of distance
in Japanese and Korean.

would be the normal position of the
elements, as shown above. However,
you might also see ACBD, BACD,
BCAD, CABD and CBAD. As is shown
by these combinations, all elements
can be moved to the left depending on
the emphasis. The only element that
remains in the same position is the verb
(this is also the case with adjectives).
NLP systems based on MTT
focus on the meaning, so despite all
of these different structures, we are
able to grasp the meaning without
needing to describe the full grammar. In building a lexicon, however,
grammar matters. Each language
is unique and has its own rules

and restrictions; building lexicons
for Asian languages is dependent
on including demonstratives and
determinatives, for example. These
present unique challenges for building a Japanese or Korean lexicon, and
hence a grammatical system that can
be understood through NLP.
In Japanese and in Korean, words
don't have either a gender or a
number. This type of information
is optional and will be added using
affixes. In both languages, demonstratives and determinants have several degrees, as is shown in Table 1.
Japanese verbs have three main
tenses: past, non-past (which includes
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Localizing for India

Poulomi Choudhury
Poulomi Choudhury is a content and marketing strategist at KantanMT. Her primary interest lies in language,
literature and cultural investigation, and the application of these themes in the contemporary business world.
She holds an M. Phil in popular literature from Trinity College Dublin and speaks English, Bengali and Hindi.

Being an 80s kid and growing up as part of the
first “digital native” generation of India was a disconcerting yet exciting experience, full of social
and personal dichotomy. On one hand, thanks to
home computers and access to the internet (in the
age of dial-up!), a whole new world opened up for
me and my peers. On the other hand, this somehow worked to further widen the social disparity between the have and the have-nots in India.
Before I continue, I feel the need to warrant that
statement with a bit of background information
about the sheer diversity of the Indian population.
When I mention the difference between the have and the
have-nots, I use the term a bit loosely. I am not only talk-
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ing about the poor and the rich, but also of the difference
between the English-speaking, educated “elite” population
and the (sometimes) public-school educated population,
who speak little to no English. With a rapid increase in the
use of the internet in India, a lot of information, new technology and a wider shopping experience became available to
the population. Businesses took advantage of this and began
to use the internet to sell their products. But money and language remained, and still remains, a barrier for most people.
Recalling my own experience as a Millennial internet
user and shopper in India, I believe there are a few inherent
challenges that businesses need to address and overcome
before they can reap the full benefit of setting up shop in
a diverse, multicultural and multilingual nation like India.
One of the biggest challenges that the modern Indian
shopper faces is lack of transparency. Skepticism can arise

Focus
are a major number of Indians unable
to enjoy the online shopping experience, but it also means that there is
a serious gap in information dissemination in government websites as
well. This gaping hole in information
dissemination, and what I believe
to be a somewhat unjust attitude
toward non-English speaking Indians, can only be addressed through
localization.
While there are miles to go before
the Indian government can even
begin to put a successful localization
strategy in place, most major online
businesses have the minimum means
to plan and execute a successful and
rewarding translation and localization strategy. In fact, it is to their
benefit to do so. Companies should
begin localizing now if they want to
reap the full benefit of carrying out
business in an enticingly populated
country like India.
Throughout India, there are more
than 150 languages that are spoken by at least 10,000 people.
Source: India Census, 2001.

from a number of factors including
an apparent lack of accountability in
payment methods as well as insufficient information on websites and
lack of understanding of the product.
As intensely diverse as India is, businesses often make the fatal error of
not understanding the demographic
of their customers and fail to cater to
their needs. One classic example of
this is how companies feed into the
stereotypical belief that English is spoken by the Indian population en masse
and hence there’s no need for localizing content in local Indian languages.
The fact that India has become the
leading business process outsourc-

How the internet changed
Indian shopping habits

ing (BPO) hub for Western countries
tends to feed into this stereotype.
However, evidence shows that
less than 30% of the Indian population can proficiently speak English,
and perhaps even fewer feel completely at home with the language.
In a market like this, localization is
absolutely essential in most places,
if not everywhere. While the Indian
Constitution recognizes 22 Indian
languages apart from English (which
is the official language of the country
along with Hindi), this is meaningless in the face of the fact that the
lion’s share of information online is
in English. This means that not only

I was lucky to see the internet boom
at work in India. By the time I was in
college, I was regularly buying books
from Flipkart and would occasionally
purchase more expensive electronics
from Infibeam. I would check out
perfume and eau de cologne in the
sprawling malls, but then uneasily
slink back home to place an online
order for my product. Not only was
I saving money (as a college student,
this was a definite plus), but I was also
able to find books and other products
more easily online than in physical
stores. The internet made the world
more accessible.
The internet has changed the
economic and social geography of
India in a very big way, especially
in the past decade. Businesses have
begun to find new ways of reaching
customers, and customers can now
afford to be choosier about who they
buy from simply because they have
more options.

October/November 2016

35

Fo c u s
India is currently the second most
populated nation with 1.26 billion
people, closely following China, which
has a population of 1.37 billion people.
Not surprisingly, almost 50% of internet users are from Asia.
Historically, China has seen the
highest number of internet users.
In 2013, India was one of the top 20
internet using countries, with the
lowest penetration rate (19%) and the
highest yearly growth rate.
However, things have changed
drastically for India over the past few
years. According to a 2015 Internet
and Mobile Association of India
report, India will surpass the United
States with 402 million internet users
by 2016. Indeed, as of June 2016, the
internet-using population of India
had already surpassed this projected
number with more than 460 million
internet users. For 41% of Indians,
however, the mobile phone is the
only possible way to access the internet. India has emerged as the second
largest base of mobile-only internet
generation, after South Africa.
What’s even more telling is that of
the millions of internet users in India,
38% of those who use the internet
at home or at work come from the
25-34 age bracket. In other words,
the biggest internet users in India
are the ones with enough disposable
income to be extremely enticing to
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global online sellers and eRetailers.
However, selling online in India is not
without its challenges. Some of these
challenges have already been faced
and overcome by our close neighbor,
China. It remains to be seen if the
Indian online retail scene can implement their learnings from the ecommerce success of China.

The ecommerce boom
The Chinese ecommerce boom
could offer online businesses in
India a number of valuable lessons.
However, the Indian market is quite
different from that of China, with the
former having a somewhat poorer
population, lower infrastructure,
a huge difference in ecommerce
liberalization policies and, most
importantly, a major difference in
languages spoken and read throughout the country.
While poverty in India is not going
to be wiped away overnight, it is projected that Indian incomes will almost
triple over the next 20 years, with the
country becoming the fifth-largest
consumer market by 2025 according
to McKinsey&Company. With more
innovative and powerful delivery
models like the famous dabbawala
system of Mumbai, the economical
and infrastructural impediments of
India can easily be overcome by online
businesses with the right technology.

Language, however, remains a
problem. English remains the language of the elite and the urban in
India. As the North Indian proverb
goes, in India, every two miles the
water changes, and every four miles
the speech. Yet not only are the lesser
known languages completely ignored
by the greater population, but the
22 most commonly spoken and read
Indian languages are also frequently
disregarded by online sellers.
Going back to the social dichotomy
I spoke about at the beginning of this
article, there’s anecdotal evidence of
how a multilingual and multicultural
nation like India will require special
handling when it comes to customer
service. My grandmother, who is
proficient in reading and speaking
English, always comes to me when
she needs to buy something that the
local grocer or pharmacy does not
stock. This is because she cannot
use the home computer and has no
idea how online shopping works. On
the other hand, her caregiver has
a modern Android phone with the
latest user interface and 3G internet
access. She can use popular social
apps like WhatsApp and Viber (with
the Bengali typewriter). Yet she also
has a tough time navigating the world
of online shopping because she is
uncomfortable reading the product
descriptions and reviews in English.

October/November 2016 						

Asia Showcase

Your Translation
Partner in China

Quality translation services that make a difference!
• Established in 2004
• Asian languages (Chinese, Japanese, Korean,
Thai, Indonesian, Malay, Vietnamese)
• Certified according to ISO 9001:2008
• In-house translators and proofreaders
• Knowledge of the industry
• A dedicated project manager for each
assignment
• Use of translation memory and terminology
solutions
• Delivering quality language solutions with the
utmost cost-efficiency

LocaTran Translations Ltd.

Your Link to the World

With 30+ years of experience, the Crestec
Group has developed into a major market
leader in global communication. Our worldwide network of 30 offices spread over Japan
and Asia, Europe and the US enables us to
deliver translation and documentation services
in 100+ languages in any possible format and
in many subject areas. We also offer software
localization, desktop publishing, printing and
fulfillment services.
Whatever your needs are, we have the
solution for you!

Crestec Europe B.V.

Amsterdam, the Netherlands
sales@crestec.nl • www.crestec.eu

We do not trust something that
we can’t completely understand.
For a very large percentage of the
smartphone-using Indian population, English-language based online
shopping is an impediment. More
often than not, this means that they
will either not buy online, or will have
to approach their more proficient
English educated acquaintances for
help. Companies carrying out business in India are doing themselves
a disservice by not tapping into the
non-English speaking Indian market
and by not offering their products in
multiple local languages.

can often be relegated to the position
of a nonentity when it comes to better jobs or education. This discrimination seems to have permeated into
the way we do our business in India as
well. However, this attitude needs to
change if we want online commerce
in India to reach its fullest potential.
In 2014, Snapdeal began offering multilingual content for their
products. Today, their products are
available in nine popular local Indian
languages. While this may fail to
reflect immediate results in sales,
most Tier 2 and Tier 3 regions will be
using the regional language settings
more extensively, especially with
introduction of cheap smartphones
and the 3G data services beginning to
spread to every remote part of India.
The fact is, the rural population with
limited English has both the means to
access the internet and also the money
to spend on products they want.

Growing up in India I have always
felt that there is a certain disconnect
between people from different states
or different socioeconomic backgrounds because India is a nation
where non-English speaking people

Translation and localization are key to expanding
your business into Asian markets, but quality is
vital. Rely on JLS — an established business with a
reputation for translation excellence.
• ISO 9001 & ISO 13485 certified
• Biotech, medical device, pharmaceutical
translation
• GUI localization
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• Product brochures
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Chinese, Thai)
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Also, what’s very important to keep
in mind is that in India, not knowing
English is not akin to being illiterate
and poor. Many successful scientists,
educationists and entrepreneurs are
educated in public schools and while
they would have working proficiency
of English, most would prefer their
content to be in a language that they
are comfortable with. Online businesses in India need to wake up to
this fact and begin translating and
localizing their products in more local
languages with priority toward more
common languages such as Hindi,
Bengali, Telugu, Marathi and Tamil.

Asking the right questions
While I have gone in-depth about
why only English language content
is not going to work for the Indian
consumer, it is not to say that all
content needs to be translated and
localized. Before beginning to plan
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the localization strategy, it would be
worth answering a few questions that
will help companies come up with a
solid game plan.
Who are you targeting and what’s
the most common language spoken by
the majority of your buyers? Research
the demographic before selecting
the languages you want to translate
your content into. Localization can
be somewhat expensive for the businesses initially, but by cherry picking
the languages, you can create a more
focused localization plan.
Are you alienating a certain section
of the potential customers by using
a language they are uncomfortable
with? For instance, for very high-end
products, which tend to lend a certain
social prestige to the Indian buyer,
you could do away with translating
in Indian languages. However, for
most products used by the mass, you
should be localizing your content to
ensure that your English-only website
does not drive away potential buyers.
Which solution should you choose?
Once you have decided to localize,
start slow. Begin with a few languages
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first (either choose the most commonly
spoken Indian languages, or select
according to the demography of your
customers). Then select the translation
solution that best suits your product
and service. You may choose a language service provider (LSP), a custom
machine translation solution, develop
a localization solution in-house or pay
freelance translators to translate your
content. It all depends on your product, your budget and the goal of your
localization strategy.

What localization strategy
works in India?
There is no single answer to the
question. Just like the diversity of
the country, the selection process
for a localization strategy can vary
depending on various factors: localization budget, the goal for localization, in-house expertise, availability
of resources in terms of translators
and knowledge of local culture, to
name just a few.
Choosing a local LSP that will
take care of the overall localization
process may be ideal. However,

some of the biggest online retailers
in India are using machine translation to translate content on their
website. Direct web publishing of
custom machine translated content
can become a cost-effective means of
reaching new customers in India.
Building an in-house localization
team can be beneficial for some companies. However, very often, online businesses are better off letting the experts
handle the localization process, while
they can focus on selling their products
to the right customers, especially when
a company is new to localization.
Finally, knowing the local Indian language is not the same as being a professional translator. With a small amount
of online content, hiring professional
translators with knowledge of the local
language and customs can prove to be
very effective when it comes to localizing for small online businesses.
Once again, it is very important to
set goals for your localization strategy and this in turn will help choose
the right localization solution.

Embrace the change
Flipkart, Snapdeal and Amazon,
India’s top three ecommerce sites, have
sales surpassing that of a number of traditional brick-and-mortar retailers in
India. This is indicative of a sea change
in the way Indians are shopping. The
market in India is rife with challenges,
mirroring the country’s very makeup
itself. But few markets in the world
are richer than India when it comes
to hidden potential and an undeniable
tenacity to excel, in spite of challenges.
It is time companies across the globe
wake up to the benefits of investing in
and localizing for the Indian market,
before it is too late to make a mark on
the country’s already hypercompetitive
atmosphere. Embrace the diversity that
India offers, respect the languages and
cultures that make India such a vibrant,
exciting and dynamic nation; and
within no time you will secure a large
and loyal customer base. [M]
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The Taiwanese
linguistic mosaic

Anna Maya Tomala

Anna Maya Tomala is an independent
industry expert with linguistics and American
studies degrees. She has acted as a translator,
reviewer and localization analyst. Currently
she is researching Austronesian languages.

What do we know about Taiwan? Some would know Taiwan

as one of the Four Asian Tigers, but I prefer the name Ilha Formosa,
meaning “Beautiful Island,” coined in 1544 by Portuguese sailors to
describe a small island located just 180 kilometers off the eastern
coast of mainland China.

According to China’s “One China” policy, Taiwan is not considered an independent country, something that Taiwan disagrees with. Taiwan refers to itself
as the Republic of China (ROC). Due to the special political status, the ROC
only maintains a few fully established diplomatic missions abroad and in fact is
represented by unofficial intermediary bodies. Many international institutions
and organizations recognize the People's Republic of China's position that ROC
is a defunct entity.

If you have never been to the
island, the chances are high that you
have never seen a Taiwanese flag, as
the ROC flag is not commonly displayed at international gatherings in
which the People's Republic of China
(PRC) participates due to pressure
from the PRC over the political status
of Taiwan. Even during the Olympic
Games the flag is replaced by the
Chinese Taipei Olympic Committee flag. The incident of raising the
flag at Taiwan's de facto embassy in
January 2015 during the New Year
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Figure 1: The flag of Taiwan (ROC).

Ceremony in Washington DC was
harshly denounced by China as an act
of disobeying the One China policy.
The ROC flag was adopted in the
1920s. The white sun on the blue
field was the Kuomintang party flag,
with the twelve rays of the white sun
symbolizing the twelve months of the
year and the twelve Chinese hours
and the red field representing the
Han Chinese race.
History has not spared the state
from colonization, foreign occupation and waves of immigration,
which significantly affected the current linguistic situation of the island.
Hence some historical facts are
relevant for thorough understanding
of its current linguistic setup and
developments.

Historical background
In the 17th century, the southern
part of the island was colonized by
the Dutch, followed by an influx
of Han Chinese, including Hakka
immigrants from southern provinces
of mainland China. Then there was
a short period of Spanish rule and a
subsequent Dutch takeover. Between
the end of the 17th century and 1895
the island was integrated into the
Qing empire. However, following the
military defeat by Japan during the
First Sino-Japanese War, Taiwan was
ceded to Japan. Under imperial rule,
Japanese became an official language
in Taiwan and marked a period of
advanced loanwords into the local
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languages. Consequently, after the
Second Sino-Japanese War, Taiwanese Hokkien was banned from official
use including education and contact
with the Hokkien-speaking part of
mainland China was considerably
limited. Even very recently it was
common to meet elderly people who
could speak Japanese.
In 1945, after the end of World War
II, the ROC, led by the Kuomintang
(KMT), took control of Taiwan. As
a consequence of a series of political
missteps, the Chinese Nationalist
Party fled to the island at the end of
a civil war with the Communists and
established an authoritarian one-party
state under the leadership of President
Chiang Kai-shek. Since then, China
and Taiwan have been ruled separately. The influx of mainland soldiers
and civilians caused the population
of Taiwan to increase by two million,
further affecting the language shift.
To establish mainland China's cultural
supremacy, Taiwanese was banned
and any public use of the local languages was subject to repression.
Whereas in 1954 in mainland
China the Communist party led by
Mao Zedong, an advocate of total
romanization, introduced simplification of Chinese characters to
combat the high illiteracy rate and
the Nationalists maintained the

Figure 2: Examples of simplification.

traditional form of the glyphs to
underline the separation from PRC
and preserve language purity. Simplified character forms were created by
decreasing the number of strokes and
simplifying the forms of a large number of Traditional Chinese characters
(Figure 2).
In 1964 it was entirely forbidden to
use Taiwanese, especially in schools
and broadcast media. After the lifting of martial law in 1987 there was
a wave of Taiwanese language revival.

Mother tongue movement
Taiwanization developed in the
1990s into a “mother tongue movement” focused on promoting languages locally established in Taiwan.
The efforts to save declining languages were meant to emphasize the
importance of a separate Taiwanese
cultural identity.
In 1993, Taiwan became the first
country in the world to implement
the teaching of Taiwanese Hokkien,
Hakka and aboriginal languages in
schools. However, Mandarin remains
the predominant language of education and despite all efforts the number of people speaking Taiwanese is
continuously dropping.
There has also been a major dispute
regarding nomenclature and the interaction between Taiwanese and Mandarin. Some dislike the term "Taiwanese,"
as it is considered that it downgrades
the other languages spoken on the
island. Others prefer the names Southern Min, Minnan or Hokkien.
In general, while supporters of
Chinese reunification believe that
all languages used in Taiwan should
be equally respected, they claim that
Mandarin should have a preferred
status as the common working
language unifying all the different
groups. On the other hand the supporters of Taiwanese independence
push to make Taiwanese a second
official language, which causes strong
opposition among other dialect users.
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Linguistic mosaic
Han Chinese comprise 98% of the
population of Taiwan, caused by the
centuries of migration from mainland
China. Mandarin Chinese is currently
the most widely spoken language in
Taiwan. The generation born after
the early 1950s speaks a variant of
Mandarin that notably differs from
the Standard Chinese (Putonghua)
used in mainland China and Southeast Asia, including Malaysia and
Singapore. This is mainly due to the
limited exchange of information after
the Chinese civil war. The language
spoken informally in Taiwan has
some significant differences in grammar, vocabulary and pronunciation
with Standard Chinese influenced by
other local languages as well as Japanese and English. However, if you go
to the market, even in the outskirts of
Taipei, you will hear people speaking
other dialects and languages.
In addition to Mandarin, approximately 70% of the population of
Taiwan speaks Taiwanese Hokkien,
also known as Hoklo. It was brought
to Taiwan around the year 1600 by
emigrants from southern China, who
due to political and economic reasons

Figure 3: Comparison between Pinyin and Zhuyin phonetic symbol systems.

were pushed to search for new land.
Hokkien is a topolect of the varieties of
Chinese originating in southern Fujian,
specifically those from Quanzhou and
Zhangzhou and is used by many overseas Chinese throughout Southeast
Asia. Regional variations within Tai-

wanese Hokkien are traced back to a
group of Southern Min dialects, which
over the course of years acquired a
substantial number of loanwords from
Japanese and the Formosan languages.
The other component of the Taiwanese linguistic mosaic is Taiwanese
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Hakka, spoken by 15% of the total
population. People of Hakka ancestry chiefly come from the southern
provincial areas of China; however, it
is not the geographical location that
defines the members of the group.
Contrary to other Han Chinese
groups, they are usually identified
with people who share Hakka origins
and speak one of the five primary
Hakka dialects: Sixian, Hailu, Dabu,
Raoping and Zhaoan. The most common of the Hakka dialects in Taiwan
are Sixian and Hailu.
There are many families of mixed
bloodlines and often three generations of the same household speak
different languages depending on
their origins. Grandparents may
use Hakka and Hokkien with their
children but Mandarin with their
grandchildren.
Taiwanese tends to get used more
in rural areas among older people,
while Mandarin is used more in urban
settings by youth. Mandarin is commonly used in media; however, both
Taiwanese and Mandarin are used
in political news broadcasts. Despite
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Figure 4: Children's book with Zhuyin above, and Chinese characters and
the English translation below.

the governmental programs promoting usage of Taiwanese, it has been
undergoing further decline and the
new generation focuses on learning
English rather than native languages.

Formosan languages
The Formosan languages are the
languages of the indigenous peoples

of Taiwan, who currently comprise
about 2% of the island's population.
According to some studies, Taiwan
was where the entire Austronesian
language family originated. Research
conducted by linguist Robert Blust
indicates the Formosan languages
form nine of the ten principal
branches of the Austronesian language family, whereas nearly 1,200
Malayo-Polynesian languages are
found outside of Taiwan. The findings
of the language evolution studies and
the genetic DNA evidence suggest
that most Pacific populations including New Zealand's Maori originated
from Taiwanese aborigines. There
have been recent developments in
relations between aboriginal communities from both islands to further
research their origins and linguistic
influences.
All Formosan languages are slowly
being replaced by the culturally
dominant Mandarin Chinese. Hence
these languages are threatened with
extinction. The ROC government
officially recognizes 16 "native tribes"
based on linguistic and cultural
diversity. Of the approximately 26
languages of the Taiwanese aborigines, at least ten are extinct, another
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four (perhaps five) are moribund and
several others are to some degree
endangered.
Living languages: Atayal, Bunun,
Amis, Kanakanabu, Kavalan, Kaxabu,
Paiwan, Saisiyat, Puyuma, Rukai, Saaroa, Seediq, Thao, Tsou, Yami (Tao).
Extinct languages: Basay, Ketagalan, Taokas, Babuza, Favorlang,
Papora, Hoanya, Taivoan, Makatao,
Pazeh, Siraya.
Despite
recent
governmental
attempts to start aboriginal reappreciation programs including the reintroduction of Formosan mother tongue
education in Taiwanese schools, it
seems hard to reverse the trend.

Pinyin vs Zhuyin
Another unique Taiwanese feature
from the linguistic perspective is the
phonetic system used in teaching
Mandarin pronunciation. Unlike
mainland China where Hanyu Pinyin
(the Latin alphabet for romanization)
is applied, Taiwan uses Zhuyin as the
language phonetic symbol system
(Figure 3). That marks another difference between PRC and Taiwan maintained since 1958 and wins many
supporters among foreign Mandarin
language learners.
Zhuyin Fuhao, also called Bopomofo after its first four letters, is
the national phonetic system of the
ROC for teaching the pronunciation
of Chinese characters, especially in
Mandarin.
Pinyin is a way of phonetically transcribing Chinese using the familiar
Latin alphabet. It’s used in mainland
China (with simplified characters)
and in Hong Kong (with traditional
characters).
Zhuyin uses 37 special symbols
to represent the Mandarin sounds:
21 consonants and 16 rimes. These
phonetic symbols sometimes appear
as an additional set of small strokes
printed next to the Chinese characters in young children's books to
enable them to read Chinese pho-

netically as they, over time, become
familiar with the Chinese traditional
characters.
The sole purpose for Zhuyin in
elementary education is to teach
standard Mandarin pronunciation
to children (Figure 4). Particularly
in the lower years all subject’s textbooks (including Mandarin) are
often entirely annotated with Zhuyin
as an aid to learning. Around grade
four, Zhuyin symbols are greatly
reduced, remaining only in the new
character section. School children
learn the symbols so that they can
decode pronunciations given in a
Chinese dictionary, and also so that
they can find how to write words for
which they know only the sounds.
Zhuyin remains the predominant
phonetic system in teaching Mandarin in Taiwan and is highly rated
among foreign Mandarin learners as
a more effective learning tool. It is
also one of the most popular ways to
enter Chinese characters into computers and to look up characters in a
dictionary in Taiwan.

Final findings
Taiwan is a beautiful island with
stunning mountain ranges and
breathtaking views of the coastline.
Taiwan is also a goldmine of information for pursuing linguistic and
anthropological research of Polynesian migrations. However, time
is running out to examine the clues
that would unveil vital answers to
the origins and cultural connections
across the South Pacific islands.
On top of this, due to current
economic developments Taiwan
has been undergoing drastic demographic and cultural changes. The
rising number of mixed marriages
between Taiwanese men and women
from Southeast Asian countries as
well as a dominant trend to learn
English instead of native languages
further shape the linguistic mosaic
of Ilha Formosa. [M]
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Chinese construction equipment
Building a brighter future

Ben Beech
Ben Beech is a business development manager within the
Manufacturing & Engineering team at Capita Translation and
Interpreting. He has worked in the localization industry for three
years, fuelled by a passion for language, culture and business.

In the last few decades we have seen Asian
markets open up to the world in terms of trade
and cross-border collaboration. With a softening internal view to Western values and a slow
adoption of key characteristics of more open economic models, we’ve seen an explosion of Asian
economies pumping manufactured goods into
both Europe and the rest of the world.
Just wandering around cities such as Bangkok, Hanoi,
Phnom Penh and Ho Chi Minh City (originally Saigon) you see
a phenomenal amount of ongoing construction projects, all of
which, of course, require a mixture of machinery to complete.
Particularly in Hanoi, modernization has seen an incredible
construction boom with skyscrapers popping up like weeds all
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around the old city. This boom has put Hanoi on the map at
46th position on a list of world cities with the most skyscrapers
over 100 meters tall (ranked by Emporis). This is indicative of
Asia-Pacific in general, with similar stories seen in large cities
all across the continent, and not just in your traditional powerhouse cities like Tokyo, Shanghai, Hong Kong and Beijing.
China is undoubtedly the heavyweight of Asia, with an
environment perfect for a budding manufacturing industry. They exhibit beneficial factors such as low overheads
(wages, rent, bills), lax laws, minimal red tape and a young,
large and hardworking populace. This allows for cheaper
and easier production of goods when compared with
Western economies, which are more geared toward service
industries such as finance.
With this we’ve seen unprecedented levels of growth in
recently liberalized economies such as Vietnam, Taiwan,

Focus
India and China. But taking a closer look at China in particular, we see that since the 2008 economic crisis, which
was caused mainly by overextension of subprime mortgages
in the United States, the rapid growth in the gross domestic product of China has been fueled by an unsustainably
fast-growing level of debt. Particularly international investments funded by debt, with marginal or no profitability, has
stemmed the tide of a decreasing global demand for their
products. But how long can this continue?
Evidence of this can be seen in the global market for construction equipment where China’s sales have dropped from
14.4% of market share in 2013 to just 13.3% in 2014. The top
ten rankings of construction equipment manufacturers in
2012 have Sany in sixth and Zoomlion in seventh by overall
sales. However, 2014 saw Zoomlion completely drop out of
the top ten with Sany dropping to ninth and a new contender,
government-owned XCMG, report an impressive turnover
of $6.2 billion to acquire the eighth spot.
Many would explain this simple jostling of position to
swings and roundabouts, but upon deeper investigation,
the statistics show that most of the other smaller global
players in the construction equipment industry are gaining
ground, and fast. Many of the Chinese companies in the
top 50 are dropping, while traditional US-headquartered
corporations such as John Deere, Caterpillar and Terex are
picking up more of the market share.
Some of the slowdown may be attributed to stronger traditional branding, such as JCB, Caterpillar and John Deere, all
being some of the most well-known construction equipment
manufacturers. With being well-known comes being a brand
that people trust. Combine this with a growing sentiment
that “made in the US” is better, and you have a valid reason
for Chinese manufacturers’ slight downturn in fortunes.
The strongest explanation for this is that China has
slowly been turning itself into more of a consumer of
goods, not only domestic but also commercial, pushed by
domestic government policy and mouth-watering levels
of government investment in construction projects. Such
projects, of course, need heavy machinery. What better
way to continue the circulation and flow of money than
to encourage Chinese companies to purchase equipment
from other Chinese manufacturers?

Language and culture
China has been slowly accepting and adopting Western
values and principles of business; however, this process
is not fully complete. Large swathes of the economy and
country in general are still closed off to foreign participation. Continued government investment in state-owned
enterprises often means a conflict of interest in opening
up the market to competitive foreign participation, which
results in loss of government investment profitability.

So while English is still the most widely accepted international business language in the world, the gap is progressively
getting tighter and tighter. With nearly 900 million native
Mandarin speakers and over 1.2 billion speakers of all Chinese
dialects in total, China can be a lucrative yet difficult market
for nonnative businesses to access. This alone gives local corporations a natural edge for sales, leading to internal market
domination. Companies such as Caterpillar have a large-scale
localization strategy backed by sufficient funding and effective productivity software giving them full access to exporting.
As such, the most confusing part of building links with
Chinese businesses for non-Chinese speakers is of course
the language. The country is so large and so populous with
so many different territories and areas, that many different
variations of spoken dialect have evolved. These have been
classified into seven to ten groups, the largest being Mandarin (Beijing dialect), Wu (Shanghainese), Min (Taiwanese)
and Yue (Cantonese).
In addition to this, the traditional writing style was the
only written form of Chinese up until the 20th century when
written Chinese divided into two forms called Simplified
Chinese and Traditional Chinese. The simplified version was
developed on the mainland to increase the writing speed and
ease of learning to help improve literacy rates. As a guide for
localization purposes, the simplified version is used mainly
in the People’s Republic of China, Singapore and Malaysia.
Traditional Chinese is used predominantly in Hong Kong,
Taiwan, Macau and all other overseas Chinese communities.
Furthermore, business culture in China is often confusing for foreigners. In the United States and most European
countries, business relationships are more casual, shortterm and easy to initiate. In China, however, it is very
much the opposite. Relationships often take years to form
and build, meaning business is not done until the personal
October/November 2016
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relationship is on a sound footing.
Guanxi (the system of social networks
and influential relationships which
facilitate business and other dealings)
is a major influence in most business
relationships in both China and Chinese owned operations in Southeast
Asia. It is central to the basis for
business relationships and is often
difficult for outsiders to understand.
Confusion aside, this can often lead
to bad business and may even cause
offense, however unintentionally.
This kind of specialist linguistic
and cultural knowledge is essential
for understanding the people you are
doing business with. If this is understood then it will of course give you a
better position to win new and existing
business and grow the China-based
operation. Large foreign construction equipment manufacturers know
this and tend to employ the help of
language service providers to assist
not only with the translation but also
the guidance and advice through incountry native speakers. Local-based
manufacturers such as XCMG, Zoomlion and Sany, of course, already have
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this knowledge and so have a slight
advantage.

Getting ahead
The good news for China’s construction equipment manufacturers is that
they are geographically well positioned
to take advantage of a sector that is
expected to grow from around $145
billion in global sales for 2015 to over
$230 billion by 2022. In a new report
published by Credence Research Inc.,
Asia-Pacific being the largest regional
market and China being the largest
individual market means that location
and competitiveness can be leveraged
to further boost sales revenues and
take advantage of the global positive
outlook on construction. Steady sales
from Europe and North America
as construction companies look to
replace outdated equipment with the
latest technology will also keep Chinese companies ticking over nicely.
There is no simple cure that Chinese policymakers can apply to solve
the issue of loss of ground in the
global market, but the opinions of key
economists such as Martin Wolf sug-

gest that internal consumption needs
to rise, while the crutch of debt-fueled
investment needs to be lessened.
Once this happens, economic conditions will improve and allow not just
Chinese construction equipment
manufacturers, but most companies
operating within the secondary sector, to improve their positions on the
world stage and to make the most of
the head start they have for the best
possible economic outcome.
In order to fully capitalize on the
current market trend and to stay ahead
of their Chinese competition, other
world players need to find a balance
between a few factors. For example, it
is essential for them to tap into both the
Chinese market and the wider AsiaPacific. At the same time they need to
cross the multiple language-barriers
and get the cultural aspects correct for
all of these localities. They should also
aim to continue being competitive
in offering value-added services and
extras such as affordable machinery
financing and service plans. They then
need to leverage their strong brand
names and brand values such as high
quality products, long shelflife and
great customer support. But they also
must simultaneously continue their
focus on key consumer markets and
continue to dominate production in
the United States, South America and
Europe. This then needs to be used as
a springboard to increasing sales in
key growth markets such as China.
The future looks fantastically bright
for construction equipment manufacturers. Their industry took a battering
during and after the 2008 financial
crisis when people were struggling
to maintain their current operations,
never mind building and expanding. They have not only managed to
weather the storm, but have succeeded
in coming out stronger for it. The
market conditions are encouraging, as
is global participation and the levels
of cross-border cooperation on large
construction projects. [M]
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Word order errors in
Simplified Chinese MT

Peiyu Wu
Peiyu Wu interned at eBay. The language specialists on the eBay machine translation team, Silvio Picinini,
Cecilia Xu, Juan Rowda, Jose Sanchez, Tanya Badeka and Sabine Rioufol, provided tremendous support
and ingenious advice for the research on this project as well as generous help with this article.

In between my two graduate school years at Middlebury Institute of International Studies (MIIS), I had

the pleasure to work as an intern at eBay on the machine translation (MT) team. During my internship, an
opportunity arose to explore the challenges faced by statistical MT (SMT) when translating from English into
Simplified Chinese.
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one idiomatic way to express the
same meaning: “I regularly swim.” If
“regularly” is put anywhere else in
this sentence, it sounds awkward or
confusing and in other cases can even
create meaning errors.
So what kinds of modifiers do
translation engines need to look out
for when translating from English to
Chinese? What are the main culprits of
WO errors in MT? In order to detect
specific modifiers that cause WO
errors, we examined a sample of the
training data.

As you may know, SMT can make
many types of errors when generating
an output. My research focused on the
issue of word order (WO). This article
aims to detail four types of words that
can cause WO errors in SMT from
English to Simplified Chinese, and
offer a solution to tackle these challenges. The sample for this research
was selected from the training data
for one of eBay’s Simplified Chinese
MT engine prototypes (eMT) with
726 sentences, 16,068 words, total.
The research examined 140 sentences
and identified 16 words and parts of
speech that present WO challenges.
One of the main differences
between English and Chinese is the
position of modifiers, which makes
MT between the two languages very
challenging. In English, the position
of modifiers is relatively flexible. It
can be placed before, after or even
several words away from the key
phrase that is being modified. For
example, one can say, “Regularly, I
swim,” “I regularly swim,” or “I swim
regularly.” However, in Simplified
Chinese, in most cases the modifier
has to come before the key phrase
it modifies. This only leaves us with

Adverbs and adverbial
clauses

As shown in the example above, in
Simplified Chinese, adverbs do not
have as much freedom as they do in
English. An English sentence such
as “I read newspapers daily” would
be best translated as “I daily read
newspapers” in Simplified Chinese.
In most cases, adverbs have to stay
religiously in front of the verb they are
modifying in order for the sentence to
make sense. Being able to identify and
move adverbs in a sentence is crucial
to delivering clear idiomatic MT output. There are of course exceptions.

In certain circumstances, adverbs
are placed elsewhere. However, such
circumstances did not occur in the
sample that was examined.
There are several kinds of adverbial
clauses such as the ones of time (since),
of condition (if), of purpose (in order
to) and of result (so… that). The only
two that occurred in the training data
were if for adverbial clauses of condition (such as “you will get a candy if you
behave well”) and once for adverbial
clauses of time (such as “I will visit you
once I’m back”). Since adverbial clauses
are dependent clauses that modify the
main clause, they have to be put in the
front. Let us take if, for example. An
English sentence that reads “You will
see him if you live in the neighborhood”
should be translated into Simplified
Chinese as “If you live in the neighborhood, you will see him.”
In these cases, translation engines
have to identify the adverbial clauses
and move them in front of the main
clause in order for the output to make
sense in Simplified Chinese.

Attributive clauses
Attributive clauses are also dependent clauses. They start with relative

“ Our clients value

both efficiency and flexibility.
With memoQ we can
give them what they want,
how they want it.

„

Jesper Sandberg
Executive Chairman
Sandberg Translation Partners

memoQ.com

48

October/November 2016 						

Focus
pronouns such as who, where, which,
how and that. These culprits are
tough to deal with because Simplified
Chinese does not have attributive
clauses. So how do we express ideas
that in English require attributive
clauses? Here is an example. It might
be a bit convoluted sounding in English (because English natives would
not say it like this), but it sounds very
natural and succinct in Simplified
Chinese.
English: “You will see the boy who
delivers newspaper.”
Simplified Chinese: “You will see
the delivers-newspaper boy.”

We would either break the attributive clause into another sentence or
convert it into an adverb or adjective and place it in front of the key
phrase. In order to maintain the flow
of meaning and the cohesion of logic,
we would usually convert it into an
adjective or an adverb. And by now we
know the rules with adverbs — in most
cases, they have to stay in front of the
words or phrases they are modifying.
So for attributive clauses, the engine
has more and tougher steps to do. It
not only needs to identify the clause
and translate it into an adjective or an
adverb, but also move the translation

A

B

C

D

1

Text

Occur

% Occur

2

Prep of

393

0.024459

39

3

Prep in

242

0.015061

4

Prep with

209

5

Prep for

6

E

in front of the key phrase, which can be
quite difficult given that the key phrase
can be anywhere in the sentence. For
example, in the sentence “I saw the
girl the other day who had the tickets
I needed,” the word “girl” is what the
attributive clause is modifying, but it is
separated from the clause by another
phrase. Therefore, the engine has an
additional challenge with attributive
clauses, which is to correctly identify
where to move the translation.
So far, these examples are sentences
simple enough that WO errors create awkwardness, but not too much
confusion. But what if they gang up on

F

G

H

I

J

K

"+"

%+

WO

% WO

Severity

Priority

10%

26

67%

25

96%

0.0157

25.7%

24

10%

15

63%

15

100%

0.0094

15.4%

0.013007

21

10%

13

62%

13

100%

0.0081

13.2%

183

0.011389

18

10%

11

61%

8

73%

0.0051

8.3%

Prep by

89

0.005539

9

10%

8

89%

8

100%

0.0049

8.1%

7

Midsentence
clause

109

0.006784

11

10%

7

64%

6

86%

0.0037

6.1%

8

Prep from

55

0.003423

6

11%

6

100%

6

100%

0.0034

5.6%

9

Prep on

81

0.005041

8

10%

5

63%

5

100%

0.0032

5.2%

10

Adv.

200

0.012447

20

10%

5

25%

5

100%

0.0031

5.1%

11

Prep As

91

0.005663

9

10%

2

22%

2

100%

0.0013

2.1%

Reviewed % Rev.

Figure 1:
A = words that were identified in the training data that can
cause WO issues.
B = How many times each word occurs in the 16,068-word
training data.
C = How often (in percentages) they occur.
D = How many occurrences of such word I reviewed in the
spreadsheet generated through CheckMate.
E = The percentage of B that I reviewed. To be consistent, I
reviewed roughly 10% of each word’s occurrence.
F = How many of these occurrences actually present WO
challenges. Adverbs, for example, only present a WO

challenge for MT when it occurs in the source language
after the verb. When it is in front of the verb, a word-forword translation would work for Simplified Chinese. There
is no need to fix the WO.
G = How often (in percentages) these words pose a WO
challenge.
H = How many times eMT gets the WO wrong.
I = How often (in percentages) eMT gets the WO wrong
when there is a WO challenge.
J = Severity, as defined by C times G times I.
K = Priority; the percentage of severity that each word or
word type accounts for.
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us? This following sentence is a combination of the previous three shorter
sentences. It is a perfect example to
demonstrate just how messy it can get
when all these modifiers come together
in one sentence and they all need to be
moved to different places. I marked the
different components by color to show
how different the translated sentence is
from the original.
English: “You will see the boy who
delivers newspaper daily, if you live in
the neighborhood.”
Simplified Chinese: “If you live in
the neighborhood, you will see the
daily delivers-newspaper boy.”
Even in this not-so-worst-case
scenario, translating in the wrong
word order can create great confusion
if not meaning errors. If modifiers are
placed in the wrong spots, they will
modify something totally different
than what was intended. The reader
simply would not be able to understand the message being conveyed.

Prepositions
Now, you might not believe me when
I say that prepositions are even bigger
troublemakers for SMT. Prepositions
include words such as after, as, at, by,
during, for, from, in, of, on, with, within
and without. The reason they are even
bigger culprits is twofold. First, the
troubles they cause are hard to fix. Not
only does the engine have to recognize
these prepositions, but it also has to cor-

Adv, 5.1%

Prep as, 2.1%
Prep of, 25.7%

Prep on, 5.2%
Prep from, 5.6%
Midsentence
clause 6.1%

Prep by, 8.1%

Prep for, 8.3%
Figure 2: Priority of errors
to be addressed.

Prep in, 15.4%
Prep with, 13.2%

rectly identify the meaning units they
carry and then move these units to their
appropriate spots. With attributive and
adverbial clauses, there is often a clear
meaning unit marked by conjunctions
and punctuation marks. For example:
“You will see him if you live in the
neighborhood.”

“This is the best product that our
store carries.”
However, the boundaries of preposition meaning units are less defined.
“I found him at the bookshop near
Starbucks.”
“I followed him for ten minutes as
he strolled around on the street.”

Figure 3: Linguists number strings for translation purposes.
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Second, prepositions-related WO
errors can cause significant meaning
errors, more severe than confusion
and awkwardness. For example, in
Simplified Chinese, there is no translation for the word of. What we do have
is an equivalent of apostrophe-s (’s),
so an English phrase like “the wings of
the butterfly” can only be translated as
“the butterfly’s wings.”
The engine has to translate the ofstructured phrase into a phrase using
’s. If the engine does not know to switch
the word order and only knows to substitute “of” in English with the equivalent of ’s in Simplified Chinese, then it
will translate the sentence as “the wing’s
butterfly,” which does not make sense at
all. What’s worse, an English sentence
that reads “The solution of problems
requires reporting to management,”
which should be translated as “The
problems' solution requires reporting
to management,” will unfortunately be
translated by the engine as “The solution’s problems requires reporting to
management.” What a meaning error!
Here is another example of meaning errors caused by WO errors from
prepositions. In Simplified Chinese,
there is no equivalent of the word
after, but only of the word then, as in
“do something, then do something
else.” Thus, a sentence that says “Go
to bed after you brush your teeth”
should be translated as “Brush your
teeth then go to bed.”
If the machine did not learn to
switch the word order and only knows
to translate English “after” into Simplified Chinese “then,” the sentence will
read “Go to bed then brush your teeth.”
Consequently, a sentence that we
see a lot on ecommerce websites is
“You will receive the item after you
pay.” This should really be translated
as “You pay, then you will receive the
item.” However, it may be erroneously
translated by the engine as “You will
receive the item then you pay.”
Millions of dollars could be lost
due to this seemingly small problem.

lionbridge.com
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It is clear that we must do something
to train the engine to fix the errors
caused by prepositions. However, it
is easier said than done. Identifying
prepositions is surely easier than
identifying adverbs since there are
a limited number of prepositions.
However, what is challenging at this
stage is how to teach the engine to
identify the meaning units carried
by the preposition. That is a question
that is yet to be answered.

Prioritizing
So how do we proceed after identifying these miscreants? Logically, we
would want to document all their misdemeanors. Using regular expressions
in quality assurance tools such as Okapi
CheckMate for the words or types of
words identified in the sample data, I

was able to find all their occurrences
in the training data. Then I generated
a spreadsheet in Microsoft Excel listing all the sentences containing these
words. Next, I reviewed a sample of
the sentences for each word to see how
many times eMT incorrectly translates
that particular phrase. After that I was
able to compile the priority list shown
here. Let’s call this the mugshot of the
culprits, as seen in Figure 1.
Priority is ranked according to
how often a word shows up and how
often it is likely to cause problems.
The word with the highest percentage, of, is the word that occurs the
most times in the file. Most of the
time it creates WO issues, and most
of the time eMT gets the WO wrong.
The priority of each word visualized
on a pie chart is shown in Figure 2.
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Medical, IT and Technology Sectors
Translation & Localization
Layout, Graphics & DTP
Software Engineering
Multimedia Localization

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

52

Of is first on the list, accounting for
25.7% of WO issues, which means it
should be a top priority if one were to
improve the quality of the translation
output. If we can fix the WO issue
of of, then we fix 25.7% of our WO
issues. After that we can move on to
the second priority, in, and so on.

Fixing things
So how do we go about fixing WO
issues? The current proposed solution
that we designed with our human
language technology (HLT) research
scientist is to annotate sentences with
numbered strings. Figure 3 shows an
example:
The English sentence is the source.
The first Simplified Chinese translation is the eMT output. The second
Simplified Chinese sentence is the
post-edited translation. Each string
that needs to be moved is numbered
in the eMT output. (These strings are
underlined here with colored lines to
highlight.) As shown, strings 1, 2 and
3 are moved to the beginning of the
sentence and are switched to 3, 2 and
1. By numbering the strings that need
to be moved in a sentence, linguists
can help HLT research scientists to
write algorithms that train our engine
to better calculate the position of
these modifiers when translating from
English into Chinese.
Simplified Chinese can be a difficult language to learn. There is not
really much grammar to it; yet if
things are not expressed in exactly
the right order, then — as a native
would say — it just doesn’t sound
right. But one may argue that this is
the case with all languages. Lucky
for our translation engine, there are
still some patterns to follow. What
it needs to do is to identify and recognize these modifiers, the meaning
units they carry, as well as the key
phrases that they are modifying. Then
our engine will be one step closer to
putting the puzzle pieces together and
bringing these culprits to justice. [M]
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A comparative study of
post-editing guidelines

Ke Hu
Ke Hu is a PhD researcher at ADAPT
Research Centre, Dublin City University.
She would like to give special thanks to
Sharon O'Brien for her advice to this article.
Post-editing has been increasingly researched
and implemented by language service providers
(LSPs) in recent years as a result of the productivity gains it brings to translators. However, there
is no single widely accepted set of post-editing
guidelines. Since needs vary, it seems that guidelines will never be general or standard, which
is why there are different guidelines. One set of
guidelines considered here is from TAUS in 2016,
one is from the LSP Moravia in 2014 and three
are from academic scholars: Sharon O’Brien in
2010; Bartolomé Mesa-Lao in 2013; and Marian
Flanagan and Tina Paulsen Christensen in 2014.
Since most organizations prefer to keep their post-editing
guidelines for internal use only, I only have access to the few
that have been published. Among them, I selected the five

proposals mentioned previously because they have been
published recently, are relatively complete and are proposed
in terms of two categories: light (rapid or fast) post-editing,
and full (or heavy) post-editing. For the convenience of comparison, the five selected sets of guidelines are general rather
than language-dependent or aiming at specific contents.

Different levels of post-editing
According to ISO 17100:2015, post-editing means to
“edit and correct machine translation output.” Jeffrey Allen
pointed out the distinction between different levels of postediting in 2003. He first explained the determinant factors
of the post-editing level and proposed using inbound and
outbound translation to categorize the types and levels of
post-editing. For the inbound one, there are two levels:
machine translation (MT) with no post-editing (for browsing or gisting), and rapid post-editing. For the outbound
one, which means the translation is for publication or wide
October/November 2016
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dissemination, the three levels are no
post-editing, minimal post-editing
and full post-editing. The intermediate category of minimal post-editing
was termed “fuzzy and wide-ranging.”
Rather than differentiating between
guidelines for light and full post-editing,
TAUS differentiated between two levels
of expected quality: “good enough”
quality and “human translation" quality.
However, in this article, for comparison
purposes, I will equate these as light
and full post-editing guidelines, which
are the two most popular post-editing
levels.
It can be seen clearly that most people or organizations dealing with translation have very similar views about
these two levels of post-editing. Light
post-editing usually means the quality
is good enough or understandable,
while for full post-editing, “human-like”
is usually the key phrase. According to
TAUS, full post-editing should reach
quality similar to “high-quality human
translation and revision” or “publishable
quality,” while light post-editing should
reach a lower quality, often referred to
as “good enough” or “fit for purpose.” As

54

Donald A. DePalma, founder of Common Sense Advisory, put it in 2013:
“Light post-editing converts raw
MT output into understandable and
usable, but not linguistically or stylistically perfect, text… A reader can
usually determine that the text was
machine-translated and touched up
by a human… Full post-editing, on
the other hand, is meant to produce
human-quality output. The goal is
to produce stylistically appropriate,
linguistically correct output that is
indistinguishable from what a good
human translator can produce.”
Iconic, an MT company based
in Dublin, categorizes light and full
post-editing by answering three
questions: what, when and result.
It suggests that light post-editing is
for internal dissemination, while full
post-editing is for wide dissemination or certified documentation.

Comparative studies
of guidelines
TAUS established post-editing
guidelines in partnership with CNGL
(Centre for Next Generation Localisa-

tion) in 2010 with the hope that organizations could use the guidelines as a
baseline and tailor them for their own
purposes as required. This is the first
attempt at publicly available industryfocused PE guidelines. The guidelines
start with some recommendations
on reducing the level of post-editing
required. TAUS highlighted two main
criteria that determined the effort
involved in post-editing: the quality of
the MT raw output and the expected
end quality of the content. They then
proposed the guidelines according to
the different levels of expected quality.
Flanagan and Christensen carried out
a research project and tested the TAUS
guidelines among translation trainees
in 2014. Based on the result, they
developed their own set of guidelines
for use in class. They adopted the TAUS
guidelines for light post-editing and
proposed their tailored guidelines for
full post-editing according to the TAUS
baseline for translator training purposes. Recently in 2016, TAUS updated
its guidelines to include a greater
amount of detail than the previous set.
For the purposes of this article, I will
only discuss the section that elaborates
on the guidelines of different levels.
At the 2010 AMTA conference,
O’Brien presented a tutorial on
post-editing. She first introduced
the general post-editing guidelines of
Wagner, then the guidelines on light
and full post-editing respectively.
Mesa-Lao restated O’Brien’s general
guidelines in his study in 2013. He
reported his suggestions on how to
decide whether an MT output should
be recycled in post-editing or not. He
also mentioned the rules of Microsoft
(the “5-10 second evaluation” rule and
the “high 5 and low 5” rule) on making these decisions in his research.
Although LSPs possess their own
tailored post-editing guidelines, very
few have been released online. Lee
Densmer, senior manager at Moravia,
wrote about her post-editing guidelines
in her blog on Moravia’s website. The
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LIGHT
POST-EDITING

TAUS (2016) (Flanagan & Christensen,
2014)

O’Brien (2010)

Mesa-Lao (2013)

Densmer (2014)

Accuracy

Target text communicates the same
meaning as source

Important

Important

Factually accurate

No need to research

No need to spend too
much time researching
if incorrect

Be consistent

Not a big concern

No need to correct unless
the information has not
been fully delivered

Correct only the
most obvious errors

Terminology

Grammar

May not be perfect

Semantics

Correct

Spelling

Apply basic rules

Apply basic rules

Syntax

Might be unusual

Can be ignored

Style

No need

No need

Restructure

No need if the
sentence is correct

No need if can be
understood

Rewrite confusing
sentences

Culture

Edit if necessary

Information

Fully delivered

Others

Use as much raw
MT output as
possible

No need to change a
word if correct

Fix machine-induced
mistakes; delete
unnecessary or extra
machine-generated
translation alternatives

Correct
Do not change

Edit if necessary
Textual standards are
not important; very
high throughput expectation; low quality
expectations

Table 1: Comparative study of light post-editing guidelines.

guidelines are her personal opinion but
may represent what Moravia does to
some extent. Similarly to Allen, Densmer listed the determinant factors of
post-editing levels. They both believed
that the client and the expectation to the
level of quality played important roles.
Based on their date of publication, we
could argue that determinant factors
listed by Densmer are more related to
modern technology. While the factors
listed by Allen are more traditional,
including the time of translation, the
life expectancy and perishability of the
information, Densmer pointed out that
the key phrases for light post-editing
were “factual correctness” and “good
enough,” which are in line with TAUS.
She argued that light post-editing was
not an easy job for linguists, due to the
fact that linguists had to try their best to
turn a blind eye to those “minor” errors.
With reference to full post-editing, she

indicated that “the effort to achieve
human level quality from MT output
may exceed the effort to have it translated by a linguist in the first place” and
Iconic supports this assertion. In the
end, she exposed the “shades of grey”
which referred to the fact that many
clients want the quality of full postediting with the price and speed of light
post-editing.
Inspired by the categories used in
the LISA QA Model (Localization
Industry Standards Association Quality
Assurance Model) and SAE (Society of
Automotive Engineers) J2450 translation quality metric, I created Tables 1
and 2 to compare the five proposals of
post-editing guidelines. According to
the variables in the left column, I listed
all the corresponding requirements
of the five proposals. There are some
differences in terminology used by
authors, but these terms appear to refer
to roughly the same concept, such as
“accurate” and “correct.” If the guidelines did not mention the variable, the
cell was left blank.
From Table 1, it can be seen that
all proposals value the accuracy of the
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FULL
POST-EDITING

TAUS (2016)

O’Brien (2010)

Flanagan & Christensen (2014)

Accuracy

Target text
communicates
same meaning
as source

Important

Important

Mesa-Lao
(2013)

Absolutely accurate

Terminology

Key
terminology
is correct

Key
terminology
is correct

Key
terminology
is correct

Apply the
term as used
in the term
database for
any incorrect
terminology

Grammar

Correct

Accurate

Correct

Correct

Correct

Semantics

Correct

Correct

Correct

Correct

Punctuation

Correct

Apply basic
rules

Apply basic
rules

Correct

Spelling

Apply basic
rules

Apply basic
rules

Apply basic rules

Correct

Syntax

Normal

Correct

Make modifications
in accordance with
practices for the TL

Style

Fine

Ignore stylistic
and textual
problems
No need if the
language is
appropriate

Restructure

Culture
Information

Formatting

Others

Edit if necessary Edit if necessary

Edit if necessary

Fully delivered

Fully delivered

Fully delivered

Correct

All tags are
present and
in the correct
positions

Ensure the same
ST tags are present and in the
correct positions

Basic rules
apply to
hyphenation;
human translation quality

Apply
basic rules
to hyphenation; high
throughput
expectation;
medium quality expectations

Use as much raw
MT output as
possible; ensure
the untranslated
terms belong to
the client’s list of
‘Do not translate’
terms

Consistent and
appropriate

Not important

Consistent, appropriate and fluent

No need if the
sentence is
semantically
correct

Rewrite confusing
sentences
Adapt all cultural
references

Correct (including
tagging)
Perfect faithfulness
to the source text;
fix machine-induced
No need to
mistakes; delete
change a word unnecessary or extra
if it is correct; machine-generated
accept the
translation alternarepetitive MT
tives; cross-referoutput
ence translations
against other
resources; human
translation quality

Table 2: Comparative study of full post-editing guidelines.
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Densmer (2014)

message and correctness of semantics
by light post-editing, while grammar,
syntax and style are not a big concern.
O’Brien and Mesa-Lao believe that
there is no need to spend too much
time researching incorrect terminology, while Densmer contends that
terminology should be consistent.
TAUS, Flanagan and Christensen, and
O’Brien hold that the spelling fixes
should be applied with basic rules, and
the text should adapt to the target culture. If the sentence is understandable
or correct, most proposals express that
it should not be restructured. O’Brien
clearly points out that the quality
expectation for light post-editing is
low. Densmer emphasizes machineinduced errors and translation alternatives in her guidelines.
Regarding full post-editing, TAUS
and Densmer expect that the quality
should have no difference with human
translation, and they emphasize the significance of fine style. However, O’Brien
and Mesa-Lao do not agree with a need
to pay much attention to the style. They
expect the quality after full post-editing
to be medium rather than equal to
translation from scratch. Should the
quality after full post-editing be the
same as human translation or maintain
the traces of machine translation? We
can see from Table 2, especially in the
“Others” row, that the resource center
and LSP are more inclined to human
translation quality than the scholars.
Scholars likely prefer medium-quality
post-editing rather than human translation quality because they do not want
to undermine human translation, even
though post-editing machine translation can actually reach or even excel
human translation quality today. As we
always insist, machine translation exists
to help humans, not to replace them.
If full post-editing should reach
human translation quality, it still
remains a question whether full
post-editing is more pragmatic than
translating from scratch in terms
of cost. It is even debatable if post-
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editing can actually bring productivity gains, which leads to skepticism
toward the benefits of post-editing.
Ana Guerberof reported productivity
gains in her research in 2009. Marcello
Federico and his colleagues also found
productivity gains in 2012. However,
in 2014, Federico Gaspari and his
colleagues found that post-editing
could lead to productivity losses over
translation from scratch.
The requirements of the full postediting guidelines surpass the considerations of the light post-editing
guidelines in terms of accuracy,
semantics and culture in particular.
Different from light post-editing
guidelines, most full post-editing
guidelines require the correctness of
terminology, grammar, punctuation,
syntax and formatting.

This standard clearly states the postediting process, competencies and
qualifications of post-editors, and the
requirements of full post-editing.
In addition to the general guidelines
discussed above, there are other sources
of post-editing guidelines that are either
language dependent or aim specific.

They range from guidelines for BOLT
machine translation evaluation in 2014
to guidelines for lay post-editors in an
online community in 2015. [M]
Acknowledgements: This work is supported by the Science Foundation Ireland
ADAPT project (Grant No.: P31021).

Setting a standard
From this comparative study, we
can see that the existing guidelines
have many overlaps, especially for
light post-editing. The main differences lie in the full post-editing guidelines and concern the requirement for
style and the expected quality of the
target text, which I believe depends
on the use and type of the text.
As I mentioned before, there are no
standard guidelines, so LSPs and their
clients should discuss and create their
own tailored post-editing guidelines
together beforehand. Clients should
share with LSPs exactly what light
and full post-editing is to be included
before contracting for a job. Quality
levels, throughputs and expectations
must be defined in advance.
Although customization has been
a popular choice by companies in
the current days, the attempt to set
a standard will never end. Recently,
ISO has made headway in setting
standard post-editing guidelines
and currently offers a preview of
ISO/DIS 18587.2(en): Translation
services — Post-editing of machine
translation output – Requirements.
October/November 2016
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Brexit and the European Union:
Causes and consequences

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.

The June referendum decision of the United
Kingdom electorate to leave the European Union
(EU), nicknamed Brexit, was a political and constitutional revolution. The effects of the vote, for both
the United Kingdom and the European Union,
are set to be profound, though they are in many
ways still unknowable. The British government is
in no hurry to trigger Article 50 of the Treaty on
European Union (TEU), the formal mechanism by
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which a member state starts a two-year process of
disengaging from the bloc, and there is much to be
figured out about what precisely they will ask for.
The nature of that exit will define the relationship
of the UK to the EU for decades to come, but will
also set a precedent for other countries that might
wish to leave in the future.
The shock following the decision is still manifesting itself —
constitutionally, politically and economically. What many

Bu siness
see as a catastrophe for the UK and
for the EU, others see as a golden
opportunity. There is a localizationspecific aspect to this situation too.

The Disunited Kingdom
The decision by then-British Prime
Minister David Cameron to hold a
referendum on membership in the EU
was a gamble born of fear of the electoral gains made by the United Kingdom Independence Party (UKIP), a
populist and nationalist party that
advocated withdrawal. Once considered a fringe group, its controversial
but charismatic leader, Nigel Farage,
had built UKIP to a level that began
to unnerve Cameron’s Conservative Party. Cameron also knew that
his own party had been historically
divided on the issue of the UK’s relationship with Europe, a significant

minority being in favor of either
major renegotiation of membership
or else outright withdrawal from
the EU. In January 2013, Cameron
promised to hold a referendum if the
Conservatives were to win an overall
majority in the 2015 General Election
— something that seemed unlikely at
that time. Upon the Conservatives’
surprise victory in May 2015, however, Cameron kept his promise. He
calculated that a referendum would
neutralize UKIP’s whole raison d’être
and settle the Conservative split on
the issue for a generation. His gamble
was to fail catastrophically.
In a referendum campaign marked
by hyperbole and focused on personalities, two major themes emerged.
The Remain Campaign, backed by
the leadership of all major parties
as well as by most large businesses,

focused on the adverse economic
consequences they claimed would
follow a vote to leave. The tactic was
derided as “Project Fear” by opponents, but as is often the case with
arguments advocating the status quo,
it was perhaps the logical card to play
in a country not marked by passionate enthusiasm for the EU. However,
a campaign marked by threats of
“punishment budgets” and lacking
any positive case for EU membership
was always at a disadvantage in the
race to reach uncommitted voters.
The Leave Campaign, on the
other hand, had what turned out to
be a stronger message, summed up
by repeated use of the word control.
“Taking back control” was a cry that
resonated with many people from
traditionally conservative areas of
Middle England to the traditionally
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Labour-voting urban working class in
deprived and neglected former manufacturing towns and cities in northern
England. Control in this narrative
meant regaining sovereignty over
many areas where it had been ceded
decades beforehand, from fishing to
farming to finance. But there was one
area in particular that dominated like
no other under this heading of control
— immigration.
The refugee crisis, the deadly
attacks by Wahhabi extremists in
mainland Europe and elsewhere, and
the phenomenon of cheap foreign
labor from “new Europe” — the
former Eastern Bloc countries — all
fed into an atmosphere of hostility
toward what was perceived to be a
metropolitan liberal experiment in
mass immigration at the expense of
a working class left behind by globalization. The failure of the government
to meet its pledge of reducing immigration levels to tens of thousands
per year (a record net immigration
level of 333,000 was announced during the referendum campaign), was
blamed upon the undoubted fact
that the government has no means of
reducing numbers arriving under the
EU’s free movement of workers rules.
This was to prove a powerful factor
in swaying many, particularly in traditionally Labour-voting urban areas
(outside London, which is a very separate beast in terms of demographics
and attitudes). The unlikely alliance
between this bloc and traditionally
Conservative middle class southern
England (as well as south Wales) was
sufficient to narrowly swing the vote
for Leave, despite Scotland, Northern
Ireland and London voting Remain.
The immediate political consequences of the vote to leave the EU
were immense. David Cameron
resigned as Prime Minister within
hours. The subsequent Conservative
leadership election, won by Theresa
May, was short but bloody, characterized by brutal political backstab-
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bing. Chancellor of the Exchequer
George Osborne, like many of David
Cameron’s allies in government, was
unceremoniously fired. The most
prominent Leave campaigner Boris
Johnson’s leadership ambitions were
torpedoed by his own campaign
chairman Michael Gove’s last-minute
decision to run himself; Gove was in
turn sacked by new Prime Minister
May. The new government has created a number of ad-hoc Cabinet
positions specifically to deal with
the issues raised by the vote to leave.
Johnson, though frustrated in his
leadership ambition, was surprisingly
made Foreign Secretary, perhaps
with an eye to keeping him politically
neutralized or as a means of having
him help sort out the mess he was
instrumental in creating.
The Labour Party also turned in on
itself, with leader Jeremy Corbyn subjected to a protracted coup attempt
— ostensibly triggered by anger at
what many in the Labour Parliamentary Party considered to be his
half-hearted backing for the Remain
campaign (he had been in favor of
withdrawal in pre-leadership years).
That saga has led to suggestions of a
historic split in the Party, as well as to
court cases, and has still not finished
playing out. Corbyn is expected to
retain his leadership given the strong
backing for him among the Party’s
membership. The real possibility of
an unprecedented realignment of
British politics remains in the coming decade.
Scotland’s First Minister, Nicola
Sturgeon, emerged as the only apparently strong source of leadership
in the days after the vote. Sturgeon
articulated the case that Scotland had
voted to remain within the EU but
was instead being dragged out of it by
England (though the Scottish majority in favor of remaining was less than
expected). Her Scottish National
Party (SNP) had lost a 2014 referendum in Scotland on independence

from the rest of the UK, but Brexit
now presents an opportunity to argue
for a rerun on the basis that the political context has been transformed
and the previous result voided. She
is canny enough, however, to know
that losing a second referendum on
independence would kill the idea for
decades. Short of poll ratings indicating somewhere in the region of
60%-plus support for independence,
Sturgeon will bide her time — instead
concentrating on an argument for
Scotland remaining within the EU
when the rest of the UK leaves. This
is politically and constitutionally
impossible, as she probably knows.
The fall in oil prices over the last year
means that the SNP’s case for economic independence is not as strong
as it had been during the previous
referendum. However, the prospect
of being isolated from the EU in a
United Kingdom geared more and
more toward the turbo-capitalism of
financial services in London might
prove too much for many who opted
for remaining within the UK last time
around. Brexit could well turn out to
be the fatal blow to the 300-year-old
United Kingdom.
That in turn would have implications for the relationship of Northern
Ireland to the rest of the UK. Northern Ireland’s Unionists have always
been more emotionally aligned with
Scotland than England — Scotland is
easily visible from across most of the
northern coast of Ireland, and most
northern Unionists are of Scottish
origin. A Scottish exit from the UK
presents a major existential challenge for Northern Irish Unionism,
faced with membership of a rump
UK outside the EU and a Scotland
possibly within the EU. Northern
Ireland voted to remain within the
EU, with Nationalists/Republicans
overwhelmingly in favor of this given
the distinct possibility of a hard
border of customs and immigration posts being imposed across the
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island. This is because the Republic
of Ireland remains firmly committed
to EU membership. Both the Irish
and British Prime Ministers have
committed to keeping the border
open and invisible, but that might
prove impossible if the UK opts for a
“hard Brexit” of leaving the European
Common Market in order to stop
the free movement of EU workers
into Britain. The alternative, staying
within the Common Market with all
its attendant rules and regulations,
necessitates commitment to EU
free movement principles, and this
would contradict the apparent will of
the UK electorate, as well as making
any sort of Brexit seem pointless. It
is thus hard to see how, in relation
to the Irish border, the circle can be
squared (other than with a customs
and immigration border between
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Britain and all of Ireland, a possibility
floated by David Cameron in Parliament before the vote, and angrily
rejected by Unionists).
The economic shock in the UK
following the vote was immediate,
manifesting itself while votes were
still being counted. Sterling plummeted on the foreign exchange markets to levels not seen in 30 years.
The low pound is good for tourism
and exports but not for importers,
and many British exported goods
rely on imported component parts,
the prices of which can remove any
competitive advantage on foreign
markets for the final product. Business and financial planning have
been made very difficult, with
numerous industries reporting a
fall-off in orders or long-term plans
being put into abeyance.
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three years in the same month. The
National Institute of Economic and
Social Research stated that the chance
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according to a Markit/REC report,

YOUR PREMIER
PARTNER
FOR YOUR PREMIER
PROJECTS
Responsibility
Competence
Integrity

Discover our
Code of Ethics!

CONTACT US NOW:

info@FaustTranslations.com
+352 26 90 66 20

October/November 2016

61

B u s i n ess
while the overheated London property market has begun to show several
signs of contraction already.
The Bank of England Monetary
Policy Committee, in reducing interest rates to an all-time low of 0.25% as
well as announcing a large stimulus
package of money-printing, seems
to be throwing everything it has
in its arsenal at trying to prevent
a recession. Whether this is a wise
precaution or the result of panic,
the package indicates that the UK
is expected to experience economic
shock in the coming months and
years. The EU economy as a whole is
also taking a hit, post-Brexit.

What now for Europe?
Opprobrium has been heaped
upon those who led the campaign for
Brexit by leading political figures in
Europe, some of it justified. However,
responsibility might also be laid at
the door of those very same European
politicians, whether national or EU,
for their inertia in response to recent
crises. The Eurozone economic crisis
has still not been fully resolved, after
six years — the one-size-fits-all currency still suffers from the inherent
contradictions that brought about
the last crisis, without there being
the fiscal or political union necessary
to address the problem. With the
Spanish and Italian banking systems
in severe trouble, the perception of a
disastrous economic experiment was
one factor in the UK electorate losing faith in the purported economic
benefits of membership of an EU
where the UK was already separated
from the core by its retention of
sterling.
The woeful response of the EU to
the refugee crisis, and the perception
of complete inability to deal with
mass immigration from outside the
EU, was another factor. The UK is
not part of the Schengen free travel
area (already largely suspended and
perhaps fatally damaged prior to the
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vote), but the obligation to allow free
movement of workers within the EU
meant that many in the UK felt that
the country was a hostage to the
decisions of others about who was
let in to their territories. The UK’s
labor market structure and generous
welfare safety net make it attractive
for people seeking to settle within the
EU. So a perception grew that other
EU member states were not doing
enough to keep external borders
monitored and enforced. The Schengen system was designed for more
tranquil times, but is not equipped to
deal with an age of mass movements
from south to north.
That mass migration toward the
EU has been exacerbated by the EU’s
tariff walls, its Common Agricultural
Policy (CAP) and the practice of
dumping excess produce on poorer
countries. Economies in North
Africa and elsewhere cannot flourish when its infant industries and
its small producers are smothered
by this combination of EU policies.
This in turn stokes high unemployment and poverty, contributing
to the mass movement of peoples
into Europe from North Africa and
beyond. Another major reason for
such movement can be found in civil
wars that began as uprisings encouraged by European leaders, exemplified by the chaos in Libya since the
overthrow of Muammar Gaddafi,
supported by David Cameron and
President Nicolas Sarkozy of France.
The European response to this crisis
has been rudderless, the notion of
European solidarity taking a crushing
blow in the process.
The British decision to leave is the
first reverse to the seemingly one-way
direction of travel toward permanent
enlargement and integration. The
vote has emboldened nationalist and
far right parties across the continent.
There was much talk, in the wake of
the vote, of potential referendums
occurring in countries such as Swe-

den, the Netherlands, Denmark and
Hungary — though the likelihood
is remote for the foreseeable future.
European
Union
membership,
perhaps for the first time, no longer
seems the permanent and irreversible
fact of life it did. This has shaken the
EU’s ideal of itself to its core. How it
responds to Brexit will influence how
likely we are to see a contagion effect
appearing across other countries
with significant numbers of people
disenchanted by the EU’s structures
and processes.
What the UK gets out of the negotiations that follow its triggering of
Article 50 will depend on the extent
to which the EU wishes to make an
example of the British to discourage
repeats elsewhere. On the one hand,
the UK is a huge market for French
farmers and German car manufacturers, and support for reasonable
accommodation exists. On the
other, however, the rise of the likes
of Marine Le Pen’s Front National in
France scares European politicians
and officials who fear the precedent
set by the British. Privileges for the
UK outside the European Union cannot be seen to be as good as or better
than the current situation, lest the
whole European project be undermined. Thus it is difficult to see how
the economies of both the UK and
the rest of the EU can avoid suffering long-term adverse consequences
in the wake of the new relationship.
This impulse to punish will cause
problems for the only EU country
with which the UK shares a land border — the Republic of Ireland. Ireland
relies massively on trade with the
UK, including Northern Ireland (as
indeed Northern Ireland does with
the Republic). The Irish might turn
out to be a useful ally for the British
in terms of having leverage over the
negotiating stance of the EU, for the
Irish will not wish to self-sabotage.
Another angle to the British decision with implications for the rest of
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Europe is the possibility, very real, of
Scotland gaining independence. The
Scots wish to remain part of the EU,
a notion that gained the support of
(and a standing ovation from) much
of the European Parliament when
proposed by one Scottish member
of European Parliment days after the
vote. However, the chance of this
happening might be very slim when
other states with their own secessionist movements get a say. It has already
been suggested that the Spanish
government would veto any transfer
of membership status from the UK to
Scotland alone for fear of encouraging
Catalonian and Basque nationalists.
There is also the question of the
status of three million EU workers
living in the UK (as well as that of
British people who have moved to
other European countries). There was
a palpable feeling of betrayal among

many Europeans living and working
in London following the vote, and
much concern about their future living and working in the UK. Perhaps
their fears will prove unfounded, but
that will depend on the outcome of
negotiations. For now, the uncertainty is detrimental to their ability to
plan their lives — and to the companies employing them.
The EU must find a coherent
and positive vision of itself in order
to survive the crisis it finds itself in
as a result of the combination of
Brexit, the Eurozone problems and
the refugee influx. Leadership and
firm proposals are sorely lacking,
and meaningful change is tortuously
slow to achieve in the EU’s political and bureaucratic labyrinth. The
sense of disconnection between the
population of the EU and its leaders,
the perception that there is a gilded

elite with little understanding of the
lives faced by most EU citizens, is
grist to the mill of nationalist and
populist movements that wish to
see the breakup of the EU, and not
much is being done to correct that
perception.

The localization angle
Brexit will have, and is having,
profound implications for both the
UK and the EU, perhaps even for the
global economy. Much will depend
upon whether there is a “soft Brexit”
(where the UK leaves but still has
access to the Common Market in
return for allowing free movement of
EU citizen workers into the country)
or a “hard Brexit” (where the UK
leaves the Common Market entirely
and negotiates separate trading deals).
There is also the slim possibility of a
British General Election where parties
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Euroskepticism is not a British phenomenon

stand on a pledge to hold a second referendum — perhaps the only plausible
means by which the decision of the
people could be overturned with a fig
leaf of a democratic mandate.
There are already attempts to capitalize on Britain’s exit by other member states. The French, in particular,
are very keen to turn Paris into a rival
to London in banking and financial
services, and are actively encouraging
banks and others to relocate to Paris in
order to maintain headquarters within
the EU. Other cities, such as Dublin
and Amsterdam, are keen to portray
themselves as an Anglophone gateway
for non-EU (particularly American
and Chinese) companies looking for
EU bases. Large corporations such
as Nissan and Goldman Sachs have
hinted of potential withdrawals from
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the UK depending on the final settlement reached. The possible relocation
of businesses or investment away
from the UK (or indeed to the UK
from elsewhere if the new regulatory
environment proves conducive) provides opportunities for those working
in key localization areas, from translation to culture-specific products.
If the settlement eventually reached
results in the repatriation of key workers in both directions, there will be
knock-on effects for industries reliant
upon localization services, with both
positive and negative consequences
for those working in the field.
There are already suggestions being
made that English should cease to be
a dominant lingua franca (particularly
from the French), though that would
likely prove counterproductive in a

massively Anglophone global business
environment. It does seem inevitable,
however, that the loss of the UK influence will have a profound effect upon
the culture and processes of the EU.
However, localization opportunities will also open up where the UK
seeks to forge new and independent
trading relationships beyond the EU,
particularly in emerging economies
such as India, but also China and
elsewhere. A dedicated Department
of State has been set up by Theresa
May to this end. The post-Brexit era
of exploration for the UK economy,
whether in terms of encouraging foreign direct investment or seeking out
new market relationships, might offer
a localization silver lining to the dark
clouds gathering over the British and
European economies. [M]
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Automated Translation
SYSTRAN Software, Inc.

European Language
Industry Association

For more than four decades, SYSTRAN has been
the market leader in language/translation products
and solutions, covering all types of platforms from
desktop to internet to enterprise servers. To help
organizations enhance multilingual communication and increase productivity, SYSTRAN delivers
real-time language solutions for internal collaboration, search, eDiscovery, content management, online customer support and eCommerce along with
automatic speech recognition and optical character recognition. SYSTRAN is the leading choice of
global companies, defense and security organizations, and language service providers. SYSTRAN
is the official translation solutions provider for the
S-Translator, a default-embedded app on the Samsung Galaxy S and Note series.
Languages: 130+ language combinations
SYSTRAN Software, Inc., San Diego, CA USA
+1 858 457 1900
Email: craig.stern@systrangroup.com
Web: www.systrangroup.com
Ad on page 46

The European Language Industry Association
(Elia) is a nonprofit, pan-European forum of translation, localization and interpreting companies.
With a clear mission to promote and facilitate
business development, professional standards
and the language industry as a whole, Elia creates
events and initiatives to support members from
throughout Europe and beyond. Elia is a community of peers with an atmosphere that fosters open
exchange and discussion. Share the enthusiasm! Be
part of the Elia family and grow together.
Elia, Doncaster, United Kingdom
+39 345 8307084
Email: info@elia-association.org
Web: www.elia-association.org

Globalization and
Localization Association

The Globalization and Localization Association
is a fully representative, nonprofit, international
industry association for the translation, 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 57
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LocWorld

LocWorld conferences are dedicated to the language and localization industries. Our constituents
are the people responsible for communicating
across the boundaries of language and culture in
the global marketplace. International product and
marketing managers participate in LocWorld from
all sectors and all geographies to meet language service and technology providers and to network with
their peers. Hands-on practitioners come to share
their knowledge and experience and to learn from
others. See our website for details on upcoming and
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past conferences.
Localization World, Ltd. Sandpoint, ID USA
208-263-8178
Email: info@locworld.com
Web:http:// locworld.com
Ad on page 3

Consulting Services
LocalizationGuy, LLC

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

Experts in Translation Automation

Spartan Software is a unique provider of consulting
and development services for the translation and

buyer’s
guide
localization industry. Founded by industry veterans
and employing a diverse team of consultants and software developers, we work with enterprises and language service providers to design solutions for content
and quality management, project management and
linguistic processing. In addition to original software,
we also offer comprehensive support for all major
translation management systems, including support
for deployment, migration, customization and integration with all major content management systems.
Spartan Software is also a proud contributor to the
Okapi Framework and other open source projects.
Spartan Software San Francisco, CA USA
1-415-577-0621, Email: info@spartansoftwareinc.com
Web: www.spartansoftwareinc.com
Ad on page 38

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

Enterprise Solutions

Across Systems
Multiple Platforms

Across Language Server is a market-leading 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 thirdparty 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 43

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 52

Alliance Localization China (ALC)
STAR Group

Multiple Platforms

STAR Group was founded in Switzerland 30 years
ago with the exclusive focus of facilitating crosscultural technical communications in all languages.
The company has grown to be the largest privately
held multilingual information technology and services company in the world with 46 offices in 31
countries. Its advanced technology developments
have propelled STAR to its current market position.
Core services: information management, translation, localization, publishing, on-demand printing
and consulting. Core technologies: Transit (translation memory), TermStar/WebTerm (terminology
management), GRIPS (product information management), MindReader (context-sensitive authoring assistance), STAR CLM (corporate language
management), STAR CPM (corporate process
management), i-KNOW (competence management) and SPIDER (Interactive Electronic Technical Manual).
Languages: All
STAR Group Ramsen, Switzerland
41-52-742-9200, 216-691-7827
Email: info@star-group.net, Web: www.star-group.net
Ad on page 12

Localization Services

ADAPT Localization Services

ADAPT Localization Services offers the full range
of services that enable clients to be successful in international markets, from documentation design
through translation, linguistic and technical localization services, prepress and publication management.
Serving both Fortune 500 and small companies,
ADAPT has gained a reputation for quality, reliability, technological competence and a commitment
to customer service. Fields of specialization include
diagnostic and medical devices, IT/telecom and web
content. With offices in Bonn, Germany; Stockholm,

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

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@e4net.net, Web: www.e4net.net
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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 highquality 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 54

EuroGreek Translations Limited

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

specializing in technical and medical translations from English into Greek and Greek into
English. EuroGreek’s aim is to provide highquality, 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 19

iDISC Information Technologies

iDISC, established in 1987, is an ISO 9001 and
EN 15038 certified language and software company based in Barcelona with branches and teams
in Argentina, Mexico, Brazil, Bolivia and Guatemala. We have dedicated teams for web content,
software localization and translation of technical,
business, automotive, biomedical and marketing documents. Our software development engineers and translation teams provide high-quality

and on-time production solutions that are costefficient, flexible and scalable.
Languages: Spanish (all variants), Portuguese (all
variants), Catalan, Basque, Galician, Valencian,
K’iche’, Quechua, Aymara, Guarani
iDISC Information Technologies Barcelona, Spain
34-93-778-73-00
Email: info@idisc.es
Web: www.idisc.es

Moravia IT, LLC

Moravia is a leading globalization solution provider, enabling companies in the information
technology, eLearning, life sciences, consumer
electronics and telecommunications industries
to enter global 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

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
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experienced in-house personnel, ORCO offers
high-quality services, including localization,
product testing, engineering, DTP and more. Our
client list includes long-term collaborations with
companies such as Abbott, Canon, Cummins,
Ford, General Electric, Google, IBM, Microsoft,
Oracle, Sony and important international institutions such as the EU (CdT, DGT, European Parlia
ment) and UNHCR.
Languages: Greek
ORCO S.A. Athens, Greece
+30-210-723-6001
Email: info@orco.gr
Web: www.orco.gr

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

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

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 55

Nonprofit Organizations

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.

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 65

Project Management

The following two organizations are not affiliated.

Turnkey Language Solutions
The Rosetta Foundation

TOIN Corporation

Translation Commons is concerned with helping
all language professionals to maximize their contribution to the language industry and to achieve
due recognition for their work.
Translation Commons Las Vegas, NV USA
(310) 405-4991
Email: info@translationcommons.org
Web: www.translationcommons.org

Translators without Borders

Vistatec
Localization and
Globalization Partner

Translation Commons

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

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

Translation
Management Systems
XTM: Better Translation Technology
Multiple Platforms

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 33

Training
Seminars & Workshops

40th Internationalization
& Unicode Conference

Celebrating 25 years, the Internationalization &
Unicode Conference (IUC) is the premier technical conference focusing on multilingual global
software and web internationalization. Each IUC
covers current topics related to web and software
internationalization, globalization and Unicode.
Internationalization and Unicode experts, implementers, clients and vendors are invited to attend.
Meet and exchange ideas with leading experts,
find out about the needs of potential clients, or
get information about new and existing Unicodeenabled products.
Internationalization & Unicode Conference
Needham, MA USA, 781-444-0404
Email: info@unicodeconference.org
Web: www.unicodeconference.org/ml-bg
Ad on page 17
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Plunet BusinessManager
Multiple Platforms

Plunet develops and markets the business and
workflow management software Plunet BusinessManager — one of the world’s leading
management solutions for the translation and
localization industry. Plunet BusinessManager
provides a high degree of automation and flexibility for professional language service providers
and translation departments. Using a web-based
platform, Plunet integrates translation software,
financial accounting and quality management
systems. Various functions and extensions of
Plunet BusinessManager can be adapted to individual needs within a configurable system. Basic
functions include quote, order and invoice management, comprehensive financial reports, flexible job and workflow management as well as
deadline, document and customer relationship
management.
Plunet GmbH Berlin, Germany
+49-(0)30-322-971-340
Email: info@plunet.com
Web: www.plunet.com
Ad on page 41

Wordbee Translator
Web-based

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

Translation Services

Translation Services Provider in SEE

Ciklopea is one of the leading translation and localization services providers in the region of South East
Europe (SEE) specialized in translation projects,
interpreting and localization into the languages of
the South region (Croatian, Slovenian, Serbian, Bosnian, Macedonian, Montenegrin, Albanian, Bulgarian and Romanian). Our fields of specialization are
manufacturing, consumer products, engineering,
industry, technology, IT, medical, pharmaceutical, health services, life sciences, law, economics,
business, finance, insurance, marketing, PR, communication and tourism. Ciklopea is certified in accordance with ISO 9001: 2008, EN 15038:2006 and
ISO 27001:2005.
Languages: More than 25 languages
Ciklopea d.o.o. Zagreb, Croatia
+385-1-3751736
Email: info@ciklopea.com
Web: www.ciklopea.com
Ad on page 63
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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 15

Diskusija – Translation
and Localization

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

Your Premier Partner
For Your Premier Projects

FaustTranslations.com provides translation, localization and transcreation for the European and
global markets. Contact us if you are searching for
a reliable partner for long-term collaboration. Meet

us at LocWorld32 Montreal; Tekom Stuttgart; Elia
Brussels, Barcelona, Berlin; and GALA Amsterdam.
We have been successfully fulfilling our customers’
needs with our linguistic expertise for over 25 years.
We specialize in engineering, industry, technology,
business, economics, finance, law, marketing and
SEO. Our medium-sized company is characterized
by utmost flexibility and our special personal touch.
We follow the highest ethical standards in our business. We look forward to working with you.
Languages: All
FaustTranslations.com Troisvierges, Luxembourg
+352-26-90-66-20
Email: info@fausttranslations.com
Web: www.fausttranslations.com
Ad on page 61

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

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 42

LinguaLinx Language Solutions, Inc.

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

Lionbridge
Asianlization with HansemEUG

With more than 180 trained in-house staff and
EN15038 and ISO9001 certification, HansemEUG
has become the largest LSP in Korea. Specialized
in Korean, Chinese, Japanese, Vietnamese, Thai,
Malay, Indonesian, MEA and African languages,
HansemEUG provides a one-stop solution with
a broad spectrum of language services including:
HQAS (Hansem Quality Audit Services) with a
medical advisory board, expedited services with
in-house DTP production, MT engine 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: More than 10
HansemEUG, Inc. Suwon-si, Gyeonggi-do, Republic of Korea

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 51
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LocaTran Translations

LocaTran Translations Ltd., established in 2004,
is an ISO 9001:2008-certified company with its
headquarters in Shanghai, which is China's most
progressive city. As a team of dedicated professionals, we offer a range of translation and localization
services encompassing Chinese, Japanese, Korean,
Thai, Malay, Indonesian, Vietnamese and other
Asian languages in the diverse fields of marketing,
legal, IT, manufacturing, medical and many more.
We count Deloitte, AECOM, AIA, ARM, Samsung as well as language service providers (LSPs)
worldwide among our loyal clientele. At LocaTran
Translations, we consistently ensure that we provide first-rate quality, beyond expectations.
Languages: Chinese, Japanese, Korean, Thai, Malay,
Indonesian, Vietnamese
LocaTran Translations Ltd. Shanghai, China
+86-21-63760188
Email: info@locatran.com
Web: www.locatran.com
Ad on page 37

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 63

Rheinschrift Language Services

Outstanding localization requires world-class
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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 20

SEAtongue Ltd.

With production bases across Asia, SEAtongue
offers unmatched customer-oriented localization services with highly specialized in-country,
in-house linguists. We listen to our customers, explore a solution to the localization challenges they
face with Asian languages, and provide services tailored to meet their specific requirements. Over the
past decade, we’ve been building a team of carefully selected linguists in key Asian language pairs,
while constantly improving our quality assurance
measures. We support all time zones, ensuring fast
communication with our customers around the
world. Our mission is to help you grow your business as your main localization partner in Asia.
Languages: More than 20 languages
SEAtongue Ltd Kuala Lumpur, Malaysia
+603-2169-7407
Email: ml@seatongue.com
Web: http://seatongue.com
Ad on page 30

management. SeproTec has more than 380 employees and 4500 freelance collaborators within dedicated account teams that provide 24/7 coverage
for our clients’ multilingual needs wherever in the
world they may be.
Languages: 40
SeproTec Multilingual Solutions Madrid, Spain
+34 91 204 87 00
Email: seprotec@seprotec.com
Web: http://seprotec.com
Ad on page 75

SpanSource

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

TripleInk Multilingual
Communications

SeproTec Multilingual Solutions

SeproTec is a multilingual service provider ranked
among the top language service companies in the
world. With more than 25 years of experience in
providing high-quality, cost-effective solutions
in translation and interpretation, SeproTec distinguishes itself by utilizing the most advanced
technology and translation management technology, specifically designed to maximize customer
satisfaction. SeproTec is proud to have achieved
certifications for international corporate social
responsibility, quality control, and environmental
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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 stateof-the-art software and equipment, our team of
foreign language professionals delivers the highest
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quality translations in a cost-effective and timeefficient 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

1

Kilgray Translation Technologies Ltd.
Windows

Wiitrans.com –
Translation Made Simple

Wiitrans.com aims to simplify the often complicated translation transactions and move all processes online. We have a vast pool of handpicked
translators around the globe, pretested by industry
focus. We offer you full credentials including expertise, ratings and experience. With a few simple
clicks, files are instantly processed and quoted and
you are able to easily receive translated text on demand. With Wiitrans.com’s smart semantic matching algorithm, your orders are assigned directly to
the most suitable translators. Wiitrans.com serves
our clients with customized solutions, including
our dedicated resource pool, technical support and
24 x 7 service.
Languages: More than 20 language combinations
Wiitrans Network, Ltd. Hong Kong
+86 024 82911693
Email: services@wiitrans.com
Web: www.wiitrans.com
Ad on page 29

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 clientserver translation environment designed to facilitate interoperability and teamwork. All of
Kilgray’s products — memoQ, the memoQ server,
memoQWebTrans, qTerm and Language Terminal
— optimize productivity and control of the entire
translation process and environment. Rated #1 by
Common Sense Advisory among translation-centric TMS systems, and used by thousands of translators, language service providers and enterprises
throughout the world, memoQ and other Kilgray
tools are accepted and appreciated as premiere
translation technologies.
Languages: All
Kilgray Translation Technologies Ltd.
Béke sugárút, Hungary, +36-30-383-9435
Email: sales@kilgray.com, Web: www.kilgray.com
Ad on page 48

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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Column

Takeaway

Nostradamus and the
localization industry
Claudia Mirza

Claudia Mirza is the CEO of Akorbi. She has been
highlighted by Forbes and Fortune.

When I think of Michel de Nostredame (Nostradamus), the French
philosopher and seer, I picture a delusional character who lived in
the 16th century, writing with a feather in a candle-lit room. Every
time I hear about the many disturbing predictions he made, I get
the chills. Thankfully, my more practical side quickly takes over and
I tell myself, “forget about it, this is not real.”

His real prophecies are compelling, but there may also be “prophecies”
attributed to him that he didn’t actually make. According to the uncited
internet, Nostradamus wrote, “After the invention of a new engine, the world
will be like in the days before Babel,” a setting and period when the world
spoke one language, as told by the Book of Genesis.
Is there an engine capable of creating a world language that all can understand? The answer is yes. What Nostradamus couldn’t know is that more than
one type of engine would eventually emerge from all the work and research
done within the fields of computational linguistics and localization.
The internet has given rise to a proliferation of communications that
occur each day in every corner of the globe, carried out by people engaged
in conversations representing the majority of the world’s approximate 6,700
living languages. Each passing day, volumes of additional translated content
becomes available, providing for the creation of more dictionaries for use
in rule-based machine translation engines, as well as translated data that
both statistical machine translation and hybrid engines can learn from. As
a result, we’ve seen huge improvements in many of the more common language direction pairs, such as English to French and Chinese from English.
Going forward, the biggest challenge to achieving a comprehensive single
language reality will be the work necessary to create engines for less common
directional language pairs, such as Hindi to Spanish or Chinese from Portuguese. Even at the accelerated pace that’s been achieved more recently,
it’s likely to take a long time to create engines capable of producing
quality directional pairs for less common languages.
Additional challenges stem from many of the practical issues that have long
plagued the localization industry. Just as with human translators, machine
translation (MT) engines will continue to struggle with ambiguous words;
accurately translating literature; recognizing and adapting for constantly
evolving cultural language nuances; properly conveying true meaning and
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emotion versus providing simple
translation for words and sentences;
and much more. Some things are,
and will remain, untranslatable.
But it is only a matter of time
before we have enough human
translated data to create engines in
different topics for the less common
language pairs. Creating multiple
directions and multiple topics, this
could take another 20 years if we
continue using the same army of
computational scientists, translators
and developers working on these
robotic language technologies.
The more you know your enemy,
the more prepared you are to fight it.
Although Nostradamus’ prediction
used to give me the chills, I’ve come
to understand that these engines are
fed with real human translations.
And they continue to learn as people
keep using the language. I no longer
view MT engines as a threat to the
profession. I now believe they will
transform the industry and create
new opportunities. The use of
computers for linguistic research
and applications is a discipline
that I highly encourage students to
explore. For those who are passionate about engineering and languages,
including high school students,
or those with existing degrees in
English or other languages, this is a
career path with few competitors. [M]

WHEN
WE SAY
We’ll do the impossible to earn your admiration

WE
MEAN
We’ll do the impossible to earn your admiration
Our job isn’t just to meet our clients’
expectations; above all, it’s an opportunity
to exceed them.
SeproTec is ranked among the world’s top
30 language service providers. Our
presence is global and we offer translation,
localization and interpreting services in
any language. Furthermore, our 25 years
of experience in the field have earned us
the
most
important
international
certifications.
A happy client is our greatest reward. We
work tirelessly each day in order to earn it.
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“The future is already here —
it’s just not evenly distributed.”
William Gibson

Multilingual bots
will reshape
the way brands
communicate
globally.
We’re moving from a mobile-first to a mobile-only
world. Daily mobile-assisted tasks are set to become
bot-driven, at the expense of interactions made
through apps. Private communication with brands via
messengers already exceeds that on social media.
Forward-looking brands will take a cue from
developments in Asia and will integrate multilingual
bots across their organization. These will help meet their
customers’ growing expectations for personal, easy and
accurate conversations. Driven by developments
in artificial intelligence and machine learning, bots will
use smart data to enable locale-specific conversations
with customers that complement human interactions.
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