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Sometimes I dabble in marketing. We all do, to
a large extent, in this day and age. We promote
ourselves, our projects, our own version of how the
world works. It’s called social media.

Let’s just hope it doesn’t end with social media.
A few years back, I helped a guy start a social
media campaign for his business. He now has
over 16,000 Instagram followers, but what that
actually translates to in business contacts is hard
to measure. As far as we can tell, it’s translated to
zero business revenue, and old-fashioned word
of mouth and Google searches for websites have
remained his most effective promotional tools.
But who knows — that could change with just one
client. That’s the challenge of marketing. Particularly
when you’re a small business, the data can change
dramatically with one click. And who can measure
the success or failure of prolonged exposure in this
multiconnected world? It is often true that when
someone tells their friends they should really hire
this particular person, they pull up something like
Instagram to prove it.
Personal brand, outside of social media, is
something that’s covered in our Perspectives, as
Max Lobanov and Ian Hill write about marketing
yourself and your localization team interpersonally
and within a larger organization.

More in line with traditional marketing, we have
four focus pieces devoted to global marketing and
what the localization industry should know about
it — video and other digital marketing for different
regions; marketing in India; and how global brands
manage their websites.

Unrelated to marketing but related to current
global events, we have a highly personal piece by
Emily deTar Gilmartin on refugees in Greece, and on
a multilingual community in Athens that has taken
many of them in. And there is more as well — we
hope you enjoy all of it.
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MultiLingual in digital form
Beginning with January 2006 all
issues are available online to current
subscribers. This means 100 issues
are there waiting for you at
dig.multilingual.com! With a yearend editorial index and the
cross-issue search, information can
be quickly found.
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ATA draws record
crowd in California
The American Translators Association’s 57th annual conference was
held in San Francisco, California, from
November 2-5, 2016, with record
attendance. With over 1,800 attendees, the ATA conference is one of the
largest conferences in the translation
and interpreting industry. The conference attracted a wide variety of
stakeholders in the language industry,
including language service provider
(LSP) owners and project managers,
software engineers and researchers,
academics and government representatives. The event was also attended by
freelance translators and interpreters
from throughout the US as well as
nearly 60 other countries.
This year the conference boasted
an exhibit hall with 80 exhibitors.
The conference has an inclusive, “big
tent” approach with specific activities
designed to bring varied stakeholders
into the same room to foster dialog,
such as the popular Brainstorm Networking. The conference hosted over
180 sessions divided into 28 tracks.
In addition to language specific
tracks, the conference held a variety
of industry-focused tracks targeting
LSPs (large and small), independent contractors, government and
regulatory issues as well as language
technology and education.

8
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First Summer School in Translation Technology organized by KU Leuven
The first Summer School in
Translation Technology was held from
August 29 to September 2, 2016, in
Antwerp, Belgium, at the Campus SintAndries of the Faculty of Arts of
Leuven University (KU Leuven). The
event was attended by 35 participants,
out of which 15 were from Belgium and
the rest from Northern, Central and
Eastern Europe. There was also one
participant from the Saudi Arabian government. The total number of enrollments was limited to a maximum of 40
in order to ensure that each participant
would have access to a computer and all
the necessary software during training.
The summer school started with
a keynote by Professor Frieda Steurs
who gave an overview of the new
technological trends in translation,
with special attention to terminology
management and collaborative solutions. She emphasized that translators face many challenges because
the profession is changing. The only
way to cope with these challenges is
to become tech savvy and learn how
to use and combine different technologies to keep up with the growing
demand for high-quality translation.
The one-week intensive of keynote
sessions and practical workshops
offered participants the opportunity to
learn how to apply existing technologies in their real-life translation and
localization workflows. The summer
school, developed in close collaboration with Tekom Belgium; zaac; The
Belgian Chamber of Translators and
Interpreters; and TermNet, targets
both young graduates and professionals with little or no knowledge about
translation technologies.
The summer school was attended
by young graduates starting a career
in translation and localization;
freelance translators who wanted
to upgrade their technology skills or
learn about new technologies; and

translation project managers working
for in-house departments of different
organizations. A typical training day
started at 9 a.m. with a keynote speech
followed by parallel workshops on different topics. There were two tracks:
one for freelance translators and
young graduates, and one for project
managers. Organizers developed the
program based on the typical phases
in the translation process: project
management; terminology extraction
and compilation of glossaries; selection
of the right technologies (translation
memory, translation management system, machine translation, speech recognition) and the final phase of quality
assurance checks. Besides these topics,
organizers also gave a demo about
the integration of Dragon Naturally
Speaking with current CAT tools and
emerging technologies, such as Slate
Desktop. Organizers attempted to customize the program to the participants’
professional needs as much as possible.
KU Leuven has been organizing the CETRA Summer School in
Translation Studies for years, but
never organized a summer school in
translation technologies. Organizers are currently preparing the second edition of the summer school,
to take place August 28-September
1, 2017. The program is being further improved and developed in
order to cover participants’ professional needs.
March 2017
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TTT conference held in Slovenia
The well-established international
Translation Technology Terminology
(TTT) conference was held this year in
the beautiful seaside resort of Portorož,
Slovenia, October 20-21, 2016.
The conference offered a two-day
program of sessions and tracks matched
to various interests of around 100
attendees from more than 20 countries.
Not only language service providers
(LSPs) but also freelance translators,
students and language enthusiasts had
an opportunity to discover the latest
trends in the language industry from the
perspective of innovation, which was
the focal point of this year’s conference.
Speaker Doug Lawrence discussed
how to use innovation to differentiate,
protect and grow your business while
delivering more value to clients. Danilo
Monaco focused on the transformation
of vendor management, and IOLAR
specialists presented some of the key

challenges of machine translation, project management and quality assurance
tools. In addition to industry-specific
topics, some strategic issues of digitalization were presented by keynote
speaker Velimir Srića and Gabriele
Sauberer gave some answers to why
“innovate or die” could be translated
into “adapt or die.”
The conference wrapped up with
the round table session moderated by
Stefan Gentz where panelists discussed
not only the destructive but also the creative force of disruption, the challenges
of digitalization, the role of an idea
manager in an organization and other
crucial issues related to the future of the
language industry.
The conference also offered possibilities for networking and exchanging
ideas with professionals from other
parts of the world, including dinner,
cocktails and an outing.

Trump executive order brings opportunity to Canada
US President Donald Trump’s newsflooding executive order restricting
travel from seven Muslim-majority
countries to the United States brings
opportunities to Canada, even with
the order up in the air due to ongoing
court proceedings. Mainly, it provides
Canada with an opportunity to attract
highly talented professionals, especially
in the language and tech industries.
The travel ban, which is supposed to be temporary, is already
creating headaches for US-based
tech companies. Google, Amazon
and Apple, for example, worry that
hundreds of its employees abroad
will not be able to enter the US if
the ban or a similar one is enacted.
But those headaches are also being
felt up north. “Many Canadian tech
companies do business in the US,
and many have employees who now
can’t travel to the US for business
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purposes,” says Cindy Switzer, a labor
and employment lawyer at Fasken
Martineau.
Soon after the travel ban was
announced, more than 150 members
of Canada’s tech community signed a
petition asking Prime Minister Justin
Trudeau “to institute an immediate
and targeted visa providing those currently displaced by the US executive
order with temporary residency in
Canada.” This visa, the letter states,
would allow these residents to live and
work in Canada with access to benefits
until such time as they can complete
the application process for permanent
residency if they so choose.
So far, the Canadian government
has suggested it would welcome those
affected by the US ban.
Montreal-based Fasken Martineau corporate immigration law partner Gilda Villaran says, concerning

refugees, that Canadian lawyers have
urged their government to withdraw
from the Safe Third Country Agreement. Under this agreement, between
the US and Canada, refugee claimants
are required to request refugee protection in the first safe country they
arrive in. In other words, if a person
first claims refugee status in the US, it
can’t do the same in Canada.
Meanwhile, immigration lawyers in
both the US and Canada are struggling
with an executive order that is very
broad, controversial and vague. This,
says Villaran, has prompted many
immigration lawyers such as herself
to simply advise clients not to travel
to the US until there is more clarity
on the executive order. Such clarity,
at least with respect to dual nationals
from Canada and one of the seven
countries affected by the ban, came a
week after the ban was announced.

Recaps

Featured Reader
Aristotle Pantelis, client solutions manager, North America,
at XTM International.
Where do you live?
In beautiful Tampa, Florida,
since 1994.
Which languages do you speak?
English, Greek, Spanish and
Russian. I’ve had exposure to
French and Brazilian Portuguese.
How did you get started in this
industry?
The deep history version involves my love of language and
culture. I was an American Field
Service exchange student to
Santos, Brazil, in 1984. I earned
a Russian language certificate at
Defense Language Institute and
was a Russian linguist with the
Navy in the early 1990s. However, it wasn’t until 2001 when I
coordinated to refer a team for
clinical booklet label translations
that I discovered the extent of the
translation/localization indus-

try. The recent history version
is that after selling labeling life
cycle software to the life science
industry, which required significant coordination for multilingual
content, I decided I’d like to pursue opportunities directly in the
localization industry. Through my
networking, Shannon Rose Farrell
at Argos Multilingual introduced
me to Shamus Dermody at XTM,
and the rest is history.
How long have you worked in it?
In April 2016, I started at the
CIDM conference in the DC area.
Whose industry social feeds (Twitter, blog, LinkedIn, Facebook) do
you follow?
@xtmintl, @multilingualmag,
@ CSA_Research, @slatornews,
@gala, @LocWorld, @TAUS_
Data and @Center4infoDev.
What do you like to do in your
spare time?
I like to spend as much time with
my wife of 28 years, Denise, and
my adult kids as possible. I also

Give The Gift Of
Knowledge
— for free!

volunteer for Comfort Zone Camp.
Why do you read MultiLingual?
Doesn’t everybody? When I
started at XTM our CEO, Bob
Willans, shared a stack of back
issues with me so I read old
issues cover to cover as part
of my industry training. The
synthesis of language, technology and business insight helps
me to meet the varied requirements of my role offering XTM
translation management systems technology globally.

Thanks

If you find information in any issue
of MultiLingual that you know would
benefit a friend or colleague, let us
send them a copy.

Simply email freecopy@multilingual.com with the person’s name, postal
address and the date of the issue you’d like to share.
They will receive a complimentary copy of the magazine along with
a note, letting them know you were thinking of them.
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Languages & The
Media held in Berlin
On Friday, November 4, 2016,
the 11th edition of Languages & The
Media came to an end. This year,
265 participants from 37 countries
attended the event, which ran under
the overall theme “Agile Mediascapes
— Personalising the Future.” New
technology, better internet access
and an influx of on-demand streaming services have made it easier than
ever to access content from around
the world. These advances and the
rapidity with which they’ve become
part of the environment, however,
pose a challenge to the field of translation: how can the industry remain
agile with surging demand for roundthe-clock media?
Languages & The Media was held
this year from November 3-4 in
Berlin, Germany. This year’s agenda
especially appealed to distributors
of audiovisual media products and
services, broadcasters, producers,
film festival organizers, software and
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website developers, translators, subtitling and dubbing companies, and
language industry specialists. Netflix
participated for the first time, which
was well received by participants.
During this year’s closing panel, the
audience collaborated with experts
Mary Caroll, Pablo Romero-Fresco,
Serenella Massidda, Alison Smith and
Gion Linder in naming important
topics and the challenges of the future.
These included new cloud technologies, quality assessments, training,
machine translation and the access of
visually and hearing-impaired people

to both content and the contentcreation process. The phenomenon
of fansubbing and its implication for
professional subtitlers was also the
topic of a lively discussion called “Do
fansubbers steal subtitlers’ jobs?”

Recaps

Peru begins broadcasting in Quechua
In December 2016, TV Peru, Peru’s
public broadcast channel, began its
first ever news program in Quechua.
Quechua is an indigenous language of
the ancient Inca empire, with varieties
of the language spoken by over eight
million people in Bolivia, Peru, Ecuador, Colombia, Argentina and possibly
Chile. As such, it is the most widely
spoken indigenous language in all of
the Americas, although its status never
recovered after the Spanish conquered
the Incas in the 1500s. Approximately
four million Peruvians speak Quechua
fluently, although up to six million
more understand some of the language.
In 1975, Peru became the first
country in the Americas to recognize
Quechua as one of its official languages.

Ecuador and Bolivia have since recognized the language in official capacities. A major obstacle in the usage of
Quechua in broadcasts or even the
classroom is the lack of source materials, as few books or other media exist in
Quechua. Missionaries translated the
Bible into Quechua, and a number of
language-learning resources exist, but
Quechua remains largely a marginalized, spoken language.
The language tends to be associated
with “social rejection,” according to
Hugo Coya, director of Peru’s television and radio institute. As indigenous
people, Quechua speakers are disproportionately marginalized — 60%
of Peruvians without access to health
services speak Quechua.

Thus, the daily broadcast is something of a milestone for the language.
Called Ñuqanchik, which means “all
of us” in Quechua, the news program
features journalists who are native
speakers of the language. Peru’s prime
minister, Fernando Zavala, said on the
inaugural broadcast that the program
attempts to bridge the economic and
cultural divide between those who
speak Quechua and those who speak
Spanish.

Translation Power
without the Wait
To book a demonstration
email info@KantanMT.com
Tel: +353-1-700 7874
www.KantanMT.com

KantanMT is a full-service Translation Automation platform
that’s incredibly powerful but beautifully eﬀortless to use.
As a dedicated platform, KantanMT provides extensive
customization features to deliver highly accurate translations
at speed, scale and with 100% conﬁdentiality.
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Business

Lionbridge signs definitive
acquisition agreement

Lionbridge, a provider of language services, has signed a
definitive agreement to be acquired by an affiliate of H.I.G.
Capital, LLC, a global private equity investment firm.
Closing of the transaction is subject to customary closing
conditions and expected to be finalized in the first quarter
of 2017.

Lionbridge www.lionbridge.com

Translators Family rebrands

Translators Family, a translation agency specializing in
Russian, Ukrainian and Polish, has redesigned its website
and revamped its brand.

Translators Family www.translatorsfamily.com

Venga now in Dublin

Venga, a provider of language services focused on the
software, legal, life science and game industries, has opened
an office in Dublin, Ireland.

Venga http://vengaglobal.com

New website for PTTools

Precision Translation Tools (PTTools) has launched a
new website featuring its personalized translation engine,
Slate Desktop. The translation software works from a personal or business computer versus being cloud-based.

Precision Translation Tools http://pttools.net

Supertext opens California office

Supertext, an online copywriting and translation agency,
has opened an office in Santa Monica, California. The new
subsidiary will be managed by Kristy Sakai.

Supertext www.supertext.com

think global GmbH and
Milengo Ltd. merge

Language service providers think global GmbH and
Milengo Ltd. have announced that the companies have
merged to become think global Milengo GmbH. Berlin,
Germany, will remain the company’s headquarters with
both teams moving into the city’s Mitte district.

think global Milengo GmbH www.think-global.com

Columbus Translations relocates

Columbus Translations & Subtitling Ltd. has moved its
headquarters to Rotherham in West Yorkshire, UK. The
company provides a variety of localization services such as
proofreading, editing, transcription and timecoding.

Columbus Translations & Subtitling Ltd. www.columbustranslations.co.uk

United Language Group
acquires Language Select

United Language Group (ULG) a language services
company, has acquired Language Select, a provider of
over-the-phone and in-person interpretation services.
This is the third language industry company acquisition
for ULG in 2016.

United Language Group, Inc. http://united-lg.com

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

www.plunet.com
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News
Xplanation acquires Matrix

Xplanation Language Services NV has acquired Matrix
Communications, a Munich-based translation service
provider. The merger provides a German location for
Xplanation.

Xplanation Language Services NV www.xplanation.com

Summa Linguae invests in Certitude

Summa Linguae, a consolidated provider of translation
services, has signed an investment contract with Certitude
Eurologos S.r.l. Certitude will change its name to Summa
Linguae Romania.

Summa Linguae https://summalinguae.pl

■ mt-g medical translation GmbH & Co. KG, a provider
of language services, has hired Mariella Morodo, Maria
Kosjar and Marianne Schmitt for its internal quality assurance team.

mt-g medical translation GmbH & Co. KG www.mt-g.com

■ Literra, a provider of translation and interpretation
services, has hired Dmitry Pavlov as sales director, Georgy
Volzhin as business development manager and Ekaterina
Vasilyeva as account manager.

Literra http://li-terra.ru/en

■ Net-Translators Ltd., a provider of translation, localization and multilingual testing services, has hired Celine
Koskas as a French quality control specialist.

New Brand Identity for Metaphrasis

Net-Translators Ltd. www.net-translators.com

Metaphrasis www.metaphrasislcs.com

INGCO International http://ingcointernational.com

Metaphrasis, a provider of language services, has
launched a new brand identity. The new identity is reflected in a redesign of the company’s logo and website.

Andovar adds studio

Andovar Pte Ltd, a provider of multilingual content solutions and multimedia localization services, has expanded
its Bangkok office and added a third audio studio.

Andovar Pte Ltd www.andovar.com

People

Recent industry hires

■ PIJIN, provider of the online translation service QR
translator, has hired Yoichi Suehiro as the director for development and corporate planning.

PIJIN www.qrtranslator.com

■ TOIN Corporation, a provider of language services,
has hired Tsunao Mikasa as quality manager.

TOIN Corporation www.to-in.com

■ Plunet GmbH, a provider of business management
software for translation services and agencies, has hired
several new staff, including Susan Blomberg as implementation specialist, Jonas Schramm and Martin Scholz as
web interface specialists and Sergei Gidt as interface and
application developer.

Plunet GmbH www.plunet.com

■ Latin Link (Language Partners Ltd), a provider of
language services focused on the scientific and technical
sectors, has hired Margarida Soares as a senior project
manager and Elena Montero as a project manager.

Latin Link (Language Partners Ltd) www.latinlink.com

Lingoport, Inc., a provider of software internationalization tools and services, has hired Todd Flaska as vice
president of sales.
■

Lingoport, Inc. www.lingoport.com

■ INGCO International, a provider of interpreting and
translating services in over 200 languages, has hired Nadia
Siddiqui as director of global events, specializing in corporate on-site interpreting events.
■ XTM International, a developer of XML authoring
and translation tools, has expanded its US sales team and
hired Bjoern Lux as client solutions manager - America.

XTM International www.xtm-intl.com

■ Commit, a language solutions provider based in Athens, Greece, has announced that Vasso Pouli will be taking
on the role of chief executive officer. Spyros Konidaris will
be stepping down from that position.

Commit www.commit-global.com

Resources

Decision-making related to centralization,
neural machine translation

Common Sense Advisory, Inc., an independent market
research firm specializing in the language service industry, has published the report “Should We Centralize Our
Globalization Function?” The brief shows hard data to
support organizations in decision-making related to centralization in the following areas: number of years managing localization, budgeting, team size, scalability, formal
processes, siloed operations and number of in-country
marketing staff.
Common Sense Advisory has also published the report
“Neural MT: Sorting Fact from Fiction.” The brief looks
at what neural machine translation (MT) is and how it
works, three myths about neural MT and where it will fit
in the language technology landscape.

Common Sense Advisory, Inc. www.commonsenseadvisory.com

IULA adopts ISLRN initiative

The European Language Resources Association has announced that the Institute for Applied Linguistics (IULA)
March 2017
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at the Universitat Pompeu Fabra has adopted the International Standard Language Resource Number (ISLRN)
initiative. The ISLRN is a unique and universal identification schema for language resources. IULA has already
submitted 107 language resources to the ISLRN.
European Language Resources Association www.elra.info

Lilt Labs

Lilt, developers of an interactive, adaptive translation
platform, has launched Lilt Labs, an online space intended
as a collaborative environment focused on making and
evaluating progress within the translation industry.

Lilt https://lilt.com

Products and Services

Offline machine translation
engines for Kurdish refugees

Translators without Borders, a not-for-profit focused on
spreading knowledge through humanitarian translations,
has developed offline machine translation (MT) engines
for Sorani and Kurmanji, the two main languages spoken
by Kurdish refugees. The project was a collaboration with
the open source Apertium MT system that is maintained
by a team at Prompsit, a University of Alicante spin-off in
Spain.

Translators without Borders www.translatorswithoutborders.org

Sketch Engine Trados Studio plugin

Lexical Computing, the company behind Sketch Engine
corpus query software, has released the Sketch Engine
SDL Trados Studio plugin, connecting natural language
processing technology directly to the SDL Trados Studio
interface.

Lexical Computing www.lexicalcomputing.cz

lexiQA for Google Translator Toolkit

lexiQA, Translated Srl and MateCat have created a customized lexiQA for Google Translator Toolkit with checks
adapted to client styling requirements that are delivered
through a dedicated extension.

lexiQA www.lexiqa.net

MiniTPMS

MiniTPMS is a translation project management system
specifically designed for owners and project managers of
small translation and localization companies.

MiniTPMS http://minitpms.com

AnyCount 3D

Advanced International Translations, a developer of
translation management software, has released version 3D
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of its AnyCount word-count, line-count and charactercount software. The new version features a redesigned
user interface.

Advanced International Translations www.translation3000.com

GlobalLink 5.0

TransPerfect, a provider of global business services, has
released GlobalLink 5.0. The latest version of its globalization management technology suite features a redesigned
user interface, full supply-chain integration and in-context
language review and preview.

TransPerfect www.transperfect.com

BaccS

Developer Yauhen Kuchynski has launched BaccS, an
offline accounting, project management, invoicing and
résumé generation software for freelance translators. The
software allows the creation of customized invoice templates for different languages.

BaccS www.ibaccs.com

LanguageWire Episerver Connector

LanguageWire, developer of a collaborative translation
platform, has introduced the Episerver Connector, designed to act as an automatic link between a company’s
Episerver software and LanguageWire. Episerver is a web
content management, digital commerce and marketing
software platform.

LanguageWire www.languagewire.com

OpenNMT

Harvard NLP, a group of researchers interested in
computational models for human language, has launched
OpenNMT, an open source, neural machine translation
system. SYSTRAN International, a translation services
and technology company, provided source contributions
and other support.

Harvard NLP http://nlp.seas.harvard.edu
SYSTRAN International www.systransoft.com

KantanMT upgrades

KantanMT, a subscription-based machine translation
service, has updated its data resource library, KantanLibrary. The upgrade includes 204 new bilingual data
sets in seven industry verticals and 59 new language
combinations.
KantanMT has also announced a new finger-tip functionality to allow clients to switch deployment from OnPremise, hosted within the clients’ own infrastructure, to
the KantanMT Cloud Hosted option.

KantanMT http://kantanmt.com

News
Plunet BusinessManager 7.1

Smartling Mobile Delivery Network

Plunet GmbH www.plunet.com

Smartling, Inc. www.smartling.com

Plunet GmbH, a provider of business management software for translation services and agencies, has released
Plunet BusinessManager 7.1. Updates include several improvements in payment management functionality.

Online Subtitle Toolkit

Screen Subtitling Systems Ltd. has launched an Online
Subtitle Toolkit, a browser-based, subtitle creation and
preparation tool featuring drag-and-drop functionality
and hotkeys.

Screen Subtitling Systems Ltd. http://subtitling.com

eDiscovery translation solution

Iconic Translation Machines Ltd., a language technology software company, has released a translation software
application for eDiscovery. The application enables users
to translate large quantities of multilingual electronically
stored information.

Iconic Translation Machines Ltd. http://iconictranslation.com

VideoLocalize

Boffin Technologies Ltd., a provider of language services, has introduced VideoLocalize. The new platform
is an all-in-one video localization solution: part synchronization tool, part voiceover talent pool and part project
management environment.

Boffin Technologies Ltd.

.boffin.com

Smartling, Inc., provider of a cloud-based software
platform, has made available its Mobile Delivery Network,
designed to separate the interdependency between mobile
app release cycles and translated content updates.

Clients and Partners

ZOO Digital partners with Vista India

ZOO Digital Group, a provider of localization and media production services for the entertainment industry,
has formed a partnership with Vista India Digital Media
Group, a provider of movie and TV localization, content
aggregation and digital distribution.

ZOO Digital Group www.zoodigital.com
Vista India Digital Media Group http://vistaindia.com

Mayflower selects Plunet BusinessManager

Plunet GmbH, a provider of business management
software for translation services and agencies, has been
selected by Mayflower Language Services Pvt Ltd as its
central business and translation management system.

Plunet GmbH www.plunet.com
Mayflower Language Services Pvt Ltd

.ma o erlang age .com

KantanMT collaborates with ADAPT Centre

KantanMT, a subscription-based machine translation
service, in collaboration with ADAPT Centre, has developed a platform optimization technique intended to
improve the performance of its core technology. The new
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optimization incorporates research into varying translation models similar to the IBM model 2 approach.
KantanMT http://kantanmt.com
ADAPT Centre www.adaptcentre.ie

KU Leuven selects Plunet

Hispano Language Advisory www.myhispano.com

Survey: global language services and
technology market

Common Sense Advisory, Inc., an independent market
research firm specializing in the language services industry, has issued a call for participation in its annual global
language services and technology market survey.

The University of Leuven (KU Leuven) has selected
Plunet BusinessManager from Plunet GmbH, a provider
of business management software for translation services
and agencies. The academic partnership will provide
students of the Postgraduate Programme in Specialized
Translation with an opportunity to master translation and
project management tools and skills.

Common Sense Advisory, Inc. www.commonsenseadvisory.com

Net-Translators partners with QualiTest

■ text&form GmbH has been certified according to
ISO standard 17100.

Plunet GmbH www.plunet.com

Net-Translators Ltd., a provider of translation, localization and multilingual testing services, has partnered with
QualiTest, designers and providers of contextualized software testing solutions.

Net-Translators Ltd. www.net-translators.com

Announcements

Company milestones

■ Eriksen Translations Inc., a provider of language services such as website and software localization, voiceovers
and subtitling, is celebrating its 30th year in business.

Eriksen Translations Inc. www.eriksen.com

■ Hispano Language Advisory, a provider of services such
as translation, desktop publishing, localization, technical
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writing and text review, is celebrating its tenth anniversary.
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Certifications

Recent industry certifications
text&form GmbH www.textform.com

■ Saylon Consulting has received certification for the
ISO 9001:2008 standard.

Saylon Consulting www.saylon.com

■ Arancho Doc S.r.l. has received certification for the
ISO 9001:2015 and ISO 17100:2015 standards.

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

■ Omniage Ltd., a provider of language services, has
received EN ISO 17100:2015 certification.

Omniage Ltd. www.omniage.com
■

Skrivanek Group has achieved ISO 17100 certification.

Skrivanek Group www.skrivanek.com

C al e n d ar

March
19th International Conference on Linguistics,
Communication and Translation Studies
March 14-15, 2017, Sydney, Australia

World Academy of Science, Engineering and Technology
www.waset.org/conference/2017/03/sydney/ICLCTS

How We Built a Keyboard for Polyglots
March 16, 2017, San Jose, California USA
The International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/events/235627794

8th Annual International
Translation Conference
March 27-28, 2017, Doha, Qatar

Translation and Interpreting Institute
http://tii.qa/8th-annual-international-translation-conference

Intelligent Content Conference

March 28-30, 2017, Las Vegas, Nevada USA

Content Marketing Institute, www.intelligentcontentconference.com

TAUS QE Roundtable

March 30, 2017, Amsterdam, Netherlands

TAUS, www.taus.net/events/conferences/taus-qe-roundtable-2017

TAUS Industry Summit

April

March 22-24, 2017, Amsterdam, Netherlands
. a .ne e en conference a

he ne fi e ear

The Translation and
Localization Conference 2017
March 24-25, 2017, Warsaw, Poland
TLC Conferences, www.translation-conference.com

GALA 2017

March 26-29, 2017, Amsterdam, Netherlands
Globalization and Localization Association (GALA)
www.gala-global.org/conference-2017-amsterdam

Monterey Forum 2017

April 1-2, 2017, Monterey, California USA
Middlebury Institute of International Studies at Monterey
http://sites.miis.edu/montereyforum2017

MadWorld 2017

April 2-5, 2017, San Diego, California USA

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

1st World Congress on Translation Studies
April 10-14, 2017, Nanterre, France

French Society for Translation Studies, http://cmt.u-paris10.fr/cmt2016

DQF Manufacturing Industries Workshop
April 11, 2017, Mannheim, Germany

TAUS, www.taus.net/events/conferences/dqf-manufacturing-industries-workshop

Netflix: Creative Localization at Scale
April 20, 2017, Los Gatos, California USA
The International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/events/235673474

17th International ELT Conference
April 20-21, 2017, Muscat, Oman
Sultan Qaboos University, www.eltconf.com

12th EUATC International Conference
April 20-21, 2017, Berlin, Germany

European Union of Associations of Translation Companies
http://euatc.org/conference

II International Scientific and
Practical Conference
April 20-22, 2017, Riga, Latvia
BSA, LTTB, ECL, http://ecl.lv/conference
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SpeechTEK 2017

ITI Conference 2017

Information Today, Inc., www.speechtek.com/2017

Institute of Translation & Interpreting, http://iti-conference.org.uk

April 24-26, 2017, Washington, DC USA

TAUS Executive Forum

April 25-26, 2017, Tokyo, Japan

TAUS, www.taus.net/events/conferences/taus-executive-forum-tokyo-2017

May 18-20, 2017, Cardiff, UK

21st Nordic Conference on
Computational Linguistics

May 22-24, 2017, Gothenburg, Sweden

Localization Management Round Table –
Argentina

Language Bank of Sweden, http://nodalida2017.se

The Localization Institute, www.localizationinstitute.com/event/
localization-management-round-table-argentina

Brazilian Association of Translators, http://abrates.com.br/cadastropara-palestrantes-do-viii-congresso-internacional/?lang=en

April 28-29, 2017, Rosario, Argentina

ABRATES VIII

May 25-27, 2017, São Paulo, Brazil

7th Annual CTA Conference

Nida School of Translation Studies

Colorado Translators Association, https://cta-web.org/2017-annual-cta-conference

Nida Institute, www.nidaschool.org/nsts-home

April 28-30, 2017, Boulder, Colorado USA

May

ND Focus — Elia’s networking
days for Executives
May 4-5, 2017, Chania, Greece

European Language Industry Association, www.elia-ndfocus.org

BP17 Translation Conference

May 22-June 2, 2017, Misano Adriatico, Italy

Translation Forum Russia
May 26-28, 2017, Ufa, Russia

Business Bureau of the Association of Interpreters, http://tconference.ru

EAMT 2017

May 29-31, 2017, Prague, Czech Republic

European Association for Machine Translation, https://ufal.mff.cuni.cz/eamt2017

May 4-6, 2017, Budapest, Hungary
Csaba Bán, http://bp17conf.com

11th International Translation and
Interpreting Conference
May 10-12, 2017, Castellón, Spain
Universitat Jaume, http://blogs.uji.es/itic11

Wordfast Forward 2017

May 11-14, 2017, Varna, Bulgaria

connecting your visions,
technologies and customers

Wordfast, www.wordfast.com/conference/2017

Information Development World
May 15-17, 2017, San Jose, California USA
The Content Wrangler, Content Rules
www.informationdevelopmentworld.com

ALC Annual Conference

May 17-20, 2017, Miami, Florida USA
Association of Language Companies
https://alcus.site-ym.com/page/AnnualConfOverall

Software Localization Testing

May 18, 2017, San Jose, California USA

The International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/events/235674465

Information Creation · Translation/Localization
Desktop Publishing · Illustration/Animation
Automatic Publication · Information Retrieval
Process Automation · IT Services · Training · Consulting ...

www.star-group.net
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Community Lives
The community anchor
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.

When I find myself puzzling over some community
issue in the localization world, the first person I turn
to for help is Jeff Beatty, head of localization at Mozilla.
Beatty is multitalented and has a wealth of experience in
a variety of aspects of the language industry. In addition
to his experience in the corporate world, he is an adjunct
professor at Brigham Young University teaching a course
on translation technology. His work as an active volunteer
and collaborator in many different translation projects
and his fervent advocacy of open source as a force of positive community impact have given him a much-valued
and sought-after expertise in community translation. The
BBC and The Economist have interviewed him focusing
on community localization practices in open source for
under-resourced languages. Aside from his professional
attainments, Beatty exudes a level of passion in community affairs that is hard to equal.

Jeff Beatty
Jeff Beatty is the head of localization at Mozilla, the makers
of the popular open source web browser, irefox. He holds
an MS in multilingual computing and localization from
the niversity of imerick. He has also been featured as a
localization expert in prominent global publications such
as The Economist, El Universal and MultiLingual.

Given his expertise in language and technology and the broad experience
he brings to the community table, Beatty is well placed, perhaps uniquely
so, to provide insights into the shortcomings of the tools and techniques we
currently use. Across the localization board, there are numerous applications
that facilitate our work as translators, localizers and so on. While we all have
our favorites, we still have to resort to workarounds. In other words, for all the
tools at our disposal, there is no single app that covers all requirements. Is such
an all-singing, all-dancing app a pipe dream? We won’t know until we muster
our community and unite it in a common purpose of working toward it. The
ingenuity that open source developers show suggests that it’s worth fixing on
this lofty goal. However, that must be predicated on increasing the efficiency
within the community in order to bring members together with the purpose of
harnessing the maximum potential each member has.
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In the following paragraphs,
Beatty lays out his vision of a way of
maximizing the impact our community can have. It’s a challenging task,
but since when did the language
industry falter in our endeavor to
facilitate communication between
people across the globe?

Wish list for a community
localization roadmap

The cornerstone of my career
within the localization industry is

Colum n
community. After nine years in the
industry, I’ve observed social translation and localization go from a
niche, experimental model for translating projects to a viable alternative
to the traditional translation models
for certain content. Within my role
at Mozilla, I’ve trained volunteers
from a wide range of backgrounds
and expertise, from developers with
a high level of technical expertise
to budding linguists interacting
with a translation platform for the
first time. Being well versed in the
community translation model, I have
collected positive anecdote upon
anecdote from people on both sides
of the social translation process:
the “client” organizations and the
“supplier” community translators.
I’m also keenly aware of the challenges each side faces. For buyers
adding a community translation
model to their translation processes,
it can be challenging to move from
the common “black box” mentality
to a more people-centric mentality;
and the translation technology we
use can facilitate this transition or
reinforce the traditional mentality.
I believe that many of our common
translation tools do the latter. Not
that this is a bad thing: these tools
have been developed according
to the needs of language service
clients, language service providers,
and professional translators in a
world where the operative currency,
is literally currency. In the world
of community translation, the
operative currency is clout and a
system based on clout exchange
can vary from client to client and
supplier to supplier. Because of this
(among other reasons), both client
and supplier in this model require a
different approach to the traditional
translation platform, specifically one
that emphasizes the human involvement in the translation process in
order to maximize the community’s
participation and impact. Some

of these features are specific to a
community model, but they can also
be very valuable to language service
providers as they manage their
own freelancer community. Rather
than attempt to tell tool developers
what features I believe need to be
prioritized in their roadmaps, I’d like
to offer something akin to a “user
story” for community translation,
broken up into five main points.

Do the basics so well that
your users don’t notice
In coming up with a minimum
viable product (MVP) for community translation clients and suppliers,
look no further than the standard
feature set we’ve all come to expect
from translation platforms. Like
professional translators, community
translation clients and suppliers care
about efficiency, quality and projectspecific data. Standard features
like translation editor, translation
memory, terminology reuse,
consistent document segmentation
and target preview are expected to
be present in a community translation MVP. As the world moves
more toward cloud-based services,
centralized translation assets in the
cloud are gradually moving into the
MVP space. Even machine translation is entering the MVP space for
translation platforms.
While these feature sets are
very familiar to all professionals
in our industry, the way that they
are integrated into the translation
platform should be considered
very differently from what a
professional would come to expect.
User-centered design advocates for
an approach that doesn’t make the
user think. This is especially true
for community translation models.
Where a professional might have the
skill set necessary to diagnose places
where their preferred translation
platform isn’t functioning properly
within one of these core features, the

same should not be assumed for a
volunteer. Clients and suppliers in a
community translation model come
from such a wide array of backgrounds that tool authors should not
assume the same level of specialized
knowledge as their traditional model
counterparts.
The need for these features to
work together seamlessly is higher
for stakeholders engaged in a
community translation model than a
traditional model. Limiting the need
for user intervention becomes one
of the highest priorities. A concrete
example of this is pretranslation:
where a professional translator will
expect to have control over how pretranslation functions, a community
translation supplier will want that
decision made for them, reducing
their need to tell the software what
to do.

Lower the learning curve
to only the essentials
Now that we’ve established what
an MVP for community translation
clients and suppliers looks like, let’s
build upon that by addressing the
variety of people attracted to community translation projects. In my
years working with communities,
I’ve met core contributors who had
a host of different day jobs. They’ve
been software developers, primary
school teachers, professional
translators, students and former
missionaries. This wide spectrum
of skill sets, backgrounds and
personalities requires that a translation tool finely attuned to the needs
of the community would have the
lowest barriers to entry. At Mozilla,
we learned this through trial and
error. For years, core contributors
needed to understand how version
control systems worked, along with
command-line interfaces in order
to make an impact. Now, our tools
perform periodic bidirectional synchronization with our repositories so
March 2017
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that our core contributors can focus
their time where they have the most
influence on translation and testing.
Core contributors come to a project
to have an impact — remember clout
as currency? The more time spent
learning to use a translation tool (or
learning to use it incorrectly) is time
spent away from the more impactful
activity of translation.
Lowering the entry barrier can
be done a number of different ways,
many of them involving making
decisions for the community. While
this can be good for a number of
things (such as automatic project
preprocessing or automatically
blocking badly localized strings
within the translation editor in real
time), the better route is to inform
the community in a language they
understand and provide as much
context as possible. Informing the
community can mean a lengthy
tutorial on a project or a tool, but I
recommend avoiding jargon-filled
user interfaces (UIs). Using a more
generalized language within a tool
for a feature like translation memory
helps to make the tool more accessible to all contributors, regardless
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of their background. While for many
of us the term translation memory
is obvious, it’s not so obvious to a
primary school teacher or even a
software developer. It may not even
be obvious to a client organization.
Avoiding jargon within a community
translation platform UI will help
client organizations recruit contributors and make their projects more
accessible to communities.
We know from the traditional
model of translation and localization that context is necessary to
reduce the risk of producing a
poor quality translation. Where
this is true within the professional
realm, it is doubly true within the
community realm. Context-based
features improve the community’s
potential for impact and help to
lower the learning curve to participating in a project. In-context
translation is a great example of a
feature that uses context to inform
the decisions of the community
translation supplier when they
are executing the translation.
In-context translation is easier for
documents and web sites (thanks
to document preview technology

and text scraping), but it can be a
challenge for software applications.
The world of in-context translation
for software UIs is coming, thanks
to the advent of technology like
run-time string delivery versus
build-time string resource bundling.
It will be very interesting to see how
the translation platform developers
adapt their tools to include in-context
translation.

Improve team collaboration
within translation platforms
This is a realm of features that
have only recently begun to be
manifest in translation platforms
and are of critical importance
to any international team or
community: the ability to communicate with another contributor
in real-time, within the translation
environment. Robust communication features within the translation
environment can help provide a
safe space for asking questions,
making comments, and can even
provide a vertical communication
channel between new members
of a community, senior members
of a community and the client
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organization’s project manager. It
can also help community members
to establish clout within their
community and in the eyes of their
organization by allowing them to
more openly position themselves
as the community’s resident
expert. One reason community
members need these features
within the translation environment is that they want to remain
engaged in the task of translating
while being able to ask questions
within the environment in the
moment they need the answers.
Instant messaging services help to
accommodate this need, as well as
an in-app inbox, and forum-like
commenting linked to an individual translation unit.
One of the biggest reasons for
adopting more robust communication services within a translation
platform is quality. We live in an
age where a translation from a
community member can simply
be accepted or rejected without
expressed cause. This, unfortunately, does nothing to contribute to
a contributor’s need to build clout
in exchange for their participation.
The contributor has no idea why the
translation was accepted or rejected
and often is not even notified in
either case. This means that the
direct link demonstrating their
impact on a project can become
vague. Additionally, because they
don’t learn why a translation was
accepted or rejected, they miss out
on a valuable mentoring opportunity and positive feedback from
their fellow community members,
both of which contribute to a community translation supplier’s clout.
These features build a more stable
foundation within a community and
incentivize contributors to remain
with a project. As a result, the client
organization decreases the quality
risk of utilizing an amateur community for translation projects.

Use community metrics
to recognize impact and
measure quality
As a general rule, as a core
contributor’s clout increases, so does
the quality of their output.
At the point that they receive some
form of clout, their name and reputation are tied to the quality of their
output. Better quality output organically merits more clout, and thus
engenders a deeper desire to produce
high-quality output. Accumulating a
profile of skill, ability and translation
quality for individual contributors
and communities ensures that an
individual or a community’s clout
is on display, for better or worse.
Metrics on productivity, translation
errors, ratio of accepted translations
to rejected translations, technical

translation proficiency (for example,
no broken variables in a string),
responsiveness to reviewing new
translation submissions, all of these
metrics combine to produce data that
a community translation client can
use to distribute clout for high impact
performance from a community.
Community translation suppliers
would, ideally, be able to take this
clout with them wherever they decide
to volunteer. In my experience, many
of them have a number of irons in the
fire with other projects. Imagine how
much quicker and easier onboarding
a new volunteer would be if they
brought with them their metrics and
clout. Community translation clients
often spend a lot of time evangelizing
their cause and recruiting people
to donate their time. In the current
world, when a community translation
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supplier for one client project adds a
project from another client to their
list of community projects, they
essentially begin the journey of building clout all over again. If the data
were standardized and exchangeable,
that would save clients’ time in the
onboarding process and increase the
impact of the clout the supplier has
received in other projects.

Automate community
engagement in order to scale
Community engagement can
occupy a lot of the overhead cost
for community translation clients.
Between sending welcome emails,
notifications, encouraging activity,
responding to individual questions,
training and mentoring newcomers,
and giving recognition and clout —
all of this can occupy a lot of a client’s
time. So much time, in fact, that
scaling to involving community translation suppliers in new languages
risks failure of the whole program.
Invariably, the first line of responsiveness to a scaling issue like this is the
assumption that the client needs to
hire more people. I would counter
that our translation platforms could
rise to the challenge of automating
some of this overhead to make one
client project manager’s impact on
the community much greater.
Within the life cycle of a community translation supplier there
are various event-driven milestones,
such as creating an account in a
translation platform and submitting
the first translation. Most of the
time, either the supplier receives
no communication, they receive an
automated response confirming that
they’ve created an account (nothing
more) or the client manager reaches
out to say welcome and thank you
for the first contribution. None of
these currently solve our problem
of successfully scaling community
engagement for client managers.
By automating communication for
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specific events within a supplier’s
participation life cycle and attaching a
client project manager’s name to the
communication, we’re solving some
of this problem. It should be possible
to automate communication for most
of these events. GitHub does it, why
can’t translation platforms? If you
submit your first translation, you get
a thank you! If your ratio of accepted
translations to rejected translations
is above a specific level, you get a
notice of receiving more privileges
within the translation platform! If
someone in your community has
been inactive for six months, they get
an email inviting them back. All of
these events can be automated so that
the supplier receives their deserved
clout while the client can focus on the
nuances of community management
and making improvements to the
client’s process.
Let’s also take this a step further:
we should be able to automate
supplier recognition beyond an email.
Providing recognition for positive
achievements is a critical component
of the clout-based currency exchange.
The most successfully I’ve seen this
done is by a gamified user experience
design that awards a digital badge
when a supplier reaches a certain
volume threshold of words submitted
to the project. But it’s 2017; we can
do better! Clout is exchanged through
both intangibles and tangibles.
Imagine if a translation platform
could automatically detect when
a supplier arrived at a particular
achievement and then notify the
client manager with suitable options
for providing recognition. Imagine
if that manager could simply select
one of these options and the system
took care of sending that recognition
to the supplier. All of this, with the
only manual intervention being
that the manager selects an option
for recognizing the good work of a
supplier. That’s a translation platform
that I’d want to use! [M]
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Perspectives
Personal brand and
localization management
Max Lobanov
Max Lobanov is a localization expert with over 17
years of experience in localization operation management. For the past eight years he has been Google’s
quality manager first for Russian, Eastern Europe and
then 40+ EMEA long tail languages. He holds degrees
in philology and civil law.

I was once invited to a great event in Mountain View,
California, dedicated to the successful launch of a
really cool web service. Mountain View was at one
time a small town; a carriage stop for travelers en
route to San Francisco, and a vast expanse of stone
fruit orchards extending all the way to the foot of
the Santa Cruz mountains. Today it is home to some
of the world’s largest tech companies, with all of its
beautiful nature adding electricity and energy to the
air around it. Combined with the buzz of the launch
event, the atmosphere was utterly vibrant; a whole day
of happiness capped off with a wonderful gala dinner awaiting us the following night, starring a speech
from our captain, the famous super-charismatic vice
president we all admired.

Ian Hill
Ian Hill has led localization programs for some of the
world’s largest products. He has managed Google’s localization program for apps products, launching brand
new products like Google Drive, Google Calendar and
Inbox by Gmail. He has learned nine languages and
lived in five countries on two continents.

Out the window on my left, the sun was gradually growing deeper red
as it prepared to dip down behind the mountains to the west, and in an
exuberant mood that teetered on explosive excitement, I poked the elevator button. The doors opened and there stood our vice president, alone
with beaming energy and a charismatic smile.
Instead of returning a smile, a handshake and a smooth-polished
elevator speech on the project that my team and I had labored on for
countless hours, instead of offering to tell him more over coffee and

instead of making another huge
unscheduled leap in my career, I
could only manage an unceremonious mumble, “First floor, please.”

Softs skills
After stepping into that elevator
six years ago I decided that a great
March 2017
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Terms such as "adventure" mean different things in different cultures, as shown in an HSBC ad.

metamorphosis in my career was
necessary. We must always be
prepared for such serendipitous
and synchronistic meetings. To be
alert and ready, prepared for those
elevator pitches. It is important to
sharpen the saw of our soft skills
and build our personal brand, to
be human alongside being great
and well-known within our roles.
Even a world-class specialist is
destined to remain only a specialist without soft skills. To make
the next leap in your career, you
absolutely need the human element of soft skills.
Amidst a sea of definitions,
we can define soft skills as basic
human attributes, those subtle
ways of being amazing to work
with, amazing to talk with. We
could define it as charisma, but it’s
far simpler than that. Feeling comfortable in professional situations,
being easy to talk to, being able to
listen to and respond thoughtfully
to others. Soft skills are a flavor
of brand-building skills. This may
sound simple, and yet in practice
it’s often uncommon. We’re
simply too busy to remember to be
human.
Each of us should also feel
comfortable gaining visibility.
Some of us may feel humble or shy
when it comes to trumpeting from
the rooftops the details of our
latest launch or achievement. Yet
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it is highly necessary to be known
within an industry. Social networks are one of your best friends
here and a great platform for
personal brand building. Advertise
yourself. Share important events
from your professional life. Write
articles.
To efficiently manage your
brand, I recommend creating a
personal public relations plan for a
year, broken down into actionable
strategies for each month and week.
Your year plan could include goals
such as nabbing ten job interview
invites, 200 likes to your posts on
professional topics and 300 new
followers, but broken down into
actionable tasks for the month or
week. Include short-term goals,
such as doling out a certain number
of weekly posts or updates, or
making contacts with people and
companies you like and respect.

Communication
Without refined communication
skills, the effort to create a great
personal brand will end up on the
rocks. To build a strong brand, we
must know how to communicate
well with those we work with. A
meeting or conversation that flows
easily, where goals on both sides
are achieved — seemingly without
effort — feels amazing.
For some, communication
comes without effort, while for

others it may be hard to communicate without preparation. So prepare!
It is always a great idea to check in
advance whom you will be meeting
with and what their needs may
be. Being prepared will make you
an efficient communicator and
will help you leave a lasting good
impression.
About ten years ago I was
interpreting for the head of one
of the world’s largest telecommunication companies. We hadn’t
met prior to that meeting. Imagine
my surprise when he entered the
room, shook my hand energetically and said, “Hi, Max! Great to
meet you. I’ve heard you’re a great
translator, and I will do my best to
be a great speaker.” First, he knew
my name. Never underestimate
the power of knowing a person's
name, and using it when you speak
to them. Second, he checked
information about me and my
reputation. Lastly, he offered his
help to accommodate my needs.
Although he was the customer, he
treated me like a partner. He took
a human approach. This is great
communication and relationship
building. Needless to say, I happily
went above and beyond that day to
help him. Be prepared for communication and it will play to your
brand.
It is also important to say a few
words about written communication.

C olum n
This includes skills in email writing
and creating presentations. The
shorter your email or slide is, the
better. Action is often directly
tied to the length of written
communication.
Consider the goal of your communication. Do you wish to get an
answer to an important question?
Do you need buy-in? Be sure that
your communication is not only
concise, but that the purpose is
clear. Use bold font headers in
longer emails, and be sure any
questions or calls to action are
clear and easily stand out. If your
call to action or question is buried
in long text blocks, you may not
get an answer to your question or
meet your goals. We are all busy in
today’s work environment.
Consider also that negotiation
and gaining buy-in is best done
in person, according to Stuart
Diamond, negotiation guru and
University of Pennsylvania Wharton School Emeritus Professor of
Legal Studies and Business Ethics
and author of Getting More: How
You Can Negotiate to Succeed in
Work and Life.
We can’t stop, however, at
merely creating good written
content. The delivery is equally
important. Here again, step into
your audience’s shoes to consider
how they would like to receive
your presentation. This will help
to make sure your information is
correctly received, and any goals
of the presentation are met. Is
your audience relaxed and casual?
Would your audience like more or
less data or graphs? If not, would
they like an appendix with links
to more information? Would they
prefer only major points on slides,
while you animatedly speak the
bulk of the information? Ask a
trusted teammate to review your
slides and presentation, and ask
for feedback and incorporate it.

Coaching, giving and
receiving feedback
Whatever your actual title may
be, you wear many hats. For example, I may be a project or program
manager, a language specialist or a
director, but each day I wear hats
across different functions, such
as leader, analyst, idea generator,
manager, mediator, executor and
so on. It is important to perform
well in each functional area that is
necessary within your role, whether as a leader and idea generator,
mediator or giver of feedback.
There are bound to be critics and
those who disagree with us from time
to time. To disagree is human, as
we all perceive information through
different filters based on our backgrounds, culture, history, education
and so on. Welcome those who
disagree, but be prepared to speak to
them in a calm and relaxed manner.
When disagreements or side topics
and conversations wander too far
off topic and time is constrained, ask
others to set up spin-off meetings
or create follow-up action items as
needed.
Learn how to give valuable feedback. The result of giving feedback
is a new correct course of action.
In the end, those you give feedback
to will be grateful. This skill needs
to be constantly polished.
Hand in hand with giving
feedback is coaching. This is different from teaching or directing.
Instead of telling people what to
do, guide them so they themselves
make the right conclusions and
decisions.
It is also necessary to receive
feedback actively and to be grateful
for it. Listen carefully. Don’t interrupt and don’t defend. Listening
is passive. Ask for examples and
suggestions on how to improve.
All of these skills will come in
handy when you work on your own.
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However, they are even more useful
for managing and leading others.

A few tenets of
great leadership
But first you need to build
your team. And here it is vital
to mention the importance of
interviewing skills. The interview
helps you to perceive the person
you’re considering hiring, the fit of
this person within the larger team,
and their potential value-add to
the company. Interviewing is pure
communication, so keep it human.
Keep it conversational. In addition,
an interview is a great opportunity
to tell a promising candidate
about yourself, your team and
the company. The interviewee is
simultaneously interviewing you
(even if they do not ask questions),

so it is imperative to pique their
interest.
It is especially challenging to be
a leader in large global companies,
where people have not only different views and mentalities — norms
shaped over millennia across
culture, custom and history — but
the added dimensions of geography and time.
Any such manager should be
familiar with Geert Hofstede’s
writing on culture, and books such
as Terri Morrison’s Kiss, Bow, or
Shake Hands may also help you
navigate cultural variations across
borders. I’ve always loved the
colorful ads HSBC used where
they state they are “The World’s
Local Bank” — the type you see
if you’ve ever sleepily trotted
through airline gangways in
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London’s Gatwick or Heathrow, or
thumbed through magazines.
These ads somewhat succinctly
sum up Hofstede’s writing on
cultural nuances. We all think
and act differently, and terms like
standard and normal are relative.
The great news is that you can
develop a great leadership style by
assimilating cross-cultural awareness and appreciation.
A good leader will use this
awareness and appreciation
in unison with all of the skills
discussed here. Read about leader
charisma and how you can build
it. One of the leader’s primary
tasks is to present the team in
front of higher level management
and company leadership. The
better your team is, the better the
perception of your own leadership
brand is and vice versa. A leader is
not only the heart of the team, but
also its beautiful shining face. It is
a leader who is associated with all
the successes and failures of the
team. That’s why it is so important
to know how to create visibility
and represent your team in the
best possible way.
Another important skill for a
manager is the ability to motivate.
It is a well-known fact that undermotivated employees are less
efficient and do not meet the goals
set for them. Although money
is often a great motivator, a true
leader can motivate without it. A
motivated team is a reliable support for a manager. Any task can
be easily delegated to a motivated
employee or vendor. This means
that delegation is also an important skill. There are many delegation techniques, but one of my
favorites, which I find extremely
useful, is the Eisenhower Matrix.
The Eisenhower Matrix recommends delegating urgent but not
important tasks, freeing up time
for strategic work.
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Energy is quite likely the most
important managerial skill. Here I
don’t mean energy born from coffee
or the myriad of energy potions,
but instead the ability to remain
balanced in life in a way that allows
you to sustain high performance
and switch on charismatic energy at
just the right time. Energetic people
are always wonderful to work with.
It’s like the lights are on inside
them. They smile. They’re eager
to help. They listen. They have
fresh ideas and they don’t impose
them on others. They develop and
lead. The secret of energy is that
it materializes when a manager
possesses all of the skills mentioned
above and other soft skills, while
remaining balanced in life.
If you’re willing to practice every
day, all of this is possible. We have
access to thousands of books and
trainings dedicated to these topics.
After my 30 seconds of shame in
the elevator with our charismatic
vice president, I decided to focus
on these same skills I’d witnessed in
him and other great managers. That
was six years ago. The next time
I land in the proverbial elevator
with him, it might just go a little
differently.
“Hi Frank!” I exclaim, full of calm
exuberance as I step into the elevator.
“Hey, how are you?” Frank replies.
“Really great! My name is Max
Lobanov. I’m very happy to meet
you. I’m glad I bumped into you,
because I’d wanted to tell you that
it was honor to work on your team
for this awesome launch. In the
last few weeks my team has been
working day and night to make
sure we launch the new service in
100 languages around the globe. I
was personally responsible for the
localization quality in Russia and
the Ukraine! I assure you, our users
will be happy.”
“Wow! Thanks for your contribution, Max! It was awesome work.”

“You’re welcome! If you would
like to learn more or have any
questions around localization
quality, I’d love to chat.” I’m feeling really good now, as I reach
my hand out to him. “Here is my
business card.”

“Great! Actually, I do have questions
about localization. I will contact you —
we should grab coffee on Friday.”
“Cool, that sounds perfect. Have
a great evening!”“Thanks, Max! You
as well!” Frank shakes my hand, and
we part ways. [M]
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Scammers in the
translation industry
Daniel B. Harcz

Daniel B. Harcz has been running Harcz & Partner Ltd.
since 1998.

I have been running a small translation company in Hungary since
1998, and I have been experiencing a sudden surge in the number of
scammers trying to deceive me in the past two or three years. Last
summer, I inadvertantly assigned a 5,000-word Slovak into English
translation project to a new translator who delivered a machine
translation, and put us in a very difficult situation. We managed to
have the source text retranslated by a professional translator before
the deadline, but things could have gone terribly wrong if our deadline had been tighter or if we had paid the original translator before
ascertaining the quality of their output first.
There are various types of scammers active on an international level
in the translation industry. This article aims to ring the alarm bell by
directing attention toward scammers and describe the practice of the
two most common types with the objective of warning fellow translation
company owners and managers of this danger and possibly contributing
to their ability to fend off scammer attacks in an efficient manner.
The first type of scammer (and this is the one that has been around
for at least a decade) pretends to be a client. They insist on paying the
service provider by check, and upon completion of the translation
project, they send a check issued for a much larger amount than what
would be due. When the check is already on its way to the translation company, the scammer informs the service provider that it has
been issued for the incorrect amount by error, and requests urgent
reimbursement. So the recipient of the check transfers the difference to
the sender. However, the check turns out to be bad and doesn’t clear.
The second type of scammer, which started wreaking havoc in the
translation industry more recently, pretends to be a freelance translator.
They submit their application to numerous translation agencies and they
accept projects from the ones that believed they are actual translators.
They agree to payment upon delivery or shortly after delivery — by PayPal
or Moneybookers on most occasions. They use machine translation (such
as Google or Bing Translate) to render the source text into the target
language, and then if they speak the given language, they edit the output of
the machine translation to improve it a little. Or they simply submit it to
the agency if they are unfamiliar with the target language. Then an invoice
is sent to the client immediately. If the client pays the invoice right away
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or within a few days of receipt, then
the terrible quality of the translation
is revealed by client feedback only
after the payment has been made, and
the money will never be recovered.
What are the most common
hallmarks of the typical application
message of a scammer of the latter
type? Well, here they are, without
aiming to provide an exhaustive
list. If at least two or three of
these features are exhibited by the
application message you receive,
you should be extra careful with the
applicant as they are most probably
a scammer looking for an easy gain.
[ The subject line of the application
message contains several language
combinations where the applicant
indicates that they are able to
translate both ways. In many cases,
the subject line specifies one or two
exotic languages (such as Indonesian
or Thai) and English, or one or two
Scandinavian languages (typically
Danish is one of them) and German
and/or English. This should immediately arouse suspicion.
[ The name of the applicant is not
a typical name of the country where
the target language is spoken. Most
prevalent are English names even for
Scandinavian or German translators.
[ The application message in the
message body is written in bad
English, typically with bad style or
bad grammar, even when the sender
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claims to be a native English
speaker. The sender often appears
almost semi-illiterate based on
the number of orthographical and
stylistic mistakes contained in their
sentences.
[ The sender’s email address
contains numbers or extra letters
in addition to the name of the
sender. Their email address typically
only differs slightly from the email
address of the professional translator
from whom the attached CV has
been stolen.
[ A free email address is used by the
sender, such as Hotmail or Yahoo,
although it must be mentioned that
this feature alone should not arouse
suspicion as most professional
freelance translators use free email
addresses. However, scammers
never use a paid email address as
they frequently change their email
address.
[ There is often a CV attached to
the application message. This CV
has typically been stolen from a
professional freelance translator, so
it looks real and is perfect in every
way. CVs can easily be obtained in
various ways as it is in the interest
of their owners to disseminate them
to prospective, potential clients.
However, CVs sent out by scammers often contain fewer language
combinations than specified in the
subject line or message body of their
application email message.
[ The way the sender addresses
the prospective client is either too
endearing or outright grammatically
incorrect. These include addresses
like “Dear,” “Hello Dear,” and “Dear
Sir/Madame.” The last one betrays
that the sender has no idea what
the difference between Madam and
Madame is.
[ The way the sender finishes
the application message can be
rather revealing, too. These include
“Cheers,” “Blessings” and a firstname signature only, without a

surname, like “Thomas” instead of a
full name.
[ The style of the application
message can be exceedingly selfeulogizing, it can be overly sentimental or exaggerating, often very
long and off-point, and it often does
not take into account the parameters
of the recipient, so that it is clear
that the sender is targeting a large
number of translation companies in
their campaign. Some application
messages are basically a long juxtaposition of positive attributes and
linguistic abilities.
[ There is a succession of sentences
that appears in many of these
malevolent application emails, such
as: “My usual rate is EUR 0.06 per
source word. But I prefer to work
at EUR 0.08 per source word.” The
moment I encounter these two
sentences, I delete the message
automatically, and block the sender.
The exact rates contained by these
sentences vary slightly (between
EUR 0.05 per word and EUR 0.10
per word).
[ If they receive a response from
the prospective client, they often
take their time writing back, and
the reply message is conspicuously
short, and, again, displays some of
the hallmarks of the original application message.
[ Receiving applications containing
very similar cover letters within
a short interval (within a quarter
of an hour or less) is an obvious
sign that these cover letters were
not written by genuine applicants or
freelancers. Instead, they are most
likely the serial product of a scammer who is trying to multiply their
chances of achieving their goal by
sending out applications in the name
of several freelancers.
On the whole, it can be established that the people composing
and submitting messages bearing
at least two or three of the traits
listed above have meager notions

or absolutely no grasp at all of the
way the translation industry actually
works. They have probably never
translated a single word for money,
and they have never learned a foreign language at an advanced level.
They are typically not even familiar
with the basic mechanisms of the
translation process, have no idea
what words like proofreading mean,
and are at odds with terms like
target word, source word, CAT tools
and other abbreviations frequently
employed in the translation industry.
I even take the liberty of assuming
that scammers who try to make
ends meet by deceiving translation
agencies have no respectable
profession at all. It certainly
appears to be difficult to apprehend
them and bring them to justice
to account for their misdeeds.
If the query is clunky enough,
it is unlikely the scammer will be
hired. However, a small percentage of
swindlers are quite good at pretending
to be real translators. They not
only steal CVs from professionals
but cover letters and application
messages, too. The only difference
consists in the one added number or
extra letter in the email address from
which they approach their prospective
clients/victims. Therefore, when
there is uncertainty regarding who
is being dealt with, in order to sort
out the men from the boys, it is
highly advisable that employers of
freelance linguists try to verify the
truthfulness of such applications
by requesting and contacting
several references, asking for a link
to the linguist’s ProZ profile and
checking it out carefully, as well as
engaging the person in a Skype or
telephone conversation, preferably
using microphones. If the target
language in question is English or
another language you speak, and the
linguist has an accent that betrays
them being not a native speaker
of that alleged target language,
March 2017
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the scam is uncovered, and the
application can be discarded.
Last autumn I received an
application from an alleged Italian
into English translator, who even
boasted of being a conference interpreter in the same language combination. Something in his application
message caught my eye and aroused
my suspicion. It was a grammar
error in one of his English-language
sentences. I called him by telephone, and a person with a very
strong French accent responded.
He turned out to be the sender of
the message I had received a minute
before, and within five seconds, I
knew he was not a native speaker
of English contrary to the claim
in his CV and application message. He was struggling with the
language as we kept talking to each
other, lost for words due to lack of
English proficiency and practice.
What I found even more annoying
was that he felt offended by my
decision not to use his services,
and started telling me off in no
uncertain terms. After hanging up
the phone, I discarded the application, of course, and moved on.
It is definitely worth having a
short conversation with applicants
where there is even a vague suspicion that they might be pretending
to be somebody other than who
they actually are. It is better to
be safe than sorry even when
your deadline is tight, and the job
needs to be assigned right away.
Let us hope, in the interest of the
global translation community, that
articles like the present one and
day-to-day communication between
translation companies will make it
easier for employers in the international translation industry to take
precautions and prepare for scammer attacks in a more vigilant manner in order to filter out scammers,
and assign their translation projects
to real freelancers instead. M]
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Hyper-global
brands design
websites as apps

Benjamin B. Sargent
Benjamin B. Sargent is a senior analyst at CSA Research.
He has worked in the language services industry since 1989.

More than 50% of searches, globally, now take
place on a mobile device. Additionally, 80% of
Facebook ad revenue has shifted to mobile. Digital experience experts now focus on smartphones
as the primary platform to design for. People who
carry handheld devices download apps for handling frequently repeated tasks, like checking the
weather, but otherwise expect to perform functions via their mobile web browser. Increasingly,

business-to-business and business-to-consumer
companies alike provide an app-like experience
for their brand websites. An app provides added
convenience and speed for heavy users, but the
same features and simplicity of app experience
can now be found on many advanced websites.
For customer acquisition purposes, global brand websites and campaign landing pages should load on a mobile
March 2017
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Figure 1: GoDaddy.com offers a different experience on iPhone versus desktop. Source: Common Sense Advisory, Inc. and GoDaddy.

browser with the look and feel — and
function — of an app. Even for many
physical product manufacturers, the
brand website is a point of entry for
audiences that, if converted, transition to using an app. To narrow
the gap between the first visit and
an ongoing customer relationship,
where audiences will spend more
time on the app, brands bring the
look and feel of the app or apps over
to browser-based experience.
In best practices reporting from
2010 onward, Common Sense Advisory (CSA Research) has propounded
taking an app-like approach on global
websites. Today, the convergence of
market globalization, smartphone
adoption and the growing maturity of
digital and localization practices have
pushed app-like web experiences into
the mainstream for high-tech and
native web brands. Companies in
other industries will eventually adopt
these practices as well, as digital
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teams recognize an opportunity to
grow market share.

App-like websites get
more languages
It turns out that app-like websites get localized into many more
languages than old-school, desktopcentric websites. Each year, CSA
Research categorizes the websites of
100 global brands, each offering at
least 30 languages. In 2016, the 17
sites using an app-like user experience design averaged 55 tongues,
while those delivering a more traditional page-oriented experience averaged only 35. Significantly, 11 of the
12 sites offering 45 or more languages
look and function like apps. What’s
the correlation?
Streamlined development and digital content production allow brands
with app-like sites to add languages
faster — with lower expense — than
traditional document-oriented web-

sites. App-style features and design
typically centralizes code and content
development, versus traditional sites
where regional and local subsidiaries
might develop their own features
and content. If the companies that
consider their website an app are
the kinds of brands that globalize
before creating powerful in-country
subsidiaries, and those companies
tend to add more markets, that partly
explains the correlation. However,
lower cost and less organizational
friction lower the bar for return on
investment in entering new markets,
thus providing a more direct explanation for the 57% more languages
found on app-like websites.

Mobile-forward design
expands global market share
Earlier research demonstrates
how quickly the opportunity curve
drops on the long tail of languages,
with the size of the market getting
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Figure 2: The same experience loads on adobe.com regardless of device or market. Source: Common Sense Advisory, Inc. and
Adobe Systems, Inc.

ever smaller as brands push further
in search of new audiences. According to CSA Research’s annual review
of top global websites, of the 2,657
brand websites CSA Research visited
in 2016 only 150 publish in 25 languages or more. Examining the global
web presence of these companies,
CSA Research identified significant
differences in approach between
brands that get stuck at 25, 30 or 35,
versus companies that push through
to 45 or more languages.
The most advanced app-like websites exhibit traits that CSA Research
identified in 2016 as “mobile-forward
design.” Extending the idea of mobilefirst, these brands not only design first
for the small screen, they put that experience forward onto desktop screens
as well, using responsive web design.

Thus, a mobile visitor encounters a
mobile-friendly website. The same
visitor who returns to the website on a
large screen finds the same experience,
or one that is already familiar but now
in a larger format. Responsive web
design enables consistency and flexibility in global customer experience.
In mobile-forward design, the
same experience is loaded not only
on all devices, but also in all country
and language markets, providing
benefits to both customers and
brands. Some sites, such as godaddy.
com, create different experiences on
each platform. This approach creates
confusion for device-swapping users
(see Figure 1). It also raises obvious
concerns for globalization, as two
separate experiences are required to
support each market. Adobe adopts

the best practice for adobe.com by
loading the same experience on all
devices, in all markets (see Figure 2).
Best practices such as app-like
experience development drive return
on investment (ROI) for market
entry and growth, by helping a brand
to develop and release new features
faster across all markets and improve
customer experience, two critical factors in global competition. Research
finds that centralized production
accelerates content velocity, which
in turn improves content relevance
and ramps the quantity (and quality)
of traffic from search engines. Lower
costs improve ROI parameters for
new languages allowing brands to
expand market coverage to 40+ languages, growing their global market
share. [M]
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Leveraging
video marketing
in different regions

Sergio Arboledas
Sergio Arboledas is digital marketing
manager at Loveurope Group, a London-based advertising production services group. He is in charge of all things
marketing (email marketing campaigns,
social media, SEO, SEM, event organization and content creation) and supports
all the Loveurope Group brands.

Video is currently exploding in the content marketing arena and its popularity is increasing with
each passing quarter. According to MWP, a video
marketing firm, 55% of internet users profess to consume at least one digital video per day. Couple that
with Cisco’s prediction that online video will account
for more than 80% of global internet traffic by 2020
and the trend becomes undeniably dominant.
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Increased mobile usage along with more sophisticated
internet capabilities have created the conditions for these
types of predictions to come to fruition.
In many parts of the world, YouTube is the single most
dominant online video platform. The company currently caters
to over one billion global users, or about one third of internet
dwellers, with hordes of new adopters added every day.
According to an October 2015 study from GlobalWebIndex, a minimum of three-fourths of internet users
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from every region of the globe used
YouTube in the month prior; in
Latin America, this figure rose to
93%. While these stats are absolutely
staggering, YouTube is still not the
preeminent video platform for every
global region; at least not yet.
If your company is ready to dive
headlong into global localization
strategies for video marketing, then
you will want to brush up on popular
portals and practices around the
globe.

Leading video services
across the globe

China: Many are aware that YouTube is outright banned in China
alongside other global social networks like Facebook, Instagram and
Twitter. Instead of providing these
services to its people, the country
opts to create alternatives that are
deemed acceptable by state figures;
platforms such as Twitter substitute
Weibo.
In the digital broadcasting realm,
the country gets its video fix from
several different sources.
56.com is one of the biggest and
most popular video sharing services
available to the Chinese. Founded in
2005, the service functions, and even
appears, quite similar to YouTube.
Another widely used service is
Alibaba’s Youku, or Youku Tudou,
as the two companies (Youku and
Tudou) merged in 2012. Youku is one
of the first video streaming websites
to hit China and is now the second
largest video platform in the country.
Similar to how the United States is
currently experiencing a boom in live
streaming video, China is following
suit. The influx of live video content
is attributed to the fact that young,
mobile audiences crave less polished
and brasher content, which is much
more common in live streamed
offerings.
The Chinese have a leg up on
American markets because they have

effectively monetized live streaming
platforms, such as YY and Ingkee.
These services routinely pay publishers for their streams.
Russia: While Russia isn’t too far
from China in a geographical sense,
their video consumption habits
could not be more different.
YouTube retains its leading status
in Russia, but with a much looser
grip than in the United States.
If you were to reference the top
Russian websites for TV and video,
it is clear that YouTube is king of the
hill. Shortly behind the ubiquitous
video platform, however, comes
Rutube.
Rutube is a widely popular video
sharing platform in Russia that was
founded in 2006. The platform varies from YouTube slightly in that the
site’s content includes video from
private users as well as licensed programming from various entertainment companies.
But one cannot talk Russian social
media without mentioning VK,
Russia’s leading social network. The
website caters to roughly 46 million
users and has a specific section dedicated to video content, making it a
highly popular destination.
Turkey: Traveling a bit further
west, Turkey is a nation that has
had an on-again-off-again relationship with YouTube, most recently in
regard to a military coup.
Despite its complicated status
with the video streaming platform,
YouTube still remains the second
most popular website in all of Turkey.
That aside, Turkey’s number one
local video website and number three
video platform overall is izlesene.
With that information under your
hat, let’s take a look at some general
best practices for reaching audiences
on these video service alternatives.

Localization best practices
When adapting or creating video
content for foreign audiences, it is

vital to study the region so as to generate the most influential materials
possible.
That said, it is necessary for brands
to partner with experienced localization agencies so that this work is not
left to those with a less sophisticated
comprehension of the process.
While voiceover is one of the most
common forms of translation for
places like Eastern Europe, making it
an excellent strategy for Turkey, the
overwhelming majority of culturally
adapted content is subtitled for the
audience.
Do be sure, however, to work with
skilled professionals to complete this
work; many colloquial terms and
cultural phrases hold vastly different
or no meaning whatsoever in other
parts of the world. This could cause
a marketing message to completely
flop.
Moreover, it is crucial to consider
the audience you are targeting and
the type of content you aim to serve
them. If you cater to a more artistic
crowd, there might be Vimeo-like
alternatives that would better suit
your offerings.
All in all, the best way to go about
marketing content in different global
regions lies in treating each video like
a campaign unto itself; this will allow
you to focus in on the exact elements
and messages for a particular country, which increases your chances of
success.
Video content is taking over
online traffic in many parts of the
world. As more internet users are
brought into the fold by gaining
access to the world of online media,
video will continue to become more
popular and engaging for audiences
young and old. Be sure to strike while
the iron is hot and get in on publishing branded videos worldwide on the
various platforms that are offered.
Just don’t forget to hire the pros
to help you reach those audiences
properly. [M]
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Marketing in India

Vijayalaxmi Hegde
Vijayalaxmi Hegde writes for Moravia about various aspects of translation and how it aids
and influences global marketing. She has been creating content for the language services
industry since 2010. Her other interests are plain language and alternative education.

I
ndia straddles many worlds, and so must
you if you wish to make your mark here. Each

state or region in India comes with its own culture, language and local market practices interwoven with some common threads. Similarly,
while there are international trends picking
up steam in India, you do need to be flexible
enough to adapt your ways of working to the
Indian market.
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When you’re considering marketing in India, you
need to consider important trends in Indian consumer
culture, the eCommerce scene and how you can adopt a
nuanced localization approach.

Digital is seen as intrusive
While inbound marketing practices are slowly catching up, advertisements and other traditional marketing
channels cannot be ruled out. But, hey — no cold calling!
That's not going to work in any market, not even India’s,
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Figure 1: The Times of India insisted that its website visitors disable ad blockers, or
else they would simply be denied content. Picture courtesy of scroll.in.

despite the fact that a lot of cold calling gets outsourced to the country.
According to digital news portal
Medianama.com, while television
continues to account for a majority
share of advertising spend, digital
advertising grew by 45% in 2015 with
expected growth of 47% in 2016.
While this may look good from a
marketer's perspective, and you may
be planning to increase your budget
for online spend, the customer's
experience with ads on Indian cyberspace has been far from delightful.
A Kantar TNS survey found that
nearly half (47%) of India's connected
consumers feel “constantly followed”
by online advertising. Apart from the
fact that the ads are highly intrusive
and ruin the customer experience,
content publishers also seem to be
thick-skinned to such complaints. One
of the country's leading newspapers,
The Times of India, asked people to
switch off their ad blockers, or else
simply be denied its content (Figure 1).

Expect to be on your
social media toes
With the growing number of
smartphone and internet users in
India, customers are increasingly
turning to Facebook, Twitter or online
consumer forums to vent their anger
against brands. About 25% of India’s
online consumers are aware of brands’

social media presence and are posting
their grievances online before lodging
their complaints in consumer court.
And online consumers are not a very
patient bunch in general: about 42%
expect a response from the company
within an hour.
While it may seem overwhelming,
global companies with a strong culture of customer support should be
able to handle it.

back massive marketing efforts. What
then is their secret sauce? In many
cases, it’s simply being very knowledgeable about the requirements of
their customers and meeting them
either through innovating products
and services or adapting processes.
The Dabbawalas of Mumbai are an
interesting, yet atypical, example. It's
not typical because the kind of excellence that this organization of mostly
semiliterate men has achieved and
maintained is not easy to find anywhere
in the world, let alone in India. They fulfill a uniquely Mumbai need: men need
to leave their homes early, so the lunch
their wives cook can't possibly be ready
by then. Enter Dabbawalas, who collect
the tiffin lunch boxes from housewives
and deliver them to their husbands in
offices across Mumbai. Food delivery
services have much to learn from the

Learn from small and
medium businesses
According to a report in The
Economic Times, in 2013 there were
close to 49 million small to medium
enterprises (SMEs) in India. It is important to note that microenterprises
(less than ten employees) dominate
with 94.9% of the SME sector, small
enterprises (ten to 100 employees)
account for 4.9%, and only 0.2% are
medium (over 100 employees). SMEs
are the backbone of the job market and
the economy, employing 40% of the
country’s workforce (almost 80 million
people) and contributing 17% to India’s
gross domestic product. Almost 45%
of all manufacturing activity is carried
out in this sector.
SMEs have achieved all this with
hardly any subsidies or tax exemptions from the government, which are
usually reserved for the corporates.
They also do not have deep pockets to

Lost in Transcreation?
Not likely.
There's more to making marketing
copy work in foreign markets than simply
translating the words. At Mother Tongue, we
use transcreation to produce copy that comes
alive in its local market and resonates with
the target audience.
Contact writers@mothertongue.com and
ask for Chris in London, Katia in Los Angeles
or Anne in Singapore.
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Dabbawalas' Six Sigma achievement,
which means they only make an error
in 300-400 of their roughly 80 million
deliveries in a year.

partnerships definitely reduce user
acquisition costs, grabbing up tens or
hundreds of millions of active users in
many emerging markets such as India.

Be prepared to compete
with Chinese companies

eCommerce parallels

Indian markets are fast becoming
dominated by Chinese companies in
various verticals, especially in mobile
phones and apps. Used to a highly
competitive atmosphere back home,
these companies have been innovative
in how they work in the Indian market. Junde Yu, managing director of
App Annie for the Asia-Pacific region,
told Tech in Asia in March 2016 that
the latest tactic Chinese app companies are trying is to partner with
other Chinese companies that have
active users in China to distribute
in India. These distribution channel

eCommerce companies, whether
Indian or not, have had to try many
new tricks to remain in the game.
A couple of years ago, Myntra, an
apparel retailer that’s a part of Flipkart, went completely mobile. It shuttered its website and forced people to
download the app. Never mind that
the approach didn't work; it still was a
bold and unprecedented move in the
world of online retail.
Amazon itself hasn't shied away
from learning from and collaborating
with the local market. To serve its customers in distant villages, it partnered
with mom-and-pop shops — India has
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more than 14 million of them, usually
smaller than 600 square feet. People
come to these shops, use the shop
owner's internet connection to look up
items on Amazon, and then place the
order through the owner's Amazon
account. The goods are then shipped to
the shop and the buyer picks them up.
It's not just the buyer that Amazon
has had to keep in mind, but also the
seller. In the United States, sellers
send their goods to Amazon’s fulfillment centers and pay a fee for the
corporation to store, pick, pack and
ship their wares. Amazon brought
these fulfillment centers to India as
well, but there was a twist — actually
two: Easy Ship and Seller Flex. With
the former, Amazon couriers pick
up packaged goods from a seller’s
place of business and deliver them to
consumers. With the latter, vendors
designate a section of their own
warehouses for products to be sold on
Amazon.in, and Amazon coordinates
the delivery logistics. Such flexibility
was necessary to make it convenient
for the sellers and win their trust.

Localization contradictions
and dilemmas exist
When it comes to localizing for
India, the trend usually has been that
international companies, especially
European ones, actually localize more
often and more thoroughly than Indian
companies do. This is because they are
used to serving multilingual markets
in Europe and are sensitive to the linguistic rights of their consumers.
Indian companies, on the other
hand, have mostly been slow in catching on, or at least haven't been localizing whole-heartedly. Why do I say this?
Multilingual advertising took off more
than two decades ago with the advent
of cable television. However, companies
haven't really kept up with localizing for
the web, even though the mobile phone
provides widespread connectivity.
Suburban and rural India are
fast latching on to the internet and
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unsurprisingly, their first steps in
cyberspace are toward Facebook,
WhatsApp and other social networks, which are very well localized
and hence easily accessible. When I
was at an event for web publishers
and advertisers a couple of years ago
in Bengaluru, a portal head reported
that most of their traffic was originating from social and not search.
Companies must also recognize the
rising sense of identity among digital
Indians. More and more, they are not
satisfied being served in English, or for
that matter, only in Hindi. Though it
has the highest number of speakers to
its credit, in reality it’s a regional language like all other Indian languages.
Adopting a Hindi-only approach may
backfire, especially in the cash-rich
southern states of India where Hindi
has no or very limited currency.
So, does that mean that you need to
start translating in all 22 officially rec-
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ognized languages? If you are a business-to-business company, the answer
is usually no, though do remember
that SAP has localized its entire product line into Hindi. But if you have a
business-to-consumer product in the
nonluxury category, you will have to
localize sooner or later.
Of course, you may need to prioritize and select languages to stay
in budget. Start with six to seven
languages, preferably Bengali, Hindi,
Malayalam, Marathi, Kannada, Tamil
and Telugu. This gives you coverage
over most of south, central, western,
and eastern India.

making changes to the product. Take
the case of McDonald’s, for example.
It had to come up with a whole new
range of vegetarian items to cater to
Indians, but that's not a big deal as
McDonald’s is known for its localized
menus in different parts of the world.
Still, it had to learn that in India, it
has to actually maintain two separate
kitchens in each outlet, so that the
cooks don't handle vegetarian and
nonvegetarian dishes together, or
cook them with the same utensils.
It's not just India: each country
needs a well-thought-out entry and
operation strategy. It's just that with
markets such as China and India, it
gets more complex because of the
vastness and diversity of the market.
There is no magic wand to be waved
for success, but companies willing to
take the time and learn will at least
not have to undo mistakes in a hurry
later on. M]

Product localization
may also be required
Many a multinational company has
learned the hard way that it cannot
impose its global business model and
practices on the Indian consumer.
Nor can it always hope to win without
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The impact of
digital marketing
disruption on the
localization industry

Fiona Brindle
Fiona Brindle is the marketing
executive at Capita Translation
and Interpreting. She is
responsible for several digital
marketing areas, including
content creation, keyword
research, SEO, social media,
blogging and email marketing.

I

t’s no surprise that more and more businesses are moving their marketing efforts to
focus on the digital landscape, but some are
going even further and are becoming purely digital brands. Businesses from a variety of sectors
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are challenging traditional marketing models
and disrupting the digital landscape — brands
such as Amazon, Airbnb, Netflix, Uber and
Deliveroo — with a seamless crossover of offline
and online activities.

Focus
This transformation of and dependency on digital marketing means
that the traditional split between
offline and online marketing no longer
stands, and they are no longer classed
as separate, segmented activities, but
must be integrated in order to deliver
the optimum experience to the end
user.

Increasing access
to the internet
Mass internet access isn’t limited
to Europe and North America; for
every internet user in the developed
world, there are two in the developing world. Internet users in India
increased 30% from 2015 to 2016.
In comparison, internet users in the
United Kingdom increased 0.9% for
the same time period. The Middle
East and Africa are also seeing more
and more individuals, households
and businesses connecting to the
internet for the first time.
While there are 870 million English-speaking internet users, there is
also a huge multilingual audience on
the web, and the rate of non-English
webpages is expanding rapidly too.
From 2001 to 2011, the amount of
internet content written in English
grew 281%, Spanish content grew
743%, Chinese content grew 1277%
and Arabic grew 2501%. These almost
unbelievable numbers highlight the
need for multilingual content to
satisfy a wide linguistic variety of
internet users connecting from all
over the globe. As more users, markets and countries come online, the
spread of languages on the web grows
wider, and so too does the need for
content in the user's native language.

How digital content affects
the user experience
It’s well known, even if it’s not
evident to all decision-makers everywhere, that users don’t engage with
websites that are not in their own
language, and the average internet

user expects more than just the
necessary information to be translated. Supporting content such as
product reviews, forums and FAQs
are expected to be offered in multiple
languages as well.
It’s not enough to merely translate
a website as a one-off project and
leave multilingual sites dormant
for months, even years, while only
updating the English language version. With only one in four users
moving onto the second page of a
search engine results list, and more
non-organic content now appearing
on results pages, the battle to make it
to page 1 is tougher than ever. While
search engine giants such as Google
and Bing like to keep quiet about
components that affect page ranking, it’s generally accepted that new
or updated content signals an active
website. Translating content such as
blog posts, press releases and news
alerts is just as important as the main
website, if organic search engine
optimization (SEO) is important to
the business.
Digital content localization must
now encompass all of a brand’s assets,
given the consumer shift to online
activity. Website localization as a
standalone project — without multilingual SEO, translation of banners
and adverts, multilingual video subtitles or localized email marketing —
will result in a fragmented, confusing
experience to a non-English speaking
user. By ensuring that their full suite of
digital assets is localized, brands can
be confident that the same service is
delivered to any customer, no matter
their language.
Some of the big online powerhouses even give a gentle push in the
direction of localization. Video sharing platform YouTube allows users
to submit their uploaded videos for
community-contributed translations
for multilingual video subtitles, or
purchase translation services directly
via YouTube, in order to widen a vid-

eo’s audience and boost watch time.
What’s more, it’s now easier to create
and build multilingual websites, with
content management systems (CMS)
such as WordPress offering multilingual plugins to make it easier to
send content directly for translation
and removing manual tasks such as
downloading and uploading content.

Consumer habits
across markets
There’s an argument, however,
that in order to properly serve global
customers, brands need to localize,
not just translate. The definition of
these terms may change depending
on whom you’re speaking to, but the
underlying difference is that localization takes into account a user’s location and cultural background, not
just language, and how this impacts
their behaviors and perceptions.
Cultural differences in consumers’
habits and behaviors don’t necessarily disappear in a digital setting.
Take the difference between US and
UK consumers as an example — two
markets that share a language but
have different online behaviors. UK
consumers are thought to be more
careful than their US counterparts
when it comes to online purchasing,
and prefer to see reviews, FAQs and
payment security before spending.
When it comes to digital advertising,
US users are usually more affected
by emotional advertisements and
engage with emotive calls to action.
The preference for distribution
can also vary. In the UK, younger
consumers prefer to buy online rather
than in-store, with the preference
for online over in-store purchases
reducing as age increases. However,
in Germany, studies show a different
picture — shoppers aged 30-39 are the
group most likely to make an online
purchase, more so than those aged
18-29. Digital and physical purchasing have also become more cohesive
across the globe: 60% of French retail
March 2017
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outlets are equipped with interactive
display screens to guide users and
boost customer loyalty. Using data
and information of this kind to tailor
services to different markets, for
example, offering German customers
the opportunity to check their local
store for product stock, or French
customers the option to instantly find
an in-store product, forms part of the
localization process.
However, a brand isn’t just limited
to a website anymore. This shift toward
digital has been partly enabled by the
mass ownership of mobile and tablet
devices, meaning online audiences
are using multiple platforms and are
expecting a localized, personalized
service, which they can call upon any
time and from anywhere. Fully 95% of
the global population live in an area

covered by a mobile network, and
smartphone and tablet applications
offer even more convenient and personalized features, and the language
in the app itself, reviews and technical details all need to be translated
into several target languages. As our
routines and lifestyles become more
mobile, so do our technologies.

New technologies and
the Internet of Things
In recent years, the adoption of
smart devices across the globe has
increased enormously. The internet
used to start and end with a large
chunky desktop computer, but now,
we’re constantly connected, whether
it is by our phones, watches or tablets. From wearable fitness gadgets to
household appliances, smart devices

Thinking about
the next step
in your career?

Discover the latest localization and
language industry job openings at
multilingual.com/career-opportunities
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are now predominant across global
communities, and this connected
network is expected to expand further in the coming years.
Companies using mobile technology and connecting with smart
devices are boosting engagement and
retention among customers, as they
become more committed to providing
a personalized service that fits around
consumer lifestyles, making their user
journey more convenient and hassle
free. This unprecedented scale of personalization means translation is now
the bare minimum, and needs to be
considered as part of a wider localization strategy. It’s every marketer’s
dream to turn customers into brand
champions and advocates, and greater
affinity with a user’s language and culture can help spark evangelism.
With the introduction of devices
that connect seamlessly with other
devices and humans, these innovative
forms of communication pose a new
challenge when it comes to language.
Two-way communication platforms,
where devices must be able to identify user’s accents and intonations
in their voice, require advanced
processes and methods of localization. For example, Apple’s voice recognition software Siri understands
commands, questions and jokes in 15
languages and is designed to pick up
regional dialects and accents. In the
next few years, this technology will
continue to advance, and what was
once considered new and exclusive
will soon become the norm.
It might seem like a minefield out
there — the more content you create,
the more you need to localize. That
being said, there are tools and strategies available that can help to reduce
your workload while maximizing
translated output. These should
become the focal point for marketing teams in particular — adopting
the following methods as part of the
overall strategy will allow for a more
integrated localization process.

Focus
It should (but doesn’t always) go
without saying that it’s imperative
for any brand to know its market.
Website analytics tools show the geographic location of website visitors
and the language of their internet
browser. This data is gold dust, a
direct insight into a digital audience,
which can help to shape strategic
decisions. Using an existing customer
database to research client locations
will highlight any potential language
gaps, as well as confirming what you
may already know or suspect.
Making the most of technologies that simplify the process via
automated workflows means a small
initial investment, but this will result
in cost and time savings further
down the line. Rather than having to
implement complex version control,
this technology manages the online
multilingual content process. Plugins
can be purchased at a small cost and
these sit within a CMS, send digital
content directly for translation, monitor progress and return translated
content directly in the CMS.

Quality, productivity
and connectivity
There are three main pillars that
should be considered in order for
any digital localization project to be
successful and well integrated into a
business strategy: quality, productivity and connectivity.
In localization, everyone is looking for good quality. If translations
are good, engagement and retention
rates among multilingual customers
and stakeholders will increase. Using
automated processes and technology will increase the productivity of
the translation workflow, improving
turnaround times and reducing costly
manual involvement. Connecting
systems to allow for the direct flow
of source files to the translation
management environment further
reduces manual activities, such as
downloading and uploading content,

and allows for a detailed overview
and reporting of each translation
project.
Applying advanced technology
to the localization process is key to
being able to react to changes in the
digital marketing landscape. Translation technologies such as sentiment
analysis and natural language processing can be used to scan instant,
online content such as social media
updates, or interpret from voice recognition software and provide accurate translations in a short timeframe.
Trends may come and go, but
smart, well-thought-out technology
and devices are changing our daily
habits. No matter what sector a
business operates in, at some point
changes in the digital landscape will
impact your business, your products
or services, and the way your clients
interact with you. It’s not just the big
players that are plowing time, effort
and resources into digital. Online
food delivery business Deliveroo
started life just three years ago and
has since spread to 84 global cities
and has seen huge success. They were

able to identify and service a change
in consumer habits, which was shaped
by a digital transformation.
It’s worth keeping your finger
on the pulse of the changing world,
bearing in mind that your marketing,
systems, processes and even ways of
thinking will have to change if you’re
to survive this digital revolution.
Don’t fall into the trap of thinking it
is just business-to-consumer companies that will be affected. Consider
the way business interactions have
changed in the past few years: viewing live demos of systems before
purchase, video conferencing colleagues on the other side of the globe,
online training modules and human
resource management via a shared
portal — all of which now seem to fit
seamlessly in with our work life. Digital marketing has changed the way we
interact with the world, both in our
personal and professional lives, and
thanks to the constant connectivity
of smart devices, these are overlapping more than ever before. As they
say, “in digital marketing, change is
the only constant.” [M]
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Multilingual Exarcheia
The new refugee-housing city-state of Greece

Emily deTar Gilmartin
Emily deTar Gilmartin is a freelance writer living
in London. She has spent the last several years
fundraising and volunteering for refugee charities
in Europe. Prior to that she was the senior administrator of a political office in the House of Lords, and
a fundraiser for various nonprofits and charities.

Four times a day I pass an armored van parked
outside the Archeological Museum of Athens,
headphones in, my hands in the pockets of my
parka stinking of campfire smoke and souvlaki.
There is a sort of game we play, the police and I.
They stare me down, nudging one another as soon
as they spot me walking quickly down a wide street
named 28th of October, the day that the Greeks
defied Mussolini and began their resistance against
fascism. The irony is not lost on me that they stand
here, of all places, giving those walking in and out of
48
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Exarcheia dirty looks while they hold heavy semiautomatic weapons and occasionally wear riot gear.
They know me now, always in the same coat and
work boots, always walking as fast as I can, always
taking a left as soon as I pass them to walk uphill
into Exarcheia while they watch me.
To the average tourist who does not know about Ohi
Day, Exarcheia, the recent rise of fascism in Greece, or the
decades-long war between anarchists and the police in Athens, this is any other busy street in the capitol and the police
look as though they have been called there due to a particular
threat of violence. Those who don’t live in this part of Athens
don’t realize the police are here every day, 24 hours a day, and
that they are here because they are not allowed to set foot
in Exarcheia. They are meant to appear as though they are
protecting the Athenians from the anarchists, refugees and
drug addicts in Exarcheia, and the Greek media’s political
rhetoric works tirelessly to bolster this illusion.
The borders of Exarcheia do indeed not look promising,
with no people in sight, boarded-up windows and a burnt out

Better Wor ld
kiosk. Used needles lie on the ground
under orange trees still bearing fruit
in December, a December so cold
that I lose feeling in my hands on the
15-minute walk between my Airbnb
and the squat I volunteer in every day.
But wander in even two blocks and
the view changes. There are taxis lining up near the platia, cafés busy with
students and volunteer coordinators
on their laptops, refugees playing
football in the platia while old Greek
men smoke and play chess and a
man with dreadlocks wearing a dress
practices juggling.
Within a few minutes of walking
into Exarcheia’s heart, I begin to see
people I know, and they always smile
and a few come to kiss me, promising
to swing by the squat later that evening, sometimes asking if they can
bring me coffee or a snack. It feels
like a village scene in a Marcel Pagnol
film, and even the baristas wave at
me through the windows, although
I only have enough money to go in
once or twice a week. They know that
if a young American woman is here
more than once and not by accident,
that she isn’t a tourist and that seems
to inspire some respect. Most Americans who come to Greece won’t set
foot here, but I didn’t know that for
a long time.
When I tried through a series of
WhatsApp messages to describe to
my parents where I was staying and
what I was doing in Athens, I struggled to come up with the right words
that would illuminate the incredible
language and economy forged by
basic human need and self-organization. Growing frustrated that they
could not absorb the full picture, I did
a cursory Google search of Exarcheia
and I was shocked at the results: only
a handful of articles from the Greek
media slandering the anarchists, no
mention that their work day in and
day out was on behalf of refugees,
and only a few blog posts from tourists mentioning their nervous one or

Children sleeping in a room in the squat.

two hours tiptoeing into the boundaries to snap some Instagram photos
of graffiti.
This was not the Exarcheia I recognized, that I worked in 12 hours a
day, that I played cards in with other
volunteers. I searched for an hour
and found nothing that accurately
could describe life in Exarcheia. I also
didn’t find any media mention of the
fascists from Golden Dawn sending
death threats to us, planting a bomb at
the squat closest to ours or attacking
refugees with machetes. No, Golden
Dawn doesn’t get mentioned in any
articles about Exarcheia, but there
are accusations against anarchists
aplenty. I ask a Greek friend about
this, and she says the government
decides what is printed about Exarcheia, and that they plant agitators at
demonstrations. It is a well-accepted
fact here that the police and government start riots so they can have an
excuse to raid the anarchist properties and “purge” the people they see
as undesirable.

Arriving in Exarcheia
I knew absolutely nothing about
Exarcheia the first time I crossed its
small borders, and so I felt no apprehension, only curiosity and excitement and the pleasure of seeing so
many refugees socializing outdoors,
their laughter traveling from the fires

in Exarcheia’s platia as my friends
and I walked to a bar that also gives
free Greek language lessons during
the day. The five of us that first night
were all working as volunteers in the
same refugee camp south of Athens, and this overnight break in the
capitol was a rare treat. One of us, a
young German man, had lived in the
most famous anarchist squat of all,
an abandoned hotel called City Plaza,
and he told us he knew where to go
for some relaxation after the stress
of the camp. Most bars I had gone
into in Athens charged 20 euros for
a double bourbon, but in Exarcheia
the mafia is in charge of the liquor. I
get a whiskey for four euros and by
the end of the evening, I have made
Iranian and Greek friends and have
the number of a Spanish language
teacher who would like me to come
to Christmas Eve in a squat to cook
with refugees and other volunteers.
It was this Spanish volunteer who
introduced me to the anarchists
running the squat where I eventually
began volunteering full-time.
Many buildings in Exarcheia have
been abandoned for years. Some used
to be schools, others were places of
business, and a few are apartments
whose tenants died and the properties were never claimed. At any rate,
they were empty when the anarchists
decided to appropriate them to turn
March 2017
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them into refugee housing. Some are
very small; the squat I spent Christmas Eve cooking in houses only three
Kurdish families who are especially
vulnerable. The father of one of the
families has had five botched surgeries on a clubbed foot and now needs
to use a wheelchair, and his oldest
daughter is here after escaping an
abusive marriage. They are kind and
social and help a gaggle of Spanish,
French and Greek anarchists renovate the abandoned apartment one
floor at a time. When I meet them
on Christmas Eve there is only one
habitable floor. By the time I will
leave Exarcheia several weeks later,
there are two floors finished, another
family is about to move in and selfdefense classes are being taught
there. The daughters are close to my
age, both chatty and giggly and they
hug me tightly every time I come and
go, giving me recipes and asking me
my Facebook name, gossiping with
me about boys. Although the mother
does not speak English, she puts my
hands in her armpits to warm them
only moments after meeting me,
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smiling at me hugely only inches
from my face, her eyes warm.
It takes me a while to figure out
the ins and outs of anarchy in the
squats. For one, the concept of anarchy to me used to be different from
seeing its ideology in action. Here in
the squats, anarchy is basically nothing other than self-organization with
no hierarchy. I am 100% accountable
for only myself. There are no bosses,
and children are just as expected to
assist in the ways they are able as we
adults are, helping sweep the stairs or
providing translation now and then. I
come when I want and leave when I
want and so does everyone else. We
do not accept funding from nonprofit organizations or governments,
only from individuals, and those
come mostly from Western Europe,
America and Canada.
We have a weekly assembly to make
announcements, hear concerns, discuss
plans and changes, and to give everyone details about security concerns
or pass on noise complaints made by
the Greek neighbors who for the most
part support the work being done here.

These assemblies can take three hours,
depending on the concerns discussed,
and there is a vast amount of time dedicated to just translation. Every issue is
discussed in English, then translated
into Arabic, Kurdish, Farsi and Greek
simultaneously in different corners of
the room. Then each language group
has an opportunity to comment, to
raise concerns themselves, to ask questions. It is efficient and seems tribal, as
a representative from each family gives
their earnest opinions. I find I spend
quite a lot of these meetings wishing
the rest of the world were organized on
such a small scale, watching 50 people
speaking five languages and patiently
working through security scheduling
and a shortage of heaters as they roll
one another cigarettes and sip sweet
black tea.
There is a sense that all the residents of the squat feel invested in this
place, this pile of gray stones and bad
plumbing and dirty glass windows
that the government could take away
at any moment, that they want to
make it a home, a social and thriving
place. There are plans for a women’s
committee, of starting a babysitting
service and creating an educator
database for Arabic, English, German
and Greek language classes. We began
a cooperative with two other squats,
inviting the residents of all three to
use our medical clinic, since we had
space, a pharmacy and volunteer doctors. One of the squats lent out its restaurant-sized kitchen for fundraising
events, the other acted as a warehouse
for bulky donations of blankets and
boots, volunteers from all three working on construction projects together.
This was a new frontier in one of the
oldest cities in the world, a whole network made up of people from Spain
and Greece whose countries offered
few jobs helping people who had no
country and no permission to adopt
another one. Everyone in Exarcheia is
in limbo, forging a way to make that
impermanence feel important.

Better Wor ld
In the square
Exarcheia square is a resting place, a
place to warm my hands and borrow a
lighter and sit and talk. Everyone I meet
wants to add me as a Facebook friend,
and I find myself hoping in earnest
that some friendships here will outlast
this hectic time and place. I sometimes
spend hours here, nearly staying until
morning on more than one occasion,
sometimes eating a two euro souvlaki,
sometimes just chain smoking while
I meet a girl from Barcelona, a man
from Afghanistan, a translator from
Morocco, a student from Germany, a
Greek and another Greek and another
Greek as well, but mostly they are from
Syria. Souria, they say.
Speaking to strangers here is an
exercise in humility, and here is why:
within the space of half an hour on
any given night I am praised for my
youthful face (they sometimes guess I
am as young as 20, when I am 32), am
praised for being American (I explain
where a person is born is nothing
more than an accident and I don’t
deserve credit for that) and then I am
praised for being “like an angel” to
come to help the refugees, am called
“such a strong woman” for surviving
a divorce and starting over with nothing, and it is sometimes all too much.
I have to bite the inside of my cheek
to keep myself from crying, because
the man praising my strength walked
for days to escape Syria, and now
sleeps on the floor while suffering
from a horrible abscess in his mouth.
The man who says I am kind like an
angel has been put in prison eight
times in Greece for trying to leave
with fake passports, but he could
instead be living in the comfort of his
wealthy family’s home in Damascus if
it weren’t for his utter refusal to join
the army and kill his fellow Syrians.
It is embarrassing and painful to
be called strong by people whose iron
will to survive has led them to this;
one of the men leaves to “go work” and
when I ask him about his work, he is

devastated to tell me he sells cannabis
because he is barred from legally working. His shame is visceral, and I put my
hand on his shoulder and tell him my
American friends in Seattle order weed
online that is delivered to their door by
actual businesses. He is amazed at this,
and says he does not like to sell drugs
at all, but that this knowledge makes
him feel less of a weight on his back.
He calls me Little Syrian because of my
Arabic pronunciation, and says he will
see me tomorrow.
I am astonished to realize I’d be
safer lying on the ground here in the
platia for five hours asleep under my
coat than I am walking to where I’m
staying in Victoria. I’ve been grabbed
by strange men three times in three
weeks, and all of those incidents happened closer to the police vans and
my own front door than to Exarcheia,

on streets running under balconies
where women wearing pearls and
fur coats drink with their friends,
their blow dry costing more than
my weekly budget. Exarcheia is no
paradise; there is a heroin problem,
and I am told that before the anarchists drove the dealers away from
the platia, it was full of heroin addicts
overdosing in the middle of the day.
One night a man is being badly
beaten by two others and for a brief
moment those mingling in the square
are all shocked and move toward the
fight; at the same moment I see the
men I am with all stop. Their faces go
blank and they turn back to the conversation around the fire. My friend
from Holland is distraught, and says
the man being beaten might die,
implores them to intervene. Nobody
even acknowledges her concern.

Since 1986, EuroGreek has been providing high-quality,
turnkey solutions, encompassing a whole range of client
needs for the following language combinations and services:

•
•
•
•
•

English to Greek
Greek to English
German to Greek
French to Greek
Spanish to Greek

London Office

27 Lascotts Road
London N22 8JG · UK
Tel: +44 208 881 2482
www.eurogreek.com

•
•
•
•
•

Translation & Editing
Localization
Desktop Publishing
Testing
Subtitling & Recording

Athens Office

93 Karagiorga Street
Athens 166 75 · Greece
Tel: +30 210 9628 559
production@eurogreek.com
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Bette r Wo r l d
But I have now glimpsed the man
doing most of the beating, with brass
knuckles on, and I know him. He is
an anarchist who brings us more
donations than anyone else, who
comes to our weekly assembly to give
us security updates, who roams Exarcheia hunting heroin dealers trying
to sell to kids and human traffickers
trying to make contacts in the squats
so they can get their hands on the
children and any women traveling
alone. I even know his real name. I tell
my friend, if this man is being beaten
it is either because he was trying to
sell heroin, recruit dealers among
the teenagers or trying to get the
names of anyone vulnerable enough
to bribe or kidnap. She is shocked
but one look at the nodding serious
faces around the fire tells her they all
know this is the way it is. One man
near me looks at her and says almost
sadly, “Your friend, she understands
Exarcheia.”
They know that if the anarchists
don’t violently attack the dealers and
smugglers that life here would be
intolerable for both the refugees and
the homeless Greeks who also share
the warmth of these bonfires. But still,
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it is hard for them watching any kind of
violence, and I can tell they are relieved
when the sound of the beating stops
and the man is dragged away. This is
the truth of Exarcheia, though. Only
by being hard can the anarchists keep
cancer from regrowing here. Only
by being terrifying in their own way
can they keep the police from raiding
our squats and making the refugees
homeless in one fell swoop, keep sex
traffickers too afraid to kidnap easily.
The Golden Dawn sends threats that
they will come soon to murder every
refugee and anarchist in Exarcheia,
that they will kill us with machetes
and then hang us from trees, will plant
bombs where the children play. There
are no unattended children here. You
simply will not see it.

Daily work
You would think the death threats
and the mafia and the smugglers and
the addicts who still sleep in the shadowy outskirts of the place would be
on my mind all day, but that is rarely
the case. My days and hours are long,
full of sweet tea and being force-fed
by refugee mothers who make better
dinners in a one-room home than

most restaurants in London can
provide, and full of exchanging music
recommendations with the men who
work with me in the warehouse.
Every day, for two hours, we distribute fresh fruit, vegetables, diapers,
sugar, rice, oil, coffee, canned milk,
garlic and onions, shampoo, more
and more again than any refugee
in a camp is given in a week by the
governments of Europe, which have
budgets that we cannot even wrap
our minds around. There are blankets
one afternoon, men’s shoes the next,
baby clothes, children’s coats and on
and on. We organize what we have
most of and immediately give it away
for two hours every afternoon.
We don’t waste time with taking
inventory, with discussing budgets
we don’t have, and by the end of the
first week I know by sight which teenagers speak English and which babies
belong to which mother, who is
hoping to move to Belgium and who
will go to Germany soon, and who
has sisters in Holland. I know which
children are allowed to help me and
who might try to run off with things
if left unattended, and I have helped
various people with translation.

Better Wor ld
Language here is a fascinating thing.
I have held conversations where a man
uses Syrian Arabic and English to tell
me a story, which I then translate to
French for the Spanish girls who speak
some French and Portuguese. We
take our time, and sip Kurdish coffee
with cardamom while we wait for the
right words to come in an unhurried
fashion. This conversation verges on
feeling like a party, or like watching a
play, and the Spanish girls who don’t
speak English or Arabic laugh at the
jokes when we do, before they know
what they’re about, and my Kurdish
friend’s wife who understands only
the Arabic version gestures with her
hands throughout, laughing. Nobody
in the room knows any Greek. I learn
the expressions for many things, and
find Arabic to be a beautiful and poetic
language, using charming expressions
like “the last grape on the vine” for
the youngest child in a family, and
sometimes very similar expressions to
English, like “the teeth of the mind” for
wisdom teeth. The Syrians are horrified when I say I have a baby face, and
one man in deadly earnest says, “My
friend, you are not a baby. A baby is
very new. You must at least be 14!”
While many of the conversations
are slow and humorous or charming
beyond description, we suffer for
want of regular translators badly. We
have translators at the weekly assemblies always, but medical emergencies
and stressful conversations that need
precise information often means
sending children running to find the
only person who can help, and they
are woken from a nap or taken from
construction projects while I wait,
sweating bullets, hoping the person
crying on the floor isn’t about to have
a heart attack.
Many of the refugees are highly
educated, and some children who had
never even gone to school already spoke
four languages fluently. A toddler who
spent many of his evenings camping
out in my lap on the floor spoke Ara-

bic, English and Kurdish already. But
we also have Kurds who spoke nothing
but two Kurdish dialects, Iranians who
spoke only Farsi, and some African
women who spoke only French, and
then dozens of others who spoke only
Arabic. A man with horrendous posttraumatic stress disorder was hearing
the voices of children screaming one
evening and he was sobbing while a
Greek volunteer tried to hold him and
screamed for someone to find a Kurdish translator. By the time one arrived, I
was shaking uncontrollably in another
room from listening to him describe
the dead children and asking us to
make them go away. In cases like this, I
felt intense anger at myself for being an
ignorant Westerner who spoke barely
two languages, and that night I went
to my apartment to cry and frantically
study Arabic until three in the morning.
I am not in Exarcheia anymore now,
but in London, and I have just received
the news that the Kurdish family I was
closest to, with the trilingual toddler
who lived in my lap in the evenings,
has been denied asylum in Greece. My
parents have tried to bring the family
to Idaho, applying to sponsor them in
America, but I hear that because of a
new executive order that my parents’
request will likely be refused. “From
Syria? It is probably impossible now, if
they are from Syria.”
I think of the life I saw carved out
in an undesirable area by a pack of
young Europeans who don’t believe in
borders or government or executive
orders. Of my friend who will probably
die if he goes back to Turkey, where he
has already been tortured by the government that was supposed to aid him,
the government paid by the European
Union to house refugees. I wonder
where their linguistically talented
two-year-old will end up, where the
already-grown boys who speak seven
languages will end up, and I wish there
were hundreds of Exarcheias, thousands, that the whole earth was one
multilingual anarchist squat. M]
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ASSOCIATIONS

AUTOMATED TRANSLATION

European Language
Industry Association

SYSTRAN Software, Inc.

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 defaultembedded 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 12

Elia is the European not-for-profit association
of language service companies with a mission
to accelerate our members’ business success.
We are committed to creating events and initiatives that are highly relevant to the needs
and interests of language companies with a
European business focus, providing wider
benefits to the language industry as a whole.
Elia was founded in 2005 and has since established itself as the leading trade association
for the language services industry in Europe.
Elia, Brussels, Belgium
+39 345 8307084
Email: info@elia-association.org
Web: www.elia-association.org
Ad on page 20

Globalization and
Localization Association

The Globalization and Localization Association is
a fully representative, nonprofit, international industry association for the translation, internationalization, localization and globalization industry.
The association gives members a common forum
to discuss issues, create innovative solutions, promote the industry and offer clients unique, collaborative value.
Globalization and Localization Association
Seattle, WA USA, 206-494-4686
Email: info@gala-global.org, Web: www.gala-global.org
Ad on page 31
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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
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and marketing managers participate in LocWorld
from all sectors and all geographies to meet language service and technology providers and to
network with their peers. Hands-on practitioners
come to share their knowledge and experience
and to learn from others. See our website for details on upcoming and past conferences.
Localization World, Ltd. Sandpoint, ID USA
208-263-8178
Email: info@locworld.com
Web: http://locworld.com
Ad on page 4

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

EDUCATION

Quality Training in
Localization & Global Marketing

The Localization Institute is the leader in educational advancement in the field of localization
— the adaptation of products and services for
international markets. We organize comprehensive, vendor-neutral conferences (LocWorld and
Brand2Global), seminars and round tables where
participants gain insights that help their companies better succeed in international business. In
addition, The Institute has partnered with top
universities and professional associations to develop comprehensive certification programs in
localization project management, quality management, internationalization and global digital
marketing.
The Localization Institute Madison, WI USA
608-826-5001
Email: michele@localizationinstitute.com
Web: www.localizationinstitute.com
Ad on page 53

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
third-party solutions like CMS, ERP or others. Customers include Allianz Versicherungs AG, HypoVereinsbank, SMA Solar Technology, ThyssenKrupp and hundreds of other leading companies.
Languages: All
Across Systems GmbH Karlsbad, Germany
49-7248-925-425, Email: info@across.net
Across Systems Inc. Glendale, CA USA
877-922-7677, Email: americas@across.net
Web: www.across.net
Ad on page 26

STAR Group
Multiple Platforms

STAR is a leader in information management,
localization, internationalization and globalization
services and solutions such as GRIPS (Global Real
Time Information Processing Solution), STAR CLM
(Corporate Language Management) including Transit (Translation & Localization), TermStar/WebTerm
(Terminology Management), STAR MT (Corporate
Machine Translation), STAR WebCheck (Online
Translation Reviewing) and MindReader (Authoring
Assistance). With more than 50 offices in 30 countries and a global network of prequalified freelance
translators, STAR provides a unique combination
of information management tools and services required to manage all phases of the product information life cycle.
Languages: All
STAR AG (STAR Group headquarters) Ramsen, Switzerland
41-52-742-9200
Email: info@star-group.net, Web: www.star-group.net
STAR Group America, LLC Lyndhurst, OH USA
216-691-7827
Email: lyndhurst@star-group.net
Ad on page 21

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, 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 42

Alliance Localization China (ALC)

ALC offers document, website and software translation and localization, desktop publishing and interpreter services. We focus on English, German
and other European languages to and from Chinese, Japanese, Korean and other Asian languages.
We use TRADOS, CATALYST, SDLX, Transit,
Wordfast, memoQ and other CAT tools, as well
as DTP tools including CorelDRAW, FrameMaker,
FreeHand, Illustrator, InDesign, PageMaker, Photoshop and QuarkXPress. Our customer-oriented
approach is supported by strong project management, a team of specialists, a large knowledge base
and advanced methodologies. We always provide
service beyond our customers’ expectations at a
low cost and with high quality, speed, dependability and flexibility.
Languages: Major Asian and European languages
Alliance Localization (ALC) Beijing, China
86-10-8368-2169
Email: contact@allocalization.com
Web: www.allocalization.com
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Total Solutions for Your Business

E4NET is a total localization solutions provider, specialized in Asian localization covering
all major Asian languages and other regional
tier 3 languages. We have 20+ years of successful localization production experience with
many major projects for customers such as
Google, Facebook, Microsoft, Oracle, HP, LG
Electronics, Panasonic, IKEA and more. E4NET
specializes in the fields of IT and life science,
but also covers other industries such as patent,
travel, fashion, games, financial, governmental
and automotive. We continuously develop and
apply innovative leading-edge technology such
as MT throughout our production process, and
also 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

Precision Matters in Translation

For over 17 years, EC Innovations has specialized in
customized solutions and subject matter expertise to
fit almost any budget for most industry verticals. Originally known as a supplier to suppliers, ECI has quickly
become one of the fastest growing language service
providers in the marketplace. Today, EC Innovations
has grown into 14 strategically located global offices
with 300+ full-time employees offering full localization
support into 60+ languages. EC Innovations continues
to build upon its reputation as a customer-centric
organization focused on high-quality standards,
technological creativity and value-added services to
accommodate any type of localization program.
Languages: All
EC Innovations, Inc. Wilmington, DE USA
312-863-1966
Email: info@ecinnovations.com
Web: www.ecinnovations.com

EuroGreek Translations Limited

Established in 1986, EuroGreek Translations Limited is Europe’s number one Greek localizer, specializing in technical and medical translations
from English into Greek and Greek into English.
EuroGreek’s aim is to provide high-quality, turnkey
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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 51

iDISC Information Technologies

iDISC, established in 1987, is an ISO 9001 and
EN 15038 certified language and software company
based in Barcelona with branches and teams in Argentina, Mexico, Brazil, Bolivia and Guatemala. We
have dedicated teams for web content, software
localization and translation of technical, business,
automotive, biomedical and marketing documents.
Our software development engineers and translation
teams provide high-quality and on-time production
solutions that are cost-efficient, flexible and scalable.
Languages: Spanish (all variants), Portuguese (all
variants), Catalan, Basque, Galician, Valencian,
K’iche’, Quechua, Aymara, Guarani
iDISC Information Technologies Barcelona, Spain
34-93-778-73-00
Email: info@idisc.es, Web: www.idisc.es

New markets for your
products and solutions

Janus Worldwide

Founded in 1996, Janus Worldwide was built on providing unparalleled customer service and support.
With over 280 employees in 12 global offices, we
are one of the leading language service providers in
Europe. Our in-country, industry specific in-house
and external subject matter experts translate, localize and offer multilingual testing in over 100 different languages. Janus Worldwide is ISO 9001:2008,
ISO 17100:2015 and ISO 13611:2014 compliant,
adding an additional layer of quality control process
that is used on all of our client projects.
Languages: More than 100
Janus Worldwide Vienna, Austria
+43 680 328 26 22
Email: sales@janusww.com, Web: www.janusww.com
Ad on page 47

Localsoft Localization Services

Localsoft, S.L., is one of the leading localization
companies in Europe. With thousands of localized
projects completed, we offer premium localization
services including translation, proofing, desktop
publishing, subtitling, audio and testing. We take
pride in our work and guarantee the highest quality of service. We specialize in mid to large size
projects and set up project teams that match your
specific requirements. Localsoft provides a onestop solution for all of your localization needs.
Rest assured that your projects will be delivered
on time, on budget and with the highest level of
quality and confidentiality.
Languages: 50
Localsoft, S.L. Málaga, Spain
+34 952 028 080
Email: sales@localsoft.com
Web: http://localsoft.com
Ad on page 24

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: Thousand Oaks, CA USA, 805-262-0055
Email: info@moravia.com, Web: www.moravia.com
Europe: 420-545-552-222, Email: europe@moravia.com
Ireland: 353-1-709-9822, Email: ireland@moravia.com
Asia: 86-25-8689-6500, Email: asia@moravia.com
Japan: 81-3-3354-3320, Email: japan@moravia.com
Argentina: 54-341-481-2992 Email: argentina@moravia.com
Ad on page 64

buyer’s
guide
We add local flavour
to your global business

Greek Localization Experts
Since 1983

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

Localization and
Globalization Partner

Saltlux is a language service provider that specializes
in supplying Korean, Japanese, S-Chinese, T-Chinese
and other Asian languages. Our services encompass translation, localization, DTP, MT post-editing,
planning and writing of technical manuals. We have
extensive experience in medical equipment and
pharmaceutical products, cosmetic and cosmeceutical products, IT, software, electrical, automotive and
technical industry, and so on. With 36 years' accumulated know-how, Saltlux will be your ideal global
communication partner. To learn more, please visit
www.saltlux.com.
Languages: Korean, Traditional and Simplified
Chinese, Japanese and other Asian languages, European languages
Saltlux, Inc. Seoul, South Korea
822-379-8444
Email: tcsales@saltlux.com, Web: www.saltlux.com

TOIN Corporation

TOIN has achieved a 50-year track record of excellence by, as our clients say, being consistently “present” to meet their needs. TOIN offers a spectrum of
translation, localization and consulting solutions to
Global 1000 companies across a range of industries

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

NONPROFIT ORGANIZATIONS

Protecting Translators and
Interpreters Worldwide

Red T is a 501(c)(3) nonprofit organization advocating for the protection of translators and interpreters
in high-risk settings.
Red T
New York, New York USA
+1-212-675-0451
Email: contact@red-t.org
Web: http://red-t.org
The following two organizations are not affiliated.

Vistatec

We have been helping some of the world’s most
iconic brands to optimize their global commercial
potential since 1997. Vistatec is one of the world's
most innovative, progressive and successful localization solutions providers. Headquartered in
Dublin, Ireland, with offices in Mountain View,
California, USA. Think Global.
Languages: All
Vistatec
Europe: Dublin, Ireland, 353-1-416 -8000
North America: Mountain View, CA USA
409-898-2364
Email: info@vistatec.com, Web: www.vistatec.com
Ad on page 52

LOCALIZATION TOOLS

The Rosetta Foundation

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

VideoLocalize.com
Multiple Platforms

Video localization is complicated. It involves not
only translation processes and graphic engineering,
but also voiceover and audio/video editing as well.
The challenge is how to keep control of the budget
while meeting client expectations. VideoLocalize is
the answer. Videolocalize.com is a cloud based online platform designed for video localization. It is the
brainchild of Boffin Language, an Asian-language
service provider led by cofounder George Zhao.
VideoLocalize’s mission is to make video localization
faster and more cost-effective.
Boffin Language Group Inc. Toronto, Canada
+1 (647) 802 8223
Email: george.zhao@boffin.com
Web: www.videolocalize.com
Ad on page 18

Translation Commons

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

Connect with us
twitter.com/
MLConnect
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Translators without Borders

Originally founded in 1993 in France as Traducteurs
sans Frontières by Lori Thicke and Ros SmithThomas to link the world's translators to vetted NGOs that focus on health and education,
Translators without Borders (TWB) is a US nonprofit organization that aims to close the language
gaps that hinder critical humanitarian efforts worldwide. TWB recognizes that the effectiveness of any
aid program depends on delivering information in
the language of the affected population.
Languages: 190 language pairs
Translators without Borders CT, USA
Email: info@translatorswithoutborders.org
Web: www.translatorswithoutborders.org
Ad on page 19

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 14

TERMINOLOGY MANAGEMENT

Web-based

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 17

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

TRANSLATION
MANAGEMENT SYSTEMS
Multiple Platforms
Multiple Platforms

Plunet develops and markets the business and
workflow management software Plunet BusinessManager — one of the world’s leading

58

March 2017

Ciklopea is one of the leading translation and localization service 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 43

Diskusija – Translation
and Localization
XTM: Better Translation Technology

Plunet BusinessManager

TRANSLATION SERVICES

Translation Services Provider in SEE
Wordbee Translator

Kaleidoscope

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 29

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

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
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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

GlobalWay Co., Ltd.

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

Asianlization with HansemEUG

With more than 180 trained in-house staff and
EN15038 and ISO9001 certification, 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
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 50

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

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 34

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

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 43

Rheinschrift Language Services

Outstanding localization requires world-class experience. Rheinschrift gives your business a native
voice in the German-speaking world. We offer
more than 20 years’ experience providing translations and localizations for software and hardware
manufacturers as well as for the sectors of business,
technology, legal matters and medicine/medical
applications. Our services also range from glossaries, post-editing, project management and desktop
publishing services to many other related services.
Rely on Rheinschrift to deliver the most competent
translations and meet your deadline, whatever it takes.
Languages: German to/from major European
languages
Rheinschrift Language Services Cologne, Germany
+49-(0)221-80-19-28-0
Email: contact@rheinschrift.de
Web: www.rheinschrift.de
Ad on page 30
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SEAtongue Ltd.

With production bases across Asia, SEAtongue
offers unmatched customer-oriented localization
services with highly specialized in-country, inhouse 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

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
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 63

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

TRANSLATION TOOLS

1

TripleInk Multilingual
Communications

As a multilingual communications agency,
TripleInk has provided industrial and consumer
products companies with precise translation and
multilingual production services for audio-visual,
online and print media since 1991. Our experience in adapting technical documentation and
marketing communication materials covers a
wide range of industries, including biomedical
and health care; building and construction; financial services; food and agriculture; high-tech and
manufacturing; and hospitality and leisure, as well
as government and nonprofit organizations. Using a total quality management process and stateof-the-art software and equipment, our team of
foreign language professionals delivers the highest
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

Follow us on Facebook
facebook.com/multilingualmagazine
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Tailored APAC Translator Teams

Kilgray Translation Technologies Ltd.
Windows

Kilgray Translation Technologies is the world’s
fastest growing provider of computer-assisted
translation tools. In 2005 the company launched
the first version of memoQ, an integrated 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
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The tool you want for your projects

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

Memsource

Memsource is an API-enabled translation environment that supports over 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
+4 20 221 490 441
Email: info@memsource.com
Web: www.memsource.com
Ad on page 25

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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Takeaway
What’s in a name
Terena Bell

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

When Kraft Foods International changed its name to Mondelez
International, I doubt the first thing executives thought of was
anatomy. But say the company’s name to someone who speaks Russian, and that’s the reaction you’ll get. “It refers to certain parts of
female anatomy best left unnamed,” says Kirill Soloviev, founder
and CEO of Nimi.

Soloviev is a native Russian speaker and owner of a startup that
name-audits companies for the likelihood of international gaffes.
Vetting business names in more than 20 countries, Nimi checks for
double meanings, pronunciation difficulties and existing businesses with
the same or a similar name already in the region.
“Entrepreneurs really underestimate the impact that a brand name
has on their potential customers,” Soloviev explains. “They’re so much in
love with their own personal creation — their baby — that they kind of
forget the purpose of a name is really to serve as first point of contact for
a customer. They should consider the emotion it invokes in and of itself.”
For example, Pee Cola, a popular soda in Ghana — what emotion
does that evoke? Or Pet Sweat, a Japanese bottled water sold,
awkwardly enough, to humans.
One Nimi client, whom Soloviev refused to name for fear of embarrassing them, was a Mexico-based medical app connecting patients
and doctors. “Their name refers to the verb to hurt in Russian. For any
startup that strives to help your health and well-being,” he said, “this is
not a good association at all.”
Surprisingly, the app makers kept the name, which is another reason
Soloviev swore to protect the client’s anonymity. In fact, most Nimi clients
stick with the name they’ve already got, no matter what the data reveals.
That’s not surprising; Mondelez has hung on to its name since 2012.
What many clients do use results for, if not to change their name, is,
as Soloviev puts it, to “help them focus their global expansion strategy.”
In Eastern Europe, where Nimi is based, countries are small enough
that in order to get any true market penetration, going global is a given.
Many startups that come to Nimi have already settled on a name and now
“have a list of three or four neighboring or strategic countries where they
want to grow.” Learning the company’s name is offensive or completely
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unpronounceable in a certain
country helps expanding startups
focus on other markets where
marketing requires less change.
But the business effect of a
name goes beyond which countries you should expand — or
avoid expanding — into. After
Kraft’s name change, Mondelez
revenue fell three consecutive
quarters for a 2.2% annual loss
while its competitors saw a 4.12%
annual gain. This amounted
to a $9.5 billion loss in the
fourth quarter of 2012 alone.
A service like Nimi would have
been well worth it to Mondelez.
It takes two minutes to enter your
company name and basic information into an online system such
as Nimi’s. Response time varies
from one day to one week based on
the number of countries checked
and how honed in the results
are to your target demographic.
A week sounds like a long time,
but compared to the month-long
turnaround Soloviev’s has seen from
traditional ad agencies, it’s quick.
And that’s another growing client
base for Nimi: traditional ad agencies outsourcing clients’ final name
checks to ensure that everything is
good to go. According to Soloviev,
“We offer evidence that a name
will not hurt your business.” [M]

WHEN
WE SAY
Don’t worry, you can rest easy

WE
MEAN
Don’t worry, you can rest easy
If you’re worried about quality and
punctuality, it’s because you’ve never
worked with us before.
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.
We’re the ones who do the worrying, so
you will never have to.

WORDS MATTER

www.seprotec.com

The content
localization crisis
Why old-school localization is a threat
to your digital content

The way companies communicate has changed

This localization gap has reached crisis proportions.

it, and the sheer volume of content have all evolved.

spread throughout your company in a thousand places.

enormously. The kinds of content, channels for distributing
But the way most companies localize that content has

not. The mindset, processes, and technologies are all still
the same ones that were developed in a slow, analog,
print-centric world.

moravia.com/manifesto

But it’s a hidden crisis, where the penalties you pay are

We believe that old-school localization won’t cut it anymore.
It’s time for a faster, better approach suited to the way

we use content today. Read our manifesto “The content
localization crisis” and find out why.

