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Occasionally, I help someone with marketing,
mostly by contributing to Instagram. This morning I
videoed two guys throwing boulders to each other
for a natural movement social media channel. And
while an Instagram feed requires very little (if any)
translation — hence the comments in a myriad of
languages under popular photos — something
like an instructional video does if you want it to be
understood worldwide. Even if the instructional
video is about how to throw boulders like a
caveman.

Audiovisual has become the way of the world,
for better or worse. And so audiovisual is adapted
for the world — or at least it should be. Even if some
argue that audiovisual localization is too pricey
compared to more traditional text-based media.

For something like this low-budget rock-throwing
video my friend is making, it doesn’t have to be,
though. His instructional English is laid over the
video as short-form text he creates in iMovie. It
would not be terribly difficult for him to input French
or Spanish text instead.
The reason for this choice, practically speaking,
is that the audio on my camera is poor. But from a
business perspective, it’s smart for my friend to go
that route if he wants to tap into his French market
on the cheap.
Alternately, he could talk with his French coworkers and come up with text that works in both
languages. For example, he could simply label
the individual moves. Any explanatory text could
be auxiliary. Ballet moves are in French; capoeira
moves are in Portuguese. Devotees learn a single
lexicon all over the world.

There are creative ways to manage globalized
audiovisual content, and our writers have plenty of
examples and ideas.

This NewPage paper has been chain-of-custody certified
by three independent third-party certification systems.
MultiLingual is printed on 30% post-consumer recycled paper.
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First Plunet Summit takes place in Berlin
On June 1-2, 2017, the Plunet Summit, the first international Plunet user
conference, took place in Berlin. In
attendance were 150 CEOs and project managers, as well as IT specialists
from translation agencies, enterprises,
non-governmental organizations and
government departments.
The Plunet Summit aims to provide
participants with a platform for sharing knowledge and learning from each
other’s experiences. The European
Investment Bank discussed “Plunet in
High Security Environments,” showing
how they control their translation management with Plunet in a high-security
context. Christine Kamer Diehl from
the Swiss translation service provider
SwissGlobal started a lively discussion
about quality standards in the translation industry in her presentation. A
panel looked at vendor management
best practices and other presentations looked at successful translation
management.
One particularly colorful highlight was the Summit charity campaign. For every fingernail painted
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Plunet-blue at the Summit, Plunet
donated €1 to a school project in
Ethiopia. A total of €847.70 was
raised for new blackboards, tables
and chairs for the children.

Recaps

Diary from memoQfest 2017
One of my favorite events every year
is memoQfest, Kilgray’s user conference, held this year June 7-9, 2017, in
Budapest. The nice thing is that everybody is talking about the same thing.
So in any conversation, you don’t have
to explain what you are doing or which
tool you are using. You can dive right
into the technical details, workarounds,
process questions and discussions of
the newest features.
The latest features are of course a big
topic throughout the whole event, and
the people at Kilgray seem to have a lot
of fun presenting these features in various ways. Over the years they embedded them into fairy tales, a detective
story, an on-stage play and this year,
into a talk show setting. The two hosts,
Ágnes Varga and Szabolcs Kincse,
delivered a wonderful ping-pong presentation, with video clips and a reallife talk show feeling including signs
with APPLAUSE and LAUGH to direct
the audience. These features include a
PDF import through the (commercial)
online service TransPDF that can also
deal with scans, a revamped search and
replace dialog in the editor, import of
Word documents with tracked changes
and export of tracked changes back into
the Word document.
The conference itself is a twoday event, plus one day before the
conference for workshops. On the
preconference day there are usually
several workshops in parallel for those
attendees who would like to get to work
with the tools directly. This year there
was a session each for beginning and
advanced project managers as well as
a session on more technical matters
such as scripting and APIs. This was
useful because as a trainer and support
person, I do use memoQ a lot.
The main conference started with
a progress report and then offered
case studies, educational sessions,
sessions by tools providers who hook

up with memoQ,
roundtable discussions and many
opportunities for
networking.
One of my favorite sessions was
called “The user
strikes back.” Here the
users can give their
opinions on any feature
of the tools and ask
for changes or discuss
the most useful way
new features should
be implemented. From
Kilgray’s side there were
explanations on what
impact a certain change
would have and why
a feature was implemented in a certain
way or why it was not implemented at
all. I personally very much appreciate
the opportunity to have such a direct
contact to the decision makers in the
company. It cannot be easy to sit there
at the front and be bombarded with
requests from every side!
As a trainer, I know that an event is
only as good as its food — if lunch was
good, the training was good. Don’t
laugh, but try to remember the last
event you went to. Do you remember
the content? Probably barely. Do you
remember the food? Got the point?
But as memoQfest was held in
Gundel, the most famous restaurant
in Budapest and also where heads of
state would go when they visit Hungary, we were in the best of hands.
The evening events were wellorganized with buses taking everybody to the venue and back, great food,
live music for those who wanted to
dance and many good conversations
with very interesting people. It always
amazes me that they find a new venue
every year — but it seems that Budapest

has a lot of great spots to go to from
museums and historical buildings to
boats on the Danube or places out in
the countryside. — Angelika Zerfass
September 2017
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UT Arlington’s GILT program shifts focus to neural MT, more
“The John Deere knuckleboom
log loader.” Thus begins the first
lecture in University of Texas (UT)
Arlington’s globalization, internationalization, localization and translation (GILT) program as students
are introduced to the idea that merely
speaking a second language does not
guarantee they possess the skills to
effectively use that ability in today’s
business world. Students need a
broader understanding of translation
that encompasses both localization
and globalization in order to compete in today’s market. UT Arlington
addressed this need by creating the
GILT program.
The program was first launched in
2006 with students in the three major
languages taught at UT Arlington:
French, Russian and German. Students in the program earned a certificate with the successful completion
of all required courses. The program
experienced rapid growth and five
additional languages — Arabic, Chinese, Korean, Portuguese and Spanish — joined the certificate program.
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In the fall of 2015, the program
created a course in the introduction to
computer-assisted translation (CAT)
tools to provide students experience
working with up-to-date software
programs utilized by major language
service providers (LSPs). With the
addition of this course, the certificate
program was elevated to a full academic
minor for students across all languages
offered by UT Arlington.
Students pursuing the minor in
localization and translation must complete the following course work: levels
1-4 of language study, two courses in
GILT theory, an introduction to CAT
tools course and two cultural courses
in the target language. Through these
courses students learn terminology,
current industry practices, translation theory, post editing and cultural

framework analysis. Students also gain
hands-on experience with Google
Translate Community, KantanMT,
MateCat, SDL Trados Studio 2017 and
machine translation (MT).
The program is also sensitive to the
growing demands and shifting trends
of the localization industry. Students
learn the importance of building
generic and custom MT engines by
domain. The program stresses the
importance of MT as a corporate
strategy as well as the integration of
MT with translation memory and
other systems. Currently, attention is
given to the burgeoning field of neural
machine translation.
The program averages 45 students
per semester, and 95 students have
successfully completed the program
since 2006. It counts SDL, KantanMT
and Akorbi among its LSP partners.
UT Arlington’s GILT program
also enjoys a relationship with the
Middlebury Institute of International
Studies (MIIS) as its primary academic partner and sends students to
MIIS for graduate study.

Recaps

Post-editing standard released
Barcelona-based language service
provider CPSL has been a driving force
behind the new ISO 18587 (2017)
standard, which sets out requirements for the process of post-editing
machine translation (MT) output.
Livia Florensa, CEO at CPSL, was
the project leader for this mission,
responsible for the proposal as well
as for drafting and coordinating the
development of the standard.
ISO 18587 (2017) regulates the
post-editing of content processed by
MT systems, and also establishes the
competencies and qualifications that

post-editors must have. The standard
is intended for use by post-editors,
translation service providers and their
clients. As such, and given that there is
a growing trend in the sector for using
MT, “it was necessary to create a specific standard for post-editing, because
it was explicitly left out of the ISO
17100, which provides requirements
for translation services,” explained
Florensa. It has been a complicated
process, taking four years to reach the
stage of final publication.
ISO 18587 (2017) also provides
additional explanatory details for

information purposes, about training
for post-editors, light post-editing, preediting, automatic post-editing, and
agreements between the translation
service provider and the client.
Following publication of the standard, Florensa will remain on Technical
Committee 174 as an expert member,
where she will continue working and
collaborating on the development of
standards related to the translation and
interpreting industry.

Free worldwide job portal Gigajob expands in Southeast Asia and elsewhere
Netzmarkt Internetservice GmbH
& Co. KG created and developed Germany’s first internet mall in 1996. This
online mall also had a section allowing
users to upload job offers and résumés
for free. Users grew fond of this particular feature, and in 2005 Netzmarkt
decided to start a separate specialized
portal called Gigajob. The Gigajob
online job portal was initially available
in Germany and later in Austria and
Switzerland, all three in German.
With the desire to go global instilled
into their minds, the team began the

internationalization efforts in 2008.
They created and developed their own
localization platform, called Langtool. This platform handled both the
internationalization and localization
processes effectively. Since all aspects
of internationalization were managed
at the initial stage, the localization process went very smoothly. Gigajob was
successfully localized into 38 languages
and has local sites in 147 countries.
The most recent launches were Thai,
Korean and Indonesian Bahasa in 2016.
Plans for more languages are underway

— specifically, Slovene, Lithuanian,
Malagasy and the Dravidian language
Kannada, spoken in India.
The service is completely free for
job seekers and employers can use a
free basic service. Its aim is to connect
employers, recruiters and job seekers
worldwide. Gigajob’s objective is to
allow their users to connect with their
service in a language and locale that
feels native to them. Gigajob provides
a platform for organizations to reach
out to countries where there is hardly
any support for recruitment.

September 2017
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F e a t u re d R e a d e r
Zaid Abul Fealat, chief operating
officer, Tarjama.
Where do you live?
Dubai, United Arab Emirates.
Which languages do you speak?
Arabic and English.
How did you get started in this
industry?
I am a translator by education. I
hold a BA in English and Arabic
translation and interpretation. I
started my career working in different fields and capacities, before finally shifting back into the
translation realm. I was always
interested in building things I’m
passionate about.
While I was still studying at the
university, I cofounded my first
business, a PC gaming center in
Amman that’s still up and running today. Afterward, I joined
Tarjama, and I was immediately
attracted to the dynamics surrounding the industry in general,
and by the possibilities at my
company specifically. During my
time as COO, the Tarjama team

has expanded to five times the
size it was when I first joined
and we have opened three new
regional offices.
At Tarjama we’re addressing
what we refer to as “the gender
paradox,” where women are very
talented and well-educated, but
lag behind the rest of the world
when it comes to their participation in the workforce. Our model
focuses on training, hiring and
providing these talented women
with job opportunities and
steady incomes while working
from the comfort of their homes.
Our model is simple, but we
believe it is the secret behind our
success.
Whose industry social feeds do
you follow?
I follow a number of industry social feeds and websites, including
ProZ, MultiLingual and Common
Sense Advisory.
What do you like to do in your
spare time?
Spare time has been a rare occurrence for me recently, as I

have been involved in cofounding a new creative startup here
in Dubai. When it does exist, I
spend a big chunk of it catching
up to my favorite anime, manga
or playing games.

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

www.plunet.com
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The world’s #1 Localization Conference & Exhibition Series

“Continuous Delivery”
Join us, as we continue the conversation in

Silicon Valley
November 1 - 3, 2017

Reconnect with attendees from previous events and make new connections.
Experience a multitude of original, thought-provoking conference sessions.
Enjoy a friendly and open atmosphere with your peers.
Discover a wide range of new and returning exhibitors.

Learn more at
locworld.com/locworld35

N ews

Products and Services

Janus updates technology platform

Janus Worldwide Inc., a language service provider, has
updated the structure and the content of its global technology platform. The suite includes TermCheck, a terminology
management tool and Perfect, an automated quality control
process.
Janus Worldwide Inc. www.janusww.com

InterpretBank

InterpretBank is a computer-assisted interpreting tool
originally developed at the Johannes Gutenberg Universität
Mainz as part of a PhD research project. It focuses on the
creation and management of specialized glossaries as well
as on facilitating terminology memorization and retrieval
during interpretation.
InterpretBank www.interpretbank.com

Language Scripting Toolkit

Omniscien Technologies, a developer of automated
translation technology, has released an updated Language
Scripting Toolkit for Language Studio.
Omniscien Technologies https://omniscien.com

Pairaphrase API

Language Arts & Science, LLC, a provider of translation
services, has released an application programming interface (API) for Pairaphrase, the company’s cloud-based
translation software technology.
Language Arts & Science, LLC http://languageartsandscience.com
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XTM v10.4

XTM International, developers of a translation management system, has released XTM v10.4. A new feature
enables translators of Android apps to enter different
translations of the same source string into separate segments when the string contains a noun that has to be
translated using different forms in the target language.
XTM International www.xtm-intl.com

My Acclaro

Acclaro Inc., a translation and localization firm, has
launched My Acclaro, a translation management platform
for requesting, managing and tracking translation work. It
also has the ability to connect and share content via popular web publishing and cloud storage tools.
Acclaro Inc. www.acclaro.com

Net-Connect

Net-Translators Ltd., a provider of localization and multilingual testing services, has added Net-Connect to its
suite of translation management systems. The cloud-based
system is designed to connect to any content repository,
whether it is website, software or marketing content.
Net-Translators Ltd. www.net-translators.com

Resources

Study of market for outsourced
language services and technology

Common Sense Advisory, Inc., an independent market research firm specializing in the language service

News
industry, has published “The Language Services Market:
2017.” Based on a survey of industry providers, the report
analyzes the market from January 2016 through June 2017,
covering the market, demand, services and technology,
futures and related research.
Common Sense Advisory, Inc. www.commonsenseadvisory.com

Business

Andovar expands to Ireland

Andovar Pte Ltd, a provider of multilingual content solutions and multimedia localization services has opened a
new office in Dublin, Ireland. Headquartered in Singapore,
the company also has offices in Thailand, Colombia, India
and the United States.

of audiovisual assets.

Haymillian www.haymillian.com

Air France chooses Wordbee

Wordbee, a provider of translation management technology, has been chosen by Air France to support the
translation of the airline’s 90 websites.
Wordbee www.wordbee.com

Insight selects TransPerfect

TransPerfect, a provider of global business services, has
been selected by Insight Enterprises, a software and information technology company, to manage its online and offline
multilingual content for Europe, the Middle East and Africa.
TransPerfect www.transperfect.com

Andovar Pte Ltd www.andovar.com

New website for TripleInk

TripleInk, a multilingual marketing communications
agency, has launched a new website. The agency is an independent division of Martin Williams Advertising under
the umbrella of Omnicom Group, a global marketing and
corporate communications holding company.
TripleInk www.tripleink.com

Clients and Partners

Haymillian selected by SoftOne

Haymillian, a provider of media localization and access
services, has been selected by SoftOne, a developer of enterprise software solutions, to subtitle and dub its library

People

Recent industry hires

Language Arts & Science, LLC, a provider of translation services, has hired Laurent Bresson as an equity
partner and chief executive officer.
■■

Language Arts & Science, LLC http://languageartsandscience.com

■■ Translata, a provider of translation and interpretation
services, has hired Dierk Matysiak as international sales
representative for Austria.

Translata www.translata.eu

Lionbridge, a provider of localization services, has
named John Fennelly as president and chief executive officer.
■■

Lionbridge www.lionbridge.com

September 2017
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September

CLEF 2017

September 11-14, 2017, Dublin, Ireland

RANLP 2017

Conference and Labs of the Evaluation Forum
http://clef2017.clef-initiative.eu/index.php

September 2-8, 2017, Varna, Bulgaria

University of Wolverhampton, LMD, Institute of Information and
Communication Technologies, BAS, http://lml.bas.bg/ranlp2017/start.php

MT Summit XVI

September 18-22, 2017, Nagoya, Japan

Workshop on Multi-Language Processing
in a Globalising World

Asia-Pacific Association for Machine Translation
http://aamt.info/app-def/S-102/mtsummit/2017

September 4-5, 2017, Dublin, Ireland

ATC Annual Conference

ADAPT Centre, http://mlp.computing.dcu.ie

September 21-22, 2017, London, UK

2nd International Translation
Technology Summer School

Association of Translation Companies, www.atc.org.uk/conference/en

September 4-8, 2017, Antwerp, Belgium

Technical Communication UK

Content Marketing World

Institute of Scientific and Technical Communicators
http://technicalcommunicationuk.com

Content Marketing Institute, http://contentmarketingworld.com

eLearning Africa 2017

University of Leuven, www.arts.kuleuven.be/conference/transtech-summerschool

September 5-8, 2017, Cleveland, Ohio USA

September 26-28, 2017, Nottingham, UK

September 27-29, 2017, Port Louis, Mauritius

EMNLP 2017

ICWE GmbH, www.elearning-africa.com

September 7-8, 2017, Copenhagen, Denmark

European Chapter of the ACL, www.statmt.org/wmt17/index.html

Second International Congress of
Translation and Interpretation

September 9-11, 2017, Montevideo, Uruguay

13th China Workshop on
Machine Translation

September 27-29, 2017, Dalian, China
Chinese Information Processing Society of China
http://ee.dlut.edu.cn/CWMT2017/index_en.html

© STAR Group

CTPU, http://congresoctpu2017.org

www.star-group.net
connecting your visions, technologies and customers

STAR solutions

STAR services

Information Management GRIPS

Information Creation

Interactive Semantic Content 4DQuery

Process Automation

Corporate Process Management STAR CPM

Automatic Publication

Corporate Language Management STAR CLM

Content Engineering

Authoring Assistance MindReader

Translation

E-mail Assistance MindReader for Outlook

Software Localization

Translation and Localization Transit

Desktop Publishing

Terminology Management TermStar

E-Learning

Webbased Terminology WebTerm

Consulting

Corporate Machine Translation STAR MT

IT-Services

Online Translation Reviewing STAR WebCheck

Training & System
Introduction

Data Quality FormatChecker
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Be Heard

Contribute your thoughts to
MultiLingual Insights
• Articles must be 300+ words,
proofed and fact-checked.
• Supply at least one image
(400x400 px minimum).
Submit your article at

multilingual.com/submit-insights

Calendar
Languas 2017

TAUS Annual Conference

Italia Morayta Foundation, http://en.lenguas.org

TAUS, www.taus.net/events/conferences/taus-annual-conference-2017

September 28-30, 2017, Mexico City, Mexico

Drongo Festival of Languages

September 29-30, 2017, Utrecht, Netherlands

Drongo, Provincie Fryslân, www.drongofestival.nl/events/en-interactie

Brand2Global

October

October 2-3, 2017, Silicon Valley, California USA
The Localization Institute, http://brand2global.com

Third International Conference on
Interpreting Quality
October 5-7, 2017, Granada, Spain
QINV, http://qinv.ugr.es/iciq3-en.htm

Language Technology Industry Summit
October 9-11, 2017, Brussels, Belgium
LT-Innovate, www.lt-innovate.org/summit

ND Bucharest

October 12-13, 2017, Bucharest, Romania
Elia, http://elia-association.org/our-events

41st Internationalization &
Unicode Conference (IUC41)

October 30-31, 2017, San Jose, California USA

November

TAUS QE Summit San Jose 2017

November 1, 2017, San Jose, California USA

TAUS, www.taus.net/events/conferences/taus-qe-summit-san-jose-2017

LocWorld35 Silicon Valley

November 1-3, 2017, Santa Clara, California USA
Localization World, Ltd., https://locworld.com

Translating Europe Forum

November 6-7, 2017, Brussels, Belgium

European Commission, DGT, https://ec.europa.eu/info/events/tef2017_en

5th International TTT Conference
November 9-10, 2017, Bled, Slovenia
Iolar, www.ttt-conference.com

Balkan Language Industry Symposium
November 9-10, 2017, Belgrade, Serbia

Serbian Association of Translation Companies, http://upps.org.rs/blis

Translating and the Computer 39 (TC39)
November 16-17, 2017, London, UK
AsLing, www.asling.org/tc39

October 16-18, 2017, Santa Clara, California USA
Object Management Group, www.unicodeconference.org

AETC 2017

October 19-20, 2017, Tallinn, Estonia
Association of Estonian Translation Companies
www.etbl.ee/konverents-2017

SLSP 2017

October 23-25, 2017, Le Mans, France

GRLMC, University of West Bohemia, http://grammars.grlmc.com/SLSP2017

tcworld 2017 - tekom

October 24-26, 2017, Stuttgart, Germany
tekom, http://conferences.tekom.de/tcworld17/tcworld17

58th ATA Conference

October 25-28, 2017, Washington, D.C. USA
American Translators Association, www.atanet.org/conf/2017

METM17

October 26-28, 2017, Brescia, Italy

Mediterranean Editors and Translators, www.metmeetings.org/en/presentation:936
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Column

Client Talk
The city of Hopkinsville
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.

What do clients think? Not what they tell you on a sales call, or
what the polite feedback they share after an assignment is. What
do they really think about translation?
Welcome to Client Talk, a new MultiLingual column where we chat
with people who buy (or should buy) language services. When is professional translation worth it? If clients don't buy, why not? What do they do
instead?
By chatting with clients outside a sales environment, we can identify
what actually motivates purchasing decisions, and maybe expose misconceptions about our industry as we go along.

The client
The client in this case is Brooke Jung of Solar Eclipse Marketing, events
consultant for the City of Hopkinsville, Kentucky.
Since this is a job created just for Jung, let’s explain: August 21, 2017, is
the first total solar eclipse in history that will only be visible in the United
States. The remainder of North America will experience a partial eclipse.
The eclipse path starts in Oregon, then crosses the country from west to
east before ending in South Carolina. Hopkinsville, Kentucky, is the point
of greatest eclipse — the scientific “center” of the eclipse path where the
moon’s axis will be closest to Earth. All of 200 million people live within a
day’s drive of its path, so the National Aeronautics and Space Administration (NASA) predicts the August 21 eclipse will be the most highly viewed
in history.
Since they’re at dead center, the City of Hopkinsville has hired Jung to
coordinate logistics for all the eclipse-chasers, researchers and tourists
pouring into the rural Kentucky town. She also oversees marketing —
managing an informational website and overseeing the development
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of an event app. In other words,
Hopkinsville is a potential client for
localization, signage translation and
event interpreting.

The need
Of the 31,577 people who live
in Hopkinsville, only 200-400 are
limited-English proficient so as far
as pre-eclipse language needs go,
that’s pretty small. However, in addition to those 200 million Americans
expected to arrive on-scene, total
solar eclipses draw a global crowd.
University of Missouri Astronomy
and Astrophysics professor Angela
Speck says an eclipse in Mexico
generated so many international
tourists, the government shut the
border down. At the time of this
interview, Hopkinsville anticipated
100,000 people from 12 different
countries — and that number is
getting bigger every day.
But Jung says, “We don’t really
see language translation as a huge
need. We don’t feel the need is great
enough to retain interpreters and
the variety of languages is so diverse,

Colum n

"I Speak" flash cards and guides are used in a variety of places in the United
States to help identify which language someone speaks. These examples are put
out by Ohio's Office of Criminal Justice Services.

we would be hard pressed to find all
of the languages on a volunteer basis.
We are not currently working with
either [professionals or volunteers], but
if we had to choose, we would select
volunteers as our budgeting is limited.”

So what is the budget?
“There isn’t really a budget set
aside for this in particular. So far, any
large non-English speaking groups
have noted that they are providing
their own translators, some that
know about astronomy specifically.”

How important does the
client say professional
language services are on a
scale of 1-5?
“I would say a 1-2. We obviously
want to make all groups feel welcome,

but have not had the requests nor do
we anticipate that those traveling to
our community will need this service
that is not already provided at the
touch of a button”.

The client’s solution
“With all of the technology that
is in existence, it is easy to have a
translation or recognize a language
at the touch of a button. We will be
using the ‘I Speak’ program that the
Hopkinsville Police Department
currently has an agreement with
for any situations that arise. I am
speaking of the technology that we
all carry in our pockets through apps
such as Google Translate and other
free or cost-effective translation
apps. Many visitors coming will
have access to these apps as well
as residents locally. The I Speak

cards are an initiative of Homeland
Security and help identify what
language someone speaks by pointing to a card. I believe there is also
an accompanying phone line that the
police department has access to.”
As a clarifying note, the “I Speak”
cards are not a Homeland Security
initiative. Rather, LEP.gov — a US
federal interagency website — circulates “I Speak” cards created by
the US Census. These cards place
a target language translation of the
phrase “I speak [language here]”
next to the name of the language in
English. English-only speakers can
show the card to people who do not
speak English, who may then point to
their language. This allows the host
to know what someone speaks before
calling an over-the-phone interpreting line for assistance. [M]
September 2017
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Terminology Glosses
Semantic painting
Thought or reference
Laura Di Tullio
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Laura Di Tullio is a terminology management
consultant who has developed termbases and managed enterprise terminology for large multinationals.
She has been in the localization industry for over 20
years, holds an MA in terminology management and
a degree in translation studies.

REFERENT

In languages, a lot has to do with labeling. We label concepts
by naming them and ideally, each label uniquely identifies one
referent. This simple mechanism is visually summarized in the
semantic triangle.
As depicted by C.K. Ogden and I.A. Richards in 1923 in The Meaning of Meaning, the semantic triangle (see above) exemplifies the
relationship between any given concept (thought or reference), the
corresponding object (referent), and the word or any other representation (symbol) we use to express it. The keyword here is semantic, a
qualifier that has entered English through French from the Greek sēma
(sign) to express a connection with meaning.
Recently, the term semantic painting captured my attention. In this
adjective-noun combination, the first constituent word is related to meaning, while the latter indicates the act of applying color by using different
pigments, media, and tools. By painting, however, we create a depiction
(symbol) representing the concept we want to express. So from an
exclusively linguistic standpoint, the use of semantic and painting together
is somewhat redundant. From a terminology management perspective,
the term well deserves a place in our ideal termbase, where we will record
it as a compound noun the meaning of which bypasses the sum of its
individual components.
When creating an entry for semantic painting, we will clearly mention
that it is linked to machine learning, thus defining its domain of occurrence.
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The term refers to a method used to
help computers learn associatively.
In “Semantic Paint Makes RealWorld 3D Labelling Child’s Play,”
David Amerland summarizes it
as the use “of color recognition
to create object segmentation in
the real world in real time.” The
segmentation is obtained by breaking the environment into classes,
such as chair, floor and so on. The
authors of “SemanticPaint: Interactive Segmentation and Learning
of 3D Worlds” explain that “users
interact physically with the real
world touching objects and using
voice commands to assign them
appropriate labels.” Then, thanks
to specific algorithms, computers
refine what they learn, adding new
layers of meaning.
Generally speaking, though, if
a term is somewhat dim from a
linguistic point of view, but vibrant
in terminology management, then
we are faced with a disconnect
somewhere. Consider for a moment
the adjective semantic and its
corresponding noun semantics.
Their use in IT is not new and
it is actually rather diversified.

Colum n
Webopedia defines how the term
is used in computer programming
as being “frequently used to refer
to the meaning of an instruction as
opposed to its format.”
In our ideal termbase, we
use metadata to delineate the
boundaries between domains and
in so doing we compose a detailed
mosaic of the various senses at
a given point in time, in what is
called a synchronic perspective.
The different meanings (all having
a common origin) of a term are
technically called polysemy. They
haunt every termbase and daunt
terminologists. In the language
industry and in localization, we are
very familiar with polysemy and in
terminology management we can
say without fear that the better the
polysemic terms are handled, the
higher the quality of the termbase.
But there is more. Looking at the
evolution of the qualifier semantic
and, in particular, at how it is used
in semantic painting within machine
learning and artificial intelligence,
it becomes evident that the labeling
and classifying tasks are no longer
performed solely to help humans
categorize and make sense of the
world, but rather to teach computers.
Simple, very concrete objects are
being labeled so that computers can
learn to recognize them and become
better in this process through the
application of corrective algorithms.
Concurrently, the domain of utilization has gone from linguistics to
programming to artificial intelligence.
If we adopt a diachronic perspective
— one that takes into account the
passing of time — then we are looking
at a paradigm shift and, with machine
translation, our industry has already
embraced this new course. In what
other ways is the language industry as
we know it today ready for this?
The original idea is still at the basis
of the whole approach. Semantic
painting has a lot to do with catego-

rizing and labeling. Even though the
documentation is still limited, there
are sporadic examples of multilingual
semantic labeling projects in which
the labeling work was completed
occasionally using a translator or,
in some cases, machine translation.
In one computer vision study video
named "How we teach computers
to understand pictures," Fei-Fei
Li, associate professor at Stanford
University, describes how her team
built a database of 15 million photos
(ImageNet) to teach computers to
understand pictures. For the labels,
they used crowdsourcing through
the Amazon Mechanical Turk
platform and the lexical resources of
WordNet put out by the University
of Princeton. At the other end of the
spectrum, if we extend the idea of
labeling to that of creating structured,
methodological ontologies, moving
from a lexicographic (semasiologic)
to a terminological (onomasiologic)
approach, new openings for increased
cross-functional collaboration
involving professional linguists and
terminologists are desirable.

As for machine translation, its
effects are already well visible to
those translators and localizers who
are now asked to post-edit translated
texts. However, the initial fear for the
profession is somewhat mitigated by
the statistics. David Rumsey, president
of the American Translators Association, recently declared to CNBC
reporter Kate Rogers in “Where the
Jobs Are” that “the opportunities
for people with advanced language
skills will continue to grow sharply."
According to the Bureau of Labor Statistics, the number of translators will
increase by 29% through 2024. This,
after doubling in the last seven years
thanks to the effects of globalization.
In the same press report, one major
player declared that for complex tasks
it is still better to have human translators; technology just helps speed up
the translation process. If today’s
statistical forecasts and on-the-field
conclusions hold true, in the next
few years it might still be a matter of
complementarily designing innovative
landscapes rather than completely
erasing consolidated practices. [M]
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Off the Map
The future of game content
Kate Edwards
Kate Edwards is a geographer and the principal
consultant of Geogrify, a Seattle-based consultancy
for culturalization and content strategy. She is also
the former executive director of the International
Game Developers Association (IGDA).

After a nearly five-year term as executive director of the International Game Developers Association (IGDA), I leave the role
with a rare perspective on the entirety of the global game industry. While running the IGDA, I was afforded the opportunity to
meet with pretty much every possible segment of the industry —
from AAA studios to solo indie game developers, from medical
professionals to government officials, from aspiring students of
all ages to consumers from a wide variety of cultural and socioeconomic backgrounds. I traveled extensively across six continents to glean an understanding of the cultural and economic
impacts of this art form as well as a solid glimpse into its future.
What emerges from this unique experience is a view of an industry
that is something of a paradox, representing one of the most innovative
and culture-changing forms of media in the history of human society
while also harboring some serious problems that seem antiquated in the
21st century workplace — issues such as “crunch” time (excessive, often
unpaid work hours) and a gross lack of gender and ethnic diversity. How
can this be the case?
To answer that question, we must delve into the origins of the game
industry. We look back to a time when digital games emerged from an IT
sector that was very predominantly male and white, and had a reputation
for putting technological progress and speed of discovery as paramount
over the general well-being of the people doing the work. This model has
perpetuated over time, and as game creation slowly became its own industry, it brought with it many of the patterns of the IT industries in which it
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was forged. Fast-forward to our era,
and the game industry has changed
dramatically since its earlier days —
as has the general IT sector — but
many of these challenges persist.
Rank and file game developers consistently complain while simultaneously accepting this as “just the way
it is.” Trade associations and companies have little explicit interest in
changing the status quo because it’s
a system that seems to work. And
now with the competitive pressures
and high financial stakes with large
AAA game titles and expensive
console technologies, it makes the
system even more fragile. Changing the workplace to be much more
accommodating of people's needs
can be frightening to management.
Over time this has created a layer
of cynicism and weariness that hangs
over the game industry. The industry
is caught between the balance of
attaining total creative freedom versus maximizing revenue, since after
all, the game industry is the business

Colum n
of selling interactive, digital art. So,
while individual game developers
are passionate about their art form
and wanting to completely unleash
their abilities and create content
never seen before, the companies
(especially the larger studios and
publishers) must focus on maximizing their revenue to ensure the continuation of their ecosystems. The
result for the AAA and larger game
titles tends to be (not universally) a
creative doldrum where companies
are creatively risk-averse. This is why
you will see the continuation of wellknown franchises like Call of Duty,
Grand Theft Auto and others. I’m not
asserting that these games are poor
quality; in fact they are quite the
opposite. They’re amazingly polished
games that represent the state of the
art. But from a content perspective,
they’re not necessarily new and fresh
— they’re just very familiar to their
massive fan bases, and will therefore
generate revenue.
So in the context of this dynamic
within the game industry, where is
the innovation in game content coming from? As I think many professional game creators would tell you,
the real innovation is being delivered by “indie” developers. Without
the massive overhead of large teams
and marketing campaigns, and the
constraint of pleasing shareholders, indie developers are more akin
to the freelance artists common in
many other forms of media, such as
art, literature and film. They are free
to create whatever they’d like and
to follow their artistic passions in a
more freeform manner. The result is
games that stretch the boundaries
of game design in every direction,
providing an infusion of talent and
creativity that the industry hasn’t
experienced at this scale in years.
To their credit, the larger game
publishers have fully embraced indie
developers as a source of such great
content, which is why the latest

round of game console hardware all
have a robust outreach program to
indie developers.
In short, indie game development
is quickly becoming the default
method of game creation worldwide, and is far more widespread
demographically and geographically
than ever before. I also firmly believe
that indie games are going to be the
gateway for broader society to finally
embrace games as a true art form and
not just as a distraction for kids. For
game creators, indie development
also means a much closer connection between themselves and their
players, with a closer interaction
both during and after the development process.
This "maximize revenue" versus
"maximize artistic freedom" scenario chiefly describes the more
developed game creation hubs such
as North America, Western Europe
and East Asia. But what about the
rest of the world? As I related in a
previous column, there is a tremendous amount of game development
activity in emerging markets such as
Latin America, the Middle East and
Southeast Asia. This is happening
despite many of them facing tremendous challenges, including cultural
and political opposition, the high
cost of game development hardware
and software, unreliable power and
internet infrastructure, and outdated
financial systems.
Since game development has
rapidly become democratized and
is now just as readily available to
learn and implement as it is to learn
how to paint or write a novel, the
world is seeing an explosion of
game creation from across a wide
variety of cultures and geographies.
The skill sets in various emerging markets may not be quite as
polished as their well-established
counterparts, but the creative
vision that I’ve witnessed firsthand
is easily competitive with any of the

games being created in the United
States, Canada, the United Kingdom, Germany and so on.
Why is this important? Put simply, the future of the game industry
is being truly global. According to
PricewaterhouseCooper’s projections
for interactive media, the global game
industry growth will continue to grow
at 4.8% through 2020 (worth $90 billion, up from $63 billion in 2012).
But the real surprise is the projected
growth in emerging markets, many of
which will see double-digit growth.
Nigeria is predicted at 22%, Kenya
at 20%, India at 18% and Vietnam at
15%.
In India and South Africa, social
and casual gaming (primarily smartphone-based games) will overtake
traditional PC and console gaming.
And despite ongoing issues with rampant piracy of game content, Russia is
aiming to become the eighth largest
games market.
For consumers of game content,
this is going to be an exciting time.
Over the next several years, we’re
going to see a continued diversification of game types, themes and topics
that will challenge the typical perception of a “game” and provide more
options for a wider variety of game
players. And if local governments
in emerging markets continue to
support their burgeoning game companies and indies, the global marketplace will benefit and consumers
will face a revolution in choices. The
industry will then need to address
how to do a better job of content
curation, to aide consumers in finding the kinds of games that would be
more appealing to their tastes (this is
something the film industry has done
well for decades).
As I leave behind my IGDA role
but remain an active advocate in the
game industry, I’m really excited for
what lies ahead and I can’t wait to
play fresh, innovative games from
around the globe. [M]
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Community Lives
Innovation in the
language community
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.

We constantly coin new words and phrases, extend the meaning
of the words we use and drop archaic ones. Even dead languages
like Latin find new life in the hands of enthusiasts.

The language community can surely lay claim to being one of the most
vibrant and innovative in existence, a claim doubled in recent times with
the breakneck speed of technological progress. But it seems to me that
the language community has become fixated on innovation
brought on by technology automachat version
tion, and this is at the expense of
recognizing the human elements
The language community is one of the
of innovation in the industry.
most vibrant and innovative in exisThere was a time when the
tence, but it has become fixated on tech Rosetta Stone represented the
forefront of translation technolautomation at the expense of recognizogy. Translations had an influing the human elements of innovation.
ential part to play in the work of
classical rhetoricians and the work
of those Greek scholars involved
in the creation of the Septuagint. The history of Indian and Chinese languages
also innovated with the works of myriad authors. Arabic translators created
translation movements in the Islamic world as knowledge was assimilated
from older sources. The one common thing all of these old traditions have is
a dependence on writing. The scriptoriums of the Middle Ages indicate how
a world hungry for knowledge was fed. Fast-forward to recent times and the
advent of the computer era. There are many in our community who will recall
just how swiftly innovation after innovation have occurred and the revolution
that has transformed multilingual communications around the world.

Innovation driven by industry-specific problem solving
For sure, computers, software and big data have propelled us forward at
light speed and resulted in many new members joining the language industry.
But we would be in error to give all the credit for progress to the IT sector.
In the early days of personal computing, it’s easy to forget the trials we went
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through, for example, with multilingual fonts! The contemporary language
industry also can attribute its growth
to an influx of people from marketing
and advertising as well as IT. What
these two industries have in common
is innovation. They both are presented
with problems and need to come up
with solutions that have never been
done before.
Corporate advertising and marketing departments bring a highly
specialized set of skills to the business
community as a whole. They have
an understanding of how products
and services offered to a multilingual
market need to preserve the characteristics of their brands. However, as
the global economy began to develop,
they brought innovation to their role
and this naturally impacted language
use. As consumers we are often not
entirely aware of the influence that
advertising and marketing have in
bringing products to highly diverse
markets. The role that language plays
in maintaining what works in one
language when it is rendered into
others requires equally specialized
skills in multilingual innovation.
Let’s not forget that the Unicode
we use and love today was not always
so appreciated. Describing the ins

and outs of the Unicode story is a
book-length task. Let it simply be
said that it is thanks to the innovative,
organizational and technical skills of
the Unicode community that we have
the lexical equivalent of a Swiss Army
Knife with hundreds of blades.
The IT people created the language
technology to boost productivity and
consistency across a variety of languages and marketing professionals fed
in business development and the client
service that created verticals and value
add-ons. With these developments
almost taken for granted, it’s easy
to overlook the language side of the
business, but here is where we need
to pay attention to the innovation,
problem solving and strategies used
by linguists every day. In my own time
as a language service provider, I recall
the challenge of managing a user guide
translation for virtual reality, where the
translators had to understand some
very innovative terminology in English
and then to capture its quirkiness in
their own language. Another challenge
was posed by text wrapped around
sophisticated graphics in beautifully
designed documents presenting
the findings of the Human Genome
Project to the European Parliament.
Oh, and the project deliverables were
required within a few days... and
nights! The lessons I learned from
these experiences have stayed with me
and have given me great faith in what
innovation can achieve with languages,
technology and our professional and
motivated community.
Our community cares first and
foremost about our languages and
how best we can marshal our skills to
overcome difficulties in uniting people
across the globe. Problem solving is
obviously key in this and can beef up
our localization toolbox.

Innovation driven
to explore new markets
We can learn a lot from what has
happened with advertising. The

internet explosion that took place in
the 1990s precipitated a multitude
of changes, many unforeseen. The
advertising industry of the period was
dominated by huge corporate agencies that made good use of technology until they found themselves floundering as it began to swamp them.
The appearance of Google in the late
1990s and Facebook soon after initiated a seismic change in how advertising worked as technology began to
drive the market. We are all aware of
how our data has become a precious
commodity to the tech industry. The
consequence is a radical shift in how
companies wishing to advertise target
their audiences. Less and less do we
find ourselves flipping through glossy
magazines with their mass-marketed
campaign ads. Targeting is becoming
refined to the point where we as individuals find ourselves being enticed
to click. The lesson, a tough one to
accept, is to follow the tech.
Can our community really benefit
from adopting a similar shift in how
our work is delivered to its audiences? I believe we have no choice.
We need to address how to
insert language, or more precisely
languages, into standard business
models. What can we do as a
community to create more demand
for our skills and services? Jeffrey
Hammerbacher, Silicon Valley
aristocrat for his roles in Facebook
and Cloudera, his own data-analysis
company, famously said that, “The
best minds of my generation
are thinking about how to make
people click ads. That sucks.” His
dissatisfaction with the established
business model of devising ways and
means of interacting with webpages,
all of which we’re familiar with, led
him to innovate methods of data
management using machine learning and advanced data analytics.
Should we not be engaging the same
level of entrepreneurial innovation
with languages if we are to make a
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quantum leap that will position us in a
deserved place in the global business
hierarchy? Given that tech seems to
be developing a much more interactive environment between users and
machines, we have to be aware of
the potential for making translations
equally responsive as sources. The
translation might even involve
spoken words. The question is, will
those words be machine-generated
or come from a highly qualified
human interpreter? Time will tell.

Innovation driven
within the community
Thanks to the wonderful work
being carried out by our universities, we now have students who will
graduate with excellent language
and technical skills. New entrants
to the language industry may also
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be taught to adapt multidisciplinary knowledge to the needs of
the real world. For example, MIT’s
Community Problem-Solving
Project helps us identify ways in
which we can alter strategies in
different locations to varying ends.
It may not be immediately obvious,
but someone has to think through
health and safety issues that
affect vastly diverse communities.
Innovation in communities helps
ensure their health.
We must not rest on our laurels.
Even worse, we cannot keep working
with the same set of practices simply
because we’re comfortable with them.
The distortion we see in the language
industry supply chain, which often
leaves translators as warm bodies,
needs remodeling. But how do we
achieve this without drastic measures

that might be threatening to business
decision-makers? The best way forward
is innovation in working practices that
will balance roles more equitably. I
don’t think our clients would complain.
After all, they now want a greater say in
how language quality is managed, how
problems are dealt with effectively and
how deliveries happen efficiently and
with certainty. Hierarchical business
models now find competition from
holacracy, in which structures are
leveled out and professionals receive
credit for the contributions they are
actually seen to make, such as with
Zappos.com. Anonymity is the enemy
of attributing credit where it’s due.
Cooperative ventures have worked in
other industries, the GNU\Linux community for example. I wonder how well
that might work for us? Team building
with self-governing multilingual, multicultural goals in mind could help move
us forward and extend our community
into under-developed regions. What
about resolving the issues of attributing
ownership to work? The innovations
that technologies like blockchain
promise could transform us into a
powerhouse community that is second
to none in the corporate universe,
according to sites like Ethereum.org.
We must embrace change because
if we do not, especially with technology often perceived more as a threat
than a benefit, we just find ourselves
caught in a volcanic eruption that like
the unfortunate citizens of Pompeii
buried them in a blanket of ash.
Societies have constantly innovated in
the languages they use and now we can
add language-specific technological
capabilities to the work that we do.
Future historians will surely judge
us for what we do now to embrace
change, whether making the old
new once again, or creating something revolutionary and new. Who
knows? Maybe we will capture the
attention of some ingenious artificial
intelligence that will ask us, “How did
you translate that?” [M]

Fo c u s

Audiovisual
localization
The search for perfection

Kamil Juljanski is a solutions architect at Capita Translation
and Interpreting. His main role is to assist the business
development and project management teams and use
technology to find the perfect solution for their needs.

Kamil Juljanski
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hen you’re watching TV and you come
across an advertisement or a show with an amicable presenter, you will be unlikely to critique
their speech. Even if the presenter has a speech
impediment or a strong regional accent, and even
when they go off script, as long as the intended
meaning is conveyed, you accept it for what it is.
However, in the world of localization, we put a lot of
emphasis on all of these imperfections due to our traditional
workflow and culture. While some audiovisual project
requirements are flexible, others are rigid, and will require
fixes to the final piece. Content used for voiceovers is not
always created primarily to be read aloud and doesn’t always
sound natural when spoken, making it more difficult for the
voiceover artist. Maybe a word was pronounced slightly differently, or maybe the voiceover artist deviated from the script
to improve the flow, but occasionally, the final review requires
the localized voiceover to match the source script exactly. In
audiovisual localization projects there are many variations to
consider: translation of the script, cultural nuances, voiceover
artist talent, matching the speed of the target language speech
to the source — the list goes on, and if any of these components don’t go according to plan, it impacts the entire project.
With this existing process, the artist might be required
to return to the studio and rerecord parts of the script,
which then have to be engineered back into the audio. This
not only affects the speed of project delivery, but creates
additional cost. However, this can be avoided — sound
engineers can check if similar words or phrases crop up
in other parts of the script, and cut and paste the audio.
Using a number of different tools and techniques, it is possible to blend and merge audio, even at the syllable level.
Working with pitch and speed allows the studio to add in
audio and make it sound natural.

The Photoshop of speech?
But what do you do if the words in question are not
repeated elsewhere in the script, or you cannot find the
right syllables to slice and dice? Adobe is developing a
new tool that could be the answer. Project VoCo was
showcased at the Adobe MAX conference in November
2016. This technology allows the user to tell the software
which word or short phrase should have been spoken, the
software then analyzes the speech already recorded and
approximates how that same voice would have spoken
the relevant phrase, and recreates the content. In order to
work, VoCo requires at least 20 minutes of voice data. It
breaks the recording down into phonemes and creates a
model of the person’s speech. The user can add or remove

phrases by using a simple text editor and the algorithm
will edit the recording accordingly.
This is still very much in the development phase, and for
now we do not know how, or even if, it will support multiple
languages and accents. However, in theory, the accents are
not such a problem since the software is analyzing how that
person sounds, meaning it is already unique to the user’s
voice. The biggest challenge will be multilingual support,
as the software currently only supports English. Many
languages have unique sounds — for example, the uvular
French rrrrr sound, or the throaty chhhh sound in Hebrew.
Nonetheless, the VoCo solution seems to be a good
bridge between text-to-speech and real human voiceover,
as advanced editing skills allow any fixes to be done quickly,
without the original voice actor’s involvement. Using solely
text-to-speech sounds too machine-like for long scripts,
and even the best systems and most human-like tools
require a huge manual effort to program. From a commercial point of view, these tools can sometimes cost more
than their human counterparts, including licensing fees for
each piece of content.
When producing voiceover or dubbing for movies,
additional challenges arise. The translated content not
only needs to be accurate, it has to sound natural as well.
However, “natural” doesn’t just mean the performance of
the voice talent or the quality of translation — good sound
design has to transport the audience into the scene and
imitate reality. It’s easy to forget that technology has made
amazing strides over the last decade because, unlike the
visuals, the audience tends to notice audio only when
there is a problem with it.

Sound layering: walla and rhubarb
To illustrate this point, let’s talk walla. Unless it is a corporate marketing video, or a simple tutorial, most audiovisual content has many layers of sound: music, sound
design and even the sound of other people speaking in the
background. The background noise of a Japanese office
might be different from the noise of an office in London.
And this is where walla comes in.
Walla is the sound effect replicating the background
noise of a crowd. If you record several people repeating
the word “walla,” you can create an auditory illusion of a
crowd. But crowds sound different in different languages.
In the UK, it’s a fairly well-known joke in the industry that,
when speaking in the background, extras repeat the word
“rhubarb” to recreate the hubbub of a crowd. Thanks to
modern technology and high definition audio, there’s a risk
that some of that chatter can now be audible, so to maintain verisimilitude, a group of voiceover actors, also called
“walla groups,” record short conversations that are related
to the setting. So, a crowd recording a modern script will
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have different conversations compared to extras in a medieval story.
When translating a dubbed movie,
the dialogist needs to write similar
conversations in their native language.
They need to look at the scene, create
characters out of the crowd and think
what sort of conversations they might
be having. The studio will then record
these conversations and mix them
together to simulate the sound of the
crowd. If any part of the walla dialogue
bleeds through and is actually audible
to the audience, this no longer poses
a problem, but rather helps to set the
scene and create atmosphere.

Overcoming challenges
in audiovisual projects
Translating for moving images is
also far more complex than normal

“wild audio.” Wild audio is normal for
eLearning or phone prompts, but for
a movie or the dubbing of a presenter,
it is necessary to synchronize the
audio to the timings of the original
content. When preparing voiceover
content for corporate audiences, the
aim is to synchronize each phrase so
that the localized audio starts and
stops as the speaker does. If the script
is too wordy, it is sometimes possible
to slow down parts of the video, freeze
the frame or even loop parts subtly so
it seems the presenter is still speaking
while the localized audio completes.
None of the tricks above can help
with dramatic content or commercial documentaries, though. These
require intricate sound engineering
in order to syllable match. The actual
production time could be significantly

longer too, as the actors would have
to deliver the lines multiple times in a
variety of speeds. This is a particular
challenge when working on animation, as the localized content needs to
create an impression of lip-syncing.
The translator needs to map out all
plosive (p and b) and nasal (m and n)
consonants and make sure that the
translation contains same or similar
sounds in the same places.
Regardless of the approach and
type of content, any problems,
whether caused by a mistranslation
or the voiceover, become amplified as
fixing them is a time-consuming and
costly endeavour. Of course, if Adobe
can deliver their new technology, it
would shape the audiovisual localization process and remove the need to
recall or rework the audio. Until this
new technology comes to market,
how can we, as localization experts,
approach such challenges? First, it is
important to understand the requirements of the project. What is the
approach and who is the audience?
How will the audio be synced? Does
the length and content of the translation need to be amended? For such
intricate tasks, reference materials
can be a huge help — glossaries,
key names, phrases and pronunciation guides should be prepared and
available to all stakeholders, from the
translators to the studio.

Technology,
expertise and talent
Just as the old proverb states
“fail to prepare, prepare to fail,”
insufficient planning in audiovisual
projects can cause costs to spiral
out of control. Delays in sending the
translation to the voiceover artist, or
the need to correct voiceover in postproduction should be accounted for
in the overall turnaround time. If
the translated script isn’t ready for
the day of the recording, the session
will have to be rescheduled, adding
further costs. Ideally, the translator
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will be on-hand during the recording
to advise on the translated script, or
rephrase certain sentences if they
don’t fit or sound quite right. It
may sound obvious, but translators
should be familiar with the specific
requirements of the project, as their
translation will shape the voiceover
itself. It’s important for the translator to be aware of the length of the
text, trying to keep their translation
similar in length to the source material and make sure the text is easy to
pronounce. Regardless of how good
the quality of the translation is, if the
voiceover artist stumbles over words,
their effort will be in vain. Finally, it’s
preferable to have a producer or a
director in the studio when recording. They will oversee the process,
direct the talent and rectify any
issues before the recording session
wraps.
Recording voiceover is a challenging, but very satisfying process.
We live in an increasingly visual
world, reliant on multimedia and
dominated by social media and video
sharing platforms. YouTube is the
second most popular website in the
world, 95% of the global population
live in an area covered by a mobile
network, and two-way communication platforms (such as Alexa and
Siri) are becoming commonplace
across the globe. Our clients use
video and audio to connect with their
employees, partners and potential
clients, and as such, the demand for
high-quality audiovisual localizations
grows. In such a subjective and creative industry, technology in the field
continues to develop, but there are
still challenges to overcome, tongue
twisters to untangle and mispronunciations to correct. As long as there
is a professional team of translators,
voiceover artists, project managers and sound engineers working
together behind every project, the
quest to achieve audiovisual perfection comes closer into reach. [M]
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Video Localization:
Driving down costs, enabling scale
Video, the content of tomorrow
Imagine you’ve bought an espresso machine, one of
those fancy ones, with many moving parts and multiple
configurations. After wrestling with the content in the
instruction manual, you turn to Google. Fortunately, the
manufacturer is video savvy, and has uploaded a video
installation guide to YouTube. That video appears at the top
of the search results, so within minutes, you’re assembling
the machine, thankful for the clear guidance, your mouth
watering as you anticipate your first espresso.

Answering the question:
Why is voiceover so expensive?
Voiceover is expensive for two reasons. First, the expense
of resolving the synchronization issues that arise from the
difference in length of spoken sentences (figure 1).

This scenario is not imagined; it’s a true story, one that
plays out thousands of times each day. YouTube, today’s
video giant, has more than 1.3 billion users who watch
more than 5 billion videos each day. According to Cisco,
video will grow four-fold by 2020, with business videos
accounting for 66 percent of business traffic.

Facing the video complexity-cost barrier
But there’s a problem. Keeping up with consumer
demand for video is complicated and costly, especially for
companies selling into international markets. Each video
must be transcribed, timed, and translated. Voiceover
talent must record new audio, which must then be
synchronized with the original video. These tasks are
manual and labor intensive and come with skyrocketing
costs and lowering margins.
The highest cost involved lies with human voiceover.
Although some companies use multilingual subtitles to
avoid the cost of voiceover, subtitles are not appropriate
for many formats, such as for software training videos.
Viewers of training videos need to see the operation of
the software, and it’s unreasonable to expect them to read
subtitles while watching — a distraction that irritates
users, disrupts learning and weakens trust.

Figure 1: An illustration of the voiceover synchronization
problem. The pink track shows the length of the original
voice. The blue track shows the length of the longer,
translated voice.

For example, a sentence that takes 10 seconds to speak
in English may take 15 seconds to speak in a language like
French or German. Resolving this issue pushes up costs, as
it takes 30 minutes of engineering time on average to sync
one minute of video.
The other reason why voiceover is so expensive is because
voice actors are expensive to hire. And hiring expensive
voiceover talent has been (until now) the only route to
voice localization, a service provided only by high-cost
voiceover and dubbing studios that typically create highquality, “fancy” productions, such as feature films and TV
advertisements (figure 2).
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Video Type and Length

Fancy TV Advertisement

Not
Fancy

Movies
TV series

Product videos

Webinars
eLearning videos

Short

Long

Figure 2: Adding to the high cost of video localization:
Voiceover studios charge the same high rates no matter the
production, whether a “fancy” TV ad or movie, or a far less
complicated business video.

Introducing a cost-effective solution:
VideoLocalize.com
VideoLocalize is the world’s first video translation management system (VTMS) that uses hybrid technology to automate
and synchronize the tasks involved in video localization, as
well as to address the voiceover issues that drive up costs.
Synchronization issues are resolved through the system’s
patent-pending hybrid technology that automatically

applies segment-by-segment syncing to eliminate the need
for post-engineering. In other words, if the length of a new
segment is longer than that same segment in the original, the
system adjusts, editing the audio and video by imperceptible
amounts, slowing down and speeding up the individual
components as needed. The work is completely automatic,
saving countless editing hours and many budget dollars.
VideoLocalize also expands voiceover options by providing
built-in, text-to-speech engines, and a hiring marketplace
that offers access to lower voice talents (figure 3). With
VideoLocalize, you can save your use of costly studio voice
actors for your highest-value projects.

Lowering cost, enabling scale
Today, start-to-finish, automatic video localization is
possible and profitable, even at scale, thanks to the
VideoLocalize VTMS. Future-thinking language service
providers may now expand their offerings by bringing video
localization services to their clients.
In addition to handling and automating all the tasks
involved in video localization, VideoLocalize also provides a voiceover talent pool and project management
environment, giving translators, project managers, voice
talent and clients the tools and online workspace they need
to complete video localization projects at scale, faster and at
a far lower cost than before.

Voiceover options

How provided by VideoLocalize.com

Cost

Best suited for

Machine Text-toSpeech (TTS)

Built-in TTS engines

General voiceover
talent

In-system voice talent marketplace

Low

Interview and product training videos, as
well as internal training materials and
longer eLearning videos

Studio voiceover
artist

In-system voice talent marketplace

High

TV advertisements and other high-quality
productions

Free to Internal, slideshow-type training materials and
low
longer webinar and eLearning videos

Figure 3: Voiceover options available through VideoLocalize.com

VideoLocalize is the world’s first video translation management system that allows you to manage
the entire process of video localization on a single platform. The system automates transcription,
timing, subtitling, translation, text-to-speech and audio-video synchronization. Winner of the TAUS
Innovation Excellence Award in 2016 and the Process Innovation Challenge (PIC) at LocWorld in
2017, VideoLocalize is on a mission to make video localization faster and more cost-effective.
For more information and a free trial, please visit www.VideoLocalize.com.
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Considering tools for
audiovisual translation

This subtitled screencapture was taken from
a recent Translators without Borders video.

Rob Vandenberg is president and CEO of Lingotek.
Prior to being named president of Lingotek in 2008, he
served as its vice president of sales and marketing. He was
cofounder and CEO of LocalVoice.com, which was acquired
by HarrisConnect in 2005. He has a bachelor’s degree in
political economics from UC Berkeley.
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n his 2014 article, “How (Not) to Fail as a Multimedia Translator,” applied linguistics professor Attila Imre identified the challenge of multimedia localization for language services professionals
these days. He observed a major shift in translation work from textto-be-translated to “whatever”-to-be-translated. The “whatever” is
multimedia — text, images, audio, video and animation.
The growing popularity of video streaming, online gaming and interactive
educational programs (eLearning) has made audiovisual translation (AVT) the
fastest growing segment of multimedia translation work. AVT includes subtitling, dubbing, voiceover, closed captioning, apps and video games.
To give you an idea of how popular video is, consider these 2017 YouTube
statistics: almost five billion videos are watched on YouTube every single day,
and of that five billion, 80% of YouTube's views are from outside of the United
States. As a result, business, education and governmental sectors are dedicating
more resources to creating subtitles and captions for their audiovisual content.
Government regulatory requirements are also increasing the need for more
closed captioning and subtitling. Worldwide, there are almost 400 million
people who are hard of hearing or deaf. Because this portion of the population
is so largely underserved, both the US and the UK have passed regulatory measures to increase the availability of closed captioning and subtitling for digital
programming.
The globalization and localization industry will need to place a greater
number of resources into education, training and tools to match the growing
demand that is a consequence of these wide-reaching regulations.
An article in The Journal of Specialised Translation, “Challenges for the
Audiovisual Industry in the Digital Age: The Ever-changing Needs of Subtitle
Production,” traced the rise of AVT as a translation genre and the educational
and training opportunities that have been created for linguists in the last 25 years:
“At university level, AVT was not recognised as an official translation genre
until very recently, with research and a comprehensive theoretical framework
being set up towards the end of the 20th century. Universities picked up on the
gap in the market in the late ‘90s and recognised the need for educating and
training prospective subtitlers. We now have many universities offering modules
and courses on subtitling and audiovisual translation in general, but also specialised courses for particular subtitling types, such as intralingual hard-of-hearing
subtitling (SDH), as well as audio description (AD) or video game localisation.”
Subtitling and closed captioning are similar, and often thought of as interchangeable — and in fact, as in the quote, closed captioning is sometimes
referred to as “hard-of-hearing subtitling.” Normally, however, there is a distinct difference. Both display text on a television, video screen or other visual
display to provide information. Subtitling is for those who do not speak the
source language of the audiovisual content, closed captioning is for those who
cannot hear the audio. Subtitles usually appear on the bottom third of a video
frame. Subtitles can be white or yellow and do not have background; the script
is placed directly over the video.
Closed captions can indicate background sounds, such as “[horn honking]” or
“[laughs],” or indicate who is speaking. Unlike subtitles, captions aren’t limited to
placement at the bottom third of the screen; they can be placed anywhere they
are needed. In front of the person speaking, for example. Another difference from
subtitles: captions usually appear as white script on a black background.

Tool tips
To meet the escalating demand for
AVT many have turned to machine
translation (MT). But at this point,
MT is not able to deliver the quality
that customers are demanding for
their AVT. One audiovisual services
vendor in Will Brown’s October 2015
post “7 Myths of Video Dubbing &
Audio Translation” warns against
MT and the added expense to correct errors in translation. “Machine
translations actually drive up the cost
of voiceover because sessions take
longer and clients are never satisfied
with the final content.”
While computer-aided translation
(CAT) tools are not ideally suited for
AVT, there are solutions that offer
integrated, high-quality translation of
multimedia projects. Any must-have
localization tools for AVT include an
advanced, cloud-based translation
management system (TMS) with
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CAT tools that enable the creation
and leveraging of translation memory
(TM), in-context review, customizable workflows and automated quality checks.
In a recent GALA webinar, “Subtitling and Closed Captioning — Success
for Language Agencies and Freelancers,” industry expert Aida Martirosyan
identified the software for subtitling
and closed captioning translation services that her vendors prefer. The most
popular platforms were freeware like
Subtitle Editor or Subtitle Workshop;
commercially available apps like Spot,
EZTitles® Basic; and for professional
use, FAB Subtitler and CaptionMaker
or MacCaption.
While there is a lack of subtitling
software with translation memory
tools, cloud-based translation platforms have the ability to load subtitle
files and link them to the audiovisual
content, create translation memories
and use machine translation using
API keys. Cloud-hosted and offered
on a software-as-a-service basis, a
browser-based translation workflow
and publishing platform is fully inte-
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grated and interoperable with thirdparty applications for audiovisual
content management.
These tools can be used to translate
subtitles and captions for webinars,
product videos and the most popular
AVT content, eLearning courses.
Cloud-based translation management
technology has several advantages: the
ability to create TM, continuous change
management and version control, easy
file uploading, in-context review and
customizable workflows that can be
specifically tailored for AVT.
TM can be a critical tool that helps
linguists deliver more consistent,
accurate and cost-efficient translation.
In the 2015 article “Applications Of
Machine Translation And Translation Memory Tools In Audiovisual
Translation: A New Era?” it was
reported that, when asked which tool
they prefer for subtitling software, an
integrated TM or MT, more than half
(56.8%) chose TM.
However, creating TMs during AVT
can be difficult. Usually translation is
saved sentence by sentence as a unit,
but in AVT, the sentence may be cut
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off between one subtitle and the next.
You cannot log in a half sentence in a
traditional TM, but a cloud platform
lets you create a separate TM vault
— a subtitling or segmented vault —
that lets you store those unique AVT
pairs. TM that is centrally stored and
managed on a cloud TMS gives AVT
teams access to multiple TM vaults,
glossaries traditional TMs so they can
be leveraged to ensure the consistency
and quality of translations.
Today, most AVT projects are
delivered as videos, transcripts with
time codes, or in a text-deliverable
format like Word, Excel, PDF, SRT,
SCC or MCC, so it is important to
have tools that will work with a variety
of file formats for both importing and
exporting. Most document importers
aren’t able to pull out time codes in
context, but if you’re using a TMS,
an SRT file can be uploaded and time
stamps will automatically be added.
A TMS workbench that offers
in-context review puts your AVT
resources at your fingertips. With an
in-context workbench, timestamps
for each video subtitle can be passed
through as a segment note in an
SRT file. Translators can then open a
YouTube video in the in-context workbench, preview the video, and then use
the segment notes to see where in the
video they need to jump to in order
to see a given subtitle. An in-context
workbench that displays both text and
time codes also ensures that the translation length will match the length of
the source language. This is particularly useful with European languages
that have a 20-30% expansion rate.
Because only one-third of video
viewers speak English, more and
more companies are turning to
AVT to increase their global views
and engagement. To take advantage
of this growing demand, language
services professionals need the latest
web-based platforms and enhanced
software solutions to successfully
enter the AVT market. [M]
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Sound and vision
Taking audiovisual content
from globalization liability
to globalization asset

Jim Compton

Jim Compton is a program manager in the Technology Group at
Moravia and 20+ year veteran of the localization and globalization industry. His formal education is in journalism, and his hobbies
include playing Minecraft and writing/performing 8-bit rock music.
He lives in Denver, Colorado..

For those of us who are responsible for content
globalization programs, it has become increasingly
important to manage all content comprehensively,
regardless of the language it’s in, who creates it or in
what forms it’s packaged (text-based documents,
audiovisual media or something else entirely).
I posit this: audiovisual content is not actually a different
type of content. It represents an expression of your core
message that just happens to have audiovisual character-

istics. Why does the distinction matter? Because including
such media as part of your program means being able to
take advantage of today’s rich and dynamic communication
landscape, as opposed to being taken advantage of by it.

"Multimedia is too expensive"
In November 2013, I had the privilege of attending the
Adobe Experience Manager Multilingual Content Special
Interest Group meeting at the Adobe headquarters in San
Jose. This was a forum where Adobe product managers,
September 2017
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content managers from large global
enterprises and folks from the localization industry got together to discuss
multilingual content management in
a casual, collaborative setting. The
focus of this session was digital asset
management (DAM); specifically,
“how DAM can be used for multilingual purposes.”
One conversation struck me. A
representative from Adobe asked the
enterprise content managers in the
room what seemed like a perfectly
innocuous question, the gist being,
“how can we make the creation and
management of multilingual audio
and video digital assets easier for you?”
The collective answer as I recall
was a resounding, “We don’t care.
Multimedia isn’t included as part of
our content globalization program.”
I was stunned. I had to ask the
room, “Why not?” after which some-

one offered me a straightforward
answer that was essentially “Because
it’s too damn expensive.”
“Oh, OK,” I remember saying, then
retreating into a moment of self-reflection. I believed the answer intuitively,
but I wasn’t happy about it. I had spent
my professional career removing the
language barrier for organizations
trying to deploy their message, their
products and their value worldwide.
Audiovisual media is everywhere.
Why should it be excluded from the
language-barrier-destroying efforts of
localization? And what are the implications of doing so in the context of
audiovisual media’s growing importance in an ever-flattening world?

Audiovisual media and the
content globalization crisis
Fast-forward to today, almost four
years later, and I assert that the world

Social media circa 1995.
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finds itself in the middle of a content
globalization crisis that’s been made
worse from the legacy of excluding
audiovisual content.
What is this crisis?
Traditional content globalization
practices are insufficient to address
today’s challenges. This has created a
divide that threatens every organization’s ability to reach its full global
potential.
The divide is between an organization’s need to remove language
and cultural barriers, and its ability
to do so. In a world where global
scale can propel a company well
ahead of the competition, the ability
to bridge this divide can mean the
difference between winning and losing, even if your solution or product
is the best.
Let’s color this in. Say you’ve got
a brilliant new solution or product

Focus
that’s destined to be deployed worldwide — for example, a cure for the
common cold.
Were it 20 years ago, you might
have only a handful of communication channels to manage in order to
successfully get your message out to
the world — a website, some print
marketing, maybe a public relations
function. And for the most part,
these channels were predictable and
controllable: you create appropriate
content for each channel in a source
language and then deploy it per a
schedule of your design. The local
market would then consume it, after
which you’d measure the impact
and then refine the messaging if
necessary.
Sometime further down the road
comes localization, another controlled process in which that source
content would be adapted for foreign
markets, resulting in translated and
adapted target content. After deploying this content, you might measure
its impact in each market, but you
might not be able to do anything
about the results if you weren’t set up
to process multilingual and multicultural market feedback. The campaign
wasn’t well received in Indonesia?
That’s too bad; I guess we won’t be
selling much there.
Occasionally, multimedia content might be included, say if there
were training material involved, but
it wouldn’t be typical, and would
represent a special type of project
with longer durations and higher
costs (sometimes even “too damn
expensive”).

combined like strands of DNA to
create new, multiplied capabilities.
These technological advancements
have both empowered us and shaped
our expectations. And for the current generation of decision-making
adults, it represents the way their
world has always been.
Managing these communication
channels has become more complex,
starting with the number of channels you need to manage. Plus, you
also need to manage search across
a plurality of platforms, mobile
apps, a half dozen social networks,
community-driven user forums, and
various marketplaces in addition to
your website, print marketing and
formal public relations activities. The
lines that divide these channels have
become blurry (such as YouTubehosted webinars that are promoted
and discussed on LinkedIn, Twitter
and Facebook).
And new channels can appear
seemingly out of nowhere, quickly
gain critical mass and then just as
quickly disappear into obscurity.
The basic nature of these new
classes of channels is very different
from the classic channels. They’re
omnidirectional. Not only do they
represent communication from you
to the market, but also communication from the market to you, and discussions about you (a universal need
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The speed of now
The world has changed in the last
20 years and the old rules no longer
apply.
Crowd models. Cloud computing. Hyper-personalization. Cheap,
always-on mobile internet. Smartphones. Social media. More than 20
years of evolving technologies have

that gave birth to the formal practice
of sentiment analysis).
They’re also immediate, operating at the speed of direct, real-time,
human-to-human communication —
or faster.
Also, like human-to-human communication, these new channels are
rich in context and come with a layer
of metadata that captures information about who is communicating
what, where and why.
For marketing managers, product
managers and those responsible for
managing communication, maintaining a level of control over these
channels, even in a single language,
represents a significant challenge
compared to 20 years ago. It’s a universal problem that has given rise to
new classes of tools and technologies
that address content management,
marketing automation and sentiment
analysis.
Finally, multiply this complexity
by the fact that not all channels are
equally favored around the world,
they operate in multiple languages,
and traditional localization processes
were never designed to address their
high-volume, immediate and omnidirectional nature.
How can you possibly manage so
many channels now that you’ve even
further multiplied the challenge by
including dozens of extra languages?

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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Now you have the makings of a
proper crisis.

Deepening the crisis
And then we bring in audiovisual
content.
Both localization technology
and content management technology have largely evolved under the
assumption that content equals text.
Multimedia content has been with
us for a while, but until recently was
classified by many as an outlier.
Not anymore. A content globalization strategy must account for audiovisual content. Exhibit A: YouTube.
As of March, more than one billion
hours of content gets consumed on
YouTube every single day. And before
you think that it’s all about adorable
cats, keep in mind that YouTube has
increasingly become the “go-to” place
for people looking for product support
or making buying decisions. It represents a significant channel of communication about your brand, whether you
actively participate in the conversation
or not (overlooking YouTube makes a
huge brand statement in and of itself).
It is the quintessential modern channel: omnidirectional communication,
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A typical subscriber enjoying the September 2027 issue of MultiLingual magazine.
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instant, massive volumes, open participation and metadata richness. But it’s
a new and unique type of media: the
core message is encapsulated as a combination of moving pixels and audio
waveforms, not the text that traditional
processes and tools were designed to
deal with.
Why am I raising this red flag?
Because as more and more communication gravitates to audiovisual
channels like YouTube and the world
continues to flatten, unaddressed
language barriers make this trend
a liability to you, and could be what
stands between you and realizing
your full global potential.

Time to think differently
about global content
It’s a false idea that a single product or one simple thing that you can
do differently will neutralize the
challenge. The right practices and
the right application of technology
are crucial, but making meaningful progress needs to start with our
worldview, beginning with how we
think about global content.
Let’s begin with some core assertions that are at the heart of any
advice I may have for you about content globalization.
There is no such thing as a “foreign
market.” The concept of foreign markets is a preglobalization holdover
from an era when businesses were
born and raised within the walls of
a single nation-state, only later to
expand abroad as a logical next step
for growth.
Think about the McDonald’s restaurant enterprise, which started in California in the 1940s and was an exclusively
American phenomenon for 20 years.
It wasn’t until 1967 that McDonald’s
opened its first international franchises
in British Columbia and Costa Rica, but
when it did, it opened the floodgates for
massive growth.
There is nothing inherently wrong
with the “start locally/expand glob-

ally” approach, but in today’s landscape it’s artificially limiting. There
are very few arguments in favor of
waiting for a future stage to become
a global company, and plenty of arguments against.
First, some business models don’t
work unless they operate at a fully
global scale. Can you imagine how
much less useful businesses like
Airbnb and Uber would be if they only
worked in one country? Or what if your
credit card or smartphone didn’t work
practically everywhere in the world?
Second, if you wait to do business
across geographic borders, you’ve
given a head start to in-country competitors that already have home-field
advantage. You’re also giving ground
to global competitors that can wield
a significant competitive advantage
over you if their operational reach
already transcends borders.
So, look at your global content
strategy. Is it a start local then expand
global business model? Are you creating your messaging with a “home
market” in mind, and then adapting
it for “foreign markets”? If so, your
content strategy is probably a liability
to fulfilling your global potential.
Don’t go global. Start global in
everything: your product design,
your business model, and your content strategy.
Your content does not equal its
form. If you ask customer support
managers what content is, they’ll likely
describe help systems, manuals, white
papers, press releases and websites. If
you ask marketing managers, they’ll
add blog posts, product descriptions,
tweets, newsletters and more.
Ask other types of professionals
and your list will grow. You might be
tempted to conclude that content is a
collection of a lot of different things.
But I would assert that it isn’t, and
that thinking about content in this
way is in fact problematic.
The various forms in which we
interact with content represent ren-

derings — permutations of content
in various forms that have been
optimized for the channels and contexts in which it gets used. Content
in its raw state — decoupled from its
many forms — can be more closely
described as an idea or a message.
Thinking about content as being
separate from form unlocks natural
efficiencies and promotes flexibility
and scale.
This isn’t a novel idea; it’s a concept
that’s already proven itself, being one
of the driving principles behind the
development of CSS (Cascading Style
Sheets) and XML (eXtensible Markup
Language). The theory goes that by
separating content from presentation
and delivery, each of these facets can
be modified independently. Rewriting a paragraph of text, for example,
doesn’t require reworking the layout.
Also, content can be written once
and reused in many different places.
It was this vision that fueled the
single-source publishing/component
content management movement that
rescued the world from a similar crisis 15+ years ago. It’s hard to imagine,
but prior to that, if your messaging
needed to change, that change would
need to be manually implemented in
every permutation of your content:
documentation, website, help systems, press releases, advertisements
and so on.
If you had localized versions of
that content, those costs (including
time, money, and resources) would be
multiplied by however many different
languages needed to be maintained.
As you might expect, the net effect
of all of this had a chilling effect on
change, and inhibited the localization
of messaging that would have otherwise been well received by a global
audience. All because of cost. “Too
damn expensive.”
Fortunately, the principle to
separate content from form was
implemented into content production
and localization practices, and global
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content was flowing again, fluidly and
affordably.
How is this relevant to the audiovisual content globalization crisis?
Because audiovisual content was largely
left out of the single-source publishing/component content management
revolution, and it’s still handled like an
outlier.
Today’s customer support managers and marketing managers will
certainly include things that can be
described as “multimedia” in their
descriptions of content — videos,
infographics, podcasts, webinars and
so on, but their systems and practices
tell a different story. Audiovisual content is treated differently from traditional content. It’s why DAM and
CMS (content management systems)
are separate acronyms representing
separate paradigms, and often separate ecosystems and practices.
There are very few examples of
audiovisual content that has been
designed for reuse across channels
and optimized to be useable worldwide. Why is this?

A lot can be explained by our
legacy thinking that assumes that
content in its raw state (the idea) still
equals text. The basic building block
of content management systems that
strives to decouple content from
form is still the topic, which is still
a string of text in a single language.
This is a model we’ve outgrown.
If we’re going to bridge the content
globalization divide for audiovisual
content, then we need to rethink
that ontology: text and language are
just characteristics, or dimensions of
content’s form. Its raw state is still the
idea or the message.
This is important because just as
the rise of single-source publishing
had a liberating effect on the globalization of text-based content, applying
its core principle of decoupling content from form can provide the same
benefits to audiovisual content too.
Your content is a potentially rich
data asset. If you believe that information is power and power is wealth,
then your content is a gold mine
waiting to be excavated.
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Localization
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24х7 Operation
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We previously asserted that today’s
modern channels come with a layer
(or metachannel) of data that tells
you who is communicating, when
and where. What kind of person they
are. How they reacted to the content.
How they found the content in the
first place.
Audiovisual content is, by nature,
especially rich in contextual data
about the message itself. You can tell
quickly if it is humor, academic or the
rantings of a crazy person. You can
usually extract a lot of context from
just a few seconds of audiovisual data
because it mimics what our brains
decode incredibly quickly.
This universe of content metadata
exists whether we choose to make
good use of it or not. So much data
is just thrown away as a byproduct of
processes. But if we choose to think
like analysts and deliberately capture
and analyze it, we can start to do
some interesting things.
For example, we can unleash hidden correlations between content
characteristics and its performance
out in the global market, giving us
actionable insights into what we
should be doing differently or what
we should do more of.
The holy grail of this type of intelligence is of course predictive power
— the ability to anticipate what outcome your actions are likely to produce. The campaign isn’t expected to
be well received in Indonesia? What
if we change this?
(Incidentally, from an information
science perspective, organizing content within an ontology that considers language and form to be separate
data dimensions makes these kinds of
analyses easier).
For audiovisual channels, the
application of such business intelligence to a global content program
can mean a re-empowerment of
production and localization budgets,
since money only need be spent
where it’s predicted to pay off.

From vision to action
Used to drive a comprehensive content globalization solution, the above
principles reinforce each other and
help evolve operational capability in a
landscape that desperately needs it.
Today, managing worldwide communication across all channels calls
for an integrated approach. Remember that there is still only one global
market, even if it uses different communication channels and makes use
of different languages. Your solution
needs to be able to join the market
wherever it hangs out and communicate in all its languages, in both text
and non-text forms.
Since new channels are immediate, if you wait to address culture,
language and format barriers until
later, you risk being left out of the
conversation altogether. Your solution must address the problem of
language barrier at the speed at
which communication takes place in
the channel.
Audiovisual content has become
both increasingly important as a
channel, yet has been excluded from
advancements in content globalization. Your solution should neither
exclude audiovisual content nor try
to handle it “off the grid” from the
rest of your global content.
Fortunately, the content globalization crisis represents an opportunity,
not only for audiovisual media but for
all content. If our practices and systems deliberately capture and make
good use of content-oriented data,
we have all the makings of a comprehensive solution. One that is suited
for today’s complex, global, multichannel, fast-moving landscape.
And it’s our prerogative to seize
it. Borrowing from Google’s mission
statement, there’s a big difference
between “all the world’s content universally accessible” and “some of the
world’s content, mostly in text form,
available mostly in English.”
Let’s get to it! [M]
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Turkish game localization
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T

he game industry has evolved into a giant in
the past ten years, and now more than 50 million
game players around the world enjoy different
types of games on their mobile phones, computers and game consoles. Facebook, game consoles
like PlayStation and Xbox as well as every PC host
many offline and online games and applications.
Gamers often choose to play the same game on
various platforms and as every single platform
doesn’t use the same specifications (RAM, CPU
or graphic card), game companies create nearly
the same game with limited game playing features.
Game localization, globalization and internationalization are long and toilsome processes. Translators and
language service providers need to deal with different
issues: context, terminology, cultural effects and visual
translation. These issues differ in every language family.
Language families, directions and fonts influence the difficulty of the localization process, which includes character
corruption and length, screen limitation and so on. So,
what are specific game localization issues in Turkish?

Context
Polysemous words — words with more than one
definition — play a critical role in game localization. Many
words in many languages have multiple senses, meanings
and contexts. In game localization, a simple word can hold
two or three meanings in any target language. The biggest
dilemma here is the nonglobalized game content. The
game context is generally written in English, published in
several languages and distributed to the whole world.
For example, how can the word short be problematic in
game localization? In Turkish, it will be problematic if game
content writers and engineers don’t assign two different
segment IDs for the word in a soccer-related game: short (in
Turkish “şort”) as in the portion of the soccer uniform worn
on the legs, and short (in Turkish “kısa”) as in the length of
soccer field grass. But often, there is only one string for this
word and that means we have to just pick one of these shorts
at random. Such adjectives are usually troublesome for translators using computer-aided translation tools as these tools
register repeated segments to translation memories.
Simple polysemous words may actually be more difficult to localize than complex words. For example, home
and away are among the first words we learn in English,
and their translations are simple even for beginners.
However, the words’ usage depends on where they appear.
If the translator takes the words in the most literal sense
and doesn’t check the context, game and platform, they

will translate these two words with the first meaning that
comes to mind, like “Uzakta” for away and “Ana Sayfa” for
home. However, if it is a mobile sports game these have to
be translated “Deplasman” or “Dış Saha” for away and “Ev
Sahibi” or “İç Saha” for home. Without context, game localization will be a pain in the neck for translators, editors and
management staff like project managers and game testers.
Cultural differences and varieties in games lead translators and localizers on a new localization journey. Every single
country, region or race has unique values. So adopting these
values to video games has a secret key: internationalization.
Games with global signs, images and letters smooth the
localization process for localization teams and companies.
However, political signs or figures, culturally inappropriate
images and so on may be hard to localize, especially if these
are sensitive for Turkish or global gamers. For example, if
the game contains politically or historically polemical signs
and phrases (such as Nazi symbols), it may be a struggle to
localize these into some languages and cultures.
On a positive side, culturally and globally accepted
signs and figures will be effective in games sales. Correctly
localized games make local people invest in games. The
Uncharted series, for example, nearly traveled the whole
world and picked well-known cities like Istanbul and
London. This attracted the attention of local gamers and
made the game well known for potential buyers.

Linguistic problems
Internationalization problems are not limited to context
and visual problems. Turkish is written in the Latin alphabet
and it’s a Ural-Altaic language so it has different grammar
rules than common gaming languages like English, German
and Spanish. Although Turkish has Latin letters it also has
unique consonants and vowels: Ç, ç, Ğ, ğ, İ, i, I, ı, Ö, ö, Ş, ş,
Ü and ü. Even if Turkish shares the same language family
with Japanese and Korean — game industry giants — they
have unique letters. Ural-Altaic languages have nearly the
same grammar rules but totally different alphabets. This difference leads to different localization problems like length
restrictions, character corruption, text truncation and so on.
Turkish Characters. The characters Ç, ç, Ğ, ğ, İ, ı, Ö,
ö, Ş, ş, Ü and ü sound uniquely Turkish. When the game
internationalization process is underway, engineers must
pay special attention to the consonants Ç, ç, Ğ, ğ, Ş, ş and
vowels İ, i, I, ı, Ö, ö, Ü, ü. These letters may cause character
corruption if the game localization engineer doesn’t prepare the game using UTF-8 language code.
Many mobile games are launched with restricted language
support, and even if they support UTF-8 in general, they can’t
support sub-language specifications like Turkish. In that case,
“ı” is shown as “ý” and other special Turkish characters may
be shown with a question mark. Using the correct language
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code for every language is vital for
internationalization and localization.
Prepositions. Turkish is an agglutinative language and this may lead
to challenges associated with suffix
usage. EA Games launched the annual
FIFA series, and in FIFA15 there is
an unsolved localization issue with
suffixes. The localization team and
translators left a preposition unlocalized, which led to a critical problem.
There were two variables, {1} and {2},
and these are interchangeable with
every single soccer player’s name in
game data (almost 10,000 of them).
The phrase to be localized was “{1}
passed to {2}.” This may seem simple
to translate, but for Turkish it’s not. If
you don’t know how to handle prepositions and suffixes in Turkish, you
may encounter many issues like these.
“{1} passed to {2}” was translated as
“{1} {2}’ye pas Verdi.” The “to” preposition turns into a suffix when localized
into Turkish, but by translating “to”
as “-ye” in Turkish, the localization
team omitted other potential translations. This translation may be correct
if the last letter of the player’s name
in variable {2} is i, e or ü. In that case,
the use of the “-ye” suffix will be cor-

rect. However, if the last letter of the
player’s name in variable {2} ends with
any of the vowels a, u, ı, o or ö or any
consonant, this suffix will be incorrect.
For example, if {2} is “Ronaldo,” the
translation will be “Ronaldo’ye,” and we
can’t use the “-ye” preposition after o in
Turkish. As it turns out, there are two
simple solutions for this problem. The
first one is passive voice usage and the
second one is reciprocal voice usage. If
the localization team used reciprocal
voice, the translation will be “{1} {2} ile
paslaştı.” So the problem is solved with
a simple rewriting trick. Passive voice
usage may not help here, but in other
games it can be useful. In a combat
scene or war game, “{1} killed {2}” can
easily be localized using the passive
voice: “{2} {1} tarafından öldürüldü”
or “{2} öldü. Öldüren: {1}.” There are
simple and easy shortcuts such as this
in game localization and any untested
game will most likely have these kinds
of localization problems.
Dot, comma and percentage.
Punctuation marks have different
usages in every single language and
they are crucial in localization. In
game internationalization, punctuation marks must be coded for all

languages in order to be localized.
The most common internationalization errors in punctuation, such as
dot and comma usage in decimals
and percentages, have to be checked
before launching.
In Turkish as in many other languages, the comma is used for decimals rather than for thousands. Often
this simple difference is skipped or
neglected in internationalization and
testing, and thus many games localized
into Turkish have these kinds of errors.
The percentage sign in Turkish is
written “%100” with no space between
the sign and number. In other languages this is written differently.
Negatives. How can two very different source texts be translated into
Turkish the same way? It sounds weird
but it may happen when the context is
a black box for the translation team.
For example, “Don’t shoot” and
“Shooting” may both be translated as
“Ateş Etme,” and if the game isn’t tested
a game player may encounter an incorrect translation in their game experience. There is an occasional solution
for this situation: using an exclamation
mark. This way, negative or imperative
voices can be differentiated. So it is also
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crucial for Turkish game creators to
differentiate these two phrases in Turkish as “Ateş Etme!” and “Ateş Etme.”
There is another workaround for
this problem: creative translation or
transcreation. If game translators and
editors experience this problem they
may transcreate a new translation to
solve it. This is possible by translating a phrase using a synonym. For
example, “Don’t shoot” may become
“Stop shooting.” Creating such new
phrases will help every localization
expert in each language to cope with
the same target inconsistency errors.
Truncation. Long phrases and
sentences are always an obstacle in
game localization, as there is usually
a length restriction for every different
platform. Character limitation obstacles push translators and editors to
be more creative and understandable

in the target language. Even if game
producers prepare their games using
internationalization standards, there
are some words that may not be truncated or interchanged with others.
Configuration is generally truncated in games as Config and in
Turkish it may be translated as
“yapılandırma” or “konfigürasyon”
depending on the context. The config
word needs to be truncated in Turkish, too. However, if we use the first
six letters of “yapılandırma” it will be
“yapıla” and this won’t give the same
feel and meaning in Turkish. If we use
“konfiguration” in the Turkish translation it will be “konfig,” which also does
not have the same feeling in Turkish.
The shortened version of any long
phrase or word in Turkish may be
truncated by omitting vowels or a
part of the word or phrase. However,

the key of truncation is a readable
and understandable target. If the
truncated word can be understood by
a native, then it will be useful.
Game localization is a long and
continuous process for Turkish, as for
every language, and needs to be tested
in every phase. Every translator needs
to play the game before translating, if
possible. By playing the games they
could eliminate major errors that may
occur if they don’t understand the
context. Moreover, if the testing team
plays the games before translation, the
team will guide translators to highlight
the tricky parts of the localization
and translation process. For the sake
of continuous and smooth delivery,
screenshots, references and gaming
experiences are vital. Don’t leave
translators and editors unguided in
the sandy deserts of localization. [M]
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movie blockbuster
Less broccoli, more explosions
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The power of story is undeniable. Every civi-

lization throughout history has told stories, utilizing dramatic heroes and far-off settings for
effect. Usually these stories were told locally and
without care of foreign understanding or appeal.
With the movie industry now worth what it is —
$38.6 billion according to the Motion Pictures
Association of America — and globalization
here to stay, making sure that a movie’s characters, settings, themes and style will work across
a range of markets has become a priority for
movie production companies looking for that
elusive box office franchise that succeeds all over
the world.
Yet not all localization efforts are equal. When The Fate
of the Furious — the eighth installment of The Fast and
Furious franchise — earned a world record $433.2 million
overseas its opening weekend in April, it took in over $192
million of that in China. The earning potential of the Chinese market is a driving force behind much of the localization in film at present. It is not, however, all about China.
Small tweaks can be made at precise moments to appeal
in smaller markets. More importantly, efforts should be
made to incorporate the appropriate cultural elements so
local movie audiences are not offended by the neglectful
or ignorant treatment of their culture.
Movie purists will decry the globalized blockbuster,
complaining that the “one-size-fits-all” approach dumbs
down elements such as dialogue in favor of explosions and
Michael Bay-esque production emphasis. While it is true
that many movies that succeed internationally are actionbased (or animated), such a statement is beside the point.
The market for smaller, more localized movies (think
Manchester by the Sea) still exists, but in a world where
foreign investment in movies is on the up, the importance
of the foreign viewer is at an all-time high.
It’s important to remember that while China was the
top foreign market even five years ago, the numbers back
then were much smaller. Since 2012, the China market has
grown from $2.7 billion, just ahead of Japan, to $6.6 billion
in 2016. While Japan has dropped from the second-most
valuable market to third, India has climbed to fourth and
South Korea to fifth, although it should be noted that no
other market has seen the dramatic growth China has.

famous by Joseph Campbell’s The Hero with a Thousand Faces
and utilized by George Lucas in the Star Wars franchise, but it
should be a plot trajectory that people can relate to.
There are some themes that are timeless and transcend
cultures. The Hero's Journey is one such theme, as are Good
vs. Evil, Man vs. Nature, or Love Conquers All. After all, is
the Greek epic The Odyssey really all that different from the
Chinese classic Journey to the West? Both feature heroes on
a path of adventure, battling monsters and the gods while
learning from mentors and eventually triumphing over
evil. Conversely, there are some themes that don’t translate
well (much like comedy, the most dialogue-dependent of
genres). The timeworn coming-of-age theme so well-mined
by John Hughes in movies such as The Breakfast Club or
Ferris Bueller’s Day Off might not be so easily understood
abroad. Films following such a theme generally show the
transition from childhood to young adulthood but such
experiences vary from country to country. The experience of Chinese high school students building up to the
all-important gaokao university entrance exam contrasts
sharply against the classic American experience of learning
to drive at 15 or having a sweet-16 birthday party.

Educators:

We want to help you
help your students
Help your students to better understand the
intersection of language, technology and culture via
timely articles written by experts around the world.
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with our compliments.
Contact us at subscriptions@multilingual.com to learn
more about utilizing MultiLingual in your classroom.

Universality of themes
When looking across cultures and languages, it’s important that a story follows one of life’s more universal themes. It
doesn’t have to be the monomyth of the hero’s journey made
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Preexisting material
Familiarity is perhaps not the most fashionable artistic
characteristic to promote, but for movies it is important.
While directors and actors might chase the new, edgy
production to feature in, audiences, and therefore production companies, crave familiarity. Preexisting material
(think adaptations or sequels or reboots or remakes) often
come with a built-in fan base and appeals to the comfort
of familiarity. When considering the 25 highest-grossing
movies of all time (unadjusted for inflation), only two are
not based on preexisting material: Avatar and Titanic,
numbers 1 and 2, both directed by James Cameron. Harry
Potter, Captain America, James Bond, Transformers— they
all existed somewhere else before the big screen (although
if unadjusted for inflation, then the top ten movies would
include the original Star Wars movie and E.T. the Extra
Terrestrial, both original concepts.)
Selecting the proper actor to boost box office success is
a common practice in Hollywood. Talents such as Brad
Pitt, Tom Cruise, Julia Roberts and Jennifer Lawrence are
considered “bankable” movie stars, with some having held
that mantle for years. But as the movie market globalizes,
studios have started more and more to hire actors who are
famous in specific target markets. This trend started with
hiring Chinese superstars for small roles with few (or no)
lines in films just so Hollywood studios could sidestep the
Chinese foreign movie import quota. This pandering was
such a trend that Chinese movie-goers coined the term
“
/hua ping” or “flower vase,” often used to describe
someone who is beautiful on the outside and empty on the
inside. In this case, the phrase refers to a Chinese talent
who is given a zero-impact role. The best example of this
would be Fan Bingbing. Fan is a massive star in China (58
million followers on the popular micro-blogging platform Weibo) and was thus cast in Iron Man 3 and X-Men:
Days of Future Past based on her star appeal. The problem
was that she was cut from the US version of Iron Man and
given the grand total of one line in X-Men.
This practice has changed for the better in recent times,
and now it is common to see roles given to non-Americans
who are more central to the plot. When casting is done
based on talent and the actors given room to act, the results
can be promising. Veteran Hong Kong actor Donnie Yen
and Beijing stalwart Jiang Wen were cast as warriors in the
Star Wars spin-off Rogue One, and their roles were widely
praised. While their casting might not have elevated Rogue
One to the levels in China it reached elsewhere, its middling success was likely more to do with Chinese audience
unfamiliarity with the Star Wars franchise.
An example of how local actors may improve box office
performance can be seen in how The Magnificent Seven
performed in South Korea. In the movie, South Korean
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The Pixar movie Inside Out localized a detested vegetable:
they replaced the broccoli in the US version with green peppers in the Japanese version.

star Lee Byung-hun stars alongside some of Hollywood’s
most recognizable actors as assassin Billy Rocks. In Lee’s
home country, the movie made $6.8 million; in France
and Germany, two comparable markets based on past
yearly box office earnings, the same film made $5 million
(France) and $4.8 million (Germany).
And while it is more often than not Hollywood that
is looking for actors to help in certain markets, they are
not alone. The Bollywood movie Tubelight stars not only
superstar actor Salman Khan, but also Chinese rising star
Zhu Zhu. While the story demands such casting — a crossborder love story — it wouldn’t have hurt negotiations when
the producers could bring to the table stars from two of the
top five most valuable movie markets.

Localized scenes
In order to allow the release of a movie in a particular
country, distributors might localize the final cut so that it
complies with regulations, self-censoring to create different versions of the movie that extend the overall reach of
a movie. But localization is not done only to follow foreign
laws. An older example of this comes from the 1993 movie
Demolition Man. The US version of the movie features the
fast food restaurant Taco Bell in the background for the
futuristic world, but in the European version the same restaurant has been re-edited to appear as Pizza Hut. This was
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Pixar's Zootopia localized an animated news anchor for different countries.

possibly done at the behest of PepsiCo,
or someone realizing that Pizza Hut is
a more recognizable brand outside of
the US.
A more recent and less commercial example can be found in the
Pixar movie Inside Out. In the US
(and global) version of the movie, the
main character, a young girl named
Riley, is disgusted by the thought of
eating broccoli, a food stereotypically
disliked by most children. In the Japanese version, however, the scene was
localized to make the much-despised
vegetable green peppers. Broccoli
suffers not from the same reputation
of childish distaste in Japan, and to
leave the scene unchanged would’ve
missed the point entirely. Similarly,
in the Lithuanian version of Garfield,
the titular character’s favorite food
is not lasagna, as it is in the widelysyndicated comic strip, but instead
kugelis, a local baked potato and
bacon dish.
In the Disney hit Zootopia, the
audience receives updates on what
is happening throughout the movie
via Zootopia Network News and
its newsreaders. While one of the
anchors, a snow leopard, remains
constant regardless of market, the
co-anchor changes to appeal to certain markets. In the US, Canadian
and French version, the co-anchor
is a moose; in the Japanese version,
it’s a tanuki (also known as a raccoon
dog); in the Australian and New
Zealand version, it’s a koala; in the

Brazilian version, it’s a jaguar; and
in the Chinese version, it is a panda.
Small changes can make a striking
difference.
The animated hit Kung Fu Panda 3
took glocalization a step further in that
the producers, Oriental DreamWorks
in Shanghai, made two separate movies with the same storyline and same
characters, but in two separate languages. Not dubbed, with audible Chinese overtop mouths forming English
words, but two versions each synched
to match the speech and movements
of the characters. This meant that
some of the phrases and humor
needed tweaking. The main character
in the movie, Po the panda, often uses
the catchphrase “Ski-doosh,” though
the phrase is pure nonsense and has
no real meaning, even in English. In
the Mandarin version, this phrase was
translated to “ Zou ni!” This can
be loosely translated to “Charge!” For
humor, local tastes were catered to.
For example, after one battle that was
particularly frightening for Po, he says
“Wow, I think I just peed a little!” This
was deemed too crass for Chinese
audiences and was instead changed to
“This is too much!”

Verify your linguistic
and cultural assets
In all localization projects, movie
production included, it is recommended that all linguistic or cultural
aspects are closely reviewed before
release. Failure to do so can result
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in embarrassing moments like that
which Showtime series Homeland
experienced in a Season 5 episode.
For the show, the producer asked
some local artists to create some
graffiti on set to recreate a Syrian–
Lebanese border refugee camp. The
artists disagreed with how Muslims
were represented in the show and
so painted graffiti that said, “Homeland is a joke, and it didn’t make us
laugh,” “Homeland is racist” and
“Homeland is watermelon” (which is
slang for “not to be taken seriously”
and gave rise to the then trending
#homelandiswatermelon).
Coproduction between foreign and
local market companies is another
avenue for improved localization, as
more people with different cultural
backgrounds having a say during
production can eliminate cultural
faux pas. This is primarily the domain
of Sino-US partnerships at present,
which is no surprise given the value of
these markets and the money in each
country’s home movie industry. An
obvious example for making movies
that involve Asian elements is chopstick etiquette. In Chinese culture
(and indeed across most of Asia), it’s
considered bad etiquette to stick one’s
chopsticks into a bowl of rice when not
in use. This is because the chopsticks
visually resemble the incense sticks
burned to commemorate the dead.
Jamming chopsticks into a bowl of rice
is just one in a litany of considerations
regarding chopsticks and remembering the dead in Asia. While most SinoUS coproductions exist to circumvent
the foreign film import quota (set to
increase sometime in the near future),
the benefits of such “cultural consultancy” should not be overlooked.
By treating the cultural elements
of a country or culture with flippancy,
movie producers risk offending a
massive audience, generating not only
anger within a potentially large movie
market but also the massive amount
of negative publicity. Such a produc-
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tion misstep was the case in the James
Bond movie Die Another Day. Much of
the 20th movie in the Bond franchise
was set on the Korean peninsula, and
it could’ve used some insight on local
attitudes. Not only were South Koreans depicted as an impoverished rural
people using oxen in some scenes, but
Japanese architecture was confused
for South Korean, and a CIA officer
was shown giving orders to members
of the South Korean army. Perhaps the
most offensive aspect was a sex scene
that took place in front of a Buddhist
temple. This angered many in South
Korea and led to boycotts of the movie
in that country. Given that the movie
opened in 2002, two years before
Facebook and four before Twitter, it’s
likely that the boycott would be far
more wide-reaching had it happened
in today’s social mediafied world.
It remains to be seen exactly how
politics are going to play out all over
the world, but globalization is looking
more and more like an irreversible
phenomenon. Certainly Hollywood is
not going to stop pandering to China,
just as China is not going to stop
exploring coproductions with Russia
(as in the widely panned superhero
film Guardians). With the way the
world is now interconnected through
social media and other such channels,
indignation can spread all too quickly,
hurting a movie before it even opens
(as it did with accusations of “white
washing” by casting a non-Asian in
the lead role in Ghost in the Shell).
At the same time, actors important to certain markets can be used
effectively if their talent is up to the
task and they are given room to
have a meaningful role. Same with
scenes localized for specific markets
if the local elements appealed to
are researched fully. Doing so will
increase the chances of success in the
international market, maximizing box
office and winning over international
audiences with thoughtful consideration of represented culture. [M]
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Gender in language services
We've come a long way, but there's a lot more to do

Arle Lommel

T

Arle Lommel is a senior analyst for
Common Sense Advisory (CSA Research).

o say that gender equality is a hotly debated
topic is to put it mildly. Claims of rampant pay discrimination and counterclaims that women and
men are paid equally for equal work are common.
Studies indicate that women who work bear greater
burdens at home than do men, and that they are
more likely to have to spend time away from work
during their careers. In order to obtain perspective on the topic, Common Sense Advisory (CSA
Research) collaborated with several industry organizations, including the Globalization and Local-

ization Association and Women in Localization, to
launch and promote a survey to gather data specific
to the language services industry. After consulting
with various surveys and research in the area, CSA
Research analysts developed the pro bono survey to
explore various aspects of the issue, for both male
and female respondents.
This article describes some key takeaways. The complete
findings are detailed in the report “Gender and Family in
the Language Services Industry,” free and open to the public
at www.csa-research.com/gender.
September 2017
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Organizational level, Europe versus North America. Source: Common Sense Advisory, Inc.

Gender balance
The language industry is a very
friendly one for women. The survey
found that employees in the language
industry are predominately female,
consistent with anecdotal evidence.
More than two-thirds of the respondents to the survey were women.
Even allowing for selection bias
among respondents, it is clear that
women dominate numerically.
Women in the language industry
are much more likely to reach toplevel positions than are those in most
other industries. However, this result
does not indicate that everything
is great for women in the language
industry — simply that other industries may do much worse. The survey
found roughly equal numbers of men
and women in upper management
positions, but given the overall balance, it shows that men are disproportionately likely to reach those
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What is your total annual salary in US dollars?
Source: Common Sense Advisory, Inc.
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positions, even though CSA Research
has found that language service providers (LSPs) led by women are more
productive than those led by men.
This tendency is found worldwide
but is actually stronger in Europe
than in North America.

The pay gap
Worldwide, women tend to make
less money than men do. Professions
that are dominated by women —
even highly skilled ones — see pay fall
relative to those dominated by men.
So how does the language industry
stack up?
Discussion about pay gaps focuses
on two aspects:
• Unadjusted gaps show what the
average man or woman earns. This
figure simply averages the earnings
of men and women and gives a good
idea of what typical earnings are.
CSA Research found a substantial
worldwide unadjusted gap: Women
take home about 12% less than men.
The figures varied by region, with
men in North America actually earning about 5% less than women, but
about 12% more in Europe.
• Adjusted gaps attempt to balance for individuals’ jobs. After
adjusting the figures to compare men
and women in similar jobs against
each other, the gap closes to about
3%, which is within the margin of
error of the survey. In other words,
if men and women are in the same
position, they usually make the
same amount of money. When the
adjusted figures are broken down by
region, women earn about 7% more
than men in North America and 4%
more in Europe.
What these figures show is that
employers are not — in general —
discriminating against women in
their wages. Instead, structural issues
in the labor market that keep women
in freelance and lower-level positions
account for their lower earnings.
Because European women are far more

In your perception, when men and women do the same job or work of equal value
at your employer, do men or women earn more, or do they earn the same amount?
Source: Common Sense Advisory, Inc.

likely to work as freelance linguists
than those in North America, they find
their earnings are much more limited.
Note that men tend to perceive
that equal pay for equal work exists
in their organizations, while women
believe that men earn more. The survey figures cannot tell who is right,
but other results in the survey suggest that women may reach a point
in their careers where they receive

additional responsibilities without pay
or title increases. As a result, they may
observe that they work harder than
male colleagues who do receive more
or who are given title promotions that
women do not obtain.

What keeps women from
advancing in their careers?
Even if the language industry delivers significantly better outcomes than

Which of the following describes your employment status at any time while the
children you cared for were growing up? Source: Common Sense Advisory, Inc.
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How do you feel that issues related to gender equality affect you personally at
your employer? Source: Common Sense Advisory, Inc.

some others for women, why don’t
women advance to leadership positions more often? Previous research
from a large variety of sources has
shown that women are more likely

to interrupt their careers to raise
children. The survey confirms this:
male respondents are considerably
more likely to report that they have
had children during their career

(58% versus 48% for women) or
that they have had to care for nonchild dependents (44% vs. 39%), but
women are more than three times
as likely to work part-time and five
times as likely to leave work during
this time. Although almost all male
respondents (95%) indicated that
they worked full-time while they had
children, less than three-quarters of
women did.
These figures show that men with
children are more likely to be able to
work full-time and continue career
advancements even as women have
to take time off. Note that this difference is not a matter of discrimination:
women reported that their employers were slightly more supportive
of the actions they took to care for
dependents than did men. Even with
a workplace that tries to help out,
women still end up missing out on
opportunities that men get.
Finally, note that majorities of both
men and women agree that gender
issues are important in general, but
only a minority of people believe they
are directly affected. In other words,
they believe that the issues affect
other people more than themselves,
although women are more likely to
see the effects in their own lives.

The overall picture
The CSA Research survey in Gender and Family Issues explored many
other issues outside the scope of this
article. The picture the survey results
paints is that of an industry doing
better than many other industries,
but one that still has a long way to go
in promoting gender equality. Substantial structural obstacles stand in
the way of that goal, but the situation
is improving and the results of the
survey help shine light on the issues
that affect this crucial topic and can
suggest ways that employers can
work to retain the female talent that
helps them be competitive in today’s
marketplace. [M]
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Associations

European Language
Industry Association

Elia is the European not-for-profit association
of language service companies with a mission
to accelerate our members’ business success.
We are committed to creating events and 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 17

Globalization and
Localization Association

The Globalization and Localization Association
(GALA) is a global, nonprofit trade association
for the language industry. As a membership organization, we support our member companies
and the language sector by creating communities,
championing standards, sharing knowledge and
advancing technology.
Globalization and Localization Association
Seattle, WA USA
206-494-4686
Email: info@gala-global.org
Web: www.gala-global.org

Automated Translation

YarakuZen – Accelerate Growth

Today’s language service providers (LSPs) are
facing multifaceted challenges — the increasing
cost of human translation services; increasing
complexity of service delivery; and increasing
difficulty in customer retention and satisfaction.
LSPs are looking for a light-weight technology to
do the heavy lifting. YarakuZen brings together
an easy-to-use machine translation platform for
LSPs’ customers to handle day-to-day entry-level
translation tasks, and a commerce platform that
allows customers to inquire and order translation services. Become a YarakuZen partner today
and learn how to maximize profits and minimize
costs with YarakuZen.
Yaraku, Inc. Tokyo, Japan
+81-3-6416-5315
Email: contact@yaraku.com
Web: www.yarakuzen.com/en
Ad on page 40

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

Associations
Automated Translation
Conferences
Consulting Services
Desktop Publishing
Education
Enterprise Solutions
Localization Services
Localization Tools
Nonprofit Organizations
Terminology Management
Translation Mgmt Systems
Translation Services
Translation Tools
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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 21

Conferences

41st Internationalization &
Unicode Conference

For 26 years, the Internationalization and Unicode
Conference® (IUC) has been the annual conference of the Unicode Consortium, where experts
and industry leaders gather to map the future of
internationalization, ignite new ideas and present
the latest in technologies and best practices for the
creation, management and testing of global web
and multilingual software solutions.
Unicode Consortium Mountain View, CA USA
+1-408-401-8915
Email: unicode@unicode.org
Web: www.unicode.org
Ad on page 27
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LocWorld

LocWorld conferences are dedicated to the language
and localization industries. Our constituents are the
people responsible for communicating across the
boundaries of language and culture in the global marketplace. International product and marketing managers participate in LocWorld from all sectors and all
geographies to meet language service and technology
providers and to network with their peers. Hands-on
practitioners come to share their knowledge and experience and to learn from others. See our website for
details on upcoming and past conferences.
Localization World, Ltd. Sandpoint, ID USA
208-263-8178
Email: info@locworld.com, Web: https://locworld.com
Ad on page 13

Consulting Services

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 3 574 709
Email: info@global-dtp.com
Web: www.global-dtp.com

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: kris@localizationinstitute.com
Web: www.localizationinstitute.com
Ad on page 25

Studio Gambit DTP –
Far Beyond... Words

Across Systems

Multiple Platforms

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

Studio Gambit is your first stop for sourcing comprehensive, multilingual DTP and multimedia
engineering services. If you are seeking a reliable
and cost-effective partner to sweat the granular, technical detail of your localization projects,
Studio Gambit offers the supreme solution. Smooth
and proactive cooperation with project managers
to support the most challenging tasks of vanguard
LSPs and corporate localization has been Studio
Gambit’s special strength for 20 years. You can be
certain that even your most complex instructions or
style guides will be thoroughly learned and scrupulously implemented. As you would expect, all core
production processes are ISO 9001:2008 certified.
Languages: All European (Latin, Greek and Cyrillic
alphabets), most Asian and Middle Eastern
Studio Gambit Sp. z o.o. Gdansk, Poland
+48583453800
Email: gambit@stgambit.com
Web: www.stgambit.com

Enterprise Solutions

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 10

Education

Desktop Publishing

STAR Group
Multiple Platforms

Quality Training in
Localization & Global Marketing

Global DTP

Global DTP s.r.o., based in the Czech Republic,
offers professional multilingual desktop publishing
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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,

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
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(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 16

of specialists, a large knowledge base and advanced
methodologies. We always provide service beyond
our customers’ expectations at a low cost and with
high quality, speed, dependability and flexibility.
Languages: Major Asian and European languages
Alliance Localization China (ALC) Beijing, China
86-10-8368-2169
Email: contact@allocalization.com
Web: www.allocalization.com

Localization Services

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, IBM, Microsoft, Oracle,
HP, LG Electronics, Panasonic and more. E4NET
specializes in the fields of IT and life science but
also covers other industries such as patent, travel,
fashion, games, financial, governmental and
automotive. We continuously develop and apply
innovative, leading-edge technology such as MT
throughout our production process, and also provide associated services to maximize production/
service efficiency.
Languages: 60+
E4NET Co., Ltd. Seoul, South Korea
82-2-3465-8532
Email: l10n@e4net.net
Web: www.e4net.net

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 52

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

Total Solutions for Your Business

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

ES Localization Services

Since 1994, ES has provided full-fledged language
services to industry leaders mainly in software localization, translation, DTP, engineering, QA, testing and voiceover areas. The company has a solid
customer base and is proud of its successful past
assignments which led to long-term collaborations.
With 51 permanent staff in the production offices in
Turkey and Egypt for Turkish and Arabic languages,
ES is a reliable, experienced, value-added regional
supplier for direct clients and MLVs worldwide. It
is the first Bureau Veritas certified ISO 17100 localization company in Turkey, specializing in IT, automotive, finance, life sciences, gaming, consumer
products and more.
Languages: Turkish, Arabic
ES Localization Services Istanbul, Turkey; Cairo, Egypt
90-216-326-8764
Email:contact@estr.com
Web: www.estr.com

EuroGreek Translations Limited

Established in 1986, EuroGreek Translations
Limited is Europe’s number one Greek localizer,
specializing in technical and medical translations
from English into Greek and Greek into English.
EuroGreek’s aim is to provide high-quality, turnkey
solutions, encompassing a whole range of client
needs, from plain translation to desktop/web 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 4

Find news and views about the
global language industry at
https://multilingual.com/insights
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iDISC Information Technologies

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

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 42

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.
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Localsoft provides a one-stop solution for all of your
localization needs. Rest assured that your projects
will be delivered on time, on budget and with the
highest level of quality and confidentiality.
Languages: 50
Localsoft, S.L. Málaga, Spain
+34 952 028 080
Email: info@localsoft.com, Web: www.localsoft.com
Ad on page 8

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 68
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, certified according to the EN 15038 and ISO 9001 standards. We
specialize in software localization and technical
translations into Greek and other languages, in
areas such as IT, telecommunication, life sciences,
automotive, engineering, marketing, financial
and EU. With our experienced in-house team
of linguists and project managers we offer highquality services. Our client list includes long-term
collaborations with companies such as Abbott,
Canon, Cummins, Ford, General Electric, Google,
IBM, Microsoft, Oracle, Sony and important

international institutions such as the EU (CdT,
DGT, European Parliament) and UNHCR.
Languages: Greek
ORCO S.A. Athens, Greece
+30-210-723-6001
Email: info@orco.gr, Web: www.orco.gr

Localization and
Globalization Partner

Saltlux is a language service provider that specializes in supplying Korean, Japanese, S-Chinese, TChinese and other Asian languages. Our services
encompass translation, localization, DTP, MT postediting, 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, Hong
Kong, Taiwan, the United States, the Netherlands,
Slovakia and Brazil.
Languages: Japanese, Traditional and Simplified Chinese, Korean, Indonesian, Malay, Thai,
Vietnamese and European languages
TOIN Corporation
Japan: Tokyo, Japan, +81-3-6453-6282
Email: toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp
North America: Minneapolis, MN USA, +1-612-986-3108
Email: aki-ito@to-in.co.jp, Web: www.to-in.com
Europe: Amsterdam, Netherlands, +31(0)6 -21-85-85-30
Email: rene-savelsbergh@to-in.co.jp, Web: www.to-in.com
China: Shanghai, China, +86-21-3222-0012
Email: shen-yi@to-in.co.jp, Web: www.to-in.com
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Terminology Management

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 15

Localization Tools

VideoLocalize.com
Multiple Platforms

Video localization is complicated. It involves not
only translation processes and graphic engineering,
but also voiceover and audio/video editing as well.
The challenge is how to keep control of the budget
while meeting client expectations. VideoLocalize
is the answer. Videolocalize.com is a cloud-based
online platform designed for video localization.
It is the brainchild of Boffin Language, an Asianlanguage 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
Ads on pages 32-33, 46

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, NY USA
+1-212-675-0451
Email: contact@red-t.org, Web: http://red-t.org
Ad on page 56

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

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

Kaleidoscope

quickTerm manages the entire terminology life
cycle. If you would like to see your SDL MultiTerm
terminology used enterprise-wide, Kaleidoscope
has the ideal add-on: quickTerm. With quickTerm,
individuals do not need to be terminology-savvy
power users or have their own MultiTerm license
to quickly and easily access terminology. Users can
simply search for terminology from within any application or via a web browser. This alone significantly raises the level of terminology adherence.
Additionally, quickTerm enables enterprise-wide
participation in terminology discovery, approval
and revision processes, which further ties in colleagues in the terminology process.
Languages: German, English
Kaleidoscope GmbH Vienna, Austria
004 31 253 5352
Email: info@kaleidoscope.at
Web: www.kaleidoscope.at
Ad on page 14

Translation
Management Systems

Plunet BusinessManager
Multiple Platforms

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

Plunet develops and markets the business and workflow management software Plunet BusinessManager
— one of the world’s leading management solutions
for the translation and localization industry. Plunet
BusinessManager provides a high degree of automation and flexibility for professional language service
providers and translation departments. Using a webbased platform, Plunet integrates translation software, financial accounting and quality management
systems. Various functions and extensions of Plunet
BusinessManager can be adapted to individual needs
within a configurable system. Basic functions include
quote, order and invoice management, comprehensive financial reports, flexible job and workflow management as well as deadline, document and customer
relationship management.
Plunet GmbH Berlin, Germany
+49-(0)30-322-971-340
Email: info@plunet.com
Web: www.plunet.com
Ad on page 12
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Smartling

Smartling helps ambitious brands access more markets, deliver better experiences and build stronger
relationships by transforming the way their content
is created and consumed around the world. Our
translation management software prioritizes process automation and intelligent collaboration so that
companies can quickly and cost-effectively localize
their websites, apps and documents with minimal IT
involvement. Additionally, our curated community
of professional translators is continuously measured
to ensure the highest quality standards and is readily
available to serve a variety of linguistic needs. To find
out how our unique approach has helped brands like
British Airways, Spotify and WeWork tell a global
story, visit www.smartling.com.
Smartling New York, NY USA
1-866-707-6278
Email: hi@smartling.com
Web: www.smartling.com
Ad on page 67

pay-as-you-go SaaS or for installation on your
server. Built for collaboration and ease of use, XTM
provides a complete, secure and scalable translation solution. Implementation of XTM Cloud
is quick and easy, with no installation, hardware
costs or maintenance required. Rapidly create new
projects from all common file types using the templates provided and allocate your resources to the
automated workflow. XTM enables you to share
linguistic assets in real time between translators.
Discover XTM today. Sign up for a free 30-day trial
at www.xtm-intl.com/trial.
Languages: All Unicode languages
XTM International
Gerrards Cross, United Kingdom
+44-1753-480-469
Email: sales@xtm-intl.com
Web: www.xtm-intl.com
Ad on page 51

Translation Services
Diskusija – Translation
and Localization
BiroTranslations

Wordbee Translator
Web-based

Wordbee is the leading choice for enterprises and
language service providers that need to save money
and make their company run more efficiently.
Wordbee has the most complete feature set of
any cloud solution: project management, portal,
business analytics, reporting, invoicing and a userfriendly 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

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 47

Founded in 1992, BiroTranslations specializes
in life science, legal, technical, IT and automotive translations into all East European languages
(Albanian, Bosnian, Bulgarian, Croatian, Czech,
Estonian, Hungarian, Latvian, Lithuanian, Macedonian, Polish, Romanian, Russian, Serbian, Slovak, Slovenian, Ukrainian). We have a long-term
partnership with the world's top 100 MLVs and
many end-clients all around the globe. With our
experienced project managers, extensive network
of expert linguists and usage of the latest CAT
tool technology, your projects will be delivered
on time, within budget and with the highest standards of quality. For more information, please contact Mr. Matic Berginc (details below).
Languages: Eastern European languages
BiroTranslations Ljubljana, Slovenia
+386 590 43 557
Email: biro2000@biro2000.com
Web: www.birotranslations.com
Ad on page 47

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

GlobalWay Co., Ltd.

XTM: Better Translation Technology
Multiple Platforms

XTM is a fully featured online CAT tool and
translation management system available as a
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Translation Services Provider in SEE

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

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
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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

resonate across borders. To learn more, visit
lingualinx.com.
Languages: All
LinguaLinx Language Solutions, Inc. Troy, NY USA
518-388-9000
Email: info@lingualinx.com
Web: www.lingualinx.com

Lionbridge
Asianlization with HansemEUG

With more than 180 trained in-house staff and
EN15038 and ISO9001 certification, Hansem EUG
has become the largest LSP in Korea. Specialized
in Korean, Chinese, Japanese, Vietnamese, Thai,
Malay, Indonesian, MEA and African languages,
HansemEUG provides a one-stop solution with
a broad spectrum of language services including:
HQAS (Hansem Quality Audit Services) with a
medical advisory board, expedited services with
in-house DTP production, MT engine optimization, data solutions and system development,
technical authoring and consulting services for
Chinese GB compliance. Our headquarters are located in Korea and a language center is in Vietnam.
Languages: More than 10
HansemEUG, Inc.
Suwon-si, Gyeonggi-do, Republic of Korea
Korea: +82-31-226-5042
Email: info@ezuserguide.com
N. America: +1-800-532-4176
Email: overseas_sales@ezuserguide.com
Web: www.ezuserguide.com
Ad on page 36

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 43

LocaTran Translations

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

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 worldwide
among our loyal clientele. At LocaTran Translations, we consistently ensure that we provide firstrate 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

Since 2005, No Matter What!

LtoI has consistently been an expert in the localization of the Korean language. With this experience,
we are sincerely striving to grow together with our
partners through the next decades. Our motto is
“There are customers who have not worked with us
yet, but no customers work with us just once.” With
this in mind, we provide localization services in the
following fields: storage, database, IT hardware,
medical, travel with TEP, MTPE, DTP, marketing,
eLearning, UI, UA and more. Moreover, LtoI has
been a premium vendor for MLVs and direct clients
with competitive and reasonable prices.
Languages: English into Korean and vice versa,
Chinese, Japanese, Taiwanese
LtoI, Inc. Seoul, South Korea
82-2-780-0401
Email: sales@ltoi.co.kr
Web: www.ltoi.co.kr

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 47
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PTS Group International
Company Ltd

PTSGI is one of the largest integrated language
service providers in Asia and the first multilingual
translation company in Taiwan. We have over 51
years of experience covering 133 languages, from
the commonly used to less frequently demanded
languages and dialects. Together with our in-house
translators and over 10,793 highly qualified and
experienced translators worldwide, we adhere to
stringent quality control through our standardized
operating procedures to ensure the best quality
translation. We view our projects from the customer's perspective and, in turn, gain respect and trust,
steering our commitment to provide not just translation services but complete professional solutions.
Languages: 133
PTS Group International Company Ltd
Taipei, Taiwan
1-800-245-3319
Email: contactusa@ptsgi.com
Web: www.ptsgi.com
Ad o n page 30

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 26

Follow us on Facebook
Connect with us on Twitter
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SEAtongue Ltd.

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

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, who prove to
be fundamental in SpanSource’s centralized,
customer-centric approach.
Languages: Focus on Spanish and Portuguese,
other language combinations through partners
SpanSource SRL Rosario, Argentina
54-341-527-5233
Email: info@spansource.com
Web: www.spansource.com

TripleInk Multilingual
Communications

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

Tailored APAC Translator Teams

Wiitrans is a technology-driven and innovative
company that serves the localization industry.
We provide customized translation solutions for
clients worldwide, especially for language service providers. Wiitrans only works with verified
subject matter translators. Each and every one of
Wiitrans' translators is handpicked, verified and
receives on-going evaluation with QA reports 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

facebook.com/MultilingualMagazine
twitter.com/MLConnect
twitter.com/MultilingualMag
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The tool you want for your projects
Kilgray Translation Technologies Ltd.
Windows

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

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
that are more suited to machines. Let MateCat
take care of repetitive and boring tasks like fixing
machine translation errors and placing the tags
in the target text. Visit www.matecat.com to start
translating. It’s free.
Languages: All
MateCat srl Rome, Italy
+39 06 90254001
Email: support@matecat.com
Web: www.matecat.com
Ad on page 3

Memsource

Memsource is an API-enabled translation environment that supports over 50 file formats. It includes
translation memory, integrated machine translation and terminology management, in addition to
a web-based and desktop 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
200,000 Memsource users translate over 1.5 billion
words every month. Memsource offers powerful
features, yet it is lightweight, intuitive and fast.
Languages: All
Memsource Prague, Czech Republic
+4 20 221 490 441
Email: info@memsource.com
Web: www.memsource.com

SDL Language Solutions

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

Takeaway
Becoming a localizer
Sarita Desai

Sarita Desai is a consultant at Netzmarkt.

Have you ever checked out the meaning of “localizer” in a dictionary?
Well, according to Collins dictionary, it means “a directional radio beam sent
from the beginning of the runway and used to align an incoming airplane.”
When I tell people that I am a localizer, I often get this blank expression or a smirk indicating “I don’t have a clue what you are talking about!”
Indeed, it’s about time localization gets demystified, since it’s present
in our daily lives without us even realizing it. When a company wants to
endorse its product in Portugal, a well-known Portuguese soccer star like
Cristiano Ronaldo would be an obvious choice, but if the same company
wants to endorse the same product in India, they would probably opt for
a famous Bollywood actor or a famous cricketer.
Consider McDonald’s. McDonald’s Portugal offers “Caldo Verde” soup,
which is the most loved and famous soup among the Portuguese. McDonald’s
India, on the other hand, has McSpicy Paneer and McAloo on its menu.
Whenever we buy a new gadget, we scan through the user manual (which
is usually available in various languages) in the language that we are most
comfortable with. While buying something online from anywhere in the
world we also tend to get attracted to the ads in the language that we are
most comfortable with. We are coming across perfect examples of localization daily, maybe without even noticing.
My journey into the language industry actually began when I moved from
Lisbon to Bangalore. It all happened by chance, as Portuguese is my mother
tongue and I had also done the diplôme supérieur in French. I was approached
by a pharmaceutical company that needed someone skilled in Portuguese and
French. Once you are in the localization industry, you realize that there is so
much to explore, especially in terms of career opportunities. I started as a technical translator and then became a localizer and tester on the client side. Later I
moved to the vendor side handling the quality assurance (QA) department and
subsequently managing the localization and testing department. Currently, I
am back on the client side developing strategic partnerships. The localization
industry has a wide range of career opportunities, and it is not only limited to
linguists. The fact that I had a degree in economics has helped me immensely
in leadership.
I have come across many university students who are pursuing a language
career because they want to become translators. Unfortunately, many of
them are unaware of the other career opportunities in localization beyond
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the traditional translator’s position.
These include translator; interpreter;
localization tester; project manager;
QA professional; localization engineer; account manager and more.
Someone who has a flair for sales
can get into localization sales or even
become an account manager. People
who are into project management can
pursue a role as project coordinator or
project manager. Another area that is
gaining momentum is language technology. Language technology is closely
connected to computer science and
general linguistics. If you are passionate about linguistics and terminology
management, you can become a terminologist. And if you are the creative
type, there is also a career opportunity
for you: transcreation.
According to Common Sense
Advisory (CSA Research), the size of
the overall global language industry in
2016 was estimated at $40 billion, with
estimates of up to $45 billion by 2020.
This includes a projected growth rate
of 6.5-7.5% annually through 2018.
I was very excited when my son
came from school the other day and
said “Mama, I finally understand
what you do! Today’s class was about
globalization and how it’s important
to adapt things to one’s country and
culture.” So now he proudly tells all
his friends, “My mom is a localizer;
she helps companies go global.” [M]

The Data
Deficit
Crippling
Translation
Management
You can’t manage what you can’t
measure. Explore the data that’s
desperately needed to improve modern
translation management strategies
and enable global growth.
Go from reactive to proactive with
Smartling’s data-driven approach to
translation outcomes.

Get the ebook at smartling.com/data-deficit

Don’t Rage Against
the Machine
Machines are shaking up the language industry.
They’re getting better and better at the things only

Combined, machines and humans can perform with

limits. Yet, machines can‘t do everything.

to multiply the value of your global content.

humans used to be able to do. Face it: humans have

the speed, efficiency, quality, and consistency needed

That’s why the solution to the complex challenges of

And that’s incredibly powerful.

best people and the best technology.

Machines are here to stay. And they‘re welcome.

global content is a centaur―an intelligent blend of the

For more on centaurs in localization, check out
our slideshare Don‘t rage against the machine
at moravia.com/centaur.

moravia.com

