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I pass a tech startup every day when I walk
to work. It dominates a block between Second
Avenue and Third, along Church Street. Sometimes
I peek in the windows as I go by, looking at the
in-progress construction or the glistening plasma
screens. At one point, the company put a friend of
mine in charge of localization, although he knew
nothing about localization at the time.
Startups are all around us, depending on your
definition of “startup,” exactly. As such, they
represent unique — if somewhat frustrating, at
times — business opportunities for localization
companies.

Quality is a big factor for startup localization, and
it’s something that many companies won’t have
planned out. Mostly because they don’t know they
need to. My friend, for example, was operating
under the assumption that the company’s
engineers in Japan could just do the company’s
Japanese translation. Since he’d never worked
in localization, I couldn’t exactly blame him for
not being aware of some of the issues this might
cause.
This is why not one, but two articles in this issue
are devoted to measuring quality at startups. Yet
another looks at evangelizing the importance of
localization, and how to approach startup teams
with localization in mind. A fourth article considers
how to become a project manager, both for
established companies and startups.

As my friend could testify, if you’re looking to
break into localization project management, you’ll
likely need less experience if you’re being hired
by a startup. Although you might have to do some
creative job searching, since the company may not
even know enough about localization to know that
“localization project management” is what they’re
looking for.
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Conference revitalizes Salish
Indigenous languages across
North America are endangered, and
Salish is no exception. That’s true if
you’re talking about Salish proper,
otherwise known as Bitterroot Salish,
historically spoken by the Flathead
tribe of Western Montana. If you’re
extending the term to include Kalispel and Spokane, so closely related
to Bitterroot Salish they’re typically
considered dialects, this also holds
true. And if you extend the term even
more broadly to other area Inland
Salish languages, such as Coeur
d’Alene — or even to the Coastal Salish of tribes surrounding the Seattle
area — it’s still true.
The number of elders in each
tribe who still speak their native
language has shrunk to a handful.
In some cases, there are none at
all. However, revitalization efforts
are underway: at a recent conference, Salish could be heard echoing through the halls as attendees
passed each other; between
mothers and children, friends and
acquaintances.

8
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The 2018 Celebrating
Salish Conference took place
March 7-9, 2018 in Spokane,
Washington. Around 500
attendees came from British
Columbia and surrounding
states, including teachers
from various Salish-language
schools.
Sessions explored how to teach
students using songs, games and
various other pedagogy techniques.
To back this up, children and adults
performed in Salish during dinner.
Technical challenges of recording
elders was covered at the conference, as
well as other practical considerations.
Immersion workshops involved participants talking to one another in tribal
languages, including Spokane and
Coeur d’Alene. Attendees apologized
to one another for their grammar and
pronunciation, and thanked elders and
teachers for their input. In the Spokane
session, Pauline Flett, an elder in her
90s who contributed significantly to
the Spokane-English dictionary, gave
linguistic background for a few words.

An entire conference track was
devoted to youth engagement. During one youth session, teens spoke to
younger children about why they’d
joined a youth leadership council.
“I was going through a lot of trials in my life,” one young woman
explained. “I didn’t understand why I
was here. Why I was alive. I kept praying to creator to show me.” After she
went to a youth leadership conference,
“people started telling their stories,
and I could relate to them.” So she
went back home and told her friends
“helping my people is what makes me
feel good.”
She encouraged the kids to get
involved. “Love is the most powerful
thing in this world. So I encourage you
to get out and help your community.”

Recaps

Wordcon focuses on freelancers
Wordcon 2018, the third international conference for freelancers, took
place February 9, 2018, at The Park,
Calcutta, India. The theme this year
was Harmonizing Income, Leisure
and Fame in the Digital World. It was
organized by Freelance Foundation, a
not-for-profit organization.
Over 150 participants with some
27 speakers and panelists from diverse
domains enriched the conference. In
defining the core mission of Wordcon,
chairman Pritam Bhattacharyya said,
“Although freelancing was perceived as
a curiosity and a gateway of last resort
even half a decade back, the perception is changing. There is an increasing
awareness of the fact that jobs look
more and more like freelancing and
every product or service we use today
has a bit of freelancing in it.”
Wordcon is unique and is aware
of it. It is possibly Southeast Asia’s
only platform dedicated to freelancing in its widest spectrum. Unlike
many industry conferences where the

focus is on business,
Wordcon’s focus is
on diversity and synthesis. The organizers
consider themselves
more like gardeners
where they are trying
to create the best environment for crosspollination and crossfertilization of ideas,
projects and practices so that the future
is shaped not by an agenda but by the
stakeholders themselves, naturally and
spontaneously.
Speakers included renowned doctors, the British Deputy High Commissioner of Calcutta and an ex-CEO of
India’s Public Broadcasting.
Wordcon also announced its People’s Cricket Exchange Programme
where freelancers from India will
play in the UK in June/July 2018
and UK-based freelancers will come
and play in Calcutta, India, during
December 2018.

Advocates lobby US Congress for language priorities
On February 15-16, 2018, the Joint
National Committee for LanguagesNational Council for Languages and
International Studies (JNCL-NCLIS),
the authority on language policy in
Washington, DC, hosted its annual
conference, Language Advocacy Day.
Unique in the field, the event affords the
opportunity for those in the language
learning and language access sectors
to advocate collectively to federal
policymakers for better policies and
regulations. Every year, JNCL-NCLIS
convenes over 100 advocates from
language professions — educators,
researchers, administrators, translators
and interpreters — in Washington to
meet with Congress and request legisla-

tion and funding in support of language
education and industry priorities.
The year’s conference was attended
by nearly 120 participants from more
than 30 states. They conducted over
175 meetings with Congressional and
Executive Branch offices. During these
meetings, advocates made requests for
Congress to fund existing federal language programs in the Departments of
Education, State and Defense as well as
initiatives in other agencies; to cosponsor new legislation to enhance world
language education in K-12 and higher
education; and to eliminate the federal
government’s use of a lowest-price technically acceptable bidding model for
the procurement of language services.

Conference attendees participated in
advocacy training and issue briefings
beforehand, prepared by JNCL-NCLIS.
Continuing the rate of growth of the
last few years, Language Advocacy Day
in 2018 set a record for the number of
Congressional and Executive Branch
meetings held. Moreover, 2018 featured
a Thunderclap, a social media amplification tool, which sent a uniform post
in support of language advocacy to over
600,000 people. In essence, the collective message delivered February 15-16
reached a substantially larger audience
than previous years, opening more
doorways to influence policy in support
of language priorities throughout 2018
and beyond.
April 2018
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Translation Technology Round Table holds discussion on tech
The tail end of January 2018 provided an opportunity for 22 industry experts to exchange information
about the current state of translation
technology. The group gathered at
the Translation Technology Round
Table, January 29-30, in Menlo Park,
California. Attendees came from as
far as Germany and Ireland, as well as
from the United States and Canada.
The event was held under the auspices of The Localization Institute,
and cochaired by Richard Sikes and
Willem Stoeller.
The round table format is designed
to promote an interchange of ideas
between the participants. There are
no long presentations given in a oneto-many format. Instead, session moderators inspire group participation by
raising provocative discussion points
and asking questions. Participants at
this year’s event were evenly distributed
between technology providers and
technology buyers, whereby everyone
present had hands-on experience with
translation technology. Some were
everyday users, some were solution

architects, some were product
designers or CTOs. The experience level in the room facilitated frank discussion about
pain points, current trends
and hopes for future technology development. Representatives of several technology
providers were courageous
enough to demonstrate areas of their
respective products in front of this
knowledgeable and critical audience.
These included Larry Furr, Lingotek’s
VP of product, PhraseApp’s CEO
Wolfram Graetz, senior solutions
architect John Weisgerber from XTM,
and Sylvester Weise, IT support engineer from Plunet.
After the event, Olga Beregovaya
from Welocalize stated that the event
was what the localization industry
craved, specifically “in-depth discussion where tech-savvy people can get
together; we get plenty of high-level
conversation but nothing that caters
to ‘techies’ needs.” Demin Yan from
VMware concurred in a follow-up
email, “Hearing so varied opinions

and thoughts shared so openly made
for a much richer event than I could
have anticipated.”
The Translation Technology Round
Table premiered as a half-day preconference event at LocWord32
Montreal. This year, the Round
Table was expanded to one-and-ahalf days.

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

www.plunet.com
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F e a t u re d R e a d e r
Would you introduce yourself?
Sinem Canim Alkan, assistant
professor at the Translation
Studies Department of Istanbul
University.
Where do you live?
Istanbul, Turkey.
How did you get started in this
industry?
I have been interested in learning new languages since secondary school. When I was in
high school, I decided to study
translation at university since I
thought that translation could be
both enjoyable and rewarding.
I received my BA in translation
from Istanbul University. In my
third year, I started working on
some translation projects. I also
did an internship at a translation
company in Istanbul. After graduation, I worked for six months
at the same company as an inhouse translator and editor while
I was doing my MA in translation.
Academic research on translation attracted me very much.
When I found a position as a
research assistant at the Translation Studies Department of Istanbul University in 2005, I quit my
job at the translation company.
Since then, I have been working
as a freelance translator and as a
scholar of translation studies.
How long have you worked in
the industry?
For six months as in-house
translator and for the last 13
years as a freelance translator.
What language(s) do you speak?
Turkish is my native language. I
am proficient in English and my
Spanish is at intermediate level.
Whose industry social feeds
(twitter, blog, LinkedIn, Facebook) do you follow?
On Facebook, I follow the Trans-

lation -1 and Freelance Translators groups. I also follow the
pages for MotaWord, Elia Newsfeed and Translation and Interpreting Association Turkey.
What do you like to do in your
spare time?
I love reading. I generally read
novels, books and magazines
on personal development. I
like watching entertaining and
motivational movies. I like listening to jazz, classical and relaxing
music. These days classical and
relaxing are my favorite types,
since I am pregnant with a baby
boy. We expect him to arrive at
the end of March. I go walking,
do fitness exercises and take
prenatal yoga lessons. I also like
writing about translation on my
blog and traveling is one of my
favorite leisure activities.
Why do you read MultiLingual?
MultiLingual is a great resource
for my academic research. I also

use it in my classes. My students
and I read articles related to our
subjects and have discussions on
them. I like keeping myself up to
date with the developments in
the international translation market and translation technology,
and MultiLingual definitely helps!

April 2018

11

N ews

Business

Trans-Edit Group launches Way2Global

Trans-Edit Group, a language services provider, has
completed a company split creating a new company, Way2Global, specializing in financial and legal translations.
The new company is headed by the original founder and
CEO of Trans-Edit Group, Laura Gori.
Trans-Edit Group http://en.transeditgroup.com
Way2Global www.way2global.com

HansemEUG relocates US office

HansemEUG, Inc., a provider of manual development
and translation services, has relocated its Irvine, California, office.
HansemEUG, Inc. www.hansemeug.com

Verbatim Services launches new website

Verbatim Services Ltd, a translation and interpreting
agency based in Scotland, has launched a new website.
Services include transcription and voiceovers.
Verbatim Services Ltd http://verbatimservices.co.uk

People

Recent industry hires

■■ Moravia IT, LLC, a provider of translation, localization and testing services, has appointed Paul Danter as
chief executive officer.

Moravia IT, LLC www.moravia.com

mt-g medical translation GmbH & Co. KG, a provider
of language services, has hired Bergit Merkel as a lecturer
of project management for its medical technology department and Arndt Seelig as a system manager for the technical department.
■■

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

■■ Venga, a language services provider, has promoted
Antoine Rey to chief sales and marketing officer.

Venga Global http://vengaglobal.com

■■ ADAPT Localization Services, a provider of services
tailored to the medical, life sciences, IT and telecommunications sectors, has hired Dilva Bovetti and Marco
Giardina as business development managers for its Como,
Italy, office.

ADAPT Localization Services www.adapt-localization.com

Resources

XLIFF 2.1 localization standard approved

The XML Localization Interchange File Format, XLIFF
2.1, has been approved by OASIS, the international open
standards consortium, and the International Organization
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for Standardization (ISO) for release under the designation ISO 21720:2017.
OASIS www.oasis-open.org

ELRA, LDC joint distribution of resources

The European Language Resources Association (ELRA)
and the Linguistic Data Consortium (LDC) have partnered
on a joint distribution of language resources, including
three corpora from the 2007 CoNLL Shared Task and a
TRAD Chinese-French Parallel Text.
European Language Resources Association www.elra.info

Reports on automated content enrichment,
interpretation technology, content missteps

Common Sense Advisory, Inc., an independent market
research firm specializing in the language service industry,
has published “TechStack: Automated Content Enrichment.” The report provides an overview of automated content enrichment (ACE), a discussion of why the technology
matters and a listing of translation-oriented ACE solutions
and what to look for when evaluating enrichment tools.
The report “Interpretation Technology Adoption Patterns at LSPs” presents interpreting data collected in the
annual market study.
The report “Global Content Missteps: How to Avoid
Them” describes the challenge of global content missteps,
provides examples and offers advice on how to avoid becoming a bad localization meme.
Common Sense Advisory, Inc. www.commonsenseadvisory.com

Annual web globalization report card,
report on common mistakes and solutions

Byte Level Research, analyst of the art and science of
web globalization, has released its 2018 Web Globalization
Report Card analyzing 150 global websites across more
than a dozen industry categories. It focuses on websites
that have excelled in the practice of web globalization and
identifies emerging trends.
Byte Level Research has also released the report “Web
Globalization Bloopers & Blunders.” The report was created to help teams within an organization become aware
of some of the more common oversights and errors.
Byte Level Research www.bytelevel.com

New version of catalog for ELRA

The European Language Resources Association (ELRA)
has completely redesigned its Catalogue of Language Resources (LR), including an extended metadata to describe
LRs and a refined search for finding more specific information using criteria such as language, resource or media
type and license.
European Language Resources Association www.elra.info

News

Clients and Partners

Advarra selects TransPerfect

TransPerfect, a provider of global business services, has
been selected as the official language services provider for
Advarra. Advarra provides institutional review board, biosafety committee and global research compliance services.
TransPerfect www.transperfect.com

AGATO selects Plunet BusinessManager

AGATO, a provider of certified, legal translation services
has selected Plunet BusinessManager by Plunet GmbH, a
provider of business management software for translation
services and agencies.
Plunet GmbH www.plunet.com
AGATO https://agatotranslate.com

KantanMT Across Connector

KantanMT, a subscription-based machine translation
service, has launched KantanMT Across Connector, a
connector that integrates neural machine translation
into the Across Language Server by Across Systems
GmbH, a manufacturer of corporate translation management systems.
KantanMT http://kantanmt.com
Across Systems GmbH & Inc www.across.net

ONTRAM Integrates DeepL

DeepL Translator, a neural network system capable of
translating any type of text, has been integrated with the
translation management system ONTRAM developed by
Andrä AG.
Andrä AG www.ontram.com
DeepL https://www.deepl.com

Products and Services

The company has also released AceProof, a translation
quality assurance software that provides 34 checks in
five groups of errors and covers 15 file formats of translation files.
Advanced International Translations www.translation3000.com

Instant Remote Interpretation Services
application

Language Services Associates, Inc., has introduced its
Instant Remote Interpretation Services application, or
IRIS, combining an encrypted connection with a userfriendly interface. The app offers more than 240 languages,
including rare languages and American Sign Language.
Language Services Associates, Inc. www.lsaweb.com

Wordfast Pro 5.4, Wordfast Anywhere 5.0

Wordfast LLC, a provider of translation memory software, has released Wordfast Pro 5.4 that now includes
Adaptive Transcheck and Wordfast Anywhere 5.0 with a
localized user interface in French and Spanish.
Wordfast LLC www.wordfast.com

Capita LiveLINK

Capita Translation and Interpreting (Capita TI), a division of Capita Plc, has launched Capita LiveLINK, a remote interpreting system available in 250 languages.
Capita Translation and Interpreting www.capitatranslationinterpreting.com

Irish NMT engine

KantanMT, a subscription-based machine translation
service, has launched an Irish neural machine translation
(NMT) engine using KantanNeural technology. The engine has been added to KantanFleet, a collection of over
40 NMT engines.
KantanMT http://kantanmt.com

Announcements

Memsource artificial intelligence
technology feature

Industry anniversaries

Memsource www.memsource.com

Kevrenn International www.kevrenn.com

Memsource, a developer of cloud translation software,
has introduced an artificial intelligence-powered nontranslatables feature intended to recognize and automatically confirm nontranslatable segments and content in
over 200 language pairs.

ExactSpent version 3D, AceProof

Advanced International Translations has released version
3D of its ExactSpent personal time-tracking software. The
new version features integration with Translation Office 3D,
its translation project management software for freelance
translators.

■■ Kevrenn International, a language solution provider,
is celebrating 20 years in business. The company is the
developer of DFR (disabling fuzzy repetitions), a workflow
solution for detecting and processing near or fuzzy repetitions before translation.
■■ Gemino GmbH, a language services provider, is
celebrating its 25th year in business. The company offers
products such as WebReview, a browser-based application
for reviewing and correcting translations in the layout and
TermCloud, a web-based terminology database.

Gemino GmbH www.gemino.de

April 2018
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SpeechTEK 2018

April

April 9-11, 2018, Washington, DC USA
Information Today, Inc., www.speechtek.com/2018

TAUS QE Summit Dublin 2018
April 11, 2018, Dublin, Ireland

TAUS, www.taus.net/events/conferences/45-taus-qe-summit-dublin-2018

International Interpreters Forum

ND Focus – Elia’s networking
days for Executives
May 3-4, 2018, Sicily, Italy

Elia, http://events.elia-association.org/nd-focus-exec-2018

Content Connections 2018

May 7-9, 2018, Los Gatos, California USA
Acrolinx, www.foc.ai

April 13-14, 2018, Moscow, Russia

LREC 2018

BP18 Translation Conference

The European Language Resources Association
http://lrec-conf.org/lrec2018/lrec2018.htm

RANEPA, https://ic4ci.com/en

April 19-20, 2018, Vienna, Austria

BP Translation Conferences, http://bpconf.com

13th EUATC International Conference
April 19-20, 2018, Madrid, Spain

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

ICNLSP 2018

April 25-26, 2018, Algiers, Algeria

Directorate General for Scientific Research and
Technological Development, www.icnlsp.org

Internationalisation through the
Art of Translation and Interpretation

May 7-12, 2018, Miyazaki, Japan

International Workshop on
Spoken Dialog System Technology
May 14-16, 2018, Singapore

Institute for Infocomm Research, COLIPS
www.colips.org/conferences/iwsds2018/wp

tcworld China

May 15-16, 2018, Shanghai, China
tekom, https://tcworld-china.cn

TAUS Executive Forum

May 16-17, 2018, Tokyo, Japan

TAUS, www.taus.net/events/conferences/38-taus-executive-forum-tokyo-2018

April 25-26, 2018, Arad, Romania

Aptrad 2nd International Conference

ALC Annual Conference

Portuguese Association of Translators and Interpreters
www.aptrad.pt/conference2/conference.php

Association of Language Companies, www.alcus.org/mpage/ALC18home

Staging the Literary Translator

Western University of Arad, http://socioumaneefs.uvvg.ro/conferinta

April 25-28, 2018, Scottsdale, Arizona USA

Localization unconference Toronto
April 26, 2018, Toronto, Canada

Localization unconference Team, https://sites.google.com/site/
localizationunconference/unconference-announcements/canadaedition

Localization unconference Berlin
April 26-28 2018, Berlin, Germany

Localization unconference Team, https://sites.google.com/site/
localizationunconference/german-unconference-2018

8th Annual CTA Conference

April 27-29, 2018, Boulder, Colorado USA
Colorado Translators Association
https://cta-web.org/2018-annual-cta-conference
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May 17-19, 2018, Porto, Portugal

May 17-19, 2018, Vienna, Austria

Centre for Translation Studies, http://translit2018.univie.ac.at/home

Retro Live - Digital Globalization
May 18, 2018, Dublin, Ireland
Retro Digital, http://retro-live.com

ISPOR 23rd Annual International Meeting
May 19-23, 2018, Baltimore, Maryland USA

International Society for Pharmacoeconomics and Outcomes Research
www.ispor.org/Event/index/2018Baltimore

Technical Communication Summit 2018
May 20-23, 2018, Orlando, Florida USA

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

Calendar
Project Managers Round Table

MadWorld 2018

The Localization Institute, www.localizationinstitute.com/
event/berkeley-pm-round-table-2018

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

May 21-23, 2018 Berkeley, California USA

4th International Conference on NonProfessional Interpreting and Translation
May 22-24, 2018 Stellenbosch, South Africa
Stellenbosch University, http://conferences.sun.ac.za/
index.php/NPIT4/index/schedConfs/current

Plunet Summit 2018

June 3-6, 2018, San Diego, California USA

Game Global Forum Warsaw
June 5-6, 2018, Warsaw, Poland

Localization World, Ltd., http://gameglobalforum.com

LocWorld37 Warsaw

June 6-8, 2018, Warsaw, Poland

Localization World, Ltd., https://locworld.com

May 24-25, 2018, Berlin, Germany

SENSE 2018

Translation research - translator training

Society of English-language professionals
https://sense-online.nl/public-conference

Plunet, www.plunet-summit.com

May 24-26, 2018, Budapest, Hungary

Department of English Language Pedagogy and Translation Studies
http://bit.ly/2FHmaVB

June 8-10, 2018, ’s‑Hertogenbosch, Netherlands

TAUS Industry Leaders Forum 2018
June 13-14, 2018, Amsterdam, Netherlands
TAUS, https://taus.net/events/conferences/
55-taus-executive-forum-amsterdam-2018

ATSA

May 25-26, 2018, Stellenbosch, South Africa

Association for Translation Studies in Africa
https://atranslationstudiesafrica.wordpress.com/atsa-conference

ABRATES IX

June 15-17, 2018, Rio de Janeiro, Brazil
ABRATES, http://bit.ly/2phwoRm

NZSTI 2018

May 26-27, 2018, Wellington, New Zealand
New Zealand Society of Translators and Interpreters
http://nzsti-conference.org

Language Technology Industry Summit
May 28-29, 2018, Brussels, Belgium
LT-Innovate, www.lt-innovate.org/summit

EAMT 2018

May 28-30, 2018, Alacante, Spain

connecting your visions,
technologies and customers

European Association for Machine Translation, http://eamt2018.dlsi.ua.es

CIUTI 2018

May 30-31, 2018, Edinburgh, Scotland

Centre for Translation & Interpreting Studies in Scotland
http://ctiss.hw.ac.uk/research/ciuti-2018-call-for-papers.html

Wordbee Build the Foundation Meeting
May 30, 2018, Brussels, Belgium

Wordbee, www.wordbee.com/events/conferences/wordbee-user-meeting-2018

June

Wordfast Forward 2018

June 1-2, 2018, Cascais, Portugal

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

www.star-group.net

Wordfast, http://wordfast.com/conference/2018
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Translation Matters
Collection of previously-published essays,
from personal to instructive

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

Industry veteran and Multilingual editorial board member
Jost Zetzsche has collected 81 previously-published articles and
essays for his latest book, Translation Matters. Their original
publication dates range from 2003 to 2017 and they appeared
everywhere from Christianity Today to his own Tool Box Journal. There’s even a Twitter exchange with a journalist, put into
print format like its own story.
Zetzsche dug through the archives of his writing and chose articles
that would age well. “I love this concept of re-finding texts that earlier
generations deemed irrelevant but later generations find more important… As translators and writers we create a plethora of content, but
the lifespan can be of such short duration,” Zetzsche writes in his
introduction.
The essays are arranged into 13 topical segments under headings
such as “Getting Paid for Translation” and “Geeking Out.” Many touch
on personal themes, such as Zetzsche’s background studying Chinese
Bible translation. Others discuss Amazon, data exchange standards
and Gulliver’s Travels. The essays are arranged in a way that seemed
logical to Zetzsche: “It felt like a good idea to start with something per-
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Translation Matters, by Jost Zetzsche.
CreateSpace Independent Publishing
Platform, November 2017. Paperback,
254 pages. $14.95.

sonal,” he said in an email, — then head into
tech and end with a wider call to right wrongs
and get translation right.
Although Zetzsche typically writes quite a
bit on tech, the book’s tech talk is relatively
minimal. “For the most part I chose articles
that don’t deal with specific features of specific tools, which likely would no longer reflect
the current situation and would therefore be
worthless,” he writes in the introduction.
Instead, in this volume, Zetzsche studies
tech from a more philosophical angle. One
essay originally written for the ATA Chronicle

Review
in 2017 describes Kató, an open source,
customizable, easy-to-use tool created for Translators without Borders
(TWB), as well as other tools TWB
uses. Similar essays look at the lessons
we can draw from tech, without focusing in on myopic details.
Zetzsche looks at machine translation (MT) with a timeless eye, drawing, for example, from a passage in
the April/May 2005 issue of MultiLingual. Zetzsche quotes Jaap van
der Meer’s discussion of the trashing
MT took with the advent of translation memory (TM): “It will take
years to convince the community of
business translators that post-editing
fuzzy matches from TM databases
is, in fact, not different from postediting fuzzy matches from any other
MT system.” Although it has been 13
years since these words were written,
they’re still applicable.
The book’s earliest essay is similarly pertinent. It’s titled “Are We
Stupid?” and looks at tech marketing
targeted to translators — marketing
that assumes translators are changeadverse, and possibly tech-phobic. “I
am curious about the effect of these
messages,” Zetzsche writes.
The book is filled with numerous translation-related characters,
such as Samuel Isaac Joseph Schereschewsky, a grumpy missionary to
19th-century China who typed out
Chinese translations on a Roman
typewriter with one finger. The
characters illustrate adages: “I think
we need to be cautious about how
fast we rush into adopting new technologies,” Zetzsche concludes in
regard to Schereschewsky.
To my obsessive editor’s eye there
was the occasional confusing antecedent shift, but overall the book is
professionally produced and will continue to be relevant for years to come.
It contains many historical anecdotes
about the translation industry, both
modern and ancient. The practice
of selecting the most enduring writ-

ing from a 15-year writing career is
an intriguing one, particularly in an
industry where we assume so often
that new is relevant and old is limiting.
The book concludes with a “story
from New Zealand where translators
really were trying to right a wrong as

much as it was within their power,”
Zetzsche said. The story in question
describes “likely the most costly and
perhaps most unfairly carried out
translation ever” and finishes with a
celebration of a “meaningful attempt
to finally get it right.” [M]
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Client Talk
Papa John’s
Terena Bell
Terena Bell is an independent journalist writing for
The Atlantic, Washington Post, Fast Company and
others. She is former CEO of In Every Language
and was on the GALA and ALC boards.

Welcome to Client Talk, a column where we chat with people
who buy (or should buy) language services: when do they say professional translation is worth it? By talking with clients outside of
the sales environment, we seek to uncover what’s truly important
to them. Each month offers a different profile to learn from. The
challenge as we move from one issue to the next is to find patterns: What do these interviews tell us about how clients see our
industry as a whole?

The client

Hank Enright is director of international training at Papa John’s, a
Louisville, Kentucky-based pizza chain with more than 5,000 locations
worldwide. Enright says he oversees “markets in Latin America and the
Caribbean, stretching from Mexico all the way down to Chile.” Once a week,
he connects with Papa John’s Chinese team. In the past, he’s assisted with
openings in Asia, the Middle East, Europe and Latin America.

Enright’s experience with other cultures
When passport renewal time comes around, I always ask for the one
with the additional pages,” Enright says. Raised in France, Venezuela
and Mexico by American parents, he’s been to almost 50 countries — 25
for Papa John’s. “I grew up speaking English and Spanish, so translation
and interpretation comes naturally to me as my brain was programmed
to work in parallel between these two languages,” he says. Enright is
currently teaching himself Portuguese and is translating Papa: The Story
of Papa John’s Pizza (Koehler Books, 2017) into Spanish.
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The need
Enright most recently oversaw
translation of an eLearning update
into Arabic, French, Korean,
Mandarin, Russian, Spanish and
UK English. Other files for translation include operations manuals,
reference manuals, implementation guides, forms and auxiliary
materials.

The client’s solution
Enright says, “In the past —
depending on the content and the
language — it was not uncommon
to have our various departments and
locations use multiple companies
and providers to translate content.”
During the eLearning project,
though, he realized he could get
more “competitive and realistic price
quotes” if he limited translation
to two or three “main providers.”
Glossaries, translation memory and
volume help these select providers
present more “favorable quotes.”

Colum n
In addition to partnering with
professionals, Enright insists on
translating a lot himself. He says
native Spanish speakers at the
company ask him to and that he
“recently dusted off [his] French
to support the training of our new
franchisee for Morocco.”
Employees also translate
Chinese and revise Korean. Franchisees perform review, based on
volume. “Where we do not have a
native speaker, we [partner] with
the in-country franchise team as
appropriate and even — on occasion — spouses,” he adds.

On a scale of 1-5, how
important does Papa
John’s think professional
translation is?
Four or five, but “it really
depends on your definition of ‘professional translation.'” Whether
the translator is a professional or
not doesn’t matter to Enright as
long as the translation is: “You can
have unprofessional end results
from a professional translator if
you do not proof and edit for common sense or proper meaning. An
unprofessional translation, regardless of who performs it, makes you
lose credibility and reflects that
you do not respect the end user.”
That’s part of why Enright keeps
translating: “I take great pride and
ownership in reviewing, correcting and editing Spanish language
material. It is critical that the end
product reflects professionalism.
At times, it takes just as much time
to edit a translation than to do it
all internally.”

So when are professional
translators used?
Enright considers volume,
complexity and timeline but says the
most important factor is whether
professionals can provide “high

Multiple versions of the Papa John's logo and familiar tag line are part of the
company's localization approach. Top left clockwise: Arabic, Azerbaijani, Chinese,
French, Hebrew, Russian, English (center).

quality, understandable and usable
translation that makes sense for the
end user, within a reasonable timeframe and within budget. Editing for
common sense and understanding
for our audience is paramount.”

subject matter expert does not proof
and verify that the meaning behind
the words is interpreted correctly,
you will end up losing credibility and
transferring incomplete or incorrect
information.”

Are bad translators to
blame?

An emerging pattern

The more Enright shares, the
clearer it becomes that Papa John’s
has simply picked poor vendors.
When explaining how he decides
which files go to professionals,
Enright details a delivery driver
translation gone wrong: “In US
English it stated, ‘Never leave the
car running’” — meaning be sure to
turn the vehicle off. “The translator
translated this as, ‘Do not exit the
vehicle running.’”
“A translator can put forth their
best effort, but if a native-speaking

From month to month we’ve
seen clients unfamiliar with what
a professional translator can do
that bilingual employees can’t.
While Papa John’s leans heavily on
internal resources, the knowledge
gap here isn’t what do translators
offer — it’s a lack of trust that there
are translators out there who do
their jobs well. For the first time in
Client Talk, we’re profiling a client
who doesn’t need education on the
role of translators, but rather on
how to select quality vendors to
work with. [M]
April 2018
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Terminology Glosses
Experience economy and
experiential learning
Laura Di Tullio

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.

Some words quietly take the stage. They enter new domains,
specialize in new areas, translate in new languages and bring
new notions to new places, across cultures. In so doing they
change, or attest the changes of our view of the world and of
our expectations. They are used in unprecedented combinations.
Sometimes they qualify another word so strongly that they
almost become prefixes, the entry point to concepts, thus
marking new memorable ideas.
Experience is one of these words. According to B. Joseph Pine and
James H. Gilmore, authors of an article published by the Harvard Business Review in 1998, “leading-edge companies — whether they sell to
consumers or businesses — will find the next competitive battleground
lies in staging experiences.” Now, 20 years later, startup business owners
cannot refrain from considering this basic principle: consumers are no
longer looking for ingredients, goods or services, they are looking for
experiences, or specifically “a distinct economic offering, as different
from services as services are from goods,” explicitly designed to provide
unforgettable events to their customers.
This is the reason why the terms I am adding to our ideal termbase
are experience economy and experiential learning. From a terminology
management perspective, the term experience economy is a regular
noun-noun formation in which experience, as the first element, describes
economy. Of the two constituent words, experience is the one really
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worth noticing from a semantic
standpoint.
If a quick glance at Google
Books Ngram Viewer confirms
how the word experience has been
used with growing frequency in the
last few decades, it is nonetheless
evident that the adjective experiential literally spiked after the 1940s,
with both terms starting to slow
down from the year 2000. By looking at how p is used, the education
field proves to be the real winning
turf for this adjective. Experiential
learning being the theoretical
construct behind its success.
Well-known to educators and
learners alike, this whole theory
was developed at Case Western
Reserve University in Cleveland,
Ohio, by David A. Kolb. Wikipedia
defines it as “learning through
experience and, more specifically,
learning through reflection on

Colum n

Agrarian > industrial > service > experience
Extract commodities > make goods > deliver services > stage experiences
The progression of economic value (adapted from B. Joseph Pine and James H. Gilmore)

doing.” Its model, published in
1984, revolves around four main
concepts: concrete experience,
reflective observation, abstract
conceptualization and active
experimentation. Even if we don’t
know how much impact Kolb’s
approach has had on the teaching
of translation and localization,
it is rather sure that experience,
this time intended as knowledge
accumulated in years of practice,
plays a major role for most
linguists. In reality, experiential
learning occasionally comes up in
linguistic conversations: recently,
for instance, it was mentioned in
a panel discussion named: “Bridging the Industry Talent Gap” at
the GALA 2018 Conference held
in Boston in March. There the
panelists lamented the need for
more experiential learning and

early exposure to the localization
industry outside of the academic
environment.
Going back to startups and
the language industry, the initial
question remains: “How can we
make our services a memorable
experience for our customers?” We
want to keep in mind one central
factor: in the experience economy,
millennials — the customers for
the present and the upcoming
years — are attracted by the
indelible impression left by their
purchases more than by the goods
or the services they purchase.
With this in mind, I ran an online
search for experiential taglines
and catch phrases used by various
linguist service providers, including the ones published by Brand
Quarterly in their Experience issue
in November 2017. I was not very

lucky. Basically, only one major
player in our domain advertises
adaptive machine translation (MT)
as being able to provide a “unique
MT output, personal to you,” a
message containing several elements that are appealing to young
prospective buyers: first, output
automation — very important to
a generation for whom the world
without computers is history. It's
also a self-learning machine, in line
with the innovative changes introduced by artificial intelligence and,
last but definitely not least, it offers
a personal, unique translation.
Statistically, many of today’s
decision makers will retire in
the upcoming years and the new
generation of leaders will have an
experience-oriented landscape in
mind. Not a negligible factor for
new entrepreneurs. [M]
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Community Lives
Sign languages
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.

Anyone who has seen Netflix’s spooky drama series Dark must
have been struck by the character Elisabeth Doppler. She is eight
years old and communicates using sign language, a trait that
makes the plot even more compelling. In fact, Dark has attracted
comments for its use of auto-dubbed English from German and
its disparity with the subtitling, also in English.
The creators devised a role for a child character who is mute. However,
she most certainly can communicate, as we watch her sign the description
of a man for a portrait to a police officer investigating the abduction of a
school friend. Netflix, of course, offers its streaming service in numerous
countries and is a leading developer of multilingual technology. But a
question that grabbed my curiosity is, how does sign language fit in with
the rest of the language community? A definitive answer is somewhat
elusive, but given that mushrooming localization is enabling our devices
on a global scale, how do we help facilitate services for those who use
nonverbal communication?
First of all, how many sign languages are there? It could have been one
or it could have been 100, for all I knew. In truth,
I’d never thought about it and I’ve been in the
language industry
chat version
for many years,
working with
spoken and written
Signing is global, and hence multilingual.
language forms as
This is something the language industry
well as Braille.
should look into.
However,
there seems to
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be no definitive answer because
there are a number of definitions
of what constitutes a sign language.
Wikipedia lists around 300, but
these include hearing-impaired sign
languages as well as auxiliary and
manually coded languages. Using a
different approach to classification
by listing sign languages by number
of users, we arrive at a total of close
to 150. Clearly our friends in the
ethnology community have their
work cut out in determining a more
accurate number.
But one aspect of my initial interest in investigating sign languages
stands out: signing is global, and
hence multilingual. What is the
implication for language services
and the language community?
Skeptics might ask, what
evidence of demand is there for
sign language services? Well,
what demand is there for disabled
parking spaces? These are now
so ubiquitous because without
an uprising of disabled drivers,
their needs have been catered for

Colum n
admirably by the community at
large. Tune in to Netflix or any
other service and there is an option
to turn on closed captioning.
Broadcasters understand there is a
need for this service because users
of sign languages are an accepted
part of any responsible society.
We frequently see the presence of
signers at conferences and other
similar gatherings, for example.
What evidence, then, is there that
cultural and business services have
risen to the challenges of meeting
the language needs of the deaf or
hard of hearing?
Starting with the legislative aspect
of language provision, both the UN
and the EU have mandates in place to
cater to sign language users. The UN
passed its Convention on the Rights
of Persons with Disabilities (CRPD)
over ten years ago.
It is well worth noting that the
CRPD pledges to protect disabled
people as well as to provide for
their needs. This aspect of caring for people who have special
needs is well worth promoting in
our community. After all, we are
becoming more and more active in
protecting endangered languages
and we can surely enhance our
efforts on behalf of those with a
language disability.
The EU has already been proactive in ensuring that the diverse
tongues spoken across the continent
are legislated for. The EU has
legislation mandating multilingualism — and they also have legislation
declaring the inclusion of sign
language recognition.
One beneficiary of EU funding
is Spreadthesign, a European
Commission Leonardo da Vinci
project whose goal is to share
sign languages from different
countries. A massive bonus is that
the service is free for global users.
They tacitly are encouraging their
community of users to collaborate

and accordingly to grow. The
dictionary of signs that they are
compiling must be recognized
as a massive boost in enabling
deaf people to travel abroad for
work or study. They specifically
mention their goal of improving
language skills. This was an aspect
of sign languages that I had not
considered, though I have always
been acutely aware of quality
issues in many years of work in the
language community.
In the US, a site offering a
similar service is HandSpeak.
They offer services for the hearing
impaired across as broad a range
of regular activities as can be
imagined.
In the education sector, I was
gratified to find that there are companies that provide instruction both for
the hearing impaired and businesses
that are seeking a more inclusive
clientele. One that stands out is
Meeting Tomorrow, headquartered
in Chicago. They offer a full range of
audiovisual products and services,
including sign language training. I
particularly liked their community
approach in appealing to regular
businesses: “Being able to meet
the needs of the hearing impaired
better than competitors can give
many different types of companies
an advantage over the competition.
It’s also simply a nice gesture.” In the
cutthroat business world, I found the
idea of making “a nice gesture” very
refreshing.
Another impressive sign language
service provider is KinTrans. They
are in their infancy, it seems, and
only offer their service in English
and Arabic. They are a software
as a service enterprise and use an
automated sign language translator
that can output text or voice in
real-time. They mention that their
target user-base in North America is
13,000,000. The current US population is around 325 million and the

number of languages spoken is
in triple digits. Although 80% are
English speakers with Spanish in
second place at 12%, the prospects
for this developing technology are
promising to say the least. Spread
that across the globe, and the sign
language community could be huge.
There’s also SignAll, a venture
that is pushing the boundaries of
computer vision technology with
their automated sign language
translator. Using webcams
connected to a PC, they accept
input from a person signing and
process it into translated text.
Input is comprised of a number
of different elements from hand
movements with all their variants
of shape and motion, facial signs
and other factors. The idea of
converting visual data into text is
a lot more complex than it sounds.
Natural language processing
algorithms have been developed
to render the text into proper
grammatical sentences. They have
designed their hardware and software modularly to accommodate
the inevitable changes that we will
see sooner rather than later.
What appeals to me about these
enterprises and their impressive
use of technology is that I can sense
cohesion in their communities,
which matches the same cohesion
we are beginning to enjoy in the
language community at large. What
then might we expect in the future?
I would like to think that enterprises showing more inclusiveness
will design their products and services with sign languages in mind.
As the reach of technology blazes
new trails across the globe, numerous opportunities will arise. At
present, voice-activated technology
can only meet general needs. Yet
with virtual reality now with us, it
is realistic to expect visual language
capabilities to also become a part of
our daily lives. [M]
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Perspectives
Translation quality and subject matter
Yulia Akhulkova
Yulia Akhulkova graduated from Moscow University
of Electronic Engineering in 2010 as a software
engineer. Since 2011 she has worked as the head
of the localization department at ITI, combining
localization, strategic, control and marketing
functions.

In the words of Brad Ross from Lingotek, one of the most
difficult aspects of buying translation services is evaluating if
you’re getting the quality you’re paying for.
For my company, it was also a question of whether our performance
meets clients' expectations, and to what extent. As most language service
providers (LSPs) do, we keep track of quality scores received from our
customers. As part of the process we couldn't help noticing that scoring
systems differ from client to client. Whether it is LISA, DQF or any other
model, we need to make sure that our linguists are suited to them all.
So what did we do to align various systems?
We developed our own scoring method to track performance of the
in-house and freelance linguists.
In 2015, we established a dedicated quality assurance (QA) department
that consisted of two independent QA specialists, and with their help, an
automated translator rating system was deployed. Using this system, QA
specialists revise and evaluate the performance of regular linguists, allowing us to tally a weighted score for the areas and genres that the translator
or editor claims to be proficient in. At first, this approach helped to:
[[ Effectively draft a team for a particular project.
[[ Prevent the involvement of incorrect resources (with lower scores
for a particular combination of area and genre).
[[ Track the performance of new team members.
But even taking into account the fact that we are not evaluating each and
every job (the selection of projects for evaluation depends on the status of
the project in the database), the seeds of doubt soon began to take root.
First of all, it became unclear how many ratings (or scores) are enough
to claim that the system works. For instance, does a given distribution of
scores show a realistic picture? How many ratings within what period of
time are enough to clearly indicate a linguist’s certain level of competence?
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We examined the 132 most
recent ratings in the database
and discovered that they more
or less fall into a normal probability distribution (Figure 1).
Having a continuous random
variable distributed approximately
in accordance with the normal
law cheered us up a bit, because
we realized that we were moving in the right direction.
Statistics, however, do not tell
us exactly how many estimates are
sufficient. One can only say whether
statistics obtained will be preserved
if the data become larger, or if we are
already satisfied with the numbers
we have, because the probability
with which we receive a score is, for
example, 95%. Indeed, with our set
of data, with a probability of 95%
an average value lies in the interval
of (3.8, 4.1), so it is fairly stable.
But delving deeper into the
statistics, we realized that a sufficient
number of areas and genres are still
unknown. Check a random client
translation management system,
or a competent workforce search
resource such as proz.com, and
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Figure 1: Distribution of scores in the rating system.

you’ll see all these ambitious lists of
subject matters that linguists claim
to be proficient in, from cochlear
implantation to hentai games.
What is the average here? How
can we identify several solid genres
and areas that would accurately
describe a translation project?
For starters, why not cut it
down to one subject matter
— why introduce two different
entities, such as genre and area?
This is actually dictated by the
requirements of the modern local-

ization industry. It is no longer
enough to be just a good technical
translator; clients are interested
in your skills in a particular field,
such as “IT + marketing,” “motorcycles + creative” and the like.
Therefore, we introduce two subsections, genre and area, that more
or less clearly describe the nature
of the content to be localized.
When we began we had 13
genres and 13 areas, with more
entries being introduced quarterly.
The QA expert considered that

a translator’s rating in such a
complicated environment was not
informative, and suggested reducing the number of genres to three:
technical, legal and marketing.
After due consideration (and with
a little help from mathematical
statistics), it was decided to have
six genres and ten subject areas,
and to transpose all existing ratings
to these 16 values. It significantly
simplified the process and
decreased the number of ratings
to be calculated. But for larger
LSPs with broader horizons, there
may be more values needed.
Thus, after all these measurements
we can say that quality management
strategy must include not only
quality evaluations themselves,
but also the constant analysis of
their quantity, intensity and cost.
And ideally, scores should result
in the adjustment of rates and the
allocation of work to linguists. With
key performers regularly rated, you can
assure your customers that the work
they assign to you is in competent
hands. Because in the long run, what
is more important: measuring
quality or delivering it? [M]
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Tips to help your
peers understand
startup localization

Jee Yi
Jee Yi is a senior software developer at Box.
She is a main contributor to Mojito, an opensource automation platform that enables continuous localization for software development.
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Hanna Kanabiajeuskaja
Hanna Kanabiajeuskaja is product manager
at Uber and assistant manager for the Silicon
Valley chapter of Women in Localization. Prior
to Uber, she managed localization at Box.

Focus

Say you've been invited to run localization at a

startup. You are excited about international markets but no one else has time to think about that.
How do you convince everyone to start leveraging localization and to follow best practices?
Here are a few things that have helped us at Box.

Establish a shared goal

Before educating your peers on localization, you need to
understand two things. First, what are they trying to achieve?
Second, how will localization help them achieve it?
For example, product development teams want to see
more engaged users. Localization is just the tool! Is it possible that you already have users in other countries? Do these
users come to your products often? Would they use your app
more frequently if you added their language? If so, estimate
how you would increase user engagement. You can then go
to your product development team and pique their interest
with user engagement metrics. When the team realizes that
localization is a great tool to increase engagement, you can
then go on to explain that localization should be deeply
embedded into product development.
There are basically two ways to talk about best localization practices. Consider these two examples:
“Your strings are not externalized. You need to fix that.
Once it's done, we will take them and send them to translators, then to reviewers. We will then get a quote and approve
it. When we get the strings back, you can use them in your
application. Watch out for string expansion, by the way! We
always see so many bugs.”
“Love your product. When you are developing it, think
about users from our tier 1 countries: France and China.
Users there want to see the application in their language.
They also expect the layout to look good. Let's go through
the app so I can show you some examples of what may go
wrong. Menus like this need to be flexible and allow for
expansion. Elements that ask for user-generated content
need to support input in all languages, and UTF-8 is what
we standardize on. Take this log-in screen, for example. Here
are some more resources to help you out but we'll be here if
you have more questions. If you take care of this part, we will
help you with translation and testing. Both will take about a
week, and we'll work together to polish everything. Let’s get
some more international users!”
The second conversation will be more successful. It is
specific to your peer's work, yet it spares them the unnecessary details. It's relevant and inspiring.

Adapt localization to your peers' process
Now that your peers are motivated, it's time to give them
a solution that will make it easy for them to build global

products. The solution should not place any additional burden on the team. Instead, it should be integrated seamlessly
into their development process.
At Box, for example, we created a solution that keeps
localization running in the background while developers
are coding. It is so automated that, after the initial setup, it
requires zero effort from the development team. The solution is our automated continuous localization platform
(check it out at www.mojito.global). Mojito command-line
interface (CLI) processes resource files to extract localizable content and generate localized resource files with the
translations in Mojito. The CLI is integrated with Jenkins
to connect to the source code repository so that the whole
process is automated.
Our mission is to make the globalization process fun and
easy for everyone. In addition to Mojito, we develop tools to
help globalization. We have built linters that automatically
report possible internationalization errors when developers
commit their code. For our quality assurance team, we've
built a pseudolocalization tool to test our web application
as a part of their regular testing process. Our designers use
machine translation within Sketch (their design tool) to
understand what their designs will look like if we localized
them.

Have teams compete for
the best localized product
Localization can contribute to your company’s culture
by uniting teams that rarely work together. For example,
Box has a number of applications — web, iOS and Android,
among others. These applications serve similar use cases.
However, they reside within different code bases, and they
are built by different teams of designers, product managers
and engineers. Because of this setup, we have to work separately with each team to outline international requirements
and to test each product. On one hand, this is great because
the requirements that we pass on to each team are very
specific and easy to understand. On the other hand, teams
don’t see anyone else working on localization. To them, this
means that localization is not a company-wide initiative and
therefore must be less important.
Our web team knows, for example, that they need to use
an international library in their React code base. They know
that they need to be passing the user’s language between the
app’s different components. They know what mistakes have
been made before. They have a list of bugs to fix. However,
when the team has localization bugs and hundreds of nonlocalization issues, will they work on localization first? What
will help them decide that localization is important? Context
and competition.
When testing our applications, we create an international
score based on the app’s size and the number of issues we
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find. Instead of simply sharing these
scores separately with each team, we
benchmark apps against each other.
We praise the teams that do well
and encourage others to be better by
pointing out practices to improve. This
inspires our peers to do better.
Here is an actual conversation that
took place between two Box engineers.
“Whenever I feel down, I open this
folder. Here, I keep notes that make me
happy.”
“What’s this one?”
“This is when we beat everyone on
international quality. We were the first
team to get a 100% score! And we worked
very hard for it, too. I was so proud!”

tion swag. But this isn't enough to train
our peers on what exactly they need to
do to keep products localized.
First, we squeezed a 30-minute
session into our new hire orientation
to introduce the team and to go over
the basics of globalization. Some new
hires found it helpful while others
thought it was irrelevant to their role.
In addition, the entire orientation was
too long to keep everyone focused.
That's why we started a separate
on-boarding session for developers
— Globalization 101. We collected
the names of all the engineers who
recently started at Box. Some teams
started referring their new hires to
us so that we'd include them in the
session. In addition, every time we
get a globalization-related question
from a developer, we add them to
our attendee list (if they haven't yet
attended).

Make your peers believe
localization is the company's
regular practice
To raise general awareness at Box,
we post blogs and distribute localiza-
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We keep Globalization 101 fun,
interactive and focused on the most
important things. Sure, there is a lot
to cover but slides with hundreds of
bullet points are hard to remember.
Our goal is to explain to developers
how to write well-internationalized
code and where to get more detailed
resources. We go over international
usage, globalization basics and common mistakes. The presentation
includes fun images of bugs from poor
internationalization/localization. We
also go over some before-and-after
code examples. At the end, we answer
questions and give out gifts (usually,
small products with poorly-localized
labels).
If all else fails, empathy will take you a
long way. Try to be a part of every single
team you are working with, and try to
see the world their way. Share their
goals, and they will share yours. [M]
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Making language
quality work for startups
Source
Quality

Product
quality

Translation
Quality

User
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Katerina Gasova

Katerina Gasova, director of Moravia Linguistic Services, is an
expert advisor and mentor in the areas of language quality
management and various linguistic services such as terminology,
brand voice and post-editing. She holds a master’s degree from
Masaryk University in Brno, Czech Republic.

In today’s world, it is taken for granted that

products and services must be technically flawless. In just a few simple clicks, users must be
able to achieve their goals, whether that is to
perform a task, find information or buy other
products and services. These technological solutions — the hidden back-ends — are made visible
by language. How products and services speak to
their consumers is one of the key contributors to
successful market penetration.
Translation service buyers are therefore understandably
anxious about language quality. Everyone wants to deliver

high-quality products and services to be the best in their markets and retain the top player position for the longest period
possible. This means the right language, tone and register to
express (technical) concepts as well as the right cultural connotations to attract buyers. It is about what impression the
language makes. If good language quality can open doors to
a local market, bad grammar and spelling mistakes can close
them. Potential customers wouldn’t trust such a careless
company to deliver or produce quality goods and services.

Defining quality
Consider the use of language in the online retail experience. Sam Walton, the founder of Walmart, famously
said, “The secret of successful retailing is to give your
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customers what they want.” But
do we always know what the most
critical language elements are for
product or service buyers?
Language elements can attract
user attention and persuade a potential buyer to finally click the “buy”

button. They can produce a positive
emotional user experience to make
the user “like” a product or “share”
a service page. They can help users
accomplish activities quickly and
easily.
But unless we know what is
important to our buyers, we will be
unable to assess whether our customers are getting what they want. As a
result, we’ll be exposed to one of the
biggest risks: no definition of success
criteria would mean language quality
remains a subjective phenomenon.
We only can manage what we can
measure. And we only can measure
what we can benchmark. Therefore,
quality must be seen as conformance
to requirements — requirements that
reflect what the customer wants.
Thankfully, there are core localization business features that help
reduce subjectivity and introduce
quality measurement.

End-to-end quality
management
Managing language quality endto-end is the best business plan. Yet
this is not as simple as “translate
this source content into that target
language.”
Quality localization of a product
or service demands an in-depth
understanding of the subject matter,
source language and culture as well
as the translator’s ability to adapt and
transfer the original user experience
into a localized, market-adapted version for new users. Just a few simple
and straightforward questions could
uncover challenges that would affect
the creation and delivery of a successful product.
Is the source content ready for
localization?
Does the translation best reflect
the source content?
How understandable is the translated content?
Does the translation meet its
communication goals?

•
•
•
•
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Thus, quality localization consists
of three interrelated elements: source
quality, translation quality and the
emotional experience of the user.

Source quality
Translators, language service providers and translation service buyers
agree that translation is more difficult if there are errors in the source
material. Yet the role of language
itself is still underestimated.
English as a source language
can represent a huge challenge, for
example. Its grammar, lexicography,
style and tone are hurdles to overcome for the right translation. Sentence fragments, short word strings
or emotionally rich content always
challenge translators, especially if
there is not enough context available.
How would you handle interjections
such as oh snap, oops, whoops, yikes
and fiddlesticks if they all appear in
one file?
Often, source writers use connotations typical of their home culture
and forget that their cultural concepts
might be irrelevant or unknown in
other parts of the world. Holiday
marketing text that says “The stockings are hung up but are they filled?
Fill up your stockings!” makes a lot of
sense in countries where a Christmas
stocking is hung on Christmas Eve
for Santa Claus to fill with gifts. But
how do you translate that for other
markets? And let’s think of various
nontextual elements — images,
emojis and symbols — that are often
embedded in source text.
Preparing for internationalization
must become a default for source
content writers. The cultural aspects
of source content are extremely relevant to the source quality.

Translation quality metrics
To meet the needs and expectations
of our customers, we have to define
translation quality specifications. There
are several parameters to consider.

Focus
Addition

Improper exact TM match

Ambiguous translation

Mistranslation of technical relationship Mistranslation
Overly literal

Length

Local formatting

Accuracy

Design

Omission
Untranslated

Character encoding

Date format

Measurement format

Locale convention

DQF

Grammar
Fluency

Shortcut keys

•

•
•
•
•

•

Link/cross-reference
Spelling

Awkward

Company style

Inconsistent style
Register

Style

Third-party style

Language locale can be of critical importance in targeting a specific
market. While sharing many commonalities, French is different in
Canada, Paris and Côte d'Ivoire, for
example.
Field of expertise means finding
the best-suited translators for the
given job, whether it is legal, finance
or cloud computing.
Intended use (purpose) helps
define language tone and register
and influences how to approach the
translation task.
Target audience similarly shapes
what language register to use. A
translation intended for teenagers will
differ from one created for experts.
Content type — for example,
promotional material, software
strings, technical documentation or
eLearning content — specifies the
nature of the text to be translated and
indicates what skills are needed.
Output format for streaming
media, mobile device or website,
for example, clarifies the specific
demands of the content in terms of

Inconsistency with external reference
Punctuation

Telephone format
Figure 1: The MQM-DQF error
typology model. Except for
the accuracy category, this
typology is suitable for assessing the quality of both source
and target content.

Missing text
Truncation/text expansion

Address format
Currency format

Markup

Inconsistent with Company termbase
termbase
Terminology
Third-party termbase
Inconsistent use of terminology
Verity

Culture-specific references

Unidiomatic

length limitations, use of condensed
language and more.
Style and tone can guide translators on brand-specific references to
be followed.
Evaluation approach explains
how the translated content will be
assessed. Will it be based on reported
and counted issues or will it be assessed
as a whole based on specific criteria?

•
•

Quality levels
Our defined values for the
individual parameters will help us
determine what final output quality
we need. Implicitly, every translation
service buyer wants the best possible
quality. However, most buyers have a
broad portfolio of content to translate. Detailed communication with
the buyer might reveal that different
content has different purposes and,
thus, different definitions of “the best
possible quality.”
The localization industry generally recognizes three levels of quality.
The nomenclature has not yet been
codified, therefore several different

designations may refer to the same
quality level. There is no industry
definition of what exactly constitutes
the individual quality levels.
Fully automatic useful translation
(FAUT) or basic quality is the typical
output quality of machine-translated
content. Here, usability is the central
aspect — the translated (target) content
must be intelligible and convey the information given in the source material.
Good enough, standard or value
quality is applied to target content
in which the source is accurately
conveyed but terminology, grammar,
language fluency and naturalness do
not have to be flawless.
Human translation, premium or
high quality involves individual quality parameters that typically underline and fine-tune how “top quality”
expectations are met. The focus can
be on creativity or absolute accuracy;
often it is the combination of both.

Quality dimensions
While parameters help define the
required quality level, dimensions are
April 2018
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the core elements that specify what
matters and how much.
Issue. Was any problem detected
while assessing the quality of the
source or target content? Issues are
not errors, which have a negative
impact on the quality score. Issues
are potential challenges that are
present in the content of which the
translator should be made aware, for
example, different formulations that
have the same meaning.
Error. Unlike an issue, an error
is an actual, verified problem with
the text. The issue is flagged as an
error only if it can be documented
that it produces wrong and improper
output (factually, geopolitically,
legally and so on) or does not meet
standards (grammar, typography) or
violates rules set for the given task
(terminology, length limitations,
style guidelines).
Error typology. This is the system of issue and error categories
and subcategories that describe
specific problem areas: accuracy,
terminology, fluency, style, locale
convention, design and verity.

Error type
Main Category

Subcategory

Content type
Legal warranty

EULAs

Threshold
Allowed error points per 1000 words

Software strings

User guides

Marketing

90
3

3

Reported error points for the sample

5

10

3

5

Score

84

84

90

95

84

Result

Fail

Fail

Pass

Pass

Fail

Figure 2: Setting the quality threshold.

Simple quality metrics can operate
just using the master categories. It
is recommended, however, to use
subcategories (in full or partially) to
better address root causes and drive
improvements.
There are numerous error typology
nomenclatures. Many translation service buyers have their own proprietary
categorization systems. However, we
recommend using the harmonized
MQM-DQF error typology model
(Figure 1). It is an outcome of the
alignment efforts between TAUSbased DQF and the QT21 project

funded by the European Union and
managed by the German Institute for
Artificial Intelligence (DFKI).
Error weight. This is a numerical
indication (error point) of the importance of a particular error type in the
overall quality assessment. While
accuracy and correct and consistent
terminology are of a critical importance for a legal content, factors such
as fluency, naturalness and readability are crucial for creative types
of content. In a legal translation,
for example, errors within accuracy
and terminology categories might
have a bigger weight (for example, 1)
than errors in fluency (error weight
= 0.5). In the case of a marketing
translation, it could be the opposite.
Quality threshold. The number
of error points (not the number of
errors) that is permissible within a
defined word count sets the passing
bar, which is expressed as a number
(quality score). For instance, if we set
90 as the passing bar on a scale 0-100,
anything below 90 is graded as a fail
(Figure 2). A critical issue would fail
the assessed sample automatically.
The calculation formula for the
final quality score of the reviewed
sample would reflect the count of
the reported error points against the
quality threshold.

Dynamic quality metrics
Historically, we evaluated translation quality statically. We captured,
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recorded and measured all errors
without regard to the content.
This has changed in recent years.
Today, we recognize that there is
no single set of quality criteria that
should apply in all cases. Context is
king.
“Customers don’t measure you on
how hard you tried,” said Apple cofounder Steve Jobs. “They measure
you on what you deliver.” Quality
must be sensitive, therefore, to
purpose and situation and allow for
differentiation with regard to the
content itself. And the broad variety
of aforementioned factors should
determine how quality assessments
and measurements are designed,
whether approached simply (using
main error categories and weighted
per content) or granularly.
These dynamic quality assessment models are an excellent fit for
translation service buyers with a
broad portfolio of content types.

User experience
The ISO 9421-210 standard
defines user experience as the “perceptions and responses that result
from the use or anticipated use of
a product, system, or service.” It is
not about counting errors. Rather,
it is the outcome of the interaction
between the internal state of the
user and the product. Users want
efficiency and need products to be as
functional and intuitive as they can
be. Accurate, clear, straightforward
language is what helps. Language
must be attractive, play with puns,
use idioms and other elements to
awake attention. The target content
must not only convey the message, it
must deliver it in an emotionally and
culturally relevant way.
As users, we know that our internal state depends on a wide range of
factors: our expectations, our needs,
our immediate mood and even the
amount of caffeine we’ve consumed.
While, as language service buy-

ers, we cannot control all of these
factors, knowing exactly who our
customers are sets us up better for
success. Today, thanks to big data,
we can understand user behavior
and expectations like never before.
The information that we collect can
be used for various adjustments and
improvements to product functionality but also to product language.
Language-focused
inputs
—
whether gathered via A/B testing, user
forums, social media or specific feedback from local offices and marketers
— can be structured to allow for comparisons with data collected during
translation/language quality assessment. Requested language changes
by local offices should be tracked
and analyzed to lend crucial insight
to the translation effort and, in turn,
improvements in user experience.

The habit of excellence
“We are what we repeatedly do,”
said the historian and philosopher
Will Durant. “Excellence, then, is
not an act, but a habit.”
Taking Durant’s perspective,
successfully creating and managing
language quality does not have to be
complicated. The toughest aspect of
a habit is its diligent and systematic
execution. Breaking the quality
management process into single
habits can bring us all — language
service providers, buyers and users
— experiences that we can count on.
The critical habits of translation
quality excellence are:
Know your customers and
understand their success criteria.
Clarify and set expectations
upfront and communicate these to
every stakeholder in the workflow
chain.
Define quality measurements,
parameters and dimensions to prioritize what matters to you.
Execute the quality plan.
Measure, analyze and benchmark success. [M]

•
•
•
•
•
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Localization
quality management
A practical roadmap for startups

Kirill Soloviev is the cofounder and head of product at
ContentQuo, an early-stage Estonian startup building a
localization quality management platform. He’s been in
the localization industry for 15 years, most recently as a
global director of localization at Acronis, a global independent software vendor of data protection and disaster
recovery solutions. He also partners with TAUS as a representative for their quality management practice.

34

April 2018

Kirill Soloviev

Focus

In startups, localization managers and their

part-time replacements are often challenged by
the topic of quality. The prevailing opinion seems
to be that managing quality in a systematic way is
reserved for bigger localization departments with
larger budgets, more mature language service providers (LSPs) and sophisticated in-house tools.
However, it doesn’t have to be this way. By starting
early and following a strategy tailored to its current growth stage and localization maturity level,
your startup can gradually master the difficult art
of optimizing localization return on investment
(ROI) while minimizing quality risks.

Collect data on localization outcomes
For an early-stage startup team just beginning to shape
a half-baked idea into a product and push this product
out to market, it’s only natural that getting the job done
comes first, while quality takes second or third place. Most
startup product teams at this stage can’t afford a dedicated
localization manager, and many might not even have a
single person on the team familiar with localization in
practice. Localization, if it happens at all, is a part-time job
for a product manager or a marketer. Processes tend to be
nonexistent. Ad hoc decisions rule the day, no tools are
in place, and no dedicated LSP might yet be chosen. CSA
Research's localization maturity model has a great term for
this stage: chaotic localization.
If you are involved with a team like this as a consultant or
LSP, the most important quality management activity you
could do is get them to immediately start gathering data
that’s cleanly split per country and language. You need:
■ Product metrics (AARRR: acquisition, activation,
retention, revenue, referral).
■ User experience (UX) metrics (event-level analytics
that can showcase usability issues).
■ Content performance (reach, engagement and conversion rates).
■ Local customer feedback (solicited via surveys or
unsolicited via support channels).
Any localization investments in a for-profit organization
almost exclusively serve to grow the company’s global business — but it's also extremely important for an early-stage
startup. Localization quality at this stage can and should be
reframed in terms of business outcomes. If you managed to
achieve the right level of quality in your localization for a
particular country or language, you should see an uptick in
your product, content and customer feedback key performance indicators (KPIs) for that localization. Benchmarking those metrics across locales, including your source

locale, gives you insights about which of your languages
might suffer from quality issues. However, often it’s tricky
to explain why that might be happening. To design solid
solutions, you’ll need to gather more data — and it might
be difficult to do that at this stage.

Repeat processes
By the time a startup has reached product/market fit and
is starting to grow aggressively in several key markets, the
amount of localization-related tasks quickly gets too big for a
part-time nonprofessional to handle. A dedicated localization
person might be hired at this time with a mandate to bring
order to chaos. At roughly the same time, early in-country
sales and marketing team members might get onboarded in
top-priority geographies, and the startup finally gets a physical presence in different parts of the world. This stage often
sees the first LSPs engaging with a startup, as well as the first
in-country reviews, at least in some shape or form. The localization maturity model calls this repeatable localization, but
in reality, this might easily require 6-18 months to achieve.
If you’re the newly hired localization manager or
consultant for such a startup team, you’re likely to be
overwhelmed with the many types of messes you’ll have to
clean up. Pushing for internationalization from the start,
centralizing all linguistic assets, deploying a translation
management system, and onboarding a single LSP all take
a great deal of energy, so managing quality systematically
might seem like a far-flung proposition. However, by leveraging your extended team — your language partners and
your in-country colleagues — you can actually do things
that were unachievable in the previous maturity level. Here
are a few tactics that won’t break your budget and do not
require any extra manpower from your startup.

Your LSP should measure quality
You might not know it, but chances are good that if
you’ve picked a sufficiently mature and reliable LSP, they
already have an internal process to assess the quality of the
translated content they deliver for your localization programs. In the best scenario, your language partner might
even engage independent third-party evaluators so as to
constantly keep their core translation teams in good shape.
If your vendor management strategy is centered around
cherry-picking freelancers off a marketplace, you might be
out of luck: it’s unlikely they can provide you any internal
quality evaluation data, simply because they might not be
doing much in this regard (and that is OK and expected). If
that’s your case, this first step might not be directly applicable to you. However, the next two steps definitely are.
Initially, focus on understanding the existing quality
evaluation processes on your language partner side and getting uninterrupted access to their quality data and related
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analytics. Once you have that, start
working with your language partner
to gently align their definition of quality toward your startup’s needs.
Being able to put some numbers
on the table will help localization
become a first-class citizen in datadriven management initiatives that
might be starting now across your
startup. It will also allow you to begin
demystifying potential problems you
might have discovered earlier when
looking at outcome-level metrics per
language and country. Could this
conversion rate issue on our checkout
page in Portuguese be caused, at least
partially, by inadequate localization
quality? You’ll now at a minimum have
some data points to help you validate
or invalidate such a hypothesis.

Prioritize content
While on an aggressive growth
trajectory, a startup tends to produce
massive amounts of new content,
including new product features, website materials, marketing collateral
and customer support articles. Not all
of them have the same impact on your
company’s business. Furthermore,
different geographies usually have
a different expected return placed
on them by your startups’ business
leadership, so not all countries and
languages are equally important.
Work with your business, product
and marketing colleagues to jointly
agree on clear priorities between
combinations of different languages
and different content types. Explain
that in order to achieve your highest
localization ROI, you will set up distinct localization quality levels in a way
that reflects those priorities. Consider
choosing between simple options like
premium quality, standard quality and
understandable quality. Discuss them
with your language partner to learn
how they will implement those quality
levels in the actual production process.
Even if the only thing you actually
do is achieve agreement internally and
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then clearly relay the expected quality
levels to your language partner, this
one-time effort alone is bound to have
a huge impact on your localization
quality. Freeing up scarce resources
from low-impact localization to focus
on high-impact localization can move
the needle for your startup’s global
business.

Structure in-country
feedback
Having in-country marketing and
sales professionals provide feedback
on localized products and content
is standard practice, and for good
reason — these people have a unique
insight into the local market and the
company’s business goals that can be
hard to replicate with a single-person
localization team.
However, once a localization
manager starts to bring in-country
review into the picture, it quickly
escalates into a tough fight. Typical battles might include countless
hours of negotiation, lack of common
understanding about goals, missed
deadlines, confusion from the language partner and frustration for
regional teams when their feedback is
not properly taken into account. A lot
of blood, sweat and tears routinely go
into this process.
But rest assured that your efforts
won’t be spent in vain. Lean on your
LSP to get in-country teams to provide clear, if somewhat unstructured,
feedback that significantly improves
localization quality. Here are some tips
to make this process more effective:
■ Focus their work on feedback
that will tangibly affect business
outcomes.
■ Limit their involvement to premium quality level content (at least
initially).
■ Offer technology with a great
UX that doesn’t require computeraided translation expertise.
At this point, your growth-stage
startup is likely to have been expand-
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ing aggressively for some time now,
adding more countries, more languages and more content at a steady
rate. You might have had the luxury
to hire an extra person or two onto
your localization team — or you
might still be alone, but with a larger
budget, core translation management technology in place and good
working relationships with your
language partner. How can you take
your localization quality management game to the next level?

Consider bringing quality
management in-house
While it felt great to heavily lean on
your LSP’s shoulders in the previous
growth phase, in many cases it’s difficult for their teams to live and breathe
your product and market priorities to
the same extent that you probably do.
This has the risk to negatively impact
quality during the growth stage,
where your LSP’s key job is to support
your aggressive scaling with their
production and project management
capabilities. At this point they might
need a helping hand from your team
to guide them toward the right quality expectations for the ever-growing
amount of language pairs, content
types and sophisticated quality levels.
Having the right technology starts
to be an important benefit now, so
push your language partner hard if
all they offer is sending you a weekly
Excel spreadsheet with a few charts
and numbers. Ask for modern,
standards-based, comparable quality
metrics (like MQM-DQF), flexible
quality profiles, real-time KPI dashboards, quick access to historical
quality evaluations per content type
and language, and the ability to deepdive into individual quality issues if
the need arises. If you can’t get your
LSP to deploy a suitable solution,
think about acquiring one yourself.
If your team structure allows it, consider making one of your team members a part-time quality management

Focus Showcase
Multidimensional Quality Metrics - Dynamic Quality Framework (MQMDQF): two harmonized quality standards. The TAUS Dynamic Quality
Framework (DQF) and the Multidimensional Quality Metrics (MQM) framework developed by the EU-funded QTLaunchPad project and DFKI were harmonized as part of the EU-funded QT21 project. The two standards were
harmonized in an effort to create one single industry-wide standard.

lead. At this point, it’s tempting to
start running your own quality evaluations. However, hiring even part-time
language quality professionals for two
to three top languages might still be
cost-prohibitive in a startup. If your
LSP doesn’t offer third-party quality evaluation of their translations
as part of their service package or if
you are not satisfied with their quality management expertise, look for
a marketplace that facilitates quick,
on-demand access to localization
quality evaluations done by language
and domain experts or even turn-key
quality management services offered
by trusted providers.

Explore different approaches
to measuring quality
By this point, you’re probably aware
of an analytical approach to measuring
localization quality. This is where a
trained evaluator, usually a linguist:
■ Reviews translation for any
potential issues that are important
for a given content type.
■ Annotates each issue with a
category. Is it a terminology issue or
a style issue?
■ Assigns a severity level to it.
Major mistakes usually happen on
your product’s signup screen or
checkout page, while preferentiallevel might be a typo in a footnote in
your 350-page product manual.
■ Suggests an improved translation or a fix for the quality issue.
■ Ultimately arrives at a single
score, usually numeric, that serves as
a rough indicator of the overall quality of a localized piece of content.
Analytical quality evaluations are
widely used and are helpful for many
things: making quality scores more

objective, taking a deep look into issue
root causes and training linguists to
avoid those issues in future. But they
are also fairly expensive and could
take a long time to run. If this is the
only type of quality evaluation your
language partner is offering, you might
be limiting your ROI optimization
options and hurting your global content
delivery schedules. Consider introducing a holistic quality evaluation process
that doesn’t pinpoint all quality issues
in detail, but still gives a feel for the
perceived quality, which is often what
drives end-user experience the most.
A holistic evaluation can be as
simple as rating every translated segment or even entire documents on
a couple of core quality attributes,
such as adequacy (how accurate the
translation is versus the source) and
fluency (how easy the translation is
to read and how “native” it feels in
the target language). Talk to your
language partner to see if their tools
and workflows are flexible enough to
support this type of quality measurement and seamlessly combine it with
analytical evaluations. This is essential in order to have a big-picture view
of quality without breaking the bank
and the schedule. You might even be
lucky enough to involve some of your
in-country colleagues in this type of
quality evaluation if the user experience of the tool is nice enough.

Cherish in-country feedback
By now, you should have a somewhat
workable process of in-country review
that both your regional teams and your
LSP should be moderately comfortable
with, if somewhat frustrated.
Sometimes, savvy localization
managers inadvertently take this
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frustration to a whole new level in
their desire to push for quality measurement. Specifically, they try to task
their in-country teams with something they have never done before:
quantifying the localization quality
analytically at the same time as they
adapt localized content to specifics
of their market. Asking a regional
marketing manager to decide if her
stylistic correction is preferential or
critical is akin to asking a Spanish corrida bull if he wants to run toward the
red flag: you know that both will push
as hard as they physically can!
A similar situation might occur
with in-country feedback coming
through your customer support channels: while most support teams can
quickly tell that a Japanese customer
is complaining, they rarely have the
capacity to pinpoint whether a spe-
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cific localization quality issue might
be behind this particular complaint.
In both cases, while actual feedback and improved translations come
from the region, quality-related classification and analysis must be done
by localization professionals. The
solution is simple if your language
partner or perhaps independent vendors can offer you the technology and
staff that will enable you to:
■ Capture all in-country feedback,
from in-country review and from support channels, in a single place, preferably next to localization quality metrics.
■ Review it regularly to see whether
it uncovers any real localization quality problems; if it does, ask your language partner to categorize them as
any other quality issue.
■ Remember to keep these issues
coming from the market easily find-
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able and treat them with utmost
importance: make sure they are wellknown to all involved linguists and
other language partner teams, and
take great care to avoid making those
mistakes ever again.

Scaleup, not a startup
What used to be a bouncy, chaotic
startup roller coaster might not feel
like one anymore: growth starts to
become less steep and things generally level out. A startup becomes a
scaleup and finally earns the right to
be called a predictable business, while
hopefully still preserving at least some
of the original spirit.
Your localization team might
now have several people with clearly
defined roles, and your localization
scope and processes are likely stable
as well. This is a good time to work
on optimizing your ROI, and quality
management provides a great avenue
to help you with that.
By this point, the challenges to
tackle get pretty specific so here are a
few ideas to get you started:
■ Fully outsource your in-country
review process to your language
partner.
■ Combine localized software
testing results with linguistic quality
metrics.
■ Fully dedicate one of your team
members to quality management.
■ Experiment with crowdsourced
quality evaluation and cross-language
usability tests.
■ Correlate product usage data
with linguistic quality data to get to
segment-level ROI.
Whatever you do, remember that
your ultimate goal is to help your
startup optimize its localization ROI
while keeping quality risks at bay. Use
the best methodologies, processes
and tools that you have available.
Play on the teams’ strengths, and
always remember that quality is not
a goal in itself, but rather a means to
an end. [M]
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The Greek philosopher Socrates said “True

knowledge exists in knowing that you know
nothing.” I kept thinking of this while sitting in a
restaurant with Alexandra waiting for my order
to arrive. We work for the same company, and
even in the same office, so Alexandra invited me
to lunch to ask me about opportunities in the
localization industry.
Alexandra Proca is a linguistic tester for Romanian with
a background in journalism and marketing, and she wants
to become a localization project manager. How can she
achieve this — how can she move up from a testing position for a niche language to a project management job?
She asked for my advice because I am currently a project
manager. Frankly, our career paths are quite similar, as I
was a linguist myself for seven years before I decided not
to be restricted to a single language and became a localization project manager. Since I expected this career change
to be a challenge, I got a master's degree in localization
project management from the Middlebury Institute of
International Studies (MIIS) in Monterey, California, two
and a half years ago.
“What should I do? Do I need to get a degree in order to
become a PM in the localization industry? Should I maybe
get a certificate? What would you recommend?”
I simply did not know how to respond. To me, the degree
was a ticket into the industry. But does she have to spend
two years studying for a master's? Since she’s already in the
industry, maybe she could continue working and gaining
experience? Or should she at least get something — maybe
not a master's, but some sort of a professional certificate?
I didn’t know what to recommend. I really wanted to
help Alexandra, and maybe more broadly, anyone already
in an entry-level localization position who wants to
become a project manager.
I decided to talk to people who have been in the industry for a while, who have seen it evolve and know where it’s
going. My main question was: what should a person do to
start a localization project manager career? I interviewed
several experts who shared their vision and perspectives
— academics, industry professionals and recruiters.
I spoke with Mimi Moore, account manager at Anzu
Global, a recruiting company for the localization industry;
Tucker Johnson, managing director of Nimdzi Insights;
Max Troyer, translation and localization management
program coordinator at MIIS, and Jon Ritzdorf, senior
solution architect at Moravia and an adjunct professor
at the University of Maryland and at MIIS. All of them
are industry veterans and have extensive knowledge and
understanding of its processes.

Why localization project management?
The first question is: Why localization project management? Why is this considered a move upwards compared to
the work of linguists who are the industry lifeblood?
According to Renato Beninatto and Tucker Johnson’s
The General Theory of the Translation Company, “project
management is the most crucial function of the LSP. Project
management has the potential to most powerfully impact an
LSP's ability to add value to the language services value chain.”
“Project managers are absolutely the core function in a
localization company,” said Johnson. “It is important to keep
in mind that language services providers do not sell translation, they sell services. Project managers are responsible for
coordinating and managing all of the resources that need to
be coordinated in order to deliver to the client: they are managing time, money, people and technology.”
Nine times out of ten, Johnson added, the project manager
is the face of the company to the client. “Face-to-face contact
and building the relationship are extremely important.”
This is why The General Theory of the Translation Company
regards project management to be one of the core functions
of any language service provider (LSP). This in no way undermines the value of all the other industry players, especially
linguists who do the actual translation work. However, the
industry cannot do without PMs because “total value is much
higher than the original translations. This added value is at
the heart of the language services industry.” This is why clients
are happy to pay higher prices to work with massive multiple
services providers instead of working directly with translators.

Who are they?
The next question is, how have current project managers
become project managers?
“From the beginning, when the industry started 20 years
ago, there were no specialized training programs for project
managers,” Troyer recounted. “So there were two ways. One
is you were a translator, but wanted to do something else —
become an editor, for example, or start to manage translators.
The other route was people working in a business that goes
global. So there were two types of people who would become
project managers — former translators or people who were
assigned localization as a job task.”
According to Ritzdorf, this is still the case in many companies. “I am working with project managers from three
prospective clients right now, all of whom do not have a
localization degree and are all in localization positions. Did
they end up there because they wanted to? Maybe not. They
did not end up there because they said ‘Wow, I really want to
become a head of localization.’ They just ended up there by
accident, like a lot of people do.”
“There are a lot of people who work in a company and who
have never heard of localization, but guess what? It is their
April 2018

41

job now to do localization, and they
have to figure it out all by themselves,”
Moore confirmed.
“When the company decides to
go international, they have to find
somebody to manage that,” said
Ritzdorf. “For example, Bob in the
engineering team happens to be
multilingual and interested in the
company’s international expansion;
this is the way it works in many
companies. They do not even know
what localization is; in those cases,
Bob may just be put in that role, but
his title does not even have the word
‘localization’ in it. I have seen many
people like that, and their actual title
had nothing to do with localization.
They are a technical writer, a junior
developer or a program manager;
they simply happen to bump into the
international aspect.”
So maybe Alexandra doesn’t even
need experience or a degree in project
management. Since she is a linguistic
tester and already in the industry, why
can’t she simply move up? Especially
when people who don’t even know
the word “localization” actually do
this job?
Not so fast — as Ritzdorf says,
“there is no black and white.” One
of the phenomena that complicates
outcomes is regionalization.

Regionalization
The first to mention regionalization was Ritzdorf, and then other
interviewees confirmed it exists.
Ritzdorf lives on the East Coast of the
United States, but comes to the West
Coast to teach at MIIS, so he sees the
differences.
“There are areas where localization is a thing, which means when
you walk into a company, they
actually know about localization.
Since there are enough people who
understand what localization is, they
want someone with a background in
it.” Silicon Valley is a great example,
said Ritzdorf. MIIS is close; there is a
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localization community that includes
organizations like Women in Localization; and there are networking
events like IMUG. “People live and
breathe localization. However, there
is a totally different culture in other
regions, which is very fragmented.
There are tons of little companies
in other parts of the US, and the
situation there is different. If I am
a small LSP owner in Wisconsin or
Ohio, what are my chances of finding
someone with a degree or experience
to fill a localization position for a
project manager? Extremely low. This
is why I may hire a candidate who has
an undergraduate degree in French
literature, for example. Or in linguistics, languages — at least something.”
Johnson was of the same opinion:
“It depends who I am and how big
my office is. I am in Seattle, and there
is a localization community here, so
I can hire someone with experience.
Why should I hire someone with no
background? I do not want to spend
time training them. However, if I am
a startup in Arizona, I am going to
have to. On the other hand, Facebook does not hire anybody into its
localization teams who is not experienced in localization. So it depends
on who you are and where you are
located.”
Alexandra and I are close to
Silicon Valley where localization is
“a thing,” we both go to IMUG and
Women in Localization events, and
we live and breathe localization. So
here it’s not that easy for a complete
outsider to get into the industry
without any background. Maybe if
we lived in another part of the country, but not in Northern California.

The recruiters' perspective
Nimdzi Insights conducted an
interesting study about hiring criteria for localization project manager positions (Figure 1). Some 75
respondents (both LSPs and clients)
were asked how important on a scale
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Figure 1: Top hiring criteria for localization project manager positions ranked for clients and LSPs. Source: Nimdzi Insights.

of 1 to 5 a variety of qualifications are for project management positions. The responses show a few trends. Top
priorities for clients are previous localization experience
and a college degree, followed by years of experience and
proficiency in more than one language. Top criteria for
LSPs are reputation and a college degree, also followed
by experience and proficiency in more than one language.
A way for Alexandra to understand the requirements
would be to talk to a hiring manager. Moore is an account
manager at Anzu Global, an agency that recruits for the
localization industry. Though she is not a recruiter per se,
she shared exactly what employers expect from potential
candidates.
Moore said that clients “want a BA, but the most
important thing is experience.” This is exactly what we
see in Nimdzi's diagram. “For some positions, you may
become a quality assurance tester, which has very minimal
requirements. This is how you start in the industry and
then move to a project management or localization engineer position.”
This could be a good recommendation to Alexandra.
“She might become a test lead who creates schedules and
manages people, so this is more of a management kind of
role. However, who knows how long it can take to get to
that role.”

Moore said that when clients want to hire a localization
project manager, the skills they are looking for are familiarity with computer assisted translation (CAT) tools “and
an understanding of issues that can arise during localization — like quality issues, for example. Compared to
previous years, more technical skills are required by both
clients and vendors: CAT tools, WorldServer, machine
translation knowledge, sometimes WordPress or basic
engineering. When I started, they were nice-to-haves, but
certainly not mandatory.”
Technical skill is not enough, however. “Both hard and
soft skills are important. You need hard skills because the
industry has become a lot more technical as far as software, tools and automation are concerned. You need soft
skills to deal with external and internal stakeholders, and
one of the main things is working under pressure because
you are juggling so many things.”
Ultimately, “the client is the one who sets the requirements in their job descriptions. We then look for candidates at networking events, career fairs, LinkedIn and job
boards. There is a lot of word-of-mouth as well. I go to
IMUGs in Silicon Valley where people talk to me and ask
if they can apply.”
Moore also mentioned some red flags that would cause
Anzu not to hire a candidate. “Sometimes an applicant
April 2018
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does not demonstrate good English
skills in phone interviews. Having
good communication skills is important for a client-facing position. Also,
people sometimes exaggerate their
skills or experience. Another red
flag is if the person has a bad track
record (if they change jobs every nine
months, for example).”
Anzu often hires for project management contract positions in large
companies. “Clients usually come to
us when they need a steady stream
of contractors (three or six months),
then in three or six months there
will be other contractors. The positions are usually project managers
or testers. If you already work fulltime, a contract position may not be
that attractive. However, if you are
a newcomer or have just graduated,
and you want to get some experience,
then it is a great opportunity. You
would spend three, six or 12 months
at a company, and it is a very good
line on the résumé.”

Do you need a
localization degree?
I initially wanted to see whether a
degree in localization is needed today
to get into the industry as a project
manager, as this was one of the main
questions asked by Alexandra. However, as with many other things, there
is no firm answer to the question of
whether or not you need a degree.
If you don’t know what you should
do, it can certainly help. Troyer discussed how the localization program
at MIIS has evolved to fit current
real-world pressures. “The program
was first started in 2004, and it started
small. We were first giving CAT tools,
localization project management and
software localization courses. This is
the core you need to become a project
manager. Then the program evolved
and we introduced the introduction
and then advanced levels to many
courses. There are currently four or
five courses focusing on translation
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technology.” Recent additions to
the curriculum include advanced
JavaScript classes, advanced project
management and program management. Natural language processing
and computational linguistics will be
added down the road. “The industry
is driving this move because students
will need skills to go in and localize
Siri into many languages,” said Troyer.
The program at MIIS is a twoyear master's. It can be reduced to
one year for those who already have
experience. There are other degrees
available, as well as certification
programs offered by institutions such
as the University of Washington and
The Localization Institute.
Moore said that though a localization degree is not a must, it has a
distinct advantage. A lot of students
have internships that give them experience. They also know tools, which
makes their résumés better fit clients’
job descriptions.
Johnson said that as with many
industries, your degree gets you your
first job. “Maybe later no one will care
about your localization degree, but it
is important at the very beginning for
you to be able to start in the industry.”
However, both Troyer and Ritzdorf said you don’t necessarily need
a degree. “If you have passion for
languages and technology, you can
get the training on your own,” said
Troyer. “Just teach yourself these
skills, network on your own and try
to break into the industry.”
Ritzdorf was also sure that outside
Silicon Valley, what’s essential is not a
degree or experience, but how determined you are. “At the end of the day,
if you are willing to walk into the
office, introduce yourself, and be bold
enough to ask for open positions, you
will get a job.”
At the same time, Troyer, Johnson
and Ritzdorf all indicated that hiring
managers tend to hire people who
have backgrounds similar to theirs.
So as localization programs develop,
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more graduates will become hiring
managers and will want to hire other
graduates.

Localization for startups
Startups, of course, may treat
localization differently, particularly
when it comes to hiring.
“Mature companies have established processes,” said Moore. “Their
departments usually know what to
localize because they have to come
up with the budget, the schedule
and the annual plan. Everything is
very methodical and planned for,
whereas startups are still developing
those programs. They do not have a
plan about what to localize, and they
are more in react mode than in planning mode. There is a big niche for
consulting that educates people on
localization and best practices and
how to build that program from the
startup base.”
“It is about the maturity level of
localization within the company,”
explained Troyer. “At a startup, the
founders have to think about so
many things, and localization is not
on their radar. The best advice that I
can give is to hire an internationalization engineer. This will ensure that
the developers will be at least writing
code that can be localized.”
Johnson had the same opinion.
“Startups deal with a blank tablet.
They can do whatever they want, but
the decisions that you make in your
first months as a startup are going
to affect how well your company is
going to be able to operate for the
next decade. So, hire someone who
knows about localization. Many
clients find themselves in a situation
where they want to go international,
but they realize that none of their
code is international. Start designing
your products and services with an
eye on localization and internationalization from day one.”
According to Ritzdorf, the situation
is different from what it used to be.

Focus
“Before, when founders said, ‘Let us
create this awesome software for the
market,’ by ‘the market’ they meant the
US market. Nowadays millennials who
start their companies and talk about ‘the
market’ mean ‘the global marketplace.’”
This is because “social media has
broken the boundaries. The whole
idea of ‘the market’ as a global market
for companies means that the demand
will grow, because there is going to
be more and more companies that,
instead of saying ‘let us deal with
internationalization when we get to
it,’ say ‘who is going to be in charge of
internationalization?’ from day one.”

The future of localization
project management
Automation, artificial intelligence
and machine learning are affecting
all industries, and localization is not
an exception. However, all the interviewees forecast that there will be
more localization jobs in the future.
According to Johnson, there is
high project management turnover
on the vendor side because if a person
is a good manager, they never stay
in this position for more than five
years. “After that, they either get a job

on the client's side to make twice as
much money and have a much easier
job, or their LSP has to promote them
to senior positions such as group
manager or program director.”
“There is a huge opportunity to
stop doing things that are annoying,”
said Troyer. “Automation will let
professionals work on the human side
of things and let the machines run
day-to-day tasks. Letting the machine
send files back and forth will allow
humans to spend more time looking at texts and thinking about what
questions a translator can ask. This
will give them more time for building
a personal relationship with the client. We are taking these innovations
into consideration for the curriculum,
and I often spend time during classes
asking, ‘How can you automate this?’”
Ritzdorf predicted that “everybody’s
way of working is going to change over
time; it is the natural progression of
everything. However, at the end of the
day, people buy from people — people
trust people and not the machines. So,
the demand for project managers is
going to increase and grow.”
Moore stated that “we have seen
automation change workflows over the
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last ten years and reduce the project
manager’s workload, with files being
automatically moved through each
step in the localization process. Also,
automation and machine translation
go hand-in-hand to make the process
faster, more efficient and cost-effective.”
As far as industry visibility goes,
though the industry is growing more
mature and becoming more visible to outsiders, people still know
little about localization. For example,
Alexandra only found out about it
when she started working as a tester
a year ago. According to Johnson, our
industry is like cyber-security: no one
thinks about it until something goes
wrong. “Translation and localization, by design, are not meant to be
noticed. If everything goes right with
translation, no one talks about it.”
Ritzdorf recalled an article by
Common Sense Advisory saying
that in the future, there may be a
day when a position responsible for
global expansion and international
markets, maybe called chief globalization officer, would take its place
among other C-positions alongside
the CEO and CFO. However, it will
not happen anytime soon. [M]
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Bu siness

Content. It powers business. It makes com-

merce possible. It helps us communicate our
value, showcase our capabilities, sell our products and explain how we work. Content is critical
to business. It’s the lifeblood of the organizations
we serve.
Despite its importance, we struggle to produce all of the
content we need. There’s never enough time — or enough
money — to do the job right. That’s because traditional
methods of producing content are time-consuming,
imprecise, error-prone and expensive.
To overcome these challenges, we look for ways to
eliminate bottlenecks and streamline content production processes. One common approach involves reusing
existing content; repurposing it to create new content
deliverables quickly.
Reusing existing content can help us produce more
information products faster and with less effort and
expense. But absent a prudent content reuse strategy,
reusing content can introduce costly and unnecessary
impediments to productivity. These problems are often
exacerbated when we add multiple languages to the mix.
However, there is a systematic approach to content
reuse — one that will provide us with the best return on
investment, especially in organizations that produce multilingual content.
Content reuse is the practice of repurposing existing components of content to develop new information
products.
For example, a financial services company might
repurpose the description of a new banking service in
several places. They might include the description in a
press release announcing the new service, in marketing
materials provided to existing and new customers, in a
speech made by the president to the board of directors,
on the company website and in training materials used
by the company sales team. Doing so provides immediate
benefits, like faster-time-to-market.
Nearly everyone at every company reuses content, but
they do it with little regard for the negative implications of
how they do it. And that's a big mistake.

Copy-paste
There are various ways to reuse content, the most common of which is the copy-paste method. Here's how it works:
A content creator recognizes an opportunity to repurpose existing content. They spot the content they need,
then they copy it from one place and paste it into another.
This approach is sufficient until content requires
updating.

That's because writers and editors — humans with limited capacity for exact recall — cannot remember all of the
places they repurposed content. There's no history for the
writers to follow. There's no cheat sheet. No record of their
actions. No audit trail.
For this reason alone, the copy-paste method is problematic. In organizations where the accuracy of content
is critical, where errors can cause significant problems,
copy-paste is a source of both time-consuming challenges
and unnecessary business risks.
But those aren't the only negative implications. Organizations that rely on copy-paste are likely to produce content
that includes errors, inconsistencies and incongruities.
That's because there's no way for content creators to know
when content they reused previously has changed. Nor
is there a record of who else may have reused it, in what
information products and for what reasons. Without going
on an expensive and time-consuming scavenger hunt for
all the places content is in need of updating, there's no way
to know for certain that content copied to multiple places
is up to date.
Irregularities in content are cause for customer confusion and dissatisfaction. Confusing content damages
brand loyalty and creates additional work for customer
service and support staff. Finding and repairing errors
introduced using this method are costly and time-consuming as well.
Problems get worse and more expensive to fix when the
company creates content in multiple languages. When
authors copy content from one information product into
another, they often make slight changes to it for context.
These subtle changes introduce incongruities in source
content that begin to diverge over time — a situation that
can create dramatic increases in translation costs, even
in organizations that adopt translation memory technology to help control such expenses. That's because copypasted content introduces variations in source language
content that negatively impact potential savings from
translation memory systems.
Organizations that view content as a business asset
understand the value of content. They know what it costs
to produce it. They know what impact — financial and
otherwise — it has on their organization, their prospects
and customers. They work to identify and adopt methods, standards and tools designed to improve the way
they produce it. And they do so in a repeatable, systematic way.

Enter intelligent content
Intelligent content is content created by companies
that adopt a unified content strategy: a repeatable,
systematic plan that can help you connect content to
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customers, anytime, anywhere, on
any device.
Intelligent content is content
designed to be modular, structured,
reusable, format-free and semantically rich. And, as a consequence,
discoverable, reconfigurable and
adaptable. It's content created for
automated reuse; content designed
to help us overcome the challenges
traditional copy-paste content reuse
introduces.
Content
development
costs
decrease because the amount of
content an author has to create is
reduced.
In addition to reducing content
development cost, less time is
required to review content (write it
once, review it once, reuse it many
times). Making proofreaders, editors
and other reviewers more efficient
gives them time to focus on what
they do best: review, augment and
improve content.
Intelligent content relies on software that maintains a content reuse
history trail. When we make changes
to content, the system ensures that
those changes are automatically
reflected everywhere that content
has been reused.
When intelligent content reuse
meets translation, significant savings
follow. Content that is written once
and reused many times can also be
translated once and reused many
times. That's a win-win for return on
investment.
When we reuse identical chunks
of translated content, we extend our
return on investment in both content
creation and translation efforts.
Translation memory systems
can help us better manage multilingual content production projects.
They can, among other things, tell
us which words and phrases were
translated previously, allowing us to
save money by repurposing existing
translations (write it once, translate
it once, reuse translation many
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times). However, this only works well
when we have a formal content reuse
strategy — and appropriate tools —
in place.
Reusable intelligent content is
identical content designed for reuse.
It can be systematically identified
and acted upon by software tools to
ensure maximum return on investment for each and every sentence
produced, in every language and
everywhere it’s reused.
In organizations that produce
multilingual content, a fine-tuned
content reuse strategy can be optimized to help dramatically reduce
translation costs. A properly implemented content reuse strategy helps
us ensure that we write content once,
reuse it multiple times, translate it
once and reuse the translation many
times. When we reuse translations,
we save both time and money by not
paying to translate that content again.
Copy-pasted content results in
preventable content inconsistencies.
The degree to which these disparities
affect business varies from industry
to industry. Incongruent messaging
can lead to minor inconveniences and
unnecessary delays, but it can also be
responsible for regulatory noncompliance, expensive legal and financial
challenges — even possibly death.
An intelligent content reuse strategy helps us avoid inconsistency and
allows us to keep track of our content
no matter where it is deployed. Storing content in a single, authoritative
source helps ensure that the content
we repurpose is consistent wherever
it appears, reducing the likelihood of
unintended negative consequences.
Despite the many benefits, there
are challenges when translating
content designed for maximum
reusability.

Content granularity
Documents, web pages, messages
and other content types are comprised of components of content.
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Components are small, distinguishable pieces of content. Granularity
refers to the extent to which we divide
content into smaller components.
For instance, a product catalog
is a type of document. Catalogs are
comprised of granular topics called
product listings. Each product listing
is comprised of smaller components
of content: product name, description, photo, price, dimensions, features and capabilities.
The ingredients of a product listing are often comprised of smaller,
even more granular content. The
smaller our content components, the
more granular they are said to be.
Granularity introduces both
opportunities and challenges. The
finer the granularity of our content, the more opportunity there
is for context-independent reuse.
Conversely, the smaller our content
components are, the greater our
challenges to control and manage
them.
Let’s examine several types of
granular content reuse, their benefits
and their drawbacks.
1. Component-based content reuse
Component-based content reuse
enables us to repurpose topics of
content. A topic is a short, discrete
piece of content, about a single subject. It is self-contained and contextindependent, meaning that it doesn’t
rely on other pieces of content to
provide value.
Topics have an identifiable purpose (a product description, policy,
procedure or value proposition) and
usually consist of a title followed by
paragraphs, lists, tables, charts or
other illustrations.
Because they are designed to
stand alone, topics can be reused
identically across multiple content
types. When designed for maximum reuse, content creators can
use context-independent topics of
content as building blocks for other
deliverables.

Project Managers
Round Table
Figure 1: Conditions (colored text) can outweigh content (black text).

Topics can help us ensure consistency across an entire set of related
content products, regardless of which
department created or reused the
content. Topics can be hard to create at first, as content creators adapt
their writing behavior and adopt new
skills. Creating topic-based content
involves not writing in the narrative
(telling a story) and instead documenting a single topic at a time.
2. Conditional content reuse
Conditional (or filtered) content
reuse relies on "if this, then that"
logic. Authors craft several variations
of content (stored in a single topic)
that are automatically repurposed
based on a set of predefined conditions. Actions, behaviors, status
changes and other criteria are used
to determine when a conditional
variation of that topic is needed.
Conditional reuse helps us ensure
the right content is presented on our
ecommerce website, as well as in our
email marketing collateral, user documentation, training materials and
other deliverables. When an identical piece of content won't do the
trick, conditional content provides
us with the ability to provide a more
personalized content experience. It's
an intuitive way for authors to keep
all variations together (in one topic)
for ease of writing and review.
While creating content, authors
use conditional tags (metadata) to

identify different variations of a
topic. Content management systems
and delivery platforms use this
metadata to determine what content
should be used, where and under
what circumstances (filtering out all
the content that isn't required).
Conditional reuse is a useful
capability in content departments
responsible for publishing content
to multiple channels (print, the web,
chatbots, interactive voice response).
The content needs of each channel
may vary — delivery channels often
have their own specific content
requirements. With conditional
content reuse, we can make rules
to ensure that the content displayed
in each channel reflects those
differences.
Conditional content reuse is
also useful when targeting different audience segments or when we
need to showcase different product
features to different audience segments. In fact, whenever variations
in content are needed, conditional
content reuse can provide a potential
solution.
There are several types of conditional content reuse and each is
capable of introducing translation
challenges.
2a. Paragraph-level conditional
content reuse: Conditions at the
paragraph level are typically not a
problem to translate because the text

May 21 - 23
Berkeley
CA United States
Join us for an in-depth focus on Project
Management, held in 8 sessions over two
days.
Berkeley Agenda
topics may vary from event to event, check the
website for updated info, listed in order of interest

Session 1 - Stakeholder Management
Session 2 - Metrics and KPIs
Session 3 - Importance of Mentorship
Programs (Management Skill
Advancement)
Session 4 - In Country Review/Client
Review
Session 5 - Agile Development Processes
and Their Impact on Localization
Session 6 - Processes/Best Practices for
PMs When Dealing with User/
Network Generated Content
Session 7 - Multimedia Localization
Session 8 - Open Session
Agendas are not final and are subject to change

Most Round Table attendees have
three or more years of experience in
localization project management. As a
result, presentations and discussions deal
with advanced topics. The format of the
Localization Project Managers Round
Table relies on short presentations, some
of them impromptu, followed by extensive
discussions involving as many attendees as
possible.
To ensure that topics for the Round
Table are as relevant as possible to those
participating, we are keeping an open
session on the last day of the event.
The topics for this open session will be
determined by the attendees, who will be
able to contribute their proposed topics
throughout the event.

49

B u s i n ess
of a paragraph usually contains sufficient context.
2b. Sentence-level conditional
content reuse: Individual sentences
within a paragraph can be conditionalized — we can specify triggers
(conditions) that indicate when one
sentence is reused instead of another.
Translating multiple versions of a
conditionalized sentence may be difficult without context.
2c. Sentence fragment-level
conditional content reuse: Sentence fragments show up often in
product content. Conditionalizing
them for reuse is an option that can
provide benefits, but because of their
size, they also can be problematic to
translate.
For example, a medical device
company might want to conditionalize fragments of content to help
ensure the terms they use to describe
their products are appropriate for
the audience being targeted. In
content produced for consumption
by patients in the United States the
term blood sugar may be preferred,
while in content to be delivered to
patients in the European Union, the
term blood glucose is favored.
The company determines if the
content delivered to patients in each
audience should be identical, except
for the use of the terms sugar and
glucose. To tackle this challenge,
the company might use fragmentlevel conditional reuse to ensure the
right words are used for each audience. When content is prepared for
US patients, sugar is automatically
reused. When that same content
is prepared for patients in Europe,
glucose is automatically reused.
Tip: Use conditions sparingly, and
only where appropriate. Keeping the
adjective and the noun together can
help avoid some confusion during
translation.
2d. Numeric conditional content
reuse: Unlike conditional words,
numeric conditional content does
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not introduce additional translation
challenges. That’s because only the
units of measure are translated.
For example: The meter is designed
to give accurate blood testing results
at temperatures between <cond=F
“41°F and 113°F” ><cond=C “5°C and
45°C”>.
2e. Multiple conditions within a
sentence or paragraph: Sometimes
there are so many conditions in a
paragraph there isn’t much actual
content that isn’t conditionalized.
See Figure 1 for an example. Not only
is this difficult to translate, it’s very
difficult to read in English, which
also is likely to cause problems in
review. The best solution for this type
of complexity is different paragraphs
for each of the major conditions.
3. References to content: Pieces
of a topic, like a phrase, a paragraph
or a sentence, can be reused automatically in multiple places. This is
referred to as a content reference
because content is stored outside of
the topic and referenced in.
Best practices for fragment-based
reuse/content references include:
■ Reuse complete sentences,
phrases or complete blocks of text.
■ Proper nouns that are referenced should be the subject of the
sentence and in the nominative case.
■ If you are translating into inflected languages where the ending of the
word may change in different situations, avoid using content references
for common nouns or noun phrases.
■ Phrases can consist of any combination of nouns, verbs and so on.
Variables are often nouns but content references are not.
■ Because content references are
stored outside of the content it is referenced into, provide the translators
with both the content references and
the content itself.
4. Variable-based reuse: Variable-based reuse enables you to set
up a variable that can have a different
value in different situations.

April 2018 						

Variable reuse is useful when there
are only slight variations in content
(such as product names in different
regions), but otherwise, the rest of
the content is identical.
Variable reuse is most often
employed to repurpose nouns.
Replacement of the variable with an
actual value is typically an easy process between English and a language
like French, but is much more of a
problem for inflected languages like
Slavic and German.
If you are using variables, ensure
you identify all the potential translations of the variable in the target
language to ensure the variable
replacement will work effectively.
If it does not, consider using conditions instead. If you use conditions,
you can use different instances of the
sentence for different languages.
Note: It’s actually a best practice
to have the variables translated in
advance of the content, if you can.

General best practices for
translating reusable content
Component-based content is
often sent to translation on a topicby-topic basis to speed up the translation. When you send content for
translation, be sure you also send any
referenced content. Be sure to send
all referenced content so that it can
be translated in context.
Variables are often contained
within a warehouse topic (a topic
that contains a number of small
pieces of related reusable content),
but a variable out of context may
not be translated correctly. Always
supply translators with content that
helps them understand the context
of variable and referenced content;
a PDF of the compiled content is
fine.
Finally, think carefully about your
reuse strategy when you translate
content to ensure that what works
for the English text will also work for
translated content. [M]
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Heather Hedden
Heather Hedden is a senior vocabulary editor at Gale, a
Cengage company. She is a taxonomy course instructor and
consultant through Hedden Information Management, and
author of the 2016 book The Accidental Taxonomist. Her first
job was as a project coordinator in a translation agency.

Translation and localization is needed for content, but may also be needed for access to the
content, such as website or app menus and navigation. In some content-rich sites and services,
navigation is extended to become a detailed set
of categories. A structured set of terms or labels
for categories is also called a taxonomy. Taxonomies are becoming more common, whether on
websites, intranets, portals, SharePoint, content
management systems or digital asset management systems. The internationalization of con-

tent and shared information makes multilingual
taxonomies necessary.
While structured navigation has aspects of a taxonomy,
a taxonomy is more than that. Terms from a taxonomy
are used to tag or index content items in various combinations, to support retrieval from a content set much
larger than what can be served by navigation alone. While
navigation menu labels each link to a single landing page,
taxonomy terms are tagged to multiple relevant pages
or content items, so that each term retrieves a result
set, rather than a single page. Each content item (HTML
April 2018
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page, database record, digital asset) may be tagged with
multiple taxonomy terms, as relevant. Thus, if a user
selects a second taxonomy term, the result set can be
narrowed to just those items tagged with both taxonomy
terms. A taxonomy can also be structured into different
sets of terms for different aspects of the content (such as
content type, location, audience, source or department)
which can serve as refinement filters for users. This is
also known as faceted search and is commonly seen on
large ecommerce websites.
Terms from a taxonomy also enable users to retrieve
relevant content from a large content set with greater
comprehensiveness and precision than mere keyword
searching. A search feature can match text strings, not
concepts. Desired content may be missed in search, if
the user enters a search word that is not mentioned
in the text, but a synonym for it is. Undesired content
may be incorrectly retrieved, if the user enters a search
word that has multiple meanings, and the content is
about a different meaning of the word. A taxonomy
is not merely a structured set of terms, but is also a
controlled set of terms, where each term represents an
unambiguous concept. Concepts often have synonyms
associated with them in the taxonomy, so that a match
on any synonym of a term will retrieve the same result.
A multilingual taxonomy allows users to select a search
term in their language and then access tagged content
in a different language.
A taxonomy thus brings together the benefits of both
browse navigation, with its organized display of terms,
and a controlled vocabulary, with its synonyms. The taxonomy is structured, typically with a hierarchy of broader
terms and narrower terms, which could extend several
levels deep. In some cases, there may also be associative
relationships to indicate related terms (see also…). This
way, the user can discover topics of interest. A structure
with related terms, synonyms and less of a hierarchy is
often called a thesaurus instead of a taxonomy.

Multilingual taxonomy uses
Multilingual taxonomies have been developed and
implemented for various purposes, including the
following:
• By international organizations and agencies with
a large volume of documents and content in various
languages that need to be accessed by users of different
languages.
• For ecommerce websites with audiences who speak
different languages.
• On intranets of large multinational organizations
or companies, which may have internal documents or
employee profile information in different languages.
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chat version
Translating a taxonomy extends access
to documents and other digital content.

• For the indexing and retrieval of documents in library
and research databases, which include periodical articles
in different languages.
An example of an international organization multilingual taxonomy can be found on the publications section of the Inter-American Development Bank website
(https://publications.iadb.org), which funds development projects across Latin America. Users can look for
publications by browsing taxonomy topics in English,
Spanish or Portuguese. The Spanish or Portuguese taxonomies become the option when the language of the
web page is switched (from the collapsed menu).
Ecommerce is perhaps the fastest growing area of multilingual taxonomies. An example is Office Depot Europe,
which has a taxonomy of product categories in nine
language versions across its 13 Office Depot and Viking
brand regional ecommerce websites, which were formerly
completely separate, unrelated taxonomies. The product
offerings and thus their categories are mostly the same in
all countries and so are the attributes, such as features,
color, size and brand, so these have been standardized and
made equivalent across languages. Languages vary not
only between country sites but also several country sites
are bilingual, including that of Germany, www.viking.de
(which has both German and English), Belgium, www.
vikingdirect.be (both French and Dutch) and Switzerland,
www.vikingdirekt.ch (both German and French).
Libraries have been providing subject indexes to
periodical articles since before the days of computers,
although now they are online. Users can look up subjects
and names in the taxonomy (also called thesaurus), which
have been indexed to articles. An example of a library
periodical article database in a different language involved
developing an electronic collection of journal articles, user
interface and search topics (thesaurus) all in Spanish for
use by Spanish speakers at libraries in the United States.
The user interface provides the option of searching across
all subscribed databases, including the Spanish-language
database. The Spanish-language thesaurus, originally
based on translations of terms from the English taxonomy,
has been developed and maintained to reflect the content
of its Spanish-language products. It also keeps a close relationship to the English-language taxonomy and through
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English to a smaller Portugueselanguage taxonomy through equivalency links to the English-language
terms. This close relationship helps
to ensure that hierarchies and new
term additions for all three languages
are updated quickly and efficiently.

Multilingual
taxonomy design
A distinction needs to be made
between taxonomies with translations and truly bilingual/multilingual taxonomies. A taxonomy that
merely has translations can only be
browsed in one language, because
the relationships and hierarchy only
exist between terms of the primary
language. The corresponding translated terms enable the retrieval of
content indexed to those terms to
be in different languages. Thus, the
user interface side is in one language,
and the indexing side may be in
multiple languages. The term translations function in the direction from
the indexing language into the user
interface language.
A truly multilingual taxonomy is
where each term has an equivalent
term in one or more additional language, and there are also structural
relationships between the terms
within each language. To the users
of each language, it appears as a
fully navigable taxonomy in their
own language. Despite the different
language versions of the taxonomy,
the same shared set of content can be
retrieved from any language version
of the taxonomy. Term translations
must be exact equivalents that go in
both directions. The ability to support
relationships between terms within
additional language versions is a common feature of commercial taxonomy
management software.
A multilingual taxonomy can be
modeled in two different ways:
1. Separate language taxonomies
linked together through their equivalent term translations

Figure 1: Equivalent terms in English and Spanish and their relationships, taken
from the International Labour Organization Thesaurus.

2. A single taxonomy based on
concepts that each have displayed
labels in different languages
The structure of separate taxonomy versions in different languages
that are linked to each other by
links between equivalent terms is
a common form for a multilingual
taxonomy that starts out as a taxonomy in one language and then
has another language version added
to it. There are two approaches to
creating such a bilingual or multilingual taxonomy: (1) start with one
taxonomy and add translations and
links to the translations for each
term in another language, or (2)
start with two taxonomies in different languages on the same subject
area, scope and level of detail, and
then map the equivalent translation
terms to each other. For terms that
lack a translation, a new translation
equivalent term may be added. The
choice of approach depends on what
taxonomies are available to start
with. With either approach, it is possible that some terms will exist in one
language and not in the other, when
equivalent translations do not exist.
This could be acceptable if there is
content in one language only for the
term, and there is no need for a user
of the other language to access it.
Depending on the taxonomy
management software used, the

relationships between terms may
be identical (mirrored) across all
languages, or they may be allowed to
vary. If relationships between terms
are allowed to vary, hierarchical relationships ought to be the same across
languages, except in cases where the
term exists in one language and not
in the others. Associative (relatedterm) relationships, if any, are usually
the same but could occasionally differ
for nuanced linguistic or cultural reasons of what is considered “related.”
Figure 1 is an example of terms in the
multilingual ILO Thesaurus, where
relationships are identical in both
language versions. BT here means
broader term, NT means narrower
term and RT means related term.
However, the English has a variant
(UF-used for), whereas the Spanish
does not. The language indicators
of FRE, SPA and EN also function
as relationship links. Terms of the
same relationship type are listed
alphabetically.
The other model for taxonomies
is based on a unified set of concepts,
rather than terms. Each concept has
its own unique, unambiguous meaning, and relationships are between
concepts. A concept also has any
number of labels, which are terms
the user may see. In this model, the
labels may be in different languages.
A concept has a single preferred label
April 2018
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In both kinds of multilingual taxonomy models (separate but linked
vs. unified concepts), the variously
called synonyms, alternative labels,
nonpreferred terms, entry terms and
so on will vary for each term in each
language. A word in one language
has a different set of synonyms than
its translation in another language.
In a taxonomy, these are not really
synonyms, but rather terms with sufficiently equivalent meaning within
the scope of the taxonomy and context of the subject area to be treated
and managed as the same concept
for content indexing and retrieval.
In Figure 2, there are more alternative labels for the Spanish concept of
academic buildings.

Creating a multilingual
taxonomy

Figure 2: Selected concept from the online UNESCO Thesaurus.

in each language and any number of
alternative labels for each language.
If translation is incomplete, it is still
possible to have a concept in one language and not in another language.
In this unified concept model of a
taxonomy, hierarchical and associative relationships are always the same
between terms within all languages.
This model has become more common with the growing adoption of the
SKOS (simple knowledge organization system) framework of the World
Wide Web Consortium (W3C), a
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common data model for sharing
and linking knowledge organization
systems (such as taxonomies or thesauri) via the Semantic Web. SKOS
is based on the concept model and
supports multilingual taxonomies.
Figure 2 is an example of a concept
in each of the English and French views
from the UNSECO Thesaurus, built
on the SKOS model. Alternative labels
(synonyms) are listed, in italics, not
just for selected display language but
for all of the languages, presented as
the various labels for this one concept.
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Creating a multilingual taxonomy
takes considerable time and effort, so,
to be practical, the approach depends
on what taxonomies or partial taxonomies already exist. Sometimes
taxonomies already exist on the same
subject matter in more than one
language, and the taxonomies are
mapped term-by-term to establish
equivalencies. Where equivalencies
don’t exist, new terms can be added
where missing, or perhaps, upon
evaluation, the term is not actually
needed and removed. Relationships between terms also need to be
aligned.
Often, a taxonomy exists in only
one language and is then translated
into other languages. As previously
mentioned, for a bidirectional multilingual taxonomy, the translations
must be fully accurate in both directions, not just in one direction. It's
also more challenging to translate
terms (single words or short phrases)
without the context of a sentence, so
translation is more time-consuming
and costs more per word than regular
document translation. Translations
must be manual, not automated, and
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the translators should have an understanding of the role and function of
taxonomies. Providing the translator
with the full details for each concept
in the source language (alternative
labels, relationships and any scope
notes) is also necessary for the translator to understand the intended
meaning of each term. Terms that
lack exact equivalents can present
time-consuming challenges.
While it is common for organizations to build a simple taxonomy in
columns in Excel and then import
it into their content management
system, the complexities of a multilingual thesaurus require a dedicated
software tool. There are various
options for taxonomy management
software which support multilingual
taxonomies.
Software that models multilingual
taxonomies as separate mirrored
taxonomies with equivalency links
to terms across languages include
the following:
• MultiTes (www.multites.com),
whose product name reflects the
capability for multilingual thesauri/
taxonomies is the most affordable,
at $295 for a single Windows user.
MultiTes is focused on thesauri,
rather than taxonomies, so there is no
hierarchical view in the user interface,
only as generated reports. Web development kits and enterprise development kits of MultiTes are also available.
• Synaptica (www.synaptica.com)
is web-based (software as a service or
inside the firewall), which supports
the mirrored, equivalent-link multilingual taxonomies. Synaptica also
has a feature to “map” two different
taxonomies which can be used in the
process of linking two pre-existing
language taxonomies.
• Data Harmony Thesaurus Manager, from Access Innovations (www.
accessinn.com) is available in both
web and client-server versions. An
add-on product supports machineaided indexing (MAI).

Software that models taxonomies
on SKOS with a single concept and
multiple language labels include the
following, which are all large-scape
web-based, either software as a service or inside the firewall:
• PoolParty (www.poolparty.biz)
from the Semantic Web Company, a
quickly growing company in Austria.
• Coreon (www.coreon.com) is
a software product from Germany
that may be of particular interest to
the foreign-language community,
because it offers both taxonomy
management and terminology management features.
• Smartlogic’s Ontology Editor
(www.smartlogic.com) is also for
building taxonomies. An ontology is
a more complex kind of taxonomy
with customized relationships and
classes of terms, which also conforms to the W3C’s Web Ontology
Language (OWL) specifications for
interoperability.
• TopBraid Enterprise Vocabulary
Net (www.topquadrant.com) from
TopQuadrant.
Most of these software products
offer application programming interfaces or add-on connectors to implement the taxonomy in the content
management system where terms are
tagged to content items. In all cases,
these software tools can export taxonomies as XML for importing into various
kinds of content management systems.

Maintenance of multilingual
taxonomies
A common problem with any
taxonomy and particularly with
multilingual taxonomies is long-term
maintenance. Taxonomies and their
various language versions may be
created, as projects, by contractors,
consultants or freelancers, who are
not needed and thus not available for
the low-level ongoing maintenance
of a taxonomy. A taxonomy, unlike a
document, is not simply created and
translated and then is done. A tax-

onomy needs to represent the body of
content it is indexed to and serve the
needs of its users. Over time, the body
of content will change, as new content
items get added and others removed,
and even the users may change, if
additional markets are added. The
unified concept (SKOS) model for
a multilingual taxonomy is easier
to maintain across languages than
separate linked taxonomies. Changes
or deletions in concepts or their relationships extend to the other language
versions. If a new concept is added,
however, it must be remembered to
create additional language labels.
Once a taxonomy is created, it can
be used to index/tag content items
either manually, in an automated manner, or with a combination of automated indexing with human review
(machine-aided indexing). Indexers
can be speakers of any single language
of a multilingual taxonomy, but they
should know the language of the documents they are indexing. The indexing task can contribute to taxonomy
maintenance by revealing the need
for adding new terms, merging similar
terms, better linking of missing terms
and better defining of misused terms.

In brief
Creating a multilingual taxonomy
is not easy, but the benefits of its
implementation can be significant.
Challenges include the need for fully
bidirectional translations and translations of terms out of context, finding translators who understand the
role and usage of taxonomies, and
having a linguistic resource available
for the low-level maintenance of the
taxonomy. These challenges are more
intellectual than technical, and there
are translators and taxonomists who
welcome such challenges. Translating a document extends its access;
translating a taxonomy goes much
further, by extending the access to
many documents and other digital
content. [M]
April 2018
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European Language
Industry Association (Elia)

Elia is the European not-for-profit association
of language service companies with a mission to
accelerate our members’ business success. We
do this by creating events and initiatives that anticipate and serve our members’ needs in building
strong, sustainable companies, thereby strengthening the wider industry. 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
Email: info@elia-association.org
Web: http://elia-association.org

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
+1-206-494-4686
Email: info@gala-global.org
Web: www.gala-global.org
Ad on page 17
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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

Automated Translation

SYSTRAN Software, Inc.

For more than four decades, SYSTRAN has been
the market leader in language/translation products and solutions, covering all types of platforms
from desktop to internet to enterprise servers. To
help organizations enhance multilingual communication and increase productivity, SYSTRAN
delivers real-time language solutions for internal
collaboration, search, ediscovery, content management, online customer support and ecommerce along with automatic speech recognition
and optical character recognition. SYSTRAN is
the leading choice of global companies, defense
and security organizations and language service
providers. SYSTRAN is the official translation
solutions provider for the S-Translator, a defaultembedded app on the Samsung Galaxy S and
Note series.
Languages: 130+ language combinations
SYSTRAN Software, Inc. San Diego, CA USA
+1 858 457 1900
Email: marketing-americas@systrangroup.com
Web: www.systrangroup.com
Ad on page 11

Conferences
®

®

Internationalization
& Unicode Conference

For over twenty-five years the Internationalization
& Unicode® Conference (IUC) has been the preeminent event highlighting the latest innovations
and best practices of global and multilingual software providers. Join us in Santa Clara to contribute
your ideas and experiences working with natural
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languages, multicultural user interfaces, producing and supporting multinational and multilingual
products, linguistic algorithms, applying internationalization across mobile and social media platforms, or advancements in relevant standards.
The Unicode Consortium Mountain View, CA USA
+1 408-401-8915
Email: rick@unicode.org
Web: www.unicodeconference.org/ml-bg
Ad on page 4
LocWorld-standard-logo.pdf
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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 64
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Consulting Services
LocalizationGuy, LLC

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

Desktop Publishing

Global DTP

Global DTP s.r.o., based in the Czech Republic,
offers professional multilingual desktop publishing and media engineering solutions to the
localization industry. Over the past 15 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

Education

Quality Training in
Localization & Global Marketing

The Localization Institute is the leader in educational advancement in the field of localization
— the adaptation of products and services for international markets. We organize comprehensive,
vendor-neutral conferences (LocWorld and
Brand2Global), seminars and round tables where
participants gain insights that help their companies better succeed in international business. In
addition, The Institute has partnered with top universities and professional associations to develop
comprehensive certification programs in localization project management, quality management,
internationalization and global digital marketing.
The Localization Institute Madison, WI USA
608-826-5001
Email: kris@localizationinstitute.com
Web: www.localizationinstitute.com
Ad on page 49

Enterprise Solutions

STAR Group
Multiple Platforms

STAR is a leader in information management, localization, internationalization and globalization
services and solutions such as GRIPS (Global Real
Time Information Processing Solution), STAR
CLM (Corporate Language Management) including Transit (Translation & Localization), TermStar/
WebTerm (Terminology Management), STAR MT
(Corporate Machine Translation), STAR WebCheck
(Online Translation Reviewing) and MindReader (Authoring Assistance). With more than
50 offices in 30 countries and a global network
of prequalified freelance translators, STAR provides a unique combination of information management tools and services required to manage
all phases of the product information life cycle.
Languages: All
STAR AG (STAR Group headquarters)
Ramsen, Switzerland, +41-52-742-9200
Email: info@star-group.net, Web: www.star-group.net
STAR Group America, LLC Lyndhurst, OH USA
216-691-7827, Email: lyndhurst@star-group.net
Ad on page 15

Localization Services

ADAPT Localization Services

ADAPT Localization Services offers the full range
of services that enable clients to be successful
in international markets, from documentation
design through translation, linguistic and technical
localization services, prepress and publication management. Serving both Fortune 500 and small companies, ADAPT has gained a reputation for quality,
reliability, technological competence and a commitment to customer service. Fields of specialization
include diagnostic and medical devices, IT/telecom
and web content. With offices in Bonn, Germany;
Stockholm, Sweden; and Barcelona, Spain, and a
number of certified partner companies, ADAPT is
well suited to help clients achieve their goals in any
market.
Languages: More than 50
ADAPT Localization Services Bonn, Germany
49-228-98-22-60
Email: adapt@adapt-localization.com
Web: www.adapt-localization.com
Ad on page 42

Total Solutions for Your Business

E4NET is a total localization solutions provider
including translation, DTP, recording, and specialized in Asian localization covering all major
Asian and regional tier 3 languages. We have 20+
years of successful localization production experience with major projects for IBM, Microsoft,
SAP, Oracle, HP, LG Electronics, Panasonic and
more. E4NET is now providing patent translation services to the Korea Institute of Patent
Information and translating life science projects
including clinical protocols and reports. We are
continuously developing and applying innovative
technologies such as machine translation and
associated customer services throughout our production process to maximize production/service
efficiency. ISO 9001: 2015, ISO 27001 certified.
Languages: 60+
E4NET Co., Ltd. Seoul, South Korea
82-2-3465-8532
Email: l10n@e4net.net
Web: www.e4net.net
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Precision Matters in Translation

EuroGreek Translations Limited

ES Localization Services

Mobico – by Saltlux Inc.

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

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

Established in 1986, EuroGreek Translations
Limited is Europe’s leading Greek localizer, specializing in medical, technical, financial and legal
translations from EN/DE/FR/ES to EL and EL to
EN. Our aim is to provide high-quality, turnkey
solutions, encompassing a whole range of client
needs, from translation to localization, desktop
publishing and testing. Our DTP department
covers all Latin and Cyrillic alphabet-based languages, in addition to Greek, at very competitive
rates. All of EuroGreek’s work is produced in-house
by a team of 30 highly qualified specialists and is
fully guaranteed for quality and on-time delivery.
Languages: Greek to/from English; French,
German, Spanish to Greek
EuroGreek Translations Limited Athens, Greece
30-210-9628-559
Email: production@eurogreek.com
Web: www.eurogreek.com
Ad on page 67

Mobico is the new brand name of Saltlux’s technical communication services, and is also the name
of the predecessor company to Saltlux, established
in 1979 as Korea’s first TC business. What started
as a small enterprise concentrating on creating
Korean manuals and East Asian language translations evolved into a one-stop service provider for
all your needs in the world of business today, including multilingual translation, localization, DTP,
TW and MTPE. The relentless pursuit of progress
and perfection results in the use of state-of-theart technology and processes, which in turn lead
to superior translation quality with shorter turnaround times and therefore to greater customer
satisfaction.
Languages: More than 70 languages
Saltlux, Inc. Seoul, South Korea
+82-2-2193-1725
Email: sales@mobico.com
Web: www.mobico.com/en

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

ORCO S.A. Localization Services

Founded in 1983, ORCO celebrates this year its
35th anniversary. Over the years, ORCO has built
a reputation for excellence and gained the trust
of leading companies, such as Oracle, IBM and
Carrier for the localization of their products. Our
core business activities include technical, medical, legal, financial, marketing and other translations, software and multimedia localization, as
well as localization consulting. We cover most
European languages and our client list includes
long-term collaborations with international corporations, government institutions, banks, private enterprises, NGOs and the European Union.
ORCO is certified according to ISO 17100 & ISO
9001 quality standards.
Languages: Greek and European languages
ORCO S.A. Athens, Greece
+30-210-723-6001
Email: info@orco.gr
Web: www.orco.gr
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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
North America: Minneapolis, MN USA, +1-612-986-3108
Email: aki-ito@to-in.co.jp
Europe: Amsterdam, Netherlands, +31(0)6 -21-85-85-30
Email: rene-savelsbergh@to-in.co.jp
China: Shanghai, China, +86-21-3222-0012
Email: shen-yi@to-in.co.jp, Web: https://to-in.com/en

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 21

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 Asian-language service provider led by cofounder George
Zhao. VideoLocalize’s mission is to make video
localization faster and more cost-effective.
Boffin Language Group Inc. Toronto, Canada
+1 (647) 802 8223
Email: george.zhao@boffin.com
Web: www.videolocalize.com

based online community aiming to help our language community thrive and bridge all the sectors
within our industry. We facilitate cross-functional
collaboration among the diverse sectors and stakeholders within the language industry and instigate
transparency, trust and free knowledge. Our mission is to offer free access to tools and all other
available resources, to facilitate community-driven
projects, to empower linguists and to share educational and language assets.
Translation Commons Las Vegas, NV USA
(310) 405-4991
Email: info@translationcommons.org
Web: www.translationcommons.org

Nonprofit Organizations

Joint National Committee
for Languages

The Joint National Committee for Languages
and the National Council for Languages and
International Studies (JNCL-NCLIS) represent the
interests of over 140 member organizations, associations and companies in virtually all aspects of the
language enterprise — education PreK-20, research,
training, assessment, translation, interpreting and
localization — to the US government. The mission
of JNCL-NCLIS is to ensure that all Americans have
the opportunity to learn English and at least one
other language.
Joint National Committee for Languages – National
Council for Languages and International Studies
Garrett Park, MD USA, 202-580-8684
Email: info@languagepolicy.org
Web: http://languagepolicy.org

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

Terminology Management
Kaleidoscope

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 66

Taking your content global — with Kaleidoscope
your product will speak every language! The combination of decades of expertise, our software solutions developed in-house, and select software
from market-leading technology partners has
been making this a reality since 1996. Coupled
with the full-service approach from eurocom,
Austria's largest and most innovative translation
agency, Kaleidoscope offers a unique and unrivaled synergy of language and technology.
Kaleidoscope GmbH Vienna, Austria
004 31 253 5352
Email: info@kaleidoscope.at
Web: www.kaleidoscope.at
Ad on page 8

Translation Commons

Translation Commons is a nonprofit US public
charity powered by translators. We are a volunteer-
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Management Systems

Plunet BusinessManager
Multiple Platforms

Consoltec

Multiple Platforms

Consoltec offers FlowFit-TMS, a web-based translation management system that helps you simplify
and optimize your projects, while reducing your
administrative costs. FlowFit can also be used for
many other project types. FlowFit provides fully
customizable web portals for clients, providers and
project management. Get an accurate overview of
your teams’ workload in real time and select the best
available providers. Manage your clients, contacts
and internal/external providers effectively with the
new CRM features. Use Timesheet to track the time
spent on projects and tasks. Connect seamlessly
to your favorite CAT Tools (memoQ, SDL Studio,
LogiTerm) and get comprehensive reports that provide enhanced insight on production, productivity,
costs, and translation memory efficiency.
Consoltec Montreal, Québec, Canada
+1-833-356-9348
Email: info@consoltec.ca
Web: www.consoltec.ca

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 10

Smartling
Memsource

Memsource is a leading cloud-based translation
management system that enables global companies,
translation agencies and translators to collaborate
in one secure, online location. Internationally recognized for providing an easy-to-use, yet powerful CAT tool combined with a TMS, Memsource
processes two billion words per month from over
200,000 users around the world. Manage your translation projects in real-time in an intelligent platform that accepts over 50 file types and offers REST
API, out-of-the-box CMS connectors and powerful
workflow automation to save time and money. Join
localization professionals from around the world
who rely on Memsource to streamline their translation process. To start your free 30-day trial, visit
www.memsource.com.
Languages: All
Memsource Prague, Czech Republic
+420 221 490 441
Email: info@memsource.com
Web: www.memsource.com
Ad on page 25

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 2

Wordbee Translator
Web-based

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

XTM: Better Translation Technology
Multiple Platforms

XTM is a fully featured online CAT tool and
translation management system available as a
pay-as-you-go SaaS or for installation on your server.
Built for collaboration and ease of use, XTM provides a
complete, secure and scalable translation solution. Implementation of XTM Cloud is quick and easy, with no
installation, hardware costs or maintenance required.
Rapidly create new projects from all common file types
using the templates provided and allocate your resources to the automated workflow. XTM enables you
to share linguistic assets in real time between translators.
Discover XTM today. Sign up for a free 30-day trial at
www.xtm-intl.com/trial.
Languages: All Unicode languages
XTM International Gerrards Cross, United Kingdom
+44-1753-480-469
Email: sales@xtm-intl.com
Web: www.xtm-intl.com
Ad on page 33

Translation Services

Native into English
Medical Translation

Medical device, pharmaceutical, clinical trial texts
into UK, US English and more! Specialized in medical and technical fields, our native into English team
has earned an excellent reputation for translation
quality, terminology expertise and in-depth understanding of client goals and expectations. Since 1999,
we have provided a flexible, reliable, high capacity
service, with dedicated project managers, subject
matter expert translators and all the latest CAT tools
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and technology. What’s more, our rates and terms
are customer-friendly, with no surcharges for short
deadlines or complex texts guaranteed!
Languages: From all European and major Asian
languages to/from English
Albion Languages Budapest, Hungary
+3617933610
Email: info@albionlanguages.com
Web: http://albionlanguages.com

birotranslations

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: projects@birotranslations.com
Web: www.birotranslations.com
Ad on page 30

Translation Services Provider in SEE

Ciklopea is a leading provider of professional
language solutions specialized in translation,
localization and consulting, enabling companies
to reach, engage and support their global clients
and customers. Our linguistic products have been
developed to accommodate the specific requirements, dynamics and prospects of the life sciences, IT, software, technology and manufacturing
industries. Ciklopea is certified in accordance with
the standards ISO 17100:2015, ISO 9001:2008 and
ISO 27001:2013.
Languages: More than 30 languages
Ciklopea d.o.o. Zagreb, Croatia
+385-1-3751736
Email: sales@ciklopea.com, Web: www.ciklopea.com
Ad on page 28

GlobalWay Co., Ltd.

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

Asianlization with HansemEUG

With more than 180 trained in-house staff and
EN15038 and ISO9001 certification, HansemEUG
has become the largest LSP in Korea. Specialized
in Korean, Chinese, Japanese, Vietnamese, Thai,
Malay, Indonesian, MEA and African languages,
HansemEUG provides a one-stop solution with
a broad spectrum of language services including:
HQAS (Hansem Quality Audit Services) with a
medical advisory board, expedited services with inhouse 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 32

iDISC Information Technologies

iDISC, established in 1987, is an ISO 9001 and ISO
17100 certified language and software company
based in Barcelona with branches and teams in
Mexico, Brazil, USA, Argentina, 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 ontime production solutions that are cost-efficient,
flexible and scalable.
Languages: Spanish (all variants), Portuguese (all
variants), Catalan, Basque, Galician, Valencian,
K'iche', Quechua, Aymara, Guarani
iDISC Information Technologies, S.L. Barcelona, Spain
34-93-778-73-00
Email: info@idisc.com
Web: www.idisc.com

LinguaLinx Language Solutions, Inc.

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

LocaTran Translations Ltd., established in 2004,
is an ISO 9001:2008-certified company with its
headquarters in Shanghai, which is China's most
progressive city. As a team of dedicated professionals, we offer a range of translation and localization
services encompassing Chinese, Japanese, Korean,
Thai, Malay, Indonesian, Vietnamese and other
Asian languages in the diverse fields of marketing,
legal, IT, manufacturing, medical and many more.
We count Deloitte, AECOM, AIA, ARM, Samsung
as well as language service providers 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

62

April 2018

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 28

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 38

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 costeffective 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

The Polish Language Specialists

Wratislavia Translation House Sp. z o.o., established
in 2005, is an ISO 17100-certified company with
headquarters in Wrocław. We provide customized
translation services in large-scale projects for clients
worldwide. Our areas of expertise include IT and
new technologies, the automotive industry and many
more. We are experts in SAP translation — SAP systems, documentation and training materials. Since
2010 we have been a certified SAP Language Service
Partner. Our services are provided by an in-house
team of 15 translation professionals and numerous
freelance translators specialized in various industries.
Our experienced project managers, strict quality procedures and modern CAT tools allow us to deliver
high-quality service beyond our customers’ expectations in compliance with confidentiality policies.
Languages: Polish to/from major European languages
Wratislavia Translation House Sp. z o.o.
Wrocław, Poland, +48 71 33 50 510
Email: wth@wth.pl, Web: www.wth.pl
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The tool you want for your projects

memoQ

memoQ is a technology provider that has been
delivering premium solutions to the translation industry since 2004. For almost 15 years, memoQ has
been dedicated to delivering innovation through
diverse developments that today help hundreds
of thousands of freelance translators, translation
companies and enterprises worldwide. Having simplicity and more effective translation processes in
mind, memoQ combines ease of use, collaboration,
interoperability, and leveraging in one single tool.
Discover a new world with memoQ, and let our
team help optimize your translation processes and
make your business more successful.
Languages: All
memoQ
Budapest, Hungary
+3618088313
Email: sales@memoq.com
Web: www.memoq.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

SDL plc

SDL is the global innovator in language translation technology, translation services and content
management. Over the past 25 years we’ve helped
companies deliver transformative business results
by enabling powerful, nuanced digital experiences
with customers around the world. SDL is the leading provider of translation software to the translation industry and SDL Trados Studio is recognized
globally as the preferred computer-assisted translation tool of government, commercial enterprises, language service providers and freelance
translators..
Languages: All
SDL plc Maidenhead, United Kingdom
+44-1628-417227
Email: sdltrados.com/chat
Web:www.sdl.com or www.sdltrados.com

Educators:

We want to help you help your students

Help further your students’ understanding of the intersection of
language, technology and culture via articles written by experts
around the world. Provide them with a digital subscription to
MultiLingual with our compliments.

Contact us at subscriptions@multilingual.com to learn more
about utilizing MultiLingual in your classroom.
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The world’s #1 Localization Conference & Exhibition Series

“Digital Transformation”
Join the conversation in

Warsaw

6 - 8 June 2018

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

Learn more at
locworld.com/locworld37
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Takeaway

Seven imperatives
for worldwide digital
transformation
Donald A. DePalma

Donald A. DePalma is the chief strategy officer and founder of CSA Research.

What happens when most of your operations and customers
have gone online? Some corporate planners talk about datafication,
but I prefer calling it digitization. Both terms refer to the reality
that business has moved online — customers, channels, content,
code and competitors. And they’re moving elsewhere, too. People
are increasingly mobile, many connected by sensors and myriad
other devices, and everyone wants to communicate or transact
wherever they happen to be. While this digitization and ubiquity
represent the future for most enterprises, large and small, the reality is that many organizations today still struggle with executing on
this transformation. Studies find that major industries are less than
40% digitized.
How will digitization transform your organization? In most
cases, it will mean bringing and optimizing information online,
adapting and adopting technology to manage it, and making those
assets available across the enterprise. If you’re successful, you will
eliminate many of the data dead-ends and content silos that limit
the usefulness and availability of your organization’s information
resources. This digital transformation will force you to rethink internal
systems and processes, pry open databases and content management
systems, and educate your staff and suppliers in this new model.
While the digital transformation is a big mission on its own,
CSA Research’s data shows that it becomes even more challenging
once you factor in your international operations. Doing business
in multiple locales means that you’ll have to adapt core business
functions for those markets, along with the materials, supply chains,
transactions and user-generated content that support them.
But in all the discussion of content and the technology to manage
it, what often gets lost is the fact that most people typically focus
more on the “how” than on the “why.” Step back and think about what
it is you must accomplish — you use that technology to deliver your
content in a way that meets your business goals. We recommend seven
business imperatives for managing your digital transformation.

Communicate

Your mission is to converse with
your customers and partners, support
transactions and exchange information. A sophisticated stack of technology like the cloud, microservices and
heavy-duty content management
systems lets you do that, but you
still need to keep your eye on the
ball. Keep coming back to how these
mechanisms lead you to the outcomes
that matter, such as better customer
engagement, experiences and loyalty.

Transform

Before much of the information
driving that communication can
be consumed, it has to be adapted.
Why? The blunt reality of our digital
world is that content is often in the
wrong system, format or language.
The most common transformations
involve connections to get information out of the wrong system or file
into one that works for the task at
hand. Personalizing experiences
to meet customer expectations is
another critical adaptation. And of
course, translation and interpreting
are major transformations that
address the issue of “can’t read, won’t
buy” — our long-running research of
business-to-business and businessto-consumer buyers around the globe
underscores the critical importance
of adapting content for local needs.
April 2018
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Column
Automate

Information that you don’t
communicate because you don’t
have the time to transform it
into a form that your audience
understands cannot help you
advance your organization’s agenda.
Scrutinize your operations to
replace low-value human touches
with lights-out project management, and augmented translator
and reviewer tools that eliminate
tiresome and mind-numbing steps.
Intelligent automation based on
rules and machine learning can
help you scale operations to meet
customer expectations. Wherever
you can, make these transformations, including translation, easier
than it is today. Incorporate them
into your everyday business operations. Removing process friction
is a message that has resonated
in the corner office in the nearly
two decades that we’ve been
researching business globalization.

Interact

In this space 15 years ago, I
encouraged people to think about the
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“local eyes” consuming their products. That homophone for “localize”
is even more critical today as interactions have become both more local
and now vocal. Today’s mission is
to transform code and content for
consumption through any device,
through any of the human senses.
Invest in understanding how local
mouths, ears and touches will affect
your communication plans. Create a
strategy for how your company will
interact with its markets through
personal devices, the Internet of
Things, and a growing array of
cosmetic and prosthetic devices
that help people communicate in
their own and other languages.

Protect

Pay attention to the geopolitical
climate and plan for a future where
your claims are contested and your
systems hacked. Think about how
you can build confidence and trust in
your brand. Strive for security in your
processes, transactions and customer
database. Aim for integrity in your
messaging. As we’ve suggested since
our first report on business globaliza-

tion in 2002, you should find the most
rigorous directives and implement
them worldwide — for example, don’t
restrict General Data Protection
Regulation (GDPR) compliance to
Europe, but make it a worldwide
standard for your organization.

Execute

Create a sustainable business. In
everything you build, make sure that
you have a rigorous development
methodology. Stress test your systems
for reliability in all the markets in
which you compete. Invest in the
talent that will grow your company,
educating both your own staff and
your suppliers in your mantra of
communication and transformation.

Monetize

Unless your company is a
nonprofit, don’t act like one. It’s not
enough to simply survive, but you
have to thrive and grow. As your company continues its digital transformation, look hard at the opportunities it
creates and the dangers it exposes. For
some, it will mean growing by new
product lines or acquisition, others
will morph into new businesses.
From the back pages of Multilingual, what really encourages
me about digitization is that it
removes many of the obstacles to
localization — with so much information available online, the digital
transformation fully converges
with globalization. In our nearly 20
years of researching this market,
we’ve observed clear progress by the
service and technology sectors in
automating and optimizing information flows, but there’s still a long way
to go. Both your home and international markets are linked by shared
information needs, all of it accessible, analyzable and translatable
online. It’s up to you to stay focused
on how you can use these capabilities to transform your company for
the next decade or two. [M]
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Tomas Franc | Solutions Architect

Customized Language Tech?
It’s easier than you think.
As a Solutions Architect, I solve my clients’ unique globalization
problems by customizing language technology. I build customerspecific extensions to commercial localization tools.
I believe in a new, industry-wide approach to the typical CAT tool
architecture. A standardized way to create custom extensions
to online editors. Anyone will be able to add their own features
and use them across different CAT tools.
Let’s make it happen.

www.moravia.com
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