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Tutorials and sessions for beginners, to train you and your staff on basic 
practices and implementation techniques for creating international software

Reasons to Attend Include:

Learn recommended solutions to difficult problems or sophisticated require-
ments from industry leaders and experts in attendance
Find help from tool and product vendors to get you to market quickly and 
cost-effectively 

The Internationalization and Unicode® Conference (IUC) is the premier event covering 
the latest in industry standards and best practices for bringing software and Web applica-
tions to worldwide markets. This annual event focuses on software and Web globalization, 
bringing together internationalization experts, tools vendors, software implementers, and 
business and program managers from around the world. Expert practitioners and indus-
try leaders present detailed recommendations for businesses looking to expand to new 
international markets and those seeking to improve time to market and cost-efficiency of 
supporting existing markets. Recent conferences have provided specific advice on design-
ing software for European countries, Latin America, China, India, Japan, Korea, the Middle 
East, and emerging markets.

This highly rated conference features excellent technical content, industry-tested recom-
mendations and updates on the latest standards and technology. Subject areas include 
web globalization, programming practices, endangered languages and un-encoded scripts, 
integrating with social networking software, and implementing mobile apps. This year’s 
conference will also highlight new features in Unicode Version 6.3 and other relevant stan-
dards published this year.

REGISTER
EARLY

TO SAVE!

www.unicodeconference.org/ml

For up-to-date information or to register:
VISIT: www.unicodeconference.org/ml
E-MAIL: info@unicodeconference.org

Unicode and the Unicode Logo are trademarks of Unicode, Inc. 
All other marks are the property of their respective owners.
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WWe all want a better world. I’d say this 
is about the most universal philosophical 
truth about the human race you can 
come up with — we all want a better 
world (or maybe only 99% of us do) 
though we seem to have wildly differing 
ideas on what that means and the best 
way to get there.

Most of us agree that it has something 
to do with improving lives in some way. 
Improving a person’s ability to survive 
and have decent quality of life makes 
for a better world. Improving a person’s 
ability to connect with the world at 
large, to find deeper meaning in his or 
her place within it, makes for a better 
world. Language can be part of both of 
these things, helping with basic survival 

and also showcasing identity, family, 
community. The efforts of nonprofit 
translation companies such as the 
Rosetta Foundation and Translators 
without Borders (TWB) can help even 
with basic survival, as is laid out in our 
News Front section detailing some of 
the work TWB has done in the past year. 
It’s been fun to see various people get 
on board with the idea that language 
can save lives, including people outside 
the translation industry. Comedian and 
actor Eddie Izzard, for example, recently 
tweeted (and Facebooked) about TWB’s 
work, with a link to TWB’s donation page. 
No doubt this made him feel as if he was 
contributing to a better world; I know I 
felt that way just by liking his comment.

And of course this is the irony: 
sometimes people think they’re 
making the world a better place just 
by “raising awareness” or by jumping 
on a bandwagon, liking a page or 
commenting on something they approve 
of. Worst of all, getting into a long, 
drawn-out comment war with someone 
who obviously wants the world to go 
up in fiery, racist flames, and if you 
comment forcefully enough, you think, 
you will improve the lot of humanity.

Certainly it’s true that social media 
can help raise money and volunteers, 
and certainly it’s true that civil debate 
has changed minds and lives. But 
nonetheless, we may rely too much 
on our computer screens to “fix” 
everything; we still need real people 
doing real work, even where technology 
helps support them. We need people 
teaching in person, such as Becky 
Campbell, who is featured in this issue’s 
focus instructing Squamish. We also 
need the technology itself to take 
on the challenges presented by new 
languages, as Alicia Assini details in 
her article, or by new sections of the 
population, as Silvia Rodríguez Vázquez 
and Jesús Torres del Rey explain in their 
piece about making the web accessible 
for people with disabilities.

In theory, even the for-profit section of 
our industry can help better people’s lives 
(or at least their shopping experiences), and 
thus our Core Focus covers localization. We 
have practical localization tips dealing with 
search engine optimization, transcreation 
and rich media.

So, whether you believe the world is 
improved by commerce, by philanthropy 
or by increasing opportunities for those 
who are often marginalized, we have 
something for you. Happy reading!  W

Process
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Plunet BusinessManager 
The Management Solution for the Translation Industry
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BusinessManagement 
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Improving the world
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Both the weather and 
the welcome were very, 
very warm at the 20th 
World Congress hosted 
by FIT, the International 
Federation of Translators. 
Germany’s main translator 
and interpreter associa-
tion, the Bundesverband 
der Dolmetscher und 
Übersetzer, also helped 
to host this well-orga-
nized conference in Berlin 
from August 4-6, 2014. 

Over 1,600 attendees 
from the four corners 
of the globe met in the 

Henry Ford Building of Berlin’s 
Freie Universität. The conference 
reflected highly topical concerns 
in its title: Man vs. Machine? The Future 
of Translators, Interpreters and Termi-
nologists. Nearly 200 presentations, panel 
discussions and short seminars, and around 
40 poster sessions generated many lively 
discussions. Twelve sessions often ran si-
multaneously to meet the conference’s aim 
to offer something for everyone. 

The topics included legal, medical and 
community translation and interpreting; 

translation memory, machine translation, 
post-editing and cloud computing; stan-
dards and certification; terminology; proj-
ect management and working in a team. 
Marketing and building a professional 
profile featured prominently, along with 
the ability to adapt to shape the changes 
in the industry. The translation slam was 
particularly popular with participants. 

The conference opened with a video 

highlighting FIT’s 60th an-
niversary and history — FIT was 
founded in 1953 by French liter-
ary translator, Pierre François-
Caillé. His vision was of a proud 
profession united under one 
umbrella, across borders. Par-
ticipants from over 70 countries 
carried on that vision in Berlin.

President Marion Boers an-
nounced a new FIT Council reso-
lution at the opening ceremony. 
Appropriately, it was the First 
World War’s Centenary that very 
day, and the resolution called 
attention to the dangers faced 
by translators and interpret-
ers working in conflict zones. 
It seeks national governments’ 
support to protect them and 

respect their impartiality both during and 
after work in conflict zones. FIT is calling 
for a United Nations convention or a safety 
document on their behalf. 

Androulla Vassiliou, EU Commissioner 
for Education, Culture, Multilingualism and 
Youth, addressed the audience via video in 
her role as the Congress’ patron. She spoke 
of the European Commission’s funding 
for machine translation (MT) research and 
desire to modernize tools. Rather than man 
versus machine, we should think of the 
future of man with machine. The language 
sector is still expanding and creating jobs. 
She also drew attention to Erasmus+ and 
the Translating Europe Forum on Septem-
ber 18-19, 2014.

The keynote address was given by Patrick 
Twidle, director of interpretation at the 
Court of Justice of the European Union. His 
subject was “Interpreting European Law 
in 24 languages — Linguists and Lawyers 
at the Court of Justice of the European 
Union.”

According to Twidle, though the confer-
ence’s “Man vs Machine” title sounds like 
a landmark, we still have to reserve judge-
ment on the subject, and tensions exist 
between multilingualism and pragmatism. 

Twidle gave some background history, 
noting that the 1951 Treaty of Paris found-
ing the original European Coal and Steel 
Community, which evolved into the EU, 
was only drafted in French. At that time, six 
member states used just four official lan-
guages: French, German, Italian and Dutch. 

Within the Court of Justice of the European 

FIT celebrates 60th anniversary at World Congress
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FIT Presidnet Marion Boers at the opening ceremony.
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Union (CJEU), French has remained the work-
ing language of the court since 1952, though 
English is the main working language of the 
European Commission. Judges’ secret delib-
erations still take place in French. All court 
documents have to be available in French, 
though any of the 24 EU languages can be 
the language of the proceedings. It is rare 
that all languages have to be used, but a 
number of languages may be used in any 
case. The potential language combina-
tions continue to grow with each new EU 
member.

Proceedings are further complicated 
by different legal customs — Napoleonic 
law, English law or a mixture. Protecting 
the rights of the defendant remains para-
mount in all cases. Every case requires a 
considerable amount of translation work 
and interpretation. Half of the CJEU’s 
staff are linguists — 1,000 are employed as 
translators or interpreters. Rulings are also 
translated and may be published afterward. 

Interpreters provide oral interpretation, 
while translators provide translations of 
written proceedings, and the two groups 
are quite separate. There is one essential 
difference, however: the translators are all 
qualified lawyers, meaning they must have 
a qualification from their national legal 
system. They have to be able to explain 
their national legal system’s concepts. By 
contrast, legal interpreters do not have to 
be lawyers. 

Interpreters are given preparation time 
and access to court documents. They 
are bound by the strictest secrecy before 
and during cases. To guarantee justice, 
interpreting of the highest quality is 
indispensable.

In many ways, the system has managed 
to cope with the EU’s enlargement and 
maintain quality against all odds. There are 
various points to consider that can affect 
quality. Sometimes cases have to be heard 
in a hurry, for example. It generally takes 
six months from registration to judgment. 
Action has to be taken faster in some cases 
— as in the freezing of a terrorist’s assets. 
This can mean that there is very little writ-
ten procedure to help the interpreters deal 
with the case.

Quality in legislation is important, and 
laws are drafted by committee, often in a 
second or third language for some mem-
bers. Ambiguity can often be revealed in 
disassembling or reassembling a transla-
tion. There can be 28 different legal inter-
pretations; 28 different assumptions about 
what can be left unsaid. 

Some texts can have a dozen different 
interpretations — there is no single au-
thentic version. All versions are considered 
authentic. Often, legal argument hinges on 
one version versus another. Twidle said that 
“it is perhaps surprising to note that the 
system functions not only well, but that it 
functions at all.”

Twidle also referred to an Oxford study 
entitled “The Future of Employment: How 
Susceptible are Jobs to Computerisation?” 
Interestingly, our profession is statistically 
less susceptible to computerization than 
many of the over 700 analyzed — and, most 
notably, less likely to be taken over than 
the role of a legal clerk.

In summary, Twidle commented that 
technology has made it possible to use 24 
languages today. Technology’s future im-
pact is unknown. However, he stressed that 
all related decisions will be undertaken by 
humans in light of the importance of deliv-
ering justice effectively and fairly.

On day two, Ralf Lemster of the BDÜ 
chaired a panel discussion entitled “Ma-
chine Translation — Blessing, Curse, or 
Something in Between?” He invited an in-
formed panel of industry experts to discuss 
the subject “without excessive emotion and 
without fear.” Diverse views were aired. MT 
is here to stay, but it does not work without 
human translators. Professional translators 
are needed in research laboratories to move 

the focus from the machine to the user. 
The audience expressed concerns about the 
impact of technology on rates, confidenti-
ality, liability and professional status.

The main social and networking event 
of the FIT Congress took place on Tuesday 
evening. FIT’s 60th anniversary was of-
ficially celebrated with a party and culmi-
nated in the release of blue balloons high 
into the evening sky. 

A series of awards were made at the 
closing ceremony. For the first time, there 
was an award sponsored by the UK’s Insti-
tute of Translation and Interpreting for sci-
entific and technical translation. The main 
award went to Norwegian translator Beate 
Christiansen for her outstanding contribu-
tion to the profession. She stated that “the 
world would fall apart without translation. 
We should take heart in this.”

Finally, the time came for Marion Boers 
to officially hand over the FIT presidency. 
The new FIT president is Henry Liu of New 
Zealand. His newly elected council will 
govern FIT from 2014 to 2017. The next 
FIT Congress will be held in the southern 
hemisphere, in Brisbane, Australia, in 2017. 

Many freelancers at the FIT Congress 
spoke of feeling inspired simply to be 
among so many like-minded colleagues. 
The FIT Congress provided a valuable plat-
form to share knowledge, ideas, concerns 
and challenges.

http://www.xtrf.eu
http://www.xtrf.eu
http://www.multilingual.com
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The nonprofit organization Translators 
without Borders (TWB) hit the milestone 
of translating 20 million words on Sep-
tember 3, 2014, the day after TWB presi-
dent Lori Thicke gave an interview on BCC 
World Service talking about TWB’s trans-
lation of Ebola-related health information 
into Hausa.

In August, TWB reported that it was 
assisting the Center for Disease Control 
(CDC) to provide critical preventative 

information on the Ebola virus in local 
West African languages as well as French. 
The local language fact sheets are being 
used by the CDC to fight against the deadly 
outbreak affecting communities in Sierre 
Leone, Liberia and Guinea.

The CDC fact sheets are specifically used 
for affected populations. Their objective is 
to inform and educate people about the 
Ebola virus, what they can do to protect 
themselves, how to recognize symptoms, 
effective treatment and more. 

The past year has been a busy one for 
TWB; it doubled its output of translated 
words from 10 million. The first 10 million 
took over two years to achieve, after scaling 
up from a much smaller operation begun 
by its sister company Traducteurs sans Fron-
tiers, which was founded by Thicke in 1993.

In January, TWB’s Words of Relief pilot 
took flight with support from the Hu-
manitarian Innovation Fund. The Words of 
Relief team is based in Nairobi, Kenya. Even 
just within Kenya, there are a number of 
regional disasters that can and do occur. 
These disasters range from fire, drought, 
famine and ethnic conflicts to landslides 
and mudslides. It is for this reason that 
Words of Relief is building a spider network 
of rapid responders who can translate from 
English or Swahili into 11 Kenyan regional 

languages in geographic areas prone to 
disaster. 

Words of Relief itself is a crisis relief 
network intended to improve communica-
tion when the crisis-response aid workers 
and affected populations do not speak 
the same language. It is a tool to be used 
prior to a crisis (when there is a warning of 
impending crisis), during the first 72 hours 
and then in the three months following 
the initial crisis. The network focuses on 
translating key messages into 15 world 
languages before crises occur (the pilot will 
focus on Swahili and Somali); building a 
spider network of diaspora who can trans-
late from one of the 15 world languages 
into regional languages and who are 
trained to assist right away; and creating 
a crowdsourced application that connects 
the translation team with aid workers and 
data aggregators who need immediate 
help. This application is called the Words 
of Relief Digital Exchange (WoRDE), and it 
is funded by the Microsoft Technology for 
Good grant program.

WoRDE is a real-time, interactive trans-
lation cloud-based platform designed to 
support disaster response efforts during and 
after humanitarian crises. It is intended as 
a simple, collaborative translation platform, 
connecting aid workers, aggregators and 

10th International Conference on Language
Transfer in Audiovisual Media

Languages
& The Media

November 5th – 7th, 2014
Hotel Radisson Blu, Berlin

www.languages-media.com

Smart Technologies • Smart Translations

TWB tackles Ebola and crises relief network in its busiest year yet

The 11th 
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for Machine

 Translation in 
the Americas

amta2014.amtaweb.org

2014

October 22-26

AMTA
Association for Machine Translation in the Americas

Vancouver, BC
Canada
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translators via multiple communication for-
mats. TWB volunteer translators can then 
provide their expertise by providing rapid, 
relevant translation to increase the reach 
and value of first responders.

While there are various cloud-based 
translation applications available, none are 
designed specifically for the high-pressure, 
high-speed and low-bandwidth disaster 
response market. WoRDE should be simple 
enough for aid workers to use, and also 
work for translators trying to respond 
quickly. It also must work with a variety 
of source content — everything from so-
cial media messages and SMS messages 
to longer-form public service announce-
ments. WoRDE is designed specifically for 
three groups, including first responder aid 
workers who will be in the field and thus 
lacking in robust connectivity. It is also 
designed for humanitarian data aggre-
gators and country officers who assist first 
responders virtually, and for crisis translation 
teams working together, albeit virtually.

To develop WoRDE, TWB met with several 
teams at Microsoft, including the 4Afrika 
team in Nairobi that is supporting local 
developers, and a team from Microsoft 
headquarters in Redmond that visited TWB’s 
Nairobi facilities. The tool will use several 
key Microsoft technologies, including Azure 
and Microsoft Translator. Additionally, 
with expert help from Microsoft, TWB in-
structed its local translators on training the 
Swahili engine, which is a key component 
of the final tool. TWB also have met with 
its humanitarian partners and third-party 
technology providers who will contribute to 
the project. 

Initial work focused on identifying the 
need among aid workers. Words of Relief 
and WoRDE have received input from a 

wide range of organizations, including In-
ternews, the Inter Agency Working Group 
on Disaster Preparedness for East and 
Central Africa (IAWG) in Nairobi, Mede-
cins sans Frontieres (MSF), Frontline SMS, 
Ushahidi, RedR, Oxfam, IFRC, Info4Disas-
ters, UNHCR, The Sphere Project, the East 
Africa Regional Communications Group, 
UNICEF, WFP, UNOCHA, the Kenya Red 
Cross, Humanity Road, BBC Media Action, 
CARE, Standby TaskForce, the National Di-
saster Operations Center (NDOC) and the 
National Drought Management Authority 
(NDMA) of the Kenyan government.

The most important feedback TWB 
received was that the issue of communi-

cating with affected populations is truly a 
problem. First responders will often sweep 
the problem aside because they do not 
have a useful solution that they can deploy 
quickly. 

In June, TWB discussed Words of Relief 
at various events such as BBC Media Ac-
tion Training, AidexAfrica Conference, the 
Inter Agency Working Group on Disaster 
Preparedness and National Disaster Op-
eration Center of the Kenya government 
(NDOC). 

As of September, the project had already 
overseen the translation of nearly 100,000 
words into Swahili and about 25,000 words 
into Somali.

Left: Words of Relief project manager Phoebe 
Maina, Above: The TWB website features 

a word counter that passed 20 million on 
September 3, Right: The design for WoRDE 

is currently underway, as seen in this simple 
design schematic.

http://www.multilingual.com
http://www.beyondsoft.com
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Across Systems revises website
Across Systems GmbH, a manufacturer 

of corporate translation management 
systems, has published a redesigned 
website with a fully revised content 
structure area to facilitate the naviga-
tion and retrieval of information.
Across Systems GmbH & Inc www.across.net

New look for EQHO
EQHO Communications, a provider of 

localization solutions, has launched a new 
company website featuring a resource 
hub containing best-practices guides, case 
studies, articles, blogs and a voiceover 
demo section containing demos for over 
50 languages.
EQHO Communications www.eqho.com

7Brands website redesign
7Brands, a provider of translation ser-

vices, has redesigned its website. The new 
design is intended to improve previous 
version features.
7Brands www.7brands.com

CSOFT opens US headquarters
CSOFT International, Ltd., a provider of 

localization, testing and software devel-
opment, has established its US headquar-
ters in San Francisco’s financial district.
CSOFT International, Ltd. www.csoftintl.com

Updated website for 
Language Services Associates

Language Services Associates, Inc., a 
provider of language translation and 
interpreter services, has launched a new 
website. Site features include live chat 
capabilities, real-time social media inte-
gration and a resources section.
Language Services Associates, Inc.  
www.lsaweb.com

People

LinguaSys adds director of 
worldwide OEM sales

LinguaSys, Inc., a provider of multilin-
gual human language technologies, has 
hired Denny Adams as director of world-
wide OEM sales. Adams has more than 25 
years of experience in technology sales, 
management and business development.
LinguaSys, Inc. www.linguasys.com

Resources

Reports on translation management 
systems, intro to video localization

Common Sense Advisory, Inc., an inde-
pendent market research firm specializ-
ing in the language service industry, has 
created a report clarifying the types of 
translation management systems avail-
able and assisting technology buyers in 
identifying the correct subcategory of 

system that best addresses a particular 
business case.

“Translation Management Systems for 
Enterprises and LSPs” also discusses gen-
eral technology and process innovation 
trends that affect technology decisions 
for enterprises and language service 
providers.

“Press Play: Quick Introduction to Video 
Localization” covers seven fundamental 
areas: determining the usefulness of a 
video for international markets; vetting 
suppliers; educating content creators; 
creating a feedback process for adapting 
video content for local markets; manag-
ing workflow; defining quality; and sav-
ing money.
Common Sense Advisory, Inc.  
www.commonsenseadvisory.com

Products and Services

Plunet BusinessManager 6.0
Plunet GmbH, a provider of business 

management software for translation 
services and agencies, has released Plunet 
BusinessManager 6.0. The latest version 
offers an optimized interface design, work-
flow automation and rights management.
Plunet GmbH www.plunet.com

Translation Memory Retrieval System
UM Ventures, a joint initiative of the 

University of Maryland, Baltimore and Col-
lege Park to commercialize technologies 
and expand industry collaboration, are of-
fering licensing for the Translation Memory 
Retrieval System. Michael Bloodgood and 
Benjamin Strauss, technology research-
ers at the University of Maryland’s Center 
for the Advanced Study of Language, 
developed an algorithm for more power-
ful computer-aided translation software 
designed to produce translation examples 
by enabling translation memory systems to 
better identify relevant matches.
UM Ventures www.umventures.org

KantanMT adds  
Wordfast file capability

KantanMT, a subscription-based ma-
chine translation service, has added a new 
capability enabling KantanMT members to 
upload Wordfast translation memory (TM) 
files directly into KantanMT accounts.
KantanMT http://kantanmt.com

OnDemand Translation
thebigword, a provider of technology-

enabled language solutions, has introduced 

http://www.across.net
http://www.eqho.com
http://www.7brands.com
http://www.csoftintl.com
http://www.lsaweb.com
http://www.linguasys.com
http://www.commonsenseadvisory.com
http://www.plunet.com
http://www.umventures.org
http://kantanmt.com
mailto:news@multilingual.com
mailto:info@vistatec.com
http://vistatec.com
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OnDemand Translation, an online transla-
tion solution for everyday projects and dy-
namic content, such as social media, blogs 
and internal communications. The service is 
designed for content with a word count of 
fewer than 1,000 words.
thebigword www.thebigword.com

Clients and Partners

SDL selected by Dometic Group
SDL, a provider of global customer ex-

perience management, has been selected 
by Dometic Group, a provider of leisure 
products for caravans, motor homes, au-
tomotive, truck and marine markets, to 
support its global customer experience 
strategy.
SDL www.sdl.com

Welocalize partners with  
Precision Translation Tools

Welocalize, a provider of integrated glo-
balization services, is expanding its enter-
prise machine translation service portfolio, 
weMT, by developing and deploying an 

internal adaption of Moses using propri-
etary and other components from Precision 
Translation Tools, a provider of tools and 
services for building, deploying and operat-
ing statistical machine translation systems.
Welocalize www.welocalize.com
Precision Translation Tools  
www.precisiontranslationtools.com

Akorbi chooses Plunet
Akorbi, a provider of linguistic, staff-

ing and technology services, has replaced 
its web-based platform for business pro-
cess and translation management with 
BusinessManager developed by Plunet 
GmbH, a provider of business manage-
ment software for translation services 
and agencies.
Akorbi www.akorbi.com
Plunet GmbH www.plunet.com

MemSource and Safaba  
combine technology

MemSource Technologies, a developer 
of cloud translation software, and Safaba 
Translation Solutions, a provider of auto-

mated translation solutions, have entered 
a technology partnership. The joint solu-
tion allows access to Safaba’s machine 
translation (MT) technology from within 
Memsource Cloud and support of all ad-
vanced MT analytics features such as the 
post-editing analysis.
MemSource Technologies  
www.memsource.com
Safaba Translation Solutions  
www.safaba.com

XTRF part of Localization  
Project Management course

XTRF Translation Management Systems 
sp. z o.o. and the Monterey Institute of 
International Studies (MIIS) have part-
nered to bring XTRF software into the 
classroom. MIIS will include XTRF in its 
Localization Project Management course, 
part of the Translation and Localization 
Management program.
XTRF Translation Management  
Systems sp. z o.o. www.xtrf.eu
Monterey Institute of International Studies 
http://go.miis.edu/tlm

http://www.thebigword.com
http://www.sdl.com
http://www.welocalize.com
http://www.precisiontranslationtools.com
http://www.akorbi.com
http://www.plunet.com
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http://www.safaba.com
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http://go.miis.edu/tlm
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Want more industry- 
related information?

 
Participate in  
discussions about  
the global language  
industry: 
www.multilingualblog.com

Find language industry 
companies in 48 categories: 
www.multilingual.com/ 
industryResources

Follow us on:
www.twitter.com/ 
multilingualmag

www.facebook.com/ 
multilingualmagazine

October

Brand2Global
October 1-2, 2014, London, UK.

The Localization Institute, http://brand2global.com

IV International Conference  
Translating Voices, Translating Regions

October 2-4, 2014, Durham City, UK.
Centre for Intercultural Mediation, Durham University 
www.dur.ac.uk/cim/events/tvtr

MedTranslate 2014
October 3-5, 2014, Freiburg im Breisgau, Germany.

GxP Language Services, http://ow.ly/B0Ksj 

Elia Networking Days Tuscany
October 5-7, 2014, Tuscany, Italy.

ELIA (European Language Industry Association) 
              www.elia-association.org/index.php?id=ndtuscany

Localization Project Management Certification
October 6-7, 2014, Seattle, Washington USA.

The Localization Institute 
http://localizationinstitute.com/index.cfm?page=certification

Loc Kit Software Localization Conference
October 10, 2014, Moscow, Russia.

All Correct Localization, http://lockitconf.com

LavaCon Conference on  
Content Strategy and User Experience

October 12-15, 2014, Portland, Oregon USA.
LavaCon, http://lavacon.org/2014

KATS International Conference
October 17-18, 2014, Seoul, Korea.

Korean Association of Translation Studies, Ewha Womans University  
http://translationstudies.or.kr

Information Development World
October 22-24, 2014, San Jose, California USA.

The Content Wrangler, Content Rules 
www.eiseverywhere.com/ehome/86671

AMTA 2014
October 22-26, 2014, Vancouver, BC, Canada.

Association for Machine Translation in the Americas 
http://amta2014.amtaweb.org

Translation Technology Terminology Conference
October 23-24, 2014, Bled, Slovenia.

Iolar, www.ttt-conference.com

6th Asian Translation Traditions Conference
October 23-25, 2014, Diliman, Philippines.

University of the Philippines, http://asiantranslation6.up.edu.ph

TAUS User Conference
October 27-28, 2014, Vancouver, BC, Canada.

TAUS, www.taus.net/taus-annual-conference-2014

Localization World Vancouver
October 29-31, 2014, Vancouver, BC, Canada.

Localization World Ltd., www.localizationworld.com

METM14
October 30-November 1, 2014, Madrid, Spain.

Mediterranean Editors and Translators, http://bit.ly/UxGPyz

Connecting your vision, 
technologies and 

customers.

www.star-group.net
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TRANSLATA II
October 30-November 1, 2014, Innsbruck, Austria.

University of Innsbruck, www.translata.info

November

38th Internationalization & Unicode Conference
November 3-5, 2014, Santa Clara, California USA.

Object Management Group, www.unicodeconference.org

China Workshop on Machine Translation
November 4-6, 2014, Macau, China.

University of Macau 
www.cis.umac.mo/cwmt2014/en/index.html

Languages & The Media
November 5-7, 2014, Berlin, Germany.

ICWE GmbH, www.languages-media.com/index.php

55th ATA Conference
November 5-8, 2014, Chicago, Illinois USA.

American Translators Association, www.atanet.org/conf/2014

Help & Localization Conference
November 6, 2014, Helsingør, Denmark.

Write2Users, http://ow.ly/B0Lev

tcworld 2014 - tekom
November 11-13, 2014, Stuttgart, Germany.

tekom, http://ow.ly/B0LlT

ALTA 2014
November 12-15, 2014, Milwaukee, Wisconsin USA.

American Literary Translators Association, www.alta2014.org

think! India
November 21, 2014, Bangalore, India.

Globalization and Localization Association 
www.gala-global.org/think-india

Translating and the Computer 36
November 27-28, 2014, London, UK.

Asling, www.translatingandthecomputer.com

Nordic Translation Industry Forum
November 27-28, 2014, Helsingør, Denmark.

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

December

Gilbane 2014
December 2-4, 2014, Boston, Massachusetts USA.

Bluebill Advisors Inc., Information Today, Inc., http://ow.ly/B0LBV
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http://www.unicodeconference.org
http://www.cis.umac.mo/cwmt2014/en/index.html
http://www.languages-media.com/index.php
http://www.atanet.org/conf/2014
http://ow.ly/B0Lev
http://ow.ly/B0LlT
http://www.alta2014.org
http://www.gala-global.org/think-india
http://www.translatingandthecomputer.com
http://ntif.se
http://ow.ly/B0LBV
http://www.multilingual.com
mailto:info@eqho.com
http://www.eqho.com
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W content creators and managers discern the difference between 
what is a local expectation versus a blatant attempt at misin-
formation?

In some cases, the difference — or sometimes lack thereof 
— is made clear through specific actions taken by the source 
of the information, whether it’s a government or some other 
entity. Let’s take a look at one such specific case, known as 
China’s “nine-dash line” that appears on any map produced by 
the Chinese government. 

The nine-dash line first appeared on Chinese maps as an 
eleven-dash line prior to the formation of the People’s Repub-
lic of China (PRC) in 1949. After the formation of the PRC, the 
line was revised to be nine dashes that were meant to define 
China’s sovereignty over the majority of the South China Sea 
area. As such, it implied that highly disputed islands in the 
sea, such as the Paracel Islands and Spratly Islands, are wholly 
within the sovereign territory of China. Naturally, this depic-
tion on maps has been met with fierce opposition by parties 
that oppose this assertion, such as Vietnam, the Philippines, 
Malaysia, Brunei and Indonesia, all of which have lodged 
official complaints against China. In 2009, China submitted its 
map with the nine-dash line to the United Nations to assert 
their claim over the South China Sea and this was immediately 
answered with more official protests. 

As many academics and international law experts will confirm, 
China’s nine-dash line is in violation of any legal precedent, and 
it is certainly contradictory to the United Nations Convention of 
the Laws of the Sea (UNCLOS), which China itself signed in 1996. 
So what exactly is the purpose of this odd cartographic artifact 
that’s existed on Chinese maps for decades? 

Interestingly enough, in June 2014, the international court 
at The Hague posed a similar question to China, in response to 
the Philippines’ latest protest against China’s increasing activity 
in the region. The Hague requested that China provide written 

We all anticipate and expect change in this 
world — empires rise and fall, fortunes come 
and go, and people migrate from one place to 
another. Usually these cycles move along at 
their own random pace according to the natural 
course of history, but for some that pace just 
isn’t in the right direction, nor does it result in 
the desired outcome.

This happens with many governments that decide mere 
negotiation for their geopolitical aspirations isn’t adequate or 
satisfying enough for their purposes. This may happen after they 
have attempted to resolve a territorial dispute or some other 
form of conflict, for example. What is a government to do? They 
could potentially accelerate a resolution by making concessions 
and compromising, or they could concede their claims and move 
on to other concerns. Or they could even decide to utilize mili-
tary force to solidify their position once and for all. This latter 
option is usually a last resort, and is certainly a complicated and 
dangerous course of action in today’s world. 

So instead of engaging in direct negotiation with the 
appropriate parties, making concessions or going to war to 
change the real-world status, an alternative method is to use 
information to alter the public perception of the issue. This is 
often labeled as “propaganda,” but in today’s rich environment 
of information production and consumption, the term propa-
ganda doesn’t fully encapsulate the dynamic at work. This is 
really a battle for the mindshare of the public, not only in the 
local country under the government’s jurisdiction but also in 
the global audience.

I’ve discussed the complexities of maps as content in this 
column before, and as a reminder here, maps are a special 
type of content that require a different type of management. 
While map labels can be localized for legibility, the real issue 
is whether or not the depiction itself is altered to conform to 
a local expectation. Is it propaganda when a specific locale 
demands that certain images, words and/or facts are altered 
to match what is culturally acceptable to them? How do we as 

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

Off the Map Kate Edwards

Propaganda vs preference

mailto:editor@multilingual.com


www.multilingual.com October/November 2014  MultiLingual  | 17

Column
evidence by the end of 2014 to demon-
strate on what legal and historical basis 
it has continued to assert its sovereignty 
over the entire South China Sea, as 
consistently reinforced by the nine-dash 
line. China has already refused to meet 
the legal challenge posed by the Philip-
pines. However, in 2010 a spokesperson 
for China’s Minister of Defense stated 
that “China has indisputable sovereignty 
of the South Sea and China has suffi-
cient historical and legal backing,” so The 
Hague is actively calling out their claims.

And then adding further to the ten-
sion, in June 2014, China released a new 
version of its official map apparently 
revised in 2013, at first given only to its 
own military forces and thus remaining 
something of a mystery. But eventu-
ally the new map was revealed and 
the long-standing but unsubstantiated 
nine-dash line has now become the ten-
dash line — one extra dash added just to 
the east of Taiwan to further emphasize 
China’s claim over that island, in addi-
tion to its South China Sea claims. This 
latest version of the Chinese map and its 
ten-dash line drew wide criticism from 
across Asia, for the brashness being 
demonstrated by China’s government 
while apparently being unwilling to 
engage in diplomatic dialogue.

So is this a case of propaganda or is 
it a matter of satisfying local expecta-
tion and perception? The reality is that 
this is a case of both. The fact that the 
nine-dash (or now ten-dash) line is 
unsupported makes it something of a 
historical fiction that is perpetuated via 
cartography. And yes, that same histori-
cal fiction is an integral part of China’s 
perception of its own territorial and 
cultural destiny.

In this specific example, regardless of 
the broader question of the intent of 
this position, it must be understood that 
the government of China maintains very 
strict policies pertaining to the depic-
tion of its territorial sovereignty. The 
Chinese government has been known 
to take swift action against companies 
and organizations that neglect its local 
expectations and fail to represent its 
perceived territories as wholly Chinese. 
This includes the South China Sea and 
Taiwan but also several other geopoliti-
cal issues such as the disputed Sen-
kaku Islands, the Aksai Chin portion of 
Jammu and Kashmir, and most of the 
Indian state of Arunachal Pradesh.

The reality of global-facing content 
and the inherent information geopoli-
tics of maps is that they often serve as 
a tangible surrogate for the intangible 
extent of geographic territory. A gov-
ernment will not very likely threaten 
military action because of a company’s 
cartographic error, but it’s certain that 
they will be ready to defend the percep-
tion of their sovereignty in front of a 
global audience.

The resulting challenge for content 
managers and companies that wish to 
be locally compliant is being able to 
discern for themselves to what extent 
they’ll be enabling potential misinfor-
mation. Most corporate entities tend 
to ignore this issue by simply providing 
what the local information consumer 
really wants: the world depicted as they 
expect it to be. Whether that expecta-
tion is curated by their local govern-
ment, by cultural tradition or by some 
other force becomes rather irrelevant, as 
the company’s mission is to deliver con-
tent to an information-hungry world.

Thus we’ve seen the notion of 
blatant propaganda slowly evolve into 
something of an acceptable means 
to manage the distribution of global 
content to diverse cultures with diverse 
expectations. This is important as we 
aim to be respectful of local differences, 
but it’s also critical that we remain very 

conscious of the messages we’re allow-
ing to be conveyed via our companies 
and content channels. Without a certain 
level of discernment and curation, the 
boundary between truth and fiction 
becomes severely blurred.  M

A Central Hub for Full Localization Automation.
-Translation Business Management System
www.TBMSystem.com

Visit us online at www.ECInnovations.com

Tel: +1(312)863-1966    Email: info@ECInnovations.com

Your experts in translation and localization since 1997

Figure 1: A line of dashes marks 
territory China considers its own. 
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A when receiving a compliment to respond, “Oh, this old thing? 
Why, I bought it the last time I was in Monte Carlo, darling.” 
But beyond the foreign-country-cool factor, it’s hard to get 
me to go in a physical store, particularly around Christmas 
or other traditional shopping seasons. I hate driving, I hate 
parking, I hate crowds. I worked retail through grad school and 
genuinely think I could live the rest of my days without ever 
seeing the inside of a mall again.

Of course those are my own personal reasons to shop online. 
A friend who’s a new mother does it so she doesn’t have to 
get the baby out. Another friend does it to get the frequent 
flier miles. I won’t pry into the typical American living room, 
bedroom or wherever else people are when they purchase. Let’s 
just say that for whatever reason, US online shopping is on the 
rise, whereas in-store shopping is not.

Not all these people will speak English — it is incorrect to 
assume that just because someone doesn’t speak English that 
they don’t also have a busy life. Nor is agoraphobia just for the 
English-speaking world. Hispanics and others are new moth-
ers, too. For limited-English proficient (LEP) shoppers there’s an 
additional factor driving online versus in-person retail: while 
I as a native English speaker may not like to ask an attendant 
for help, for LEPs it may be downright impossible. Even if a 
store has a telephone interpreting line available, customers 
may not know it. Heck, store associates may not even know 
it. Associate education on what to use and when to use it is a 
whole other issue — at what point do you break out the billed-
by-the-minute telephone line and when do you stick to your 
high-school-Spanish-level hola?

We have to realize that when we talk about the United 
States’ transition to online shopping, we talk about a multicul-
tural United States, a multilingual United States whose needs 
our industry meets by localizing websites — albeit well or 
poorly — into whatever language demographic the retail stores 
feel will make them money back in manifold.

According to Kentucky business magazine The 
Lane Report, retail sales in the United States have 
been at a standstill for the past 36-plus months. 
What has been growing in America economically, 
however, is online retail, which the magazine’s 
May issue claims saw 16% growth in the fourth 
quarter of 2013. 

It doesn’t take Sherlock Holmes to surmise that the localiza-
tion of e-commerce and other retail websites is resultingly on 
the rise. And it doesn’t take reading my column long either — a 
few months ago I wrote on a similar topic when I discussed how 
Smartling and comparable technology are shifting our industry.

But something new to “Macro/Micro,” and a reason to keep 
reading, for all you skimmers out there, is how the changing 
face of both on-site and online retail affects interpreting.

Interpreting, you say? Why yes, interpreting. Over-the-phone 
or telephone interpreting, to be more specific. Right now, the 
way that US retail intertwines with interpreting is — at its most 
stereotypical — this: You speak Spanish. You walk into Lowe’s 
or Home Depot to return something. The English-only speak-
ing cashier can’t understand you, so she calls up an over-the-
phone interpreter to intervene.

There are other scenarios, of course — other languages, other 
situations, other stores. But bare bones, most retail interpreting 
usage is in the store and over-the-phone. 

Personally, I’m trying to remember the last time I stepped 
into a physical store that didn’t sell food, laundry detergent 
or bourbon. I do shop when I business travel because it’s fun 

Terena Bell is CEO of In Every Language. She formerly served on the GALA 
board and currently serves on the White House Business Roundtable.

Macro/Micro        Terena Bell

Interpreting retail
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The trick about websites, though, is 
that they have content. There are words 
on there and with those words come 
phone numbers. When I click on the 
phone number on a Spanish-language 
site, it should dial straight to a Spanish-
speaking representative. Easily done. 
So many stores have Spanish-speaking 
workers or bilingual call centers that so 
long as your translator is appropriately 
localizing those numbers too — and not 
just blindly moving words from one lan-
guage to another — there’s little excuse 
for this not to happen.

But, as those of you who read often 
already know, I like to look beyond the now.

What I see for the future of the 
United States is a bevy of boutiques 
that localize ads for their loot into a 
whole reading rainbow of languages. 
Kentucky, a rural state, has residents 
who speak more than 100 differ-
ent languages. And unless they live 
in a forest glen with its own magical 
gifting tree, people in all 100 of these 
language groups have to buy things. 
They buy groceries and housewares and 
gardening supplies and clothing and 
everything else stores have for sale. But 
try finding a bilingual assistance center 
for Swahili. Or hiring a minimum wage 
sales associate who also happens to 
speak Igbo. Meeting language needs 
outside of Spanish is a bit more dif-
ficult, no me digas?

Enter the merger of translation 
and interpreting. What if, when an 
LEP called a store from a link on its 
in-language website, the website’s 
cookies were programmed to let the 
call center know which language the 
caller was viewing the website in? 
When we talk about online shop-
ping, a cardinal rule is that whatever 
language you start shopping in should 
be the same language you’re able to 
finish shopping in. Secondly, be it 
in-store or online, all customer service 
savvy stores want is what’s called 
“the seamless shopping experience.” 
In other words, from the moment you 
enter their location or site, nothing 
should go wrong until you leave. The 
store may not be a magical gifting 
tree, but its internal customer service 

spell should not be broken.
Right now, when you call an inter-

preter — depending on the interpret-
ing provider — you reach either a live 
operator or a push-this-push-that 
system. So even if a website is localized 
to ring directly to an interpreter, unless 
that site is in English or Spanish, more 
often than not the number rings a call 
center or a voice-automated recording. 
But what if website localization got 
smart enough, and interactive enough, 
to forgo the “Thank you for calling 
Company X, which language can I help 
with today” phase? Isn’t it a bit more 
seamless to just jump straight to the 
language of need?

But the trick is, right now localiza-
tion and interpreting aren’t talking 
to each other. These two sides of our 
industry don’t even share most of the 
same associations or events. Even in 
companies like my own where both 

services are offered, they’re generally 
sold by separate staff and operations 
are overseen by different project 
managers. We’re not going to come 
up with this or other innovative ways 
to bring the two together while they 
continue to live apart. Maybe that 
whole seamless shopping experience 
idea should start with our own cus-
tomers first.

It may sound like a lot of hocus-
pocus, but it’s got to be easier than we 
think to bring the two together. Most 
laypeople don’t even know what the 
difference between translating and 
interpreting is, much less care that the 
two are separate but equal industries. 
They just want their problem fixed and 
that problem is how to create a seam-
less experience for their customers in 
every language.

So who wants to wave their magic 
wand first and help me create it?  M
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take place within separate channels specific to languages and 
regions, or whether it’s better for you to interact within your 
main English channel and simply reply in other languages, 
when appropriate. In order to determine the answer,  you’ll 
need to ask yourself a series of questions.

 If every other comment on your English Facebook page is in 
Spanish, then you have an obvious need to expand and create a 
separate Facebook page for your Spanish speakers. The situation 
isn’t usually that obvious, though, and will generally require 
further investigating in order to make a thoughtful decision. 

The first order of business is finding out where people are 
talking about your product in languages other than English, 
and you’ll need native speakers to do so. Hopefully you already 
have home-based moderators living around the world who 
speak the languages of your key foreign markets in addition 
to speaking English. According to Lionbridge moderator Mirja 
Maletzki, “If a company is willing to hire people as moderators, 
they should take a step in the right direction and hire people 
who speak different languages anyway. That way you kill two 
birds with one stone.” This is best practice when hiring for 
community moderation teams as that way you are able to 
provide 24/7 coverage in English at the same time as at least 
partial coverage of your key foreign markets. Another function 
these bilingual team members can fulfill is researching the 
needs for additional social media channels.

Your moderators should already be aware of the current activity 
in their languages, as it’s part of their job to report on trends going 
on in the greater community. However, there are other aspects to 
consider. By tasking your moderators with actively engaging with 
the community external to your official page (that is, actually 
interacting with them, not just observing) you will be able to get 
a better pulse of the actual needs. Your moderator should strive 
to deepen relationships with super users throughout this process, 
specifically those who are stepping up to provide information to 
others. It’s quite possible that precisely because the community 

YYou’ve got customers and potential customers all 
over the world. From remote villages in China to the 
upper regions of Siberia all the way to tiny towns in 
Quebec, and everywhere in between, your customers 
are playing your game, buying your technology or 
ordering your services. Additionally, these custom-
ers are talking about the good, the bad and the ugly 
aspects of your product within the ecosystem of 
online communities — to each other and with those 
on the brink of becoming customers. 
Your community consists not only of everyone talking about 

your product in your official forums and official social media 
pages. Your community also exists on private forums that have no 
official association with your company. It lives as well on unofficial 
Facebook accounts and tweets from influential Twitter users. On 
top of that, it’s taking place on fan pages on social media plat-
forms that you have likely never heard of, which are specific to 
non-English speaking populations.

Your community manager should already be keeping tabs 
on all these unofficial channels in order to report trends up 
the chain, and your moderation team needs to have at least 
some presence within those communities so that they have 
on-the-ground credibility with community members. But there 
is one space where you have the biggest influence, where your 
community will congregate for the “official word” on anything 
related to your product and where you will showcase what 
your main values are as a brand and as product. That space is 
squarely within your official community channels. Your official 
channels are the only areas over which you have any control.

When creating a long-term strategy for community health 
and growth, one critical decision is whether or not to expand 
to foreign-language-specific channels alongside your English 
channels. You need to decide, for example, if it makes sense to 
add an official Facebook page for Italy. Would it be a good idea 
to add a Twitter account for Latin America? Not providing any 
foreign language support and community engagement at all is 
no longer an option if you want to achieve success. What isn’t 
as clear is whether or not that support needs to (or should) 

Chloe Swain is a social media and community strategist at 
Lionbridge Technologies. She specializes in developing international 
community programs for Lionbridge Game Services as well as 
various entertainment and software clients.
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members’ needs aren’t being met by your 
official channels that there exists a very 
busy, unofficial community hub created 
privately by your most vocal super users. 

It’s important that the feedback 
tracked during these preliminary 
research efforts be organized and 
presented in such a way that English-
only speakers can get a grasp of what 
is being said. All necessary information 
must be back-translated into English, 
including website descriptions and 
account bios. Moderators must provide 
context about the importance of these 
particular community hubs. The infor-
mation must be easily digestible by all 
levels of management as some of the 
big picture strategy decisions will likely 
take place separate from the moderator 
team. Also, with a team of moderators 
based all around the globe there’s a 
good chance that the person who wrote 
the information will be asleep when 
clarification is needed.

Next you need to hone in on what 
exactly your foreign language communi-

ties are talking about and what is (or isn’t) 
missing on your end of the conversation in 
official channels. This is where the deep-
ened engagement within external commu-
nities and the relationships cemented with 
super users in the previous step will come 
in handy. Your moderators should post 
topics with pointed questions about what 
the community’s needs and desires are and 
message privately with super users about 
this as well. Does the community want a 
Facebook page run by your company dedi-
cated to them? If it existed, what would 
its primary purpose be? To meet other 
people who speak the same language and 
also love this product? Or would they use 
it as their main source of information and 
probably bypass the English page? Do they 

generally understand what’s written on 
the English channels and use their native 
language only for the purpose of meeting 
others? Or would they use the new site 
because they need help with something 
that’s unclear to them in English channels? 
It’s possible that the majority of this subset 
of community members is very happy and 
gets all of its needs met within the existing 
framework. But it’s also possible that they 
are all scrambling to find information and 
never know where to look.

In the final phase of assessment you will 
have to decide which direction to go. You 
are essentially left with three options: 

 ■ Option 1: Continue to serve your 
non-English community members within 
your English framework, responding as 
needed with native speakers on your 
moderation team. 

 ■ Option 2: Create region-specific 
official channels but only to meet spe-
cialized needs that are particular to that 
subset of your community.

 ■ Option 3: Create complete parallel 
accounts for specific (or all) regions, 

Part of your online 
community may be 
interacting on social 
media sites you’ve 

never heard of, such 
as Weibo.
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which should mirror all of the content 
in your English channels.

It may be that separate channels aren’t 
necessary and would dilute your main 
channel by creating several small and 
inactive official channels. That looks bad 
to new customers and is a waste of time 
to maintain. In these cases, the informa-
tion gleaned from the research should be 
handed off to marketing. According to 
Lionbridge moderator Fabio Bracht, “I think 
a marketing push for the product is some-
times preferred in order to first get people 
interested and talking about the product. 
Pushing the creation of unnecessary chan-
nels before they are needed incurs a major 
risk of not getting too much traction.”

If you’ve discovered that the majority 
of the needs of your community are 
being met in the English channels but 
there are certain specific areas where 
they are feeling left out, you have 
the option of creating specific official 
accounts for those areas. In games, 
this tends to be in the area of finding 

“clans” to join up with. In the experience 
of Matt Whiting, director of consumer 
strategy for Lionbridge, “Gamers want 
to find like-minded players in their 
region who speak their language and 
who share their passion for a specific 
game or genre of gaming.” But it can 
also be certain technical needs that are 
specific to a region. It depends on the 
product, the region, English proficiency 
and community temperament.

This is one of the areas where top-
notch moderators come into play. Your 
moderation team members will also 
have special interests which might coin-
cide with the interests you’ve identified 
in the community. These moderators can 
oversee the official channels dedicated 
to these special interests. One important 
thing to remember, according to Lion-
bridge moderator Emanuel Riccobenne, 
is that “it’s important that you keep the 
main English page easily accessible from 
the regional one.” This needs to be done 
in a very visible way with a clickable 

link so that no one is ever under the 
mistaken impression that this regional 
page they are looking at is all there is to 
the entire community. 

If your community is clearly underserved 
in their native tongue and continuously 
attempting to find direction and connec-
tion within your English channels and/or 
if you discover large community hubs that 
are attempting to recreate your English 
channels, it’s time for you to bring those 
community members to you and create 
official channels in their language.

Whether or not to create separate 
official channels for non-English lan-
guages is, in a way, a rephrasing of the 
age-old question localization profes-
sionals ponder — to localize or not to 
localize. The difference is, when it comes 
to online communities, people are going 
to be talking regardless of what you 
do. You just have to decide how much 
of that conversation is necessary, and 
worthwhile, for you and your commu-
nity team to lead.  M
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White Paper

Whether you are a Language Service Provider, or you are 
assigned to procure translation and localization solu-
tions for an Enterprise company, there is a new skill 

set that can set you apart as a valuable “go-to” resource. In fact, 
mastering the role of Consultative Language Strategist may be 
the most important thing you do this year to support your busi-
ness and career.

What is a Language Strategist?
In an industry so highly impacted by disruptive technology 

and changing market trends, Language Strategists offer a 
unique combination of technical knowledge and market trends 
expertise, as well as translation and localization guidance. They 
are well equipped to help organizations choose the solution 
that makes the most sense for their business model, distribution 
channels and growth strategy. Today, Language Strategists are 
integral for internal as well as external company communica-
tion channels.

At Sovee, we find that this consultative capability is in high 
demand by our clients.

Globalization Versus Order Taking
Prior to the internet, translation was a simple order. It was often 

placed within a cottage industry framework. “Please translate 
this document, using these language pairs,” with a return date in 
weeks or many months. Today, translation turnaround is faster and 
documents are frequently replaced by content in apps, software, 
websites and other web-based “moving targets” of content.

In many businesses, individual units or departments have cho-
sen their own solutions for translation. This leaves the company 
with a patchwork quilt of “order-takers.” When Brand Compli-
ance reviews the back translations from these various sources, 
they find there is no consistency or alignment in the way the 
company’s products, brand and industry terms are translated. 

Technologically, the company lacks an integrated standard. 
Financially, the company misses economies of scale that a 
globalized language strategy would offer. A lot of time, effort, 
post-editing and money are wasted because these efforts aren’t 
being leveraged across the enterprise.

This is where the Language Strategist can bring a great deal of 
value to the table. 

The New Rules for Engagement
To gain credibility as a Language Strategist, it’s important to 

offer these key areas of expertise. Use the circles in the right column 
to measure your existing skills and determine where you need to 
expand your knowledge base, with 1 representing the lowest level 
and 5 representing full mastery.

As an industry, the more we focus on language strategy, the more 
valuable we become to businesses and to non-profits that are seek-
ing to create a Better World. The world is not growing smaller, but 
it is growing closer together. It is up to us to recommend the most 
strategic and cost efficient ways to bridge the gaps.

                                     Scott Gaskill, Sovee President

Scott Gaskill implemented global web and e-business solu-
tions in 52 countries, in 27 languages for United Technolo-
gies and Otis Elevator, prior to taking the helm at Sovee.
Sovee partners with Language Service Providers and 
businesses to provide end-to-end translation technology 
strategies. Our proprietary Smart Engine includes access to 
a CAT tool at no charge. To learn more, visit sovee.com.

The Consultative Language Strategist: 
An In-Demand Resource in a Disruptive Era
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Language revitalization 
in the Pacific Northwest

Lori Thicke

LLinguists estimate that a language goes 
extinct every 14 days. Of the 7,106 living lan-
guages that have been identified, from 50% to 
95% are predicted to disappear before the end 
of this century. National Geographic has desig-
nated the Canadian province of British Colum-
bia as one of the most endangered “hotspots” 
on the planet because of the high concentra-
tion and diversity of its aboriginal languages, 
all of which are facing the threat of imminent 
extinction. In Vancouver, where the sea meets 
the mountains, Becky Campbell of the Squa-
mish nation is fighting to save her language. 
The survival of her people may depend on it.
Campbell is an unlikely warrior. One of the first things 

you notice about her is that her cheeks dimple when she 
smiles — and she smiles a lot. With hair the color of a raven's 
feathers, the 44-year-old bubbles over with enthusiasm 
when she talks about her language. 

You would never guess that she is engaged in a fight that 
some say she will never win, a fight to snatch the Squamish 
language from the brink of extinction. On this day, Camp-
bell is wearing blue jeans and a sweatshirt imprinted with 
eagle wings of gold and silver. Her hoop earrings glint as she 
moves in a rare shaft of north shore sunlight.

“Tkaya," she calls out to the students in the Squamish 
language class at a North Vancouver secondary school, 
teenagers of both native and nonnative heritage. “Wolf." In 
one hand she holds a ceremonial drum made of a stretched 
animal skin, in the other, a crooked drumming stick. “Yew-
yews," she says, striking the drum as she waits for the stu-
dents to repeat the word after her. “Yewyews. Killer whale."  

She puts down the drum to write “Sxwi7shn" on the 
chalkboard. “Deer," she translates, and then explains that 
the number 7 is a placeholder for the glottal stop because 
there is no Roman letter for that sound in their language.

Campbell is on a mission. She is a language teacher and 
translation specialist for the Squamish Band Council, housed 
at the foot of the Second Narrows Bridge, on the rainy north 
shore of Vancouver, British Columbia. Besides teaching ele-
mentary and high school students, she translates children's 
books, songs, games, classroom resources and archival foot-
age of the last speakers. Her work is a last-ditch attempt to 
save her language.

“I can't imagine our language dying. It's heartbreaking to 
even think that," says Campbell. “My language is who I am." 
Through the window behind her, wisps of clouds drape the 
mountains like hoary beards. “My language is my identity — 
it's being Squamish. It means I'm from this land."

First Nations, first languages
Before the arrival of the European settlers, North America 

was home to hundreds of indigenous tongues such as Squa-
mish, a Coast Salish language. Even though many have now 
died, surprisingly enough there are still more living languages 
in Canada and the United States than in all the countries of 
Europe combined.

Most of Canada's existing languages are found in the 
westernmost province of British Columbia. Its raincoasts and 
valleys have been home, over the millennia, to two-thirds of 
Canada's native tongues. However, virtually all First Nations 
languages are in danger, including languages with rich 

Lori Thicke is the founder of Lexcelera, LexWorks 
and Translators without Borders, and a member of 
the Multilingual editorial board.
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histories such as Dene (threatened), 
Beaver (moribund), Bella Coola, Nuu-
chah-nulth and Chinook (all nearly 
extinct).

National Geographic has joined with 
Living Tongues Institute in designating 
British Columbia as one of the most 
severely endangered language “hotspots" 
on earth. The hotspot designation refers 
not only to the high concentration of 
endangered languages — which in itself 
makes British Columbia a linguistic rar-
ity — but also to the unusual diversity of 
the aboriginal languages in the province. 

There are seven distinct language 
families in British Columbia, along 
with two isolates (languages which, 
like Basque and Korean, have no 
known relatives). When you consider 
that English, Russian and Hindi belong 
to the same language family, you get 
an idea of the unparalleled diversity of 
languages in this one corner of Canada.

According to the Living Tongues 
Institute for Endangered Languages, 
as recently as 50 years ago, northern 
California and southern Oregon were 
just as rich in languages as the Pacific 
Northwest coastal regions. However, 
in California and Oregon, most of 
those languages have already passed 
out of existence. Only “a handful of 
speakers of a small number of lan-
guages" remain.

To prevent this from happening north 
of the border, First Nations aboriginal 
people like Campbell are racing against 
the clock before the last few remaining 
speakers die. Time is already running 
out for the Squamish language: there 
are just eight native speakers left alive, 
and all of them are elders.

Killing the language 
to kill the culture
First Nations communities lost every-

day use of their languages over the course 
of a century, when generations of chil-
dren as young as five were taken from 
their families and confined in residential 
schools whose main purpose was to sup-
press their culture and their languages. 
South of the border, the US “industrial 
schools” followed the same pattern.

Conceived in the late 1880s and 
continuing for a century, the goal 
of the mostly church-run residential 
schools was to force the assimilation 
of native children. This would be 
accomplished by “killing the Indian 
in the child.” Punishments for chil-
dren who were caught speaking their 
own language, even if they knew no 
other, ranged from beatings to needles 
shoved in their tongues.

In Stolen from our Embrace, former 
Musqueum Chief George Guerin writes, 
“Sister Marie Baptiste had a supply of 
sticks as long and thick as pool cues. 
When she heard me speak my language, 
she’d lift up her hands and bring the 
stick down on me. I’ve still got bumps 
and scars on my hands. I have to wear 
special gloves because the cold weather 
really hurts my hands.”

Campbell learned Squamish (or 
Sḵwx ̱wú7mesh, in the vernacular), 

Becky Campbell of the Squamish nation, in British Columbia.
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from her grandfather, Chief Lawrence 
Baker, also called Sekyu Siyam, who 
was a hereditary chief of the Squa-
mish nation. Having gone through a 
residential school, Campbell's grand-
father “knew the impact of the loss 
of our language and our culture." But 
by the time Campbell was born, the 
Squamish language was nearly dead 
and buried. “He was all for bringing 
it back and keeping it alive," says 
Campbell. 

Born in 1928, her grandfather stepped 
in to raise her when her own parents 
failed, one of the tragic after-effects 
of forced residential schooling: parents 
who never learned how to parent. 

“He used to take my brother and 
me to the Squamish Valley, and as we 
went through our traditional territory, 
he'd tell us the mountain names in 
our languages and all the villages that 
used to be here. He would tell us there 
used to be a longhouse here or this was 
a great spot for salmon or here was a 

spot for berries. That is how we would 
explore our language. He wanted us to 
know how big our land was and how 
beautiful."

When her grandfather died in 2003, 
Campbell says that it was “alarming" 
all the language that went with him. 
“Our language is everything we stand 
for. We get so many challenges where 
people chip away at us and try to knock 
us down. Our language is our founda-
tion. If it's taken away, then we have 
no foundation, no base."

Why saving languages matters
Why does it matter if a language 

spoken by only eight people dies out?
This is a question I often hear as 

I talk to groups on behalf of Trans-
lators without Borders. I might even 
have once asked that question myself. 
I have discovered, however, that a 
language is not just words. Noam 
Chomsky, quoted in Found in Transla-
tion on the revitalization of Wampa-

noag, says that language is “a culture, 
a tradition, a unification of a commu-
nity, a whole history that creates what 
a community is.”

Language loss can lead to the cul-
tural collapse of indigenous communi-
ties. In its September 1990 “Principles 
for Revitalization of First Nations Lan-
guages," the Assembly of First Nations 
concludes, “Without our languages our 
cultures cannot survive." 

Languages are not only important 
for community identity: they also 
reflect the unique connection between 
people and their environment. There 
may not be 21 words for snow in 
Inuit, as the apocryphal story goes, 
but there are certainly 11 words for 
rain (slhemxw) in Squamish, includ-
ing raining continuously (lhelhmxw), 
raining hard (timitsut), be pouring rain 
(yixwementsut) and not be raining so 
hard (chay).

This is just one way languages carry 
in them knowledge of the natural 
environment. Species’ names may also 
hold a clue as to their specific proper-
ties, just as poison ivy in English con-
veys important information about that 
plant. But when languages go extinct, 
the knowledge they contain disappears 
as well, knowledge that could help us 
protect biodiversity, maybe even find a 
life-saving new drug.

With language inextricably con-
nected to the land, and to cultural 
identity, what happens when a com-
munity loses its language? In Can-
ada, First Nations communities suffer 
disproportionately from poverty, 
marginalization, violence, addiction, 
malnutrition and suicide. One quarter 
of children in First Nations commu-
nities live in poverty. According to 
“A Portrait of First Nations and Edu-
cation,” put out by the Assembly of 
First Nations, “a First Nation youth is 
more likely to end up in jail than to 
graduate high school."

Can these signs of community 
distress be traced back to a break-
down in the transmission of culture 
and language fostered over a century 
of forced assimilation through the 
residential schools? To answer this 
question, a group of researchers in 
British Columbia lead by Darcy Hal-
let started looking into the distress-
ingly high rate of suicide among 
First Nations youth. 
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The researchers compared six cul-
tural continuity factors to try to find 
what might correlate with the high 
rate of youth suicide in many aborigi-
nal communities. What they found 
was startling. In communities where 
fewer than 50% of the elders were 
connected to their language, young 
people were six times more likely to 
take their own lives.

Language revitalization
There is hope. According to Bill Poser, 

adjunct professor of linguistics from the 
University of British Columbia, Hebrew 
is one language that has been brought 
back from the dead. “Hebrew ceased to 
be the language of daily communication 
for the great majority of Jews around 
300 BC," says Poser. “Hebrew survived 
as a language that people could read, 
but for the most part it was not a lan-
guage that people spoke."

What changed was that in the late 
nineteenth century, “a few people 
decided they were going to use Hebrew 
at home." Newspapers were published 
in Hebrew, people started speaking 
Hebrew with their children, and today 
Hebrew has come back as the language 
of daily life in Israel.

As for the Squamish language, 
according to Poser, there are two 
choices. “Record the language so that 
at some future time the language could 
be resurrected. Or go the full immer-
sion route in schools and make it more 
likely that when the young people 
grow up, they will teach the language 
to their own children."

A Squamish immersion program is 
exactly what the Squamish Nation is 
creating. A talking dictionary is also in 
the works, with the aim of a launch in 
2015. Reaching the adults will be next, 
because often, children go home and 
speak English. Campbell herself speaks 
Squamish to her children (aged 24, 13, 
12 and 7) and to her grandchildren.

It took a century to nearly wipe 
out the Squamish language. No one 
expects it to bounce back overnight. 
But language revitalization is a prior-
ity not just for the Squamish, but for 
many of the nations that speak British 
Columbia's 32 endangered languages.

“I think we're on a good path to res-
urrecting the language," Campbell says. 
“In two generations, I think our language 
will flourish again."  M
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New resources for
endangered languages

Alicia Assini 

LLanguages such as French, Italian, German 
and Spanish are undeniably the language indus-
try powerhouses. However, languages with both 
large and small community bases, from Igbo to 
Ojibwa, are stepping up and finding a way to 
make their presence known. In the twenty-first 
century, this equates to being available on a dig-
ital platform, and tremendous work is currently 
being done by individuals, companies and edu-
cational institutions to bring greater linguistic 
diversity to the world of digital communication. 

The reality is that people across the globe are relying 
increasingly on technology and are experiencing greater 
access to mobile phone networks and the internet. If people 
cannot navigate this technology in their own language there 
are two potential results: they will remain at a disadvan-
tage since they will not be able to access this information 
as readily, and they will most likely move away from their 
native language to one that allows them to access this global 
network. Even though companies such as Microsoft have 
increased their efforts to provide linguistic support for their 
products to a wider market, they still can only manage to 
offer products and services in limited capabilities for just 108 
of the almost 7,000 languages spoken in the world today.

Interestingly, the development of language technology 
resources has historically not been chosen primarily based 
on the number of speakers. Representation is dispropor-

tionately high toward European languages, some of which 
have less than one million speakers, such as Estonian, for 
instance. All of this while languages in Africa or India that 
have well over 70 million speakers, such as Twi, a language 
spoken in West Africa, have almost no computational lin-
guistic support or online presence according to the linguistic 
database Ethnologue: Languages of the World. 

It is easy to criticize the development of this situa-
tion, but some of it is understandable as it is based on the 
historical cultural and economic ties between the United 
States and Europe. It is also due to the business drive for 
the highest return on investment, which until recently has 
meant greater focus on Europe, and then Asia, and is just 
now expanding beyond those horizons on a larger scale. 
However, the world is changing as more people are access-
ing technology whether through computers, cell phones 
or tablets. Additional markets with millions of people are 
opening up. It will be increasingly important for businesses 
to respond to this in order to take best advantage of it. Proof 
of this trend can be seen simply by observing Microsoft and 
the growing list of languages offered for its products, or by 
looking at Facebook and Twitter to see the ever-expanding 
language options there. 

Movement to support under-resourced languages
This brings us to another movement that has emerged: 

the development of linguistic resources for under-resourced 
languages with large amounts of speakers as well as tech-
nology support for struggling language communities. One 
company supports this by empowering its user base to take 
responsibility for the localization of its products. Mozilla has 
long had a tradition of user engagement and empowerment 
that has also grown into support of endangered languages, 
all driven by its user base. Whether in India, Latin America 
or in the United States, the company is working to engage 
the communities that use its products. This has included 
motivating the Basque, Tswana and Welsh linguistic com-
munities, among many others, to begin localizing Mozilla 
products into their languages. 

Alicia Assini is currently a project manager at In 
Every Language. She has an MS in multilingual 
computing and an upcoming MA in Spanish 
linguistics. For her master's thesis, she 
created a morphological parser for Mohawk.
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Mozilla Nativo is 
one community of users 
and activists working to 
strengthen the technolog-
ical support for the many 
indigenous languages in 
central and South Amer-
ica. Additionally, Mozilla 
is also working to update 
its Firefox Android mobile 
browser, Fennec, to allow 
it to offer more languages 
than is currently sup-
ported by the underlying 
Android system. Mozilla 
is constantly working to 
better develop its support 
to its language communi-
ties. It is actively finding 
ways to increase accessi-
bility for more languages 
and to reach out to new 
linguistic communities to 
get involved in the local-
ization of their products.

Another effort taking 
a different approach is 
from Google. Google has 
worked in conjuncture 
with Eastern Michigan 
State and the University 
of Hawai'i at Manoa to 
start The Endangered 
Languages Project, whose 
mission is to record and 
share research on endan-
gered languages as well as 
to provide a space where 
advice can be readily shared on best 
practices for those working to document 
languages under threat. One specific 
project is the building and maintaining of 
the Catalogue of Endangered Languages 
(ELCat). To house the Endangered Lan-
guages Project, Google later created the 
Alliance for Linguistic Diversity whose 
mission is to, “accelerate, strengthen 
and catalyze efforts around endangered 
language documentation, to support 
communities engaged in protecting and 
revitalizing their languages, and to raise 
awareness about ways to address threats 
to endangered languages." This alliance 
collaborates with organizations across 
the globe that are working to maintain 
and preserve under-resourced or endan-
gered languages.

Moving on to some perhaps less well-
known companies and initiatives, Idi-
bon is a technology linguistic resource 

and consulting company that has 
called specifically for natural language 
processing (NLP) support for all lan-
guages. Idibon works with companies 
to help them understand their linguistic 
data and utilize NLP programs in order 
to accomplish their tasks. This often 
includes encouraging and coaching 
companies to diversify the languages 
their business model can support. As 
a company, Idibon is representative of 
other similarly focused and emerging 
companies that are putting energy into 
educating companies about the need to 
diversify linguistically beyond the most 
commonly thought of languages and in 
this way supporting under-resourced 
language communities. 

Linguists, community activists and 
software developers are working together 
to create a plethora of different techno-
logical tools, including video games, to 

encourage use of these lan-
guages and to demonstrate 
their pertinence and appli-
cability of these languages 
in the current world. 
Thornton Media, based 
out of Las Vegas, Nevada, 
released a 2013 video game 
in the Cherokee language 
and now other companies 
are starting to follow suit 
for other indigenous lan-
guages. For any Star Wars 
fans and language aficio-
nados, in 2013 the Navajo 
Nation Museum produced 
a dubbed version of Star 
Wars in Navajo with 
permission from Lucas 
Films (Figure 1). For those 
interested in learning Inuk-
titut, Tusaalanga is a free 
iPhone application that 
can be installed on your 
iPhone to help you learn 
this now-official language 
in the territory of Nunavut. 
The app was created by the 
Pirurvik Centre for Inuit 
Language, and with the 
development of an Inukti-
tut learning app it provides 
language courses across 
the province of Nunavut. 
Additionally, the Pirurvik 
Centre has been working 
with Microsoft through its 
Local Language program 

(LLP) to create Inuktitut language packs 
for Windows operating systems and 
Office products. 

Microsoft’s Local Language Program 
works to increase access and tools for 
many different language communities. 
One recent project was the develop-
ment of a new font called Ebrima 
that contains specialized characters 
for N’Ko, Tifinagh, Vai and Osmanya 
writing scripts, in addition to the Latin 
characters that are used in many lan-
guages throughout Africa. In an article 
about this project on the Microsoft LLP 
website, the program manager in the 
Microsoft Typography Group said that 
“In designing Ebrima, [they] wanted 
to align it with [their] Segoe family of 
user interface fonts to provide the same 
modern experience offered in other, 
more well-established fonts.” Microsoft 
acknowledged the necessity to create a 

Figure 1: A poster for Star Wars dubbed into Navajo 
was produced by the Navajo Nation Museum.

http://www.multilingual.com


Industry Focus

|  MultiLingual  October/November 2014 editor@multilingual.com30

font that would enable more linguistic 
communities to engage in digital com-
munication in their native languages.

About the progress made with the 
creation of the Ebrima font, Charles 
Riley, a catalog librarian for African 
Languages at Yale University said that, 
“The fact that Microsoft has shown a 
genuine interest in revitalizing local 
languages and cultures gives a tremen-
dous amount of momentum to efforts 
to revive at-risk languages.” More can 
be learned about Microsoft’s efforts 
in working with under-resourced lan-
guages by visiting the LLP website. 

A slightly different company, Ogoki 
Learning Systems, Inc, based out of 
the Sandy Bay Ojibway First Nation 
Reservation in Manitoba, Canada, has 
been active in supporting the Ojibwa 
language with a language learning 
smartphone app and the development 
of other tools. This company is 100% 
First Nations owned and was started 
by Darrick Glen Baxter. One of the 
goals for his company is “to preserve 
and strengthen the ancestral heritage 
of Canada’s First Nations, Inuit and 
Métis people.” Another individual who 
created her own company is Monica 
Peters, an independent software devel-
oper and a member of the Mohawk 
Nation of the St. Regis Mohawk com-
munity, also known as Akwesasne. 

Peters similarly designed a language 
app for the Mohawk language and 
created her own company to support 
the development of apps for varying 
mobile devices and platforms for other 
Native American languages. 

Universities and educational insti-
tutions are not only teaming up with 
large companies but are also sup-
porting student projects being further 
developed outside of the classroom. 
One example is the development of 
a series of e-books in Cree that was 
started by a former University of 
Alberta student Caylie Gnyra. Another 
example is Robert Jimerson, a member 
of the Seneca nation and a graduate 
student at Rochester Institute of Tech-
nology. With the assistance of a grant, 
he is working with linguists to develop 
an online dictionary for the Seneca 
language, a challenging task due to the 
language’s highly inflected morphol-
ogy. Once completed, however, this 
tool will greatly aid Seneca language 
learners. 

For the Cayuga language, another 
project has been underway. Cayuga: 
Our Oral Legacy is a five-year plan to 
increase the amount of fluent speak-
ers. Through this program and with 
cooperation between the Linguistics 
Department at Memorial University in 
Newfoundland and Labrador, Canada, 

as well as the Woodland Cultural 
Centre at the Six Nations Reserve in 
Ontario, efforts are being made to 
create resources such as a Cayuga 
e-dictionary and grammar, along with 
a downloadable Cayuga keyboard. 
Making these languages accessible on 
a digital platform is key to demon-
strating their relevance in this digital 
era, and it is also a way to disseminate 
this material globally. 

Challenges facing these 
linguistic communities
Some challenges still facing under-

resourced and endangered languages 
are that most of the linguistic analysis 
methods and approaches have not 
only been tested solely for European 
and Asian languages, but they have 
been primarily designed for these lan-
guages. One problem with this is that 
although European languages may at 
first glance appear to be very diverse, 
they come almost entirely from the 
same language family, Indo-European, 
and thus share many foundational 
structural elements. Hence, a linguis-
tic and computational approach that 
works sufficiently for many of the 
European languages may not work as 
well for a language from a different 
language family with a completely dif-
ferent structure. Additionally, creating 
supporting tools such as fonts and then 
making commercially available key-
boards to handle the numerous scripts 
in a convenient and feasible way can 
also be a hurdle for some languages. 
Just because a font is available doesn’t 
mean that it is easy to implement it 
using a traditional keyboard with Latin 
characters. 

While there is still more work ahead 
for these communities, every day 
another linguistic community begins 
developing a new tool that will help 
maintain or revitalize a language. This 
could be the development of a smart-
phone app that will allow community 
members to send text messages in their 
native language, or working to create 
an add-on that will allow them to view 
websites and use web browsers in their 
language since these products have 
not yet been localized for them by 
the larger companies. We in the lan-
guage industry should pay attention to 
these developments and support these 
efforts.  M
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Fostering accessibility 
through web localization 

Silvia Rodríguez Vázquez & Jesús Torres Del Rey 

FFifteen years after the publication of the first 
Web Content Accessibility Guidelines (WCAG), 
the lack of universal access to information on 
the internet remains a major stumbling block for 
inclusiveness and participation in today’s soci-
ety. Although disabled users' interaction with 
the web has experienced major improvements, 
a strong commitment toward social inclusion 
is still required from all actors involved in the 
web development cycle, including localization 
professionals. 

The World Report on Disability 2011, a joint effort by 
the World Health Organization (WHO) and the World Bank, 
indicates that over a billion people in the world today 
experience disability, also known as functional diversity. 
People with special needs generally have poorer health, 
lower education achievements, fewer economic opportuni-
ties and higher rates of poverty than people without dis-
abilities. This is largely due to the lack of services available 
to them and the multiple obstacles they have to face in their 
everyday lives. Since the advent of the web, these difficulties 
have been softened. The internet and the growth of mobile 
devices have helped people with mobility impairments to 
shop online, children with dyslexia to read adapted e-books, 
or blind people to regularly check their emails or indepen-
dently complete administrative tasks. For all those services 

to be accessible across languages and communities, however, 
a series of requirements must be met.

Web accessibility
Web accessibility is widely defined as the practice of ren-

dering content and services on the web accessible to all users, 
especially those with disabilities, so that they can perceive, 
understand, navigate through, interact with and contribute 
to them. According to the Web Accessibility Initiative (WAI) 
of the World Wide Web Consortium (W3C), web accessibil-
ity depends on different components and agents working 
together, starting with the people involved in the web life 
cycle, from web professionals, particularly developers, to end 
users. It also depends on web software, including authoring 
and evaluation tools, browsers, media players and assistive 
technologies, as well as content — not only textual, but also 
aural, visual and audiovisual. Between the years 1999 and 
2000, in an attempt to promote the successful interaction of 
all these elements, the WAI published a series of accessibility 
guidelines for authoring tools (ATAG), user agents (UAAG) 
and web content (WCAG), based on the fundamental techni-
cal specifications of the web (see Figure 1). 

Version 2.0 of the Web Content Accessibility Guidelines 
(WCAG) was released in 2008 and has recently become an 
international standard (ISO/IEC 40500:2012). It also moti-
vated international legislation, such as Section 508 in the 
United States, or the adoption of accessibility-oriented policy 
frameworks such as “i2010: A European Information Society” 
and the most recent “Digital Agenda for Europe.” The new 
WCAG 2.0 is meant to be informative and instructive, as well 

as to include testable statements that 
are not technology specific, thus 
solving one of the main criticisms of 
the previous version.

Organized around four principles 
— the web must be perceivable, oper-
able, understandable and robust — 
WCAG 2.0 covers 12 guidelines (see 
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Table 1) and, associated with these, 
64 success criteria (expressed in three 
dot-separated numbers, the first four 
for the principle, the second for the 
corresponding 12 guidelines and the 
third for the specific success criterion), 
in order to determine the degree to 
which each guideline is met. Success is 
measured up to three levels: A, AA and 
AAA. The more As, the higher the level 
of accessibility, with AA as the typical 
threshold level for accessibility certi-
fication. For example, 2.4.1 “Bypass 
Blocks: A mechanism is available 
to bypass blocks of content that are 
repeated on multiple Web pages” (level 
A) contributes to a more easily navi-
gable web. 2.4.8 “Location: Information 
about the user's location within a set 
of Web pages is available” serves the 
same principle, but it is considered to 
be level AAA. Providing a breadcrumb 
trail would be a sufficient technique to 
meet this criterion.

The diverse nature of WCAG 2.0
At first sight, these 12 guidelines may 

seem simple enough. However, to meet 
the associated success criteria, there are 
multiple specific techniques suggested 
in different supporting documents such 
as a quick reference; a collection of 
techniques and common failures, with 
examples, code and tests; and a guide 
to understanding and implementing the 
guidelines. These guidelines can some-
times be discouraging for web develop-
ers and designers, who often see them as 

impractical and too 
time-consuming, 
as explained in the 
book Web Acces-
sibility: A Founda-
tion for Research by 
Simon Harper and 
Yeliz Yesilada. This 
may be derived from 
the fact that some of 
the recommenda-
tions are not directly 
linked to the presen-
tational and techni-
cal skills authors are 
used to considering 
when designing and 
developing their 
websites. WCAG 2.0 
tends to be clear 
when referring to 
layout and techni-

cal aspects of the web, but content- and 
language-related components, which 
are also crucial in the achievement of an 
accessible website, are not dealt with in 
such a straightforward fashion. 

For instance, on the one hand, we can 
find concrete technically-oriented guide-
lines, such as 2.3 “Seizures: Do not design 
content in a way that is known to cause 
seizures,” and more precisely 2.3.2 “Three 
Flashes: Web pages do not contain any-
thing that flashes more than three times 

in any one second period.” On the other 
hand, content-related guidelines are usu-
ally too abstract and subject to interpre-
tation, such as: 3.1 “Readable: Make text 
content readable and understandable,” or 
one of its associated success criteria, 3.1.3 
“Unusual Words: A mechanism is avail-
able for identifying specific definitions 
of words or phrases used in an unusual 
or restricted way, including idioms and 
jargon.” A specialist in the domain, a 
terminologist or a translator, in the case 
of multilingual sites, would be suitable to 
identify this type of content and generate 
an appropriate definition list or glossary.

Implementing accessibility 
best practices 
According to the introductory pages 

of  WCAG 2.0, these guidelines are mostly 
oriented to developers and designers, 
but also policy makers, purchasing 
agents, teachers and students. Over the 
past years, however, responsibility has 
been placed more and more exclusively 
on web developers’ shoulders.

In the case of the multilingual 
web, the picture is pretty much the 
same. Nevertheless, in a 2013 survey 
published in Tradumàtica and the Pro-
ceedings of the ASSETS 2013 Confer-
ence, we found that web accessibility 
expert evaluators with at least two 
years’ experience in the field believed 

Figure 1: Essential components and interaction of web accessibility. 
Image: Michael Duffy, 2005.
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that web accessibility should be a joint 
commitment by everyone involved, 
including content editors and local-
izers. More precisely, participants 
considered localizers to have a sig-
nificantly higher level of responsibility 
in regard to accessibility in multilin-
gual websites than webmasters, for 
instance, and nearly the same as web 
developers.

In “Accessibility is just another lan-
guage,” an article published in Multi-
Lingual back in April/May 2004, Ultan 
Ó Broin reported that understanding of 
the importance of accessibility within 
localization groups was too low. Ten 
years later, lack of awareness at all 
levels, from decision makers and proj-
ect managers down to web engineers 
and content authors, is still recognized 
as one of the main reasons for low 
compliance with current guidelines. 
In this context, the localizer’s role in 
achieving a more inclusive web has 
not been officially acknowledged by 
the accessibility (and the localization) 
community as yet.

Web accessibility 
in the localization process
During the linguistic and cultural 

adaptation of web content to a specific 
target audience, accessibility achieve-
ments in the monolingual site could be 
undone, especially if web translators 

lack the knowledge and know-how 
needed. For example, not localizing 
textual alternatives to visual content or 
not correctly identifying the language 
of the page and its parts through the 
use of <alt> and <lang> attributes 
respectively could lead to important 
information loss for visually impaired 
people who use screen readers. Let’s 
assume that a couple of images are 
replaced in the localized French ver-
sion of an originally English webpage. 
Appropriate text alternatives should 
be provided, describing the meaning 
or function of the new images. Simi-
larly, we would need to declare that 
the page, or a particular part of it, is in 
French, since otherwise, assistive tech-
nologies such as screen readers would 
pronounce the translated content with 
a funny English accent, which could 
be hard to understand. Here, enhanced 
knowledge of HTML and other web 
technologies, web editors and the 
principles of CMS-based dynamic 
websites could come in very handy for 
the localizer.

Many other WCAG 2.0 requirements 
are relevant for localization practition-
ers. For instance, 2.4.2 “Page Titled: 
Web pages have titles that describe 
topic or purpose,” or 3.1.4 “Abbre-
viations: A mechanism for identify-
ing the expanded form or meaning of 
abbreviations is available.” One of the 
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Table 1: Web Content Accessibility Guidelines (WCAG 2.0).

         Principle 1: Perceivable
1.1 Text alternatives: Provide text alternatives for any non-text content. 
1.2 Time-based Media: Provide alternatives for time-based media.
1.3 Adaptable: Create content that can be presented in simpler ways without losing 
information or structure.
1.4 Distinguishable: Make it easier for users to see and hear content, including separating 
foreground from background.
         Principle 2: Operable
2.1 Keyboard Accessible: Make all functionalities available from a keyboard.
2.2 Enough Time: Provide users enough time to read and use content.
2.3 Seizures: Do not design content in a way that is known to cause seizures.
2.4 Navigable: Provide ways to help users navigate, find content, and determine where they are.
         Principle 3: Understandable
3.1 Readable: Make text content readable and understandable.
3.2 Predictable: Make Web pages appear and operate in predictable ways.
3.3 Input Assistance: Help users avoid and correct mistakes.
         Principle 4: Robust
4.1 Compatible: Maximize compatibility with current and future user agents, including 
assistive technologies.
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techniques available to achieve the lat-
ter is to use the <acronym> element. 
As a result, the meaning of the abbre-
viation or acronym would not only be 
offered to screen reader users, but also 
to other people not needing assistive 
technologies: the acronym would be 
underlined and, when hovering over it, 
the expanded form would show up (see 
Figure 2). From one language (or coun-
try) version to another, these acronyms 
may be replaced by their equivalents or 
omitted along with the mechanism. The 
example we can see in Figure 2, AIDS, 
has been lexicalized in Spanish and, 
therefore, no descriptive mechanism 
would be applied for the word sida.

For a website to be correctly local-
ized, the new language versions 
should, at least, be as accessible as the 
original product. In this sense, WCAG 
2.0 could be regarded as a potential 
added-value framework for verifying 
that the target product does not fail 
any of the accessibility requirements 
that the original meets.

In his 2013 book Translation and 
Web Localization, Miguel A. Jiménez-
Crespo also embraces the idea that web 
accessibility is a significant component 
of web localization quality, although, 
in a way, he considers it — like usabil-
ity — mainly a product of functional-
ity (making sure the website works, 
in technical, cultural and pragmatic 
terms, for as many people as possible), 
but also of textual, linguistic and prag-
matic aspects, ensuring intelligibility, 
relatedness and relevance to as many 
people as possible. 

As noted by Maribel Tercedor in her 
2010 “Translating web multimodalities: 
Towards inclusive web localization,” 
it is important to take a holistic view 
while implementing accessibility in the 
localization process, by analyzing the 
way that all types of existing informa-
tion — verbal and nonverbal — may 
jointly contribute toward the intended 
meaning or function of the website. 
This would help in understanding that, 
depending on people’s abilities, cul-
tural conventions and their perception 
and interpretation of languages (which 
may be more or less conditioned by 
functional diversity), some types of 
information may be experienced dif-
ferently or not at all. As localizers, we 
can reduce the cognitive-functional 
load for all kinds of users by making 

Figure 2: Visual representation of the <acronym> element. 
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multimodal information and action 
prompts cohere and feed one another.

Accessibility is not just a material 
feature that can be added to the digital 
product and then be kept or transferred 
automatically into the multilingual or 
target version. It can be an inclusion-
oriented design and communication 
principle influenced by political, cul-
tural, social, technical and other con-
textual factors. Web content or services 
can be made technically perceivable, 
operable, understandable and robust 
in a more straightforward, compatible 
form or through alternative means, but 
it is also crucial to comprehend the way 
the verbal and nonverbal information 

objects, the structure and the technical 
layer of the website interact and comple-
ment each other, first of all. Second of 
all, it is necessary to provide accessible 
meaning and potential for action — and 
the integration of both — to users.

As Ó Broin stated in his article, 
we could see localization as a form 
of accessibility in its own right, since 
it takes into consideration a specific 
target audience and its communica-
tive reality and needs. Accessibility is 
also, in his own words, “just another 
language” (or “culture” we may add), 
meaning that the localizer must bear 
in mind the different material and 
linguistic resources that people with 

functional diversity have at their dis-
posal to use and make sense of digital 
content and services, as well as the 
way that their experience of the world 
is conditioned by their (dis)abilities.

 
Localizers as contributors 
to web accessibility audits
As with accessibility itself, WCAG 

2.0 is language dependent. In fact, 
the WAI considers the possibility of 
“Partial Conformance” in multilingual 
websites, where just one language ver-
sion has been audited as accessible. In 
other words, evaluators could include 
a statement saying “This page does not 
conform, but would conform to WCAG 
2.0 at level X if accessibility support 
existed for the following language(s)…” 
However, the document does not pro-
vide any further description on how 
to proceed in these situations. Should 
multilingual websites be evaluated by 
as many accessibility auditors as the 
number of language versions avail-
able? Or does the same auditor assess 
all language versions, but just draws 
conclusions about criteria conformance 
on his mother-tongue web version?

In our above-mentioned survey, 
we also aimed at exploring evaluators’ 
behavior when performing an acces-
sibility assessment task on multilingual 
websites. Evidence suggests that no stan-
dardized assessment procedure exists yet. 
Nonetheless, we observed several note-
worthy facts. On the one hand, the ten-
dency among web accessibility experts is 
to spend no more than 25% of their time 
checking textual content. On the other 
hand, only 21% of respondents answered 
that they pay attention to culture-related 
elements that should be adapted from 
one version to another (such as symbols, 
shapes, colors, signs). Although 57% of 
the experts considered that monolingual 
and multilingual websites should not be 
tested for accessibility differently, those 
who stated the contrary indicated they 
would look separately at textual, mul-
timedia and graphic content, naviga-
tion and hyperlinks, semantic structure 
and presentation layout because of the 
higher probability of these being modi-
fied across language versions and due to 
their language-and culture- dependent 
nature. 

Interestingly, these elements rep-
resent the pillars of any multilingual 
website, where localizers’ involvement 

 Figure 3: Optimal collaboration scenario for accessibility 
assessment among actors in the web product cycle.
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is essential, as well as the main points 
of intersection between localization 
and accessibility: presentation, struc-
ture, authoring and interaction. If 
they are well trained on accessibility 
parameters, localizers’ intervention 
could be of added value not only 
throughout the localization process, 
but also during accessibility evalua-
tions. Providing the project manager, 
the web developer or the accessibility 
auditor with relevant feedback based 
on the localizer’s multifaceted knowl-
edge about the target audience could 
contribute to a more informed assess-
ment, and hence a multilingual web 
that is completely conformant with 
accessibility requirements. 

Ideally, when a new language ver-
sion is commissioned, the localization 
team should work closely with the orig-
inal development team and assess what 
the expectations are in regard to acces-
sibility, always taking into account that 
requirements may vary from one target 
culture to another, or that legislations 
may impose different accessibility-ori-
ented criteria across countries. Within 
the same collaborative environment, 
an integral assessment should be car-
ried out once the website is ready to 
be operational again, founded on 
knowledge exchange among all key 
actors in the web workflow, including 
content authors, designers, developers 
and webmasters. In order to visually 
represent this working environment, 
we have taken the distribution of web 
accessibility evaluation roles proposed 
by Shadi Abou-Zahra in the 2008 
book Web Accessibility: A Foundation 
for Research, and complemented it by 
extending it for the multilingual web 
and accounting for reciprocal col-
laboration among actors in the web 
life cycle. If possible, the web acces-
sibility expert or champion would 
lead the evaluation process and offer 
advice should further improvements be 
needed (see Figure 3). 

If localizers lack the advanced acces-
sibility knowledge needed to perform 
a fully successful job, complementary 
tools could be used as quality assur-
ance technology. Currently existing 
accessibility checking solutions allow 
auditors to process a high volume of 
data in a short timeframe, but they 
also present limitations in complete-
ness and accuracy of the evaluation 

performed, especially in terms of lin-
guistic accessibility issues. However, 
the use of state-of-the-art controlled 
language software, such as Acrolinx, 
could help to bridge the gap between 
human- and machine-verifiable acces-
sibility checkpoints. By applying acces-
sibility-targeted controlled language 
rules, these tools could guide localizers 
on how to improve readability of the 
main textual body of the webpage or 
appropriateness of text alternatives 
for images (for instance, avoiding the 
use of redundant expressions such as 
image of or link to).

 
Increasing awareness
Taking action toward a more inclu-

sive web is a major challenge among 
localization professionals and in our 
industry in general. Designing with 
internationalization in mind contrib-
utes both to accessibility and localiz-
ability, but it is not enough to achieve 
the broader goal of e-inclusion and 
access to information for all. Acces-
sibility best practices do not only ben-
efit people with special needs, but can 
also help users who are temporarily 
impaired — for instance, if you are in a 
place with a lot of noise, if you are in 
communities with low literacy levels 
or with many nonnative speakers of a 
given language. 

Web accessibility implementation 
and evaluation should be a continuous 
process throughout the website devel-
opment cycle, from the requirements 
phase until it is operational, irrespec-
tive of the number of language ver-
sions available in a given website. The 
use of evaluation, guidance and repair 
tools for accessibility checks can serve 
web professionals to have an initial 
snapshot of the accessibility quality of 
a webpage, but manual testing (human 
judgment) is always necessary for 
decision-making.

It is crucial to boost awareness within 
all web-related fields, as well as training 
on web accessibility requirements, with 
a view to avoiding disruptive redesign 
efforts. Although web accessibility has 
not traditionally been a recurrent topic 
in translation and localization curricula, 
over the last few years academia has 
been trying to introduce basic modules 
on the subject that have been widely 
welcomed by localization students. The 
level of knowledge acquired on acces-
sibility matters does not need to be the 
same for all professionals involved in 
web development and maintenance. 
However, we should always bear in mind 
that only a combination of different 
skills and expertise can lead to an effec-
tive and successful assessment, as well as 
an inclusive multilingual web for all.  M
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Transcreation, localization 
and content marketing

Kit Brown-Hoekstra 

AAs products mature and customers become 
increasingly sophisticated in their buying hab-
its, companies must continually strive to dif-
ferentiate themselves in a crowded marketplace. 
In addition, marketing materials are particu-
larly challenging to localize because marketing 
depends on cultural context, nuance and the 
wordplay used to catch the customer’s interest. 
All of these things make it difficult to achieve 
quality localization — the process of taking a 
product or service and then reviewing and 
modifying it so that it’s acceptable to a par-
ticular locale. Some companies are turning to 
transcreation to help their products stand out 
and to achieve greater local appeal.
Transcreation goes beyond localization to actually re-

creating the content for a specific market. In transcreation, 
the concepts, feelings and calls to action that are expressed 
in the source material are maintained in the target material, 
but the emphasis, design and the text are oriented specifi-
cally to the target culture. While there are some gray areas 
(for example, regulatory information), transcreation goes 
much deeper than localization typically does, and conse-
quently, incurs significantly higher costs.

The transcreation specialist takes the source content 
information and then develops equivalent content for the 
target market. For example, a marketing campaign in the 
United States will typically show a mix of genders and races 
that represent at least some of the many ethnicities and 

cultures present in that country. For a more homogenous 
society, however, the people shown will represent the culture 
being targeted. Also, the slogans or feature emphasis will 
also be different to reflect cultural values and wordplay. 

In their 2010 research report, “Reaching New Markets 
through Transcreation," Common Sense Advisory used the 
example of the US English and US Spanish versions of an 
advertisement for Mirena, a birth control device. In the 
English version, the product website focuses on convenience 
and uses the slogan Keep life simple, whereas in the Spanish 
version, the focus is on choice and safety in order to allevi-
ate fears of future infertility, and the slogan is Es tu vida. Es 
tu opcion. (It's your life. It's your choice.)

In addition to creative content, regulatory information is 
sometimes transcreated to reflect the requirements of the tar-
get country. For example, the warranty requirements might be 
completely different from one country to another. In this case, it 
makes more sense to create the regulatory information directly 
in the target languages than to start from English and translate it 
because the actual content needs to be different for each country. 
While the line between localization and transcreation can get 
blurry, particularly with technical content, there are several dis-
tinctions between them.

Localization Transcreation

• Modifies the source to 
accommodate culture and 
language
• Leverages translation memory 
and allows for reuse
• Creates a culturally 
adapted version that does not 
necessarily match the source

• Creates a culturally 
adapted version that does not 
necessarily match the source
• Applies primarily to marketing 
and advertising materials
• Does not easily leverage 
translation memory or 
encourage reuse

To help illustrate these differences, my graphic designer, 
Kayla Brown, created fake ads in English and Spanish (Fig-
ures 1 and 2).

These differences are also represented by comparing the cost 
of a standard localization job to transcreation. Transcreation 

Katherine (Kit) Brown-Hoekstra is an STC fellow 
and STC 2014-15 society president. She has over 
23 years of experience in technical communication 
and localization. As principal of Comgenesis, 
LLC, Kit provides consulting and training.
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costs are frequently more than double the cost for localization 
of the same content, and unlike translation jobs, are estimated 
by the hour, not by the word. In The Little Book of Transcreation 
published in 2011, authors Louise Humphrey, Amy Somers, 
James Bradley and Guy Gilpin give the example of a 100-
word press ad from English to Japanese. To translate the ad 
would cost about £75, or a bit more if the graphic needed to 
be tweaked as well. To transcreate it would be about £200. 
However, the cost of placing the ad in a leading Japanese 
newspaper is £100,000. In this example, the risk of not 
transcreating could be significantly higher than the added 
expense of transcreating the ad for a Japanese audience.

Deciding when to transcreate
When it’s done well, transcreation preserves the global 

branding and intent of the source content, while captivating 
the target audience with well-written content that feels local. 
Done poorly, transcreation can damage your global brand 
and cause embarrassment for the company. So, how do you 
decide when to transcreate versus localize?

Renatto Beninatto, chief marketing officer for Moravia, 
suggested several criteria in his webinar, “Transcreation: 
How to Get it Right”:

■■ When highly creative campaigns contain a lot of word 
play that would make straight localization difficult 

■■ When products are used differently or perceived differ-
ently in the target region

■■ When straight translation results in an unintended mean-
ing or a rude connotation in the target language, or when the 
rhyming, meter or word selection result in awkward-sounding 
content in the target language

■■ When using humor
■■ When culturally specific information is needed to con-

ceptualize the information
■■ When the consequences of not transcreating are higher 

than the cost of doing it
On the other hand, highly technical content that doesn’t 

contain a lot of culturally specific information doesn’t 
usually need to be transcreated. This type of content is, 
by its nature, less culturally specific and more universally 
understood by the audience than the creative metaphors and 
wordplays used in marketing.

Implications for content marketing
Transcreation gives content marketers another tool with 

which to reach their global audience. However, the cost of 
doing it must be included in the project budget and content 
marketers must give careful thought to when it is appropriate. 
If the content in question meets the criteria for transcreation, 
then the content marketer must also have guidelines for how 
to create, manage, and use the transcreated content. Decide 
at the beginning of a project which elements need to be tran-
screated, if any. Use a vendor that can estimate and manage 
the transcreation effort in multiple languages, and plan plenty 
of time in the project schedule for the transcreation tasks.

Set up a database to track preferred transcreations for a par-
ticular metaphor, wordplay, or concept. Always use the same 
transcreation to illustrate a concept, though in some cases, 
you might have to forego the word play. For example, the 
equivalent of once in a blue moon in Italian is ogni morti di 

Figure 1: The English ad uses the idiom once in a blue moon 
to communicate the concept of something that happens rarely.

Figure 2: The Latin American Spanish version of the ad 
communicates the non-idiomatic concept that “you only need 
party clothes very occasionally” (Translation by Hilda Trigoso).
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Papa (as often as the Pope dies), which 
is probably not something you want to 
use in advertising. However, you can 
work with your Italian transcreation 
team to come up with a clever ad that 
uses the concept of “happens very 
rarely” and communicates it in a way 
that is appropriate to an Italian audi-
ence. Particularly for personal care, 

clothing, home use and other items, 
such transcreation can help companies 
connect more effectively with their 
local customers.

Give careful thought to the creative 
brief and include this information in 
the package you give the vendor. It 
should contain at least the following 
information:

■■ Brief description of the concept 
and how it fits with your global brand

■■ Explanation of the feelings you 
want to evoke 

■■ Description of the action you 
want the customer to take after view-
ing the ad

■■ Context in which your customer 
will make decisions about your product 
or service, and the context in which 
the ad will appear, such as a magazine 
or a billboard.

■■ Meaning of any wordplays used 
and an explanation of how those 
wordplays interact with the graphical 
elements

■■ Any requirements/restrictions on 
the size, shape, colors of the piece and 
the graphical elements within the piece

Additionally, actively seek ways to 
maximize reuse and ensure the integ-
rity of your global brand. Consider 
global usability testing to verify that 
your assumptions about your target 
audience are correct, and measure the 
return on investment (ROI) of the tran-
screation effort.

These suggestions are by no means 
complete, but they should at least allow 
you to begin thinking and planning for 
transcreation. As the methodology for 
doing transcreation matures, it is likely 
that the tools to support this activity 
will also improve. Work closely with 
your vendor to monitor advances and 
to manage your processes.

Transcreation goes much deeper than 
localization and is a useful method for 
companies to distinguish themselves 
in a particular market. Transcreation 
helps companies to ensure that the 
meaning and context are reaching the 
target audience. However, it should be 
used thoughtfully and managed care-
fully to control costs — expected ROI 
should be identified and measured.  M

Thanks to:
Kayla Brown for the graphic design. 

Brown is a recent graduate from Tidewater 
Community College with a degree in graphic 
design: advertisement. 

Hilda Trigoso for the Spanish translation. 
Trigoso is a professional translator, originally 
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Rowell Photography and Gary Blake for 
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How to localize rich media 
for your global market

Evelyn Toro 

AAccording to Cisco’s Visual Networking Index 
forecasts, video consumption will make up 79% 
of all global consumer internet traffic in 2018. 
However, the 2014 “Can’t Read, Won’t Buy” sur-
vey by Common Sense Advisory notes that 75% 
of consumers say they would be more likely to 
buy a product with information in their own 
language. This means that marketers looking 
to boost their video advertising spend will need 
a strategy for effectively rolling out these rich 
media assets to their global audiences. Following 
the traditional approach, translating rich media 
assets can be expensive and time consuming. For 
most companies, localization is an afterthought, 
but building campaigns with translation in mind 
will save time and money. To increase efficiency 
and consistency, companies need to establish a 
global campaign localization process upfront.  

Determine what will be translated 
Localizing and managing distribution of rich media assets 

presents numerous challenges. Before starting a campaign, 
decide which assets will be translated. Then build them with 
localization in mind. Because they are comprised of so many 
interdependent components, it is essential that all the ele-
ments are developed to appeal to global markets and be easy 
to translate. 

For example, video components such as the music and 
effects tracks should be kept separate from any voiceover. 
Also, place text separately in the native design program or 
an external XML file for animated screens. Eliminate lay-

ers and compile assets using a localization-friendly editor 
such as Final Cut Pro or After Effects whenever possible, to 
simplify the translation process and avoid rework.

As for graphics, design them with enough space for lan-
guage expansion. Introduction screens and title cards need 
to be created in an editable format such as Photoshop and 
the text needs to be easily accessible. Embedding text within 
images will result in more designer time and increase costs 
when localizing them into multiple languages. Also, keep in 
mind that the fonts used need to be compatible with the trans-
lated language. This is especially important in Asian or Arabic 
languages, where the character sets are not supported in the 
same Western font sets. However, some font families such as 
Myriad have options for different languages like Hebrew. 

These different fonts, writing styles and sentence struc-
tures can also complicate animations. For example, any 
Arabic or Hebrew flying text animations would likely need 
a change of direction. So it’s a good idea to avoid complex 
simulations that fire when certain words in a sentence enter 
the screen. Also, all on-screen text should be saved in an 
external XML file so it’s easy to extract for translation. Or, at 
the very least, complete phrases should be located within the 
same text fields. For instance, we worked with a client who 
had made a beautifully animated image in 3D Max Pro by 
creating a different graphic file for each letter, so they could 
all float in independently. In order to localize this, a vendor 
would need to translate 1200 different .JPEGS, which, in a 
typical translation process, would cost approximately $1800 

Evelyn Toro is the vice president of global 
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per language. Luckily, we were able to 
recreate the image from scratch in 3D 
Max Pro to achieve the same effect, 
while simplifying the structure, and 
thus were able to localize it for $65 per 
language.

While voiceovers can be a great 
way to capture an audience’s atten-
tion, they can also be expensive 
— especially when recreating them 
for multiple languages. Subtitles are 
always an option, but there are other 

tricks to keep voiceover costs down. 
For example, limit the number of 
actors or characters and use voiceover 
narrative instead of live screen action. 
This will reduce costs by minimizing 
onscreen events that need to be in 
sync with certain words or phrases 
and save time by eliminating dubbing 
to carefully match the voice or refilm-
ing altogether with a native-speaking 
actor. Also, it might sound obvious, 
but one more thing that can make a 

huge difference is to keep an up-to-
date version of the English script so it 
doesn’t have to be transcribed during 
the translation process. 

Localization process
Get the localization team involved 

from the beginning. In order for global 
marketing campaigns to be effective, 
the brand needs to be aligned globally, 
but relevant locally. Different regions 
have unique concerns and priorities, 
and campaigns that are developed at 
headquarters without any input from 
the local region run the risk of missing 
the cultural mark entirely. So it’s a good 
idea to develop the core message and 
strategy centrally and then get input 
from the local stakeholders to find 
out if the concept will work for each 
locale. For example, a Captain Money 
avatar may not resonate with the teams 
in China, and it’s better to know this 
before the assets have been created. 

Intel does a great job of this. When 
launching its Turbo Boost Technology 
2.0, the company put together an over-
view animation, which featured two 
cars racing side-by-side to demon-
strate the improved performance and 
speed of the superior one, which turns 
out to be a Transformer-style avatar 
for Intel. To get its global sales advi-
sors and customers excited about this 
key technology for second generation 
Intel Core, the company had the video 
translated into 11 languages (Figure 
1), including Arabic, Portuguese and 
Turkish. The concept works across 
locales and the commercial features 
only a few words that need translating.

Next, establish a localization pro-
cess and asset control solution. It is 
essential to have the source files (not 
just .MOV, .PDF or .GIF versions) for 
each rich media project available and 
easily accessible during the localization 

Figure 1: Intel translated a commercial for its new technology into 11 languages.
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process. Otherwise, they will need to be 
recreated from scratch in order to be 
translated, which is not only expen-
sive, but time consuming. One way 
to do this is to build a translation file 
manifest, also known as a localization 
kit, which serves as a map of what to 
translate and where to find it. Having 
a system that is easy to navigate will 
save everyone time and money during 
the translation process.

Source files are also essential for 
the translation vendor to estimate the 
price for the project correctly the first 
time. Without the source files up front, 
it’s impossible to know exactly what 
is involved in the translation process. 
We frequently find hidden issues dur-
ing the localization process that we 
couldn’t see until we started working 
in the source files. While everyone 
might be using the same software, 
there are often different ways to 
accomplish a particular goal and 
some people take a unique approach 
that requires the localization vendor 
to unravel the steps that were taken 
in order to apply the translation. This 
adds extra time and increases the final 
costs for the translation work. 

In addition, it’s important to build in 
time for review cycles. For example, it 
is crucial to have the translated video 
reviewed by a native linguist for things 
that a nonnative speaker could never 
catch such as dropped characters, trun-
cated text or incorrect animations. 

Develop style guides and glossa-
ries. Glossaries and style guides are 
the primary vehicle for global brand 
consistency. A glossary is a compre-
hensive list of commonly used terms, 
phrases and product names with the 
appropriate translations and defini-
tions. A style guide provides advice on 
writing style, convention and format-
ting preferences. They create a com-
mon ground for discussion and brand 
progression to build upon and keep 
even the best translators and internal 
reviewers from getting tangled up.

When executed correctly, rich media 
assets can be a very effective way to 
make a global campaign stand out and 
capture consumer attention. The key 
for successful, cost-effective localiza-
tion is to plan for translation during 
the content development process and 
to create a clear and collaborative 
regional review strategy.  M
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• Transcontinental dedicated project management 
• Long-term partnerships  
For details, free estimates and references,  

contact us at info@htpassport.com.

THE Localization Specialists
@transcript:
• leading translation provider
• specializing in technical translation and 

software localization
• focused on business and ERP software
• large diversified customer portfolio
Our global network allows us to handle large-

scale as well as smaller specialty projects. We use 
CAT tools to ensure efficient translation cycles by 
guaranteeing consistent terminology. With our 
experienced in-house staff plus a carefully selected 
pool of freelancers, @transcript has earned a 
reputation as a reliable and flexible partner.

@transcript GmbH & Co. KG
Cologne, Germany

info@transcript.de • www.transcript.de
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Practical SEO tips for
international websites

Wijnand Rijkenberg 

TTo improve your business, you need to drive 
quality traffic to your website and engage your 
prospects. This is a challenging task, especially 
when adding multiple languages to the mix. 
For this reason, the fields of search engine opti-
mization (SEO) and localization are becoming 
increasingly intertwined. 

In e-commerce, your ranking on Google (or any other local 
search engine) is key for a successful web store or service offered 
online. Most companies start a website in their local language 
and make an effort to make it visible on the respective local 
search engines. But what if they grow and start looking for 
opportunities abroad? They translate their content and hope 
their pages will somehow rank high in the new target language.

Companies tend to invest a lot of money in SEO efforts in 
their native languages. When going to multiple languages they 
need to be sure that their SEO strategy properly transfers and 
doesn’t get lost in translation. When an organization spends 
thousands for SEO on the original local website, you cannot 
assume that this won’t be necessary in the translated versions 
as well. There are ways to get the web page ranked as high on 
Google (or another engine) as possible through an intelligent 
translation process, but in the end you’ll need web analytics 
data to improve, do A/B testing and continually update and 
improve your content in all of the languages you provide.

SEO remains a somewhat difficult and uncomfortable term 
in our industry. Due to my experience in Google AdWords, 
keyword research and implementation, I have been offered 
translation projects from competitors who panicked when a 

client asked for an “SEO-friendly translation.” This is good 
for me, but not necessarily great for them, because it’s not 
that difficult. Of course, as a linguist you intrinsically want 
to deliver the best possible translation of a website. However, 
there’s a new reader now: Google’s web crawler, updated by the 
Hummingbird algorithm. This algorithm was launched a year 
ago and made Google’s way of indexing web pages more intel-
ligent; it now takes into consideration context and synonyms. 
This means that so-called keyword stuffing does not work any-
more, and is even penalized, so a more subtle keyword strategy 
perfectly falling into place with the context is now necessary. 
You’ll have to not only please your reading audience, but also 
the Hummingbird. However, if you please the bird, your human 
audience could grow significantly. 

Wijnand Rijkenberg, project manager at 
Textcase, is responsible for sales and online 
media localization projects. He specializes 
in multilingual SEO, SEA and transcreation 
for the e-commerce industry.

waterfilterwinkel.nl wasserfilterspezialist.de

ledsguenstig.de

baumarktland.de

ledvoordeel.nl

bouwmarkttotaal.nl

Figure 1: SEO localized top level domains 
compared for The Netherlands and Germany.
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What needs to change in the trans-
lation process is mindset. This has to 
do with understanding SEO, thinking 
about the right keywords and using 
some handy tools. While translating, 
sometimes you’ll have to compromise 
with a word that is less accurate or 
not linguistically perfect, but it will 
make your client more money because 
the page will rank higher in Google 
or another search engine. Manage-
ment writer Peter Drucker once said 
“Customers pay only for what is of 
use to them and gives them value. 
Nothing else constitutes quality.” So, 
as a language service provider (LSP), 
you might sell your services based on 
quality, defined linguistically. However, 
your buyers might not care about that; 
they might just care about the return on 
investment of their translated content. 
An LSP needs to offer them that value: 
search engine optimized localization.

SEO basics
SEO can be described as the process 

of generating free or “organic” traffic 
to your website through search engines 
such as Google. Actually, throughout 
the article I will mostly refer to Google, 
since about 65% of searches globally are 
going through Google. Other engines 
such as Baidoo, Yahoo, Bing and vari-
ous local engines often work in similar 
ways, although companies should be 
more informed about SEO strategies 
in countries where certain non-Google 
engines are big. 

The visibility of your website on a 
search engine, or at what position it 
ranks, is dependent on many factors. 
These factors are constantly changing 
because of technology developments, 
policy changes to avoid misuse and 
social media. SEO is not easy; it’s an 
ongoing effort and each time Google 
changes the algorithm, the search 
results change. In my work, these are 
the factors I’ve found most important:

■■ Content: relevant text is an 
important indicator to rank high. Most 
search engines focus on giving their 
users the best experience, which means 
that unique and relevant information 
is key. The newest Google Panda 4.0 
algorithm update seeks to punish low-
quality content and reward original 
content intended for the right audi-
ence. This is why the switch from 
translation to transcreation is a must.

■■ Domain names and website struc-
ture: you need to segment either by 
country or by language. Then think 
of domain choice — will you go with 
es.textcase.com or textcase.com/es or 
textcase.es? Staying consistent with 
your targeting decision and choosing 
a relevant domain name is important. 
See Figure 1 for examples from my 
clients. For e-commerce, an effective 
keyword or close variant in your top-
level domain is highly recommended. 
Obviously, an exact match between the 
search query and domain name will 
score high. The extension after the “/” 
sign in the URL is also important. No 
coding identifiers or numbers should 
follow, but instead a relevant keyword 
for the specific page.

■■ Social media presence: social 
media has a huge share on the web 
and thus on search engines. The big-
ger your social reach and engagement, 
the better. I recommend that you use 
Hootsuite, or other similar programs, to 
manage your multilingual social media 
presence and monitor what’s going on 
in your field of business. Social links 
to your website are indexed and valued 
by Google.

■■ Context and linkbuilding: create 
new relevant landing pages on your 
website. Actively write blogs and post 
links to other websites on your page. 
Ask industry website owners with high 
PageRanks (a weight value that Google 
assigns to your page) to link your web-
site. Every page should have its own 
subject and shouldn’t derail from it. 
It’s important that it all fits together 
and makes sense to the search engine 
to keep the landing page relevant and 
well ranked. After translating your 
website, make sure to create these links 
and new content in the new language; 
you have to build your PageRank 
from scratch for your new translated 
website.

■■ Technical aspects of a website: 
meta tags, fast loading times, and 
easy access and crawling of website 
structure should be considered when 
building a website, since they might be 
hard to change later. 

A thoroughly optimized website 
is not something you fix in one day. 
When you are gradually working 
toward more links (linkbuilding), 
social engagement, better content and 
technical enhancements, the search 

engine will notice and reward you. It’s 
a long-term process.

Use Google Analytics and the 
Google Webmaster Tools (or a tool for 
the local search engine) to work on 
and improve SEO results. Create sepa-
rate profiles for each local website and 
track international traffic, keywords 
and incoming links.

www.net-translators.com

“ Quality means 
doing it right 
when no one 

is looking”

Henry Ford

http://www.net-translators.com
http://www.multilingual.com
http://www.net-translators.com
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SEO and localization
SEO strategies have for the most part 

been keyword-based. Using the right 
keywords in the right places remains 
important, but search engines have 
been updated (Google Hummingbird 
for example) and are becoming more 
intelligent. Stuffing your web texts 
with keywords doesn't work anymore. 

Successful SEO translations depend 
heavily on the source text. If the source 
text on the landing page is written 
and structured following the SEO best 
practices (meta tags, headings, length, 
keyword density) the translation will 
have a better chance as well. However, 
you can’t just start translating on the fly. 
You have to know which keywords are 
most interesting or effective in the local 
context. Translation accuracy will some-
times have to make way for keywords 
that have a better chance of triggering a 
reader or conversion on the page.

My feeling is that many LSPs trans-
late web pages without any SEO instruc-
tions or strategy in mind. For example, 
they have an SEO specialist do an edit-
ing round after translation. For better 
readability and SEO strategy, however, 
I believe it is important to keep SEO in 
mind up front, and train your translators 
to immediately pick the best keywords 
and work toward the most effective key-
word density. This way the translation is 
likely to rank higher in the target lan-
guage than it did in the source language.

There are a few things that are help-
ful when requesting an SEO-friendly 
translation. In an ideal world we always 
translate the accompanying AdWords 
campaign first to have the best SEO 
results in your translated web pages. 
Translators need to use the following 
two tools.

Google AdWords keyword planner
In new target markets local pros-

pects will search differently for your 
products than in your home country; 
therefore, localize your keywords, don’t 
just translate them. When translating 
keywords literally you can get lucky, 
but you might also end up with the 
translation that attracts the least traf-
fic (low search volume) or causes low 
click-through rates and high bounce 
rates. For example, we have an English 
web store that sells mugs. The most 
accurate translation to Dutch is mok, 
but using this term as the focus key-
word will result in missing hundreds 
of potential buyers, because the word 
beker means exactly the same thing, 
and more people use it on Google when 
they are looking to buy a mug. A help-
ful tool is the AdWords keyword plan-
ner (Figure 2); use it to check keywords 
in specific geographic areas, search 
volumes and to see potentially interest-
ing alternatives. Make sure to select the 
appropriate language and country.

The simple change from mok to 
beker gives you 300 more potential 
visitors to your website, which could 
increase profits significantly. Even 

Average monthly
   searches

mok

Search items

1,600

1,900beker

Figure 2: Checking search volumes on 
synonymous terms with the Google 

AdWords Keyword Planner.

Keyword Italian
version 1

Italian
version 2

Italian
version 3

Italian
version 4

Schilder offerte offerta pittore offerta 
imbianchino

Schilder 
vergelijken comparare pittori confrontare 

pittori
confrontare 
imbisnchini

Schilder nodig si necessita pittori si necessita 
imbianchino

necessita 
pittore

necesita 
imbianchino

Schilder 
inhuren assumere pittore ingaggiare 

pittore
assumere 

imbianchino
ingaggiare 

imbianchino

Schilder 
gezocht cercasi pittore cercasi 

imbianchino
si cerca 
pittore

si cerca 
imbianchino

Schilder 
gevraagd richiesta pittore richiesta 

imbianchino

Schilderwerk pittura imbianchino verniciatura

Figure 3: Translating keywords from Dutch to Italian for SEO and SEA, 
coming up with as many variations as possible.
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www.traductera.sk 

ACP Traductera, s.r.o.
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tel:  +421 2555 68 939
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better, when a translator identifies a 
relevant synonym such as beker, it is a 
great idea to add a specific SEO land-
ing page for this word and adjust the 
content to fit the synonym. This way 
you can address people who search 
both terms and are looking to buy the 
same product.

When doing initial keyword transla-
tions, we give the translator the oppor-
tunity to come up with as many varieties 
of the word as possible (Figure 3). In 
this example the company runs a Dutch 
website that serves as a platform to 
match painting companies with poten-
tial clients who search for painters. They 

want to expand their platform to Italy, 
so we translated all the keywords in as 
many ways as possible. This will help 
in the translation process of the actual 
website and it will help in creating the 
right landing pages with certain focus 
keywords, but it also establishes a struc-
ture for building the AdWords campaign 

Figure 4: User interface in Google Translator Toolkit, translating a campaign for a travel website.

More Translation Power - Freedom from Extra Charges
Why choose the world’s most powerful translation engine? 
You get more of what you need, and save money on what you don’t.

FREE CAT TOOL– Easy Cloud-Based Editing

UNLIMITED SEATS – Add Users Free

BUDGET FRIENDLY– Pay Only For What You Translate

UNLIMITED ASSETS – Store All You Need

MORE SPEED – Boost Productivity Up To 50%

SELF-LEARNING ENGINE – The World’s 1st Auto-Tuning Engine

Find out more: Visit sovee.com

SMART ENGINE 2.0

http://www.multilingual.com
http://sovee.com
http://sovee.com
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by dividing ad groups by keyword. The 
more specifically you segment, the 
more success your AdWords campaign 
will generally have. We also ask the 
translator to come up with common 
misspellings or awkward keyword com-
binations to include in the campaign. 
The company wants to address every 
person looking for painters in Italy, both 
organically (SEO) as well as through 
search engine advertising (SEA).

 
Keyword density tool
Proper keyword density is essential 

for all websites. Keyword density is the 
percentage a keyword appears on a web 
page compared to the total number of 
words on that page. First, define the 
keywords you want and then make sure 
that these keywords have a density of 
between 2% and 5%. No higher and no 
lower, because Google has penalty filters 
in place for sites that abuse this strategy.

After you have translated and imple-
mented the proper keywords throughout 
the text, you can check to see if you did 
it right by submitting the URL, plain text 
or HTML, to: http://tools.seobook.com/
general/keyword-density/.

The AdWords combination
When you launch a multilingual 

website, traffic from these new mar-
kets isn’t just going to appear out of 
nowhere. Your new website in a certain 
language doesn’t have a PageRank, 
because there’s no traffic history and 

there are no incoming links, so it is 
unlikely to score high organically on 
Google or other search engines. Many 
organizations and companies run 
online advertising campaigns to get 
their feet on the ground in the new 
country. To do this you’ll have to care-
fully build an AdWords campaign that 
perfectly aligns with the structure of 
your new website. If a campaign exists 
in the source language, it is a great idea 
to have the website translator do the 
AdWords translation first.

By doing the AdWords campaign first, 
the translator will get in the right mindset 
and will get a better idea of which keywords 
to use. An AdWords campaign should be 
targeted very specifically, with a so-called 
ad group per page on your website. You 
can see what the focus keyword is, how it 
performs and which long-tail keywords are 
options. Also, from the ad texts the transla-
tors can learn what the important unique 
selling points for the organization are. 

In an AdWords campaign, negative 
keywords are also included. These are 
words that you don’t want to be associ-
ated with when people search for them 
on Google. This is important to help save 
money by avoiding irrelevant clicks. 
For a painting company (Figure 3) it is 
important to be found with the search 
term painter; however, you do not want 
to be matched with people who want a 
portrait painted by an artist. Negative 
keywords should not be used on the 
translated landing page — another rea-

son to translate the AdWords campaign 
first or at least take a look through it.

AdWords translation
Google’s own Translator Toolkit 

actually works quite well for translating 
AdWords campaigns. You upload your 
.aea file and the campaign will show in a 
user-friendly editor for the translator to 
post-edit. Of course, your campaign will 
be pretranslated by Google Translate. 

The disadvantages are that some 
elements, such as the extensions, won't 
show up to be translated in the editor. 
Also, you cannot change geographi-
cal settings, add keywords or remove 
negatives. This is why I mostly trans-
late AdWords campaigns in a specially 
designed Excel spreadsheet. It notifies 
the translator when he or she goes over 
the character limit, just like the editor 
does in the Translator Toolkit. The big 
advantage of working in Excel is that 
the translator can easily add an ad 
group when needed. It is important that 
the translator is able to add interesting 
synonyms in the new language. Also, in 
Excel we’re localizing without machine 
translation, so that we’re not tempted 
to use bad machine translations just 
out of convenience. To achieve maxi-
mum performance, it’s better to think 
through and really transcreate and 
localize the ad texts and keywords, 
from scratch, for the local targeted 
audience, without getting distracted by 
machine translation.  M

Translation & Localization

Outstandi
ng

Localizat
ion

Itranslation and localization 

Iproofreading 

Icompany-specifi c glossaries 

Ipost-editing services

Iproject management 

Idesktop publishing 

Your German Language 
Specialist

Cologne, Germany                 Tel +49(0)221 801 928-0                 www.rheinschrift.de

http://tools.seobook.com/general/keyword-density/
http://www.rheinschrift.de
mailto:editor@multilingual.com
http://tools.seobook.com/general/keyword-density/
http://www.rheinschrift.de


Localization Showcase

Chinese Localization Center
Paris, France • Berlin, Germany 

Madrid, Spain • Vancouver, Canada
 jackln@chineselocalize.com

www.chineselocalize.com

All Languages 
into Chinese, 

DTP

Since 1997 
Chinese, Japanese, Korean <> English
 ...and most European languages into Chinese 

as well 

Global textware B.V.
Groningen, The Netherlands

info@globaltextware.nl
www.globaltextware.nl

Professional Solutions for 
Turn-key Translations

Your translation partner since 1997 for the 
Dutch language market.  

• Localization and SEO 
• Transcreation 
• MT and Post-editing  
Our services are certified according to  

NEN-EN 15038 and ISO 9001:2008.  
Interested in our full translation services?  
Please contact us for a free quote. 

Your Russian Translation 
Services Provider

At ALBA we can offer you the complete package 
of high quality translation, localization, DTP and 
interpreting services. We focus on Russian, but 
also cover other Eastern European, Baltic and CIS 
languages (Kazakh, Ukrainian, Azeri and more). 

With more than 15 years of experience and 
brilliant in-house teams of expert linguists, we can 
ensure fast and professional-quality translation for 
your business needs. We have the knowledge, 
skills and framework to get it right!

Alba Translation Agency
Nizhny Novgorod, Russia
 info@alba-translating.ru 
www.alba-translating.ru

Anzu Global LLC
Boston, Massachusetts

mklinger@anzuglobal.com
www.anzuglobal.com

Globalization  
Staffing Services

Anzu Global provides globalization recruiting, 
executive search and brokerage services for 
translation companies. We recruit for multiple 
globalization positions including: 

• Internationalization Engineer 
• Localization Program/Project Manager 
• Business Development Manager 
• Localization Engineer 
• Translators/Editors/Post Editors 
• Bilingual Technical Support 
• MT experts 
• Computational Linguists  

You create it.
We localize it.

Whether for an ad, an instructional video or a 
high-octane game, more and more companies, 
from app developers to major corporations, 
understand the need for multilingual audio. 

• Complete talent management and coaching 
for any type of content: e-learning course, 
app, game, prompts and many more 

• State of the art equipment 
• Flexible pricing based on voice talent choosen

e2f translations, inc.
USA • France • Mauritius • Madagascar

 projects@e2f.com • e2f.com

RoundTable Studio
Argentina • Brazil • Spain

info@roundtableinc.net • www.roundtableinc.net

Latin America — sorted!
RoundTable Studio –
• your natural partnering choice for translation 

and localization into Spanish and Brazilian 
Portuguese  

• local market experts with offices in Argentina, 
Brazil and Spain  

• unbeatable blend of service, quality and cost 
efficiency 

• scale, flexibility and reliability 
• solid infrastructure with a large team of 

in-house linguists, project managers and 
technical staff

 • IT (software/hardware), games/ 
entertainment, audio production, business/
finance, education/e-learning, life sciences, 
retail, travel/leisure, energy/oil,  
industry/manufacturing and more  

Latin America is easy – at the RoundTable!

www.multilingual.com October/November 2014  MultiLingual  |   49

mailto:jackln@chineselocalize.com
http://www.chineselocalize.com
mailto:info@globaltextware.nl
http://www.globaltextware.nl
mailto:info@alba-translating.ru
http://www.alba-translating.ru
mailto:mklinger@anzuglobal.com
http://www.anzuglobal.com
mailto:projects@e2f.com
mailto:info@roundtableinc.net
http://www.roundtableinc.net
http://www.multilingual.com
http://www.globaltextware.nl
http://www.chineselocalize.com
http://www.alba-translating.ru
http://www.anzuglobal.com
http://www.roundtableinc.net
http://e2f.com
http://e2f.com


This section offers terminology, abbreviations, acronyms and other 
resources, especially as related to the content of this issue. For more  
definitions, see the Glossary section of MultiLingual’s annual Resource 
Directory and Index (www.multilingual.com/resourceDirectory).

Basic terminology

50 |  MultiLingual  October/November 2014 editor@multilingual.com

B
as

ic
s

Authoring Tool Accessibility Guidelines (ATAG). Authoring tools 
are software and services that web developers and other “authors” use 
to produce web content. ATAG documents explain how to make the 
authoring tools themselves accessible, so that people with disabilities 
can create web content, and help authors create more accessible web 
content — specifically: enable, support and promote the production of 
content that conforms to Web Content Accessibility Guidelines.

eXtensible Markup Language (XML). A programming language/
specification pared down from SGML, an international standard for 
electronic information, designed especially for web documents.

International Organization for Standardization (ISO). A network 
of national standards institutes from 145 countries working in partner-
ship with international organizations, governments, industry, business 
and consumer representatives. ISO acts as a bridge between public and 
private sectors. 

localization (l10n). In this context, the process of adap ting a product 
or software to a specific international language or culture so that it seems 
natural to that particular region. True localization considers language, cul-
ture, customs and the characteristics of the target locale.

machine translation (MT). A technology that translates text from 
one human language to another, using terminology glossaries and 
advanced grammatical, syntactic and semantic analysis techniques.

Unicode. The Unicode Worldwide Character Standard (Unicode) 
is a character encoding standard used to represent text for computer 
processing. Originally designed to support 65,000 characters, it now 
has encoding forms to support more than one million characters. 

User Agent Accessibility Guidelines (UAAG). Provides guidelines for 
designing user agents that lower barriers to web accessibility for people 
with disabilities. User agents include browsers, media players and appli-
cations that retrieve and render web content.

W3C. World Wide Web Consortium. W3C owns many standards, 
including XML and HTML. 

Web Accessibility Initiative (WAI). An effort to improve the acces-
sibility of the world wide web for people with disabilities. People with 
disabilities may encounter difficulties when using computers gener-
ally, but also on the web. Since people with disabilities often require 
nonstandard devices and browsers, making websites more accessible 
also benefits a wide range of user agents and devices, including mobile 
devices, which have limited resources. The W3C launched the Web 
Accessibility Initiative in 1997 with endorsement by The White House.

Web Content Accessibility Guidelines (WCAG). Part of a series of 
web accessibility guidelines published by the WAI. They consist of a set 
of guidelines for making content accessible, primarily for people with 
disabilities, but also for all user agents, including highly limited devices 
such as mobile phones. The current version, WCAG 2.0, was published 
in December 2008 and is also an ISO standard, ISO/IEC 40500:2012.
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ELIA 
ELIA, the European Language Industry Association, brings 
together translation, localization and interpreting compa-
nies that do business in Europe. The association provides 
its members with tools and opportunities to improve their 
businesses such as training and networking events, resources 
for business development and joint marketing efforts. Above 
all, ELIA is a community of peers. It is a place for language 
companies to learn, grow, socialize and share. Join us. 
Discover ELIA. Share the enthusiasm.
ELIA Leeds, United Kingdom, +393458307084 
E-mail: info@elia-association.org 
Web: www.elia-association.org  

   

  
Globalization and Localization Association 
The Globalization and Localization Association is a fully 
representative, nonprofit, international industry associa-
tion for the translation, internationalization, localization 
and globalization industry. The association gives members 
a common forum to discuss issues, create innovative solu-
tions, promote the industry and offer clients unique, col-
laborative value.
Globalization and Localization Association Andover, MA USA 
206-494-4686, E-mail: info@gala-global.org 
Web: www.gala-global.org  Ad on page 40

       

TAUS 
TAUS is a resource center for the global language and trans-
lation industries. Our mission is to increase the size and 
significance of the translation industry to help the world 
communicate better.  We envision translation as a stan-
dard feature, a utility, similar to the internet, electricity 
and water.   We support buyers and providers of language 
services and technologies with a comprehensive suite of 
online services, software and knowledge that help them to 
grow and innovate their businesses. We extend the reach and 
growth of the translation industry through our vision of the 
Human Language Project and our execution with sharing 
translation memory data and quality evaluation metrics.
TAUS Amsterdam, The Netherlands, 31-299-672028 
E-mail: info@taus.net, Web: www.taus.net

           

conferences

 
The 38th Internationalization  
& Unicode Conference 
The Internationalization & Unicode Conference (IUC) is the 
premier technical conference focusing on multilingual global 
software and web internationalization. Each IUC covers cur-
rent topics related to web and software internationalization, 
globalization and Unicode. Internationalization and Unicode 
experts, implementers, clients and vendors are invited to at-
tend. Meet and exchange ideas with leading experts, find out 

about the needs of potential clients, or get information about 
new and existing Unicode-enabled products. 
The Unicode Consortium Mountain View, CA, USA 
781-444-0404, E-mail: info@unicodeconference.org 
Web: www.unicodeconference.org/ml-bg Ad on page 4

  
Localization World 
Localization World conferences are dedicated to the lang-
uage and localization industries. Our constituents are the 
people responsible for communicating across the bound-
aries of language and culture in the global marketplace. 
International product and marketing managers participate 
in Localization World from all sectors and all geographies to 
meet language service and technology providers and to net-
work 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 
E-mail: info@localizationworld.com 
Web: www.localizationworld.com Ad on page 7

   

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 localiza-
tion solutions to fit their needs. We offer veteran expertise 
as our clients navigate the many personnel, process and 
technology decisions involved in running effective local-
ization 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 strate-
gic marketing efforts. LocalizationGuy is led by a 20-year 
localization industry veteran and former chairman of the  
Globalization and Localization Association. 
LocalizationGuy, LLC Dallas, TX, USA, 612-986-3108 
E-mail: sales@localizationguy.com, Web: www.localizationguy.com

 
Rockant Training & Consulting
Rockant provides training and consulting to managers of 
international programs, products and services. Rockant 
consultants represent the buyer community. Programs and 
services constantly evolve with the needs of buyers of lo-
calization services and the capabilities of the marketplace. 
Rockant's in-depth knowledge of the vendor community 
stems from experience with actual implementation proj-
ects. Rockant provides online training and consulting 
where managers of international programs, products and 
services need it most: From managing your subject mat-
ter experts to automating translation and improving time 
to enter new geographies, Rockant prepares your global 
workforce to beat expectations. 
Rockant Training & Consulting Rockville, MD USA, 301-825-5418 
E-mail: info@rockant.com, Web: https://rockant.com  
Ad on page 8

   

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. For 
the past ten years, Global DTP has become one of the 
leading DTP companies. We have been delivering high-
quality and cost-effective services for at least eight of the 
top 20 LSPs and many other companies/agencies. Given 
our extensive experience in localization and knowledge 
of the prepress, media and publishing industries, our 
team of 20 in-house professionals handles more than 
400 projects every year. Our core services are multilin-
gual desktop publishing and Flash, video and HTML 
engineering. 
Global DTP Brno, Czech Republic, +420 603 574 709 
E-mail: info@global-dtp.com, Web: www.global-dtp.com 

 enterprise solutions 

 
Across Systems
Multiple Platforms
Across Language Server is a market-leading software plat-
form for all corporate language resources and translation 
processes. Within a very short time, the use of Across can 
increase the translation quality and transparency, while 
reducing the workload and process costs. The Across 
translation management software includes a translation 
memory, a terminology system, a powerful PM and work-
flow control tools. It allows end-to-end processing for a 
seamless collaboration of clients, LSPs and translators. 
Open interfaces enable the direct integration of third-party 
solutions like CMS, ERP or others. Customers include 
Allianz Versicherungs AG, HypoVereinsbank, SMA Solar 
Technology, ThyssenKrupp and hundreds of other leading 
companies. Languages All
Across Systems GmbH Karlsbad, Germany, 49-7248-925-425 
E-mail: international@across.net 
Across Systems Inc. Glendale, CA USA, 877-922-7677 
E-mail: americas@across.net, Web: www.across.net Ad on page 22
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STAR Group
Multiple Platforms
STAR Group was founded in Switzerland 30 years ago with 
the exclusive focus of facilitating cross-cultural technical 
communications in all languages. The company has grown 
to be the largest privately held multilingual information 
technology and services company in the world with 46 of-
fices in 31 countries. Its advanced technology developments 
have propelled STAR to its current market position. Core 
services: information management, translation, localization, 
publishing, on-demand printing and consulting. Core tech-
nologies: Transit (translation memory), TermStar/WebTerm 
(terminology management), GRIPS (product information 
management), MindReader (context-sensitive authoring 
assistance), STAR CLM (corporate language management), 
STAR CPM (corporate process management), i-KNOW 
(competence management) and SPIDER (Interactive Elec-
tronic Technical Manual). Languages All
STAR Group Ramsen, Switzerland, 41-52-742-9200 
216-691-7827, E-mail: info@star-group.net  
Web: www.star-group.net 
Ad on page14

locAlizAtion services

 
ADAPT Localization Services 
ADAPT Localization Services offers the full range of services 
that enables clients to be successful in international markets, 
from documentation design through translation, linguistic 
and technical localization services, prepress and publication 
management. Serving both Fortune 500 and small compa-
nies, ADAPT has gained a reputation for quality, reliability, 
technological competence and a commitment to customer 
service. Fields of specialization include diagnostic and med-
ical 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, E-mail: adapt@adapt-localization.com 
Web: www.adapt-localization.com Ad on page 19

      

 

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

 
Total Solutions for Your Business
Established in 1995, E4NET has successfully accomplished 
many major projects for customers such as Microsoft, 
Hewlett-Packard, Oracle, IBM, Google, Facebook, 3Com, 
Sony, LG Electronics, Panasonic, IKEA and more. We 
specialize in the fields of IT such as ERP/CRM/DBMS, 
consumer software, hardware/equipment, OS, server appli-
cation, management, storage and multimedia. In addition, 
our service expands to other industries such as games, 
medical/healthcare, travel, fashion, financial, automation 
and automotive. E4NET can provide all types of localiza-
tion, including the full scope of linguistic testing services 
in Windows, Macintosh and Linux as well as MTPE, DTP, 
audio recording and video translation services. Languages 
Major Asian languages including Korean, Japanese, 
S-Chinese, T-Chinese, Thai
E4NET Co., Ltd. Seoul, Republic of Korea, 82(2)-3465-8500 
E-mail: l10n@e4net.net, Web: www.e4net.net

 
Precision Matters in Translation
For over 17 years, EC Innovations has specialized in custom-
ized 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 market-
place. Today, EC Innovations has grown into 14 strategically 
located global offices with 300+ full-time employees offering 
full localization support into 60+ languages. EC Innovations 
continues to build upon its reputation as a customer-centric 
organization focused on high-quality standards, technologi-
cal creativity and value-added services to accommodate any 
type of localization program. Languages All
EC Innovations, Inc. Wilmington, DE, USA, 312-863-1966 
E-mail: info@ecinnovations.com, Web: www.ecinnovations.com 
Ad on page 17 

         

High Quality Asian Localization,  
Voiceover and Multimedia 
EQHO Communications — one of Southeast Asia’s larg-
est independent localization firms, has over 70 in-house 
staff. Building on a well-educated and inexpensive labor 
base in Thailand, EQHO has created an internation-
ally recognized localization firm specializing in the rarer 
Southeast Asian languages, as well as Chinese, Japanese 
and Korean. EQHO operates from a 1,000-square-meter 
office in central Bangkok. With in-house linguists, DTP 
operators, localization and multimedia engineers, and 
on-site recording studios, we offer an unrivaled level of 
service and rapid turnaround. EQHO also has facilities in  
Vientiane, Lao PDR and Brno, Czech Republic. In 2012, 
EQHO was ranked as a Top 20 Asia-based LSP by CSA. 
Languages Translation: All commercial languages, special-
izing in Asian pairs. Voiceover/multimedia: All languages
EQHO Communications Bangkok, Thailand, +66 (0)2 637 8060 
E-mail: info@eqho.com, Web: www.eqho.com Ad on page 15

       

 

EuroGreek Translations Limited
Established in 1986, EuroGreek Translations Limited is 
Europe’s number one Greek localizer, specializing in tech-
nical and medical translations from English into Greek 
and Greek into English. EuroGreek’s aim is to provide high 
quality, turnkey solutions, encompassing a whole range of 
client needs, from plain translation to desktop/web pub-
lishing to localization development and testing. Over the 
years, EuroGreek’s services have been extended to cover 
most subject areas, including German and French into 
Greek localization services. All of EuroGreek’s work is pro-
duced in-house by a team of 25 highly qualified specialists 
and is fully guaranteed for quality and on-time delivery. 
Language Greek 
EuroGreek Translations Limited London, United Kingdom  
Athens, Greece, 30-210-9605-244, E-mail: production@eurogreek.gr 
Web: www.eurogreek.com Ad on page 31

      

 

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

            

New markets for your
products and solutions

  
Janus Worldwide Inc.
Janus is a leading provider of language solutions to the 
world’s most global companies. Our flexible, scalable and 
proven approach enables our team to deliver services with 
top-quality results both on time and on budget. Industries 
we serve include IT, telecom, life sciences, energy, financial 
and automotive. Some of the services we offer are: func-
tional and linguistic testing; software, website and multi-
media localization; and technical, e-learning and marketing 
translation. Our processes are backed by the ISO 9001:2008 
and EN 15038:2006-05 quality certifications and our clients 
include Microsoft, IBM, Siemens and Volkswagen. We have 
nine offices in Asia, Europe and the US to facilitate commu-
nication globally. Languages 80 and growing 
Janus Worldwide Inc. Moscow, Russia, +7-495-913-66-53 
US 855-526-8799, E-mail: info@janusww.com 
Web: www.janusww.com Ad on page 30

      

Moravia
Moravia is a leading globalization solution provider, en-
abling companies in the information technology, e-learning, 
 life sciences, consumer electronics and telecommunications 
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industries to enter global markets with high quality multilin-
gual products. Moravia’s solutions include localization, prod-
uct testing, multilingual publishing, technical translation, 
content creation, machine translation and workflow consult-
ing. 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 
USA Newbury Park, CA, USA, 805-262-0055 
E-mail: info@moravia.com, Web: www.moravia.com 
Europe 420-545-552-222, E-mail: europe@moravia.com 
Ireland 353-1-709-9822, E-mail: ireland@moravia.com 
Asia 86-25-8689-6500, E-mail: asia@moravia.com 
Japan 81-3-3354-3320, E-mail: japan@moravia.com
Argentina 54-341-481-2992, E-mail: argentina@moravia.com 
Ad on page 60

Your Vision. Worldwide.

 
Full-service Translation, Localization  
and Multilingual Testing
Net-Translators provides turnkey translation, localization 
and multilingual testing services and customized strategy-
to-deployment localization solutions. For over ten years, 
it has helped technology companies and medical device 
manufacturers prepare their products and services for 
global markets. For software applications (GUI, online 
help and documentation), marketing materials, websites 
and more, Net-Translators’ customer-focused, professional 
teams deliver consistent, accurate results in compliance to 
international regulations. Their one-of-a-kind Multilingual 
Testing Center is specially equipped and staffed to offer 
the ultimate testing environment for localized products. 
EN 15038:2006, ISO 9001:2008 and ISO 13485:2003 cer-
tifications and a long-standing reputation for quality have 
earned Net-Translators the trust of industry leaders world-
wide. Languages More than 60 
Net-Translators 
USA Cupertino, CA, USA, 800-320-1020 
E-mail: salesusca@net-translators.com 
USA Marlborough, MA, USA, 617-275-8128 
E-mail: salesuseast@net-translators.com
Europe London, England, +44-20-3393-8385 
E-mail: saleseu@net-translators.com 
Middle East Or Yehuda, Israel +972-3-5338633 
E-mail: salesil@net-translators.com 
South America Posadas-Misiones, Argentina, +54-3764-487029 
E-mail: salessoutham@net-translators.com
Web: www.net-translators.com Ads on pages 45, 59

             

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

   

 
Localization and Globalization Partner
Saltlux was founded in 1979 as the first Korean technical 
translation company. Our services encompass translation, 
localization, DTP, MT post-editing, planning and writing of 
technical manuals. We have extensive experience in medical 
and pharmaceutical products and equipment, IT, software, 
electrical, automotive and technical industry, and so on. With 
32 years of accumulated know-how, Saltlux will be your ideal 
global communication partner. To learn more, please visit 
www.saltlux.com. Languages Korean, Traditional and Sim-
plified Chinese, Japanese and other Asian languages, Euro-
pean languages
Saltlux, Inc. Seoul, South Korea, 822-379-8444 
E-mail: tcsales@saltlux.com, Web: www.saltlux.com

 
Saudisoft Co. Ltd
With 30 years in the language industry, Saudisoft knows how 
to support your business growth by localizing your content. 
Specializing in the Middle Eastern, African and Asian lan-
guages, the company has five offices around the region in 
Egypt, Saudi Arabia and Dubai. Saudisoft provides multilin-
gual software localization, documentation, website localiza-
tion, multimedia localization, DTP, engineering and testing 
services. Linguistic and engineering capability combined 
with unrivaled levels of service and attention to detail have 
earned Saudisoft awards from leading companies worldwide. 
Languages More than 100
Saudisoft Co. Ltd Egypt, 20-2-3303-2037 
E-mail: bdm@saudisoft.com, Web: www.saudisoft.com

       

 
TOIN Corporation 
TOIN has achieved a 50-year track record of excellence by, 
as our clients say, being consistently “present” to meet their 
needs. TOIN offers a spectrum of translation, localization 
and consulting solutions to Global 1000 companies across a 
range of industries including automotive, IT, telecommuni-
cations, life sciences, e-learning, software, gaming, semicon-
ductors and consumer products. TOIN provides exceptional 
strength in Asia as well as a global reach, with offices in Japan, 
China, Korea, the United States and the United Kingdom. 
Languages Japanese, Traditional and Simplified Chinese, Ko-
rean, Malay, Thai, Vietnamese and European languages 
TOIN Corporation 
Japan Tokyo, Japan, 81-3-5759-4353 
E-mail: toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp 
North America Dallas, TX USA, 1-612-986-3108 
E-mail: aki-ito@to-in.co.jp, Web: www.to-in.com 
Europe London, United Kingdom, 44-7890-290123 
E-mail: mark-stephenson@to-in.co.jp, Web: www.to-in.com 
China Shanghai, P.R. China, 86-21-3222-0012  
E-mail: shen-yi@to-in.co.jp, Web: www.to-in.com 

 
Ushuaia Solutions 
Ushuaia Solutions is a fast-growing Latin American com-
pany providing solutions for translation, localization and 
globalization needs. Ushuaia Solutions is focused on being 
creative and proactive to meet tight time frames with a high 
level of quality and a cost-effective budget. Customizing its 
processes, Ushuaia assures project consistency and techni-

cal and linguistic accuracy, thus reducing clients’ time-to-
market. Ushuaia combines state-of-the-art technology with 
top-notch experienced native translators, editors and soft-
ware engineers. Our mission is to work together with our 
clients, thereby creating a flexible, reliable and open rela-
tionship for success. 
Languages Spanish (all varieties), Portuguese (Brazil) 
Ushuaia Solutions Rosario, Argentina, 54-341-4493064 
E-mail: info@ushuaiasolutions.com  
Web: www.ushuaiasolutions.com Ad on page 36

 
VistaTEC
At VistaTEC we understand what it takes to captivate, 
engage and inspire a global audience. Every day we help to 
optimize the global commercial potential of some of the 
most iconic brands, products and services the world has 
ever seen. Since 1997 we have been providing world-class 
localization solutions to many of these large companies 
worldwide. Global commerce is evolving and accelerating 
at a tremendous pace and organizations operate within 
markets where customers are increasingly mobile, well 
informed and open to change more than ever before. 
Contact VistaTEC today. We're the leaders in global content 
solutions. Languages All 
VistaTEC 
Europe Dublin, Ireland, 353-1-416-8000 
North America  Mountain View, CA, USA, 409-898-2364 
E-mail: info@vistatec.com, Web: www.vistatec.com 
Ad on page 12

         

 
Xlated Ltd.
Xlated is a young and dynamic localization service provider, 
founded and managed by translators with 16+ years of 
specialization in software localization. Thanks to a proven 
knowledge of internationalization and localization pro-
cesses, a team of highly skilled and motivated professionals, 
and an intelligent use of the most recent translation tech-
nologies, we offer a wide range of multilingual services for 
small to large and complex software localization projects. 
Services include terminology management, translation of 
GUI and user documentation, linguistic and functional 
quality assurance, engineering, multiplatform DTP and 
consulting. Languages Greek, French, Italian, German, 
Spanish, Portuguese, Russian
Xlated Ltd. Kells, County Meath, Ireland, +353-(0)46-925-0005 
E-mail: info@xlated.com, Web: www.xlated.com 

nonprofit orgAnizAtions

 
The Rosetta Foundation
Access to information is a fundamental right. We want to 
relieve poverty, support health care, develop education and 
promote justice through access to information and knowl-
edge across the languages of the world. The Rosetta Founda-
tion supports the not-for-profit activities of the localization 
and translation communities. It works internationally with 
those who want to provide equal access to information across 
languages, independent of economic or market consider-
ations, including localization and translation companies, 
technology developers, not-for-profit and non-governmental 
organizations. Languages All
The Rosetta Foundation Dublin, Ireland, +353-87-6736414, E-mail: 
info@therosettafoundation.org, Web: www.therosettafoundation. com
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Translators without Borders
Translators without Borders is an independent registered 
nonprofit association based in France that assists non-gov-
ernmental organizations (NGOs) by providing free, profes-
sional translations. Founded by Lexcelera in 1993, Translators 
without Borders has provided over two million dollars worth 
of free translations. Thanks to the funds saved, NGOs are able 
to extend their humanitarian work. Languages 11
Translators without Borders Paris, France, 33-1-55-28-88-09  
E-mail: twb@translatorswithoutborders.org  
Web: www.translatorswithoutborders.org 

Terminology managemenT

Kaleidoscope
quickTerm manages the entire terminology life cycle. If 
you would like to see your SDL MultiTerm terminology 
used enterprise-wide, Kaleidoscope has the ideal add-on: 
quickTerm. With quickTerm, individuals do not need to be 
terminology-savvy power users or have their own MultiTerm 
license to quickly and easily access terminology. Users can 
simply search for terminology from within any application 
or via a web browser. This alone significantly raises the level 
of terminology adherence. Additionally, quickTerm enables 
enterprise-wide participation in terminology discovery, ap-
proval and revision processes, which further ties in colleagues 
in the terminology process. Languages German, English
Kaleidoscope GmbH Maria Enzersdorf, Austria, 0043223643498-0 
E-mail: info@kaleidoscope.at, Web: www.kaleidoscope.at   
Ad on page 33

            

TranslaTion  
managemenT sysTems 

Plunet BusinessManager
Multiple Platforms
Plunet develops and markets the business and workflow 
management software Plunet BusinessManager — one of 
the world’s leading management solutions for the translation 
and localization industry. Plunet BusinessManager provides 
a high degree of automation and flexibility for professional 
language service providers and translation departments. 
Using a web-based platform, Plunet integrates transla-
tion software, financial accounting and quality manage-
ment 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 
E-mail: info@plunet.com, Web: www.plunet.com Ad on page 6

         

 

 
Wordbee Translator 
Web-based
Wordbee is the leading choice for enterprises and transla-
tion professionals who need to save money and make their 
company run more efficiently. Wordbee has the most com-
plete feature set of any cloud solution: a CAT editor includ-
ing linguistic resource management, QA, spellchecking and 
machine translation combined with project management 
capabilities such as automated workflows, crowdsourcing, 
business analytics and API connectivity with third party 
applications. Project setup effort is significantly reduced. 
Project manager tasks such as translation assignment, dead-
line calculation, project phase kick-offs, mid-cycle source 
document changes, delivery, cost management and invoicing 
can be automated in the collaborative translation platform. 
Languages All
Wordbee Soleuvre, Luxembourg 
+352 2877 1204, +1 503 287 0023 
E-mail: 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 mainte-
nance required. Rapidly create new projects from all com-
mon 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 Bucks, United Kingdom, +44-1753-480-469 
E-mail: sales@xtm-intl.com, Web: www.xtm-intl.com  
Ad on page 34

      

  
XTRF Translation Management Systems 
Multiple Platforms
XTRF is a global management system for translation agen-
cies. With built-in cutting-edge Java technology, XTRF is a 
flexible, customizable and web-based software, enabling 
web access for a company’s suppliers and customers. It’s 
designed to help translation companies to streamline all of 
their daily activities, and it guarantees smooth management 
of the company while reducing administrative costs. Project 
management, invoicing, quotations, ISO 9001 reports and 
CRM are the main fields covered by the system. Designed by 
translation and localization professionals and created by the 
best IT team, this powerful tool will reduce the time spent on 
repetitive tasks and increase a company’s effectiveness.
XTRF Kraków, Poland, 48-12-255-14-80,  
E-mail: info@xtrf.eu, Web: www.xtrf.eu  
Ad on page 9

         

TranslaTion services

  
Translation Services Provider in SEE
CIKLOPEA is one of the leading translation and localization 
services providers in the region of South East Europe (SEE) 
specialized in translation projects, interpreting and localiza-
tion into the languages of the South region (Croatian, Slove-
nian, Serbian, Bosnian, Macedonian, Montenegrin, Albanian, 
Bulgarian and Romanian). Our fields of specialization are 
manufacturing, consumer products, engineering, industry, 
technology, IT, medical, pharmaceutical, health services, life 
sciences, law, economics, business, finance, insurance, mar-
keting, PR, communication and tourism. CIKLOPEA is certi-
fied in accordance with ISO 9001:2008, EN 15038:2006 and 
ISO 27001:2005. Languages More than 25 languages
CIKLOPEA Croatia +385-1-3751736, E-mail: info@ciklopea.com 
Web: www.ciklopea.com Ad on page 31

            

 
Diskusija – Translation and Localization
Founded in 1993, Diskusija specializes in technical trans-
lation and localization services from Western European 
languages into all Central and Eastern European languages 
with a strong focus on Baltic languages (Lithuanian, Latvian, 
Estonian). Our experienced team is able to handle projects 
of any complexity. We guarantee a professional and personal 
approach to our clients’ needs, the use of state-of-the-art 
industrial technology, quality management at all stages of a 
project, on-time delivery, competitive rates and flexibility. We 
have extensive expertise in the following industries: IT, soft-
ware, hardware, telecommunications, medical equipment, 
medicine, pharmacology, accounting, finance, automotive 
industry, electronics, legislation and EU documents. 
Languages Central and Eastern European languages 
Diskusija Vilnius, Lithuania 370-5-2790574, Fax: 370-5-2790576 
E-mail: diskusija@diskusija.lt, Web: www.diskusija.lt 

      

 
Localization? Asianlization with HansemEUG 
HansemEUG is a leading localization provider specializing in 
Korean, Chinese, Japanese and other Asian and Middle East-
ern languages including Vietnamese, Thai, Malay and Arabic. 
We have over 150 in-house staff who are all professionally 
trained and experienced in developing content for a variety 
of audiences. Our professionalism and experience ensure that 
your software or mobile device localization, or medical trans-
lation projects are accurate, clear, and of the highest quality.  
HansemEUG provides a single solution for all your documen-
tation projects, including manual development, in-house DTP 
and graphic design, language audits and consulting services 
for Chinese GB compliance. Our headquarters are located in  
Korea. Languages Asian and Middle Eastern languages
HansemEUG, Inc. Suwon-si, Gyeonggi-do, Republic of Korea 
+82-(31)-226-5042, E-mail: info@ezuserguide.com 
Web: www.ezuserguide.com Ad on page 25

      

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

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

            

Localization Care, Because We Care
Localization Care offers a full range of services from docu-
mentation design through translation, linguistic and tech-
nical localization services. Our experienced team is able to 
handle projects of any complexity. We guarantee a profes-
sional and personal approach to our clients' needs, including 
on-time delivery, competitive rates and flexibility. We have 
extensive expertise in the following industries: automotive, 
electronics, finance, medicine, pharmacology, medical equip-
ment, IT, software, hardware, legislation and more. Our cli-
ent list includes long-term collaborations with companies 
such as Nikon, Sony, St. Jude Medical, Nike, Adidas, Google, 
Microsoft and Apple. Give us a try! We are sure you won't be 
disappointed! Languages All
Localization Care Limited Partnership Kraków, Poland 
+48 12 418 41 83, E-mail: contact@localizationcare.com 
Web: www.localizationcare.com  

      

Medical Translations Only
Medilingua is one of the few medical translation specialists 
in Europe. We only do medical. We provide all European lan-
guages and the major languages of Asia and Africa, as well 
as translation-related services to manufacturers of devices, 
instruments, in vitro diagnostics and software; pharma-
ceutical and biotechnology companies; medical publishers; 
national and international medical organizations; and other 
customers in the medical sector. Projects include the transla-
tion of documentation for medical devices, surgical instru-
ments, 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 medi-
cal journals. Languages 45, including all EU languages 
MediLingua Medical Translations BV Leiden, The Netherlands 
+31-71-5680862, E-mail: simon.andriesen@medilingua.com 
Web: www.medilingua.com Ad on page 31

Omnia S.r.l.
Omnia has been helping companies successfully deploy their 
message in the global marketplace for 25 years. Let Omnia 
partner with you to meet your international communication 
objectives through a range of bespoke services, including 
technical documentation translation; marketing collateral 
transcreation; website and software localization; multilin-
gual desktop design and publishing; content authoring and 
controlled English; and content and term management. 
Languages 150 language combinations including rare and 
obscure languages
Omnia Group Sassuolo, Italy, +39 0536 881375,  
E-mail: info@omnia-group.com 
Web: www.omnia-group.com Ad on page 31

Rheinschrift Übersetzungen, Ursula Steigerwald
Outstanding localization requires world-class experience. 
Rheinschrift gives your business a native voice in the Ger-
man-speaking world. We offer more than 20 years’ experi-
ence 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 Euro-
pean languages 
Rheinschrift Übersetzungen, Ursula Steigerwald  
Cologne, Germany, +49-(0)221-80-19-28-0 
E-mail: contact@rheinschrift.de Web: www.rheinschrift.de  
Ad on page 48

 
Translation and Localization Into Polish 
Ryszard Jarża Translations is an established provider of 
Polish translation, localization, marketing copy adaptation 
and DTP services. We focus primarily on life sciences, IT, 
automotive, refrigeration and other technology sectors. Our 
in-house team is comprised of experienced linguists with 
medical, engineering and IT backgrounds. We guarantee a 
high standard of quality while maintaining flexibility, unpar-
alleled responsiveness and reliability. Our services are certi-
fied to EN 15038:2006. Language Polish
Ryszard Jarża Translations Wrocław, Poland, 48-601-228332  
E-mail: info@jarza.com.pl, Web: www.jarza.com.pl Ad on page 31

Skrivanek s.r.o.
Skrivanek has been delivering outstanding language solu-
tions for 20 years, affirming its position as a world leader 
in the translation industry. Our network of 50 offices in 15 
countries throughout Europe, Asia and the United States 
enables the provision of quality translations and product 
localization services in over 100 languages. Supported by 
3,000 linguists, 350 in-house native reviewers, teams of 
experienced project managers, software engineers and DTP 
specialists, our cutting-edge technologies facilitate cus-
tomer-driven solutions to meet the most exacting require-
ments. Our reputation is guaranteed by ISO 9001:2008 
and EN 15038:2006 quality assurance certifications and a  

clientele that includes global corporations and major inter-
national organizations. Languages All, with a focus on 
Central and Eastern Europe
Skrivanek s.r.o. Prague, Czech Republic, 420-233-320-560, E-mail: 
info@skrivanek.com, Web: www.skrivanek.com Ad on page 35

            

SpanSource
SpanSource provides translation, localization and re-
lated 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, soft-
ware and IT, heavy machinery and automotive, legal and 
financial, oil and gas, corporate training and educational 
materials. Our comprehensive service portfolio also in-
cludes unparalleled desktop publishing and multimedia 
localization engineering support for e-learning materi-
als. Our in-house staff of 25 includes project managers, 
senior linguists, desktop publishers, software engineers 
and graphic designers, which prove to be fundamental 
in SpanSource’s centralized, customer-centric approach. 
Languages Focus on Spanish and Portuguese, other lan-
guage combinations through partners
SpanSource SRL Rosario, Argentina 54-341-527-5233 
E-mail: info@spansource.com, Web: www.spansource.com 

STEPPING STONE
Technical and Life Science Solutions
Stepping Stone leverages almost 15 years of experience 
and scalability whilst maintaining a refined, hands-on,  
responsive service synonymous with a boutique-style 
agency. Your single-stop for translation, localization, DTP 
and testing requirements, we tailor environments to handle 
all CAT/design tools and are specialists with structured  
documentation and multichannel distribution. Our  
medical team supports medical device companies, CROs 
and pharmaceuticals. We use small, experienced and adept 
teams rather than adopting a 1000-resource selection  
lottery, thus building solid relationships with all involved 
— perhaps it’s time we build one with you. In a world 
changing from quality to quantity — we’re standing firm. 
Languages 70+ including all European, Middle Eastern 
and major Asian languages.
Stepping Stone Riga, Latvia, +371 6728 1110  
E-mail: global@steppingstone.ws, Web: www.steppingstone.ws  
Ad on page 3

  
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 expe-
rience in adapting technical documentation and marketing 
communication materials covers a wide range of indus-
tries, including biomedical and health care; building and 
construction; financial services; food and agriculture; high-
tech and manufacturing; and hospitality and leisure, as well 
as government and nonprofit organizations. Using a total 
quality management process and state-of-the-art software 
and equipment, our team of foreign language professionals 
delivers the highest quality translations in a cost-effective 
and time-efficient manner. Languages All major commercial 
languages 
TripleInk Minneapolis, MN USA, 612-342-9800, 800-632-1388 
E-mail: info@tripleink.com, Web: www.tripleink.com 
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Kilgray Translation Technologies
Windows
Kilgray Translation Technologies is the world’s fastest growing 
provider of computer-assisted translation tools. In 2005 the 
company launched the first version of memoQ, an integrated 
client-server translation environment designed to facilitate 
interoperability and teamwork. All of Kilgray’s products — 
memoQ, the memoQ server, memoQWebTrans, qTerm and 
Language Terminal — optimize productivity and control of 
the entire translation process and environment. Rated #1 by 
Common Sense Advisory among translation-centric TMS 
systems, and used by thousands of translators, language  
service providers and enterprises throughout the world, 
memoQ and other Kilgray tools are accepted and appreciated 
as premiere translation technologies. Languages All 
Kilgray Translation Technologies Béke sugárút, Hungary 
+36-30-383-9435, E-mail: sales@kilgray.com  
Web: www.kilgray.com Ad on page 13

         

MadCap Lingo
Windows
The leaders in technical communication bring you MadCap 
Lingo, an XML-based translation management solution 
used by large multinational corporations, technical writ-
ers and freelance translators. MadCap Lingo offers support 
for a wide range of file formats, works with major industry 
TM systems and is fully integrated with the leading content 
authoring application MadCap Flare. Through its strategic 

partner Microsoft Corporation, MadCap Software delivers 
solutions optimized for Microsoft Windows, Visual Studio 
and the .NET environment. A free 30-day trial download is 
available at www.madcapsoftware.com. Languages All 
MadCap Software, Inc. La Jolla, CA USA, 858-320-0387 
888-623-2271, E-mail: sales@madcapsoftware.com 
Web: www.madcapsoftware.com Ad on page 21

            

 
SDL Language Technologies
Windows 
SDL Language Technologies is the leading provider of trans-
lation software to the translation industry and recognized 
globally as the preferred computer-assisted translation tool 
of government, enterprise, language service providers and 
freelance translators. Its product portfolio includes the 
market-leading translation tool, SDL Trados Studio 2011, 
which offers a complete translation environment includ-
ing translation memory, terminology and powerful project 
management tools. With support for the largest number of 
file formats, an open API and growing app marketplace, 
Studio 2011 is the right choice for professionals serious 
about the business of translation. Languages All 
SDL Language Technologies Maidenhead, United Kingdom 
+44-1628-417227, E-mail: info@sdllangtech.com 
Web: www.translationzone.com Ad on page 2 

Sovee 
Multiple Platforms 
The Sovee Smart Engine is equipping today's language 
service providers with the intelligent innovation they need 

to succeed in a rapidly changing industry. The Smart En-
gine is designed to do the heavy lifting and significantly 
reduce post-editing time. The Engine learns translation 
preferences for industry terms and uses them to translate 
more efficiently across all media, including moving tar-
gets such as dynamic website content, video and live chat 
text, as well as more traditional document translation. 
Languages All
Sovee Chattanooga, TN USA, 855-997-6833 
E-mail: info@sovee.com, Web: www.sovee.com  
Ads on pages 23, 47

          

SYSTRAN 
Multiple Platforms 
SYSTRAN is the market leading provider of machine trans-
lation (MT) solutions for the desktop, enterprise and inter-
net. Our solutions facilitate multilingual communications in 
52+ language pairs and in 20 domains. SYSTRAN Enterprise 
Server 7, our latest achievement, is powered by our new 
hybrid MT engine which combines the predictability and 
consistency of rule-based MT with the fluency of the sta-
tistical approach. The self-learning techniques allow users 
to train the software to any specific domain to achieve cost-
effective, publishable quality translations. SYSTRAN solu-
tions are used by Symantec, Cisco, Ford and other enterprises 
to support international business operations. For more infor-
mation, visit www.systransoft.com. Languages 52 language 
combinations
SYSTRAN Software, Inc.
North America San Diego, CA USA, 858-457-1900 
Europe Paris, France, +33 (0)1-44-82-49-00  
E-mail: info@systransoft.com, Web: www.systransoft.com  
Ad on page 37
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WWhenever I sit down to write an article or 
speech about the importance of language on web-
sites or mobile apps, I have to turn off that part 
of my brain that incessantly whispers, “Shouldn’t 
it be obvious to everyone? Most people prefer 
speaking, reading, and doing most things in their 
own language.” Nonetheless, executives respon-
sible for their company’s global presence regularly 
ask us for data showing the return on invest-
ment of translation as they struggle to justify 
their localization budgets. Many language service 
and translation software suppliers hear the same 
demand, so they sprinkle their websites with sta-
tistics about consumer preferences for content in 
their own language.

These suppliers have a big stake in proving the importance 
of language in every aspect of human life. According to 
Common Sense Advisory’s annual report on the market, the 
work of the roughly 18,000 language service providers around 
the world will account for $37 billion dollars in outsourced 
revenue this year. This estimate is based on a comprehensive 
survey of 831 suppliers in which we capture revenue, service 
and vertical industry data from past years. Our 2014 survey, 
the fifth thus far in this annual exercise, calculated market 

Donald A. DePalma is the founder and chief research officer at 
Common Sense Advisory, and author of Business Without Borders:  
A Strategic Guide to Global Marketing.  

To offer your own Takeaway on a language-industry issue, send a 
contribution to editor@multilingual.com.
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More language 
outsourcing on the horizon

growth from 2013 to 2014 at 6.23%. While that’s a healthy 
percentage, it is lower than it has been at times over the last 
decade — 12.17% in 2012, for example. 

However, that’s only part of the story. These numbers are 
misleading in that they show changes to revenue but not 
the demand that we see now and on the horizon. First, let’s 
consider why revenue growth is declining. In our report on 
the state of the market, we identified a variety of industry-
specific and macroeconomic forces that put pressure on prices, 
and thus on revenue. These factors include static demand-side 
budgets, competition from low-wage providers around the 
globe, growing buyer requirements for a broader range of 
linguistic quality options priced to suit, the expanding volume 
of post-edited machine translation, and swelling amounts of 
translation automation that remove some human interactions 
— and thus expense — from the cost of producing translations. 
These forces have conspired across the entire market to limit 
revenue growth.

On the other hand, we see much demand and untapped 
opportunity in the market. Common Sense Advisory’s latest 
research on website globalization found that 60% of the 2,787 
sites in our sample — consisting of the most powerful brands 
and heavily trafficked sites in the world — support two or more 
languages, while the remainder is monolingual. Across the 
entire dataset, the average website supports five languages. 
Organizations that want to reach 80% of the connected world’s 
economic spending power will have to support at least English, 
Japanese, German, Spanish, Chinese, French, Italian, Portuguese 
and Arabic (listed in the order of online economic activity). 

Consumers and business buyers alike expect that products, 
websites, mobile apps and entertainment will be available in their 
languages. In our 2014 survey of 3,002 consumers in ten coun-
tries, we found an unmistakable preference for local-language 
content across the entire customer experience. Even people 
proficient in reading English preferred information in their own 
language over the same content on English-language websites. 
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Meanwhile, the volume of content 

created every day steadily increases, 
and enterprises around the world would 
like to translate a bigger percentage of 
it into more languages. Our research 
shows the most globalized companies 
translate their websites into 20 or more 
languages to maximize their marketing 
reach and economic return, but they are 
in the minority. Many companies only 
dream of following the lead of multilin-
gual sites such as Facebook in growing 
to a billion-plus users.

What does all this mean for provid-
ers of language services? More revenue 
opportunities. Most companies and 
governments outsource the majority 
of such work because it’s not among 
their core competencies to produce 
translations into dozens of languages 
on an as-needed basis. Instead, they 
hand the job off to third parties who 
have created businesses and optimized 
their practices to manage this kind of 
activity. 

These providers have tradition-
ally catered to buyers in localization 
departments who know what it takes 
to deliver a good translation. However, 
these specialists are being joined by new 

buyers with differing viewpoints and 
requirements on language purchasing 
within enterprises. To many of them, 
translation is a business process to be 
outsourced. Procurement departments 
expect low price, accountability and 
adherence to standard business pro-

cess outsourcing (BPO) management 
practices. IT departments want a plug-in 
utility to “solve” the translation prob-
lem. Marketing doesn’t want to exclude 
any potential buyers, so its goal is to 
make content automatically appear in 
the language of the customer. 

Successful providers will adopt the 
practices of a mainstream BPO such as 
third-party suppliers of IT, financial, or 
supply chain services. They will become 
more professional in their dealings with 
their clients, managing their operations 
to the same BPO standards as those oth-
er corporate functions. They will scale 
their operations to meet their clients’ 
need to do more with less, using a mix 
of low-cost production centers, machine 
translation, proxy servers and expert 
systems to increase efficiency and 
productivity. In all cases, their goal must 
be to provide clients with the local-
language content that their customers 
expect — and to help them out with the 
business case.  M

Marketing doesn’t want 
to exclude any potential 
buyers, so its goal is to 
make content automatically 
appear in the language of 
the customer.
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“Quality means doing it right 
when no one is looking.”
Henry Ford
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Flexible thinking. Reliable delivery.

Companies harnessing 
top global talent 
will be the future 
leaders.

Olga Stuck  
Chief Human Resources Officer 
Moravia 

Successful global brands have the insight and 
talent to deliver market-specific adjustments 
in real time. As technology and social media 
expand the global talent pool, employment 
models are less full-time-salaried and more 
freelance, outsourced, community-based and 
social. How will you find, qualify, engage, train 
and manage resources who vary by profile, 
geographic location, employment model and 
work style? Scalably managing top global talent 
is the competitive differentiator that will define 
tomorrow’s industry leaders.

“The future is already here —
it’s just not evenly distributed.”

William Gibson

http://moravia.com
http://moravia.com

	Contents
	Up Front
	www.multilingual.com
	Post Editing

	News
	News
	Calendar

	Columns and Commentary
	Propaganda vs preference
	Interpreting retail
	Social media strategies for international communities
	More language outsourcing on the horizon

	Industry Focus
	Language revitalization in the Pacific Northwest
	New resources for endangered languages
	Fostering accessibility through web localization

	Core Focus
	Transcreation, localization and content marketing
	How to localize rich media for your global market
	Practical SEO tips for international websites

	Basics
	Buyer's Guide
	Advertiser Index




