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Post Editing

My first day in Poland this past June, I was hungrily 
walking through a little village on the outskirts of 
Warsaw, trying in vain to read things. Like many 
people in our industry, I’m familiar enough with 
Western European languages that most of the time, 
I can get the general gist of signs, menus, labels and 
other basics. Not so in Central and Eastern Europe 
(CEE). I couldn’t ascertain the difference between 
roadside signs for automotive work and signs for 
delis. Finally, after enough wandering, I got to the 
center of town, where I could tell food was sold.

 I broached a tiny café-stand and spotted a case 
of drinks, labeled in Italian. I was so excited I could 
make out the words that I purchased one on the 
spot, despite the fact that it was approximately four 
times the cost of most Polish drinks you’d buy out of 
a village refrigerator. Bio, pompelmo rosso, frizzante, 
con polpe, I made out. It was sparkling, organic 
Italian grapefruit juice with no added sugar. I bought 
some food as well, and meandered over to an empty 
parking lot in front of a church, where I sat and drank 
possibly the best soda I’ve ever had.

 I was supremely grateful that this product had 
not been localized, but had been kept foreign to 
(presumably) signal that it was worth more money. 
Marketing, it seems, is not just about ensuring that 
locals can read the labels. It’s about ensuring that 
everyone can.

Ethnic marketing is about personalizing your 
products so that immigrants — and perhaps 
temporary transplants — want to buy things too. 
We cover that in this issue with an article on Ethnic 
Polish marketing in Ireland, along with three other 
focus pieces on CEE. As far as marketing for tourists 
broadly, with the gig economy this will likely become 
more widespread. I was staying in a highly-rated 
Airbnb that day, although there were no tourist 
services for miles.

 CEE is the kind of place that proves localization 
takes global thinking. And if I could find another 
one of those Italian juice drinks, I’d gladly toast 
the prospect.    

This NewPage paper has been chain-of-custody certified 
by three independent third-party certification systems.

MultiLingual is printed on 30% post-consumer recycled paper.
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      Recaps 

This August, we lost our col-
league and friend, Jennifer Del 
Carlo. Jen started at MultiLingual 
in 1994, and has been a constant, 
quiet voice of reason and support 
ever since. If you purchased ads 
from MultiLingual before 2012, 
you likely worked with her. 

When I took over the reins of the 
company in 2003, my one require-
ment was that Jennifer remain in 
her job. After she became ill over a 
decade later, Jen stepped back from 
direct ad sales but retained her 
CFO position, and, despite facing 
cancer’s challenges, maintained 
her de facto role as rudder for our 
company. She did this up until the 
end of July this year. 

Her influence on our company 
was as wide as it was deep. We recy-
cle everything we can, at Jennifer’s 
urging. We compost our coffee 
grounds and food waste thanks to 
Jennifer’s suggestion. We have fre-
quent pot lucks together at work, 
in our homes and even at more 
celebratory venues, all because 
Jennifer started it. 

Jennifer was many things: a finan-
cial wizard, a publishing expert, a 
recycling evangelist, a community 
volunteer, an artist, a bird lover, a 
gardener, a great cook, a mom, a 
grandmom. And, to us, she was a 
true friend. — Donna Parrish

Remembering Jen

Jennifer DelCarlo —1957 to 
2018. Top: in her office with her 
dog Mazy in 2013. Middle: Her 
early years at MultiLingual with 
then office staff in 1998. Jennifer 
is holding the globe in the back 
row. Bottom: most recently at 
MultiLingual's yearly Festival 
at Sandpoint potluck in 2017. 
Jennifer is in the front row, sec-
ond from the right.
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Recaps 

Would you introduce yourself?
Allison Ferch, executive director of Globalization 

and Localization Association (GALA).
Where do you live?
Redmond, Washington, USA.

How did you get started in this industry?
My first day on the job for GALA eight and a half 

years ago was my first introduction to the industry. 
I’ve been learning ever since.
What language(s) do you speak?
English and Spanish.

What do you like to do in your spare time? 
I’m a sports- and fitness-enthusiast. I love to play 

team sports and I have a great group of friends that 
I swim with several times a week. I love reading, too.
What industry organizations and activities do you 
participate in? 
Naturally, I don’t miss a GALA event! I also attend 

at least one LocWorld each year. Another favorite is 
tekom, and I attend some of our partner events as 
well. Locally, GALA helps organize quarterly SLUG 
(Seattle Localization User Group) events I attend.
Do you have any social feeds of your own? Twitter 
handle, blog?
I stopped using social media a few years ago in my 

private life, but I tweet occasionally from @GALA_
global and the association also uses LinkedIn and 
Facebook. 

Why do you read MultiLingual?
I appreciate the breadth that MultiLingual 

achieves. Ours is a complex industry and the 
magazine manages to deliver valuable information 
and commentary on a wide range of topics and 
perspectives.

Featured Reader

Thanks

Give The Gift Of 
Knowledge
— for free!
If you find information in any issue 
of MultiLingual that you know would 
benefit a friend or colleague, let us 
send them a copy.

Simply email freecopy@multilingual.com with the person’s name, postal 
address and the date of the issue you’d like to share.
They will receive a complimentary copy of the magazine along with  
a note, letting them know you were thinking of them.

mailto:freecopy@multilingual.com
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Recaps

The New Zealand Society of 
Translators and Interpreters 
(NZSTI) held its annual confer-
ence in Wellington, New Zealand 
on May 26-27, 2018. The theme 
of the conference was “Com-
munication and Superdiversity,” 
and it was held at Victoria Uni-
versity of Wellington. Almost 
120 people attended this event, 
which brought together transla-
tors, interpreters and students 
from New Zealand, Australia and 
Asia-Pacific.

Highlights of the conference 
included the keynote by Dame 
Claudia Orange on the Treaty of 
Waitangi, as well as presentations 
by Hēmi Kelly on Māori transla-
tion, and Rachel McKee on sign 
language interpreting. Henry Liu 
also spoke on the code of eth-
ics, and Julia Marshall explored 
the particularities of translating 
children’s books. Attendees took 

the opportunity to network with 
speakers and other participants 
at a festival of creative transla-
tions on the evening before the 
conference, and at the conference 
dinner at the Museum of New 
Zealand Te Papa Tongarewa.

NZSTI Annual  
Conference in 
Wellington

Need help with your video subtitling project?
All you need to do is translate the script, and we will look a�er everything else.

Contact us for a quote at subtitling@videolocalize.com.

Transcribe the script of 
the video. 

STEPSTEP

0101

Generate time codes of 
the script.

Embed subtitles into the video.

Do final QA check. 

Deliver final subtitled video to 
anywhere you prefer. 

STEPSTEP

0202

STEPSTEP

0404

STEPSTEP

0505

STEPSTEP

0606

Translate the script.
STEPSTEP

0303 YOUYOU
VIDEOLOCALIZEVIDEOLOCALIZE

VideoLocalize.com

mailto:subtitling@videolocalize.com
https://videolocalize.com/
https://videolocalize.com/
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Business
ZOO Digital now in Dubai

ZOO Digital Group, a provider of localization and me-
dia production services for the entertainment industry, 
has opened a dubbing, subtitling and media services facil-
ity in Dubai, launched in partnership with ZOO affiliate 
Lime Green Media.
ZOO Digital Group www.zoodigital.com

TransPerfect incorporated in Nevada
TransPerfect, a provider of global business services, has 

moved the state of its incorporation from Delaware to 
Nevada. The company’s global headquarters will remain 
in New York.
TransPerfect www.transperfect.com

Venga Global now in Argentina
Venga Global, a provider of localization services such as 

software localization, website translation and video and 
marketing translation, has opened an office in Córdoba, 
Argentina.
Venga Global http://vengaglobal.com

People
Recent industry hires

 ■ ZOO Digital Group has appointed Craig Pepe as ex-
ecutive director of sales for North America.
ZOO Digital Group www.zoodigital.com

 ■ Universally Speaking has promoted Tim Horton, 

previously a business development manger, to chief com-
mercial officer.
Universally Speaking Ltd. www.usspeaking.com

Resources
W3C program launch to aid  
progress for true worldwide web

The World Wide Web Consortium (W3C) has  launched 
the Internationalization Initiative to further international-
ize the web. The initiative is intended to attract participa-
tion in the form of stakeholders to provide personnel and 
additional funding to boost work in three main aspects of 
the internationalization continuum: language enablement, 
developer support and author support.
W3C (World Wide Web Consortium) www.w3.org

Report outlines future direction for TMS
Common Sense Advisory, Inc., an independent mar-

ket research firm specializing in the language service 
industry, has published “Translation Management at the 
Crossroads.” The report introduces two trends affecting 
the sector, analyzes the current state of the translation 
management systems (TMS) market and outlines future 
directions for TMS.
Common Sense Advisory, Inc. www.commonsenseadvisory.com

Study of machine translated segment pairs
Slate Rocks, a provider of privacy-protected translation 

services, has released a study exploring and identifying new 
benchmarks that an individual translator can use to predict 

http://www.zoodigital.com
http://www.transperfect.com
http://vengaglobal.com
http://www.zoodigital.com
http://www.usspeaking.com
http://www.w3.org
http://www.commonsenseadvisory.com
https://www.vistatec.com/
https://www.vistatec.com/
mailto:info@vistatec.com
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A thousand different workflows. One Solution.
The Business Management Solution for the Translation Industry 

www.plunet.com

the experience of using a machine translation system as an 
assistive translation technology to perform daily work.
Slate Rocks https://slate.rocks

Products and Services
Wordbee online video subtitle translator

Wordbee, a provider of translation management tech-
nology, has launched a new tool to help users with the 
translation of subtitle text files. The tool provides in-
context translation for video subtitling and allows users to 
reproduce video content directly in the computer-assisted 
translation interface to preview work.
Wordbee www.wordbee.com

lexiQA checks for Swahili and Bengali
In partnership with Translators without Borders, lexiQA, 

an application program interface solution for online linguis-
tic quality assurance, has developed locale-specific checks 
for Swahili and Bengali. 
lexiQA www.lexiqa.net
Translators without Borders www.translatorswithoutborders.org

InContext QA
Lingoport, Inc., a provider of software internationaliza-

tion tools and services, has released InContext QA as a 
new addition to Lingoport Suite. It is intended to simplify 
linguistic quality assurance (QA), allowing the localization 
of software to be edited directly on application pages and 
managed by linguistic reviewers and localization teams.
Lingoport, Inc. www.lingoport.com

Net-Cat
Net-Translators Ltd., a provider of localization and mul-

tilingual testing services, has added Net-Cat to its suite of 
translation management systems. The online translation 
collaboration tool enables translation teams to collaborate 
simultaneously online while also managing terminology.
Net-Translators Ltd. www.net-translators.com

Media.Next
Translations.com, a provider of translation-related tech-

nology products, has introduced subtitling and voiceover 
solution Media.Next to its GlobalLink suite of products. 
Powered by artificial intelligence, the technology platform 
consists of three modules: GlobalLink Play; GlobalLink 
Virtual Studio; and GlobalLink Media Manager.
Translations.com www.translations.com

Clients and Partners
Memsource integrates  
Microsoft Custom Translator

Memsource, a developer of cloud translation software, 
has added to its list of supported translation engines. Cus-
tom Translator is a feature of the Microsoft translator ser-
vices that allows enterprises, app developers and language 
service providers to build neural translation systems that 
understand the terminology used in their own business 
and industry.
Memsource www.memsource.com

http://www.plunet.com
https://slate.rocks
http://www.wordbee.com
http://www.lexiqa.net
http://www.translatorswithoutborders.org
http://www.lingoport.com
http://www.net-translators.com
http://www.translations.com
http://www.memsource.com
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Calendar

September
International Migration and 
Communication Congress
September 27-28, 2018, Sakarya, Turkey
Translation Studies Department, Sakarya University 
www.imcc2018.sakarya.edu.tr/en

Fit-For-Market Translator and  
Interpreter Training in a Digital Age
September 28-29, 2018, Budapest, Hungary
Centre for Interpreter and Translator Training of the BME  
https://etransfair.eu/fitformarket2018

2018 SATI Triennial Conference
September 28-29, 2018, Johannesburg, South Africa
South African Translators’ Institute 
http://ow.ly/WOHG30lJoQb

IAPTI 2018
September 29-30, 2018, Valencia, Spain
International Association of Professional Translators and Interpreters 
www.iapti.org/SPconference

October
Languages & The Media 
October 3-5, 2018, Berlin, Germany
ICWE GmbH, http://languages-media.com

ND Vienna 
October 4-5, 2018, Vienna, Austria
Elia, http://elia-association.org/our-events

METM18 
October 4-6, 2018, Girona, Spain
Mediterranean Editors and Translators 
www.metmeetings.org/en/presentation:1032

TAUS Annual Conference 
October 10-11, 2018, Vancouver, Canada
TAUS, www.taus.net/events/conferences/48-taus-annual-conference-2018

Sanskrit and Other Indian  
Languages - Technology 
October 11-13, 2018, New Delhi, India
JNU, Bhartiya Bhasha Manch 
http://sanskrit.jnu.ac.in/conf/soiltech1/index-en.jsp

TAUS Data Summit 2018 
October 15, 2018, Seattle, Washington USA
TAUS, https://taus.net/events/conferences/46-taus-data-summit-2018

Game Global Summit Seattle
October 16-17, 2018, Seattle, Washington USA
Localization World, Ltd., https://gameglobal.events

LocWorld38 Seattle
October 17-19, 2018, Seattle, Washington USA
Localization World, Ltd., https://locworld.com

Google Assistant Going Global
October 18, 2018, Santa Clara, California USA
International Multilingual User Group 
www.meetup.com/IMUG-Silicon-Valley/events/sccmwnyxnbxb

LavaCon Conference on Content  
Strategy and TechComm Management 
October 21-24, 2018, New Orleans, Louisiana USA
LavaCon, https://lavacon.org/2018

Digital Media and Translation Bootcamp 
October 22-26, 2018, Athens, Greece
Digital Media Translation Academy 
https://dimetra.academy/the-bootcamp

59th ATA Conference 
October 24-27, 2018, New Orleans, Louisiana USA
American Translators Association, www.atanet.org/conf/2018

Meet Central Europe Conference 
October 30-31, 2018, Budapest, Hungary
AATC, ACTA, ATCSK, Proford, www.meetcentraleurope.com

EMNLP 2018 
October 31-Nov 4, 2018, Brussels, Belgium
Association for Computational Linguistics, http://emnlp2018.org

November
tcworld 2018 - tekom
November 13-15, 2018, Stuttgart, Germany
tekom, http://conferences.tekom.de/tcworld18/registration

TAPICC: Translation API Class and Cases
November 15, 2018, San Jose, California USA
International Multilingual User Group, https://bit.ly/2tjGYJJ

EXPOLINGUA Berlin
November 16-17, 2018, Berlin, Germany
ICWE, www.expolingua.com

Nordic Translation Industry Forum
November 21-23, 2018, Oslo, Norway
Anne-Marie Colliander Lind, Cecilia Enbäck, http://ntif.se

http://www.imcc2018.sakarya.edu.tr/en
https://etransfair.eu/fitformarket2018
http://ow.ly/WOHG30lJoQb
http://www.iapti.org/SPconference
http://languages-media.com
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http://www.metmeetings.org/en/presentation:1032
http://www.taus.net/events/conferences/48-taus-annual-conference-2018
http://sanskrit.jnu.ac.in/conf/soiltech1/index-en.jsp
https://taus.net/events/conferences/46-taus-data-summit-2018
https://gameglobal.events
https://locworld.com
http://www.meetup.com/IMUG-Silicon-Valley/events/sccmwnyxnbxb
https://lavacon.org/2018
https://dimetra.academy/the-bootcamp
http://www.atanet.org/conf/2018
http://www.meetcentraleurope.com
http://emnlp2018.org
http://conferences.tekom.de/tcworld18/registration
https://bit.ly/2tjGYJJ
http://www.expolingua.com
http://ntif.se
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Calendar

Tools and Methods for  
Corpus-Based Translation Science
November 22-23, 2018, Innsbruck, Austria
TransBank, https://transbank.info/workshop

Information Development World
November 27-29, 2018, Menlo Park, California USA
The Content Wrangler, Content Rules 
http://informationdevelopmentworld.com

Translation and Cultural Sustainability
November 28-30, 2018, Salamanca, Spain
University of Salamanca, http://traduccionysostenibilidad.fundacionusal.es

Cologne Conference on Translation, 
Interpreting and Technical Documentation
November 29-30, 2018, Cologne, Germany
TH Köln – University of Applied Sciences, https://bit.ly/2AQfpxv

December
ND Focus – Elia’s focus on  
Sales & Marketing
December 6-7, 2018, Malaga, Spain
Elia, http://events.elia-association.org/nd-focus-sales-2018

January 2019
How Technology is Redefining  
When and Where We Meet
January 17, 2019, San Jose, California USA
International Multilingual User Group, http://ow.ly/a28g30lLmnj

Translation Technology Round Table
January 24-25, 2019, Boulder, Colorado USA
The Localization Institute, http://ow.ly/A6WS30lJprA

Lenguas 2019
January 24-26, 2019, Mexico City, Mexico
Italia Morayta Foundation, InterpretAmericas, www.lenguas2019.com

February
Together
February 21-22, 2019, Barcelona, Spain
Elia, http://events.elia-association.org/together-2019

LocWorld39 Kuala Lumpur
February 27-28, 2019, Kuala, Lumpur
Localization World, Ltd., https://locworld.com

March
GALA 2019
March 24-27, 2019, Munich, Germany
Globalization and Localization Association 
www.gala-global.org/conference/gala-conference-2019

April
MadWorld 2019
April 14-17, 2019, San Diego, California USA
MadCap Software, Inc., www.madcapsoftware.com/conference

14th International EUATC Conference
April 25-26, 2019, Tallinn, Estonia
European Union of Associations of Translation Companies 
http://euatc.org/conference

June
CIUTI 2019
June 3-5, 2019, Melbourne, Australia
Monash University, http://ow.ly/5OSo30lLlOL

LocWorld40 Portugal
June 11-13, 2019, Portugal
Localization World, Ltd., https://locworld.com

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

Talk on the Wild Side
Why Language Can’t Be Tamed

Lane Greene’s book is a love letter to 
the untamable nature of language.

moved past the “these are the rules” portion 
of her education — an education she is now 
tasked with passing to the next generation.

Homeschooled mothers are often fans 
of the kind of language instruction Greene 
describes in his second chapter, of the “if you 
don’t do grammar right you don’t think right” 
variety. Greene takes a look at a current pro-
ponent of this way of thinking, Nevile Martin 
Gwynne, an aging British gentleman with sil-
ver hair and an extremely British name. 

How do you deal with the phrase “some-
one left [possessive pronoun] umbrella”? 

Talk on the Wild Side, by Lane Greene. 
Economist Books, November 2018. 
240 pages, hardcover, $26.00.

“Language is a wild animal” is the metaphor upon which Talk 
on the Wild Side is based. Author Lane Greene asks his readers 
to consider a wide variety of examples proving this, starting with 
constructed, “logical” languages such as Loglan that nobody is 
quite capable of speaking. The book covers everything from the 
Great Vowel Shift to Vietnamese grammar to adult language ac-
quisition — and this is just in one chapter. 
The book is thorough, entertaining and thought-provoking. Greene 

asks us in Chapter 2 to imagine “an extreme grammar-stickler” and 
what this person might look like: he guesses someone British, “expen-
sively educated” and “silver haired.” This is not my first thought when 
I imagine a prescriptivist grammarian; for every aging finger-wagging, 
bemonocled academic, there are dozens if not hundreds of sophist 
internet warriors, hand-wringing over how nobody can tell the differ-
ence between you’re and your anymore, haggling among themselves 
about the sin level of ending sentences with prepositions. 

In short, I don’t picture an Oxford don, I picture a homeschool-
ing mother who never went to college and who, therefore, has never 

Katie Botkin
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Gwynne insists in his first book, Gwynne’s Grammar, that 
“his” must be used exclusively when gender is unknown; 
“his or her” is in his estimation “disagreeably clumsy” 
and using “their” is “shockingly illiterate.” 

Greene gently pokes fun at this with “technically generic 
but socially gendered subjects,” asking his readers to 
consider the sentences “a young nurse should always 
remember his bedside manner” and “a prostitute risks his 
safety walking the streets.” Greene asks if we can imagine 
Gwynne agreeing with these examples, and says that if 
not, “perhaps ‘he embraces she’ has something awry.” 

Greene also points to an example from 1375 of the sex-
neutral, singular “they,” from a poem called The Romance 
of William of Palerne. Of course, in 1375, it was spelled 
Þei. Either way, it predates using “he” as the gender-neutral 

singular pronoun, which first appeared as a recommenda-
tion in 1405.

Homeschooled moms everywhere may find their heads 
spinning at this point. And although Greene may not fully 
realize it, here is where his untapped market lies: people 
just educated enough to be annoying about it. Perhaps, 
also, people who conflate grammar with morality. “Pre-
scriptivists in this school of thought are playing a morally 
and intellectually dubious game: they are implying that 
people who don’t speak like they do are necessarily stu-
pid,” Greene writes.

If you’ve studied grammar and linguistics with any 
seriousness, you’ve almost certainly encountered the idea 
that grammar changes over time. None of the profes-
sional language enthusiasts I know are prescriptivists — 
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Greene includes graphics 
where appropriate. Here, he 
lays out American English vow-
els (right) and the shift they un-
derwent (left) in Northern cities 
around America’s Great Lakes. 
One vowel change meant they 
all needed to change in order 
to be comprehensibly distinct 
from one another.

https://www.memsource.com/
https://www.memsource.com/
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meaning none of them demand that 
everyone follow the grammar rules 
of 1905 or 1965, or adhere to rules 
just because someone ordered them 
to once. Indeed, they would recog-
nize this as patently absurd. 

Language professionals, and espe-
cially localization professionals, are 
descriptivists. That is, they recog-
nize that “whom” has all but disap-
peared. They field-test grammatical 
constructions to compare colloquial 
and formal speech patterns, to see 
which would play better for their 
products. They would never dream 
of using “he” as the only singular 
possessive pronoun option. They 
look not to the rulebook, but to how 
language is actually used in modern 
parlance — because they realize that 
rules, in order to be correct, must 
mirror what is actually happening in 
the real world.

Homeschooling moms would do 
well to dive into a book that explores 
language as its own feral entity. And 
for those of us who are not demand-
ing that children follow grammar 
rules, it’s an equally good education.

Trumpian rhetoric makes it into the 
book as well; Greene describes it as 
“the rhetorical equivalent of a bunch 
of beer cans, crisp bags and the odd 
shiny pool of oil floating down a filthy 
river,” but said the effect of focusing 
on Trump’s non sequiturs blinded 
“Trump’s opponents to how effective 
he was.”

The localization industry, although 
not mentioned by name, gets good bill-
ing. Greene devotes 19 pages, more or 
less, to explaining what machine trans-
lation is and why it’s difficult in lay-
man’s terms — which means parsing 
out actual language examples, such as 
the difference between “time flies like 
an arrow” and “fruit flies like a banana.” 
He ends the chapter marveling how 
children who cannot tie their shoe-
laces effortlessly learn rules that baffle 
machines, long before they’ve gotten 
any formal grammatical instruction: 

“rules cannot be the end-all, be-all. 
Whether or not a child’s mind is a com-
puter, it can’t be programmed like one,” 
he concludes.

This idea takes us in turn into what 
language really is. “As a system, natu-
ral languages are less like C++ or 
JavaScript, and more like an ecosys-
tem. Ecosystems have thousands of 
species in a complex web of depen-
dencies.” This makes them dynamic 
and varied, different from day to day. 

Greene is highly knowledgeable 
and endlessly patient with his subject 
matter. Although he can discuss top-
ics at great length, at other times he 
is understated, provoking reflection 
in what he does not explicitly spell 
out. His comparison of language to 
ecosystems sent me into a reverie 
on how deeply human — almost 
animal — our communication is. It 
reminded me of something that hap-
pened recently at a festival in Brit-
ish Columbia. I had spontaneously 
befriended a girl named Carmen, 
and she spotted me taking a break, 
coughing. 

We were 20 feet apart, separated 
by a number of dancers and loud 
music, but she asked me nonethe-
less if I was OK. I responded that I 
was fine; the dust from the festival 
and the smoke from nearby forest 
fires were getting to me and I just 
needed some water. We had this 
conversation entirely via gesture and 
facial expression. I got my water and 
went back to dance with her. “I can’t 
believe you understood me,” she 
exclaimed, high-fiving me. 

If language is an ecosystem, it lives 
in a social milieu. The spoken word 
is dependent on an infinite number 
of unspoken factors. Children learn 
by intently watching their surround-
ings; before they say (or sign) a single 
word, they have learned what makes 
the caretakers in their lives smile 
and frown. Before they learn please, 
they absorb the idea that following 
social niceties means that food will 

slide down their gullets from the 
hand of a beaming parent.

Language is like an ecosystem, 
like an Amazonian forest teeming 
with life. The dynamic, contingency-
dependent nature of language is pre-
cisely why it cannot be tamed.  [M]

http://www.birotranslations.com/
http://www.birotranslations.com/
mailto:projects@birotranslations.com
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When we chat with the people who buy (or should buy)  
language services, do they say professional translation is 
worth it? By talking with clients outside the sales environ-
ment, we hope to uncover what really drives purchasing. The 
challenge in each of these columns is to find patterns from 
one issue to the next. Together, what do these interviews tell 
us about how clients see our industry as a whole? 

content through Google Translate. 
But between the emails, notifica-
tions, posters, video subtitles, 
presentations, guidelines and news 
articles that all need translation, he 
says, “I just thought it was getting 
a little bit too much.”

He then turned to a third-party 
consultant who resold translation 
from an unknown provider. “Since 
we had engaged with their services 
for something else, we just used one 
of their resources to perform our 
translation services...so we did not 
have to go out and find an additional 
service,” he explains. “It worked on 
the small scale but would never be a 
large scale solution.”

Next, he brought translation 
in-house. An Argentine employee 
in the IT governance, risk and 
compliance department — which 
Hilderman heads — now performs 
all the company’s translation.

When are professional 
translators used?

Never, Hilderman says, because 
of cost. “Since we have active 
employees capable of reading, 
writing and translating both English 

Client Talk

Finning International

Terena Bell is an independent journalist writing for 
The Atlantic, Washington Post, Fast Company and 
others. She is former CEO of In Every Language 
and was on the GALA and ALC boards.

Terena Bell

The client
Nick Hilderman is senior security analyst 

for Finning International, the world's largest 
distributor of Caterpillar products and sup-
port services. As part of the manufacturer’s 
cybersecurity team, Hilderman oversees an 
internal awareness campaign that educates 
Finning employees on security’s importance. 
Posters, videos, enewsletters and other 
marketing-style collateral address a different 
topic each month in English and Spanish.

Hilderman oversees translation for this 
program but stresses that he doesn’t speak for the entire company, 
where spend is not consolidated between departments.

Like Finning itself, Hilderman is Canadian. He says, “My travel has 
been limited to mostly North America. I have a basic understanding 
of Spanish and French, but do not actively speak anything other than 
English.”

The client’s solution
How Hilderman has handled translation has changed a lot since the 

security awareness program started three years ago. Originally, he ran 

Nickolas Hilderman 
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and Spanish, it made sense to bring 
it in-house.”

Previously, the consultant charged 
less than $500 a month for transla-
tion, a price Hilderman admits “was 
not significant,” but he continues, 
“Anywhere I can lower spend I will.”

So 1-5, how important is 
professional translation? 

Despite not working with profes-
sional translators now or — since 
we don’t know who the consultants 
used — possibly ever, Hilderman 
says 4: “Depending on what is 
being translated, the message can 
sometimes be misunderstood or 
lost in translation. This can hamper 
progress of initiatives if clarity is 
lacking.”

Regardless, the security initia-
tive has shown progress. A major 
campaign goal was to lower the 
number of employees clicking 
through phishing emails, protecting 
the company from hackers looking 
to steal data or money. Hilderman 
says after translation started “our 
[South American-based] corporate 
controller received [an email] posing 
to be from our CFO and CEO, 
and he recognized it. Had he not 
recognized this, this could have cost 
us upwards of $300,000-$400,000 
American.”

The problem with the solution
According to Hilderman, there is 

no problem. The employee currently 
translating loves it. Hilderman says, 
“I asked him if he’d be interested in 
taking translation services in and he’s 
done it for us and it’s been working 

swimmingly.” Finning operates in 
Chile, Bolivia, Argentina and Uru-
guay, so the only issue is one many 
translation clients face: balancing 
differences across Spanish dialects 
with the impracticality of having too 
many versions. But, Hilderman says, 
“Because our translator understands 
the various dialects, he has been able 
to properly balance the message in 
translation so all employees under-
stand our message.”

An emerging pattern
Hilderman cares deeply about 

his work and, from a security 
standpoint, gets results. Phishing 
click-throughs were above indus-
try average pre-campaign, but 
now are below. And the controller 
did catch that $300,000 scam — 
something he likely wouldn’t have 
done without localized security 
education. If translation’s goal is 
to fulfill business and operational 
needs, Hilderman’s approach 
meets it. In an industry that 
markets on the value of profes-
sionals versus ad hocs, this is hard 
to hear, but it’s true.

For other profilees, having 
bilingual employees translate has 
created pain points. In our Febru-
ary/March issue, for example, the 
work kept IRD Balancing’s bilin-
gual salesman so busy he drove 
less revenue. But in Finning, we 
see a prospective buyer who has 
never worked with professional 
translators and very well may not 
need to. If so, what does this tell 
us about a translation company’s 
actual value?  [M]

https://xtm.cloud/
https://xtm.cloud/
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Let’s get real. Is your business growing as fast and as much as you 
need? Let’s paint a picture of where you stand. For now, you won’t need 
your tax returns, budget figures, inventory turnover numbers or any 
other data. Instead, rate your current situation based on how you feel.

A good way of illustrating your current starting point is to do a Wheel of 
Business exercise. Draw a circle on an empty sheet of paper and give it seven 
equally sized pie slices.

Each pie slice represents an essential part of your business that you 
need to master in order to succeed. Think through each area in your wheel 
and draw a line across every slice of pie to indicate a percentage between 
zero and 100. Zero in the center means that you have nothing; 100 means 
that you have everything. Don't overthink your ratings. Go with your gut. 
Whether you believe you are at 30%, 50% or 70% in any given category, just 
draw a line parallel with the corresponding label.

 Wheel of Business questions
Strategy: Do you have a business vision, plan or map that has been shared 

with everyone who needs to help execute it? Has this map been broken down 
into meaningful and actionable chunks of responsibilities for all stakeholders? 
Do you know where you are, where you're going, what's not working, what 
you've learned and how your strategy is going to make business better?

There's no right or wrong answer. If you feel like, "I have no plan at all; 
I'm just chunking out work," you are starting at zero. If you can honestly say, 

"Know what? I have a plan, my entire 
team is committed and aligned, and 
we are humming," you draw your line 
at 100%, or the entire slice of the pie.

Innovation: What are you doing 
to innovate, to implement new 
processes, new technologies or new 
ways of getting things done? Are you 
constantly innovating to redefine 
your customer base and expand the 
size of your market? What do you 
do to change the value you deliver 
to your customers? How do you 
dramatically improve your value to 
both suppliers and customers?

If you haven't innovated in the 
last five years, then you're at zero. If 
innovation is a default habit, you are 
at 100. If you have done some of the 
work, then maybe it's 50, 60, or 70. 
Just pick a number and run with it. 
Don't overthink it.

Marketing: Do you have the right 
product and service for your target 

Localization Business School

How healthy is your 
business?

Andrew Lawless is a best-selling author, performance 
coach, localization educator and consultant. He is 
adjunct professor at the University of Maryland 
College Park where he co-lectures a class in localization 
project management.

Andrew Lawless
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market? Does the pricing reflect 
perceived value to the customer? 
How effective are your advertising, 
sales promotions, special offers and 
public relations? Do you promote 
your business in the right places? 
Do you make it easy to buy from 
you through all available channels 
(website, social media, email, over 
the phone, and so on)? Are you 
pushing your marketing message, or 
are you creating a pull? Do you have 
enough inbound traffic for sales reps 
to follow up on, or not?

You could be at 
100%, or you could 
be at zero. Focus on 
what you feel is the 
right answer for now. 
Nobody wants to 
see evidence of your 
answers here. Just 
draw a line where you 
think things stand 
right now.

Sales: Do your 
sales reps understand 
your products and 
services? Can they 
explain in detail how 
each product works 
and what business 
value it offers? Are 
you searching for 
referrals to new pros-
pects through existing 
connections or ask 
existing customers for 
introductions? What 
other prospecting 
strategies do you use?

Are you managing your state of 
mind during sales meetings? How 
well are you in control of your 
tone of voice, volume and pace of 
speech? How confidently do you 
handle objections and close deals? 
How healthy is your sales pipeline 
and what is the conversion rate from 
prospect to customer? How well are 
operations working with sales? Do 
they collaborate on writing proposals, 

being clear on delivery dates and 
other terms and conditions?

Draw a line.
Process Optimization: How 

good are you at continuously 
improving your processes, 
automating repetitive and manual 
labor and the communication with 
your clients. Has using artificial 
intelligence already been inte-
grated into your operations? Do 
you do enough to shorten delivery 
times? Are you eliminating redun-
dancies, streamlining workflows, 

improving communication, fore-
casting changes? What initiatives 
are in place to widen production 
bottlenecks, scale operations and 
increase quality at source?

It does not matter if you are 
entirely sure. Again, just draw a line 
where your feelings lead you.

Legal and Finance: How high are 
your profit margins? Is your revenue 
growing or shrinking? How robust 

is your net cash flow? How do you 
maximize interest while meeting 
cash requirements? How useful are 
your key performance indicators, 
and how meaningful are they when 
tied to business outcomes? How well 
are you complying with regulation 
and legal frameworks? 

Keep on drawing lines.
Promoters: These are clients that 

tell all their peers, colleagues and 
friends how great you and your com-
pany are. They proactively connect 
you with new clients. How many 

of those raving fans 
do you have? Are you 
under-promising and 
over-delivering? Do 
you offer unexpected 
surprises and bonuses 
for your customers? 
Are you giving special 
benefits, discounts, 
offers and value in 
addition to what 
your core clients are 
receiving? Have you 
trained your employees 
to deliver positive 
customer experiences?  
Are you fostering 
authentic relationships 
with your customers? 
Are you asking for 
testimonials? 

This is your last line 
to draw in the Wheel of 
Business. Do it.

Finally, fill in your pie 
slices so that they are 
solid. Then look at your 

wheel and ask yourself the following 
questions: “If this was a wheel on my 
car, how fast could I go? How smooth 
would the ride be? Would it be rough 
or smooth?” If your answer is “slow 
and bumpy” you now know why.

But knowledge is not power — 
it is only potential power at best. 
Knowledge in action is power, so 
develop an action plan and imple-
ment it.  [M]
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A few years ago, while reading the Italian translation of Lapidarium, 
a book by Polish journalist and writer Ryszard Kapuściński (1932-
2007), I underlined this sentence: “The description of the boundless 
and wide-open Russian landscape demanded a broader phrasing.” 
Even though I don’t remember much of the book besides the ele-
gant prose and the poetic descriptions, my mind goes back to that 
image every time someone tells me that Russian translations are 
longer than the original texts. 

a technical text is by definition 
specific as opposed to a work of 
literature, which may require longer 
wording for an effective rendering. 
The writing style of the translator 
also has an impact on the target 
language length. 

Text expansion is an interesting 
term, and a challenge for terminolo-
gists, mainly because it is polysemic: 
one of those terms that look alike, 
but have different meanings. When I 
entered “text expansion” in Google, 
the first results were explained as 
tools by PC World: “These programs 
let you insert commonly used 
phrases and other chunks of text 
using shortcuts so you don’t have to 
type out every character.” However, 
the definition I was looking for was 
rather “the increase in length a text 
undergoes when translated from a 
language into another.” A good fit for 
our ideal termbase, “text expansion” 
will make the object of two entries 
in English. Both of them will have it 

Terminology Glosses

Text expansion and  
Million Short

Laura Di Tullio is a terminology management 
consultant who has developed termbases and man-
aged enterprise terminology for large multinationals. 
She has been in the localization industry for over 20 
years, holds an MA in terminology management and 
a degree in translation studies.

Laura Di Tullio

Text expansion
The phenomenon of text expansion is rather common in translation. 

A search online shows how authors of various documents on the topic 
generally agree that, for documents translated from English into Slavic 
languages, the expansion rate can go from 10% to 15%, and sometimes 
even more, depending on the language, with a peak of 20% to 30% for 
Polish. (I have used data from the table published at www.andiamo.co.uk/
resources/expansion-and-contraction-factors.) The opposite phenomenon 
involves translation into languages, for instance, of the Sino-Tibetan 
family like Chinese and is called text contraction. 

Text expansion and contraction happen for several reasons. Language 
structure, for example, is an important one: some languages are syllabic 
and have longer words than the source language whereas other languages 
may combine several source language words into one target language 
word. Some texts are more descriptive in nature than others and their 
translation in the target language may require more words, for instance: 

http://www.andiamo.co.uk/
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as their term, but their definitions, 
domain, source of term, context and 
so on will differ. The use of precise 
metadata is also recommended. 
Metadata are key elements in a 
termbase, as they allow terminolo-
gists to correctly classify a term, not 
only in view of giving the right 
indications to authors and transla-
tors, but also for retrieval purposes: 
the more accurate the metadata, the 
easier the retrieval of specific sets of 
terms when the need arises.

Million Short
When I do my research in a 

browser, the search engine fre-
quently shows the usual websites 
in the first page. Every time that 
happens, I also switch to a different 
search engine. Million Short, still in 
its beta version, is able to remove 
the first 100, 1,000, 10,000, 100,000 
or even one million websites from 
the search results depending on 
what option the user selects, thus 
“skipping the popular websites that 
are being pushed our way in favor of 
new ones with original content,” as 
millionshort.com puts it. Recently, 
I have used Million Short to run 
a search for machine translation 
(MT) online and this is the sorted 
list of results: Google Translate, 
Microsoft Translator, DeepL, Tilde, 
SystranNet, WorldLingo Free 
Translation online, Babylon NG and 
a few others. 

In the last few years, MT has 
made enormous progress. Some 
companies already use neural MT 
and machine learning for better 
results. We also know that literature 
represents a bigger challenge for 
machine translation than a techni-
cal text, where larger corpora are 
available and a lot revolves around 
standardized terminology.  Out of 
curiosity, though, I tried to translate 
the sentence by Kapuściński I 
mentioned above with all of those 
tools. This is my source language text: 

“La descrizione dello sconfinato e 
disteso paesaggio russo richiedeva 
un periodare più ampio.” (translated 
into Italian by Vera Verdiani). In 
addition to being a sentence taken 
from a literary text, it also has the 
peculiarities of being itself a trans-
lation and of having one polysemic 
word disteso and the seldom used, 
very specific verb periodare: “to 
craft sentences,” which is a false 
friend of the English word period. 
The results were not unexpected. 
They were as follows:
[[ Example 1, DeepL:
“The description of the boundless 

and lying Russian landscape required 
a longer period.”
[[ Example 2, Google Translate:
“The description of the bound-

less and relaxed Russian landscape 
required a broader period.”
[[ Example 3, Microsoft Translator: 
“The description of the endless 

and sprawling Russian landscape 
required a broader periodate.”
[[ Example 4, SystranNet and 

Babylon NG:
“The description of the boundless 

and distended Russian landscape 
required a periodare wider.”
[[ Example 5, WorldLingo Free 

Translation online:
“The description of the 

sconfinato and extended Russian 
landscape demanded to periodare 
more wide one.”

Even though many of them 
selected one of the possible nuances 
of disteso, all of them have a prob-
lem with periodare. Unfortunately, 
I do not have the original Polish 
sentence and I could not try Tilde, 
the MT software that specializes in 
Slavic languages. Also, going from 
Italian to English I was expecting 
the text to contract. Instead, I got 
a very similar morphosyntactic 
organization of the text in both 
languages for all the tools, which 
implied, in this case, a very similar 
number of words.  [M]

Global Branding 
& Marketing Certification

Learn Online
Double Your Expertise in Record Time!

GBMC
This course gives you knowledge through the 
fastest and most flexible teaching style available

Gain cutting-edge knowledge for 
developing successful global branding and 
marketing strategies. The goal is to not only 
provide you with these winning strategies 
but to also enhance your understanding 
of how to best implement them. More 
specifically, the learning goals include:

• Gain insights for avoiding global 
branding and marketing blunders

• Optimize Global Branding strategies 
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global brand experience memorable 
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• Examine consumer psychology for 
developing effective global branding 
and marketing strategies

• Solve global market entry challenges 
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branding and marketing
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No one can deny that machine translation (MT) services are 
becoming increasingly mainstream. Customizable MT is no longer 
limited to translation departments at major technology developers 
like Google and Microsoft, largely because these same tech com-
panies and others like SDL and KantanMT are making customiz-
able MT easily available to everyone.

Earlier this year, Ben Sargent of Common Sense Advisory (CSA 
Research) wrote that one-third of small language service providers (LSPs) 
with annual revenues under $500,000 claim to be using MT. The think 
tank’s same survey showed MT use is even more common among larger 
companies, including 90% of LSPs with annual revenues over $20 million.

As more LSPs and client-side companies decide to begin using MT and 
progressing along the Machine Translation Maturity Model, what can 
make the leap a little easier for newcomers? The executive team at TLG 
(The Language Group, LLC) was kind enough to share some tips. TLG has 
offered traditional translation and interpretation services for decades, but 
a portion of the revenue growth that put the company on the 2018 Inc. 500 
list can be attributed to its MT services. At TLG, I interviewed Giovanni 
Donatelli, CEO and founder; Thomas Edwards, senior vice president and 
general manager; Mary Wilson, director of client services and Rolf Hecken, 
director of production consultant.

Projects appropriate for MT
Wooten: What is an example of a recent MT project that TLG has 

completed? And why was MT a good fit for that project?
Edwards: We recently performed a seven million-word and 35,000-

page project for a large defense contractor that provides dogfight train-

ing to the US Navy. The project 
consisted of localizing — from 
French into English — large 
amounts of technical user and 
maintenance manuals for a large 
fleet of supersonic fighter planes. 
Cost and timing were an issue as 
the content was needed quickly 
to get FAA certification before 
the planes could fly. This project 
would have cost $3 million and 
taken over 12 months using 
traditional translation, but post-
edited machine translation was a 
better solution as it enabled TLG 
to complete the work for 20% of 
the traditional cost within five and 
a half months from start to finish.

Wooten: Has your increase 
in machine translation services 
affected your traditional translation 
offerings in any way?

Edwards: There is a natural 
fear that MT or post-edited MT 
will cannibalize the other services 
offered by the LSP. Will the client 

Word on the Street

Tips to begin working 
with machine translation

Adam Wooten, localization consultant and trainer at 
be.international, has more than 15 years of experience 
in the language industry. He is assistant professor in the 
translation and localization management program at the 
Middlebury Institute of International Studies, and the 
former CEO and cofounder of AccuLing.

Adam Wooten
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only ask for MT from now on? 
The main concern is that if an LSP 
provides a lower-cost solution like 
post-edited MT, the traditional 
translation clients will only want 
that moving forward.

MT must be used for the right 
content and the client must be 
educated to know the difference. 
Marketing communication and 
glossy advertising pieces are not 
appropriate for MT. Technical 
documentation, user manuals and 
website content can often be appro-
priate content for MT.

Differences from traditional 
projects

Wooten: For those who are new to 
MT projects, what would you say are 
some of the similarities they share with 
traditional translation projects? And 
what are some of the key differences?

Hecken: Ultimately, you are 
dealing with a paying customer who 
expects the highest return on their 
investment. So, as always, assem-
bling the best team and right toolbox 
of utilities will help you accomplish 
the job, which is both crucial and 
fundamental in MT as in any other 
translation project.

What is different is that upfront 
project preparation is even more 
important than for a traditional 
translation project. Most of the 
time an MT or post-edited MT 
project is much larger in scope than 
a traditional translation project, 
usually millions of words as opposed 
to thousands of words.

Like traditional translation, MT 
projects require team building, 
learning, review and properly 
allotted training time. Like any new 
employee, a proper MT engine 
needs training, review and learning 
to fit the project scope, the content, 
the terminology and the client’s 
needs and requirements. You will 
not be able to hit the ground run-
ning just by adding an untrained MT 

engine. Allowing yourself training 
time at the start is half the battle.

MT projects — with or without 
post-editing — are also continuously 
evolving processes. Newly generated 
content is fed back into the MT 
engine and used to retrain it and cre-
ate more accurate output. Like any 
employee or translator who would 
be exposed to continuous learning 
and professional skills development, 
your MT engine will become a more 
and more valuable team member as 
the project unfolds.

Wooten: With all the training 
required before and after project 
kickoff, it seems there would be 
many more unknowns at the start of 
an MT project than in a traditional 
translation project. What are some 
of those unknowns that might cause 
fear for newcomers to machine 
translation?

Hecken: It is important to have 
an understanding that production 
costs may be uncertain when first 
estimated, as discoveries can be made 
when the project is underway. This is 
especially true when an LSP is trying 
to pass cost savings along to a client.

Wilson: It is also okay to not 
know the quality of the raw MT 
output when you begin the project. 
The only way to know how MT will 
work for specific content is to use it 
and then train the system to reach 
the best output possible.

Wooten: Cost and quality are 
usually simpler to estimate on tradi-
tional translation projects. How can 
an LSP minimize such uncertainty at 
the start of an MT project?

Hecken: A pilot project will give 
the client and the LSP a firm under-
standing of what the project will 
entail once it is scaled to full capacity.

Donatelli: Yes, we help guide the 
discussion to eliminate the fear of 
the unknown by showing the client 
what the output would look like. 
This allows the client to see if they 
can achieve their goals using our 

solution. If they feel that the output 
is not polished enough, we can make 
some improvements like adding a 
level of post-editing and then show 
them the next level of quality. This 
allows the client to discern among 
different quality levels. We have seen 
that this approach tends to eliminate 
the fear of the unknown as clients 
see tangible results and how they are 
achieved. Once the client is satisfied 
with the quality of the product, we 
then lock in the process and start 
production. But it all starts with 
showing the client tangible proof of 
the solution up front.

Building the MT project team
Wooten: Although team 

makeup will vary from project 
to project, what are some of the 
key roles that must be filled on a 
typical MT project team? What 
are some of the key skills and 
attributes needed for each role?

MT solutions architect
Hecken: A solutions architect 

outlines the process and steps that will 
be required in the project workflow.

Donatelli: Yes, solutions archi-
tects are familiar with a majority 
of the tools in the marketplace 
such as MT, translation memory 
(TM), project management, 
optical character recognition 
and desktop publishing tools and 
how they work interconnectedly. 
They are creative problem solvers, 
personable and able to communi-
cate their ideas clearly, often in a 
position to teach other staff how 
to use certain tools.

MT account manager
Edwards: An account manager 

on the LSP side is crucial to 
setting proper expectations. They 
should not sugarcoat the risks 
of MT. It will not be as good as 
traditional human translation. It 
will help tremendously with time 
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to market and cost. The account 
manager must work with the client 
in understanding risk tolerance 
and the reality that you do get 
what you pay for.

Donatelli: As a project continues, 
account managers must be ready to 
speak with clients on a regular basis. 
They must demonstrate an even 
personality as they will be dealing 
with deadlines, problems that may 
arise and how to communicate these 
changes to the client. 

MT project manager
Hecken: A project manager must 

have either a strong technical ability 
or the ability to delegate some of 
the technical set up and tasks to the 
appropriate team members.

Donatelli: And, as usual, project 
managers must be comfortable in a 

busy environment where direction 
of a project may change on a regular 
basis. In this environment, they 
must be highly organized and have 
excellent attention to detail.

Vendor manager
Hecken: A vendor manager is 

crucial to selecting the linguistic 
team that is experienced in MT 
projects or the vendor manager 
must be able to perform or coordi-
nate specialized training.

Donatelli: A former linguist 
is often a good candidate for this 
type of position.

Post-editors
Hecken: Post-editors need to 

be fast, flexible and ready to take 
on the projects. Everything is 
very time-sensitive. The volumes 

are high and traditional linguists 
sometimes tend to want to make 
everything perfect — as if it were 
a 100% human translation project. 
However, the reality is that a post-
edited MT project is different. The 
linguists need to be aware of the 
quality output the project manager 
and client are expecting.

Wilson: Build a post-editing 
team that is comfortable with using 
the tools and that will adhere to the 
level of editing necessary to reach 
the desired outcome. To ensure 
the post-editors are successful, 
implement a solid plan and platform 
for the entire team to be able to 
communicate and access resources. 
The resources they will need include 
a solid working environment 
(computer assisted translation tool), 
any linguistic resources (TM and 
glossary) and a clear style guide that 
outlines the desired outcome.

Final thoughts
Wooten: Do you have any final 

thoughts or tips for those looking 
to get started with MT?

Wilson: Communication is 
crucial as MT projects progress. 
Address challenges as they occur 
and provide solutions and options 
for the client. Keep the overall goal 
of the project and desired outcome 
in mind when faced with hurdles.

Hecken: In these projects, we 
are typically dealing with massive 
amounts of data that is needed 
for very specific purposes, so 
understanding your client’s needs 
and purposes will allow you and 
your client to achieve the necessary 
results. The advances made in 
neural MT and other technologies, 
paired with an overload of world-
wide information that needs to 
be filtered and made available for 
proper decision making has created 
unique new types of projects that 
need servicing. These are exciting 
times, not scary ones.  [M]

https://rheinschrift.de/
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Sarah Pokorná-Presch Agata Rybacka
Sarah Pokorná-Presch is the managing director 
of Retro Digital, a Dublin-based digital marketing 
agency. She mixes multicultural and marketing back-
grounds to help companies create digital marketing.

Agata Rybacka is the managing director at Aploq 
SA, a Polish translation and localization provider. 
She studied law and has been in the translation 
and localization industry for almost 20 years.

Ethnic marketing
Taking a look at the localization services clients 
need through the eyes of Ireland’s Polish population



Focus 

   October 2018 31

With a whopping 11.8% of the Irish popula-
tion coming from abroad, it’s no surprise that 
brands are looking for new and innovative ways to 
target this demographic. Those of you who have 
visited Ireland will know that the Irish are famous 
for welcoming foreigners with open arms, which 
is why diversity has been able to flourish there. 
With such an eclectic mix of nationalities living 
side by side, it might seem simple enough to have 
one marketing campaign for everyone living in 
Ireland, but to really succeed you’re going to need 
to break things up even further. And this is where 
ethnic marketing comes into play.

What is ethnic marketing?
Ethnic marketing and international marketing are two 

very different concepts. Ethnic marketing (also known as 
multicultural marketing) focuses on targeting a particu-
lar group living away from home, whereas international 
marketing is targeting a particular country and their 
native population. Using Ireland as an example, ethnic 
marketing would mean having one marketing campaign 
targeting the native Irish population, and another one tar-
geting Brazilians who live there. It may seem like a lot of 
work, but results show that 86% of all localized campaigns 
outperform their English counterparts in terms of both 
conversions and click-through rate, the number of people 
clicking on an ad.

How does it work?
Now, you’re probably wondering what ethnic marketing 

has to do with localization. Ethnic marketing is the perfect 
opportunity for localization companies to bridge the gap 
between marketing and translation. Marketing managers 
lack the global knowledge to really ace multiculturalism, 
unless they’re from a massive corporation with marketing 
people around the world. Realistically, though, marketing 
is either outsourced or handled by a small in-house mar-
keting department without the time or resources to invest 
in these kinds of campaigns, even though it means missing 
out on extremely impressive returns.

As a language service provider (LSP), you’ve probably 
come across the hurdle of getting companies to invest in 
localization. Your sales people can give prospects statistics 
on the benefits of localization, but more often than not 
they lack an actual monetary value that decision mak-
ers can really relate to. If you can prove that localization 
results in return on investment (ROI), selling your services 
is going to be a lot easier. And this is where getting into the 
mindset of a marketing manager comes into play.

Before we touch on how to prove localization equals 
ROI, you’re going to need to learn more about ethnic 
marketing. Those of you who have dealt with marketing 
before will already have the perfect building blocks ready 
to start a campaign, but for those of you who don’t have 
much experience, no worries — we’re going to start at the 
very beginning. And to do this, we’re going to use Ireland’s 
largest ethnic group as our starting point: the Poles. Pol-
ish is not only spoken by 55 million people worldwide, 
it’s spoken by 22% of all foreigners in Ireland, and it’s the 
second most spoken language in the UK. Poland has also 
been named as one of the three fastest growing economies 
in the European Union so what better place to choose! 

Ethnic marketing strategies
Marketing is all about messages. And culture has a mas-

sive impact on the way messages are perceived. In order to 
succeed in advertising, you need to pull on your buyers’ 
heartstrings, and connect with them emotionally. Plus 
give your buyers a local feel. With language and emotions 
so closely linked, advertising to a particular group in their 
native language is going to resound with them so much 
more than if you were planning on marketing to them in 
the native language of wherever they’re living.

So, how does ethnic marketing work? To put it simply, it 
works just like every other marketing campaign but much 
more targeted. Here are some points to focus on:

Message: As we already mentioned, marketing mes-
sages resonate differently with different cultures. When 
targeting a particular group, like the Poles, you need to 
know what makes them tick, and most importantly what 
doesn’t. The Czech Republic actually got in Poland’s bad 
books a couple of years back when a very famous company 
launched a TV ad that poked fun at Polish products. While 
Czechs found it hilarious, it actually caused a diplomatic 
row between the two countries and in the end, the ad had 
to be taken off air. This is why it’s so essential to keep cul-
tural sensitivities in mind when preparing your marketing 
messages — and this is where marketing managers really 
need an LSP’s help. Marketing managers lack the cultural 
knowledge to know what works in different countries, 
which gives translation companies the chance to really 
prove their worth and partner up with their client, advis-
ing them on what works and what they should avoid.

Religious holidays: While many brands prefer to stay 
away from religion, religious holidays are something that 
can’t be ignored if you’re looking to implement an ethnic 
marketing campaign. While many European countries 
share the same religion, their customs and the way they 
celebrate can end up being completely different. Poland 
and Ireland are both extremely Catholic countries, but 
their traditions are the complete opposite. Take Easter, for 
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example. While Irish children will be 
enjoying chocolate Easter eggs, Pol-
ish children will be painting beautiful 
hard boiled eggs. If you stock your 

shop with the special egg dye used by 
Polish families, and then release some 
Polish marketing messages, you’ll not 
only increase your shop’s footfall dur-

success
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ing Easter, you’ll also become known 
as the go-to place for Poles to shop.

Traditions: Just like religious holi-
days, traditions vary vastly from place 
to place, even if they’re close. If you 
take a look at the UK and Ireland, they 
share a language but their national 
holidays and traditions are completely 
different. Moving back to Poland, 
Poland’s culture is so rich it’s full of 
fascinating traditions that mesmer-
ize almost any foreign visitor able to 
experience them. Polish weddings are 
famous for being a three-day drinking 
fest with plenty of homemade goodies 
available (and alcohol too). If you’re in 
charge of marketing for one of Ireland’s 
most chic wedding venues, knowing 
that you understand Polish traditions 
is going to make you the place to go 
for Poles planning a wedding.

You can also take cultural mar-
keting campaigns a step further by 
rolling out campaigns for certain 
national holidays or days of the year. 
Ask your translation agency about 
different days to look out for. If you’re 
a bakery, or work for one of the big 
supermarket chains, you could use 
Fat Thursday (Tłusty Czwartek). If 
you stock up with plenty of donuts 
and do a special buy-one-get-one-free 
offer for Polish customers (in Polish, 
of course!), you’re going to quadruple 
your sales. Remember, people living 
abroad love having the opportunity 
to share their culture and reminisce 
about traditions back home.

Channels: One other important 
point to note is that each country has 
their own digital behavior. In Poland, 
the most-utilized social network is 
YouTube, commonly used by 64% of 
the population. This is closely fol-
lowed by Facebook at 61%. 16% use 
NK.pl and only 15% use Snapchat. In 
Ireland, however, Snapchat is by far 
the biggest social media platform, 
with 1.75 million users daily, which is 
more than Facebook and Instagram. 
In Germany, you wouldn’t get any-
where using LinkedIn; you’d have to 

Although only 3.1% of Belarus population is made up of Polish 
people, in some areas of the country, that figure rises to over 
50%. Ethnic populations across the world may settle together 
in smaller areas to maintain cultural ties.
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The Polish diaspora. Poland is in green. Germany, home to the highest number of Polish people outside Poland, is 4% Polish. 
The United States is 3% Polish. Ireland is 2.7% Polish. Light-red countries have fewer Polish immigrants, and blue countries 
even fewer. Your country may have significant immigrant populations from any number of places.

use XING, which is their equivalent. 
As you can see, having this local 
knowledge can really make or break 
your marketing strategy.

The value of ethnic marketing
Unfortunately, it doesn’t look like 

anyone in Ireland has really tapped into 
the nitty gritty statistics of ethnic mar-
keting, but to give you a better idea of 
why it’s so important, we thought we’d 
share this one from over the pond in the 
US. The total multicultural spending 
power in the US is upward of $2.4 tril-
lion, which really speaks for itself. It’s no 
wonder that brands are looking to get a 

piece of the pie. With hardly any small-
to-medium enterprises leveraging on 
this gap in the market, LSPs, now’s your 
time to shine!

As an LSP, you might be wondering 
where you come in and what you can 
do to master the art of ethnic market-
ing. Well, the good news is that you 
already have the skills you need to 
be a marketing manager’s new best 
friend. What you need to sell is your 
cultural knowledge. You need to be 
there for your clients (and prospects) 
and advise them on where they can 
make money. You know what makes 
your country tick, and it’s time to sell 

that. You also know the language and 
if you can provide not only advice, 
but top-quality localized campaigns, 
your marketing manager client is 
never going to let you go.

And last but not least, prove how 
things work. Marketing managers 
know what metrics are needed to 
prove ROI works so ask them to help 
you prepare the data. Ask them about 
conversions, increase in site visitors 
and so on, then track these things, 
create case studies and use this data 
to show your newest prospects what 
they can achieve by combining mar-
keting and localization.  [M]
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Central and Eastern Europe (CEE) is a region 
of incredible linguistic diversity. In an annual 
examination of online language markets, Com-
mon Sense Advisory (CSA Research) identified 
19 languages in the region with significant online 
economic activity. These languages are (in order of 
their economic potential in 2017): Russian, Polish, 

Czech, Hungarian, Romanian, Slovak, Croatian, 
Lithuanian, Slovenian, Ukrainian, Serbian, Bulgar-
ian, Albanian, Latvian, Belarusian, Estonian, Geor-
gian, Armenian and Macedonian. If we include the 
languages of the former Soviet Union in Western 
Asia, three more appear on our list: Kazakh, Azer-
baijani and Turkmen. 

CEE languages:

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

Challenges and opportunities
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Figure 1: Economically important languages and scripts in extended CEE. White borders show borders for writing systems.
               Source: CSA Research.

These languages hail from three 
major families (Indo-European, 
Finno-Ugric and Turkic) and use 
two major writing systems (Roman 
and Cyrillic, as seen in Figure 1). In 
addition, they appear in several very 
different political environments, 
ranging from the liberal market econ-
omies of the European Union (EU) to 
more tightly controlled countries in 
some of the former Soviet Republics.

CEE countries using this extended 
list of languages accounted for 6.5% of 
global online accessible gross domes-
tic product (what we call “eGDP”) in 
2017, roughly on par with the eco-
nomic opportunity of German. If we 
were to treat these CEE languages as 
a group, it would rank higher than any 
language except for English, Simpli-
fied Chinese, Japanese, and Spanish. 
However, of these CEE tongues, only 
Russian appears in the top tier of 
online languages identified by CSA 

Research. But their diversity of linguis-
tic heritage, writing system, history 
and politics fragment the region, thus 
complicating any attempt to create a 
regional language strategy. None of the 
clusters such as West Slavic (Czech, 
Polish and Slovak) provide the eco-
nomic clout associated with the classic 
French, Italian, German and Spanish 
(FIGS) approach to the “big” languages 
of Western Europe.

Figure 2 examines the top lan-
guages in the expanded Central and 
Eastern Europe region. Our data 
shows that the CEE share of the total 
world eGDP will decline over the 
coming decade even while the local 
economies will grow in absolute 
terms. Two of the region’s languages 
— Kazakh and Romanian — will 
grow in economic importance as they 
move into Tier 2 of CSA Research’s 
list of top online language markets. 
Other regions not shown in Figure 

2 — particularly South and South-
east Asia — will exhibit much more 
substantial increases over the same 
period and power up the rankings. 
Because our analysis of languages 
is based on cumulative global GDP, 
the growing strength of those Asian 
economies obscures the less rapidly 
growing CEE countries.

However, these figures do not tell 
the whole story. CSA Research finds 
that website support for some of 
these languages is disproportionate 
to their economic potential. We iden-
tified five factors that corporations 
consider when deciding whether to 
support Central and Eastern Euro-
pean languages on their websites: 

•European Union membership has 
its benefits. Official languages of the 
European Union tend to get a bump 
up in localization coverage. In 2016, 
CSA Research revealed that Polish, 
Czech, Hungarian, Bulgarian, Slovak, 
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Language
Language tier eGDP rank eGDP percentage Online population

2017 2022 2017 2027 Change 2017 2027 2017 2027

Russian 1 1 11 12 -1 1.97% 1.50% 3.1% 2.2%

Polish 2 2 18 20 -2 0.56% 0.50% 0.7% 0.5%

Czech 2 2 25 26 -1 0.24% 0.37% 0.3% 0.2%

Hungarian 2 2 29 34 -5 0.19% 0.21% 0.2% 0.2%

Kazakh 3 2 35 35 — 0.14% 0.21% 0.3% 0.2%

Romanian 3 2 32 36 -4 0.18% 0.19% 0.3% 0.2%

Total 3.28% 2.98% 4.9% 3.5%

Figure 2: Online economic opportunity and population for leading CEE languages.

Romanian and Estonian all appeared 
significantly more often on the web-
sites of leading corporations than 
other languages with similar online 
audiences and economic potential. 
This factor is most pronounced for 
smaller EU languages in general.

•Localization decisions factor in 
political risk. CSA Research finds 
that political uncertainty and frag-
mentation of language communities 
across multiple countries lead to 
perennial underinvestment in some 
markets. Increasingly nationalist 
regimes in countries such as Poland 
and Hungary also raise a red flag 
for many international enterprises. 
These factors may lead to enterprises 

putting the brakes on investment into 
CEE languages. Current concerns in 
the United States will similarly slow 
down investment for localization 
into Russian.

•Unicode doesn’t solve every-
thing. Even though Unicode has been 
available for decades, languages writ-
ten in non-Roman scripts still receive 
a penalty in localization. Many com-
panies still consider them to be more 
difficult than they are. This affects 
those written in Cyrillic script — 
Russian, Kazakh (which is officially 
transitioning to Latin script), Turk-
men and Belarusian. Armenian and 
Georgian face an even stronger uphill 
battle due to the combination of a 

language-specific writing system and 
a small population of speakers. Simi-
larly, many Central and European 
languages have complex grammars 
that blunt the effectiveness of lan-
guage technologies such as machine 
translation.

•High piracy rates deter software 
developers. Some of the languages in 
the region suffer from rampant piracy 
— as high as 90% for Georgian — that 
deter investment. Unfortunately, lack 
of localization and piracy reinforce 
each other, creating a negative cycle 
that keeps some languages trapped in 
an underinvested state.

•Familiarity helps. When execu-
tives decide which countries to go 
to, they do not always decide based 
on objective factors. Instead, fam-
ily background, languages studied 
in college, or even where they have 
gone for holiday travels can loom 
large. Here again, languages from 
larger countries in Europe with 
prime tourist destinations are net 
beneficiaries, while smaller ones 
languish (Figure 3).

Although these factors help some 
languages in the region and keep oth-
ers down, the region as a whole rep-
resents a solid market with long-term 
growth potential. The role of some of 
the region’s countries in the Euro-
pean Union and proximity to large 
economies make it a good expansion 
opportunity for enterprises already 
present in Europe.  [M]

Figure 3: Global brands show regional bias in language support. 
Source: CSA Research.
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Our in-house and freelance linguists primarily 
work on ensuring the accurate translation of 
technical, medical, and legal texts. 

Member of ELIA.

Meriti SIA
Riga, Latvia

translations@meriti.lv
www.meriti.lv

Get closer to your CEE clients with high quality 
translated content. 

High tech translations, medical products & 
devices, mechanical engineering, automotive & 
machinery, marketing documentation,  technical & 
scientific translation and software localization.

Octopus Translations is successfully providing 
linguistic services on Central and East European 
languages using only native linguists. Having our 
services ISO 9001:2015 certified, we are built on a 
flexible and cost effective infrastructure.

With expertise  
collected in 25 years...

This year, Gamax is celebrating its 25th year in 
the l10n business. This could not have happened 
without the trust of our clients and the hard and 
excellent work of our co-workers, freelancers and 
vendors: a big 'thank you' to them all!

During the past 25 years we have extended our 
service offerings from software l10n to medical 
and technical t9n and game l10n into Hungarian 
and other CEE languages. Our own QA tool created 
for handling the linguistic changes in 2015 
became a special QA tool for  Hungarian projects.

Gamax is ISO 9001:2009 certified and proud to 
be a founding member of GALA.

...ready for challenges of the next 25 years.

Gamax Kft.
Budapest, Hungary

info@gamax.hu • http://loc.gamax.hu

Translators Family sp. z o.o.
Warsaw, Poland

info@translatorsfamily.com
www.translatorsfamily.com

Transcreation experts  
in Poland/Ukraine

By using our services, you will:
• Have all marketing, business and  

        technical materials including websites/videos     
        and software translated and localized from all  
        main languages into POL, RUS and UKR

• Expand your business in CEE markets by 
        reaching clients with the right message

• Get the best prices and quality guarantee with    
        our affordable rates and 5-step QA process

• Have a dedicated account manager during  
        your working hours.
We know how to create translations that sell. 
Contact us today!

Ryszard Jarża Translations
Wrocław, Poland

info@jarza.pl • http://jarza.pl

Your Polish  
Competency Center

Since 2000, Ryszard Jarża Translations has 
been providing Polish translation, localization 
and marketing copy adaptation services directly 
to corporate customers and MLVs worldwide. We 
have built a brilliant in-house team made up of 
experienced linguists and engineers who guaran-
tee a high standard of quality while maintaining 
flexibility, responsiveness and accountability.

• Life sciences, IT, automotive, other technology 
    sectors.
• Highly experienced in marketing    

        communications.
• In-house translators and revisers.
• Certified to ISO 17100.

Baltic, Nordic and Eastern-
European Languages

Interlex Translations
Tallin, Estonia 

info@interlex.ee
www.interlex.ee

Focused on the Baltics 
and Scandinavia?

Here is your very own full service translation 
department in the region. 

Translation Services: translation, localization, 
editing/proofreading, interpretation. 

Other Services: DTP, subtitles, testing and 
quality control.

We have more than 20 years of experience, 
a good knowledge of customers needs, flexible 
working hours, a young and innovative team and 
we are perfectly located in #talsinki.
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Preserving linguistic diversity
in the digital world
How new technologies can be used to save 
endangered languages in CEE and beyond

Arthur Wetzel has been an executive director of 24translate Holding since 2017. In the past he has 
worked as an executive director and advisor for companies such as Strato AG and VeriSign Germany. 
Wetzel is also a member of the board of directors at Brussels-based Language Technology Innovate.
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The revolution devours its children, as the 
saying goes. In the digital world, one of these 
threatened children is the diversity of the lan-
guages spoken and written around the world. 
With the ever-advancing process of globaliza-
tion, in recent decades a general culture has been 
promoted around the world in which the English 
language predominates. 

For many less widespread languages it has been difficult 
to exist and survive in light of this. But when is a language 
really in danger? According to UNESCO, a language is 
endangered if its speakers never use it or use it in ever 
decreasing areas of communication and it can no longer 
be passed from generation to generation. 

On the one hand, a standardized common language 
promotes some important principles of the digital econ-
omy, such as economies of scale, reductions in transac-
tion costs and increases in efficiency. On the other hand, 
digital technologies can contribute to the preservation of 
linguistic diversity and therefore enable economic benefits 
such as the ability to address each customer in an indi-
vidualized, more intensive manner. The direction in which 
the pendulum will swing not only depends on the com-
mitment of political players or the affected language com-
munity, but also the question of how quickly progress will 
be made in the area of translation automation technology. 
Robust translation solutions are needed for endangered 
languages, which can ensure their survival.

Global linguistic diversity 
Between 6,000 and 7,000 languages are spoken around 

the world. 97% of the global population speak around 4% of 
the languages and, conversely, around 96% of the world's lan-
guages are spoken by 3% of the global population. Just 3% of 
all languages are endemic to Europe. According to the Atlas of 
the World's Languages (UNESCO), there are 128 languages in 
the European Union (EU) that are classified as endangered. By 
contrast, there are a total of 24 officially recognized languages 
that are working languages in the EU. In addition, the EU has 
over 60 indigenous regional and minority languages, five of 
which are recognized as semi-official. These include Catalan, 
Galician, Basque, Scottish Gaelic and Welsh. 

The other endangered languages do not have any official 
status in the EU. Take Vilamovian, a severely endangered 
language in southern Poland with 70 speakers, or Transyl-
vanian Saxon, an endangered language of Romania with 
an estimated 50,000 speakers, according to UNESCO. 

Despite its rather limited influence on the educational 
and language policy of each of the member states, the 
EU is actively involved in preserving multilingualism and 

the promotion of language skills, although endangered 
languages face many challenges in the EU. META-NET 
(2012) states that the relatively highly developed minor-
ity languages, such as Basque and Catalan, are part of the 
high-risk group in terms of their future viability. With 
the mutual help of the language communities, there are 
opportunities to preserve these minority languages, for 
example if they are used in social networks.

There is broad consensus in research that the preserva-
tion of linguistic diversity is necessary in order to maintain 
the flexibility and adaptability of a species. The spectrum of 
cross-fertilization is decreasing to the extent that languages 
and cultures are dying out and, as a result, evidence of human 
intellectual accomplishments is being lost. Languages are 
an expression of identity, which are characterized by the 
shared traits of the members of a group. Community and 
cultural identity contribute to security and the status of a 
collective existence. What's more, languages have a role that 
the internet has come to rely on today: being a repository 
for history and knowledge. From a sociocultural perspec-
tive, a language contains a way of thinking and being. 

However, preserving linguistic diversity is also worth-
while from an economic perspective. The ability to com-
municate in several languages is of great benefit to all 
employees in organizations and companies. It promotes 
creativity, breaks down cultural clichés, encourages uncon-
ventional thinking and can contribute to the development 
of innovative products and services. People who can master 
two languages equally well have proven advantages in terms 
of mental performance, which are particularly expressed 
in divergent thinking, creativity and communicative 
sensitivity. 

Overcoming language barriers 
It is difficult to predict how the information society will 

develop in the future. But one thing is certain: the global 
economy is confronting us with an increasing variety of 
languages and their speakers. We can react to this by stan-
dardizing languages, as has been done in recent years, or 
we can address this challenge with technological solutions.

Every day gigabytes of text are sent around the world that 
are not composed in our native language. The European 
Commission has established that 57% of internet users 
in Europe purchase products and services digitally that 
were not communicated in their native language. English 
was the most commonly used foreign language, followed 
by French, German and Spanish. A few years ago it was 
still possible to talk about English as the lingua franca of 
the internet, but the situation has changed dramatically. 
The volume of content in various other European, Asian 
or Arabic languages is growing steadily. Which language 
stays and which must go is being renegotiated — on a 
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political, media, cultural and techno-
logical level. 

While the traditional media in 
Europe have contributed to the fact 
that certain languages are no longer 
published, the internet and new 
technologies could contribute to their 
preservation. With an estimated 80 
languages, rich linguistic diversity 
is traditionally one of Europe's most 
important cultural treasures. And 
in order to ensure this treasure is 
preserved, new technological stimuli 
are needed in the area of language 
technology. The demand for solutions 
of this kind is huge. Ideally, they will 
work as silently and independently 
as software solutions in areas such as 
energy, logistics and trade. Whether 
written or spoken, digital language 
technology could be the key for a 
global/European society in which 
people work together, do business, 
share knowledge and have discussions 
without barriers. Language technol-
ogy developments are already work-
ing virtually unnoticed in complex 
software systems to remove barriers, 
from Google Translate to Word's 
spellcheck to online translation ser-
vices. And the market for language 
services is growing steadily. The 

sales volume of the global language 
services market is estimated to be $37 
billion. This year, the volume is set to 
increase to $47 billion. However, in all 
the enthusiasm for automated trans-
lation software, it is often forgotten 
that translators and interpreters do 
not translate from one language into 
another in a linear way. Cultural and 
emotional aspects such as humor and 
irony are as yet difficult to convey and 
automate by machine. 

Content in more languages, on 
more channels, in more formats — 
that is the present situation for lan-
guage service providers (LSPs). The 
future promises continually rapid 
change in the sector. As well as the 
ability to create good translations, 
LSPs must now not only have excel-
lent technical competence, adaptabil-
ity and high integration speeds, but 
also be able to take into account and 
manage the complete value-added 
chain. Those that do not invest greatly 
in technical innovations, whether 
developed in-house or purchased, 
will have no chance in the LSP market 
in the medium term. However, those 
that stand out in terms of content 
and technology will not only stay in 
the market in the long term but also 

open up new markets for themselves. 
Localization is the magic word here, 
and the decisive factors for this are 
digital technologies for the automa-
tion of translations.

Translation tools as 
language memory

If you were browsing for the first 
time, looking for solutions for the auto-
mation of translations, you’d quickly 
come across translation memory 
(TM) systems, which have been in use 
for many years. The principle behind 
them is that translators save their 
translations in TM systems, a kind 
of digital language memory, which is 
constantly fed with new translations. 
If a similar text is translated in future, 
the system compares the segments 
in the new source text with transla-
tions already carried out and shows 
potential matches. Building up a TM 
has the advantage that the translation 
process becomes quicker and more 
efficient with each new translation. The 
longer you work with such a system, 
the larger the database of previously 
translated text segments, which many 
translators calculate at a reduced price 
per word. Not only do these systems 
make translations in all languages even 

https://www.across.net


more efficient, but they can also make 
a significant contribution to the pres-
ervation of endangered languages. For 
example, once a TM system for a spe-
cific geopolitically closely linked lan-
guage pair, such as English and Welsh, 
or Russian and Belarusian, has grown 
to a certain size, part of the vocabulary 
is conserved and its use is economically 
interesting. The more specific the cul-
tural context and literary nuances are, 
the more important the human factor 
still remains. However, traditional TM 
systems are just the precursor for what 
is generally known as neural machine 
translation (NMT) with the aid of arti-
ficial intelligence (AI). 

Digital language technologies can 
now optimize all translation processes, 
content production and knowledge 
management for European languages. 
These new technologies also include 
machine translation (MT) based on 
AI. So far, these systems have mainly 
operated using statistical methods. 
One example of this is the Google 
Translate feature. This statistical 
machine translation system analyzes 
as many bilingual items of text as 
possible. It "remembers" the correla-
tion of frequently used and closely 
associated words and grammatical 
forms in source and target texts. On 
the basis of this statistical knowledge, 
the translation is then created. 

In MT, a distinction is generally 
made between rule-based and statisti-
cal systems. The former process lan-

guages according to linguistic rules. 
The words, syntax and grammar of 
a source text are analyzed, classified 
and shown in a tree diagram. Fol-
lowing the analysis, these elements 
are transferred into a target language 
structure and into a target sentence. 
The process of precisely breaking 
down the natural language of a human 
in a digital way is full of variables. Sta-
tistical methods can calculate prob-
abilities for translations, whereas with 
the rule-based method you also need 
to know the foreign language. In both 
cases, the system must be trained and 
its "knowledge" constantly developed. 

NMT: opportunities 
and pitfalls

NMT is a more advanced method 
of translation. The combination of 
big data, deep learning and neural 
technologies, with the aid of large 
amounts of data, allows the systems 
to be trained to understand diverse 
relationships between source and 
target languages and not just direct 
proximity relationships. The structure 
is based on the workings of the human 
brain, which is capable of learning 
new connections based on diverse 
associations. During the translation, 
the NMT system determines the opti-
mum route to a solution from various 
possible options. But you must not 
forget that no system is perfect, just 
like our brains. If you have masses of 
data to feed it with, it is hard to beat 

Excellent
support

Good
support

Moderate
support

Fragmentory
support Weak/no support

(none) •English •French
•Spanish

•Catalan
•Dutch
•German
•Hungarian
•Italian
•Polish
•Romanian

•Basque
•Bulgarian
•Croatian
•Czech
•Danish
•Estonian
•Finnish
•Galician
•Greek
•Icelandic
•Irish

•Latvian
•Lithuanian
•Maltese
•Norwegian
  (Bokmal, Nynorski)
•Portuguese
•Serbian
•Slovak
•Slovene
•Swedish
•Welsh

Figure 1: Quality of machine translation for European languages (Source: MetaNet). 
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this type of system. However, if the 
texts to be translated are very special-
ized, such as in the financial sector or 
law, or the syntax is too long or com-
plicated, even these methods quickly 
reach their limits.

So if the linguistic richness of 
Europe is to be preserved with the aid 
of artificial intelligence, technological 
progress must gain momentum, oth-
erwise it might be too late for some 
languages. According to a study by 
META-NET, there is a lot of catch-
ing up to do in the field of machine 
translation from a European perspec-
tive. And not only in terms of "minor" 
languages. The reasons for this lie in 
the complexity of such applications, 
as already described. 

Language technology, 
endangered languages 
and CEE

The fact that it can be worthwhile 
to use new language technologies for 
supposedly minor languages is dem-
onstrated by the Bulgarian language. 
It is spoken by an estimated nine 
million native speakers, mainly in Bul-
garia but also in Greece, Macedonia, 
Romania, Serbia, Turkey, Ukraine, 
Australia, Canada, the USA, Germany 
and Spain, as well as in Croatia, the 
Czech Republic, Hungary, Israel, Mol-
dova, Russia and Slovenia. The same 
could be said for Slovenian, Serbian 

and Croatian. If a company is facing 
the question of how it can conquer the 
Eastern European market, there is no 
getting past these key languages. With 
the growing precision of language 
technologies, it is getting ever easier to 
tap into these countries linguistically. 

At the moment, existing technolo-
gies still demonstrate their strengths 
for standardized text formats, but the 
more intelligent they become, the 
more context-based the automated 
translations are. The existing solu-
tions already result in a long tail effect, 
which is well known in ecommerce. 
Every niche can be served by digitiza-
tion, even niche languages that people 
previously did not want to translate 
or could not for cost reasons. This 
presents numerous opportunities for 
companies to open up new markets 
by addressing them correctly using 
language technology. Whether in the 
gaming industry, education, mobile 
info services or learning software, 
the possible applications are many 
and varied. Investment in linguistic 
diversity is indeed economically 
sensible, but this goal must also be 
supported politically and socially. 
To maintain and promote European 
linguistic diversity in the digital 
age, the European Commission has 
established the European Language 
Resource Coordination (ELRC). 
This is a network of representatives 

of all European languages, with the 
aim of managing, maintaining and 
coordinating relevant resources for 
all officially recognized languages 
in the EU. The main focus is on the 
research, further development and 
qualitative improvement of modern 
language technologies. In its mission 
paper to EU institutions, the Lan-
guage Technology Industry Associa-
tion (LTI) goes one step further and 
calls for the use and availability of 
intelligent language technologies for 
all EU citizens to help Europe's mul-
tilingualism have a stronger impact 
with the aid of artificial intelligence. 
Ultimately, all of those involved must 
realize that although they speak dif-
ferent languages on this topic, it is 
with one voice. Language technology 
may be a decisive factor in this. 

Language is a cultural asset that 
most of all creates identity. It is worth-
while for all stakeholders to also invest 
in minor and exotic languages. The 
European Commission has already 
recognized this, but languages con-
tinue to die out in CEE and around 
the world. Wherever linguistic worlds 
are endangered, there needs to be 
social awareness and the will to pre-
serve these languages. Civil society 
and politics have a joint obligation 
to invest in new technologies now in 
order to preserve spoken diversity and 
carry it into the future.  [M]

http://www.systransoft.com/
http://www.systransoft.com/
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Marek Makosiej

Marek Makosiej is CEO of ATL, which was formerly 
known as CONTRAD. He has been in the language 
industry for 20 years, and was previously a translator, 
project manager and vendor manager.

Are CEE LSPs ready 
for the expectations 
of global business?
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Mergers and acquisitions (M&As) are on the 
rise in our industry. Bigger guys are buying smaller 
guys and becoming even bigger, and it’s a trend that 
seems to be accelerating in the last half of 2018. 

Market consolidation is in full swing across the indus-
try. One indication of how the market views Central and 
Eastern Europe (CEE) companies is how interested bigger 
companies are in buying companies from that region. So 
far, the interest is mild to moderate.

However, CEE companies are — in some cases — not 
only being acquired, but they are buying serious players. 
A great example here is Argos, which bought SH3 and its 
portfolio of clients, and then last year bought ENLASO. 

M&A rationale
Among the first reasons public relations departments 

offer for an M&A is “we do it to better serve our clients.” 
Not long after, the companies publish financial results with 
triple-figure growth rates and everyone in the industry has 
something to talk about. 

Better service for clients is one of the most legitimate of 
reasons, no doubt. But better in what respect specifically? 
Expertise in a vertical? Perhaps. Geography? Maybe. But 
when you think about it, what’s the bonus for a multilan-
guage vendor from the United States in buying a company 
from CEE, for example? 

Lower cost of labor might be an obvious answer, but 
today’s market reality is not the same as it was ten years ago. 
Some of the bigger translation businesses, for instance, closed 
their Polish operations not long after they moved them from 
Slovakia. If you take a look at localization M&As, CEE com-
panies do not appear as forcefully as companies from some 
other regions. Unless it’s Moravia, but that’s a different story. 
But wait — is it really? 

Why can Moravia be successful and be perceived as fit for 
servicing global customers and thus become a subject of the 
hottest M&A in our industry in recent years, and many of the 
other language service providers (LSPs) from this region are 
not, at least not yet? If you think about this in terms of how 
we are fit to meet the needs of different clients, from differ-
ent verticals, from different parts of the world, is location the 
deciding factor in evaluating our capabilities? 

Maybe. It appears that others sometimes see us as great 
subcontractors, not yet on the expected level when it comes 
to managing the localization needs of the bigger and smaller 
players in the global business. 

The allure of locale
Translation companies all over the world used to boast 

of the number of offices they had in different major spots 
of the globe. New York, Tokyo, London. Having all these 

locales, even if there was one sales person there and no one 
else, meant prestige and meant they were theoretically ready 
to serve global businesses around the clock. In this respect, 
we were no different than any other business in the world. 
In fact, there are still companies out there, especially those 
starting up, that consider showing they are operating from 
three, five or ten locations as one of the most important 
elements in their initial marketing efforts. However, times 
have changed and the issues generated by time zone differ-
ences have been drastically minimized. This aspect of LSP 
organization still seems to be the factor of huge importance 
to potential customers, though. But this is not necessarily an 
essential factor. It is highly unlikely that your single business 
development person in Los Angeles will wake up 20 transla-
tors in Warsaw or Prague in the middle of the night so that 
the project gets done quicker. Even if this were attempted, 
the most likely scenario would be that the next day their ven-
dor manager would have to deal with a few “please remove 
me from your database” requests. 

There are other simpler and more efficient methods of 
dealing with this that make the whole time-zone problem 
irrelevant. But in the end, this might not matter.

As a CEE company, we have had several instances of invest-
ing quite heavily in a presence at various trade shows around 
the world, talking to the right people and getting nowhere. 
Although, yeah, “I’ve had a great conversation” means that 
most probably the deal goes to someone else, not yourself. 

What happened? I’m thinking of one scenario where we 
were known to be experts in the niche. We even created a 
micro brand for this specific vertical and had been working 
for several years on being recognized in the industry, and 
pretty much succeeded in the end. However, the company 
from Tokyo went with a “we-do-it-all” LSP from Tokyo. 
This seemed strange to me, as I could not recall any Asian 
language among the 18 languages they needed, so there 
didn’t seem to be a distinct location advantage there. 

Another potential customer from London “went with a 
translation agency around the corner.” A German company 
that worked with us on CEE content for their manuals also 
worked with a German company for all other languages, 
although that LSP did not specialize in the field at all. 

I might think that being an expert in a vertical is far 
more important than location, but it looks like the reality is 
the other way around for buyers. It seems like the closer an 
agency is to a customer, the safer the customer feels. The 
location becomes a currency of trust. And let me make this 
clear: I don’t think physical location is efficient or highly 
relevant in this respect. But I appreciate the fact of its being 
a nice remnant of doing business the old-school way, where 
a handshake mattered more than pages and pages of ser-
vice level agreements and nondisclosure agreements. It is 
indeed soothing in a way, if you think about it.



Focus 

   October 2018 45

CEE realistically
The truth is that things are not all 

bad for companies from CEE, not at all. 
It’s quite the opposite, in fact. There are 
great success stories that show that yes, 
we are fit for servicing global business 
on the same highest level as companies 
based in Berlin, Beijing, Washington, 
Stockholm and all other corners of the 
globe. Many of us are single-language 
vendors or regional players acting 
as subcontractors for multilanguage 
vendors from all around the world. We 
work with LSPs from the US, China, 
Northern Europe, Eastern Europe and 
some of us work with clients from Aus-
tralia. Oh, Australia — this one seems 
the hardest case to manage, yes? Not 
necessarily. We have a customer based 
in Portland, while their headquarters 
is in fact in Sydney, so the time zone-
related matters might be the biggest 
challenge in this relationship. And guess 
what? It’s all OK. It’s all manageable. 
Everything works smoothly. It’s just a 
matter of good organization, discussing 
certain potential pain points at the start, 
and off we go. And the truth is that if we 
can make this customer happy, we can 
make any customer in the world happy. 

Our location in CEE is not really an 
issue. In fact, if we are able to accom-

modate the needs of multilanguage 
vendors — often huge companies that 
require extremely demanding manage-
ment, turnaround and quality, and 
whose size often matches or exceeds 
the size of global businesses from 
other industries, whose organizational 
structure and culture is often the same 
as at any Fortune 500 business — then 
we are able to serve any business 
anywhere in the world. We can do 
this right from where we are located 
and provide the same level of service 
as any LSP in any traditional world 
business hub like New York City or 
London. After all, we are in a business 
worth roughly $45 billion annually, 
right?

If you look closer, a CEE location 
can be an advantage. Look at this past 
June’s LocWorld conference — for the 
first time in its history, it took place 
in this part of the world, in Warsaw. 
Eastern Europe is becoming more and 
more visible on the localization map. 
It’s actually become a localization hub, 
and for a reason. We are no longer 
more or less nameless providers in a 
big company’s vendor pool. We are 
partners. Reliable, predictable, deliver-
ing on time, on spec and on budget. 
Just like our colleagues from the North 

or West. And we are fully capable of 
delivering what’s required. We add 
value. Out of the box. Right now. 

So, going back to Moravia — are 
we capable of being equally success-
ful? Two years ago at the ELIA for 
Executives conference, Arturo Quin-
tero discussed how the company 
started as a single-language vendor, 
going through the regional stage up 
to becoming a global multilanguage 
vendor worth hundreds of millions. I 
thought, “Hey, so it is really possible!” 

We can build the value of our busi-
nesses so that they are considered 
worthy targets for acquisitions that 
substantially enrich any aspect of the 
leading organizations in the language 
industry. So that we are the go-to 
location for any business in the world 
that wants to grow. Without chang-
ing physical location. Without pre-
tending we are something that we are 
not — I’m still confused when I see a 
Polish company pretending to be an 
American company or a Bulgarian 
company pretending to be a British 
company. Does it work at all in terms 
of growing your business? If anyone 
knows, let me know. Meanwhile, I'll 
be in CEE, continuing to ready the 
market.  [M]

http://www.kaleidoscope.at/
mailto:info@kaleidoscope.at
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Physics and the meaning 
of natural language text 
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The characteristics of natural language text 
meaning have many similarities to Newtonian 
physics, relativity theory and quantum theory. 
The mathematical models of physics can be 
utilized to develop analogous, although heavily 
modified, models for meaning. 
The analogous models may provide insights into how 

text constructs meaning. They may also provide a format 
for meaning that is easily manipulated through discrete 
signal processing methodology.

To offer an overview into these models for the meaning 
of text, we should avoid the use of mathematical equa-
tions, but provide information about the characteristics of 
physics and the models for meaning. 

The basics
Several basic concepts must be identified before the 

characteristics of either physics or the meaning of text can 
be addressed. These concepts will build a foundation of 
how the analogous models are related. 

The coordinate systems of physics: The concept of 
coordinate systems is used throughout all discussions of 
physics. We are all familiar with the three-dimensional 
coordinate system. It is composed of the orthogonal x, y 
and z coordinates that represent the horizontal, vertical 
and depth offsets from a point of origin.

Associated with the coordinate systems are offsets 
along the different axes. These offsets are continuous and 
are defined in units of measure that are appropriate for 
each specific physics problem.

Value at specific coordinates for physics: The coor-
dinate system allows us to identify a specific point in the 
three-dimensional space. The mathematics used to model 
the physics problem will determine a numeric value asso-
ciated with that point. That value may be dependent on 
the offsets along the axes used to identify the point, or be 
a completely independent calculation. 

The coordinate systems of meaning: Similar to phys-
ics, we will utilize coordinate systems to identify the posi-
tion of specific meanings of text.

Since the meaning of text is dependent on the order of 
text, a sequence number axis will always be utilized. 

The most common measures of text and the meaning of 
text are the discrete units of words or phrases.

Sometimes these measures are combined with part 
of speech or phrase tags that indicate the grammatical 
function of the text. The choice of axes used to locate a 
meaning may be based on the specific word, phrase or the 
grammatical tags.

These choices above have several disadvantages. If an 
axis is chosen to represent each specific word, the number 

of axes will be very large. Even if an axis is chosen to rep-
resent each of the smaller number of grammatical tags, the 
text might be associated with multiple, different grammati-
cal tags. An example of this is where an adverbial phrase is 
usually associated with an adverb phrase tag. However, an 
adverbial phrase sometimes acts as an adjective and should 
then be associated with an adjective phrase tag.

It is for this reason that most future discussion of coor-
dinate systems will use the concept of composition units. 
These are defined as portions of text that can be assigned a 
unique composition unit tag. The definition of each com-
position unit tag is shown in Table 1.

These tags have been defined so that there are no 
situations where text might be associated with two different 
composition unit tags. Take the sentence “the man sitting 
on a bench wearing a red shirt waved wildly to the man in 
the street.” Each composition unit and the associated tag are 
shown in Table 2.

The composition unit cannot be associated with any 
other composition unit tags. The axes used to represent 
these different composition unit tags will be orthogonal 
to each other.

The combination of the different composition unit tags 
with the sequence number will result in a coordinate sys-
tem of eight dimensions.

Physics and the meaning 
of natural language text 

Composition unit tag Definition

Item Text that identifies a person or an object

Location of an item Text that describes the location of an item

Modification of an item Text that describes an item

Activity Text that identifies the action or state 

Location of an activity Text that describes the location of an activity

Modification of an activity Text that describes an activity

Interjection Text that is used as an exclamation.

Composition unit Composition unit tag

The man Item

sitting on a bench Location of an item

wearing a red shirt Modification of an item

waved Activity

wildly Modification of an activity

to the man Item

in the street Location of an item

Table 1: Definitions of composition unit tags.

Table 2: Composition units and associated tags.
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Value at specific coordinates for meaning
We now have coordinate systems to identify the position 

of a meaning of text. We want to associate meaning with that 
position, but how will the value of meaning be determined?

Let’s use the phrase “alternative text” to represent the 
meaning. The original text cannot be used to define the 
meaning. That would be similar to the dictionary provid-
ing a definition of the word “building” as the repeated 
word “building.” Alternative text such as “a structure with 
a roof and walls” would be independent of the original text 
and provide an independent description of the meaning.

A simple dictionary lookup might be sufficient to pro-
vide this alternative text for individual words with single 
definitions. For text with multiple potential meanings, 
alternative text will be chosen that has the highest prob-
ability of matching the meaning of the original text.

Newtonian models
We will first describe the similarities between the New-

tonian model of both physics and the meaning of text.
Newtonian model of physics: This is a class of physics 

problems that studies large, but not massive, items moving 
at speeds that do not approach the speed of light. It is the 
study of the world around us and how we interact with it.

There are a variety of equations that relate force, mass 
and acceleration, velocity and speed or work and energy.

The major characteristic of these equations is that they 
are linear. If a force (F1) acts upon an object mass (M1), 
the object will experience acceleration (A1).

If double the force (2*F1) acts upon the same object, the 
object will experience twice the acceleration (2*A1).

Newtonian model of the meaning of text: There are 
situations where the meaning of text is also linear. An 
example is shown in the sentence “Tim climbs the ladder.” 
The meaning of each word can be analyzed as in Table 3.

The meaning of the complete text is a simple combina-
tion of the meanings of each individual word. Unfortu-
nately, this situation of linear meaning is not a common 
occurrence in natural language. 

Relativity models
The special theory of relativity and the general theory of 

relativity of physics describe environments of massive pro-
portions and involve speeds approaching the speed of light.

The meaning of text does encounter such extreme 
physical environments. However, the concepts utilized for 
those environments can also be applied to the meaning of 
text. Let’s look at the two concepts of relativity, and the 
curvature for both space-time and the domain of meaning.

Relativity model of physics: The Special Theory of 
Relativity expanded the three-dimensional x, y, z coordinate 
system to include the additional fourth dimension of time (t).

This theory also recognized that the observation of a 
variety of attributes of physics had undergone a change. 

Individual word Meaning

Tim A male name

climbs Activity of ascending

the Specifier

ladder A physical structure forming a 
means of climbing up or down

Mapping environment Definition

Neighborhood Objects, people or actions 
referred to by previous text

Domain The physical location, time and other 
factors referred to by previous text

District The language, character set, 
region or country of the text

Table 3: Meanings of individual words.

Table 4: The meaning of text depends on parameters set by 
context.
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Measurements that had been universal to all observers 
in Newtonian physics were now perceived differently by 
observers in separate locations. Some of these measure-
ments included time, velocity and distance.

Curvature and the relativity model of physics: The 
general theory of relativity recognized that spacetime is not 
a linear four-dimensional mathematical space. Space-time 

is distorted, or curved, by the existence of objects with mass. 
The identification of this cause and effect allows a concise 
set of mathematical equations to model this phenomenon.

Relativity model of the meaning of text: The meaning 
of text also changes depending on the observer. The most 
extreme case is text that has a meaning in the original 
language, but has no meaning to an observer that is not 
capable in that language. 

A less extreme, but more common, example is “It bit 
him.” Readers of different documents may identify differ-
ent meanings for this sentence. They may identify a differ-
ent object for “It” and a different person for “him.” This is 
because the meaning of text is dependent on the types of 
information given from a preceding text, as seen in Table 4.

Curvature and the relativity model of the meaning 
of text: The meaning of text is often constructed in a 
nonlinear manner. This lack of linearity is an attribute of 
a curved domain of meaning. An example will be shown 
based on the linear meaning of text from the earlier exam-
ple sentence “Tim climbs the ladder.” The sentence is now 
modified to become “Tim climbs the corporate ladder.”

The meanings of the individual words in both the linear 
example and the modified sentence are shown in Table 5.

Individual word Individual word mean-
ing in linear example

Meaning of the word in 
the modified sentence

Tim A male name A male name

climbs Activity of ascending Activity of ascending

the Specifier Specifier

corporate N/A
Belonging to an association 
of individuals created by law 

or under authority of law

ladder
A physical structure 
forming a means of 

climbing  up or down
Hierarchical, organi-

zational structure

Table 5: Meanings of individual words can change depending 
on context.
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We can see that the addition of the 
word “corporate” has not only added 
its own meaning to the sentence, 
but it has also changed the mean-
ing conveyed by the word “ladder.” 
Instead of the meaning of a physical 
structure, the meaning of the word 
has changed to become “hierarchy or 
organization structure.”

We cannot simply aggregate the 
meanings of the individual words 
of this modified sentence to deter-
mine the meaning of the complete 
sentence. This sentence does not 
have a linear meaning. The meaning 
is nonlinear. This may be caused by 
imagery, analogy, metaphor, collo-
quialism or other reasons.

Another way to view this situa-
tion is that the coordinate systems 
used to map to the meaning are 
curved, sometimes abruptly. A linear 
coordinate system would map text to 
the linear combination of meanings 
of the individual text. Instead, the 
coordinate system representing the 
domain of meaning is curved and 
the text is mapped to a nonlinear 
meaning. 

These multiple, and not fully under-
stood, causes of nonlinearity make the 
meaning of text a very different prob-
lem from the Relativity Model of Phys-
ics. That theory identified the mass of 
an object as the single measureable 
cause of curvature and nonlinearity.

The relativity model of the 
meaning of text

Several new concepts for the rela-
tivity model of the meaning of text 
have been identified:

•The development of a sequence 
number and composition unit tag 
coordinate system.

•The use of “alternative text” to 
provide a value for the meaning of text.

•Similarities with the relativity 
model of physics. 

•The identification of dependen-
cies of meaning on information from 
previous text.

•The coordinate system repre-
senting the domain of meaning is 
curved.

These new concepts enable the 
identification of a single equation that 
represents the development of mean-

ing as text is incrementally added to 
a sentence. This equation is compa-
rable to the equation for the relativity 
model of physics.

The relativity model for physics 
has a single, quantified cause of the 
curvature of spacetime. The model is 
self contained.

Unfortunately, without a consis-
tent, well-defined cause of nonlinear-
ity and curvature, the relativity model 
of meaning is not self-contained. It 
does provide a method to compre-
hensively map the meaning of text, 
however. This mapping can be used 
to build a repository of meaning.

Quantum models
The quantum theory of phys-

ics (also referred to as quantum 
mechanics) describes environments 
of minute proportions. The actions 
of matter in these smallest of envi-
ronments are very different than 
the actions of matter in the massive 
proportions of relativity models. 
Because of this, the models for quan-
tum physics are very different from 
those of the relativity model. 

Again, the meaning of text does 
not encounter these extreme envi-
ronments of quantum theory. 

Instead of a completely different 
model being needed for the meaning 
of text, updates can be developed to 
the relativity model of the meaning 
of text. These updates will integrate 
the concepts found in the quantum 
models of physics. 

Quantum model of physics. 
The quantum model of physics dis-
plays the following characteristics:

•Energy, momentum and other 
measurements are restricted to 
discrete values.

•Objects display characteristics 
of both discrete particles and waves.

•Particles can be represented 
by wave functions which provides 
information about the probability 
of position, momentum and other 
physical properties of a particle.

http://hansemeug.com/
http://hansemeug.com/
mailto:ezuserguide.com
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Quantum model of the meaning 
of text. The quantum model of the 
meaning of text displays character-
istics comparable to the quantum 
model of physics. They include:

•Text and meaning are restricted 
to discrete values (this has always 
been true).

•Meaning is represented by both 
a discrete probabilistic model and a 
wave function model.

•A wave function representing 
meaning provides information about 
the probability of each individual 
part of the meaning of text.

Both the discrete probabilistic 
model and the probabilistic wave 
function model will be addressed in 
this section.

Discrete probabilistic model 
of the meaning of text

Previously, the relativistic model 
of the meaning of text assumed that 
a single alternative text, or defini-
tion, would be identified to define 
the meaning of text. The alternative 
text that was chosen would have the 
highest probability of matching the 
meaning of the original text.

We will now update this defini-
tion of meaning for the discrete 
probabilistic model. The meaning of 
text will now incorporate multiple 
possible alternative texts, each with a 
probability of correctly matching the 
meaning of the original text.

The addition of text to a sentence 
will always provide a probability distri-
bution for meaning of that particular 
text. They may also provide multiple 
probability distributions for modifica-
tions to the meanings of other text. A 
method must be developed to handle 
the many different sets of probabilities.

The method used here will be to 
utilize the composition unit tags that 
were previously used as the basis for 
coordinate systems. Each text is asso-
ciated with a specific composition unit 
tag. The probability distributions for 
meaning will be oriented along the axis 

used to represent that particular com-
position unit tag. This will generate an 
eight-dimensional probabilistic model 
for the meaning of text. A visualization 
of this approach is shown in Figure 1.

If text #1 was associated with a tag 
of “Item,” it would have the probability 

distribution of meanings oriented along 
the “Item” axis, as seen in Figure 2.

If text #2 was associated with the tag 
of “Activity” and modified the prob-
abilities of meaning of text #1, there 
would be probability distribution of 
meanings for both, as seen in Figure 3.
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•Sequence number 2 along the 
“Activity” axis.

•Modification of the probabilities 
for sequence number 1 along the 
“Item” axis.

These diagrams can be visualized 
to be stacked one on top of another as 
new text is added to a sentence. 

When a sentence has been 
completed, the combination of the 
original probability distribution and 
all modifications to the probabilities 
will be combined for each sequence 
number. This will provide a final 
probability distribution. The possible 
meaning with the highest final prob-
ability will selected.

The diagrams shown above are 
strictly a visualization of this approach. 
The alignment along a component 
text tag axis is shown to be a solid line. 
The actual probabilities are located at 
distinct points along the axis. 

Also, the different axes are shown 
in the diagram to have less than a 
90 degree angle between them. As 

discussed earlier, the composition 
unit tags have been developed so 
that they are actually orthogonal to 
each other.

Probabilistic wave function 
model for the meaning of text

Unlike the quantum model of phys-
ics, the quantum model of the mean-
ing of text does not have to deal with 
wave functions. The discrete model 
described in the previous section is 
sufficient.

However, wave functions provide 
us with an opportunity for further 
processing of meaning. Wave func-
tions are familiar to electronic com-
munication engineers. The use of a 
variety of discrete signal processing 
procedures may result in a better 
understanding of the meaning of text.

The method that will be used to 
create the wave functions will be 
based on the Fourier Transform. This 
procedure combines a variety of sine 
waves of different frequencies, mag-

nitudes and offsets from the origin to 
replicate the original information. 

The advantage of the wave func-
tions is that the processing of the 
signal may become much easier.

The Fourier Transform processes 
continuous functions. Since the prob-
ability distributions are only defined 
for discrete meanings, we will be using 
the Discrete Fourier Transform (DFT).

The values that will be trans-
formed by the DFT are the eight-
dimensional probability distributions 
for the meaning of text. However, the 
mathematics of the Discrete Fourier 
Transform in multiple dimensions 
can quickly become complex.

The choice of the orthogonal 
composition unit tags provides a 
simplification to this issue.

The probability distributions are 
oriented along multiple different 
axes. Because the axes are orthogonal, 
however, the DFT for the complete 
set of probability distributions can be 
decomposed in distributions along 
different composition unit tag axes. 
The wave function resulting from each 
DFT will be oriented along the same 
tag axis as the original probability 
distribution.

The DFT’s of each specific prob-
ability distribution can then be com-
bined to create an eight-dimensional 
DFT wave function representing the 
complete set of probabilities.

One observation that stands out 
from these probabilistic models is 
that the nonlinear equations that 
were developed for the relativity 
model of the meaning of text have 
now produced a set of probability 
distributions. We have moved away 
from problems dealing with curva-
ture and nonlinearity. 

These new probability distribu-
tions and wave functions can now be 
further processed in a linear manner. 
This allows the decomposition of 
a large and complex problem into 
separate components. Each of these 
component problems can be solved 
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Figure 1: A visualization of an eight-
dimensional probabilistic model.

Figure 2: Meaning of "Item" that does 
not change the meanings of other  
composition units.

Figure 3: Meaning of "Activity" that also modifies the meaning of the "Item" com-
position unit.
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and then combined with other com-
ponent solutions to build a solution to 
the original complex problem.

Summary
There are many similarities 

between the meaning of natural lan-
guage text and Newtonian physics, 
relativity theory and quantum theory. 
Models were developed for the mean-
ing of text that are analogous to the 
physics models.

The “Newtonian” model of mean-
ing provided a simple aggregation of 

the individual meanings of text in a 
sentence. The relativity model of 
meaning recognized the more com-
mon nonlinearity of meaning and 
the curvature of the domain of the 
meaning of text. 

The discrete probabilistic model 
of meaning integrated the concept 
of probability from quantum theory. 
This probabilistic approach recog-
nized that a single meaning of text is 
often difficult to identify.

And finally, the probabilistic wave 
function model of meaning utilized 

the Discrete Fourier Transform 
to represent meaning as an eight-
dimensional wave function. This 
format may create many opportuni-
ties for further processing of the 
meaning of text. This new processing 
may utilize methods developed for 
electronic communication systems.

The meaning of text has pro-
gressed from a linear model, to a 
nonlinear model, to a nonlinear 
probabilistic model that produced a 
linear eight-dimensional probability 
distribution.  [M]

Mathematical Equations
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advancement in the field of localization — the adap-
tation of products and services for international mar-
kets. We organize comprehensive, vendor-neutral 
conferences (LocWorld and Brand2Global), seminars 
and round tables where participants gain insights that 
help their companies better succeed in international 
business. In addition, The Institute has partnered 
with top universities and professional associations to 
develop comprehensive certification programs in lo-
calization project management, quality management, 
internationalization and global digital marketing.  
The Localization Institute Madison, WI USA 
608-826-5001
Email: kris@localizationinstitute.com  
Web: www.localizationinstitute.com
Ad on page 25

       

enterprise solutions

STAR Group
Multiple Platforms
STAR is a leader in information management, lo-
calization, internationalization and globalization 
services and solutions such as GRIPS (Global Real 
Time Information Processing Solution), STAR 
CLM (Corporate Language Management) includ-
ing Transit (Translation & Localization), TermStar/
WebTerm (Terminology Management), STAR MT 
(Corporate Machine Translation), STAR WebCheck 
(Online Translation Reviewing) and Mind-
Reader (Authoring Assistance). With more than 
50 offices in 30 countries and a global network 
of prequalified freelance translators, STAR pro-
vides a unique combination of information man-
agement tools and services required to manage  
all phases of the product information life cycle.
Languages: All
STAR AG (STAR Group headquarters) 
Ramsen, Switzerland, +41-52-742-9200

Email: info@star-group.net, Web: www.star-group.net
STAR Group America, LLC Lyndhurst, OH USA
216-691-7827, Email: lyndhurst@star-group.net
Ad on page 16

locAlizAtion services

 
ADAPT Localization Services 
ADAPT Localization Services offers the full range 
of services that enable clients to be successful in 
international markets, from translation into all 
business languages through linguistic and techni-
cal localization services, prepress and publication 
management. Serving both Fortune 500 and small 
companies, ADAPT has gained a reputation for 
quality, reliability, technological competence and a 
commitment to customer service. ADAPT is certi-
fied under ISO 17100. Fields of specialization are the 
medical, life sciences, IT/telecommunications and 
technology sectors. With offices in Bonn, Barcelona, 
Copenhagen, Stockholm and a number of certified 
partner companies, ADAPT is well suited to help 
clients achieve their goals in any market. 
Languages: More than 50 
ADAPT Localization Services Bonn, Germany 
49-228-98-22-60
Email: sales@adapt-localization.com 
Web: www.adapt-localization.com 
Ad on page 41
    

 
Total Solutions for Your Business
E4NET is a total localization solutions provider 
including translation, DTP, recording, and special-
ized in Asian localization covering all major Asian 
and regional tier 3 languages. We have 20+ years of 
successful localization production experience with 
major projects for IBM, Microsoft, SAP, Oracle, HP, 
LG Electronics, Panasonic and more. E4NET is now 
providing patent translation services to the Korea 
Institute of Patent Information and translating life 
science projects including clinical protocols and 
reports. We are continuously developing and apply-
ing innovative technologies such as machine trans-
lation and associated customer services throughout 
our production process to maximize production/ser-
vice efficiency. ISO 9001: 2015, ISO 27001 certified.
Languages: 60+
E4NET Co., Ltd. Seoul, South Korea
82-2-3465-8532
Email: l10n@e4net.net, Web: www.e4net.net
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Precision Matters in Translation
EC Innovations is a world leading translation and 
localization provider with ISO 13485:2016, ISO 
9001:2015 and ISO 1710:2015 certifications. Since 
1997, EC Innovations has been empowering com-
munications for leading multinationals, specializing 
in industries including life sciences, games, manu-
facturing, IT and software, automation, electronics 
and telecommunications. Today, EC Innovations has 
grown into 11 strategically located global offices with 
400+ full-time employees offering full localization 
support into 120+ languages. Our aim is to continu-
ously build upon our reputation as a customer-cen-
tric organization focused on high-quality standards, 
technological creativity and value-added services to 
meet any type of localization requirement.  
Languages: English, Simplified and Traditional 
Chinese, Japanese, Korean, Indonesian, Thai, Viet-
namese, Malay, Arabic, French, German, Spanish, 
Portuguese, Russian.
EC Innovations, Inc. Chicago, IL USA, 1-773-541-2174
China: 400-869-9760, Europe: +36 1 784 0414
Email: info@ecinnovations.com  
Web: www.ecinnovations.com

              

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

      

 

EuroGreek Translations Limited
Established in 1986, EuroGreek Translations 

Limited is Europe’s leading Greek localizer, spe-
cializing in medical, technical, financial and legal 
translations from EN/DE/FR/ES to EL and EL to 
EN. Our aim is to provide high-quality, turnkey 
solutions, encompassing a whole range of client 
needs, from translation to localization, desktop 
publishing and testing. Our DTP department cov-
ers all Latin and Cyrillic alphabet-based languages, 
in addition to Greek, at very competitive rates. All 
of EuroGreek’s work is produced in-house by a 
team of 30 highly qualified specialists and is fully 
guaranteed for quality and on-time delivery.
Languages: Greek to/from English; French,  
German, Spanish to Greek
EuroGreek Translations Limited Athens, Greece
30-210-9628-559
Email: production@eurogreek.com
Web: www.eurogreek.com 
Ad on page 63

      

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

     

ORCO S.A. Localization Services
Founded in 1983, ORCO celebrates this year its 
35th anniversary. Over the years, ORCO has built 
a reputation for excellence and gained the trust 
of leading companies, such as Oracle, IBM and 
Carrier for the localization of their products. Our 
core business activities include technical, medi-
cal, legal, financial, marketing and other transla-
tions, software and multimedia localization, as 
well as localization consulting. We cover most 
European languages and our client list includes 

long-term collaborations with international cor-
porations, government institutions, banks, pri-
vate enterprises, NGOs and the European Union. 
ORCO is certified according to ISO 17100 & ISO 
9001 quality standards.
Languages: Greek and European languages
ORCO S.A. Athens, Greece
+30-210-723-6001 
Email: info@orco.gr
Web: www.orco.gr

         

RWS Moravia
RWS Moravia is a leading globalization solutions 
provider, enabling companies in the IT, consumer 
electronics, retail, media and entertainment, and 
travel and hospitality industries to enter global 
markets with high-quality multilingual products 
and services. RWS Moravia’s solutions include 
localization, testing, content creation, machine 
translation implementations, technology consult-
ing, and global digital marketing services. Our 
customers include 8 of Fortune’s Top 20 Most Ad-
mired Companies, and all of the “Fab 5 Tech Stock” 
companies from 2017. Our global headquarters 
is in Brno, Czech Republic, and we have local of-
fices in Europe, the United States, Japan, China 
and Latin America. To learn more, please visit us at  
www.moravia.com. 
Languages: over 250 
RWS Moravia
USA HQ: Thousand Oaks, CA USA; +1-805-262-0055
Email: info@moravia.com
Europe HQ: Brno, Czech Republic; +420-545-552-222
Email: info@moravia.com
Ad on page 64

 
Vistatec
We have been helping some of the world’s most 
iconic brands to optimize their global commer-
cial potential since 1997. Vistatec is one of the 
world's most innovative, progressive and successful  
localization solutions providers. Headquartered 
in Dublin, Ireland, with offices in Mountain View, 
California, USA. Think Global. 
Languages: All 
Vistatec 
Europe: Dublin, Ireland, 353-1-416 -8000 
North America: Mountain View, CA USA
408-898-2364 
Email: info@vistatec.com
Web: www.vistatec.com 
Ad on page 13

            

56 October 2018

http://www.ecinnovations.com/blog
https://www.linkedin.com/company/ec-innovations-inc./
http://www.facebook.com/ECInnovations
https://twitter.com/EC_L10n
https://www.linkedin.com/company/265192
https://www.facebook.com/eslocalization/
https://twitter.com/eslocalization
http://www.linkedin.com/company/eurogreek-translations-ltd
https://www.facebook.com/EuroGreekTranslations
https://twitter.com/EuroGreekTrans
https://www.linkedin.com/company/mobicobysaltlux
https://www.facebook.com/Mobico-International-424329674589938/
https://www.linkedin.com/company/orco-s.a./?trk=fc_badge
https://www.facebook.com/OrcoCompany?fref=ts
https://twitter.com/ORCO_LSP
http://www.linkedin.com/company/vistatec
https://www.facebook.com/vistatec
https://plus.google.com/114468389911733648715/posts
https://twitter.com/VistaTECglobal
mailto:info@ecinnovations.com
http://www.ecinnovations.com
mailto:contact@estr.com
http://www.estr.com
mailto:production@eurogreek.com
http://www.eurogreek.com
mailto:sales@mobico.com
http://www.mobico.com/en
mailto:info@orco.gr
http://www.orco.gr
http://www.moravia.com
mailto:info@moravia.com
mailto:info@moravia.com
mailto:info@vistatec.com
http://www.vistatec.com


buyer’s
guide
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VideoLocalize.com
Multiple Platforms
Video localization is complicated. It involves not 
only translation processes and graphic engineering, 
but also voiceover and audio/video editing as well. 
The challenge is how to keep control of the budget 
while meeting client expectations. VideoLocalize 
is the answer. Videolocalize.com is a cloud-based 
online platform designed for video localization. 
It is the brainchild of Boffin Language, an Asian-
language service provider led by cofounder George 
Zhao. VideoLocalize’s mission is to make video  
localization faster and more cost-effective.
Boffin Language Group Inc. Toronto, Canada
+1 (647) 802 8223
Email: george.zhao@boffin.com
Web: www.videolocalize.com
Ad on page 12

nonprofit orgAnizAtions

  
Joint National Committee   

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

    

 Protecting Translators and  
Interpreters Worldwide 
Red T is a 501(c)(3) nonprofit organization 
advocating for the protection of translators and 
interpreters in high-risk settings.  
Red T New York, NY USA 
+1-212-675-0451 
Email: contact@red-t.org, Web: http://red-t.org 

   

Translation Commons 
Translation Commons is a nonprofit US public 
charity powered by translators. We are a volunteer- 
based online community aiming to help our  
language community thrive and bridge all the sec-
tors within our industry. We facilitate cross-func-
tional collaboration among the diverse sectors and 
stakeholders within the language industry and in-
stigate transparency, trust and free knowledge. Our 
mission is to offer free access to tools and all other 
available resources, to facilitate community-driven 
projects, to empower linguists and to share educa-
tional and language assets. 
Translation Commons Las Vegas, NV USA 
(310) 405-4991
Email: krista@translationcommons.org
Web: www.translationcommons.org

           

 
Translators without Borders

Originally founded in 1993 in France as Traducteurs 
sans Frontières by Lori Thicke and Ros Smith-
Thomas to link the world's translators to vet-
ted NGOs that focus on health and education,  
Translators without Borders (TWB) is a US non-
profit organization that aims to close the language 
gaps that hinder critical humanitarian efforts 
worldwide. TWB recognizes that the effective-
ness of any aid program depends on delivering 
information in the language of the affected popu-
lation. 
Languages: 190 language pairs
Translators without Borders CT, USA
Email: info@translatorswithoutborders.org  
Web: www.translatorswithoutborders.org
Ad on page 62

terminology mAnAgement

Kaleidoscope
Taking your content global — with Kaleidoscope 
your product will speak every language! The 
combination of decades of expertise, our soft-
ware solutions developed in-house, and select 
software from market-leading technology part-
ners has been making this a reality since 1996. 
Coupled with the full-service approach from 
eurocom, Austria's largest and most innovative 
translation agency, Kaleidoscope offers a unique 

and unrivaled synergy of language and technology. 
Kaleidoscope GmbH Vienna, Austria
004 31 253 5352
Email: info@kaleidoscope.at, Web: www.kaleidoscope.at
Ad on page 45

         

trAnslAtion
mAnAgement systems

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

       

 
Memsource  
Memsource is a leading cloud-based translation man-
agement system that enables global companies, trans-
lation agencies and translators to collaborate in one 
secure, online location. Internationally recognized 
for providing an easy-to-use, yet powerful CAT tool 
combined with a TMS, Memsource processes two 
billion words per month from over 200,000 users 
around the world. Manage your translation projects 
in real-time in an intelligent platform that accepts 
over 50 file types and offers REST API, out-of-the-box 
CMS connectors and powerful workflow automation 
to save time and money. Join localization profession-
als from around the world who rely on Memsource to 
streamline their translation process. To start your free 
30-day trial, visit www.memsource.com.
Languages: All 
Memsource Prague, Czech Republic
+420 221 490 441
Email: info@memsource.com 
Web: www.memsource.com
 Ad on page 18
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Plunet BusinessManager
Multiple Platforms
Plunet develops and markets the business and workflow 
management software Plunet BusinessManager — one 
of the world’s leading management solutions for the 
translation and localization industry. Plunet Business-
Manager provides a high degree of automation and 
flexibility for professional language service providers 
and translation departments. Using a web-based plat-
form, Plunet integrates translation software, financial 
accounting and quality management systems. Various 
functions and extensions of Plunet BusinessManager 
can be adapted to individual needs within a configurable 
system. Basic functions include quote, order and invoice 
management, comprehensive financial reports, flexible 
job and workflow management as well as deadline, doc-
ument and customer relationship management.
Plunet GmbH Berlin, Germany
+49-(0)30-322-971-340 
Email: info@plunet.com
Web: www.plunet.com 
Ad on page 14

          

Smartling  
Smartling helps ambitious brands access more markets, 
deliver better experiences and build stronger relation-
ships by transforming the way their content is created 
and consumed around the world. Our translation man-
agement software prioritizes process automation and 
intelligent collaboration so that companies can quickly 
and cost-effectively localize their websites, apps and 
documents with minimal IT involvement. Addition-
ally, our curated community of professional translators 
is continuously measured to ensure the highest quality 
standards and is readily available to serve a variety of 
linguistic needs. To find out how our unique approach 
has helped brands like British Airways, Spotify and We-
Work tell a global story, visit www.smartling.com. 
Smartling New York, NY USA
1-866-707-6278
Email: hi@smartling.com
Web: www.smartling.com 
Ad on page 2
           

 
Wordbee Translator  
Web-based
Wordbee is the leading choice for enterprises and lan-
guage service providers that need to save money and 

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

          

XTM: Better Translation Technology
Multiple Platforms
XTM is a fully featured online CAT tool and transla-
tion management system available as a pay-as-you-go 
SaaS or for installation on your server. Built for col-
laboration and ease of use, XTM provides a complete, 
secure and scalable translation solution. Implemen-
tation of XTM Cloud is quick and easy, with no in-
stallation, hardware costs or maintenance required. 
Rapidly create new projects from all common file 
types using the templates provided and allocate your 
resources to the automated workflow. XTM enables 
you to share linguistic assets in real time between 
translators. Discover XTM today. Sign up for a free 
30-day trial at www.xtm-intl.com/trial. 
Languages: All Unicode languages
XTM International Gerrards Cross, United Kingdom 
+44-1753-480-469
Email: sales@xtm-intl.com
Web: www.xtm-intl.com 
Ad on page  21

      

 trAnslAtion services 

  
Native into English  
Medical Translation
Medical device, pharmaceutical, clinical trial texts  
into UK, US English and more! Specialized in medi-
cal and technical fields, our native into English team 
has earned an excellent reputation for translation 
quality, terminology expertise and in-depth under-
standing of client goals and expectations. Since 1999, 
we have provided a flexible, reliable, high capacity 
service, with dedicated project managers, subject 
matter expert translators and all the latest CAT tools 

and technology. What’s more, our rates and terms are 
customer-friendly, with no surcharges for short dead-
lines or complex texts guaranteed!
Languages: From all European and major Asian lan-
guages to/from English
Albion Languages Budapest, Hungary
+3617933610 
Email: info@albionlanguages.com
Web: http://albionlanguages.com  
           

   
birotranslations 

Founded in 1992, birotranslations specializes in life 
science, legal, technical, IT and automotive transla-
tions into all East European languages (Albanian, 
Bosnian, Bulgarian, Croatian, Czech, Estonian, 
Hungarian, Latvian, Lithuanian, Macedonian, Pol-
ish, Romanian, Russian, Serbian, Slovak, Slovenian, 
Ukrainian). We have a long-term partnership with 
the world's top 100 MLVs and many end-clients all 
around the globe. With our experienced project 
managers, extensive network of expert linguists and 
usage of the latest CAT tool technology, your projects 
will be delivered on time, within budget and with the 
highest standards of quality. For more information, 
please contact Mr. Matic Berginc (details below).
Languages: Eastern European languages 
birotranslations Ljubljana, Slovenia
+386 590 43 557  
Email: projects@birotranslations.com
Web: www.birotranslations.com
Ad on page 19

    

  
Translation Services Provider in SEE
Ciklopea is a leading provider of professional 
language solutions specialized in translation,  
localization and consulting, enabling companies 
to reach, engage and support their global clients 
and customers. Our linguistic products have been 
developed to accommodate the specific require-
ments, dynamics and prospects of the life sci-
ences, IT, software, technology and manufacturing  
industries. Ciklopea is certified in accordance with 
the standards ISO 17100:2015, ISO 9001:2008 and 
ISO 27001:2013.
Languages: More than 30 languages
Ciklopea d.o.o. Zagreb, Croatia 
+385-1-3751736 
Email: sales@ciklopea.com, Web: www.ciklopea.com  
Ad on page 49
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GlobalWay Co., Ltd.
GlobalWay, a leading localization company in   
Korea, provides professional localization and global-
ization services with exceptional quality and also offers 
a wide range of content and document management 
services including voiceover, testing and DTP. We 
have highly qualified in-house linguists who trans-
late and review a variety of content with professional 
knowledge. Our experienced engineers and project 
managers can help you to get exactly what you want. 
GlobalWay and its partners worldwide are ready to 
support your growing business and localization tasks. 
Feel free to contact us for more information.
Languages: Asian and European
GlobalWay Co., Ltd. Seoul, South Korea 
+82-2-3453-4924
Email: sales@globalway.co.kr
Web: www.globalway.co.kr 

 Asianlization with HansemEUG
With more than 180 trained in-house staff and 
EN15038 and ISO9001 certification, HansemEUG 
has become the largest LSP in Korea. Specialized  
in Korean, Chinese, Japanese, Vietnamese, Thai,  
Malay, Indonesian, MEA and African languages,  
HansemEUG provides a one-stop solution with 
a broad spectrum of language services including: 
HQAS (Hansem Quality Audit Services) with a 
medical advisory board, expedited services with in-
house DTP production, MT engine optimization, 
data solutions and system development, technical 
authoring and consulting services for Chinese GB 
compliance. Our headquarters are located in Korea 
and a language center is in Vietnam.
Languages: More than 10
HansemEUG, Inc. 
Suwon-si, Gyeonggi-do, Republic of Korea 
Korea: +82-31-226-5042
Email: info@ezuserguide.com 
N. America: +1-800-532-4176 
Email: overseas_sales@ezuserguide.com 
Web: www.ezuserguide.com
Ad on page 50

         

 

iDISC Information Technologies
iDISC, established in 1987, is an ISO 9001 and ISO 
17100 certified language and software company 
based in Barcelona with branches and teams in 
Mexico, Brazil, USA, Argentina, Bolivia and Gua-
temala. We have dedicated teams for web content, 

software localization and translation of technical, 
business, automotive, biomedical and marketing 
documents. Our software development engineers 
and translation teams provide high-quality and on-
time production solutions that are cost-efficient, 
flexible and scalable. 
Languages: Spanish (all variants), Portuguese (all 
variants), Catalan, Basque, Galician, Valencian, 
K'iche', Quechua, Aymara, Guarani
iDISC Information Technologies, S.L. Barcelona, Spain 
34-93-778-73-00
Email: info@idisc.com
Web: www.idisc.com 

              

 
LinguaLinx Language Solutions, Inc.

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

         

 
Medical Translations Only

MediLingua is one of the few medical translation 
specialists in Europe. We only do medical. We pro-
vide all European languages and the major languages 
of Asia and Africa, as well as translation-related 
services to manufacturers of devices, instruments, 
in vitro diagnostics and software; pharmaceutical 
and biotechnology companies; medical publishers;  
national and international medical organizations; 
and other customers in the medical sector. Proj-
ects include the translation of documentation for 
medical devices, surgical instruments, hospital 
equipment and medical software; medical informa-
tion for patients, medical students and physicians; 
scientific articles; press releases; product launches; 
clinical trial documentation; medical news; and  

articles from medical journals. 
Languages: 45, including all EU languages 
MediLingua Medical Translations BV 
Leiden, Netherlands
+31-71-5680862 
Email: info@medilingua.com
Web: www.medilingua.com 
Ads on page 49

 

Rheinschrift Language Services
Outstanding localization requires world-class ex-
perience. Rheinschrift gives your business a na-
tive voice in the German-speaking world. We offer 
more than 20 years’ experience providing transla-
tions 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 pub-
lishing services to many other related services. Rely on  
Rheinschrift to deliver the most competent transla-
tions and meet your deadline, whatever it takes. 
Languages: German to/from major European  
languages 
Rheinschrift Language Services  
Cologne, Germany  
+49-(0)221-80-19-28-0
Email: contact@rheinschrift.de 
Web: www.rheinschrift.de  
Ad on page 28

TripleInk Multilingual
Communications
As a multilingual communications agency,  
TripleInk has provided industrial and consumer 
products companies with precise translation and 
multilingual production services for audiovisual, 
online and print media since 1991. Our experience 
in adapting technical documentation and market-
ing communication materials covers a wide range 
of industries, including biomedical and health care; 
building and construction; financial services; food 
and agriculture; high-tech and manufacturing; and 
hospitality and leisure, as well as government and 
nonprofit organizations. Using a total quality man-
agement process and state-of-the-art software and 
equipment, our team of  foreign language profes-
sionals delivers the highest quality translations in a 
cost-effective and time-efficient manner. 
Languages: All major commercial languages 
TripleInk Minneapolis, MN USA
612-342-9800 , 800-632-1388 
Email: info@tripleink.com
Web: www.tripleink.com 
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24translate
As a leading international translation services pro-
vider, 24translate has been connecting small and 
medium-sized companies with the rest of the world 
for two decades. When expanding into new markets, 
global leaders such as tesa, Swisscom, and FARO 
regularly rely on our technology and professional ex-
pertise. Striving to provide maximum support for the 
international growth strategies of our clients, we have 
developed a unique translation automation platform: 
24|contenthub. 24|contenthub not only facilitates the 
integration of all the systems and service providers 
employed, but also enables companies to map their 
complete translation workflows in one place — global 
communication has never been easier. 
24translate  
Hamburg, Germany  
040 480 632-0
Email: service@24translate.de 
Web: www.24translate.de  

         

The Polish Language Specialists 
Wratislavia Translation House Sp. z o.o., established 
in 2005, is an ISO 17100-certified company with 
headquarters in Wrocław. We provide customized 
translation services in large-scale projects for clients 
worldwide. Our areas of expertise include IT and 
new technologies, the automotive industry and many 
more. We are experts in SAP translation — SAP  
systems, documentation and training materials. Since 
2010 we have been a certified SAP Language Service 
Partner. Our services are provided by an in-house 
team of 15 translation professionals and numerous 
freelance translators specialized in various industries. 

Our experienced project managers, strict quality  
procedures and modern CAT tools allow us to deliver 
high-quality service beyond our customers’ expecta-
tions in compliance with confidentiality policies.
Languages: Polish to/from major European languages
Wratislavia Translation House Sp. z o.o. 
Wrocław, Poland, +48 71 33 50 510
Email: wth@wth.pl, Web: www.wth.pl  

   

1trAnslAtion tools 

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

    

 
memoQ
memoQ is a technology provider that has been 
delivering premium solutions to the translation in-

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

         

SDL plc
SDL is the global innovator in language transla-
tion technology, translation services and content 
management. Over the past 25 years we’ve helped 
companies deliver transformative business results 
by enabling powerful, nuanced digital experiences 
with customers around the world.  SDL is the lead-
ing provider of translation software to the transla-
tion industry and SDL Trados Studio is recognized 
globally as the preferred computer-assisted trans-
lation tool of government, commercial enter-
prises, language service providers and freelance 
translators.
Languages: All 
SDL plc Maidenhead, United Kingdom
+44-1628-417227
Email: info@sdltrados.com   
Web:www.sdl.com or www.sdltrados.com  
Ad on page 4
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Takeaway

Latvian, one of the three Baltic languages along 
with Estonian and Lithuanian, is now listed as a 
source language by over 100 firms. We’ve come a 
long way from my youth, when I considered Latvian 
a smugglers' language. We spoke it at home, but 
Latvian was a second language even in Latvia, hav-
ing been suppressed by force-fed Russian. In fact, 
the Russians of my childhood referred to Latvian as 
sobacij yazik, or dog's language.

Latvian contains a standard alphabet of 33 letters, 
with diacritics. Latvian orthography has used a system 
based on German phonetic principles. Its present-day 
orthography was developed by the Knowledge Com-
mission of the Riga Latvian Association in 1908.

Things changed in 1991 when Latvia and the 
other Baltic countries became free from Soviet rule. 
Translation was not easy. One of the first jobs was 
from Coca Cola, which wanted its bottler agreement 
with Baltic firms translated. The problem was, there 
was no word processing ability in the Baltics and thus 

the translations were done in the United States 
by émigrés. I know because I organized them.

One of the first foreign currency purchases made 
by Latvia was for 72,000 reflective road signs, all 
in Latvian. The previous ones were in Russian.

Independence changed the language landscape 
and potential diplomatic headaches. In 2004 the 
new European Union (EU) had 21 countries (now 
28), which meant 420 different language pairs. 
The Baltics wanted everything in their languages, 
particularly when they became part of the EU. 
Joining the EU meant 80,000 pages of documenta-
tion had to be put into all of the EU languages. 

Sensing the change, both IBM and Microsoft made 
investments in Latvian IT. IBM had incorporated 
Latvia as part of their “Java Beans Around the World” 
project, which also included Belarus, India and China.

I invited the key Latvian project managers to a con-
ference in Budapest in 1999 to present their findings. 
This was their first exposure to an international con-
ference and I saw them huddled in a corner during the 
opening reception. I asked them why they weren’t out 

The evolution of 
Latvian localization

John Freivalds runs an international communications 
firm and is the Honorary Consul for Latvia in the US 
State of Minnesota. Special thanks to Daina Racinska for 
her help with this article.

John Freivalds 

Riga, Latvia
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Support Translators without Borders today
translatorswithoutborders.org

Information in the wrong language is not information at all.

Information in the  
right language can  

save lives.

mixing with the other delegates. They 
answered “We don't know anybody.” 
I said “No one knows anybody,” 
and pushed them into the crowd.

Then Microsoft decided to 
localize Office XP in all three 
Baltic languages and opened up its 
Baltic headquarters in Riga. Torben 
Andersen, then the general manager 
of Microsoft Baltic, said that estab-
lishing a subsidiary in Riga helped 
Microsoft get closer to its customers. 

Latvian researchers created the 
official Latvian computing standard, 
also known as LVS 8-92. The cre-
ation of standards enabled Latvian, 
Estonian and Lithuanian languages 
to be included into Unicode. For 
example, every Latvian web page 
includes a UTF-8 or UTF-16 in the 
header of its source code. This has 

enabled Olympus to produce digital 
cameras with onscreen instruction 
in Latvian and Electrolux washing 
machines to display a Latvian menu. 

All these changes launched 
an entrepreneurial spirit in the 
Baltics and led to the creation 
of many firms that you see at 
LocWorld conferences today.

Diana Vidina, CEO of Ad Verbum, 
notes that many people come to 
the Baltics and are shocked by what 
they find. “We love technology and 
all sorts of gadgets. If something 
is not developed or sold in our 
countries we try to create something 
on our own and find ways to get it 
to work. Did you know that Skype 
and Kaaza were born in Estonia?” 
Ad Verbum used to rely on the 
domestic market, but now only 

gets 10% from it. Scandinavia gets 
the bulk of their business and they 
now have an office in Bulgaria.

One of the major players in 
Central and Eastern Europe 
localization is Tilde, which began 
in 1991 by marketing fonts. From 
this simple beginning, Tilde 
launched all kinds of localization 
tools. Tilde informed me that 
the languages with the most 
diacritical markings are Finnish 
and Hungarian, and Latvian 
comes in only around seventh. 

The localization community 
in Latvia now boasts 51 firms. 
Localization courses are found in 
Latvian Universities. In short, the 
strides Latvian has made in lan-
guage technology go far beyond the 
language I learned at home.  [M]
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Athens Office | 93 Karagiorga Street, Athens 166 75, Greece 
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www.rws.com/moravia

The language quality of your product and content is the true gateway to the 
local market. If the language disappoints your customers, that door shuts quickly.

Customized content for each market must convey your message accurately and 
be emotionally and culturally relevant. This requires new approaches to quality 
that go well beyond traditional processes, measurements and assessments.

My mission is to evolve the quality paradigm in the industry and build 
custom quality programs that deliver exceptional results for each 
unique global brand.

Katerina Gasova  |  Linguistic Services Director
 

How we drive language quality is 
changing faster than ever before

Moravia
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