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Introduction

It’s easy to take language for granted. As the world has become 
more globally connected, we’ve all become increasingly accus-
tomed to seeing communications presented in multiple 

 languages. However, as a business owner or professional, you 
may not have given much thought to the process of translation 
yourself, especially if you’ve been living and working in a place 
where your own language is dominant.

Perhaps your business or organisation is currently making plans 
to make a splash somewhere else in the world, and you’re read-
ing this book because language is now very much on your mind. 
You know how much your success relies on communicating effec-
tively with your customers, potential customers and employees. 
You need to be just as effective in reaching these audiences else-
where, but in a different language. And on top of that, you’ll need 
to tackle not just a different language, but a different culture.

If you haven’t yet engaged the help of a professional translation 
service, there’s no time like the present. No matter what the size 
of your organisation, from a large business to a small enterprise, 
a good translation partner can help you to make a real impact in 
new markets.

About This Book
Translation Strategies For Dummies, Absolute Translations  Limited 
Edition, is your guide to the world of translation. It’s a world 
that can seem more daunting the more you learn about it, as 
 jargon such as transcreation, simultaneous translation or CAT tools is  
thrown about, so this book takes it back to basics. We’ll cover 
why you need translation services, what kinds of materials might 
need translation, and how getting it done properly is essential to 
your global success. Then we explain some of the terminology and  
processes, what’s involved in the different services available,  
and how to decide what you need.

So, read on for more about how the translation process works, 
and how you can arrange turnkey services that transform  literally 
all of your communication material into a new language, from 
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word-processing documents to fully designed print materials in 
desktop-publishing files; from corporate videos to your  company’s 
mobile app. We’ll guide you beyond translation and into transcre-
ation: the process of reimagining your content through the lens of 
a local culture so that the connections you make with your new 
audience are as powerful as those with the audience at home.

We hope that one of the most important takeaways from this 
book is that translation is much more than a word-for-word 
replacement of one language with another. We’ll show you why 
a modern business needs translation service expertise that is 
really plugged into local cultures, something a machine transla-
tion, or often even a straight human translation, can’t provide. 
That might involve using local idioms, considering the prefer-
ences of potential customers, examining the way people shop in 
a new market – what gets their attention or what turns them off. 
Your experts need to be native-language speakers who also have 
 subject-matter expertise to convey your brand’s message effec-
tively in a creative way that follows the same tone and style of 
your original message.

Foolish Assumptions
As we’ve chosen what to write about and how to share this infor-
mation, we’ve made some assumptions about you, the reader:

 » You’re involved in a variety of communications with custom-
ers or team members such as marketing, technical or legal 
communications, or foreign operational details.

 » Your organisation is dealing more and more with situations 
in other languages and it’s your responsibility to find 
solutions and obtain expert assistance.

 » You don’t have a lot of experience with translation services 
and you’re looking for a primer on how it works.

 » Your organisation is going global and you’re looking for a 
translation strategy to ensure that your communication issues 
are resolved in the most efficient and cost-effective way.
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Icons Used in This Book
Just as your communications, in any language, are intended to 
help customers navigate their interactions with your company 
easily, we want it to be easy for you to get around this book. Here 
are some icons you’ll see in the margins to help guide you:

We’ve tried to be as concise and to the point as possible, but if 
you’re in a hurry and can’t read it all, please pay attention to these 
paragraphs at the very least.

We want you to come away from this experience with actionable 
suggestions. This icon points you in the direction of these ideas.

Translation technology is constantly evolving and improving, 
and this book introduces some of the key concepts in this area. 
This symbol indicates where we go into detail on the tech side of 
things.

This book spells out how to make things work well, but also offers 
some thoughts about just what can go wrong. Pay close attention 
to the paragraphs near this icon.

How This Book Is Organised
We’ve split this book into chapters that guide you through the 
translation process  – why you may need help, what kinds of 
brands might benefit from translation and how the process works.

 » Chapter 1: Do I Need Professional Translation? – Global 
opportunities knock, but you have to answer in the right 
language. Get it wrong, and history may remember you for 
the wrong reasons.

 » Chapter 2: Launching Your Brand Abroad – Helping your 
brand plant roots in a different territory takes an emotional 
connection, and localised communication is essential to 
making that connection.
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 » Chapter 3: Translation, Localisation or Transcreation:  
Choosing the Right Service – Some projects require a fairly 
straightforward translation, while others need extra effort  
to ensure that the communication reaches the local  
audience in a natural way. Still other projects may send  
your translators back to the creative drawing board.

 » Chapter 4: Translating Print, Video and the Spoken 
Word – Ask your translation agency to handle your whole 
desktop publishing project: you’ll be glad you did. Going 
global might also include video translations and help from 
interpreters.

 » Chapter 5: Smarter Digital Campaigns – This chapter aims 
to help you enter a new country with a strong digital focus, 
including localised web pages, an effective social media 
campaign and apps that speak the language.

 » Chapter 6: Grasping New Translation Technologies –  
Automated translation is impressive, but humans still have  
a considerable edge over computers when it comes to 
translation services. But amazing and beneficial technologies 
are out there that help human translators work more 
efficiently.

 » Chapter 7: Ten Key Translation Takeaways – This chapter 
summarises some of the key points covered in this book and 
gives you some parting thoughts to consider as you go 
forward with your translation project. We cover how costs 
are calculated and how you can help a team who have low 
proficiency in the local language to overcome communica-
tion barriers in new markets.

Where to Go from Here
You’ve got the chapter listing just above this section, so go 
 wherever the mood takes you! You can certainly start at the 
beginning by turning the page. But maybe you’re one of those 
people who likes to have dessert before dinner; you’re welcome to 
 consider the parting thoughts before you read the rest. This book 
is  organised in a way that meets whatever need you might have. 
Wherever you begin, best wishes on your global language journey!
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Chapter 1

IN THIS CHAPTER

 » Recognising the opportunities

 » Understanding what could go wrong

 » Learning about how translation works

Do I Need a Professional 
Translator?

Any successful business is constantly seeking new opportu-
nities and growth. There may be enough opportunity to 
suit you in your home market, but increasingly companies 

of all sizes are taking advantage of access to foreign markets.

The language barrier may seem a major challenge when con-
sidering global markets, but with the right tools and partners, 
translation and localised content can open closed doors in foreign 
markets and give you an edge over the competition, enabling you 
to offer value to an entire new customer base.

This chapter looks at the opportunities, the language require-
ments associated with those opportunities and the things that can 
go wrong if the language transition is not handled correctly. We 
also introduce the basics of how the translation process works.

Opportunity Knocks
World Trade Organization data shows strong current growth in 
global trade. Global exports of manufactured goods have risen an 
average of 5 per cent every year for the past decade. World exports 
of commercial services have nearly doubled in the same period. 
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Global trade growth is underpinned by strong economic growth 
around the world. It’s clear that business activity is increasingly 
disregarding international borders.

Many of the considerations of international trade aren’t much 
different to domestic issues: demand, product and service design, 
legal matters, supply chain considerations and so on. Needless to 
say, there are many challenges to consider when you’re thinking 
about expanding to do business in other markets, far more than 
could possibly be covered in a book of this size.

And then you have language barriers to consider. That’s the focus 
of this book. If you’re going to grow your business in markets 
elsewhere in the world, you’re going to need translation services. 
No matter what language you speak and do business in now, odds 
are that your potential new customers speak a different language.

That’s challenging enough, but these potential new customers 
also practise a different culture. Such differences will, of course, 
have an impact on the demand for the product or service you 
offer. But more to the point of this book, cultural differences will 
have nearly as much impact as the language itself when it comes 
to how you communicate with your potential new customers.

You can find out more about those challenges later in this book, 
but you have basic questions to answer first. Questions such as: 
where are you going, and what language do the people speak 
there?

The Internet is a major intersectional point between your organ-
isation and new international customers, and it’s on the Internet 
that many translation and localisation issues are played out.

The translation challenges associated with any new market 
will feed into your organisation’s decision on where to expand. 
It’s estimated that in order to reach the majority of the world’s  
Internet-accessible market, you would need to communicate in  
14 different languages. But this doesn’t show the whole picture; 
even if you communicated in those 14 widely spoken languages, 
you might reach a lot of people, but you still might not be reach-
ing the right target audience effectively.

For example, many businesses are considering entering the rap-
idly growing Nigerian market, as predictions indicate that popu-
lation growth there will outrun that of the United States within 
the next three decades.
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But which section of the Nigerian population will you be  marketing 
to? A third of the nation speaks English, but the other two thirds 
speak numerous other languages such as Igbo. Not a language 
necessary for global domination, sure, but one that’s almost  
certainly required for success in the Nigerian market.

And beyond pure linguistic considerations, a company entering 
Nigeria would have to consider the country’s complex cultural 
mix to ensure that their message was tailored to their audience.

Research shows that customers prefer to buy from websites 
written in their native language. Sixty per cent of online shop-
pers in non-English speaking countries rarely or never buy from  
English-only websites. The data shows that localisation  – the  
process of adapting web content for a local market  – increases 
sales.

Your organisation’s ambitions can help determine which lan-
guages you need to consider for translations. Just how much 
international growth do you envision, and how much growth can 
you reasonably handle at any particular point?

It makes sense that the bigger your appetite for growth, the more 
translations you’ll need to reach new audiences. Consider the 
challenge of reaching new customers who are using the Internet 
as they search for products or services such as yours.

What Could Go Wrong?
Written and spoken language is filled with nuances that native 
speakers pick up without even trying. When you grow up speaking 
a language, you absorb countless local meanings and distinctions 
that you’re barely aware of in everyday life.

‘Every little helps’ has been the slogan of the supermarket chain 
Tesco in the UK for more than two decades, very successfully using 
a traditional British proverb to imply friendly, traditional values 
and reasonable prices. It might seem an easy enough phrase to 
translate into other languages, but without the cultural knowledge 
needed to recognise it as a proverb, the phrase loses its impact.

These tiny linguistic markers are what give language power, 
evoking emotion, humour and strong responses. Miss them out 
and you’re weakening your message.
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A non-professional translation can lose deeper layers of mean-
ing in a piece of content. But worse than that, a poor translation 
might introduce an unintended meaning or connotation in a new 
language.

The history of language translation is filled with amusing exam-
ples of mistranslations that occur when nuances are ignored, or 
words are just translated straight. They’re good for a chuckle . . . as 
long as it’s not your organisation at the centre of the joke.

The potential for trouble isn’t confined to marketing material. 
Consider product manuals. We’ve all struggled to assemble a 
product using instructions that were so poorly translated as to be 
almost impossible to follow.

But although incomprehensible instructions might be irritating, 
there can often be more far-reaching and serious consequences, 
especially when it comes to legal or technical writing, where a 
relatively small mistranslation can lead to a wildly inaccurate 

TRANSLATION FAILS
In the business world, translation mishaps have caused trouble with 
taglines, slogans and even brand names.

• Banking giant HSBC’s slogan ‘Assume nothing’ seemed an easy 
candidate for a straight translation. But in several other languages, 
the phrase came out as ‘Do nothing’. Not ideal for a financial pow-
erhouse looking to expand its brand.

• An example still notorious in Germany is the perfume chain 
Douglas, who didn’t bother translating their slogan ‘Come in and 
find out’ when they expanded into the German market, relying on 
the superior English skills of their German customers. But to those 
customers, the phrase appeared to be inviting them to come into 
the store and then immediately find the exit.

• Green Giant sweetcorn’s ‘Jolly Green Giant’ brand mascot is a 
friendly image of fertility and abundance in the English-speaking 
market. But in Arabic, their initial translation of ‘Intimidating Green 
Ogre’ didn’t quite have the same effect.

• When Nokia launched their flagship Lumia phone in Spain, they 
discovered that in colloquial Spanish, lumia means prostitute.
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rendering of the intended message. For example, in Spanish the 
difference between the words ‘caution’ and ‘warning’ on a prod-
uct label has important legal implications. Get it wrong and you 
could be in hot water in that market.

Mistranslations of product names and slogans might be amusing, 
but most of the time poor translation doesn’t produce a funny 
story. It results in a company’s carefully developed and expensive 
branding message being watered down or lost.

Stop – Time to Call in the Professionals
For someone fluent in another language, translation might appear 
to be straightforward, just a matter of replacing one word with 
another.

But if translation was genuinely this simple, a machine trans-
lation would be indistinguishable from a human one. But while 
a machine can translate, the fundamentally important work 
of translating your brand and message can’t be trusted to one. 
Translation involves too much detail, nuance, experience and 
knowledge that programmers simply haven’t managed to get into 
a piece of software yet. The fact is, you need a human being.

And not just any human being fluent in your target language. You 
need someone so immersed in that language that its idioms and 
hidden meanings are second nature to them. You need a native 
professional, ideally a local, not an ex-pat who has lived abroad 
for decades. A transplanted translator might not be up to speed on 
new terminology or phrases.

And even that checklist of native, local and professional might not 
be enough. For many translation projects, you also need the help 
of a specialist, someone who is used to working in your particular  
industry or on a particular type of document, whether that’s 
legal paperwork, financial transactions or medical terminology.  
A specialist translator brings expertise to a project that a gener-
alist cannot; for example, a translator with years of experience 
writing marketing content will be able to translate your sales 
landing page using persuasive, converting language that some-
one who usually translates technical manuals wouldn’t be able to 
achieve.
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By now, you’re starting to see that translation is no piece of cake. 
Or, as they might say in Polish, no bułka z masłem, a roll with butter  
(which also means something easy, the equivalent of ‘piece of 
cake’ in English). Different languages have so many complica-
tions and nuances that you really need to call in the experts.

You can find more details on the translation process later in this 
book, but here’s a sneak peek. The first step is to contact a trans-
lation services provider and talk through your needs, goals and 
target audience. At this point, the more information you can pro-
vide, the more influence you have on the successful outcome of 
your translation process. Your chosen provider then assembles 
the team that best meets your requirements. What happens from 
there depends on the situation, but it could go something like the 
scenario outlined here (see Figure 1-1):

 » Step 1 – Defining your needs. You submit your original- 
language content. This might be a word-processing document 
containing a legal contract, an HTML file for a web page, an 
Adobe InDesign file for a customer handbook or the digital  
file for a training video. You’re assigned a Project Manager,  
who oversees your project from initial planning right up to 
delivery of the final file. Your Project Manager provides you 
with information and specialist support, and works with you to 
define your expectations, specific requirements and deadlines. 
They analyse your content to provide a quote for the project 
and an estimated turnaround time. They notify you of any 
requirements they need from you. Once you’ve approved all 
this, your order is uploaded to a database and your translation 
is started.

 » Step 2 – Project management. Your Project Manager defines 
the profile of the professional translator most suited to your 
project. Your Project Manager is also responsible for perform-
ing quality checks and ensuring that the project is delivered to 
specification and on time.

 » Step 3 – Translation process. A qualified translator handles 
the initial translation. This is ideally a native-language speaker, 
and preferably someone who specialises in the subject matter. 
Your translator may use computer-assisted translation tools. 
How these tools provide assistance depends upon what’s being 
translated. He or she may be consulting a database of text 
that’s already been translated on your company’s behalf, 
looking for similar text that may not need to be translated 
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again. The tools may also be checking reference materials and 
terminology databases to make the process more efficient and 
consistent with past work.

 » Step 4 – Quality management. The work is proofread, 
preferably by a second qualified translator, to get another 
set of eyes on the document.

 » Step 5 – Finalisation and delivery. Your Project Manager 
consolidates and runs final technical QA checks including 
updating glossaries and translation memories. The project is 
then delivered to you.

There are a few potential variations on this process, depending 
on your requirements. To begin with, many communications 
need some level of localisation, not just straight translation. We 
cover this concept in more detail later in the book, but in broad 
terms, your translated message often won’t feel natural unless 
the translator has taken great care to weave in local context and 
nuances that only a local would be able to achieve.

More extensive work of this nature may involve recreating the 
content almost from scratch, in the new language. The aim is to 
deliver the same emotional connection that the content did in the 
original language, and sometimes doing so requires a signifi-
cantly different approach in a new place with a different language 
and culture.

Another potential twist in the translation process occurs when the 
work involves something more than a basic word-processing doc-
ument. This might be content that requires graphic design work, 
for example, to adjust the layout of an advertisement to accom-
modate different text length in a translation, or even a redesign 
with different art to take into account text flowing in the opposite 
direction. And if the work is a video project, additional steps may 
involve creation of subtitles or a voice-over.

The takeaway from this chapter is that, almost inevitably, nuance, 
meaning and emotion are lost in translation unless care is taken 
to recreate them in a new language. Quality, professional trans-
lation involves so much more than just replacing one word with 
another. You need more than someone who simply speaks another 
language: you need professional translation expertise. Read on to 
find out more about translating your message so that it makes a 
positive impact and a strong connection in your new market.
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FIGURE 1-1: Translation workflow.
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Chapter 2

IN THIS CHAPTER

 » Making an emotional connection

 » Building your collection of materials

 » Engaging a specialist

Launching Your 
Brand Abroad

Going abroad can put your brand in front of many new cus-
tomers. But once you’ve decided on your target market, 
you need to plan your launch, and in a foreign language 

market that can be where the real challenge starts.

This chapter takes an introductory look at how you can bring your 
brand story alive in a different territory. It highlights some of the 
many assets that need to be created in your target language and 
discusses why you might need a specialist to get your message 
across effectively.

The Power of Words
Words have power. Use words in the right way, in the right con-
text and with the right media, and you can inspire, convince and 
motivate people to action, whether that’s signing up to your email 
list, engaging your services or clicking to purchase your  product. 
You can’t successfully launch your brand in a new overseas mar-
ket without considering how words help you connect with new 
potential customers.
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Launching a brand involves a whole lot more than just words; 
more than just talk. The success of your brand involves feelings, 
impressions and emotions. You create an exceptional product to 
make a sale, but you build brand loyalty by making your  customers 
feel emotionally connected to your brand.

The fact is, emotional connections happen differently in different 
cultures. This is certainly true in human relationships. Psycholo-
gists can tell you that different cultures have varying standards 
regarding what kinds of emotional expressions are acceptable. 
Context cues that help people understand others are different 
from one culture to another. Cultural norms influence how com-
plex emotions are experienced.

None of that has anything to do with words, but it has everything 
to do with how successfully an emotional connection can be made. 
That holds true not just for human connections, but for the emo-
tional connection to a brand.

The point is, you can translate your marketing materials as accu-
rately as possible. You can create a slogan that translates nicely 
from the original language. You can achieve a tone of voice simi-
lar to the one you’re using at home. And you can fall flat on your 
face, because what created an emotional connection in one culture 
didn’t work in another.

That’s why your move into a new market requires local language 
expertise. You need to engage the assistance of native-language 
speakers who not only know how to move your marketing materi-
als into the local tongue, but also how to express your message in 
a way that resonates in the local culture. You want to achieve the 
same emotional impact, and your local guide can help you work 
out how to get through to the local culture.

Areas That Need Attention
Planting your organisation’s flag in another country involves 
 giving attention to different areas.

Brand names
Marketing begins with your brand name. How does it translate? 
Does it translate at all? Your name needs to translate in a way 
that won’t be misunderstood, and that conveys the appropriate 
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appeal. Translation may be involved, of course, but in many cases, 
brands choose new names, and that requires fresh creation. Make 
sure that you’ve engaged experts with both language skills and 
 creative flair.

Marketing materials
The type of content you need to translate depends upon your busi-
ness, sales and advertising models. You might have an entirely 
online business that relies on social media advertising, a tradi-
tional service firm that uses local advertising in print or local 
radio, or a B2B business model that involves communication with 
other companies. Whatever marketing you use, it must speak the 
local language, and be understood in the local context.

Internal materials
You’re likely to need a local team of some sort to run your business 
in a new territory, and that means training new staff. This opens 
up a whole realm of internal materials that will need translating, 
from human resources materials to corporate introductory col-
lateral that can help you to establish the right tone and corporate 
culture with new employees. You may already have style guides 
that dictate how these communications should happen, and those 
style guides need to be adapted to the local language. You may 
also have internal databases such as specialist terminology data-
bases that will need translation for users in another language.

Official documents
You’re likely to have a wide range of official documents that need 
translation as you expand your global focus. And many of these 
documents, if they’re destined for local authorities, need some 
sort of official stamp to show that the translation is accurate.

Having your documents translated and then properly authenti-
cated for different markets can be confusing. You want to work 
with a translation service that has plenty of experience with 
requirements such as certification, statements of truth, affidavits, 
sworn translation, notarisation and apostilles from the Foreign 
and Commonwealth Office.

You may also need certified translations of other kinds of  
legal documents, such as marriage or birth certificates, academic 
certificates, company incorporation documents and contracts. 
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These take special expertise and may require that your transla-
tion partner have special credentials.

Check your translator’s credentials. The translation teams pro-
vided by Absolute Translations can produce work that’s accepted 
by organisations such as the UK Passport Office and NARIC (the 
body providing information, advice and expert opinion on qualifi-
cations from around the world). Absolute Translations has earned 
ISO 17100:2015 accreditation, which is a stamp of approval verify-
ing that its translation procedures are up to the industry’s highest 
standards.

Translation for Specialist Areas
You’ve probably had conversations with your doctor that felt like 
they were taking place in a language that you could only par-
tially comprehend. You may have had a similar feeling when talk-
ing to a teenager about online gaming platforms or new mobile 
technologies.

There’s language, and then there’s specialised language. Your 
ability to communicate effectively, even in your own native lan-
guage, often depends upon additional knowledge beyond every-
day language skills.

This is particularly true in business and professional fields, where 
the language used to communicate with others in your industry, 
make deals or arrange production of your product is often highly 
specialised. From software design to heavy manufacturing, most 
industries have some level of jargon. This specialised vocabulary 
is often a useful tool, allowing you to be specific about what you do 
and conveying complex concepts and information in a shorthand.

But when you need to translate that jargon into a new language, 
problems can arise if you don’t work with the right translator.

Your translation project may require more than fluency in a target 
language. To arrive at a true translation, you may need not only a 
mother-tongue translator, but a mother-tongue translator with 
subject matter expertise in the content that you need to translate. 
More on that later in the book.
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Chapter 3

IN THIS CHAPTER

 » Choosing the right kind of translation

 » Localising your message

 » Creating entirely new messages and 
materials

Translation, Localisation 
or Transcreation: 
Choosing the Right 
Service

It’s not uncommon for an organisation to set out on a  translation 
project thinking that all they need is someone to translate their 
words into another language, only to find out that the  language 

requirement is just the tip of the iceberg. Many translation proj-
ects require more than simply replacing words in one language 
with words in another.

This chapter looks at the differences between basic translation, 
localisation and something known as transcreation. This chapter can 
help you determine what level of service is required for your project.

Starting with Translation
Basic translation services essentially retain the content of the mes-
sage, presenting it in the desired language. It’s moving the message 
from one language to another in more or less its original form.
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That’s not to say this is a word-for-word change-out of language. 
If you’re doing this work properly, there’s more to it than that. To 
begin with, matters of grammar and syntax need to be consid-
ered. It’s important for the translator to have a full understanding 
of both the source language and the target language if your end 
product is going to sound natural and effective.

You might ask, isn’t this the kind of thing that machines are 
doing these days? Can’t this kind of work be done online, some-
times even for free?

Well, again, it’s not that simple. Translation without human 
intervention is certainly possible these days, and it’s increasingly 
powerful. But for most business-related purposes, automated 
translation is not at all suitable. You can find more on this topic 
in Chapter 5.

Discovering different levels of  
translation service
Here are some different translation options that you may be pre-
sented with. They involve different levels of expertise, and dif-
ferent amounts of effort. These options allow you to avoid paying 
for a level of service that might not be required, at the same time 
 giving you the option to have a crème de la crème translation. 
Which path you choose depends upon the kind of content you 
want to have translated for you:

 » Standard documents. Business communications and 
documents may only need a standard translation. This 
option involves a professional and qualified translator 
tackling the work, translating and proofreading their own 
translation.

 » Documents for public consumption. It may be wise to get 
a second set of eyes on this type of translation work, which 
is what the next level of service provides. A professional 
translator handles the initial translation work, and then a 
second qualified translator follows up with the proofreading. 
That check-step provides extra polish, and ensures that the 
spelling, punctuation and grammar are all in excellent shape. 
For documents that are going to be circulated to the general 
public, including online, this is a recommended approach.
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 » Special documents. This third option is recommended 
when you’re working with various specialised documents, 
such as legal communications, medical documentation or 
marketing content. The work here is carried out by a 
professional translator who also has specialist subject 
matter expertise that matches your documents, with 
relevant qualifications, background and experience.

 » Specialist with extra eyes. The highest level translation 
service engages a team of qualified translators. A specialist 
translator carries out the translation using sector-specific 
terminology, followed by a second independent and 
experienced proofreader to quality-check and ensure  
that the document is polished and has that extra layer 
of refinement.

Understanding the importance of 
proofreading
Your content is the face your organisation presents to the outside 
world. It is the first point of contact your customers or potential 
business partners have with your brand, and first impressions 
count. Content that contains mistakes gives a bad impression of 
your brand. At best you might appear careless; at worst your audi-
ence might assume that you don’t respect your market.

And when it comes to content in a different language, one that 
you can’t check for errors yourself, proofreading becomes even 
more important, as you invariably find some way to improve the 
work as you go through the proofreading stage.

In the business of translation, a qualified set of human eyes is 
often required to look over the final product to ensure that every-
thing is accurate and up to the highest standards of quality.

You may also have documents that have already been translated at 
some earlier point that you want to check for accuracy and qual-
ity. In this case too, proofreading services are worth every penny.

Absolute Translations, for example, has a longstanding multi-
lingual proofreading service that helps companies to ensure that 
their documents are both accurate and reflective of the tone of 
the intended message. This service can be arranged at an hourly 
rate and, if the scope of the project is known in advance, can be 
provided at a fixed cost.
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As with the other stages of the translation process, proofreading 
can require specialisation. If you’re seeking proofreading services 
for medical, legal or technical material you want to engage the 
help of specialist proofreaders who can give your documents close 
scrutiny for errors in specialist terminology or syntax, avoiding 
embarrassing or even costly misrepresentations.

For marketing materials, proofreading is a must, ensuring that 
your message is in keeping with your brand’s style and tone of 
voice. This investment allows you to stand out from the crowd, 
speaking to your local market with the maximum positive effect.

Focusing on Localisation
Regardless of the project, you’ll benefit from the use of a native-
language translator who grew up speaking and reading the lan-
guage you’re translating into. The value of this goes beyond just 
fluency in the language.

A mother-tongue translator who lives and works in the target 
country can truly localise your message. This may not be a neces-
sity in, say, an estate agency contract, but it’s vital in communi-
cations directed at people, whether consumers or local employees.

Localisation of your translated communication still retains the 
meaning of the message, but it delivers it with a careful eye for 
the local context and any particularities in the culture and lan-
guage. It is sensitive to local customs, traditions and slang.

Consider localisation of a printed advertisement or a web page. The  
language will, of course, be translated, and the overall message 
will be the same. Depending on the target language, your transla-
tor may find that certain words simply don’t have a direct trans-
lation option, or don’t have the same connotations or impact, so 
some different word choices may be required.

Localisation involves more than just language. You may need 
to adapt some of the imagery used  – perhaps you need snowy 
mountains in the background rather than tropical trees. Maybe 
you’ll require a different ethnic mix in the people shown in 
the photos. There could be variations in  local tastes in colours, 
or  differences in currency, measurements or the way times are 
 displayed in print.
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Localisation takes into account such things as people’s tastes and 
recreational preferences. And in certain cases, it might call for 
changes based on local advertising regulations or censorship rules.

The Magic of Transcreation
The most successful brands become popular through more than 
just words. Users and buyers often have an emotional connection 
with a brand. It has a personality, a distinctive feel, a warmth or 
a coolness that fits the expectation of the customer. It delivers 
products that customers may not have even known they wanted 
or needed.

What sometimes gets lost on globally ambitious brand managers 
is just how much that brand feel is connected to idiosyncrasies of 
the local language and culture. Those idiosyncrasies often don’t 
translate directly. Delivering the same kind of emotional feel is 
far more than simply translating a message from one language to 
another, or even localising the translation.

This issue is what transcreation addresses. You could think of 
transcreation as localisation on steroids. It recognises the fact 
that your entry into a new foreign market may need not only a 
translation, but also creation of entirely new materials, potentially 
new taglines, perhaps different imagery, an altered twist on 
humour, a reimagined emotional impact. There might even be a 
need for certain adjustments to the product itself to reflect local 
realities.

TAKING A BREAK – IN JAPAN
Many successful brands have used localisation to great effect.  
When the chocolate bar KitKat was introduced to the Japanese 
 market, parent company Nestlé was not only working with a brand 
unknown in the market, but within a culture that doesn’t enjoy sweet 
tastes in the same way as Western markets. They localised the brand 
name to Kittu Katsu, meaning ‘Surely Win’, and also localised the 
 product  offering, introducing a wide range of more savoury flavours 
to suit the Japanese palate. The bar is now a bestseller in Japan.
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What is a transcreator? It’s a linguist who also has exceptional cre-
ative writing skills, a full and native grasp of the local culture and, 
in many cases, advanced specialist subject matter knowledge.

Put a highly qualified transcreator on the challenge and you’ll find 
your expert taking into account the local culture, values, dialects, 
idioms and the particular sense of humour of the target language 
market.

Transcreation is very different from translation. Each message is 
creatively adapted or even recreated, not just translated. The aim 
is to come up with a message that carries the same impact as 
the original source-language message. It might not use the same 
jokes, implications or references, but it evokes the same emo-
tional response as the original, even if it needs to take a differ-
ent approach to get there. The result is that you achieve a much 
higher level of customer acceptance and satisfaction in the target 
market.

Here’s what you should expect from transcreation services. To 
begin with, a project manager determines your needs and pref-
erences, including the locations you’re targeting, the age group 
of your target audience, the solutions that your product provides 
and the tone and style that you’re trying to convey. The team cre-
ates a brief that captures the full scope of the project, and this 
is the foundation used by highly experienced copywriters around 
the world to recreate your message. Magic!

SAYING THANKS TO DAD,  
IN ANY LANGUAGE
Absolute Translations was involved in a global aftershave campaign 
on Father’s Day for a prestigious retail brand. When given the chal-
lenge of transcreating the tagline ‘For my Father who taught me how 
to drive’, the team transcreated the tagline for the Dutch market as 
‘For my Father who taught me how to cycle’. The Dutch love of cycling, 
and its associations with a childhood rite of passage and family life 
meant this simple change added impact to the Dutch marketing 
campaign.
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Chapter 4

IN THIS CHAPTER

 » Translating for print and publishing

 » Preparing videos for foreign-language 
viewers

 » Arranging interpreting services

Translating Print, Video 
and the Spoken Word

Your organisation’s translation requirements may take 
 several forms. The printed word is, perhaps, the most com-
mon. You’re likely to have all kinds of content and market-

ing collateral, for both internal and external communications, 
much of which will need to be translated into another language as 
you enter a new market. You also might have a whole library of 
video assets that people who speak a different language need 
access to. Beyond pre-prepared materials such as these, you may 
have language needs that happen on-the-fly, such as telephone 
meetings or face-to-face negotiations or interviews.

This chapter focuses on the three main areas of translation ser-
vice: printed material (multilingual desktop publishing, which 
can take your design files and return them to you in another 
language), video translation (subtitling or dubbing in a new lan-
guage) and interpreting (consecutive and simultaneous interpre-
tation for different scenarios). Additional areas are covered in the 
next chapter.
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Multilingual Desktop Publishing
As with any marketing strategy, translation of marketing materi-
als requires a multilingual team of specialists. You need a creative 
team to come up with the concepts and the words, then designers 
to present those words in a layout that compliments the mes-
sage. You might be presenting your content in the form of a book, 
a brochure, a printed advertisement, a user manual, a billboard, 
product packaging, labels, business cards, trade-show displays, 
catalogues or countless other presentations, but whatever it is, 
your words and your design have to work in harmony.

What happens to those carefully planned designs when you trans-
late your content into another language? There’s a good chance 
the design will need changing to some extent. For example, 
 English is a relatively compact written language, whereas Spanish 
has around a 25 per cent expansion rate from English. This has an 
impact on layout and emphasis in any printed material.

So how do you make changes to your designs at the same time as 
getting your words translated? Your designs are probably created 
in one of a range of desktop publishing software applications like 
Adobe InDesign, QuarkXPress, Adobe Photoshop or Adobe Illus-
trator. Some businesses also need to recreate other specialist files 
like AutoCAD drawings in a foreign language. You and your crea-
tive agency may have terabytes of documents in these formats, or 
multiple PDFs created some time ago, for which you don’t have 
the original source files and need to be recreated from scratch.

Now consider the monumental task of taking these various digital 
items and creating new versions of all of them in another lan-
guage. You’re talking about going back to the start of the process, 
translating the text then creating a whole new series of design 
files at the same time as dealing with issues such as different text 
characters or text that flows in a different direction on the page. 
You’ve probably had nightmares more enjoyable than the pros-
pect of heading down this path.

Fortunately, a better way exists that eliminates these head-
aches for you and your team. It’s a service known as multilin-
gual desktop publishing (DTP). Put simply, it’s giving digital files 
to your translation company, and getting back new digital files 
that essentially match those, but that are translated and ready to 
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print in the target country. Multilingual desktop publishing is a  
turnkey  service that involves a DTP designer that speaks the 
 target  language and alleviates the heavy lifting for you.

On the DTP Menu
Here’s how multilingual DTP works in practice. Let’s say that 
you engage the help of Absolute Translations. The company has 
teams of multilingual, experienced graphic designers on hand. 
You send in original DTP artwork files in whatever format they 
might be, whether InDesign, Illustrator, QuarkXPress, Publisher 
or a PDF. The Absolute Translations team can turn those into new 
DTP artwork files in any of more than 200 languages.

The implementation includes complete translation and typesetting  
services, under the watchful eye of language-specific quality 
control expertise. Graphic designers can produce the new artwork 
using the existing design or, if you prefer, create entirely new 
designs.

They’re up to speed on best practices and current methods and 
can offer advice on the best way to achieve the end goal in the 
destination country. The idea is to make the process as simple and 
painless for the client as possible, although for the team it is by no 
means a simple task. Translating text inevitably changes the total 
word count, and that can have a significant impact on how well 
the original design works. The new text might require more or less 
room, and the design may need to be adapted to work properly.

Multilingual DTP designers can create documents that replace 
left-to-right text with right-to-left text, for Arabic or Hebrew 
translations, for example.

They can also solve problems thrown up by different characters 
and conventions of spacing. Chinese, for example, is tradition-
ally written vertically, but these days most Chinese documents 
are typeset from left to right. Even so, they’re still challenging to 
produce compared with translation between European languages, 
due to variations in fonts and the spacing required. If your project 
includes a Chinese translation, you’ll be best served by choos-
ing a partner that has experience in translating and designing in 
 Chinese – you’ll see the benefits in quality, reliability and cost.
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At any point in the multilingual DTP process, the designers can 
create a PDF proof so that you can review on your PC, Mac or 
mobile device to see how the project is progressing.

As an example, Absolute Translations undertook a massive DTP 
project on behalf of the National Gallery in London. The start-
ing point was a guidebook totalling more than a hundred pages. 
The team’s subject-matter specialist translators translated the 
text into ten different languages. Graphic designers then rede-
signed the guidebooks as needed to accommodate variations in 
both word count and direction of flow.

The company has done similar work for a range of clients, from 
automotive projects for the largest global diesel engine manufac-
turer to well-known high street brands. The company also has 
clients in the publishing industry, carrying out multilingual DTP 
work to translate books in the For Dummies series, such as the one 
you’re reading now.

Translating Videos
More and more businesses these days are making use of video 
in their communications. Video can be vital to your marketing 
campaigns and furthering your brand. It has become a key part 
of social media marketing and is increasingly used on websites. 
In fact, video is expected to exceed 80 per cent of all consumer 
internet traffic by 2021.

You might be using video to present instructional tutorials online, 
to share executive speeches or presentations from seminars with 
an internal audience or to advertise your product.

And if you’re operating globally, you’re likely to require some sort 
of video translation service. This type of translation is now one 
of the fastest growing methods of multilingual communication.

Subtitling your video presentation
Creating a subtitled translation is one popular and cost-effective 
way to make your video library work in multiple locations. As with 
translating the printed word, this task often requires more than 
a simple direct language translation. It depends on what you’re 
translating, and what your ultimate aim is.
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For example, are you translating a video production that began 
with a script? Perhaps a commercial, a how-to video or even a 
theatrical motion picture? That script can be a starting point for 
the translation team.

But you’re not necessarily just translating that script word- 
for-word. What you need is an end result that’s both accurate and 
natural. You want the resulting translation to really capture the 
essence of what’s happening on screen in a way that the foreign-
language viewer can really feel, understand and appreciate.

Mother-tongue experts with a background in professional script 
writing are a key part of a video translation team, and professional 
video editors are invaluable too. An experienced team can take the 
production back to the drawing board (or the storyboard) so that 
every spoken line is transformed into a subtitle that conveys the 
message with appropriate social and cultural connotations.

Once the script has been translated, the technical job of subti-
tling starts. This is where video editing expertise comes into play. 
You need to be able to burn the subtitling into the original high-  
definition video production in a way that looks professional and 
pleasing, and most importantly, is easy to read. How often have you 
tried to read subtitles that don’t work well visually in the context 
of the video, or the format in which the video is being projected?

Getting this part of the job right requires the latest subtitling cre-
ation and insertion technologies. The video editors must be able 
to work in any video format, from digital cinema packages to 
high-definition .mov or .mp4 files.

Choosing a voice-over option
Voice-over is another approach to preparing your video library for 
an international audience. Your original content may or may not 
already include a voice-over in whatever language it was created, 
but multilingual voice-over services can help the video connect 
in many more markets. The voice-over may take the form of an 
unseen narrator, or it might be a lip-sync translation of an on- 
screen speaker.

Again, this work involves more than simple translation of text. 
First, your final product will require a voice-over script prepared 
specifically for the target language, one that has been expertly 
created to accurately convey the message and the cultural and 
emotional nuances of the original.
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And secondly, once the script is prepared, the final product will 
require a voice-over performance. You have a lot of options here. 
Apart from finding a voice-over artist who speaks your target 
language, you need to make other choices. Is a male or female 
voice-over artist more appropriate? What style of voice? Any par-
ticular accent or dialect?

Your translation service should be able to provide you with multi-
ple samples of different voice-over artists so that you can choose 
the one that seems right. If you’re uncertain what is most suited 
to the target audience, your translation service should be able to 
offer advice.

Just a transcription
If you’ve ever tried transcribing spoken words yourself, whether 
taking notes at a lecture or trying to take down the details of a 
call or video, you’ll know that it’s hard for anyone without train-
ing to keep up and make accurate notes. Professional transcrip-
tion takes speed, skill and experience. As well as keeping up with 
what’s being said, transcriptionists have additional tasks to make 
the finished product easy to use, such as adding time stamps and 
speaker tracking so that it’s possible to refer back to the text 
against the audio or video.

Language expertise is essential to getting transcriptions right. 
And in certain circumstances, such as transcribing legal proceed-
ings, technical or medical topics, specialist language experience 
is required. Transcriptionists benefit from using first-rate tech-
nology, but they also need exceptional verbal, grammar, spelling, 
timing and comprehension skills.

When you’re using a transcription service, you may or may not 
need a translation at the same time. You might be transcribing 
for same-language use, perhaps for the hearing-impaired or for 
the creation of a hard-copy record. In this case you’d need only 
transcription expertise. Or you may need your final transcrip-
tion text translated into another language. A language-services 
provider such as Absolute Translations can provide the expertise 
either way. Pick one with a recognised certification. The Interna-
tional Organization for Standardization Certification sets the level 
of expertise, which for translation is ISO 17100:2015.
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Using Interpretation Services
The primary subject of this book is translating or transcribing 
content that has already been created, whether that’s printed 
documents, desktop publishing files, websites or videos. But no 
discussion of translation services is complete without talking 
about the need for translating on-the-fly: interpreting the spo-
ken word in real time, as it is being spoken. There are three types 
of interpretation service, which we’ll look at briefly here.

Consecutive interpreting
What’s known as consecutive interpreting is when the speaker talks 
for a short period of time, and then the interpreter takes over 
and translates that snippet into the target language. This kind of 
interpretation allows a two-way conversation to flow relatively 
fluently.

Consecutive interpretation is often used in legal settings; for 
example, a courtroom translation during a trial or hearing, a 
meeting with a barrister or a prison visit. Interpretation of this 
nature is also suitable for small conferences or group discussions.

It almost goes without saying that translations related to legal 
matters are just about as important as they could possibly be. It’s 
vital that interpretation be accurate. That’s why it’s imperative to 
choose a service that employs the most experienced interpreters –  
experts who are court registered, with at least five years of expe-
rience and who comply with the terms required to maintain ISO 
certification for translation services.

Simultaneous interpreting
Simultaneous interpreting is when a speaker does not pause for the 
interpreter to translate. Instead, the interpreter produces their 
translation ‘live’, as the speaker talks.

This type of work takes exceptional skill on the part of the inter-
preter. You’d typically find this kind of interpreting in dual-
language business meetings and conferences. It’s also seen in 
institutions such as the European Parliament, which operates in 
two dozen languages, and the United Nations, which has six offi-
cial languages.
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It takes a highly specialised translation services company to pro-
vide simultaneous translation. Project managers need to select 
the appropriate interpreter based not only on language skills but 
on experience in the event’s subject matter. They also oversee the 
team of interpreters and organise the appropriate technology, 
planning the room layout to best accommodate the requirements 
of the event and the specialist equipment, to ensure that the 
interpreters can work with minimal disruption to the audience. 
A typical setup involves a soundproofed booth where interpreters 
sit and listen to the conference through headphones, translating 
simultaneously through microphones that in turn transmit the 
foreign translation to the delegates’ headphones.

Telephone interpreting
Businesses of all kinds make use of telephone-based interpreting 
services. It’s a flexible, powerful and easy to access service, and 
usually more economical than face-to-face interpreting.

Telephone-based interpreting is ideal for meetings. Coordinators 
set up a phone conference, which can include almost unlimited 
participants. The coordinator calls the participants and confer-
ences them in with the interpreter, who is ready to make the lan-
guage connection happen.

The advantages of telephone interpreting are its speed and con-
venience. Because the participants and the interpreter don’t need 
to be in the same room, or even the same country, calls can be set 
up at short notice, often within minutes, making it a flexible and 
stress-free way of conducting communications with international 
participants. It’s ideal for unexpected or urgent calls as it requires 
little planning.

Telephone interpreting is common in the corporate world, where 
it might be used for global negotiations, corporate legal meetings, 
calls with suppliers or distributors, with local branches or global 
staff. But it’s also used in other sectors: for example, in legal situ-
ations such as accessing legal advice, or medical situations where 
information needs to be communicated by phone.

Telephone interpreting also has other benefits: for example, the 
opportunity for anonymity, and the ability to access interpreta-
tion without having to have an interpreter in the room, which can 
be useful in some delicate situations, especially when participants 
in the conversation aren’t used to using an interpreter.
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Smarter Digital 
Campaigns

An increasing share of your marketing budget is likely to be 
concentrated on digital marketing. The internet is a pow-
erful tool with global reach, but your presence on the web, 

whether it’s your website, an app or your social media presence, 
needs specialist attention when entering a new market, to ensure 
that your message is communicated clearly.

The internet offers instant, free and convenient automatic trans-
lation opportunities. In fact, it would be easy to assume that you 
don’t need to worry about translating your online content at 
all, when a search engine or social media site can do it for you. 
Users can translate a website in a couple of clicks, and sometimes 
even that isn’t required; platforms like Facebook offer automatic 
translation of posts without a user even needing to ask.

But for reasons we’ve previously explored, relying on machine 
translation is a risky strategy, even for transient content like 
social media posts. The same care and attention to translation 
and localisation needs to be paid across your digital content, from 
localising your website or app to your social media strategy. Also 
consider associated challenges, such as the impact on web or app 
design of a different language translation.
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Localising Websites
Remember the early days of internet marketing, and when you 
first heard the term ‘World Wide Web’? That name is still around, 
though, and it’s worth thinking about it in this context, partic-
ularly the first part: World Wide. Maybe you’ve been using the 
internet to market only domestically up to this point, but now 
you’re thinking global. The opportunities are, indeed, World Wide.

As you take advantage of globalisation and the business oppor-
tunities that international markets present, your website is the 
face your organisation presents to the world. You not only want 
the words on your website to be easily understood by your target 
audience, you also want the content to achieve the same effect in 
your new market as in your home market. Website localisation is 
the process of creating a new version of your website.

Website localisation requires a sophisticated translation that 
takes into account your audience, your marketing strategy, brand 
voice and goals in the specific market you’re targeting.

You may be competing with local companies already established 
in that market, whose content is already in the local language and 
who are rooted in that local culture. To stand a chance of com-
peting at all, you need the expertise to match theirs. Your mul-
tilingual translation team should be highly fluent in not only the 
language, but also the local culture.

Every word on your website needs to be carefully chosen by 
an expert website translator, not a machine. The website must 
reflect the expertise of whatever transcreation team you employ 
for entering the market. Local proofreading expertise can confirm 
that your work is on the right track.

If you read Chapter 4 and its discussion of multilingual desktop 
publishing, you can appreciate the need for experts who blend 
language proficiency with specialised technical skills. The same 
holds true for website localisation. Website localisation isn’t just 
about translating the words on the page – you need experts who 
know all about such things as search engine optimisation (SEO), 
ads, pay-per-click (PPC) campaigns and metadata tags.
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SEO and metadata tags are the behind-the-scenes elements of 
your internet presence that are vital to success. They play a big 
role in how search engines index your web pages and display them  
to people who might need the products or services you’re market-
ing. The more effective your search engine optimisation and use 
of metadata, the more traffic is guided to your website.

You also have the option of paid efforts to drive visitors to your 
site. Your digital marketing team probably already uses PPC cam-
paigns and Google Ads to get the attention of internet users in 
your home country. When they work well, these tactics are pow-
erful. You can reach a highly targeted audience, paying only to 
connect with the right customers for your product or service.

But in a foreign language market, behind-the-scenes technical 
elements like these throw up their own issues. Tags and search 
terms don’t translate well directly, and a word-for-word trans-
lation of SEO work is unlikely to achieve the same results as the 
original. Your new audience may not be searching for the same 
terms, or you may be missing a specific search term that would 
deliver targeted customers in your new market. In some cases, 
the use of the wrong keywords due to direct translation can lead 
to large volumes of unwanted traffic, people arriving on your site 
who aren’t interested in what you offer. That means your market-
ing budget is being wasted on untargeted results.

A digital specialist translator works within constraints of charac-
ter limitation and local negative keywords to produce strong copy 
for websites and digital ads that maintain your click-through 
rates which, in turn, boost your Google Quality Score and there-
fore keep costs lower.

Absolute Translations has over a decade of experience in digi-
tal marketing translation, with in-house PPC language experts 
working hand in hand with linguists to optimise your campaign 
for the best possible results.

Poorly translated keywords can increase your cost-per-click. A 
professional website localisation researches and redefines your 
lists of keywords, identifying the positive and negative keywords 
for your specific market.
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E-commerce sites, sites focused on business-to-business mar-
keting, online blogs and other kinds of online communications 
have subtle differences. Your target audience is always the first 
consideration: what are they searching for, and what action do 
you want them to take once you have attracted them with your 
content? Make sure that your translation partner knows how to 
navigate this complicated world.

Social Media Translation
These days, businesses can’t just say IDK and IDC about com-
municating via social media. ICYMI, the world is talking on social 
media in a whole new language of acronyms, emoji, GIFs and cul-
tural references. Ignore it and you’re missing out on a powerful 
way to communicate with customers. Get it wrong and you risk 
losing those customers, or worse, going viral as a bad example of 
corporate communication. Not so LOL . . .

Translating your company’s social media communications into 
another language is a daunting prospect. Not only is the volume 
of content likely to be high, but social media already has its own 
specialist language. All that jargon is hard enough to get right in 
your own language, let alone a new one.

And of course, the current popular lingo isn’t going to directly 
translate into anything understandable in another language. Will 
LOL be understood in the target market? Is there a local equiva-
lent? Will a new audience find the phrase OMG offensive?

And there’s a chance that even visual content like emoji or 
GIFs  – those cute little pictures that pepper social media 
 communications  – may have a different impact in your target 
destination. You won’t do yourself any favours if you make posts 
baffle the local audience or make people angry. A ‘thumbs up’ 
emoji might be just right for your message in one location, and a 
turn-off in another.

Beyond the actual translation process, your social media effort 
requires strategic decision-making. For example, is it necessary 
to translate every single post your organisation makes to dissem-
inate your message in all your markets? Most probably not, but 
you need a strategy to decide what is translated, and what isn’t.
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What makes social media immediate can also make it rather 
localised in focus. Perhaps your social media team has just posted 
a message relating to a news story in Birmingham, England. That 
doesn’t mean the audience in Birmingham, Alabama is going to 
connect to that post – much less the audience in Beijing. Transla-
tion into Chinese may not be required.

And you have still more local considerations to ponder as you 
explore social media in another country and language, in order to 
ensure that you’re proceeding in the most effective manner pos-
sible. That includes knowing what social media platforms are best 
for your target audience in your target country.

Who doesn’t know something about Facebook, Instagram or 
Twitter? There’s a good chance your current social media efforts 
make a lot of use of these platforms. Your social media manager 
no doubt already knows which of these platforms (and the others 
serving your country) are ideal tools.

But what about in the target country? Do you know much about 
Renren? WeChat? QQ? Orkut? Mixi? These are social media names 
that either are, or have been, huge in such global destinations as 
China, Brazil and Japan. Your social media translation strategy 
needs to include awareness of not only the language but also local 
knowledge of where people hang out on social media.

Note the sentence above that says these sites ‘are, or have been, 
huge’. That ‘or have been’ is an important point that underscores 
the need for localised social media expertise. Perhaps Orkut was a 
familiar name to you because it grew to become a household name 
in Brazil. But then parent company Google phased it out. Your 
global social media strategy needs up-to-date local expertise.

Finally, your social media effort must be fully cognisant of any 
local censorship rules and standards. There’s no better way to get 
off to a bad start in a new market than running foul of the local 
authorities through your social media efforts.

Translating the Language of Your Apps
Is there an app for what your company or organisation does? If so, 
your move into another country probably needs to take that app 
into account. How much you need to customise or amend your app 
depends entirely on what it does and how it works. Your app may 
need minimal adjustment, or a major rewrite.
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To begin with, you need a solid understanding of how your app 
will be used in the target country. Do people there use mobile 
devices in the same way as your home market, or are there cul-
tural differences? Are the reasons they’ll use your app the same as 
elsewhere, or will some features be more important to them than 
others? Are you competing with different players from those in 
your current markets, and how are their apps different?

Certainly, some language translation will probably be required. 
How much depends on the quantity of text built into your app. 
You probably have some text included in the user interface, at 
least, and that will need to be translated into the new language. 
Your app may also include large quantities of additional text as 
content, separate from the user interface.

The odds are that in-app language will benefit from localisation 
or transcreation as well as translation (see more on these topics in 
Chapter 3). Working with a translation service that knows its way 
around the app market is incredibly important, because text that 
needs attention may be buried in code. Other technical consider-
ations include the translation of text strings within the app, and 
the operating systems the app is available on, as every country 
has a different blend of OS preferences among its mobile users.

There’s also the issue of text expansion and contraction in a dif-
ferent language, with one language taking up considerably more 
or less space than another, impacting on the app layout.

And finally, once your app is translated and localised for the new 
audience, you need to bring it in front of the locals so that they 
can download it. That means checking into your app store optimi-
sation, to ensure that the app can rise to the top of the app store 
rankings with just the right title and description.
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Grasping New 
Translation Technologies

T echnology can be a friend or foe, depending on the circum-
stances. So many amazing things can now be achieved with 
the latest software and platforms, but it’s also possible to 

expect too much from our computers and smartphones. That’s 
certainly true in the world of translations.

This chapter discusses one technology that’s impressive but often 
not appropriate for business-oriented translation needs: auto-
mated or machine translation. The bottom line is, there’s still 
a powerful need for human insights. On the other hand, cer-
tain technological advances make the work of human translators 
faster, more efficient, more accurate and more cost-effective. 
This chapter outlines some of those technologies, particularly 
translation memory.

Why Not Translate Online?
Computers can do unbelievable things these days. So can smart-
phones. Processors are more powerful than ever, and software 
applications more intelligent than ever. You’ve probably come 
across online translation tools that tap into that power. Pretty 
handy, right?
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Before you head down this path for your organisation’s critical 
translation work, you need to consider some important things. 
This kind of human-free translation has its uses, but for most 
business situations, it’s not a good idea.

This kind of technology is known as machine translation, or MT 
for short. Others call it automated translation. Whatever you call 
it, it’s a concept that employs software to translate text from one 
language into another. You can buy this kind of software, and it’s 
also available for free online.

Automated translation follows some basic translation rules. The 
software takes the inputted words and looks up words in a trans-
lation dictionary, replacing them in the new language. Automated 
translation might also use statistical models to suggest a more 
accurate translation. The most powerful automated translation 
tools employ artificial neural networks that can learn as they go.

It’s impressive technology, but even the biggest proponents of 
machine translation admit that the software can and does make 
mistakes. As we’ve explored elsewhere in this book, software can’t 
draw on the cultural and linguistic detail absorbed over a lifetime 
of speaking a language and living in a particular  country. The 
software may get the words correct in a literal sense, but totally 
miss out on the tone. At worst, it may just produce gobbledygook 
if thrown off track by an unusual phrase or context.

Another area of concern with automated online translation is pri-
vacy. When you send your message off to an online automated 
translation service for processing, can you be fully confident that 
your interaction will remain private?

That’s a good reason to steer clear of some of the most popular 
machine translation services, especially if you’re translating confi-
dential materials. There’s no ironclad guarantee that this infor-
mation won’t wind up available to others. In fact, in certain cases 
compa nies have shipped off documents for online translation and 
later found them to be publicly accessible to anyone searching the web.

Meeting Computer-Assisted Translation
While automated machine translation services have significant 
drawbacks for practical, business-oriented use, other transla-
tion tools deliver significant benefits when used in conjunction 



CHAPTER 6  Grasping New Translation Technologies      41

These materials are © 2019 John Wiley & Sons, Ltd. Any dissemination, distribution, or unauthorized use is strictly prohibited.

with human translators. Computer-assisted translation (CAT) tools 
are used by professional translators to improve speed and accu-
racy. As with any application of computer technology, significant 
 productivity enhancements are possible.

These tools aren’t usually intended for you, the end user, but for 
the translation service team that you engage for your project. 
Just as you want your car mechanic to have access to the most 
advanced kit, you benefit from how these translation tools assist 
your translator.

CAT tools are integrated into the computer environment in which 
your translator works.

A good CAT tool has an area on screen for the source text and 
another for the translated text. The software draws information 
from termbases, databases that record how terms have been pre-
viously translated, or preferential terms that you provided your 
agency with. The CAT tool suggests terms that have already been 
translated so that the translation is as consistent as possible.

Quality Assurance functionality assists the translator with basic 
quality checks, such as spelling and numbers, prompting the trans-
lator with questions about customer preferences for currencies  
and time formats.

Modern CAT tools also allow multiple translators to work simulta-
neously on the same document for projects with urgent deadlines.

The key point is that while the CAT software might make sug-
gestions from an automated database, the choice of whether to 
accept or reject that suggestion is always in the hands of a human 
translator.

CAT tools can access a whole range of references to help the trans-
lator work effectively and efficiently. These include terminology 
databases and specialist dictionaries. If the translator is working 
on a legal document, for example, they can use the CAT tool to 
consult information from legal dictionaries.

One of the most powerful features offered by CAT tools is transla-
tion memory. Read on to find out how this can help your transla-
tion team create a better, more consistent work product, and do 
so more quickly and cost-effectively.
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Making Use of Translation Memory
It’s common for an organisation to repeatedly use the same 
words, phrases or even entire passages to describe what they do, 
or when they interact with customers. If you have content trans-
lated regularly, it’s likely these recurring units of text have been 
translated before. Why translate them again when an approved, 
accurate translation is already on file?

Translation memory is essentially a database of previously trans-
lated material for a particular user. Absolute Translations, for 
example, maintains a separate translation memory database  
for each specific client and that client’s documents.

A client’s translation memory is based on an ever-increasing 
stock of translation units, phrases or sentences which are paired 
with the results of a previous translation. The database essentially 
contains a history of materials that have already been translated, 
either in an earlier project, or earlier in the current document.

The translation memory tool analyses the source text and displays 
possible matches. The translator can then choose to approve, 
reject or edit that previously translated phrase, adapt it as needed 
to the specific use, update it, or go ahead and create a fresh trans-
lation. The translation memory of the client is updated accord-
ingly for future possible consultation.

Although it uses a level of automated translation, translation 
memory differs significantly from machine translation in that the 
original translation was conducted by a human translator, and the 
substitution must always be approved by a human too.

The translation team can use the memory to create glossaries and 
keep track of client-specific terms. Using translation memory 
ensures consistency in both translation tone and terminology. 
Certain kinds of documents, such as financial documents, con-
tracts or technical manuals, may include a lot of important terms 
that are repeated often, and translation memory can be very help-
ful in ensuring that those terms are translated consistently.
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Translation memory also adds an incredible level of efficiency by 
preventing a lot of rework. That saves you, the client, time and 
money. In fact, avoiding the need to retranslate something that 
has already been translated before can save you as much as 70 
per cent.

For clients of Absolute Translations, the use of translation mem-
ory offers discounts from usual rates to reflect the time saved. And 
because the translation memory database grows with each new 
translation, the potential for these repetition discounts increases 
for future translations. It also means that translation work can be 
completed more quickly.
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Ten Key Translation 
Takeaways

You have plenty of tips and things to think about in the 
 preceding pages. This chapter wraps it up with a collection 
of final thoughts and concepts to ponder as you consider 

how translation services can translate into opportunity for your 
business.

Starting Up Is Hard to Do
Starting a new business is a complex challenge even in your home 
market, so if you’re looking at foreign markets too it can save 
you time, stress and money to hand over the language challenges 
associated with going global to the experts.

Consider the concept of localisation. For a relatively new opera-
tion, you may be focused primarily on getting things up and run-
ning, and the intricacies of localising your communications are 
really not yet on your radar. That’s why it’s vital to engage the 
assistance of someone who’s been there and done that.
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As we’ve covered elsewhere, localisation is the process of tailoring 
your language and tone to the markets and cultures you’re target-
ing. But it also means knowing which social media services are 
the hottest, which mobile platforms are preferred, how the locals 
like to use their mobile devices and apps and how they weigh their 
spending decisions. Whether you’ve entered new markets before or 
are just leaving the starting block, you need localisation expertise.

Handling Specialised Language
If you work in the medical, legal or technical fields, a specialist 
translator is a necessity, as they’re familiar with terminology in 
source and target languages. In your own market this specialised 
language aids communication between specialists, but when you 
translate your content there’s a risk that if you get this wrong, 
communication will be made more difficult. You might create 
confusion, or at worst, fall on the wrong side of legal require-
ments in your new market.

This goes beyond simply knowing an extra level of vocabulary; 
specialist translators can make content readable and understand-
able in their language, conveying complex ideas in a clear and 
accessible way.

Other Specialist Needs
Medical and legal aren’t the only sectors that have a specialist 
vocabulary. Even if you’re in a completely unrelated sector, the 
chances are that your industry has its own specialised terminol-
ogy, and it’s worth considering using a specialist who’s worked 
with content in your subject area before. Your translation com-
pany should be able to connect you with a suitable translator.

Translators working with electronics, technical or telecommuni-
cations companies must deal with highly specialised terminol-
ogy, and the same is true of many other industries. Your technical 
translations will benefit from an expert who, in addition to know-
ing the target language well, also has either hands-on experience 
with industry processes, or lots of translation experience within 
the industry.
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Take the automotive industry as an example, which is increasingly 
global, with ever more complex technology and longer and more 
complicated supply chains. You may be working with engineers, 
executives, workers and parts suppliers in Korean, Chinese, Portu-
guese, Japanese, German, or one of many other languages. Navigat-
ing that maze of specialists and languages can be made easier with 
the assistance of a communicator who knows the industry.

Will Machines Take Over?
It doesn’t matter whether you work on a car assembly line, pro-
cess insurance claims or drive a taxi. At some point, you have 
probably wondered, ‘Will I be replaced by a machine one day?’

In the world of translation, it’s certainly a valid question to pon-
der whether this will all be automated one day. Now that your 
internet search engine offers a free translation service, it’s rea-
sonable to wonder whether we’re headed for a day when human 
translators are obsolete.

The reality is, that day is much further away than many people 
might imagine. To begin with, machine translations today still 
make a lot of mistakes, and all they’re really trying to accom-
plish is direct, word-for-word translation. Translation work is 
truly ineffective if it doesn’t take into account emotions, nuances, 
customs, traditions, and a host of other people-based factors that 
machines may never master. Call them ‘soft skills’ if you like, but 
effective translation can’t happen without them, and machines 
just don’t have them.

Certifiably Excellent
How can you be sure that you’re choosing the best translation ser-
vices expert to ensure that your organisation’s message reaches 
its target market and makes the right impact? How can you give 
yourself the best chance of success as you go global?

It can be a difficult choice. Anyone can send out attractive mar-
keting materials or have a nicely designed website that makes big 
claims about expertise and experience, but how do you make sure 
that those claims are true and you’re getting the service and value 
you need?
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You need unbiased opinions and external validation of expertise. 
A good starting point in any industry is to check for certification 
by the International Organization for Standardization, the global 
standard-setting body. It’s the gold standard for excellence in 
many different industries, including translation services.

It takes a lot of work and attention to detail to achieve certifica-
tion, and many translation companies don’t make the cut, with 
many more not even applying. Check for ISO 9001:2008 quality 
management standards and ISO 17100:2015, a certification spe-
cific to the translation industry. Membership in the Association of 
Translation Companies is a good sign too.

Don’t be shy about asking for references. You want a partner that 
has plenty of prominent, repeat customers who can vouch for ser-
vice, accuracy and excellence. Seek a vendor that has expertise 
and experience in many places, many languages and many indus-
tries. You’ll reap the benefits in the quality of translation work 
delivered, and a healthy return on investment.

Understanding the Cost of Translation
What will translation services cost your business? It depends on a 
variety of factors, but you should expect potential translation pro-
viders to make the details of their pricing structure transparent 
upfront before work begins, so that you either have a fixed price in 
mind or an agreed-upon formula for determining the price.

Translation rates are often based on the word count of the work to 
be translated, and there may be a minimum word count for each 
project. Each language will probably have a different pricing band. 
More complex services may add to the cost, including multilin-
gual desktop publishing, video work or transcreation.

Certain things may subtract from the cost, too. There may be an 
introductory discount, for starters. You may be offered a volume 
discount if you’re bringing in a lot of work or a steady stream of 
projects. And then there are repetition discounts that can start 
to add up the more work you do that contributes to the transla-
tion memory and cuts the need for retranslation later (refer to 
 Chapter  6 for more about translation memory). Once you have 
a solid translation memory built up, you can enjoy a repetition 
 discount of up to 70 per cent.



CHAPTER 7  Ten Key Translation Takeaways      49

These materials are © 2019 John Wiley & Sons, Ltd. Any dissemination, distribution, or unauthorized use is strictly prohibited.

Interpreting Options
Chapter 4 discusses the basics of interpretation, which you can 
think of as spoken translation that happens in real time. This isn’t 
a matter of sending off a document or a video and having your 
partner return a finished product later on – with interpretation, 
it’s all happening on-the-fly.

Consecutive interpretation is probably the type you’re most likely 
to need in the course of day-to-day business. In this situation, a 
person speaks for a short time, then pauses so that the interpreter 
can translate what was just said. It’s ideal for certain kinds of 
meetings, medical appointments or legal situations. One thing to 
consider is that this kind of communication takes longer because 
it’s happening back and forth, with pauses, in multiple languages. 
Therefore, make sure that you allow extra time when you plan 
your meeting.

Simultaneous interpretation is what you see at big conferences 
and training sessions. A person speaks without pausing and an 
interpreter simultaneously translates through a listening device 
with specialist equipment including a booth, a headset and a 
microphone. Your translation provider should be able to give you 
a package price both for the interpreters and the equipment. A 
variation is whispered interpretation, where the interpreter sits 
next to the delegate and whispers what is being said to them.

Creating Translatable Content
Whatever you’re writing, your primary consideration is get-
ting the message across in the language you’re using. But if you 
already know in advance that what you’re writing will be trans-
lated and localised at some point, you can take certain steps to 
make that translation process smoother.

Any background information that you can provide for the transla-
tor will allow them to better understand your product or service. 
Materials such as brand guidelines and company brochures are 
key in helping the translator match the style and tone of voice in 
the translation. It might be that the translator can do background 
research themselves by looking at online materials such as your 
website. If you’re looking to rebrand or change the tone of voice 
as part of your global strategy, it’s worth letting your translation 
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company know so that it’s taken into consideration. Remember 
that your translator will become your foreign tone of voice and the 
more information you can provide, the more likely your message 
will be conveyed to your liking.

Why Translation Services Benefit 
Your Employees

As you expand globally the likelihood is that you’ll establish 
teams of employees in other countries. As you make those new 
hires, you’ll need a wide range of internal documents presented 
in the dominant language of your new market.

However, you may have a need for multilingual human resources 
documents even if you’re not operating on a global basis. If you 
have employees who have limited proficiency in the local lan-
guage, providing them with documents in their native tongue has 
considerable benefits.

Some companies have found that such employees may be more 
vulnerable to issues arising from health and safety requirements. 
For example, when working with machinery it’s essential that 
employees have fully understood any instructions to avoid any 
potential issues. These team members benefit greatly from get-
ting the company policies and training materials in their own 
language, empowering them to understand their work better and 
avoiding misunderstandings, and also making them feel more 
included in the company. Legal documents may also be good can-
didates for translation, and interpretation services are useful on 
occasions when you need to communicate directly with  employees 
with limited language proficiency.

Opening the Door to Opportunity
The challenges of taking your brand and business global can be 
pretty daunting. There are countless ways you could embarrass 
yourself, become ensnared in trouble or controversy or otherwise 
fail. But such dangers always go hand-in-hand with opportunity.
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Think of translation services as your door to global opportunity. 
You aren’t going to get there without communicating with the 
local audiences, that much is certain. Just remember that your 
translation services partner is providing a whole lot more than 
just a transaction, where something goes into the deal in English 
and comes out in Spanish or some other language.

In fact, your translation services partner is not just a translator; 
they are your language and cultural consultant. Pick the right 
partner and you’ll be adding to your team an invaluable guide to 
the local culture, preferences, emotional quirks and needs of the 
audience in your target country.

One of the most important assets of your company is its brand 
image, and success or failure in a new market may depend on 
this image. Having the right partner can help you not only open 
that door to a new market, but also bring you an army of new 
 customers by replicating your current successful business model 
in your new market.

SCORING YOUR ABILITY TO WIN  
MORE BUSINESS ABROAD
Absolute Translations has designed a scorecard which can show your 
score in four key areas of your translation strategy, showing you how 
to maximise your revenue, increase your influence and attract more 
opportunities.

You receive a personalised report to identify the weaknesses and bot-
tlenecks in your translation campaign. You can discover your score at 
www.absolutetranslations.com/scorecard.

www.absolutetranslations.com/scorecard


These materials are © 2019 John Wiley & Sons, Ltd. Any dissemination, distribution, or unauthorized use is strictly prohibited.

www.absolutetranslations.com


http://Dummies.com


WILEY END USER LICENSE AGREEMENT
Go to www.wiley.com/go/eula to access Wiley’s ebook EULA.

http://www.wiley.com/go/eula

	Title Page
	Copyright Page
	Table of Contents
	Introduction
	About This Book
	Foolish Assumptions
	Icons Used in This Book
	How This Book Is Organised
	Where to Go from Here

	Chapter 1 Do I Need a Professional Translator?
	Opportunity Knocks
	What Could Go Wrong?
	Stop – Time to Call in the Professionals

	Chapter 2 Launching Your Brand Abroad
	The Power of Words
	Areas That Need Attention
	Brand names
	Marketing materials
	Internal materials
	Official documents

	Translation for Specialist Areas

	Chapter 3 Translation, Localisation or Transcreation: Choosing the Right Service
	Starting with Translation
	Discovering different levels of translation service
	Understanding the importance of proofreading

	Focusing on Localisation
	The Magic of Transcreation

	Chapter 4 Translating Print, Video and the Spoken Word
	Multilingual Desktop Publishing
	On the DTP Menu
	Translating Videos
	Subtitling your video presentation
	Choosing a voice-over option
	Just a transcription

	Using Interpretation Services
	Consecutive interpreting
	Simultaneous interpreting
	Telephone interpreting


	Chapter 5 Smarter Digital Campaigns
	Localising Websites
	Social Media Translation
	Translating the Language of Your Apps

	Chapter 6 Grasping New Translation Technologies
	Why Not Translate Online?
	Meeting Computer-Assisted Translation
	Making Use of Translation Memory

	Chapter 7 Ten Key Translation Takeaways
	Starting Up Is Hard to Do
	Handling Specialised Language
	Other Specialist Needs
	Will Machines Take Over?
	Certifiably Excellent
	Understanding the Cost of Translation
	Interpreting Options
	Creating Translatable Content
	Why Translation Services Benefit Your Employees
	Opening the Door to Opportunity

	EULA 




