
RR verse Localisationverse Localisation

Translating and the Computer 27 Conference ▪ London ▪ New Connaught Rooms ▪ 24-25 November 2005

Reinhard Schäler
Director Localisation Research Centre (LRC)

University of Limerick
Reinhard.Schaler@ul.ie

www.localisation.ie www.tilponline.ie

www.gilc.infowww.gilc.info



Total = $8.94BTotal = $4.97B

2002 2007

Worldwide and U.S. Worldwide and U.S. GlobaliGlobalissationation Services Services 
Forecast andForecast and Analysis, 2003Analysis, 2003 -- 20072007

Source: IDC, March 2003

Still growing …



(c) 2005 Localisation Research Centre (c) 2005 Localisation Research Centre -- www.localisation.iewww.localisation.ie
33

GENERAL DISCLAIMER AND CONDITIONS OF ACCESS TO THE SITE
Use of and access to this site is subject to the following terms and to the terms of Copyright Notice and licence below. By entering the site you agree to these terms.

Save where specifically indicated otherwise, this Website and its contents is targeted only at UK residents and goods and services offered are available only to UK residents.
Any legal proceedings arising as a result of content of or use of this site shall be subject to the laws of England and Wales . 

Template Today accepts no liability in respect of the content of any third party material appearing on this site or in respect of the content of any other website to which this site may be linked from time to time.
No metatags hyperlinks or other forms of linkage whatsoever to any other site may be imposed on the Template 12 website without our express written consent.

Template Today makes no warranty in respect of the contents of this Website and accepts no liability for any loss or damage whatsoever and however arising whether directly or indirectly as a result of access to and use of this Website including without limitation acting or 
failing to act in reliance on any information contained herein.

Access to particular areas of this site may be subject to additional terms to which you must consent in order to use those areas.
PRIVACY NOTICE

This site uses cookies technology but no personal information about the user is captured. Any information voluntarily sent to this site will remain confidential and will not be passed to any third party or mailing lists.

COPYRIGHT NOTICE and LICENCE
The Template Today Website and the contents of its pages are © Template 12 2004. Reproduction in any form, printing or downloading of part or all of the contents is forbidden save in accordance with the following licence:

Licence to copy for personal use: you may print copies of any item in hard copy provided that you do not edit alter amend or delete any part of it combine it with other material. You may recopy the material to individual third parties for their personal information only if 
you acknowledge the Template Today Website as the source of the information by including such acknowledgement and the address of the Template 12 Website ( http://www.template12.co.uk ) in the copy of the material AND you inform the third party that the material 

may not be copied or reproduced in any way. You may not supply the material to any third party for commercial gain.
No part of the Template 12 Website or the contents thereof may be reproduced on or transmitted to or stored in any other Web site or other form of electronic retrieval system.

TERMS AND CONDITIONS OF ACCEPTANCE OF ADVERTISEMENTS (WEBSITE AND NEWSPAPER)
The Template 12 and Template Today are produced and published by Template 12 of 324 Oundle Rd, Peterborough,Cambridgeshire, PE2 9QR . Orders for insertion of advertisements in the Template 12 and/or the Template Today website are accepted subject to the 

following conditions. For the avoidance of doubt, in these terms the words "published" or "publication" shall mean published in any newspaper and/or on any Website(s) owned and produced by the publisher.
(1) The placing of an order constitutes a warranty from the advertiser and/or advertising agency to the publisher:

i) That the advertisement is legal, decent, honest and truthful, complying with the British Codes of Advertising and Sales Promotion, with any relevant codes of practice and with the requirements of current legislation; and
ii) That the advertisement is not defamatory and does not infringe the copyright moral rights or any other rights of any third party.

(2) [Advertisements appearing on Template 12 Websites may contain only hyperlinks or metatags linking to the advertiser's own website].
(No hyperlinks or metatags may be included in any advertisements save with the express prior permission of the publisher).

(3) The advertiser and/or advertising agency agrees to indemnify the publisher in respect of all costs, claims, damages, or other charges arising directly or indirectly as a result of the publication of the advertisement(s).
(4) While every endeavour will be made to meet the wishes of advertisers, the publisher does not guarantee the publication of any particular advertisement or its publication on any particular date.

(5)
(i) In the event of any error, misprint or omission in the publication of an advertisement or part of an advertisement (however caused) the publisher will either re-publish the advertisement or relevant part of the advertisement as the case may be or make a reasonable 

refund of or adjustment to the cost. No re-publication, refund or adjustment will be made where the error, misprint or omission does not materially detract from the advertisement.
(ii) In no circumstances shall the total liability of the publisher for any error, misprint or omission exceed (a) the amount of a full refund of any price paid to the publisher for the advertisement in connection with which liability arose or (b) the cost of a further or corrective 

advertisement of a type and standard reasonable comparable to that in connection with which liability arose.
(iii) It is the responsibility of the advertiser/advertising agency to check the first appearance of any series of advertisements and notify the publisher immediately of any errors. The publisher assumes no responsibility for the reception of errors unless notified by the 

advertiser.
(iv) Save as set out above, the publisher accepts no liability in respect of any loss or damage occasioned directly or indirectly as a result of publication of any advertisement or any loss or damage occasioned directly or indirectly by any total or partial failure (however 

caused) of publication of any advertisement or of any title of Website in which any advertisement is scheduled to appear.
(6) Without prejudice to the foregoing, the publisher accepts no liability in respect of any loss or damage alleged to have arisen through delay in forwarding or omitting to forward replies to box numbers to the advertiser (however caused). The advertiser hereby authorises

the publisher to return to its originator or destroy any communication which, in the reasonable opinion of the publisher, should not be delivered to the advertiser.
(7) The publisher reserves the right to:

(i) Refuse any advertisement or if already accepted to cancel the order at any time by giving reasonable notice before the next insertion, but in that event the advertiser/advertising agency shall not be liable for payment of the difference (if any) between the rates for the 
series specified in the order and the usual price for the series of insertions which has appeared when the order is stopped;

(ii) require any alteration it considers necessary or desirable in any advertisement.

(8) An advertising agency may cancel any unexpired part of an order without penalty in the event of the death or failure of its client.
(9) The copyright for all purposes in all artwork, copy and other material which the publisher or his employees have originated, contributed to or reworked shall vest in the publisher.

(10) The placing of an order by an advertiser, or an advertising agency on behalf of a client, constitutes an assurance that all necessary authority and consents have been secured in respect of the use in the advertisement(s) (a) of pictorial or other representations of (or 
purporting to be of) living persons, and of references to any words attributed to living persons and (b) any material the copyright in which vests in a third party.

(11) Any material submitted by the advertiser is held by the publisher at the advertiser's risk and should be insured by the advertiser against loss or damage from whatever cause. The publisher reserves the right to destroy without notice all such property after the date of 
its last appearance in an advertisement unless the advertiser has given instructions to the contrary.

(12) Orders cannot be cancelled once the publisher has commenced to carry out the order in accordance with the first publication date requested by the advertiser. In other cases the publisher will require four clear working days' notice of cancellation of any order or 
unexpired part of an order, or in the case of an advertisement which by reason of its position is chargeable at a premium rate, not less that twenty-eight clear working days' notice. All cancellations must be notified in writing. Email notification of cancellation is not 

acceptable.
(13) The rate payable for transmission of any advertisement shall be in accordance with the Publisher's current rates from time to time save as otherwise agreed with the Publisher. All gross advertising rates (except classified lineage and semi-display) are subject to a 

0.1% Advertising Standards board of Finance (ASBOF) levy, payable by advertisers to help finance
The self-regulatory system administered by the Advertising Standards Authority.

(14) Unless credit terms have been agreed, payment must be received in full no later than 14 days prior to insertion. Payment may be made by cheque and major credit cards including; Barclaycard, VISA, Switch and Mastercard.
(15) The publisher reserves the right to disclose the name and address of advertisers and/or agencies to the police, trading standards officials, or any other relevant authority and, where the publisher in its sole discretion deems it reasonable, to other third parties.

(16) Advertising orders are issued by an advertising agency as a principal and must be on the agency's official form. When copy instructions not constituting an official order are issues, they shall be clearly marked "Copy instruction - not an order".
(17) The terms of the terms of the Recognition agreement between the Newspaper Society, or between the Newspaper Society and the Newspaper Proprietors Association and recognised advertising agencies are deemed to be incorporated in these conditions of 

acceptance of advertisement orders for the publication and transmission of all advertisements accepted from the recognition advertising agency.
Without prejudice to the generality of these terms, these conditions of acceptance specifically extend to any personal guarantee given by the Directors or any other person on behalf of a recognised agency at the time of recognition in respect of any unsatisfied liabilities of 

the agency in the event of the agency's liquidation or insolvency. Such guarantee is part of these conditions of acceptance.
(18) The placing of an order for the insertion of an advertisement shall amount to an acceptance of the above conditions and any conditions stipulated on an agency's or advertiser's order form or elsewhere by an agency or an advertiser shall be voice insofar as they are in 

conflict with them.
(19) These terms and conditions shall be governed by and construed in accordance with the laws of England and Wales .

DISCLAIMERDISCLAIMER
The contents of the following presentation The contents of the following presentation 

cannot be applied to all localisation projects.cannot be applied to all localisation projects.

It is only meant to question commonly held It is only meant to question commonly held 

beliefs of what is good localisation practice.beliefs of what is good localisation practice.

Should you decide to follow the advice given Should you decide to follow the advice given 

you do so at your own risk.you do so at your own risk.
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I18N I18N -- L10N L10N –– G11NG11N
InternationalisationInternationalisation
•• …… the process of designing (or modifying) software so as to the process of designing (or modifying) software so as to 

isolate the linguistically and culturally dependent parts of an isolate the linguistically and culturally dependent parts of an 
applicationapplication

•• …… the development of a system that allows linguistic and the development of a system that allows linguistic and 
cultural adaptation supporting users working in different cultural adaptation supporting users working in different 
languages and cultures.languages and cultures.

LocalisationLocalisation

•• …… the linguistic and the linguistic and culturalcultural adaptation of a product to adaptation of a product to 
the requirements of a foreign market.the requirements of a foreign market.

•• …… the management of the management of multilingualitymultilinguality across the global, digital across the global, digital 
information flow.information flow.

GlobalisationGlobalisation
•• …… a business strategy (not so much an activity) addressing the a business strategy (not so much an activity) addressing the 

issues associated with taking a product to the global market.issues associated with taking a product to the global market.
•• Includes worldIncludes world--wide marketing, sales and support.wide marketing, sales and support.
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Origin and RationaleOrigin and Rationale
Motivation: Increase return on investment (ROI)

• Adapt an already developed product superficially to the requirements of 
foreign markets - with a minimum effort

• Then use it in or sell it into these new markets for a similar price as the 
original product: there is no easier way to make money

Use globally acceptable content (LCD / I18N)
• Develop products using the lowest common denominator (LCD);

the out-of-the-box product should not offend anyone
• Use recognisable colours, symbols, sound and signs
• Less adaptation = higher potential earnings
• Reduce the localisation effort to translation

Good for revenues, but bad for diversity and the information and
entertainment value of the product and/or service

Re-use (leverage) as much as possible (L10N)
• Process as much as possible – translate as little as possible;

reuse previous translations
• Limit changes to an absolute minimum (eliminate snowball effect)

Recycling of translations is good for business, but bad for living languages 
(and the people using them)

Localisation is a success if the people buying a product or paying for a service believe that it 
has been developed for them, in their country – although this was not the case.

TM
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Cultural differen es
They are a nuisance (at best)

They are a source of conflict.

Most of all, they cost too much money.
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Cultural adaptationCultural adaptation
Shallow level Shallow level ––

traditional softwaretraditional software

•• Use of colourUse of colour

•• Sensitive pictures and Sensitive pictures and 

imagesimages

•• Hand signalsHand signals

•• SymbolsSymbols

•• SoundsSounds

•• HistoryHistory

•• Product names and Product names and 

acronymsacronyms

Deep levelDeep level ––

entertainment, education, entertainment, education, 

information, information, eeContentContent

•• Individualism versus Individualism versus 

collectivismcollectivism

•• Small versus large power Small versus large power 

distancedistance

•• Masculine versus feminineMasculine versus feminine

•• Weak versus strong Weak versus strong 

uncertainty avoidanceuncertainty avoidance

•• Top down versus bottom up Top down versus bottom up 

problem solving approachproblem solving approachNATO-OTAN?

Mostly understood Less well understood
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South AmericanSouth AmericanEuropeanEuropeanEgyptianEgyptian

Examples of early L10N?Examples of early L10N?
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GermanGerman DutchDutch FrenchFrench

Examples of modern L10N?Examples of modern L10N?
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04 May 1982

Argentines destroy HMS Sheffield

The British ship HMS Sheffield has been hit by an 
Argentine missile fired from a fighter bomber. It is not 

clear how many of the 268 crew have perished.

The incoming Exocet missile was not on the expected-
enemy-missile list, instead it was interpreted as a 

friendly object.
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April 1980

In the April 1980 issue of ACM SIGSOFT Software Engineering Notes, 
editor Peter G. Neumann relays information regarding bugs in the

software of the F-16 fighter.
Apparently a problem in the navigation software

inverted the aircraft whenever it crossed the equator.
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23 September 1999

The disappearance of the Mars Polar Lander in December 
concluded a year of major failures for NASA. The lander vanished 
less than three months after NASA lost its sister spacecraft, the 
Mars Climate Orbiter, in highly-embarrassing circumstances. The 
$125m craft, which was to study the Red Planet's climate, went 

missing on 23 September.

Following an independent investigation, it transpired that one team 
had been working in centimetres, metres and 

kilogrammes, while another was using inches, feet and 
pounds. The error meant that instead of the craft passing 150km 
above the planet's surface it flew at 60km, and probably burnt up.
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Talk like an EgyptianTalk like an Egyptian
Dubai-based satellite network MBC 

announces that it will broadcast 30 

episodes of The Shamsoons featuring

Badr Shamsoon and Omar Shamsoon.

Omar has given up Duff beer and pork 

sausages; he drinks Coca-Cola and 

eats Egyptian beef sausages instead. 

Instead of donuts, he wolfs down Arab 

cookies, kahk.

17 October 2005



" Culture is more often a source of conflict than of synergy. " Culture is more often a source of conflict than of synergy. 

Cultural differences are a nuisance at best and often a disasterCultural differences are a nuisance at best and often a disaster."."

Prof. Prof. GeertGeert HofstedeHofstede, Emeritus Professor, , Emeritus Professor, MaastrichtMaastricht University.University.

GeertGeert HofstedeHofstede

Academic backup
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GeertGeert HofstedeHofstede
Personal backgroundPersonal background
His studyHis study
•• analyzed a large data base of employee values scores collected analyzed a large data base of employee values scores collected 

by IBM between 1967 and 1973 covering more than 70 countriesby IBM between 1967 and 1973 covering more than 70 countries

The five dimensions of cultural difference in the The five dimensions of cultural difference in the 
workplaceworkplace
•• Power Distance (PDI)Power Distance (PDI)
•• Individualism (IDV)Individualism (IDV)
•• Masculinity (MAS)Masculinity (MAS)
•• Uncertainty Avoidance (UAI)Uncertainty Avoidance (UAI)
•• [Long[Long--term Orientation (LTO)]term Orientation (LTO)]



(c) 2005 Localisation Research Centre (c) 2005 Localisation Research Centre -- www.localisation.iewww.localisation.ie
1616

The matrixThe matrix
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The matrix for websitesThe matrix for websites
Blueprint for guidelines on cultural adaptation

Problem
• How to identify Hostede’s categories for example on web sites?

How are or should web sites be designed on the basis of a 
country-dependent deep cultural value system?

EU-funded project: how to adapt web sites to different 
countries?
• Germany: well structured, laid out in tables

• Scandinavian countries: nature loving, lots of trees and lakes

• Mediterranean countries: very lively, lots of strong colours

Conduct experiments to prove the point
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The perfect
French

Web site

The perfect
German
Web site

Video download

The perfect
Dutch Web site

The perfect
Scandinavian

Web site

Different layouts Different layouts –– same messagesame message
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The cultural dilemmaThe cultural dilemma
You wonYou won’’t always get what you wantt always get what you want

Never anything unexpectedNever anything unexpected

No deviation from the normNo deviation from the norm

Single sourceSingle source

The Macon Leary syndromeThe Macon Leary syndrome
•• Hates both travel and anything out of the ordinaryHates both travel and anything out of the ordinary

•• Does not engage with liveDoes not engage with live

•• Lives in an insular worldLives in an insular world

Macon Leary is bad news for business (and culture)Macon Leary is bad news for business (and culture)

Macon Leary needed Muriel, a deliciously peculiar dog-obedience trainer, to end his 
insular world and thrust him headlong into a remarkable engagement with life. 



StrangenessStrangeness
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Strangeness: how it worksStrangeness: how it works

AssociationsAssociations

Associate certain Associate certain 
products with certain products with certain 
countries and culturescountries and cultures
•• Perfume, fashion, Perfume, fashion, 

romance are associated romance are associated 
with Francewith France

•• Technology with Technology with 
GermanyGermany

•• Good taste with ItalyGood taste with Italy
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Strangeness is attractiveStrangeness is attractive

Vot time, Dubliner?

Vorsprung durch Technik: Otto - NEIN

Do not follow in the footsteps of The Accidental Tourist

The NEIN factor

Vot time, not again?

ExamplesExamples
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Pour l’amour de l’orange
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Vorsprung durch Technik!
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Important decisionsImportant decisions

Buy or sell

Life or Death

Left or Right

Stay or Move
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No wordsNo words



Reverse Reverse 
LocalisationLocalisation

Linguistic or cultural Linguistic or cultural strangenessstrangeness leftleft or, indeed, or, indeed, insertedinserted
into digital content for a particular target localeinto digital content for a particular target locale

with the aim of intentionally differentiating itwith the aim of intentionally differentiating it

from the dominating culture in that locale. from the dominating culture in that locale. 
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Get the imagination Get the imagination 
working, get your working, get your 
audience involved and audience involved and 
take advantage of their take advantage of their --
•• Curiosity for the unknownCuriosity for the unknown

•• Interest for the differentInterest for the different

•• Desire for exclusivityDesire for exclusivity

•• Spirit of adventureSpirit of adventure

•• Ambition to discoverAmbition to discover

Liberate yourself from Liberate yourself from 
the the MalcomMalcom Leary Leary 
Syndrome Syndrome –– instead instead 
travel like Hectortravel like Hector
•• Get to know local customsGet to know local customs

•• Learn the local languageLearn the local language

•• Taste the local cuisineTaste the local cuisine

•• Wear the local clothesWear the local clothes

•• Play the local instrumentsPlay the local instruments

•• Bring with you all your Bring with you all your 
cultural baggage, provoke cultural baggage, provoke 
and and enjoy the clash of enjoy the clash of 
cultures cultures wherever you go.wherever you go.

Embrace it!

Don’t eliminate 
difference
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…… and if you really want to adaptand if you really want to adapt

Realise that the nation-state as a category is a 
thing of the past
• Indian web sites are hosted in the U.K.

• Germans speak ‘Italian’ to the staff in a Cologne Pizzeria

• Aldi customers in Dublin speak anything but English

• Turks living in Germany get their news from Turkey

• Spanish native speakers outnumber English in some 
regions of the USA

Consider instead other categories, such as
• Age – the global teenager

• Income – the global business person

• Education – the global academic

• Rural vs City – global ‘country’ values



Homer Homer NOTNOT OmarOmar

Embrace cultural diversity
It makes life more interesting, colourful and exciting

and sells much better!

"They managed to make one of the funniest shows ever into something that is 

terribly unfunny, and one of the smartest shows around into something 

incredibly dumb," wrote one blogger.

Another was puzzled that Duff had suddenly started making soda. "If that's 

what my media gave me, I'd want to blow myself up too," was the border-line 

comment from an understandably anonymous contributor.
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It is the localisation industry that has to be adapted, 
not the digital content it is dealing with.


