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Abstract

This article deals with localization theory in Slovakia and elsewhere. It opens with an introduction to
localization and the basic concepts used in localization research (based on Jiménez-Crespo 2019). It
then presents several prominent theories and definitions of localization before summarizing them
into one general theory. Following that, the article investigates localization research in Slovakia start-
ing from the 1990s. Here, more than twenty years of research are divided into four major periods. It is
clear that localization research in Slovakia has gained traction since 2017. The article aims to address
the boundaries of localization, contribute to the discussion on general localization theory, and present
the situation concerning localization and research in Slovakia. It works with current and older sources

on localization and translation theory.

Keywords: localization, software, video games, websites, localization theory

Introduction

Digital technologies in the 1980s and 1990s had a significant impact on translation the-
ory and practice. Computers and the internet, and their impact on social interactions,
resulted in the emergence of various new technologies that attracted researchers from
the field of translation studies. Phenomena such as human—computer interaction and
the influence of technology on the work of translators gradually became the focus of
translation studies, resulting in the development of new theoretical approaches and
methodologies that confirmed the interdisciplinary nature of the field (Snell-Hornby
1994). Applying new “computer” technologies led to a “technological turn” (Cronin
2010; O’Hagan 2013). Indeed, “[t|ranslation theories began to incorporate the
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increasingly evident impact of technology [on the work of translators], in turn provid-
ing a relevant theoretical framework to language and translation technology research”
(O’Hagan 2013).

In these contributions to the LION Journal, we want to address the impact of interactive
digital texts on translation; these began to appear in the 1980s. The focus is on localiza-
tion — a complex, communicative, contextual, text-forming, and cognitive process in
which source interactive digital texts (i.e., websites and non-game and game software)
are modified so that they can be received in the target language and sociocultural con-
texts (Jiménez-Crespo 2013). This is a fundamental pillar of the journal, and its future
will be based on the spirit of localization and technology in translation.

Localization is an invisible part of modern life. Every day, a multitude of digital texts are
created which users access via computers, game consoles, and mobile devices. “Locali-

zation” is an umbrella term for two theoretical trends:

1. Translation processes related to digital texts, such as software (Dunne 2006, Ro-
turier 2015), websites (Jiménez-Crespo, 2013), video games (O’Hagan and
Mangiron 2013), and applications for smartphones and other mobile devices (Se-
r6n-Ordofiez 2017)

2. Approaches that apply localization models to non-digital texts, such as news re-
ports (Bielsa and Bassnet 2008), advertising texts (Declercq 2011), and comics
(Zanettin 2008)

We ask the following questions: What is localization? When, how, and why did locali-
zation arise? What is the relationship between localization and translation studies?
What processes take place during localization? How does technological progress affect
localization? Similarly to Jiménez-Crespo (2013) and Munday (2016), we ask whether
we can talk about localization as an independent discipline with its own theoretical
models and research.

This article addresses the origin and development of localization, the emergence and
evolution of definitions of localization, and the relationship between localization and
translation studies. It tries to point out that the absence of a generally accepted defini-
tion of translation (Hermans 2013) leads to various approaches in localization that may
not always relate to translation as such. It also examines the relationship between lo-
calization and audiovisual translation (Gambier 2003 and 2014). It then moves to the
Central European context and presents thinking about localization in Slovakia from a

diachronic perspective, dividing it into four main periods. To compare and illustrate,
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we will supplement these periods with significant international publications. The arti-
cle has a primarily descriptive character, presenting various theorists’ views on locali-
zation while also trying to define localization as a separate type of translation with its
own specificities. For this purpose, various sources are analyzed from which we offer

comprehensive conclusions.

1 The origins of localization

Localization can be identified as a result of the digital revolution of the second half of
the twentieth century, which engulfed the whole world and created digital communi-
cation across sociocultural and sociolinguistic communities. It is a “lucrative, dynamic,
and inter-professional field, often involving marketing, design, software engineering,
as well as linguistic processes” (Pym and Windle 2011). Its roots can be traced back to
the late 1970s and early 1980s, when personal computers broke through in the Ameri-
can market and computer companies decided to offer their products and services to in-
ternational users without programming skills (Esselink 2006). The initial focus was on
the FIGS (France, Italy, Germany, and Spain) countries and Japan and their languages.
Localization initially facilitated communication from English into these languages, but,
with the advent of video games and the internet, the trend changed and extensive lo-
calization between different languages began. Localization derives from the concept of
the “locale,” which the localization industry started using to denote the combination of
a sociocultural domain and a language (Jiménez-Crespo 2013). The locale encompasses
all the information related to a specific geographical area, including cultural, legal, eth-
ical, technical (e.g., keyboard layout), ideological, and political elements (Pym 2004a).
It should be noted, however, that in the field of translation studies, the term “localiza-
tion” was already used, for example, to refer to the transfer of theatrical plays into a

domestic environment (Reiss 1971).

The original issue of the difference between localization and translation arose from the
initial approach of programmers toward localization. After completing a software prod-
uct (such as user software, a video game, or a website), developers would add transla-
tion as an addendum. They viewed translation as a straightforward linguistic process
in which textual strings extracted from the computer code were processed (Dunne
2006; Dunne 2014; Jiménez-Crespo 2013). Translation, which they considered to be a
regular process of interlingual equivalence, was perceived as a secondary step in the
overall product development. Once completed, developers integrated the translation
into the software product; however, soon all involved parties (business partners,
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developers, localization managers, and translators) realized that separating localiza-
tion from development was impractical. (For example, translated text segments were
often longer and did not fit within the space, and the text contained code parts — so-
called hard-coded strings — that could not be translated.) They began to recognize that
localization had to be part of the development from the beginning, leading to the emer-
gence of the GILT (globalization, internationalization, localization, and translation)
process (Dunne 2006; Esselink 2006; Pym 2010; Jiménez-Crespo 2013). Globalization
refers to the process in which a company adapts to various international standards in
order to even consider localization. Internationalization, on the other hand, refers to
the changes in the software product or its development that facilitate subsequent local-
ization. Localization itself involves the translation of textual strings as well as their in-
tegration into the software product and linguistic testing. In the context of the GILT
process, translation continued to refer solely to the process of interlingual equivalence.
By default, developers, managers, localization engineers, and translators should collab-
orate in this process to ensure smooth product localization (Gouadec 2007). The indi-
vidual steps of the GILT process are represented as concentric circles, which led to the
assumption that translation is a simpler step compared to other technologically ori-
ented tasks.

This perspective on translation (where translation is seen as merely a lexical operation)
gaverise to the “translation plus” model (Jiménez-Crespo 2013), which considers trans-
lation to be the processing of text parts or isolated textual segments, while localization
encompasses additional processes (Pym 2004a). These processes primarily include ad-
aptation, collaboration, multimodality, and user-focused considerations. The inclusion
of these elements in translation sparked debates about whether they were specific to
localization or part of every translation. (Is collaboration a specific characteristic of lo-

calization? No — because translators and editors also collaborate in literary translation.)

The localization industry began to discuss localization from the perspective of pro-
gramming, software development, and economics. Publications emerged that also laid
the foundation for translation studies (Dunne 2006; Esselink 2000; Reineke 2005a,
2005b). These publications initially approached localization from a “technocentric”
viewpoint (O’Hagan and Mangiron 2013). The first publications that focused on inte-
grating localization into translation studies came from the field of audiovisual transla-
tion (Gambier and Gottlieb 2004).

In 1998 Esselink published the first book on localization from the perspective of the lo-

calization industry, while Pym addressed localization from a theoretical perspective in
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2004 (a). This was followed by the first compilations (in Spanish by Reineke 2005a; in
German by Reineke 2005b; in English by Dunne 2006). The first issue of a journal ded-
icated to localization, Tradumatica, was published in 2002. Based on various publica-
tions, we can now talk about the following types of localization (Jiménez-Crespo 2019):
software localization (Esselink 2000; Pym 2004a), website localization (Jiménez-Cre-
spo 2013), video game localization (Bernal-Merino 2015; O’Hagan and Mangiron 2013),

and mobile application localization (Roturier 2015; Serén-Ordofiez 2017).

As interest in localization expanded, terminology also evolved and adapted. The term
“localizer” (used by Esselink in his 1998 monograph) emerged but is problematic be-
cause it is not clear who is referred to by this term. In the narrowest sense, it can be
considered synonymous with being a translator, but, in a broader sense, it encompasses
roles such as localization engineer, localization manager, editor, tester, and essentially

anyone involved in the localization process.

As localization expanded, new processes and practices began to be utilized within the
field. In addition to traditional translation, machine translation and post-editing
started to play a significant role in localization along with transcreation and copywrit-
ing (TAUS 2019).

We now have an understanding of the origins of localization, and we hope that it is
firmly established in current research and practice; however, a precise theoretical defi-
nition of localization, especially considering its boundaries and intersections with other
disciplines, is still not fully developed. In the next section, we will reflect on basic defi-

nitions and models of localization.

2 The relationship between localization and translation

Localization is often discussed in theory and practice, but the understanding of this
term is still not uniform (as indicated by the aforementioned streams of thought). It
should be noted that there is a certain ambiguity between localization and translation
as both terms “are currently used, often interchangeably even within the industry”
(O’Hagan and Mangiron 2013). A clear definition of localization in relation to transla-
tion is still lacking. The main problem arises from there being still no universally ac-
cepted definition of translation (Halverson 2010; Hermans 2013).

Halverson (2010) presents at least five perspectives on translation. For localization, two
“contradictory” views on translation are of interest. On one hand (Chesterman 2009;

Hatim and Munday 2004; Pym 2010), “translation” is seen as an umbrella term that
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also includes publishing practices, the ethics of translation, and political and ideologi-
cal issues. On the other hand, certain models of localization (Dunne 2006; Gouadec
2007; LISA 2003) consider translation to be part of the entire process, while other as-
pects (such as internationalization and technical text processing) fall outside their un-
derstanding of what constitutes translation. The paradox is that without translation,

the other parts cannot come into existence.

Similarly to Remael (2010), we can likely assume that the development of further at-
tempts to define translation and localization will mainly be influenced by the socioec-
onomic situation and practical developments, given that the latter usually outpace the
publication of academic works.

Some definitions of localization have been outlined above (translation plus). We do not
intend to list the various definitions of localization here; they have already been com-
piled by Jiménez-Crespo (2013). Instead, we will focus only on the mostinfluential ones.
The first definition of localization, offered by the Localization Industry Standard Asso-
ciation, was as follows: “taking a product and making it linguistically and culturally
appropriate to the targetlocale (country/region and language) where it will be used and
sold” (LISA 2003). Definitions from the perspective of industry experts often rely on
simplistic notions that equate translation to a simple and almost mechanical process of
transferring words from one language to another. These definitions often use meta-

phors to justify the added value (and cost) of localization (Pym 2004a).

One of the earliest and most widely adopted concepts of localization was the “transla-
tion plus” adaptation model, which likely originated from Esselink’s publication
(1998). This model defined localization as the translation and adaptation of a software
product. Due to the association of localization with adaptation, localization became ap-
plied to almost any process of transforming text. We can find examples such as the lo-
calization of news (Clausen 2004) and the localization of comics (Zanettin 2008); how-
ever, Pym and Windle (2011) differentiate between such types of localization and add
that they do not require any technical adaptation (e.g., code modification) and were

performed even before the advent of localization.

Some scholars have tried to identify specific features of localization that distinguish it
from other types of translation and adaptation — such as its connection to technologies,
the involvement of translation management, text processing, text programming, test-
ing, and quality management (Achkasov 2017; Jiménez-Crespo 2013; Pym 2004a, 2010).
Nevertheless, given that the majority of texts are now processed digitally, it cannot be
definitively argued that management and technological processes and adaptations

10
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separate localization from translation as such, as these aspects are somewhat present
in other types of translation as well (particularly in specialized and audiovisual trans-

lation).

We might make progress by analyzing localization from an interdisciplinary perspec-
tive. Localization in games brings together collaboration with fields and disciplines
such as linguistics, computational linguistics, computer science, graphic design, desk-
top publishing, documentation creation, information management, accessibility and
the simplification of access, game studies, media studies, and areas like crowdsourcing
and fan translation. Thanks to these interdisciplinary connections, along with specific
disciplines, the question arises as to whether we could consider localization to be a sep-
arate discipline (localization studies) (Munday 2016), even though Jiménez-Crespo
(2013) originally proposed localization to be a subdiscipline of translation studies.

Opinions on the position of localization in relation to translation studies differ:

e Mazurova (2007) and Sandrini (2005) consider localization to be an external dis-
cipline and recommend that translation studies addresses it. O’Hagan and
Mangiron (2013) perceive localization in a similar way, adding that translators
mainly view localization as a business model rather than as a type of translation.

e On the other hand, Remael (2010), Munday (2008), Jiménez-Crespo (2013), Ka-
bdt (2021a), and Koscelnikovad (2022) view localization as a subdiscipline of
translation studies, whose scope varies depending on the context (e.g., the pro-

ject, number of people involved, and budget).

This divergence of opinions may stem from the fact that while the first group sees lo-
calization as a separate step in the GILT process, and translation as another (independ-
ent) step within this process, the second group does not separate localization and trans-
lation because both steps often occur simultaneously and are performed by those same
individuals who are commonly referred to as translators. In localization, the term “lo-
calizers” has been adopted — in a narrower sense as a synonym for translator and in a
broader sense as anyone involved in localization, including programmers who modify

the program and graphic designers who adapt a visual aspect to fit the target locale.

Regardless of the position of localization in relation to translation studies, localization
nonetheless receives little scientific attention (especially compared to other areas of
translation such as literary, specialized, and audiovisual translation). Conferences ded-
icated to localization (e.g., GALA and Localization World) primarily focus on techno-

logical aspects and have little translation theory. So far, only two journals — Journal of

11
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Internationalization and Localization and Localisation Focus: The International Journal of
Localisation (the last issue being published in 2015) — have been exclusively devoted to
localization. The L10ON Journal: Translation in Software, Software in Translation aims to fill

this gap in dedicated media.

Let’s return to the relationship between localization and translation studies. Even from
this brief overview, it is evident that the distinction between localization and transla-
tion is still unclear (Munday 2008). Perhaps that is why opinions have emerged sug-
gesting thatlocalization is part of audiovisual translation. There are two reasons for this
integration: both forms of translation have a limited length, and translated content is
often multimodal (Schiler 2010). Terms such as “DVD localization,” “film localization,”
“audiovisual localization,” and “screen translation” have all been coined (Gambier &
Gottlieb 2004; Gambier 2003). The idea of screen translation was particularly problem-
atic; Gambier (2013) states that “screen translation also involves localization [...] alt-
hough it is not a type of AVT.” Gambier (ibid.) further argues that both forms of trans-
lation involve teamwork and working with more than just the source and target texts
and that quality is measured by adequacy as well as comprehensibility, accessibility,
and usability. Due to streaming platforms, it seems that localization is practically used
as a synonym for audiovisual translation. In the academic field, it appears that both

forms of translation are clearly distinguished from each other (Jiménez-Crespo 2019).

The latest attempts to differentiate translation from localization introduced concepts
such as “translation proper” and “localization proper.” Achkasov (2017) states that lo-
calization is often used for processes that do not involve digital texts, while “localiza-
tion proper” refers to processes that include digital texts such as software and video
games — but not comics, news, or theatrical plays.

From the idea of “localization proper,” we can directly move to the prototype of locali-
zation. Following the model of Halverson (1999), Jiménez-Crespo (2016) identifies
three characteristics of localization (to which we can add a fourth):

1. Localization works with digital genres, such as software products, operating sys-
tems, websites, video games, and communication applications.

2. Localization cannot do without digitally mediated communication because the
client and the localizer (in a broader sense) can be located anywhere in the world.

3. Texts are interactive and are stored in a digital format.

4. The localization process broadly involves the intervention of technology (often
at the code level).

12
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Anything else — such as management issues, adaptation, and internationalization — is
not a prototypical feature of localization and falls under a broader understanding of this
concept. If we wanted to arrive at a single general definition of localization based on
these prototypical features, we could expand on Jiménez-Crespo’s (2013) definition and
define localization as the translation of interactive digital texts that cannot be done

without the intervention of technology.

3 Localization in Slovakia

As a subdiscipline of translation studies, localization in Slovakia is still perceived as a
relatively young field of inquiry. The first books by international practitioners and aca-
demics began to emerge in the second half of the 1990s, naturally coinciding with the
rise of the internet and computer software, which manufacturers wanted to make ac-
cessible to a broader international audience. Slovak academics did not react to these
initiatives at all. The boom of localization was hardly recognized, and, for many years,
research in Slovakia focused on literary translation and specialized and audiovisual
translation. Compared to literary, specialized, and audiovisual translation, localization
faced arocky road because the academic community did not have a clear understanding
of the terminology or a suitable nomenclature for translating software products. Dis-
cussions often raised questions and doubts as to whether it was a form of naturalization
and adaptation in disguise. Even now, the term “localization” can seem problematic;
however, given its active use in practice and abroad, it is not easy to break free from
established conventions. The Slovak translation studies community encountered the
term “localization” for the first time in Popovil’s Theory of Literary Translation (Tedria
umeleckého prekladu, 1975), where it is briefly mentioned in relation to the style of a
text. Popovi¢ adopted this concept from Reiss (Ortbezug) and characterized localization
as a change in the setting or theme. Perhaps this definition motivated other researchers
to adopt and apply it to any changes in setting within translation; however, this under-
standing of the term is not sufficient for naming the process of translating interactive
digital texts (e.g., software, websites, applications, and video games), and we must view
itin a more comprehensive manner. The absence of localization research and its specific
characteristics following the widespread use of computers and the internet has meant
that localization in Slovakia began to be thoroughly and systematically studied only in
recent years. In reference to Ferenéik’s Three Fruitful Decades (Tri plodné desatrodia,
1982), the following section will present the genesis of localization in Slovakia in com-

parison to international developments.

13
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3.1 The early period of localization research in Slovakia

The localization of software began to gain momentum in Slovakia with the entry of Mi-
crosoft into the market in 1996." Translation service providers in Slovakia started using
the term “lokalizdcia” (localization) following the international model, which gained
acceptance in the market but not in academic sources. The first mention of the “locali-
zation of software products” can be found in a 1998 article by Benko and Rajcanovi,

where they jointly described their practical experiences with software localization.

Research and discussion on translation trends are reflected in a series of conference pro-
ceedings from the Summer School of Translation (formerly the Summer School of In-
terpreting Original and Translated Texts); this is a significant event that has shaped
many academics and practitioners in Slovakia. The proceedings only started to be pub-
lished from 2002 onwards, with the first volume containing contributions from the
event’s twenty-fourth edition. In the accessible records of lectures from 1975 to 2002, it
is possible to find intersecting topics concerning localization. There was a lecture by
Pitha on machine translation in 1986, Piacek’s lecture in 1991 on the use of computer
technology in translation, Rak$dnyiovd’s lecture in 1992 on localization/transcreation
and the translation of advertising, and Tomasik’s lecture in 2000 on the use of comput-
ers as aids in translation (Keniz 2003). As can be observed, during the period when the
first books and articles on localization were being published abroad, such as Uren’s,
Howard’s, and Perinotti’s Software Internationalization and Localization: an Introduction”
(1993), Esselink’s A Practical Guide to Software Localization® (1998), Hickey’s The Guide to
Product Translation and Localization (1999), and Sprung’s Translating Into Success: Cut-
ting-edge Strategies for Going Multilingual in a Global Age (2000), localization in Slovakia
was only discussed in an article by Benko and Raj¢anovi (1998). If we compare the ex-
tensive research and discussion on literary translation and the gradual integration of
specialized translation and interpreting into the discourse (Keniz 2003), and take note
of the references to international authors in monographs and articles by Slovak aca-
demics, it is as if the translation of software products did not exist despite the fact that

academics abroad began to learn about localization precisely from practitioners.

It is likely that localization was still the subject of discussions and articles, but, within
discussions about translation, we can only rely on the first compilation from the Sum-

mer School of Translation (KeniZ 2003). Since the chronology of earlier summer schools

! Interview with Radoslav Tihldrik, Director of Slovak Localization Agency, 2002, available at: https://zive.aktual-
ity.sk/clanok/10383/chcete-vediet-ako-sa-preklada-windows-do-slovenciny/. Last access date: May 2022

2 Later redacted in 2000 as A Practical Guide to Localization.
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only contains a list of speakers with the titles of their lectures and not their full content,
itis difficult to determine from the lecture titles whether there was any debate on soft-
ware translation (i.e., localization) in the 1990s, when software began to be widely used
in Slovakia. The lectures focused on the translation of specialized or pragmatic texts,
and some were titled too vaguely to discern their specific subject (e.g., Tomasik — The
Internet). This represents a significant impoverishment in Slovak thinking about local-

ization in the technical sense as it was not considered in today’s context.

There was no specialized journal dedicated implicitly or explicitly to localization during
this period. In contrast to international academics and practitioners, who built upon
the first publications on localization, Slovak academics only sporadically reflected on
localization in their research in the following decade. From the perspective of the Slovak
academic community, localization hardly seemed to exist. Localization was mentioned
implicitly in discussions about new trends or challenges in translation but never in de-

tail, and thus research on localization in Slovakia practically remained out of reach.

3.2 Research beginnings [2001-20089)

In the field of localization research, especially in the localization of video games, itis not
uncommon for final thesis works to serve as a starting point and incentive for research
by many domestic and international researchers. Indeed, in the area of video game lo-
calization, Frasca’s Videogames of the Oppressed: Videogames as a Means for Critical Think-
ing and Debate (2001) has been cited in 848 publications.’ Many academics have built
upon it, particularly because it explains the concept of video games, which is crucial for
subsequent research on their localization, despite not focusing on translation aspects
in that particular work. Another noteworthy work from that period is Fernandez’s Web
Site Localisation and Internationalisation: A Case Study (2001), in which she presents var-
ious aspects of localizing a specific website. Such works can serve as theoretical foun-
dations for further research and inspire research in general; however, in Slovakia there
do not appear to have been any final thesis works on this issue during this specific pe-
riod that would clarify the work of academics with resources and the circulation of
these resources in research. It is quite challenging to locate such works due to the ab-
sence of a comprehensive register of final theses, which only started to exist from 2009

onwards. University libraries ought to have records of final theses before 2008 in their

* Profile of Gonzalo Frasca's works and their quotes on Google Scholar: https://scholar.google.com/citations?user=2Ft-
PyUAAAA]&hl=en Last access date: November 2022
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catalogs, but, in the case of non-existing institutions and universities, it can be very

much a case of detective work that requires further in-depth research.

In 2001 the Summer School of Translation took place and focused on the topic of “Glob-
alization and Translation into National Languages” (Keniz 2003). Unfortunately, we
only have access to a list of lectures without further specification of the discussed top-
ics. For example, Tomasik gave a lecture on the internet, but it is difficult to determine
whether he spoke about research in translation or about website translation and so on.
Tomasik confirmed that he did not discuss localization, but this is an isolated case. It is
not always possible to contact all participants and ascertain their specific thoughts on
a given topic during the event as the information about the Summer Schools of Trans-
lation until 2002 was limited to a list of authors and the titles of their contributions
(KeniZ 2003). Nonetheless, valuable information in the first conference proceedings
and subsequent ones demonstrate a changing interest in the following period. Unfor-
tunately, in the first half of the 2000s, localization was not a topic extensively explored

in scientific research in Slovakia.

During this period, an increasing number of articles discussing the role of localization
in translation studies emerged abroad. For example, Pym’s Localization from the Perspec-
tive of Translation Studies: Overlaps in the Digital Divide? (2004b), O’Hagan’s Conceptual-
ising the Future of Translation with Localization (2005), and Ketzan’s Rebuilding Babel:
Copyright and the Future of Machine Translation Online (2007) explored the position of
localization in translation studies. Additionally, publications specifically focusing on
localization appeared, such as Lommel’s edited volume The Localization Industry Primer
(2003, second edition), Chandler’s The Game Localization Handbook (2005),* Pereiro’s
and Singh’s The Culturally Customized Web Site (2005), and Dunne’s edited volume Per-
spectives on Localization (2006). In addition to these publications, specialized journals
dedicated to localization and translation technologies began to flourish; these included
Localization Focus (since 1996), Revista Tradumatica (since 2001), The Journal of Special-
ised Translation (since 2004), and The Journal of Internationalization and Localization
(since 2009). By contrast, in Slovakia it is hardly possible to speak of specialized publi-
cations or journals. Indeed, localization was not adequately reflected upon within the
academic community. Discussions about localization and its place in translation stud-
ies sparked little interest, and any discussion tended to be brief. Software localization

as a new dynamic field was mentioned by Gromova and Preloznikova in 2007. The term

* It was published for the second time in 2012 as The Game Localization Handbook, this time co-authored with Stephanie
Deming.

16



Kabdt, Maridn, and Koscelnikovd, Mdria. 2022. Localization and Its Place in Translation Studies. In:
L10ON Journal. 1(1), pp. 5-28.

“lokalizdcia prekladu” (localization of translation) appeared, but it primarily referred
to advertising (Rak$dnyiovd 2007)° and “glokalizdcia” (glocalization) (Rak$dnyiovd
2011; Bohusova 2012).

In 2005, seven years after Benko and Rajcanovd’s article, an article by Motykova and
Skrlantovi titled Intercultural Communication in Translation Practice: A Case Study of Lo-
calization (Interkultirna komunikdcia v prekladatelskej praxi na priklade lokalizdcie)
was published; it directly addressed localization as a type of translation. It provides an
initial exploration of localization applied to websites but only briefly touches on the is-
sues and does not comprehensively delve into localization. In 2006 Dudova published
an article directly focused on localization titled Translation versus Localization (Preklad
versus lokalizdcia 2006). This work takes a more comprehensive look at software local-
ization, although it also lacks many relevant sources on localization; these are compen-
sated by the author’s practical experience. In addition to these two articles, three more
articles were published in 2009 by practitioners (Dudovd, Smolik, and Tihldrik) in the
conference proceedings of Specialized Translation 4: Information Technologies and Their
Terminology (Odborny preklad 4: Informacné technoldgie a ich terminoldgia). Unfortu-
nately, Dudovd and Tihldrik do not provide academic studies but rather a collection of
PowerPoint presentations with text that is not so easily readable. Only Smolik (2009)
transformed his presentation into a significant article; however, even in this case, the
article lacks verifiable and usable sources and does not meet the requirements for a sci-
entific study. Similarly, references to localization are not found in relevant textbooks as
part of the teaching of translation and interpreting. Despite a certain resonance abroad
and a clear distinctiveness from other types of translation, Chapters from an Introduction
to Translation (Kapitoly z uvodu do prekladatelstva) (Gromovd 2000) and Selected Chap-
ters from the Theory of Translation of Literary and Artistic Texts (Vybrané kapitoly z tedrie
prekladu literdrno-umeleckych textov) (Hutkovd 2003) do not really reflect on locali-
zation and emphasize literary and specialized texts instead. Apart from the aforemen-
tioned articles, the available sources and various translation proceedings, such as
Translation and Interpreting (Preklad a timodenie, Matej Bel University 2000-2009) and
Translation and Culture (Preklad a kultdira, Constantine the Philosopher University
2000-2009), do not further explore localization from a scientific perspective. By con-
trast, the collections of departments of media studies, such as the Media and Text (Mé-
did a text) proceedings from the University of Presov from 2005 to 2009, offered the

* Jana Raks$dnyiovd uses this term in this context in her other articles as well, such as her article from 2011.
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necessary interdisciplinary insight into the world of digital texts and their behavior in
software form, thus presenting an ideal opportunity for interdisciplinary collaboration
that had not yet been established in the local academic environment in the field of lo-

calization.

There was also a significant discussion about the impact of globalization on translation,
but scientific studies focused more on literary and specialized translation in the tradi-
tional sense (i.e., textual translation concerning non-software texts). While globaliza-
tion resonated within the translation community, the academic community did not dis-
cuss therise of the internet, software, and related translation and understanding within
the GILT process. This remained unchanged in the following period.

In Slovakia, practitioners had more knowledge about the localization process than the-
orists did. After the amendment of the Higher Education Actin 2009, access to final pa-
pers on localization opened up, allowing us to verify the circulation of used sources in
initial research by students; however, even with better access to information and digit-
ized publications on translation, this did not contribute to more frequent research on

localization.

3.3 Animpoverished period [2010-2017])

While there was debate about localization abroad in the mid-2010s, localization was
still not properly discussed in Slovakia. Researchers mentioned it only sporadically,
mostly in relation to audiovisual translation, or they addressed it only marginally, as
can be seen in works by Zelonka (2012), Dlho$ové (2012), and Janecové (2014). Never-
theless, even before 2010, academics explicitly or implicitly called for more thorough
research on localization, as mentioned by Gromovd and Preloznikovd (2007) and
Raks$dnyiovd (2009). Gromova (2012) briefly mentions software localization, while
Raks$dnyiovd (2012) discusses localization in slightly different contexts, using the term
“lokalizdcia prekladu” (localization of translation) in relation to advertising texts, re-
ferring to what we understand today as transcreation. No researcher continued to focus
on localization or built upon the works of Motykov4 and Skrlantova (2005), Dudov4
(2006, 2009), Smolik (2009), and Tihl4rik (2009).

Localization was also absent from the curriculum, although in her textbook Introduction
to Translatology (Uvod do translatoldgie) Gromova (2009) implicitly defines it within
the field of translation studies (Tedria prekladu pre audiovizudlne a elektronické médid). In

other textbooks, such as Selected Chapters of Translatology 1 and 11 (Vybrané kapitoly z
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translatoldgie 1. a I1., Bilovesky and Djov¢o$ 2010 and 2013) and Communication, Inter-
preting, Translation® (Komunikécia, timocenie, preklad, Miglovéd 2009), there is no im-

plicit or explicit mention of localization.

Since the establishment of the Central Register of Final and Qualification Theses (Cen-
tralny register zdvereénych a kvalifikaénych pric) in 2009,” access to the final theses of
translation students as potential sources and stimuli for further research has become
much easier.® Despite often being partial and incomplete student theses with improp-
erly cited sources, some of them are worth mentioning as they are valuable contribu-
tions to localization research. The works of Feldsamovd (2012), Takdlova (2013), G4ll
(2013), and Donoval (2015) are all notional steps toward localization research, although
at that time they did not fully reflect the current state and practice of localization. In
addition to the international publications mentioned in the previous section, we can
also mention Yunker’s The Art of the Global Gateway: Strategies for Successful Multilingual
Navigation (2010) and Dunne’s Translation and Localization Project Management (2011).

Elsewhere there was a flourishing of publications dedicated to localization in general
and to specific types of localization. Notable works include Jiménez-Crespo’s Transla-
tion and Web Localization (2013), O’Hagan’s and Mangiron’s Game Localization (2013),
Bernal-Merino’s Translation and Localization of Video Games (2015), and Roturier’s Lo-
calizing Apps: A Practical Guide for Translators and Translation Students (2015). In Slovakia,
discussions about localization began to take place directly and in more detail, thanks in
part to articles by JoZio on the translation of WordPress software (2015) and diploma
theses by Foltanovi¢ovd (2017) and Koscelnikovd (2017); Koscelnikova perceived local-
ization within audiovisual translation, which was typical for that period and ap-
proaches to localization in the education of translation and interpreting students. In
2014, the publication Thinking about Translation in Slovakia (Myslenie o preklade na
Slovensku, Vajdova 2014) was released, but despite the efforts of some researchers, lo-
calization seemed to be nonexistent. (Similarly, audiovisual translation appears to be
in the same situation within that publication, although it began to be directly discussed
in comprehensive monographs from 2014 onwards.) Translation had long been exclu-
sively used to refer to literary and specialized texts; however, researchers in Slovakia

¢ The selected chapters from translation studies were published in an expanded form in the third edition in 2019. Komu-
nikdcia, timoCenie, preklad (Communication, Interpreting, Translation) was published in the second edition in 2018. De-
spite the shift in thinking about localization, at least in terms of research, these works did not really reflect on the exist-
ence of this subdiscipline.

7 https://crzp.cvtisr.sk/

8 https://www.postoj.sk/57542/s-kontrolou-starsich-prac-moze-byt-problem-tvrdia-vysoke-skoly?page=3490.
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started focusing on localization after 2017, and thus it finally got the attention it de-

served.

3.4 A productive period and a new era [2017-present]

Localization research in Slovakia has experienced significant growth since 2017 during
a new era of thinking. Despite the lack of localization in translation textbooks, discus-
sions about localization have become more frequent, including in bachelor’s, diploma,
and doctoral theses. Examples of this include works by Mardanovd (2018), Barto$
(2018), Cabajovi (2019), Lubockd (2020), Ferenczovd (2021), Dariovd (2021), Diamant
(2021), Litvikovd (2021), and Koscelnikova (2022).

Kozelova and Kulbak (2019) discuss the localization process in the context of audiovis-
ual translation. There is now systematic research on localization by Koscelnikov4 (2018,
2020, 2021) and Kab4t (2019, 2020a, 2020b, 2021b), with both authors contributing a
chapter on Training Localization regarding didactics (2021). The first comprehensive
university textbook focusing on the stylistics of Slovak localization, A General Stylistic
Guide for Software Localization (VSeobecnd Stylistickd prirucka pre lokalizdciu
softvérovych produktov, Kabdt 2022) was published, and localization began to be

taught at Comenius University in Bratislava.’

Although there are no specialized discussion panels dedicated directly to localization in
Slovakia as there are abroad (e.g., video games — panels at Media for All9' and Languages
and the Media 10" as well as conferences specifically focused on localization, such as
Barcelona’s Fun for All'* and the Translation and Localization Conference),” we hope this
may change at the upcoming Translating, Interpreting, and Culture international confer-
ence, which will be organized in Slovakia, if the organizers include localization as a
topic.

The culmination of our research efforts can also be seen in this journal, which is meant
to be a platform encouraging contributions on localization and related topics and which
aims to educate a new generation of researchers who will continuously and consistently

® The Localization of Websites and its Cycle (Lokalizdcia webovych lokalit a jej cyklus) and the Localization of Non-Gam-
ing and Gaming Software (Lokalizdcia nehernych a hernych softvérov) are subjects taught by Maridn Kabdt.

“The program of the Media for All conference has a panel dedicated to video games (and their localization): https://jor-
nades.uab.cat/media4all9/content/main-conference-%E2%80%93-day-1

" Languages and the Media 2022 conference topics are here: https://www.languages-media.com/conference_themes.php

2 https://jornades.uab.cat/videogamesaccess/

B https://translation-conference.com/
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devote themselves to this subject. We hope that localization will “see better times” and

that it will find a well-deserved place in Slovak translation studies.

Conclusion

In this article, we attempted to concisely present thinking aboutlocalization in Slovakia

and internationally. Localization involves t he translation of digital interactive texts,
which cannot be done without the involvement of technology. While this field has been
receiving attention internationally since its early days, in Slovakia localization has pri-
marily been the subject of sporadic contributions by practitioners and then by theorists.
A significant change occurred only after 2017. Over the last five or so years, quite a lot
has been written about localization in Slovakia, and we believe that, thanks to the LION

Journal, there is much more yet to be written.

These first two issues of the journal are the beginning of an open discussion on locali-
zation, through which we aim to contribute to international discourse. We believe that
our journal has something to offer in this field. The first issue focuses thematically on
various areas of localization. Veronika Litvikova addresses the absence of general soft-
ware terminology, which is largely influenced by corporate culture and language.
Through a sociological survey, she explores how the unification of at least basic termi-
nology could be achieved. Diana Pavlikovd delves into machine translation and its post-
editing. Using the evaluation template of the TAUS expert group, she examines how it
could contribute to the objectification of translation evaluation, while also highlighting
the need for post-editing training. Finally, Nikola Acsova presents the process of tran-
screation from its beginnings to the present day. She seeks to define it in relation to
translation and localization, demonstrating its practical application through selected

advertising slogans.

Video game localization is enjoying great popularity, and the second issue of the journal
is dedicated to this topic. Linda Janikova focuses on the localization of the MMORPG
genre from a general perspective and addresses the localization issues of a selected
video game into Slovak. She also provides potential necessary resources that could help
potential localizers. Katarina BodiSovd’s contribution explores intertextuality in video
games. Alongside many international examples, she examines intertextuality in the
Slovak localizations of video games and she touches on transcreation in video game lo-
calization. Finally, Nikol Darnova presents gamification in the translation of web con-

tent with video game elements. Gamification has gained interest as video games as well
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as in applications involving task lists and daily physical activities. The issue concludes
with an interview by Milan Velecky with Mario Csaplar on the fan localization of video
games in Slovakia and with the Final Variable (Zdvere¢nd premennd) section, where
new interesting and inspiring works in localization and translation technologies are

presented.

Localization can be studied from various angles and approaches, as indicated by the
contributions in these two issues. We sincerely believe that this is an optimistic begin-
ning for the journal and that it will create a space for open professional (academic and
practical) discussions, shifts in thinking, and inspiration for researchers and practition-

ers in localization and translation technologies.
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Abstract

This article deals with terminological variability and usage inconsistency in software localization pro-
jects. The theoretical part of the article aims to compare local and international studies discussing the
processes of globalization, internalization, localization, and translation, and it primarily discusses
theoretical knowledge about terminological variability and inconsistency connected with the new
phenomena of corporate language and corporate identity and their enforcement by software compa-
nies. The empirical part of the article presents research covering the terminology databases of three
software companies (Microsoft, Google, and Apple) and the isolation of variable terms. Based on a
survey of 376 respondents, this article tries to determine users’ preferences of variable terms when put
in context. It also tries to highlight variability in software terminology, determine its impact on local-

ization, and explain its presence in terminology databases and the glossaries of software companies.

Keywords: terminological variability, inconsistency, software terminology, terminology databases,
terminology

Introduction

The digital revolution at the turn of the 1970s and 1980s significantly changed several
aspects of human life, including the form of texts and their distribution, transmission,
and reception. It was precisely in connection with its dissemination through translation
and interpretation that pragmatism has gradually come to the fore; translation studies
naturally responded to this by moving away from the study of the primary linguistic
aspect of texts and inclining toward “the dominance of purpose, differentiation of texts,

and intercultural aspects” (Rak$dnyiovd 2014). This change and the higher demand for
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dissemination of text in the form and accompaniment of audio and graphic content is
linked to the processes of globalization, internationalization, localization, and transla-
tion, and, in the context of localization, specifically with multinational companies pro-
ducing digital content and software. The aim of this article is to point out the existing
variability in software terminology and the preferences of software users regarding spe-
cific terms and their application which is related to the need for localization to work in
translations with current and correct terminology, which meets not only the naming

function but also the needs of the user.

The first part of this article deals with the theoretical foundations of globalization, in-
ternationalization, localization, and translation processes in order to point out their in-
terconnection and more specifically the position of translation within localization. Sub-
sequently, it focuses on the role of terminological culture, terminological literacy, and
socioterminology in localization and their impact on the terminological side of transla-
tion, i.e., the intersection of GILT processes, terminology, and the recipients of localized
text. Using the example of Microsoft, there is a close look at the form of existing termi-
nology databases, their meaning, and the very process of terminology management;
there is a consistency of databases, an occurrence of variable terms, and a level of cus-
tomization for users (linguists). The article also analyzes the concept of translators’ ter-
minological competence, which, in the Slovak and Polish translation environment, is
not defined separately but is rather part of other translation competences (Sikora 2014;
Stefkova 2018). Finally, the article presents the theoretical aspect of the initial problem
on which it focused, namely the problem of terminological inconsistency and variabil-
ity, which in software localization is ultimately linked to the existence of corporate lan-
guage, i.e., “regulation of language in a corporate context” (Sanden 2015, 1097) and
companies’ effort to use language as a tool to differentiate themselves from the compe-
tition, which also affects the existence, quality, and the way translators use the termi-
nology databases of these companies, given that translation and interpretation are in-
fluenced by company rules. The theoretical background of the article concludes with
the issue of terminographic work and the need to create a unified terminology database
in software in order to simplify and speed up the work of linguists.

The second part of the article analyzes the variability of the terminology of software
companies. There is an occurrence of the same terms in different databases. It is worth-
while noting whether their definitions match or name other software elements. Indeed,
there are meaning nuances in variable terms and subsequently in the preference for

specific terms among ordinary users when looking at the most common and well-
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known terms used by Apple, Google, and Microsoft. The article analyzes the possible
causes of a preference or rejection of individual variants by users who participated in a
survey, taking into account the characteristics of the terms, their possible application
in the context, and the software element they name. Based on this information, the ar-
ticle evaluates which terminology database is the most natural for users, it compares
the results from the survey regarding the theoretical information on variable terms, and
it takes a specific stand on the causes of the development of variable terms, their mean-
ing, and their impact on localization and the user.

1 Globalization, internationalization, localization, and
translation

The process of globalization is linked to an introduction of products on the global mar-
ket. In the 1990s, the Localization Industry Standards Association (LISA) was estab-
lished in Switzerland, enabling expanding companies to deal with several problems as-
sociated with globalization. In 2011 it was followed up by the Globalization and
Localization Association (GALA). In marketing terms, globalization can be defined as
“the transformation of business and processes to support customers around the world,
in whatever language, country, or culture they require” (Lommel 2007, 1). GALA (ibid.)
describes globalization as a process at a global level which clearly shows the importance
of language in the introduction of products on the global market; attention is drawn to
the customer and to the need to meet their specific cultural and linguistic requirements
(Kabdt 2021a).

The process of internationalization, which is often confused with globalization, is im-
portant for localized products. Internationalization is focused on the technical side of
modifying the product so that it can be localized. This means modifying various ele-
ments “such as international character sets, keyboard layouts, date and time formats,
and currencies” (Esselink 2000). Esselink (2000) mentions the need to avoid the use of

jargon, slang, and specific references to culture in technical documentation.

Trade-oriented globalization and the internationalization of the technical side of the
productis followed by the localization process, which often automatically mentions the
fourth GILT process and thus translation. Localization as a process is closely related to
translation, but primarily it is a process of adapting the content to the needs of the re-
cipient, i.e., adapting the appearance, color spectrum, and other locality-specific ele-

ments. LISA defines localization as “the process of modifying products or services to
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account for differences in distinct markets” (Lommel 2007). This means that in the pro-
cess we face three main categories of problems (linguistic, content-cultural, and tech-
nical) (Lommel 2007).

The position of translation within localization is still not clearly defined. O’Hagan
places translation “as the core of both localization and globalization,” arguing that
“from the point of view of traditional translation, localization was initially considered
an extension of software engineering. Now it is treated as a new form of translation”
(O’Hagan 2006, 39). Drouin, on the other hand, perceives translation and localization
as “parallel domains” that complement each other; according to him, translators in the
localization process “have to pay special attention to the consistency of terminology,
phraseology, style, etc. between very different products” (Drouin 2006, 50). Based on
these statements, as well as experience, one cannot deny the importance and signifi-
cance of translation in the whole process of globalization (not just localization), be-
cause its success depends largely on successfully implementing software in the target
market, in which quality translation also plays an important role. Having said that, lo-
calization as such “has not brought conceptual changes to translation but has instead
broadened the concept whereby traditional translation skills must now be combined
with technical ability” (Mullamaa and Pifieiro 2006, 61).

2 Terminological culture, literacy, and socioterminology

The media boom that occurred in the second half of the twentieth century also had a
significant impact on the formation of terminology. Until then, terminological work —
i.e., the creation and verification of terms, the processing of terminology into graphic
form, and the care of terminological culture and terminological literacy (Masdr 1986) —
were primarily dealt with by linguists. In this period, however, many completely new
concepts began to emerge which required Slovak counterparts to meet the needs of
software and hardware users (not only experts in a particular scientific field, as used to
be customary) and form the basic prerequisites of established software terminology in

the Slovak environment.

The current situation is comparatively dynamic, so the cultivation of terminological
culture seems to be a difficult task. Stoffa defines it as “an adequate use of terms in ac-
cordance with the rules and system of grammatically correct language, scientific or
technical style, professional, national and international standards and customs of the

professional community” (2008, 170). He acknowledges that when designing and
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assessing the appropriateness of a term, we must also consider “the processes of deep-

ening international cooperation, integration and globalisation” (Stoffa 2008, 171).

In terms of terminological literacy, Stoffa says that it is “the ability of the user of the
term to use the correct terms and solve terminological problems of their field” (2008,
168), which directly applies to translators and is an essential quality. The cultivation of
terminological culture is more challenging and depends on the entire community of
professional language users, but several of its manifestations, such as the creation of
professional glossaries and the use of the same terms to name the same ideas, are also
applied at many levels of the localization process.

In the context of the relationship between language (or terminology) and users, it is
worthwhile mentioning socioterminology. Terminology is undoubtedly “the primary
means of communication and knowledge transfer between software developers and
end-users” (Schmitz 2009, 4), as evidenced by documents accompanying the arrival of
software to a new locality that are used to introduce the product to users (e.g., user
manuals and instructional videos). In the process of the localization of a given product,
the translator must take care of the appropriate use of terms and consider their choice
based on the requirements of appropriate motivation, systematicity, and novelty, espe-
cially in the context of software terminology and its rapid development (Schmitz 2009).
At the same time, the established terminology must be respected by anyone who enters
the globalization process in order to adequately implement the product, since “avoid-
ing indeterminate, incorrect and inconsistent use of terms and icons must be one of the
major goals of software development, quality assurance, and usability testing”
(Schmitz 2009, 4). When translating software, sociolinguistic factors must be taken
into account. This means that localization can be practically considered as an applica-
tion of sociolinguistic knowledge at the level of translation. The idea of the locale on
which the very concept of localization is based, is perceived as a group of certain cul-
tural preferences (Pym 2001) that enter localization as one of the primary factors. At the
same time, when translating, we must consider the differences and cultural features of
individual localities which are important from a social point of view as they influence
the choice of words and terms. As an applied science, socioterminology is directly ori-
ented towards society, and “it unites the specialized concepts with a community of
speakers. In this way, socioterminology enables terminological practices to be adapted
to the target languages and linguistic communities...” (ISO/TR 22134 2007, 12).

Based on this justification, the empirical part of the article will largely deal with how

users perceive the terms of software companies and examine their preferences for
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individual terms using a questionnaire method. According to Cibikov4, the translator
automatically includes a future user into the terminological work when considering
which term to prefer in the translation. Terminology should therefore be “developed

together with users and linked to their requirements” (Cibikov4 2008, 29).

3 Terminology management and the terminological
competence of a translator

The enormous rise of new ideas resulting from the development of the IT field and the
speed at which the development has taken place since the early 1990s have prompted
the emergence of new reflections on the need for the increasingly rapid dissemination
of products around the world. At the same time, certain consequences arose from this
need that had to be considered right from the outset. In The End of Translation as we
Know It, Esselink (1999) anticipated the possible termination of independent localiza-
tion projects and an increasing volume of texts requiring localization, and he pointed
out the need for continuous and regular terminological work and the increasing im-
portance of the use of translation tools. This section of the article elaborates on the need

for terminology management.

Atfirst, terminology was only developed at an advanced stage of localization. It initially
took the form of lists of terms conceived by the translators themselves, and later the
lists were turned into glossaries with definitions which were formed at the beginning
of the localization process. Since they were adapted for specific products and product
teams did not work with them, this often resulted in the emergence of different terms
naming the same concepts, different glossary formats, and the emergence of undesira-

ble inconsistency in terminology (Corbolante 2009).

Terminology managementis thus inevitable, with companies often reaching individual
solutions. The course of terminology management at Microsoft will serve as an exam-
ple. Corbolante (2009) describes Microsoft’s terminology management model as pro-
active. The identification of new terms takes place even before the start of the localiza-
tion process. The terms are then made available to localization teams and other users
in the form of a multilingual terminology database. This approach also reduces the oc-
currence of inconsistencies. Term mining is primarily carried out by English terminol-
ogists together with developers, copywriters, and editors. They work on identifying
new concepts and terms, verifying their possible existence in glossaries and terminol-

ogy databases. After verification, definitions are finalized and headwords are created in
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the terminology database. The databaseis prepared for other languages, while concepts
and source terms are subject to analysis by the target terminologists. Finally, they
choose the appropriate approach for the specific target language, conduct the research,
and evaluate the results. In the case of the Microsoft terminology management model,
the prerequisite for localization is to insert the term into the terminology database in

the target language.

The terminology management process described in this way is actually much more dy-
namic and depends more or less on automated tools for searching and managing ter-
minology. Tools for detecting the occurrence of inconsistent terminology and approv-
ing terms which are captured additionally during the localization itself are also of great
importance. Although we can consider this model of terminology management to be
sophisticated and of good quality, there are multiple weaknesses. A translator may en-
counter a term that has not yet been localized in the target language and may either
know or not know its definition in the source language. In order to ensure the continuity
of the entire localization process, they must propose a suitable term themselves. There
may also be cases where the translator has a choice of several terms in the target lan-
guage that have not yet been approved by the terminologist for the given concept (var-
iability), or it may happen that the localized term already names another idea in the
source language (inconsistency). All these situations require the increased attention of
the translator; their ability to search, compare, and evaluate terms from several points
of view; and the ability to create a new term that meets the requirements of a suitably

formulated term.

Corbolante states that the key factor in successful localization is quality terminology
management; she defines it as “investigation, documentation, and consistent reuse of
terms and their associated concepts” (2009, 1). Knowledge of terminology manage-
ment shows the interconnection of this process with the work of a translator in the lo-

calization process and the increased demands on several of their competences.

Translation competences differ in terms of the type of translation (e.g., artistic, tech-
nical, and audiovisual), but their differences are often based on different names of the
same competences in specialized articles. A summary of translation competences and
the information connected with them can be found in several publications, including
Translation Competences in the Context of Domestic Translation Studies (Prekladatelské
kompetencie v kontexte domdcej translatoldgie) (Kozelovd 2018) and Selected Transla-
tion Problems: Translation Competences and Audiovisual Translation (Vybrané problémy
prekladu: prekladatelské kompetencie a audiovizuédlny preklad) (Kozelovd and Kulbak
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2019). In the context of localization, translation competences have been addressed by
Kabdt (2020) and Kabét and Koscelnikovd (2021).

Terminological competence in Slovakia has so far been dealt with almost exclusively by
Stefkovd (2014) and only in connection with administrative translation. She places it on
a par with the theoretical knowledge and practical skills of the translator and speaks of
the need and importance of practical experience in “processing terminology, which is
necessary for the systematic preservation and consistent use of translation equivalents
in the same contexts” (Stefkovd 2014, 167).

Kraviarovd also talks about working with terminological resources in the context of
technical translation; according to her, “the responsibility for managing, searching and
updating terminological resources” in smaller companies lies with the translator (2014,
74). In addition, she argues that insufficient training in working with terminology
causes the tendency among “translators to leave outstanding places in translation” and
rely on terminologists, although they could find and use adequate terminological solu-
tions themselves (Kraviarovd 2014, 75). The ability to work independently with termi-
nology and search for suitable solutions is all the more urgent in the localization pro-
cess, where several translators often work on one project or when new clients have no

database or only a very limited one.

International sources are a little more specific about terminological competence and
basically agree that the quality of translation depends primarily on the adequate selec-
tion and use of terminology in the text, and so “[t]his signifies that the translator must
successfully deal with terminological problems during the analysis of the source text
and the production of the target text” (Montero and Faber 2009, 92). Sikora (2014) also
dealt with the definition of terminological competence; in her study, she chose two
models of translation competence as a starting point. This was a model that is part of
the European Master’s in Translation project (2017), and she worked with the ISO 17100
— Translation Services — Requirements for Translation Services standard. In both of
these sources, terminological competence is considered to be the accumulation of sev-
eral subcompetences of a translator. The ISO 17100 standard states that it is the inter-
section of competence in research, information acquisition and processing as well as
technical competence and domain competence. Based on this knowledge, Sikora also
defines terminological competence as a combination of the abovementioned subcom-
petences; indeed, “to obtain terminological information and manage it for translation
purposes, translators have to develop and use certain terminology (and information)
research skills and be able to use a variety of technical tools which enable efficient
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storage and management of terminology” (Sikora 2014, 504). In the context of localiza-
tion, we can highlight the technical dimension of this competence; however, a transla-
tor cannot rely solely on translation tools or on their ability to correctly recognize the
terminological unit, assign it a corresponding equivalent in the target language, and
compare its use in other discourses and localities. In the context of terminological com-
petence, the significant contribution of the translator to the management of terminol-
ogy is evident.

4 Inconsistency, the variability of terminology, and the impact
of corporate identity on terminology

The availability of a quality glossary of terms or an extensive terminology database, ide-
ally with examples of the use of terms in a real context, their regular updating, and the
presence of notes on the specifics of the term are the most ideal prerequisites for main-
taining the consistent use of terms in the context of localization, copywriting processes,
and the creation of advertising texts; however, inconsistency and variability may occur

in such texts and in the glossary or database itself.

In the process of localization, there is the need to achieve a terminological consistency
and to use a single term to refer to the same concept, especially when different devel-
opers, product teams, and software companies are working with “their own” terminol-
ogy at different times and in different places. Emphasizing the need for terminological
consistency is also important for consumers as it helps in “decreasing indeterminacy
caused when a single concept is associated with more than one term and enables asso-
ciative learning” (Schmitz 2009); it is important for software developers to strive for
this as much as possible. In the intuitive software environment, and through the use of
known and consistent terms across products, the user can navigate familiar and new
phenomena according to already adopted interaction patterns and repeatedly follow
them (Byrne 2006).

Terminological variability reflects the fact that systems of concepts and definitions are
subject to dynamic development. Using variants is associated mainly with sociolinguis-
tic factors and various social and situational aspects of communication in professional
language. Since variability arises most often from the professional sphere and from a
non-uniform approach to the formation of terms, its occurrence in the process of local-
ization is not exceptional. Itis also related to the diversity of marketed products and the

different preferences of users.
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An interesting idea in the context of localization is presented in a terminometric' survey
by Quirion from the University of Ottawa, which intended to “measure the degree of
implantation of all designations referring to a single concept or to a set of concepts”
(2003, 30). The significance of this idea lies in the possibility of quantitively measuring
the actual use of competing or consonant terms in practice (using corpora). Translators
could therefore choose a term while considering its further features, such as its level of

use.

When talking about the variability and inconsistency of terms in localization, it is im-
portant to mention the impact of a company’s corporate identity and, within it, the im-
pact of the enforcement of the use of corporate language by software companies such
as Google (Cook, Jarvis, and Lee 2015). In addition to the fact that corporate identity is
generally perceived as a company’s philosophy, ethical values, and history, it is increas-
ingly viewed in connection with multinational companies because “globalization must
be dealt with in not only domestic but also foreign culture in order to be able to com-
municate accordingly” (Vysekalovd and Mike$ 2009, 17); this inevitably also manifests

itself in the localization process.

Corporate language is the result of a language policy which is typically created for com-
panies by business managers and communication professionals within the company
(Sanden 2015). It covers all communications of the company, both internal and exter-
nal, and reflects the nature of the company using it and the type of end user of the prod-
uct. This fact requires the increased attention of translators during the localization of
the software and all other documents associated with it.

This kind of corporate policy has a definite influence on the creation of variants of terms
naming the same concept. The translator, however, often notices the existence of the
variability of a particular term only when translating for another company which uses
its own glossary, or when translating for a company that does not yet have its own glos-
sary of terms. In such a case, a “comprehensive localization terminology database,
which is currently absent [in Slovakia]” would be invaluable (Kabat 2021b, 1). In addi-
tion to the need for a comprehensive terminology database, the quality of the available
glossaries and databases is questionable. As Gromov4 (2011) points out, terminological
dictionaries are not a valuable source of information for the translator as they do not

respect their specific needs and do not contain contextual factors. Given these facts, this

! Suggested translation in Slovak — terminometria: an analysis of the use of consonant terms naming the concept (see Public
Works and Government Services Canada 2007).
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article will now deal with the creation of terminology databases and the essence of ter-

minographic work in the process of localization.

5 A terminology database and terminographic work

From practical experience, one of the essential conditions for the smooth process of
software localization is having a properly processed terminology file in a universally
usable format offering access to all members of the localization team. Compared to en-
cyclopedias and general and specialist dictionaries, a terminology database is prefera-
ble in the translation environment due to its comprehensiveness, easy accessibility, and
applicable formats in various translation tools. Levick4 lists other advantages of termi-
nology databases, including the centralization of the information of available terms, the
possibility for popularization, and the dissemination of standardized terminology
alongside flexibility and the fact that that they are a suitable space for creating a con-
sensus between an expert and a linguist or translator in the process of creating a termi-
nological record (2005).

The creation of a terminology database is a complex process and cannot arise only as a
by-product of translation. The parallel to the relationship between lexicology and lexi-
cography is formed precisely by terminology and terminography. Indeed, “[t]ermino-
graphy involves gathering, systematizing, and presenting terms from a specific branch
of knowledge or human activity” (Cabré 1999, 115); however, terms must not be artifi-
cially created or invented by terminologists, because their contextual anchoring is an
important signal that the term is actually used in practice. Additionally, the termino-
logical record in the database should be detailed and comprehensive, taking into ac-

count the needs of the translator.

Gromov4 (2011, 8-17) describes terminology databases in Terminological Research in Slo-
vakia: the Past, Present, and Future (Terminologicky vyskum na Slovensku — minulost,
pritomnost, buducnost). She speaks of initiatives that relate to the terminological per-
spective and terminographic work. The theoretical part of the creation of terminology
databases in the localization of software products in Slovakia is being actively dealt
with by Kabdt in works such as the Model of Localization Terminology Database (Model
lokaliza¢nej terminologickej databdzy) (2021b). He proposes a terminology database
that would consist of cards (the equivalent of a terminological record) and fields that
should be part of these cards: “[i]f necessary, individual cards could be interconnected,

making it easier to search” (2021, 3). The proposed terminology database should be
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based on the specifics of software terminology. Depending on the language of the data-
base, individual fields, which should be included in the cards or the terminological rec-
ord, should include information on the definition and grammatical categories and ref-
erence synonymous terms and context. Several sources describing the basic fields in the
terminology database records correspond to this (Cabré 1999; Levickd 2006; Kabdt
2021b).

Comprehensive terminology databases are the most suitable sources of information for
translators in the localization process. Online terminology databases include the Slovak
Terminology Database and Microsoft’s Language Portal. Although this portal has a re-
duced range of fields, its online form and .tbx format allow wide use of the database.
Most often, however, terminology databases are created by the companies themselves
and are made available only to translators involved in the localization of specific com-

pany products.

The importance of one comprehensive database pooling information about terms from
different areas of software and different companies would be seen in the significant
simplification of the work of translators working, for example, on the localization of a
new product. The need to create such a comprehensive terminology database oriented
to the needs of the translator and taking into account the software localization specifi-
cations is also confirmed by the fact that “the fundamental prerequisites of localization
of software products are accuracy and consistency across all parts of the software prod-
uct” (Kabdt 2021b, 5), which ultimately refers also to the need for the management of
such a database and a reassessment of traditional models of terminology databases.

B An analysis of variant terms regarding user preferences

This part of the article analyzes the terminologies of Apple, Google, and Microsoft re-
garding the variability of terms that define approximately the same software and hard-
ware concepts. Personal experience as a localizer in software translation for these (and
other) companies has made it clear that their terminology is very similar. In investigat-
ing variability and the inconsistent use of terms, Slovak terms that name the same ideas
are analyzed in all the mentioned companies; at least two out of three companies use a
different term (variant) to name the same concept. The choice of given terms, which are
intended to illustrate the variability of terminology related to corporate identity, was
preceded by extensive research, obtaining information about terminology databases
and glossaries, and the actual use of the terms in practice.
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Parallel texts on Apple websites that let the user view articles in the desired language
by simply rewriting the language code in the hypertext address of the page were ac-
cessed. In the case of Google, terms were acquired through Glossary Manager, which
the present author could access due to being a professional translator. As for Microsoft’s
terminology, the freely available Language Portal was used. In the case of any ambigu-
ities in the pragmatic use of individual terms, their currency and use was verified in the

parallel texts of the individual companies.

From these sources, fifty English terms were extracted for the purposes of research,
with at least two variant equivalents (but not more than five) in Slovak terminology
whose definition and pragmatic function coincided. The selected terms were also used
in the survey, which was employed to examine the preferences of individual variants
from the viewpoint of an ordinary user of the software and which was based, among
other things, on Cibikovd’s claim that “[t]erminology should be prepared together with
users and associated with their requirements” (Cibikova 2008, 29). The task of users
was to select an option with a sentence which, according to their linguistic feeling,
sounded the most natural; there was an attempt to prevent the user from setting their
own criteria when choosing the answer (e.g., correct grammar). The final survey had
two sections of ten questions (items) each and a choice of answers; a third section was
used to collect additional information about the respondent, including their age and
the software and hardware products that they use because these factors are important
in the subsequent evaluation of users’ preferences. After collecting responses from 376
respondents, the survey was evaluated based on the quantitative ratio of the respond-
ents’ answers. The distribution and collection of answers took place electronically be-
tween February 3 and April 3 in 2020. The overall ratio of the preferred terms of indi-
vidual companies are possible aspects that could have influenced the choice of
preferential terms; although the sample of respondents is seen to be random and not
representative, there was an attempt to generalize the results and explore different

forms of variability, which can be seen in the specific groups of terms.

B.1 The age of respondents and software usage

Information from the questionnaire regarding the age of respondents and the use of the
software served as supplementary information as it was important to obtain answers
from a diverse sample of users. Given the number of respondents, more or less every age
group of users is represented in the sample, with most being up to the age of sixty-five

years. The age representation of users is shown in Graph 1.
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Graph 1 — The age of respondents
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The group of respondents aged from nineteen to twenty-five years had the highest rep-
resentation, but this is most likely due to the electronic administration of the survey.
The age of respondents, especially with regard to respondents under the age of eight-
een, could consider even relatively recently established terms as obsolete; on the other
hand, respondents aged sixty-six years and over might tend to prefer terms that, while
they are familiar with them, are now not sufficient to name a particular denotation. As
respondents of one age category predominate, the results of the questionnaire cannot

be generalized, but they can serve as an incentive source for further investigation.

The aim of an additional question was to discover what types of software users use most
often in their private or working life. When choosing the answer in the questionnaire,
the respondent could mark the terms they encounter most often. It was necessary to
address enough respondents using different software in order to ensure the objectivity
of the research. An overview of the types of software used is presented in Graph 2.
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Graph 2 — The use of different software by respondents expressed as a percentage
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The results shown in Graph 2 show that the variability of the software used among us-
ers is sufficiently high, with many respondents using two or three types of software

from different software companies at the same time.

6.2 “Account,” “app.” and “publish”

The evaluation of the survey begins with terms which users decided the most unequiv-
ocally on. This situation occurred in the case of a pair of variant terms ucet (Apple,
Google) and konto (Microsoft), which are Slovak translations of the term “account,”
shown in Graph 3. There is no fundamental difference between these terms. Both are
grammatically correct, short, and well-motivated, so it can be assumed that Microsoft
is also trying to distinguish itself from other companies that use the same concept; how-
ever, Microsoft has some of the most original software terminology, which has been
used in the Slovak environment since the 1990s (Mikovd 2015). The term konto does not
seem to have caught on, and Apple and Google prefer to use the #cet variant alongside
the majority of respondents.
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Graph 3 — The percentage of the terms icet (Apple and Google) and konto (Microsoft) in re-

spondents’ answers
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The strategy of enforcing the company’s corporate language can also be traced on the
example of the variants apka (Apple) and aplikdcia (Google and Microsoft), which are

Slovak variants of the term “app.”

Graph 4 — The percentage of the terms apka (Apple) and aplikdcia (Microsoft and Google) in

respondents’ answers
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Considering the data shown in Graph 4, the term aplikdcia is significantly preferred by
users compared to apka; in addition to being grammatically correct and unambiguous,
it is well established in Slovakia. The apka variant was created in order to differentiate
the company from the competition; although it is shorter, it is assumed that
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respondents perceived it to be grammatically incorrect and a slang term, and therefore

they most likely do not feel the need to use this “newer” expression.

The assumption that not every variant of the term is explicitly necessary can also be
verified in the case of the pair of terms zverejnit (Apple and Google) and publikovat (Mi-
crosoft), which are variants for the translation of “publish.”

Graph 5 — The percentage of the terms zverejnit (Apple and Google) and publikovat (Mi-

crosoft) in respondents’ answers
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From Graph 5, it can be seen that preferred term zverejnit names the given concept ap-

propriately and thatitis grammatically correct and systemic. The term publikovat meets
the requirements, but users may consider it to be a literal translation of “publish.” The
term publikovat did not take the same path as konto in the example above, and again one
can see the efforts of companies to distinguish themselves from the competition.

From the above, there is a noticeable tendency among companies to use their own cor-
porate language when localizing; it is not about creating terms with the need to name a
new concept or replace an outdated expression with a newer, more suitable option. At
the same time, the emergence of terms that are solely the product of companies’ corpo-

rate strategy encourages the emergence of unwanted variability in terminology.

6.3 “Link,” “tap,” “notification,” and “feedback”

While the previous trio of terms saw efforts by companies to differentiate themselves
from the competition by using their own company language, when preferring the fol-

lowing variants of terms, the preference appears to be based on better motivation.
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Graph 6 — The percentage of the terms odkaz (Apple and Google) and prepojenie (Microsoft)

in respondents’ answers

U

Graph 6 shows the preference of the terms odkaz (Apple and Google) and prepojenie (Mi-

crosoft) as translations of “link” in the respondents’ answers. The preferred term odkaz
is shorter and, given the concept it names, also more appropriately motivated. Most of-
ten itis a hypertext address of another site or it refers to another source of information.
The prepojenie variant, on the other hand, could connote a physical connection in the
user in the creation of a link to another site. The preference of the term odkaz can be

explained by the better motivation of the term.

Graph 7 — The percentage of the terms klepnit (Apple and Google) and tuknut (Mi-

crosoft) in respondents’ answers
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There is a similar instance in the pair of terms klepniit (Apple and Google) and tukniit
(Microsoft), which are Slovak variants of “tap.” They are shown in Graph 7. Both terms
meet the condition of correct grammar and brevity, and they are synonyms of naming
the activity of touching the screen (of a mobile device or tablet) with the user’s finger;
it is the equivalent of a mouse click. The motivation of the gesture of tuknutie and the
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significantly softening attribute attached to the term (KSSJ 2003), as opposed to the

term klepniit, may have contributed to the tendency of users to prefer the term tuknuit.

Graph 8 — The percentage of the terms hldsenie (Apple), upozornenie (Google), and oz-
ndmenie (Microsoft) in respondents’ answers
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As for the variants of the term “notification” in Graph 8, hldsenie and ozndmenie did not
receive very substantial support from respondents. On the other hand, upozornenie is
considered by users as the most appropriate equivalent, which may be related to its
most adequate motivation since it directly points to the very essence and function of
the software element that aims to warn the user about the latest activity of the applica-

tion and the receiving of a new message.

Customer feedback, and their opinions and ideas, are an invaluable asset for any com-
pany expanding with its product. The Slovak equivalents of the term “feedback,”
namely spdtnd vizba (Apple and Google) and pripomienky (Microsoft), were therefore
included. Graph 9 shows an unambiguous preference for spdtnd vizba. Although both
terms are strongly motivated, their motivation varies significantly. Pripomienky has a
strong connotation and is not neutral (a condition of a well-formed terminological
unit) since it gives the user the impression that the response to the product should con-
sist only of noticing shortcomings, errors, and bottlenecks. On the other hand, spdtnd
vdzba refers to the reciprocal relationship between the user and the software developer
and to the developers’ interest in the users’ own knowledge. The potential use of pri-
pomienky could also have a negative impact on obtaining incentives from customers, or
even on successfully completing the entire globalization process, as a prerequisite of
this is the implementation of feedback.

47



Litvikovd, Veronika. 2022. Terminological Variability in Localization Projects. In: LION Journal. 1(1):
pp. 29-64.

Graph 9 — The percentage of the terms spditnd vizba (Apple and Google) and pripomienky
(Microsoft) in respondents’ answers
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Motivation can thus clearly be a decisive factor in choosing the proper equivalent of the
term, since, with its help, users can infer the meaning or function of the concept that
the term denotes and they need not familiarize themselves with the definition. Suitably
motivated terminology is therefore advantageous for both users and software distribu-

tors, who bring the software to the attention of a wider group of recipients.

B.4 “Plug-in,” “widget,” “chat,” “downgrade,” and “upgrade”

In terms of terminological variability, there are variants of terms that arise in Slovak by
the appropriation of the original term, thus making it a linguistic or extralinguistic bor-
rowing. Depending on their prevalence and level of adaptation (orthoepic, ortho-
graphic, and morphological), there are unadapted, partially adapted, and fully adapted
terms. Software terminology has a higher presence of such types of borrowings, as can
be seen in the Slovak terms plug-in, widget, chat, downgrade, and upgrade. Graph 10
shows respondents’ answers regarding the preferences for the terms plug-in (Apple and
Google) and dopinok (Google and Microsoft), with Google listing both variants as cor-
rect and suitable for use depending on the type of software and context. The graph
clearly shows the preference of the localized term doplnok, which is also grammatically
correct, unique, and well-motivated compared to the variant plug-in, which is a mor-
phological adaptation.
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Graph 10 — The percentage of the terms plug-in (Apple and Google) and doplnok (Google and
Microsoft) in respondents’ answers
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Graph 11 — The percentage of the terms widget (Apple) and miniaplikdcia (Google and Mi-
crosoft) in respondents’ answers
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An interesting situation is shown in Graph 11 with the terms widget (Apple) and miniap-
likdcia (Google and Microsoft), where there is no longer such a significant difference in
users’ preferences, even though most prefer miniaplikdcia. From the available sources,
it is known that “plug-in” has been used in software since at least the 1970s (Ionos
2020), whereas “widget” is relatively new, only coming into use after 2000 alongside
the concept behind it (Lowensohn 2014). Despite the relative novelty of this idea, users

prefer the localized term miniaplikdcia despite it being a compound descriptive noun.

There is also a tendency to use linguistic borrowings in the case of Microsoft.
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Graph 12 — The percentage of the terms konverzdcia (Apple), Cet (Google), and chat (Mi-

crosoft) in respondents’ answers
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Graph 12 shows the percentage of the preferences of the variant terms konverzdcia (Ap-
ple), et (Google), and chat (Microsoft). Users perceive konverzdcia as the most appro-
priate term, which is equivalent to the term “conversation” in several terminologies.
The concept of the term chat is not identical to “conversation,” since chat is exclusively
linked to the online environment and written forms of communication. The orthoepi-
cally, orthographically, and morphologically adapted variant et has the potential to be
used precisely because of its high level of adaptation, in contrast to the term chat, which
is used in Microsoft terminology, such as in the cases of chatovat (to chat), okno chatu
(chat window), and chatovacie centrum (chat center). Despite the results of the survey,
konverzdcia is not an appropriate variant; in view of personal experience, the term cet is

preferable and is an effort by Google to meet the needs and requirements of users.

When looking at the preferences of extralinguistic borrowings by users, itis particularly
interesting to compare preferences for the terms “upgrade” and “downgrade.”

a0



Litvikovd, Veronika. 2022. Terminological Variability in Localization Projects. In: LION Journal. 1(1):
pp. 29-64.

Graph 13 — The percentage of the terms upgrade (Apple), prechod (Google), and inovdcia (Mi-
crosoft) in respondents’ answers
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Graph 14 — The percentage of the terms vrdtit sa k starsej verzii (Apple), prejst na starsiu ver-
ziu (Google), and downgradovat (Microsoft) in respondents’ answers
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An interesting paradox is apparent at first glance from Graphs 13 and 14. Users have not
been consistent in their choice of answers, as they have ruled out a preference for bor-
rowed terms and linguistic borrowings. They consider the term downgradovat (like
other linguistic borrowings adapted at the morphological level) as unacceptable. Para-
doxically, they consider upgrade to be preferable compared to the other two Slovak
equivalents (prechod and inovdcia). Using the example of “upgrade” and “downgrade,”
one can also observe an inconsistency and non-systemicity within the terminologies of
Apple and Microsoft. The exception is Google, which prefers localized, appropriately
motivated, systemic, and oppositional terms in the database, which are also deemed
appropriate by a reasonable number of respondents. The requirements of systemicity
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and consistency are more important than users’ preferences, and so Google’s terms are

the most appropriate.

The above shows there has been a more or less unequivocal rejection of extralinguistic
preferences by users regardless of whether they were adapted completely, partially, or
not at all. This means that many concepts cannot yet be considered to be well enough
known for their localization not to be seen as necessary; however, if there is a situation
where it is not possible to find a suitable equivalent, an interesting solution is the grad-
ual adaptation of the linguistic borrowing and finally its full acquisition into Slovak.

6.5 “User data,” “slider,” and “scroll”

The survey also focused on grammatically incorrect or meaningfully incorrect termino-
logical units and examined the preference of users based on the fact that these units are

part of some terminology databases.

Graph 15 — The percentage of the terms uZivatelské ddta (Apple), iidaje pouzZivatela (Google),
and pouZivatelské ridaje (Microsoft) in respondents’ answers

43%

m Uzivatelské data
Udaje pouZivatela

41% B Pouzivatelské udaje
(o]

16%

Graph 15 shows users’ preferences for the variants uzivatelské ddta (Google), tidaje pouzi-
vatela (Google), and pouzivatelské iidaje (Microsoft), which are translations of the term
“user data”; there was a particular interest herein in the preference of the grammati-
cally incorrect variant uzivatelské ddta. In addition to the fact that the used equivalent of
“data” in the Slovak locality is the term #daje (the Slovak term ddta is associated exclu-
sively with the data transfer of mobile operators), according to the Short Dictionary of
Slovak (KSSJ) (2003), uzivatel (user) is someone “who has something in use: a user of
the apartment”. This means the translator must follow the database and take care of

semantic correctness, especially if there is no database available. Here the users’
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preferred term pouzivatelské iidaje seems to be the most appropriate of the equivalents

given its systemicity and correctness.

Graph 16 — The percentage of the terms posuvnik (Apple), posiivaé (Google), and jazdec (Mi-

crosoft) in respondents’ answers

25%

B Posuvnik
Posuvacd

12% m Jazdec

The data processed in Graph 16 indicate the preference of the grammatically incorrect
and slang term posuvnik (with the typically Czech suffix -ik), which is part of Apple’s
terminology. Although the equivalents of Google and Microsoft are grammatically cor-
rect and equally short, users have clearly leaned towards posuvnik. In the case of this
term, there was an attempt to exclude unfamiliarity with the concept of the term
“slider” with the inclusion of a picture in the survey. The preference of posuvnik can be
explained by the lack of motivation of the remaining two terms. The term posuvacis de-
fined in the KSSJ (2003) as a “tech. device or its component used for sliding,” and the
motivation of the term jazdec is not completely clear in meaning. The definition of this
term in Microsoft’s terminology states that a “slider” is used to refer to a bar designed
to scroll a page as well as to a control function for adjusting brightness, zooming, and
so on. That is why the need for a better motivated and grammatically correct term be-
comes apparent. The term posuvnik can therefore be considered suitable for denoting
this concept in Slovakia; this has been confirmed by the Jazykova poradiia JULS lan-
guage counseling center (2017), which stated that the term posuvnik corresponds to the

rules of Slovak grammar.

When examining the potential preference for grammatically incorrect terms, the as-
sumption that there is a certain tendency to adopt and use incorrect terms was verified.
Among the Slovak equivalents of the term “scroll,” one grammatically incorrect term
which is significantly preferred among users in both spoken and written communica-

tion was included in the survey.
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Graph 17 — The percentage of the terms rolovat (Apple), posiivat (Google and Microsoft), and
skrolovat in respondents’ answers

m Rolovat
w Posuvat

m Skrolovat

Graph 17 shows the percentage of user preferences in the equivalents rolovat (Apple),
postvat (Google and Microsoft), and skrolovat. Posiivat and skrolovat have almost the
same percentages of responses. Users most likely made decisions based on their own
experience and the frequency of the use of the term in their area. This would explain the
preference for the grammatically incorrect skrolovat. Maybe this term was formed from
the original expression even before the localization of this term into Slovak. This means
that users have adopted it as being appropriate due to their need to communicate.

Considering the above examples, it can be said that the terminological culture in the
localization terminology databases of software companies is diverse as they often in-
clude grammatically (or otherwise) incorrect terms. Translators in the localization pro-
cess should approach the choice of equivalent terms critically and verify the existence

of all equivalents and synonyms.

6.6 “Ribbon,” “label,” and “pop-up”

The localization of software of a particular company and its progress are often influ-
enced by the quality of that company’s terminology database. If the translator does not
have a database available, this poses a considerable problem because known equiva-
lents suitable for naming a particular concept are often very different from each other.
Information about the preferred term from the user’s point of view could help the trans-

lator.

Graph 18 shows the preference for the equivalents of the term “ribbon.” The Slovak
equivalents of the three companies are significantly heterogeneous. From the feedback
in the survey, it was found that users do not perceive these terms as variants but as
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terms naming different ideas. The terms pds s ndstrojmi and bocnd ponuka could be par-
ticularly confusing for users using multiple software programs since the terms karta

“tab”) and ponuka (“menu”) name different concepts in these terminologies. The ques-
tion was therefore supplemented with a picture. From personal experience with locali-
zation, it is known that there is an increasing tendency to use the variant pds s ndstrojmi

due to adequate motivation and user preference.

Graph 18 — The percentage of the terms pds s kartami (Apple), boénd ponuka (Google), and
pds s ndstrojmi (Microsoft) in respondents’ answers

58%

m P3s s kartami
Bo¢nd ponuka

® Pds s nastrojmi

37%

Graph 19 shows another trio of variant terms and an unambiguous preference for the
term popis (Apple). At the same time, these terms can be seen as synonyms and as terms
naming different concepts. In Microsoft’s terminology, the term popis (description) rep-
resents the Slovak equivalent of “caption,” and stitok (label) is the Slovak equivalent of
“badge.” Such a high level of inconsistency across the terminology of companies is in-
appropriate as the translator could simply confuse the terms in the assumption that
they are synonymous. Again, the user preference factor appears to be an appropriate

guideline for the translator.
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Graph 19 — The percentage of the terms popis (Apple), stitok (Google), and oznacenie (Mi-
crosoft) in respondents’ answers

3%

3% B Popis

Stitok

® Oznadenie
74%

Unlike the previous two graphs, where the preference for one of the offered equivalents
strongly dominated, Graph 20 shows a more or less equal preference for the terms
vyskakovacie okno (Apple) and kontextové okno (Google), which are both translations of
“pop-up window.” Both terms could denote distinct and separate ideas. Given the more
explicit motivation of vyskakovacie okno compared to its equivalent, and due to its ability
to capture the essence of this software element (a certain level of metaphoricity arising

from the original “pop-up”), this term seems to be more appropriate.

Graph 20 — The percentage of the terms vyskakovacie okno (Apple and Google) and kontextové
okno (Microsoft) in respondents’ answers

54%

m Vyskakovacie okno

Kontextové okno

46%
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B.7 “Hover” and “preview”

The examples of the following terms illustrate another problem contributing to the var-
iability of terminology, namely the existence of relatively identical terms naming the

same concept which have no significant impact on the (mis)understanding of the idea.
Graph 21 — The percentage of the terms podrzat kurzor (Apple), umiestnit kurzor (Google),
and ukdzat (Microsoft) in respondents’ answers

48%

m Podrzat kurzor
Umiestnit kurzor

13% m Ukdzat

39%

Graph 21 shows the preference of users with respect to the equivalents of the term
“hover” which differ primarily in the verb carrying the action. Podrzat (to hold) evokes
a longer period, umiestnit (to place) carries the indication of place, referring to direction
and movement, and ukdzat could be interpreted as pointing out or referring to some-
thing. All terms are grammatically correct and suitable as terminological units. Their
distinctiveness does not affect the reader’s understanding. Given the precise nature of
the term and the preference of users, the two-word term umiestnit kurzor is suitable for
use. The existence of the remaining terms is considered redundant since they only con-

tribute to the variability of the use of terminology.

Similarly, there is a unsubstantiated variability in the trio of terms shown in Graph 22.
The Slovak equivalents of “preview,” i.e., ndhlad, ukdzkovd verzia, and ukdzka, have a
similar motivation. Ukdzkovd verzia has a more precise character but is longer, which
affects the possibilities of its declension. Ndhlad and ukdzka are synonyms, so their pref-
erence by users may be based to a degree on the type of software they use. Given that
Microsoft terminology is more common and older, ukdzka appears to be the best choice

of term.
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Graph 22 — The percentage of the terms ndhlad (Apple), ukdzkovd verzia (Google), and

ukdzka (Microsoft) in respondents’ answers

42%

23% m Nihlad
Ukdzkova verzia

m Ukazka

35%

Both of the above examples of terminological variability indicate the existence of re-
dundant terms that do not affect the understanding of the concept, nor do they serve as
a substitute for a non-functional term, so their origin and existence seems unjustified.

In addition, they adversely affect the consistency of terminologies and translations.

7 Asummary of research results

The aim of this research was to find existing variant terms in the terminology databases
of companies, identify preferential terms from the point of view of users by means of a
survey, highlight different forms of terminological variability, and identify possible
causes of occurrence of variable terms with regard to the existence of the phenomenon
of corporate language. The choice of variant terms was preceded by extensive research
across the terminologies used by Google, Apple, and Microsoft; based on this, variant
terms were determined. By searching for definitions in the company databases, and by
verifying the placement of terms in context, it was determined that they refer to ap-
proximately the same ideas. Based on this, a survey was made which aimed to track the
software elements users’ preferences of the terms. The survey sought to obtain a picture
of variability and highlight the need to unify terminology, as is the case, for example,

with medical nomenclature, where one cannot speak of variations of terms.

The limitations of the research can be seen in several aspects. First, the databases of
companies whose terms were analyzed were not freely available or appropriately pro-
cessed for this research (with the exception of Microsoft), which is an example of a lack
of terminology management by companies. This is the reason why it was time consum-

ing to process a survey based on the assumption of the existence of variant terms
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naming an identical denotate. In addition, due to the COVID-19 pandemic, it was diffi-
cult to distribute the survey by other than electronic means, which affected the result-
ing sample of respondents and thus the prevailing age category of nineteen to twenty-
five years. This ultimately made it impossible to generalize the research results as such.
Nonetheless, since the respondents are software and language users of working age,
there was a true picture of the vocabulary of the current generation of young people
who have worked with technologies since childhood or at least used them at primary
school.

Besides working with terminology databases, we also discussed the possibility that the
translator would have no source of terminology available and that their task would be
to create the terminology or choose appropriate equivalents for naming ideas in soft-
ware. The data processed in Graph 23 illustrate the overall preference for the terminol-
ogy used by each company which came from the survey and the terms that were iden-
tified by users as preferred ones. Google’s terms appeared most often among them,
which to some extent is because the first ten questions compared two terms, one of

which was always part of Google’s terminology.

Graph 23 — The preference for each terminology according to the number of user-pre-
ferred terms

11 user-preferred
terms

9 user-preferred
terms

B Apple
Google

B Microsoft

8 user-preferred
terms

8 user-preferred
terms

The terminology used by Google seems to form a bridge between Microsoft as the oldest
Slovak software terminology and Apple, whose terminology showed the highest ten-
dency to use unlocalized terms or linguistic borrowings from English. These two termi-

nologies differ considerably from each other, and there is no significant preference for
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one or another terminology from the results of the research; if anything, there is a mu-
tual variability, which is also largely based on Apple’s promotion of its corporate iden-
tity. It seeks to reach users through more informal language, using non-linguistic bor-
rowings with the potential to gain favor with users at a younger age. Microsoft’s
terminology, on the other hand, could be described as formal or descriptive. At the in-
tersection of these two distinct terminologies, we could place Google as the “golden
mean” of software terminology, which could also guide a translator when localizing
software. In its favor is also the fact that, in the case of an ambiguous preference for a
term by users, personal experience has largely leaned towards Google’s terms. Only the
Google terminology maintained the internal consistency of the terminology database
in the case of equivalents of “upgrade” and “downgrade,” which may also indicate its
proper compilation and good management.

Interesting observations on terminological variability emerged from the research car-
ried out. When observing variants of individual terms, there was a focus on whether
these terminological units met the basic requirements of a suitably formed term, such
as correct grammar, systemicity, and motivation. The research revealed also found
grammatically incorrect and non-systemic terms in the terminology databases, and
several of them were not sufficiently motivated. At the same time, even the users them-
selves were most likely subconsciously guided by these features when choosing pre-
ferred terms. The survey respondents generally preferred grammatically correct terms
and perceived motivation as a decisive factor and a prerequisite for understanding the

meaning of the terminological unit without knowing the definition of the idea.

Another aspect is the influence of corporate language on the form of companies’ soft-
ware terminology and the presence of non-linguistic borrowings or their preference by
users. As for non-linguistic borrowings, users are almost unequivocally inclined to use
localized professional units and refuse to use language lending at any level of adapta-
tion; however, adaptation is a way of naturally expanding terminology and enriching it
with new equivalents, as the development of software as such is too dynamic. This
would be one option of how to naturally cultivate terminological culture while main-
taining the systemic terms; however, terminology management is to some extent dis-
torted by the use of corporate language and terms that have been coined in order to
differentiate the company from its competitors, i.e., not because of areal need to replace
a non-functional, incorrect, or otherwise inappropriate term. This creation of terms or
use of synonyms of already existing functional terms is impractical and has a negative

impact on the emergence of terminological variability. The translator should, where
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possible, consider the superiority of the requirements of systematicity and consistency

of terminology.

Based on the obtained results, we can therefore conclude that the existence of variabil-
ity is not unique in software terminology; there is even an inconsistency of terms within
the same terminology database. This is undesirable, especially when it comes to unjus-
tifiably created variants of terms, which then affects the adequate understanding of
specific meanings. If the creation of a new variantis necessary (e.g., due to the poor mo-
tivation of other variants or the emergence of a new concept), this is most often done
through a linguistic borrowing, which can be adapted into Slovak on several levels over
time, but this process can be lengthy and result in the inconsistent use of these two
terms. In addition, there is a certain influence of users who usually do not wait for the
release of alocalized version of the software and work with its English version. This may
resultin the emergence of grammatically incorrect or slang terms, which, however, be-

come so established in the language that users use the term as if it was correct.

The aforementioned aspects affect the daily work of translators in the localization pro-
cess; they face the difficult task of using grammatically correct and appropriate terms
setin an adequate context, avoiding their inconsistent use and using only a single vari-
ant of the term. One solution is the creation of a universal localization terminology da-
tabase that would provide the translator with all the necessary information to meet the
requirements of the localization process.

Conclusion

This article dealt with theoretical aspects of the occurrence of terminological variability
in localization processes and used a selected sample of variable terms from Google, Ap-
ple, and Microsoft. Theoretical information about GILT processes were presented and
compared with respect to the theoretical work and research of Esselink (2000). In the
context of terminological culture, literacy, and knowledge (Stoffa, 2008), the article ad-
dressed the impact of socioterminological factors on terminology as such. In addition,
it analyzed the terminology management process using the example of Microsoft,
which was described by Corbolante (2009), and it looked at the existence and definition
of the terminological competence of a translator. In the theoretical part, the article de-
scribed the specifics of terminological inconsistency and variability, especially the im-
pact of corporate language on localization and on the variability of terminology,

Bl



Litvikovd, Veronika. 2022. Terminological Variability in Localization Projects. In: LION Journal. 1(1):
pp. 29-64.

alluding also to the need for a comprehensive localization terminology database, which
is highlighted by Gromov4 (2011) and Kabdt (2021b).

In the empirical part of the article, respondents’ answers were analyzed regarding var-
iable terms and their preferences. The results showed a high incidence of variable terms
across the terminologies used by Apple, Google, and Microsoft, and there are multiple
sources of terminological variability and causes of variable terms. As already men-
tioned, the inconsistent use of software terminology in localization processes is directly
connected to the existence of undesirable variable terms, inadequate management of
individual databases, the absence of a unified and comprehensive localization data-
base, and the rapid development of the IT field and the constant need for new term
equivalents.
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Abstract

As machine translation becomes a part of the translation market around the world, post-editing ap-
pears to be an increasingly used alternative to human translation. The aim of this article is to compare
human translation with the post-editing of machine translation through an experiment on students
at master’s level in the specialization of Translating and Interpreting in a language combination with
English at Comenius University and to discover which process provides better and more time-efficient
translations. The results acquired through a quality assessment of the submitted translations were
analyzed based on a temporal aspect of effort and quality. The findings of the analyses are interpreted
and the results are explained to reveal the strengths and weaknesses of human translation and the

post-editing of machine translation.

Keywords: machine translations, post-editing of machine translations, human translations, post-ed-
iting, LQA

Introduction

Machine translation has become a part of the translation market worldwide. Combined
with post-editing, machine translation can be an alternative to human translation in
certain language combinations and particularly in branches of specialized translation
(Tatsumi 2009; Plitt & Masselot 2010; Green et al. 2013). This article will compare hu-
man translation with machine translation post-editing and find out which of the two
processes is better in terms of the speed of work and the quality of the final translation.

B5


mailto:dianapavlikova@protonmail.com

Pavlikovd, Diana. 2022. Comparing Human Translation and Machine Translation Post-Editing. In:
LION Journal. 1(1), pp. 65-100.

It will summarize the basic theoretical foundations of machine translation and machine
translation post-editing before introducing Memsource Translate, Memsource’s fea-
ture' for managing machine translation tools, and translation quality assessment. The
main part of the article will focus on an experiment conducted with students from Co-
menius University enrolled in the master’s degree program in Philology with a focus on
translation and interpreting in English in combination with another language and on a

qualitative and temporal analysis of the results.

1 Machine translation

Nowadays, we can no longer imagine a translator who does not work on a computer.
Technologies such as CAT tools, terminology databases, and memories facilitate the
translation process; indeed, machine translation, “the mechanical and automatic pro-
cess of translating a text from one natural language to another” (Munkov4d 2013, 16), is
being increasingly mentioned. The main objective of the complete computer automa-
tion of the translation process is to speed up translators’ work and meet the growing
demand in the translation market (Hutchins & Somers 1992). Over the last ten years,
the demand for translation services has grown so significantly thatit exceeds the supply
of translation service providers (Hudecovd et al. 2021). Machine translation is generally
considered fast, cheap (Google Translate is even free for ordinary users), and accessible;
in addition to online translators such as Google Translate, machine translation can also

be found in unpaid versions of some CAT tools.

Despite these advantages, machine translation is not perfect and cannot always be re-
lied upon. The present author compared human translation and Google Translate’s
neural machine translation in four areas of expertise; although positive results were
recorded, there was also an error rate (10.5% on average), especially when translating
polysemous terms (Pavlikova 2021). The conclusion was that in order to achieve high
quality translation using machine translation, post-editing is a necessary process
(Pavlikovd 2021).

! Memsource is currently called Phrase, and the Memsource Translate tool is called Phrase Translate. Since the renaming
occurred only shortly before the article was published, the old names are still used.
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1.1 Neural machine translation

Neural machine translation has the most potential in the translation market, as itis a
technology that, compared to older types of machine translation, has the “ability to
learn directly, in an end-to-end fashion, the mapping from input text to associated out-
puttext” (Wuetal. 2016, 1). Gene (2019) presented several reasons why neural machine
translation is more efficient compared to other types of machine translation. A neural

machine translation system:

e is able to learn about the complex relationships between the two languages it
works with

e consider whole sentences, understanding the relationships between words de-
spite the greater distance within the sentence unit

e assess fluency at the level of the whole sentence

Despite its efficiency, neural machine translation has some shortcomings, such as the
incompleteness of translations for longer texts, the slow training of the system on a

large corpus, and problems when translating less frequent words (Wu et al. 2016).

1.1.1 Neural machine translation and machine translation post-editing

Machine translation is often combined with machine translation post-editing. Indeed,
“MT output today still needs to be post-edited by humans in order to produce publish-
ing quality translation” (Tatsumi 2010, 3). Machine translation post-editing has been
used with neural machine translation, and recent studies have demonstrated produc-
tivity gains for post-editors using neural machine translation post-editing compared to
those just using translation memory (Sdnchez-Gijén, Moorkens, & Way 2019; Laubli et
al. 2019).

Nonetheless, the post-editing of neural machine translation can create problems. As the
output of neural machine translation becomes more fluent and natural, the post-editor
needs to be more careful in properly identifying and correcting errors. In addition, the
neural machine translation system works within the context of a single sentence. When
working on a longer text, post-editors must look for and edit for consistency across the
entire work (Gene 2019). Despite these problems, the combination of post-editing with
neural machine translation seems to be advantageous since neural machine translation
has significant advantages over older types of machine translation. Post-editing will

help to raise the output text to a publishable level comparable to human translation.
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2 Machine translation tools

Translators encounter machine translation when using CAT tools. In addition to the
built-in translators in CAT tools, there are also freely available translators for ordinary
language users. The experiment discussed here used two machine translation tools:
Memsource Translate (Memsource’s tool that helps the user to select the most suitable
translator for a particular project) and Google Translate as a neural machine translation
tool set for the language combination of English and Slovak.

2.1 Memsource Translate

Memsource Translate is used to manage machine translation tools. Memsource runs an
online cloud-based CAT tool, which is one of the top three most used translation sys-
tems, mainly due to its accessibility via a web browser and its simple user interface
(Dengové 2020). The goal of Memsource Translate is to make it easier for users to
choose from the large number of machine translation tools available on the market.
Memsource Translate selects from three online translators: Amazon Translate, Mi-
crosoft Translator, and Google Translate. The Memsource Translate algorithm selects
the most suitable of these three tools primarily based on the language pair; thanks to
updates in 2020, it can also distinguish between several specialized fields based on key-
words and thus select the appropriate translator according to whether the textis alegal,
technical, or medical one (Frivaldsky 2020; Pavlikova 2021).

For projects with English as the source language and Slovak as the target language with
texts from multiple fields, Memsource Translate primarily chooses Google Translate,
which works on the basis of neural machine translation, meaning that it primarily eval-
uates it as the most suitable for this language combination.

3 Machine translation post-editing

Machine translation post-editing is one process used to edit the output of a machine
translation. In Slovak, Absolon (2018) identifies three terms associated with this pro-
cess: posteditdcia (post-editing) represents the final product, posteditovanie (post-edit-
ing) is the actual process of using machine translation to produce a suitable translation
in the target language, and posteditdcia strojového prekladu (machine translation post-
editing) is a unifying term for the product and the process of post-editing. This termi-
nology is often not used, as the term “machine translation post-editing” is lengthy.
“Post-editing” will therefore be used in the sense of “machine translation post-editing”
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in the rest of this article. Machine translation post-editing has several possible terms as
well as definitions. Generally speaking, machine translation post-editing is the inspec-
tion of a pre-translated text by a machine translator, after which the post-editor cor-
rects possible errors in order to meet specified quality criteria with the fewest possible
edits (Mesa-Lao 2013). The establishment of adequate quality criteria and the adher-
ence to principles (such as the aforementioned insistence on as few edits as possible)
mentioned in the definition are crucial in post-editing but are still inconsistent in the
translation world (Hu & Cadwell 2016).

3.1 The advantages and disadvantages of machine translation
post-editing

Machine translation post-editing appeared on the translation market as a faster,
cheaper, and more efficient substitute for human translation. The effectiveness of post-
editing versus translation has been confirmed in several studies. According to Robert
(2013), post-editing can increase the average number of words translated per day from
2,000 to 3,500 words. Guerberof Arenas (2010) even reports an increase up to 5,000
words; however, she adds that the increase in word count can vary depending on the
type of text and the experience of the post-editor. Faster post-editing is also in demand
due to the growth of the localization industry and globalization, and many businesses
are now moving towards a multilingual expansion. Thanks to this, localization service
agencies are experiencing a 30% to 50% annual increase in the number of orders (Allen
2003). This growing demand for post-editing was confirmed by the Common Sense Ad-
visory research agency in 2016, when it predicted that demand for post-editing services
would grow faster than any other segment of the language industry. Through previous
research, they found thatlanguage service providers who used machine translation be-
tween 2013 and 2015 grew almost 3.5 times faster (Common Sense Advisory 2016). Last
butnot least, the growth of post-editing is helped by the change in requirements for the
target text from clients. Nowadays, translation quality requirements have relaxed and
many companies commission translations for internal purposes; these are not pub-

lished anywhere and do not require high quality human translation (Bubnic 2022).

Despite the advantages and popularity of machine translation post-editing, it is still a
new process in the translation industry, and it has its shortcomings. According to Gene
(2019), there are several challenges that are yet to be resolved in machine translation

post-editing:
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o the absence of general principles and rules for post-editing
e the inconsistent competences and requirements for the post-editor

e payment for post-editors

In addition, Doherty and Gaspari (2013) mention the lack of teaching and training ma-
terials for post-editors as another drawback. As machine translation post-editing is
rarely taught as a separate discipline, there is a lack of teaching materials and general
principles for post-editing that could better establish uniform competences and re-

quirements for post-editors and address the issue of how much to pay them.

3.2 Types of post-editing

Post-editing is generally faster than human translation; however, there are several
types of post-editing that can be influenced by factors other than speed, such as the
number of edits or price. Two basic types of post-editing are usually mentioned. Allen

(2003), however, introduced three types:

1. Light post-editing (also known as Light/Rapid/Fast MTPE) is used for texts
written for internal purposes. The main task of the post-editor is to make as few
edits as possible and preserve the meaning of the text without having to notice
stylistic imperfections.

2. Full post-editing (also known as Full/Conventional MTPE) is used when trans-
lating texts that will be published. It requires a target text of high quality compa-
rable to human translation. Several changes are therefore expected, and, in addi-
tion to preserving the meaning of the text, it is important to achieve correct
syntax, grammar, and punctuation.

3. Minimal post-editing is like light post-editing, where the post-editor tries to
make as few edits as possible, but it works with texts that are also used for exter-

nal communication.

The experiment in this article worked with full machine translation post-editing. The
respondent sample tried to produce an output translation of comparable quality to a

human translation.

3.3 The post-editing process

Doherty and Gaspari (2013) state that post-editing, specifically full machine translation
post-editing, works with three texts:
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1. Asource text
2. Araw machine translation output

3. Apost-edited machine translation output/target text

As this involves working with three texts, the overall post-editing process involves up
to five steps according to the TAUS (2010) model:

) e 2 r 2 S Em—
Assess the
uality of Edit the text
Read the . d v .
. Compare it the machine Determine and re-
machine .
. to the translation an adequate translate
translation . .
source text. based on the translation. segments if
output. .
available necessary.
guidelines.
\\ J/ . J \. J \\ J/ \\ J/

Figure 1— A model of the post-editing process

According to this model, a post-editor must complete four steps before editing the text
itself. The whole process takes place at the level of segments. Post-editors usually work
with CAT tools, which segment the text based on predefined rules. Although segmen-
tation helps to keep the text clear, the post-editor must be careful to perceive the text
as a whole and adjust for any inconsistencies at the segment level and throughout the

text.

According to Krings (2001), a post-editor performs several types of tasks, such as those
related to the source text (reading the source text and noticing its elements), machine
translation, working with sources, and typing on a computer. Most of the tasks are re-
lated to the production of the target text, where the post-editor works with the availa-
ble post-editing guidelines in order to produce an adequate target text. Gene (2019, 10)
summarized the most common changes a post-editor makes to the output of machine
translation: “correcting punctuation, adding capital initial letters, changing word or-
der, adjusting grammatical gender and number correspondences, formatting changes,
adding omitted words or removing redundant words, and re-translating words or

phrases unsuitable for the target text.”
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3.4 The post-editor

Machine translation post-editing has created new jobs on the translation market
within the group of language service providers. Mesa-Lao (2013) reports that several
translation agencies still use freelance translators for post-editing; however, not every
translator can handle the job of a post-editor. This is because experienced translators
find it more difficult to get used to producing a target text with a lower level of quality
compared to translation (Allen 2003). The post-editing and translation processes are
different from each other since in translation one works with only two texts instead of
three; post-editors need different competences and put a different level of effort into
their work. This is because post-editors need to have knowledge about machine trans-
lation and be able to identify the errors that machine translation makes. Compared to
translators, they also need to be more decisive and more easily overcome uncertainty in
order to be able to produce the target text more quickly and according to the client’s

requirements and expectations (Torrejon & Rico 2012).

3.5 Post-editing guidelines

Post-editing guidelines help post-editors meet clients’ expectations and create a target
text of adequate quality. There is an inconsistency in these guidelines on the market, as
each agency and organization tends to create their own guidelines for internal use (Hu
& Cadwell 2016). As part of the experiment discussed in this article, the freely available

full machine translation post-editing guidelines of the TAUS organization were used.
TAUS Machine Translation Post-editing Guidelines (2016)

e Aim for grammatically, syntactically, and semantically correct translation.

e Ensure that key terminology is correctly translated and that untranslated terms
belong to the client’s list of “Do Not Translate” terms.

e Ensure that no information has been accidentally added or omitted.

 Edit any offensive, inappropriate, or culturally unacceptable content.

e Use as much of the raw MT output as possible.

e Basicrules regarding spelling, punctuation and hyphenation apply.

e Ensure that formatting is correct.

> The post-editing guidelines from TAUS were translated into Slovak by the author of the paper. The original TAUS Ma-
chine Translation Post-editing Guidelines are available at: https://www.taus.net/academy/best-practices/postedit-

best-practices/machine-translation-post-editing-guidelines.
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These guidelines include several categories that the post-editor must know about. In
addition to creating a grammatically, syntactically, and semantically adequate text,
they include the choice of appropriate terminology, the use of proper punctuation, and

correct formatting.

3.6 Teaching and the current use of machine translation post-
editing in Slovakia

Machine translation post-editing is becoming increasingly popular in the world of
translation. O'Brien (2002) states that studying machine translation post-editing al-
lows students to learn how to work with machine translations and acquire post-editing
skills and competences. In addition, teaching machine translation post-editing helps
meet the growing demand for translation services by presenting a quicker alternative

and helping standardize post-editing guidelines.

Universities are beginning to offer post-editing instruction in courses devoted to com-
puter-assisted translation, machine translation, and localization (e.g., Kabdt 2022). In
Slovakia, however, only the University of Constantine the Philosopher in Nitra specifi-
cally mentions post-editing on its web pages. As for the use of machine translation post-
editing, and despite the high demand for machine translation globally, in Slovakia “ma-
chine translation post-editing as a product still represents only a small percentage of
the market” (Absolon 2018, 95).

Absolon (2018) foresees an increase in demand for post-editing in the domestic market,
but he expects that this practice will not be openly presented as machine translation is
still perceived negatively by many clients. This assumption is being seen in the services
offered by translation agencies. Only a small percentage of them explicitly mention
post-editing in their machine translation services, using instead terms such as “revi-

sion,” which clients are more familiar with.

4 Translation quality assessment

Translation quality assessment (also known as linguistic quality assessment) is “the
process of evaluating the overall quality of a completed translation by using a model
with pre-determined values which can be assigned to a number of parameters used for
scoring purposes” (Korkas n.d.). This quality assessment system is being increasingly
used by translation agencies and large companies to assess the quality of translations
and machine translation post-editing. This assessment is done by revisers or
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proofreaders using a template (usually in an Excel document) where they enter trans-
lation errors, possible corrections, and comments (Kabdt 2022). The main goal of trans-
lation quality assessment is to “identify quality gaps and propose solutions for transla-
tors to ensure that the translation meets the qualitative needs and expectations of the
client” (Finnegan 2018).

4.1 The TAUS guality assessment template

The TAUS quality assessment template is used to evaluate human or machine transla-
tion and machine translation post-editing of any type of input text. This template helps
the user to count, identify, and categorize errors in the translation; rate the quality of
the translation with a grade; suggest possible solutions in the comments; and improve
the overall quality of the translation (TAUS n.d.). It includes an introductory sheet that
includes basic project information, instructions on how to use the template, a descrip-
tion of the error typology and error severity levels, and a space for listing errors in each
segment. In this space, the reviser or proofreader lists the source segment and its trans-
lation, suggests a corrected segment, and categorizes the type of error and the severity
level. If necessary, it is possible to leave a comment for the translator. Different error
severities have different scores, which add up to penalty points. After completing the
template, the proofreader sees the final score, which can be used to evaluate whether
the translation was adequate (according to the number of errors and the resulting per-

centage of correctness) or whether it had numerous failings.

The typology of errors in the TAUS template contains eight categories in which thirty-
three types of errors are included; they cover morphological, lexical, stylistic, syntactic,

terminological, formatting, localization, and cultural issues.
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Table 1: Categories and the typology of errors in the TAUS quality assessment template *

Category Typology of errors
Accuracy Addition
Omission
Mistranslation

Over-translation
Under-translation
Untranslated text

Improper exact TM match

Fluency Punctuation
Spelling
Grammar
Grammatical register
Inconsistency
Link/cross-reference

Character encoding

Terminology Inconsistent with termbase

Inconsistent use of terminology

Style Awkward
Company style
Inconsistent style
Third-party style
Unidiomatic

Design Length
Local formatting
Markup
Missing text

Truncation/text expansion

Locale convention Address format
Date format
Currency format
Measurement format
Shortcut key

Telephone format

Verity Culturally specific references

Other Other

The severity of quality assessment interventions is indicated by five levels:

* The typology of errors was translated into Slovak by the author of the paper.
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1. Critical: errors that may carry health, safety, legal, or financial implications; vi-
olate geopolitical usage guidelines; damage the company’s reputation; cause the
application to crash or negatively modify/misrepresent the functionality of a
product or service; or that could be seen as offensive

2. Major: errors that may confuse or mislead the user or hinder proper use of the
product/service due to a significant change in meaning or because errors appear
in a visible or important part of the content

3. Minor: errors that do not cause a loss of meaning and would not confuse or mis-
lead the user, but which would be noticed; would decrease stylistic quality, flu-
ency, or clarity; or would make the content less appealing

4. Neutral: used to log additional information, problems, or changes to be made
that do not count as errors (areviewer’s choice or preferred style, repeated errors
or instructions/glossary changes not yet implemented, or a change to be made
that the translator is not aware of)

5. Kudos: used to praise an exceptional achievement

The TAUS template is one example of what a quality assessment template looks like.
Some translation agencies customize their templates based on the types of texts they
translate most often or on the type of provided language service (e.g., translation, ma-
chine translation post-editing, or localization).

5 A comparison of human translation and machine translation
post-editing

To compare human translation and machine translation post-editing, there was an ex-

periment where twenty translation and interpreting students were divided into two

groups. One group translated the text and the other post-edited it, and both groups

were familiarized in advance with the machine translation post-editing process.

5.1 Methodology

Twenty students from the first and second years of the master’s program in Philology
with a specialization in translation and interpreting in a language combination with
English took part in the experiment. They already had experience with translation, so
the focus was on machine translation post-editing when preparing students for the ex-

periment.

/B8



Pavlikovd, Diana. 2022. Comparing Human Translation and Machine Translation Post-Editing. In:
LION Journal. 1(1), pp. 65-100.

The experiment took place in the Localization of Game and Non-game Software course
at the Department of British and American Studies, Faculty of Arts, Comenius Univer-
sity in Bratislava, under the supervision of the present author via MS Teams. (This was
due to the pandemic situation during the summer semester of the 2020/2021 academic
year.) Students had studied the translation and post-editing guidelines that had been
provided in advance to become more familiar with the translation and post-editing re-
quirements. In addition, they were given general instructions describing the procedure
of the experiment.

On the day of the experiment, the twenty students were divided into two groups of ten
students based on alphabetical order by last name. The first group translated the text
and followed the translation instructions. The second group post-edited the text and
followed the post-editing instructions. For the machine translation post-editing, stu-
dents performed full post-editing and followed the 2016 post-editing guidelines from
TAUS.

Both groups were provided with files via the school’s Moodle platform, which they up-
loaded to Memsource after starting the experiment. The first group received a .docx file
for translation and the second group received an .xliff file for post-editing, which con-
tained the raw machine translation extracted from Memsource using the selected
Google Translate tool. In addition to the translation and post-editing files, the students
were provided with terminology in .tbx format, which they had to upload to their own
terminology database. The terminology included basic terms for the chosen topic to
make the students’ work of searching easier.

The translation/post-editing text was an excerpt from an American brochure on com-
posting; specifically, it was a manual on how to build a home vermicomposter. It was a
specialized marketing text, and it addressed the reader directly. The manual had 262
words, and the Memsource tool divided it into twenty-six segments. After uploading
the files to Memsource, students worked on post-editing or translation. When finished,
they exported the file and uploaded it back as a bilingual file via the Moodle platform.
Students were also advised that their time would be measured, so they were encour-
aged to hand in the final file as soon as possible to avoid further distortion of the time

results.
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5.2 The objective and the research questions

The objective of the research was to compare human translation with machine transla-
tion post-editing on a given sample of students, and to find out which process was bet-
ter in terms of speed of work and the quality of the final translation. During quality as-

sessment, the following questions were looked into:

e Which group was more correct based on the average error rate?
e Which group was more correct based on the average number of penalty points?
e What types of errors were predominantly made by translators, and what types of

errors were made by post-editors?
In addition to the qualitative analysis, the temporal aspect of effort for both groups was
also examined:
e Which group did the translation faster?
Answering these questions in a qualitative and temporal analysis would indicate how

human translation and machine translation post-editing differ from each other and
what their strengths and weaknesses are.

5.3 Qualitative analysis

The quality of the translations submitted by the students was assessed using the TAUS
translation quality assessment template. As part of the penalization process, a scoring

system from the template was used.

Table 2: The penalty point system based on the TAUS template

Severity level Number of penalty points
Critical error 10
Major error 5
Minor error 1

The correctness of the submitted translation was evaluated by the number of penalty
points the translator/post-editor received. The qualitative analysis focused on how cor-
rect the translators and post-editors were based on the penalty points, how many and
what types of errors were made (and at what levels of severity), and how they differed
from each other in these categories, while also giving specific examples of the most
common errors made by the two groups.
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5.3.1 The translation error rate

As part of the qualitative analysis, the error rate of the translators and post-editors was
examined. The errors were then categorized according to their severity level. The criti-
cal errors were mainly errors in numerical data and unit conversion which could lead
to the failure of the manual. Major errors included those errors that changed the mean-
ing of the source text and could also lead to the non-functionality of the manual. (These
were mainly in the categories of accuracy and fluency of translation, terminology, and
localization.) Minor errors were mostly related to the categories of style, design, and
fluency of translation, which also included errors in the use of punctuation and mathe-

matical symbols.

Table 3: The average error rate based on error severity level

Average error rate

Severity level Translators Post-editors
Critical error 0.4 0

Major error 4.7 7.2
Minor error 2.7 2.8
Total 7.8 10

After counting the errors for each translator and post-editor and creating an average,
there was a higher error rate for post-editors, who made an average of ten errors. Trans-
lators had an average error rate of 7.8. A closer analysis of these results revealed that in
the critical error category, which influences the correctness of the translation the most,
the post-editors had an average error rate of O whereas the translators had an average
error rate of 0.4. The translators made more serious errors compared to the post-edi-
tors, which could have negatively affected the quality of the translated manual. How-
ever, post-editors made significantly more major errors, averaging 7.2, while transla-
tors had an average error rate of 4.7. The post-editors also made errors that negatively
affected the functionality of the vermicomposter manual. In the minor error category,
which mostly evaluated inconsistencies in tags, punctuation, and mathematical sym-

bols, post-editors and translators performed similarly.
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5.3.2 Translation correctness

We evaluated the translation correctness in both groups based on the number of pen-

alty points.

Table 4: The average number of penalty points

Group Average number of penalty points
Translators 30.2
Post-editors 38.8

An average in the two groups was created for comparison. Since the penalty points were
closely related to the translation error rate, the translators were also better off in terms
of translation correctness. They had an average of 30.2 penalty points, and the post-

editors had an average of 38.8 penalty points.

5.3.3 Error typology

The last part of the qualitative analysis is the evaluation of the number of errors based
on the TAUS error typology template along with the error subcategories and individual
examples. The TAUS template contains eight basic error categories; however, there
were no errors in the verity and “other” categories, so only the six main categories of

errors shall be looked into.

Table 5: The average error rate based on error typology

Average error rate

Error typology Translators Post-editors
Accuracy 2.8 3.5
Fluency 3.4 4.4
Terminology 0.7 0.9
Style 0.1 0
Design 0.2 0.9
Locale convention 0.6 0.3
Verity 0] 0
Other 0 0
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Of the six analyzed categories, post-editors showed higher error rates in four of them:
accuracy, fluency, terminology, and design. The biggest difference was seen in the cat-
egory of fluency, where translators had an average error rate of 3.4 and post-editors had
an average error rate of 4.4. This category encompassed a wide range of errors repre-
sented by each subcategory, so the evaluation of specific errors will be analyzed in more

depth; however, it appears that the translators’ work proved to be more fluent.

In the remaining two categories, translators showed a higher average error rate. In the
style category, there was an average error rate of 0.1for the translators and no errors for
the post-editors. The post-editors also did better in the locale convention category, with
an average error rate of 0.3, while translators had an average error rate of 0.6. To see
how and in what ways the errors made by post-editors and translators differed, the next
section of the article looks at the subcategories of each error category and specific ex-

amples.

0.3.3.1 Hccuracy

Accuracy draws attention to cases in which the translation does not reflect the source
text and does not correctly transfer its meaning or purpose. This category encompasses
seven types of error: addition, omission, mistranslation, over-translation, under-trans-

lation, untranslated text, and improperly exact TM matches.

Table 6: The average error rate in the accuracy category

Average error rate

Typology of errors Translators Post-editors
Addition 0.1 0
Omission 0.4 0.3
Mistranslation 1.7 3.2
Over-translation 0 0
Under-translation 0.3 0
Untranslated text 0.3 0
Improperly exact TM match 0 0

A closer analysis of the accuracy category reveals that although the overall average error
rate for this category is higher for post-editors, in the individual error types this is only

the case for mistranslation, where post-editors had an average error rate of 3.2 and

=]



Pavlikovd, Diana. 2022. Comparing Human Translation and Machine Translation Post-Editing. In:
LION Journal. 1(1), pp. 65-100.

translators had one of 1.7. Translators reported higher average error rates in four sub-
categories: addition, omission, under-translation, and untranslated text. The post-edi-
tors made errors only in the subcategories of omission and mistranslation. In the accu-

racy category, the translators showed a more varied error rate.

53311 Addition

Table 7: Examples of errors from the text in the addition subcategory

Group Translators Segment 3
Source You can compost food scraps indoors using a worm bin!
Target Pomocou vermikompostéru mébzete kompostovat zvysky z jeddl mozete aj
v interiéri!
Suggested target Pomocou vermikompostéru mozete kompostovat zvysky z jeddl aj v interiéri!

When assessing the quality of the translation, there was only one addition error. It was
made by a translator in the third segment, and it was a duplication of a word in one
sentence rather than added information. The translator had the word mézete present
twice in the translation when it should have been present only once. This error was pre-
sumably made out of carelessness, when the translator changed the word order and
forgot to delete the previously used word. This type of error was not observed with the

post-editors.

0.3.3.1.2 0Omission

Table 8: Examples of errors from the text in the omission subcategory

Group Translators Segment 8

Source Dimensions should be approximately 12 x 12 x 12 inches (one cubic foot) but

do not have to be precise.

Target Rozmery by mali byt priblizne 30 x 30 x 30 cm, no nemus{ sa to presne
zhodovat.
Suggested target Rozmery by mali byt priblizne 30 x 30 x 30 cm (s objemom zhruba 28 litrov),

no nemusi sa to presne zhodovat. (Dimensions should be approximately 30 x
30 x 30 cm (with a volume of roughly 28 liters), but do not have to be precise.)

Group Post-editors Segment 15

Source These holes will provide oxygen to the worms and other decomposer

organisms in the bin.
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Target Tieto otvory poskytnu kyslik dédZdovkdm a inym organizmom v kosi.
Suggested target Tieto otvory poskytnu kyslik ddzdovkdm a rozkladacim organizmom
vnddobe.

When assessing the quality of the translation, there were four errors in this subcategory
that the translators made; three of them are shown in the selected examples. Some
translators omitted the information in the parenthesis in the eighth segment. Since the
dimensions were already listed, they probably figured that the volume was redundant
information. One must be careful with numbers in manuals; it is not advisable to re-
move, for example, the volume of the container (as happened in this case) without con-
sulting the client. For post-editors, there were three errors in this subcategory; in addi-
tion to the same errors made by the translators, one post-editor omitted the translation
of the term “decomposer,” which was an error also made by some of the translators. In
the omission category, the translators and post-editors differed little from each other

and made the same errors.

53313 Mistranslation

Table 9: Examples of errors in the mistranslation subcategory

Group Translators Segment 10
Source Fine screen to keep out pests (optional)

Target Jemné sito proti $kodcom (nepovinné)

Suggested target Jemn4 sietka proti $kodcom (nepovinné)

Group Post-editors Segment 12
Source \{b\>Tray (optional)\<b\}

Target \{b\>Z4sobnik (volitelny)\<b\}

Suggested target \{b\>Podnos (volitelny)\<b\}

In the accuracy category, translators made the most errors of the mistranslation type.
Most errors were mainly related to the mistranslation of the term “screen” in the con-
text of the vermicomposter manual. Many translators translated it as sito (sieve), and
others translated it as plocha (surface), triedi¢ (sorter), or filter (filter); it was supposed
to be sietka (screen) to refer to an insect screen that is meant to serve as a protection

against pests. The post-editors also had problems translating some of the terms. While
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translators could not deal with “screen,” there was a more widespread problem among
post-editors. Many words were mistranslated in context; “bin” was translated as k6s
(basket), but the meaning was nddoba (bin) or vermikompostér (vermicomposter, de-
pending on the context). “Directions” was translated as smer (meaning “direction” but
referring to the orientational meaning of the word) when it was meant to be “instruc-
tions” or a procedure on how to make a vermicomposter. Last but not least, the example
above shows that “tray” was translated as zdsobnik (bin) when it was supposed to be
tdcka or podnos (meaning “tray”) as something used to catch worm tea from the ver-
micomposter. Most of these mistranslations were caused by raw machine translations

that were not corrected by the post-editors.

53314 Under-translation

Table 10: Examples of errors in the under-translation subcategory

Group Translators Segment 26

Source Worms can tolerate temperatures a bit beyond this range, but they will be less
active.

Target Dézdovky dokdzu znésat aj teploty mierne pod 13°C, no v tom pripade nebudu

také aktivne.

Suggested target Dé4zdovky dokdzu znésat aj teploty mierne mimo tento rozsah, no vtom

pripade nebudu také aktivne.

Errors in the under-translation category were only made by the translators. This is be-
cause the post-editors worked with a machine translation that translated every piece of
information in the text. In the above example, the translator erroneously only pointed
out that earthworms can tolerate lower temperatures than recommended, omitting the
information that earthworms can also tolerate temperatures slightly above the highest

recommended value.

53315 Untranslated text

Table 11: Examples of errors in the untranslated text subcategory

Group Translators Segment 24
Source Worms prefer temperatures between 55°F and 80°F (13°C and 27°C).
Target D4Zdovky uprednostiiujui teplotu medzi 55 °F a 80 °F (13 °C and 27 °C).
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Suggested target Dézdovky uprednostiiuju teplotu medzi 55 °F a 80 °F (13 °C a 27 °C).

In this subcategory, only the translators made errors because the post-editors were
working with a machine translation which translated all the information in the text. It
was impossible to find an untranslated part of the text without manually inserting it in.
Some translators left untranslated text in the translation, and it was the same error in
every case. In the twenty-fourth segment, they did not translate the text that was in
parentheses. It is likely that they copied it from the source text without noticing that
there was an “and” conjunction. In the final translation, the conjunction remained in

the original language.

5.3.3.2 Fluency

The fluency category highlights problems with both the content and the form of the
translation. This category encompasses seven subcategories: punctuation, spelling,
grammar, grammatical register, inconsistency, link/cross-reference, and character en-

coding.

Table 12: The average error rate in the fluency category

Average error rate

Typology of errors Translators Post-editors
Punctuation 1.9 1.7
Spelling 0.4 0.1
Grammar 0.9 2.5
Grammatical register 0.2 0.1
Inconsistency 0 0
Link/cross-reference 0 0
Character encoding 0 0

The average error rate in the fluency category is higher for post-editors. Looking at the
subcategories, only the grammar subcategory showed a higher average error rate for
post-editors. Post-editors had an average error rate of 2.4, while translators had an av-
erage error rate of only 0.9. In the subcategories of punctuation, spelling, and grammar,
translators made more errors. In this category, translators also showed a greater variety

of errors.
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53321 Punctuation

Table 13: Examples of errors in the punctuation subcategory

Group Translators Segment 22

Source If you drilled holes in the bottom on the bin, place a tray under the bin to catch
any “leachate”—this is a waste product of the composting process made of

excess moisture.

Target Ak ste do dna nddoby vyvitali otvory, umiestnite pod nddobu podnos, aby ste
zachytili ddzdovkovy ¢aj — odpadovy produkt kompostovacieho procesu, ktory
je vysledkom prebytocnej vlhkosti.

Suggested target Ak ste do dna nddoby vyvitali otvory, umiestnite pod nddobu podnos, aby
zachytil ddzdovkovy ¢aj — odpadovy produkt kompostovacieho procesu, ktory
je vysledkom prebytocnej vlhkosti.

Group Post-editors Segment 24
Source Worms prefer temperatures between 55°F and 80°F (13°C and 27°C).
Target Dézdovky ddvaju prednost teplotdm medzi13°Ca27°C.

Suggested target Dézdovky preferuju teploty medzi 13 °C a 27 °C.

In addition to the usual problems with commas, the translators also made errors in
writing units and hyphens. In the example above, the translator incorrectly used a hy-
phen instead of a dash. Indeed, every translator who wrote this sentence in the same
order as the original text used a hyphen instead of a dash. This error may also have been
due to students not being used to checking for dashes. This is because if you type a hy-
phen in a Word document with spaces around the hyphen, the hyphen automatically

changes to a dash; however, this is not how it works in CAT tools.

Both the post-editors and translators had problems with typing commas and dashes.
No one from the post-editors group used the dash correctly either. Clearly punctuation
is a problem for students, but this is something a proofreader can fix when revising. In
addition to the correct writing of hyphens, the post-editors had a problem with the cor-
rect writing of units. In the example above, there is an incorrect notation of the Celsius

unit which was caused by the machine translation and was not corrected.
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5.3.3.2.2 Spelling

Table 14: Examples of errors in the spelling subcategory

Group Translators Segment 10
Source Fine screen to keep out pests (optional)

Target Tekn4 plocha, ktord zabréni pristupu $kodcom (nepovinné)

Suggested target Jemnd sietka, ktord zabrdni pristupu $kodcom (nepovinné)

Group Post-editors Segment 15
Source These holes will provide oxygen to the worms and other decomposer

organisms in the bin.

Target Tieto otvory poskytnu kyslik ddzdovkam a inym heteretrofnym organizmom
vo vermikompostéri.
Suggested target Tieto otvory poskytnu kyslik dédzdovkdm a inym heterotrofnym organizmom

vo vermikompostéri.

The spelling subcategory included errors related to the incorrect spelling of words, such
as typos, the incorrect spelling of i/y, and the incorrect change of prepositions in assim-
ilation. In this case, it was mainly related to typos, which were more often made by
translators. In the example above, there is the misspelled word tenkd (thin), which
could have been corrected by a spellcheck. Post-editors made only one typo since the
raw machine translation did not contain any. The word heterotrofny (decomposer) was
misspelled by a post-editor when transcribing the machine translation.

53323 Grammar

Grammar encompasses syntax and morphology. Grammatical errors include the incor-
rect use of cases, a wrong inflectional form, and incorrect sentence construction. Within
this subcategory, there was a check to see if the words were from the standardized va-
riety of the language. Grammatical errors were mainly associated with incorrect prep-
ositional phrases and the use of non-standard words or expressions. In the given exam-
ple, there is the non-standardized form of the word zohnat (purchase). In other cases,
translators used phrases that are considered to be Czechisms in Slovak, such as the

phrase o velkosti instead of the phrase s velkostou.
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Table 15: Examples of errors in the grammar subcategory

Group Translators Segment 1
Source Purchase at a hardware store.

Target Zohndte ho v Zeleziarstve.

Suggested target ZozZeniete ho v Zeleziarstve.

Group Post-editors Segment 22
Source If you drilled holes in the bottom on the bin, place a tray under the bin to catch

any “leachate”—this is a waste product of the composting process made of

excess moisture.

Target Ak ste do spodnej Casti koSa vyvrtali otvory, umiestnite pod kos podnos, aby
zachytili vSetok ,dazdovkovy ¢aj“ —ide o odpadovy produkt z procesu
kompostovania vyrobeny z prebytoénej vlhkosti.

Suggested target Ak ste do dna nddoby vyvitali otvory, umiestnite pod nddobu podnos, aby
zachytil ddzdovkovy €aj — odpadovy produkt kompostovacieho procesu, ktory
je vysledkom prebytocnej vlhkosti.

Post-editors made more grammatical errors compared to translators; however, most of
them were related to the raw machine translations, which had to be edited to correct

the grammatical errors.

5.3.3.2.4 Grammatical register

Table 16: Examples of errors in the grammatical register subcategory

Group Translators Segment 14
Source Drill atleast 10 quarter-inch holes in the lid.

Target Do veka vyvitajte minimdlne 10 otvorov s rozmermi 0,6 centimetra.
Suggested target Do veka vyvitajte minimdlne 10 otvorov s priemerom 0,6 centimetra.
Group Post-editors Segment 14
Source Drill atleast 10 quarter-inch holes in the lid.

Target Do veka vyvitajte najmenej 10 otvorov s rozmerom priblizne 6mm.
Suggested target Do veka vyvfitajte najmenej 10 otvorov s priemerom priblizne 6 mm.
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In the grammatical register subcategory, translators and post-editors made the same
error. Instead of the term priemer (diameter), they chose the term rozmer (dimension)

to express the diameter of the openings; this could confuse the reader of the manual.

5.3.3.3 Terminology

The terminology category encompasses two types of errors: inconsistency with the

termbase and an inconsistent use of terminology.

Table 17: The average error rate in the terminology category

Average error rate

Typology of errors Translators Post-editors
Inconsistent with termbase 0 0.2
Inconsistent use of terminology 0.7 0.7

Based on the table of error types in the terminology category, it can be seen that in the
inconsistent use of terminology, translators and post-editors performed similarly with
an average error rate of 0.7. In terms of being inconsistent with the termbase, there were
only errors in the group of post-editors, meaning that they did not sufficiently correct

the machine translation to make the terminology match the provided termbase.

53331 Inconsistencies with the termbase

Table 18: Examples of errors in the inconsistent with termbase subcategory

Group Post-editors Segment 24
Source Worms prefer temperatures between 55°F and 80°F (13°C and 27°C).
Target Cervy d4vaju prednost teplotdm medzi 13 °C a 27 °C.

Suggested target Dédzdovky ddvaju prednost teplotdm medzi 13 °C a 27 °C.

Only the post-editors had inconsistencies with the termbase. The two errors noted con-
cerned the term “worm,” which was incorrectly left as cerv when, according to the term-
base, it should have been translated as ddZdovka. Again, this was an error caused by ma-
chine translation which was not corrected by the post-editors, who either allowed
themselves to be influenced by it or did not correct the error out of inattention or a lack

of final proofing.
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5.3.3.3.2 Aninconsistent use of terminology

Table 19: Examples of errors in the inconsistent use of terminology subcategory

Group Translators Segment 23

Source After you make or buy a bin, store it in a good location for both you and the
worms.

Target Ked uZ ste hrdym majitelom zakdipeného alebo vyrobeného domdaceho
kompostéra, umiestnite ho na miesto, ktoré vyhovuje vdm ale je vhodné aj pre
dazdovky.

Suggested target Ked uZ ste hrdym majitelom zakdipeného alebo vyrobeného domdceho

vermikompostéra, umiestnite ho na miesto, ktoré vyhovuje vdm, ale je vhodné

aj pre ddzdovky.

Group Post-editors Segment 20
Source Use non-toxic glue to attach fine screen over holes (optional).

Target Pomocou netoxického lepidla pripevnite jemné sito cez otvory (voliteIné).
Suggested target Pomocou netoxického lepidla pripevnite jemnd sietku cez otvory (volitelné).

In the inconsistent use of terminology subcategory, the translators had a particular
problem with the term vermikompostér (vermicomposter), where they incorrectly used
the term kompostér (composter) instead. In addition to the same inconsistencies the
translators made, the post-editors also had problems with the terms “screen” and
“tray.” In the example above, the post-editor translated “screen” as sito even though in
previous segments it had been translated as obrazovka. This inconsistency was already

present in the machine translation and was not corrected by the post-editor.

5.3.3.4 Style

The style category highlights stylistic problems. This category encompasses five types
of errors: awkward, company style, inconsistent style, third-party style, and unidio-
matic. It was found that the only error was in the inconsistent style subcategory and

had been made by a translator.
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Table 20: The average error rate in the style category

Average error rate

Typology of errors Translators Post-editors
Awkward 0 0
Company style 0 0
Inconsistent style 0.1 0
Third-party style 0 0
Unidiomatic 0 0

5.3.341 Inconsistent style

Table 21: Examples of errors in the inconsistent style subcategory

Group Translators Segment 20
Source Use non-toxic glue to attach fine screen over holes (optional).

Target Jemny triedié prelepite cez diery netoxickym lepidlom (nepovinné).
Suggested target Jemn sietku prelepte cez diery netoxickym lepidlom (nepovinné).

In this subcategory, there was one error. The translator had written the verb prelepit in
the indicative form and not in the imperative form as is used in the rest of the transla-
tion and as would be appropriate in a text with instructions.

0.3.3.0 Oesign

The design category highlights problems with formatting. This category encompasses
five subcategories: length, local formatting, markup, missing text, and truncation/text
expansion. Post-editors had a higher average error rate, but only made errors in the
markup subcategory; translators again varied more in error types, and, in addition to

the markup subcategory, they also made errors in the local formatting subcategory.
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Table 22: The average error rate in the design category

Average error rate

Typology of errors Translators Post-editors
Length 0 0

Local formatting 0.1 0
Markup 0.1 0.9
Missing text 0 0
Truncation/text expansion 0 0

5.3.3.51 Local formatting

Table 23: Examples of errors in the local formatting subcategory

Group Translators Segment 1
Source {I>INDOOR COMPOSTING<1} with a worm bin

Target Interiérové kompostovanie s vermikompostérom

Suggested target {I>INTERIEROVE KOMPOSTOVANIE<1} s vermikompostérom

Within the local formatting subcategory, only the translators made errors. One trans-
lator did not follow the formatting of the source text and wrote the term interiérové kom-

postovanie in the lower case even though it was originally written in the upper case.

5.3.3.92 Markup

In the markup subcategory, there was only one error that the translators made; one
translator omitted tags in the first segment altogether. Post-editors had a bigger prob-
lem with tags. In addition to omitting tags altogether, there was incorrect tag notation
with redundant spaces. For the post-editors, these errors in tags were already present

in the machine translation.
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Table 24: Examples of errors in the markup subcategory

Group Translators Segment 1
Source {I>INDOOR COMPOSTING<1} with a worm bin

Target Interiérové kompostovanie s vermikompostérom

Suggested target {I>INTERIEROVE KOMPOSTOVANIE<1} s vermikompostérom

Group Post-editors Segment 1
Source \{1\>INDOOR COMPOSTING\<1\} with a worm bin

Target \{1\> VNUTORNE KOMPOSTOVANIE \<1\} s vermikompostérom
Suggested target \{I\\>VNUTORNE KOMPOSTOVANIE\<1\} s vermikompostérom

53.3.6 Locale convention

Thelocale convention category highlights cases where the translation does not conform
to country-specific conventions. This category encompasses six subcategories: address
format, date format, currency format, measurement format, shortcut key, and tele-

phone format.

Table 25: The average error rate in the locale convention category

Average error rate

Typology of errors
Translators Post-editors

Address format 0 0

Date format 0 0
Currency format 0 0
Measurement format 0.6 0.3
Shortcut key 0 0
Telephone format 0 0

In the locale convention category, translators and post-editors only made errors in the

subcategory of measurement format; translators showed a higher error rate.

53361 Measurement format

The translators had more trouble with the localization of units than the post-editors.
Sometimes they decided not to localize the units, which meant that readers of the
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manual in the Slovak market would have to convert the units themselves in order to
assemble the vermicomposter. In addition, the translators made errors in the actual
conversion of the units. This was also the case in the given example, where the transla-
tor converted the data but, probably due to inattention, used the wrong unit prefix to

the numeric value, thus using centimeters instead of millimeters.

Table 26: Examples of errors in the measurement format subcategory

Group Translators Segment 14
Source Drill at least 10 quarter-inch holes in the lid.

Target Do veka vyvitajte najmenej desat 6 centimetrovych otvorov.

Suggested target Do veka vyvitajte najmenej desat 6-milimetrovych otvorov.

Group Post-editors Segment 8
Source Dimensions should be approximately 12 x 12 x 12 inches (one cubic foot) but

do not have to be precise.

Target \{i\>Rozmery by mali byt pribliZne 12 x 12 x 12 palcov (jedna kubickd stopa),

ale nemusia byt presné.\<i\}

Suggested target \{i\>Rozmery by mali byt priblizne 30 x 30 x 30 cm (s objemom zhruba 28

litrov), ale nemusia byt presné.\<i\}

Although post-editors had a lower average error rate in this subcategory, some in this
group chose not to convert units at all.

To conclude the qualitative analysis, there are three research questions that need to be
answered. Within the translation error rate, there was an average error rate of 10 for
post-editors and 7.8 for translators. The second question asked which group produced
more correct translations. Since the average error rate was directly related to penalty
points, more correct translations were produced by the translators. On average, trans-
lators had 30.2 penalty points and post-editors had 38.8. The last research question
asked what types of errors were made by the translators and what types of errors were
made by the post-editors. After a closer analysis of each error category, the post-editors
on average made more errors in the categories of accuracy, fluency, terminology, and
design. Translators performed worse in the style and locale convention categories.
When analyzing the subcategories, the translators also made errors in subcategories

where the post-editors did not make any.

84



Pavlikovd, Diana. 2022. Comparing Human Translation and Machine Translation Post-Editing. In:
LION Journal. 1(1), pp. 65-100.

5.4 Temporal analysis

In addition to the number and types of errors, the temporal aspect of the translation
and post-editing effort was looked at. This aspect can be easily measured and com-
pared. Translators and post-editors were informed in advance that the time spent on
the translation would be measured and that they should therefore only work on this
activity and hand in the final document once they were satisfied with it.

Table 27: The average time spent on translation and post-editing

Group Average time spent on translation/post-editing
Translators 36.8 minutes
Post-editors 25.9 minutes

Looking at the average times of the translator and post-editors, it is clear that the post-
editors generally performed the post-editing faster. Compared to the translators, they
had raw machine translation; this probably sped up their work and made them more
efficient with an average time of 25.9 minutes; however, it should be noted that the
translators’ speed for the length of the text was also good, given that they were able to
translate itin 36.8 minutes on average. In conclusion, the given sample showed that the
post-editors were faster. This finding also answers the last research question regarding
the temporal analysis. By analyzing the measured times, it seems that the post-editors

were more time-efficient compared to the translators.

5.5 Oiscussion

After presenting the results, it is important to consider why they occurred and whether
they could have been predicted. A qualitative analysis first looked at the average error
rate and translation correctness in both groups. Since the error rate was directly related
to translation correctness through the penalty point system, it seems that in both cases
the post-editors performed worse. To find out why this was the case, it was necessary
to look at the error rate analysis within the typology of errors. This revealed which er-
rors were made most often by post-editors and by translators and what might have
been the reason for this. When analyzing the typology of errors, there were six main
categories: accuracy, fluency, terminology, style, design, and locale convention. In four
of the six categories, the post-editors had a higher average error rate; these were in the
categories of accuracy, fluency, terminology, and design. This means that the transla-
tors performed worse only in the categories of style and locale convention. Each
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category also had subcategories of error types, which further revealed that although the
post-editors made errors more frequently, translators showed a greater variety of er-

rors.

Of the five analyzed subcategories concerning accuracy, the post-editors on average
were more likely to make errors only in the subcategory of mistranslation. The post-
editors made errors in one subcategory, and so they made the same errors which were
influenced by the machine translation. Many of these were because the post-editors did
not correct the errors created by the machine translation. Either they relied on the ma-
chine translation more than they should have, or they simply did not notice them there.
The biggest problem they had was with mistranslated words, which, according to the
context, did not fit the text. In terms of under-translation or untranslated text, only the
translators made errors because the machine translation had all the words translated
and omitted no information in the output. In the first category alone, the machine
translation had a clear impact on the types of errors that the post-editors made; in some
ways, it may even have confused them or they may have trusted it too much and thus

not delivered a translation of the highest quality.

The same analysis of the results could be applied to the fluency category, where the
post-editors also showed a higher average error rate; they appear to have been influ-
enced by the machine translation. The biggest difference can be seen between the
spelling and grammar subcategories. In the spelling subcategory, there was a higher
error rate for translators because machine translation does not produce typos in the
text. This is a purely human error which occurred for translators as well as for post-
editors who decided to overwrite a certain segment in the raw output of the machine
translation; however, the post-editors showed a higher average error rate in the gram-
mar subcategory and there was the largest difference between the groups. The raw ma-
chine translation had a few grammatical errors which several post-editors did notiden-
tify. They either did not notice them or trusted the machine translation more than they
should have; importantly, grammatical correctness is one of the most important as-

pects of a good translation.

Within the terminology category, the largest difference in error rates was in the incon-
sistent with termbase subcategory. Only the post-editors made any errors. This was in-
fluenced by the machine translation, which translated the terms incorrectly or differ-
ently from the terms in the glossary; the post-editors had to unify these mistranslations
with the termbase. In the final translation, there was an inconsistent use of terminol-

ogy, which the post-editors did not correct in the output of the machine translation, as
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well as inconsistencies with the termbase, which were not present at all in the transla-
tors’ texts. There was only one error in the style category, and this was in the transla-
tors’ group. This was probably an error that the translator did not check. The post-edi-
tors had no problem with the style; apparently the output of the machine translation

was stylistically acceptable.

Within the design subcategory, translators again showed a more varied error rate; how-
ever, the post-editors had a higher overall error rate, especially for the tags (markup)
subcategory. The post-editors had more trouble with the tags because the machine
translation caused the output to have multiple gaps in the tags and even omitted tags
altogether in some segments. Several post-editors did not notice these changes and did
not correct them. They were again affected by the output of the machine translation,
and so the average error rate increased. In the locale convention category, there was
only one subcategory (measurement format) where translators and post-editors both
made errors. Some translators chose not to localize the units of measurement and used
them in foreign values; by contrast, this happened only once in the post-editors’ group.
The machine translation in one segment chose not to give temperatures in both Fahr-
enheit and Celsius, only using the Celsius units. This segment may have prompted the
post-editors to localize the units in other segments as well, thus unifying the final trans-
lation. The translators had a choice whether to localize the units or not, and this choice

resulted in cases where the translators did not localize them.

To summarize the qualitative analysis, it seems that the post-editors had a higher aver-
age error rate and thus less accurate translations; however, based on the specific exam-
ples of errors, they were significantly influenced by the machine translation. It had cer-
tain types of errors, which the post-editors had to watch out for, but it did not have
other types of errors. After all, machine translation rarely omits parts of a text, adds in-
formation to a translation, or makes typos. It can be said that post-editors should
mainly focus on correcting tags, inconsistencies in the text (especially the terms and
words used), grammatical errors, and mistranslations of words and terms produced by

the machine translation.

The temporal analysis aimed to determine which group produced the translation faster.
With an average time of 25.9 minutes, the post-editors were faster. Translators had an
average time of 36.8 minutes. This result was predictable, and several articles (Krings
2001; Tatsumi 2010) have reported that machine translation post-editing is faster and

thus more efficient than human translation. This experiment confirmed this statement.
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It should be added, however, that this research has some limitations, especially regard-
ing the evaluation of the quality of the translation, which was carried out only by the
present author. Despite efforts at objectivity, subjectivity must have been reflected in
the results to some extent for obvious reasons. To achieve greater objectivity in future
research, it would be advisable to use more than one person to evaluate the quality of
the translation, or at least a person who is not directly involved in the research, has not
prepared the text in advance, and who is unaware of the knowledge of the translators
and post-editors involved.

Conclusion

This article has discussed the comparison between human translation and machine
translation post-editing. The objective of the research was to compare human transla-
tion with machine translation post-editing on a given sample of students and to find
out which process was better in terms of speed of work and quality of the final transla-
tion. To meet this goal, a qualitative and temporal analysis was conducted. Based on
the results of both analyses, it can be evaluated that machine translation post-editing
has its advantages. It has been shown to be more time-efficient and useful in eliminat-
ing some types of errors such as typos, omissions, and additions of information. On the
other hand, the machine translation still contains errors and so post-editing is essen-
tial. Errors are often repeated, and a trained post-editor should be able to correct errors

such as inconsistent terminology.

Students without in-depth training in machine translation post-editing produce lower
quality post-edited translations than students who have had several years of experience
with human translation during their studies. The error rate is directly linked to the un-
familiarity of working with machine translation. Teaching post-editing could eliminate
unnecessary errors in the categories of grammatical correctness, inconsistency, and the
translation of terms. Students could also learn how to approach the output of the ma-
chine translation correctly and how to perform post-editing more efficiently, so that it

is not only useful in terms of time but also in terms of quality.
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Abstract

This article deals with advertising slogans transcreated from English into Slovak. The first part focuses
on a definition of transcreation and discusses related terms such as translation and localization. By
synthetizing concepts like dynamic equivalence, Skopos theory, and the translation of principle, the
article explains what transcreation could be in terms of translation studies. The second part of the
article deals with the definition of advertising and its features. It also discusses the features of adver-
tising slogans and briefly discusses specific linguistic and stylistic devices used in advertising produc-
tion. The third part deals with an analysis of eight selected slogans which have undergone the process
of transcreation. The analysis is based on the stylistic figures of speech in slogans. The aim of the arti-
cle is to elaborate on theoretical knowledge concerning transcreation and related concepts, describe
these terms to the reader, and analyze individual slogans which have been transcreated from English

into Slovak from the translator’s point of view.

Keywords: transcreation, advertising, advertising slogans, translation, localization

Introduction

Translation is constantly evolving; it is helping define other disciplines such as locali-
zation, which is still a relatively new idea. Another relatively new discipline is transcre-
ation.' But what is the difference between translation and transcreation? How is tran-
screation specifically different from translation? What exactly is its area of interest? And
what are the requirements for the transcreator — linguistic skills or creative creativity?
Transcreation does not have strict boundaries by which it can be separated, for exam-

ple, from marketing translation.

! Transcreation was probably first used as a term by Lal in 1964.
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The first part of the article deals with the concept of transcreation and where it is used.
It also deals with the features of advertising slogans. The second part of the article an-
alyzes eight selected slogans from English into Slovak (the condition for their selection
was the availability of both language versions). The aim of this article is to present tran-
screation in translation in the Slovak context and to point out how individual advertis-

ing slogans change under its influence.

1 Transcreation

This section discusses the concept of transcreation in order to clarify its characteristics
and applications. It also discusses the issues of translation, marketing translation and
localization compared to transcreation, and their common and different features, be-
cause often there is confusion when trying to distinguish between them.> Transcreation
mainly focuses on marketing texts, advertising spots, slogans, jingles, and logos that
need not adhere strictly to the source text. This means itis a recreation of the text to act
as the source, but in fact it is the target text (Pedersen 2016; Risku 2017). O’Hagan and
Mangiron (2013) single out transcreation as a separate translation procedure that can
occur during video game localization. As a result, two branches of understanding tran-
screation arise. While one focuses explicitly on the translation (or transcreation) of
marketing texts (Sattle-Hovdar 2019), the other perceives transcreation as a translation
procedure or method that can be used during the translation or localization of a given
product (O’Hagan and Mangiron 2013). This article tries to show that while the first
approach is theoretically well elaborated, transcreation can still be seen as a translation
procedure that combines aspects of dynamic equivalence, Skopos theory, and the trans-
lation of principle.

1.1 Characteristics and applications

Is transcreation just an idea that is popular and is being used by translation agencies to
increase their turnover? This section discusses definitions to help in understanding
transcreation. According to Gaballo (2012), transcreation is an “intra-/interlingual re-
interpretation of the original work suited to the readers/audience of the target language
which requires the translator to come up with new conceptual, linguistic and cultural
constructs to make up for the lack (or inadequacy) of existing ones” (Gaballo 2012, 111).
Transcreation is similar in function to the concepts of dynamic equivalence (Nida 1964)

% This article draws heavily on Pedersen (2016) and Risku (2017).
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and the translation of principle (Feldek 1977).> At the same time, there is also the pal-
pable influence of Skopos theory (Nord 1991). It is important to note that transcreation
emphasizes the priority of the whole over the part; this means the resulting effect on
the target group is more important than the faithful translation of the individual parts
of a text. The transcreator must be able to create a continuous stream of new thoughts
and ideas, continuously changing them in the process, preserving the unusualness and
originality in the creation, and then developing them. Indeed, “[i]t requires the transla-

tor not only to conceive new words, but also to imagine new worlds” (Gaballo 2012, 111).

Benetello (2016, 9:20) defines transcreation as “writing advertising or marketing copy
for a specific market, starting from copy written in a source language, as if the target
text had originated in the target language and culture.” She further explains that this
specific type of service requires knowledge exceeding the usual linguistic skills pos-
sessed by a copywriter; this knowledge includes a cultural understanding and an un-
derstanding of the market in question, thus making it similar to translation compe-
tences (EMT, 2022). As a result, “[a] transcreator is a professional that combines four
figures: the translator, the copywriter, the cultural anthropologist and the marketer”
(Spinzi, Rizzo, & Zummo 2018, 6). The creative approach does not guarantee the accu-
racy of the translation, but it should guarantee the fulfillment of the client’s idea. It is
in this aspect that transcreation indirectly refers to Skopos theory (Nord 1991). Even
more important than meeting the client’s requirements is satisfying the target group,

and so in this case invariance is irrelevant (ibid.).

According to Sattle-Hovdar (2019, 21), transcreation can be defined as “a unique type of
service in the field of multilingual communication that actually merges two services
that are normally sold and provided separately.” Transcreation combines translation
and copywriting, and “[t|he magic formula essentially looks like this: Transcreation =
Translation + Copywriting” (ibid.). The word “creation” may give the impression of an
activity that is random and free, without any constraints, but transcreation is closely
tied to various rules and norms. Itis mainly about creating a thoughtful translation that
relies on the brand’s business strategy and uses wordplay and various other creative
aspects of advertising. (This part is best seen in the transcreation of the slogan for Van-
ish which is discussed later.) The most important aspect is the impact of the produced
target text on the target group, which is ensured by the transcreator upon the basis of a
detailed characterization from the client. It is important to understand that the

3 Feldek understands the translation of principle to be an attempt to make the same appeal to the addressee through trans-
lation as the original.
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transcreator must be an expert in both spheres, i.e., in the sphere of translation and
copywriting, which is why their financial remuneration is higher and is often charged
by the hour.

The TAUS resource center for the global language and translation industries (2019, 8)
states that “transcreation can be defined as a translation that is enhanced by creativity
and focus on style, register, and emotive impact, and modified to suit a new audience
which can be a group of users, a country, a region, etc. Typically it covers advertising,
banners, slogans, word logos [...].”* Transcreation is therefore primarily about creating
an appealing text (Reiss 1971). A text that undergoes transcreation becomes the more
subjective work of the transcreator because they have chosen the way to transform the
text to capture all the facts and information provided by the client, and they have de-
termined what they believe will have the best emotional effect on the target group. It
goes without saying, however, that the client also has a say when it comes to the final
product — which is why there are usually atleast two variants to choose from. The goal
(skopos) is important, since in this sphere the focus is mainly on selling products, which
is achieved by good advertising or a slogan. This activity is more complex because the
transcriber cannot fully use the various CAT tools, mainly due to the segmentation of
the text in these tools, which can be limiting and make it difficult to translate several
idioms or other elements typical of a given culture, such as traditions, beliefs, values,
and socioeconomic context (TAUS 2019).

Other definitions are also provided by translation agencies. According to Branded
Translation (2011), transcreation can be defined as “the creative adaptation of market-
ing, sales and advertising copy in the target language. It involves changing both words
and meaning of the original copy while keeping the attitude and desired persuasive ef-
fect.” Adaptation, however, cannot be considered synonymous with transcreation, be-
cause adaptation is only part of the entire transcreation process. There is much more
effort behind the final text than just undergoing the adaptation, which is a necessary
element. For transcreation, instructions from the client are also required. This is be-
cause they influence the process of text production which undergoes transcreation
(Lamrani 2022).

As can be seen from the above, the definitions are inconsistent and have changed since
Lal’s 1964 definition. Perhaps the most important thing is that the focus has shifted

* TAUS understands translation as a lexical operation because it is based on the definition of the GILT (Globalization, In-
ternationalization, Localization, and Translation) model. Such a limited understanding of translation has now been
overcome (Jiménez-Crespo 2019; Kabdt 2021).
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from art texts to marketing texts, but there are common features among them and they
coincide in the main idea: creativity is one aspect found in each definition, and its pres-
ence is crucial in this process. In its essence, transcreation falls under translation ser-
vices and is becoming increasingly popular. It has been mentioned in connection with
several areas (including video games, literature, and films), butit has achieved its great-
est success and application in marketing and advertising. Simultaneously with linguis-
tic aspects, it is necessary to pay attention to the emotionality of the text because it is
mainly about making a positive impression on the consumer (Pedersen 2014). Transcre-
ation is done with the target culture in mind, and consideration must be given to

whether certain words are inappropriate or offensive in that culture.

The client must provide the transcreator with a detailed description of their product,
whether it be an advertising slogan, a jingle, or a logo; they must also clarify their idea
of the final product. The information from the client also includes what they would like
to achieve. Primarily, this is about raising awareness of the company, impressing the
target group, customer loyalty, and increasing sales. The client must also explicitly state
whether they want the final product to be formal or informal (Carreira 2020). Commu-
nication between the client and the transcreator, and the purpose of the transcreation
itself, is very important. Transcreation is subordinate to the purpose of the text (the
Skopos theory). The transcreator can use any degree of freedom in translation, even re-
writing the source text (dynamic equivalence and the translation of principle) to fulfill
this purpose. As a translation procedure or translation method, transcreation combines
the principles of the Skopos theory, dynamic equivalence, and the translation of princi-

ple.

Creativity, copywriting skills, and writing skills in general are all important in transcre-
ation. When choosing a transcreator, it is also important that their mother tongue
match the language into which they are transforming the source text. While someone
may be an expert in a foreign language, communication will never be as immediate as
with a native speaker. They should know how to attract consumers, and this will only
happen by being a true expert in the culture. The transcreator has the difficult task of
perfectly capturing what the company or client represents and aligning the final prod-
uct with the target culture.

1.2 Transcreation vs. Translation

Translation is meant to convey information, such as laws, contracts, manuals, and art

literature. It is pragmatic and is communication where the translator solves problems.
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The translator’s task is to understand the semantics of the source text and then trans-
form the text into the target language. They must possess linguistic, analytical, inter-
pretive, text-forming, and strategic competences. The mostimportant aspectis the me-
diation of information between individual cultures (Levy 1963; FiSer 2009; Bassnett,
Venuti, Pedersen, & Hostova 2022). Translation focuses on meaning, not just the words
themselves, because it is not the primary goal to create a literal translation from one

language into another.

The first difference between translation and transcreation is their history. Whereas the
concept of transcreation was not coined until the middle of the twentieth century,
translation dates back to the third millennium BCE and to the Assyrian king Sargon,
who recorded his armed raids in several languages (Vilikovsky 1984). Transcreation
also involves several elements that are absent in translation. Its task is to point out a
fact, mostly to highlight a brand or draw attention to a particular product, and then
create an emotional effect. In the case of transcreation, it is perhaps necessary to pre-
serve the hint of manipulation presentin the original marketing text. Transcreation and
translation are used to achieve different goals. Most importantly, they require different
approaches and different skills from those performing the activity.

Another difference is cultural adaptation, which is commonly used in both processes.
In literary translation, the adaptation of the work is important. This means using vari-
ous idioms, word plays, and cultural facts which are important for completing the
translation and the understanding by the target group. A specific feature of a literary
translation can also be the attempt to preserve the unique and subjective style of the
author of the source text when the translator tries to present it to readers in a believable
way. Cultural adaptation is also important in transcreation, but it is used to a much
greater extent because it is not just about adapting idioms and so on. The role of the
transcreator is to translate and adapt the text so it that seems to have been primarily
created for the target culture; itis as if the source text never existed. When transcreating
a text, the consideration of the subjective style of the author of the source textis lost. It
loses its essence because the uniqueness of the author’s linguistic style is not necessary
as opposed to capturing the main ideas in the process of cultural adaptation with a cer-
tain set goal, which again brings us to the Skopos theory. Losing the original style and
the original author is one of the main distinctions between translation and transcrea-

tion.

When comparing translation and transcreation, the question of the difference between
marketing translation and transcreation also arises. Experts’ opinions (Pedersen 2016;

Risku 2017) coincide concerning certain differences between these services, but there is
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no strict boundary between them. In marketing translation, the focus is solely on trans-
lation, which is supplemented with certain cultural elements in order to be accepted by
the target group. Transcreation does not focus only on translation but rather on the ad-
aptation of the main idea. Adaptation and localization are closely related to transcrea-
tion, emphasizing its interlingual aspect and the need to adapt the main idea of the

source text to the target group (Risku, Pichler, & Wiesser 2017).

Views on the sphere of application also differ. As stated by TAUS (2019), marketing
translation focuses on the translation of websites, advertising brochures, banners, and
newsletters. It uses the services of a translator who specializes in presentation texts and
uses promotional terminology. Transcreation focuses on advertising spots, slogans, jin-
gles, and logos. Unlike marketing texts, it does not need to strictly adhere to the source
text. The intention of transcreation is to amaze and arouse interest, which is why it is
often said to be something more than just translation. Pedersen (2016, 78) agrees:
“While marketing translations can help you express your marketing contentin a differ-
ent language, they might not hold the same creative style needed to ‘wow’ your audi-
ence in another country. As you can imagine, this requires something more than just
translation —it’s known as transcreation.” As he goes on to say, to achieve client goals,
satisfaction, and the potential of a marketing text, marketing translation on its own is
not sufficient because its capabilities are limited. Transcreation offers the client a dif-
ferent perspective and a different approach to translating marketing texts. Among ex-
perts, there is a debate as to whether marketing translation is an independent activity
or whether itis completely contained within transcreation (and vice versa). A translator
of marketing texts may not always have enough knowledge in the advertising sphere or
may lack a high level of creativity, which is a particularly important skill for these texts
and must not be lacking in the transcreator (Risku, Pichler, & Wieser 2017). It is difficult
to draw a strict line between these concepts. Their sphere of application (advertising
and marketing) is basically the same. The difference arises in the requirements of the
client, who has to decide what type of service they are interested in and what they need

for it.

Transcreation and translation are services where experts express diverse views, mainly
because it is difficult to point out how the two services differ from each other. When
summarizing their distinct features, it is necessary to focus on the main goal of both
services. During translation, the translator focuses on the reader and their perception
of the final text. The transcreator focuses on the proper presentation of the company
(or client) and their brand, which involves incorporating an emotional effect into their
work alongside the original intention of the author. This view is shared by Pedersen
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(2014, 62), who states that “translation is transferring words from one language to an-
other. Transcreation is transferring brands and messages from one culture to another.”
The frequent reference to transcreation as something beyond translation means that
that there is some kind of added value in this service. This approach casts a bad light on
translation itself, which may thus seem inefficient and less valuable as translation
agencies present transcreation as an exclusive service; however, the quality of the work,
be it in transcreation or translation, remains unchanged and neither should be labeled
as of a higher quality or more valuable. Nonetheless, transcreation is a translation
method that a translator or transcreator can use to transform the ideas of the source

text into the ideas of the target text.

1.3 Transcreation vs. Localization

The demand for localization emerged in the early 1980s as a result of the international
expansion of the services of computer technology companies, such as Microsoft. The
need to make technology and software products, especially computer programs, avail-
able to the general public in different parts of the world increased the interest in trans-
lation and localization services. Today, localization is no longer necessarily bound by
the sphere of information technology. Various companies have implemented it in their

services primarily to attract new clients (Thawdar 2018).

The Localization Industry Standards Association (Fry 2003) defines localization as “the
process of modifying products or services to account for differences in distinct mar-
kets.” This definition implies that it is an adaptation of the product to the local market,
again with the aim of increasing sales. This is also suggested by Esselink (2003, 4), who
states that “localization revolves around combining language and technology to pro-
duce a product that can cross cultural and language barriers. No more, no less.” From a
linguistic point of view, localization is the translation of a text or the translation of a
certain section of characters. From a technical point of view, it is various changes to ap-
plication software. As already pointed out, cultural adaptation, which is important in
order to adapt the content appropriately to the target group, also plays a role in this
service. In cultural adaptation, localization focuses on the graphic editing of a text or
the modification of abbreviations and elements such as time, dates, units of measure-

ment, and currency, all according to the conventions of a given locality (Mazur 2007).

There is an incorrect assumption that localization can be used in the same way as tran-
screation and thus be used to localize advertisements, slogans, or jingles. While the

sphere of marketing and advertising is an area of interest for localization, this is only
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the case to a certain extent. Localization primarily focuses on application software, spe-
cifically this can be a variety of programs that are helpful to the user and computer
games (ibid.). The sphere of the application of localization and transcreation can be
seen as the first difference between the two services, but there is room for disagreement
here as well. The previous section pointed out that marketing translation is used to tai-
lor websites, advertising brochures, banners, and newsletters to the target group. An-
tonucci (2017) says that localization is used when working with promotional material
and texts as well as when translating websites. Once again, there is an inconsistency of

definitions and theories.

In the advertising sphere, the idea of localization is often used. This is probably due to
alack of awareness of transcreation, given thatitis not a widespread phenomenon. Cul-
tural adaptation of the product and the need for translation combine localization and
transcreation. They also share the same purpose, which is to make the final text at least
as functional as the source text was in its target group. They are also linked by the
sphere of marketing and advertising, in particular the process of website development,
in which itis necessary for these two services to be compatible, as both are used in prod-
uct adaptation. Localization focuses on the technical part of the website adaptation and
does not depart from its focus on software. It is mainly about redesigning the site so
thatitis easy to understand and easy for users to navigate. Transcreation deals with the
creative part of this process, focusing on the emotional effect, such as the graphic adap-
tation of images and the translation of product descriptions (Niki’s Int’l Ltd. 2017). Es-
selink (2000) made another distinction, presenting specific localization; this process
usually takes place simultaneously with product development so that all language ver-
sions of the final product can be released at the same time. Transcreation is mostly car-
ried out only on a finished product that has already been released in the past for a cer-

tain target group.

Transcreation and localization share many common features, but they are not identical
services. Their main difference lies in their field of application. For localization, this is
the focus on software; for transcreation, it is advertising, which can form a part of the
software product (either at the level of the promotion of the product or of the separate
texts that the product contains). The intersection of these services in the sphere of mar-
keting does not mean that they are interchangeable. Indeed, both are dedicated to dif-
ferent tasks in the process of adaptation, and it can be said that transcreation is used as
a translation method within localization to deal with specific types of texts (Kabdt
2022).
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2 Rdvertising

Communication as an exchange of information between people is an integral part of
every individual’s life. Advertising can also be considered a type of communication.
Communication takes place between the seller and the consumer. Advertising is part of
marketing, which, according to Kotler et al. (2007, 40), is “a social and managerial pro-
cess through which individuals and groups satisfy their needs and wants in the process
of producing and changing products and values.” There are many definitions of adver-
tising, but the law is one of the best choices to follow. Act 147/2001 on advertising states
in Section 2(1) (a) that “advertising is a demonstration, presentation or other commu-
nication in any form related to commercial, entrepreneurial, or other gainful activity

with the aim of employing products on the market.”

Many factors influence the success of advertising. One of them is the creative processing
of the advertisement and its originality and the effort to differentiate it from the already
available advertisements. This creative aspect of advertising involves creativity, but it
is important to also empathize with the customer’s feelings and thoughts and imagine
what could help draw their attention to the product. Creativity is present and essential
in creating a promotional medium, such as an advertising spot, logo, or slogan, and in

all other phases of creating a successful advertisement (Svétlik 2018).

2.1 Advertising slogans

Advertising content, or the complex of ideas that evokes an emotional effect on the po-
tential consumer and directly affects them, is realized by advertising text. The difficult
task of an advertising copywriter is to put themselves in the customer’s shoes and think
like them. Almost every advertisement has a textual component, which can be consid-
ered its core. This article will focus on slogans as a special form of advertising text
(Tvrdon 1999; Orgoriova & Malikova 2005).

Slogans have a high frequency of occurrence in advertising texts and perhaps can be
seen as an integral part of advertising expression. They are one of the best means to
attract attention and arouse interest. Slogans are easily remembered phrases, but it is
not as easy to create a slogan as it might seem. As Dubovidiene and Skorupa (2014, 63)
state, a slogan is “a short catchy phrase related to a specific brand, which defines, pre-
sents, and helps customers remember the key concepts of a brand or advertising cam-
paign itself.” Slogans create various connotations in relation to a particular product,

service, or brand.
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v IV

KiiZek and Crha (2012, 117) state that a slogan is “a specific form of advertising message.
It has the same function as any other advertising message: its main function is not to
entertain, shock, make one laugh, make one emotional, or anything else — but to re-
mind, offer, and sell.” Slogans become part of the companies they represent and they
reflect the unified style presented by the company, which is also unique. Their main role
is to remind people of products, services, or a particular brand. Sometimes, because of
a change in the overall style, a company changes its long-term slogan. There are also
short-term slogans which are used for only one advertising campaign or which are
linked to only one advertising event or product presentation. In addition, there are cor-
porate slogans, which are tied to one specific company and which usually fall into the
category of long-term slogans. Another type are product slogans, which promote only

one product or service and are not bound to a whole company (ibid.).

When creating a slogan, several linguistic and stylistic aspects are used which affect
both its form and content. It is difficult to create a good one, and so one can divide slo-
gans into those that are appropriate and those that are not. The predispositions of an
appropriate slogan include easy memorability, conciseness, originality, and attractive-
ness. The length of the slogan is linked to the aspect of memorability. Short texts are
more memorable, so it is important not to create slogans that are too long as that could
be counterproductive. Creating a good slogan is not that simple; indeed, capturing the
main idea of a company or product in a short text so that it meets other important as-
pects is a complex process. An important factor in creating a concise slogan is also the
entirety of the information provided by the client to the advertising copywriter which
states their ideas about the slogan (e.g., whether it is the creation of a slogan that will
represent the entire company or brand, a range of products, or a particular product). It
is also necessary to mention the importance of the originality of the slogan, which not
only distinguishes the company from the competition but also has a better effect on the
customer, as the company does not rely only on uninteresting and overused clichés
(Hornidkova 2012; Kiizek & Crha 2012). Originality is directly proportional to attractive-
ness, and, since humans are eternally curious creatures, something new and unknown
is amuch bigger attention-grabber than something already familiar. An appropriate el-
ement in creating a slogan is the use of humor, but this is not always necessary; it also
depends on the company (whether it wants to appear formal and serious or allow itself

to lighten the situation).

Apart from being too long, slogans can also suffer from sounding monotonous or cli-
chéd, which will affect a slogan’s overall attractiveness. Also, without enough

knowledge of the target culture, a transcreator may use a word or phrase that offends
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the target group; this may affect both the company’s reputation and product sales. Such
a mistake can trigger negative reactions that will stick with this company. Some inter-
national companies require their original slogans to be retained in countries where they
are expanding their products. Itis also preferable not to use foreign and complex words
in slogans and to choose simpler words which are easier to remember (Horndkovd
2012). One of the other shortcomings of slogans seems to be their mistranslation or lit-
eral translation, which may not work in the given market and does not convey the main
idea of the company or product. Instead of translating slogans, it is important to tran-

screate them.

2.1.1 Stylistic aspects of advertising slogans

An important aspect in the creation of an advertising slogan is the use of various figures
of speech thatinfluence its overall impact. With their help, there is a better effectiveness
in attracting attention, the application of advertising’s appeal function, and an increase
in sales, although the success of a slogan does not rest on these pillars alone. A monot-
onous text will never produce the same effect as a text with added figures of speech to
enliven it and give it a subtle touch of the unusual. The aspect of originality in the crea-
tion of an advertising slogan is filled by various forms of word play. According to Tvrdon
(1999,197), stylistic devices are divided into “phonetic devices, repetition devices, coor-
dinative devices, and syntactic devices.” Phonetic devices are often found in slogans;
they can be in versified or unversified form and include the following characteristics
(Vopélenskad 2011; Tvrdon 1999; Hortidkova 2012; Kiizek & Crha 2012):

o Rhythm uses the deliberate regular repetition of certain elements. The processis
based on a certain sequence and regularity. The result is a rhythmic impulse that
leads to an arousing of attention and a better fixation of the slogan.

e Rhyme is one tool of rhythmization which also creates the melodiousness of the
text. It is the sound correspondence of the syllables of the end words. The ad-
vantage of arhyming advertising slogan is better memorability provided that the
proper length is maintained. Incorporating rhyme into an advertising slogan can
also have drawbacks; for instance, the slogan may contain verbiage that only
makes it longer, but it is essential to use it to achieve the appropriate rhyme. An-
other disadvantage in trying to achieve a rhyme in an advertising slogan is the
wrong word order, which can seem very distracting.

e Apunisbased on the use of sound-alike or identical names, but which are differ-

ent in meaning (e.g., “Denial is a river in Egypt”).
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The most common repetition devices are characterized by the repetition of sounds, syl-
lables, words, and groups of words, mostly for the purpose of emphasizing a keyword
(Tvrdoni 1999; Vopdlenska 2011):

e Anaphora uses the repetition of the same words/phrases at the beginning of a
sentence. The repetitive word represents the core of an idea or a particular brand
name, and the goal is to emphasize it; it can also be used as a gradation device,
where adjectives are mainly repeated (e.g., “Good car, good price.”)

e Epistrophe is the opposite of anaphora and is based on the repetition of words
or groups of words at the end of a sentence (e.g., “I'll have Mentos, you’ll have
Mentos.”)

« Anadiplosis uses the repetition of words/phrases at the end of one sentence and
at the beginning of the next one (e.g., “We ordered a pizza pie. A pizza pie that
changed our lives.”)

Coordinative stylistic devices are another group used in the creation of a slogan; they
are based on the accumulation of semantically related or different words, often con-
nected by a main idea (Tvrdon 1999; Vopdlenskd 2011):

e A tautology is based on the repetition of words with the same root morpheme
which do not have to be of the same word class (e.g., “Live while alive.”)

e A dilogy is distinguished within a tautology. It consists in the repetition of the
same word in the same grammatical form, and its occurrence in advertising slo-
gans is frequent (e.g., “Certainty is certainty.”)

 Polysyndeton uses a significant repetition of conjunctions and is used in adver-
tising at coordinating words and phrases, but it can seem stylistically clumsy
(“Nor rain nor heat nor gloom.”)

e Asyndeton has the opposite tendency. They are coordinating words and phrases
without conjunctions, which increases the dynamics of the text (e.g., “I came, I
saw, I conquered.”)

e An oxymoron combines words that are mutually exclusive or mutually contra-
dictory in meaning, thus increasing the dramatic character of the text (e.g., “A
poor rich man.”)

e Aparadox is similar to an oxymoron and may seem nonsensical at first glance. It
is not just a combination of two contradictory words but an entire expression
that is characterized by a causal relationship between the expressions; however,
unlike an oxymoron, the contrasting expressions make sense (e.g., “Big taste,

small price.”)
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The last group is syntactic devices and constructions, which mostly have an expressive
function (Tvrdon 1999; Vopélenskd 2011):

e Aposiopesis, also known as an unfinished utterance, is usually characterized by
three dots. This creates space for the consumer to complement the advertising’s
dominant feature (the specific product or service being promoted) (e.g., “Buying
at the right time ...”)

e Prosiopesis is the opposite of aposiopesis, where, on the contrary, the beginning
of the utterance is absent (e.g., “... without false tones”)

e An isolated constituent emphasizes the part of the advertising slogan that is
considered the most important (usually the brand), but it is still connected in
meaning to the following clause (e.g., “Philips — Let’s do things better”) even
though it has the function of a separate addition to the clause.

e A singled-out constituent uses a demonstrative pronoun and a predicate noun,
thereby emphasizing the given statement (e.g., “Frolo, this is ice cream.”)

e Anellipsisis based on the omission of informationally irrelevant parts of the sen-
tence and helps to make the text more concise and dynamic. Usually a predicate
is omitted from advertising slogans (e.g., “A healthy mind in a healthy body.”)

Figurative stylistic devices used in the creation of advertising slogans include meta-
phors, which have a frequent occurrence in this sphere. Devices such as metonymy, per-
sonification, simile, and epithet are also used; other stylistic devices are used to a much
lesser extent (ibid.).

3 Analysis of advertising slogans

This article analyzes selected well-known advertising slogans with a focus on slogans
transcreated from English into Slovak. Different linguistic and stylistic aspects of indi-
vidual slogans in Slovak and English are examined and their effectiveness is evaluated
upon the basis of stylistic devices. The translation process of transcreation, combined

with the use of figures of speech, is also highlighted.

3.1 Vanish

Vanish is a brand owned by the British company Reckitt Benckiser (2021), which is en-
gaged in the production of cleaning and hygiene products. Vanish focuses on safe and
effective stain removal and is one of the leading brands on the market. Looking at this
issue from a stereotypical point of view, the advertisements, slogans, and even the
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bright pink packaging of the product suggest a primary focus on a female audience.
Since 2011, the following slogan has been part of Vanish’s international marketing cam-

paign:
Table 1: Vanish
o kiH oG- 0 0 b 16—l o il gl =

Vanish. Trust pink. Forget stains.® Vanish. Skvfn a $piny sa zbavi§!® (Vanish. Get rid of

stains and grime!)

The original slogan and its transcreated form both use a singled-out constituent, which
is the name of the brand. This is an attempt to emphasize the brand as the most im-
portant thing in the advertising slogan. Defining the brand by a separate, simple sen-
tence word in both languages also provides better memorability. The English original
is a simple statement, and various stylistic devices are absent. However, the brevity and
conciseness of this slogan is the reason it is so simple and easy to remember. The pro-
cess of transcreation of the slogan into Slovak required various changes in its form.
Memorability is mainly influenced by the rhythmic impulse and the melodicity of the
text, which is formed by the sound correspondence of the syllables of the words (Vanish

— zbavis). The inversion used in transcreation helps to create rhythmicity.

In the original slogan, the emphasis is placed first on the brand presented in the slogan,
then on the physical appearance of the product (a pink color), which is intended to at-
tract attention and ultimately the function of the product. The result of transcreation
into Slovak also places the emphasis first on the brand and then on the function of the
product, while its appearance is neglected. Another interesting feature is the change of
the mood, as the slogan changes from the original declarative statement to an exclama-
tion statement, which enhances the emotional effect. The transcreated slogan is suita-
bly reinterpreted; it ultimately may even seem better than the original, especially be-
cause of its melodicity and catchiness.

3.2 Garnier

Garnier is owned by L’Oréal, one of the largest cosmetics and hair care companies in the
world. The products of this brand are largely aimed at females, as can be seen in the
advertisements and the following slogan:

5 https://www.youtube.com/watch?v=KD8iyHd-uh8
¢ https://youtu.be/Mh6I1-EFAO6g?t=164
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Table 2: Garnier

Slogan in English Transcreation of the slogan into Slovak
Take care. Garnier.’ Staraj sa o seba. Garnier.® (Take care of yourself.
Garnier.)

In this case, an isolated constituent is used in both slogans, butitis placed at the end of
the utterance, which may be intentional because it is the brand name and not the state-
ment that will resonate in the consumer’s mind. There is a rhythmic pulse in the origi-
nal slogan due to the same number of syllables and a hint of rhyme (care — Garnier).
Both slogans take the form of a declarative sentence and have a recommendatory char-
acter, but the Slovak equivalent shows an increased emphasis on the execution of this
activity. Interestingly, this statement is polysemous, and this attribute is visible in the

transcreated statement. Staraj sa o seba can have two meanings:

o to take care of your appearance, skin, and hair (with the help of this brand’s prod-
ucts)

e not to pay attention to or meddle in other people’s lives

The second meaning was obviously not the intention of the transcreator, but it can act
as a humorous addition to the statement, which will promote memorability but some-
times also risk evoking negative connotations. Here, the transcreation can be consid-
ered a literal translation, but it has no negative impact on the overall impression of the

slogan; it is simple, concise, and sufficiently representative.

3.3 Fanta

Abrand of popular fruit-flavored soft drinks, of which orange lemonade is certainly the
best known. It was launched in 1940, making it Coca-Cola’s second oldest brand (2021).

The company has chosen the following as the long-term slogan for this product:

Table 3: Fanta
Slogan in English Transcreation of the slogan into Slovak
More Fanta. Less serious.’ Fanta. Viac zdbavy, menej nudy.'® (Fanta. More fun, less

boredom.)

7 http://www.logovaults.com/logo/1138-garnier-take-care-logo-jpg
8 https://youtu.be/Mh6I1-EFAO6g?t=54

° https://www.youtube.com/watch?v=PuqzS9Wc3WM

1 https://www.youtube.com/watch?v=PTylaDQMXis
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The original slogan can be interpreted in two ways. The firstis that the advertising cop-
ywriter has used an imaginative way of incorporating the product branding that feels
natural and yet is creative. In terms of orthoepy, this is an interesting move, as the word
“fun” has a similar pronunciation as the first syllable of Fanta. It was thus possible to
use the name Fanta to incorporate the brand and “fun” into the slogan. The second in-
terpretation omits the above phenomena and the intention of the transcreator could be
explained as — the more Fanta, the more one relaxes and is less serious. In the newly
created slogan, the transcreator used an isolated constituent to emphasize the brand.
Both statements comprise two declarative sentences, but the use of asyndeton was ap-
plied in the Slovak version, as the conjunction a is absent in the phrase viac zdbavy, menej
nudy. Interestingly, it was possible to keep the paradox in both phrases. These state-
ments have a causal relationship, containing contrasting ideas (more fun — less bore-
dom), but they make sense. The Slovak version could be considered a literal transcrea-
tion, which is less imaginative than the source text; this is not because of the
transcreator’s error but rather because of the impossibility of using such a pun in Slo-
vak. Here, there could be the alternative slogan Viac Fantazie, menej nudy, which would
preserve the original idea while being adapted to the Slovak market.

3.4 Sprite

This popular lemon and lime-flavored soft drink is produced and owned by Coca-Cola.
Both advertisements and slogans are targeted at a wide range of potential customers.

The best-known long-term slogan of this brand is:

Table 4: Sprite

Slogan in English Transcreation of the slogan into Slovak

Obey your thirst." ImidZ je nanid. Poédvaj svoj smid.” (Image is

worthless. Obey your thirst.)

Here, the transcreated slogan comprises two statements instead of the original one. The
first statement reflects the creativity of the transcreator, while the second is considered
to be a literal transcreation. This slogan nonetheless differs from the previous two ex-
amples (Fanta and Garnier) as they did not contain any added statement. In the original
slogan, there are no special stylistic or linguistic devices. There is a declarative sentence

1 https://chadsouthwick.wordpress.com/2020/01/17/obey-your-thirst/
2 https://www.youtube.com /watch?v=-ykBCb]-Lz8. (An identical slogan in Slovak also exists, but it could not be found.)
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which has a hint of a command in it. It is a simple phrase that the transcreator tried to
make more interesting in Slovak, even though the phrase, which includes the rhyme
imidZ je nanic, is not directly related to Sprite. It is not about clothing or accessories, and
therefore the product should not directly affect your image; however, the phrase can
also be interpreted to mean thatimage is not as important in life as we might think and
that we should focus on more important things — obeying our thirst and therefore buy-
ing Sprite. Such an interpretation, however, may seem a bit absurd. Although we need
to care about our drinking habits, we do not need carbonated soft drinks. A key role in
the transcreated slogan is played by the same number of syllables in both statements,
creating a rhythmic pulse, and the overall rhythm adds to the memorability. Ultimately,
the added phrase is an appropriate step. It helps the slogan not look vapid, and it adds

a certain vitality.

3.9 Kitkat

This chocolate bar was originally called Rowntree’s Chocolate Crisp and was owned by
Rowntree’s, a British confectionery company. It was later acquired by Nestlé. KitKat has
gained popularity with everyone regardless of age or gender, and it is more than possi-
ble that the iconic slogan, which has been used since 1957, has helped (Gilles 2021):

Table 5: KitKat
Slogan in English Transcreation of the slogan into Slovak
Have a break, have a KitKat.” Daj si pauzu, daj si KitKat." (Have a break, have a

KitKat.)

This is another example of literal transcreation. There is rhythm in both forms of the
slogan, but in the transcreated statement there is a noticeable rhythmic pulse that is
caused by the same number of syllables in both parts of the slogan. The stylistic device
retained by the transcreator is anaphora, originally expressed by the verb “have” and in
Slovak by the modal verb dat si, which both express the imperative mood, even though
the statements are formed by means of a declarative sentence. Anaphora and rhythm
contribute to better memorability. The emphasis is placed on the end of the statement,

and the brand of the product will resonate in the mind of the potential customer. As

B https://www.youtube.com/watch?v=128 4FkAIM78
“ https://www.youtube.com/watch?v=6jVV4QnHoCc
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already mentioned, the slogan in this form has been on the market for many years. It is
along-term slogan and thrives whether it is in its original or transcreated form.

3.6 Toffifee
Toffifee has been made by the German company Storck (2021) since 1973 and is distrib-

uted to over 100 countries around the world. The brand sticks to its long-term slogan:

Table 6: Toffifee
Slogan in English Transcreation of the slogan into Slovak
... there’s so much fun in Toffifee!" ...radost sa skryva v Toffifee! (... joy is hidden in

Toffifee!)

Focusing on the stylistic figures, it is clear that prosiopesis is used in both cases. Neither
slogan would lose its meaning if it were removed, but it is an embellishing element.
Furthermore, personification is used in the slogans and is more pronounced in the tran-
screated variant. The statements take the form of an exclamatory sentence, which
should gently encourage their plausibility. When transcreating the word “fun” into Slo-
vak, there was a slight shift. The transcreator used the word radost instead of zdbava.
This change does not alter the meaning of the transcreated statement and is not a sig-
nificant shift. Here, one could use the word “joy” in the original as well because of the
presentation of the product. The advertisement portrays a contented and happy family,
trying to evoke an atmosphere of family well-being. The icing on the cake is Toffifee —
and the joy it should bring to the family; however, the use of “fun” in the original is not
distracting. The brand name is placed at the end of the slogan so that it resonates while

also answering the question of where joy lies.

3.7 Calgon

Like Vanish, Calgon is owned by Reckitt Benckiser. Its main function is to soften water
and remove limescale and dirt from washing machines. The brand has long used the

well-known slogan:

5 https://www.storck.co.uk/en/brands/toffifee/
16 https://www.toffifee.sk/sk/uvod/
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Table 7: Calgon
Slogan in English Transcreation of the slogan into Slovak
Washing machines live longer with Calgon!" Dlhy zivot pre vasu pracku, v4s Calgon!"® (Long life for

your washing machine, your Calgon!)

Both slogans take the form of an exclamatory sentence, which has the effect of intensi-
fying the emotional effect. Here, it is not quite a literal transcreation, because certain
changes have occurred in the statement, but the main idea remains preserved. Person-
ification is present in both statements but is more clearly visible in the original. The
brand name has once again been used to answer the question of what guarantees the
long life of your washing machine and is placed at the end to resonate in the mind of
the potential consumer. The Slovak version uses anadiplosis, as we see the repetition of
the word vds at the end of one and at the beginning of the second part of the statement.
The alternation of accented and unaccented syllables creates a rhythmic pulse. The
overall rhythm of this slogan is one reason it is so easy to remember and is so well

known. In this case, the transcribed version is at least as well mastered as the original.

3.8 Mercedes

This successful German automotive company has been a symbol of reliability for many

people. The company has bet on originality and gently provokes its competitors:

Table 8: Mercedes

Slogan in English Transcreation of the slogan into Slovak

The best or nothing."” Preco nie bavordk? Lebo medved!*°(Why not a BMW?

Because of the bear!)

The transcreator used substantial creativity because the source statement does not
seem to exist. The original takes the form of a simple declarative statement and does
not have stylistic or other linguistic devices. The transcreated statement takes the form
of a question and answer, which is expressed by means of an exclamatory sentence, en-
hancing the emotionality of the slogan. At the same time, the statement refers to a com-

peting brand and tries to point out why a potential consumer should not turn to a

17 https://vimeo.com /140035600

'8 https://www.youtube.com/watch?v=xvnR-B7VkD4. (An identical slogan in Slovak also exists, but it could not be found.)
¥ https://www.youtube.com/watch?v=HkV2dflBvcA

2https://www.youtube.com/watch?v=yTLKsg_xCuQ
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competitor when given the better choice of Mercedes. The answer is meant to be hu-
morous and lighten the situation. The use of the words bavordk® and medved'in a figura-
tive sense can be considered uses of slang. These words are mostly familiar (perhaps
less so for the older generation, who are probably not the target group of the company)
but their use in the slogan is rather unusual, albeit positive. This is a creative use of tran-
screation that has accomplished its goal of capturing attention and making its humor

memorable.

Internationally known companies (e.g., McDonald’s) use their iconic advertising slo-
gans in the original English version around the world without undergoing a transcrea-
tion process. They are popular with the younger generation, but the language barrier
can be perceptible with older folk. Adapting the slogan to the target culture, market,
and age of the consumer can be a key factor in the impact of a product’s marketability.
The slogan of any popular company that resonates in the consumer’s head in their
mother tongue is more memorable and leaves a different impression than if they had

only heard it in the original.

The analysis shows a division of the selected advertising slogans into more distinct and
less distinct ones. Most of the time, literal transcreation is used, or at least part of the
statement is literally transcreated, but this is not a negative aspect because the state-
ment can still look interesting (e.g., KitKat). There is a presence of various linguistic and
stylistic devices used to embellish this statement, mainly for the sake of better memo-
rability. The most commonly used stylistic devices are rhyme and rhythm. They are es-
pecially visible in Slovak and are one of the first things that the transcreator tries to in-
corporate into the slogan, but this is not a negative thing at all. Anaphora, ellipsis, and
asyndeton are other appropriate and common devices occurring during the transcrea-
tion of selected slogans. Indeed, slogans are all about catchiness, sonority, and attrac-
tiveness. They need to be noticeable and not shallow. The counterpart to literal tran-
screation is, for example, the Mercedes slogan, in which there is a high degree of
creativity, slang, humor, and everything else that catches the customer’s eye, while the

source statement does not seem to exist.

The demands on the transcreator are quite high. Apart from a perfect knowledge of a
foreign language, their creativity is their most important skill; however, this can be sup-
pressed by the client’s requirements. It is best for a transcreator to have a free hand, but

with that comes a lot of responsibility as the slogan can greatly affect the sales of the

X Interestingly, this colloquial expression for a BMW car is also listed on the dictionary portal of the L. Stdr Institute of
Linguistics of the Slovak Academy of Sciences.
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products. Based on the comparison of individual slogans, transcreators are advised to
constantly educate themselves, be that in the market or linguistics, to empathize with
the consumer and focus on the target group. Slogans addressed to the younger genera-
tion should be something special, perhaps subtly provocative and a bit cheeky, because
this group of customers cares about modernity and image and tries to stand out. The
older generation prefers a focus on reliability and quality. It is important for transcrea-
tors to take into account similar details that can significantly affect the overall result of

their work. Combining all this with the client’s requirements is a challenging task.

Conclusion

As interest in translation deepens, awareness of the terms involved needs to be broad-
ened. This article discussed the definition of transcreation as a method used for the
highly creative translation that is required in decoding the main idea of a slogan in the
source language and translating this into a newly created slogan for a new target audi-
ence along with all the cultural requisites. When comparing transcreation with trans-
lation or marketing translation, there are commonalities and differences. The analysis
of the sources has revealed that transcreation is an effective translation process. It is
also a procedure that can be used within localization. Advertising is a field where tran-
screation can be very effectively applied. This is an important part for understanding

the importance of transcreation as well as its potential in this sphere.

The empirical part of the article was to analyze selected advertising slogans transcre-
ated from English into Slovak from the translator’s point of view. The analysis was
based on the theoretical knowledge of advertising slogans, relying mainly on the char-
acteristics of what makes a quality slogan. To meet all the criteria of a good slogan, it is
sometimes necessary to use different linguistic and stylistic devices. The most often
used linguistic and stylistic devices are rhyme, rhythm, and anaphora. Stylistic devices
were identified in the selected slogans, which were evaluated in terms of the overall ef-

fect of the transcreated slogan.

Although relatively young, transcreation is an important activity. It is a specific type of
service that offers the client something new and something more than just translation
itself. It is about trying to persuade the customer to buy, but it is more than that. The
transcreator must be tenacious and have perfect command of the language and of the
mind of the potential consumer. They must think like the consumer. Transcreation is a
translation method that makes it possible to create a new target text based on the cli-

ent’s or product’s requirements and that does not necessarily resemble the source text.
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In the translation industry, transcreation is a service used in different countries to pro-
mote a well-known company with the same success but in a different way. Transcrea-
tion opens up a world of possibilities for the client: expanding into new markets, be-

coming more successful, and increasing sales of products and services.
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