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Why Translation, Interpreting,
Document Services and
Cultural Understanding Matter
[Part One of a Four-Part Series]
As with any reputable language services company, our marketing materials generally
tell you what we do, how we do it and why we do it the way we do it more distinctively
than others. An important question you may have is why what we do should matter to
you.
The key point to be made is the reality that business is done globally now. No matter
what business you are in, the global economy and the globalization of most industries
dictates communicating with greater consideration to different cultural segments
which may interact with your business or use your services or products.
However, true appreciation and understanding of the impact and growing need for a
language service company’s offerings begins with taking a look at why each offering
matters. In this first of four installments, we will focus on translation. Part two will
focus on interpreting, part three on document services and branding documentation,
and finally, part four will discuss the growing need and value of cultural consulting..
Translation – Beyond the Word. Delivering the Message.
Three questions must be answered to understand why translation matters. 1) What
does, “translation” mean? 2) Why focus on the languages in highest demand? and 3)
Why translate at all?
What does, “translation” mean? As presented in a previous article, “What is Best for
the Client? Free and Fair Translation!” (Volume I, Issue II) translation covers a wide
array of approaches from literal translation to adaptation. On one end of the
spectrum, the language service provider simply tells the language user what the
original written piece said and at the other end, the provider becomes more involved
in crafting a final written piece that is culturally relevant to the intended audience or
end-reader. Effective translation encompasses a whole spectrum of services and
covers such activities as localization, globalization and adaptation. It goes beyond
merely translating words by taking a deeper look at what the piece is intended to
accomplish. Whether it is a letter, brochure, ad, financial statement, contract, case
study, website content, software, packaging, or patient information, how the
translation is handled is dictated by how best to convey the information in other
languages and cultures in order to reach the target audience.
Why focus on the languages in highest demand? In a recent Market Watch
segment of our newsletter, we named Arabic, Japanese, Chinese, Korean, French,
German, Portuguese, Italian and Spanish as languages in strong demand. These nine
languages are among the top languages that Common Sense Advisory identifies as
being used in the 25 countries that account for 85% of the global GDP. English,
Russian, Dutch, Turkish, Swedish, Indonesian, Polish and Norwegian complete the list
of most in-use languages. Given these numbers, it is likely that the customers you are
seeking to reach in the various global markets are speaking one of these seventeen
languages. Understanding which languages are in highest demand makes good
economic sense.
Why translate at all? Common Sense Advisory has also documented that when it
comes to those seeking information on the Internet, 52% of people prefer to – and
some will only – buy where information is presented in their native language. Findings
in an International Survey of Global Buying Preferences also showed that “language
significantly influenced more important purchases” of 85% of the respondents. In
December 2008, the New York Times argued that marketers have misunderstood
Internet users in India because even though they speak English, they prefer to have
content in their own language. That article also noted that Asia already has twice as
many Internet users as North America and will have three times as many by 2012.
Consequently, an important point is made that in order to reach and effectively bond
with consumers, companies have to provide content in local languages where their
business does business. While these two sources largely discuss content on the web,
it is safe to assume that consumers react in a similar fashion when making brick and
mortar buying decisions when encountering other written materials used to conduct
business. Companies that are serious about introducing their brands to new
geographical markets or to new cultural market segments need to consider the
many options for translation if they are not already. Translation done right will enable
a company to have people in these markets and segments develop an affinity with
their brands. Additionally, content is also often aimed at other important audiences
such as investors, which also have become a global market of opportunity.
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Welcome to Avantgarde Translations’
BEYOND THE WORD! The last issue,
which included articles on Free and
Fair translation and on machine
translation, is now archived at
www.avantgardetranslations.com.
In this issue we take a macro look at
why the services provided at
Avantgarde Translations matter to
business and a micro look at why
companies should be looking at the
Spanish-speaking market in the US –
if the are not already.
Starting with this issue, BEYOND THE
WORD is going green! If you want to
receive it via mail, please contact us
at (704) 496-2735 or
info@avantgardetranslations.com. It
can also be downloaded in PDF
format at
www.avantgardetranslations.com.

Research
Notes &
Analysis
When Avantgarde Translations
conducted its strategy research
through surveys of clients you asked
us to keep our name, but change our
logo. We did what you told us, and in
2007 received a Business Marketing
Association Carolinas ProAd Award
for the improvement in our Corporate
Identity Package. As the last issue of
BEYOND THE WORD was going to
press, our efforts to revamp our
image culminated with the news that
the Avantgarde Translations logo and
tagline had been approved as
registered trademarks! Thank you for
your advice! We will continue to listen
to your suggestions about us and
especially about working with you.
Please visit
www.avantgardetranslations to
experience all that our company
brings to the area of language
services. Feel free to forward a link
whenever you have an opportunity to
refer our services.
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Why does translation matter? Whether it is communicating to your market or
attempting to make business decisions on a global level, without translation, you are
operating at a disadvantage without even realizing it until it is possibly too late. In our
global economy where borders are decreasingly important and goods and services
can be bought anywhere in the world, translation opens up the door to market
intelligence and competitive advantage. It helps to understand what global
competitors are doing if information about them can be read in your own language.
Also, if a good or service is less expensive and of a similar quality somewhere else in
the world, that information can be discovered more quickly and easily if it is the
decision-maker’s language.

MARKET WATCH````````````````````````
Effectively Targeting the US Spanish-Speaking Market: According
to the US Census Bureau, Spanish speakers now make up 15.4%
of the US population. That is roughly 47.5 million people. The
census also reports that 12.2 % of the population speaks
Spanish at home representing 37.5 million people who admit that they “speak English
less than very well.” Important to note is that the overall percentage for those who
speak a language other than English in the home is 19.6%, making Spanish-speaking
at home dominant. 75% of Spanish speakers have a high school education or higher
including half with a college associates degree, bachelor degree or higher. 84% of
Spanish speakers are employed and 87% live at or above poverty level. The Spanishspeaking market in the US is large, well-educated and has purchasing power. It is also
projected to continue to grow. Companies that want to tap this market need to make
information available in Spanish that is relevant and truly speaks to the market and
culture. Several, including Wells Fargo, Hewlett Packard and McDonalds are already
doing this.
As Common Sense Advisory has indicated, literal translation is often not enough to
reach a market like the Spanish-speaking one. Douglas Glenn Clark’s article, “Lost in
Translation: Understand Hispanic culture to get a piece of this pie” provided
inspiration on issues to consider when targeting Spanish speakers:
•

•

•

Spanish speakers notoriously dislike being treated as homogeneous. The
people and language from the many different Spanish-speaking areas of the
world can be very different. When translating for a Spanish audience, make
sure the message is properly targeted.
There are different levels of acculturation among Spanish speakers. There
are first, second and third generation Spanish speakers in the different
markets in the US. When translating for a Spanish audience, consider
whether using Spanglish would resonate with a target segment.
Spanish speakers of different origin tend to be concentrated in different
markets. Miami may have a majority of Spanish speakers of Cuban descent,
New York of Puerto Rican and Los Angeles of Mexican descent. When
translating for a Spanish audience, remember which geographical market
you are targeting and tailor your message accordingly

Developments & Milestones
President Memuna Williams attended and was a featured presenter at
the American Translators Association’s 51st Anniversary Conference in
Denver. Every year, the conference provides an opportunity to remain
abreast of the developments in the industry which we can bring back and
use to continuously serve you better.
•
•
•

Thanks for the Referrals!: We appreciate the referrals resulting in work on
projects for Piedmont Natural Gas and Moore & Van Allen. We value the
confidence our clients have in our work and in sharing it with others.
Avantgarde Featured in Book: Best practices of Avantgarde Translations are
featured in a newly published book, 50 Marketing Secrets of Growth Companies
in Down Economic Times, by Sherre DeMao.
Avantgarde Translations Featured in Articles: Avantgarde Translations has
been featured in Pride Magazine, Charlotte Business Journal, Mecklenburg
Times, and Greater Charlotte Biz.
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DELIVERING
THE MESSAGE
“We were working with several language
services firms, but finding inconsistency in
both accuracy and delivery. Over a six to
eight month period, we assessed each
company’s capabilities, quality and overall
service. Avantgarde Translations is now
handling all of our translation needs
because they exceeded expectations in all
areas. From their responsiveness and
ability to meet our timelines to accuracy,
consistency and fair pricing, they have
proven to be a true value-added partner
to us.”
Tracy Bisha
Marketing Manager
Greenfiber
“We rarely need a language services
company, so use them sporadically. One
particular bid opportunity arose with a
short turn-around requiring the translation
of an 80-page Request for Proposal
document from Spanish to English. We
approached a couple of firms based near
us, but none were willing to translate the
document in such a short time frame. This
was not the case with Avantgarde
Translations. Their team turned around the
translation over a weekend in order to give
us time to review and prepare our proposal.
A few days later, we were informed we won
the bid. Avantgarde Translations proved its
ability to respond, produce, and help us
compete.”
George Whittier
President
Fairbanks Morse Engine

BEYONDTHEWORD
BEYONDTHEWORD is a quarterly
publication of Avantgarde Translations,
Inc. offering readers information of value
with relevant language service topics and
industry trends.
Founded by Memuna Williams and
Isata Jones-Stanley in 2004,
Avantgarde Translations was formed in
order to combine the best practices in
the Canadian and US markets for
producing translations and providing
language services to businesses. Our
comprehensive language service
offerings include:
•

Translating written material from
one language to another with a
focus on languages in highest
demand

•

Organizing Interpretation services
from one language to another

•

Revising, editing, proofreading and
laying out translated documents

•

Cultural consulting
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