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CHAPTER 1

Introduction

Abstract Translation and online social media (OSM): what do these areas
have in common? Why is it now relevant to analyse the relationship between
these two areas of study? How is studying translation in the context of OSM
any different from scholarship already produced in the areas of crowdsourced
translation or online collaborative translation? Or localization? This introduc-
tory chapter presents arguments supporting greater inquiry into the connec-
tions between translation and social media. Citing work from Littau
(Translation Studies, 4(3): 261–281, 2011; Translation Studies 9(1): 82–96,
2015) and Munday (Introducing translation studies. 4th edition, 2016),
among others, on the topics of new materialities and new media, the author
argues that translation and OSM afford a rich and complex area of study. This
chapter maps the increase in popularity of social media and its significance
today to underscore why this topic is of particular relevance in contemporary
translation studies. The chapter also provides a chapter-by-chapter overview of
the book’s content.

Keywords Translation � Social media � Crowdsourced translation �
Collaborative translation � Localization

In a recent and extremely thought-provoking article, Littau (2015) asserts
that the role that media plays in shaping our thoughts and our words, and
thus human communication more generally, has been relatively ignored in
scholarship produced within the humanities. She argues that for far too

© The Author(s) 2017
R. Desjardins, Translation and Social Media, Palgrave Studies in
Translating and Interpreting, DOI 10.1057/978-1-137-52255-9_1
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long, language, meaning and interpretation have been the central foci in
the humanities, and especially in translation studies (TS), to the detriment
of other ‘materialities’ – material technologies and techniques – that also
inherently shape and play a role in human communication. Her line of
thought runs parallel to some of Pym’s (2011a, online) observations in
which he states:

Technology [ . . . ] extends the ways we interact with our world: our arms,
our sight, our capacity to hear, touch, to move over distances. [ . . . ] The
technologies of transport and communication radically stretch the cross-
cultural situations in which speech acts are carried out, ultimately altering
the configuration of cultures, never more so than in a globalizing age.

Indeed, if we think about how translation occurs today in professional
settings, who can imagine working without a computer? Or word-
processing software? Or online reference materials? And yet, it is only
in more recent years that researchers in TS have been considering the
ways in which technology impacts how translators translate. In fact, in
Canada, some are debating whether or not translators are even now
necessary in some scenarios, given the increased reliability of automatic
machine translation (MT) and of computer-assisted translation (CAT)
technologies (cf. Delisle 2016; ‘Online translator helps federal workers
“do their job”, say defenders’ 2016). Eye-tracking and key-tracking
technologies, for instance, have made it possible to see how translators
interact with screens and keyboards when carrying out their transla-
tions (Koglin 2015; Law 2015) – a topic that was at the forefront of
the fifth International Association of Translation and Intercultural
Studies conference, Innovation paths in translation and intercultural
studies, held in Belo Horizonte, Brazil, in July 2015. Generally, this
research has shown very tangibly that technology does indeed impact
the translation process: that translators’ decisions and actions while
interacting with computers are not necessarily those they would have
taken had they been working with only a piece of paper and pencil.
Studies of the richly complex topic of human–machine interaction in
the context of translation processes can show us how technology and
media intersect not only with what we can communicate, but how
we communicate. As Littau asserts: ‘Media [technology and by exten-
sion associated “media cultures”] are not merely instruments with
which writers or translators produce meanings; rather, they set the
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framework within which something like meaning becomes possible at all’
(2015, p. 2, emphasis in original).

Studying online phenomena is a challenging endeavour as it essentially
constitutes trying to steady a moving target: technology, today, adapts and
evolves far more quickly than ever before. By the time this book has been
published, it is likely that new social platforms will have already gained
more popularity and that new devices will have hit the market, perhaps
making some of the examples and discussion points presented here already
obsolete. Some online social media (OSM) platforms have even under-
gone design overhauls in the few months it took to write the manuscript
(cf. ‘A New Look for Instagram’ 2016). Though studying translation in
current media culture – a media culture that is largely centred around
OSM, incidentally – presents many challenges, including the rapid rate at
which some observations can become obsolete, it is the only way to create
a base for future research to keep apace with technological advancement.

Translation and OSM: what do these areas have in common? Why is it
now relevant to analyse the relationship between these two areas of study
and practice? How is studying translation in the context of OSM any
different from scholarship already produced in the areas of crowdsourced
translation or online collaborative translation? Or localization?

We may partially answer the questionWhy is the study of the relationships
between translation and OSM relevant for today’s translators? by stating
that OSM is now a predominant ‘materiality’ or ‘mediality’ (to use Littau’s
terminology) that underpins a significant percentage of our daily interac-
tions, from writing, to reading, to translating, to even producing culture
more broadly. Munday (2016, p. 317) even concludes his most recent
edition of Introducing Translation Studies by stating the advance of new
technologies, and more specifically social media, is resulting in the emer-
gence of new forms of interaction ‘where translation is playing an impor-
tant role’. However, Munday’s (ibid.) chapter on New Media doesn’t
tackle social media and translation head-on, suggesting that this area of
study is relatively under-researched.

In 2006, Time’s person of the year was ‘You’ (Grossman 2006). The
decision was based on the argument that Web 2.0 now afforded everyone
with an Internet connection and basic OSM skills the option of creating
Facebook profiles detailing the minutiae of their lives; of blogging on
everything from political campaigns to last night’s dinner; and of colla-
borating with their fellow global citizens in absolutely unprecedented
ways. A study by UM Social Media Tracker Wave 5 (2010) found that
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‘almost 75 % of the active Internet universe has used online social networking
sites, and almost half of them have joined an online brand community’ (Singh
et al. 2012, p. 684).1 According to eMarketer, ‘a research source for market-
ing in a digital world’, in 2014, 68.6 % of Internet users in the United States
used social networks, while in Canada, the figure was 68 % (‘Canada Neck
and Neck . . . ’, 2014). In 2018, eMarketer (‘Social Network Audience . . . ’,
2015) forecasts that 70.6 % of Canadian Internet users will access social
networks monthly, which represents roughly 59.9 % of the Canadian popula-
tion, an anticipated rise of 2.6 %. These data show that interaction with OSM
is significant on an international scale, and that in some countries, like
Canada, rates of interaction are still rising. Thus, from Time declaring ‘You’
to be central in the social landscape, to increasing rates of OSM activity, OSM
is impacting, rather significantly, some aspects of human communication. It
follows then that OSM must also be impacting translation, from how trans-
lators translate, to what type of content translators are translating, to the very
languages that are being translated on these social applications and platforms.
These areas constitute the focal points of this book and will be considered
under the umbrella of three overarching themes: theory, training and profes-
sional practice.

Althoughwe are relatively far from initial concerns about primacy to source
texts and word-level equivalence – dominant trends in the early ‘turns’ of TS
(Snell-Hornby 2009), which date back to when translation was studied within
the paradigm of comparative literature (Snell-Hornby 2006) – the questions
now being raised by the relationships between translation and OSM fall
squarely in line with more recent advancements in contemporary TS inquiry,
such as studying ‘the effects of technology and globalization’ (Snell-Hornby
2012, p. 370) and studying ‘new formsof interaction’ (Munday2016, p. 317).
Connections between translation and social media can also bemade in light of
other ‘turns’. The ‘sociological turn’ in TS scholarship, for instance, has given
increasing attention ‘to the agency of translators and interpreters, as well as to
the social factors that permeate acts of translation interpreting’ (Angelelli
2014). The ‘sociological turn’ (ibid.) has also seen the rise of more studies
focusing on the role translation can and does play in resistance and activist
movements (Tymoczko2010;Baker 2015) and in affordingornegating access
to knowledge and cultural capital (Buzelin 2005; Brisset 2010). OSM
constitute one of the contexts in which significant activist and social move-
ments gain momentum; they are also one of the main sources people
now consult to consume and circulate content, be it news content, social
content, art content, literary content, visual content and so on. In fact,
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research merging both sociological approaches and activism in social media
contexts has already started to take shape, though this area still constitutes a
relatively small niche in TS. Colòn Rodriguez (2013), for instance, has
studied activist translation in Canada, specifically with regard to the
‘Translating the printemps érable’ movement.2 In the case of ‘Translating
the printremps érable’ activist ‘translators’ challenged incorrect press reports
andmanaged to reach amorewide-ranging audience inCanada andbeyond.
In another era, it would have been perhaps unimaginable that a group of
citizens, perhaps without formal journalism training or translation training,
would have been able to mobilize and (re)translate news articles that didn’t
adequately represent a series of events.Moreover, if we apply Littau’s (2015)
thinking here, we see that OSM is the specific ‘tool’ (mediality) that has
given theseWeb2.0 ‘citizen-translators’ the platform andmeans to carry out
their work. It follows then that better understanding of OSM can give TS
researchers more insight into these types of online social movements and
activist movements.

Further, while it can be said that investigation into the relationships
between technology and translation is nothing new and in fact predates
the constitution of the field itself (Holmes 1972, 1988/2004), Littau’s
(2011, 2015) and Pym’s (2011a) observations and reflections seem to
indicate a new direction in TS, one that Cronin (2013) has also chosen
to explore in his work connecting translation and the ‘digital age’. While
other scholars have explored translation technologies (i.e. MT and CAT
tools) (e.g. Sin-Wai 2015) and localization (here, to be understood in
a limited and strict sense, i.e. the translation of strings of text intended
for software, application or website localization) (e.g. Jiménez-Crespo
2013), few have addressed how the ‘digital age’ might be creating
paradigmatic shifts within TS. The intent of this book, then, is not to
explore translation as an interlinguistic operation occurring simply in a
different medium (i.e. interlinguistic translation from paper to hypertext,
to play on Vandendorpe’s From Papyrus to Hypertext [2009]), or how
computer-assisted tools can facilitate or hinder the process, but
rather how OSM is helping to reconfigure important aspects of the
profession and the field: from impacting the texts and discourses that
are being translated, to introducing new iconographic languages (e.g.
Emoji; see Chap. 3), and to shifting the very identities of translators
themselves. While studies in localization address how to adapt the
translation process to account for specific software constraints and cul-
tural requirements so that a product’s reception might be favourable in
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a given target market, the context in which localization occurs is not the
same as, say, a translator having to translate a tweet on Twitter using
appropriate hashtags. There are certainly similarities that can be drawn
between localization and translation occurring on OSM. And localization
has undoubtedly paved the way for some of the strategies seen and used
in social media content translation. However, the context and the reasons
for translation on social media are not always commercially motivated (i.e.
who commissions the translation matters), and when they are, the
approach taken is somewhat different. Game localization, for instance, is
meant to ensure that video games can be played by video game enthu-
siasts regardless of geographic locale. Software localization is meant to
ensure software suites and programmes can be used (read: bought) by a
greater number of computer users. And while translating a company’s
social media content (be it tweets or status updates that promote a given
product) can certainly have a commercial objective, this is not system-
atically the case. OSM, in this sense, affords a sort of ‘democratic’
translation environment: anyone who is bilingual and relatively fluent in
‘OSM speak’ can translate content and make it available to new audi-
ences, sometimes in support of certain ideological or political agendas, or
sometimes only to share content that would appeal to a given fan-base, as
is the case with fansubbing or fandubbing sites (O’Hagan 2008, 2009).
Translation on OSM doesn’t necessarily mean that an individual has
accreditation or diplomas, nor does it even suggest that an individual
has expert proficiency in any given language pair. This has significant
ramifications for the future of translation: what are the implications of this
reality for translator training, accreditation and remuneration? How can
professional translators ‘stand out’ and justify their fee when ‘cost-free’
collaborative and crowdsourced translation continues to increase in popu-
larity? How can we impart new translation skills in line with the ‘digital
age’ such that translator trainees will be as competitive as their peers
graduating from computer programming or creative communications
programmes? CAT and MT training in this context is unfortunately
insufficient, a topic that will be covered in Chap. 4 in greater detail.

In 1993, Lefevere wrote that TS ‘suffered’ from insularity, reinventing
the wheel, and often forgetting its own history. More than 20 years later,
some might argue this is still the case. This book certainly owes a debt to
previous TS researchers who have already contributed to this burgeoning
area. The book will, however, introduce an unprecedented framework for
thinking critically about the relationships between translation and OSM in
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three key areas (theory, training and practice) and will use real-world
examples to further elucidate. The book attempts to avoid insularity by
drawing insight from other disciplines, chiefly media and communication
studies (within which social media studies tend to be subsumed), web
design, computer science, cultural studies and others. Inasmuch as history
is relevant to the topics discussed, attempts will be made to draw from
earlier work in TS to compare and contrast contemporary thinking on
translation and translation practice. Though most of the examples are
drawn from the author’s experience as a Canadian researcher and transla-
tor, this is not to say the book’s content is specific to Canada alone; social
media, after all, largely escape the confines of nation-states. And a final
caveat: a number of references from beyond scholarly publications are
included in support of some ideas and arguments. Given the contempor-
ary and evolving nature of the book’s topic, recourse to these types of
references seemed justified. In essence, much like OSM, this book is
intended to engage its readership in an ongoing conversation.

The second chapter provides an overview of OSM, including impor-
tant definitions and the historical development of social media.
Although popular belief suggests that social media is new, this is not
the case. The journalist Tom Standage (2013), for instance, aptly
illustrates how the concept of ‘social media’ is not completely revolu-
tionary, nor is it as radical as we may think. That said, OSM is a new
iteration of ‘social media’ and will constitute the focal type of social
media addressed within these pages. In addition, Chap. 2 will outline
the main differences between Web 1.0 and Web 2.0. Although other
scholars (e.g. Folaron 2010a) have mapped the Web’s history in TS,
this chapter will seek to add a few additional insights to the existing
literature. The intent is not, as Lefevere (1993) indicates, to ignore or
repeat work that has already been done, but rather to offer readers of
this book a ‘one-stop’ reference that overviews both web and social
media history in relation to translation, particularly for those readers
that may not have much web expertise or social media knowledge.
Chapter 2, moreover, lists six key areas in which research on translation
and social media has begun, and identifies areas that may warrant
further investigation and empirical contributions, including those that
comprise the book’s other chapters (Chaps. 3, 4 and 5).

Chapter 3 considers how OSM can impact translation theories and
concepts in TS. It starts with an analysis of some of the changes in
human communicational behaviour that have been brought on by OSM.
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This chapter also considers how language is changing or, rather, adapting
to the social media landscape, which includes the use of hashtags and
Emoji. When we consider that ‘Emoji’– a ‘language’ made up of colourful
symbols which currently boasts an adoption rate worthy of further inves-
tigation (Bangor University 2015) – now constitutes the lingua franca on
social platforms such as Instagram, are interlinguistic definitions of trans-
lation sufficient to explain and study this type of online phenomena? These
changes, it is argued, make Jakobson’s (1959/2004) intersemiotic defini-
tion of translation particularly prescient, and set the stage for increased
discussion of multimodality and different semiotic systems within TS.
Then, drawing on critical theory in social media studies (Fuchs 2014,
2015), this chapter re-explores the concepts of power, knowledge, labour
and time in TS, but here, more specifically in the context of the new ‘social
media economy’ (the ‘like’ economy). For instance, when power is no
longer measured by economic wealth alone, but rather in the form of
Facebook ‘likes’ and Twitter ‘retweets’ (a form of symbolic remuneration, or
what McDonough Dolmaya [2011] refers to as ‘non-monetary incen-
tives’), what could this mean for translation and for translators? Are the
‘new translators’ looking to be paid by the word or by the ‘like’? Especially
when ‘likes’ can translate (pun intended) into corporate sponsorships or
crowd validation? Consideration will be given to the concept of ‘augmen-
tation’ (Davenport and Kirby 2015) and its relevance in this debate.

The fourth chapter examines how current translator training and edu-
cation is not addressing key competencies needed for the ‘digital age’,
with specific focus given to translation programmes within Canadian uni-
versities as an example. With a narrow focus on language, interlinguistic
translation, specific media competencies and ‘teaching for accreditation
exams’, Canadian translation programmes are not wholly addressing con-
temporary market realities or prospective competition from other industry
sectors. At a time when the Canadian Translation Bureau is cutting jobs
and rolling out a new automation platform, the arguments for revamping
training are imperative. While no translation programme can address every
aspect of professional translation, this chapter argues in favour of integrat-
ing OSM literacy and competency within the translation curriculum.
Although this seems ambitious, some strategies are proposed throughout
the chapter that might be helpful to those teaching undergraduate and
graduate translation courses or for those trying to fine-tune their own
skills. These strategies might also provide inspiration for other curriculum
developments. The underlying argument is that if translator trainees are
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not taught OSM competencies, they will not be able to compete with
bilinguals with more ‘attractive’ profiles, particularly ‘elite bilinguals’ with
computer programing, web design or communications backgrounds.
While localization courses can offer some relevant technical expertise,
OSM translation and software localization do not necessarily follow the
same protocols, rules and processes. Some might suggest that teaching to
the market falls into a professionalization and corporatization of university
education that is not necessarily appropriate or in line with the core values
of post-secondary education (Giroux 2007). This is the paradox of teach-
ing translation in a university setting: most translation students, ulti-
mately, want a job, and preferably a job in translation. While there is
much to be gained in a literary translation course, for instance, the reality
is that paid work in this sector is fraught with challenges and remarkably
difficult to find, especially for a young graduate ‘fresh’ out of the class-
room. The idea then is not to replace what is generally assumed to be more
‘creative’ or ‘theoretically focused’ coursework, but rather to strike a
balance between critical thinking, critical training and what is necessary
for navigating an increasingly complex and technical marketplace. This
chapter directly addresses Brisset’s (2010) call for ‘new teaching’ that
addresses new forms of interlinguistic and intercultural mediation,
brought forward by new technologies and new global realities; in other
words, social skills are as important as technical skills. And if the new ‘social’
is OSM, then it follows that OSM should be part of this ‘new teaching’.

Chapter 5 addresses the relationships between OSM and the profes-
sional translation market, and more specifically, how professional transla-
tors are leveraging OSM in creative, and sometimes surprisingly lucrative
and beneficial, ways. By defining translation as a ‘social activity’ (O’Hagan
2011) and building on social systems theories applied in TS (Tyulenev
2011, 2014) as well as network theories applied in TS (Folaron 2010b),
this chapter considers the ways in which translators self-describe their work
and role on various OSM platforms, with emphasis given to activity on
LinkedIn (an OSM platform that caters specifically to online professional
networking). Here, the link with the past is clear: there was a time when
translators were considered ‘invisible’, forced to ‘live’ under the author’s
name or, worse, never to be ‘seen’ at all – a topic that is most often
associated with Venuti’s well-known publication The Translator’s
Invisibility (1995, 2008). Contemporary literary texts may now make
more frequent acknowledgement of translators and their work – which is
generally positive – yet, in many other instances, particularly in the case of
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administrative translation, translators and their work continue to be unac-
knowledged. This chapter will argue, however, that OSM affords transla-
tors a new visibility, regardless of the type of translation they do
professionally. With online professional networking sites, complete with
pictures and real-time updates, translators can now have a digital presence
and a digital voice. This new digital ‘visibility’ is surely good, is it not? After
all, for so long, research in TS has sought to ‘unveil’ the very people – the
translators – who have helped disseminate knowledge (cf. Delisle 1999,
2002), such that they be seen and recognized for their contributions. But,
could there be a downside to this new digital ‘visibility’? Does translating
tweets, statuses and other forms of user-generated content paradoxically
contribute to the translator’s invisibility?

Earlier drafts of the book included specific chapters that focused on
individual OSM platforms (e.g. Chap. 2 Facebook; Chap. 3 Twitter; etc.).
However, given the shifting nature of these platforms and the demo-
graphics associated with them, this breakdown seemed unnecessarily arti-
ficial and subject to making the content quickly obsolete. Instead, by
posing broader questions and using platform-specific examples to illustrate
some of the ideas and hypotheses, the belief is that this book will have a
longer lifespan. After all, who now talks about ICQ and AOL? And some
millennial readers may not even remember an era before Facebook . . .

While no publication can purport to speak to all potential audiences,
this book is intended for a wide array of readers, be it undergraduate
students enrolled in a translation programme, graduate students in TS,
media studies and/or other related fields, professional translators, transla-
tor trainers and educators. The content is also meant to ‘bridge’ the gap
between theorization and professional practice, as these are often (unfor-
tunately) considered separately (Munday 2012, p. 25). The hope is that
professional translators will see the importance of theory in considering
how new technologies (or ‘materialities’ to use Littau’s terminology) are
radically changing the profession. In turn, researchers cannot ignore what
is happening in the industry. Perhaps what Lefevere failed to address in
1993 was not so much the repetitive or insular content produced in TS,
but rather the lack of a symbiotic and mutually beneficial discourse that is
insightful not only for two major audiences (theorists and practitioners),
but also for two often neglected audiences as well: workshop trainers and
undergraduate students. This book also aims to speak to millennial trans-
lators (who are ostensibly the ‘new’ generation), certainly, but to other
generations of translators as well. It is also inspired by many voices and
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conversations held with former students, translator colleagues and
renowned translation scholars alike.

If you would like to contribute to the conversation beyond these pages,
the author regularly monitors conversations using #SocialMedia and
#Translation.

NOTES

1. Please also see Social Media Tracker’s Wave 4 report (2009).
2. The Quebecois ‘printemps érable’ (Maple Spring) movement was formed in

response to proposed post-secondary tuition hikes and changes to post-
secondary bursary and funding programmes in the spring of 2012 (Houpt
2012). Initially, the Anglophone Canadian media did not cover the events,
and when they finally did, the facts seemed to be skewed or ‘mis-translated’
according to ‘printemps érable’ group members. Thus, these members
sought to provide ‘better’ and ‘more adequate’ translations of the original
French-language press articles covering the events related to the ‘printemps
érable’. They describe their work as follows: ‘Translating the printemps
érable is a volunteer collective initiated in an attempt to balance the
English media’s extremely poor coverage of the student conflict in Québec
by translating media that has been published in French into English’
(‘Translating the printemps érable’ 2012).
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CHAPTER 2

Online Social Media (OSM) and Translation

Abstract Chapter 2 provides an overview of the evolution of online social
media (OSM), including important definitions and an overview of histor-
ical developments. This constitutes essential reading for translation stu-
dents, professionals and translation studies (TS) researchers who may not
be familiar with the broader history of the Web and OSM. Following a
brief overview of areas in TS that intersect with OSM, Chap. 2 further
details six key areas in which research on translation and social media has
begun (e.g. crowdsourcing, fan translation and online activism) and iden-
tifies potential research avenues, some of which constitute the focal points
of the book’s following chapters.

Keywords Online social media � Web � TS � Translation � Social media �
Crowdsourcing � Fan translation � Activism

2.1 ONLINE SOCIAL MEDIA: AN OVERVIEW

Social media. Fifteen years ago, this term was far from the mainstream
collective consciousness. The umbrella term ‘media’ tends to now connote
‘traditional’ media, that is the press (or print journalism in general), televi-
sion, advertising and film. Although traditional media is inherently ‘social’,
impacting social relations and society in various ways, this form of ‘sociality’
(i.e. how individuals tend to associate in groups) differs vastly from today’s
social media, which tend to be synonymous with online social media (OSM)
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(as we shall see, the distinction matters). Traditional media of the past
generally functioned according to a top-down model, in which only
specific institutions and individuals (usually a more powerful elite) gen-
erated and shared content. For instance, although readers could write
comments to their local newspapers, prior to the mainstream use of the
Web, this constituted a vested form of engagement – and one that rarely
resulted in instant communication or validation. Therefore, the argu-
ment could be made that fewer individuals felt enough incentive to
engage directly with ‘traditional’ media institutions. In contrast, today’s
social media indicate a significant shift: lines are blurred between who is
producing content and who is responding to it. As the Frontline doc-
umentary from the US Public Broadcasting Service Generation Like
(2014) asserts, users and producers of social media content engage in a
symbiotic exchange of information, in an endless communicative loop.
Gone are the days when only the few could share information or dis-
seminate knowledge; today, anyone with access to the Web and an
electronic device, be it a mobile phone, tablet or computer (laptop or
desktop), can contribute to ‘the conversation’. In this sense, one could
make the argument that today’s social media is significantly more demo-
cratic and social than previous forms of traditional media. But is this truly
the case? And is social media really as new and novel as we think it is?

It is important to examine the evolution of social media and to con-
textualize what it is we mean when we say social media. Many make the
easy mistake of thinking social media is new and revolutionary; however,
this is not the case: ‘Social media is not new. Media has been leveraged for
sociable purposes since the caveman’s walls. [ . . . ] For decades, we’ve
watched the development of new genres of social media’ (boyd 2009,
online). Likewise, in a remarkably illuminating book – Writing on the
Wall: Social Media – The first Two Thousand Years – Tom Standage, digital
editor at The Economist, explains that there is nothing innately novel about
social media, even though the tendency is to think otherwise. Rather, what
has changed, significantly, is the medium on which and the speed at which
communication now occurs. Indeed, Standage makes the case that
humans have an inherent need for sharing, and because of this need,
they have always found ways of sharing. Thus, social media are as old as
the human need to communicate; he states:

Humans are, in short, built to form networks with others and to exchange
information with them. [ . . . ] The compelling nature of social media, then,
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can be traced back in part to the evolution of the social brain [ . . . ] [and] in
part to the exchange of gossip following the emergence of human language,
around one hundred thousand years ago; and in part to the origins
of writing, around five thousand years ago. These are the [ . . . ] ancient
foundations on which the social sharing of media, whether using papyrus
scrolls in Roman times or the Internet today, has rested over the past two
millennia. (2013, p. 8)

Further, even though traditional media may seem less ‘social’ than con-
temporary understandings of social media (for instance, the aforemen-
tioned newspaper reader example), this is perhaps misleading. If, as
Fuchs (2014) explains, being social is defined as being part of society,
then any type of social engagement, however passive, could be viewed as
‘social’. In other words, inasmuch as someone writes in their diary, they
are contributing to the social world: the ideas and emotions being
recorded reflect a relationship with the social world and what is happening
in society at that given time. Watching television, even though seemingly
passive, can be social in that the television content likely represents various
aspects of society at that moment in history, such as social norms, for
instance. Thus, the idea that social media today are more social than other
forms of traditional media, such as books or magazines, can be relativized.
What creates the illusion of increased sociality in today’s OSM is the
higher degree of information sharing, collaboration and community build-
ing they afford (Standage 2013), as well as the sheer speed at which
information can be shared, disseminated and processed.

Translation, in a sense, shares a similar history. Globalization has
undoubtedly increased contact between different cultures and different lan-
guages; therefore, it might be tempting to view translation as a relatively
recent phenomenon. However, here, Cronin (2013) does for translation
what Standage has done for social media. In Translation and the Digital
Age, Cronin shows that translation has been a key vector in what he calls the
‘3T paradigm’ (technology, trade and translation) throughout much of
humanhistory. Inasmuch as humans have had a need for sharing and forming
networks, they have also had to trade to ensure survival. This in turn meant
the development of new technology and the need to overcome potential
deterrents to trade, of which the inability to communicate in an unknown
language is but one example. Cue the need, then, for translation.

Through Standage’s and Cronin’s work, we see then that social media
and translation have evolved somewhat similarly and in a parallel fashion:
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ever-present since the early days of human interaction, but shifting in form
and increasing in speed and inefficiency over the centuries. As Standage
(2013) explains, whereas orators once acted as the ‘social media’ of the
Roman Empire, today, people flock to social media platforms such as
Facebook and Twitter to obtain the latest news, gossip or family update.
And while translation and interpretation were once carried out using
rudimentary tools, today, translation can be done significantly faster in
some cases through the use of various computer-assisted translation pro-
grams or even automatic machine translation, of which Google Translate is
but one example. In fact, today’s social media and translation technology
are so intertwined that it is now possible to have OSM content translated
automatically in real time.

That said, although ‘social media’ can refer to virtually any form of
media used to foster and expand human networks, and although it is a
‘complex term with multi-layered meanings’ (Fuchs 2014, p. 6), here,
attention will, as stated, be drawn specifically to OSM. Though other
definitions exist, including more recent ones,1 the definition proposed
by Kaplan and Haenlein (2010) is at once broad enough to account for
most forms of OSM discussed in these pages, but not so broad as to
encompass all the various forms of social media that Standage (2013)
addresses (i.e. ‘traditional’ or ‘analog’ social media, meaning media that
does not require a digital signal or use of a digital device). Kaplan and
Haenlein define OSM as user-generated content (UGC) that is created,
exchanged and curated on Web 2.0 platforms and applications. What is
particularly relevant in their definition is the focus on the ‘user’, rather
than strictly on the technology, the latter usually being the focal point in
other definitions. For instance, Fuchs (2014) and boyd and Ellison’s
(2008) definitions state that the term OSM refers to the online media,
software, web-based services and applications that allow users to share, to
collaborate, to gather and to communicate. While it is certainly the case
that OSM should be understood as encompassing both UGC and the
media/technologies that enable the dissemination of UGC, this can some-
times pose challenges when a distinction between the two is necessary.
From a translation perspective, a definition of OSM that focuses on UGC
and the users themselves aligns more directly with current theoretical
trends that seek to shed light on power relations, networks and agency.
A definition of OSM that too narrowly focuses on the media/technology,
one could argue, tends to intersect more directly with localization: i.e.
translation of the applications or sites themselves, as opposed to the
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translation of UGC occurring or being disseminated on the applications
or sites – the nuance is slight, but significant. Because web localization
is a topic that has been discussed in greater detail and at greater length
by other translation studies (TS) scholars, for instance, Esselink (2000,
2003), Schäler (2010), Pym (2011b), Jiménez-Crespo (2013), and
Dunne (2015), the perspective taken here is slightly different.
Localization usually coincides with translation for a market purpose
(i.e. commercial purpose), and Schäler’s and Dunne’s definitions, in
particular, underscore this, as does Cronin (2003, p. 63) when he
states: ‘With its emphasis on target-oriented translation, wholly con-
sonant with the more popular versions of functional and polysystem
theories of translation, “localization” appears to be the corporate lin-
guistic response to the ecological injunction think global and act local’
(emphasis added). Moreover, much of the research on localization
tends to focus on different workflow models (i.e. the localization
process) and does not necessarily invoke philosophical or theoretical
insight to problematize these. Further, the translation of social media
content by individual users might, unlike corporate localized content,
be intentionally or inadvertently guided by a source-oriented approach
either because these users want to underscore the foreign nature of
their content or because they may ‘simply’ lack formal translation
training or maybe even because they turned to embedded automatic
machine translation (e.g. Bing translation on Facebook). This is why,
here, localization and OSM translation (in general terms) are not
viewed as synonymous. While they share commonalities, such as being
Web-based phenomena and favourable to cross-cultural communica-
tion, there are significant differences, the most notable being that of
who is translating and why. In OSM translation, translation is not
reserved to a specialized workforce (i.e. professional translators or
localizers); everyone can, ostensibly, translate. The rules of localization
do not necessarily apply, therefore, in the translation of UGC. This is
why Kaplan and Haenlein’s definition of OSM is particularly engaging:
there is less of a focus on market-driven activity, workflow processes
and technology and more emphasis given to how users communicate
among and for themselves, which includes phenomena in which users
are the translators/localizers of their own content. This user-centred
definition of OSM, moreover, resonates with the 2006 Times’ article
(Grossman 2006) that placed the individual (i.e. ‘you the user’) at the
centre of a ‘massive social experiment’.
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However, this brief definition of OSMmay not be helpful to those who
are unfamiliar with web jargon and the Web’s history, for instance, the
distinctions to be made between Web 1.0 and 2.0, the evolution of OSM
and the differences in content produced on different OSM platforms. The
history of OSM is directly connected to the history of the Internet and,
more specifically, theWeb, as Standage aptly explains in a chapter dedicated
to the rise of Facebook. In the late 1960s and early 1970s, researchers in
California were seeking to link computers to reduce the number of com-
puter terminals in offices. A subsidiary goal was to facilitate collaboration
between different institutions, and, by extension, different researchers in
different geographical locations. This system, which would eventually be
known as ARPANET, was the first iteration of what we now know today as
the Internet. In 1975, the ARPANET system became fully functional and
eventually it linked different computer networks, as opposed to individual
terminals, a process known as ‘internetting’. In the 1980s, ARPANET
started to be known as the Internet. From there, users of the network
were able to send personal messages (early iterations of email) that led to
the creation of mailing lists and newsgroups. Communication could now
occur in unprecedented ways.

In the late 1980s and 1990s, home and personal computers became
increasingly popular and more and more people were willing to invest in
the necessary hardware and software to experience this new connectivity.
Unfortunately, Internet uptake was not entirely user-friendly: connections
depended on the availability of phone lines and various software suites.
Online information was disjointed, largely passive (i.e. read-only), and still
only accessible to an economic and technical elite. Although some early
personal computers sold for ‘only’ 400–600 US dollars (Ahl 1984), this
did not factor in other associated costs such as landlines, modems and
other hardware.

In 1993, in a step towards a more accessible, and according to some,
democratic Internet, Tim Berners-Lee, a British scientist, wrote the pro-
gramme known as the World Wide Web (Standage 2013). This led to the
creation of the first Web ‘browsers’, which included Mosaic (the first
browser to make the Web accessible to the general public), followed by
Netscape Navigator. This first ‘phase’ of the Web, in which most content
was read-only and devoid of significant multimedia content (including
video, sound, animations or a combination of these), is predominantly
referred to as Web 1.0. During this time, the translation of web content
was usually conducted offline with word processing software, only to be
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uploaded at a later juncture, either by a webmaster or web programmer.
This marked the start towards more sophisticated approaches to localiza-
tion and multimedia translation.

By the year 2000, roughly 250 million people were ‘connected’
(ibid.). Various organizations, from universities to brick-and-mortar
stores, quickly realized the Web’s potential for creating an online pre-
sence. Though these web pages and sites were, in essence, created by
‘users’, they did not facilitate two-way communication between users. In
other words, when Web users consulted a given page, they could not
interact with the content, say, by leaving a review or a comment, or
uploading a picture or video. Moreover, with Web 1.0, those developing
web-based technology followed a model that went from product devel-
opment, to testing, to being available to consumers; there was no user
interaction at the phase of product development. But this would even-
tually change.

Online social networking, that is the process of creating social networks
via web pages and sites, started to take shape in 1997 with the creation of
Six Degrees (boyd and Ellison 2008). Thanks to this site, users could see
how they were connected to other users, based on ‘degrees’ of separation.
The site ultimately shut down in 2000, but it generated significant interest
in the Web’s potential for creating and sustaining social networks between
users and paved the way for early social networking sites (SNSs) including
Friendster, which launched in 2002, and MySpace, which launched in late
2003 (ibid.). It was around this time that the term ‘Web 2.0’ started to
gain currency. Web 2.0 marked a shift from a predominantly read-only
interface to an interactive, read–write interface. As boyd (2009, online)
explains:

For the technology crowd, Web 2.0 was about a shift in development and
deployment. Rather than producing a product, testing it, and shipping it to
be consumed by an audience that was disconnected from the developer,
Web 2.0 was about the perpetual beta. [ . . . ] for technologists, Web 2.0 was
about constantly iterating the technology as people interacted with it and
learning from what they were doing. To make this happen, we saw the rise of
technologies that supported real-time interactions, user-generated content,
remixing and mashups, APIs [Application Program Interface] and open-
source software that allowed mass collaboration in the development cycle.
[ . . . ] This was a critical disruption in the way in which technology was
historically produced. [emphasis added]
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Thus, Web 2.0 afforded users and developers the option not only of
uploading and disseminating content, but also of interacting with other
users/developers in unprecedented ways. Web 2.0 was about getting users
to connect in new ways. MySpace, for instance, eventually became the most
popular of the SNSs of the time, reaching a hundred million users in 2006
and becoming the fifth most popular site in the United States (Standage
2013). MySpace gave users the option of creating custom profiles (a pre-
cursor to the Facebook profile), uploading some types of media content
(sound clips and photo avatars, for instance) and generating friend lists. If
any site at the time embodied the early spirit of Web 2.0, MySpace was it.

As technology progressed and Internet connections improved (e.g.
increased speed), SNSs started to evolve into what are now referred to as
OSM. Whereas SNSs emphasized – and still emphasize – networking,
specifically, for instance through friend lists, the term OSM encompasses
all social platforms regardless of the centrality given to networking, or, in
other words, where the primary activity is not necessarily social networking
exclusively. This is another key distinction, one that brings us back to
Kaplan and Haenlein’s definition of OSM. Whereas some authors choose
the term SNSs to synonymously designate OSM (especially in less recent
research), this is problematic because the literature suggests OSM is, in
fact, the umbrella or generic term, while SNSs have a more specific
function. The term OSM, as we have seen, refers to all kinds of online
social media, including SNSs. In short, one of the more effective ways of
categorizing and defining various OSM is by the type of UGC found on
the platform itself. Some OSM platforms, for instance, showcase and
emphasize the curation and sharing of visual content in the form of photos
or videos (e.g. Pinterest, Flickr, YouTube), while others combine blogs
and microblogs (e.g. Twitter, Tumblr), while still others enable users to
upload an amalgamation of different UGC in ‘permanent’ (e.g. Facebook,
Instagram) or ‘non-permanent’ ways (e.g. SnapChat)2 (Desjardins 2010,
2011a, b, 2013a).

The popularity of OSM is expanding at an exponential pace. Web
users are now more likely to access content via OSM as opposed to a
more ‘traditional’ web search (cf. Wihbey 2014). In fact, a UM
(Universal McCaan) Social Media Tracker Wave 5 report (2010) indi-
cates that almost 75% of active Internet users regularly consult SNSs.
A 2015 eMarketer report indicates that just under 20 million Canadians
are expected to access social networks (social networks in this report
appear to be defined as OSM) on at least a monthly basis, which is in
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line with rates seen in the United States. Facebook alone boasts nearly
1.59 billion monthly active users according to Statista (2016).
Instagram, an OSM platform that enables users to upload and share
photos and videos, now offers support for more than two dozen lan-
guages (Moscaritolo 2012), which suggests it has a global user-base and
is popular.

This overview of OSM indicates not only the relationships between
technological advancement and changes in communication trends (a
theme Cronin explores in Translation in the Digital Age) and the rise of
OSM as a dominant contemporary mediality, it also implicitly and explicitly
suggests that OSM are here to stay, though this landscape may radically
transform in years to come (boyd 2009). It is hoped that this brief overview
contextualizes OSM for readers who may be less familiar with the develop-
ment of OSM and the Web, more generally, and provides the definitions for
the terms that will be used throughout the book. The evolution of OSM
and TS do share some overlap, particularly with respect to how technolo-
gical advancement has radically impacted human communication.

2.2 TS AND OSM: AN OVERVIEW

OSM has, to a limited degree, been addressed by a select group of
researchers whose work focuses on translation, the Web, UGC, user-
generated translation (UGT) and web localization. In the last 5 or so
years, especially, there has been a rise in publications and conferences
addressing new translation realities, which are largely the product of
increased Web and OSM access. For instance, in an overview dedicated
to addressing the state of TS 20 years after its ‘linguistic emancipation’,
Snell-Hornby (2012) addresses the potential effects of technology and
globalization on languages, and briefly alludes to some of the translation
activity occurring on Facebook. Other researchers, such as Perrino (2009),
Folaron (2010a, b, 2012), Pym (2011a, b), O’Hagan (2011), Cronin
(2013), Bacalu (2013), to name but a few, have addressed how the Web
and technology, more broadly, is impacting the field and the profession:
from having created and given rise to translator networks to generating a
collaborative and crowdsourced participatory translation culture. These
researchers also appear to be in agreement in that the Web and OSM will
continue to have a major impact for the profession and the field alike,
hence the importance of pursuing research in this area.
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The literature in TS on translation and OSM can be divided into six
major categories3: (1) crowdsourced or collaborative translation in connec-
tion with or on OSM platforms (Kelly 2009; Perrino 2009; Schonfeld
2009; Costales 2011; Dolmaya 2011; O’Brien 2011); (2) translation
and OSM in relation to activism and political engagement (Colón
Rodriguez 2013; Baker 2015); (3) translation, OSM and crisis manage-
ment (i.e. how humanitarian and aid services are leveraging translation
across OSM to deliver important aid news or updates) (Sutherlin 2013;
O’Brien 2016); (4) best practices, how to’s and codes of ethics (Hamilton and
Lavallée 2012); (5) fan translation on OSM (O’Hagan 2009); (6) analyses
of online crowdsourced translation versus other translation technologies
(MT/CAT), with a particular focus on translation quality assessment
(TQA) (e.g. Anastasiou and Gupta 2011; García 2015; Jiménez-Crespo
2015).

2.2.1 Crowdsourced Translation/Collaborative
Translation and OSM

The first category, crowdsourced and collaborative translation, is
undoubtedly the most exhaustive area in which TS scholars have begun
analysing OSM translation phenomena. First, there is much debate sur-
rounding the terms ‘crowdsourced’ and ‘collaborative’. O’Brien (2011)
observes that collaborative translation is not a new phenomenon, and cites
the Septuagint translation of the Old Testament as one historical example
of how 70 translators ‘collaborated’ to produce a single target text.
O’Brien further defines contemporary collaborative translation as transla-
tion activity that occurs between any two (or more) agents involved in the
translation process, from the translators themselves, to clients, to editors,
to publishers, to agencies and so on. Based on this definition, then,
collaborative translation does not necessarily have to occur in an online
setting; in fact, group translations done among a team of students in the
classroom is a perfect ‘analog’ example. The term crowdsourcing (and by
extension, crowdsourced translation), however, has a meaning that is
more directly associated with the digital era. Howe (2006, 2008) coined
the term ‘crowdsourcing’ in an article written for Wired magazine, a
publication focusing on new technology and digital trends. To crowd-
source essentially means to go beyond an in-house team or group of
employees in order to ‘assign’ a specific task to the masses, in the hope
of leveraging the ‘crowd’s’ diverse experience and knowledge. Evidently,
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thanks to digital technologies and the Web, crowdsourcing, whether for
altruistic or commercial purposes, is now easier than ever. Based on these
definitions, collaborative translation and crowdsourced translation are not
viewed here as synonymous, but rather, in some cases, as complementary.

OSM platforms such as Facebook and Twitter are used globally and
constitute two of the most important examples of crowdsourced transla-
tion. Research done thus far in this area has focused on Facebook’s colla-
borative and crowdsourced translation project launched in 2007 (O’Brien
2011). By soliciting its ‘crowd’, that is the users of the platform, Facebook
has been able to provide translations of its content in over 75 languages
(Snell-Hornby 2012), and it hopes ‘to support Facebook in the native
language of all [its] users and people who want to use the site’ (Abram
2008). Moreover, thanks to the Translate Facebook App; it is easy for
‘translators all over the world’ (Facebook 2016) to help with the project
(interestingly, Facebook makes no mention of professional translators and
seems to label all translation contributors ‘translators’ – an issue that will
be further addressed in Chap. 3). Facebook now also offers the option of
having UGC (newsfeed items, primarily) translated automatically and in
real-time based on a user’s language preferences. Twitter’s crowdsourcing
initiatives follow a similar model (i.e. soliciting the user-base to assist in
translation efforts), thanks to its Translation Centre. The Translation
Centre allows users to translate content based on a set of guidelines,
which includes language-specific glossaries. At the time of writing,
Twitter supports 48 languages and is constantly working to add more,
notably by using the @translator account to post calls for translators who
might be able to assist in languages that aren’t currently available.

Researchers in TS have also focused on how crowdsourcing is impact-
ing professional translation (and the translation industry more generally)
with specific attention paid to remuneration, recognition and collabora-
tion between stakeholders. While these areas are certainly worth investiga-
tion, some gaps have been identified, two of which are dealt with below.

First, TS research on OSM and crowdsourced translation focuses pre-
dominantly on the translation of the platforms themselves (or platform-
produced content, for instance FAQs, or user guidelines, or community
rules) rather than on the translation of the UGC, although this is slowly
changing, for instance, with Facebook now offering real-time MT to trans-
late newsfeed items. This gap raises two issues. The first issue is that the
linguistic adaptation of these OSM platforms for ‘new’ language markets is
essentially a form of localization, and, thus, not a wholly new topic for TS
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research – that is, if we agree that research in localization can be subsumed
within the larger scope of TS. In other words, research on localization
could be applicable in this context and, therefore, discussions surrounding
how these platforms are translated might not generate novel insights.
Here, however, the significant distinction is that instead of an in-house
translation team, it is the Facebook community (‘crowd’) that produces
most of the translation work – and this, it would seem, should be where TS
focuses its attention, perhaps by profiling a sample population of the
‘translator crowd’ to see what type of competencies these individuals
possess and how many of them have formal translation experience
(data that could form the basis for developments in translator training
for the digital era). The second issue is that research that focuses on the
crowdsourcing of the platform’s translation largely obfuscates other forms
of equally significant OSM translation activity, for instance, self-translation
(cf. Grutman 2009) of UGC done by individual Facebook users or hybrid
posts combining iconographic languages (e.g. Emoji) and natural lan-
guages, which are rather compelling example of intersemiotic translation.
It is in this regard that Perrino’s (2009) concept of ‘user-generated
translation’ is particularly noteworthy: unlike crowdsourced translation,
which generally mimics a professional translation model in which a brief is
posted by a client requesting the participation of translators (e.g. Facebook
calling upon its community of users to help translate the platform and site
content), UGT can be done at any point, on any platform, whether there
is a brief or not. Perrino (ibid.) defines UGT as a form of translation that
harnesses Web 2.0 technologies, applications and platforms to make UGC
(or online content, more generally) available and accessible in a variety
of languages.4 Though the UGT definition Perrino proposes coincides
more generally with definitions of crowdsourced translation suggested
by other scholars, the suggestion here is that UGT can more readily
encompass translation activity that is prompted and motivated by the
users themselves (i.e. translation of their own content, their UGC, by
themselves, based on their understanding of what ‘good’ or ‘effective’
translation might be). This definition offers a different way of framing
OSM translation phenomena, one that is more user-centred rather than
focused on the community or the crowd. Crowd-focused research in TS is
undoubtedly important, but users’ self-translations of UGC could offer
more insight into why some individuals feel compelled or motivated to
translate their content on their own terms, without the prompt of OSM
platforms (or client briefs, for that matter). Moreover, user-focused
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analyses have the potential to disrupt the assumption that crowdsourced
models are based on a ‘bottom-up’ approach that is supposedly more
‘democratic’. When we consider that Facebook is operated by Facebook
Inc. – a transnational corporation – is the call for crowdsourced translation
truly democratic and ethical, or is it merely a disguised form of free labour?
Are translators now willing to be remunerated in the form of likes for the
sake of making Facebook more linguistically accessible? These questions
indicate the need to consider how social media is impacting the economy,
the language services industry as well as what this means for professional
translators.

In addition, the corpus of analysed OSM platforms needs to be broa-
dened. While Facebook and Twitter are the two most frequently discussed
platforms (Facebook is mentioned more often than any other platform in
the surveyed literature, for instance, in the work of O’Brien [2011], Snell-
Hornby [2012], Costales [2011] and Desjardins [2013a]), it is important
to consider how other newer and increasingly popular platforms are
addressing the issue of translation, be it through crowdsourced initiatives
or other models. Thus far, there is a dearth of material in TS discussing
platforms such as Instagram and SnapChat, two increasingly popular
photo-sharing OSM platforms (Van Grove 2013). Though OSM engage-
ment across platforms is steady or rising, studies suggest that Facebook’s
overall popularity is either waning, especially among younger generations
opting to converge on other sites, or reaching a saturation point in specific
markets (Morris 2013). How does translation occur on these other
OSM platforms and sites? Is the crowdsourced model standard across
most OSM platforms or are other platforms opting for other translation
strategies?

2.2.2 Translation, Activism and OSM

The second category linking OSM and TS comprises research that con-
siders how OSM are being leveraged in political, civic and activist transla-
tion efforts. The reviewed literature indicates that OSM are generally
viewed as an aid against censorship, a way of combatting-biased media
or redressing power imbalances within news journalism and a means to
reach the masses (i.e. a form of citizen journalism that aims to reach all,
not only an educated elite). OSM do effectively play a significant role in
activist translation movements. Thanks to the English translations of the
Printemps Érable movement in Canada, for instance, the country’s
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English-speaking provinces were made aware of student grievances in
primarily French-speaking Québec. OSM was crucial in affording a tool
for reaching Anglophone audiences in this particular case study, as many
local newspapers outside of Québec did not initially consider this move-
ment of much significance. Despite increasing momentum in this area, one
aspect of OSM and activist translation that has yet to receive additional
attention is that of whether or not online activism is really effective. While
the Printemps Érable constitutes a good example of activist translation
being successful in disseminating information to a larger audience and
providing a counterpoint to mainstream Anglophone coverage in pro-
vinces other than Québec (and even English-language publications within
Québec), other activist initiatives have not always been successful in
engaging audiences in any sort of tangible manner. Morozov (2009,
online; 2010; 2013), for instance, suggests that a lot of UGC and OSM
activity that might appear to be activist in intent is in fact illusory and
constitutes ‘feel-good online activism that has zero political impact or
social impact’. Moreover, he adds: ‘It gives those who participate in
“slacktivist” campaigns an illusion of having meaningful impact on the
world without demanding anything more than joining a Facebook group’
(ibid.). However, in TS, it has been argued that translation efforts seeking
to provide content in minority languages or to revert power imbalances are
generally laudable (UNESCO 2009) and are anything but ‘slacktivism’. In
fact, translation on OSM platforms can serve to fight against censorship
and oppressive regimes (Baker 2006, 2015). But, the question deserves
further investigation: are there cases where translation does not benefit
activist causes or where translation only fulfils a superficial role? For
instance, in Canada, where there is an official languages policy, the
Official Languages Act (1988), translation might at times be performed
only to obtain funding (though never stated as such) and to appease
outcries among – usually Francophone – minorities. Could we envision
situations in which activist translation is part of what Morozov calls ‘feel-
good activism’ (2009, online)? For instance, in the case of the Printemps
Érable, the ‘translators’ who translated the media coverage and posted it
onto Tumblr were not jeopardizing their lives or raising funds or provid-
ing on-the-ground aid. Though these translators certainly helped in creat-
ing more balanced coverage of the events that took place in Québec in
2012, which is a way of countering biased media, one could ask whether
or not these translation efforts resulted in any more or less sympathy from
the Anglophone audiences for which the translations were intended.

26 TRANSLATION AND SOCIAL MEDIA



Dissent Magazine published an article discussing the Anglophone reac-
tion as ranging from ‘indifference’ to ‘puzzlement’ (Fraenkel and
Etinson 2012, online), which supports the hypothesis that translation
may not have succeeded in modifying perceptions of the student protests
among Anglophone audiences. From a critical perspective, the issue of
‘slacktivism’ or ‘feel-good activism’ is therefore another related area that
warrants further investigation. What types of actions or consequences
must OSM activist translation generate to constitute more than super-
ficial engagement? Is activist translation on OSM always a ‘good’ thing?
Can there be insidious motivations? How is such activism received?

2.2.3 Translation, Crisis Management and OSM

In the third area of study, scholars have addressed how OSM and Web
technologies can be used in crisis management, for instance, by dissemi-
nating information quickly about natural disasters, humanitarian efforts,
fundraising and victim statistics. Unlike UGC and UGT that fulfils a
largely social or entertainment function, UGC and UGT produced in a
crisis context represents an entirely different set of challenges and raises a
number of different, but equally pressing questions. As Sutherlin (2013)
indicates, crowdsourced translation in a crisis setting has significant impli-
cations that can, at best, provide a cost-effective and near-immediate means
for the dissemination of information or, at worst, contribute to inaccurate
reporting which can have an immediate impact on loss of human life.
She argues that crowdsourcing is not necessarily an optimal model for
translation in crisis contexts and supports her argument using four crisis
examples. Sutherlin demonstrates that in a crisis situation, individuals who
create UGC, for instance tweets (140-character micro-blogs published on
Twitter), might be themselves the victims of the crisis. Translation of this
specific UGC, then, Sutherlin hypothesizes, does not necessarily benefit the
victims; rather, translation would serve to inform other stakeholders, such as
the press, governmental agencies and emergency services. She argues that
in order for crowdsourced translation to be more effective, it would have to
operate according to a two-way or recursive loop model, in which transla-
tion acts as an intermediary for both the victims and the outside stake-
holders. In this manner, information about aid relief or safety measures
could be relayed back to the victims themselves. In turn, these victims
could then give a ground-zero assessment of whether the relief measures
are effective or not. She also stresses some of the problems associated with
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the use of automatic machine translation embedded within OSM platforms
in crisis situations. Although the intent is to spread information in two or
more languages rapidly, automatic machine translation applications, such
as Google Translate, tend to homogenize target output – cultural contexts,
dialect variants, non-verbal or visual cues are ignored – leading to an
incomplete picture or creating potential misunderstandings that only
worsen the crisis situation. Sutherlin emphasizes the need to learn from
previous crises in order to develop more accountable forms of translation in
these types of urgent situations. As she indicates, up until now, the focus
appeared to be on translating for quantity (i.e. more information) and not
quality. Could application developers work more closely with cross-cultural
experts and professional translators to create more adequate translation
models? As an interdisciplinary field, TS must go beyond disciplines in
the humanities and social sciences to fields such as computer engineering,
computer science and informatics, to offer insights to those developing
crowdsourcing technologies. Moreover, the longer-lasting implications of
crisis translation(s) on OSM must be assessed; when policies are based on
content that has been translated in haste and in exceptional circumstances,
and sometimes by an emotional and inexperienced ‘crowd’, are the bases
for these policies truly sound? Who becomes accountable for inaccurate or
mistranslated OSM content in crisis contexts? Sutherlin’s work has paved
the way for the analysis of other crisis cases in which crowdsourcing,
translation and OSM interact at crossroads of disaster and hope (cf.
Federici 2016).

2.2.4 Professional Translation, Best Practices and OSM

Although it has been said that TS has evolved beyond the linguistic para-
digm, OSM have brought about new linguistic realities (for instance, lim-
ited character counts, the use of hashtags, and lexical choices that contribute
to search engine optimization5 [SEO]) that have implications for interlin-
guistic translation. In this sense, perhaps OSM is favouring a return to
linguistics in TS (Snell-Hornby 2006). Comparative analyses of translated
social media content have provided templates for professional translators
working in this area. As corporations, smaller businesses and even politicians
and celebrities seek to create an online presence, they turn to translation as a
way of communicating their brand to larger audiences (Oswald 2012).
Now, whether this UGC is translated by users (UGT), crowdsourced or
automatically translated depends largely on available human and financial
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resources. But regardless of the model used to bring about translated
content, the fact remains that very few resources exist for professional
translators looking to refine their OSM translation skills. For instance, the
in-house translation teams at Library and Archives Canada and at theRoyal
College of Physicians and Surgeons of Canada6 use MT to assist in the
translation of OSM-specific content, yet both teams underscore the lack
of more ‘traditional’ tools, such as dictionaries or manuals that offer prag-
matic solutions for translating challenging tweets or status updates. At the
time of writing, one of the most comprehensive (and only?) ‘how-to’
manuals for professional translators working with UGC requiring human
translation expertise (as is the case with the social media content that both
Library and Archives Canada and The Royal College of Physician and
Surgeons of Canada produce) is Tweets et gazouillis: pour des traductions
qui chantent (2012), by Grant Hamilton and François Lavallée, a pair of
prominent Canadian certified translators. In their book, Hamilton and
Lavallée have reproduced a corpus of 1,750 bilingual tweets. The corpus
serves as the basis for tips and tricks meant to help translators find effective
and fluent solutions regardless of the constraints posed by OSM (spatial,
temporal, lexical, etc.). Though many professional translation blogs, trans-
lator forums and language forums address the various challenges posed by
the translation of OSM content and UGC more specifically, these types of
online references are again a form of ‘crowd’ knowledge – one that has not
necessarily been vetted or informed by professional or institutional insight.
Accreditation, professional experience and institutional credentials are not
necessarily a guarantee of higher quality translation, a fact underscored by
the very act of crowdsourcing in which non-professional translators have
been shown to translate adequately and efficiently. That said, reference
materials based on quantitative and qualitative OSM translation data can
serve ‘crowd’ translators and in-house professionals alike by functioning as a
sort of ‘recipe’ book with strategies and solutions for overcoming funda-
mental interlinguistic translation challenges, such as lexical equivalence,
cultural adaptation and concision. Unfortunately, it would seem references
of this nature, whether in analog (manual) or virtual form (blog; forum),
often pair two dominant languages (usually English and another language)
as opposed to exploring the translation of UGC in other, less pervasive
language combinations. This could be the result of English being the lingua
franca on OSM, in which the translation flow is usually from English into
another language, though more robust research would be needed to sup-
port this hypothesis. In any case, vetted material offering solutions and
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strategies for effective UGC translation would be welcome for translator
training and education. If more of these materials were to become available,
codes of ethics and best practices could come to the forefront and thus
inform all areas of OSM translation.

2.2.5 Crowdsourced Translation, Fan Translation and OSM

Web 2.0 and OSM have also had implications for fan culture. Whereas fans
of various media products such as films, television series or games once had
limited means of interacting with one another and rarely influenced pro-
duct development from inception onwards, the landscape has now chan-
ged. In a comprehensive survey of game localization and fan studies,
O’Hagan and Mangiron (2013) address how fan culture has shifted
from a more passive paradigm to a very active and participatory culture
(Jenkins 2006, 2008). The Web has afforded fans of games, films, televi-
sion series and other media a means by which to engage with content in
unprecedented ways. Initially, fansubbing, fandubbing and translating
were a form of fan engagement that could have significant legal implica-
tions. This can still be the case, although some game companies are now
more open to the idea of soliciting their fans’ input, notably by leveraging
their enthusiasm and interest to crowdsource the translation of their
products, often at a lesser cost/delay and sometimes with better results
(i.e. translations that please the audiences and fan-bases of other geo-
graphic locales), a point Drugan (2013, p.173) alludes to. After all, who
better to translate these games than the hardcore gamers (who may
happen to be elite bilinguals) who know the games and genre best? Fan
pages on Facebook, Tumblr fan blogs and UGC uploaded to YouTube (e.g.
fansubbed or fandubbed UGT) would all constitute excellent empirical
and qualitative case studies from which TS could benefit. Unfortunately,
this area largely escapes the scope of this book, but O’Hagan and
Mangiron have certainly touched upon an increasingly important niche.
In the years to come, it is likely that game localization and mobile
application translation will represent a large market segment of the trans-
lation and localization industry.

2.2.6 TQA and OSM

The sixth and final area in which TS research has incorporated OSM is that
of TQA in comparative analyses involving online automatic machine
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translation (Google Translate being one of the more popular examples),
crowdsourced translation and other forms of machine translation.
According to Anastasiou and Gupta (2011, p. 637), crowdsourcing and
machine translation share a few similarities: they can cope with ‘high
volume, perform at high speed, and reduce translation cost’. Anastasiou
and Gupta (2011) compare various translation workflow models and in so
doing, address the issue of quality (i.e. what combination of translation
workflow models produces the most optimal output). They conclude that
more ‘traditional’ models involving MT and translation memory (TM)
should now also incorporate crowdsourcing: ‘MT, TM, and generally
automatic translation research should take the crowdsourcing translation
phenomenon seriously and try to embrace it [ . . . ] Only then can the ideal
triangle with low cost, and high speed and quality be feasible’ (ibid.: 654).
However, as previously discussed, the increased push for crowdsourced,
low-cost and high-speed translation solutions has significant repercussions
for the profession and for the training of translators. It would be valuable
to see if there exists a generational divide among younger generations of
translators (who might be more keen to be ‘symbolically remunerated’)
and older generations in relation to their perceptions of crowdsourcing. If
the new economy is being shaped by social media, as Fuchs (2014, 2015)
argues, then perhaps translators of all generations will have to accept
crowdsourcing as the new workflow model and embrace new forms of
recognition and remuneration. Also, the definition of ‘quality’ in this
context will need to be examined. When the crowd provides the output
in lieu of a single individual translator, it then becomes more challenging
for revisers or supervisors to address and amend poor output, unless
strategies and tools are put in place to facilitate interaction with the
crowd. Is quality then determined by the end-product? The efficiency of
the crowd to produce rapid solutions? The degree of collaboration
achieved to produce the output (which incidentally supposes that more
involvement rather than less is better in the translation process)?

2.3 CONCLUSION

This overview was intended to identify the body of work within TS that has
addressed OSM, whether head-on or peripherally. The review suggests that
crowdsourcing, in all of its manifestations, has been a forefront topic in
studying the relationships between Web 2.0 and translation. Undoubtedly,
crowdsourcing has radical implications for translation and TS, some of
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which will be further discussed in the following chapters. However, this
book will also seek to address areas that have been significantly or entirely
neglected, for instance the UGT of UGC that is not the result of a call for
crowdsourcing, but rather that is individually motivated (here, the concept
of self-translation becomes all the more relevant); the imperative need for
intersemiotic translation given the pervasiveness of newer hypervisual OSM
platforms and the increased reliance on artificial iconographic languages
such as Emoji; and the relevance of including OSM literacy in translator
training. Hopefully, these additional insights will contribute to filling some
of the gaps identified in this chapter. This overview of existing TS literature
references primarily English-language scholarship, which in turn could
result in an unintentional omission of non-English scholarship. In this
regard, research involving other language combinations or OSM platforms
restricted to non-English markets would be greatly welcomed.

NOTES

1. Fuchs (2014) provides a comprehensive list of ‘social media’ definitions
curated from various social media experts; though he does not list Kaplan
and Haenlein’s definition, their definition does comprise many of the traits
outlined by other authors.

2. UGC uploaded onto sites like Facebook and Twitter are permanently
recorded and available to their intended audiences; in other words, they
remain ‘posted’ on the OSM platform, unless the user who uploaded the
content chooses to delete it or make it temporarily unavailable. SnapChat
differs in that content uploaded to its servers is only made available to an
intended audience for a limited period of time (anywhere from 1 s to 24 h),
after which SnapChat claims it deletes the content permanently from its
servers.

3. There are undoubtedly singular case studies that might examine other
aspects of translation and OSM that are not covered by these six categories.
These six overarching categories reflect the areas in which there has been
enough research produced to warrant either encyclopaedic entries in refer-
ences such as The Handbook of Translation Studies, The Oxford Handbook of
Translation Studies; special thematic issues of peer-reviewed journals, for
instance Linguistica Antverpiensia’s special issue on Translation as a Social
Activity: Community Translation 2.0.

4. O’Hagan (2009) also uses the term UGT in her work, but does not make
Perrino’s (2009) distinction with regard to who initiates the translation
(a call for translation by corporate entities, for instance, versus individually
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motivated UGT). She also seems to imply that UGT is synonymous with
collaborative initiatives, which is not the view taken here.

5. “Search engine optimization (SEO) refers to methods used to increase traffic to
a website by increasing its search engine page rank. SEO often involves improv-
ing the quality of the content, ensuring that it is rich in relevant keywords and
organizing it by using subheads, bullet points, and bold and italic characters.
SEO also ensures that the site’s HTML is optimized such that a search engine
can determine what is on the page and display it as a search result in relevant
searches. These standards involve the use of metadata, including the title tag and
meta description. Cross linking within the website is also important”
(Technopedia 2016d).

6. These examples are given based on personal, first-hand experience working
as a professional translator at the Royal College of Physician and Surgeons of
Canada and as a bilingual Communications Office/Social Media at Library
and Archives Canada.
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CHAPTER 3

Translation and Social Media: In Theory

Abstract Chapter 3 considers how online social media (OSM) can impact
the theorization of translation, translation practices and concepts (i.e. in
theory). The chapter starts with an analysis of the changes in human com-
municational behaviour that have been brought on or exacerbated by OSM.
This chapter also looks how language is changing or, rather, adapting to the
social media landscape (e.g. increased use of visual content; the paradigmatic
nature of hashtags; the rise of Emoji). Consideration is also given to ‘play
labour’ and the ‘like’ economy and what these might mean for translator
remuneration and recognition. The concept of ‘augmentation’
(Davenport and Kirby, Harvard Business Review 93(6):59–65, 2015) is
also examined and presented as a lens with which to approach and reframe
the ‘threat’ of crowdsourced translation and translation automation.

Keywords Human communicational behaviour � Language � Visual con-
tent � Paradigmatic � Hashtags � Emoji � Play labour � ‘Like’ economy �
Translator remuneration � Recognition � Augmentation � Crowdsourced
translation � Automation

3.1 INTRODUCTION

Building on Carr’s (2008, 2010) work on the topic of how the Web is
radically changing communicational and behavioural patterns, Vandendorpe’s
(1999, 2009) insights on reading, interactivity and the visual, as well as
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Charron’s (2005) argument that translation is now a ‘zero-time’ process
(which intersects with some of Fuchs’ [2014, 2015] work), this chapter
offers a critical, albeit different, take on some of the implications of online
social media (OSM) and user-generated content (UGC) for translation
studies (TS). The idea is to explore how OSM and UGC are impacting
translation beyond existing debates on crowdsourcing, as some of the
introductory statements and examples have suggested. Through the
exploration of some of the theoretical connections between translation
and OSM, the intent is to build on existing translation theory to account
for some of the newer realities brought on by OSM and the digital era. By
identifying and building upon relevant theoretical concepts, it then
becomes easier to inform translator training (Chap. 4) and professional
practice (Chap. 5).

3.2 TECHNOLOGY, OSM AND CHANGE IN HUMAN

COMMUNICATIONAL BEHAVIOUR

Can technology shape or modify human behaviour and communication?
More specifically, can Web 2.0 technologies shape or modify translation
behaviour or behaviours towards translation? As Littau (2011, 2015),
Cronin (2013) and Standage (2013) have shown with other forms of
‘analogue’ social media, the evolution of technology can indeed impact
how communication occurs, in turn shaping human behaviour. For
instance, thanks to the near omnipresence of broadband wireless connec-
tivity (WiFi) in economically developed countries, the increased uptake in
mobile technology and increased access to the Web (Akamai 2014), we are
never further than a few clicks away or a swipe away from retrieving much
of the information we wish to obtain. The instantaneous nature of infor-
mation retrieval as well as its accessibility, some opine, has created a society
in which patience, imagination, attention spans and face-to-face human
interaction are all impacted. For instance, Nicholas Carr (2008, 2010), an
American journalist who has written for Wired (among other publica-
tions), readily discusses how Web 2.0 has markedly changed his own
behaviour in an article published in The Atlantic (Carr 2008, online):

Over the past few years I’ve had an uncomfortable sense that someone, or
something, has been tinkering with my brain, remapping the neural circui-
try, reprogramming the memory. My mind isn’t going–so far as I can tell–
but it’s changing. [ . . . ] I think I know what’s going on. For more than a
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decade now, I’ve been spending a lot of time online, searching, and surfing
and sometimes adding to the great databases of the Internet.

Carr uses his personal experience as a springboard to discuss more general-
ized trends pertaining to human behaviour and communication. He
argues that while the Web has been a ‘boon’ for researchers and writers
especially, notably by facilitating near-instant fact-checking and referen-
cing, humans are no longer ‘thinking the way they used to think’ (ibid.).
In the same article, Carr also revisits the influential work of Marshall
McLuhan (1964) to support his thesis: ‘[ . . . ] media are not just passive
channels of information. They supply the stuff of thought’ (ibid.).

In a similar vein, althoughwith less attention given to theWeb specifically
and more emphasis given to the effects of technology on language, Pym
(2011a, p. 1) follows a line of thought that runs parallel to Carr’s. Pym posits
that technology ‘extends the ways we interact with the world: our arms, our
sight, our capacity to hear, touch, tomove over distance’. Pym further argues
that communication technologies (such as the Web and OSM platforms,
although he never explicitly mentions either) have a significant impact on
translation, notably by extending the possibilities for cross-cultural contact.
However, digging deeper into how communication technologies might
impact how translators carry out the process of translation, Pym makes the
case that memory is the human faculty most affected by the pervasiveness of
electronic and readily accessible content and that this can complicate trans-
lators’ decision-making. The connection with OSM and crowdsourcing,
here, is evident: given the increasing abundance of online translator net-
works (both professional and volunteer), such as ProZ (ProZ.com), online
databases (term banks such as Canada’s Termium, for instance), online
automatic machine translation applications (e.g. Google Translate) and the
option of soliciting the ‘crowd’, translators now have more resources than
ever before. This, as Pym asserts, can be an impediment to efficient transla-
tion, as translators are confronted with ever-expanding lists of solutions and
alternativesmaking decisivenessmore challenging.Whereas a bilingual paper
dictionary might have offered one or two decontextualized solutions, the
Web and the communication it enables, multiplies the possibilities. There is
no denying, then, that technology impacts translator behaviour.

In an infographic that provocatively suggests a connection between
OSM and psychopathic tendencies (‘Is Social Media Making . . . ’, n.d.),
a juxtaposition of the pros and cons of technology on human behaviour is
made – and while Carr (2008) and Pym (2011a) both address the
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relationship between digital technology and human (translator) behaviour
in a broader manner, this specific infographic presents behavioural
changes/trends and OSM data exclusively. According to the infographic
data, which was compiled from various sources including Business Insider
(‘Is Social Media Making . . . ’, n.d.), avid social media users are more
inclined to lie, to be antisocial, to be egocentric and to exhibit poor
behavioural control. And even though the validity of this data certainly
warrants further scientific assessment, the fact that the fifth edition of the
Diagnostic Statistical Manual (DSM-V) now lists Internet disorders (e.g.
Internet addiction) among its pages does lend some weight to a connec-
tion between disordered behaviour and avid – or more specifically,
addictive – social media usage.1 Could a connection be made here with
these problematic behavioural trends and translation activity on OSM
platforms? Do those who contribute to the crowdsourced translation of
OSM platforms possess these tendencies? And what would be the con-
sequences if so? While obtaining data to answer these questions would be
challenging, this is an area worthy of scrutiny, particularly as research into
cognitive studies and TS delves deeper into translator behaviour. When we
consider how translation has the power to disseminate, but to also censor
or skew information (Kuhiwczak 2011; Baer et al. 2012), and when
information is increasingly spread through OSM platforms,2 there should
be concern that some of the UGT contributors (whether crowdsourcers or
laypeople who are OSM users) might espouse these behavioural tenden-
cies. Bilingual OSM users have the power to translate UGC in the ways
they see fit, and when this falls outside of more regimented modes of
crowdsourcing (such as those used by OSM platforms such as Facebook
and Twitter), there is no assurance of quality, accuracy or ethical practice.

Let us consider a Facebook user who decides to partially translate a news
report as part of a status update or UGC post. This user is not a formally
trained or credentialed translator. Let us assume, for the sake of the
example, that their ‘friends’ list (i.e. the user’s Facebook network) primarily
comprises unilingual speakers. We could then imagine, in this scenario,
that the user might shift some of the nuances, adapt the content, first by
decontextualizing it from the original source and then by cropping it to fit
the status word allowance and to fit an agenda. While this hypothetical
example does not significantly differ3 from an in-person conversation, in
which a bilingual individual might report a news story to a unilingual friend,
the important distinction here is the viral nature of OSM content and the
repercussions viral content can create. Unlike the in-person conversation
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between friends that may never reach other audiences, and unlike the
individual who consults news online on a reputable news website, but
never takes action beyond reading the news story,4 the person who posts
UGC on social media can see their content rapidly ‘move’ from user to user,
audience to audience. Viral dissemination of UGC is one of the character-
istics of OSM and it is defined as ‘the passing of content between individuals
through networks’ (Wihbey 2014, p. 6). When users produce their own
content or disseminate content they’ve translated on OSM, they multiply
the potential readers of that content, thus potentially increasing the viral
factor of the post (and this is especially the case for profiles that are public,
i.e. accessible and open to the wider Internet population). Here, translation
is a significant social vector: a unilingual post might reach one linguistic
audience, but a translated one now has the potential to ‘reach’ (a term often
used when gauging online engagement) at least two. In other words, the
more UGC is translated by users (to recall: this is not crowdsourcing but
rather, individuals translating their own UGC), the more the odds are
favourable for this content to spread quickly, that is become viral. Thus,
translation has a multiplying property on OSM.

If this line of thought is connected to some of the aforementioned
behavioural patterns (i.e. behavioural tendencies), it might be worth
investigating how translation (UGT, more specifically) can be leveraged
by individuals wishing to disseminate specific forms of UGC over others to
fit an agenda. Users can use translation to falsify or skew information; they
can use it to spread information that may be primarily beneficial to them,
with the illusion of wanting to make content available for speakers of
different languages. For instance, this is sometimes the case with indivi-
duals looking to create and promote their own brands or products. In
some cases, it might be possible to imagine that users would feel com-
pelled to translate UGC in haste, especially when UGC is related to a time-
sensitive event or news item, for instance, a terrorist attack or natural
disaster). Although the act of translating may have been done in haste
and without much consideration to the effects, this may not necessarily be
indicative of poor behavioural control on behalf of the translator. But
tracking this kind of online behaviour and translation on OSM will likely
supplement research on the topic of human behaviour, social media and
language analysis (cf. Sumner et al. 2012). One way then in which TS can
greatly contribute to social media studies is by underscoring how translation
is not an innocuous act; OSM users who may demonstrate even psycho-
pathic tendencies online could be using translation in insidious ways, for
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instance, by spreading violent or terrorist ideologies and manifestos.5 As
OSM is increasingly used to mobilize users around social, political and
ideological issues, research merging insights on terrorism studies, TS, social
psychology and social media studies provides an interdisciplinary framework
with which to better understand how radical movements gain momentum
on OSM and how translation acts as a vector in these contexts.

3.3 ESTABLISHING LINKS BETWEEN OSM AND TRANSLATION:
LAYING THE GROUNDWORK

The shifts in how we communicate – from how we read and write, to how
we process information – which have been brought on by the Web and,
now, increasingly OSM, are significant for translation and translation
theory. Yet, the literature on this topic, beyond crowdsourcing, is limited.
Though Cronin’s recent publications Translation and Globalization
(2003) and Translation in the Digital Age (2013) have contributed sig-
nificantly to development in this area, he does not tackle OSM specifically,
nor does Pym (2011a) in his discussion of the impact technology has on
translation, and nor does Munday (2016) in his discussion of ‘New
Media’. Chapter 2 outlined the current literature connecting OSM and
translation and revealed that recent scholarship tends to focus on how
OSM platforms are translated through different crowdsourcing models.
However, crowdsourcing has posed ethical dilemmas with regard to
translation remuneration, visibility and translation flows, that is, which
languages are being translated from and into, themes that are explored in
greater detail by McDonough Dolmaya (2011). These questions, those
that link critical theory, translation theory and OSM, are those that will be
further developed in this chapter. Most of the crowdsourced translation
applications available today are part of OSM platforms and sites, and social
media management and monitoring tools (SMM)6 (e.g. social media
platforms such as Facebook, Twitter, LinkedIn and SMM tools, such as
Facebook Insights, HootSuite, Salesforce Radian6, Oracle Social Cloud,
etc.7) are, therefore, in some cases, developed by the very corporations
that own the OSM platform (Dolmaya 2011; Fuchs 2015). As
McDonough Dolmaya indicates, the corporate entities that are behind
many of today’s dominant OSM platforms have a vested interest in keep-
ing their platforms profitable, which most users tend to mistake as being
synonymous with accessible. OSM applications developed to facilitate the
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crowdsourced translation of OSM platforms (e.g. Twitter, Facebook) may
seem to cater to diverse linguistic and cultural communities (i.e. the
‘crowd’), but this is inaccurate, at best, and illusory, at worst. The implicit
motivation for translating the Facebook or Twitter platform, for instance, is
more likely to be corporate profit than ensuring that the platform be
accessible for linguistically and culturally diverse audiences, despite pro-
motional claims that indicate otherwise (Costales 2011, Dolmaya 2011).
Fuchs (2015, p. 108) explains this using the concept of unpaid labour
time:

A specific way of increasing profits is to transform paid into unpaid labour
time. Unpaid labour time has traditionally been present in the household,
where houseworkers in social, emotional, affective, and physical labour
reproduce labour power. [ . . . ] The examples of fast food restaurants,
IKEA furniture assembled at home and self-service gas stations show that
presumption (consumption that is productive and creating economic value
and commodities) is not entirely new. The rise of the Internet and social
media has amplified and extended this tendency. This emergence has inten-
sified the historical trend that the boundaries between play and labour, work
time and leisure time, production and consumption, the factory and the
household, public and private life tend to blur.

The fact that Facebook, for instance, is accessible to an increasing number
of linguistic and cultural audiences is far more likely to benefit corporate
profit than anything else. And yet, OSM users willingly partake in unpaid
labour time. If certified and volunteer translators willingly collaborate in
the crowdsourcing of OSM platform translation, do they do so knowing
that the profits do not go into their pockets? For an older generation of
translators, those trained prior to the advent of the Internet and wide-
spread use of OSM, the notion of ‘giving away’ translation for free hit a
nerve. In 2009, the professional networking site and OSM platform
LinkedIn invited its members (some of whom, it should be mentioned,
had paid for their premium accounts) to assess interest in the platform’s
translation. None of the incentives proposed in return for the translation
work were of a monetary nature (Dolmaya 2011), suggesting however
implicitly or explicitly that translation was not worth the capital invest-
ment. Of course, this led to a vociferous debate in the LinkedIn translation
community and beyond, where professional translators ‘t[ook] offence to
being asked to volunteer to translate’ (ibid., p. 97) for a commercial entity
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(cf. ‘Translators against Crowdsourcing by Commercial Businesses’,
2015). Certainly, the idea that translation should be ‘given away’ or
‘free’ simply to make things more accessible is dubious; based on this
argument, one could easily make the case that lawyers and medical doc-
tors, or any other professional for that matter, should equally offer their
services pro bono in the name of greater access. And while some profes-
sional volunteer organizations do exactly that, for instance, Doctors
Without Borders and Translators Without Borders, we should be mindful
that here the difference lies with who is commissioning the work. In
Without Borders organizations, it is understood that the work conducted
is done in a not-for-profit context, a point McDonough Dolmaya (ibid.)
also addresses. In contrast, OSM platforms do not call for work to be done
on a not-for-profit basis; it is quite the opposite, in fact.

However, what can be said of a new generation of translators: those
brought up as ‘digital natives’ (Prensky 2001) and for whom symbolic
remuneration in the form of social media validation (Facebook ‘likes’; Twitter
‘favourites’; Instagram ‘followers’; and ‘regrams’)might be as rewarding as the
traditional paycheque? If we are to critically assess howOSM is impacting the
translation industry and the power relations within it, we must consider the
possibility that some translators (even across generational divides) might be
willing to accept new forms of remuneration, an idea that will be further
developed in Sect. 3.5 in relation to the ‘like economy’. Ethnographic studies
of millennial or ‘digital native’ translators and how they leverage social media
as well as the ‘like economy’ would constitute a welcome contribution.

3.4 #TRANSLATION: REVISITING INTERSEMIOTIC

TRANSLATION, LINGUA FRANCAS AND TEXTUALITY

In the mid-twentieth century to about the 1980s, translation was still
largely the focus of comparative literature or language departments
(Snell-Hornby 2006; Brisset 2010), and it was usually defined as being
an interlinguistic operation, between two (traditionally defined) lan-
guages, where ‘equivalence’ was measured in how ‘faithful’ a source text
(ST) was to its target text (TT). Word choices were scrutinized and
hypotheses were made as to what the original author’s intent may or
may not have been. Thinking on translation has made significant strides
since this period, with various ‘turns’ (Snell-Hornby 2006; Long 2012)
reshaping and redefining translation (Tymoczko 2006). In theorizing
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translation processes and practices, it is generally recognized that what is
now translated are not words or texts, but discourse, that is a constellation
of significations that are not bound by the constraints of the written word
or printed page and that impact, and are impacted by, various social
agents. Definitions of translation have been revisited throughout the
twentieth century (e.g. Jakobson’s [1959/2004] intralingual translation;
interlinguistic translation; and intersemiotic translation) and broadened,
such that now research on cultural translation (cf. Young 2003; Simon
2006; Brisset 2010), intersemiotic translation (cf. Cattrysse 2001;
Tymoczko 2007; Desjardins 2008; Torresi 2008) and audiovisual/multi-
modal translation (Munday 2004; Gambier 2006; Taylor 2013), to name
only these ‘wider-ranging’ examples, is now seen as integral to the field.
Moreover, newer technology affords different forms and understandings of
textuality. Whereas images and other semiotic modes (Kress and van
Leeuwen 2006) might have once been disassociated from the source material
requiring translation,8 the multimodal nature of OSM and UGC make
intersemiotic convergence inescapable; as Zappavigna (2012, p. 2) states:
‘the advent of social media, technology that aims to support ambient inter-
personal connection, has placed new and interesting semiotic pressure on
language’. Kress andVanLeeuwen (2001, p. 20) definemultimodality as ‘the
use of several semiotic modes in the design of a semiotic product or event’.
Traditional media, including audiovisual media such as television pro-
grammes and printed advertisements, are equally, and have always been,
multimodal, but research linking this line of thought to translation is rela-
tively recent. Taylor (2013, p. 98) explains that ‘multimodality [ . . . ] is not a
new field of study in that everything to some extent is multimodal, but in the
modern world, archetypal multimodal texts such as films, television pro-
grammes and websites, have greatly broadened the scope of such studies’.

UGC found on OSM can be defined as a ‘semiotic product or event’, in
line with the definition proposed by Kress and Van Leeuwen. As such,
when thinking about translation of social media content – whether user-
generated or not – one must not only consider the content to be translated
as a ‘text’ based on the interlinguistic (verbal) definition of translation
(Desjardins 2013b), but also as discourse (i.e. part of a social constella-
tion), and as a multimodal entity. As an example, let us consider a fic-
tional9 UGC post on the increasingly popular photo-sharing OSM
platform Instagram (Fig. 3.1).

When a user posts UGC on Instagram it must include a photo; a user
may then choose to add a caption, which is usually presented using
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linguistic signs or words (e.g. French, English or any other platform-
supported natural language), or Emoji (an iconographic language com-
prising small images10 that are, in a sense, comparable to, and perhaps a
more modern version of, Egyptian hieroglyphics11), or using a mix of
both natural languages and Emoji. Captions also generally include
hashtags, which are words that are preceded by the hashtag symbol

Fig. 3.1 Example of Instagram UGC including the user’s uploaded photo and
caption
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(#) and which serve to index content according to specific topics (e.g.
#translation would index the post alongside all other posts using the
same hashtag12; in Fig. 3.1, the hashtags are #proverbs; #truth; #lit-
eral; #lifelessons).

Let us now suppose this UGC post required translation because the
user wanted to provide a bilingual rendition to engage their international
followers.13 Where would the translation begin? Surely most would
answer that the translation process should begin with the linguistic text
(i.e. the caption), but given that Instagram gives primacy to visual con-
tent, proceeding in this manner might lead to significant oversights. In
Fig. 3.1, the user has used the hashtag ‘#literal’, which in fact directly
connects to the content in the photograph: a pen. As we shall see in
greater detail, all the semiotic elements in the screenshot are intercon-
nected and multimodal (iconographic/linguistic and even tactile if we
consider that Instagram engages its users to tap, scroll and swipe through
content). This example illustrates the limitations of translation when it is
understood exclusively as interlinguistic verbal translation. The interse-
miotic and multimodal nature of UGC on platforms, such as Instagram,
underscores the necessity for definitions of translation that allow transla-
tors to consider ‘semiotic events’ as a whole. But this of course has
implications for translator training and education, a theme that will be
discussed more exhaustively in Chap. 4.

Perhaps more radically, this type of UGC requires a new form of
bilingualism. Costales (2011) asserts that English is currently the interna-
tional lingua franca, that is an established natural language serving as a
bridge language that makes communication possible between speakers
who do not share the same native tongue. However, English might soon
find itself threatened by a new lingua franca, the ‘language’ of Emoji, a
‘picture-based language’ that is being used at a noteworthy rate (Bangor
University report 2015). This ‘change of the linguistic guard’ would
confirm Ostler’s (2010) hypothesis, which suggests that the dominant
influence of English will progressively fade because of the impact of
technology.14 The statistics in the case of Emoji are worthy of attention:
a study led by TalkTalk Mobile (Caddy n.d.; Doble 2015; Jones 2015),
the first in-depth study of its kind in the United Kingdom, reveals that 62 %
of respondents are using Emojimore than they were a year ago, with four in
ten participants claiming to have sent messages exclusively in Emoji, that
is to say without the use of a verbal human language. Moreover, the study
cites that 72 % of younger participants (the 18–25 bracket) ‘now find it
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easier to express their emotions with the pictorial symbols more than with
words, with over half (51 %) believing Emoji have improved our ability to
interact’ (Bangor University 2015, online). In other words, the smiley face
symbol at the end of the caption in Fig. 3.1 is felt to ‘communicate’ just as
much, if not more than the words themselves. There is no doubt that in
their social media UGC, advertisers, celebrities, politicians and other users
looking to communicate and to sell their products to younger generations
are turning to Emoji to relay their messages. And if the rise of Emoji
continues in the way that the Bangor University report suggests, translators
will now have to consider Emoji as a legitimate language to translate into
and out of in situations where Emoji may not be acceptable or appropriate
(e.g. Emoji functions perfectly within the context of OSM, but couldn’t
function, say, in a radio spot advertising the same product or service). In
addition, even within the context of OSM, if we define translation as an
intersemiotic transfer as per Jakobson’s (1959/2004) classification, then
there is a degree of translation that must occur between the picture, the
caption and the selected Emoji.

That said, some might consider Emoji a ‘post-translation’ language
given that the symbols that comprise it are thought to be ‘almost uni-
versally recognisable’ (Bangor University 2015, online), yet more evi-
dence and research on the universality of this ‘language’ is required (its
use is still a very recent phenomenon) to support or counter this assertion.
Interestingly, in a short essay focusing on the history of punctuation,
Vandendorpe (1999, 2009) discusses the use of emoticons, Emoji’s pre-
cursor, and asserts the unlikelihood of these symbols replacing verbal
expressions. He states (ibid., p. 104):

[ . . . ] emoticons belong to another code and represent a far-reaching
attempt that transcends languages, an attempt to incorporate an iconic
dimension into the written code. It is doubtful the graft will take, because
these signs encounter significant resistance based as much on the verbal
roots of the language as on the traditions surrounding written culture. [ . . . ]
This [ . . . ] incompatibility will likely condemn them [emoticons] to remain-
ing a marginal feature of writing, suitable mainly for e-mail and chat and for
private relationships among adolescents, like their distinctive sociolinguistic
codes.

Throughout the book in which this essay is included, Vandendorpe offers
prescient observations on the evolution of text, writing and reading (the
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original content was written in 1999, long before mobile texting, smart-
phones and OSM were as pervasive as they are today). However, the
position taken here differs from Vandendorpe’s with respect to emoticons
being reserved exclusively for personal communication: though it is true
that emoticons largely remained in the arena of personal and casual com-
munication and alongside verbal text, as a newer language, Emoji has
come to be used in place of other languages completely, for instance in
text messaging (Bangor University 2015), in Instagram and Snapchat
users’ content captioning, and even in global brands’ advertising
(Tesseras 2015). Thus, Emoji is a far more sophisticated version of its
punctuation-based predecessor (notably due to the addition of colour and
symbols that do not relate to human emotions or facial expressions), and
its popularity across generational divides suggests that it has a higher
likelihood of adoption and staying power. Emoji is an example of how
OSM and new technology can foster the uptake of artificial languages.

However, inasmuch as Emoji is not systematically taught in schools
(which might then lessen its appeal) and is still reserved mostly to privi-
leged and economically developed demographics who can afford ‘to con-
verse’ on the devices that support Emoji (not all devices and platforms do),
the likelihood of Emoji superseding English as a global lingua franca is
unlikely, despite some of the enthusiastic claims made by Evans (Bangor
University 2015) – not impossible, but unlikely. But TS should take note:
as studies continue to investigate translation flows and asymmetries
between the exchanges of cultural capitals, it might be wise to consider
the ground gained by Emoji and the rise of artificial languages created to
respond to new technological advancements. Will Emoji one day be
spoken of in the way that International English (Reeves 2002) is today?
Will Emoji pose a threat to translation in that it will erase the need for
translation altogether? Does Emoji more effectively represent a politically
neutral ‘language’ than other natural languages? What links can be made
between Emoji and other artificial languages such as Esperanto15?

Due to its simplicity and tongue-in-cheek nature, it is unlikely that
Emoji would ever be used exclusively as a scientific or technical language,
especially in documents that carry any sort of legal or political bearing,
which is a significant point of contrast from Esperanto, for instance, which
could be used for these types of texts.16 Nonetheless, it is apparent that on
OSM, Emoji is a language of choice among many OSM users on various
social platforms (McHugh 2016), regardless of the user nationality, native
language or the generation to which they belong. Therefore, inasmuch as
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new translators prepare for the digital marketplace or inasmuch as veteran
translators seek to renew their skills, having a base knowledge of new
artificially created OSM ‘languages’ will be paramount to staying current,
but also to staying competitive.

The significant use of hashtags on OSM also requires pause for
thought. The non-linear nature of the Web, which has been discussed by
Pym (2011a) and Vandendorpe (1999, 2009), implies a new kind of
reading and referencing, and, by extension, a different way of thinking
about translation. Vandendorpe (ibid., p. 1) summarizes these implica-
tions in his introductory chapter:

Until the late seventies, it was still possible to believe that the effects of
computers would be felt only in scientific and technical fields. Today it is
clear that computers and the technology associated with them are revolu-
tionizing the way in which our civilization creates, stores, and transmits
knowledge. They will eventually transform the most valuable tool human
beings have created to build knowledge and develop their image of them-
selves and the world: text. And since text exists only in relation to reading,
changes in text will have repercussions for reading, just as changes in reading
will necessarily lead to the development of other modes of textuality. We do
not read hypertext the same way we read a novel, and browsing the Web is a
different experience from a book or newspaper.

The Web and, more specifically, OSMUGC call for ‘paradigmatic’ reading:
instead of reading from start to finish, left to right, top to bottom (a linear
and traditional representation of how we read), readers of Web-based con-
tent tend to follow a T- or F-shaped reading pattern17 (Nielsen 2006, 2008).
They will scan the top of the page rapidly and move downwards, scrolling
backwards or forwards, or even skipping to a new webpage if the content
includes hypertext linking to other, sometimes related, content. In this
sense, reading becomes, as Vandendorpe explains, akin to a ‘spreading out’
rather than a ‘digging for’ process. As readers move about the webpage, they
can choose to click on hypertext that will then lead them to other associated
content. Unlike reading a book, which in terms of time is usually a finite
activity, Web 2.0 affords an infinite form of reading: one with no clear
reading path or ending. Though online readers usually know where they
start their reading, where they end is a different matter. Translators are also
readers, first and foremost; so it stands to reason that if reading has changed,
then how translators read and translate texts has as well.
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If we return to Fig. 3.1, the verbal text included in the caption calls for
paradigmatic reading. Setting aside the intersemiotic connections to be
made with the picture in the post, the verbal caption includes the use of
four hashtags. Similarly to hypertext, which can prompt readers to ‘move’
to another text by clicking the highlighted word, phrase, picture or link,
hashtags can prompt users to jump to another page or another UGC post.
However, hashtags are different from hypertext in that they serve to index
UGC posts according to specific content topics. In other words, a hashtag
has the potential to redirect a reader, but it also affords the possibility of
seeing what other UGC posts are indexed under the same hashtag.
Interestingly, posts can vary significantly in meaning and connotation,
yet still be indexed under the same hashtag. For instance, in the case of
Fig. 3.1, a user could click on ‘#truth’ and be redirected to all the
Instagram posts that also have used ‘#truth’. Unlike hypertext that usually
connects the reader to related content (i.e. there is a direct connection to
be made by the hypertext and the content being read, for instance, a link
to a key term’s definition, or a cited report as it often happens on
Wikipedia), hashtags do not necessarily redirect to explicitly related con-
tent. For example, if we use Fig. 3.1, we may ask: what is the immediate
connection between the depicted pen and #truth? Clicking on the hashtag
‘truth’ will not lead a user to better understand the photo of the pen: no
definitions or sources or further reading would be prompted. This poses a
significant theoretical challenge for the translation of hashtags: translating
a hashtag is not just a matter of translating only the signifier or only the
signified (or even the sign as a whole), it is a matter of understanding why
specific hashtags are chosen over others and how they associate seemingly
disparate UGC. Further, to translate a hashtag might mean to completely
alter the indexing for the subsequent target reader. For instance, supposing
‘#truth’ were to be translated into the French ‘#vérité’, this would radically
impact the indexing of the translated (TT) post. The hashtag ‘#truth’
generates 31,111,952 posts on Instagram, whereas the French hashtag
‘#vérité’ only generates 42,240 posts.18 Further, the user posts generated
by the English hashtag are not the same as those generated by the French
hashtag. Translation, of course, demands transformation, whether on the
level of signifiers or signifieds, as many translation theories have shown
over the many turns of TS. However, transforming a hashtag – translating
a hashtag – means embedding a post within an entirely different set of
posts, which can have implications on a number of levels. In the case of
corporate or sponsored Instagram content (i.e. posts that are created with
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the intent to advertise, to sell or to promote), indexing a post using a less
popular hashtag could mean fewer views, which, in turn, could mean less
engagement and fewer sales. Perhaps this is why many sponsored accounts
choose to publish ST captions alongside their translations (i.e. ST and TT
co-exist in a single post caption), or use hashtags sparingly to avoid the
issue of indexing altogether. Searches on Instagram show that some
individual accounts (i.e. that aren’t sponsored or of an overt corporate
nature) favour a captioning model in which the verbal part of the caption is
in the user’s native language (e.g. French, German and Polish) and the
hashtags are almost always exclusively in English – which indicates that the
use of hashtags might function as another instance of International
English.

As of yet, there does not seem to be a single authoritative strategy for
the translation of hashtags. In professional practice, there are different
schools of thought. For instance, Library and Archives Canada chooses to
translate hashtags used in their tweets, with research conducted by the
social media team to ensure that the hashtags used in both languages
resonate with both target audiences. Library and Archives Canada’s social
media team has decided, in line with most Canadian federal government
departments, to have separate accounts for English and French content.
Effort is made to use target language hashtags that are equally engaging
and that index with a baseline number of posts19 (hashtags, ideally, should
not only index one or two posts, as it is unlikely the topic in question is of
popular interest). Figures 3.2 and 3.3 are examples of two tweets that have
been translated (English into French), but presented on separate accounts.
In the English versions, the hashtags #DYK (standing for ‘did you know?’)
and #OTD (standing for ‘on this day’) are used so that Twitter readers
who follow these tags can readily find the posts indexed to connect similar
UGC. These acronyms are not commonly used among French speakers;
thus, alternative hashtags had to be found in the French. In this particular
example, we notice two different strategies. In the first set of tweets, in the
French version of the ‘#DYK santa’ post, the hashtag has been omitted
altogether (strategy = omission). While the hashtag ‘#SaviezVous’ is quite
popular and could have performed the same function as ‘#DYK’, it is likely
that Twitter’s restricted character count did not allow the translator to
include the longer French hashtag. However, because the hashtag
‘#hockey’ is still used, and because ‘#hockey’ is a hashtag that indexes
significant post volume in both languages, little is lost. In the second set of
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tweets, a second strategy is used: i.e. that of using a functionally equivalent
hashtag. In this second example, ‘#OTD’ has been translated by ‘#EnCeJour’,
the common French equivalent (i.e. both hashtags refer to the same con-
ceptual reference, but each hashtag indexes differently). Although the
hashtags in each tweet will direct users to different content, the content is

Fig. 3.2 Example of two tweets from Library and Archives Canada’s Twitter
account (English version)

Fig. 3.3 Example of two tweets from Bibliothèque et Archives Canada’s Twitter
account (French version)
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still thematically similar – thus, the indexing is equally effective, or, in other
words, functional (strategy = finding a hashtag in the target language that
performs a similar thematic function).

Hashtags prompt a new way of thinking about equivalence. Though the
debate on equivalence has never been exclusively a matter of formal equiva-
lence (e.g. 1:1, word-for-word), hashtags underscore the necessity of under-
standing the paradigmatic nature of OSM content. To translate a hashtag
effectively, one must consider indexing and topic popularity. Hashtags are
effective and functional if they connect UGC to a larger constellation of
posts; otherwise, the content becomes for the most part irrelevant.
Translators who translate content similar to that shown in Figs. 3.2 and
3.3 must understand the connotations of the hashtags they use and must
stay abreast of popular topics with higher rates of indexing in order to
provide functional and effective solutions.20 Therefore, bilingualism and
biculturalism, argued to be the very foundation of translator competency,
are clearly insufficient in the translation of OSM content.

Returning now to the discussion of the multimodal (i.e. different modes
or media used to communicate signs) and multisemiotic (i.e. the different
semiotic systems used in communication)21 nature of OSM, another sig-
nificant advancement brought forth by higher Internet speeds, mobile
technology and photo-sharing OSM platforms is the possibility of upload-
ing and sharing visual content effortlessly and at unprecedented speed.
According to a piece in the New York Times, ‘traditional’ photography is
on the decline, due to the rise of digital photography (Clifford 2010).
Today, thanks to OSM platforms like Facebook, Instagram, SnapChat,
Pinterest, Flickr and YouTube, which all enable photo-sharing and video-
sharing to varying degrees, users can share, curate and view photos and
videos with greater ease than previous generations of photographers, pro-
fessional or amateur. As these types of hypervisual platforms proliferate,
perhaps human communication is entering a new phase, one which is
mediated far more significantly by visual content than the written word,
which recalls Snell-Hornby’s (2012, p. 370) reflection on the impact of
technology on language: ‘Modern global communication is instant and
swift, visually forceful and linguistically fragmented.’ This omnipresence of
visual content recalls Régis Debray’s concept of the ‘videosphere’ (1992).
In his work, Debray posits three main eras of communication: the logo-
sphere, the graphosphere and the videosphere. The logosphere marks an era in
which primacy was given to the human sense of sound. During this period,
the ear was seen to be superior to the eye – to hear something was more
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valid, in some cases, than seeing it (Vandendorpe 1999, 2009). When
writing became more prevalent, this marked a shift towards what Debray
calls the graphosphere – i.e. primacy of the written word. Today, given the
hypervisual nature of many texts, particularly on the Web and on OSM
platforms especially, there is no denying that sight has now become as
important if not more important than sound and written text. Although
multiple music-sharing OSM platforms exist (Spotify and Soundcloud, to
name only two), none has managed to accrue the same number of users or
to generate the same frequency of user visits as photo-sharing OSM plat-
forms.22 These data might suggest a contemporary preference among some
users for visual content over auditory content, although it is important to
note that video can include sound and many photos now include super-
imposed text (e.g. memes23) or are labelled with captions, as the previous
Instagram example depicts in Fig. 3.1.

If indeed we are currently in the era of the videosphere, we might
wonder how the rise of the visual impacts translation, and how it might
continue to do so in the future. For one, the visual commands a different
understanding of textuality, that is how does one ‘read’ images? Kress and
Van Leeuwen (2006) as well as Baldry and Thibault (2005) have devel-
oped models to ‘read’ images that, although not originally designed to
address social media content or UGC, can still be applied in such contexts.
These models, however, are rather sophisticated and require complex
analysis as well as detailed transcription. Nonetheless, these models can
be extremely useful for translators and translation scholars looking to
better understand and to elucidate the interplay between verbal text and
visuals in their work (Desjardins 2013b). There have been arguments
made elsewhere in favour of increased visual literacy (Rose 2007; Elkins
2008; Rose 2012) and, specifically, of training translators to be more
‘visually literate’, particularly in the area of audiovisual translation and
advertising translation (Oittinen and Kaindl 2008). However, it is the
instantaneous and prolific nature of visual content on social media that
commands visual literacy more imperatively than ever before. If translators
are seldom taught to think about translation beyond the verbal during
their training, and if the translation industry continues to espouse a limited
view of translation as well,24 it is easy to see with the onslaught of visual
OSM content how this position is not only myopic – especially since the
plea for recognizing different types of translation significantly predates
the contemporary ‘OSM videosphere’, for instance with the work of
Jakobson (1959/2004) – but also how such a position could potentially
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signal the demise of part of the translation industry. Said differently, as an
increasing number of companies and organizations, both for-profit and
non-profit, and regardless of size, migrate to OSM platforms for most, if
not all, of their corporate or organizational communication (i.e. liaising
with stakeholders; customer Q&A; customer engagement; advertising;
etc.), and as ‘simplified’ localization strategies seem to be shifting from
primarily verbal content to increasingly visual content on OSM (e.g.
YouTube tutorials featuring no verbal content whatsoever that recall the
non-verbal Ikea instructions; Instagram posts featuring exclusively visual
content, for instance, a picture of a new product captioned only by an
Emoji representing a ‘thumbs up’), the need for translation altogether
perhaps becomes questionable, if not obsolete, that is, unless we reposi-
tion translation activity to fit these new realities.

The fact that translation is seen as a linguistic operation is arbitrary and
based on a recursive normative system that continues to give precedence
to interlingual/interlinguistic translation (Desjardins 2013b). For instance,
in Canada, a system of norms defines what constitutes translation: legal
norms (i.e. the Official Languages Act), institutional norms (government
agencies; university translation programs) and administrative norms (cf.
Toury 1978, 1980, 1995). Because the Canadian Official Languages Act
supersedes any other language policy in the country, the federal and pro-
vincial public sectors must comply with this law. As a result, translation
activity must follow this legal normative framework; therefore, not only is
translation viewed primarily and exclusively as interlinguistic work, but
primacy is given to two languages more specifically (English and French)
over all others. While this is problematic on a number of levels (e.g. the
symbolic superiority given to English and French which largely discounts
languages of immigration and First Nations and Aboriginal languages; the
legal ‘exaltation’ of English and French which also supposes cultural exalta-
tions for those in power [Thobani 2007]), the focus on these two languages
also professionally constrains translators, who often have expertise beyond
mastery of purely verbal communication, as Gouadec (2007) indicates in his
work on expected and required translator competencies in the marketplace
of nearly a decade ago. The argument is then that yes, translation as it is
sometimes defined, particularly in Canada, is undoubtedly threatened by
the OSM videosphere and the new ‘languages’ of OSM (e.g. Emoji), but
that is only if translation continues to be defined so narrowly. If transla-
tor training (institutional norm) and discourse on translation within TS
(institutional norm) and the language industry (professional norm) were
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to increasingly include intersemiotic and intercultural competencies
more explicitly, professional practice could lead to new avenues. This
topic will be revisited in the discussion on translation training and
professional practice.

3.5 TRANSLATION AND THE ‘LIKE’ ECONOMY

In 2014, the American television station PBS aired a documentary titled
Generation Like which examined the relationship between youth and
social media. The documentary argued that what may seem like positive
participatory culture25 and empowerment through social media is in fact
an insidious form of marketing, one that could be viewed as an exploitative
form of youth engagement. In one example, we are introduced to 25-year-
old Tyler Oakley, a young ‘YouTuber’ who readily promotes various
products through his popular YouTube channel without necessarily receiv-
ing financial recompense, and who is increasingly lauded as a ‘prosumer’26

guru, one capable of showing major corporations how to better promote
their products through youth and their social networks. When asked
whether Oakley viewed his position as problematic (i.e. as exploitative),
he didn’t seem to think so. Leveraging the argument of community-
building and collaboration associated with participatory culture, the
young man suggested that his popularity in the social media sphere gave
him the opportunity to help others in his network achieve similar fame and
to obtain equal promotional perks. In another interview, Oakley stated
that his social media fame has provided a platform for social issues he views
as important, for instance, LGBT (lesbian, gay, bisexual and transgender)
rights and suicide awareness (Grindley 2014). In other words, Oakley did
not seem to mind trading ‘likes’ for new products and event tickets, nor
did he seem to mind providing ‘play labour’ (Fuchs 2015)27 (i.e. labour
that extends beyond work hours and work wages) as this allowed him to
also raise awareness for the causes he holds as important.

In a sense, Oakley’s case recalls that of crowdsourcing. Many of those
participating in OSM crowdsourced translation projects, for instance the
translation of OSM platforms and community guidelines, are happy to do
so due to the ‘feel-good’ factor of ‘making the interface accessible around
the world to people outside the community’ (Dolmaya 2011, p. 102).
They, like Oakley, view ‘play labour’ as a means of contributing to a cause
they view as important (i.e. ensuring the content is accessible in a variety of
languages). They, like Oakley, appreciate ‘perks’ in the forms of translator
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badges, translator profile photos, translator leaderboards or top contribu-
tor pages (ibid.). In short, they, like Oakley, do not seem to object to
being remunerated in ‘likes’. However, this is only a partial representation
of the crowdsourced translation landscape.

In 2009, the professional social networking site LinkedIn surveyed
their user base to assess the interest in platform translation (i.e. transla-
tion not only of the website infrastructure, but also of the mobile
application). Translation work, the survey mentioned, would be remun-
erated symbolically, that is through non-monetary incentives, including
some of the ‘perks’ mentioned previously (e.g. translator badges and
‘free’ premium accounts). Evidently, this caused division within the
translation community. Of the 12,000 members polled, 50 % took
offence to providing ostensibly ‘free’ translation for a for-profit commer-
cial entity (ibid.) – data that suggests that professional translators, espe-
cially, viewed this crowdsourcing model as a means to undermine the
value and worth of professional translation.28 This event led to the
creation of a LinkedIn group called Translators Against Crowdsourcing
by Commercial Businesses (2015), which now lists 483 members. There is
no denying the problems associated with crowdsourced translation,
especially in the way of remuneration. However, as cases like Oakley’s
suggest, and given that the other 50 % of respondents in the LinkedIn
‘crowdsourcing crisis’ didn’t seem to object to non-monetary remunera-
tion, the time has come to consider how OSM might be changing how
professional translation is remunerated.

Oakley’s case (and he is not alone; other cases, particularly on
Instagram, have shown how a strong OSM presence can lead to a meteoric
rise in popularity, which usually translates into corporate sponsorships,
free products and other ‘benefits’) demonstrates how some OSM users
have come to accept different compensation models in lieu of more tradi-
tional forms of remuneration, such as salaries, in return for their ‘play
labour’ hours. Some translators recognize that doing pro bono work for
corporate entities can pay off in unexpected ways and boost their own
business, which aligns with Posner’s (2009) statements on how many
LinkedIn professionals, not only translators, contribute ‘free’ expertise in
return for recognition by other site members within the LinkedIn com-
munity. For a professional translator, especially, an increased social media
presence via crowdsourcing can mean accruing more profile views from
other members, which can drive new, and maybe longer-lasting, remun-
erated business.
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More fundamentally, what we see in the Oakley and LinkedIn examples
is a new type of social capital (Hanifan 1920) within OSM communities
and a redefinition of symbolic capital (Bourdieu 1984, 1986) in light of
the relationships and partnerships OSM affords – one that is embraced far
more by Generation Y (also known as the ‘Millennial Generation’) than
older generations using OSM. This is not to say that younger professional
translators do not want to be paid in the same manner as their predeces-
sors: studies do show that financial stability and proper remuneration are
important to the millennial generation, but not at the expense of doing
what they love (Shin 2014). They also want to use that symbolic capital as
a potential source of new connections that should hopefully generate real
income. Though more research on the matter is necessary, one hypothesis
is that younger respondents and voluntary crowdsourcers engage in
crowdsourcing because they are ‘doing what they love’ and find validation
in forms of non-monetary compensation that can lead to interesting
ventures prospectively. Does this undermine professional translation and
the professional translation industry? Not necessarily; it does however
mean a shifting landscape.

As McDonough Dolmaya (2011) argues, the crowdsourced translation
of OSM platforms has given a new visibility to translators and translation.
Whereas traditionally managed localization requires considerable human,
financial and time resources, which can ultimately lead to the decision of
non-translation (i.e. the decision not to localize or translate components
of a website, application or platform), crowdsourcing makes the transla-
tion of large-scale initiatives, such as OSM platform translation, possible
and therefore, by extension, visible. That said, McDonough Dolmaya
indicates that languages with fewer online participants still remain at a
disadvantage. Unlike French or Spanish – languages that have a large
online community –‘peripheral’ languages (Heilbron and Sapiro 2007;
Sapiro and Heilbron 2008; Fraisse 2013) do not have the same user base
and therefore do not have the same resources from which to pool crowd-
sourcing participants. Though McDonough Dolmaya is correct in her
assertion, and while there are problems with asymmetrical translation
flows, the data isn’t shocking: it replicates what occurs in the translation
industry offline (UNESCO 2009; Brisset 2010). However, unlike profes-
sional ‘offline’ translation, the crowdsourcing model is not always depen-
dent on accuracy, loyalty to an author, publishing house standards or
market demands in quite the same way. This latitude, then, in fact proves
to be beneficial to languages with fewer online users in that those who
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want social content and platforms translated can then essentially take
matters into their own hands. Said differently, crowdsourcing gives users
agency: the need for translation and the actual translation of content is no
longer contingent on the decision-making power of corporations and
organizations alone. Thus, while there is no denying that corporations
have power and are involved in OSM platform translation, not to mention
the implicit and explicit exploitation of ‘play labour’, we should be mind-
ful that OSM users do have some unprecedented agency in determining
what gets translated, what doesn’t and how. This view, then, offers a
necessary counterpoint to some of the criticism associated with ‘play
labour’, which is valid, but does not seem to acknowledge the awareness
and agency that many crowdsourcers and users of OSM platforms have.
Among others,29 Fuchs (2014, 2015) has taken an especially critical stance
on this type of ‘play labour’ and the capitalist framework that underpins
much of social media prosumerism. Using a predominantly Marxist
approach, Fuchs (2015, p. 116) argues:

1. Social media play a role in the acceleration of the economy, politics
and culture.

2. The emergence of crowdsourcing, play labour and presumption
extends the working day to leisure time. This absolute surplus-
value production is complemented by relative surplus-value produc-
tion, in which more advertisements and more targeted ads are pre-
sented at the same time by making use of personalized advertising
and economic surveillance.

3. Social media are an expression of the circumstance that the factory
and the worker have become social and diffused into all realms of
society. Exploitation has in capitalism always been extended into the
household in the form of reproductive labour. Digital labour on social
media means that yet more time that is spent outside of paid work
conducted in factories and offices is becoming exploited. The amount
and the intensity of the exploitation of unpaid labour have increased.

4. Targeted online advertising tries to make users consume more com-
modities by presenting ads to them.

5. Corporate social media are based on fictitious capital investments
that hope that targeted advertising will result in high future profits.
The actual success rate of targeted advertising in making users buy
more commodities is, however, unknown, which makes social media
highly prone to financial crisis.
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There is no denying the astute and complex analysis involved in Fuchs’
work, and the problems that arise when big corporations profit from
ostensibly free labour. However, what Fuchs and others do not readily
address is the fact that some, like Oakley, are not only aware of how they
are being ‘exploited’, but they do not mind it and, in fact, find ways to
leverage non-monetary remuneration to their advantage. In his documen-
tary interview, Oakley frames the relationship he has with corporate enti-
ties almost as one of bartering. For some OSM users, then, an economy
that runs on ‘likes’ is simply the new norm, and social media recognition is
an ultimate form of exaltation.

ThoughOakley is not a translator, his use of social media has shown a sort
of subversion of power, amodel that could prove applicable in the translation
industry. There is no denying that corporations do indeed benefit from
having Oakley advertise their products to a legion of faithful followers. But
as the PBS documentary shows, Oakley now consults with corporate brands
to show how mutually beneficial partnerships can be created. For instance,
discontinued products that Oakley and his followers want to see restocked
can be returned to the shelves now that Oakley and his followers have shown
that a potential market still exists for the product in question. Of course, this
does mean profit for the company, but the ‘crowd’ is also satisfied in having
their request granted. The ‘crowd’ is, thanks toOSM andUGC, now able to
negotiate terms on more symmetrical grounds.

However, another issue, specifically in the case of crowdsourced trans-
lation, is that of credentials and expertise. The crowdsourcing model
means, essentially, that anyone who is willing to translate can translate
(Bogucki 2009), regardless of training or experience. Translation, there-
fore, is more generally seen as a skill or ability, rather than a profession that
requires training (García 2010). It is this belief that has led to the relative
success (i.e. popularity and increased rates) of crowdsourced translation.
Of course, this is disheartening and worrisome for any professional trans-
lator having invested considerable time, effort and financial resources to
obtain their credentialing, be it through certification programs, profes-
sional workshops or university degrees. Some professional and creden-
tialed translators are quick to assert that those without formal training lack
competency, though many anecdotal examples exist to weaken this claim.
So what are competent and professional translators to do in a context that
enables anyone to be a translator30? Like Oakley, professional translators –
those who have insight into translation theories, intercultural communica-
tion, translation technologies and translation quality assessment – ought,
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according to García (2010), to mobilize the value-added they can contri-
bute to improve OSM translation processes (localization; crowdsourcing),
rather than focusing exclusively on the threat posed by non-professional
translators or the lack of quality in this type of language transfer. In other
words, the OSM-savvy credentialed translator does not spend time worrying
about those who are happy to contribute ‘play labour’ in the form of
crowdsourced translation. They instead can consult with OSM platform
programmers and developers as to how to improve the existing crowd-
sourced translation models (i.e. how to better assess quality; how to make
crowdsourcing models more user friendly; how to integrate translation tools
into the process; etc.). This line of thought runs parallel to the view
expressed in an article featured in a thematic issue of the Harvard Business
Review (2015), which focused on the ‘man–machine collaboration’. In
their article ‘Beyond Automation’, Davenport and Kirby (2015) propose
strategies for sustaining employment in an age of ‘very smart machines’.
Although here the discussion is not about machine translation or translation
memory, which pose another technological ‘threat’ that many professional
translators worry about, OSM remains a form of (or application of) tech-
nology that could serve to overhaul existing translation processes. Further,
as some OSM platforms integrate automatic machine translation into their
social platforms (Facebook, for instance, has integrated Microsoft’s Bing
Translation [Fernandes 2011] to allow users to translate UGC), we see
that crowdsourced translation is not the only ‘threat’ to professional and
credentialed translators. Translators might want to consider OSM and
integrated automatic machine translation as a technological advancement
that could alter current professional practice significantly.

Davenport andKirby (2015, p. 60) argue thatmany of the tasks carried out
by professionals today will be automated in the near future. However, instead
of viewing this as a problem, they propose viewing the situation in a different
light:

What if we were to reframe the situation? What if, rather than asking the
traditional question – What tasks currently performed by humans will soon
be done more cheaply and rapidly by machines? – we ask a new one: What
new feats might people achieve if they had better thinking machines to assist
them? Instead of seeing work as a zero-sum game with machines taking an
ever greater share, we might see growing possibilities for employment. We
could reframe the threat of automation [and even ‘play labour’] as an
opportunity for augmentation.
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Davenport and Kirby’s position is that professionals need to look at how
current technological threats (they focus on automation and machines,
but the argument could apply to Web 2.0 more generally) can in fact
deepen work instead of diminishing it. Professional translators, those that
have gone through extensive training, have a wealth of technical skills that
can be used to inform the development of better technology and more
effective/efficient crowdsourcing. However, it is also imperative that
translators be OSM literate in order to perform this type of consultancy,
which stresses the need to integrate social media competencies (and
technological competencies beyond mastery of machine translation and
computer-assisted translation tools more broadly) into translator training
and education. If professional and credentialed translators wish to stay
competitive in an increasingly crowdsourced and automated market, then
traditional modes of training and thinking about translation need to adapt.
Alternatively, for professional translators to stay a step ahead of the ‘play
labour’ translator, it will be essential to find niches within the profession
that wouldn’t be economical or viable to automate or crowdsource.

A reframing of ‘technology/crowdsourcing as opportunity’ gives rise to
a new form of translator agency. Translators who leverage their expertise
in the form of Web 2.0 consultancy have a better likelihood of finding
themselves at the heart of OSM platform production, or, metaphorically, in
the position of being part of forethought, as opposed to being in a
position of reproduction, or, afterthought.

In addition, it is not only professional translators that should view the
current OSM landscape in more opportune terms. TS scholars can sig-
nificantly contribute to industry-led studies seeking to better understand
how OSM is used in different geographic locales. Singh et al. (2012,
p. 686), for example, underscore that there is ‘a lack of research into how
companies can create truly global communities where participation is not
hindered by language use’. In their work, these authors analyse global
online user language preferences, including translation trends. They use
the data to show how companies might better connect communities
through ‘linguistic integration’ (ibid.). Interestingly, none of the three
authors who conducted this research were TS researchers or professional
translators. This is not to say that Singh et al.’s (ibid.) work has any less
value; in fact, it is remarkable that translation would be given such
‘visibility’ in what is ostensibly a research piece on global marketing and
global use of social media. However, additional layers of analysis could be
added from a TS perspective. For instance, the authors propose using a
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custom real-time translation tool by the name of GeoFluent (which
includes a cloud-based workflow/translation platform and translation
memory capability – Translation Workspace – and machine translation)
for the translation of OSM and UGC, but do not compare it with any
other competing platforms such as SDL Trados, WordBee, FlipLingo and
others. GeoFluent is a tool developed by the global company Lionbridge
and it should be noted that Bostick, one of the article’s co-authors,
is a Lionbridge employee. It is also acknowledged that Lionbridge
Technologies Inc. did help with data collection and presentation of the
case scenarios included in the research. Thus, the impartiality regarding
GeoFluent’s assessment in this particular analysis can be questioned. TS
scholars who specialize in the study of translation technologies could
conduct further research and provide additional insight as to which
translation platforms perform best. After all, it is one thing for marketers
to propose tools, but it is another when translation professionals and
researchers can assess the value-added and performance of these tools
themselves.

Moreover, while crowdsourcing models and cloud-based platforms can
assist in what has been referred to as ‘linguistic integration’ to varying
degrees, fundamental questions and critical questions – such as what hap-
pens when the idea of ‘language’ and ‘text’ are taking unprecedented forms
in an era marked by hypervisual UGC – point to the insight TS research and
professional translators can contribute. There is no denying that the transla-
tion industry is undergoing a seismic shift due to OSM and new commu-
nication technologies; however, this does not need to signify the end of the
professional translator. Translators need, in the terminology of Davenport
and Kirby (2015), to ‘augment’ their position – just as Oakley claims to
have done so to great success.

3.6 CONCLUSION

This chapter has addressed some of technological changes that have
impacted human communication. More specifically, consideration was
given as to how Web 2.0 and OSM have modified communicational beha-
viours in more recent years. Because translation is a form of communication,
it follows that these behavioural shifts also impact, to varying degrees,
translation, be it in the way that translation is conceptualized, defined,
practised and recognized. It is apparent that OSM have impacted how
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texts are read: there is no way to read a UGC post in a linear manner,
especially given the paradigmatic nature of hashtag indexing and the multi-
modal make-up of most UGC content. Further, mobile technology and
OSM have given rise to a new artificial language, Emoji, that poses many
questions for translation, notably that of whether or not translation is still
relevant when a visual language that purports to universality exists. In
addition, intersemiotic translation can no longer be seen as a distant cousin
to interlinguistic translation; in an era saturated by images – to recall
Debray’s videosphere – it is probable that visual literacy will become of
equal importance as verbal literacy Translators – particularly those working
in multimedia or predominantly web-based environments – should there-
fore be prepared. Finally, the crowdsourcing of OSM platforms, such as
LinkedIn, has come under scrutiny for the role it plays in undermining the
professional translation industry, translator remuneration and the profes-
sional translator’s status. However, this threat can be relativized and we
should not be so quick to assume ignorance in those that engage in ‘play
labour’. A translator’s social capital and symbolic capital can increase if they
play the OSM game to their advantage: that is the power of augmentation at
a time when corporations rely on the crowd to generate profits.

The next chapter will focus on three ways translator training can adapt
to the new realities and demands generated by OSM and Web 2.0.

NOTES

1. Research following a similar thesis has been pursued by Sumner et al. (2012,
p. 386) that connects the anti-social traits of ‘the Dark Triad’ (narcissism,
Machiavellian tendencies, and psychopathy) and individual activity on
Twitter using linguistic analysis.

2. While there is a tendency to believe that OSM is becoming the primary
gateway for accessing news, a collection of studies surveyed by Wihbey
(2014) suggests this is not the case. The Internet, more broadly, does
constitute one of the ways people access and consume news, but usually
readers go directly to news sites, as opposed to obtaining their news exclu-
sively through OSM. OSM, however, is viewed as an ‘important tool’ for
‘discovering’ news (ibid.), meaning that users are likely to come across a
topic of interest via OSM, but then go directly to the source for more
information. Yet, as demographics change, especially with the millennial
generation that tends to comprise a far greater number of ‘digital natives’
(Prensky 2001, p. 1), and with the rates for mobile device ownership
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increasing, this may accelerate the shift towards a more diversified news
ecosystem, in which OSM are a dominant news source (Wihbey 2014).

3. That translation can ‘skew’ information is not a novel idea. Theo Hermans’
(1985) seminal publication The Manipulation of Literature is perhaps one of
the most important references on the topic in the field of TS. However, the
distinction that should be underscored here has to do with the medium:
OSM and digital technologies can disseminate information at unprece-
dented speed, whereas in the context of translated literature, the process
of dissemination and the speed of dissemination are quite different.

4. In an email interview, Clay Shirky (Wihbey 2014, p. 12) an associate
professor of journalism at NYU, explains to Wihbey: ‘People who are click-
ing on links on social media are in a social context, whereas people who go
directly to a news sites have in mind something more solitary and focused.’

5. A recent article in The Guardian (Burke 2016) discusses in greater detail
how terrorists are leveraging digital media to keep the public’s attention.
Translation is not explicitly mentioned, but it is rather doubtful that
foreign terrorist cells and intelligence agencies are not conducting trans-
lation activity online to some degree. Therefore, future research in this
area is warranted.

6. Technopedia (2016a, online) defines social media monitoring as ‘a process
of using social media channels to track, gather and mine the information and
data of certain individuals or groups, usually companies or organizations, to
assess their reputation and discern how they are perceived online. Social
media monitoring [SMM] is also known as social media listening and social
media measurement’.

7. ‘Social media monitoring is the active monitoring of social media channels
for information about a company or organisation. Several different providers
have created tools to facilitate the monitoring of a variety of social media
channels from blogging to internet video to internet forums. This allows
companies to track what consumers are saying about their brands and
actions. Companies can then react to these conversations and interact with
consumers through social media platforms’ (Financial Times 2016).

8. While the definition of languages for special purposes has usually incorpo-
rated non-verbal elements, the view taken here is one that coincides with
normative definitions of translation in the Canadian public sector
(cf. Desjardins 2008, 2013b).

9. Due to copyright and privacy, using fictional content was deemed more
appropriate.

10. Emoji is the progression of previously used Emoticons (facial expressions
conveyed using punctuation symbols such as the comma, the period and
parentheses [cf. Dresner and Herring 2010]). While Emoji today largely
comprises visual iconography related to human facial expressions, the
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language now includes a variety of other images. In an announcement made
by the Unicode Consortium in 2015, 38 additional Emoji had been
accepted as candidates for Unicode 9.0, some of which – for instance
Mother Christmas and a carrot – have nothing to do with human facial
expressions or basic human emotions (Davis 2015). This suggests that
Emoji is evolving to be a more complex language that accounts for objects,
activities and abstract icons (e.g. dots or lines) and extends beyond human
facial expressions.

11. This is a claim made by Professor Vyv Evans (Bangor University), whose
work has been reported by the BBC (Doble 2015) and The Guardian (Jones
2015).

12. ‘Hashtags are an emergent convention for labelling the topic of a micro-
post [UGC] and a form of metadata incorporated into posts’ (Zappavigna
2012, p.1).

13. A ‘follower’ on Instagram and on Twitter is a user who has chosen to
subscribe to receive updates about another user’s UGC. This is akin to
Facebook’s ‘friends’.

14. It should be noted, however, that Ostler does not maintain that English
would be replaced by a new lingua franca per se.

15. Esperanto is a constructed or artificial language that was created in the late
nineteenth century. Since its creation, its number of speakers has risen.
Technology has also played a role in its uptake: the popular language applica-
tionDuoLingo now offers Esperanto learning modules (DuoLingo 2015) and
Google Translate added the language to its list in 2012 (Buckley 2012).

16. Fettes (2005) suggests that scientific writing in Esperanto flourished after
the First World War.

17. The ‘T’ and ‘F’ shapes represent the direction followed by the viewer’s eyes
(i.e. ‘eyeflow’).

18. The number of posts indexed under these hashtags is based on data retrieved
on 27 December 2015.

19. This baseline number is usually determined by the communications or
marketing team; therefore, the baseline can vary widely.

20. It should be noted that effectiveness can be a quantifiable metric: user
engagement can be measured on the basis of interaction, for instance, in
the case of Twitter, the number of retweets or likes a post generates among
followers. Thus, Twitter translation is effective when both the source and
target tweet generate similar engagement.

21. The distinction between these terms was further explored in Desjardins
(2008, 2013b).

22. According to a report published by TechCrunch (Dillet 2013), Soundcloud
had 250 million active listeners/users, whereas Statista (2016) indicates
Instagram now has over 400 million active users.
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23. According to the Merriam-Webster dictionary (Meme 2016), a meme is an
‘idea, behavior, style or usage that spreads from person to person within a
culture’. In social media ‘culture’, a meme usually refers to content that has
gone viral, and many OSMmemes now comprise a photo superimposed with
bold, white text, sometimes including intentionally misspelled words, refer-
ences to different social media subcultures or references to pop culture items
(Technopedia 2016c, online).

24. This may not be the case on an international scale; however, in Canada,
given the direct association between translation and official languages policy,
most translation schools in the country train students in the two official
languages exclusively. Further, job postings for translator positions rarely
require translators to be proficient in languages that are not verbal in nature.
These two examples point to the fact that implicitly, precedence is given to
the verbal over the visual.

25. Jenkins (2008, p. 331) defines participatory culture as culture ‘in which fans
and other consumers are invited to actively participate in the creation and
circulation of free content’ and lists civic engagement, collaboration, men-
torship, belief in making a difference and social connection as some of the
defining characteristics of this culture.

26. The term ‘prosumer’ was coined by Toffler (1980) to refer to consumers
that are at once producers and consumers of cultural products. It is
widely used in media and social media studies in relation to OSM UGC.

27. ‘All hours spent online by users of Facebook, Google and other comparable
social media constitute work time, in which data commodities are generated,
and potential time for profit realisation’ (Fuchs 2015, p. 112).

28. ‘Many professional translators (who represented about 50% of the 12,000
survey respondents) took offence to being asked to volunteer to translate for
a commercial organization’ (Dolmaya 2011).

29. Cf. Terranova (2004), Van Dijck and Nieborg (2009) and Costales (2011).
30. The Web, because of its ease of access, might make it easier for a layperson to

contribute to a crowdsourced translation project. The question of creden-
tialing is also relevant offline, as the term ‘translator’ is not a protected title
in the majority of regions and countries. However, offline, there is a higher
likelihood that employers would at least screen for some form of experience
or credentialing, whereas this is less the case online.
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CHAPTER 4

Translation and Social Media: In Training

Abstract This fourth chapter examines how current translator training
and education are not sufficiently addressing key competencies needed for
the digital age, with specific focus given to competencies associated with
online social media (OSM) and translation programmes within Canadian
universities. While no translation programme can address every aspect of
professional translation, this chapter argues in favour of integrating OSM
literacy and competencies within the translation curriculum. Strategies
that might be helpful to those teaching undergraduate translation courses
or for those trying to fine-tune their own skills are proposed throughout
the chapter. These strategies might also provide inspiration for other
translation-related curriculum development. A case is made for using
social media in the classroom to foster participatory culture(s), as well as
for exposing students to social media monitoring (SMM). The underlying
argument is that if translator trainees are not taught OSM competencies,
they will not be able to compete with elite bilinguals with more ‘attractive’
disciplinary profiles, be it elite bilinguals with computer programming,
web design or communications backgrounds.

Keywords Translator training � Competencies � Digital age � Translation
programme � Professional translation � Translation � Curriculum �
Undergraduate � Curriculum development � Participatory culture � Social
media monitoring
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4.1 INTRODUCTION

In recent years, the debate surrounding the role that university education
should play in preparing undergraduates and post-graduates for the workplace
has been contentious, especially across North American campuses. Henry A.
Giroux (2007, p. 7), for instance, addresses what he refers to as the ‘military-
industrial-academic complex’ – a term he borrows from the US Senator
William Fulbright1 – that affects many North American campuses and that
trains students to be nothing more than consumers, workers and soldiers.
Giroux’s position is not that corporations should not have a role in higher
education, but rather, that their influence and wealth be used in ways that
promote increased democratic public life, public welfare and critical thought
(Jaschik 2007). In other words, Giroux does not believe that education should
be fashioned solely in relation to, or in response to, the business world and the
military. This position is commendable; however, it poses some significant
challenges for the undergraduate and post-graduate training of translators, as
this chapter will reveal. Translation, unlike other language-focused or arts-
focused disciplines, is a practice-based profession that subsequently paved the
way for the birth of an academic discipline, i.e. translation studies. Thus, those
who choose to study translation, particularly at the undergraduate level, may
have a different rationale than students coming into other disciplines in the arts
and the humanities. In a related manner, most aspiring translators must
graduate from a recognized translation programme in order to find viable
employment and to obtain professional accreditation. In this sense, translator
training obtained through a vetted university programme or course must
therefore include vocational teaching components that are in direct response
to the industry, even if, as Giroux suggests, the university’s mission should not
be to train ‘workers’. An argument could then be made that vocational
training that speaks exclusively to corporate or industry motives should be
obtained via other modes of instruction outside of university campuses.
Translation, for instance, could be ‘taught’ throughworkshops or professional
development seminars.However, as it stands, translation is taught,most often,
in universities. This raises an important point, which is that when we speak of
‘training translators’, it is important to specify the context inwhich the training
is taking place, as training contexts have different purposes and may address
different aspects of a field or discipline. The professional workshop does not
necessarily address the same training objectives as the undergraduate
degree in the arts or humanities (the faculties in which translation studies
[TS] or translation programmes are usually subsumed). However, while
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Giroux’s position appears to be that university training should disassociate
itself from corporate ties, the fact remains that studentsmay not agree with this
position: they want their undergraduate and graduate training to reflect
market realities – they want to know how to be employable ‘workers’, and
this seems to be the case especially in undergraduate translator trainees in
particular.

In related debates on the subjects of training and translation, others have
focused on translator training strategies more specifically (Kiraly 1995; Kelly
2005) and have addressed the different needs and expectations of transla-
tion trainees. In this chapter, specific consideration will be given to trans-
lator training within the context of undergraduate education. On-going
professional development (or continuing professional development) and
professional workshops do contribute significantly to improving translator
expertise and competencies,2 but the context in which these workshops are
offered varies greatly from the context in which undergraduate university
training takes place. The same can also be said of the expected outcomes
from each of these types of training. On the one hand, the professional
workshop might be meant to introduce one particular piece of software to a
professional in-house translation team (i.e. to introduce a fixed and singular
objective), whereas on the other hand, translation taught in the context of
undergraduate training has a much larger horizon of expected outcomes,
from professional aptitude to general critical thinking.

While the position taken here is one that largely agrees with Giroux’s
(i.e. that trainees should not be trained exclusively within the ‘military-
industrial-academic’ paradigm), there is no denying that training trans-
lators requires trainers, educators and professors to teach to market
demands, just as the same can be said of any profession or vocation,
from health care provision (doctors, nurses, emergency service providers)
to the practice of law. If undergraduate translation training were to
consist exclusively of the critical study of translation (something akin to
comparative literature or English literature, for instance), rather than in
imparting very pragmatic competencies to answer to market realities,
such as the ability to use machine translation (MT) efficiently or the
ability to draft a legally admissible freelance contract, then it is likely that
new graduates entering the marketplace would do so without funda-
mental and necessary skills. Therefore, without ignoring the importance
of critical thought and intellectual autonomy, or some of the constraints
and challenges associated with curriculum development (e.g. university
bureaucracy keeping pace with the market; centralization; international
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student cohorts; budget restrictions; cost of upgrading technology), this
chapter focuses more specifically on training avenues that are in line
with what prospective employers are seeking from university graduates
in translation, with particular attention given to gaps identified in
Canadian translator training. The implication is that teaching ‘to the
translation market’ does not mean training translators who are unable to
think critically. Nor does it mean training translators only to be workers.
On the contrary, exposing trainees to professional case studies, as well as
to tools and technology that are pervasive in the marketplace (which
includes for-profit, non-profit and governmental sectors), can afford
many opportunities for the discussion of ethics, democracy, citizen
engagement and unequal distributions of power. As studies continue to
indicate relationships between entrepreneurship and innovation, univer-
sities will have to consider ways of integrating entrepreneurial and
experiential content into the curriculum (Chiose 2016). For translator
training, this might mean integrating new modules that address entre-
preneurial competencies, so that within the translation curriculum, such
skills are further developed. As Judith Cone (cited in Chiose 2016:
online), the vice-chancellor of commercialization at the University of
North Carolina, explains: ‘If we don’t include an entrepreneurial mind-
set in university education, we are missing the boat. [ . . . ] We feel that we
want all students to understand the world they’re going into. It’s a
different economy that is very dependent on the startup [entrepreneur-
ial] sector.’Her position echoes that of Vogel (2015, pp. 106–107), who
has written on the youth unemployment crisis. He states:

When we think about a 21st century education system we must envisage a
system that addresses the mismatch between what is being taught in our
schools and the skills, knowledge, and experiences demanded by the
current labor market. We must ask ourselves what the curriculum of
tomorrow might look like, what skills are most important for our students,
and which methodologies and resources will best transmit these new
themes and skills to our young people; and ultimately how schools and
universities can best prepare students for the workplace. [ . . . ] There need
to be major changes to both how we teach and, in particular, what we
teach. [ . . . ] Today, employers are arguing that students need to demon-
strate that they have acquired applied knowledge within their field, which
would better prove they could aptly perform in the workplace. [ . . . ] This
signifies that labor market requirements are demanding a shift in classroom
instruction.
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Indeed, the current North American economy is grim for many prospec-
tive employees and recent graduates. Notably, the Bank of Canada
recently predicted a ‘gloomy 12-month employment outlook’, adding
that ‘hiring intentions are weaker for most sectors in most regions’ (Galt
2015, online). However, despite this less than ideal employment outlook,
Shari Angle, vice-president of special projects for the recruitment firm
Adecco, reports that the market is increasingly ‘looking to recruit bilingual
candidates across a wide spectrum of occupations’ and that ‘increasingly,
candidates for executive positions are expected to have social media skills’
(cited in Galt 2015, online).

Angle’s comments are significant for translators and translators-in-
training: if translators, who by definition must be bilingual as a base
requirement, have social media skills, then they are well positioned for
employment despite the employment forecast. At a minimum, then, social
media literacy and competencies should be integrated into translator
training.

A recent survey of Canadian translation undergraduate programmes
and curricula conducted for this book shows that of the eight Canadian
universities that offer a B.A. (undergraduate) degree in translation, none
offer a course (or module) focusing exclusively on online social media
(OSM) and translation.3 And though some programmes do offer courses
on Web translation and localization, the official course descriptions do not
account for any OSM or user-generated content (UGC) explicitly. This
survey thus reveals two crucial shortcomings in terms of translator training
in the digital era, at least in Canada.

The first problem is that courses in localization are not offered in every
Canadian translation programme, meaning that depending on where
students are trained, they may in fact never have exposure to localization
and localization tools by the time they graduate – a significant issue given
the need and demand for localized websites (Pym 2011b). As Pym
remarks (ibid., p. 420): ‘Few trainee translators acquire the multimedia
and interactive skills most in demand at the more creative points of the
industry, and those who do acquire such skills are unlikely to seek long-
term employment doing nothing but decontextualized string replace-
ment.’ The data therefore suggests that translation training is inconsistent
across Canadian universities, which, although unsurprising given the
autonomy involved in curriculum design, is problematic for student
employment and professional accreditation. In other words, students
who have had exposure to localization and web-based tools will have
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better employment odds, or at least a larger range of employment options
to choose from, than those who have never had the opportunity within
their training programme to be exposed to this content. As a result, this
creates an asymmetry between Canadian translation graduates on a
national scale.

A second shortcoming in Canadian undergraduate translation curri-
cula, which is equally if not more significant, is that of the lack of OSM
training. OSM skills are paramount in today’s workplace and the use of
OSM is becoming increasingly inescapable, regardless of job title, as Angle
notes (cf. Galt 2015). This fact alone makes a solid case for inclusion of
OSM literacy and competencies within translator training. Of course, no
single undergraduate programme can address all the skills and competen-
cies required for the marketplace, but because of the increasing presence
and use of OSM in human communication, and because translation is an
important means to ensure cross-cultural communication, it follows that
translator training should consider OSM as part of the contemporary
curriculum.

An argument could be made that translation training that increasingly
focuses on OSM and other Web 2.0 technologies dilutes language-focused
content and opens the doors for more and more translation trainees to
migrate to other fields once they graduate. For instance, instead of becoming
translators, these graduates might choose to be OSM content managers or
curators instead. However, this should not be seen as inherently proble-
matic. Many prominent voices in translation, from TS scholars to trainers to
professional translators, have argued and shown the intrinsic multidiscipli-
narity and interdisciplinarity of translation (Snell-Hornby 1988; Snell-
Hornby et al. 1994; Lambert 1997/2006, 2012; Gambier 2014). So why
would it not be a good thing, as a logical outcome of multidisciplinary,
interdisciplinary and even transdisciplinary training, to see students obtain
employment in which translation might not necessarily be the core task, but
for which translation insights are invaluable? There is a degree of disconnect
between the call for more interdisciplinarity at the level of research discourse
in TS and what appears in some training contexts. The survey of Canadian
university translation curricula shows4 that translation training at the
undergraduate level focuses primarily on ‘core’ language-centric courses:
comparative stylistics, legal/medical/specialized/technical/literary transla-
tion, grammar courses, introductory courses in translation technologies and
translation theories. Only four of the eight Canadian universities with accre-
dited translation programmes offer localization or ‘web and multimedia’
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courses, some of which are in fact courses listed under a different disciplinary
code, suggesting that these are courses taught in different departments
altogether. Moreover, none of these courses seem to escape Canada’s ‘obsti-
nate’ institutional bilingualism (Gambier 2014), meaning that all core
translation courses and Web/localization courses are taught within the
framework of English↔French transfer, which, at a time of increased immi-
gration, is incongruous with the actual demographic and linguistic make-up
of the country (Desjardins 2013b). Of course to this we might add the issue
of other semiotic languages (such as Emoji; see Chap. 3) which do not even
register at all.

Further, the issue is not only one of preparing students for the market-
place, but also one of reflecting on the evolution of communication within
translator training. Unfortunately, it appears that training is not always apace
with job realities. Although Gouadec (2007) does a formidable job in
describing the profession and what skills translators need to know in order
to find good employ, this does not always find a counterpart in actual
training, chiefly when it comes to technological competencies. Some pro-
gress has been made in the last 10 years since the publication of Gouadec’s
work – for instance, most Canadian universities now have online student
forums and WiFi access – but some challenges regarding the integration of
information and communication technologies still remain: labs are expen-
sive; software licenses are expensive; and these constraints are even more
pronounced on campuses with fewer resources. Technology itself, also,
evolves rapidly, which means that financial limitations aren’t the only expla-
nation. These are all valid reasons. However, there is another hidden con-
straint, one that is seldom addressed because it is a contentious issue:
the generational divide. Social media are the ‘voice’ of the Millennial
Generation, the voice of those who are ‘digital natives’ (Prensky 2001,
p. 2). The reality is that most who are in trainer, professor or lecturer
positions, that is, those who are training the millennial generation of transla-
tors, are also ‘digital immigrants’ (ibid., p. 3). Without intending ageism or
gross overgeneralization, 2011 data from Statistics Canada (Service Canada
2015) show that university professors tend to fall into twomain age brackets:
45–64 years, and 64 and over. While these data are specifically for the
Quebec region (i.e. only oneCanadian province), it is noted that these trends
are more or less reflected in the rest of the country. As Prensky (2001, 2006,
2007) notes, the ‘digital’ fluency of this latter demographic cannot be
the same as that of the Millennial Generation, who has never known a
time without the Internet. Most undergraduate students are then more
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likely to be well-versed in OSM trends and Web 2.0 technologies compared
to the professors who are training and teaching them (Stewart et al. 2010),
particularly in fields where OSM is not a core part of the curriculum. To add
to this reality, social media, especially outside of communications depart-
ments ormedia studies departments, were initially seen as a fad, a distraction
(Bugeja 2007) and something unworthy of serious academic attention.
More recently, some have underscored the implicit privilege of schools or
universities who can ‘afford’ technology and tech-savvy experts, and those
that cannot (see, for example, Selwyn 2011), either due to their geographic
location (inability to attract top talent based on remote location), a lack of
human resources (e.g. adequately trained staff and faculty) or limited finan-
cial resources. Despite these challenges, however, training programmes
cannot continue to overlook OSM literacy.

Building on the concept of augmentation5 as proposed by Davenport
and Kirby (2015), this chapter aims to show some of the directions
translator training could take in order to impart OSM and UGC compe-
tencies relevant to today’s translation marketplace. Though not exhaus-
tive, these directions can lead to additional research and training initiatives
that might be beneficial for newer generations of translator trainees.

4.2 ADDRESSING MULTIMODAL AND MULTISEMIOTIC

TRANSLATOR TRAINING IN LIGHT OF OSM
Social media literacy and social media skills constitute a whole area of
study and training. It is impossible to imagine that translator trainees
could be trained in social media competencies to the degree that
students in media studies or communications might be. However,
much like the other areas of expertise that are incorporated into trans-
lator training (e.g. medical terminology, localization, legal terminology,
scientific and specialized translation), the belief here is that some ele-
ments that pertain to social media could be relatively easily integrated
into existing translation courses or modules, be it in the context of
specialized translation, in the discussion of translation theories or as
case studies for research projects. In the four sub-sections that follow,
four key specificities of OSM worthy of curriculum integration will be
overviewed. These four specificities pertain to the moving target of
social media audiences; tactile ‘textuality’; hashtag indexing; and the
importance of visual literacy. Again, the goal is not to train translators
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to comply exclusively with market demands, but to also ensure a critical
reflection on how translation operates (or doesn’t) in the context of
social media activity.

4.2.1 Who Is the Target Audience?

As Chap. 3 sought to illustrate, OSM and UGC underscore how
textuality and language can no longer be defined according to more
‘traditional’ conceptualizations. For instance, users’ ability to update,
edit or delete UGC at any given time on OSM platforms makes the
very concept of one ‘original’ and definitive source text problematic.
Moreover, foundational functionalist translation theories, such as
Skopostheorie (for an overview of functionalist approaches, see Nord
[1997]) which assert that translation activity should be conducted
with the target audience and target purpose in mind, rest on shaky
ground when, more than ever, ‘targets’ become increasingly difficult to
pinpoint on social media. Said differently, the translation of OSM
content can be problematized if audience and purpose are guiding
principles. When individual users post a Facebook status update or
tweet on Twitter, the exact target audience can never be wholly deter-
mined, especially when a user’s profile or UGC is made public.6 In the
case of for-profit and non-profit entities, the same is also true: their
UGC can reach virtually anyone as well, provided their settings are
public (which is most often the case). And though many social plat-
forms do allow a degree of analysis into who comprises a user’s fol-
lowers, friends or page views, these are usually ante facto analyses based
on ‘post metrics’ or ‘post performance’ (this will be discussed at further
length in the next section) – which means that it is usually only after
the UGC has been posted that analyses can be performed to better
assess who might comprise target demographics (which then can inform
future content and post development). Of course, this does not mean
that for-profit, non-profit and individual users do not have any sense of
who is viewing their UGC. For instance, individual users, who might
self-translate their UGC, know that, at a minimum, their list of Twitter
followers or Facebook friends constitutes a very plausible target audi-
ence. This is also the case for non-profit and for-profit UGC: presum-
ably most followers, friends or subscribers (YouTube) offer a glimpse as
to who the core target audience might be. However, as individual OSM
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users can easily choose to ‘unfollow’, ‘unfriend’ or ‘unsubscribe’ as they
please, these lists do not necessarily constitute a reliable indicator.

4.2.2 Translating Tactile Modalities in OSM Branding

Linear or traditional textuality (cf. Vandendorpe 2009) is problematized
when we consider the ways in which tactile mobility has radically changed
how users engage with texts.7 While localization training does address
how to adapt button and tab names to engage software users or video
game users to take action, these activities initially meant interaction with
‘non-mobile’ hardware, such as a keyboard or mouse linked to a desktop
or laptop computer. Tactile screens have changed this: by freeing users
from additional hardware, tactility has ostensibly meant more mobility. As
a result, OSM have incorporated tactile technology to engage users in
unprecedented ways. Whereas in the early days of Facebook, users still
‘clicked’ via laptop keypads or mouses to ‘like’ a UGC post, now, given
the pervasiveness of mobile tactility, users increasingly interact directly
with the screen. This seems inconsequential for translation, but it has
meaning, especially for the translation of social brands that are built on
specific kinds of screen interaction. As Oswald (2012) argues, translation is
the key to ensuring effective marketing of brands across the Internet.
Setting aside the discussion on corporate powers and who really profits
from effective translation, let us consider an example. In 2012, a new
‘social discovery’ dating application named Tinder became available and it
quickly became one of the fastest growing dating applications on the
market (Bilton 2014). While its geolocation search and match algorithms
are worthy of interest in and of themselves (as they were the primary
market differentiator from other online dating applications), here, specifi-
cally, it is the notion of ‘swiping’ that warrants attention for TS. Tinder’s
brand is premised upon the action users take to select potential romantic
partners: as photos appear on the screen, swipe right if you are interested,
left if you are not. As the application grew in popularity, users increasingly
spoke of ‘swiping’ to refer to time spent on Tinder. Here, the translation
of ‘to swipe’ or of ‘swiping’ is not just a matter of ensuring the localized
translation fits in terms of characters or spatial constraints (e.g. as with
tweets that have a specific character-count) it has to engage the user on a
kinesthetic level. In other words, the movement of ‘swiping’ is central to
Tinder’s brand. While some will speak of zapper or glisser (proposed
French translations), these do not denote or prompt exactly the same
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action. The argument can be made: ‘What does this matter, really’? If
someone ‘zaps’ in French or ‘swipes’ in English, is this a real translation
‘challenge’ or ‘problem’? The answer is that it does matter. It matters in
that translators (or localizers or crowdsourcers, case depending) must
understand that what they are translating extends beyond previously
taught modalities. Research in TS has long suggested that what transla-
tors translate necessarily goes beyond ‘the text’; in this sense, these
assertions are not revolutionary. Video game localization, for instance,
is one key area in which some thought has been given to the user’s
kinesthetic experience (Bernal-Merino [2015] and Jiménez-Crespo
[2013] give thought to ‘cohesive interactivity’ and ‘web usability’,
respectively), but this rarely involves thinking about how this kinesthetic
experience also intersects with cross-cultural branding and user engage-
ment, as the Tinder example suggests. What is being considered here is
not only a question of finding a lexical equivalent that would prompt the
user to take the same or the appropriate action, but the connection
between that action and the marketing of the product to international
audiences (cf. Oswald 2012).

In a similar vein, in 2012, the photo-sharing application Instagram
added a feature called ‘the double-tap’ (Panzarino 2012, online). This
feature enables users to literally tap their tactile screen twice, in rapid
succession, to ‘like’ a post. As soon as a user taps twice, a heart appears
and disappears to show that the post has indeed been ‘liked’. Although the
term ‘double-tap’ doesn’t seem to have gained the same mainstream
notoriety as Tinder’s ‘swipe’, the notion of ‘double-tapping’, as a form
of social approval, became popular among Instagram’s user base.8 As with
the Tinder example, we see then how a brand’s terminology directly
intersects with the user’s kinesthetic experience and contributes to build-
ing that brand’s identity. How would translators translating press material
for Instagram translate the term ‘double-tap’ (noun and verb), for
instance? Although some French-language users on Instagram have used
the term ‘double-taper’, the translation doesn’t seem to have gained much
currency elsewhere, for instance in hashtag indexing on Instagram or in
French-Canadian press. Future research could consider how these ‘kines-
thetic social brands’ are translated in other language pairs and the degree
to which the translated terminology is adopted and used (this would
intersect with studies in terminology and terminometrics).

In another case, Eid and Al Osman (2016) discuss the importance of
touch in a paper on the topic of ‘affective haptics’.9 They claim that touch
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is a key element of human communication. Some OSM platforms have
started to seriously consider how haptics, specifically affective haptics (i.e.
those related to human emotion), can be integrated into OSM to enhance
the user’s experience and their engagement. For instance, the peer-to-peer
network Stress OutSourced is a social application that ‘allows anonymous
users to send each other therapeutic messages to relieve stress’ (Chung et
al. 2009, online), thus leveraging affective haptics to create a social experi-
ence. In this case, the haptic and kinesthetic (the terms are sometimes used
synonymously) experience is not necessarily part of the app’s branding
strategy, say, in the same way as ‘to swipe’ was in the Tinder example, but
it does raise the question of how ‘touch’ is communicated across linguistic
and cultural divides. For instance, if Stress OutSourced is used by interna-
tional users, what words and haptic prompts are used to communicate
empathy, relief and understanding? In this example, the insight of transla-
tors, if we take the view that translators are, to varying degrees, intercul-
tural mediators, could be quite useful. Unfortunately, as Eid and Al
Osman (2016) observe, the current literature on haptics is limited, dis-
persed in various disciplines and at a relatively embryonic stage in terms of
theory and application. However, as research gains momentum in this
area, localizers and translators can find ways of making their expertise
relevant, be it by translating application interfaces that integrate haptics
or by providing intercultural expertise in terms of ‘translating’ these haptic
and kinesthetic experiences. This line of thought runs somewhat parallel to
Bernal-Merino’s (2015) argument that there should be more cohesiveness
between verbal and non-verbal sign systems, interactivity and context with
respect to the translation and localization of video games (and by exten-
sion, here, OSM applications and platforms).

OSM applications, such as Tinder and Stress OutSourced, and other
OSM platforms are being increasingly used on mobile devices,10 which
means that the kinesthetic experience is central to the localization and
translation of the overall product, be it the platform itself, the UGC, the
application or platform marketing materials (ads for the applications and
platforms), and FAQ/user guidelines. Further, as non-verbal cues (i.e.,
‘affective haptics’, such as vibrations, force or motions) also become more
common with digital technologies and in social media applications, this
ground might be fertile for future TS research, especially for those TS
researchers that already have extensive knowledge of kinesthetic commu-
nication, be it through their knowledge of sign languages (e.g. American
Sign Language) and/or tactile writing systems such as Braille. For instance,
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how could tactility and kinesthetic prompts be used to communicate mean-
ing in situations where a user has an impairment? And how could this be
integrated into today’s social media applications to increase accessibility to a
wider-range of users? Moreover, how can a baseline understanding of kines-
thetic interactivity be incorporated into translator training to help trainees
better understand and resolve some of these challenges?

If social media is to be integrated into translation of a curriculum,
consideration could (and probably ought to) be given to how tactile
modalities impact not only the localization of the platform or application
but also the social brand’s marketing and distribution. It could be possible
to envision training that incorporates collaboration between Web applica-
tion development, mobile development and translation in the future. This
collaboration could be done in the context of entrepreneurial projects
(such as those reported by Chiose 2016), in internship programmes, or
even in interdisciplinary seminars offered as a corollary to university train-
ing. This would follow in the line of pre-existing collaboration between
language and computer science programmes, for instance, as in computa-
tional linguistics.

4.2.3 Translation and Hashtag Indexing

Hashtag indexing, as indicated briefly in Chap. 3, is another illustration of
how linear textuality is further disrupted on OSM. Hashtags can place
UGC in a variety of social media ‘discussions’ simultaneously (these dis-
cussions are commonly known as ‘conversations’ or ‘self-narratives’11

[Deutsch 2014] within the industry), sometimes with intended effects
and sometimes with unintended effects. Therefore, to conceive of hash-
tags and social media content as ‘paradigmatic’ (Pym 2011a) is essential.
Although he does not refer to hashtag indexing specifically, Pym’s obser-
vations (ibid., p.3, citing Nielsen 2006, 2008) are applicable here:

No one reads a website from top-left to bottom-right – the normal reading
patterns form a large T or F shape, as they eye scans across the top of the
screen then moves down vertically [ . . . ] Linearity is relegated to the apoc-
ryphal. We find that, in the age of electronic language technologies, texts are
increasingly used paradigmatically. And since they are used that way, they
tend to be created that way. And it is perhaps only fitting that they are
translated that way.
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Some might overlook the vital role hashtags play in placing UGC in the
appropriate ‘conversations’12 even in unilingual settings, let alone bilin-
gual or bicultural ones. For instance, if someone were to translate #throw-
backthursday (En) by #rétrojeudi (Fr), this would not place the French-
language UGC in the appropriate ‘conversation’, as #rétrojeudi does not
index as frequently as #jeudirétro or even the shortform #TBT.13 As a
result, this would mean that this particular UGC post might not be seen
by as many users or create as much engagement.

Another example, this time taken from the Instagram account
@ExploreCanada, also provides a compelling illustration of intentional
hashtagging: in a bilingually captioned post featuring a picture of the
Collège François-de-Laval (a school with historical significance) located
in Quebec City, the English caption uses the hashtag #ExploreCanada,
which indexes all content related to the @ExploreCanada account itself
and, more broadly, to travel in Canada. Interestingly, #ExploreCanada is
equally functional in both English and French (i.e. the lexical units are the
same in form and in meaning), so one could assume translation of the
hashtag in this case isn’t entirely necessary. Yet, in the French caption
(the English and French captions both appear simultaneously beneath
the same photograph), the hashtag #QuebecOriginal is used in place of
#ExploreCanada. This strategy, i.e. of ‘translating’ the hashtags within a
bilingual caption, is particularly effective, because instead of using
#ExploreCanada twice (which does nothing to increase post popularity
or visibility since it is the same hashtag), a second ‘translation’ is added,
which then indexes the post not only in both English and French social
conversations, but increases the overall ‘reach’ of the post, that is to say
the number of users that engage and react to @ExploreCanada’s UGC.

This example, like the one that precedes it, demonstrates that the
translation of hashtags requires a dynamic way of thinking about equiva-
lence, where ‘dynamic’ refers at once to a form of ‘functional equivalence’,
but also in a way that takes into account the paradigmatic nature of
hashtags, as well as the importance of ‘reach’ in OSM conversations.
Unfortunately, many translators who are unfamiliar with social media
and hashtag indexing do not broach the translation of hashtags as broader
units of meaning – they either fall into the trap of ‘translating word-for-
word’ (as with the #rétrojeudi example) or of avoiding hashtag translation
altogether. Exercises involving the translation of social media captions that
use hashtags could help students familiarize themselves with frequently
used hashtags (and hashtags that are abbreviated, e.g. #tbt) and
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invite these students to explore how indexing works. Even if trainees are
not trained to an expert degree, in a situation where they would be called
upon to translate social media content in a professional capacity later in
their career, they would at least have a degree of familiarity and a deeper
understanding of the implications of translating hashtags.

4.2.4 Imparting Visual Literacy

In Chap. 3, the hypervisual nature of contemporary OSM and UGC was
addressed. These observations led to making an argument in favour of
imparting visual literacy to translators (or semiotic literacy more
broadly). Indeed, if translators are ever to be expected to translate
‘intersemiotically’, then they need to be ‘fluent’ in sign systems that go
beyond the scope of natural languages. Unfortunately, few full-credit
courses or modules on semiotics are taught as part of the core translation
curriculum in the Canadian university survey, and it is likely that this is
the case elsewhere as well. Students could take it upon themselves to
register in semiotics courses, but these wouldn’t be taught with an eye to
professional translation practice, which would not remedy the situation.
Research in TS at the graduate and post-graduate level continues to
argue that translators ‘must’ go beyond ‘the verbal’ (cf. Oittinen and
Kaindl 2008), but very few practical activities are assigned to under-
graduates to effectively do this.

What could be envisaged, then, is a two-part undergraduate transla-
tion course taught over the full academic year that introduces founda-
tional concepts in semiotics and multimodality, but with emphasis given
as to how these intersect with translation. Visual literacy, for one, could
be introduced to students as one example of ‘multisemiotic’ training.
The term ‘visual literacy’ is used by Elkins (2008) to designate the
competencies and skills necessary for understanding our increasingly
visual world. He stresses that contemporary university education, more
generally (not only in undergraduate translation or linguistics training),
has given far too much attention to (verbal) texts, as the expense of
equally rich and engaging visual content, or what he calls ‘images’ (ibid.,
p. 3). His position aligns with the stance taken here: as much as under-
graduate translation trainees are encouraged to think about the contexts
and the effects surrounding translation praxis, they are rarely taught that
translation is something that can happen beyond natural languages.14

OSM affords the physical manifestation of what multisemiotic and
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multimodal translation might look like – and it is time for course/
module designers and translation schools to seriously consider how to
implement multimodal and multisemiotic training in the translation
curriculum, lest students with backgrounds in media studies, commu-
nications or marketing take advantage of this opportunity before transla-
tion trainees.

Certainly, this proposal is fraught with underlying challenges. Course
design and curriculum development is not the sort of process that
happens in a vacuum. In Canada, as in many other countries, universities
have to go through a complex process in order to obtain permission for
creating additional or new courses, which usually comes about after
extensive research on enrolment trends and programme evaluations.
Elkins (2008, pp. 3–5) makes a case for the inclusion of visual
competencies:

It is amazing that college-level curricula throughout the world continue to
be mainly text-based, with intermittent excursions into visual art and cul-
ture. [ . . . ] Since the 1980s the rhetoric of images has become far more
pervasive, so that it is now commonplace in the media to hear that we live in
a visual culture, and get our information through images. It is time, I think,
to take those claims seriously. They need to be taken out of the graduate
philosophy and history classrooms, and brought down the hall to the large
lecture theatres where first-year students are taught the things university
thinks are necessary for general education. It is time to consider the possi-
bility that literacy can be achieved through images as well as texts and
numbers.

Can current translator training programmes – at least those surveyed in
Canada – purport to aptly train students if the material translated during
their studies no longer reflect some of the ‘texts’ that are being produced
in the ‘real world’ or do not adequately speak to the necessary literacies,
skills and competencies required to properly analyse materials for transla-
tion? On-the-job training that comes at a latter career point and on-going
professional development workshops (those that add to the ‘basic’ trans-
lator skillset) are certainly viable solutions for those currently in employ-
ment seeking to update or renew their skills, but they do not account for
some of the newer generations of translators that are being trained up the
ranks. No single programme can address all workplace realities or multi-
disciplinary avenues, but translation can no longer ignore how technology
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is commanding the imperative need for training that goes beyond ‘the
verbal’. If communication is increasingly being mediated through images,
as Elkins (2008) and others (Oittinen and Kaindl 2008) have claimed,
translator training must take note.

4.3 SOCIAL MEDIA METRICS: THE VALUE-ADDED

OF A BACKGROUND IN TRANSLATION AFTER GRADUATION

Many terms exist to designate what essentially amounts to for-profit and
non-profit entities (as well as some individuals) ‘listening’ to what OSM
users are saying about them online. Commonly referred to as ‘social
media monitoring’ or ‘social media management and monitoring’
(SMM), i.e. the ‘active monitoring of social media channels for informa-
tion about a company or organisation’ (Financial Times 2016), the
practice is also referred to as ‘social media listening’ and ‘social media
measurement’. The practice of SMM is increasingly popular across all
market sectors, with government and public sector agencies even using
SMM to better understand the needs and reactions of citizens in relation
to government-produced documentation and policies. SMM is done
using SMM tools (software and/or applications), with some of the
most popular being Facebook Insights, Hootsuite and Radian6, although
many more exist.

In most social media teams, whether internal or outsourced teams,
SMM data is collected and analysed to enhance brand performance and
visibility. Essentially, this is a means of targeting online content (UGC)
more precisely and accurately to generate specific results, be it creating
interest in a product or generating commercial sales. For a corporate
brand, this might mean creating a new product or restocking a product
following customer requests. For a politician, this might mean creating
UGC that answers voter questions or that tackles a popular campaign
policy. For a celebrity, this might mean engaging with fans and promot-
ing a film or song or book. For a non-profit organization, this might
mean monitoring to see whether programmes are effective and create
engagement, and if so, what type of engagement. The list goes on. To be
clear: SMM is not necessarily about generating profit, although in most
cases it can assist in this vein. SMM is, essentially, a new(er) way of
conducting market or audience research. In some ways, SMM is to
OSM what reader–response theory might be to literature: it is a way of
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understanding the audience, intended or not. But, unlike literature,
which tends to be fixed (i.e. determined), SMM allows social content
producers (those who produce UGC) to ‘redirect’ the narrative. If one
engagement strategy doesn’t work, for instance if politicians are not
garnering the public’s support, or if a film is met with tepid reviews,
SMM provides an opportunity to analyse why and to identify what went
wrong, and to then adapt past, current and future UGC accordingly.
Suffice it to say, the data generated by OSM, which SMM tools can
subsequently ‘translate’ into empirical and qualitative analyses intended
for various purposes, has radically changed some of the fundamental
communicational power structures that have long existed between every-
day citizens and those in positions of power. Corporations, celebrities
and even university institutions, which were not always interested in what
the ‘crowd’ how to say, are now paying attention – they are listening.

Of course, the question is what does SMM have to do with translation?
As we shall see, there are indeed a few interesting connections to be made
between SMM and translation. For instance, the ‘simple’ act of ‘translat-
ing’ social media data into qualitative analysis is already a form of knowl-
edge transfer (knowledge translation) (cf., Göpferich 2010). In this
section, the objective is to demonstrate how SMM training could be of
value to translation trainees and what augmentation opportunities it can
afford graduates of translation programmes.

The increasing use of OSM has meant that companies, organizations
and individuals now have access to a wealth of online ‘conversations’ –
conversations they might not have been privy in the past. This has created
an entire industry sector focused on obtaining ‘social intelligence’ (i.e. the
data) from SMM. Here, translators are positioned to be some of the most
capable candidates in this market (this aligns with the concept of augmen-
tation [Davenport and Kirby 2015], i.e. something ‘machines’ cannot do
and that cannot necessarily be crowdsourced). With baseline knowledge of
SMM tools, which could be part of an OSM and translation course,
translators are a potentially valuable asset to any organization’s listening
strategy as they can monitor UGC ‘conversations’ not only in one, but
two or even multiple languages. Further, their acquaintance with different
cultural contexts makes them suitable to provide valuable feedback on
how to use social intelligence to ultimately inform subsequent localization
and translation initiatives. For instance, someone with a translation back-
ground can show a company where it makes sense to crowdsource transla-
tion and where it does not (e.g. professional translators for individual
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replies to customers versus crowdsourced translation for platform infra-
structure). As translation-specific jobs dwindle in the Canadian public
sector, once one of the key employers for professional translators in
Canada, adding OSM competencies, such as SMM, to translation curri-
cula, opens up a new set of employment options and makes the profession
relevant in new ways. Whereas a unilingual employee could only ‘listen’ to
‘conversations’ in one language, the translator has the linguistic and
cultural expertise to provide insight into at least two audiences, if not
more.

In my own professional experience at Library and Archives Canada
(LAC), I was part of the social media team that was in charge of creating
OSM content for the department and of reporting on social engagement
on various OSM platforms. Some of the colleagues in the team were
unilingual, and, during the course of my contract, none of my immediate
colleagues had a background in translation. Initially, I did not think my
translation background would be of help in my monitoring duties.
However, as the contract progressed, it became clear that having an
understanding of how culture impacts translation equivalence was an
advantage. For instance, when content was created in both languages
(e.g. a tweet or Facebook post), but contained sensitive content for a given
demographic, I was able to show this using the monitoring data, but also
to propose a translation solution to address the issue (as the proverbs
states: ‘two birds, one stone’). This saved time for the team, as both
monitoring and translation could be done by the same employee, as
opposed to having to go through the usual two-step process of first
analysing the data, then sending the data along with a translation request
to another team within the department. Though this example is anecdo-
tal, in recent years, a few of my students have graduated and found
employment in similar sectors as well. Further research is required to
track the number of translation graduates who have found employment
in similar roles, but if my teaching and professional experience and that
of my students’ can be leveraged here, there is increasing evidence that
translators possess many overlapping competencies to be effective SMM
experts.

SMM skills represent a form of augmentation for job-seeking transla-
tors, but it also represents the value-added of human translators and
translation expertise for companies and organizations at a time when
MT, or the automation of translation more generally, gives the impres-
sion of being the ‘better deal’. But what of the elite bilingual with SMM
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training? Unlike the elite bilingual, the translator affords additional
value-added: not only can translators analyse social intelligence in two
or more languages (something the elite bilingual could ostensibly also
easily do), they can also translate UGC or propose translation strategies,
something the elite bilingual might not be trained to do or even capable
of doing.

Integrating SMM training into a translation programme would not
necessarily pose as much of a problem as the integration of broader
semiotic or visual literacies. This is mostly because translation technology
courses could more or less seamlessly integrate SMM tools as part of the
course content, that is, one or two learning components (e.g., a block of
10 hours within a module or course such as ‘Translation Technologies’
or ‘Web and Translation’) that address SMM tools.15 While the degree
of sophistication and generated social data varies widely between differ-
ent SMM tools, the introduction of at least one SMM tool in the context
of translator training can serve as a basis for most other tools (the
essential metrics are the same, although capability and management
options vary).

In a specialized translation course (TRA3534 Specialized Translation
from English into French) offered at the School of Translation at the
University of Ottawa (Canada) in 2011, one activity proposed to stu-
dents was the translation of Radian6’s product information.16 At the
time, the site was only published in English and Radian6 had not yet
been acquired by Salesforce. For many students, this was their first foray
into SMM technology (i.e. experimenting with a trial version ofRadian6
in order to better translate the related assignments). Even though the
learning objective in this particular context was not to useRadian6 itself,
the students were happy to be made aware of SMM and the various tools
used in the industry. In fact, after course completion, some of the
students remarked that they now gave more consideration to employ-
ment opportunities related to social media, whereas this had not been the
case prior to the course. Although the course evaluations obtained for
TRA3534 2011 do not represent a statistical trend, the students’ com-
ments do suggest that they were keen and happy to be exposed to new
employment options using their translation skills. They reported feeling
that a degree in translation could be advantageous in communication
jobs that required bilingualism as a prerequisite. This supports the argu-
ment that exposure to SMM tools is of benefit to students in the current
economy (cf. Galt 2015).
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4.4 BUILDING OSM COMMUNITIES OF PRACTICE PRIOR

TO GRADUATION: LEVERAGING OSM IN THE CLASSROOM

The use of social media platforms in Canadian university classrooms is
being increasingly monitored, regulated and studied. This, however, was
not always the case. When Facebook was in its infancy, the notion that it
could serve any pedagogical purpose seemed implausible (cf. Roblyer et al.
2010). Features were limited, membership was not public or universal and
online connections usually had to be done through ‘friending’, which
posed some issues with respect to student/professor confidentiality. As
the platform evolved, however, new features, such as Facebook Groups and
new privacy settings, were added, making it more realistic to consider the
use of Facebook as a pedagogical tool. In 2009, when I initially inquired
about obtaining permission to use Facebook in the translation courses I was
teaching, no one within my department seemed to know of a clear guide-
line. The University of Ottawa did have licenses for campus-wide virtual
learning environments (VLE) at the time (e.g. BlackBoard), but students
reported general dissatisfaction with these tools: information retrieval was
not user friendly or intuitive; the site occasionally crashed during peak
times; and, perhaps more significantly, students did not feel the platform
was an integral part of their social experience – that is, they did not consult
it regularly and often forgot about its existence.17 As a potential solution
to these problems, I began to implement the use of OSM in the translation
courses I taught.

In 2010, I presented part of my initial research on the integration of
Facebook in translator training at the ninth edition of the Voyages in
Translation Studies at Concordia University in Montreal (Desjardins
2010). Optimistic that the research would be received favourably, I
was surprised to hear some of the criticism. Colleagues responded that
Facebook was a commercial entity, an ‘ad machine’, and that using it in
the classroom meant student exposure to unsolicited advertising and
surveillance.18 Interestingly, use of Facebook in all of my courses was
done on a voluntary basis; in other words, students were not obligated
to use the platform and they were informed of both data surveillance and
target advertising. Succinctly, there was no hidden agenda on my behalf:
Facebook was simply offered as an alternative to the campus-wide VLE
that so many found unintuitive. In 2011, I reported findings that indi-
cated that of the 200 undergraduates I had taught up until that point,
only five had opposed using Facebook, stating that they either didn’t have
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profiles (n = 2), which they later created, or that they had declined based
on an ideological stance (n = 3) as their rationale (Desjardins 2011). To
my mind, the colleagues that assumed student opposition and student
‘harm’ failed to recognize that students, in fact, were generally suppor-
tive and saw more benefit to using Facebook than not.

Like some of the colleagues at the Voyages conference, Fuchs (2014)
makes a compelling argument, suggesting that Facebook is problematic
because it masterfully veils surveillance and profit-making thanks to covert
and overt advertising. To a degree, their points have some merit. This is
why it is essential that students be made aware of how OSM functions
‘behind the scenes’: that is, to understand the free use of the platforms
means trading in personal data. However, to suggest that any OSM plat-
form is more fixated on profit than, say, campus-sanctioned VLEs is
equally problematic. Companies that develop and license VLEs are for-
profit. VLEs are a form of pedagogical surveillance in and of themselves
(cf. Selwyn 2011): they track student log-ins, times of log-ins, student
profiles, student performance and other metrics. In my experience, very
few students were informed that campus VLEs generated this data. Also,
little did students know that the VLE data was made ‘public’ to university
professors, administrators and on-campus marketing teams. It is interest-
ing how the issue of consent and surveillance pose a problem when OSM is
the topic of discussion, and how the perception varies significantly when
the topic turns to institutionally sanctioned VLEs.19

The position taken here is that OSM more directly aligns with social
constructivist theories in education (cf. Kiraly 2000) than other ‘institu-
tionally acceptable’ VLEs or alternatives, a position that is shared by other
researchers as well. For instance, Kelm (2011, p. 505) affirms ‘many
principles of social constructivism coincide with the ways that social
media enhances learning in our everyday lives’. He further states (ibid.,
pp. 507–508):

For social constructivists, knowledge is something that is constructed within
a social context. People within a community help each other out, lend
support, interact with one another, serve as shadow guides, and build on
each other’s progress. [ . . . ] In looking at the features of social media and
innovative technologies, we see that their strengths coincide with the prin-
ciples espoused by social constructivists. [ . . . ] technologies also enhance the
shift from verbal communication to visual and verbal thinking. [ . . . ] All of
this suggests that our implementation of social media and innovative
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technologies into our pedagogy correlates well with social constructivist
thinking about learning in general. It is for this reason that there is a certain
irony to the fact that educators sometimes feel that social media is a distrac-
tion to learning [ . . . ].

Since I initially started research on the topic of social media and translator
training in 2009, many new OSM platforms have been launched and have
increased in popularity (Instagram and SnapChat being two front-runners
at the time of writing). While I have used Facebook with much success in
my translation classroom, some educators, trainers and professors might
have found success using other platforms (e.g. YouTube, Twitter, or
Tumblr). If this is the case, it would be valuable to have data on this
activity published in research.

For the moment, we can consider some of the ways using Facebook,
notably, has appeared to be beneficial in translator training. I have argued
elsewhere (Desjardins 2011) that the use of Facebook enhances the oppor-
tunity for disciplinary communities to be formed at the level of training.
For translation trainees specifically, this means forging a classroom com-
munity centred on the discussion of translation. Such a community
encourages students to see the value of networking (which is essential
for anyone working as a freelance translator); to use translation metalan-
guage (cf. Delisle and Fiola 2013) in practice and discussion regularly; to
expose trainees to media-rich environments (exposure to multimodal and
multisemiotic texts); and to expose students to OSM more generally,
which includes fostering critical thinking about these tools (i.e. OSM
literacy). Moreover, professional translation praxis is, now, as localization
and crowdsourcing so adequately illustrate, collaborative and digitized.
Though translators have always collaborated to a degree (e.g. consulting
with subject field experts, or terminologists, or clients), new technologies
and digitization have created new types of workflow processes in transla-
tion projects, which require a command of digital and OSM competencies.
The use of OSM in translator training, especially at the undergraduate
level and for collaborative purposes, exposes students to the OSM plat-
forms and the types of ‘texts’ they will likely have to incorporate into their
professional practice at an early stage in their career development.

As more and more companies, institutions and individuals use social
media as a ‘voice’, the demand rises for translators and UGC creators to
be able to translate ‘this voice’ or ‘social media presence’, across lin-
guistic and cultural barriers. For instance, the Royal College of Surgeons
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and Physicians of Canada has an in-house translation team that sup-
ports the Corporate Communications team in translating and adapting
social media content, which is published in separate language feeds
(English and French) on LinkedIn and Twitter. This example shows
that competency in medical translation is insufficient in this context.
Tweet translation requires translators to be able to convey content and
to index content using limited character counts, appropriate hashtags,
while simultaneously maintaining a tone that is appropriate for a cor-
porate account of this nature. Translators who have never been exposed
to these challenges prior to professional employ run the risk of finding
this kind of work surprisingly difficult.

So while many arguments can be made for not using OSM in
translator training, I would argue otherwise. This is not to say that a
critical assessment of OSM platforms should not be made, but to insist
on a general proscription of OSM in education on the basis of surveil-
lance and profit generation does not put the student in a position of
personal agency, where they get to make the decision. If we want to
impart translator agency, then giving students the opportunity to voice
their expectations and to participate in different learning initiatives is
fundamental. As has been argued in other sections, social media are
pervasive: given that the role of training is to prepare trainees for the
marketplace that awaits them upon graduation, it follows that transla-
tion training, especially at the undergraduate level, must incorporate
technological change and innovation into the classroom, whether this
means using technologies in the context of practical translation activ-
ities (as the previous section argued for SMM tools) or as a part of the
teaching methodology more holistically.

4.5 CONCLUSION

This chapter sought to discuss the various roles OSM can, should and
could have in translator training in the context of undergraduate training.
Understandably, curriculum design and undergraduate programme devel-
opment is a complex process and one that is embedded in a contentious
debate about what university education should and should not be in
society. Because translation is a vocational pursuit, training, in whatever
form it takes, must inevitably address the market. This does not mean
espousing an uncritical stance; in fact, it is through the discussion of
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contemporary professional issues that some power structures within the
market can be exposed and countered. However, this cannot be done if
training does not take into account new social realities, such as the wide-
spread use of OSM. For these reasons, the position taken in this chapter is
that OSMmust be integrated into translator training, if not only to ensure
that graduates are marketable to employers, but also to ensure that trans-
lators possess the adequate skills necessary to critically think about the
OSM platforms, UGC, non-verbal communication, SMM tools and
the overall social landscape they will inevitably confront in professional
practice.

NOTES

1. The term and concept ‘military, industrial, political complex’ is also found in
the work of American sociologist C. Wright Mills in his book The Power
Elite (1956/2000). Giroux’s contribution lies notably in how he applies this
term and concept in a contemporary academic environment.

2. In some European countries, on-going professional development or con-
tinuing professional development (CPD) is compulsory in order to comply
with industry standards and maintain accreditation. For instance, in the
Netherlands, 80 hours of CPD are required over 5 years, an operational
norm that has been in place since 2010 (Rogers 2015, p. 27).

3. At the time of writing.
4. And the hypothesis can perhaps be extended to other universities as well,

although more research here is necessary.
5. ‘Augmentation [ . . . ] means starting with what humans do today and figur-

ing out how that work could be deepened rather than diminished by a
greater use of machines. [ . . . ] We propose a change in mindset, on the
part of both workers and providers of work, that will lead to different
outcomes – a change from pursuing automation to promoting augmenta-
tion. This seemingly simple technological shift will have deep implications
for how organizations are managed and how individuals strive to succeed.
Knowledge workers [which include translators] will come to see smart
machines as partners and collaborators in creative problem solving.’
(Davenport and Kirby 2015, p. 60)

6. If a user’s profile is private, presumably their audience is more limited, that
is, limited to those that have been granted access. Conversely, if a user’s
profile is public, this means anyone with access to the OSM platform in
question can see the content. Therefore, while a determinate audience
cannot necessarily be identified in either case, the range of possibilities is
significantly greater in the latter case.
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7. Although Munday (2016) talks about multimodality in his chapter on new
media, there is no overt mention of tactility or tactile screens, or how either
may impact translation.

8. At the time of writing, the hashtag #doubletap has 16,426,269 indexed posts
on Instagram (Instagram 2016).

9. An emerging field, which focuses on the analysis, design, and evaluation of
systems that can capture, process, or display emotions through the sense of
touch (Eid and Al Osman 2016)

10. ‘A mobile device is a handheld tablet or other device that is made for
portability, and is therefore both compact and lightweight. New data sto-
rage, processing and display technologies have allowed these small devices to
do nearly anything that had previously been traditionally done with larger
personal computers’ (Technopedia 2016b: online).

11. The use of ‘self-narrative’ recalls Mona Baker’s (2006) research on narrative
theory in TS, specifically the concept of ‘ontological narrative’.

12. The concept of an ‘appropriate conversation’ largely depends on where the
user would like their content to be seen. For instance, an appropriate
conversation could mean indexing a tweet that includes breaking news
alongside other tweets that discuss the same news item (in Canada, the
hashtag #CdnPoli is often used to index news stories that relate to
Canadian politics and breaking news in this particular arena). Another
form of ‘appropriate’ indexing might be to ensure that a post will be seen
by a specific demographic, in which case the hashtags used might not
necessarily connect content thematically, but rather strategically. For
instance, on Instagram, the make-up artistry community will often use a
variety of hashtags that have nothing to do with make-up per se, but that
would likely be searched by, say, millennials, that is, a demographic that
might buy the service or product these make-up artists promote. Other
service industry professionals (e.g. personal chefs and nutritionists) and
personal professionals (e.g. personal fitness trainers and life coaches) index
their content similarly, that is to say they use hashtags that do not explicitly
reference the content, service or product, but that would likely be searched
by a target consumer.

13. This data is based on personal professional translation experience and social
media analytics conducted over the course of a 6-month term contract at
LAC, as part of the Web and Social Media Team.

14. Although the example is anecdotal, it is striking that when I ask my under-
graduate students (who are enrolled in a first-year Introduction to
Translation module or a General Translation module) whether they think
images can be translated, they usually quickly answer no, only then to realize
that subtitling, dubbing and localization are, in fact, instances where visual
images are effectively translated.
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15. This proposal runs parallel to Munday’s (2012, p. 25) position: ‘For
instance, specialized translation courses should have an element of
instruction in the disciplines for which the trainees are planning to
translate – such as law, politics, medicine, finance, science – as well as
an ever-increasing input from information technology to cover compu-
ter-assisted translation.’

16. I was the lecturer for this course and data provided in this section comes
from the anonymous course evaluations given back to lecturers and profes-
sors after course completion.

17. Data and student commentary collected anonymously through course eva-
luations from 2008 to 2014.

18. This stance is shared by Fuchs (2014) who addresses the relationship
between surveillance and Facebook.

19. For more on the topic of commercial surveillance, OSM and VLEs, cf.
Weller 2007; Desjardins 2011.
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CHAPTER 5

Translation and Social Media:
In Professional Practice

Abstract Chapter 5 addresses the relationships between online social media
(OSM) and the professional translation market, and, more specifically, how
professional translators are leveraging OSM in creative – and sometimes
surprisingly lucrative and beneficial – ways. The chapter lists some of the
ways in which translators self-describe their work and their self-perceived
role(s) on various OSM platforms, with emphasis given to activity on
LinkedIn. Research in translation studies has sought to ‘unveil’ the very
people – the translators –whohave helpeddisseminate knowledge and culture
such that they be seen and recognized for their contributions. While this
chapter explores the positive aspects associated with translators’ digital pre-
sence, it also calls into question the potential pitfalls of this ‘digital visibility’.
Could the translation tweets, statuses and other forms of user-generated con-
tent not also paradoxically contribute to the translator’s invisibility?

Keywords Translation market � Professional translators � LinkedIn �
User-generated content (UGC) � Translator’s invisibility

5.1 INTRODUCTION

It has been acknowledged that a divide between theory and professional
practice has existed for some time within the broader field of translation.1

Some professional translators lament that translation theory is ‘useful’ for
specific types of translation practice, such as literary translation, but not for
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others (‘Is Translation Theory Useful . . . ’, 2011, online). Others remark
that the problem lies in how translation theory is defined and used (ibid.).
That professional translators (still) view translation theory as disassociated
from their quotidian tasks is unfortunate, as theory offers a critical lens
with which to refine one’s professional skills (cf. Chesterman and Wagner
2002; Meyer n.d.). As Szczyrbak (2011, p. 80) states: ‘[ . . . ] voices can be
[ . . . ] heard saying that translation theory is interesting, but irrelevant for
practicing translators’ (emphasis in original). From another viewpoint,
that translation studies’ (TS) theorists and researchers do not always
acknowledge workplace realities in discussions on translation theory only
serves to further this schism – a point Szczyrbak (ibid.) also speaks to.
Valid reasons can explain the lack of overlap and collaboration: the scope
of a given case study; the extent of one’s professional and academic net-
work; the myriad of niches within the larger translation profession which
lead to professional and academic silos (cf. Gouadec 2007); the various
national and legal jurisdictions that define translation differently across
the globe, making standardization of practice challenging; and the
(controversial, yet often overlooked) fact that some translation theorists
have never or rarely translated professionally beyond the odd freelance
contract. This is not intended as a reproach; it is possible that someone
who has not extensively translated professionally is quite apt in their
analyses of how translation functions within a social system or in their
analyses of translated literature, for instance. And it does not mean that
they are not capable translators. But it can indicate a lack of awareness as
to what effectively happens in professional translation contexts on a daily
basis, for instance, bearing witness to the dynamics of an internal trans-
lation team within a corporation; interactions with clients, superiors and
stakeholders; workflow management; generating return on investment
or how to make translation profitable; the integration of newer and
more sophisticated translation ‘tools’ (software; applications); and
even the phasing out of human translators altogether (cf. Delisle
2016). The question of ‘theory’ also depends on what researchers are
trying to achieve when theorizing translation: even if a researcher has
limited professional translation experience this does not negate their
aptitude for critical analysis, as previously stated. The study of transla-
tion and the agents of translation can help establish guidelines for best
practices, identify instances of poor practice, and further elucidate how
translation occurs (or doesn’t occur) in social settings, all of which are
essential in professional practice.
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In this chapter, the intent is to link translation theory and praxis with a
particular focus on the connections between online social media (OSM)
and these two areas. The debate, admittedly, is not inherently new, as the
concepts of originality and visibility, to name only these two, has been on-
going. However, that does not mean that we cannot pose these questions
in relation to OSM and see how this might (or might not) change
previously held positions. Notably, this chapter will give critical considera-
tion to the impact of OSM on the discourse2 of professional translation
produced by practicing professional translators. Building on previous
discussions on translator agency and visibility, the argument is that OSM
affords translators with a new means to self-represent within the larger
marketplace (i.e. alongside other professions). Visibility has been seen
(Venuti 1995; Chesterman and Wagner 2002) as an ‘objective’ to which
professional translators should aspire; however, could this increased digital
visibility on OSM have unintended effects? And if so, what are these effects
and is there a way to counter them? Moreover, in what ways have OSM
been leveraged by professional translators in the context of their practice?
Has the use of OSM – such as blogs, professional forums and Twitter feeds
dedicated to translation tips – been shown to be beneficial?

Further still, we might ask: has OSM created a more participatory transla-
tion community? OSM makes uploading, posting and sharing translator and
translation of user-generated content (UGC) easier than ever, which means
that now, the discussion of translation can go beyond academic or profes-
sional translation niches and silos, with stakeholders from other industries or
experts in other fields weighing in – which might constitute a step towards
what Venuti calls a ‘translation culture’ (Venuti 2013, p. 247). And while it is
true that newsletters and other printed or ‘traditional’ documentation have
also contributed to participatory culture in the past (cf. Standage 2013), the
difference with today’s OSM is their pervasiveness, their reach and their
potential for contributing to viral trends. In other words, unlike the print or
e-newsletter that reaches a pre-determined group of receivers, a professional
translator who posts translation-related UGC onOSM can find their content
reaching unintended audiences, and, in turn, having unexpected effects.

5.2 PROFESSIONAL TRANSLATION AND OSM
Recourse to the presumably ‘layperson crowd’ for crowdsourced transla-
tion has generated some controversy (see Chap. 3), but the translation of
OSM platforms has also shown just how vital translation is, regardless of

5 TRANSLATION AND SOCIAL MEDIA: IN PROFESSIONAL PRACTICE 97



the availability of lingua francas, otherwise such demands for translated
(social) platforms would not exist. In a sense, although the demand for
OSM in multiple languages has meant a rise in crowdsourcing and a poten-
tial threat for remunerated work, it has shown that a broad OSM user-base
generally values, wants and needs translation, despite currently integrated or
embedded automatic translation features (such as Bing Translation on
Facebook) and the global dominance of English. The profession is at a cross-
roads: while some can choose to dig in their heels and view crowdsourcing
and OSM as threats (which recalls some of the fear-based rhetoric regarding
automatic machine translation in the mid- to later twentieth century), others
can choose to view these phenomena as an opportunity for industry growth
and increased professional recognition. Professional translators are now
poised to make gains in the social media localization industry (as discussed
with the concept of ‘augmentation’ [Davenport and Kirby 2015] in
Chap. 4) – and here, localization is not used in the stricter sense of translating
strings of text intended for software, websites or video games, but rather in
the sense of contributing to a holistic cross-cultural OSM engagement
strategy for brands, government affiliations and non-profit organizations.
While cross-cultural communication seems to mystify some (non-translator)
communication experts as a recent phenomenon, it is the very foundation of
any translator’s training. Cindy King (2010), a cross-cultural marketing
expert, explains to her intended audience that localization (which she
appears to equate with translation) is absolutely necessary to achieve
‘successful’ cross-cultural communication and she does so in a way that
suggests this isn’t common knowledge in her industry (ibid., online):

[ . . . ] the localization of social media communication goes deeper than
cross-cultural people skills. Social media communication can be a little
more challenging than other traditional forms of communication such as
print communication or emails.

King also mentions that different cultures leverage the same OSM plat-
forms differently. For instance, networks are forged differently on
Twitter, job hunting is done differently on LinkedIn (she underscores
the ‘North American atmosphere’ of the platform), and the cultural
variations in professional and personal profiles abound (including picture
selection, inclusion of credentials, etc.).3 Interestingly, King also says
that being aware of and adapting OSM UGC is ‘much more than just
translation’. Implicitly then, she seems to suggest that translation is
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somehow ‘less’ than her understanding of a ‘more holistic’ form of cross-
cultural communication, which is a limited understanding of translation
most trained and professional translators know to be false. The position
taken throughout this book is that an OSM-savvy translator is in fact
far better equipped to manage social media initiatives than the elite
bilingual with a communications background (this argument builds on
content discussed in Chap. 4). This is because translators have a value-
added over professionals who ‘only’ have communications training. In
other words, not only can translators understand linguistic and cultural
nuances, they can also mobilize their translation skills to propose effec-
tive translation solutions in a given target language, whereas this is not
always the case for those with a communications background who are
unilingual, and, even in some cases, those who are elite bilinguals. This
line of thought runs parallel to Gouadec’s (2007, p. xvii; emphasis in
original) assertions that while many people still think of translation as
‘just’ a matter of languages, it is in fact significantly more than that:

It must be emphasized from the start that the qualified professional trans-
lator is a vital player, both economically and technically: professional trans-
lators are highly skilled technical experts, both on account of the contents
they translate and of the various ever more sophisticated IT tools and soft-
ware they must be able to use. They are in fact experts in multilingual
multimedia communication engineering.

Of course, not all translators will find their niche working with OSM and
UGC,4 but this is nothing new: translators tend to find a niche to
specialize in, whether this is medical translation, legal translation, scien-
tific translation or otherwise. Thus, OSM and UGC, in a sense, simply
constitute a newer market in which professional translators can gain
significant ground given their linguistic, cultural, technical and analytical
competencies.

Further, what the 2009 LinkedIn ‘translation scandal’ (see Chap. 3)
showed, and this was in part thanks to the very visible outcry via
translator UGC on OSM, was that translators tend to unite around
the same challenges, thus in turn creating a community of practice
with shared experiences. This indicates the participatory potential of
OSM for the profession and the translation industry at large. Whereas
translation has always been, to varying degrees, a collaborative endea-
vour, OSM has contributed significantly to creating new digital spaces
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of social and professional convergence for translators at all career
stages. In the UGC that they share on platforms such as LinkedIn,
translators have openly discussed some of the challenges that affect all
translators, which include many of the topics Gouadec (2007, p. xviii)
had already indicated to be commonplace:

the general lack of consideration for their work, the complexity and techni-
cality of the tasks involved, the impact of the ICT revolution on their
working practices, the upheaval caused by the Internet, the industrialisation
of the translation process and translating practices, market globalisation and
job de-localisation, the increasing encroachment of language engineering
applications, the rivalry between ‘linguists’ and ‘technicians’, the stringent
requirements of quality certification, the fight for official recognition of a
professional status (where this is not already effective), or even the fight for
survival of the more ‘cottage industry’ translators.

In addition, translator-produced UGC has not only been crucial in foster-
ing social and professional convergence among translators (i.e. Facebook
groups or LinkedIn groups), it also provides unprecedented insight into
the minds of translators (cf. O’Hagan 20115). While different approaches
have poked and prodded into translators’ thought-processes – advances in
eye-tracking analyses, neuroscience and think-aloud protocols (TAPs) have
brought about significant contributions (cf. Kussman and Tirkonnen-
Condit 1995; Bernadini 2001; Grucza et al. 2013; Tymoczko 2014;
Watts 2014) – little has been said on what translators’ UGC can contri-
bute in terms of a better understanding of why translators do what they
do, how they do it and how they talk about their work in online social
settings, specifically on newer OSM platforms such as LinkedIn. Some
might suggest translator UGC of this nature is simply a repackaged form
of TAP, and the connection is logical. However, there are a few distinct
and noteworthy differences: whereas studies based in cognitive studies,
neuroscience and eye-tracking techniques require sophisticated equipment
(which usually entails significant research and infrastructure funding),
participant consent and ethics clearance (which are not always givens),
the qualitative data (e.g. comments, user profiles, etc.) and quantitative
data (e.g. post metrics, number of ‘friends’ or ‘connections’, etc.) that can
be extracted from OSM platforms is far more accessible. Publicly available
UGC is, by definition, publicly accessible (although there can be copyright
constraints) and collecting UGC data is not as dependent on sophisticated
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technology as other forms of data collection. In fact, this is where social
media monitoring (SMM) tools can be very useful for TS researchers and
professional translators alike: not only do they track what is being said
about a particular topic (through hashtag tracking, keywords and other
searches), SMM tools can also track specific posts by topic and by platform
and provide empirical reports for each search. And though this may change
in years to come, using publicly available UGC does not pose significant
issues with regard to ethics clearance, which in turn can speed up the
research process. Thus, from the UGC that translators willingly share
publicly on OSM, two significant areas can be further studied: (1) the
discourse on professional translation produced by translators themselves,
and (2) the commentary and thought processes of translators with regard
to translation output more specifically. The second area does find overlap
with studies involving online translator networks (cf. McDonough 2007;
Perrino 2009; Folaron 2010b).

5.3 TS RESEARCH AND ONLINE PRESENCE

Another area that warrants consideration under the rubric of ‘professional
practice’ is the knowledge translation (cf. Göpferich 2010) of TS research
via OSM platforms. OSM platforms are a space for the dissemination and
discussion of new research within the field of TS. Some notable TS scholars
have made extraordinary use of OSM to publish their research or to create
forums for the discussion of TS research (Mona Baker and Anthony Pym
are two forefront examples, both having websites and various social media
accounts). Professional translation associations and TS associations have
also started to come on-board. At the 2015 International Association of
Translation and Intercultural Studies, a Facebook page was created so that
participants could upload all sorts of UGC: status updates, audiovisual
content (photos and videos), comments and links. On a surface level, this
may seem innocuous, but it is significant. Some delegates even ‘live-
tweeted’ the conference by uploading tweets about the conference presen-
tations and activities as they were happening, which has been relatively
unprecedented prior to the digital era (formerly, one presumably had to
wait for conference proceedings to be published). These ‘live-tweeting’
and ‘live-posting’ activities even garnered interest from users that were not
directly involved in the conference itself, but that seemed to have an
interest in translation and TS.6 As universities try to find ways of dissemi-
nating academic research in more cost-effective and engaging ways,
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OSM initiatives have relevance. Not only do they afford one strategic
method of disseminating research and updates about research to wider
audiences rapidly, they also place academic research, and in this case, TS
research specifically, within broader social discussions, especially when
popular (or ‘trending’) hashtags are used. OSM can thus index (i.e. same
type of indexing as hashtags) academic research in unexpected ways. For
translation, especially, a profession and area of study that is often the
‘victim’ of being misunderstood, grossly simplified and invisible, OSM
provides a new voice. In a sense, the 2009 LinkedIn ‘translation scandal’
also exemplified this: professional translators and TS researchers engaged in
the discussion of crowdsourcing translation (cf. Dolmaya 2011) and other
‘voices’, from beyond the field of translation, also contributed their
viewpoints.

The use of OSM to disseminate TS research also has the added benefit
of ‘crossing’ both tangible and symbolic borders, which might increase
consilience between otherwise isolated TS research communities and pro-
fessional circles. For instance, not all university or training institutions
have the same on-campus resources (libraries, electronic hardware, free
WiFi access, etc.) or licensing agreements, particularly when institutions
are compared on an international level. This can mean that some transla-
tion researchers, trainees and instructors have ‘less’ access to trade maga-
zines, scholarly publications and other relevant materials. While OSM
alone cannot fill this gap this entirely, a tweet about a new publication in
TS or a Facebook post about an upcoming conference has the potential to
reach audiences that might not have been attained through more ‘tradi-
tional’ channels. Equally important is the fact that UGC is not necessarily
constrained by institutional firewalls: virtually anyone with Internet access
who wishes to follow a research institution or academic publisher on
Twitter or Facebook can.

In recent years, research within TS has increasingly emphasized the
multidisciplinary and interdisciplinarity connections that have been made
with other disciplines (Snell-Hornby et al. 1994; Duarte et al. 2006; Snell-
Hornby 2006; Munday 2012). However, research can, like professional
practice, be insular in nature. Shouldn’t greater interdisciplinarity also
involve the inclusion of professional and individual voices? Of those who,
for geographic or institutional reasons, might not be able to contribute
through traditional research channels? OSM could be increasingly leveraged
in the knowledge translation and dissemination of TS scholarship.
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Certainly, the idea of freely publishing (either through open-access
licensing or through individually produced UGC), uploading and sharing
TS research on OSM7 raises a few issues. First, scholarship should ideally
be peer-reviewed and assessed rigorously prior to publication and disse-
mination, which is not something that is a guarantee for all UGC purport-
ing to be of scholarly quality.8 Second, copyright law and fair-trade
agreements cannot be overlooked. In recent years, OSM platforms have
been far more observant and strict with the dissemination of copyrighted
materials (YouTube, for instance, has warned users of copyright infringe-
ment and provides tutorials on fair use [‘What Is Fair Use’ 2016]). Third,
the dissemination of scholarship online also poses the same issue as
crowdsourcing: when anyone can do it, who are the real experts? A
solution might be to explore how OSM applications can be integrated
into pre-existing academic platforms. Are there ways of connecting social
media feeds to particular journal titles or publishers? Can translation
journals increasingly try to publish in open-access formats?

One example of a hybrid solution is that of What’s Trending in
Translation Studies (‘What’s Trending in Translation . . . ’ 2015), a
Taylor & Francis portal that includes the online journal format, but also
combines social media buttons that redirect to a Facebook page and Twitter
feed.9 The aim is as follows: ‘To make it easier for you to find the latest,
most popular research in Translation Studies, Routledge have put together
this virtual collection featuring the most popular online research in
Routledge journals. The articles included in this selection are free for
you to read online.’ This is a good example of how to maintain high
publishing standards (as the publishing house still reviews submissions
according to specific standards), while also placing recent research in
more accessible social contexts. One social feature that connects a social
conversation to TS research is that of the inclusion of a Twitter button on
the publisher’s website. This button, which redirects the user directly to
the publisher’s Twitter profile, makes it possible to quickly see what is
being tweeted about with regard to linguistics and translation research.
Figure 5.1 shows an example of a recent tweet that acknowledges TS
scholar Mona Baker:

Although not all Routledge content is accessible via this portal – for the
most part, it appears as though the virtual collection showcases very
recently published content exclusively – the move towards greater online
accessibility is welcomed, as is the inclusion of social features.
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In a somewhat related fashion, if a researcher wanted to see how
wider online audiences were engaging with their research or their UGC,
they could set up a personal SMM account. Much like SMM for corporate
brands, for-profit/non-profit organizations and institutions, individuals can
track their own personal social media feeds to see how other users are
engaging with their content. Some might view this as a corporatization of
research, as researchers might be tempted, then, to react according to what
is popular, trending or financially lucrative instead of producing research
that is not motivated by financial or symbolic capital gain,10 a perspective
that would fall in line with some of Fuchs’ (2014, 2015) observations.

In introducing how social media can have an impact on practice, be it in
professional or research practice, a number of questions and ideas have
been put forward. This chapter’s scope does not allow for an in-depth
exploration of all of these questions, but it will consider two key topics in
greater detail: the ‘new visibility’ that OSM affords and, paradoxically, the
‘new invisibility’ that OSM creates.

5.4 THE ‘NEW’ VISIBILITY

The topic of translation and translator visibility attracted significant inter-
est after the release of Lawrence Venuti’s book The Translator’s
Invisibility: A History of Translation, which was originally published in
1995, with a second edition following in 2008. This is not to say that

Fig. 5.1 An example of a Tweet that places a TS research in larger social con-
versations. Engagement can be monitored by the number of retweets (signalled by
the number next to the rotating arrows) and the number of ‘likes’ or ‘favourites’
(signalled by the number next to the heart icon)
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translator status had not been peripherally addressed prior to this, but this
was the first significant contemporary publication that addressed the topic
head-on, arguing that the translator should in fact have the same status,
not just in discourse but in some legal and commercial capacities, as the
author.11 Translators, throughout history, have been responsible for the
circulation of literature and knowledge. However, by making translations
‘fluent’, they have ‘masked’ the process of translation that creates the
illusion that the target text (TT) is in fact a source text (ST). For instance,
how many undergraduate students take philosophy courses in contempor-
ary arts and humanities programmes without once problematizing the fact
that Plato or Aristotle did not write in English?

Building on Venuti’s work, other studies have shown how copyright law
further marginalizes the translator and confines their work to a secondary
status (Basalamah 2009), which also contributes to the ‘problem’ of invi-
sibility. Copyright law, in some cases, can make the very act of translation
impossible, thus preventing the dissemination of content and creating
power imbalances. Presumably, if a work (e.g. a book, blog, or legal
document) is originally written in English, today, and copyright law pre-
vents or limits translation into other languages, especially into minority
languages,12 then this means English speakers/readers are then put in a
position of power over those who require translation but that need to work
through a legal system to obtain said translated versions. Another power
structure surfaces when we consider how translators must ‘ask permission’
for translation rights, even if now translation is seen as ‘a work in the legal
sense’ (Basalamah and Sadek 2014, p. 400): ‘However, because of the need
for an original, a translation is a secondary or derivative work and must
therefore get the blessing of the author of the original, so to speak, before
being undertaken.’ Thus, it is not only through discourse on translation
that translators and translation are made invisible, it is also through the
processes that emphasize ‘transparency’ and ‘fluency’, as well as through
the various legal structures that continue to view the translator and transla-
tion as secondary to and derivative of the author and ‘original’.

Yet, as Basalamah and Sadek astutely remark (ibid., p. 400), OSM and
UGC have come to significantly disrupt the notion of ‘derivative works’
(in which translation is subsumed), which, as we shall see, has implications
for translator visibility, and for empowerment as well:

As it continues to break down barriers for the creation and dissemination of
information, this interactive and networked medium [i.e. the Internet] is
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proving that creation and innovation can be better nurtured by collection
and recursive (hence, translational) activities than by legally imposed mono-
polies. [ . . . ] Today, the Internet is being fed more and more user-generated
content (UGC), most of which is derivative (mirroring translation), in the
sense of being heavily dependent on pre-existing materials that are copied,
modified and combined to create something new and original. [ . . . ] It is the
same challenge to the notions of authorship and originality that we are
witnessing today with blogs, forums and platforms such as YouTube,
because they have made it exponentially easier for anyone to become a
creator and producer of content, thus also reigniting the debate about
translation.

OSM and UGC have effectively provided another lens with which
to reconsider the ‘derivative’ status of translation. This debate is not
inherently new, granted: the concept of originality – and by extension,
re-writing – in relation to translation has been discussed through the lens
of literary refractions (cf. Lefevere 1982/2004), gender politics (cf.
Chamberlain 1988/2004), literary translation (Venuti 1998) and copy-
right (Basalamah 2009), to name only these few examples. But as
Basalamah and Sadek underscore, it is the explosion of digital technolo-
gies that are changing the discussion. If all UGC is a form of translation
(in a broader sense) or derivative, how can originality be defined in light
of this? In his book Free Culture, Lessig (2004, p. 184) argues that
‘capturing and sharing content [ . . . ] is what humans have done since
the dawn of time’. Translation, in essence, is one way humans capture
and share. So with translation occurring increasingly on OSM, what we
are now facing is an unprecedented degree and speed of ‘capturing and
sharing’: not only can content circulate rapidly regardless of linguistic
barriers (a first level of ‘capturing and sharing’), but content can also
quickly spread on various digital platforms in seconds, for instance, from
one social account to another, or from one platform to another (a second
level of ‘capturing and sharing’). As the law evolves to match current
content production and the speed at which content can and does circu-
late, it will be interesting to see how existing copyright laws will be
revised to account for new forms of UGC that are increasingly difficult
to monitor and control (for instance, regrams or latergrams that do not
cite the original Instagram post from which they were copied; Facebook
shares that do not credit an original user or producer of the post; and
blog content that is never monitored for plagiarism; or the translation of
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UGC and its use by bilingual users without consent or permission). Of
equal significance will be how such laws may or may not restrict creators
(a group in which translators can be included), a topic that is also central
to Lessig’s analysis in Free Culture (2004).

With regard to content creation and dissemination, the concept of self-
translation is equally thought-provoking: more and more bilingual OSM
users are relying on their own translation ‘skills’ to disseminate content
within their multilingual, multicultural networks. What happens when an
author self-translates a section of their own work and posts this content on
OSM? And shares it? Such activity could result in breach of contract with
the publisher or copyright infringement, even if the original work is that of
the author. This does apply in traditional print media as well, but, as
previously stated, the major differentiator is the medium: online activity
is much more difficult to regulate and monitor given the sheer abundance
of UGC and the speed at which it can proliferate. In addition, this says
nothing of what to do with regard to ‘ephemeral’ or timed content (i.e.
posts that ‘disappear’ after a given amount of time) such as that found on
SnapChat, for instance. In short, OSM and UGC are essentially the ‘wild
wild West’ of copyright, originality, derivative works and authorship.

Implicit in the discourse on translator/translation (in)visibility is the
notion of victimization, a point that Balasamah and Sadek (2014) also
address. Many translators deplore the lack of recognition and pay in some
areas of their work, yet they continue to work in these conditions without
too much contestation. Translators are victims of the law, the power
structures (institutional norms, workplace policy, etc.) and the discourse
that perpetuates the view that translation is ‘less than’ (ibid., p. 400).
Here, again, OSM might offer a viable avenue to counter this discourse.
OSM has been argued to be a mechanism for social change. Social change
occurs when an existing social order or paradigm is disrupted in favour of
new social order. Social change can occur to varying degrees and can
impact behaviours, institutions, relations or norms. Currently, the ‘social
order’ in professional translation is that the translator is almost by default
invisible or ‘less than’. Here, the argument is that OSM affords a way to
counter the current order, in favour of a new visibility.

Previously, translators could not really ‘talk back’ to the actors that
relegated translators and translation to a secondary status. For instance, at
the time of writing, the Canadian Translation Bureau (the most significant
employer in the industry in Canada) is phasing out a number of human
translators in favour of opting for machine translation, which includes the
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use of a tool called Portage (‘Online translator helps . . . ’ 2016, online).
Whereas in the past the backlash from professional translators might have
been equally strong, it might not have found an easy media outlet.
However, many professional translators in Canada were quick to mobilize
and use social media to voice dissent and frustration with the arrival and
implementation of Portage. These translators, then, were not ‘invisible’ or
‘voiceless’: their LinkedIn updates, tweets and Facebook posts give them the
opportunity to voice the value-added of human translator competencies
and, ostensibly, ‘to fight back’ in relation to the Bureau’s decision. And
this sharing of dissent can be proven empirically: in the first 7 days
following Le Devoir publishing of Delisle’s (2016) article criticizing the
Translation Bureau’s downsizing in favour of automation, the article was
shared 517 times on Facebook alone, which constitutes relatively significant
post performance for this kind of content.

OSM also radically changes professional networking within industries.
For instance, translators, like many other professionals, can now use
professional networking sites such as LinkedIn to represent themselves in
a professional capacity (no need, necessarily, for an HR ‘middle person’).
Whereas before, résumés were largely seen as confidential documents,
today, thanks to OSM platforms, publicly available professional profiles
have now become the ‘new order’. Though it is true that translation and
translator forums have existed for some time (ProZ being a popular
example), affording translators with varying degrees of professional self-
representation (translator profiles, blog posts, Q&As), sites such as
LinkedIn place translator profiles within larger networks of professionals,
thus placing translation ‘on par’, at least in terms of social networking,
with other creative and language-based industries – and even beyond to
other industries. If online social networks are a new way of gauging a
professional’s worth – in the same vein as likes and followers being a new
form of symbolic capital – then those translators who have amassed net-
works of 500+ connections (e.g. on LinkedIn) are examples of capable
social networkers. In other words, translators who are capable social
networkers are able to make themselves visible. Professional translators
can use social networking and can produce UGC to address topical issues
on their terms. Going back to the example from the Canadian Translation
Bureau, some of the press items related to the launch of the Portage tool
made it seem as though human translators are now redundant, which
contributes to the general perception that translation is ‘just’ about ‘swap-
ping’ lexical items (Delisle 2016). The irony is that this perception, that of
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translation being an activity that can be fully automated, is being pro-
moted by one of the most prominent employers in the Canadian transla-
tion industry. Thankfully for Canadian professional translators, they can
counter this perception by leveraging OSM and by providing a different
viewpoint: that human translation and human intervention in the transla-
tion process both still have significant value-added in today’s market.

Professional translators who choose to become LinkedIn members
(base subscriptions are free at the time of writing) are able to create their
profiles themselves (without a pre-determined template exclusively for
‘translators’). This means that they can list any of the tasks and skills
they view as being central (or even peripheral) to their translation practice,
which might serve to counter outsider perceptions that translation only
involves specific language skills. In a review of my own LinkedIn network,
most professional translators do include ‘translation’ as a skill; however,
they also include a myriad of other skills such as project management,
terminology, social media, research, data mining, analytics, teaching,
search engine optimization, grant writing, leadership, intercultural com-
munication, corporate communication, media relations and editing. Of
course, it is no secret to most professional translators that translation is
only one of the many skills deployed in one’s daily work. But, what is
striking on LinkedIn, and what seems to contradict the assumption that
most non-translators view translation as ‘only’ about interlinguistic trans-
lation (cf., Desjardins 2013b) – at least in Canada, anyway – is the fact that
these non-translator LinkedIn members can endorse a translator’s other
skills. So not only do non-translator members endorse translators’ transla-
tion skills, they also endorse (thus, presumably, acknowledge) translators’
non-translation skills (e.g. corporate communication, management,
leadership, data mining, etc.). Therefore, activity on LinkedIn suggests a
paradox about the discourse on invisibility and the limited, more popular
definitions of translation outside the professional and academic circle of
translation: although translation is at times perceived and framed as being
‘only’ an issue of interlinguistic transfer (cf. ibid.), activity in professional
social networking seems to suggest otherwise, first by how translators
represent themselves, but also in the way that other professionals (non-
translators) endorse translators. For instance, while any translator (or any
professional) can self-describe as being competent in the areas of ‘research’
or ‘terminology management’, this self-assessment of skills only goes so
far, as no one else has vetted this competency. However, if a former client
or superior or colleague, whose credentials can also be verified and traced

5 TRANSLATION AND SOCIAL MEDIA: IN PROFESSIONAL PRACTICE 109



back via their profile, provides the endorsement, then this would suggest
that indeed the translator possesses some degree of mastery in a given area.
Moreover, implicitly, this endorsement suggests that the endorsers
acknowledge that the translator can possess skills and competencies that
are beyond ‘translation’.

At the time of writing, no systematic revue of LinkedIn data (quanti-
tative and qualitative) exists in relation to the skills translators self-report
as having (self-assessment) or in relation to the endorsements they
receive within the translation industry or outside it. Such a study would
have significant merit as it would lend empirical weight to the assertion
that contemporary translators possess many skills that suggest market
versatility. In addition, this data could serve to support revisions to legal
provisions that continue to frame translation activity as derivative or
secondary: when additional competencies are required to render a work
in another language (let alone to create/re-create UGC on various plat-
forms), there is in fact new labour that is being generated (cf. Rogers
2015) and that would warrant legal protection and appropriate
compensation.

But perhaps more fundamentally, the profiles of professional transla-
tors on LinkedIn underscore that translators are no longer invisible. In
the way that translators can now promote their freelance practices, in the
way that they can now network with other professionals, in the way that
they can self-describe what they do and how, OSM have given contem-
porary translators a voice and an unprecedented level of agency.
Translators’ notes and prefaces have historically given translators a
means to be read or ‘heard’, but this was only for the readers of a
specific translated text. Because OSM has a significantly wider reach,
what translators say about translation, their profession and their process
on OSM (i.e. their UGC) has a higher likelihood of making an impact in
other professional circles and beyond.

While the goal here is not to endorse the use of LinkedIn, hopefully the
case for using social media as a tool for promoting translator agency,
relevance, visibility and accountability has been sufficiently made. OSM
can contribute directly towards Venuti’s (2013) idea of a ‘culture of
translation’ given that they not only give translators a voice, but also
provide a degree of visibility in the sense of visual and auditory representa-
tion as well: LinkedIn profiles also include multimodal components, such
as profile pictures, video blogs and soundclips – features most translator
prefaces and notes of the past could not provide.
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The idea of ‘translator profiles’ is also interesting. As work in TS
emphasizes the importance of profiling translators to better understand
who the actors (agents) of translation activity are (i.e. sociological
approaches in TS, cf. Gouanvic 2005; Heilbron and Sapiro 2007;
Simeoni 2007; Wolf and Fukari 2007), online social networks provide
great insight: data on LinkedIn (which is generally public depending on a
user’s parameters; see earlier comments about public UGC) can indicate
how translators converge to form networks and around which professional
poles they tend to gravitate. Moreover, information on academic and
professional backgrounds can also be gleaned.

In short, the argument is that online professional social networking is
one way to counter the invisibility of translation. By becoming visible on
OSM platforms, be it by creating their own professional profile or by
contributing UGC on translation and the profession, they are contribut-
ing to a new discourse that frames translators not as victims, but as
engaged professionals; that frames translation not as a derivative of lesser
value, but as a necessary means of cross-cultural communication, in the
way that King (2010) and other social media experts advocate.

5.5 TRANSLATION QUALITY AND OSM: #INVISIBLE

In this section, further consideration will be given to translation quality
with regard to OSM. It would appear that translation quality in the
context of OSM content most often refers to translation (i.e. process,
and, in some cases, product) being ‘invisible’, which is similar to the
‘zero-time’ effect discussed by Charron (2005) in the context of locali-
zation projects. As technological advancements speed up the translation
process, Charron argues that this creates the illusion that translation
happens simultaneously with the production of the original/source con-
tent, so users of the translation come to expect simultaneous, high-
quality output in no time (‘zero-time’) (ibid.). Applying this to transla-
tion and OSM, content that is deemed ‘good quality’ and that has been
translated usually makes no explicit mention of the translation process,
the time required for the translation and the translators; that is, good
translation = invisible. This is particularly the case for social media
accounts that choose to create two different and separate accounts for
each language in which they produce content (e.g. Library and Archives
Canada [LAC] and Bibliothèque et Archives Canada [BAC] two separate
Twitter accounts for English and French). Ironically, then, just as OSM
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affords a new visibility to the translator as subject, they can also erase or
mask translation to varying degrees.

As has been previously explained, hashtags are a way of tracking
popular conversation topics on OSM. It follows then that hashtags afford
a new way of tracking what the ‘crowd’ is saying about translation more
specifically. SMM tools can yet again offer more insight into what is
being said about translation and by whom, and it would be interesting
for future studies to conduct research of this nature. For instance, by
using an SMM tool such as Radian6 or HootSuite, researchers can
restrict parameters (i.e. search for a specific set of hashtags; create
SMM profiles) to see on which OSM platforms translation is being
discussed more frequently, how and by who, or to see what topics and
other hashtags tend to coincide with social conversations related to
translation.

In addition to being an efficient way of tracking social conversations on
the topic of translation, SMM is also one way of assessing translation
quality on OSM. For instance, in Canada, most government departments
have bilingual social media accounts that tend to be structured according
to one of the two following options: either there is one account that
publishes alternate English and French content (alternating posts or bilin-
gual captions), or there are two completely separate accounts for each
official language. Who is responsible for translating the UGC varies
according to the government department (some departments have
internal translation teams, while others outsource their content to the
Canadian Translation Bureau, while others may employ freelancers or
term-contract employees. In more recent developments, a new translation
tool, the previously mentioned Portage, is being implemented for stream-
line translation within the Canadian public sector [‘Online translator
helps . . . ’ 2016]). What SMM can track in terms of engagement is how
users within the larger OSM community respond to and/or engage with
the original UGC (ST) and the translated UGC (TT). Ideally, engage-
ment should be similar for both languages, regardless of the direction of
the translation (i.e. the content should be engaging in both languages to
generate the same engagement metrics). However, statistically, there are
fewer Francophones in Canada compared to Anglophones, so it does
follow that engagement metrics will always be lower in French (there are
SMM parameters that can be adjusted so that analyses only focus on
Canadian data; however, if one wanted to analyse activity for other demo-
graphics, SMM parameters can be reset accordingly). As a general rule, the
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idea is to generate at least some engagement in both languages for the same
UGC post.

Figures 5.2 and 5.3 show two versions of the same post, one in French
which was published on the French BAC Twitter feed and the other in
English which was published on the English LAC Twitter feed.
According to the data included in these tweets, the LAC and BAC social
media accounts accrued a relatively strong following for a government
department, which is indicated by the overall number of followers for
both accounts (16,823 followers). It should be noted that these data
were retrieved using SMM tools. What these two figures also illustrate is
the user engagement based on language. In Figs. 5.2 and 5.3, the
English UGC does have more engagement (more likes [2] and retweets
[3]) than the French (which has one retweet), yet the discrepancy
between each post’s performance (i.e. level of engagement) is minimal.
This suggests that the post was equally ‘successful’ (similar engagement)
regardless of the official language used. Moreover, users did not report or
comment on the translation, which suggests that readers of the post were

Fig. 5.2 Example of a tweet from Bibliothèque et Archives Canada’s Twitter
account (French)

Fig. 5.3 Example of a tweet from Library and Archive Canada’s Twitter account
(English)
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satisfied. Engagement (or response) metrics can provide insight as to
what is deemed to be of quality with respect to the translated content.

A number ofmodels for translation quality assessment (TQA) do exist (cf.
Brunette 2000;Williams 2004), though what constitutes ‘quality’ in transla-
tion varies extensively and has generated a degree of controversy in the field
(Colina 2008, 2009; Mateo 2014). According to Martínez Mateo (2014,
p. 73), a ‘successful’ TQA model is premised upon three key steps: defining
the concept of ‘quality’; establishing a methodology for measurement; and
finally, the assessment itself.While the concept of ‘quality’ likely varies for the
translation of UGC as much as it does in other types translation practice,
what is significant about SMM tools is that they can provide a ‘ready-made’
measurementmethodology andmeasurementmetrics. For instance, if ‘qual-
ity’ in OSM translation is defined more or less by the same parameters
attributed to good post performance more generally, then a ‘good’ UGC
translation would be one that generates equal engagement (e.g., equal
number of likes, or retweets, or views) across all linguistic accounts or bilin-
gual andmultilingual content. The data generated by SMM thus provides an
empirical method to measure quality as defined by the strength of engage-
ment. In addition, SMM can also track qualitative feedback from users,
subsequently adding another dimension to overall TQA. Comment and
reply features, on Facebook posts for instance, or reply features on Twitter
all give users the opportunity to provide real-time feedback for translated
content (just as much as they do for any UGC), and SMM can provide this
information in the form of metric reports. If a post performs well empirically
(i.e. a high number of likes, shares, views, etc.) and qualitatively (i.e. no
negative comments or user backlash; or, conversely, positive comments),
then one can hypothesize the translation was generally satisfactory, and thus
of ‘quality’ or ‘fit for purpose’.

SMM analysis in TQA is rather interesting, because it also enables social
media teams to adapt ‘poorly’ translated content (i.e. content that is not
engaging or that has received negative commentary) in real time. If SMM
data suggest a translated post is under-performing in comparison to its
original version, the social media team can revisit the translation to edit,
delete or adapt accordingly. For instance, on Facebook, all posts can be
edited simply by clicking the ‘Edit’ button and making necessary changes.
Edits are tracked, meaning that users can consult earlier iterations of the
post prior to being modified. Another solution is to delete the ‘poorly
performing’ post, and resubmit a new version altogether. In this scenario,
users are not notified of the deletion.
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SMM ensures that strategic translation choices can be made and
adjusted, and thus, that ‘quality’ is nearly always achieved. For instance,
if a post is criticized by users of being poorly translated in the com-
ments section, a social media team can track the commentary and make
the necessary changes. After the changes are made, the social media
team can continue to monitor the post to see how users react. Within
the social media team at LAC, if a post’s performance was underwhelm-
ing in both official languages (i.e. source and target UGC), the conclu-
sion was that the topic of the UGC was simply not of interest to the
user base (i.e. the audience). If post performance was underwhelming in
only one language, then discussion would follow as to whether or not a
translator could have mobilized other strategies (such as using other
hashtags or keywords) to engage that specific language demographic.
This is not to say the translator was necessarily at fault or that transla-
tion was the root cause of ‘poor quality’, but rather that in the context
of UGC translation, if content is not creating user engagement, adjust-
ments may need to be made. Moreover, as SMM analyses increasingly
track responses to translation, trends can be identified to further inform
subsequent translation strategies (here, we can recall the example in
Chap. 4 on the topic of hashtag translation and how #jeudirétro was a
more ‘strategic’ choice because it indexed more frequently than
#rétrojeudi). As the production of UGC continues to grow across
market sectors, translation in this area will as well. Consequently,
there will be a need to establish what constitutes ‘quality’ in the
translation of UGC to guide practice. Here, SMM tools provide one
way to rethink TQA methodologies in the digital era.

However, ‘quality’ in this context appears to be a double-edged
sword: when UGC is uploaded and generates significant engagement
(i.e. good post performance), this is seen as ‘quality’ UGC; conversely,
UGC that performs poorly, sometimes due to an issue related to the
translation process (e.g. mistranslation of a hashtag, awkward lexical
choice, etc.), is seen as being of lesser quality. Therefore, to draw a
parallel with Venuti’s work in literary translation, quality UGC transla-
tion usually involves ‘naturalness’ (pleasing ‘the mainstream’) at the
expense of visibility that might call more attention to the translation
process or the ST itself (‘foreignness’). While a novel and a tweet are two
very different text types, with different purposes and internal structures,
Venuti’s ‘naturalness’ and ‘foreignness’ still have relevance in an OSM
context.
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To further illustrate, let us return to the LAC/BAC example.
Ironically, although Figs. 5.2 and 5.3 are the tangible products of a
translation process (ST and TT) they also mask this very process and
make it appear as though bilingual UGC is ‘magically’ uploaded simulta-
neously – an observation again similar to that found in Charron (2005).
The fact that Library and Archives Canada/Bibliothèque et Archives
Canada UGC is published in separated linguistic feeds and on two
separate linguistic accounts might contribute to the public’s perception
that the tweets are in fact not the result of translation (i.e. translation
becomes invisible). As with localization methods that seek to ‘erase’
translation and make content appear as though it was always intended
for its target locale, many social media teams employ a similar strategy in
the creation and curation of UGC (i.e. ‘quality’ = illusion of no transla-
tion). Multilingual brands, for instance, want to seem as though all their
regional accounts have personalized/localized content, or at the very least,
that their brand has the same impact regardless of the language in which
the UGC is produced. Maintaining different feeds and accounts is one way
to ensure fewer comparisons between source UGC and target UGC are
made by users, which is strategic from a marketing perspective, but unfor-
tunately adds to the misconception that translation of UGC is instant, easy
and seamless. Many companies rely on social media management tools
(such as HootSuite) to create and stock UGC in advance of the publishing
date (i.e. the date a post or tweet goes ‘live’) to allow for revision, transla-
tion, fact-checking and other various quality checks. So while the percep-
tion is that of translation happening on OSM in ‘real time’ (akin to
automatic machine translation), this is hardly the case. As other parts of
this book have shown, translating UGC is not exclusively a matter of code-
switching lexical strings: hashtag indexing, adaptation based on SMM
metrics (see above), and, to a degree, the localization of UGC are all
elements that, when compounded, can significantly impact translation
turnaround times.

The literature on translation quality, OSM and appropriate UGC
translation strategies is quite limited. In fact, one of the only comprehen-
sive texts on the subject is in relation to tweet translation. In their work,
Hamilton and Lavallée (2012) collected approximately 1750 tweets and,
based on their analyses of this corpus, propose translation strategies for
what is ostensibly ‘Twitter translation’. Although they do not assess
quality using engagement metrics (such as number of retweets and likes),
they do address how to translate content in a medium that has character
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constraints, that utilizes hashtags, and that often involves implicitation and
explicitation of information depending on the language pair and direction.
In other words, the proposed strategies are informed by a definition of
quality that is not premised upon user engagement/post performance, but
rather on lexical, terminological and syntactic equivalence. Nonetheless,
their work is insightful and could be helpful to any translator working
with tweets or any other form of microblogging, especially those who are
less familiar with Twitter. In fact, used in a complementary fashion, SMM
and Hamilton and Lavallée’s Twitter strategies might be one way to address
quality from two perspectives: audience reception, in the former case, and of
equivalence, in the latter case. Though some of their suggestions may have a
slightly prescriptive tone, it is clear that Hamilton and Lavallée’s intention is
to help professional translators more effectively apply translation strategies
in a new context and in relation to a new medium. The publication includes
French and English content exclusively, which means that some of the
proposed strategies might not apply for other language pairs. This is a
welcome invitation, then, for other researchers and professionals to create
similar UGC corpora comparing other language combinations.

5.6 CONCLUSION

This chapter has sought to address some of the connections that can be
made between research conducted in TS and professional practice in the
larger context of OSM. One advantage of OSM for TS researchers is that
these platforms can be mobilized to disseminate TS scholarship beyond
the academe. Thanks to these platforms, researchers can now discuss
translation with new audiences, which has the benefit of not only creating
visibility for the field but also of fostering collaboration beyond it. Of
equal interest were the concepts of translator visibility, translator invisi-
bility, translation quality and TQA methodology.

OSM provide translators with unprecedented ways of gaining profes-
sional agency: they can create their own professional profiles (e.g. LinkedIn
profiles), self-describe their work and tasks and share as well as discuss
translation strategies via their online networks. These professional profiles
and these social discussions on translation give much insight as to how the
translation profession and industry are evolving, particularly in light of many
significant changes, be it unpaid crowdsourcing or other, newer ‘threats’
such automatic machine translation applications that have the potential to
replace the translator in many ways (e.g. Canadian Translation Bureau with
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Portage tool). Analysing professional translator profiles can give some indi-
cation as to how translators are staying competitive and relevant in the
current market. Interestingly, professional networking sites, such as
LinkedIn, can also give insight as to what employers are looking for in
professional translators since these sites post job ads and offers (i.e. a corpus
of translation job offers that could be further scrutinized). Observational
data from Canadian job ads on LinkedIn, for instance, suggest that posi-
tions calling overtly for translators are not numerous, and given recent
employment trends at the Canadian Translation Bureau, hiring within the
public sector has been on a steady decline (Delisle 2016). However, this is
not to say translation is not in demand; it is simply subsumed in other job
titles and in other market sectors, which align more and more with cross-
cultural communication, social media content management and social
media monitoring. This gives additional weight to the argument that train-
ing must adapt to the new market realities, which includes imparting social
media literacy to trainees or as part of on-going professional development.

This chapter has also considered how TQA models must be adapted
to reflect new quality metrics, which include effective hashtag indexing,
user engagement and overall post performance across languages and plat-
forms. Unfortunately, effective and high-quality translated UGC often
means making the translation process invisible and seemingly instant.
Undoubtedly, this will impact users’ and clients’ expectations of translation
speed. Translators who are able to self-translate and translate bidirectionally
might be poised to gain significant ground in the UGC translation market,
as their efficiency and versatility are key skills in a social media context.

It is clear then that as professional translation practice evolves in an
OSM context, new assessment methodologies (SMM TQA), new transla-
tion strategies (hashtag translation) and new ways of ‘doing business’ will
emerge, thus in turn creating exciting opportunities for the study of
professional practice and translation more broadly.

NOTES

1. ‘It is also true that [TS] has in some places been colonized by language
departments driven by the perceived attractiveness of academic teaching
programmes centred on the practice of translation but harbouring their
own academic prejudices. Ironically, this has also worsened the artificial
gap between practice and theory.’ (Munday 2012, p. 25; emphasis in
original)
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2. The definition of ‘discourse’ used here aligns the definition proposed by
Candlin 1997, p. iix): discourse refers to ‘language in use, as a process which
is socially situated. [ . . . ] In this sense, discourse is a means of talking and
writing about and acting upon worlds, a means which both constructs and is
constructed by a set of social practices within these worlds, and in so doing
both reproduces and constructs afresh particular social-discursive practices,
constrained or encouraged by more macro movements in the overarching
social formation.’

3. King (2010, online) says that in her experience, ‘Western’ profiles tend to
opt for the inclusion of real photos (i.e. the person’s photo) as they give an
air of credibility. Though other cultures may use photos as well, this can
create discomfort (ibid.).

4. Trends in the Canadian job market do suggest that interfacing with OSM
will become inevitable, particularly for new hires across all sectors (Galt
2015). Thus, it is likely that translators will have to work with UGC at
some point in their careers, whether they will want to or not. The position
taken throughout the book is that in light of these trends, translators would
be wise to seize the opportunities this new niche presents; however, that is
not to say that other professional niches will become unviable.

5. In a thematic issue of Linguistica Antverpiensia (Desjardins 2011a), a series of
articles broaches the topic of ‘translation as social activity’. Although the term
‘UGC’ is not used, in some of the case studies, the authors do use excerpts from
translator blogs and wikis to substantiate their research. The general position is
that the digital era has given rise to even more collaboration within the field.

6. This analysis was done by doing a simple Twitter search using any
of the conference hashtags: e.g. #BeloHorizonte, #IATIS, #IATIS2015,
#IATISBeloHorizonte.

7. In theory, most OSM can allow users to disseminate scholarly information,
regardless of their inherent specificity. For instance, although Instagram
might not be the most effective means to disseminate a research article, a
user could post a picture of something related to the research in question
and provide a link to the article. A tweet on Twitter can reference an article
by using a shortened URL. In other words, physical character restrictions or
content type (e.g. visual and verbal) do not necessarily dictate whether or
not a specific type of OSM can be effective for the dissemination of research.

8. Some OSM, for instance Academia (academia.edu), require the use of an
institutional affiliation, which is meant to verify credentials. This is usually
done through the verification of an active institutional e-mail account, but
other procedures also exist.

9. This is not a commercial endorsement on behalf of the author. No com-
pensation was received from Taylor & Francis or Routledge for the inclusion
of this example.
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10. This isn’t to say that researchers don’t attempt to gain symbolic capital
otherwise; given the highly competitive academic market, some researchers
are likely motivated to engage in research that is more favourably reviewed
by funding bodies or academic institutions, regardless of OSM usage or
SMM data. That said, SMM makes the process of knowing what is popular
that much easier.

11. It should be noted at this stage of Venuti’s research, the focus of his
arguments pertained to the translation of literary texts into English.
Extending his earlier observations to other areas in TS may result in general-
ization, although his later work does address visibility in other contexts as
well, for instance, in terms of compensation, decision-making and so on (cf.
Venuti 2013).

12. The definition of ‘minority language’ varies in the literature. Here, we
generally follow the definition used by the UNESCO World report
(UNESCO 2009) and that of the European Charter for Regional or
Minority Languages (ECRML) (‘European Charter for Regional or
Minority Languages’, 2014, online).
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CHAPTER 6

Conclusion

Abstract This final chapter concludes that this book’s content constitu-
tes only the start of a conversation linking translation and social media. It
suggests additional avenues and research projects that would be wel-
comed to further support or even counter some of the proposed claims.
A summary of the three key areas explored in the previous chapters, that
is theory, training and professional practice, is also provided.

Keywords Translation � Social media � Research � Theory � Training and
professional practice

This book’s primary intent was to begin filling a gap on the subject of
online social media (OSM) in translation studies (TS). The study of OSM
in relation to translation – whether as part of research on translation, of
translator training and of professional practice – further pushes the inter-
disciplinary boundaries of TS: connections can be made with mobile and
application development, social media monitoring (SMM), translator net-
working, hashtag indexing and so on. Given the scope of the subject, there
is no doubt that this book raises more questions than it answers. Yet,
asking questions is the point of departure for any research that seeks to
analyse and explain phenomena, especially as they are happening. A num-
ber of proposals have been made in this volume for the development of
research that seeks to connect translation and OSM, notably in the areas of
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theorizing translation activity in relation to OSM; OSM and translator
training; as well as the connections to be made between OSM and profes-
sional translation practice within the larger language services industry.

This book has sought to address three key areas in which OSM and
translation intersect, all of which also overlap with some of the main
branches of TS as mapped by Holmes (1972; 1988/2004): theory, train-
ing and professional practice. As research in the area of OSM and transla-
tion proliferates, the hope is that these three areas will be expanded upon
equally. At the time of writing, much of the focus in the existing literature
pertains to crowdsourcing and the implications of crowdsourcing, without
much consideration for the other ways OSM are impacting TS and profes-
sional translation.

If anything, OSM have shown that TS, translator training and profes-
sional practice must all continue to adapt to technological change, especially
given that OSM is a significant channel of communication across all market
sectors. Professional translators have a lot to gain given their skillset, but
they also have a lot to lose if they cannot compete against social media
experts who also happen to be elite bilinguals. Courses or workshops that
address social media literacy could be further developed to help translators
and trainees acquire the skills necessary for staying competitive in the
current OSM-pervasive market. This could even be done through in-
house training by SMM companies, especially in the case of professional
development workshops. Though not all may be favourable to the link
between corporate powers and OSM, the fact remains that translation
programmes are meant to respond to market requirements inter alia, espe-
cially in the case of translation programmes that purport being exclusively
vocational in nature (which is notably the case for some undergraduate
programmes in Canada). If trainees are not taught adequate social media
literacy and related competencies, translation programmes run the risk of
seeing enrolment numbers decline as bilingual students might find it more
strategic to gravitate towards social media studies or communications,
especially in countries that have similar bilingualism rates as Canada.
Social media literacy is also a key competency that can help trainees and
professional translators alike to find alternatives to existing paradigms. As
Chap. 4 revealed, some millennials have been able to leverage their knowl-
edge of social media in ways that subverted existing power structures.

In addition, without dismissing traditional peer-reviewed outlets, TS
researchers can contribute to translation and translator visibility by packa-
ging their research for dissemination on OSM platforms, which have far
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greater reach than most academic publications. This type of activity is
largely without precedent in the field, so it will be interesting to see how
events unfold in the future.

Some of the claims made in these pages are, to a degree, radical proposi-
tions that do have a number of implications – from reframing translation in
light of a hypervisual and multimodal era, to adapting course curricula, to
providing a parallel opportunity for peer-review – but that is precisely why
these questions surrounding the relationships between OSM and translation
must be scrutinized. Exploring the new avenues OSM may afford for the
study of translation phenomena creates an opportunity for the field to
progress in light of larger innovation and communicational shifts.

In terms of future research prospects, a particular area in which more
research would be welcomed is with regard to the self-translation (cf.
Grutman 2009) of user-generated content (UGC) by professional and
non-professional translators (i.e. the self-translation of UGC created and
published by individuals, not corporate or government entities). Do those
who self-translate on OSM use embedded automatic machine translation
(e.g. Bing Translated on Facebook), or are they bilingual individuals who
wish tomake their UGC accessible to all their friends or followers? Andwhat
about the illusion of self-translation on Instagram? Instagram can be
viewed as an insidious form of advertising, masking product placement as
personalized UGC (especially in the case of celebrity accounts or high-
profile accounts), which in turn blurs the lines between corporate sponsor-
ship and the anecdotal (Brown 2016). And translation plays a role in this:
many pseudo-personal accounts have translated product descriptions and
endorsements to ensure all followers can understand. The perception is that
the owner of the account is the one doing the translation (and in some
cases, they can be1), but this is not always the case, although disclosure is
rarely, if ever, given. How dowe classify this type of translation activity? Is it
self-translation even if it is only illusory? And if indeed it is self-translation,
what motivates the user to self-translate? Is the goal always capital gain? Or,
in the ‘like’ economy, is the goal to obtain symbolic capital in the form of
social media power?

More quantitative studies linking OSM and translation would also be
welcomed. For instance, empirical analyses of keywords and hashtags used in
professional translator profiles on professional networking sites, such as
LinkedIn, would provide insight as to what translators view as being their
dominant skills or what they view as being most relevant to include in a
professional profile. Job offers, postings and ads that are published on such
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professional networking sites also offer empirical industry insight. What
other employee titles are used to indicate jobs that require translation?
How many postings link translation skills with social media skills? These
analyses can be conducted using SMM tools, which indicates that knowledge
of SMM tools is not only helpful in the translation ofUGC (cf. Chap. 5), but
also in the data collection and analysis in the context of TS research. Further,
analysing this type of data could provide valuable information to help recent
graduates find employment.

It is probable that the social media platforms discussed in these pages
will be obsolete in 5 years’ time given the meteoric rise and subsequent
quasi-instant irrelevance of various social media platforms and applications
(e.g. MSN Messenger Friends and MySpace). However, while some of the
cited platforms and applications might indeed find an expiry date sooner
rather than later, this is not to say that the questions surrounding the
implications of social media for translation will lose their relevance. Visual
literacy, the inclusion of semiotics in translator training, the new possibi-
lities social media afford TS researchers – all these points are worthy of
discussion in the digital era. Moreover, we have yet to see the longer-
lasting impact OSM will have on future generations and what this might
entail for the study of intercultural communication in the years to come.

The study of OSM is a vast subject in and of itself, and given the wide-
ranging scope of TS research, it would be impossible to address all relevant
issues. However, the hope is that this book has taken some steps towards
addressing some of the current and key theoretical, pedagogical and
professional questions that surround translation in the era of OSM.
OSM were once seen as a social distraction, but now, they are an inescap-
able reality. It’s time for #translation to join the conversation.

NOTE

1. Instagram fitness celebrity Massiel Arias rose to social media fame by con-
necting with her audience in both English and in Spanish. All of her posts on
her main account (@massy.arias) are posted with captioning done in both
English and Spanish. When the account was initially launched, the content
seemed to be her own, indicating that she did her own translations (Sarumi
2014). Other celebrities, however, hire social media account managers to
schedule and publish their UGC (Kaufman 2013).
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