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Dear readers,

The global language technology (LT) market is likely to be worth some €30B in 2015. How can Europe’s LT
industry gain a large share of this market and develop into a more effective business force for addressing uni‐
fied multilingual communication requirements in a European Digital Single Market?

The industry believes that much of the next technology wave ‐ what IDC calls the third platform (driven by
mobile devices, cloud services, social technologies and Big Data) – will revolve around automating the pro‐
duction and understanding of content meaning and relevance (and not simply its technical/hardware acces‐
sibility and curation) for every sector of business, government and society.

There are already signs (virtual assistants, real‐time translation, intelligent content monitoring) that lan‐
guage technology will emerge from its current niche status and begin to play a much greater economic role
across a very wide range of social and entrepreneurial touch points. But the LT industry needs a map of the
territory and set of clear directions if it wants to evolve into a transformative business force in tomorrow’s
marketplace.

The way forward to embrace this opportunity is to grow the LT industry from a collection of scattered com‐
panies into an integrated ecosystem that can address the need for language intelligence through robust col‐
laborative actions that can scale effectively to provide European solutions to global problems.

This document translates this vision into an innovation manifesto. Drawing on two years of discussion,
research, experimentation and collaboration within the LT industry. It identifies eight key accelerators that
could help mature and scale this sector to support the emergence of a language‐neutral European single
market founded on seamless language intelligence. 

To back up these proposals, LT‐Innovate has also summarized and updated its facts and figures on the LT
Industry in Europe and appended them at the end.

I wish you a fruitful reading in the hope that our Manifesto will fuel a healthy. 

Yours sincerely,

Jochen Hummel
Chairman of the Board of Directors
LT‐Innovate
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EIGHT LT INDUSTRY ACCELERATORS

Creating a Common LT Vision

Transforming the LT Industry into a Collaboration
Network of Economic Advantage

Connecting Along the LT Innovation Value Chain

Focusing LT Companies on Business Demand, not
Technology Supply

Defining and Implementing a European Go‐to‐Market
Strategy

Encouraging New Talent to Sustain Growth

Mobilising Funding Options for Growing Companies

Building Capabilities through Resource Sharing,
Standardization and Showcasing 
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1. Creating a Common LT Vision

There are a number of European business associations in the translation vendor sector, but there has been
no independent business support organisation capable of rallying Europe’s language technology vendor
community until the advent of LT‐Innovate in 2012. As a result, a collective leadership or representative
forum for the nascent LT industry has been either national in character (if at all), or simply a transitory by‐
product of the LT vendors grouping together for HLT Programmes funded by the European Commission as
part of its R&D agenda.

While the Multilingual Europe Technology Alliance (META)1 , launched in 2011, has issued an agenda for the
LT research community with an eye to eventually spurring innovation in the commercial space, LT‐Innovate
has spent two rich years consulting, doing market research and reaching out directly to LT vendors who
transfer such technology to the market and adapt it to real‐world needs.

This groundwork has led to a shared vision of LT vendors’ offerings and technical capabilities. The industry
have also formulated a definition of how to support and grow the LT ecosystem by consulting and engaging
with LT players (see the LT 2013 Report2) to best serve their business interests in a digital innovation econo‐
my.

During the consolidation of the LT‐Innovate Forum, the acronym ‘LT’ was used to cover three markets with
common scientific and technological roots: Intelligent Content, which enables information production,
access and analytics, Translation, which supports multi‐ and cross‐language content processing, and Speech
Technology, which automates natural spoken interactions. The consolidation of these three segments under
a single umbrella has harnessed the synergies and potential of these technologies into an LT software and
services industry with an estimated global market of nearly €20B in 2011, and forecast to grow to nearly
€30B by 2015 with CAGR of 11.4% ‐ one of the fastest growing software markets.

The industry believe that this common vision will help coordinate LT technologies in the marketplace
through joint actions to ensure a competitive approach to addressing the current and future needs of differ‐
ent target industries. This should allow European LT vendors to take a major share of this €30B (2015) mar‐
ket. Coordinating and consolidating these LT vendors should also unleash a robust new ecosystem for the LT
industry itself, built around a group of medium‐sized, world‐class EU‐based companies.

1 META
2  LT 2013 Report: Status and Potential of the European Language Technology Markets
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2. Transforming the LT Industry into a Collaboration Network of Economic Advantage

Fragmentation in today’s European LT industry takes many forms. It is largely geographical, with very similar
companies operating in different countries without ever collaborating, competing, merging or partnering
within a single marketplace. As a result, these (usually small) organisations tend to live in a relative vacuum
when it comes to effective business support, marketing efforts, and financing.

Fragmentation is also due to the silo‐like nature of technology domains. Translation vendors very rarely col‐
laborate with other technology players in speech or natural language processing to investigate new types of
solutions for customers’ content localisation needs. Each technology sector has operated relatively inde‐
pendently.

If LT vendors buy into a common European vision of progress, however, they can start growing by network‐
ing and collaborating with each other to interact with markets and industries that they would never usually
approach on their own.

Collaboration can cover multiple forms of mutual reinforcement. Prudent experimentation and comprehen‐
sive best‐practice sharing will in due course reveal the most effective instruments and methods. LT‐Innovate
has already worked towards collaboration actions between vendors from different LT areas to propose inno‐
vative solutions to long‐standing buyer problems (e.g. collaborating on multimodal solutions – speech, text,
touch, semantics, etc. in new areas of content development and multilingual understanding).

Here is one example of such an action: a major vehicle manufacturer was invited to present a challenge to
the LT industry at the 2013 LT‐Innovate Summit, involving a “connected vehicle” programme. LT‐Innovate
then published a call for expressions of interest to its membership, and helped set up a collaboration proj‐
ect involving various skill sets, provisionally managed by one vendor prepared to act as an “integrator”. The
fields covered include speech technology, dialogue management, and multilingual access to information.
There is every reason to believe that collaborative projects such as these will meet real market needs, and
at the same time stimulate LT members to explore new business opportunities working as a “smart” team.

In light of these experiences, LT‐Innovate believes there is an opportunity for much more collaboration
between LT vendors and other ICT product/service suppliers, for example in the hardware supplier field now
that new devices in areas such as gaming, assistive technology, medical instrumentation and similar will
embody a decisive “interaction” or “conversational” dimension, deeply sourced in natural language capabil‐
ities.

The industry also foresees close collaboration in the form of strategic partnerships with Applied Research
Centres, which can work together with large industry buyers in search of new technology. It goes without
saying that such cross‐platform strategies between complementary partners will almost certainly require
new technical standards to ensure interoperability in certain segments of European industry.

All the above suggests that the industry must now step up the process of organising LT vendors into a clus‐
ter supported by a powerful network. A tight network of LT vendors, buyers, competitors, and collaborators
could stimulate information sharing, labour and competitiveness. This in turn will boost the visibility and
reputation of the LT industry among investors, government, and customers, while spurring greater interest
from new entrants. The aim, then, is to build a European LT industry cluster that can create a convergence
effect covering complementary technologies and economic activities (i.e. vertical and horizontal LT industry
convergence) that will step up its size, strength and impact.
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The cluster should:
• Promote the industry as a whole to the most promising target markets;
• Build the case for a language‐neutral single digital content and communication market in Europe;
• Develop strategic and tactical alliances within the industry, based on language and/or technology

domain, customer type/market segment (as appropriate) to address the most compelling market
opportunities;

• Support portfolio pool and productise to allow European LT companies to be more competitive in glob‐
al markets;

• Share knowledge, leverage the usage of key resources/infrastructures/tools, and pool complementary
skills/capacities for market development;

• Support the public policy‐making process and influencing all relevant high‐level policy documents, reg‐
ulations and support programmes that affect the LT sector and its markets;

• Monitoring LT industry progress towards this vision, using appropriate indicators.

The message, then, is that the LT business community should ultimately be able to operate across the full
value chain, working where necessary in strategic partnerships to cover all the critical touch points of a given
customer problem or vertical/horizontal industry need.

Creating this network of economic advantage should ultimately have a multiplier effect: one successful col‐
laborative project will accelerate and reassure the implementation of further new projects, by pooling best
practices and documenting and advertising new solutions on an industry‐wide basis across Europe.

3. Connecting Along the LT Innovation Value Chain

It will be necessary to work with the entire LT ecosystem to construct a process model that will enhance
innovation throughout the LT value chain3. This covers LT vendors of many different specialisations, as well
as LT researchers, and above all LT customer organisations and companies. The industry should provide a hub
through which LT vendors can become fully integrated as international business partners.

Close collaboration between European LT vendors is the cornerstone of this process of transforming the
power of the network into an economic advantage. One potentially far‐reaching trend in this process will be
better communication between our different language technology silos. Our three provisional segments ‐
Intelligent Content, Speech Technology, and Translation Technology ‐ are largely an artefact of the deploy‐
ment of these technologies in restricted environments during the last half century. There is plenty of evi‐
dence to suggest that the industry will need to restructure and innovate on many fronts, especially by break‐
ing down the walls between LT categories and creating a unified model of LT integration.

Currently, LT researchers have their own networks and support systems, and customers in most large verti‐
cals have their own industry organisations or IT‐related pressure groups. The LT vendor industry needs to
provide itself with similar organisational support. But to be maximally effective, LT needs to be more close‐
ly integrated into the innovation process as a value creator.

Instead of providing either very high‐level “notional” support or extremely local/national practical support
to small clusters of LT vendors, the appropriate approach would be based on market demand, collaboration
and technology transfer. In this perspective, innovation is not simply someone doing something new with a
given technology; it is in fact a structured process that necessarily depends on multiple interfaces between
different members of the eco‐system who need to work together in various ways to create products and
services required – but not yet explicitly formulated – by the marketplace.

3 See LT‐Innovate Strategic Research and Innovation Agenda
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This means that collaborating under a cluster‐based umbrella provides an active collaborative strategy that
relies on a well‐connected network to increase connectivity and interaction between LT vendors as the net‐
work grows.

This kind of collaborative approach can bring the following benefits:

• LT buyers in the most promising market segments will be able to explore future innovation scenarios
with the most advanced technology providers.

• Specialised clusters of SMEs will be able to engage into innovative forms of trans‐European cooperation
to overcome the fragmented market.

• The applied LT research community will be able to link up with the market on issues such as infrastruc‐
ture and technology transfer.

A value chain means cultivating ideas and allowing them to flow cooperatively via all stakeholders to respond
to emerging or current market needs. In a typical software value chain, partners are usually slow to adopt
new solutions, so companies offering software products and services usually need to collaborate with ven‐
dors offering complementary services and development environments both horizontally and vertically. Let’s
look at this more closely.

Connecting and accelerating horizontally

Europe’s LT companies can best meet the implications of a third platform digital intelligence for Europe by
combining their efforts in a go‐to‐market dynamic that views the flow from research to delivering end‐prod‐
ucts as a coherent process. This value chain is summarised in the diagram below. 
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Note that in this model, LT vendors act in two‐directions simultaneously: they must learn about emerging
market requirements, but also challenge the R&D community and find out about new capabilities opened
up by academic research. This means they must operate in terms of the following innovation cycle:

1. Explore with customers what language/knowledge‐related needs they will have to address for their
end users (consumers or other businesses) within the next 3, 5 or 10 years.

2. Propose innovation projects that will aim to provide solutions for given needs or sets of needs with
given customers in a given industries.

3. Procure or source new ideas and proven achievements relating to these solutions from the R&D sec‐
tor, and/or stimulate the R&D sector to invent new technologies that address the challenges facing LT
vendors in their projects.

4. Work with both R&D and with the customer to build the solution, test it and raise awareness about
them for the market as a whole.

5. Leverage this entire solution (by marketing, knowledge sharing, and awareness‐raising) to extend solu‐
tions to new sectors, or buyers or social or technical challenges.

Agreeing on this collective approach to the LT innovation value chain will provide a shared framework for dis‐
cussing the key support actions required at each stage of the process. Once armed with this map of the ter‐
ritory, the European vendor community should be better positioned to:

• Build and promote a unique “innovation” identity and branding, and deliver a compelling message to
engage with European buyers in the marketplace to explore their emerging needs. This will deliver a
consistent brand narrative. 

• Work on separate but complementary components of large‐scale real‐world problems in vertical or hor‐
izontal markets.

• Investigate complex and time‐consuming language‐dependent processes throughout industry and soci‐
ety where LT can supply solutions. 

• In each case, extend LT capabilities vertically along the value chain by building on targeted geographic
languages or markets.

• Explore collectively the potential for collaborative projects with the European R&D sector as a whole,
as part of an overall effort to establish LT as a strategic and leading “innovation cluster” in Europe.

Connecting Vertically

Far from being a set of niche technologies, LT could be as strategically relevant and important for Europe as
the advent of a phenomenon such as cloud computing. One of its key roles will be to enrich and leverage Big
Data as a multilingual resource, by providing a tool set for collecting, interpreting and summarising data find‐
ings in a user friendly way. The Digital Single Market for content, the Future Internet, and the trans‐European
Digital Service Infrastructures will all eventually depend on a translation technology component to overcome
language barriers. This is why LT is currently being reappraised as a key enabling technology for a multilin‐
gual continent such as Europe, as it is in other multilingual geographies such as Latin America, South Africa
and India.

By coordinating collaboration using a cluster‐based approach  that harmonises cooperation among LT ven‐
dors (i.e. makes links within the cluster) as well as with other stakeholders, the LT industry should be able to
create genuine bridges across the entire generic LT value chain from applied research to industry buyers/con‐
sumers.

Different levels of cooperation among value‐chain stakeholders will generate new developments and
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demands within the innovation generation cycle of the value chain, by:

• Mapping functional gaps in customers’ needs and existing LT offerings.
• Filling these gaps by developing innovation projects led by LT vendors.
• Dramatically improving awareness of LT among targeted market segments.
• Developing new initiatives for integrating complementary technologies.
• Guiding applied researchers by translating market demand into new research challenges.

To ensure a balanced vertical integration within the value chain, there must be agreement on common
“business objectives” and on the right level of strategic fit‐to‐market by integrating LT players with different
functionalities/tools/solutions together with service providers (integrators, consultants or hardware partner
channels), and by adequately screening funding opportunities.

LT vendors who recognize this need to operate in an integrated framework that breaks down barriers
between “siloed“ vendors will start to package LT solutions vertically in the value chain. This will enable them
to differentiate themselves in the marketplace and take advantage of new market opportunities.

4. Focusing LT Companies on Business Demand, not Technology Supply

Does my customer want a device powered by an internal spiral mainspring which turns the gears that move
the hands, but which requires periodical winding using the crown to provide the energy to run the device?
Answer: No, she wants a watch to tell the time accurately.

Until now, LT vendors have tended to see their role as being suppliers of niche technology to a select group
of buyers. The way they advertise their businesses, categorise their products and talk about them to vendors
and to each other is predominantly technology‐based. This has understandably derived from the R&D back‐
ground of many LT vendors, and low numbers of genuine entrepreneurs at the helm of these companies.

Like other software products, LT products tend to be rolled out in regular versions which feature incremen‐
tal technology advances, bundled into consumer software but usually advertised with a strong focus on the
“technicity” of the application. Offerings are positioned as interesting technical breakthroughs, or tentative
contributions to solving real‐world problems. But they have not always managed to engage with the real IT
or business environments of their customers and pave the way for richer innovation partnerships with them.
Tomorrow’s agenda will have to be different: LT vendors will need to develop a more customer‐centric, busi‐
ness‐oriented strategy aimed at capturing customer mind‐set and attention.

LT‐Innovate is therefore taking steps to switch the business focus of LT vendors from “this is my technology”
to “what are your end‐user needs and how are they changing?“ Buyers of technology tend to think in terms
of where to save money or boost quality and efficiency in internal workflows or customer experience inter‐
faces. Technology may be part of the solution, but it often involves a complex mix of technology, services
and process embedding. Understanding and addressing this issue should be a primary target for LT vendors.

To exemplify what can be achieved, LT‐Innovate began working with a global chemical company that realised
that it had a problem about sharing knowledge efficiently across an increasingly multilingual workforce.
When queried, the natural reaction of the LT vendor community was to see this as a “translation” problem
that required a technology fix using state‐of‐the‐art solutions from “translation vendors”. But what the com‐
pany actually wanted was a multilingual knowledge management solution that both preserved the working
habits of its long‐term workforce while building added efficiency into its new IT environment. In other words,
it needed a solution that addressed a complex range of interrelated needs that required a more strategic
view of human and machine interaction. This suggests that European LT marketers should focus on people
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and business needs more than on their core technology.

LT‐Innovate strongly believes that this kind of complex workflow problem‐solving will provide a number of
interesting innovation partnering challenges in the years ahead. LT‐Innovate will seek to help LT vendors mar‐
ket themselves less as technical experts focused on a small piece of a bigger puzzle and more as expert serv‐
ice solution integrators who are ready to listen to the needs of their customers and interact with all stake‐
holders.

5. Defining and Implementing a European Go‐to‐Market Strategy

If LT vendors want to sustain their businesses in the face of greater global competition from the US, China,
Japan or India, they need to expand internationally. This requires a positive European Go‐to‐Market strate‐
gy that gives primacy to supplying solutions to buyers, based on an understanding of what the market wants
and not simply on what a piece of technology could do.

Crucially, the vendors need to formulate a 4 Ps ‐ product pricing, promotion and placing ‐ framework for their
offerings and adjust their strategy to the maturity level of the industry in light of the third platform and the
emergence of tomorrow’s “smart” industries. Vendors will therefore need to answer the following ques‐
tions:

‐ Who should be our potential customers and what are their specific needs? 
‐ Who are our competitors? 
‐ Does it make sense to work together with other companies in strategic partnerships to offer complex

service solution?

LT‐Innovate has helped prepare for such a robust Go‐to‐Market strategy by LT vendors by providing various
types of market intelligence ‐ tracking players in the current market, for example, and sharing relevant infor‐
mation with members. It has also launched collaborative innovation partnering sessions that encourage buy‐
ers to better define their LT needs for vendors.

One example: LT‐Innovate asked a major national tourism office to talk about its upcoming needs in multi‐
lingual communication and big data analytics. This organisation then challenged the LT industry to come up
with innovative solutions for their basket of requirements. The vendor community replied by organising a
combined solution that covered a number of different requirements including translation, sentiment analy‐
sis, next generation spoken language solutions, and more. The process is still in progress and is set to evolve
into a fully‐fledged innovation project.

This new focus on identifying business needs and building robust marketing strategies will be continued,
with the aim of helping LT vendors to fine‐tune their product strategy, and encourage customers to offer
innovative services by adding LT solutions to their product and service mix. Currently, LT vendors need to get
closer to large customers facing challenging issues of business process optimisation linked to processing data
in various languages, and approach them with a clear and specific business solutions and use cases based on
such factors as ROI and time‐to‐market.

Going to market effectively will also depend on choosing whether vertical or horizontal business solutions
are a better target for LT players. Focus groups carried out with vertical and horizontal industries in Europe
(tourism, healthcare, security, publishing and others) have pinpointed the critical need to educate markets
about the opportunities opened up by LT. This means that vendors must be capable of showing how their
solutions can optimise very specific knowledge–related workflows, help make them more competitive, or
meet consumer expectations in a broad range of potential markets. At the same time, it is important for ven‐
dors to understand customer fears about such issues as competitiveness, security and privacy when engag‐
ing with new LT solutions.
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Overall, then, defining a go‐to‐market strategy requires a subtle mix of art and science. There is no silver bul‐
let. LT vendors need to identify potential markets (drawing on LT‐Innovate intelligence), share the LT vision
with their prospects and build a value proposition to sell to the market.

This sort of collective work will in turn help nourish ideas for new examples of innovation, which can be fed
back to the R&D community to explore viable technical solutions. In this way, helping LT‐Innovate members
with their marketing strategy will be critical to accelerating sustainable innovation along the value chain.

6. Encouraging New Talent to Sustain Growth

Many of the current LT vendors in Europe originated as spin‐offs from university departments or as a result
of European Commission‐funded R&D projects. If these vendors want to grow, they must also develop effec‐
tive relations with their potential talent pool.

The LT community should therefore establish an aggressive agenda for educating and growing its own work‐
force over the longer term. It should pinpoint specific skill sets that will be needed over the next 5 to 10 years
(in subjects that go more deeply into innovative and often cross‐disciplinary topics) and encourage acade‐
mia to open up training and education in subjects that serve a demanding LT innovation agenda. It should
also focus on the kind of compensation, incentive and recognition systems designed to keep this talent with‐
in the community.

7. Mobilising Funding Options for Growing Companies

A crucial condition on the future of LT in Europe is to have a financially sustainable industry. This usually
means having more than one source of income and more than one way of generating income. It involves
strategic thinking, regular financial planning, a good public image, being clear about your values and finan‐
cial independence.

However, the evidence suggests that the key issue facing Europe’s LT vendors today is quite different to the
problems that face companies created as part of the current start‐up boom. Many companies delivering
products and services in the language & speech technology sector have been doing business for more than
a decade, and are not necessarily concerned by an “exit” strategy. On the contrary, what they need in terms
of financing is a chance to grow their business across Europe’s borders and even go truly global.

This means having access to the kind of financial instruments that can fund growth over a much longer term
than that available from a purely venture capital perspective. The industry would benefit, therefore, from
new sources of investment that can fund the growth of the more robust existing LT companies, rather than
financing a cohort of start‐ups of which many might never survive for more than a year or two.

As yet, however, the appropriate policy measures and the resulting funding instruments to implement them
are not available at European level. The industry should therefore lobby the relevant decision‐makers in a
concerted effort to develop funding for the “Europeanisation” and “globalisation” of growing companies.
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8. Building Capabilities through Resource Sharing, Standardization and Showcasing

The LT industry believes that the best way for Europe to demonstrate its commitment to innovation and its
identity as an ambitious player in the digital economy is to subscribe to the European Language Cloud (ELC)
initiative as a critical infrastructure action for the industry as a whole.

This ELC platform5 concept  was launched by LT‐Innovate in 2012 and has since collected very positive reac‐
tions in a recent industry survey6. The LT industry as a whole should now identify the mechanisms required
to build this resource to marshal LT resources, standardise and simplify access procedures and eventually lay
the foundations for a European resource marketplace.
In parallel, legal frameworks and enterprise‐wide standards should be harmonised so as to enable the cre‐
ation of new alliances that address specific LT issues – for example, standardising7 LT resources for domains.
This can be achieved by stimulating voluntary cooperation among industry, consumers, public authorities
and other interested parties to agree on technical specifications that streamline the innovation process.
Standards will be required at various levels in the global hardware and software environment to ensure
smooth connectivity and interoperability in the complex world of competing IT products.

Once built, the ELC could also serve to offer a showcase of forward looking applications in various vertical
industries that could illustrate expertise and provide demonstrators to potential buyers. Such a showcase
could also help give a single voice and identity to the industry and offer a central site from which to launch
other awareness‐raising campaigns.

5 See LT‐Innovate European Language Cloud Programme
6 LT‐Innovate survey report: European Software Companies need a Language Cloud!
7 LT‐Innovate survey report: European Software Companies need a Language Cloud!
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Facts and figures about the LT Industry in Europe

Why the Language Technology Industry is particularly relevant in Europe

Although for convenience, the industry talk of translation, speech technology and content applications as
core language technologies, what is critical about LT in the digital age is that it mediates knowledge con‐
tained in “documents” written or spoken in different tongues. Some of those documents are indeed texts or
databases, but millions of them are now momentary conversational interactions. Making these acts of
human knowledge sharing truly interoperable for machines and people underpins the entire LT agenda for
Europe.

Linguistic interoperability is also vital for European economic growth and competitiveness. Significant
amounts of business are being lost to European enterprises due to the lack of language skills and the capac‐
ity to contextualise information. According to ELAN (Effects on the European Economy of shortages of for‐
eign language skills in Enterprise), 11% of exporting European SMEs (945,000 companies) may be losing busi‐
ness because of communication barriers. Longer‐term business partnerships depend upon relationship‐
building and relationship‐management, making cultural and linguistic knowledge of the target country an
essential ingredient. In Europe there are 23 official and more than 60 indigenous, regional or minority lan‐
guages, spoken by 500 million Europeans. Compare that to North America where 529 million people share
only English, Spanish and French as official languages.

Currently, 60% of SMEs are capable of publishing in more than one language, and are already publishing
website content in more than two languages, with the exception of the UK, where 60% of SMEs are mono‐
lingual (i.e. English) publishers. For SMEs involved in cross‐border trade, the level of preparedness in the use
of languages for publishing content is extremely important, as the number of languages has to increase.
Among SMEs with no multilingual strategy, 72% of them believe that publishing multilingual content helps
to develop and support international business and 48% of them consider that multilinguality helps to
improve brand perception. For SMEs, the cost of translation is the main barrier to a implementing an online
multilingual content strategy, as publishing costs rise by one third. Retail, media and manufacturing are the
leading markets today driving the adoption of LT and multilingual content publishing when going cross‐bor‐
der in Europe.

LT for consumers

LT is also growing more relevant as a service for online consumers. These tend to use online translation as a
natural extension of their everyday digital tasks: 90% of consumers say they use automatic translation when
browsing, collecting or searching for information online; 84% us it for translating a piece of information, and
51% when authoring a piece of information.

Approximately 85% of consumers across Europe use automatic translation systems, largely preferring free
automatic translation systems such as Google Translate, Bing Translator or Apertium to commercial solu‐
tions such as Systran or Babylon. Free automatic text translation systems are perceived as moderately accu‐
rate, and Google Translate was reported as the most widely used automatic translation system. Automatic
translation is widely used on a daily basis, with a higher frequency at home than at work.

Speech technology is no longer the stuff of science fiction for consumers, who are rapidly adopting new
mobile IT platforms and hardware. Indeed, speech technology is set to become a ubiquitous feature, driving
a new wave of commercially viable solutions from speech technology suppliers and service providers.
Companies such as Samsung (hands‐free voice control included in the Samsung Galaxy SII), Vlingo (voice‐
driven, hands‐free texting while driving), and Plantronics (a headset for communicating hands‐free with your
mobile via a dedicated voice button that allows you to call for news updates, read email or get driving direc‐
tions, and a hands‐free text and voice service) are pioneering these new practices.
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Although many consumers may not realize they are using “speech technology” as such, 64% of European
consumers use it to interact with devices in their daily lives. Mobile voice search, voice control of devices,
and self‐service suites are example of viable speech interfaces. 53% of consumers in Europe use speech
smarts in their mobile phones and 34% in their computers. The 18 to 49 age demographic (73%) are leading
the adoption of speech technologies, and men tend to use them 1.3 times more than women.

In the smart technologies arena more generally, consumers across Europe are entering a post‐PC era. While
PCs remain the principal engine for searching for information and communicating by email, other devices
including television, cars and gaming consoles are taking significant mindshare in consumer lifestyles. Mobile
devices particularly already play an important role, as over 50% of all consumers are now using them. In
terms of age, as the industry transition from the PC to the PC+ era, the younger the consumer, the more
devices they use, and the less they use PCs. Significantly, almost 80% of consumers rated the frequency of
search for information on a computer as "daily" or "frequent". Mobile devices such as tablets and mobiles
phones show a similar pattern for use, with no significant gender differences in any of these cases.

More than 60% of consumers are using mobile devices (tablets and mobiles) for searching for information
on a regular basis. These new consumers require real‐time information on any device, leading not only to
better 24/7 information systems to respond to consumer demand, but also to intelligent services able to pro‐
vide accurate answers by combining linked data such as geolocation and other contextual input. The grad‐
ual shift in practices from searching to finding is largely driven by the integration of natural language pro‐
cessing technology into enterprise search systems. The first application area is e‐commerce, but this shift is
due to generalise.

The European LT Industry in Figures

Europe has a strong scientific base in language engineering and technology, and there is no shortage of inno‐
vative new entrants. Many market leaders in the LT industry have deep European roots: SAP is a market
leader in analytics applications; Autonomy (a UK firm acquired by HP) is a pioneer in the enterprise search
segment using LT, UK‐based SDL is a market leader in translation software, and Systran (FR) is a leading pio‐
neer in machine translation. A significant proportion of current speech solutions are also based on technol‐
ogy developed first in Europe, although now owned by Nuance in the US.

The LT industry represents 0.12% of
European GDP, comprising some 450
companies, mainly innovation‐driven
SMEs, with an average of 15 employ‐
ees. This makes a total of more than
6,000 direct technology employees,
and 52% of these companies have
been created in the last ten years. The
LT industry also has a direct impact on
the translation, IT software, integra‐
tors, service providers, ISV and VAR
industries, creating new value across
the chain.

Overall, LT vendors are concentrated in
the north and west of the European
landmass; 56% of them are located in
the UK, Denmark, Spain and France. 
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The LT market

LT‐Innovate has estimated that the global market for LT software and services in 2011 stood at nearly €20B,
and has predicted that it will grow to nearly €30B by 2015 at a CAGR of 11.4%, making it one of the fastest
growing software markets. In 2011, software sales represented about 25% of the LT market (€4.5B) while
services took the rest of the market (€14.7B). 

Translation technology is the largest segment of the LT sector, and is due to grow to half the total industry
(€15B) by 2015. Two‐thirds of the top 100 vendors in the “globalisation industry” (which encompasses
human translation operations as well as technology) are European, and half of global translation technolo‐
gy revenues are currently earned in Europe
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Opportunities for the LT Industry in Europe

The third ICT generation of mobile, cloud and big data will provide a plethora of next‐generation ICT‐based
solutions and services for every major industry. The common characteristic of these solutions is that they are
vertical (or micro‐vertical), high‐value solutions built from mashups of third platform technologies. They
exemplify the tens to hundreds of thousands of new enterprise solutions that will generate the majority of
growth and profitability in the ICT industry over the next 20 years. LT will be one of the core technologies for
this phenomenon, enabling innovative and ubiquitous solutions for healthcare, banking, retail, government,
manufacturing and services among others.

While every industry has specific challenges and needs, evidence from LT‐Innovate Focus Groups and on‐
going research suggests that LT applications will impact many different industries at the same time.

The challenges and needs found in the following industries are seen as key opportunities for growth in the
LT industry:

DATA APPLICATION PLATFORM

Automotive Service Information Technical Translation Embedded Systems

Culture/Tourism Maps, Schedules,
Archives Automatic Interpreting Augmented Reality

e‐Commerce Product Data Competitive Monitoring Avatars

e‐Government PSI Curation Semantic Annotation

Education Academic Publications Language Learning Voice Clones

Financial
Services/Banking Actuarial Data Fraud Monitoring Speaker Verification

Games/Entertainment Video archives Speech Translators Voice Banks

LifeSciences/Healthcare Clinical Data Public Health Monitoring Electronic Health
Records

Media/Publishing Content, Rich Media Recommender Multilingual Authoring 

Software Publishing Translation Data Self‐Service Support Website Localisation 

Telecommunications Service Data Service Optimisation Speech Translation
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Publishing and Media: The publishing and media industry is undergoing a profound redefinition due to sev‐
eral factors. Digital content is rapidly replacing print content. Digital content needs to be available on multi‐
ple devices and platforms and provide value‐added features to overcome the threat from pervasive piracy.
Social media is becoming the de‐facto channel by which to contact consumers. The traditional publishing
industry has been slow to implement some of these technology‐based improvements (from P2P technolo‐
gies to content generation platforms), which opened the door to new digital native entrants with immense
platforms capable of publishing all‐digital content by bypassing the traditional players. At the same time,
brands are increasingly embracing content marketing and behaving like publishers for their own media to
engage directly with their (potential) customers. In this scenario, publishers are reinventing their business
models.

Challenges Needs

Transition to the digital content era Find innovative ways to deliver content to users
based on their preferences

Capture, engage and retain the consumer that is
shifting from traditional media to new entrants

Support multi‐output and multi‐device digital publi‐
cation processes 

Extract, combine and manage external and internal
data

Develop the right sourcing / collaboration strategy
and select the right partners 

Manage a complex cooperation / collaboration envi‐
ronment with new entrants and social media

Intelligent raw content curation for internal digital
enterprise repository 

How to provide value‐added services to potential
customers

Identify which LT and Big Data technologies can help
to retrieve information in a very easy and practical
way

Driving experimentation to approach new pay mod‐
els (business models) Identify the right approach to copyright protection

Change consumer behaviour Automate publishing review tools

Maintain quality as a competitive advantage Semantic SEO

Create dynamic and interactive experiences based
on existent content

Find innovative ways to deliver content to users
based on preferences

Find innovative ways to deliver content to users
based on preferences

Support multi‐output and multi‐device digital publi‐
cation processes 
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Retail and e‐Commerce: While consumer behaviour has gradually changed since the arrival of the Web, the
economic crisis that began in 2008 and the consequent recession has made consumers more resourceful and
motivated, especially with respect to shopping online and using mobile devices as in‐store price search tools.
As a result, companies not only needed precision retailing based on data visibility and advanced algorithms
but also engaged on omnichannel retailing. This concept describes not just independent channels — store,
catalogue, Web, and mobile — but the fact that these channels had to operate simultaneously for today’s
consumer and carry a consistent brand message.

Challenges Needs

Adapting to a more competitive and fast changing
market conditions

Deploy smart operations based on processes with
embedded intelligence to drive new levels of pro‐
ductivity and customer service

Emergence of new customer interaction channels
such as mobile devices and social media Expand commerce across all channels

Product and brand opinion happens outside the tra‐
ditional marketing scope

Establish curated merchandising based on social lis‐
tening and participation

Internet, Mobile and Social Business have trans‐
formed the consumer Deal and engage new wiser consumers

Consumers demand brand and values consistency
and transparency Establish engagement marketing and services

Personal data will be the next big thing Generate new services based on personal data

Buying experience should be multichannel friendly mobile, social media, catalogue and store
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Tourism: Tourism is a horizontal sector interacting with many other industries and services. According to
UNWTO, tourism maintained moment in 2011. International tourist arrivals reached 983 million worldwide
and Europe is the fastest‐growing tourism region, accounting for over half of all international tourist arrivals.
As in the retail industry, consumers are growing more resourceful and motivated. They require personalised
intelligent services including travel search sites that provide the best fares, location‐based services in mobile
devices, and translation‐aware applications that is currently pushing the technology envelope.

“I expect that machine translation would be able to interpret intercultural diversity in the future“
Carlos Romero Dexeu

Director of Tourism Research, Development & Innovation, SEGITTUR

Challenges Needs

To engage customers in their native languages 
Interact with visitors and tourists in their own lan‐
guage, understand their needs, offer customised
services adapted to their culture in their language

Capture specific market characteristic and prefer‐
ences in a localised language with a localised mar‐
keting strategy

Provide the right message and communication in dif‐
ferent countries, taking in account language and cul‐
tural differences

Deliver translated marketing content

Create and sell customised and personalised experi‐
ences based on visitors and tourists preferences, cul‐
tural background and customer segmentation.
Customise advertising, online marketing strategies,
webs, and perform brand tracking in the required
languages

Provide machine interaction (e.g. using human‐
machine interfaces) in an “invisible” way, so the
industry get an easy attitude of humans towards
computing machines.  For example using voice serv‐
ices using customer's native language with voices
that really are perceived as human, with kind, warm
and emotional interaction; or deploying solutions
that allow to build with voice a real conversation
with the tourist

Analyse tourism trends in social media and trans‐
form them into insights to be used in marketing cam‐
paigns and user interfaces

Reach any European market
Automate cost‐efficient, high quality, timely (real‐
time), locally adapted, multiplatform solutions for
translation

Better customer understanding

Dispose of detailed analytics, coming from their
multi‐lingual channels (web, social), enabling
tourism product and service suppliers to understand
customer needs better and engage customers in
their native languages
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Healthcare: This is another horizontal sector that ranges from hospital management to pharmaceutical
research and manufacturing. At almost every step it involves numerous instances of conversational interac‐
tion (clinical examinations, meetings, instrument control, data input, human‐robotic dialogue, etc.) and data
creation, searching and processing (electronic records, clinical notes, self‐quantification, automated diagno‐
sis support, pharmaceutical research, e‐discovery), with some cross‐language requirements in both human
interaction (diverse patient populations) and big data, making it an extremely fertile sector for language
technology in Europe. Buyers in this sector are very varied, including public hospitals, private clinics and cor‐
porate entities from many sub‐sectors. However, there is a clear momentum underway to establish stan‐
dards of interoperability that will make a frontier‐free healthcare industry responsive to many kinds of lan‐
guage automation.

Challenges Needs

Create globally integrated value chains that are able
to adjust to an often‐brittle market Integrate and optimise of analytics in supply chains 

Move beyond automation, transform labour force
into knowledge worker

Enable people to deal with increasing market com‐
plexity and demand variability

Shift of Asian manufacturers to domestic demands
and intra‐emerging markets

Redefine the "made in China, sold everywhere"
strategy 

Decoupling of manufacturing and management
functions in geographically dispersed manufacturing
companies

Improve analytics and video technologies for com‐
munication, monitoring and collaboration

Enablement of connected operations Adopt mobility, remote sensing and monitoring in
plants to create connected operations 

Support precision retailing
To help precision retailing for retailers, manufactur‐
ers need to rethought "the batch size of one" supply
chain strategy 

Move beyond automation, transform labour force
into knowledge worker

Enable people to deal with increasing market com‐
plexity and demand variability

Shift of Asian manufacturers to domestic demands
and intra‐emerging markets 

Redefine the "made in China, sold everywhere"
strategy
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Manufacturing: Manufacturers are currently evolving into productive enterprises. A major trend is the grow‐
ing influence of line‐of‐business (LOB) leadership in technology decisions, which will shape how these com‐
panies think about and invest in information technology (IT). While the economic environment is uncertain,
long‐term profitable growth seems to be linked to globally integrated value chains that are able to adjust
agilely to a highly dynamic market.

Challenges Needs

Create globally integrated value chains that are able
to adjust to an often‐brittle market Integrate and optimise of analytics in supply chains 

Move beyond automation, transform labour force
into knowledge worker

Enable people to deal with increasing market com‐
plexity and demand variability

Shift of Asian manufacturers to domestic demands
and intra‐emerging markets

Redefine the "made in China, sold everywhere"
strategy 

Decoupling of manufacturing and management
functions in geographically dispersed manufacturing
companies

Improve analytics and video technologies for com‐
munication, monitoring and collaboration

Enablement of connected operations Adopt mobility, remote sensing and monitoring in
plants to create connected operations 

Support precision retailing
To help precision retailing for retailers, manufactur‐
ers need to rethought "the batch size of one" supply
chain strategy 

Move beyond automation, transform labour force
into knowledge worker

Enable people to deal with increasing market com‐
plexity and demand variability

Shift of Asian manufacturers to domestic demands
and intra‐emerging markets 

Redefine the "made in China, sold everywhere"
strategy
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Security: This is another horizontal sector opening up numerous new opportunities as organisations become
more concerned about risk and asset protection in a digital economy. Security must flexible enough to deal
with cybercriminals, sophisticated threats, mobility, consumerisation, cloud computing, and regulations.
Increasing cost pressures on enterprise security groups will continue to drive the adoption of SaaS security
technologies, which offer lower deployment and operational costs than on‐premise security software or
hardware solutions.

Challenges Needs

Increasing number of threats, including physical or
branding threats originating in social networks,
which allow that groups organize against institutions
Boundaries of IT security department expanding to
other areas (more than perimeter security)

Shift from a reactive strategy to a predictive and
proactive strategy
Monitor social media consumer congregations to
avoid physical or digital attacks, as consumers
“organise and act” to claim and act against institu‐
tions or organisations

Growth of national, trans‐national and industry‐spe‐
cific security regulations Deploy an holistic approach to security and risk

Proliferation of risks (financial, operational, techno‐
logical, operational or geopolitical)

Deal with specific risk such as: enterprise risk man‐
agement and infrastructure, liquidity and asset liabil‐
ity management, market risk and trading, compli‐
ance and control, credit risk, financial crimes, infor‐
mation security or finance compliance and fraud

Budget constrains Do‐more‐with‐less

Lack of security expertise and dedicated IT resources Generate new skills and new outsourcing of spe‐
cialised human resources services

Deficiency of security culture
Protect the most important new corporate asset –
information, and adopt an intelligent compliance
strategy

Identify sophisticated spam email Reduce identity theft and control data leaks


