PURCHASING TRANSLATION SERVICES

To bid, or not to bid
Many companies use multiple bidding when they are purchasing products and services. Their belief is that, by comparing prices from multiple providers, the company can get the best value for their money. This logic makes complete sense as it relates to the buying of products. When a company is buying raw materials, tools, office supplies and similar “commodity” items, they can often get the best price by “comparison shopping.”

However, when it comes to the purchasing of services, the value of multiple bidding can be much more limited. In fact, multiple bidding for services is often counterproductive. That’s because the value of services is much more difficult to quantify; services are inherently complex, multi-faceted and subtle. Indeed, the value of services is often so difficult to measure that many companies focus on only one aspect of the service: price. And by focusing on price alone, many companies just go with the low cost provider. As a result, they end up with the worst service and in the end the worst value.

Instead of multiple bidding based on price alone, we suggest that anyone looking to purchase translation services consider the following:

Quality – It’s easy to place a value – a negative value – on the cost of translations that are poor or downright incorrect. Confused customers, lost sales, tarnished reputations, time wasted. These are just a few of the unfortunate results of poor translation. 

You need an agency that gets it right the first time, every time. That sets a high standard of quality for every project, large and small. Over the long haul, this is what provides real and lasting value.

Consistency – Human communication is an incredibly complex thing. In every language, English included, one can express a thought in countless ways. For example, when a product label is translated by two different translation agencies, they can often produce two very different translations. And how do you decide which translation is the better of the two? 

The answer usually lies in which of the two agencies is better qualified to translate the subject matter. You need an agency that has experience in your exact field. An agency that “knows the language” of your industry. An agency that can teach you the proper way to express your communications, not the other way around.

And once you begin a relationship with a translation agency, you are best served staying with that agency for the long haul. That’s because each agency has its own unique “voice” that serves as your voice to your customers. When you use one agency for all your translation needs, you get a consistent, persuasive voice for all your communications. By contrast, when you use multiple agencies, change agencies midway through projects, or use translation software for some part of your communications, the result is translation that is at best inconsistent and at worst, incorrect.

A long term relationship with a qualified, experienced agency results in more consistent and powerful communications, and saves you time and money across the extent of the relationship.

Information – Perhaps the greatest value in business is in knowing where your project stands at all times. You need a translation agency that keeps you abreast of the progress of your project. One that sets up the best processes and constantly looks to improve the process. Who knows, they might even offer you some thoughts on how you can save money on translation. 
Customer Service – Let’s say you suddenly need some help, and fast. Is your agency there for you? Does a person answer the phone, or are you stuck leaving a voice mail? You need an agency that is on-call for your needs. One that is attentive, friendly and courteous. One that solves your issues promptly, and keeps you apprised of any issues. So you can worry about other things, like running your business, or working on other projects.

Translation is a service, similar to other professional services like legal, accounting and advertising. Translators have the same responsibility for translating your communications properly as your attorney has for knowing how the law applies to you or your accountant has for correcting any mathematical errors on your taxes or company books. Does your company bid on your attorneys or accountants for every project? Or give one of 10 different ads in a national advertising campaign that will run over two years to 10 different advertising agencies? Probably not. It’s more likely that you have a selection process and pick one or maybe two different vendors, and work with them on a long-term basis. Translation services should be treated in the same way. 

Instead of multiple bidding, the following list of questions may be helpful in assessing different translation agencies: 

· Does the Agency provide you with information and assistance in your quest to find support for your project?

· Is the Agency informative and cooperative? 

· Does the Agency use native speakers who know their mother tongue better than any “book-educated” translator ever could?

· Does the Agency have experience translating materials in your field? Just because someone is a translator doesn’t mean they can translate all sorts of materials. For example, a translator with experience in the medical field may not be the best choice for translating materials about marketing.

· Does the Agency “feel right” to you? Do they give you a sense of confidence and success?

In the final equation, service value does not come from price. Service value comes from all the intangibles that you can’t put a price on, and that in today’s business world is absolutely priceless.
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