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Unlike a work of literature, translation finds
itself not in the center of the language forestdut
the outside facing the wooded ridge; it calls ihito
without entering, aiming at the single spot where
the echo is able to give, in its own language, the
reverberation of the work in the alien alone.

(Benjamin, W., 1923)
Translated by Harry Zohn






RESUMO

Linguas estrangeiras e traducdo estdo presentesCanporacdes
Multinacionais (MNCs). Este estudo de caso invastigratamento dado
as linguas e a traducdo na subsidiaria da Albaeyniational no Brasil.
Esta MNC iniciou suas operagdes em 1895 em Albdoya lorque —
EUA para fornecer feltros para maquinas de papeaixgandiu-se
mundialmente. A primeira parte do estudo visa da$sicocomo
aconteceu/vem acontecendo a expansao global deesanptatas de
acontecimentos relevantes, o quanto ela € muliidirey multicultural e
qual o papel das linguas e da tradugcédo neste pmcEstas questdes
iniciais levaram a detalhes de como a subsidiarasileira trata o
problema das linguas em seus atuais processoeracies. Foram
consideradas as perspectivas e regras da empeegeercepcdes dos
funcionarios, a analise professional das pratieagatlucdes e linguas,
além de fatores historicos e o papel da internetcomunicagéo
multilingue. A pesquisa utilizou-se de materiaiméxidos pela empresa,
entrevistas com lideres de Marketing, Recursos Homa Tecnologias
da Informacao e entrevistas com vinte funcion§@s$ envolvidos com
a comunicacao internacional de todas as &reasofumisi O estudo
revelou uma equipe multilingue em uma MNC que efaentes de
Inglés (ingua francg e Espanhol em mdltiplas areas e encontros
frequentes. A traducdo é necessaria com frequéneiarange varios
documentos que impactam na qualidade do trabal&o.hd politica de
linguas documentada, mas ha uma série de pratioas aulas de Inglés
e tradutor na empresa, além de recursos externas rpaolver o
problema.

Palavras-chave: Diacronia da Corporacdo Multinacional -
Multilinguismo - Politica de Linguas - Inglésgua Franca Praticas de
Traducao.






ABSTRACT

Foreign languages and translation are present inltifdtional
Corporations (MNCs). This case study investigas kanguages and
translation are handled at Albany Internationalltssidiary in Brazil. This
MNC started its operations in 1895 in Albany, Newrl — USA to
provide felts for paper machines and expanded gioBde first part of
the study was intended to figure out how the comisaglobal expansion
took/has taken place, when relevant events happehecdextent of its
multilingual and multicultural status and the rad languages and
translation in this process. These initial broaégtions were narrowed
down to how the Brazilian subsidiary has been dgakith the problem
of languages in its contemporary processes andasttens. The latter
considered the company’s perspectives and rules, ethployees’
perceptions, and the professional analyses of l&t#ms and language
practices, in addition to historical factors anel tble of the internet in the
multilingual communication. The research used camgaovided
materials, interviews with Marketing, Human Reseagrand Information
Technologies leaders and interviews with twenty legges involved in
cross-border communication in all functional ar@d® study revealed a
multilingual staff in a MNC that requires employeesspeak English
(lingua francg and Spanish in multiple areas and frequent erteosin
Translation is frequently needed and entails a wégigje of documents
that impacts on work quality. The company doeshante a documented
language policy, but a set of practices includingémpany language
classes and translation, in addition to exterrsdueces to respond to the
problem.

Keywords: Multinational Corporation Diachrony - Multilinguam -
Language Policy - English Lingua Franca - Trangfairactices.
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1 INTRODUCTION

It is for professional reasons that | was attradiechcademic
insights into language issues. Since this is myydaorld. And even
outside this company, | realize almost every daw Hanguage and
languages are part of our daily problems. Whernregeiniversity and —
in my case — the translation area, which keepisigells how young it is,
| felt amazed by the confrontation between différeorlds and also
different words. The real surprise is that univégsiseem to have just
started discovering multilingualism and translatissues. It did not
surprise me much when within Albany Internatiorted first hesitation
seemed to be what exactly to call our problemsopttes | try to solve in
the dissertation: are they “language problems”? ‘@anslation
matters”? When looking for partners within PGETnay already have
decided to call them part of “translation”. But kit our academic
institute, where “language” is supposed to be éttands and the brains
of real experts, there is no doubt about the ldecksearch and hence the
lack of experience in the area of business anclkge(s).

This is why PGET has recently organized a spe@&asisn on
languages and business; an indication that thdgrobas started to gain
visibility in the academia.

And | have been told by representatives of the ewaécworld, not
by friends in business, that the new world of laagr(s) in Globalization
still has to be discovered. Still one of the neadsmic disciplines where
such statements have chances to be the start ofwwelv and new
insights.

But the consequence is that the road is not sifgulesomeone
who, like me, wants to learn about language(syenalay life.

Looking for good examples of such work, as modiestis can do
in their particular area of interest is not realiyple/efficient.

The difficulty is not that businesses have not maulg efforts in
this area. They actually have to find ways to respo foreign language
demands in their daily interactions and processes.

And universities may be criticized for not realhvesting efforts
and/or money in such activities. Business schoalg nave done quite a
bit, but there is still a lot to learn. And everethew discipline of
Translation Studies is putting its priorities inrwalifferent kinds of
communication and text production.
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Hence | was glad to find a few scholarly paper eripfy language
policy and translation problems in MNCs in Européiich served as
basis to the initial questions. This is why | dexbtquite some (too
much?) work on the archives. How to jump from thastpinto the
contemporary world of everyday discourse was a ckallenge. And
while even for the everyday situation one needsuchents or data,
having access to them within a given company isimyple task. One can
notice that students coming from disciplines likeomomics or
organization or administration departments would ibe a more
comfortable situation than a so-called philologist.

Well, | can say that trying and exploring takes sdime. And we
cannot be sure that we have selected the best imag e had no
opportunity to try out many ways. But | hope thader will feel and
appreciate this new apprenticeship, which we Iséille to open our eyes
for since there is not (yet) really a long expertis

1.1 CONTEXT OF INVESTIGATION

This study is the result of questions and assumgtiaised by the
author on the approach to multilingualism and ti#tien at Albany
International, a Multinational Corporation (MNChitially called Albany
felt Company, it was established in 1895 in AlbaNgw York — United
States, an English-speaking country.

Figure 1: Albany Felt Company 1920°s

Source: Al-Book (1995).
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Reflecting its presence in many countries arourddglobe, the
company changed its name to Albany Internationdl969 and reached
Brazil in 1975. The Brazilian plant was built inuBhenau, Santa Catarina,
but due to severe floods in the early 1980°s thepamy’s management
decided to build new facilities in the neighboriiogvn of Indaial; just a
few miles west on the same highway, but in a flreg-area. The first
plant was later sold and nowadays it is a localensity campus, adapted
into classrooms, libraries, etc. With such a baglgd, the key questions
raised were:
® The extent of the organization’s internationalusat
(i) How this global expansion took/has taken place;

(i) How the company has dealt with the problem of |laggs and
translation in its communication processes andutiarl to the
contemporary status.

One of the reasons for this to be an interestisgeids that this
MNC happens to have a long history; it was angtatdished in a country
and society that have always been linked with theatled Globalization
movement. Along its history, it has had many relahips with partners
from cultures and countries that have a completud# towards English,
thelingua francathat has always been the main (exclusive?) lareyog
the company. Since English might be an issue ih siicumstances, even
within  American companies, interesting symptoms abfange are
expected to be found - maybe even explicitly neatsgies. In simple
words, lingua franca can be understood hereineatatiguage for cross-
border communication. This definition can be exthtb English as a
Lingua Franca (EFL), which is used in this study ansely defined in
the following:

In sum, EFL appears to be neither a
restricted language for special purposes, nor a
pidgin, nor an interlanguage, but one of a repegtoi
of different communicative instruments an
individual has at his/her disposal, a useful and
versatile tool, a language for communication
(HOUSE, 2003, p. 4).

Academically, the role and importance of transkatin many
instances of society and cultures has been sdcallyf recognized and
studied. In order to establish firm links betwelea different branches of
translation studies, Lambert and Van Gorp (1983,)said “we shall
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present a comprehensive methodological frameworduofown, which
will enable us to study various aspects of traimtawvithin the context of
a general and flexible translation theory”. Thaptiphetical scheme was
based on the relations between author, text arderesithin the source
and target cultures/systems.

In response to the need to study language(s) &i@msiphenomena
in areas other than literature, Piekkari (2013Ydisw how language
diversity was dealt with in a multinational Nordiank.

In a multilingual world, translation is an
ever-present reality for those involved in
international business and sport, foreign affairs,
and inter-government agency cooperation. [...]
Surprisingly, while there has been a recent upsurge
of research on the role of language issues in
international business and management studies,
translation has received limited specific focus
(Piekkari 2013, p.1 & 2).

That is an indication of a rise in academic awassnef the
problem of languages and translation in busine#ings, at least in
Europe. It also leads into the search for a frammkwim enable
comparisons between language diversity and tramslgiractices in
European MNCs and those of a North-American Ba&nufacturing
MNC’s plant and office in BrazilThe impact of such relations on the
overall business activities was also taken intosm®ration in multiple
communication levels.

One of the initial questions, if not the crucialepis and will be
how given MNCs plan their communication with int@kand external
partners on all levels within the various societiad countries involved:
their environment cannot simply be monolingual, meen in our
contemporary world. It would be naive to assume MidCs rely solely
on translation for all their cross-border commutiares. That leads to the
question of multilingualism in such environments.ultihational
companies also have language problems that mapendealt with by
means of translation. The need for foreign langsdgk) is then defined
herein as a problem since FL skills are usually(safficiently) taught as

1 B2B stands for Business-to-Business and refersitbng between companies,
rather than to consumers or end users.

2 Plant is used here to refer to a manufacturingjfiaas the research found that
term is widely used in this MNC.
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part of business, engineering and/or technicali@uar courses, even
though these skills are require in MNC settingse Tlack of FL
competences cause MNCs and professionals to seelajs to respond
to that need.

As Fredriksson, Rasmussen and Piekkari (2006, pev@aled in
their research to problematize the notion of comemporate languages
in manufacturing MNC units in Germany and Finlatite“MNC provides
a rich context for the study of language issuemdoeharacterized by
substantial heterogeneity and complexity. This tmiglight aspects of
common corporate language(s) that might pass wetbtin the non-
MNC context”.

That fact has raised the question of how a Braritieanch of a
North-American MNC has dealt with the problem afdaages in Brazil.
The existence of a written or unwritten languagé&pavas also an object
of investigation. The diversity of languages in irs¢his MNC and the
purpose they serve in the company, as well aseiidital community or
family settings were also questions that helpettitaumap of languages
in use within the company’s premises, at home #met interactions.

In order to figure that out, the empirical reseaatéo entailed
interviews with staff in multiple areas for a synmhic analysis of the
approach to languages and translation. The auttstrasked the local
Human Resources Manager for the total number ofl@raps in the
Brazilian plant and office, as well as the numbegraployees who were
required to deliver some level of language compmtefhe company has
310 employees, all native speakers of BrazilianRmoese, among whom
70 were required to communicate in English (corfglanguage), as per
their job descriptions. This implies that whatetlee official language
policy may be, the MNC cannot be envisaged asietlgtmonolingual
community.

Based on those figures, 20 employees out of tlvafgof 70 were
invited to complete a survey (Appendix 1) on larggiand translation
practices for the purpose of this study. The autledined 20 as a sample
large enough to include people from areas such akeéing, Human
Resources, Customer Service, Accounting, EngingeriRrocess,
Manufacturing, Planning, Laboratory, Information chiaologies and
Safety to avoid bias and ensure representativelf@dsLIAMS;
CHESTERMANN, 2002, p. 97) The survey was meant dsess the
importance, origin and use of English as a corpdeaiguage, as well as
the employees” awareness of the language policetb@wv they affected
their performance and perspectives at work.
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Figure 2: Survey sample

310 Employees

70 Bi/Multilingual

20 Surveyed

Source: Albany International - Indaial (2013).

The survey form asked for some demographic datd) as age,
years in the company and job title followed by & gequestions on
language practices and policies and a set of qunsstin translation.

Although the survey was presented in English, nedpots could
choose to answer in English or Portuguese, as plegsed. The vast
majority of the respondents chose to complete thenpresence of the
author, while very few chose to take it with themdaeturn it later.
Witnessing the completion of the survey allowed &drservation of
employees’ behavior and their surprise at quessanh as the one about
language policy. The need for a definition of laage policy was then
made evident; would it be a written set of guidedimegarding (foreign)
language use or a set of accepted (foreign) lareypeartices?

The synchronic observation and study of translagiot language
practices in this MNC required an investigation itf history. A
diachronic study was then conducted in an atteanfibdl the company’s
origins, evolution over time and any evidence oWwhbe question of
languages and translation had been handled irreliffeanoments of its
history. What kinds of changes have happened indhgany’s language
policy since it was first set up, when they happesed what drove them
were the underlying questions. Another key quegiene was since when
and how this MNC has actually been international.
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The diachronic study of the MNC relied mostly octfathat the
company itself made public in the bo8kany International: The First
One Hundred Year§l995), released to celebrate the corporation’s one
hundredth anniversary. In contemporary researchlamguage and
communication, such tools would be called (theoadtimetatexts on
behalf of the environment under observation. It Mdae symptomatic in
case — and how - any attention would be devotdahiguage issues.

Newsletters from the 1990°s as well as translagdihg materials
and memos, to name a few, provided some usefulfolatae analysis of
internal communication in the Brazilian unit. Fieand brochures with
company and product information served as samglesramunication
with customers and the role of translation thetge Tindings were then
analyzed using the framework of the European Gfou@rganizational
Studies (EGOS). EGOSS a scholarly association which aims to further
the theoretical and/or empirical advancement of wvkadge about
organizations, organizing and the contexts in whamganizations
operaté.

The author’s patrticipation in the employees” cafmianguage
training and translations was key to collectingtha-field information,
making observations and confrontations as well @aggfurther than
studies on other MNC’s translation and multilingymbctices (i.e.
Siemens in 2006 and Nordea in 2013). The problefargfuages and
translations has been experienced and analyzdeeuthor in the field
as he has been working with this company for owveglMe years.
Although the research was enhanced by this long-fesld experience
as a language and translation professional insidd PAlbany
International — Indaial), the author is aware «f participant-observer
position and avoids being biased by using techisigueh as considering
translations made by others, interviewing employeesusing materials
produced prior to his arrival at the MNC, to namiew. When writing,
specific techniques are used to keep findings asdmptions limited to
this MNC and compared to those cited herein. Thasva the study to
serve as a reference for future investigations ameyents premature
theorizing without a larger sample of organizatidnsembed such
theories.

The study aims to present a clearer picture of rible of
translations and the approach to multilingual comication in a MNC
environment in Brazil. Multilingualism tends to beduced to sets of

3 The European Group for Organizational Studies iscessible at
http://www.egosnet.org/
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bilingual interactions and then to monolingualisiene English, as the
corporate lingua franca facilitates many businessactions, both

among the company’s employees in multiple countries with
external partners, such as customers and foregipmitgans.

Individuals at certain hierarchical levels are liegplito master the
corporate lingua franca in order to play activeesoin cross-border
interaction$. Not all individuals with knowledge of differeraiguages
are at high hierarchical levels. However, anyonlingi to climb the
corporate ladder has to demonstrate sufficient kexbge of the corporate
language in order to communicate with their bosaes foreign
colleagues.

Cross-border communications reach operational lemedloyees
by the means of translation. This is often the adsgaining materials
and bulletins, for instance. The functions servedranslation reach far
beyond technical translation, which is just one agnmany different
kinds of texts subject to this corporate transtatiorpus. This range of
materials and genres is also within the scopeisfstiady.

These initial assumptions show that knowledge dferdint
languages is directly linked with power and mon&y.such, it can be
found in the higher hierarchical levels of a MNCaifioreign country, as
the case of Al-l. Medium hierarchical level emplegetend to devote
more efforts to develop or improve language compes, since they
know that is their way to a promotion. Lower hietacal levels are not
required to know the corporate language, so empbirethese levels do
not demonstrate enough knowledge of a language tbthe their mother
tongue. Some of them seek to learn English, tggeared for possible
career moves. Translation plays a key role inifatihg the transmission
of foreign language messages to the latter.

4 Cross-border interactions are those involving ceamication between
individuals of different countries. These interang8 can be remote (via telephone
or electronic means) or face to face.
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Figure 3: Languages & Hierarchical Levels.

High: Bi/Multilingual

Mid: Developing
Language Competences

Low: Mostly Monolingual

Source: Albany International - Indaial (2013).

EGOS framework and similar studies allowed for carigpns and
confrontations between multilingual and translatoactices at Albany
International — Brazil with those at Siemens anddea in Europe. These
two European MNCs were chosen given the apparemnttyeaof similar
studies on the role of languages and translatioMNCs operating in
Brazil. Thus, communication practices at a Northehican
manufacturing MNC with a plant in Brazil were comga to those of
manufacturing and service providing MNCs in Europleat’s quite an
interesting setting and theoretical confrontatianghis level also take
different cultural backgrounds into account andoidtice extra variables,
which will be explored in later sections of thisdy. These contributions
to Translation Studies were also meant to setdbeesand raise questions
for future larger studies and investigations insthbranch of
multilingualism and translation.

1.2 RESEARCH QUESTIONS

The problem of language(s) was noticeable to tltteoaat Albany
International. While teaching English to the comparemployees and
involved with part of the company’s translationsgstions started to
emerge regarding the company’s approach to the lgonobof
multilingualism and translation. During the couxslehis professional
experience and multiple interactions within thesidiary in Brazil and
with foreign staff, it was evident that communioagtin English was an
undeniable and privileged necessity for the Brazikmployees.
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In a country where Portuguese is the official laagge) the need to
speak English implied a requirement for bilingualpdoyees. In addition,
a United States MNC with a plant in Brazil and ownsérs in other
countries in South America also required employsdso could
communicate in Spanish. That meant it took thregudages for the
company to operate, which led to the question wdretiie number of
languages could be reduced to these three and hese tanguages
functioned. Also, the power relations involving $edanguages and the
role of translation in such an environment weresotyj of investigation
herein.

The company was first set up in the United Stasek n 1895 and
started operating in Brazil in the mid 1970"s. The scope of this part
of the study was narrowed to its international@atprocess into the
Brazilian market and towards changes in the comgdaynguage policy
over all these years. Once the internet becameivegsaised, the
contemporary approach to cross-border communicataminvestigated.
Among the crucial questions analyzed, the authdimanind to establish
whether any explicit attention was devoted to lagguissues and, if so,
why, how and by whom exactly within the company podsibly outside.
Also, whether any changes in perception or in tteviies might have
become manifest during these decades.

Also, the paucity of research on multilingualisnd dranslation in
MNCs were the driving questions for this academigestigation.The
case study was then set up to figure out the asse¢hese key questions
and compare them with studies on language policy teanslation in
Siemens and Nordea in Europe.
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2 THEORETICAL BACKGROUND

This exploratory study made use of academic astigilished on
behalf of organizational and translation studies)omk, newsletters,
videos, a survey and a variety of translated bgsindocuments.
Conversations and interviews with HR, IT and Margtleaders and
staff also facilitated access to key facts. Sonth@de conversations were
summarized in questions sent out to them via e-sadihat their answers
could be saved and kept in the author’s archiveetiMg reports or
minutes could add up to historical findings, buteveot made available
for the purpose of this study. Some bulletins artdeio translated
documents were used for analysis of their tramsiaflhis section will
describe the guiding documentation in more details.

2.1 PUBLICATIONS, ARTICLES AND AUTHORS

The question of how international Albany Internatibis was
answered by studying its diachrony. Insights ané theoretical
framework were borrowed from a study by Olivier ®ed for the 21
EGOS Colloquium in 2011 named ‘Using Historical Kds in
Processual Research on Organizations: Empiricabsssit Stake’. His
study of the evolution and contextualization ofqasses was broadened
herein to the historical description and analysite whole organization,
as he proposed to review the grounds of such.draticle, he detailed
the foundation of historical research and addrets®@ main empirical
issues: the collision of different levels (i.e. anizations, stakeholders in
fields or communities, and sub-units like actorgups), the handling
of historical narratives, and the abstraction dutasratives. In addition,
he suggested an empirical strategy for each of .tleme of his theories
helped in building the historical description o tliNC studied herein.

Being international is one of the components of tMNC’s
identity. In a broader theoretical sense, the quesif what identity was
being built over all these years considered aspd@mbodied cognition
found in an article published by Celia V. Harquaild Adelaide Wilcox
King in 2010. The documents found and studied hebedbught some
insights about how the organization was perceivedhignded to be
perceived in different moments of its history, asllvas contemporary
perceptions. Although this study focuses on itsmomication practices,
one cannot take for granted what might have infteenthe writing of
documents left to trace its history and how theemporary organization
is viewed. What these communicators believed todpgral, distinctive,
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and enduring about their organizations also hauokigsings on the history
left to the present days.

Once the history was told and traces of corpordémtity and
communication practices were found, the study fedusn the
contemporary multilingual communication practice®usinesses
collaborate in cross-border projects and competecémpetence and
inter-partner learning within international strate@lliances as Gary
Hamel pointed out in his study of the exchange xgfeetise between
European and Japanese partners in 1991. Thatsgwed as a reference
point to one of the roles of multilingualism withine North-American
MNC studied herein. Corporate-promoted collaboraind/or exchange
of technical expertise have been a common pradticéhis MNC.
Although partnerships have often ended up withestablishment of a
foreign branch, language skills have played a efuaile in providing
opportunities for strategic improvements and adtjoigtransfer of
technical skills. The questions were then expandedat other purposes
multilingualism has served and how multiple langesagvere and have
been handled in these processes.

Although many scholars may argue that Englishlagaa franca
may threaten multilingualism, Juliane House (20@®)lished a study in
defense of English by differentiating its use aslaaguage for
communication and identification. Her insights waseful to enlighten
the finding of many instances within Al-I's intetianis where English
was used to reach and exchange knowledge withgformlleagues and
business counterparts. These interactions wereemsgd of English
fulfilling its role to make communication reach ey the Brazilian
subsidiary’s local/national circle and coexistedhwRortuguese and a
rather great language diversity.

A more recent study by Susanne Tietze (2007) peavekpanded
insights into the role of languages in organizataomd management
studies. The linguistic turn, which is constitutaad expressed through
language-sensitive enquiry and a vibrant debatatahe role and usage
of language, discourse, metaphors and storiesganizational contexts
mentioned in her study were further investigatedthiis study. The
benefits from sharing their respective insights apgroaches meant to
create intellectual synergies and mutually advdmmeviedge were here
extended to Translation Studies as well, given ftlaet that
multilingualism is a reality in MNCs.

A very detailed study by Riikka Fredriksson, WilmeBarner-
Rasmussen and Rebecca Piekkari (2006) providedlussijhts on how
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the problem of (multi) languages was dealt witkatopean branches of
Siemens, a multinational manufacturing company.t Bhady explored
and challenged the notion of a common corporatguage in that MNC
and described it as a multilingual organizationafTéxploration of the
use of common corporate languages in MNCs madeossiple to
compare with Albany International’s policies in &ftaThis study then
used a similar approach to confirm that organizetiare usually
multilingual and characterized by high languageediity, even being
located in a different continent and having ori¢gmbin a different nation
/ culture. Parallel streams of their findings orermational business
communications were used to assess the notiorcofrenon corporate
language and the existence of a language poliéy.dbvious, however,
that their work originates in very contemporaryuattons: would any
clash become visible during so many years, - drsth; when, where and
why?

José LAMBERT (CETRA -2010) published an article the
academic approach to language, multilingualismteartslation in the age
of globalization. The article goes beyond MNCs erplores models that
can be applied to all kinds of multinational commtigis arguing that
linguistic heterogeneity is key for their exchammg&nowledge, although
these communities tend to be officially unawareitoHe then cited:
"Whoever is in command, is also paying; the one whgs, is also the
one who is in command”, meaning that language ipslibave budget
implications. Since business is one of the kinds cofnmunities
mentioned in his article, this study borrows sonfiehis theories to
investigate the covert language strategies adopbyd Albany
International, both on the translator’s (in) vikipiand on the value
assigned to professionals who speak English.

Maddy Janssens, José Lambert and Chris Steya@g)(20ote in
defense of developing different language strategased on different
theoretical perspectives within translation studigbey introduced
translation studies in order to theorize aboutvwiags in which multiple
languages in international companies can be cordbifileey proposed
three different perspectives on language stratediet can be
summarized as follows:

- Mechanical: where one languagkndgua francg is chosen to
facilitate cross-border interactions and transtatend to be viewed
as walking dictionaries;

- Cultural: Translation is comparable to travelingoss cultures,
multiple languages are allowed and translators \aesved as
mediators of culturally specific texts called nesgimal texts;
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- Political: translation is viewed as a border péitiglact that decides
who can enter the circuit of power and influenadbcision making
(inclusion or exclusion) and language diversitylaes different
status and power.

The selection of language(s), the role of transtaand the validation
method, and formulation of a proposition abouttipes of texts being
produced provided useful theoretical insights ® d@malysis of Albany
International’s language strategy and internationaimmunication
process and the characterization of its textuadypction.

Although not always explicitly statedranslation is one of the
solutions used by Albany International — Indaial-(Ato communicate
with partners inside or outside of its communitwith customers or with
its own workers on different levels. Thus one cdressume that the
mastery of English has been a requirement or aimodyguality on behalf
of all members of the MNC, particularly at a lagtage, e.g. when the
Brazilian plant was started up, - and may alsat loiff@rent moments and
places in the history of Albany. On Describing Tfations (LAMBERT
& VAN GORP, 1985) showed the increasing legitimatyranslation as
an object of scientific investigation and pointedit othat more
contributions had been made in the field of traimhatheory. By that
time, they proposed a hypothetical scheme for d#sgrtranslation and
its role in a context where the author, the text Hre reader were to be
taken into account.

That did not only bring up the importance of dgstive studies
but also provided useful tools to broaden trarmfastudies to many
different branches and fields where it plays a.rdlee scheme and
considerations provided in that article were usedetscribe translation in
MNCs, thus fulfilling the envisioned purpose of iqng areas other
than literature and understanding its bearing offtinagional business
settings.

According to Even-Zohar (1990, p. 1), “as a rulestdries of
literatures mention translations when there is ag tw avoid them”. Such
a statement led to the question whether that was #le case in
multinational business communication. Awareness todinslated
documents inherent to a given MNC staff membetesaotheir influence
in the business performance were also within tbpeof this study. Once
the presence of translation was distinguisheda# attempted to find out
whether translated texts were viewed and criticiethe same way as
local productions. Since more studies have beerotddvto literary
translations, links between literary and corpotedaslation were sought
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through the adoption of a common framework (Evevhat 1978; Toury
1980; Lambert & Van Gorp, 1985).

The exploratory study of translation behavior eatriout by
Rebecca Piekkari, Denice Ellen Welch, Lawrence tgtapon Welch,
Jukka-Pekka Peltonen and Tiina Vesa in a multinatigervice bank in
Europe in 2013, served as a pragmatic case studgdiafrontation
between translation practices in two different bass segments, service
and manufacturing. They refer to mundane transia®that not done by
professional translators. Their study of a Nordenlb showed that
emergent translation needs may be handled by tenmation and the
individual in various ways such as:

- Self-translation, when either the sender or theivec undertakes the
translation task on the spot;

- Technical translation tools, which are translatiprograms or
software using translation memory systems;

- Social networks, involving consultation with peopleside and
outside the organization to facilitate translatiasks;

- Central translation department, consisting in a adement
specialized in translation of mostly official ogkd documents.

The choice between these options was found toa@grding to the
circumstance and except for the use of social msyonuch of what
they found in the Nordic bank can equally be sddua the North-
American manufacturing MNC in Brazil. Time sensiness for
translation seems to be a reality in businesses) ethen internal staff
are not dealing with the foreign communication partor customer face
to face. Translation a component of the corporabguage absorptive
capacity. Albany International shared, to some rextthe multilevel
theoretical model of the translation process foimrdordea.
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3 METHOD

The purpose of this study was to investigate havglages and
translations were dealt with at Albany InternatiGmasubsidiary in
Indaial, Santa Catarina — Brazil, given the impoctaand undeniable
presence of foreign languages in multinational mizgtions. The paucity
of academic studies on multilingualism and traistein MNCs in Brazil
was one of the key reasons to start the reseahit €Xploratory single-
case study was designed to trace the MNC’s higtooyder to find out
when and how the internationalization process haggbeas well as how
communication and languages were dealt with irediffit moments of its
history. Then the study focused on describing copt@ary languages
and translation practices at Albany Internationdkglial (Al-1). Along its
sections, the approach adopted was that of ‘showimd)‘commenting’.
This consisted in describing the findings and theaking connections
with Translation and Organization Studies literatto base preliminary
hypothesis. As the study deals with languages @mglation in a MNC
from the United States, where English is the dfitinguage, this study
was intended to present an inside perspective ef @ioblems of
languages and translation in the Brazilian subsidia

The data presented herein was gathered througiviewes with
Marketing, Information Technologies and HR leadeas, well as
employees working with the company for over twefng- years. These
people provided answers for key questions and &eécdocumentation,
when available, to support their insights.

That also helped mapping the population directipined with the
qguestion of languages and translation, which thikswead selecting
employees to conduct a survey. For that purposesr2floyees from
different functional areas at Al-1 were asked kegstions to show their
perceptions on FLs and translation practices at Ahe survey form is
in Appendix 1 herein.

The author’s involvement with part of the FL prableas key to
get inside information on the whole set of praciead policies related
to foreign languages and translation. It was dieounderlying generator
of the questions that led to the study. See mormilseon the
methodological components in the following subsedi

3.1 COMPANY-PROVIDED MATERIAL

Al-I (Albany International Indaial) contributed tiois research also
by providing materials such as books, DVDs and fettess from its
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archives. The facility holds a library with key tksaelling its history and

the main business philosophies and programs ireplawadays and also
those set back in the 1980°s. Some of these baekis &nglish others

are in Portuguese.

In addition to books, this library holds DVDs witmportant
training sessions that have happened in the compatinyin English and
in Portuguese. Messages were recorded in Engligbrbign trainers to
corporate-wide initiatives or implementations. Thempany’s main
social events, such as the traditional Christmaty @ad the company’s
twentieth and thirtieth anniversaries have alsonbeeorded and kept
there.

These video recordings show employees and theiriliésm
enjoying themselves in very well organized eveetd at the employees’
social club. There were always moments when thepaniyis Brazilian
and even North-American executives addressed altiBin employees
and their families. Some of those speeches providedul information
on tracing the company’s history and on the quesifoEnglish as the
corporate language.

The Al-I library collection is held in a glass-docabinet facing
the time clock where nearly all hourly and salargebninistrative staff
have to walk by on a daily basis.

The HR portion of the plant’s archive, where oldgeords are kept
was also opened to serve the purpose of findingmaateferences to this
investigation. Old issues of the plant’s newsletisrwell as pictures of
multiple plants were found there. They were usdful providing
historical information and exemplifying language darranslation
practices at given moments of its history (i.enstated text from the Al-
Book in issues of the local newsletter in 1995).

Among many books, newsletter and video recordimggyaed by
the author, the following were found useful to tlesearch:

3.1.1 The Book — Albany International: The First Ore Hundred
Years

The diachrony of Albany International was made fadssmostly
by facts found in a book that the company publishetB95 to celebrate
its first century of existence. The book was nambxhny International:
The First One Hundred Years referred to here as Al-Book. This
outstanding effort to tell its own history was fadd by Albany
International and coordinated by a team compridddternal staff and
had contributions from people who were inside amdide the company
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at the time of its making. Most of its contribut@i® no longer with the
company, but this 108-page book brings a colleaifdhe main facts that
marked the company’s history in text and images.

Figure 4: Al-Book

Albany International:
The First One Hundred Years

mr.q_.ql!hd-hq'ﬁl’tﬁél'
=2 =9 =2\, i1

Source: Al-I's Library (2013).

Made to highlight a successful business enterpeasd the
challenges overcome to get to its current conteargastatus, the book
provided facts and indications with historical etggrsuch as the world
wars and their bearings on the business. The géstis served two key
purposes:
® Indications of communication practices at differemdments of
its history, mainly with regard to the problem wiultiple
languages as new partners or markets became pattheof
corporate dealings;

(i) A Basis to trace the corporate identity and itshgjes over time.

With regard to new markets, “their first target waanada” (Al-
Book, 1995; p. 36). And regarding partnership aoparate identity, it
is said:

When it entered the world in 1969, Albany
International was a paradox: a new enterprise
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composed of three old companies. Albany Felt,
Appleton Wire, and Nordiska had a combined total
of 212 years in the field of paper machine clothing
Each had its own traditions, its own culture and,
most important, its own people (Ibidem, p. 83).

The book was published and distributed by the gt to its
multiple locations across the globe so that evenpleyee could learn
about the company’s first steps. In Brazil andtiveplocations, copies of
the book were only available in English. That meé#ms centennial
history of the company was restricted to those mastered the corporate
language. It was up to the management to decidewddd be translated
for those who lacked the necessary level of Englsime excerpts of the
book were found translated into Portuguese indballplant’s newsletter
in 1995.

The reason for such a book to be published in Englinly may be
cost or evidence that language was thought of psobtematic by this
North-American MNC. If cost is to be the reason fiee monolingual
publication, the payback in improved communicatéomd strengthened
corporate identity might not have been thoroughlseased by
management at the time. Non-English Speaking beswlere then held
accountable for getting the message through td letedf. Anyway it
might be assumed that one of the paradoxes of tR€’Mmultilingual
history is faced here. And one might expect sinplatential hesitations
or conflicts in modern years, e.g. from the montkeatinternet enters into
the picture. The way it is handled in the Brazildant nowadays will be
detailed in a later chapter herewith.

3.1.2 Newsletters

In Brazil, communication efforts resulted in the kimg of an
internal newsletter. No one within the company daay exactly when it
was first published, but the oldest samples foumthé plant’s archive
dated back to 1993. Again, one wonders if themnig connection with
the institutionalization of the Internet, - whetheme comes first, or
second. The monthly printed publications were namddBIlu. The name
might be attributed to the fact that the compangraged in two plants
located in the cities of Blumenau and Indaial fmme time.
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Figure 5: First issue of IndaBlu, Jan/1993
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Source: Al-I's Library (2013).

Since the company operated in two facilities (Blaege and
Indaial) until the 1990°s, the newsletter must haedped bridge the
communication gap between the two plants. Thesgesésased to bring
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information of training, business and employeegoawplishments and
new developments, health and safety tips, commuaeiated
announcements, as well as news in general. Amialtégam cooperated
with the local newspapeto produce and print it. A MNC with an internal
newsletter produced with the support of profesdigoarnalists and
printed by the biggest newspaper in the regiorcietds that the company
took communication seriously and had a good bufigeit. That’s not
surprising since company-sponsored celebratiors tasgppear in many
issues of the newsletter, which is a sign of a thgatompany and a
people-oriented management style. Some issues d#Blo in 1995
brought translated excerpts of the Al-Book, puldiiy the corporation
to celebrate its first centennial anniversary. Thaaslations found were
made by a process manager and a secretary, atigrn@be fact that
neither of them was a professional translator Is@with what Piekkari
(2013, p. 2) saw as “mundane translations werentedden by practicing
managers and employees who are not trained asspimfi@l translators
“. This leads to the following preliminary hypotless
0] Translation was handled internally;
(i) There was no internal translation department csqyer
(i) The company didn’t allocate any specific budgetramslation;
(iv) Bilingual communication and translation were paft the
requirements of professionals in higher hierardi@aazels.

It must be an unavoidable question whether thisraggh to
language, multilingual contacts and translation eappd to be or
remained unproblematic. And whether it would haad hny particular
consequences. In the given circumstances, i.dareitithin the Al-Book
nor in other written documents, are such questionsiulated in an
explicit way. But in that case, it may already beepted that the language
issue is not supposed to be an explicit probletiherAlbany International
community, at least not on behalf of its management

These preliminary assumptions refer to translatifmmsinternal
use. The company’s management was aware of thieprolblanguages,
but relied on internal staff to deal with it. Sirfoeeign language teachers
are known to have played a role in the Brazilimmpkince its earlier days
(local HR), this indicates an overlap on the budgetlanguages and
translation.

The newsletters were later published bimonthly, riguly and
were eventually discontinued by 2008. Nowadays,ninsletter is no

5 Jornal de Santa Catarina, the biggest newspajtke iregion where both cities
are located.
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longer printed. Instead, internal Portuguese e-magsages in a specific
format are sent to all employees with a companyipeal e-mail account.

It is calledFique Sabend@Get to Know This) and brings events related
to training, company-promoted events and campaiggegnition to
employees” or company’s accomplishments, to nafesvaThis new
approach doesn’t have a preset time period, tagrisout as there are
events within the scope determined by the Humamiress area. Since
not every employee has a company-provided e-madwat, a copy of
the message is printed and posted on the maifiégtin board.

3.1.3 Videos and Photos

In addition to newsletters, the company keeps videordings and
photos of its main events. Training sessions, upp@nagement
announcements and even speeches at special emechisas when the
company completed twenty years in Brazil contaimednagement
speeches confirming and even complementing whateuasl in printed
sources, like the Al-Book and the newsletters. €hadeos were found
in the Brazilian plant’s archives and provided asrswor insights on
where to find answers to some questions on iteiyist

In addition, they evidenced the company’s approdch
multilingualism and translation in the 1980°s t®®Q@% by the use of
interpreters when foreign executives or trainergsewaddressing the
audience. Training and institutional videos wesndbund to exemplify
the approach to cross border communication by sieeofi bilingual and
trilingual (English, Portuguese and Spanish) shdggitand dubbing.
Voice-over in Portuguese of the MNC’s presidentsags addressed at
the twentieth anniversary of the company’s presanBeazil. Since this
study will focus on all possible aspects of muigilualism and translation,
these videos provided useful and clear evidencat wiere used for
confrontations with practices in other MNCs, asIvad tracing the
diachrony of such approaches.
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Figure 6: All Trilingual Institutional Video.
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Pictures were found of many social and businessegags. They
became particularly useful to illustrate and canfifacts such as their
global expansion. The expansion pictures, for msawere kept in a
separate album with some figures of every plartivitees built or acquired
until 1990. In addition to a photo of each planghart description was
provided with the number of employees, the yearplamt was built,
leased or acquired, the size of the building arats/evhen there were
expansions, as well as the products manufactuegd.th

3.2 SURVEY

The paucity of research in the field of corporataguages and
translation, particularly in MNCs operating in Bitaalong with the
author’s presence in the business setting for twelve years, has
allowed this exploratory case study to aim at inidrectheory building
(Piekkari, 2013, p. 3; Eisenhardt, 1989). Thusciblkection of empirical
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data was performed by means of a survey with 2@ glected individuals
in positions where some level of English was rezplilvy job description.
The first set of questions was meant to identify ifdividual, his/her
name and age, years with the company and curreitiqgo The second
set of questions was about the individuals” awa®é the company’s
approach to languages as well as their own foleigguage(s) skills. The
last set of questions was meant to assess tramsfagctices and the role
they play in the quality of their work. The surnfeym was in English and
most respondents chose to complete it in the pceseithe author. That
fact allowed some cognitive perceptions of empley@aen completing
the survey. Since they all could speak some leivEhglish, they had no
major difficulty understanding the wording in theultiple-choice
questions. This type of question was chosen tovaftmre focus on the
specific topic of interest and to make the datdectibn process faster,
since it was during work hours and people woulddiber reluctant to
put aside, say thirty minutes to respond such @esuQuestions such as
that of language policy caused a surprising reaciio nearly all
interviewees. Language diversity and use evendritie work setting
was reassuring, since the region is widely knowB@®pean Valley for
many European settlers that moved there in the Xhd early XX
centuries.

3.3 INTERACTIONS WITH KEY COMMUNICATION LEADERS

Human Resources, Information Technology and Manketireas
are directly linked with corporate communicationgheir various genres
and interfaces. Thus, the author looked for pedpl¢hese areas to
contribute to the research.

Since HR is involved in employee communication #émadhing
processes, the local Training Coordinator, local WNRnager and
Americas HR Director (based in the United Statesjenasked for direct
contributions to this study. Their answers werevigled in different
ways:
® By e-mail messages, which were electronically saaedl also

printed to be added to the research documentation;

(i) By access to the library and archive so specificudeents and
references could be found.

E-mail was also sent to the Americas InformatiorchF®logies

Director in the United States, who promptly answerguestions
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regarding the internet websitevw.albint.con) and the intranet portal
(www.aiportal.con).

A face to face interview was also set with the Mdirkg
Coordinator who answered a survey form and othetiBp questions on
translation and maintenance of the website infaonafThese notes are
also kept in the author’s archive and led to furiimeestigations.




47

4 STRUCTURE OF THE STUDY

The documentation described above has helped ghegid
supporting this study on multilingualism and tratisih in a MNC
environment. Additionally, scholarly research aneldries in the field of
Translation Studies have been used by the authointestigate
multilingual communication, the role of corporatanguage and
translation, as well as internationalization atakilp International.

Intellectuals, experts in business management atiier o
stakeholdefsare used to talking and discussing internatioatin. The
strange thing is that research on Internationatin&Blobalization, which
has been booming for many years in various fields €conomics,
management, organization studies, social psychologgciology,
translation studies, etc.), appears to be verysiaed. Full libraries have
been devoted to “culture” (a prototypical work iedst Hofstede'’s
Culture and Organization2005). And while “the linguistic turn” has
been one of the leitmotivs in all the disciplinegdd above, the other
strange thing is that Hofstede and his disciplesiiiavonder about
language(s) in their exploration of cultures.

Of course there are quite a few exceptions, butt time-sidedness
is — again — very embarrassing: in the businessatehand in their
curricula, it is often stressed that languagesiaszled; but the language
issue is rather systematically linked with the waide success of
English (CETRA Papers 1; Hermans and Lambefarget1997). It is
only since the 1990’s that systematic (social amtual) research has
been devoted, little by little, to the question lahguage(s) — and
translation — in international business: e.g. finsthin CETRA and
Translation Studies (Hermans & Lambert; Jansseaisibert & Steyaert
2003) and, in particular, in Susanne Tietze's Lagguand Organization
(2007). Several trends developed in these pubdicativill inspire the
research group within EGOS.

A multilevel theoretical model (Piekkari, 2013) lable borrowed
from such developments to help show how criticadjleage competences
and translation capabilities/services are for cafgstandard quality,
product and service deliveries, as will becomerdi@@ugh the chapters
that follow.

6 Stakeholder is a person, group or organizationh sas creditors, directors,
employees, government, owners/shareholders, swgplianion and the
community, that has interest or concern in an degaion.
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Most of the new case studies developed around@@3Fworking
group concentrate on very contemporary situationsemterprises. One
of the very particular features of this investigatis that it concentrates
on an American multinational which, by the way, hadsng tradition. It
was fascinating to analyze how an American companyes into the
Globalization Age and through the new world of liernet.

Since there are many aspects to be covered, tly giili be
divided into a diachronic study of a multinationaldtilingual
organization, corporate website, the contempornapyaach to languages
and translation, and internal daily communicaticecfices, as follows:
a) A diachronic study of a multinational/multilinguaitganizatiof:

Albany International, a North-American manufactuoéitextiles
for industrial purposes, mainly for the manufactgrof wood pulp and
paper and a new business unit manufacturing aeresmenposites — the
latter is just in the United States and was ndfistlihere. The first and
main MNC object of study here was first set indftg of Albany, capital
of the state of New York, back in 1895 and nowadsysade up of four
thousand people working in eighteen plants locategleven countries
worldwide, which sold $ 760.9 million in 2012nw.albint.con). This
company was incorporated on the basis of a pattipevgth people from
different families who joined efforts, capabilitiemanagerial skills and
capital to make felts for the paper making industry

This enterprise was set to serve one main segsemhost of its
moves and expansions inside and outside the USteds had to do with
the expansion of their main market, so the studgwshhow this
expansion took place, why it moved/expanded tivehne, played a major
role in those moves and how new languages andresliuere added to
form the multilingual corporation.

The description was meant to provide elements atulig how the
problem of languages has been handled, the basithéouse of a
corporate lingua franca and the cultures inhemrethé formation of the
organizational culture. The abundance of mateinadisfferent genres and
the author’s involvement with language training adslation problems
in this company since 2001 have allowed the stodyig deeper, reveal
and theorize from an inside perspective. This faxcthe light of other
organizational studies was the basis for the desmnis and analyses
herewith.

7 Albany International Tecidos Técnicos LTDA. locatat rua Colorado, 350 —
Encano do Norte — Indaial — CEP 89.130-000 Santtarida, Brasil or
www.albint.com
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This section was based on the information this MiN@de
available on its own websites and internal soulitesture collected to
provide a descriptive map of their expansion inewnmarkets and
incorporation of multiple cultures and languagéss to be expected that
any company producing its own history reflectsoien priorities (at a
more recent moment, i.e. afterwards): the seleafaihe moments and
the actors, as well as the orientation of the amslywere obviously
featured by business experience and by the pergpectf the company
itself.

Whether the language issue has popped up at allthveadirst
guestion, the more since the network of relatiomden observation has
been located mainly in the USA. But there may bedgarguments for
expecting a few changes, maybe any moment wherpaewers tended
to play a role, - or when the Internet was installerough the various
brands and countries where Albany Internationaldess active.

This study attempted to provide evidence/ indicetiof elements
deemed helpful in tracing the diachrony of commatian practices, as
well as elements of their corporate identity. TMiNC was set in the XIX
century and has undergone changes and lived thraag$, economic
crises, management shifts, moves to different ntarkenergers,
expansions, declining markets, and so on. Alsautjiicdifferent sets of
regional circumstances, what really played a rale its growth,
development and expansion? What setbacks didét teemvercome? And
how have these events influence their communicatiantices?

b) Corporate Website and its implications for the lzamge issue:

Since 1990 Al has produced and distributed its eshsite, even
more than just one website. Does the constructimhdissemination of
the website imply any (basic) changes (in termsmmjuage policy etc.)?
In terms of content, websites can be used by MNEsnany different
purposes and to promote intended interactions eugitomers, their own
staff and as a way to communicate with the gemperalic. What does this
MNC make available on its website? What visibilig/ it meant to
promote? What kind of interactions is it meantaoilftate? What sort of
content is available in English and in Portugué3af? one say there is an
original version of the website? What does the vtebsay about the
company’s identity? How does this virtual identitsitch its real identity?
Given the very technical nature of Albany’s produittis surprising that
this MNC insists on maintaining such a website. Houch do they care
about their international virtual image? How doé® tcompany’s
interface with the general public differ from itsterface with internal
stakeholders?
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Figure 7: Al Portal & Website.
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Sourcehttps://aiportal.albint.corandwww.albint.com(2013).

The use of the website(s) represents a real tupoing from
the perspective of this analysis, - and it is neac whether the
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company itself is/has been aware of it. Simply hbseaofficial
written (and audiovisual) communication is now ofit — at least at
the Brazilian production center — in two languagésiultaneously.
This parallelism was examined. And this shift —ttzes author will
keep calling it, from his perspective — coincidethvhe introduction
of the new electronic media. Is that a new age?

Internet and intranet tended to have different epgines, as
they were found to serve different purposes angetaaudiences.
How does Albany International’s approach to inteare intranet
differ with regard to language? This part consigiedn analysis of
their websites in English and in Portuguese, takitgconsideration
the kind and amount of information made availableghe English
version compared to the Portuguese version. Layeuwtpal and
paratextual elements were considered in order #@mdr the
comparisons, therefore raising and possibly ansgeguestions
regarding their interrelation and the role/influenc of
multilingualism; what aspects/criteria defined whabs to be
published in one language and not in the otheryavtie information
came from and who was in charge of what was pudddisin their
websites. Did their websites provide or were méargrovide any
indications of corporate identity?

The MNC’s contemporary approach to languages anglation:

The International communication process did noy emiply
the presence of multiple languages but also redjureombination
of these multiple languages, which happened undereschosen
strategies (Janssens, Lambert & Steyaert; 2003) g shaped
communication practices. These strategies and/irigm were not
always explicit to everyone within the organizatiorhe rise of
English as dingua francain international business and the evolution
of translation technologies are likely to reinfotbe marginalization
of translation in the managers” minds, even thahgheality proves
otherwise (Piekkari, R. et al, 2013).

It was only for the last few years that MNCs hageroknown
provide a rich context for the study of languagsués, being
characterized by substantial heterogeneity and (Exitp
(Fredriksson, Rasmussen, Piekkari, 2006), so thmbeu of
languages available at Albany International wasuastion raised
here. It would be naive to assume that the numb&nguages is
reduced to Brazilian Portuguese and North Ameriéanglish
(corporatelingua francg. That has led to the question of whether
such a language base was learned in mainstreamcgeglasses or
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courses. The usefulness of such languages wasnaksstigated to
figure whether they were all needed and actualbdusithin the
scope of communications in this plant, as well @& they met the
organization’s official language requirement. Orsyralso wonder
if or how language(s) knowledge acquisition hasnbpeomoted
internally and externally by this MNC.

This section brought up some key findings on thestjan of
the multiple languages at Al-I (Albany Internatibrdndaial). After
contacting the HR (Human Resources) department, géb
documentation on the MNC’s language policy, a surves
conducted to find out the real scenario. As presipmentioned, 20
pre-selected employees out of a group of 70 wedigeth to answer
questions about their language competences, reeems, use,
acquisition and level, to name a few.

The contemporary translation practices were algestigated
in the second part of this section. A wide rangemaiterials and
documents were found to be subject to translatianany instances
of Albany International’s daily communications. Tlathor’'s
involvement with the translation of several kinds dwmcuments
granted him access to many documents and mateaalslated for
many purposes in this MNC. Samples of these trtiost were
authorized by Al-I HR to be used for the purposehis study. The
questions, findings and assumptions were writtere hend the
documents were kept in the authors archive foh@rrteference.

A preliminary analysis of these documents revedtsat
within the organizational hierarchical structurdsgisions made by
top executives have been communicated througheutdtporation
via bulletins, training materials have been devetbpn a variety of
topics for global implementation, reports have be&stchanged
between locations and the head office to updatdtsesf particular
actions and from the head office to subsidiaree&dep everyone
posted on corporate financial performance (i.e.rigug business
updates), collaborative projects (Hamel, 1991)ski@ed across the
board, standard manufacturing and quality procesdamel metrics, as
well as machine operation and maintenance manualse been
created, etc. To all those documents, translatias found to play a
vital role in the fulfilment of communication goatsd spread of
knowledge.

A variety of audiences, purposes, kinds and formais also
found through the analysis of such documents. Tifdirgg questions
here had to do with the relation between corpotiaeslation and
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technical translation and the heterogeneity ofahdience for this
kind of translation.
Processing of Corporate Translation:

It is known that organizations may set languagetmes, or
perhaps adopt a (documented) language policy, whialy not
always be the case. More detailed confrontatiomsasynchronic
analysis were made on sample translated mateoalsidents from
English to Portuguese and a few other documentatedein
Portuguese and translated to English in Albanyriatigonals’ plant
located in Indaial. The key questions here were loorporate
translations take shape and place within the wardéttexts and
interactions linked with the entire world of trassbns; how the
polysystem hypothesis (Even- Zohar 1978; Toury 183dnbert &
Van Gorp, 1985) applies to corporate translatiovizat translation
resources are available (Piekkari, 2012), and whatlenges may
translators of corporate materials have to deah it processing
these types of documents.

This part of the study laid out the question/prablef
translation in this MNC environment, as well as howas dealt with
so that organizational materials got to cross natidorders and
serve their intended communication purposes, whetbaling with
external customers or internal staff. The analysimtemplated
textual and paratextual elements such as pictmeagiout recurring
in the selected source and target materials, at agelchanges
observed in recent years.

Other elements include texts of different formatssh as plain
text documents in editable and non-editable forns¢stronic slides
for presentation in training sessions with text gidures in them,
etc. The analysis raised questions on the beadhf@mmat on the
translator’'s work, mainly in processing time ane theed for
additional tools to ensure the final translatiormlgweffectiveness.
The analysis also took into account the differemget audiences
within the organizational setting (shop floor enyges, clerical
workers, leadership team, etc.) as well as masetiatommunicate
with technical and operational level customer staffe documents
under analysis here were materials translated éyatlihor and by
other translators/agencies and their use for #dgarch was duly
authorized by Albany International’s HR and will kept in the
author’s archive for further references.
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e)

Daily FL Communication Practices at Al-I

The undeniable role and need for languages and thew
company has dealt with this problem in rather undeented
situations were tackled in this part of the stutis only for the last
few years that MNCs have been known to providelacbntext for
the study of language issues, being characterizedubstantial
heterogeneity and complexity (Fredriksson, RasmmysBeekkari,
2006), so the question raised here was whethee tivere daily
situations that would require FL outside the expéctwork
interactions. It would be naive to assume that && was restricted
to office and work time encounters. The usefulrefsthe foreign
languages found at Al-l, within the scope of cominations could
reach situations like mealtime conversations, whmtght find FL
speakers unprepared to deal with them. The orgi@miza official
foreign language requirement, found in the emplsyedob
Descriptions, was English and Spanish. Preliminatogervations
indicate that a few low-level functions were taken granted. For
instance, a call from an English-speaking persoymach someone
unprepared to answer it, such as a security guameteptionist. It is
also worth bearing in mind that foreign languageovidedge
acquisition has been promoted internally and erigrby this MNC.

Being involved in English teaching and translatitwe author
could follow many moments when languages wereakiestsuch as
internal training, policy compliance, call meetingad technical
discussions in the corporate common language, neereafew. He
also had the opportunity to interview employeeskivay for over
twenty years with the company to get informatiorowtbhow
languages were handled in the past, both from actix@ standpoint
- by promoting language(s) training - and as a naarg solution to
respond to language needs by language/translatiofiessional’s
mediation. These employees reported having hathateeachers of
English since the 1980°s, just when the companyetide Indaial.
How the problem of languages was dealt before ksonn, at least
for the employees who remain with the company thdags.
Surprisingly, or not, HR holds no records of larggi@rofessionals
working for the company. What could be traced wasitwpeople
could remember.
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5 A DIACHRONIC STUDY OF A MNC

There is no international organization without riplét languages.
Since language is a way to control internationammemnication
processes, fluency in the dominant language or uttiple languages
becomes a way to enhance one's own interests amdr gdanssens,
Lambert & Steyaert; 2003). In order to learn howe tproblem of
languages was dealt with in different moments efdbmpany’s history,
key facts were collected from the Al-Book (1995)danrganized
chronologically. This chronological sequence of rdgewas then
analyzed by the author to cross-reference withrotioeld events in order
to describe and contextualize the event, ask questibout the problem
of languages and use as a reference to ground Heges later in the
study.

The primary object of the research was explicit tmational
communication practices within these preset coatete lack of those
records led to questions on languages and cslamd could serve as a
basis for hypothesizing that multilingualism andlticulturalism exist in
every MNC environment and with its many interfabes is taken for
granted in the company’s records and archives.

Initially called Albany Felt Company, it was setli95 in the city
of Albany, New York state capital in the United t8& a region known
as the geographic heart of the paper industry (@¢+8 1995; p 4).
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Figure 8: Albany Felt Company Incorporation.
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Source: Al-I's Library (2013).

A company founded in a country where English aad is the
official language might not have been aware ofpiteblem of languages
at first. However, the company sought to expananisket and supply
customers in different countries. This globalizatiand/or business
internationalization process brought up the probiémanguages and the
need for a language and translation policy.

Nowadays this MNC is called Albany Internationaldais the
global market leader of paper machine clothing, enajg of about four
thousand employees working in eighteen plantsegjiedlly located in
eleven countrieswww.albint.con). “International” was added to its
name in 1969 to reflect its global presence andemde that multiple
languages and cultures became part of this MNG Jéttion of the study
will point out the company’s moves through histang seek for evidence
of how the problem of languages was dealt withiffeknt moments of
its evolution.

Albany Felt Company expanded globally by makingsfeind
fabrics for the paper-making industry. The paperantly used for
packaging, cleaning, printing books, newspapergaziaes and even
money results from wood that has been choppedtogiiy pieces and
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gone through a series of processes so that itssfi@n form a pulp that

is then used to make different kinds of paper.

A paper machine is basically made up of a hug®fseylinders
dressed with felts and fabrics where a mixture afewvand wood fibers
(pulp) go in one side and get out in huge papéds mi the other side.
During the process, water has to be eliminatedf, he@ssure and
chemicals are added to the fibers so that fully flay and usable paper
sheet can come out of the process and be wouncaglitiders at the end
of the process/machine.

There are three main sections on a paper machohédnene is a
description of what happens in each of them:

« Forming, the first section of a paper machine wremixture of
nearly 99% of water and 1% of wood fibers is inseiio form what
will later become a sheet of paper. This mixturegghirough a set of
cylinders clothed by canvas-like fabrics with vepecific technical
properties that are made to transport this mixthreughout the
section while draining most of the water and deing the fibers to
the next section at the highest speed possible.

¢ Pressing is the second section of the paper magttieee the very
wet and barely formed paper sheet goes through af sgylinder
clothed by thicker felts, which guide the sheebtigh the section
while actually pressing the fibers and removingren®re water so
that the sheet is ready for the next section dsafapossible.

« Drying, the third section of a paper machine aralést step in the
paper making process is also made up of cylindetsed by what is
called dryer fabrics, which are carefully desigtedjuide the sheet
of paper through sections of hot air that flowstlgh the fabric to
fully dry the sheet that will come out of this sentready to be wound
and shipped out to other companies that will useriany possible
purpose.

The fabrics that clothe the forming, pressing angidsections of
the paper machine are part of the product portfofithe MNC under
study here. They are called forming fabrics, pfelis/process belts and
dryer fabrics, respectively. The picture below sh@agraphic of a fully
clothed and identified paper machine. In additiorpaper making, the
company’s products serve other industries as Wwatl,the shape and
making of the fabrics is basically the same: walwritcs and felts to clothe
cylinders.
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Figure 9: Clothed Paper Machine.

pressing

Sourcewww.albint.com(2013).

So, Albany International’s products are designedulidl very
specific and technical roles in their customer’dustrial activities.
Therefore, technical knowledge is exchanged withi various plants
integrating this MNC and with their customers sattthe products
provided can meet their customer needs. These giodave direct
bearings on the customers”™ machine and processrperice as well as
on paper quality. Thus, communication plays a kdg on this ongoing
process of collaborative exchange, capture andianeaf value (Hamel,
1991) to understand those needs, research andogetred expected
products.

This section of the study will search the MNC’ sti@ny for facts
and events regarding what changed in their commatioit practices with
the various stakeholders and how the question nfuages and
translation was handled in different moments ofhitstory, as well as
what changed with the arrival of computers anditlernet. According
to Max Weber, in order to understand contemporaggamizations, one
needs to know how they developed in history (Kies€394: 609).
Although the main questions here concern communbitat
multilingualism, and translation, it is worth ndajinthat Albany
International’s history has links with the histofithe paper industry and
marked by some peculiar traces of people and besinenagement
ingrained to their organizational culture. Interacs with multiple
cultures and languages along the years have ptayele in shaping this
MNC’s culture.
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Also, the contemporary MNC resulted from the mergethree
corporation&that used to serve the paper industry in dissiections and
markets. They merged into what nowadays is calkedry International
in 1969, reflecting its multinational, multilinguahd multicultural status.
What traces remain from the pre-merger partners dmv
multiculturalism and multilingualism were dealt itas well as the role
its markets, globalization and the internet plaged would evolve to the
present status were guiding questions in thisgfdtte study.

Different languages and cultures were remarkaldggmt on their
market. The first hand-cranked paper machine wénfed in 1799 by
Nicholas-Louis Robert, a clerk in a French papdk mifew years later,
he sold his patent to the British brothers andritmes Henry and Sealy
Fourdrinier, who later replaced it by a machine thay invented and
patented in 1806. Their machine was capable ofymiad continuous
paper rolls of any size very quickly. These maysbme late effects of
the industrial revolution, which got to paper makia while after
transforming many other crafts. The first Fourdginmachine went to
New York in 1827. By the mid 1800°s, wood startedoe beaten into
pulp and used to make the paper as we have awitbiadays (Al-
Book, 1995; p 1). Further developed, paper machgmsbigger with
three distinct sectiofgas described above and shown in figure 2) all
clothed by wide fabrics and feltso complete the process and make the
various kinds of paper available these days.

This might provide some understanding on the differcultures
and languages present on the market served by ylbalh Company
long before it was conceived. One may wonder hdwesmch inventor
traded his invention with British inventors who had-rench surname.
That might be another evidence of the early domieaof English in
business dealings evolving to the present domifiagtuia franca in

8The three corporations that merged to form Albartgrhational were: Albany
Felt Company (New York - USA); Appleton Wire Work#/isconsin - USA);
Nordiskafilt (Sweden). More details will be provitia this section.

® Forming: the first part of the paper machine, veh@mixture of about 99% of
water and wood fibers called pulp runs over a falwi form the paper sheet;
Pressing: the second section of a paper machifreayiinders clothed by felts
that press the paper pulp and remove almost alv#ter in it; Drying: located at
the end of a paper machine to actually dry the psipeet before it is wound into
rolls.

10 Fabrics here refer to machine clothing textilessding the forming section
(forming fabrics) and the drying section (Dryer$soareferred to as Dryer
Fabrics); Felts are used to dress the press cylofdepaper machine.
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international business exchanges (Fredriksson, Besen and Piekkari;
2006).
Albany Felt Company was set up as a manufacturizig BINC,

S0 connecting it to the paper industry helps oeehsav its products relate
to something of common use nowadays. The histabiaekground of its
expansion into multiple cultures reassures its imatibnal nature and
plays a leading role in understanding its positiand communication
interfaces in different regions of the globe. Ratells us how technical
their communications with customers have always thalbe, requiring
engineering/technical knowledge in each of the laggs spoken in
countries it had/has operations and customershis. Sets the ground to
study the diachrony of the pre-merger companiestia@dontemporary
Albany International. So the next sections wilraaluce these three pre-
merger partners/players, the contemporary MNC #sdlibsidiary in
Brazil.

5.1 ALBANY FELT COMPANY — 1895 TO 1969

The centennial anniversary of this MNC was celaatatith the
publication of the Al-Book; a corporate effort &ltits own history. This
book is a collection of many important facts and time when they
happen, highlighting some names and milestones hin MNC’'s
development, crossing borders and entering cosntoeconfirm its
multinational status even at a time when multimalavas not a common
definition for organizations. This section of then will analyze the
findings in that book to figure out how the compaswalt with the
question of multilingualism and multiculturalism hierent to this
internationalization process since its earliestsd&ince when is this a
multinational organization?
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Figure 10: Al-Book, Table of Contents.
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Albany is the capital of the state of New York —itdd States, and
the name was chosen by the entrepreneurs to el dbmpany. The
region was the United States capital of paper nantufing in the XIX
century, so paper machine clothing manufacturende@ to establish
facilities there, close to their customers. In 18@923-year-old man
named Dunkan Fuller joined his father, Andrew wharked in a German
felt manufacturing plant set in the region. Aftéeven years of work,
Dunkan was acknowledged master of the felt maknaget and had
secured a patent for a new method of weaving esdédts. Two years
later, he succeeded his father as a mill supexetetnbut was fired after
the plant under his supervision burned out in 188was then replaced
by a skilled felt maker from England, John K. Spamewhose name will
remain in Albany International’s history later (Bbok, 1995; p 3). By
then, the initial mix of national origins, languagend cultures (Hofstede,
2005) had been woven. The ways of managing thenéssiwere also
different, since an incident resulted in the temtion of Dunkan’s
employment, which ironically turned out to be thestthing for him.

Dunkan, with great ideas and limited funds, wenand got USD
40,000 to start a company — most of it from then@ags, a wealthy family
from the New York region with other businesses. Tdraily wanted to
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provide Parker Corning, who had graduated from Yt year, with
business management experience. Albany Felt Compagsestablished
on March 8, 1895 to make press felts for paper mashwith 23 full
time and 13 part time employees. At that time, geihthe heart of the
felt making trade, there were nearly a dozen ofbktrmakers in the
United States; the oldest had more than 30 yearsxpérience and
Dunkan’s father had been one of the founders. fneurship might
have been a family trait but from a market stanidtptAlbany Felt was
defined as a latecomer” (Al-Book, 1995; p 4). Thenpany did advertise
in two US national journals, Paper Trade Journa Aftbany Times
Union, and until then languages did not seem ta peoblem. Although
it was set in the United States and did businedg with domestic
customers at first, there have always been intimelt components to
this company/culture. It came out of experienceuaed in a German
Company; Dunkan, the founder of Albany Felt Compangs replaced
by an English felt maker and certainly interacted witmhiOne may
wonder what the employees” national backgroundatrhigve been since
New York was flooded with European immigrants/se#tl Were they all
United States nationals? The company’s records’tdgly anything
about it, but this indicates that different langesgnd cultures have
always been present there and raises the questiamdrican English
was the only language spoken for business/workgqaepthen.

The company has been considered a good, cleanasdfaigh-
paying place to work, complemented by good benafitssince the early
days people have tended to start and finish tlee&ers in the company.
The record of sixty-one years of service was hglct employee who
joined the company in 1902. In addition to work,npdave found it to
be the place to make friends and romance, whicle \efped by the
company-promoted social events like games, picaied Christmas
parties (Al-Book, 1995; p 23). The underlying re@sdor promoting
these social events were not explicit, but mighll Wwe a way to bring
people of different cultures together promotingegration, elevating
employees” morale; maybe it was a local traditibhe fact is that
company-sponsored social activities lingers wittlie corporation to
date.

Paperboard boomed due to railroad approval totdse shipping
and the demand for felts increased accordinglynTheecession hit the
market so hard that the company could sometimesatgpenly two or
four days a week. But recovered in the next fewsiedorld War |
caused wool shortages that required unified apfreah the entire
industry to secure the necessary approvals fromndef planners. Even
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so, growth and expansion followed the paper inglustid by the end of
the war the company had 223 employees and a ytarHaed sales
agents in England, Sweden, India and Japan (Al-Bb@85; p 7).

This evidences actual foreign dealings, which laadse question
of how the company interacted with those agengsdwide them training
on their product and even set the work relatiosades and payment terms
with the agents so they could pass on to theiroousts. Translation
played a role along with knowledge of English bysth agents. However,
there are no specific records of a language orskation policy that
guided such interactions. One hypothesis suggessedthat of
monolingual-bilingual sets of interactions to forthe multilingual
Organization. Supported by the dominant status ofgliEh in
international communications, from the corporateandpoint,
communication was basically monolingual for both-hised employees
and foreign agents. The high level of technicalaldary implicit in
these communications suggests that those foreigntadiad enough
knowledge of English to take part in those intéomst. This hypothesis
leads to the following scheme of language hierarainjch aggregates to
form its multilingualism:

Figure 11: Hierarchy of Languages at Albany Felt 01920’s.

Corporate
(US-English)

Agents Agents

US-English /

US-English /

US-English /
Hindu

English Swedish Japanese

Source: Al-Book (1995).

Although the company was doing well in the post;vasiempts to
sell products internationally had most Americart fabkers withdraw
from the world market, claiming it was too far tongpete. That was a
roadblock to internationalization.
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After almost thirty years on the market, the compeeceived a
new talent with direct bonds with a competitor; d&tandish, the chemist
and son-in-law of JK Spencer (the English felt rmakleo had been hired
to replace Dunkan Fuller in his previous job) lifat same competitor
and accepted the position of plant superintenddrat might have been
viewed as an attempt to informally exchange tedirand managerial
knowledge with the competition. In addition, resbarefforts were
recognized as necessary and the company turndte tMassachusetts
Institute of Technology for felt analyses and ldteed an MIT expert to
set up an on-site laboratory (Al-Book, 1995; p 16).

In addition to managerial and technological imgmoents, the
company’s monolingual communication also got métention with the
publication of a newsletter. It was named Alfelezts and was published
on a monthly basis in order to broaden the comnatioic channels with
customers, after the need was made evident in dingewith the
papermakers committee, where Albany Felt Compangealgto provide
papermakers with precise data on its felts. Thdiathie was
congratulated by the customers (Al-Book, 1995; p This indicated an
effort to set a two-way communication with its @rsers.
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Figure 12: Alfelco Facts, 1923.
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Cross-border dealings became undeniable when thepamy
established in the northeastern United Statededtaloing business in
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European and Asian countries. Product labels, saesces, contracts,
settlement terms, instruction manuals, for instdred to be provided to
the foreign nations, as well as the recently cobaiewsletter. Not to
mention all the export documentation accompanyhmg product and
considering that International Commercial TermsGNrERMS) would
be first published only a decade later to fac#itdbreign trade
documentation. No record was found on how the compeandled the
matter; it might be assumed that language differengere taken for
granted on behalf of the dominant status of Englisti translation was
used when foreign countries” rules required.

The fact is that since then, multilingualism wagleat within the
company’s dealings. The hire of foreign agentsiredunterviews and
training sessions to know the company, managentgie, sommercial
terms and people to contact inside the companydoegss the orders.
Customers in those foreign countries received tlogyrts of these
multilingual interactions; so the company’s perfante and profitability
abroad relied heavily on language competences. Soigractions
confirm that international companies are multilinurganizations
where multiple languages coexist side by side ancbmbination with
each other (Janssens, Lambert & Steyaert; 2003hsi@ering the
technology known to be available at that time,rat&§ons were face to
face, in writing or over the phone.

The company’s management has always played antanpoole
in its growth and culture formation. This was madey clear in the late
1920°’s, when in the middle of a rapid growth, thenservative
management style led to the decision of loweringicand focusing on
manufacturing perfection, holding purchases onth&immediate needs
and focus on plant perfection and lowering costsBéok, 1995; p 14).
That helped the company recover faster than itspetitors after the
depression caused by the stock market crash of, 1828 there were
387 employees in the United States.

Soon after recovery was felt, a service enginearhir@d to solve
problems in paper mills and communication with oogtrs was boosted
by the publication of a 65-page technical handbawok wool felt
manufacturing, application and care, followed byiraiitation for every
customer to visit the company in operation so tteyld see how careful
they were in making the felts. Albany Felt wasrgrsalesmen who could
speak the language of its customers; that is, @iberience in paper
making (Al-Book, 1995; p 17). Was the handbook @hidd in multiple
languages? The records found did not make anyereferto that fact, but
based on more contemporary practices, corporateriaist were only
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published in English and the subsidiaries would invay to spread them
to their intended audience. Maybe local sales pbiic® engineers read,
highlighted some information and gave a sampldéir tcustomers. Or
maybe local communications, technical or salesf sfabvided

translations of excerpts of the handbook for kest@mers. Contemporary
practices suggest that foreign subsidiaries reegeatsimilar handbook
with some parts translated from the corporate. Bese are initial

hypotheses, since no record or sample of this teehhandbook was
found in Brazil, where operations just started e t1970°s. Full

translation of such materials were not common astat the company.

Upper management shifts also cause significantggsim the way
a company does business and plays a major roletsininternal
interactions. Under a very centralized managemeyle,sexternal
communication strengthened the company’s imags tmstomers with
an institutional film produced and narrated bymdas North-American
broadcaster, Lowell Thomés showcasing the company. Copies of the
film were given to customers and prospects. By ttika paper and
pulpwood industry had spread to the south of théednStates and
Albany Felt already had 500 employees, who gotninésl. This meant
another interface for the communication and in sosgards, in the
decision-making process.

When World War Il broke out, Albany Felt showedstgport for
the war for freedom by giving a $40,000,000 cruigdrBook, 1995; p
33) to the US navy. Was that typical for other cogtions at that time?
Whatever the reason, that indicated that the coynpas making good
profits. Those figures attracted investors, like tBlark? family, for
instance, who held 31% of Albany’s outstandingkstday then and was
so interested in the company that later, unsucaigssittempted to get
control of the business.

Internally, World War |l affected more than onerthiof the
company’s male employees. They went off to fighthie war, so the
company had to hire women to work in some of thestnadfected
operations. The shortage of male workforce for soperations led to the
conversion of a gas station into a little planptoform one step of the
operation. That was set in an area beyond the reAdhe defense

11 Lowell Jackson Thomas (April 6, 1892 — August 2981) was a famous
American writer, broadcaster and traveler.

12 The Clark family was the owner of Singer, a compaet up in the United
States in 1851 to manufacture sewing machines.
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department. The peace time demands allowed thdselgses to stay in
the company after the end of the war (Al-Book, 1,9936).

The post-war also marked a shift in the managestglg. A less-
than-40-year-old board member was appointed presibet was deemed
too inexperienced to lead the company. Consequenily of the bank’s
president and board member became president wieleydung-to-be
president would learn more to take the reins (A6BdL995; p 28). This
is another evidence of a conservative managemget gtas it a common
practice among corporations at that time? Withnitgeo explore new
markets and become international, what was the aogip concern with
their executives” language management?

During the transition, the company built anothemuofacturing
facility in the state of Maine, in the northwest thle United Stated
bordering the Canadigmrovince of Quebec. By then, there were nearly
one thousand employees, which was a consideratgg lgroup to be
deemed monolingual, however nothing was said salfaut their lingual
and cultural diversity or how the company dealthwhat. Close to the
neighbor’s country borderthe domestic enterprise was comprised of
three manufacturing plants and $14 million in ygeasales (Al-Book,
1995; p 35).

Two years later, the company crossed the UnitegStmrder; the
critical level of sales for newsprint paper fetd to the building of a plant
in Cowansvillé3, in the French province of Quebec, Canada (aguikih
country). That was the first plant outside the maest region and outside
the United States, which meant that another cuétndlanguage (French)
were officially added to the corporate diversityo Mecord was found on
what changed in the company’s language policy cetdr managers
were required to speak French. Either translatiotilingual trainers
could be employed to facilitate training and set llusiness in Canada,
but these are just inferences based on contemporactices.

Another leadership change made a milestone initter of the
company when a less-than-fifty-year-old presidesukt office. That
implied a relevant change in management style, fronmdividualistic to
a team approach and a spread philosophy that timpaity’s success
depended on the employee’s success. The collegdtirer program
(engineers and chemists) was then set to brindohmvd to the company,
and many of those new talents made their careettseirompany and
ended up as Senior Vice Presidents or other marexgepositions.

13 Cowansville is a 12,489-citizen town in south-cahQuébec, 20 kilometers
north of the United States border.
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In that pace of change, Albany followed the papekens’
expansion and moved south, building a plant in tS8tephen, South
Carolina. The small town hall would welcome andregere incentives
to the company, since it would provide jobs fointsabitants. There were
not many industries there, so most people madéreylbut of farming.
A rigid racial segregation was also found theraj@in-Americans were
only hired for custodial jobs (Al-Book, 1995; p 38Yhat was
unquestionably a significant challenge to the caomfa
multiculturalism; even the employees who came ftbenNew York area
found it hard to cope with it. That plan represdra@ innovation from
the manufacturing stand point: it was the firstnplaviithout windows.
That allowed them to control humidity inside thamglto ensure the best
fiber quality.

The 5-year-old Albany Cowansville had the secongdst market
share in Canada, among 5 players. The barely 50efe@apresident
choked to death while dining with his wife and fiis. The simple
Heimlich maneuver could have saved his life, thotigias known only
in 1974, so no one could revive him back then.Babk, 1995; p 39).

Despite this fatality, the company’s upper managemeould
pursue the envisioned goal of operating acrosatihatic Ocean. So they
returned to Europe hoping to establish an alliawid the Swedish
Maskinfilt Aktiebolaget - Nordiskafilf, global leader in the
manufacturing of press felts and dryer fabrics. @ary later, with
collaboration under discussion, Albany began tdapthe possibility
of building a plant in Mexico, where the paper istty was growing 15%
a year and the government would close bordersi&omaport of products
made by firms that built plants in Mexico. That Wibbe the competitive
edge Albany needed to increase its share in thekeha

Building a plant in Mexico was a strategic businessve that
implied in the addition of Spanish to the compangiguage portfolio,
as well as the entrance of a new culture to tharorgtion. Running a
plant in a foreign country means considering itsgleage strategy
(Janssens, Lambert & Steyaert; 2003) so the newrely(Hofstede, 2005)
can be effectively woven into the corporate cultanel training can be
provided, technical information can be exchanged wsults can be

4 Nordiskafilt was set in 1905 in Sweden to prodpaper machine press felts
and dryer fabrics. It used to market its productnty in Sweden, Finland,
Norway and Russia. In 1969, Nordiskafilt mergedtoany Felt Company and
Appleton Wire Works to form Albany Internationaldhso it remains to date (see
more in the appendix).
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reported. Staff interactions have direct bearingshe final product that
goes to the customer and define the results dbtisaess, which in that
case was successful.

As a result of the North-American and Swedish camgs
partnership, Albany Nordiskafilt de Mexico was opdnin Cuatitlan,
about 20 miles from Mexico City. That made the ayagion official with
addition of languages and cultures to the corpgratdolio. And yet, no
language policy or records of language training ewésund. What
regulated international communications back thes nat found in the
records.

The gap between Albany Felt and Albany Internatieres on the
way to be closed. The company was then made upy 46 mployees in
3 countries plus the colleagues in Sweden. Thaerfmda great cultural
diversity. How did cross-border communication tpkece among these
people? Could one assume that English was the timggdlanguage and
foreign managers had to learn it in order to getiihsiness going? What
policy guided the language practices back thesedined to have been
S0 unproblematic or obvious that no records merition

Somehow, communication flowed across the countres even
continental borders with this undercover or illusstic language strategy
(Lambert, 2010). Business goals were shared, &t lammong the
management and the partnership yield synergieddatiahe partners to
expand to France, Netherlands, Finland, Austraiid England in less
than a decade (Al-Book, 1995, p 44). The globalecage of their
operations was evident; that was a truly multimaleenterprise.

Such expansions brought up the need to enhance woicetion,
at least with the market by the publication of &-pdge guide called
Paper Machine Felts, which came as a complememiatty roundtable
discussions and in-the-field seminars sponsored\bgny to educate
papermakers on the benefits provided by their nemdyxts (Al-Book,
1995, p 46). There are no references to the larginapose publications,
but the dominant status of English in businessdéathe assumption that
those were monolingual publications. So far theomds have brought
references to efforts, actions and improvements erternal
communication only. The way internal communicatiorend
language/cultural diversity were handled remaingpen question. It is
worth noting that neither computers nor the intemere available back
then. That implies in the power position of thepmrate lingua franca for
managers in countries where English was not widelgken. Foreign
language knowledge has been more common amongepeopligher
hierarchical levels than in operational levelsfdot, foreign language
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knowledge is now a requirement for career advanoémenultinational
corporations in the contemporary business environmmdence, it is
reasonable to assume that this requirement tremas tb the boom of
globalization and/or internationalization.

Also in the 1960’s, Albany Felt Company startedpavating with
Appleton Wire Work®, initially in a research effort to outdo another
competitor. Since this was also a United Statespemy, there was no
addition of a language or culture to the enterpidthough there were
other North-American partners in the same projate shared
background and goal made the inter-partnershimilegu(Hamel, 1991)
run more smoothly.

Roger Milliken, head of a giant textile companySiouth Carolina
made increasingly generous offers and bid to b@y 6L Albany’s stocks
and get the control of the business. His attems seen as a threat to
Albany’s organizational/business culture by its aggment and some
employees who had worked for them, since it coalg@ly in a major
change in management style and business culturevéizanot welcomed
by any of them. Considering that organizationakwel is commonly
characterized as a modern and efficient instrunfentcoordination
(Kieser 1994, p 610), efforts were then made tesgme the company’s
ownership and organizational culture to the extbat the company’s
managers got together to buy shares from thosegvilb sell them for
the same price that Milliken was offering and isbugrning notes to the
shareholders and employees about the risks thedvak would mean to
the company’s strategic plans (Al-Book, 1995; p #8at demonstrated
a particular and strong interest in preserving Wey the company
handled its business, or perhaps an upper manatjge@e of interest;
whatever the driving force, people felt comfortabdi¢h the status quo,
so it worked. What was in question was a compairily mianufacturing
facilities and offices in nine countries and $54lion a year in sales (Al-
Book, 1995; p 44; 47).

In fact, the attempts to take over the controheftcompany at that
time resulted in a single cohesive unit and produgenew company
poised to meet the challenges of the 1970"s andnokefAl-Book, 1995;

15 Appleton Wire Works was a manufacturer of papechire forming fabrics
set in 1895 in Appleton, Wisconsin — United Staése company had a culture
of manufacturing and machinery innovation, whicliraes caused some trouble
with the weaver’s union. In 1969, the company wasged with Albany Felt
Company and Nordiskafilt to form Albany InternatEnwhich remains to date
(see more in the appendix).
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p 50). The management was in the final stages gbtising a merger
that came true in 1969. Milliken unsuccessfull\sea his offer one last
time and later sued the company arguing that thgenevas just set to
frustrate his attempts to take control. Of coutBe,company’s lawyers
managed to prove that he was wrong.

When choosing the company’s name, “the directove gareful
thought to a name for their new enterprise. Inehd, they retained the
widely known Albany name but added “Internationtd”highlight the
company’s global scope” (ibidem, p. 50).

5.2 THE INCORPORATION OF ALBANY INTERNATIONAL

The upper management envisioned the Global ensergivat was
made possible by globalization, technical change t#we unwelcome
suitor (Al-Book, 1995; p 35). The merger of Albafglt Company,
Nordiskafilt and Appleton Wire Works, formed Albaiternational in
March (once again), 1969 after the Internal ReveSerwicé® approval.
That was not only the rise of a new business enserpbut the rise of a
new organizational identity construed with possiebodied cognition
(Harquail and King, 2010, p. 1622) aspects thahiriigive played a role
in merging these different cultures, traditionsgaar of expertise and
people from various locations, who apparently stharee pursuit for
excellence in customer service and products, imtodbminant supplier
of paper machine clothing end-to-end - Albany Iné¢ional. One might
ask here which business culture or characteriséwgiled, whether a
whole new culture rose, or how this transition pefivas. Which of those
early-day traces still remain(ed) strong? Two UWhiBtates based and a
Swedish based corporations merged into a singléetdritates based
MNC with a huge language and cultural diversity.

Figure 13: The Incorporation of Albany Internatibna

Albany Felt Company (US)
Albany International

Nordiskafilt (SW)

Source: Al-Book (1995).

16 Internal Revenue Service is the agency responfiblax collection and tax
law enforcement in the United States.
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The International enterprise was then made updi¥idions (Felt,
Wire, Europe and Canada — in charge of Mexico amstralia) with 6,242
employees under the People Policy, published inoahoire to knit all
those people into a team where the personal sucgassthe first
condition to the company’s success. This policy maisfound in the
Brazilian plant’s archives, which raises the qoestiof how long it was
in place. Also, since the definition of personal/an professional success
may vary among individuals, it may be worth notargindication of how
emotional experiences and expressions influencentbepretation of an
organization (Harquail, 2010, p. 1627). This apploaas adopted by
this MNC and confirmed by the hire of promising dwates with intent
to keep them until retirement by providing interrmbmotions and
international assignments, which were mentionedoagorate standard
practices (Al-Book, 1995; p 84). From the corposigmdpoint language
capabilities did not seem to be an issue, sinceefemences were found
regarding language requirements to these promggiaguates.

Synergies must have been strengthened among tipdepadhe
International enterprise. The year Milliken sold shares, which were
reduced to 20% after the merger and Lloyd Briggeafurer and
unofficial poet) recited the following at the anho@nagement meeting:

Roger the Raider rode out of the south,

With a knife up his sleeves and a smile on his
mouth.

Roger the Raider on our door did knock

And told us that he owned a third of our stock
And then with his foot firmly wedged in the door
He politely informed us that he would buy more.
Give in or resist was the choice that we had.

Said Roger: “Give in, or I'm going to get mad.”
Well, give in we wouldn’t and get mad he did.

For more shares of stocks he then frantically bid.
None were forthcoming and Roger turned blue!
Said he, “You folks have had it! Now I'm going to
sue.”

Backed by Rifkin and Newlon and a few other guys
He battled with Hagoort and wily George Weisz.
Books were examined depositions were taken,
But Roger found no way to bring home the bacon.
In court and out, not one bout did he win,

And Roger the Raider rode back south again.
(Ibidem, p. 50).
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That brings up a very unusual fact: a treasuretimgca poem like
this to summarize such a story in a formal businsssting. However, no
translation of this poem was found at Al-I. Theseawhy would Roger
try so hard to gain control of the company is nqtlaned in the records,
but his frustrated attempts brought the companyianfgement) team
close together fighting against him. The Informatidemo was launched
as the single most important medium of communicagioout the Albany
family’s deeds. The company was split in two mdjeisions:

i) Papermaking Products with 24 plants, being 13 @ Wnited
States;
i) Industrial Products with 19 plants, 16 were inXtoeth America.

The internationalization process moved on in th&019 and under
the multicultural management team the corporatibted Brazil, Japan
and South Africa to its country, language, cultupsrtfolio.
Communication and language policy were not refetoed any records,
which leaves the ground to the hypothesis thatiEmgVas the language
of cross-border communications. That is the practimowadays.
Therefore English was and has been the corponageidi franca and
knowing it grants non-native English-speaking pensb a position of
power. Such a position of power has allowed foreigaractions with
colleagues, customers, suppliers and authorities.

Another important aspect of the power position tgdnby
knowing languages was not only limited to intedmakrarchical position,
but allowed participation in cross-cultural proddetvelopment and co-
operations (Hamel, 1991). For this purpose, tecinkmowledge in
English was key for the foreigners involved. Thiasnand has been a
challenge for a nearly 6,000 staff MNC operatind aa-operating in 12
countries. Languages also include those of foreigrtomers and agents.
It was observed that at Al-I, when it came to comimation with foreign
customers, the power was held by those who cowdksthe customer’s
language. Contemporary practices revealed that nangng those
people communicate in the corporate language a§ waving the
customer’s as a third language. Hence, it is stegebe following
scheme of the power positions related to languages:
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Figure 14: Internal vs. Customer language PoweitiBost Al-1.

Corporate Language for

/| Foreign Customer Language for
Decision-Making /

Decision-Making

Foreign Customer Language for
Technical Cooperation

Corporate Language for
Technical Cooperation

| Localla nguage Restrictedto |
Local Interactions / Dependence
on Translation

Local Language: Restricted
to Local Interactions /
Dependence on Translation

Internal Language Power Position Customer Language Power Position

Source: Albany International — Indaial (2013).

In the early 1980°s The Appleton Wire Group decittesell most
of their 37% of outstanding shares. That threatéinedompany business
culture and style once again (as in the pre-metigez), causing the
management to make some extra efforts to keethpany’s ownership
within the same hands and preserve their finarasidl operating plan.
Although it was a challenging period, the compawgroame the mostly
financial obstacles again before the end of thadecOne may wonder
if that same management style/business philosopily reles the
corporation these days.

In a financial move, Spencer Standish (mentionelieeg took a
calculated risk and got 68% of voting control obahy International. The
MNC became then a family-owned MNC. Since the famids already
involved in the board, no major management changes reported, but
the change in the company ownership status.

In the mid-1980°s, Albany International took pamt a major
business management revolution with many philossphorrowed from
the Japanese and learned from the Toyota/Lexusia@agen that cost
reduction and quality improvement could coexist. B¥Y. Edwards
Deming’ became the quality movement guru, involving peomhel
process to eliminate flaws in the production prec#serefore generating

17 Dr. William Edwards Deming (10/14/1900-12/20/1998as a poor-born

studious, diligent, hardworking and noted North Aiten statistician and

management consultant with a Yale PhD in physiesiarkable studies on the
relationships between working conditions and praigitg and whose techniques
and methods are known to have caused the post-wardl Japanese goods to
be synonym of quality worldwide and North-Americanustry to be renewed

with productivity and quality at lower costs.



76

tremendous improvements in the manufacturing peesethat translated
into profits. Total Quality Assurance (TQA), JustTime production and
Process Improvement Teams were formed corporate-imién attempt
to reduce costs (ibidem, p.100), efforts that wericed since beginning
of the decade.

That required global training and translation pthygerole in the
deployment of such efforts. Training documents toelde translated and
provided to employees worldwide and the resultssa¢h programs
impacted product quality and performance, havimgafibearings on the
business results. In Brazil, according to All-HRe heads of quality and
training areas had good knowledge of English andevadso key to
facilitating the implementation of these manufaictyrprograms. This
confirms the power position of those communicatinghe corporate
language. Since they knew English, they were irhdrichierarchical
positions (i.e. managers, coordinators, supervigtcs) and had access to
the training in English as the corporate providBgey could then train
the manufacturing-level employees who would then tHeir job
according to the mediated training received. Trejnwvas and has been a
process in the manufacturing activities too. Prodpality and plant
efficiency are directly linked with the traininggsided, which in turn
relies on technical and bilingual knowledge (Pauege and English).

That also shows indications of an organizationdtucal that
sought for an innovative way to keep productivitg grofits even during
crisis. The multinational status of this organiaatalong with need to
standardize their production methods are cleacatitins that translation
and knowledge of a corporate language are vitathferachievement of
major corporate goals, such as quality and prodactiethods.

In the early 1990’s recession, the previously dioed Japanese
philosophies affected the way many businesses wemgaged in the
United States, including at Albany. This rethinkiogused significant
changes in the production methods and in the Miadkedepartment,
which was expanded and strengthened by speciatlstabanks and
laptop computers. The result was a new approasklig value, rather
than mere felts and fabrics to customer’s purchasianagers and
clothing committees (Al-Book, 1995; p 99). That eggxrh could be
viewed as a new way to communicate with customdrsmwselling the
product. It showed the company’s determinatioretain business with
the papermakers who preferred a single supplieallinthree paper
machine sections (forming, pressing and dryinge $&me approach has
been used by the Marketing and Sales team ingitime across the globe.
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The new approach to sales was helpful, but manistability and
foreseeable consolidations, represented new clgaketo the traditional
people policy. The good news was that growth waslipted in Asia by
the UN Food and Agricultural Organization and Chivess expected to
exceed the United States and Japan in the consaimeti paper and
paperboard within the next fifteen years (Ibidem1@2). By that time
plans were made to build plants in Korea and Chomatinuing the
philosophy of being in the main paper productiontees.

With a history of overcoming obstacles such as wasession,
shifts in management styles and technological tiymowadays Albany
International has two main business units:

- Machine Clothing (MC), which produces custom-desdyfabrics,
felts and belts for paper machines and many othdusirial
applications, as shown in figure 9; and

- Engineered Composites (AEC), which manufacturesamackd
composites to the aerospace industry. The latter leen the
company’s new business unit since the last decadensmy be
viewed as the contemporary share of corporate sifieation; a
practice that may have been inherit by the MNCfily@aanagement
philosophies and beliefs and/or based on some ctr@emporary
management philosophies to generate long term gramd cash.

Figure 15: Albany Engineered Composites

Sourcewww.albint.com



78

Although the company serves its market with martufang plants
in eleven countries, it has operations in the foifg fifteen countries:
United States, Canada, Mexico, England, Italy, ralist, France,
Sweden, Germany, Finland, Brazil, China, South Kpréapan and

Indonesia \Www.albint.con).

Figure 16: Al Global Presence.

- G

Sourcewww.albint.com(2013).

This confirms its multinational, multilingual andulfticultural
status and adds Mexican Spanish, Canadian Frenahii&n Portuguese.
The next section of this study investigates machiciething
communication practices, more precisely the inteyvas between the
corporate and sister plants and foreign customignstiae Brazilian plant.

5.3 ALBANY INTERNATIONAL BRAZIL — 1975 TO DATE

The diachronic study made so far was meant to:

i) show references of language practices over the
internationalization process;

i) set the background for contemporary analyses; and

iii) better situate the company whose language and ldtiams

practices will be explored here — internally knoas Albany
International - Indaial.
As stated before, Albany International’s historyBirazil really
started in the 1970°s when a manufacturing plarg @racted to make
dryer fabrics, press felts and industrial fabrimsthe growth of the South
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American market. So far, the company tended tooWollits main
customers by establishing facilities as close assipte to their plants.
Why was Blumenau, Santa Catarina chosen, sincésthanostly textile
and clothing region and the bulk of the paper itgusvas and is
established in other states? Some older emplogsgetat the abundance
qualified labor in the textile trade could be as@ma Others say that the
fact that the first Director of the company’s opierss in Brazil was from
Blumenau might have played a major role in buildenguments to
convince his foreign bosses to move the operationsis hometown.
These possible explanations were provided durinvexsations with
employees working over twenty years with this MN@gce the decision-
makers at the time are no longer in the organiaadind the only record
found was a speech by the local director at thetieh anniversary of
the company in the region (Al-Brazil 20 Years, 1p9he plot of land
chosen to build the facilities in the south of doeintry was too close to
the region’s main river. So severe floods in thtyel®®80"s and 90°s hit
their facility causing major losses, as previousbntioned herein.

That setback led to the construction of anothertpiaa flood-free
parcel in the neighboring and smaller town of latlajust few miles
westbound towards the countryside on the same laighwhe latter was
opened in 1986 and remains their only manufactuid@ogity in South
America to date. For some years, the operationg waglit between the
two plants, but after some expansion of the Ingdaait, all the operations
in Brazil could be brought to that location and tleemer plant in
Blumenau was sold to a local University. Mostly Bess, Engineering,
Accounting, Law courses, etc. are taught in theesphysical space that
once held a multinational enterprise.
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Figure 17: Albany International Indaial — SC.

SR

——

éource: Al-I's Libary (203).

Since the previous sections provided an overview tloeé
company’s history, its products, management st@gpansions,
challenges, etc. and the focus of this study i€tilemunication practices
and developments, mainly in the Brazilian facilithijs section will
highlight a few facts that may play a role in themnultilingual
communication practices and attempt to make cotdtimms between pre
and post computer and internet systems. Also,ahtemporary approach
to languages will be investigated here.

According to All-HR and some employees working mdran
twenty years for the company, since the mid-lag019the company has
maintained a language professional in their off@c@rovide employees
with training to learn English (in the past, aladSpanish). Over the last
twelve years, this function has been fulfilled bg tuthor, who has also
played a role as a translator of a wide range gfarate materials, as will
be explored later in this study, and the in-howssmial network pivot
translation provider (PIEKKARI et al. 2013; p. 8).

In addition to language(s) provider(s), the condemlanguage
knowledge, especially technical terms referringAtbany’s products,
machines and manufacturing processes led to thepiliion of a
typewritten glossary named “Felting TerminologyheT glossary was
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organized alphabetically with a 73-page Englishti®prese and a 64-

page Portuguese-English section, plus a 42-pagdisksigprtuguese

“Addenda” section with further explanations of sor@ens, like roll and

defect types. It also refers to volumes I, Il afigd plus the fact that

additions and corrections would be required. Maotes were found to

be handwritten, but no starting date, which imptret:

() it was created prior to the advent of computers;

(i) the project evolved over time with more specififimidons;

(i) the glossary was a collaborative project involMiagguage and
felt and paper making experts;

(iv) it was compiled by W. G. Binns who used to teacglish at Al-
l;

(v) the only date found in the glossary was 01/1989,tha
“Addenda”.

(vi) the glossary holds about 4.000 definitions.
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Figure 18: A Page of the Felting Terminology.
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Source: Al-I's Library (2013).

When the author showed the glossary to the empdoyearly all
of them were surprised and unaware of its existesen employe_es who
had been working over 20 years at Al-1. This leladfie assumption that
copies of the compilation were made available umlaf_ew people, such
as the heads of the technical and quality depatsnsimce most of the
terms refer to product features. This restrictmﬂeas_reir)forces_ the power
position of those knowledgeable of languages in I\/H\I_éhvwonment,
even more when it came to area and product relatédon. A hard
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photocopy of the glossary was once given to theauiy a former head

of the engineering department and is kept with fointonsultation. This

compilation along with more contemporary words Igtuin mainly by
the arrival of new technologies, served as basisdate a digital glossary
accessible from every computer within the compapyésnises.

Regarding information technologies, in 1988, thecalo
management created an Information technology pldnpreset goals to
integrate  communications and work procedures vianpaerized
information systems during the following years. gest of that plan, an
Information Systems manager was hired in 1989 mapederize the plant,
initially by renting a computer for 2 years to ceschthe company’'s
twenty-five terminals, thirty-five microcomputersncdah one mid-size
computer. The project worked out and despite ogran two plants
(Indaial & Blumenau) the information technologidfods resulted in a
computerized system that allowed a reduction irekraycle time from
12 days in 1988 to 2 days in 1991 and finally tdaly in 1992. This
integrated communication system was a milestone irtternal
monolingual interactions as well as external FL oamication with
colleagues and customers at a much faster paceodilne use of the
internet.

That was a remarkable improvement in the speed of
communication given the huge amount of foreigndragerations; in the
early 1990's, for two consecutive years, Albanginational Brazil got
the Million Dollar Exporters” Club Certificate (laélu, v.1, n. 1, p. 1,
Jan. 1993 — figure 5) given by some American Charmb&€ommerce,
which meant that:
® The company was exporting a lot;

(i) Foreign languages were crucial for that figure;

(i) In addition to the leadership, foreign languagesbtieebe known
and used by Customer Service Representativesff; &Rport
staff, Engineering/ Design, and application stafiperationalize
those transactions.

An integrated computer system played a role thmrethat figure
actually indicates the important role of foreigndaages and translation
to the company’s financial results. It also mednad hot only English

18 Customer Service Representative (CSR) is the ijté df the person who

operationalize sales of products inside the compampong other interfaces, this
person interacts with customers, agents and salpkpim the field to process all
the documentation and internal procedures to gebtter ready to be delivered
to the customer.
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played a role as foreign language, but at leastiSpaontributed to that
since the plant was built to supply felts to alBafuth America. A glossary
of Spanish technical terms was not found to fatéitPortuguese to
Spanish communication.

It is known that by then the company had an inteleecher who
used to help employees by teaching English andbypding a glossary
to facilitate the need for immediate translationiraérnal work-related
terms by Al-l employees. This implied the provisiofi immediate
translations through an internal advice networlEEHARI et al. 2013;
p. 7). Although working inside the company’s presjsthis language
provider was not a company direct employee, whielams the company
outsourced this crucial service. That means, Addduan external service
provider as the solution for its concern for spaed confidentiality while
developing the desirable level of knowledge on dtsployees. The
problem was also found in Nordea, as describedabelo

Concern about confidentiality and speed of
response may further hinder the ready adoption of
outsourcing. In the end, though, outsourcing i onl
a partial solution and cannot substitute for lamggua
proficient staff providing immediate, on-the-spot,
translation (PIEKKARI et al. 2013; p. 11).

The approach adopted by Al-I requires a high lefelompetence
in training adults with specific need and limiteémé. In addition, such a
language professional has to be acquainted witteth@nology in use in
that particular industry. Finding or developing Isacprofessional can be
challenging.

The company’s concern with the employees” knowleage
qualification could not exclude computers and safsy the new
communication tools at that time. Actions to depetompetences in this
area extended beyond its office. Technology was miade available at
the employee’s social club training room, which e equipped with
six computers and a printer.

Training efforts reached beyond product manufactyri
information technologies and languages, reachingi@mes” schooling.
Also in that year, seventy-three Albany Indaial &hgmenau employees
resumed and finished high-school at the CenteEthrcation of Adults
(IndaBlu, v.1, n. 1, p. 1, Jan. 1993). That impliesan organizational
culture that promoted knowledge, valued qualifiediividuals and
provided ways to address deficiencies. That cowfithat the people



85

policy reached beyond the United States borderk wvégards to the
knowledge and competences required to perform jbkiand promote
personal development.

The information technology plan soon kicked in atite
operational area was fully computerized with 2 itk computers and
120 microcomputers integrating the two plants glaghone. That took
an investment of USD 800.000 in 3 years that mlidtidata processing
capacity by six. The system redesign took 10 moaticsthe internet was
made available. By then salespeople already haodsapo connect to the
web and check inventory levels, get quotationseatdr orders, to name
a few (Ibidem, p.3).

The company provided periodic training on basioinfatics, as
well as the operational system and software availabthat time, since
the use of computers was not so widespread and erapioyees would
have to work with that “new” tool.

Communication has always been seen as an impostud and
also in that year, training on how to improve comioation in work
relations was provided by a Human Resources eXymrt the United
States with the use of simultaneous translatiore (B#achment 1 -
IndaBlu, v.1, n. 2, p. 1 and 4, Fev. 1993). Nowadayaybe as a result of
the emphasis placed on the acquisition of Englighk kind of training is
held in the Corporatiéngua franca,without the use/need of professional
translation or interpretation services.

Not much more was found about the practices baek, thut
nowadays the heads of each area are required éoemugh knowledge
of English to attend training sessions in Englisten needed, the course
materials are translated so that the training eapassed on to a broader
audience, mainly in operational areas where natyeme knows English.
A local head of department or Human Resources péhst attended the
foreign training is then assigned to deliver thaining to the other
employees in Portuguese.

Another effort to communicate better and tracehiseory of this
enterprise was the publication of the Al-Book i©%90 bring up some
important events and celebrate its first centung; ook was published
in English and parts of it were found translate@®totuguese by internal
staff and published in monthly issues of the comfmiocal newsletter
in 1995. These translations were made by intertaff snd their
characteristics will be object of analysis latethis study.
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By June 1997, the Corporate deployed the Global MRG, a
system that would connect all their plants worldavidhis global system
implied in a more systematic use of the corporatgliage since most of
the system base and menu were in English.

In the second semester of that same year vide@mnding
equipment was installed in Indaial to improve iattions with foreign
business colleagues and since then, the techndlagybeen part of
everyday business practices, shortening distanusealucing the time
it takes for information to flow throughout the poration for the various
purposes it serves.

This study will explore how language competencekteanslation
services are undeniable within a multinational/ troultural
organizational environment, by taking the practiceshis company as
the basis for analyses. Comparisons with similadiss conducted by
scholars such as Piekkari, 2013 and Fredrikssad6 B0 other MNCs
based on the European Group for Organizationali&udamework, as
well raising questions for future contributionsTi@nslation Studies.

19 MFG/PRO is enterprise resource planning (ERP)wsot designed to
streamline the management of global manufactuamgpanies by integrating all
the information inherent to their processes.
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6 CORPORATE WEBSITE: A CHANGE IN COMMUNICATION

In the computer and internet era, a website isafiiee means by
which organizations make themselves virtually knowwnthe general
public. Given the worldwide coverage of the intéyredmost anyone,
anywhere around the world can access and/or rettiee information
available on a given organization’s website andsgete clues about its
identity, business, presence around the globe g€sihds a MNC),
corporate values, contact information, financiglorts and leadership
information, to name a few. Questions may be rameout how this
virtually created identity reflects the actual argational identity.

Since its early days, the company has always beeyn careful
with its information in order to keep informatiorrom reaching
competitors, for instance, and maintain its contipetedge. Over the pre-
internet years the company developed a restridiisleavior towards
information, which was mostly on paper. It mightibeeresting to figure
what changes took place in the MNC’s communicaticactices and
policy with the arrival of the internet; this wagaiding question in this
section of the study. The multinational statush& internet also raises
inevitable and inherent questions of languagescatidres.

The kinds and amount of information Albany Interoaal has
made available to the average people accesswglitsité® was analyzed
and assessed in this section of the study as pati® naturalistic
empirical research (Williams, J. & Chesterman, A., 2002; pg. 62) by
raising questions and looking for answers on theQ¥i\own website(s).
The questions were raised and taken to Albany sartRMarketing staff
in Indaial, Santa Catarina — Brazil, as well ashluenan Resources and
Information Technologies directors based in thetéthiStates. The
guiding questions were intended to find out:

() Why this company would build and maintain a website

(i) What the website would tell about its maintainimgamization;

(i) What business functions it was expected to serveth®o
organization and its main stakeholders;

(iv) Who, within the organization, was in charge ofaitbsite;

(v) Whether the MNC had only one website;

20 www.albint.com

21 Naturalistic (or Observational) Empirical Reseasthidies are those that
investigate a phenomenon or a process as it tdaes m real life in its natural
setting.
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(vi) Whether it exchanged information with its interrsshff and
external people through the same website or vigoghl;

(vii) How language diversity was handled;

(viii)  How static or dynamic the information on the orgational
website or virtual portal was.

The various answers to all those questions coulgdd into a
better knowledge of the company. Another initiahsideration was that
the Internet communication was supposed to changémlato partly
reorient the enterprise, since options in commuitinaare supposed to
have an impact on the actual activities and everthencompany’s
identity.

Since the internet has been quite unexplored frdm t
organizational and language standpoint, these kegtpns were raised
and guided multiple accesses to Albany Internatisnevebsite and
intranet porta? made for the purpose of this research through®w82
and early 2014. In addition, the presence of thleawith this MNC for
over twelve years enabled some diachronic analgsise made and
confirmed by internal staff, mainly employees warkiin Human
Resources and Information Technologies and Margetin

The online productions in English (corporate versicand
Portuguese (Brazilian version) were first shown émeh analyzed in
terms of author, text and reader (target audieaseproposed by the
polysystemic hypothesis (Even- Zohar 1978; Tourg@ 9. ambert &
Van Gorp, 1985). In terms of content, the studylyaea what kind of
content and programs were available in English ianBortuguese in
order to find any guiding rules for content andglaages/translation. To
better understand and structure this study onNINK"s website(s), it
was divided into two main parts: internet home pageé intranet portal,
as follows.

6.1 INTERNET HOME PAGE

The first page of the website, widely known as hioene page,
showed the organization’s name (Albany Internatjoadong with
changing pictures of its two divisions or business&ngineered
Composite® and Machine Clothing, as shown in figures 19 afd 2
respectively.

22 https://aiportal.albint.com/Pages/default.aspx
% Albany Engineered Composites designs, develops,naanufactures highly
tailored advanced composite with complex compasiteponents. The blend of
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Figure 19: Corporate vs. Brazilian Websites - AEC
— - - = —~ w—

0 - ¢ |[[] Pages - APortal Home | # Inicio - Albany Intemati

¥ et

File Edit View Favori

S
I»BANY . Sgnn
INTERNATIONAL Search this site. o
home company- businesses+ foum  imestors  careers news  contact
composites
©
[0
ot
8
c
jo))
©
>
g
o)
NYSE: March 21, 2014 at 4:08pm ET ¥ 36.72 0.20
Albany Intemational Carp. s a global advanced texties and materials
processing company with two core businesses
Machine Clothing is the world's leading producer of custom-designed
fabrics and belts essential to production n the paper, nomwovens, and
v

| % http://www.albint.com/pt-br/Paginas/default.aspx P - & ||| Pages - AlPortal Home A Inicio - Albany Internati, A Home Page - Albany Inter... AN

Fie Edt View Favorites Tools Help

S
ALBANY snin
NTERNATIONAL Pesauisar este sie. »
inicio empresa > negécios ~ férum investidores. careiras. noticias.
composites
[0
=
3
=
(®)]
[
>
=
o]
NYSE: March 21, 2014 at 4:08pm ET ¥ 36.72 0.20
A Albany International & uma empresa global de tecidos técnicos. -
avancados com duas divisdes de atuagdo. e estratégia
A divisdo de Vestimentas desenvolve e customiza feltros, telas e mantas, negOC[OS
essenciais para a produgdo de papel, notecidos e outros processos.
industiais

Compositos fomece materiais para a crescente inddstria

PT o« ol ) & 169

Souce.www.albint.com(2013)

products — including 3D woven structures, tradidloand non-traditional 2D
composite structures, and discrete through thickreisforcement technologies,
to name a few. AEC is able to produce compositepmorents and products which
meet performance and cost specifications often fgybe reach of metallic or
conventional laminated composites to serve thespa® industry by making
airplane engine fan blades, casing, brackets flitey gear, etc.
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F|gure 20: Corporate vs. Brazilian Websites - MC
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The name itself indicates the company’s presendeoperations
in multiple countries, since International is gafrit. So, one may ask how
international such an organization is and one eftbbsite’s tabs clearly
states that the organization has eighteen manuifiagttacilities and
offices scattered through eleven countries — awsliFigure 16herein.

It is questionable how up-to-date that presence mepiesentation is and
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the answer is uncertain among the Brazilian stafilso says that the
company is headquartered in the United Statest bloes not bring the
other countries” nhames in the same section.

A first indication of the approach to languagedtmmwebsite was
seen right when it opened: the Portuguese versiomgted, maybe
because it was being opened from Brazil. That & tduechnologically
built-in tools that locate the access so that tteeompts the content
available or the website version in the local laagg) although parts of it
were displayed only in English. This assumption wasfirmed by the
company’s IT personnel and the locally accessitdbsites displayed
contents only in English and Portuguese. The lapmat pictures were
very similar to the corporate version and in ofteaccess the latter, the
user had to choose from a menu on the bottom gfdlge. That was also
the location of the language bar, on a very snaalhion the lower left
side. There was no Spanish version of the websitessible from Brazil,
which was surprising since the company had a ptalexico.

The technical status of both pictures and textgcaidd that the
target audience for this website was made up afrathmpanies, since
their products were made to serve industrial pwpogther than
consumer goods that may be of interest to indivglaad-users. This
identity component was confirmed by the textualestwhich highlights
business and technical aspects, even in promotiexigl No information
regarding product price or promotion was foundlmpgage. Stock price
was displayed in a line in English, even for thetlguese version, as
shown in figures 19 and 20 herein. The displayhefdtock prices also
indicated that the content was for a specific teagelience, involved with
the business. The line kept the date and referanigen English because
its stocks can only be traded in the United Statbs;h was indicated by
the acronym NYSE (New York Stock Exchange) and icowd by the
local management.

The home page indicated that the original websis actually
developed by the corporate in English. The localagBian) version
displayed translations of some contents found endbrporate version.
Pictures and information of the aerospace compkiisiness (figure 19)
were also shown in the Brazilian version, whichprped the global
identity of the company rather than the specifienence to its local
operations. It's worth noting that aerospace coitggswere not
manufactured in Brazil. Paratextual elements ofikbsite were kept in
both versions and texts were rather descriptiviegailly required (such
as financial figures for publically traded compaiewith partial
translations. These facts led to the followingiaiassumptions:
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i) Centralized website administration;

i) Concern for a standard layout for the MNC’s homepag
regardless of the country and language;

iii) Little concern for up-to-date information, espegiah the local
version;

iv) Little importance given to specific details, espdygiregarding
its products and locations;

V) The website and its versions were not a key compooiethe

MNC’s communication policy;

These assumptions were then further tested by znglythe
website’s contents in multiple accesses and imggiitie local Marketing
Coordinator and Information Technologies Directbe latter based in
the United States. The conversations were documhdntee-mail and
printed to be kept as part of the author’s archive multiple accesses
were meant to detect any changes over 2013 and28sirl.

6.1.1 Websites Contents

From the home page, more specific information veaked by tabs
that would direct to more details on different tspiAs mentioned earlier,
the analysis was made on the Corporate (Englisi) Brazilian
(Portuguese) versions, so that comparisons andardgafions could be
made. Rules, technicalities and principles for wieh®aking are not in
the scope of this study, but rules for languagelscantents (if any) would
be of great interest herein.

The first glimpse at the home page shows tabs imitiels to
specific topics (i.e. company, businesses, forunvmestors, careers and
news — refer to figures 19 and 20) apparently énslime position on the
English and on the translated Portuguese versionexara tab labeled
‘contact’ was found only in the English version amgen clicking on the
icon, contact information and a map referred totltbadquarters in the
United States. Contact on the Brazilian version lates found as a sub-
item and showed contact information both for theAlian facility and
to the headquarters’ address in the United States.

By opening the tabs on both the English and theuBoese
versions, it was noticed that some contents wetmdoto be mere
translations and others presented different comtenteven English
contents.

For instance, the company’s history was quicklyl tbbth in
English and in Portuguese. The text bringdtluaders’ names, years and
figures of the business global expansion and brapdas well as
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acquisitions and public offering. The text highlighthe company’s
growth and provides a clue of its origins (moreadston this MNC
history were presented in the previous sectioniher& confirmation of
its international status is found in the last seogée which says: “More
than half of the company’s assets, profits and eynpént are outside the
United States”Http://www.albint.comlast access on March 22, 2014).

Figure 21: Excerpt of the history in English andtBguese.
The shareholders voled in 1987 to again make Albany International a public company. Class
A stock was offered to the public in September 1987, and in 1988, the Company again listed
on tha New York Stock Exchange

Today, the Company, headquariered in Rochester, Mew Hampshire, as of January 1, 2011
has been transformed into a global advanced iextiles and materials processing company with
two core businesses, Albany Door Systems and Primaloft Products were sold in 2012

Albanys Machine Clothing business Is the word's leading producer of custem-designad
fabrics and belts essential to production in the paper, nonwovens, and other process
industries. Albany Engineered Composites Is a rapidly growing supplier of highly engineenad
composite parts for the asrospace industry

Maove than half of the Company’s sales. profits, assets. and employment are outside of the
United States

English ~ | nocale | t | F I Pr | & 2011 Albany intemational Corp. |

Em 1987, os votos dos acionistas determinaram que a Albany Intemational voltasse a ser
uma empresa de capital aberto. Ages Classe A foram oferecidas ao pablico em setembro
de 1987 e, em 1583, as agies da empresa voltaram a ser negociadas na Bolsa de Valores

da Nova York

Com sede em Rechester, New Hampshire, desde primeiro de janelro de 2011, 2 empresa
haje & lider mundial na fabricagdo de tecidos técnicos. Seu foco estd na produgdo de
vestimentas customizadas essencials para a fabricacio de celulose @ papel. A crescente
atuagdo da Albany Inlermnational leva seus lecidos téenicos para diversos oulros selores
dentre 05 quais merecem destaque oo de produtes de tecnologla aplicada para & inddstria
aeroespacial, ndotecids e setor de construcdo. Mais da metade de suas vendas, lucros
bens & empregos, DCome &M suas operagies fora dos Estados Unidos

Portugués - | Coniacy | 2 | € 2011 Albany internaiions! Corp. |

Sourcewww.albint.com(2014).

The fact that the MNC was set up in the United &t@mdicated
that this short source text was created in Englisththen translated into
PortugueseA more complete text telling the history of the quany was
published in the Al-Book in 1995. This brief histdext implies a change
in the communication strategy. The printed bood the history in detail
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but was distributed only to a few selected stak@drsl The internet text
was short and available to anyone with sufficienbwledge of the

languages the website is available in (for thishas English and

Portuguese). A change from full texts to restriategiders to short texts
massively available to virtually anyone. Does thpply other kinds of

web contents too? In addition to demonstratingaagh, this typified the

approach to little concern for details and up-ttedaformation on the

MNC’s website, which now extends to non-technisfdrimation.

In addition to the history, readers from both arigivould also find
the same information in short texts describingrtiggobal operations,
viewing the world presence map and the companyes caues.

The website brought an extranet portion, which wesated to
allow interactions with external users (i.e. cugtosh This was found in
the forum tab asked for login information showirge tsame text in
English in both versions. This identification wouldect to the content
visible to this particular internet user; for inste, major customers might
use it to track their orders. This extranet hamtssided to the website
since the early 2000"s. Untranslated texts werefalsd in the investors,
careers (job postings) and news tabs; the samematmn was displayed
only in English for both versions.

Figure 22: English text on both versions of the siteh

home > inicio > careers

Careers Careers
Hourly

TR A
e m/ “‘

As a leading global manufacturer of advanced textiles and materials, we are excited
about our future and the role talented individuals play in our company.

Albany International, as a matter of policy, does not discriminate against any employee or
applicant for employment because of race, color, religion, sex, sexual orientation, national
origin, age, physical or mental disability, or status as a disabled or Vietnam-Era veteran

This policy of nondiscrimination shall be applicable to matters of hiring, upgrading
promotions, transfers, layoffs, terminations, rates of pay, selection for training. recruitment
and recruitment adveriising.

The Company maintains afirmalive action programs to implement our EEO policy.
Employees or applicants who wish to review appropriate portions of these programs may
schedule an appointment to do so through the Human Resources Department during the
hours of 9:00 a.m. to 5:00 p.m. Eastern Time

1

A

Albany Intemational Corp. is an EOE/AA/M/F/V/D employer

Sourcewww.albint.com(2014).

One may wonder why those portions, some with rastert
instructive texts were not translated. The fact jbbs were posted in
English could be explained by the fact that sucéitipms could require
applicants to know English and would be in linehaibe company’s
cross-border communication practice.
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Materials with questionable relations were foundtimer sections
of the website, for instance, a drop-box icon toaanual report of the
company’s performance in 2011 led to a downloadaldeument
published only in English even though it was acedsfrom the
Portuguese version of the site. In the same paositio the Corporate
version was the access to the CE@tter with the previous year’'s
business figures (2012) and performance informgtahe shareholders
in English and could only be viewed and accesserth fthe English
version of the site.

Figure 23: 2012 Letter (En) vs. 2011 Annual Reg®t}.
el - - — o | (5D

¥ herp: albint.com/en-us/company/Pages/L etterse20n csi25p £ - &[] pages - AortelHome | . Albany Intemational 12011 .| W CEO Letter to Sharehol. | &2 &3

File Edit View Favorites Tools Help

~

%BANY . Signin
VTERNATIONAL S i e B

home  company-  businesses~  forum  investors  careers  news  confact

declining to $129 mi illion at the end of 2011, and unfunded

pension liabilies to $45 milion from $101 million

Machine Clothing offers little if any potential for growth, Albany is the

GE ]

Soucewww.alb|nt.com(2014).

D

2CEO stands for Chief Executive Officer and is tlgp texecutive/leader
responsible for a firm's overall operations andqrerance.
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Still talking about performance, a document withaqerly
comments was referred to in the Brazilian verskar,with information
only in English referring to the second quarter26fl2. The English
version showed a page with contact informationhiea $ame position.
Why did it not show an up-to-date version of themealocument?

The business tab displayed information in Portuguesy for the
Machine Clothing division; this was due to the fdwt it was the only
division of the company operating in Brazil. Ther@wate version
brought the same information on Machine Clothingeimglish, with a
reference to a recognition poster by one of thegaony’s main customers
in 2012. Whereas the Portuguese version displdygedd11 sales figures
instead. Engineered Composites information wasdamly in English,
regardless of the site version.

Figure 24: Business Tab in English vs. Portuguese.
Qg e —————— — -

le Edt View Favortes Tool

£ - & |[[ipage - Aonaitiome | % Vestimentas ~Albary lnteria % Home - Albany intema... x L] {3 £ €53

%BANY ) Signln
TERNATIONAL Saarch thic st »

= E M= |
Sourcewww.albint.com(2014).
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The corporate version was also the only one witibavhere the
top leadership profiles and resumes were foundeBsmnal background
information and pictures were found for the Chiefe&utive Officer
(CEO), Chief Financial Officer (CFO), Chief OpenrgfiOfficer (COO),
Machine Clothing President, Chief Technical Offi(€TO) & Senior
Vice President, Vice President & Controller, Vicee$ident & General
Counsel, Vice President & Chief Information Offiq€10), as well as
the Associate General Counsel.

Figure 25: Leadership Tab

o@ S —— 9 - & [ 71ages - APortaltome | 4 perfilda Empresa - Albanye] ¥ Leadership - Albany In..
Fle Edt View Favortes Toos Help

%BANY Snin
VERNATIOVAL Seaeh i i 5

S A0 82 |

Soure.www.albintcom(2014).

The analysis of both versions of the MNC’s webslteuld also
take legal or cultural rules into consideratioripimation available in the
corporate version might either be regulated bydatypical in the source
culture and not deemed relevant or required intdinget culture. Such
legal and/or cultural rules are not in the scopéhed study, which was
carried out to show how languages were dealt witthis MNC. Future
studies might be conducted to investigate suctsrifeom the content
stand point, the Brazilian version looked more sfigal than the
corporate version, therefore one may not say threds a mere translation
of the corporate version.

The findings in these two versions of this MNC” $aite provided
a clearer picture on how they fulfilled their intksd purpose in both
cultures, according to the polysystem hypothesigeifE Zohar 1978;
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Toury 1980; Lambert & Van Gorp, 1985). They alsofi@ced the initial
assumption that decisions regarding website camterte centralized.
Also, the concern for standard layout was limithie home page and a
few other sections, not the entire MNC’s website.

Translation actually played a role in the makinghaf Brazilian
version, except for local contact information, ke criteria used to
decide what was to be translated were not cleacoing to the local
Marketing and Information Technologies staff, thebgite is currently
overseen by the corporate communications team actdl®isiness unit’'s
marketing staff was held responsible for maintajnihe website, thus
determining what would be translated for its logadsions. The purpose
of the website was to advertise the company witlpoaviding specific
information on product, technology or innovatiore/eloped or under
development by the company. This was one of thesvihg MNC’s
corporate staff found to protect information untheir responsibility or
keep a competitive edge or secrets away from catopgtsight. These
facts also supported the initial assumptions timtbmpany showed little
concern for up-to-date and detailed informationtloe web. Therefore,
communication was segmented and directed. The teelvas not found
to be a key component of the MNC’s communicationlamrguage
strategy.

Comparisons between the Corporate and the Braziliaosites
revealed traces of centralization and concern éorexy, which were
confirmed during the conversation with the Markgtand Information
Technologies staff. The contents to be translated published in
Portuguese had to be subjected to the corporat€ sespproval. Access
to restricted areas were also granted only upompocate approval.
Employees had to request and justify the need @mh san access;
customers had to contact the local marketing statquest access to the
corporate marketing team and the access woulddwided only to major
and strategic customer.

Updates were made a couple of times a year or vdoene
information was found outdated. This showed indocet of a selective
and restrictive business culture and strategy cEngralization reinforced
the concern for secrecy, confirmed by the fact thatvebsite barely said
anything about product application, latest develepis or even technical
specifications that might be used by a compefitminstance to copy any
of their technologies or even work on improved tedbgies. That
indicated that the company did not rely on the web® consistently
advertise its products or generate new sales, kbutlynas a way to be
present in the virtual worldwide web. The MNC mag@ddpo increase its
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visibility on the internet while preserving its Batraces of concern for
secrecy even in the internet era. These findings wenfirmed by the IT
director.

The precise date and documentation regardingutstacould not
be found; according to the IT Director (based mltmited States) Albany
international’s websiterfvw.albint.con) was first launched in the late
1990"s and announced throughout the corporate-wiaik which was
created a few years before. Customers were alsailedn with
announcements of the website some time beforecthelg see references
to it in printed flyers and brochures. So, virtaanouncements for the
MNC’s presence in the virtual world; the same meagsesl to announce
what is new in that means rather than the use ofthan primary and
already consolidated means, such as printed madialevision, for
instance to draw viewers to the web.

Since the company just wanted to be present owtrlwide
web, those announcements must have fulfilled tiidended purpose
without the need for further efforts. And it sedike www.albint.comis
not widely known by those who are not somehow imedl with the
business, which is justifiable by the fact thatpedrowse the web in
search for something of their own interest. Thiy i@ seen as some sort
of segmentation; the average internet users mawaot to know about
felt making or even to buy felts. Paper makers ather industries that
use such products may be interested in visitingo#fge and finding some
information about it or at least some way to fingt snore about this
organization. To some extent, bilingualism was oless and preserved
throughout the website, although under unclearsridace getting
information in a setting where everyone seems tobbsy was
challenging.

6.2 ALBANY INTERNATIONAL PORTAL- AIPORTAL

Communication has several interfaces or means bychwh
interactions take place, both in the real and enintual world. It would
be naive to assume that the coexistence of fadace and virtual
communication is unproblematic. It was found trhattcross-border
communication was made possible by a much lowdrdigsto advances
in technologies. Travel costs are high, even so#esl to communicate
with peers and supervisors in other countries was 8s part of the daily
work of people at Albany International’s subsidiamylndaial, Santa
Catarina — Brazil. This section investigated thie tanguage(s) for the
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internal virtual portal to fulfil its intended pwpe guided by the
following questions:

(i) How intercompany interactions could be facilitatday
technology without compromising their secrecy;
(i) What genres comprised the virtual communicatioaient

(i) How virtual communication fulfilled its intended mpose within
the multinational organizational scenario;

(iv) Whether all the communication used the same intevab page
to cover all communication partners.

With regard to virtual communication, as the pregigection laid
out, Albany International has the websievw.albint.com It was
launched in the late 1990°s to follow the worldntteand make the
organization present in the virtual world. Inforinatavailable there was
just enough to make the company visible to the ayermperson. The
website also had a channel for restricted commtinitawith key
customers, for instance, and portions in Englisd Bortuguese (as
studied and highlighted for the purpose of thiglgiuThe question of
whether this website covered all or even most efititerfaces of a MNC
has not been answered yet. Could a single welmsier @ll interfaces of
an organization? It was known that the organizatiad a different
internal web portal in addition to its website. FHinding led to the
investigation of how languages were approachedhaése interfaces. A
web portal was found to bridge the gap between rtimpats and
colleagues in the same department in different iggabgcal locations.
How collaboration could be promoted and trade $sg@reserved were
detailed in the next sub-section.

6.2.1 Al Portal — Home page

These questions might also have been asked by the
communications and/or marketing teams after thedawf the website.
Their answer came in 2004 with the launch of thst frersion of an
intranet or internal web portal named Aiportal
(https://aiportal.albint.coim
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Figure 26: Aiportal — Home Page.
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Sourcehttps:/aiportal.albint.cor?014).

The Aiportal was built to promote more dynamic matdions
among business functions, areas and departmentsliwd teams to
collaborate and cooperate in projects in a quiekermore efficient way.
The access was restricted to those within the azgtion; even being part
of the organization, the employee’s name and jtebwiould determine
what content could be viewed or changed by eactiamsployee.

Over the course of this study in 2013, multipleesses were made
to the Aiportal in order to find the answers to thtsrementioned
questions. In addition, the Human Resources Direditformation
Technologies Director, Marketing Coordinator andifiing Coordinator
provided some valuable information and/or indicatdere the answers
could be found. The author’s good interpersonatiogiship skills have
made these interactions and accesses to the postsible both in person
or via e-mail. Records of these interactions wegptkn the author’s
archive.

The first page of the portal displayed a compreivenstructured
and even illustrated set of topics, as well as awnwith options ranging
from Business functions to locations to bulletiithe common content
displayed there was in English; Portuguese wasdaumen clicking on
the Albany International — Indaial’s portion of {hartal — see Figure 31.
Since access was restricted, not much could beedewn the other
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locations” portions of the portal, except for astfipage with some
information in their local language, as well as sarontent in English.

Figure 27: Al-Cowansville, Canada (French Content).

Lists. Arrél Kyowa 207/2012 11:56 AM

Annances il Liste des contacts 20222011 10:17 AM
Calendrier Plan de projet 9/16/2010 4:34 PM

e L e Nouvele iste de contacts 8202010 3:16 PM

Le document de projet a maintenant une version #2 812012010 3:13 PM
images | Phatos

Nouvele iste de PRIORITES & TR212010 9:46 AM

Contacts
= Ajout du fichier comple de dépenses 6232010
Economie d'énergie
Petit rappel: Légende pour le calandrier 8412010

TFM Z
Ajout des références SAP maintznance SH192010 11:4

A ne pas oublier 5712010 11:00

AT e Mise 2 jour indicateurs de performance 472612010 2:52 PM

Sourcehttps://aiportal.albint.con?014).

Announcements on major developments, customenmsplogee’s
recognition, organizational changes, as well atetins were found on
the first page with all content in English, regasdl of the location they
came from or referred to. That's where the latestswere disclosed for
corporate-wide information, use and/or action. Fatance, quarterly
performance and project update reports and webgests published on
the portal and then translated into each subsididanguage for plant-
wide disclosure, use, discussion or action. At Bnazilian subsidiary,
these documents were translated by its internastagor (the author).

The portal also had a box with the company’s stpoke
variations, so every employee can see how the coyhgahares were
being traded on the stock market in the UnitedeSta&pparently, the first
page brings news and information that everyonhencbrporation could
and/or should be made aware of, whereas the tad<demore specific,
area-related or restricted information that notrgmee was granted
access to.

With a link on the first page, the policy sectiooutd also be
viewed and accessed by anyone within the corparafifie policies
covered many aspects of the business and accepttidgior, including
a very detailed record retention policy, statingeméion periods per
document type from months to years to permanentloBking at the
archive, the oldest file found was a quarterly geys release dated
04/20/2006. Other policies included business ethicgormation
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technologies acceptable uses, confidentiality chrtielogy, health &

safety and procurement, to name a few. The existeficuch written

documents ruling various aspects of daily busirtessings led to the
question whether a written document detailing laggupractices could
be found there or elsewhere in the web portal. rAdt¢ensive searches,
no document of this kind could be found there.

The various details of the company’s dealings @/éy written
policies, plus the inexistence of a document to day languages use
imply two major assumptions:

0] The problem of multiple languages is taken for ggdrby the
corporation;

(i) Al-l has found a cost and time-effective way to ldedh the
problem;

Topics such as business ethics, employee recogrétid safety
are given special visibility on the home page wittotos and/or banners
with links to their specific portions of the port&liven its segmentations,
there were several team collaboration projects Fsgiere 28) to which
area leaders and/or heads of departments wereaingectof their own
contents, so the portal has updates on a dailys.basichnical issues
and/or details were handled by the internal infdromatechnologies
team.

Figure 28: Team Collaboration on the AlPortal
Ff] Team Collaboration (- Site Directory

Home ' Global Functions Machine Clothing AEC Locations- Team Collaboration

CategoriesTop SitesSite Map

Team Site Navigation

\&] All Site Content [l Corporate Communications

Team Sites:

Request AccessiSecurity Info

Corporate Finance
[ Enginesred Fabrics

[ clobal Health and Safety Iniiafive (request access)
[*] Giabal Information Services
[¥] Giobal Supply Chain (request access)

Human Resources
[intellectual Propert,
Sourcehttps://aiportal.albint.con?014).
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Perhaps traces that the earlier mentioned peotiley{6.2 THE
INCORPORATION OF ALBANY INTERNATIONAL,) remains cahe
viewed in the photo of the week, displayed on thktrside of the home
page (see figure 26). This part highlights persomalprofessional
accomplishments of anyone within the corporatiod ean be viewed
corporate-wide as a form of recognition beforecalleagues across the
globe. It was noticed that the photo remained tf@rknger than a week,
so the photo of the week was a mere section Wiles that meant to be
s0? Were people not doing anything outstandingust npot sending
pictures anymore? Additionally, a whole sectiorthaf portal is devoted
to recognition and appreciation of those who stantin their daily
activities. This corporate initiative also relies translation to run in
multiple locations since the practice involves edcanessages and
nominations for prizes, such as gifts.

6.2.2 Al Portal — Indaial (Brazil)

The first content displayed on the Brazilian portaf the portal
was in English; a left side menu displayed topicBartuguese. This was
not the case of all non-English locations portidas. instance, Mexico
and Canada kept the left side menu with topich@irtocal languages
(Spanish and French respectively) with headingdiaks in English and
in their local languages. That implied there wasrule regarding first
page content language. Additionally, the Brazilpmtion of the portal
displayed icons leading to area and location sjgeségments. A side
menu showed the location's different functional asre— Human
Resources, Manufacturing, Engineering and MainteeaMarketing,
Continuous Improvement, Safety and Health and SAPSDEach of
them with links to specific functions, teams oraarelated contents.
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Figure 29: Aiportal — Al-I's Home Page.

Home " Global Functions - Machine Clothing |- AEC | Primaloft - Locations Team Collaboration  Tools | IT Services - Searc!

News from Albany Brazil

ALblwa cammuwiﬁa
Pride to belong.
Share this feeling

ear, we have disclosed the development of our Corporate Social Responsibility projects, on
of eS

3 El O]
Source https //alportal albmt con2014).

The concern for privacy lingers inside the orgaimwaas well;
area-related contents were restricted to employébscredentials from
those particular areas or those collaborating intiquéar projects.
Operationally, access was granted by the IT teaenveluthorized by the
area or project manager, which in some instancesawareigner. When
projects involved cross-border participation, tkésel of concern for
privacy raised the following four research question

0] Timeliness of information to those who need it inltiple
countries;
(i) Employees” language capabilities to actively irderith their

foreign colleagues;

(i) The average English skill level of the Braziliaafft
(iv) The need for translation within that process (if)an

Although this section of the portal was made fora#lian
employees, the first page presented some textsnglidh, as shown
previously in theFigure 26. In this example theeswne about Corporate
Social Responsibility, for which no translation wasnd. It could be the
page that other locations would visualize, as a iwaadvertise the local
portals to other MNC’s subsidiaries.

However, this unclear document language rule wasdaon other
portions of the portal. English and Portuguese dws and links to
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documents were found interchangeably in the samepaf the portal,
such as the one shown in figure 30 below.

Figure 30: Mix of English & Portuguese documents.

Engenharia & Manutengéo Amplifier Calibration Data Collection 10000000978
Marketing TWILL DETERMINATION 10000000932
Portal de Melhoria Continua SAP CVO1N: DIR Options 10000008036
Portal Seguranca e Satde Seam Repair Manual 10000009340
SAP DMS
Shipping Finished Forming Fabrics 10000009776

Kaukauna

PF-Repasse 10000011379
Albany .

PF-Espuladeiras 10000011330
LETIETE ASPECTOS DE SEGURANGA 10000011383
Perth ASPECTOS DE PROTECAO RADIOLOGICA 10000011384
Rochester NDL-ASPECTOS DE QUALIDADE 10000011385

Sourcehttps://aiportal.albint.con?014).

This mix of document languages illustrated the redity of
English on the web portal, even in the Braziliamtipa, showing that
there was a bilingual mix of texts comprising inir communication
(English and Portuguese). This mix led to the agptiom that either
Brazilian employees were required to master somel lef English or
translation would bridge the communication gap whanguage
competences did not suffice it.

In order to find out how employees handled the lagg diversity
of materials resulting from and exposed to foréigeractions, the author
asked the local HR for employees’ job titles whaevexposed to that
type of interactions and how they were expecteldatedle them. It was
then found that 70 job titles (page 26 herein)Bagdlish as a requirement
in their job description. A survey conducted withsample of 20
employees, out those 70 from various functionahgrehowed that the
vast majority, 75% declared to deliver Intermealiavel of English; 20%
said to have an advanced level; and 5% declarbdve a basic level of
English. It is worth noting that English at Al-lasForeign Language for
communication (HOUSE, 2003; p. 4).
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Chart 1: English Skill Level at Al-I.

English Skill Level ___

5%

Source: Survey (2013).

The levels were empirically defined by the authasdd on what
the company asked him to assess on applicants khisogreer there. This
definition was supported by the Europass — Europeaguage Levels
Self-Assessment Grigl Thus, the employees were told to consider the
following:

0] Basic: with very little knowledge of the languagmable to
handle cross-border communications without supetther in
writing or in speaking);

(i) Intermediate: able to handle cross-border commtioita
without support (either in writing or in speakintyited to their
area of expertise and a few common every day ceatien
topics, even if making a few grammar or pronunoiatnistakes.

(iii) Advanced: able to handle conversations in Englismiltiple
areas in a very fluent level.

Based on these conventions, these employees” levets
confirmed by the author’s interactions with thosgpkoyees, either in

% The European Language Levels Self-Assessment @aisl published by
Europass, which is an organization that facilitatearning and working
experience in Europe. The grid was based on Then@anturopean Framework
of Reference for Languages and found by the authat
https://europass.cedefop.europa.€be definition of intermediate used in this
study involves the levels described in B1 and Basyr
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English classes and other professional encourgec$, as call meetings
with foreign counterparts, presentations and/oorispto name a few.

Figure 31: Al-l HR Portal.
o ttps://aiportal.albint.com/Locations/Indaial/ th/Paginas/principal.asp P~ Paginas - Inicio
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The Human Resources portion, named HR Portal, eambst
widely visible since most of its contents concesanty all employees.
Some of its multiple sections included job deswim, an
organizational chart, benefits, local and corpopatgrams, policies,
among others. Translated corporate policies aral fodicies could be
found organized into groups. A newsletter from 2008ich at that time
was distributed to every employee in print, wae &sind digitized on
the portal.
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Figure 32: HR Portal — Newsletter 2009
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The problem of languages was acknowledged in th&lpsince
an on-line glossary was also found there. It waanhéo help spread
knowledge of the most commonly used technical tdoradl employees
who might need immediate translation. The termseveempiled by the
author and posted on the portal back in 2007. Theye from:

0] Felting Terminology Brochure (figure 18);
(i) Senior technicians, area specialists and engineers;
(i) More contemporary translated documents.

The terms were available to everyone with accesisggortal in
Indaial, Santa Catarina — Brazil, without any fuorcal area restrictions.
The project also relied on Information Technologpabilities and had
been used by employees, especially those who vesvdathe company
or whose exposure to English was at its early stage
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Figure 33: On-line Technical Glossary.
b& . talalbint.com/Locati daial/th/Paginas/UsefulTechnicalWords.asps p-c

Source:https://aiportal.albint.cor(2014).

The approval for that project showed managementeaveas of
the problem of languages and support to atteméiitate cross-border
communication. The fact that a pre-internet terraigy brochure (figure
18) had already been produced means that the pncisid awareness of
it are not recent at Al-1. This initial indicatiai a mechanical perspective
to translation where translators are viewed as mglldictionaries
(Hermans & Lambert; Janssens, Lambert & Steya®@32p. 5) shows
that the Brazilian subsidiary is making use of tlesources and
technology available at each moment in its historyprovide bilingual
knowledge of its technical terms to its employe8sce computer
terminals are available all over the company, ¢bistemporary approach
makes the terms readily available to nearly aleitgployees, which was
not the case of the printed brochure. Perhapsetttenblogy has helped
the dictionary walk farther.

The coexistence of English and Portuguese texttherportal
shows the corporate approach to languages andatians or local
productions; English being used as the corporatgulage, the language
for contents meant to be shared among multiple toi@gnand cultures.
Globally shared information included major proddevelopments and
policies, for instance, accessible to all locatioamployees. Restricted
shared information included globally shared prgentid developments,
accessible only to those involved in it. Locatiopedfic content,
considering the findings on the Brazilian portatrezmostly published in
Portuguese. These publications involved locallydpoed material as
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well as translations serving various businessedlaurposes (see figure
30). These materials included policies, trainingdoies, reports and
requests for approval, which entailed translatioiis English as well.

Further details on translations will be laid outléter sections of this
study.

According to the Information Technologies Directtre portal
was created to improve collaboration among empewee departments
across the globe. Almost ten years later, it wasdao fulfill that initial
purpose and even add some more functions thatééeicommunication.
The portal can be considered as the balance betepenness and
secrecy; information there can quickly travel therleh and reach those
who are concerned and still keep secrecy throughestype of access
restriction policy/practice.

Compared to the website, most of its informatiors wp-to-date,
except for some obsolete material — as mentiondiéred he department
segmentation made it more dynamic, reflecting ckanfrough more
accurate publications and collaborations. Also, garad to the website,
the only feature shared with the corporate versias the fact that the
corporate material was deployed only in Englishe Tdtal version with
regards to languages and/or contents could be asemdependent
portions or specific segments of the portal forf-pebductions and
translations into and from the corporéditegua franca The internet has
made the company more open to language diversilyemabled the
coexistence of subsidiaries languages with the oratp language
(English) in several portions and at various leeeld rates.
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7 Al-I's CONTRMPORARY APPROACH TO LANGUAGES &
TRANSLATION

Globalization has been phenomenal at promotingrantens
among companies seeking for opportunities to erdharieir
technological base, market products beyond theiddys, exchange
expertise, etc. through international relationsiteractions. Although
rather marginalized, such interactions rely heaviyn language
capabilities; “due to symbolic characteristicsgaage can be transported
across contexts and translated within differentmirepsystems” (Tietze,
2007; page 12). Interactions involving English Radtuguese will be the
case of the North American Corporation studied here

Reasons for organizations to expand into other tt@snmay be
connected with those aforementioned, but the oppities of strategic
and/or financial growth tend to be the driving fer@hat leads to power;
multinational enterprises market their products eochpete in multiple
countries. Since companies are made of people, ppastions within
multinational enterprises are tightly linked witAnjuages so that
technical and managerial knowledge can play tted& across nation’s
borders and with foreign business peers and cquantst

Brazil hosts a huge number of foreign companigsany different
industries. For definition, among many other thingsultinational
organizations cannot exist without dealing withfefiént languages or
translation, either described as such or existindeu the waterline.
Language problems emerge in F2F and virtual intenas, reaching
beyond the internet — as exposed in the previougioge In a
multinational manufacturing company in Europe, Fiexson,
Rasmussen and Piekkari (2006, p. 4) have studédjtiage proficiency
and its implications for social exclusion/inclusi@ommunication, and
power and control in headquarters-subsidiary angr-subsidiary
relationships within the MNC”. Another study onnsdation practices in
a bank revealed “it would seem that hierarchicaitpm and the way in
which translation tasks are faced may mask the@atud importance of
translation to effective service provision” (Piekka&2013; p.9). Both
studies will provide insights for comparisons witAnguage and
translation practices at Albany International ladlaSanta Catarina —
Brazil.

The concept of multinational is also linked to rawltturalism and
multilingualism when corporations are studied. Teigdy found that
multilingualism took place as multicultural sets refations involving
Portuguese and the dominant corpoliatgua franca(English) playing a
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role between the plant and office staff in Brazitlats headquarters or
sister plants/offices abroad, regardless of theidor country’s official
language. Spanish was found to play a role whelindeaith customers
and/or sales and service agents in other Latin Ameicountries. These
were also the international interactions where ifpre language
proficiency or translation would be required (aswh in Figure 34) and
included both oral and written communication. Exuaja of e-mail
messages for commercial purposes would make writb@mmunication
more frequent. Oral communication with Spanish-kpgacounterparts
took place mostly via telephone to fill out commardocuments. F2F
contact would sometimes happen, either when agemisstomers came
to visit the plant or when the Brazilian salesfstant to visit them.

Figure 34: Languages use at Al-I.

English Portuguese Spanish

Corporate & Brazilian Latin
Slste_r plant/office American
plant/offices customers/

Source: Albany International - Indaial (2013).

It was noticed that Spanish was given less attenby the
Brazilian subsidiary than English. Spanish was gquirement to
international sales staff and could be extended tew key people in
product application and financial areas. As theeyrevealed, only 20%
of the interviewees were speakers of Spanish &s aléng with English
(see chart 2). Accordingly, incentives to learnr@gia were restricted to
external language courses with a limited numbengbloyees requesting
it. There was no internal language teacher or fasos of Spanish
working in the company’s office. This secondaryitims of Spanish as a
FL in this MNC shows that FL acquisition and use lanked to business
requirement and usefulness in work settings. TheC\diitting drives FL
acquisition and use.

The purposes and specific examples of such interectvary
greatly and require a language strategy involvimggonents such as “the
decision which language(s) can be spoken, the gbleanslators in
creating multilingual texts, the method used tddatk the translation
process and, consequently, the types of textsatatexpected to be
produced” (Janssens, Lambert & Steyaert 2003;.pAd&jitionally, the
people involved also played a role in the langustggegy.



115

Another underlying factor that explains all thegess-borders
communication is the fact that corporations usu&lave their own
identity or perceived value based on several aspat conceived within
their internal and external relations (Harquaill@D So, they tend to
transfer/recreate such an identity/image in thaieifjn subsidiaries and
markets by sharing resources and adopting globabatds. At Albany
International, discussions are held on improvemefdsntinuous
improvements), best practices, business plandn&taded to provide the
MNC with its desired growth, market share, casaryrother competitive
edge. Whatever the reason, plan or strategy, teess of the enterprise
depends heavily on communication, either in th@amtelingua franca
or conveyed by means of translation to all empleyse that knowledge
can be traded in an ongoing process of collabaakchange (Hamel,
1991), which in turn heavily impacts on the comparprojects, strategy
deployments and performance.

The findings in this section resulted from a sureenducted in
2013, as mentioned previously, plus the authoradyais of how foreign
languages are dealt with at Al-l nowadays. Alsovesal types of
materials translated on behalf of Albany Internadloby translation
agencies and the author between 2005 and 201favid their features,
processing, contexts and key components analyzed Tigs exploration
of contemporary practices of Language Proficienng éhe Role of
Translation at Albany International will be presshin a descriptive way
and analyzed at the light of other scholarly stsitiieset comparisons and
contribute to larger scale studies, thus embeddituge studies aiming at
theory building.

7.1 FOREIGN LANGUAGE PROFILE

The cross-border interactions laid out in the figalbove take place
in the forms and involve the communication partréescribed below.
From the subsidiary standpoint, as far as mulimati communication is
concerned, it was noticed that knowledge of at leas of the two foreign
languages described above (English and Spanistlwisys necessary
where translation is not available/ applicable/ uiezf; whereas
knowledge of either one or both of those languagesnot a requirement
where translation was (made) available to bridgecttmmunication gap.
That means language knowledge grants positionswép both from the
information and financial standpoints. Those whowirthe language of
the source text and/or speaker get information reeitts submitted to
translation. Also, the higher the hierarchical fiosi the greater the need
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to master one or two foreign languages and lowemged/availability/
applicability of translation. Needless to say thigther salaries are paid
to those who manage to climb the corporate laddet foreign
language(s) were found to be a requirement in gszptions of 22.5%
of the Brazilian plant staff (figure 2). Those imded management,
administrative, marketing and technical positioas, shown in the
following section.

7.1.1 Survey Demographics and Foreign Language(sglels

As previously described, this study entailed adfielrvey with
preselected employees whose jobs required thefdsee@n languages.
Functional area heterogeneity was one of the @iter choose the
respondents. Employees from leadership and opee&dtionctions were
chosen from areas such as Marketing, Productionfdaturing,
Accounting, Human Resources, Information Techn@sgEngineering,
Integrated Process Team, Logistics, Product Deaigh Safety. Also,
both male and female employees were picked. Thisrdgeneity was
meant to ensure the most accurate representatissibpe of the
company’s foreign language (FL) communicatorsdutiteon to working
at Al-1, the only thing they all shared was theuiegment of at least one
FL in their Job Descriptions (JD).

As mentioned earlier, the original survey formsiarthe author’s
archives. The responses were tabulated in electdata sheets and, to
form a clearer picture of the issue, responses tedired to generate the
charts that were laid out and analyzed throughustsiection.

The sample was made of individuals with an aveiagge of 32
years. It also revealed that 80% of the respondeadsbeen working at
Albany International for over 5 years. With a minim of 2 years and a
maximum of 28 years working for the same compang,average time
working in the company was found to be 9.75 years.



Figure 35: Survey Demographics.
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Employee Age Title Years
1 54 Logistics Supervisor 28
2 30 MEKT Coordinator 10
3 33 Production Coordinator 10
4 27 Customer Service Representative 6
3 36 Production Leader 18
5] 25 Production Planner ]
7 26 Accounting Analyst 2
8 33 IT Coordinator 7
9 40 CSR 10

10 38 Integrated Process Engineer 15
11 29 HR Manager 3.5
12 37 Integrated Process Engineer 15
13 31 Laboratory Technician 13
14 33 Product Designer 13
15 32 Production Planner 15
16 25 System Analyst 3
17 30 CSR Coordinator 10
13 24 Accounting Analyst 5
19 25 Safety Technician 4
20 27 Integrated Process Engineer 3

Source: Survey (2013).

All the surveyed employees reported to use Englssthe foreign
language used to fulfill their job activities. Iddition to English, some
20% said they also needed Spanish to complete #ssiignments.
Spanish was required for those interacting witit@users in other South
American countries, where it was the official laage.
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Chart 2: Foreign Language Requirements at Al-I.

Respondents FL Requirements

m English Only
m English & Spanish

Source: Survey (2013).

The findings reinforce the dominant status of Esighis a language
for communication; they also reveal that it is that only one. This United
States based MNC acknowledges the need to mastégriccustomers”
language, even if it's not English. This increaseAi-I's language
diversity extends its ability to communicate beyo@drporate and
Brazilian borders. Communication beyond these eygge” local circle
involves value, since they use high communicatiadue languages
(HOUSE, 2003; p. 5) to make such cross-borderantams possible.

True multilingualism was found to cover more than-I'A
requirements. Maybe the regional background plagetble in the
employees’ language base since the majority regphaaespeak not one,
but two foreign languages. As mentioned earlieeimethe region where
Al-l is located is widely known as European Vallégcause of
immigrants, mostly from Germany and Italy, backhe XIX and early
XX centuries. The existence of these additionableges raised the
question of whether Al-I's language requirementised or reflected its
reality in the local community. It also providedlication of a language
scenario that differed from that of North America.
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Chart 3: % of Interviewees and the Number of FLek&p.
% Of Interviewees & the Fls Spoken
65%

70% -
60% -
50% -
40% -
30% - 0
20% -
10% - L

0% T .
1FL 2FL 3FL 4 FL

35%

Source: Survey (2013).

Although Spanish was declared by most respondergsgat deal
of them reported to speak German and Italian. wagth noting that no
JD required employees to speak German or Italiathéoperformance of
their work. Most of the German and Italian speakkrsiot know proper
grammar rules, but communicate orally with friemd$amily members.
The levels varied from basic to intermediate ante@ven reported to
speak German with technicians from that country rwtreey came to
Brazil to provide services at Al-l. This indicatisat some form of these
European Languages brought by immigrants in thecksturies lingers
among the residents of the so called European Wall8anta Catarina —
Brazil. This study does not intend to investigaiagluage origin and
diversity in the region, but merely refer to théséence of such languages
within the MNC studied, providing some empiricagienally known
indications of their origins. A thorough investigat of the European
Valley's language diversity may be object of otstedies.
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Chart 4: % of 2nd FL Speakers by Language.
% of 2nd FL Speakers by Language

23%

m Spanish as a 2nd
FL

mGerman as a 2nd
FL

Italian as a 2nd FL

Source: Survey (2013).

Back to the first FL spoken by all respondents, rdsearch also
found that an intermediate language skill level vga$ in most job
descriptions requiring language skills. Just uppanagement positions
required an advanced or fluent foreign languagel)evhich once again
links languages to power positions in MNC setting8% of the
interviewees (see chart 1) said they were ableantunicate in English
with their foreign counterparts at an intermediateel. This level was
empirically defined for the purpose of this studhdahe use within the
company as the ability to communicate with someitéitions and
occasional mistakes, though in a way that suffitted job/company’s
needs.

Lack of requirement or infrequent use of foreigngaages may
lead to communication problems. A foreign persory rwall the MNC
through the number on its website and be answeyesbmeone with
insufficient or no corporate language knowledgee Tduthor could
witness a few events when gatekeepers got interratcalls and were
unable to understand what the foreigner wantedhar e/she wanted to
talk to. They then asked the author to talk toftireigner and connect
him/her to the right person. Since gatekeeperstaadower hierarchical
level and events like these are very rare, thegdogees are not required
to speak any foreign languages. Such calls coweé baen directed to
these employees when the secretary or receptivasinot available to
pick up the call or when the caller was not a fesguwne and did not
know the direct number of the person he/she wattddlk to. People
with frequent FL interactions would not strugglepiok such calls.

Anyway, such difficulties among employees respdasifor
communication, show at least that:
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0] Everyday language use in the company is not ungnudic;
(i) The official requirements on behalf of the compafgserve to
be watched and examined by its communication lsader

7.1.2 Foreign Counterparts and Frequency of Interations

Once the target audience was defined and identifiredlevel of

FL competence was stated by the employees andsadskey the author

as coherent to the empirical definition, the questvas then who these

people interacted with in FLs and how often thelysb. In order to make

the data collection faster and more precise, thm farompted 4 preset

FL counterparts and 1 blank alternatives for thelegees to write a

different foreign counterpart, if applicable. Thereget foreign

counterparts to choose from were:

® Foreign Colleagues: involving employees at the santg@gher
hierarchical level within the MNC’s organizatiomlart for the
purpose of reporting or handling daily work issues;

(i) Technicians: defined as employees from companaptiovide
services to machines and computer systems at Al-I;

(i) Foreign Authorities: mainly those involved in impand export
processes;

(iv) Foreign trainers: people from inside and outsidebafly
International’s organizational chart in charge abving
training on various aspects of the business.

Chart 5: Foreign Counterparts.

2004 Foreign Counterparts
80% -
60% - 50% 0o%
40% -
20% - % 5%
0% : : — L
S S e S S
q,%)@ ) \é}“‘? @\% q}&\é Q&\é
¥ & v & &
N < 5 S
& <& S
Q

Source: Survey (2013).



122

These counterparts were indicated based on theraigkperience
and observation of employees” exposure. Surpriginge blank space
was just filled by the word ‘Foreign Suppliers’. i@&idering the number
of CSR’s responding the survey, it could be exjkittat the field would
also be filled by ‘Foreign Customers’. That miglet \iewed as another
indication of the dominance of English in the MNCsuch an extent that
employees would forget to indicate the use of agrofth. if no clue were
given. They might have remembered to indicatethiéfy had seen option
among those preset. Or perhaps those interactithgfeveign customers
remembered to count just internal counterpartgesithey were more
frequent.

For every foreign counterpart, they were askeddicate whether
they were exposed to such encounters on a daigklwer monthly basis.
Overall, disregarding specific foreign counterpar&5% of the
respondents reported to use FL on a daily basisenGhe variety of
counterparts, employees indicated different fregies=n which resulted
in an overlapping 65% reporting to use FLs at leastthly.

Figure 36: Foreign Language use Frequency at Al-I.

Employee Language use Frequency:
1| Daily
2 Monthly
3| Daily Monthly
4|  Daily Monthly
5 Monthly
6| Daily Monthly
7 Monthly Weekly
8| Daily Monthly
9| Daily
10 Weekly
11 Monthly Weekly
12| Daily
13 Monthly
14 Monthly Yearly
15| Daily Monthly Weekly
16| Daily Monthly
17| Daily
18 Weekly
19 Weekly
20| Daily Monthly
Total 11 13 =] 1
% 55% 65% 30% 5%

Source: Survey (2013).
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The fact that foreign languages play a key role tire
communication that is part of the daily work roetiof many of this
MNC’s employees is another confirmation of mulglimlism. It shows
how critical foreign language knowledge is in mmational business
settings. A wide range of technical and commeinfalrmation relies on
the knowledge of English and Spanish at Al-l to chedoreign
counterparts and fulfill its intended purpose.

7.1.3 Foreign Languages Use

The bulk of the company’s cross-border communinatias found
to take place in English; only a few technical aodthmercial positions
were required to speak Spanish, as reported bynteeviewees and
confirmed by job descriptions requirements. In becakes, Brazilian FL
speakers were required to know enough of the laggyt@play an active
role in their interactions with foreign countergarSuccess in these
interactions were found to have direct bearings tl® company’s
products and/or services, as well as on their irmmesults. Since it was
most widely used, the Brazilian subsidiary giveseraitention to English
than to Spanish. Consequently, this study focusese on problems
involving English as a foreign language for intdior@al communication
(HOUSE, 2003; p. 4).

So far the study has introduced and identifiectdéinget audience,
the level of EFL competence, their counterpartstaadrequency of such
interactions with them. It was found that most oegfents spoke more
than one FL. Many even reported to speak languaties than those
required by their JDs. So the investigation wenthier to figure out the
use of FLs at Al-l and whether FLs were spokenidatthe company’s
premises.

Respondents were then asked where they used Ribs]1wreset
field indicating ‘Home’, another indicating ‘Worldnd a third blank line
for employees to indicate a different place, if laggble. Besides each
venue, they were asked to write the language(g)dpeke there. English
and Spanish were reported to be used only for yparkoses, whereas
German and Italian were spoken at home. Overallsthdy set two
groups of FL use, as shown in the chart below:
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Chart 6: FL Use — Places.

= Work Only

mWork &
Home

Source: Survey (2013).

Since home interactions were not in the scopeisfstiudy, which

recognizes that internal relations, in languagetergt may have an
important impact on external relations, it was tadito making reference
to its use outside the work settings. To keep tloai$, further questions
were asked regarding the use of FL(s) for the pesdioce of the

respondents” work. As per the authors” experiefitkeomost frequent
uses, the following alternatives were given for ¢meployees to choose

from:

(i)

(ii)

(i)

(iv)

v)

Attend on-line meetings: meetings via computeriggstems to
discuss and/or report work-related status of progranitiatives,
problems, practices, etc. It could involve emplayder all
hierarchical levels.

Attend face-to-face meetings: face-to-face encaoanteant to
discuss and/or report work-related status of progranitiatives,
problems, practices, etc. either at Al-l when aifgn comes in
and/or abroad, when a Brazilian employee travetsdet his/her
colleagues. It could involve employees in all hiehécal levels,
but mostly technical and leadership positions.

Write reports: fill out forms or written documeritsreport the
status of work projects or teams under the empkiyee
supervision. This task was assigned to those idelship
positions.

Write taxing documents: fill out forms and repddscorporate
accountants, upper management and/or foreign asdiidis
was an accounting/financial staff task.

Write commercial documents: fill out invoices, bif lading,
packing list, etc. accompanying imported and exqzbgoods. It
was mostly a job for CSRs, procurement and logistiaff.
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(vi) Exchange technical messages: exchange of writsannand e-
mail messages and one-on-one phone calls to dispessfic
work-related issues with any foreign counterpalisTask could
be performed by employees in all hierarchical lsewehose JD
requires some level of FL.

(vii) Attend on-line training: training on new or impravevork
procedure or tool, corporate initiative/program, mpoter
system, etc. in all areas provided by a foreignmamy employee
or a foreign contractor/trainer via electronic meaBmployees
in all hierarchical levels could be exposed to seictounters

(viii)  Attend face-to-face training: training on new opimved work
procedure or tool, corporate initiative/program, mpoter
system, etc. in all areas provided by a foreigngamy employee
or a foreign contractor/trainer at Al-I or abroad, case the
Brazilian employee traveled. Employees in technieald
leadership positions could be exposed to such eners

In addition to these, 2 lines were left blank fonoyees exposed
to any other kind of encounter and wished to eiptic

Since the same person could be exposed to varypes tof
encounters and there would be an overlap of answerg were to rate
the relevance/importance of each task from 1 (mpitant) to 5 (very
important). Respondents could rate 5 as many tskisey deemed very
important for the fulfillment of their key work agaments; these would
be the tasks they would be unlikely to outsouraeassign to any
colleague unless extremely necessary. For instamemployee rated
attend on-line meetings, attend face-to-face mgetwrite reports, write
commercial documents, attend on-line training attend face-to-face
training as very important tasks (5) because thengwall deemed equally
important for the performance of that person’s job.

The tasks rated 4 and 5 were added up and spiit 3nkey
categories: writing documents, on-line interacticansd face-to-face
interactions. In more details, writing tasks invadvthe exchange of
technical messages, filling out reports and comiakrdocuments.
Whereas on-line and face-to-face interactions c@magrmeetings and
training session where technical and/or commerdistussions were
held. These interactions could be face-to-face Whiign visitors came
to the plant or when local staff traveled abroabiclv could imply the
addition of non-business subjects for the purpo$esaializing.
Therefore, the basis for such categorization waséh of skills involved
and possible support available to perform eachiteskFor instance, one
may write an e-mail using short sentences and ratated vocabulary
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found in glossaries readily available from his/hmymputer. This
assistance might not be so immediate in a photercahline training.
Face-to-face interactions could also imply in a hbig level of
unpredictability of vocabulary and situations, esaky when involving
traveling and the resources available to cope witth unpredictability
would rely more on the individual’s ability than external resources.

Chart 7: Most Important FL Assignments.
Most Important FL Assignment
0,

0

100% -
90% -
80% - 0%
70% -
60% -
50% -
40% -
30% -
20% -
10% -

0% . T .
Writing On-line Face-to-Face
Documents Interactions Interactions

Source: Survey (2013).
7.1.4 Foreign Languages Acquisition

So far, the FL speakers were identified, their ¢erparts were
pointed and the language diversity and uses wguedi. It was time to
investigate FL acquisition, that is, the means pratesses by which
employees learned or have been learning foreiggukges. Specific
teaching methods were not taken into considerdiiEnein to keep the
focus on FL communication in this MNC’s subsidiag@uestions were
then raised regarding the means by which emplogegsired the referred
FL knowledge, whether the company provided anyritices and if so,
how many of those employees were aware of suchiives.

It would be naive to assume that languages wetegegiired in
mainstream school and/or college curricula. Thes survey prompted 4
preset alternatives for respondents to choose &oda blank field to
indicate a means other than those presented. Tihwiftg preset means
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were based on the empirical knowledge of ways melgarn FLs in the

region where the study was conducted:

(i) From family or friends: given the influence of pi@ys centuries
immigrants, it is known that languages such as @ar@and
Italian were taught from parents to children ornfrdriends,
usually just orally and based on the daily situsgiand needs,
without any structured curricula or regard to graanmules or
literature;

(i) By taking language courses: structured classesigedvby
language professionals following specific methodas, either
privately or in groups at a place where only lamgpszare taught;

(i) By attending school/college curricular classes: nsiaéam
school/college curricula where languages were taaghong
other disciplines with such an emphasis that edlaftiedents to
communicate in the FL;

(iv) By living abroad: regardless of time or the factaking classes,
employees could indicate whether living abroad hadn the
way they learned to speak the FL.

The responses were tallied and revealed that lgegoaurses
were the main means to learn a FL, but not alwagsnly way. Since
the majority of people surveyed spoke two FLs, mmespondents also
pointed two means to learn those languages. EnglishSpanish were
acquired by attending language courses, sometimgsded with foreign
experience. Whereas German and ltalian tended leabeed at home or
by friends, with very few respondents mentioningssks as part of the
learning process. These languages also tended $pdben in informal
settings, such as with family members or amongifisewith the same
background.
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Chart 8: Foreign Language Acquisition.
FL Acquisition
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Source: Survey (2013).

It was also found that FLs competence levels weeeily related
to the means of acquisition. Languages learnedmaehor from friends
provided a basic skill level. Languages learnedhfetructured curricula
and methodologies provided higher skill levelsislworth noting that
many respondents were still taking classes to ingtheir English, but
none of them said they were studying any of therdt.s. During annual
performance reviews, among other skills, employessl their
supervisors would assess the employee’s FL levédloameed for
improvement.

As a result, those who couldn’t deliver the expbdteel would
look for English and in few cases Spanish classesurses. It was also
the case of employees who were preparing for dipnsivhere a (better)
FL level was required.

The fact that English was a requirement and highdl levels
could enable employees to try possible career agwaents justified the
fact that it was the FL they wanted to be besfTaat means foreign
language requirements lead to higher competenadslewhereas the
absence of such requirements may lead to a FL corméme where
speakers do not put much effort into improvingiitce they tend to
communicate mostly with the same people in thaimmmoinication circle.
Shortcomings would not be deemed embarrassingaf@uages spoken
among friends and family members, usually at flisg@aking level.
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Therefore, requirement was found to be inversebpertional to
spontaneity or personal interest. The need to wligeen and speak
English at the best level possible set connectaitts work and work-
related socialization. No one reported to speaki§imgt home. However,
requirement was found to be a driving force to owaere language
barriers, while spontaneity led to a comfort zohemnediate home use
and friendly interactions. Since the scope of rimgfualism in this study
is Al-I's multinational environment, these are jupteliminary
assumptions that might be further investigatediirostudies.

7.1.5 Language Policy

Language use and rules are problematic in MNC enmients.
Misconceptions on a common corporate language foerel in a study
of three organizational units of Siemens in Eurdpeedriksson,
Rasmussen, Piekkari, 2006) where perceptions vhetdeen supporters
of English and German as the corporate languagen éwugh top-
management had set English as the common corplamgeiage. At
Albany International, there was no doubt aboutl#imguage given the
fact that the company was headquartered in theed@tates. However,
when asked about the company’s language policye thes great
surprise; no one had heard about such a policyddtavas made evident
that there was a language policy, which was vieagethe set of accepted
practices and guidelines for foreign language asen though the term
was not widely known given the absence of a writtecument.

The North-American MNC’s subsidiary in Brazil wasifid to be
truly multilingual. Regional influences and job deptions drove the
question of languages beyond the country’s offidaguage and the
corporatelingua franca At Al-l, one can expect to find speakers of
Brazilian Portuguese, English, Spanish, Germanlttidn. Languages
other than Brazilian Portuguese were found to beduseyond the
company’s premises, which means the MNC was satnmultilingual
region. That might well be one of the reasonstierdorporation to set up
a plant in this region and keep operating thera efter the severe floods
mentioned earlier in this study. The survey acjuattvealed that
multilingual practices took place inside and owsitie company for
different reasons.

In this setting, employees working at all hieracahilevels were
well aware that foreign visitors would often coneetihe company for
various purposes. About 23% of the staff (figur&@@w that some level
of foreign language(s) would be required for thégrenance of their jobs
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on a daily, weekly, monthly or yearly basis. Thenagning 77% of the
MNC staff in Brazil, who were mostly at lower hiechical levels, knew
that any career advancements they wished for woeddire foreign
language(s) acquisition and would involve intei@tsi with foreign
counterparts. Such interactions were intensifiedhey internet, which
made virtual communication more frequent and céfsttve. In line
with the MNC’s hierarchical structure, local statfuld frequently report
to foreign managers or interact with foreign callees for a wide range
of purposes. That means language(s) provided coieation power and
access to hierarchical power. Those already indblwéth multiple
languages described these counterparts as foreligagues, technicians,
authorities, trainers, customers and/or suppli€hgy were also aware
that such interactions would require listening aireg and writing skills
for on-line and/or face-to-face encounters.

In spite of all these well rooted language-relgbeiticiples, the
terms ‘Language Policy’ sounded rather new or umkndo the vast
majority of the employees. They were all well awafea number of
written and widely known corporate policies suchtlagse related to
business ethics, computer usage, safety, compaweed car, clothing,
etc. but said they had never heard of a langualigypds shown in the
following chart, % of those interviewed said theg dot know or were
not sure whether Al-I had a language policy.

Chart 9: Awareness of Language Policy.
Awareness of Language Policy

m Aware

= Not Aware

= Not Sure

Source: Survey (2013).
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This ‘surprising’ fact led the author to the compaphysical and
electronic archives to search for a documentedulagg policy. Without
success in the search, the author asked the HRabtait such a policy
and no one there had ever heard of that at Al-lil&\talking to them to
explain what that policy could be like and refegrito other corporate
policies, the author asked whether there were aoyments saying that
one had to speak English or Spanish in certain sngdéed settings or
setting rules for FL use. He then asked: “whabihsone refuses to speak
English in a conference call arguing that he/she warazil, so his/her
counterparts should speak Portuguese?” This hypcodghsituation was
meant to get them to think of a document to segdage use and
practices, since no written policy was named ‘LaggiPolicy’. Then he
was told that some job descriptions made referemtanguages.

The research was then directed to the JDs and leglvétzat 70
positions would require one or two FLs (see figRyeln the document,
foreign language(s) were mentioned as require@sirable skills for the
position, along with respective level. No detailsnsdded regarding the
specific tasks to be performed in the foreign laagg(s), as shown in an
excerpt of a full-fledged technical salespersob snifigure 37. This JD
was chosen as an example just because it requaid BHnglish and
Spanish skills, the two FLs found in all JDs. Sodi¥s just required
English, though.

Figure 37: Sample FL Requirement Text on a JD.

ALBANY
INTERNATIONAL

REQUIREMENTS

. e s Advanced English (required);
REqUIrEd Skills: . Intermediate Spanish (Desirable).

Required Experience: *  From3yearsto5 years.

Engineering:
Mechanical or
Chemical or
Education Requirements: Textile.

M.B.A.

® Bachelor's Degree

related areas

Source: Al-1 Job Descriptions Library (2014).

In the company’s job structure, positions like ¢ghesuld follow
four development steps, starting as ‘Junior’ (tvedst-rank position) and
going up to ‘Manager’ (highest-rank position). Aoting to the JD, a
‘Junior Technical Salesperson’ was not requiredpgeak any foreign
languages. However, after two or three years ofkvexperience this
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employee could seek a promotion to the next hibreatlevel, provided
that he/she could prove an advanced skill leveEmglish and an
Intermediate skill level in Spanish. The latter veasn deemed desirable,
even though this person would have to deal witliozasrs in Spanish-
speaking countries like Mexico and Chile.

Foreign languages started to be required and/aredefor full-
fledged salesperson (the second hierarchical I&atom-up) and
remained the same all the way to the position’kdsghierarchical level
(Manager). Higher hierarchical level means highenarfcial
compensation/salary, which in turn confirms the ddetween foreign
language competences and positions of power in MN@ronments
from a financial standpoint. Once reaching the rganzent level, the
employee is also given more power to make decisifarswhich FL
knowledge allows access to key information as sa®iit is available
throughout the corporation or coming from foreigistomers. This quick
access to information allows quick response whiely ive critical to the
MNC strategy in all levels. Therefore, language petances grant
personal power and organizational power withinritzket.

The document states requirements including knovdeoiythe
company’s product, market, application, etc. fomsoessential job
functions, along with general safety procedureldtarly defines the
geographical region where this salesperson wouldesponsible for
selling products and therefore representing thepemy, which is Latin
America (Mexico to Chile). The text also refersrtteractions with other
Albany’s plants for the purpose of technical anchrmrcial knowledge
exchange. These two functions were the basis tomasghat in addition
to Brazilian Portuguese, these interactions mighton the required and
desired FLs; Spanish for the Latin American coestand English for
other MNC’s plants. Although matching the requiretmavith the
function to be fulfilled would imply the need fdrdse two FLs (English
and Spanish), there were no clear requirementssiiet interactions
would have to be in these FLs. Again, one mightiarthat the foreign
counterparts should speak Portuguese and the dhterawould be
successful.

The heads of the corporate communication must has@ clear
that English as a FL is a useful instrument for mgloneself understood
in international encounters (HOUSE, 2003; p. 4} thay take the need
for such a policy completely for granted. The saipev is shared by the
local management, which positions Spanish in a tovevel of
importance and use in the MNC’s language diverditye full JD is
attached to this study (Attachment 2) as an eviglesfcthe analysis
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herein. The same case was found in the other JR@sewhRL(s) were

required, interactions with foreign counterpartgenisted, but no clear

evidence that such interactions should be heldlanguage other than

Brazilian Portuguese. One may wonder if it was @dwas such an

obvious and unproblematic question that the cotpadan’t bother to

issue an explicit and detailed written languagécgol

These findings led to the definition of languagdiqyoas a set of
internally and implicitly accepted practices/acioand requirements
related to languages and guiding every cross-bartteraction. The
surprised was caused because the company hadwydteies to guide
nearly all aspects of its related trades, whichsedithe expectation that
language practices would also be guided by sucbcardent. At Al-I,
language policy is not a document saved in a fbasmnong many other
policies, but a set practices embedded in its eyegl® daily interactions.

This policy entailed requirements and company’ spsttpto
employees” efforts to acquire or improve FL compeds. Such support
traces back to the 1980°s, when Al-l first had mtampany English
teacher, as some older employees could recall. fnentate 1990°s to
2001 the company also provided an in-company Spae@cher. The
latter is no longer working inside the company’smises, but support to
develop and/or improve skills in these two FLs remiathe company to
date.

Employees were then asked whether they knew wiral i
language training or incentives the company pralvid€hat pretty
straightforward question was followed by (theseiyfoptions, along with
the additional oral explanation after the colons:

0] Financial support for language training outside toenpany:
which implied the company would pay all or part thfe
employees’ tuitions to learn a FL at a school arrse of his/her
choice;

(i) Financial support for language training inside twmpany:
which implied the company would pay all or part the
employees’” tuitions to learn a FL only if the césssvere taken
inside the company’s premises by the language gsiofeal
working there (in this case, the author of thisigju

(iii) Don’t know: indicating the employee didn’t know wie the
company would provide any support for FL acquisitior
improvement;

(iv) Other: followed by a dotted line where the resposieould
indicate any other practices he/she was aware of.
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Since the survey was responded only by individwhis had up to
two FLs as a requirement in their JDs and they wadleable to
communicate in FLs at some level, all of them riegmbto be aware of the
fact that the company provided financial supporthose studying the
FL(s) required in their JD. The majority even s#idy could choose
where to study the FL, as shown in the followinga@H.0.

Chart 10: Awareness of Incentives for FL Acquisifimprovement.
Awareness of Incentives for FL Acquisition

u Internal
m Internal & External

Source: Survey (2013).

The MNC required FL competences for work-relatedppses
because around 23% of its staff (figure 2) wouldchene of two FLs to
complete a given set of tasks. However, the companyided financial
support for FL acquisition or improvement and dat restrict such an
incentive to those who needed it for the currertitpon. That allowed
anyone to seek or further develop FL skills, wiichild be deemed as a
strategic proactive action since it addressed rtiraediate need for FL
competences while allowing development for futuemend. To the
employees, this financial aid was offered as a fitetunder a given set
of market circumstances, one can actually calbit@way benefit since
the company is supporting its employees” developraed getting back
the direct benefits of such development by keejimgersonnel with
sufficient FL knowledge to perform their jobs.

Requirement on the one hand and incentive offesdakaefits on
the other hand could be viewed as contemporargdrat the people
policy issued in 1969 when the company merged th® Albany
International. If so, it could be viewed as an moe&e to promote
employee development rather than provide for ami@diate’ company
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need. Another reason for such a MNC to keep a hudgdanguage
training could be the scarcity of professionalshwitie required/desired
FL competence level. Whatever the approach, it wage with the
premise of the 1969 people policy of personal agdmizational success.

Specific eligibility criteria to such a financialgport were found
on the HR portion of the MNC’s intranet portalwhis indeed offered by
the company as a benefit and listed among othdfsAbenefits, in a
subsection of financial aid for education. The pegeld be accessed by
anyone within the company’s computer network, idiclg lower
hierarchical level employees, such as machine ogsraAs for any other
educational attainment, employees would get 50%hetuition paid by
the company directly to the institute, school oacteer after formal
request to the local HR (in charge of training tios), approval by the
head of the employee’s functional area (i.e. pribolenanufacturing,
financial, marketing, etc.) and area budget avditab Another
requirement to be met was being a company formal@yae for the last
12 months. The local HR manager explained that lt#iter was not
applicable to FL training, just technical, colleg@jors, specialization
and post-graduation programs. When it came to Eirgloyees would
be eligible to the incentive either with the int@rfanguage provider or at
an external language school or course right after h

The widespread use of the internet, intranet artdgiated
management systems has made the need for EFL mplieite which
had Al-I respond by setting clearer requirementsictv covered more
hierarchical positions. Another fact, which alste on the use of the
internet, is the corporate hierarchical structurguiring more frequent
interactions with foreign area, department or mbjeaders. From this
perspective, Spanish plays a peripheral role stromr/ers a more limited
geographical area and fewer potential counterpatesacting with few
commercial and technical people from Al-I.
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Figure 38: FL Financial Aid Criteria.
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Sourcehttps://aiportal.albint.cort014).

The reason(s) why the company first chose to kesgff@@mployed
language professional inside its premises werdawtd in any written
documents. A way to engage employees in the pufsuiFL(s) by
providing them with this convenience and enablirapagement to have
a closer control of employees” participation andgettgoment could well
justify this practice. Also, the FL professional wid have a closer
interaction with the MNC staff needs and spec#iidon, thus being able
to differentiate/customize the classes to providéfese particular needs.
Whichever the reason, the demand for such a piofesdds undeniable
and this position has been taken by the authoofer twelve years. The
function and the role of the language professionalthe MNC’'s
environment has been the response to the proble&Fbf since the
1980’s at Al-I.

7.2 THE ROLE OF TRANSLATION

Corporate communication can cross borders and ifgliintended
purposes in more direct interactions among empkyéd® share a given
level of language knowledge. Since language pwericy was not found
at a high homogeneous level at the MNC’s subsidiarglied here and
not all employees were required to speak a langadiger than their
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mother tongue, the need for translation to bridge ¢ross-border
communication gap was evident. It was then fouiadl thy and large, the
lower the hierarchical level, the lower the knovgear requirement of at
least one foreign language and therefore the graht need for
translation. At Al-1, this group represented astear% of its workforce,
since they were in positions where no FL was regliiThe figure was
supported by the fact that even if these emploledsa little knowledge
of say English, they would not take responsibiiiy messages that they
were not fully aware of. The costs of misundersitagsl lost orders,
failed negotiations, poor internal communicationelRari, R., et al,
2013; p. 9), as well as those of safety and quaktyapes would duly
justify the budget set apart for translation. Itulgbbe naive to assume
that the Portuguese style found in use at this MM& homogeneous and
used by a homogeneous audience. The local langigigewould have
its bearings on the Portuguese used in the tradstagterials. As was
observed, a mechanical language strategy seenpéaiyta role at Albany
International Indaial; “translators have here aifgilng role, acting as
transmitters of the original message” (Janssenmbkat & Steyaert,
2003; p. 8).

The distribution of various kinds of materials gimnail shows that
translation is a common practice determined by dbgporation for
disclosure of materials to its staff at its mukijpdcations (see attachment
5). Although the need for translation was acknogéztland requested by
the corporate level management, there was no esédefi standard
procedures or how exactly each location was to wéhlthe translation
process. Since this study is limited to a microgco@w of translation at
the Brazilian subsidiary, this section of the studestigated the role of
translation at Al-l as perceived by the employed® wesponded the
survey on FLs and translation practices.

The survey was described in the previous sectidngiwfocused
on FLs. To better structure the findings, the ti@ien portion of the
survey covered translation awareness and use. @#mnsiation aspects
and components were further examined in the nestiose Specific
instances are provided below.

7.2.1 Staff Awareness of Translated Documents

The presence of translation was made evident byntiveolingual
majority at Al-I, by the author’'s awareness of matetranslated by
agencies hired by the company and also by hiscigzation in part of the
translation process. The undeniable presence mdl&tion in the MNC
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environment led to questions on how it was perckif®eom a macro to a
micro perspective, the relation between translatind the employees’
work assignments was the next object of inquiryri§bt at the start of
the translation section, respondents were askethahtihey knew which
of their current work documents or materials hadrbanslated. This
straightforward question was followed by three chesiand the following
oral explanations:
® Yes: if they could identify a work manual, proceglor company
policy that had been created in a FL and then et to be
used at Al-I;
(i) No: to indicate they had no idea of what documdiais been
subject to translation;
(i) Not sure: indicating they knew part of their evelay set of
documents had been translated but could not pretigd ones.
Over half the interviewees said they knew exacthatdlocuments
and materials had been created in a FL and theslétad to guide or
entail their daily assignments. Some of these nad¢ancluded policies,
bulletins, job instructions, procedural, operatimgnaintenance manuals,
etc., which were further detailed in the next sett40% said they were
not sure and could not differentiate translatecenils from those created
locally for the performance of their daily assignm® as show in the
chart below:

Chart 11: Awareness of Translated Work Documents.
Knows What Documents Have Been Translated

mYes
= Not Sure

Source: Survey (2013).

Translation was unnoticed for 40% of people inaméd in this
MNC work environment. It was a considerably higiufie considering
the fact that the interview sample comprised pespkaking as many as
4 FLs.
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This might mean that translated documents weratsrént to the
MNC’s processes that not everyone noticed or coeidember what
differentiated locally created documents from thtyaeslated. Still the
majority reported to be able to differentiate them.

Once translation inherence to work routines wasitified, the
research was aimed at the employees’ perceivedtamme of translation
to their work quality. They were asked whetherdhality of their work
depended directly on translation. A work procedurstep, for instance,
that had been created by the corporate or by &foseibsidiary and then
translated to Portuguese to be followed at Al-I lddwave a direct impact
on the quality of a given employee’s work, on thelf product and
consequently on the company’s profits. Some ofetlileeuments were
even created by non-English speakers, translatedanglish and then
spread throughout the corporation. That would leecéhse of a process
development or improvement that happened in aimtaiutside the
United States, say in Cowansville — French par€Cahada. In such a
circumstance, documents could also be created glidhnby French-
speaking employee, which would forge a link betwgenquality of the
work and the creator’s FL skills, in addition tartslation.

The question was followed by three choices:

0] Yes: when the respondents were aware of the importde
translation played in their work quality;
(i) No: when they were unaware of such a relation;

(iii) Don’t see direct connections: in case they wereralaat
translation played a role in the company’s docuatant, but
didn’t see direct connection with the quality dfittwork.

Chart 12: Importance of Translation to Work Quality
Importance of Translation for Work Quality

® Impact Work
Quality
mDon’t see / No

Source: Survey (2013).
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The vast majority recognized that translation wiasctly related
to their work quality in one way or another. A giearof the respondents
didn’t see direct connections between translatimhthe quality of their
work assignments. The heterogeneity of functionehs comprising the
survey sample indicates a high level of awarenésheo ubiquity of
translation and its bearings on work quality in & C environment. So
far, just document translations were taken intooant Although the
question was explained to everyone, one cannotuéeclthat
circumstances such as focus on other rush taskgeor the familiarity
with all those documents already Portuguese anénfor a long time,
might have influenced the answers.

7.2.2 Immediate Translation

In addition to documents, translation was foungbley a role in
other daily activities or service encounters inieanments with a high
language diversity (Piekkari et al, 2013; p. 5)ctsuas Al-l. FL
interactions such as writing or responding eledtranessages (e-mail
and Instant Messaging), presentations, and remit&s)ding conference
calls, writing or explaining the menu in the caft@nd receiving foreign
visitors were situations that exposed Brazilian leyges to the need for
immediate translation. These situations could hajeth with lower and
higher skill level FL speakers and could involve tack of knowledge of
a single word, sentence or part of the messagehbticomings at the
moment of its use led to the need for immediatestedion, which would
close relatively small gaps in F2F and on-line Reiiactions. The survey
found that 75% of the interviewees reported immiedi@cabulary needs
to be addressed by immediate translation resouftesguestion asked
in the survey was: “Do you ever run into situatitimest require immediate
translation?” with either ‘Yes’ or ‘No’ to select @ response. In case of
affirmative answer, respondents were asked to aweithe translation
resource(s) used in such situations.

These immediate translations were found both inntla&ing of
messages and in understanding those made by fereig®n-line
resources were reported by 73% of the responderdse than half of
those reported to rely solely on Google® to addimssediate needs for
translation while others reported to use it alonthwne or two other
resources, as shown in Chart 13.
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Chart 13: Use of Immediate Translation Resources

Use of Immediate Translation Resources

m Google

m Google & anothe

=

» Internal/Teacher

® Translation

Company
mDon’t Use

Source: Survey (2013).

Such a widespread use of the internet to offsetdrhmunication
shortcomings in a MNC setting shows is due to fieed of response.
The words needed to close that immediate translgap could be known
by the FL speaker and just not remembered atrtettiey’ re needed, so
a quick search on the net would be enough to recdisambiguate words
or idioms. When new words or phrases come up, iaddit cross-
checking may be needed through other sources, asicdolleagues or
translation and language resources. At Al-l, theptidn of an internal
translation department (Piekkari et al., 2013, J). @as extended to an
internal English and translation resource (persghise job was to teach
employees and facilitate part of the translatioocpss. This resources
was known by nearly all employees, who reporteds®this resource to
address immediate translation needs. When talkirtiget interviewees, it
was found that immediate translation was needet bdten the FL
speaker was producing messages in the FL and rdisigoio messages
produced by foreigners.
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7.2.3 Accountability for Translation

The ubiquity of translation was made evident iretént ways in
this MNC. The need for immediate translation infpssional settings
was found, as well as the bearings of translatiowark quality. So more
questions were asked to find how translations wemevided to the
company’s various functional needs, especially oo translations.
Since there is no local communication departmedtteamslation is not
part of anyone’s job description and therefore awutsed by Al-l,
questions were asked on the flow to get materralsstated once the
triggers were found. When receiving materials irglish or reporting
information generated in Portuguese to foreigntiooa, employees were
asked what company functional area they shouldacorib get such
materials translated so that they could complet@ thork-related tasks.
The survey prompted the following options with {beal) explanation to
choose from:
® Human Resources: regardless of the employee’sdnattrea,

whenever materials had to be translated they shmrithct the
local HR to request such translations;

(i) Marketing/Sales: employees should always ask thekéfiag
staff to provide their translations, no matter wéiaa they were
needed,;

(i) Quality: in case the quality area would be therfatee between
the company’s various areas and translation ressfagencies;

(iv) Manufacturing: indicating that translation shouédubmitted to
the  manufacturing management who would hire
translators/agencies given the fact that procurémves one of
its sub-departments;

(v) Other: followed by dotted lines for intervieweesridicate other
flows or settings to get translations done.

It is worth stressing that this question was ineghtb show the
employees” awareness of how translations were édiiigi Al-1. It is also
worth reminding that the survey was conducted vdtlpre-selected
sample of employees whose job descriptions requsde level of
foreign language(s), so the following percepticefiect the views of this
group. The choice of the sample was based on ttdHat this was the
population with the highest level of awareness bfdnd translation
problems, therefore more likely to be involvedranislation processes.
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As perceived by half the interviewees, the HumasoReces area
should be contacted whenever translation was foauwssary in their
functional area, as shown in

Chart14. Some 20% of the interviewees said each departwasnt
in charge of hiring translation work at their owinatetion and as needed.
Minor groups believed translation could be requeksither to HR or to
Marketing departments, to the internal teacherrafli&h and others just
mentioned it was an outsourced service.

Chart 14: Areas Responsible to Provide Translation.

Areas Responsible to Provide Translations

mHR

mHR,
Marketing

= All/Each

m Qutsourced

m Teacher

Source: Survey (2013).

The next step was to confront the employees” paorepwith the
company’s policy/practices in order to assess plessliscrepancies
between perceptions and practices. To some exteiR, and
Manufacturing (Procurement) play key roles in rexjng translations,
depending on the translation provider chosen byatiea. The internal
translation resource can be requested by any depats via HR, whereas
outside resources, such as translation agencies requested by the
departments via internal procurement procedures.

The multitude of purposes served by translationlisspmany
departments requesting the service to carry ouérgitasks. These
materials will be laid out in the next section, e survey also asked
how many of the interviewees actually requestetstedions. 45% of the
respondents said they had already requested ttianslaas shown in
Chart15. These people were referred to herein as tt@nmsleequesters,



144

since not everyone using translated materials has hierarchical
position/power to request such a service on betfidife company.

Chart 15: Translation Requesters.
Translation Requesters

= Request

mDon’t Request

Source: Survey (2013).

Considering that different procedures apply diffeneroviders, it
is understandable why different departments werdicated by the
respondents. Discrepancies between translationeséquractices and
perceptions may also be justified by the fact thate than half of the
sample comprised employees who had never requéstadlations,
therefore were not familiar with the steps to fallo
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8 TRANSLATION DIVERSITY

The variety of materials distributed to the corpersubsidiaries
(mostly via e-mail) almost on a daily basis shohat ttranslation is a
common practice. Many messages were found withi@xptquests by
the corporation to get materials translated focldsure to its staff at its
multiple locations (see attachment 5). Although ileed for translation
was acknowledged and requested by the corporagt fleanagement,
there was no direct instruction, documented stahpgeocedure for each
location to get the translation of such materials.

Since this study is limited to a microscopic viefstranslation at
the Brazilian subsidiary, this expository sectidrite study is intended
to serve as an insider description of contempdrangslation practices at
Al-l. The questions asked here were meant to rethealdiversity of
corporate functions served by translation and tfierdnt genres chosen
to fulfill their communication purposes. Informaiido support this
description was gathered from the local HR and ubho careful
examination of translated materials made availddslenalysis and use
in this study. Figures were posted to provide areleview of the points
in the samples analyzed. Translators varied acegrth the purpose,
moment or department requesting the translatiorr&ly translation of
materials for internal disclosure was providedtginal resources such
as employees with sufficient knowledge of the Flgirestion (usually
English) or the in-house translator. Materialsgablic disclosure, such
as product brochures requested by the Marketingartlepnt, were
usually translated by external agencies. Sinceifspéeatures of these
translations and/or inherent their processing bélldetailed and further
analyzed in the next section, here follows the &ges of translation
found and a brief description of their intendedguses.

8.1 BULLETINS AND POLICIES

Senior Management and/or the Board of Directorstiltinational
corporations are in charge of setting strategiénass goals and making
decisions on a variety of aspects of their busitiegssometimes affect
the whole corporation in its multiple locations.€Be decisions may refer
to administrative issues involving a specific bes® unit, location or
personnel and then announce such decisions/chémgesgh Bulletins,
as in figure 39. They may also be written polictEscribing sets of
acceptable and/or required practices on parti@agpects of the business.
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According to the corporate communications policyd/an practices,
bulletins and policies are written in the corpotatgua francaand spread
throughout its multiple locations. These documevdse made available
in the company’s intranet and also announced iaikto everyone with
a company-provided e-mail account.

Figure 39: Bulletin in English

Global Machine Clothing
Research & Development — Dryer Fabrics

In order to continue to strengthen our positionin Dryer Fabrics, | am happy to
repartthat 300 X000, presently working onthe Kaukauna R&D expansion, will
assume responsibility for Global R&D Dryer Fabrics.

H0K's many years in dryer fabric application, management, and development,
both inthe Americas and globally, will serve him well in this new role as R&D
Director. XX will continue to reportto me. X33X's focus will remain on the new
ROC in Kaukauna, but will transitionintothe Dryer Fabric role as we proceed
through the opening ofthe new ROC.

X0 X000 presently Application Engineer, will continue to support Dryer Fabric
R&D by driving new dryer products into the market. 333K will be responsible for
selecting theright positions, rapidly demonstrating customer value, and moving
new productsto full commercialization. Hewill continue to report to X300 X0,
WP Product Management Dryer Fabrics.

Thewaork ¥X¥X has donein R&D, and the addition of XXX to the dryerteam, will
build on the positive momentumn the dryer business has enjoyedfor the last few
YEars.

Please join mein wishing XXX every success in his new rale,

OO0 MO0
SeniorVice President R&D, Chief Technology Officer

2013/08/19
Source: Al-I Bulletin Library (2013).
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Figure 40: Bulletin in English.

Vestimentas para Maquinas - Global
Pesquisa & Desenvolvimento - Telas Secadoras

Para continuar fortalecendo a nossa posicio em Telas Secadoras, eutenho o
prazer de anunciar que XXX X000, atualmente trabalhando na expansdo de
P&D em Kaukauna, assumirda responsabilidade porP&D Global - Telas
Secadoras.

Varios anos de experiéncia do X30<X na aplicaciio, geréncia e desenvaolvimento de
telas secadoras nas Américas e Global, serdo de grandevalor para ele como
Diretor de P&D. X% continuard se reportando a mim. Seu foco permanecerd na
nova ROC em Kaukauna, mas a transicdo para Telas Secadoras acontecerd com
a inauguracdo da nova ROC.

OO 2K, atual Engenheiro de Aplicacio continuard apoiando P&D deTelas
Secadoras lancandonovos produtos de secadoras no mercado, X006 serd
responsdvel porselecionar as posiches certas, demonstrar rapidamente o valor
para o cliente e promovera plena comercializacio dos novos produtos. Ele
continuard sereportando ao X300 30000 VP de Gerenciamento detelas
Secadoras.

O trabalho que o X204 tem feito em PED, e a chegada do X200 a equipede
secadoras somardo forgas ao momento positive gue o setor de secadoras vem
passandonos Gltimos anos.

Por favor, juntem-se a mim para desejarao *XxX todo sucessoem sua nova
funcio.

OO0 2000
Wice-Presidente Sénior de P&D, Diretor Executivo de Tecnologia

19/08/2013
Source: Al-1 Bulletin Library (2013).

Bulletins were found announcing organizational ¢je) such as
promotions, updates/changes/deployment of strategimarketing
successes and accomplishments, news from reseadctieaelopment,
outstanding improvements in product performancéamdanufacturing
processes, mergers and acquisitions, expansiors,plavestments, to
name a few. When Albany International Corporatissued an internal
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bulletin, its message was translated into the laggs of its subsidiaries
in each country, according to the corporate poligjevance of the
bulletin to the country’s subsidiary and/or locadgtice.

Policies were found to regulate a wide range ofrtass-related
practices, such as ethics, computer, internet,ieama social networking
usage, travel, fleet vehicles, procurement andnat®nal assignments,
to name a few. One may wonder if a written langyagley was found
in the contemporary business setting. The seandugh the Al-I's
physical and electronic archives and the interwiéth the local HR staff
revealed that no language policy has ever beetaeal@aior the Brazilian
subsidiary. They were also unaware of any corpgralieies ever issued
to regulate languages or translations in the comptns fact reinforces
the previous assumption that language policy dtislthe set of implicit
and widely accepted language practices, ratheraharitten document
with details on language and/or translation betravio

The need for these documents to be translatec ikatt that low
hierarchical level employees are not required teakpthe corporate
language, but need to be aware of their messaglesoanply with them.
So the translation of these bulletins and policiese outsourced or
provided by someone within the company’s hierareftyo could
communicate in both the source language and thettianguage at the
organization’s discretion or communication policyror the
communication of these messages to be successiuisldation was
essentially needed and identified as such in otderconstitute a
representation, in the target language/culturésgfosition in the source
language/culture (Toury, 1995), especially whertédie to policies.
Additionally, the change(s) announced could invobraployees in a
particular division, department, and product linel/ar be relevant to all
manufacturing area employees in Brazil.

8.2 EARNINGS RELEASE

The law requires every corporation whose sharespalsicly
traded to make its earnings known to its invesamié other stakeholders
on a monthly, quarterly, yearly ad hocbasis, depending on its segment
and the legislation in the headquarter and subgid@untries. For MNCs
compliance would usually require organizations @ketheir earnings
known by means of documents such as statementsssble to their
shareholders, Internal Revenue Service (IRS) ims where they
operate, employees and other stakeholders.



149

However Albany International Corporation felt it ght be
benefitting for the overall corporate strategy tthegir employees had a
better knowledge on how the company was doing wodd and put
some extra effort into getting that message acvissnore effective
means, such as videos recorded by the CEO exgaihose figures in
the current economic scenario against their styatélgus ensuring
employees have a clearer understanding of theipaagis performance
and position in the market, as well as improvinghowinication across
the board. This video was made available on thepamiyis intranet and
could be accessed through a link called ‘One-on-@ekcasts’ on the
left-side column (see Figure 26). The speech rexbmh the video was
often transcribed so that its text and core messagéd be used to
synchronize and post subtitles, as a script fobahw}y or just sent out via
e-mail as translated and often edited transcripthe earnings release.
Regardless of the genre, this message was fourizk tan adequate
translatior?® to have its due credibility and fulfill its intead purpose in
the subsidiary’s local language.

This translation genre required knowledge of thmaricial and
business jargons employed in both the source amdatiget languages.
Through this message, Al-l expected every empldgdse aware of its
performance on a global level.

8.3 LEADERSHIP/PEER INTERACTION

As previously indicated herein, part of Al-l busise
communication process involves interactions betweeal leadership
and in some cases technical personnel. These psepteoften required
to master FLs (i.e. Figure 37) in order to interadth their foreign
counterparts. These interactions could take platace-to-face meetings
involving people from multiple locations, howeveaven the high costs
involved in travelling, lodging and other relatexpenses, face-to-face
meetings were not found to be as frequent anynt@nethe other hand,
the need for such interactions has become morenane frequent. This
called up technology, which in turn, also enableobitity in private
discourse (Lambert, 1989) via on-line conferencifug, instance, (by
conveying voice only or voice and image). Givendtsninant statys

% "An adequate translation is a translation whichlizes in the target language
the textual relationships of a source text with breach of its own [basic]
linguistic system" (Even-Zohar 1975: 43; my tratisla).
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English was chosen by Albany International Corgorator conducting
those discussions.

For that purpose, knowledge of English was moreontamt than
translation and the shift in practices and priesitiwas noticeable.
Brazilian coordinators, managers, directors, etrevwell aware of the
power related to knowing at least English, eitleemeet corporate or
business requirements or to gain a competitive edge their Brazilian
colleagues. When the level of English did not seffiimmediate
translation was needed to bridge small communicajaps.

At this level, translation was found to play a ralader the
waterline or as an internal tool. On the one hémdiFL communicators
to assess/ensure their understanding of the messegiged from their
foreign colleagues; on the other hand though, métion reported from
the local office or manufacturing facility had beartslated into the
corporatelingua franca (with or without the aid of an experienced
translator, depending on the kind of communicatiad the company’s
practice). When time and/or their FL level allow8dazilian authors of
materials in English would also create them diyentlthe FL so they
could deliver or present them. This form of tratislawas dealt with by
some as problem rather than as a means for comatiomdLambert,
1989).

This communication channel was normally used tomreprea-
specific results on a given time period, updatefatiow up on the
development of collaborative global projects, addreechnical issues,
conduct training sessions on new technologiesstqallicy compliance,
share best practices inherent to manufacturing a@mirastrative
processes, to name a few. It was found to be a fifrintercompany
partnership and where some inherent determinaatsasiperceived pay-
off, attitude towards outsiders, social contextmsge of confidence,
institutional vs. individual learning, etc. (HaméQ91) could generate
either positive or negative outcomes.

8.4 IMPORT AND EXPORT PROCESSES

Importing and exporting were part of Al-I"s usuetieities, which
required professionals who know about the lawslegg such dealings
both in Brazil and in the country where the goodseibeing exported to
or imported from. In addition to technical and mesis skills, these
professionals had to master two foreign languagessfiown in Figure
34) in order to deal with their counterparts andeign customs
authorities. Since the company was strategicatlygén Brazil to supply
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the neighboring countries, import and/or exporcpohres required staff
to know a second FL (Spanish) to interact with ahip goods to
customers in a Spanish-speaking country (i.e. Lhile

They also had to deal with intercompany processdsch
involved importing products from or exporting théona sister plant in a
given foreign country (i.e. Canada). As part of teepany’s language
policy, intercompany dealings were done in English.

Since most of the import/export processes had atdnatocedures
and forms, the need for translation was often redum immediate
translation, mostly for written communication. Hoxee, when importing
goods or machines, a lot of information had beiobthin their country
of origin and then translated into Portuguese. ifi@mation often came
in operation and/or maintenance manuals with atgteal of technical
details. Translation played a key role to makepiteeess possible. Given
the criticality of such requirements, it was fouhdt without translation,
import processes would not be completed.

8.5 TRAINING AND INSTRUCTION

Marketing products globally led Albany Internatib@arporation
to adopt global standards with regard to manufagumprocurement,
commercial, service and administrative procesgeraine a few, in its
multiple locations. At Al-l, certain procedures h#&al respect local
regulations, but still keep up with global corperatandards so that the
company could maintain its envisaged global iderditd quality level.
As previously mentioned, internal corporate comroaion was
disclosed in English, even if it came out of a glotollaborative project
or developed in a country where English was notatfieial language.
So, translation had to play a role for the stansl&mdbe kept or improved
through corporate training materials provided &® Brazilian staff in its
multiple functional areas (i.e. Safety Foundatigaiiling on figure 43).

Training was found to be of critical importance hiit this MNC
for its quality implications on different aspectstibe business, serving
functions such as:

0] Safety: A safe work environment has been streskezligh
series of short safety training materials called-point lesson,
as shown in Figure 41, or longer and more detdilathing
materials. These materials covered a wide rangefety-related
issues, from everyday exposure to particular wetlted tasks.
As part of the company’s standardized communicatioese
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materials were compiled on behalf of the corposatiety staff
(in English) and sent to Al-I for translation anidtdbution.
Figure 41: Translation for Safety Training

Safety Foundation: Stretching and Changing Positions

Key Behavioral Points: Like This,
1. Warm up like an athlete before physical activities: your work can o
b just as physically challenging! Exercise improves Rexibility,
elavales your mood, and decreases the risk of njury
- Wanm up with a bk wmlk
=  Padorm streiches approgrisis for your work
2. Stretch periodically during the work day: baseball players stretch
thesir legs and arms each time they come up to bat!

3 Cnanqepoﬁmon‘i-ﬂaﬂsmﬂ possible of Tt"r
H o e coerg & repeilicen o e Tk, Gan you chngs B & Sflamen] S 13
Eank oF poeon G allow your body A chance 1o recowe? i
= Doos the prooess silow for nalurs] Beoak poirts whons yoo ook sirsich or 1_5:\,/)
chargn posison? 1

— W you work on 8 compuinr for prolonged periods: gel up perodically: streich, el
and mepsvnnate. Uiilite pn sngonomically cormect position ot your work station
Haza.rds to watch out for:
Physically challenging jobs
2 Stagnant positions
3. Aswe age, the body loses fiexdbility. Start a stretching program

slowdy; it will take some time 1o 5e8 mprovement Ouest'ﬂ“f’
4. Obstacles in the pathway of warm up walk ey s ately
Five
3 -
m Ergonaimic Hacard Clustor ﬂﬁ

Alicerce da Seguranga: Alongar-se e Mudar de Posicao

Principais Pontos Comportamentais: A.ssim sim,

1. Agqueca-s& como um atleta antes das atividades fisicas: o seu
trabalho pode ser 30 desafiador quanio! Exercicios melhoram a
flexibitidade, mefhoram o humor e reduzem o risco de lesdes

=  AgQueca-se Com T Gamirhada
=  Fags slrgamanios Sprafrisds pars O s babalha

2. Alongue-se periodicamente durante o expediente: jogadones de
basebol alongam as pemnas e bragos a cada jogadal

3. Mude de posicaaitarela quando possivel

= Sppstiver fozondo wma tnrefa repatitvs oo pesada, vool pode mucar de taredn
OU pomiGE0 DA gue 0 B O0MO 80 fecupese?
= 0 pCossn panTis iInerios reglulains o Alongamentn o ocE de posicac?

- ﬂﬂﬁmmwpﬂmw Brvania-as
pancdcamants: longue-sa, caminhs o revigooo-sa. Liilie uma possghe
argonomicaments DOMrehs &M s Mmess

Riscos a Observar:

1. Trabalhos que exigem esforgo fisico

2. Posighes estagnadas

3. Com a idade, o corpo perde Medbilidade. Comece um programa de
alengamento acs poucos; Demera um pouco para ver melhoras

4, Obstaculos & caminhada de aquecimento,

& v e i morirics. ‘ SHFETY
Source: Al-1 Safety Library (2013).
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Leadership Training: the corporate training departm
developed a series of training modules to helieé@ders develop
competences to deal with daily situations when rgegastaff.
One recent example was the Albany Management utestit
(AMI), which was set up to compile and deploy sticining
materials. Al-1 received the slide shows and hatslmuEnglish.
The material was then translated into Portuguesetraining
was provided to the intended leadership levelceSieadership
also included individuals with a direct interfacghnoperational
level employees and not all were confident enoogtitend such
training sessions in English, the company decidegrovide
them with the translated material. These trainiegs®ns were
also conducted in Portuguese by Brazilian trairserghat the
intended purpose could be fulfiled and leadersictcdie held
accountable for the expected outcomes. Translatidhis level
played an even more critical role since the effectess of this
kind of training would cascade down to lower hieréeal level
employees, reinforcing the bearings of translatiomuality and
power relations.

Processes and Procedures: since new product resaarct
development (R&D) took place at foreign locatiodstailed
steps on how to make these products were arrangethplates
and sent out electronically to the Brazilian maotifeing facility
and others across the globe. A considerable nuofliechnical
words and jargon was found in translations of Wastructions
and Job Instruction Breakdown Sheets (JIBS) uséxhio new
employees on current manufacturing processes, hasvelder
employees on the making of new products in the figahuring
areas.

The use of a global enterprise software causedraleve
administrative and managerial functions to be siattided.
Since most of the software user interface was ijliEm, training
to perform tasks in the system was also providdeniglish and
translated into Portuguese to ensure employees! ful
understanding and compliance. Some on-line traiseggions
involved immediate translation to facilitate undeargling by
employees with low English level. These mediatiomsre
normally provided by colleagues with a better leweEnglish,
such as the employee’s leader. Local work requingsneere
also found to be translated into English to congptae training
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or report local needs to the corporate staff amchfwhat would
comprise the employees” Job Descriptions (JD).

(iv) Technical/Customer: The use of the company’s pitsduc
involved a high level of technical details and sfeations.
Since the products were developed in foreign R&Eilifees,
their manuals and technical details were also evriih English.
Therefore, technical brochures and instruction ralwere also
subject to translation to facilitate training to stomer’s
employees who would use or install Albany’s fettsl éabrics on
the customers” machines. These translations weyémportant
for the company’s engineers and technicians tg fuitlerstand
every detail and then train the end-users.

The training function served by translation coutvewed as a
means to spread knowledge to the MNC’s employeigenGhe fact that
it was a B2B company, most of its processes, pitsdared lexicon was
unknown to the general public, which included nérgs The restrictive
nature of the company’s knowledge base placed @&m @veater
importance on translation to ensure training eiffeciess, which would
have a direct impact on process and product quagywell as on the
creation and maintenance of its global identitynany aspects inherent
to the business. This quality would play an aatole on the achievement
of the company’s goals.

8.6 CORPORATE PROGRAMS AND INITIATIVES

In addition to training provided to ensure the camgs processes
and product quality, translation played an actide in the deployment
of corporate programs and initiatives on a rangeeconnel aspects. Part
of this role overlapped with training, since a groof employees got
properly trained in such initiatives in order tadethese initiatives and
disseminate their intended purposes. In additiortramslation from
English into Portuguese, these programs also medjdranslation from
Portuguese into English when follow-up, feedbadk aemtcomes were to
be reported. They differ from training materialséease they introduce
new practices and are meant to shape the work ceragnt and/or
employees” behavior, rather than training them dosgecific work-
related tasks. These initiatives were found toeséme following areas:
0] Human Resources: Corporate programs and initiativese

found to encourage and establish practices of emaplo
recognition, engagement and healthy lifestyles s€hiitiatives
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were meant to shape and promote employees” behhvior
changes toward their colleagues and themselves.

(i) Manufacturing:  unlike task-specific training, corate
initiatives in the manufacturing area were measti@pe the way
the work was handled and the areas were arrangeshntes
included lean manufacturing practices, intendedinirease
productivity and reduce waste; six sigma, which wesant to
reduce product defects; and 5S to improve orgdnizaind
cleaning in the work area.

(i) Safety: heavy emphasis has been placed by this Mdpomote
employee safety both in and out of the companyifi@si. Global
awareness campaigns were launched to shape engloyee
behavior toward safety and have them watch forrenmental
hazards in order to prevent accidents.

Translations for the aforementioned purposes weupled with

FL language competences. Employees involved iretgkbal initiatives

interacted with their foreign counterparts in Eslgliand requested

promotional material to be translated into Portegu® implement them
in Brazil. The genres covered ranged from websi@us to electronic
slide show and handouts to print, as shown in

Figure 42. As the initiatives were rolled out, frequent oeliFL
interactions were required for project updatesjofelup. Reports
produced by the Brazilian team were also submiibettanslation into

English and then shared with their foreign collesgu

Figure 42: Translation for Corporate Initiatives.

N ARE THE THEMES

E
HO CHOsEN? B

Source: Al-I Translations Library (2013).
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This shows a two-way communication facilitated ey $hared use
of employees” FL competences and the hire of tatinal services. The
fact that MNC hired translation for project deplagmh reinforces its key
role in the attainment of corporate goals in theZdian plant. It also
played a role in complementing employees” FL coewpat and/or work
load when reporting status, accomplishments andbtoeks. These are
strong indications that the dominant status of Bhghs dingua franca
does not displace local languages, but is actaaiyans to communicate
beyond one’s local circle (HOUSE, 2003, p. 5). Addally, it favors
translation to and from the local language, whioexasts with English as
a foreign language (EFL) competences in MNC sedting

8.7 COMMUNICATION WITH CUSTOMERS

Albany International’s globally developed produetso have
global communication standards with the marketn3iaion was found
to play a role in materials used in marketing cagms such as fliers and
brochures. The company’s early concern with theecbuse, installation
and maintenance of its products had Al-I publismuosds aimed at its
customers” operators and technicians, so the piodoerformance
features would be kept and/or maximized. A custeonmted technical
journal was also among Al-l communication practizesrder to share
new product developments aiming at improving tret@mers” processes
and productivity.

In addition to information on the company’s progudhese
materials contained lots of information on its oas¢rs” machines and
processes. This implied a wider range of techrird@rmation, which
meant an extra lexicographic challenge for traisiafT his cross-border
communication process was managed by the marketamartment,
which requested such translations. Once translatied, technical
application staff would revise the material to dhfay lexical consistency
and work out any arrangements or customizationdiegppo Brazil.
Therefore, translators and company engineers aylidéd to produce the
material that would get to the customer and argl famrangements were
then made by the marketing staff.
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Figure 43: Spiral Top Brochure (Dryer).

EabaAli
FOR VOUR HIGK BFDE FRFEE MASHin

Spiral’op
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SpiralTop

Source: Al-I's Marketing Department (2013).



158



159

9 PROCESSING OF Al-I'S TRANSLATIONS

Once the role of translation at Al-l was laid odtom a
macroscopic to a microscopic view, this will be died to a description
and analysis of a translation corpus made avaifabline purpose of this
study. Initial assumptions indicated that the wideiety of purposes
served by translation at Al-l required differentnges to fulfil such
purposes. These assumptions were supported byvésity of material
formats, including electronic editable and non-adoi text documents,
slide shows, spreadsheets and videos.

The coexistence of texts and images and/or cha#s also
observed and drew attention to both textual andtpatual elements of
such translations, as shown in many figures herein.

Semiotic elements such as word choices, punctuasiovell as the
use of business-specific jargons and product/ecgnmptprocess-related
technical words were found to have a direct impactthe perceived
quality of the translation by customer (departhr@nperson requesting
translation services).

This diversity of purposes, genres and elementkisgncorporate
translation corpus lead to the question of how a@e translations can
be placed in a descriptive framework. Hypothetisshemes and
descriptive analysis of their components and m@tati(Lambert & Van
Gorp, 1985) helped identify authors, material ger{texts) and readers
(target audience) in the source system/cultureiedisas their bearings on
the target system/culture.

For instance, when the source text/material had be#ten/made
to communicate with shop floor workers (low hietdcal level
employees) in the source culture, it was transletedvay that shop floor
workers could understand in the target culture réfoee aspects such as
length of sentences/words, the use of visual aidsl ahe
area/machine/process-related terms would normalycimthose they
were familiar with. These stylistic features wernsoaimportant in
materials to provide training to operational aréafsand leadership,
especially when the material was structured intede@ slides shows.
Corporate policies and internal bulletins weresmsensitive to sentence
length and used a mix of general and businessfgpéexicon (see
figures 39 and 40). Factors like these influenceshdlators and/or
reviewers choices since exceeding the amount afespsed in the source
material could lead to the need for rearrangemarttse target language
material to preserve all the meaningful signs amdbmls in the source
message.
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Figure 44: Words and Symbols in a Technical Scheme
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Source: Al-I Training Library (2014).

With regard to target audience, a variety of caltand educational
backgrounds was found within this organizationattisg, which
suggested a categorization of these so-called readéarget audience of
translated materials. Considering that the matewale conceived within
the same principles in the source culture reinfbrdee concern for
keeping stylistic features such as area-specificdm, as well as the
maintenance of all other semiotic elements. Detellde laid out in the
following sub-sections.

9.1 AUTHOR(S)

A number of authors of corporate texts and matesabmitted to
translation was found at Al-l. The study has fodmat the definition of
author has more to do with aspects such as hisirchical position in
the organizational chart and area of expertiseesihey had closer ties
with educational levels. The area of expertise @oplay a role in
defining the set of words one could expect to reddeir textual/material
productions.
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For instance, managers tended to produce textsiite gimilar

ways due to corporate standards or educationaleinfles. They tended
to be more aware of the heterogeneity of the taagelience and use
lexicon of moderate technical complexity, only igally needed.
Technicians and/or trainers, on the other handjerio make use of
more area-specific lexicon or so-called technicatds. The latter might
be due to the fact that their audience was usuadie homogeneous and
shared similar educational and professional backgts. In addition to
these features, the country of origin would indécahether it was a native
speaker or another EFL speaker. The key factorpradile Albany
International’s authors of materials for translkatieere hierarchical and
functional positions, as follows:

a)

Upper-level managers and executives authored md|gbress
releases, bulletins announcing organizational cha(gge figure
39), business performance reports (i.e. , to narfeva These
authors tended to employ business-related jargons,
grammatically correct sentences and words alon déty-to-
day idioms and even metaphors within their texpratluction.
These elements seemed to be carefully balancedlibght the
message in the text, which had to be read and stogder by
people of various backgrounds inside and outside th
organization. These translations were explicitlgniified as
such, since the impact of their messages requirezligh
hierarchical power to respond for them. These asftwiters
had similar writing styles and higher educationhiament.
They also relied on someone like a secretary, camoations or
public relations staff, or even an expert fromldgal department
to review their messages prior to publication.

Figure 45: Quarterly update video by Albany CEO.

One-on-One with Joe Morone: Q2 2014

3
On August 20 in Kaukauna, Wisconsin, Joe met with the Machine Clothing R&D, Technical and management teams. After

reviewing the second quarter results, loe discussed the strategies and challenges to holding the MC business over the next five
to ten years: market forecasts for the various growth grades and geographic regions, including the important roles of

product and cost.

The update video runs 43 minutes.

Sourcehttps://aiportal.albint.con?014).
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b) Technicians, trainers and even experienced madapeeators
also produced materials submitted to translatienstzown in
figure 46. These materials would often entail soatleer unusual
vocabulary and sentence constructions. This wasdfoin
profiling authors of training materials for techalicoperational
and safety purposes, for instance. It was obsetiveduse of
technical or area-specific language, which woulchaeder for
non-technical audiences to understand. More exanwié be
mentioned later in this section. These writers west always
part of the company’s staff and included outsidesuattants,
trainers or experts who produce materials for vweidié training
(i.e. figure 41). These authors also used vocapalad sentence
construction applicable to many industries ratheant just
Albany International.

Figure 46: Job Instruction by a Foreign Operator.
Document # Version
Pressint lssue Date
Next Review
Section 1 Page: 1oi

HYDRODUCT BATTS

Product Group
Plant: | St. Stepher

Department: = Need

Humbert, John - Presence unknown

Parts:| | Author: |John Humbert III
Tools & Materials:| 5 Pipe, 8" Pipe, Tuming Wheel, Wood Squares, Batt Stand

Reference Materials:|

Vocabulary:

JOB INSTRUCTION BREAKDOWN

# ImEortant Step Key Points Reasons J
Review all Safety Points 1. Use a plastic stick when assisting  [1-5 Prevents injury or death

Source: Al-1 library (2014).

The authors” profile provided useful insights tétéreunderstand
the translation’s intended purpose in the targdtureu (Al-1). The
authors’background was also applicable in defining hisfirefile since
documents were created by mean of collaborativieagjorojects and sent
to translation in English even though they had leduced by someone
whose first language was different (Portuguese@er French, etc.)
with or without undergoing revision by experiendeanslators. Some
rather unusual constructions were found, which trigive resulted from
translation from the author’s first language orhas limited knowledge
of the corporate language. This particular featuas found in machine
manuals, operating steps and e-mail messages eaghay technicians
and administrative staff. The fact that many of techines used in the
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company were manufactured in non-English speakmgnties, like
Germany and Sweden, could indicate that they wlezaay translations.

9.2 TEXTS/MATERIALS

As shown in the previous section, corporate mdgetiexts or
materials, such as bulletins, training slide shamsl handouts, etc.
subjected to translation for the purposes mentiaetier in this study
came in different electronic document formats, Whseemed to vary
according to the intended purpose. It was obsethed the format
determined some lexical, syntactic or stylistict teariances where the
text was just one of the signifiers present in thegterial. Overall, the
research has revealed a predominance of conciseateressages with
short sentences (i.e. figure 47) in order to make shey would be
understood and adhered to by their target audieAogiguity was
avoided as much as possible, leaving little orauwnr for interpretation,
thus avoiding misunderstanding. Reasons for tegicels might have to
do with paratextual elements, which were founddeehbearings on the
text for the reasons that will be laid out in thection.

Figure 47: Concise Text in Job Instruction (Engbstd Portuguese).
JOB INSTRUCTION BREAKDOWN

[# Important Step Key Points Reasons ]
Review all Safety Points 1. Use a plastic stick when assisting ~ |1-5 Prevents injury or death

~ fiber up the aprons during
changeover
Use proper lifting techniques when
Plugs at lifting heavy items
Use overhead Iift to pick up

preduction batts

Wear proper PPE as needed
(Earplugs required)

5 Wear seat belt when operating the
fork truck

INSTRUC.AO PARA DIVISAO DAS TAREFAS
N° Passos Importantes Pontos Chave Razdes
Revise todos os pontos de sequranga. |1 Use adesivo plastico para auxiliar a [1-5 Evita leses ou morte
—~ passagem das fibras pelas esteiras
Use durante a troca
protetor |2 Use técnicas de levantamento
auricular apropriadas para levantar itens
pesados.
3. Use a ponte rolante para pegar as
mantas da producéo.
4. Use os EPIs necessérios (Protetor
auncular & obngalorio)
5. Use o cinto de seguranca ao operar
a empilhadeira

o tempo

Source: Al-1 library (2014).
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Corporate values and goals were also found to enflte the
discourse, either explicitly written in training tadals, manuals, policies
and job instructions, for instance, or implicitiyfluencing the choices
made in the source text and preserved in the tégetlt would not be
surprising to find out that corporate mission,aigivalues and goals were
found to be the main theme of many materials stibjeicanslation at Al-

I. A synchronic description of the various digifatmats of this type of
translations followed by their stylistic featuresdapragmatic aspects
inherent to their processing was then proposed.

9.2.1 Area-Specific Lexicon

Once the target audience for area-specific traimiag identified,
the use of words for that particular area was comawoss the material.
This reinforced their technical nature, since thaseds tended to mean
something other than they ordinarily would. Thisbéguity allowed very
interesting parallelisms with rather peculiar megsi Some examples
included:

Figure 48 Excerpts from the Paper Glossary
rolo de precom

S

i
m guia do tecid
!‘QI.; Guia, u:l.a uhsdﬂ

Source Feltlng Termlnology (2013).

a) Kiss Roll: (in Portugueseolo de pré-compactacidahis roll was
used to apply a chemical to the fabric during theile process and
compact its fibers; perhaps the way this chemicak vapplied
resembled a kiss, but that would surely be quitararsual analogy.

b) Dressing: (in Portugueseardicao): the term refers to the process by
which yarns are wounded onto warp rolls (donut$géal warps into
the weaving loom. Ordinarily, the word refers toaneg clothes.

¢) Lick-up Roll: (in Portugueseolo pegado): perhaps the means of
collecting materials onto this roll resembles tra af licking.
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Anyway, such a translation would be challenginghatit this
specific glossary.

d) Temple: (in Portugueseempereirg although it means a house of
worship for the average people, or the flattenedsmn each side of
a person’s forehead, it also refers to a spiky tisgd for pulling
fibers at a given step of the process.

e) Head Roll: (in Portugueseolo principal) is the main cylinder of a
weaving loom; although roll translates literallgetsame cannot be
said about head to get to a translation that isli&mto those not
involved with the trade. The definition to thisrtewas not found in
the paper glossary, which required further inqtargrea experts.

f) Donut: (in Portugueserolo de urdumg for most people it might
mean a ring shaped fried cake/cookie, however wgawdrea
operators used this term to describe aluminum relisre warpy
yarns were wound to dress the weaving loom and evéa fabric.
Perhaps these rolls resembled the cookies manylepergoyed
eating and so they borrowed the term, but thatiss yvhat some
senior employees said, there were no official edo prove it and
the Portuguese translation didn’t borrow such rétsme.

g) Breast Beam: (in Portuguesalo guia) a cylinder integrating the
weaving loom, designed to provide support and gtadthe warp
yarns before they are woven with the shute yarssiglly cross-
directional) to form the fabric. It is worth notirtigat the noun breast
usually refers to mammary glands on a woman’s chestm, in
addition to a cylinder, may also refer to a squaieate of timber
used in construction, a ray or shaft of light, ddce combination of
both resulted in a rather challenging meaning foroae unfamiliar
with the textile trade.

These very few examples were just selected to pwmintthe
existence of peculiar meanings within the busireetting. Maybe for
cultural reasons, translation did not bring thatiehs the terms had with
non-technical terms in the source context. On larieal level, the words
fulfilled their intended purpose and their souragtwwe heritage was
unnoticed by technicians or operators without sigfit EFL knowledge.
The opposite would happen to anyone with a good Efwledge, but
unaware of the textile lexicon; it would say nothiike what it actually
meant.

27 Warp: a series of yarns extended lengthwise (mactiirection) in a weaving
loom crossed by the shute (cross-direction) yasriserm a fabric.
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9.2.2 Adequate or Acceptable Translations

Once authors and a description of lexical-relagediuial elements
were made, questions led to an analysis of tratslagaterials orientation
borrowing the theoretical concept of adequate oepi@ble within Al-1"s
translations. “Traditionally, translation criticishias been viewed in a
strictly binary and one-directional way, as a ginéfiorward confrontation
between T1 and T2” (Lambert & Van Gorp, 1985, p.()servations of
several translated materials have pointed that gpamstructures tended
to be more faithful to the source rules — sourcended or ‘adequate’,
even if sometimes they would “read” better witheavfchanges in the
target language — therefore called target-oriented ‘acceptable’
(Lambert & Van Gorp, 1985, p. 2). See the followexamples from a
brochuré® translated from English into Portuguese by a tedios
agency and revised by the Marketing and Applicatitaff in 2005 to
promote and describe the characteristics of a giweduct to its target
audience who were actually customers or prospettanaterials
manufactured by Al-I:

a) “A forming fabric is a monofilament structure usadhe wet part of
the paper machine. The fabric provides three pedoce functions.”

The Portuguese translation was as follows:

“Uma tela formadora €é uma estrutura tecida de
monofilamento usada na parte imida da maquina gelpa tela
atende a trés funcdes de desempenho”.

A quick syntactic analysis of the above exampleashthat the
repetition of the article ‘a’ and the noun ‘fabrfound in the source text
were kept in the target text and no changes wederrmaan attempt to
somewhat ‘clean’ the text and make it read morerflly and concisely.
An alternative translation could be:

“Tela formadora é uma estrutura tecida de monofiento usada na
parte Umida da maquina de papel para atender a to@gdes de
desempenho”.

28 Facts About Fabrics
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The suggested translation would preserve the @ailigiantent of
the message in a single sentence while fulfillisgunction in the target
system.

Another brochure, also translated into Portugugsa tbanslation
agency and revised by the Marketing and Applicattaff in 2007
presented quite a few changes from the sourcedagtappeared to be
more target-oriented (acceptable). The main ideemed to take
precedence over the word-by-word translation andesiones further
information/details were added in the target tast,can be seen in the
following excerpt:

b) “The flat yarn technology together with the optimumaving pattern
increases the fabrics contamination resistanceksadability”.

Translated into Portuguese as:

“A tecnologia com fios 100% retangulares, combiraaldesenho
otimizado da tela, aumenta a resisténcia ao acumdéo
contaminacao e a facilidade de limpeza das telas”.

The translation here is not so ‘faithful’ to theusme text, although
it reads well and even brings more information (L@0% - who said the
yarns were 100% flat? Who would respond for th&rieedtetail/additional
figure? ‘Weaving pattern’ was internally known akesenho da tela’
rather than ‘desenho do tecido’). Translating imeslmaking decisions
all the time; since the materials under analysre lwentained industry-
specific technical information, it would be naigesty that the translator
was solely responsible for such decisions. Instgaday well indicate
that the translated text (with the translators ehowords) was later
reviewed by experts such as engineers and/or niegkahalysts in order
to make the text communicate/appeal better to thezilBan target
audience. Also, for this particular audience theadwvtela’ was more
explicit than ‘tecido’, a simple word choice thabutd impact the
perceptions of the target audience.

Other translated materials serving different funtdi analyzed for
the purpose of this study have shown similar pastaithough translated
by different translators/agencies and for differemget audiences. The
next examples were found in a brochure distributethe company’s
employees in all different hierarchical levels arfidm various
educational and cultural backgrounds. It was tedadl by the internal
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translator (author of this study) in 2011 to spraddrmation on healthy

lifestyle choices, eating habits, etc., as showFigure 49:

Figure 49: Healthcare Brochure.
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Source: Al-I's Translation Library (2013).
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c) In English (Source): “Starches are Fattening”.
In Portuguese (Target)Amido Engorda
d) In English (Source): “Skipping Meals Makes you L@&tight Fast”

In Portuguese (Target)Cobmer Menos Vezes Ajuda a Emagrecer
Mais Rapidd.

e) In English (Source): “Desserts are Forbidden”.
In Portuguese (Target)A'Sobremesa Esta Proibiia

It can be seen here that these titles were taitordte target system
and the main idea or core message was deliveradréader-friendlier
way. Words were not translated literally as theyldonean in isolation,
but rather as chunks. Features such as pluralemerglizations (i.e.
starches, desserts) and gerunds as subjectsrttasce (i.e. skipping) are
part of the source system, but might not read ordle effective as a rule
in the target system. So, singular worashido, sobremegand the bare
infinitive form of the verb ¢omer —not ‘pular’, which would be a more
literal translation of that verb) were used in Bgttese. The verb chosen
in the latter indicated that the idea in the whaltease took precedence
over the isolated meaning of the verb. These wdeavdraces of target-
oriented/acceptable translations and might alsdyirtimt there was a
personal work on the text, which made it ‘read’té&ethan if merely
translated by machines. The choices made by ttanstaere revised by
experts (i.e. nutritionist) in the area workingthe company prior to
publishing. It's worth noting that with regard toetadequate versus
acceptable dilemma, no translated text will eveetgely coherent with
one or the other (Lambert & Van Gorp, 1985, p. ®)ese samples
provided empirical indications only.

9.2.3 Layout & Text Length

The analysis of both source and target materiafd-htrevealed
that the words in texts and other materials wetetm® only signifiers.
Bilingual/bicultural communication effectivenesssal relied on the
paratext, which comprised the elements surrounttiegtext, such as
formatting/layout, text length, illustrations, efthese elements were not
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always influenced or changed by the translators,byuexperts in the
related area.

The translated materials layouts analyzed forgtudy have born,
in most cases, great resemblance with the sourteziala. This has been
particularly noticeable in internal materials swah work instructions,
policy manuals, training presentations (i.e. Figdiie safety awareness
presentations and reports, health awareness newsleind brochures
(i.e. Figure 49). Any changes in formatting andblatywould impact on
the fulfillment of target material in the targetltcwe, and translation
requesters did not expect such changes to be nyadanslators. It was
found that communication took place through picutexts, sounds, etc.
as well as by combined ways or channels such asregcwith text, text
balloons on pictures and so on. Many instancegtines and charts with
texts were found among the translations analyzedlare was no doubt
about the relevance of those pictures and thetiarapin that particular
space and position to the success of the messagelyrmbecause the
visual effects were also important features ofcib@munication process.

Preserving the layout was usually possible, pravitiat words fit
into the same space in both the source and thettamguages - i.e. Like
This, translated as ‘Assim Sim’, found in Figurg.41owever, the space
available for the text in the source language nayetimes be pretty
small, so finding the right words to fit into thapace and still
communicate as effectively as the source matecaldvbe an additional
challenge for translators. It would be especialgvant on digital slides
shows where the space could be too limited tafder words or phrases
in case the translated text got longer at firskt3 er text fragments in the
target system were sometimes found to use moreegjpac Five Key
Safety Questions, translated as ‘Cinco Perguntasddtuentais de
Segurancga’, also found in Figure 41). In this Bsample, the font size
was reduced in the target text to place the tetténsame position as in
the source material. Other alternatives could Hseen considered, but
this indicated concern to make the source andatiget materials look the
same with regard to layout and other visual aspedigh will be further
detailed in the next sub-section.

9.2.4 Unchanged lllustrations and Charts

A closer look at visual aids in translated materiedmpared to
their sources has shown that the same picturesusaadly been kept in
the same position in both the source and targe¢nad. It was viewed
as an effort for the same message reach employelsr austomers in
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the binary set of locations (source and target) e the same impact
on them. Source materials were created with widetepted images and
the formats and layouts chosen might have reas@isktend beyond
the scope of this study.

Many translations have been found that lay outstirae pictures
and the same text boxes in the same positions Heeicase of many
training materials, where machines procedures oniwg/hazard signs
were the same to the target audience in both thecsoand target
locations/cultures. Product performance and maxdated charts, as
well as machine sections schemes were also deemmedasd and
therefore remain unchanged.

In addition to position and layout of figures anditable texts,
many instances of figures containing non-editadskstwere found. Any
textual changes there required some more time ffod t® ‘rebuild’ the
figure containing source language text with thgeatanguage text (see
more examples in Attachment 4). This preservediritended level of
resemblance and faithfulness to the source and Hawetranslated
document an improved sense of identity with thgataudience.

Figure 50: Text on Images

e — —

GOOP LIFT, BUT.

\ -BACK SUPPORT IS Lo0se

< SAFETY GLASSES WK AP,
A - HARD HAT 1S CROOKED,

Source: Al-I's Translation Library (2013).
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Many ‘pictures’ were actually screenshots of otbecuments,
charts or other non-editable materials insertedthan document to be
‘translated’ too. This was usually found in eleaioslide shows, where
for some reason, the source document broughtuetrétion of what was
referred to as an activity, form, chart, table, stanetimes provided later
as an appendix or attachment. The decision tokes tdhen was whether
to rebuild the document and then post a new sche¢msth the translated
text or to keep the same unchanged ‘picture’ whih $ource-language
text in the source document. In most cases, a wegesshot with the
translated text was the choice, which reinforceddrceived concern for
keeping source materials stylistic features intdrget materials. Other
reasons, such as time, technology/software avhiigliranslator skills,
availability of an editor, cost, etc. played a rivlalecisions like these.

9.2.5 Beyond Translation: lllustrations and Charts

Among several materials analyzed, some samplesfosne with
different pictures and/or quite different layouBrochures containing
product-specific information revealed differencesri the first to the last
pages. In Figure 43, for instance, the source-systaterial highlighted
the product name on the top of its front page wituality-related slogan
in smaller font to the right, a centralized relativsmall picture of a
roller-coaster loop, accompanied by some smallgupes of the fabric
(product advertised) with a saying about the prodader the picture and
on the footer. The target-system material had tikerscoaster loop
picture covering most of the front page with theneasaying translated
into Portuguese underneath the picture, and trgupt@nd brand names
written on the footer. The following pages bringl#idnal background
pictures, technical information in a chart and pgramachine section
profile picture only in the source-system matetla, layout was changed
quite a bit in the target-system material and agmyr, less technical
information was provided.

Another example (figure 51) presented differentysis in a given
position. The source-language brochure highlightesl effects of the
company’s highly technical B2B product on otherdpicis familiar to
virtually anyone with no technical/industrial knegge. The picture
showed magazines, a newspaper, a book and theftzoxrink, which
could be viewed as a way to make connections betA#mny’s paper
machine fabrics and daily usage consumer goodstrahslated version
of the same brochure brought a picture of the éalbvhich was known
only by those working in the paper machine clothimgpaper making
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areas. It was highly unlikely that such changesewerade by the
translator, which suggested some limits to thestegar’s role in such
productions.

Figure 51: Aeroclean Brochure (Dryer)
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Source: Al-I's Marketing Department'(2013).
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Location-specific charts and figures were alsoaeptl, depending
on the bearings of the source-target relations. éSofmthese changes
included the replacement of source system figurtsstarget system ones
(figures 43 and 51), which were considered by niargeexperts as a
better way to communicate with the target cultuRegional and/or
cultural differences would well justify the replawent of such figures,
images and texts with others that would provide shene intended
outcome in the target culture. Other reasons imadud shift in
communication goals by the target system teamem elianges on behalf
of local symbols, beliefs, seasons, etc.

The changes found in these materials provide stiratigations of
the extent to which translation played a role inl’Al cross-border
communication process. The changes between sauldar@et materials
mentioned and shown herein resulted from reviewthbyarea experts;
for instance, the marketing and/or technical stladfught that a given
image in the source material did not match the $oouscope of the
campaign to be deployed in the target culture &edefore replaced it
with a set of visual aids deemed more effective.intdicated the
translator’s direct involvement with the sourcd,tbxt not with the final
product of his/her translation. The translated veoaild serve as basis for
area experts to create of the final version, whiobld then be published.
It also suggested two perspectives for the tamget t
(i) The Translated Target Text, which was the outcorhé¢he

translation process;

(i) The Published Target Text, which was modified (glamith
other semiotic elements) by the company’s expertsdate the
published target material.

This collaborative process scheme is shown inrei§a:

Figure 52: Translation & Marketing/Technical Roles

Markting/
Translation Technical Target
(Source Text) JliEpstad Material
Text & (Publication)

Images)

Source: Albany International - Indaial (2014).
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9.2.6 Editorial Formats

One of the important components in the analysidrarfislated
texts/materials considered the bearings of formathe processing of
source texts. It was meant to provide a transkatmdication, or inside
view of how challenging such processing could bee digital era has
made tools available to create virtually anythihgttone’s imagination
may dare which has taken communication to a neel lewd brought up
new genres. The translator has been given theigpfebnor to bridge
the gap between a given source and target langwatie®ols/software
available or adaptable. This subsection considsoatk challenges that
translators of the materials studied here had flgtfaced to process
messages from the source to the target languagaddition to the
collaboration exposed in Figure 52 to process tdgis external
publications, a different approach seemed to betaddy other areas of
the company when materials were targeted to intewndiences.

Comparisons between source and target texts/materiicated
that the translation process also involved reangatnaterials from the
source to the target language/culture in the varfoumats available on
the market. This processing would be way more woesuming than just
dealing with plain text, which could have been pssed by a number of
CAT?® tools available to help translators respond fastermarket
demands.

The materials analyzed in this subsection wereedda different
software such as MS Excel ®, MS Word ®, MS Powanf®, Adobe
Acrobat ®, to name a few, (i.e. Figure 41, 44, Fege and

Figure 50 and many documents required the use of moredhan
tool/software to be translated for some of the sra<ited herein. The
bulk of materials found in Al-l corpus was in MS Wdo®, MS Power
Point ® formats, in which the following featuresdachallenges were
observed:

a) Microsoft Word ®: found in memos, bulletins, traigi handouts,
exercises and achievements tests, fliers or pangpided in internal
campaigns or publications to external audiencel asccustomers,
machine training and operation manuals, instructibeets for the
performance of routine and non-routine work, desise and
procedural manuals, as well as in an assortmewtitien policies,
contracts, e-mail messages, to name a few. Manthede files

2 CAT= Computer-Aided Translation refers to softwtrat can help translators
improve their process time and therefore be monepatitive.
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b)

(i)

contained non-editable charts, figures or scredagimwing various
semiotic components along with editable text sesti@s shown in
many examples along this study (i.e. figure 42).

The processing of these semiotic elements needeldefu
assistance and/or different tools for the contertid translated and
the target document layout maintained. As alre&dyvs herein, text
and figure positioning coexisted in source anddangaterials in such
a way that, except for the language, they lookestinthe same (i.e.
figures 49 and 50). The reasons why signs were &gfhey were
conceived might have come from the translator czamge of the
bearings any changes would have on the translateeteptance or
understanding in the target system or changes nhgdether
company’s areas. The latter was viewed as beirsigeute scope of
the translator’s role and might have been driverexperts in the
subject matter.

Power Point ®: widely used within Albany Internai# to prepare
electronic slides shows due to pragmatic maniputafieatures,
which allowed matching images, videos texts anch @assting other
document formats into the slides (Attachment 4gyT$erved a wide
range of the previously mentioned purposes likeomtam on an

assortment of business-related project statusetifefting training

on many different areas and even raising awaremesswide range
of company and world-related issues such as heaéthsafety,
volunteering, ethical values, employee recognitiomame a few.

These productions were deemed effective to reaelr th
intended purpose, but the challenges of procegheig translation
were probably taken for granted. Texts tended tshoet and placed
in different text boxes with few or even just onerd or jargon to
add meaning or explanation to pictures, chartslwerosignifiers on
the slide (Figure 41). The lexicon employed tenaeoke simple with
frequent insertions of area-specific or topic-retaterms, as well as
a few idioms.

From a syntactic standpoint, no major challengesildvo
emerge; most of the combinations would be undedstop the
average person. This feature was found in botlsdliece and target
‘texts’. Thus, the following elements were deemedhdve played a
role in the translator’s choices/challenges:

Layout and Lexical choices: the diversity and ugrief text
boxes (at times explanatory) as well as their shapside or
around pictures and charts could demand specialecorabout
lexical and syntactical choices so that the tadtwould fit the
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same space as the source text. Increasing thagt text box
could require (major) layout reviews, not only loé ttext boxes,
but the other semiotic signs to keep the ‘qualitihe translation’
under the customer’s analysis, requiring more tiroen the
translator to review his/her choices. Sometimegetalanguage
terms were written in a smaller font size to f& gpace available
(i.e. Five Key Safety Questions - Figure 41).

Acronyms required special attention, since the agesseach
letter stood for in the source text would not cahgesame effect
in the target text. At times, notes had to be addede same or
in an extra text box, which required more space kaydut
changes or it would be turned into simple transfativith no
regard for the initials, as seen in figure 53. Hoeonym was
found in both source and target training slide show
respectively, to provide employees with guidanceréate action
plans.

Figure 53: SMART Acronym.
Actions identified are SMAR
—S peCiﬁC (e.g., replace the leaky valve)
- Measurable (e.g., Done when the valve is replaced)
—ASSig ned (e.g., Joe will replace the valve)
—Realistic (e.g., Joe is qualified to replace the valve)

imed (e.g., the valve will be replaced on 6/1/06)

As Acles |dentificadas Sdo SMAR
— ESpecfﬁcaS (ex., trocar a valvula com vazamento)
—Mensuravel (ex., concluido quando a valvula for trocada)
—Atribuidas (ex., Joe vai trocar a valvula)
—Realista (ex,, Joe esta qualificado para trocar a valvula)

empo/PraZO (ex., a valvula sera trocada em 6/1/06)
Source: Al-I's Translation Library (2014).
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It is worth noting that nowadays, not many trangfat
tools process materials that integrate text andy@msar charts,
so the use of computer-assisted tools would ncayHve viable
for processing this kind of translation. That letaihe next point
in the analysis of these materials.

(i) Processing Time: for the aforementioned reasoresepvation
of aesthetic care would take more time for the diigor to
process the material than he/she would to transtetesame
amount of words in plain editable text formats. rRatting
experts could played a role in their processingtaiged reduce
the translator time. Bearings on the overall tratiwh cost would
be inevitable. Even when computer-assisted todbomatting
experts help are used, another review would beatetdensure
coherence of both text and layout before sendirg fihal
document to the requester.

9.3 READERS OR TARGET AUDIENCE

Al-l is an organization where there are manufaotriand
administrative activities, which makes it a ratdemerse environment in
terms of audience with people from various soaial educational levels,
cultures with regional, national and even inteai influences. These
people tended to view the organization, their caagel current position
in different ways, which provided some initial igbts of these readers’
idiosyncrasies. Corporate translations was founichfzact on their jobs
and daily activities by communicating expected aexpected news,
reporting successful or unsuccessful actions, gdiogi the training
required to do or improve their performance at wagtc. Materials
translated for this MNC were exposed to an audieti® was
heterogeneous by education and focus of atterdimiong other factors.
Not every text was intended to be read by everyortbe organization
and this fact would influence the choices made @ltire translation
process. However, some similarities regarding thesition or relation
with the company suggested the formation of grosiparing a few
common characteristics for defining the target ande for each type of
translation work:

a) Employees in General: this was the most diversagrmade up of
people from all hierarchical levels in the orgatima and who had
access to information on various initiatives aralning programs
deployed by the corporation, as well as bulletiosnmunicating
organizational changes, achievements, strategies aorporate
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practices. They were also readers of policies aaduals, such as
those regarding ethics and safety, for instance.

Operators and Technicians: this was a group thagddition to
diverse cultural and education backgrounds, wasdoo hold deeper
technical knowledge of their area. So the techrieegital choices
played a key role in the success of translatiomscthd to this
audience, especially because of rather peculianimgs, such as the
examples referred to earlier in this study. Traiwmls to these
readers included machine operation and maintenanapuals,
training modules and even electronic messages fhagge
information with foreign technicians. These messagere usually
exchanged in English, even when the counterpartasrom a
foreign country where English was the official laage. This
confirmed the dominant role of EFL for internatibna
communications, also as one type of non-native A-mative
interaction (HOUSE, 2003, p. 3) at Al-I.

Experts and Front Line Leaders: this group of readere found to
share the characteristics of the previous grougd,dood technical
skills and usually held a technical or college éegin addition, they
were positioned between the management and the shop floo
(operators) in the communication process. Thigtinéeliate position
required good communication skills, since they riatéed with
people in virtually all hierarchical levels in tipdant and office in
Brazil and other countries. Many of them had aermediate level
of EFL, which also influenced their perception bk tmessages
translated for training in technical and interpeaareas, reports of
activities in their area of expertise, and otheentioned earlier.
Managers: this group was made up of people from highest
educational and hierarchical levels in the orgdiuma They had
access to nearly all kinds of information withire tbrganization.
They tended to be the readers with the sharpesepion and the
highest level of lexical and syntactical knowledigetheir own
language and usually a very good knowledge in tliece language.
They had frequent interactions with foreign colleas; native and
non-native speakers of the corporate language. dditian to
bulletins, training materials and miscellaneous rmmications,
these people may also request and/or have accéssstations of
contracts, financial and area-specific reportscted@ic mail, etc.
Since they knew a good level of the corporate laggu(English),
they sometimes requested their own productionseadviewed
before sending them to upper management, normally foreign
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e)

country. These are the readers of translations theéhhighest level
of secrecy.

Al-I's Customers: these readers were the ones wileav lor were
particularly interested in the Albany’s productsservices. They
were the readers of newsletters, technical journaideducts or
services brochures and promotional materials. Thesgerials
contained a high level of technical informationncg Albany
supplied products and technical services to othanufacturing
organizations, such as paper machine companiesrefohe,
materials directed to their customers were aimgeaple with a high
level of technical knowledge on the product andcpss being
communicated or advertised. These people tendeplayocloser
attention to detailed descriptions, so technicejgas and concise
sentences would provide explanations of numericri@sns in
performance charts, for instance. This could be réfwson why
Marketing and Technical staff reviewed translatigm®r to their
publication. The profile of these end-readers watsstudied here,
but material analyses suggested a heterogeneoup, ggspecially
regarding educational backgrounds — engineersnigahs or even
experienced workers without formal education.

Taxing and Customs Authorities: global and couspgcific
regulations required Al-I to deal with public workein charge of
supervising inbound traffic of goods, supplies, hiaes, financial
information, technical specification, etc. for imppurposes. These
people could be extremely insightful and knowledideaof the
legislation in place. However, they might not knowch about the
company’s business activities or products and Bpdekicon to
describe them. So the manuals, invoices, impoehies and other
import/export documents accompanying them couldetgl close
analyses before the transaction was deemed cornplidin the
current legal requirements and thus approved. b&xinod numeric
accuracy, along with short and concise sentences oleserved in
documents translated to these readers.
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10 DAILY FL COMMUNICATION PRACTICES AT Al-l

In addition to the company’s diachrony for the s of tracing
indications of its multilingual and multiculturatagus, the role of the
internet and other contemporary practices regangintjilingualism and
translation, this section of the study was devated few current daily
communication practices and problems involving Fllere specifically,
those involving the use of English as the corpdiatpia franca.lt was
noticed that language problems could appear in ns@tiyngs outside
work encounters described herein. For instance, rdeeption of
foreigners in the company, meals, telephone cailts interviews with
applicants to positions requiring FL. What followgsa description of
problems found in these situations and how theyewaandled by Al-I's
staff.

10.1 FL ASSESSMENT FOR JOB APPLICANTS

The need for FLs in this MNC was explicitly deseidbherein.
Required and delivered levels were also shown.uggtipns were raised
on how Al-I assessed applicants” FL levels to @iken positions in the
company. Since FL was just one among other skidlbmpany needed,
the first thing was advertising the job on newspape via external
recruitment companies with the FL requirement. Opcefessionals
applied for the position, the HR would define wiats needed to assess
the applicants” FL level.

A set of selection dynamics and interviews weredcoted in
order to assess the applicant’s technical competeimrmally, FL was
tested in the final stages, just among a few peetsdl applicants. The
assessment would depend on the level requiredhendriticality of the
FL for the performance of the job. For instancbasic level would take
a simple written test with a few questions to as#ies knowledge of basic
FL constructions. When a higher level was requised] oral interview
or presentation was the approach adopted by thepamyn This
assessment process could be made by a recruitmepany and/or by
the company’s internal language professional.

When the written test was applied, a grade follovibgdthe
reviewer’s comments was sent to the HR for finelsien-making. When
the oral test or interview was used, Al-l HR uskd internal language
professional to fill out a report, developed by tnghor to meet HR
demands, as shown in the following figure:
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Figure 54: Listening and Speaking Assessment Test.

Listening & Speaking Assessment Scoring Sheet
Mame: Thomas
Daate: January 30, 2012

Score: 2,7

Poor Fair Good Very Good  Excellent
Comprehension [ . 25
Fluency [ 3
Grammar [ 25
Vocabulary [ 25
Pronunciation [ 3
Listening |

General comments: Over the phone, Thomas delivered a lower intermediate
English level. He couldn't understand questions like "Have you ever been abroad?,
butwhen rephrased "Did you visit another country?”™ he could answer in simple
gammar structures, stuttering simple words. So, mainly vocabulary, grammar and
comprehension should be futher developed to reach a desirable level. Although he
has notused English at work is not familiar with the technical jargons, he said he
could learn them soon. His score is 2.7 out of 5. His Assessment did not entail
listening of audio recordings.

Suggestions for Improvement: He should take English classes and expose himself|
more to English in order to reach the desired level.

Comprehension = ability to understand questions and respond appropriately.
Fluency = ability to speak quickly, naturally and without many pauses.

Grammar = ability to use correct grammar and sentence structures.

Yocabulary = ability to understand and use vocabulary words and phrases.
Pronunciation = ability to use correct stress, rhythm, and intonation patterns.
Listening = ability to follow an audio conversation/article and interact or summarize it.

Source: Al-I's HR (2014).

The report would detail particular features of ttenversation,
such as comprehension, fluency, etc. perceivechbyréviewer along
with comments on particular uses that would justify grade, followed
by suggestions for improvement. The rating woultige from a
minimum of O (zero) when the applicant did not desimte any
knowledge of that particular aspect, to a maximdra (five) when the
desired/required knowledge was demonstrated.

Speed of response was a key feature of the prothsstest or
interview was expected to be completed and repdotéie local HR in a
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limited time frame. The test was expected to bepteted in up to 30
minutes and the interview would take a maximum cohiButes. This
rather empirical assessment process consideredleteds (basic,
intermediate and advanced/fluent) described eanlitre present study.

10.2 MISCELLANEOUS FL PROBLEMS

These problems were noticed by the author or brotmhhis
attention while working for Al-1. Infrequent use fofreign languages may
lead to communication problems. Also, people whoewt required to
speak a FL could be exposed to encounters whesgsinecessary.

a) Phone calls: a foreign person calling the MNC thiothe number
on its website could be answered by someone wsilifficient or no
corporate language knowledge. This was the caggatef keepers
who would take calls instead of a bilingual seaseta receptionist
due to temporary absence. This occurrences wezggiace foreign
colleagues or customers normally knew the direchlver of their
person of contact who was prepared for such intieres When they
could not understand, these people would transéecdll to someone
who they felt could help, sometimes the author agked to take such
calls.

b) Menu: the company had its own cafeteria, where eyegs and
visitors would have their meals. That included igmevisitors as
well. Given the regional origin of many dishes, tivag employees
would often struggle to translate, describe or &xpthe dishes to
foreign visitors. At that moment, some would adkeotcolleagues or
even the language professional. Given the frequeasfcforeign
visitors, the company decided to tag the dishe€mglish and
Portuguese when foreign visitors were around. Thesmeslations
were provided by the internal language professiofigle same
approach was not adopted for Spanish-speakingnssit

c) Conference calls: Although not usual, a few empésyeould feel
unprepared to attend conference calls with foreigleagues. In
order to succeed in such encounters, some would askeague or
the internal language professional to attend ihwhem. This was a
temporary solution, which was also adopted by tlasked to replace
an absent colleague for some reason.

d) Reviews: electronic messages produced by Braziliafsspeakers
were often sent to native or other non-native Epeagers. Many
asked these messages to be reviewed by the intlEmnaliage
professional to check for mistakes;
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Even though not found, other problems might happera
multilingual setting as that of Albany Internatibnavhich provided
strong indication of the ubiquity of foreign lan@es in this MNC.
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11 CONCLUSION

In the contemporary globalized world, it would seebvious, at
least at first glance, that a company set in thigedrStates and expanded
globally would use or impose English as the offi@aguage for cross-
border communication. The adoption of English axtirporate language
could be supported by its dominant status in irgonal business.
However, it would be naive to assume that langaageculture relations
would be unproblematic. So, this study was setind but historical
references to Albany International’s multinatiorsadd multicultural
status. How the company’s global expansion tookéien place; when
any remarkable event happened; the extent of thlganaation’s
multinational and multicultural status; and theeraf languages and
translation in this process. These initial broadesgions were then
narrowed down to how the MNC’s Brazilian branchlibeen dealing with
the problem of languages in its processes andaictiens. The latter
shown from three perspectives: the company’s petispe and rules, the
employees” perceptions and insights, and the wiofesl analyses of
translation and language practices. These pergpsctiook into
consideration historical factors and the role oé timternet in the
multilingual communication.

Albany International, a US MNC with influences froather
cultures since its early days (i.e. British) evdhecally, at first, unaware
of language problems. Although many generations rmathagement
styles have passed along the organization’s 1118,yeame effort was
made by the corporation to preserve its historyblylishing a book in
1995 to highlight changes and accomplishments dtgeicentennial
anniversary. The Al-Book was published when therimtt use was
starting to spread and little information couldfbend or posted on-line,
which means great effort was made to collect inédrom from key
families involved with the business for generatio@onsidering all
different geographical locations and the fact thast of those involved
with the company’s first years were no longer wugkor even alive
indicates traces of a family enterprise where therést for felt making
and for making the business grow was passed oartergtions, at least
of its key entrepreneurs. The effort made to phblise book also
indicates that the upper management back in the’§@@red about their
history and wanted to share the legacy that hatkdune company’s
growth during a century where the challenges ampddpnities included
events of such magnitude as the crash of the staegket in 1929 and
two world wars.
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Nineteen years after the book came out, it wasedtihat the local
management has made little effort to make the cogigaistory known
to the employees. However, as a result of thisystihe local HR manager
asked for excerpts of the company’s history touibelin a training
session (DNA Albany) intended to get new employeeguainted with
the company’s identity, policies, business philbseg core values,
products, processes, etc. The excerpts are shfatemees to the
company’s milestones and provide some superfiafakination on its
history. By attending these training sessions,leyegs can learn a bit
about where and when the company was first set,ndmes of its
founders, the 1969 merger, the countries wheragtpgiants, the year it
started operating in Brazil, pointing at the plemBlumenau, the floods
and the move to the current plant in Indaial. Aligb the course is given
only to employees hired in the last two yearshiiidd be given to all
employees with more details and traces of the azgtdanal culture,
since there are confusing ideas among those wof&ingnore than, say
two years in the company. Also, instead of the kiR trainers, older
employees would make these sessions more prodwtdecould even
enhance them with their own information and expex@s they lived, as
well as facts they've learned from even older egg®s in management
positions and who participated in the decision-mgkprocesses at
critical moments of the organization’s history.

Since employees in management positions in the $97980°s
and 1990°s have already retired and are no longaeicompany and the
oldest active employees nowadays were not in manewgiepositions
back then, many things have been lost. For instarcene knows for a
fact why the company built its plant in this regamd not close to its main
customers, as it did in the early days in many ties) including in the
United States. Some say it was due to the firseggmanager, whose
family was from Blumenau S/C. Others say it was thu¢he regions
tradition and abundance of workers in the textilduistry. Maybe that
manager wanted to work close to his family and ukedegion’s textile
tradition as part of his arguments to convince ¢beporate executive
team to build operation facilities in Blumenau. Hoxgr, from a local and
insider’s perspective, the assumption of abundamkfarce would not
hold since the types of looms used to make falidcdhe customers
served by Albany International (i.e. paper mackinéhing) have nothing
in common with those used to make fabrics for tlo¢hes that people
wear.

Another initiative that followed this study was thesertion of
short notes on the corporate’s history in an eaar Americas
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Newsletter published to the HR staff in Brazil, Ntex United States and
Canada. The monthly publication is intended to emacommunication,
share best practices and keep the Americas teatimeosame page. All
the news and events reported there are in Enghsich is another
evidence of ELF and the implicit corporate langupgkcy.

From the corporate level, the first actual evidenoé
multilingualism was recorded in the early 1920" £wkhe company hired
agents in four different countries but did not Eewjuage as a barrier or
a problem to its enterprise. After the 1950°s gliabfion took another
step and pace with the building, acquisition andgéomnt ventures of
manufacturing facilities in multiple countries farmg a larger
multilingual, multicultural and multinational stadperating in the global
market. The dominant status of English as a Langdaginternational
communication, supported by the expanding companwg (osition of
power) suggests that those agents and foreignrieageke English to
bridge the communication gap between the US MNC taedforeign
markets or plants back then. Based on contempepragstices, it can be
said that translation played a role in the (re)pmidn of technical,
administrative and managerial manuals and reporégdl from non-US
locations. The absence of records on languagesgsaetices in a book
where this MNC tells its own history is symptomatit how English
prevailed in cross-border communication, as wellhasv language
differences were taken for granted.

When Albany Felt Company, Appleton Wire Works and
Nordiskafilt merged into Albany International in @8 the so-called
people policy was created to unify different bussy@nd/or regional
cultures in a way to promote personal and busigesath, excluded
language differences. From the corporate standpolahguage
differences were not recognized until its websitel sveb portal were
created. It seems that what LAMBERT, 2010 said alibe lack of
research on multilingualism, linguistic diversity the exclusion on the
basis of language having direct links with the idgial status of
research institutions, also defined how languageie wuled at Albany
International. English, the official language spoke the country where
it is headquartered, has been the corpdimtgia francasince it was
founded. That is supported by the absence of mdeseto different
languages and/or translation throughout its records

At a local level, English and Spanish are valuedilearning these
languages is encouraged and sponsored by the dobtsidiary as a
benefit to its employees. This benefit is actuallemedy to a failure in
the graduate school or university curricula. Busieengineering and
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technical courses that prepare professionals tothié most needed
positions in companies fail to prepare profess®mneith the language
capabilities needed in MNC business settings. Eutrecular courses
taken at the employees” discretion tend to be arogust when

unavoidable for immediate job needs or career athrapnts, at least in
the region. Since this study is limited to Albamyelrnational — Indaial
(Brazil), future studies may reveal the way siglants deal with foreign
language needs in other countries where Engliabtithe official or one
of the official languages.

Since language differences are unavoidable in kbieaf market
where MNCs operate, it can also be said that tipocate let its local
subsidiaries deal with the problem. This initisd@sption is strengthened
by post-internet practices. After the internet (gie) and intranet (web
portal) came into the game, the corporation ackedgéd linguistic
differences but let every subsidiary handle loaabuage and translation
practices. Communication to and from the corpora@mains
monolingual, which imposes English language actaoisto foreign staff
as means of communication and power. Since “largusg way to
control the international communication processglage fluency of the
dominant language or of multiple languages becceeay to enhance
one's own interests and power” (LAMBERT, 2003, §). 4nd given the
dominant status of English in the business sceramib in the global
market in general, it is a means to communicateepne’s local circle
(HOUSE, 2003; p. 5), which is how employees caneekmny career
advancements.

The company built its first manufacturing facilityBrazil in 1975
and since then it had to deal with the languagélprnos locally. In the
pre-internet days, cross-border interactions weogenrestricted and
expensive, which also narrowed FL communicatorsrdawa few key
Brazilian business leaders. Still, the companybsisliary in Brazil took
internal actions to respond to FL demands and ddcid keep an in-
company language trainer/teacher and translatdevelop and/or keep
language competences. This practice, which traee& ko the early
1980’s, has satisfied the company’s need and rernadate.

The approach to in-company language training wapated by
market and cultural reasons, one linked to thero#mel influencing
professional behavior. Professionals may find jadbs Brazilian
companies so they don’t have to worry about legraiforeign language,
which for many could be seen as a problem that evtake a great deal
of time, money and effort to acquire. Financial man was offered for
employees to take English and/or Spanish classesfasn of benefit,
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rather than a solution to develop the foreign laggucompetences the
company needed. English is the only FL offereddmpany and found
in all JDs requiring FLs, either alone or followky Spanish. This fact
suggested a FL hierarchy at Al-1, where Englisthésmost important, as
it represents power within the organization. Sgamiemes in second,
required in addition to English, for those who wisltlimb the corporate
ladder by fulfilling jobs that involve interactiongith Latin American
customers.

With regard to FL acquisition, the company sponsonployees’
courses and even brings an in-company teacher tke nitamore
convenient for them to learn. It has been madectowenient, though.
The fact that the course is provided as a ‘benafitl the presence of a
teacher in the company’s premises, often genecatdhct of priorities.
The concept of a ‘benefit’ leads to a hierarchaatof appointments
where the work always takes precedence and theigacomes in
second or even in third, when personal appointmeamés at stake.
Employees would not feel comfortable leaving thessbwaiting for a
report or skip a meeting because they would takargdge of a ‘benefit’
provided by the company. Also, operators would nefise to cover a
colleague who did not show up for work and stopazimme or a repair
to attend an English class.

The in-company classes are scheduled in advanceatatiches
when the employees/students are usually free dlabl@ The company
allows some employees to take classes within thaik hours and others
either before or after the work hours. However, theess schedule is
subordinated to any work-related responsibilitegn minor ones that
could wait for a while or would not need the preseof that particular
employee at that given moment. Interruptions tesga are also frequent
by those who remain on duty, especially with thelespread use of
mobile devices. Those who take their classes bejprafter the work
hours, where interruptions on behalf of work do happen, have to
manage personal appointments or even overtime gudi&s as obstacles
to be overcome. Even with these roadblocks theompany teaching
approach allows better control of class attendaacel overall
improvement since they're seen attending classgsh&nattendance is
reported back to the HR, which in turn reportsaoitthe employees’
supervisors. Additionally, the customization ofsdas is easier since
company-specific lexicon is more readily availabted used within its
premises.

Those who opt for classes outside the companytteine free from
work-related interruptions and get to interact watdople from different
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companies and industries, different perspectivegidferent ages. Some
employees think classes outside the company are effective since
they can disconnect from the company’s assignnaemsocus only on
learning. The company supports them financiallyvadi, but has little
control over attendance since no report is requiad those schools.

The roadblocks observed to learning a FL are symatia of two
diverging forces: a top-down pressure by the c@fgoto impose its
language; and a bottom-up resistance to develdjrigmcy at it. ELF is
a cost-effective approach that avoids misunderstgsd(Fredriksson,
Rasmussen, Piekkari, 2006, p. 4) adopted by MNQadititate cross-
border communication, which drives this top-dowesgsure. Learning
English, on the other hand, was seen as a burdensask by some
because it required some effort and time from tteieady busy
schedules. In addition to class time, they wereallguequired to spare
some of their leisure time to do homework assigrtmérhis was noticed
as the main drive to this bottom-up resistancelt. H his study did not
analyze different teaching methods and MNC’s eng@sistudents’
adaptability to them, which may be a subject fauffe investigations.

Notwithstanding the above mentioned roadblocksniSpawas
reported as way less problematic by those who spoReasons for that
may be the rough similarity to Portuguese or tloetfaat those who spoke
Spanish had already at least an intermediate lefv&inglish and had
found ways to facilitate FL learning. However, aassumptions on that
would require further investigation, since the peofs herein referred to
ELF.

The number of FLs spoken at Al-l exceeded the reqents,
which confirmed regional influences in the emplajdanguage profile
and the use of language(s) other than Portuguese autside the work
environment. This micro-level multilingualism andulticulturalism
within the Brazilian staff confirms that the MNCnist only multilingual
and multicultural by the sum of all its foreign sidiaries, but also in the
Brazilian subsidiary alone. In addition to the Hslgl and Spanish
(required by the company), employees reported &alsgserman and
Italian, mostly learned from their parents and/tireo family members
when they were children. Most of their interactionghese languages
were restricted to family and friends, which fornsdimmediate social
circle. This immediate circle seems to have infeeghthese employees’
FL knowledge level since it offered little challengnd the conversation
topics would not vary, being limited to daily sitiwms and reusing the
same words. This assumption is based on the Iéeelnfidence in those
languages, as reported by those employees in theysiMost said they
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could communicate in those languages at a basit, hich indicates a
FL comfort zone.

This comfort zone can be defined as a low levekraiwledge,
which is enough to participate in short conversetion subjects like
family, regional dishes and basic daily issueswduld be enough to
impress non-speakers at table talks but insuffic@discuss any critical
issues where decisions were to be made. Alsojahguage level was
developed mostly orally; writing and reading skillgere minimum and
mistakes were acceptable, even if frequent. Thigudé¢ seems to
influence most of those who reach this comfort zamne affects all their
FL experience. For instance, many struggle to dgvalhigher English
level regardless of the method and/or school theypse. When reaching
the required intermediate level (empirically desed herein), most
employees start to feel comfortable with theirioib communicate with
their foreign counterparts. Then they quit the s#gsor attend them to
take advantage of the ‘benefit’ provided by the pany and keep their
level through conversation classes, without follayvthe course book
program and activites meant to teach new gramnteuctsres,
vocabulary and listening skills.

English is seen by most of the interviewees adagquirement;
just another skill, such as calculus or a ‘disaiglito complement their
school or college curricula. They learn it to pemfotheir tasks and/or
prepare for a promotion. As speakers of English dommunication
(HOUSE, 2003; p. 5), employees set tight links leetvits knowledge
and use and their work duties. They hardly see itaeduable knowledge
for personal growth and use outside the companyésniges. That
justifies the fact that they seek to learn just ugip to meet job
requirement (usually intermediate level) and fahicomfort zone where
recurring mistakes and limited vocabulary are atmepven after years
speaking it. The company could push this levehierty offering more
possibilities of international assignments, whioh i@re for the Brazilian
staff. Such international experiences could bentb&vation for some to
take their English to an advanced level and thepaom could set it as a
requirement. Vacations in English-speaking coustr@ review of
personal and/or academic goals could also be niwtivaThe latter
would be especially engaging since it would reqaigreat deal attention
to details so they could be prepared for intermafly recognized
proficiency tests.

Of course, one cannot range the language politiyisncompany
within the “corporate language” options (FredrikssdRasmussen,
Piekkari, 2006), simply because a large percentdgde company’s
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employees is excluded from the general languagEypolhis study
focused on those who have FL as a job requirermehtva@re exposed to
FL encounters on a regular basis. A certain hegreity can be detected
in the profile of the working group, as well asthe global language
policy of the company. But the answer to our maitidl question (“How
does a centennial company from the USA, from itk T@ntury past and
from its monolingualism move into the age of th&einet?”) is slightly
surprising: Albany International — Indaial is nahanolingual subsidiary
of this US corporation.

Since FL classes are sponsored by Albany Intermaitie Indaial,
employees at lower hierarchical levels (i.e. opegt mechanics,
electricians, etc.) also take advantage of theefigneven though it is
not required in their current job descriptions. 3d@employees usually
start learning languages with more dedication and proactive move.
They want to be prepared a possible promotiorhep make more effort
to reach the desirable level (empirically definedrdermediate) in order
to be eligible for a better position. This is ar@tlconfirmation that the
company’s language policy plays an active rolbénemployees attitude
toward learning and consequently, in their oveFllskill attainment.
The fact that the foreign languages excluded frieencompany’s policy
were declared to be spoken mostly at basic levsbscanfirms the initial
assumption that requirements have direct bearings lamguage
attainment. It also confirms the link between Fld gower and money,
since higher hierarchical levels indicate more gem& compensations.

This behavior or attitude toward FL was noticedsale the
company’s premises; the desirable mix of businglssed and language
capabilities was also hard to find among many esieapplicants to
positions at Albany International - Indaial. Thiglicates that the region
is multilingual, but the language knowledge reqdiiby a MNC is not
easily found in the market. There are many langust@ols scattered
throughout the town and in neighbor towns, butaf@ementioned FL
comfort zone seems to have reached beyond the cgngpamises into
a regional level.

Translation was found to bridge cross-border comoation gaps
by offsetting foreign language illiteracy and/orehéegal requirements.
Also, translation served as support to employesss, jwho would create
materials for international disclosure in Portuguesd then get them
translated into English, as well as getting traiwis from English to
Portuguese to fulfill their tasks.

Whichever the case, the importance of translationdrk quality
was widely recognized by those interviewed. Althotiiey delivered the
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expected FL competence, they recognized that parth@r work
documents have been translated. Translation playctive role in the
establishment and maintenance of global businesslatds. Corporate
policies, job descriptions, work manuals, repord &aining materials
rely on translation to be implemented and/or adh#yén its subsidiaries
in different countries/locations (see attachment 5)

The company lacks a standard procedure or a degairtmcharge
of translation. This was observed both at a cotpoaad local levels.
Upper management acknowledges the need for traorsladt let every
subsidiary deal with it at their own discretion. At-l, materials are
received for translation but there is no documeality or procedure
on how to get translation for their specific nedtls also not clear who
gets to decide whether translation was needed. Hawie was clear that
no job description required employees handle tediasl. The presence
of an in-company translator helped facilitate apeesi this process, but
no specific instruction was given by the managersenivhat was to be
translated by this translator or any other extemaalslation agency. Such
a standardization certainly has cost and qualiplizations.

Since costs play a major role in a company’s dagjslittle
attention is given to the question of translati®y question of translation
one can consider its broad sense, including whab, when, how, how
much. The lack of clear guidelines/criteria as twatis to be translated
cascades to who is to translate it, then to whienditie, then the approval
process and finally the cost of such translatibrwds evident that the
demand for translation is constant, which meansettae multiple
departments requesting translation (i.e. Marketiifg, Production, etc.).
The lack of criteria and/or a specific accountémguages and translation
leads uncertainty regarding the budget allocateddlservices. It would
not be surprising if no one in the company knewabtial cost of their
translations and foreign languages at Al-I. Coutdirternal FL and
translation department provide better quality laaggiand translation
services faster and at lower costs? And what cbeldaid about the
overall FL levels? Given the wide range of varialperceived to obtain
accurate data, this study did not go into the dqoestf budget. Financial
information was not easily obtained in every daparit. The links
between budget and decision-making (power) areiogytworth full
investigation in future studies.

The variety of purposes served by translation at iAtlicate that
translation and FL knowledge are cross-functionadl anterrelated.
MNC’s cross-border communication depends consigtergnd
continually on both to fulfill its intended purposdowever, both are
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taken for granted by the company and by univessifiéne MNC is well
aware of the need for FL speakers, especially Englpeakers within its
workforce. It is also aware of the frequent neadtfanslation services.
However, the way the problem is handled, withoutcuwloented
procedures, policies and criteria, suggests thatdatrandom event with
minor implications to the business. Universitied #me country/regional
educational system also take foreign languagesgfanted. In the
contemporary globalized world, the professionaledeel in a company
(especially in a MNC), graduate without sufficidmbwledge of at least
the dominant language (English) for internatiormhmunication.

Flawed university curricula in areas like businasd engineering,
which are specific for companies, coupled with ttempany’s non-
structured response to the problem generates fordanguage
shortcomings. For the foreseeable future, the problof foreign
languages will remain and translation will be nektteclose the MNC’s
cross-border communication gap. Future studiesweggested to answer
remaining questions, such as that of budget, hewtbblem is handled
in other Albany International subsidiaries and hatlier MNCs deal with
the problem from different perspectives.
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APPENDIX

1. Survey form

4
B eoer mos craecs ~
PGET- P6s-Graduacédo em Estudos da Tradugéo
Multilingualism and Translation in Multinational @anizations
Master’s Degree
Survey on Languages and Translation

1. What iS YOUr NAME?.......ccciiiiveiieieees o s e Age:.......
2. What is your job title?..........ccooiiieeeeee e,
3. How long have you been working with this companyars.
Languages

4, What foreign languages can you speak and how fenfiare

you in it/them?

Language Proficiency/confidence level

5. How did you learn that/those language(s)?

() From family or friends

() By taking language courses

() By attending school/college curricular classe
() By living abroad

()

6. Where do you use this/these foreign language(g&selspecify
the foreign language in each venue.

() Ot o
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7. Does your job require the use of foreign languadfes®, please
indicate the language(s):

8. For the performance of your work assignments, wpatific
tasks rely on the use of foreign language(s) amdihgortant are those
tasks? Please, indicate the task(s) and rank theriance from 1 (not
important) to 5 (very important):

Task Importance (1 to 5)

() Attend online meetings ()
() Attend face to face meetings ()
() Write reports ()
() Write taxing documents ()
() Write commercial documents ()
() Exchange technical messages ()
() Attend online training ()
() Attend face to face training ()
() cee e ()
() e ()

9. Who do you interact with in foreign language(s) &oev often
do you have such interactions (D - Daily, W - Wegekil- Monthly)?

() Foreign colleagues ()D ()M ()W

() Technicians ()D ()M ()W

() Foreign authorities ()D ()M ()W

() Foreign trainers ()D ()M ()W

() e ()D ()M ()W

10. Does your company have a language policy?

( )Yes ( )No () Not sure

11. What kind of language training or incentive(s) dgesr
company provide?

() Financial support for language training adgsihe company
() Financial support for language training irstde company
() Don’t know

(
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Translation

12. Do you know which of your current work documents or
materials have been translated from a foreign lagg®

( )Yes ( )No () Not sure

13. Do you ever request documents or materials toareskated?
( )Yes ( )No

14. Does your company have an internal translation eyt or
person?

( )Yes ( )No () Don’t know

15. What area(s) is/are responsible for providing tetitns?
() Human Resources
() Marketing/Sales

() Quality
() Manufacturing

16. Do you ever run into situations that require imraggli
translation?

()YES, AN I USE. .. e
(Please, write the translation resource(s) yourusigese situations)
( )No

17. What translation alternatives or resources do ydinarily
use? Rank them from 1 (use the most) to 5 (uske#is#) or leave blank
the ones you don’t use:

() Colleagues

() External online resources

() Internal glossary (ies)

() Social networking

()Other: ..o,

18. Does the quality of your work depend directly amglation?
( )Yes ( )No () Don’t see direct conits
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ATTACHMENTS

Attachment 1: Newsletter highlighting simultanetnasslation in 1993.

Bob Law, comunicagdo efetiva

grante uma se- Que. Também tem exper- Camara de Comércio Re-
mana, mals de 100 €ncia como INSWrUlOr  gignal de Albany.

funciondrics da AJ-  universitdrio, executivo de Presidindo agora sua
rn-a.fkatlnga&:vmﬂsalonal i~ prépria fiema, Worl-Class
ternacicnal Learning, Bob presta servi-
Maas oo gos para um grande nd-
ero de clientes, em mals
de 30 pafses, onde |d con-
duziu mais de 2 mil semi-

enlo de geréncia,
prmardo de grupos de tra-
Batho, comunicagdo eficaz
desenvolvimento empre-
jarial em mais de 30 pal-

anot na Albany Interna-
lonal Corporation, na
=iriz e Albany, Mova lor-

ndrios. A larga experigncia
de Bob, como consultor ém
lideranga moderna e técni-
cas de vendas e sua efici-
#ncia como facilitador de
aprendizado de adullos, faz
com que saja muito solicl-
tado para realizar semind-
rios @ palestras, sempre
descritos pelos participan-
tes como “‘desafiadores™,
“muito  informativos™,
“‘muilto priticos’’ e até “'di-
vertidos™. Detalhes na dl-
tima pdgina.
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Attachment 2: Source and Target (Portuguese/Englidh Description
I‘I.BAI\IV

ONAL

DESCRIGAO DE CARGO

IDENTIFICAGAQ

Cargo: Vendedor Técnico EF Jr Data da Criago: 08/12/2007
Condicéo: CLT./ Intagral Data da Revisdo: 31/03/2014
Departamento: Vendas EF Reporta-se para: Gerente de Vendas EF
Local: Indaizl i : Nenhum
SUMARIO DO CARGO
R avel por d € técnica e i as ativi tratégicas de i i
desenvolvimenta de mercados, produto e aplicacio, visando ?1?3:.2' os objeti i pela empresa em foda América

PROCEDIMENTOS EM SEGURANCA

® Respeitar e seguir todos os procedimentos/politica de seguranga = 1185 necessdrios e aplicéveis ao trzbalho.
* Uszar adequadamente oz EFI's identificados na Andlise de Risco para o ssu Departamento/Cargo.

* Atender e participar de todos os treinamentos de seguranca, reunides sobre segurancs, suditorizs = BES.

* Reportar TODOS o riscos, situagdes observadas. Sefor habilitada, corrigir o risco/situacdo identificada.

PRINCIPAIS RESPONSABILIDADES

Responsdvel pelas vendas, aplicagdo nas linhas de produtos EF/IPB (Téxtil, Curtume, Corrugadores, Monwovens, Fibrocimento &
Building products) nz regifo gue engloba o mercado latine americano {México zté Chile);

. Executar os objetivos definidos no plano operacional dz Albany, stravés da realizagio de um plano de 2¢do & metas a ser
executado nas respectivas reas;

. Promover produtos e servigos gue contribuam parz o resultado operacionzl no clients mediante foco no Valor de produtos e
servigos;

. que os Albany ssjam aplicados adeq no diente, através de prestagio de consultorizs,
treinamentas & servigos técnicos, garantinde deste medo 3 performance dessjada e 3 satisfacdo do cliznte;

. Elaborar propostas técnico-comercizis, visando manter 2 perenidade do negdcio de acordo com as diretrizes do planoc
operacicnal, stravés de estudo de mercado, analise de custos interno e valores adicionados a0 produto;

. |dentificar novas oportunidades de negécios gue sejam atrativos parz @ empresz, visando aumentar o markstshare 2 os
resultados operacionais, stravés de estudos de mercado (associagBes, sites, empresas do setor, fabricantes de equipamentes);

. |dentificar necessidades & oportunidades nos clientes, que contribuam para o resultade operacional efou financeira, através de

consultoria & servigos técnicos;

*  Disseminar informagBes sobre o mercado de stuacio, obtidas nos clientas, em meios de comunicagio = em eventos e feirss,
facilitando deste mode a definicEo de agies & a sinergia da equips;

i dos que as informagdes e necessidades reportadas gerem resultados de

*  Implementar as
zcordo com a palitica dz empresa e objetives definidas;

. Promover e fortzlecer aliangas com clientes estratégicos como os principais fzbricantes de equipamentos, stravés da
participagio conjuntz em diversas stividsdes de interesses mituos, visando ser a principal referéncia como formecedor de
westimentas;

. Promover 2 imagem da Albany no mercada, i a rezlizacio indrios técnicos & ativi de ing, fortalecendo
deste modo o nome da empresa no mercado;

. Ioniterar a acio de concorrentes no mercade, através de visitas e disntes, pesquisa de mercados por meios de comunicacio e
eventas, buscando o crescimento ou manutenco da participacio da Albamy;

. Aprimorar o know-how nas aplicagdes de nossos produtos e servigos stravés de interc3mbio técnico-comercizl com outras
unidades Albany, participagdo em cursas técnicos, eventos & seminarios;

. Coordenar internamente e no cliente o desenvolvimento de produtos e servigos, através de interagSo de wendas com os
departamentos internos na Albany e o cliente;

L Estimulzr trocz de conhecimento e experiéncizs de mercade e aplicagZo com empresas gue tenham similzridzde de negacio,
stravéz da participagdo conjunta em diversas stividades de interesses mitucs, visando divulgagSo de mearca; busca de
conhecimenta.
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JOB DESCRIPTION

IDENTIFICATION

Job Title: Junior EF Technical Salesperson Date Written: 2007/12/06
Status: C.LL /Full time Date Revised: 2014/03/31
Department EF Sales Reports to: EF Sales Manager
Location: Indaizl Direct Reports: Mone

JOB SUMMARY

B P P~ " . - . _

D and and 3
market, product and application developments in order to meet the goals set by the company in all of Latin America.

SAFETY AND PROCEDURES

= Respect and comphy with zll the safety policies/procedures and necessary JIES applicable to the job.
® Use appropriate PPE asidentified in the Hazard Anzlysis for his/her Department,/lch.

* Attend and participate in 3l safety training, meetings, audits and BB3.

® Report ALL observed hazards and situations. If capable, correct the identified hazard)/situzation.

ESSENTIAL JOB FUNCTIONS

Respansible for sales and zpplication in EF/IPE product lines {Textile, Tannery, Corrugators, Monwovens, Fiber Cament and
Building products) in the Latin American region (Mexico to Chile);

. Reach the goals set in Albany's operating plan by carmying out n action plan with goals to be executed in the respective areas;

. Promote products and services that contribute to the operating result at the customer through focus on product and service
Value;

. Ensure Albany's products are correctly applied 2t the customer by providing consultancy, training and technical services, in order
to guarantee the desired performance and customer satisfaction;

*  Mazke technical-commercial proposzls aiming 2t keeping the perenity of the business according to the guidelines in the operating
plan, through market study, internal cost analysiz and value added to the product;

. Identify new business opportunities attractive to the company, siming at increasing market share and operating results through
markat study (zssociztions, sites, companies in the industry, equipment manufacturers);

. Identify needs and oppertunities at the customers that contribute to the operating and/or financial results through consultancy
2nd tachnical services;

. Disseminate market information obtained from customers, mediz and trade fzirs and events in order to fadlitate the setting of
actions and team synergy;

. Implement representatives’ activities and make sure the reported information and needs provide results in zccordance with the
company's policy and goals set;

*  Promote and strengthen alliznces with strategic customers, such as the main equipment manufacturers, through joint
participation in several activities of mutual interests in order to be the main reference as dothing manufacturer;

. Promote Albany's image on the market by running technical seminars and marketing activities that strengthen the company’s
name on the market;

. Ionitor competitors’ actions on the market through customers’ visits, market research mediz and events siming at gaining or
keeping Albany’s market share;

. Improve know-how of our products and services applications through technical-commercial exchange with other Albany's plants,
participation in technical courses, events and seminars;

s Coordinate product znd service developments internzlly and at the customer through interactions between sales and other
internal departments at Albany and the customer;

. Encourage market and application knowledge and expertise exchange with companies in similar industry through joint
participation in several activities of mutual interest, siming at promating the brand and searching for knowdedge.
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REQUISITOS
Cursos Complementares: [desejével)
e . B Relacionamente Interpessoal
Habilidades Requeridas: Negociagho;
Administragio do Tempo;
Administracio Conflitos
Experiéncia Requerida: *  de2znosz3anos.
Engenharias:
o . * Superior Completo Mecénica ou
Formacio Requerida: Quimica ou
Texdil.
ASSINATURAS
Funcionario: Data: 31/03/2014
Gestor: Data: _31/03/2014
REQUIREMENTS
Supplementary Courses: [Desirable)
. o Interpersenal Relationship
Required Skills Negotiation:
Time Management;
‘Conflict Management
Required Experience: *  From2yearsto3 years
Engineering:
. . . * Bachelor's Degree Mechanical or
Education Requirements: Chemical or
Texdile.
SIGNATURES
Employee: Date: 2014/03/31

Supervisor: Date: 2014/03/31
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DESCRIGAO DE CARGO

IDENTIFICAGAOQ

Cargo: Vendedor Técnico EF P Data da Criacio: 06/12/2007
Condicdo: CLT. [ Integral Data da Revisdo: 31/03/2014
Departamento: Vendas EF Reporta-se para: Gerente de Vendas EF
Local: Indaial b Nenhum

SUMARIO DO CARGO

R avel por e iecnica e i as ativi cgicas de ing,
i de dos, produto e apli visando atender os objeti i pela emp em toda A

Latina.

PROCEDIMENTOS EM SEGURANGCA

® Respeitar e seguir todos os procedimentos/pelitica de seguranga = 1185 necessdrios e aplicdveis ac trabalha.
® Uszr adequadamente os EFI's identificados na Andlise de Risco para o seu Departamenta/Cargo.

® Atender & participar de todos os treinamentos de seguranca, reunides sobre segurancs, suditorizs = BES.

* Reportar TODOS os riscos, situagdes observadas. Se for habilitado, corrigir o risco/situzcdo identificada.

PRINCIPAIS RESPONSABILIDADES

Respansével pelas vendas, zplicacio nas linhas de produtas EF/IPB {Téxtil, Curtume, Corrugadores, Nonwovens, Fibracimento e
Building products} nz regifo que engloba o mercado latine americano {México zté Chile);

Executar os objetivos definidos no plano operacional da Albany, através da realizagdo de um plane de agio e metas 3 ser
exacutado nas respectivas areas;

Promowver produtos e servigos que contribuam para o resultado operacional no cliente mediante foco no Valor de produtos e
servigos;

Assegurar que os produtos Albany ssjam aplicados adequadamente no clients, através de prestagio de consultorias, treinamentos
& zervigos técnicos, garantinde deste modo 3 performance desejada e = satisfagdo do cliente;

Elaborar propostas técnico-comerciais, visando manter a perenidade do negdcio de acordo com as diretrizes do plano operacional,
através de estudo de mercado, andlise de custos interna e valores adicicnades ao produte;

|dentificar nowas oportunidades de negécios que sejam atrativos para a empress, visando aumentar o marketshare e os resultados
aoperacionais, através de estudos de mercado (associagdes, sites, empresas do setor, fzbricantes de equipamentos);

Identificar necessidades e oportunidades nos clientas, que contribuam para o resultzdo operacional efou finznceiro, através de
consultoria & servigos técnicas;

Disseminar informages scbre o mercado de atuacdo, obtidas nos clientss, em meios de comunicagBo e em eventos = feiras,
facilitando dests modo a definicio de agBes e a sinergia da equipe;

Implementar as atividades dos representantes, assegurando que as informagdes e necessidades reportadas gerem resultados de
zcordo com a palitica da empresa e objetivos definidos;

Premover e fortalecer aliangas com dlientes estratégicos come os principais fabricantes de equipamentos, através da participagSo
conjunta em diversas atividades de interesses muituos, visando ser a principal referénciz como fornecedar de vestimentas;
Promeover a imagem da Albany no mercado, mediante 2 realizagic seminarios técnicos e atividades de marketing, fortalecendo
deste modo o nome da empresa no mercadc;

Manitorar 2 agdo de concorrentes no mercado, stravés de visitas e clientes, pesquisa de mercados por meios de comunicago e
eventos, buscando o crescimento ou manutencia da participacio da Albamy;

Aprimorar o know-how nas zplicagBes de nossos produtos e servigos através de intercimbio técnico-comercial com outras
unidades Albzny, participagio em cursos técnicos, eventos & semindrios;

Coordenar internamente e no cliente o desenvolvimento de produtos e servigos, através de interacio de wendas com oz
departamentos interncs na Albzny & o dients;

Estimular troca de conhedimento e experiéncias de mercado e zplicacdo com empresas que tenham similzridade de negdcio,
através da participacdo conjuntz em diversas atividedes de interesses mituos, visando divulgagBo de marca; busca de
conhecimento.
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JOB DESCRIPTION

IDENTIFICATION

Job Title: Full EF Technical Salesperson Date Written: 2007/12/06
Status: CLL J Full time Date Revised: 2014/03/31
Department: EF Sales Reports to: EF Sales Manager
Location: Indaizl Direct Reports: None

JOB SUMMARY

Responsible for inating and g and i ing strategic activities,
market, product and application developments in order to meet the goals set by the company in all of Lafin America.

SAFETY AND PROCEDURES

® Respect and comply with zll the safety policies/procedures and necessary JIES appliczble to the job.
® Use approprizte PPE as identified in the Hazard Anzlysis for his/her Department/lob.

* Attend and participate in 3l safety training, meetings, audits and BBS.

* Report ALL observed hazards and situations. If capable, corract the identified hazard)/situation.

ESSENTIAL JOB FUNCTIONS

. Responsible for sales and application in EF/IPB product lines (Textile, Tannery, Corrugators, Nonwovens, Fiber Cement and Building
products) in the Latin American region [Mexico to Chile);

. Reach the goals set in Albany's operating plan by carrying out 2n zction plan with goals to be executed in the respective areas;

*  Promote products and services that contribute to the operating result 2t the customer through focus on product and service Value;

. Ensure Albany’s products are correctly applied at the customer by praviding consultancy, training and techniczl services, in order
to guarantee the desired performance and customer satisfaction;

®  Mszke technical-commercizl proposals aiming at keeping the perenity of the business according to the guidelines in the operating
plan, through market study, internal cost analysiz and value added to the product;
. |dentify new business opportunities attractive to the company, 2iming at increasing market share and operating results through

market study {associztions, sites, companies in the industry, equipment manufacturers);
. |dentify needs and opportunities at the customers that contribute to the operating andor finzncial results through consultancy
and technical services;

. Disseminats markst information obtsined from customers, media and trade fairs and events in order to facilitate the sstting of
actions and team synergy;
. Implement representatives’ activities and make sure the reported information 2nd needs provide results in accordance with the

company's policy and goals set;

. Promote and strengthen alliances with strategic customers, such as the main eguipment manufacturers, through joint
participation in several activities of mutuzl interests in order to be the main reference as clothing manufacturer;

. Promote Albany’s image on the market by running technical seminars and marketing activities that strengthen the company’s
name on the market;

. Monitor competitors” actions on the market through customers” visits, market research mediz and events aiming at gaining or
keeping Albany’s market share;

. Improve knaw-how of cur products and services applications through technical-commercial exchangs with other Albany’s plants,
participation in technical courses, events and seminars;

. Coordinate product and service developments internally and at the customer through interactions between sales and other
internal departments at Albany =nd the customer;

. Encourage market and application knowledge and expertise exchange with companies in similar industry through joint
participation in several activities of mutual interest, ng at promating the brand and searching for knowdedge.
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Habilidades Requeridas:

Experiéncia Requerida:

Formacdo Requerida

Inglés avancado (obrigatdria);
Espanhol intermediario (desajdvel).

* Superior Completo

. 3 anos =té 5 anos.
Engenharias:
Mecanica ou
Quimica ou
Texdil.

areas afins.

ASSINATURAS
Funcionario: Data: 31/03/2014
Gestor: Data: _31/03/2014
I‘IBANY
REQUIREMENTS

Required Skills:

Required Experience:

Education Requirements:

SIGNATURES

Advanced English [reguired);
Intermediate Spanish (Desirable).

® Bachelor's Degree

M.BA.

- From 3 years to 5 years.
Engineering:
Mechanical or
Chemical or
Texdile.

related areas

Employee:

Date: _2014/03/31

Supervisor:

Date: _2014/03/31
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DESCRIGAO DE CARGO

IDENTIFICAGAO

Cargo: Vendedor Técnico EF Sr Data da Criac3o: 08/12/2007
Condicéo: C.LT. /Integral Data da Reviséo: 31,/03/2014
Departamento: Vendas EF Reporta-se para: Gerente de Vendas EF
Local: Indaial b Nenhum

SUMA

RIO DO CARGO

Resp | por tar técnica e i te as ativi estratégicas de
to de d pruduine licaga visande atender os objetivos determi pela emp em toda América

Latina.

PROCEDIMENTOS EM SEGURANCA

® Respsitar e seguir todos os procedimentas/pelitica de seguranga e 1185 necessérios e aplicéveis ao trabalho.
* Uszr adequadamente os EPI's identificados na Andlise de Risco para o seu Departamenta/Cargo.

® Atender

= participar de todos os treinamentos de seguranga, reunides sobre segurancs, zuditorias 2 BBS.

* Reportar TODOS os riscos, situagdes observadas. Se for habilitade, comrigir o risco/situacdo identificada.

PRINCIPAIS RESPONSABILIDADES

Responsavel pelas vendas, aplicagio nas linhas de produtos EF/IFB [Téxtil, Curtume, Corrugadores, Nonwovens, Fibrocimento
& Building products) na regifo que engloba o mercado lating americanc (México até Chile);

Executar os objetivos definidos no plano operacional da Albany, através da realizagdio de um plano de 2c3o e metas 3 ser
executado nas respectivas &reas;

Promover produtos e servigos que contribuam para o resultado operacionzl no cliente mediante foco no Valor de produtos e
servigos;

Assegurar que os produtos Albany sejam aplicados adequadaments no clisnte, stravés de prestacdo de consultorias,
treinamentos & servigos técnicos, garantindo deste modo a performance desejzda e 2 satisfagdo do cliznte;

Elaberar propostas técnico-comerdiais, visande manter 3 perenidade do negdcio de acorde com as diretrizes do plano
aperacional, stravés de estudo de mercada, analise de custos interno e valores adicionados a0 produto;

|dentificar novas oportunidades de negdcios que sejsm atrativos para a empresa, visando aumentar o marketshare e os
resultados operzcionais, stravés de estudos de mercade (associagBes, sites, empresas do setor, fabricantes de equipamentos);
|dentificar necessidades & oportunidades nos clisntes, que contribuzm para o resultzdo cperacionzl efou financeiro, atraves
de consultoria e servigos técnicos;

Disseminar informagdes sobre o mercado de stuacdo, obtidas nos clientes, em meios de comunicagdo e em eventos e feiras,
facilitando destz mode a definicio de agles e a sinergiz da equips;

Implementar as atividades dos representantes, assegurando que as informagfes e necessidades reportadas gerem resultados
de acorda com 2 palitica da empresa e objetivos definidos;

Promover e fortalecer zlizngas com clientes estratégicos como os principais fabricantes de equipamentas, atrawés da
participacdo conjunta em diversas atividades de interesses mitucs, viszndo ser a principal referénciz come fornecedor de
wvestimentas;

Promover & imagem dz Albany no mercado, mediante a reslizacdo semindrios técnicos e atividades de marketing,
fortalecendo deste modo o nome da empresa no mercado;

Manitorar 2 2¢3o0 de concorrentes no mercado, atrawvés de visitas 2 clientes, pesquisa de mercados por meios de comunicacio
& eventos, @ cresci ou 3o da participagio da Albany;

Aprimarar o know-how nas aplicagies de nossos produtos e servigos através de intercEmbio técnico-comercial com outras
unidades Albany, participagiio em cursas técnicos, eventos & seminarios;

Coordenar intermamente 2 no cliente o desenvolvimento de produtos e servigos, através de intersgio de vendas com os
departamentos internos na Albany e o clients;

Estimular troca de conhecimento e experiencias de mercado e aplicagBc com empresas que tenham similaridade de negdcio,
através da participagio conjuntz em diversas stividades de interesses mituos, visande divulgaciio de marcs; busca de
conhecimenta.
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JOB DESCRIPTION

IDENTIFICATION

Job Title: Senior Technical Salesperson Date Written: 2007/12/06
Status: C.LL / Full time Date Revised: 2014/03/31
Department: EF Sales Reports fo: EF Sales Manager
Location: Indaizl Direct Reports: None
JOB SUMMARY

R ible for and i and ial marketing it

market, product and application developments in order to meet the goals set by the company in all of Latin America.

SAFETY AND PROCEDURES

® Respect and comply with zll the safety policies/procedures and necessary JIBS applicable to the job.
® Use appropriate PPE as identified in the Hazard Anzlysis for his/her DepartmentJob.

* Attend and participate in 3l safety training, meetings, audits and BBS.

® Report ALL obsarved hazards and situations. If capable, corract the identified hazard/situstion.

ESSENTIAL JOB FUNCTIONS

Responsible for szles and application in EF/IPS product lines (Tesxtile, Tannery, Corrugators, Monwovens, Fiber Cement and
Building products) in the Latin American region [Mexica to Chile);

. Reach the goals set in Albany's operating plan by carrying out 2n action plan with goals to be executed in the respective areas;

*  Promote products and services that contribute to the operating result at the customer through focus on product and service
Value;

. Ensure Albany’s products are correctly applied at the customer by providing consultancy, training and technical services, in
order to guarantee the desired performance and customer satisfaction;

. Mzke technical-commercial propossls aiming &t keeping the perenity of the business according to the guidelines in the
operating plan, through market study, internal cost anzlysis and value added to the product;

. |dentify new business opportunities attractive to the company, aiming st increasing market share and operating results
through market study [associations, sites, companies in the industry, equipment manufacturers);

. |dentify needs znd opportunities at the customers that contribute to the operating andfor financizl results through
conzultancy 2nd technical services;

. Disseminate market information obtained from customers, media and trade fairs and events in order to facilitste the setting
of actions and team synergy;
= Implement representatives’ activities and make sure the reported information and ne=ds provide results in accordance with

the company’s palicy and goals sat;

. Promote =nd strengthen slliances with strategic customers, such zs the main equipment manufacturers, through joint
participation in several activities of mutual interests in order to be the main reference as clothing manufacturer;

. Promete Albany’s image on the market by running techniczl seminars and marketing activities that strengthen the company’s
name on the market;

. Manitor competitors” actions on the market through customers” visits, market research mediz and events a
keeping Albany’s market share;

. Improve know-how of our products and services applications through technical-commercizl exchange with other Albany’s
plants, participation in technical courses, events and seminars;

ng at gaining or

®  Coordinate product and service developments internally and at the customer through interactions between szles and ather
internal departments at Albzny =nd the customer;

. Encourage market and application knowdedge and expertise exchange with companies in similar industry through joint
participation in several activities of mutual interest, siming at promaoting the brand and searching for knowdedge.
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REQUISITOS

- . . . Inglés avangado (obrigatoria);
Habilidades Requeridas: . Espanhal avancado |obrigatdrio).

Experiéncia Requerida: *  Sznos 28anos.

Engenharias:
. Mecénica ou
® Superior Completo .
P a Quimica ou
Formacdo Requerida: Texdil.
" MBA areas afins.

ASSINATURAS
Funciondrio: Data: 31/03/2014
Gestor: Data: _31/03/2014

;. REQUIREMENTS

. _ *  Advanced Engiish [required);
Reqmred Skills: . Advanced Spanizh [required).

Required Experience: *  From 5years to B years.

Engineering:
* Bachelor's Degree '\C"hezpn?gzlflilrﬂr
Education Requirements: Textile.
v MEBA related areas

SIGNATURES

Employee:

Date:  2014/03/31

Date: _2014/03/51

Supervisor:
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Attachment 3: Translation in the Newsletter - RArt
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Attachment 4: Pictures Showing Source and TargetsTan lllustrations
or Charts.

Picture 1: Source Language Slide (English) - Maiatece Course:

Equipment Life Curve

Equipment in start-up E quipment in Maturity EquipmentAgeing

Preventve
Main tenance

i
;
Infantile period ! Accidental period i
i
:
i

1234567 8 91011121314151617 18192021 222324 252627 2629 30 31 323334 3536 3738 3940 41 42
Life Time

Picture 2: Target language slide (Portuguese) nidaance Course:

Curva da Vida do Equipamento

Equipmento em Iniciagio Equipmento em Maturidade  E

Manutengio '
Preventiva o

Manutengio
Corretiva

' '
\
i i
Periodo Infantl 4 Periodo Acidental 1 Periodo de Desgaste
i '

Tt 3 S 7 8 11 13 15 17 19 29 23 25 27 29 31 33 35 37 39 4
Vida Util
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Picture 3: Source Picture and Text (English) - §afeaining Session.

POST AND RAILS ) mfm}\l?

TOEBOARD

& FT. MAXIMUM
BETWEEN POSTS

©J.J. Keller & Associates. Inc.

Picture 4: Target Picture and Text (Portuguesafet$ Training Session:

SUPORTES E BARRAS DARBA

IM-1 15M

NO MAXIMO 2,43M
ENTRE SUPORTES
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Picture 5: Source Language (English) MaintenancatCh

468-A Integrated Maintenance Checklist

% Last Date Next Date
Maintenance Completed Scheduled

Annual Maintenance: | \ ‘

18 months or 5000 hours
or 500 hours

Quarterly:
1) Electrical
2) Mechanical
Monthly: | | ‘ | ‘
Weekly: i i } i i ‘

Vibration Analysis Unger gevelopment
Predictive Maintenance Thermal Imaging under development
Qil analysis in operation

Picture 6: Target Language (Portuguese) Mainten@heet:
m

Maintenance

Lista de Checagem de Manutengao Integrada 468-A
Manutengﬁo Uglmmii:;a Préxima Data Marcada
Manutengéo Annual | | | |
18 Meses ou 5000 horas
ou 500 horas
Trimestral:
1) Elétrica
2) Mecanica
Mensal: ‘ ‘ ‘ ‘ ‘ ‘ ‘
Semanal:
. Andlise de vubragdo em desenvolviments
Manutencéao Preditiva [T T T —
Nalise 00 0/e0 B OpPeracan
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Picture 7: Source Language (English) HR Trainings&s:

K
o —_—. 1 Job Responsibilities
Vision, | What are our 2
£ - vision, mission_-
Mission
and Strategy 5 Performance
Howare Feedback
we doing? /
Department — —
Objectives, 3
Results 4
Individual
Needs
Picture 8: Target Language (Portuguese) HR TraiSiegsion:
: 1 Responsabilidades
Engajamento de Traballio
Como Qual éo BN,
posso meu
B ajudar? trabalho?
” 2
V_Isa?'  missioe
Mlssaf’ ’ | estratégias?:
e Estratégia 5 Feedback de
Desempenho

QObjetivos, ~ 3
Resultados do i '
Departamento 4

Necessidades
Individuais
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Attachment 5: E-mail messages showing requestsnierials to be
translated for publication in multiple locations.

E-mail sample 1:

——Mensagem original-—

De: Guaranha, Joao

Enviada em: terga-feira, 30 de setembro de 2014 12:41
Para: Pereira, Gregorio; Kannenberg, Darcio

Assunto: FW: Lost time accident in CVL

Gregari, favo@aduzi gyalocar para DDS.
Darcio, cuidado no HDu:
Tks

—----Original Message----

From: Vigeant, Stephane

Sent: terga-feira, 30 de setembro de 2014 09:27

To: Harvey, Bill Canon, Lug; Cho, Charles; Courcelles, Sebastien; Funk, Waldemar; Galan, Mario Alberto; Guaranha, Joao; Kaiser, Remy; Leboeuf, Jean-Philippe; Overstreet, Mark; Predignac, Yves;
Stechmesser, Karl; Maye, Steve; Thomas, Derrick; Viale, Mauro; Vistrain, Ricardo; Weibel, Christophe; Zhou, Robin; Williams Jr, Russell

Subject: Lost time accident in CVL

Hello everyone,
Here is the JSA for a lost time accident we had in CVL.
Do not hesitate to contact me if you have any question.

Stéphane Vigeant

Directeur d'usie

E-mail sample 2:

qui 03/04/2014 13:13
Meira, Fabio

RE: Training Materials / Template

To I Reis Junior, Junior
Message [ Exit Interview_PT.doc (96 KE)
Podes traduzir o anexo
abs

Junior

From: Whittle, Joanne

Sent: quinta-feira, 27 de margo de 2014 17:56

To: Korb, Carlos; Schmitt, Kristin; Diaz, Katherine; Morin, Diane; Wrenn IIL, Jim; Reis Junior, Junior; Aguirre, Arturo Francisco; Barber, Bruce
Cc: Siebel, Ann

Subject: Training Materials / Template

Hiall
Here s the presentation and template form taday.
Thanks for your attention and your participation. Hopefully, the template is effective, but there is always room for improvement, so | am open to suggestions!

Regards
Joanne

Joanne Whittle, | Manager, Human Resources Perth Plant
B.A., CHRP

Albany International Corp.

office: 613.264.3810
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E-mail sample 3:
ter 12/08/2014 07:44

Reis Junior, Junior
FW: Message from the CFO regarding Company Security

To Meira, Fabio

'ﬂ‘r’ou replied to this message on 12/08/2014 07:46.
This message was sent with High importance.

Message  [15]2014.08.11 CFO Company Security.docx (52 KE)

| need your efforts to translate this bulletin.; Is urgent!

tks
Junior

Mexico j Brazil 1 Canada {Fr.}j

From: Korb, Carlos
Sent: sequnda-fuira, 11 de agosto < 7:01 -

i i orin, Diang
* Message from regarding Compa

Importance: High

Hi.

The attached will be send out to all email users this afternoon and post to the portal.

We must to post it in.all plants (into local language).

Go ahead with thTranslation®ind let's post IT TOMORROW MORNING ON THE LOCAL BOARDS.
Let me know if you have any questions,

Regards,

Carlos.

Carlos F. Korb | Director of Human Resources Machine Clothing - Americas|
office: +1.843.567.5528 |cell: +1.843.749.0066 | carlos.korb @albint.com



