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Our program

choose languages for a translation project
make the most of your translation budget
choose the right mode of communication (written, audio, video)
develop content for your audience
get your content in front of diverse audiences

Today we will be covering how to:

This webinar aims to equip staff working in the aged care sector with knowledge,
skills and tips in creating effective translations for their consumers.
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Established in 2011
6,000+ projects delivered
Community translation specialists

Creative and Digital Communications Panel, Services Australia (Australian Government)
NSW Government Advertising & Digital Communication Services Scheme

Panellist/supplier on the:

About EthnoLink
We're on a mission is to connect Australia through language

We do this by partnering with leading organisations, helping them to communicate in over 150 languages.

A little about us

© Ethnolink 2021      www.ethnolink.com.au



What we do
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Our areas of speciality

Public Sector

Disability

Mental Health

Care Services

Aged Care

Community Services

General Health

Children & Youth

Women's Health

Education
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What is CALD?

have migrated to Australia from overseas
speak a Language Other Than English (LOTE)
represent different cultural backgrounds
have various religious beliefs.

CALD is an acronym that means ‘Culturally and Linguistically Diverse’. 

So, what does that actually mean?

In Australia, people from CALD backgrounds can be people who:

Important: People do not typically identify as 'CALD'.
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20% of Australians aged 65 and over were
born in a non-English speaking country

37% of Australians aged 65 and over were
born outside of Australia

206,000 Australians aged 65 have speak a Language Other than English (LOTE)
at home AND speak English 'not well' or 'not at all'.

Cultural Diversity in
Aged Care

Sources: Centre for Cultural Diversity in Ageing n.d.; Rawson 2019, and ABS, Census 2016
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Questions to ask yourself

 What is our objective?

 Who is our audience?

 How does our audience consume content?

 What content should we produce?

 How do we get our content in front of our audience?

1.

2.

3.

4.

5.

when preparing for translations
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 What is our objective?1.
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Quickly dispel myths about COVID-19

Increase CALD consumers' satisfaction with our aged care services

Increase CALD consumers' satisfaction with our aged care services
by 20%, by December 2022

What is our objective?
Always start with an objective

Good examples

Even better

Improve awareness of our family violence hotline amongst
people from CALD backgrounds
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ime-bound
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easurable
chievable
elevant

Choosing the right
objective

Practical Tip: Make your objectives 'SMART'

Increase CALD consumers' satisfaction with our aged care services by 20%,
by December 2022

T

S
M
A
R

Achievable? / Time-bound

MeasurableSpecific / Relevant
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2.Who is our audience?
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How to find out

Most common - Anecdotal evidence

Data collected internally (start collecting)

Information from within your organisation

Settlement Data, Department of Home Affairs

Census Data, Australian Bureau of Statistics (ABS)

Information from external sources
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Top 10 languages
spoken in
Australia
by people aged 65 and
over, who speak English
'not well' or not at all'
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Top languages
Recent migrants - people aged 65 and over

Source: Department of Home Affairs, Settlement Data Reporting, Jan 2016 - Sep 2020
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Choosing languages

Age

Gender

Practical Tip:  Consider your audience for each communication
product, not just for your organisation as a whole.

Language spoken

English language proficiency

Location (council area/city/state)

Arrival in Australia

Country of birth

Highest Level of Education

for CALD engagement campaigns

Literacy in native language
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Age - 70 years +

Gender - all genders

English Language Proficiency - Low/None

Location - Greater Melbourne

Using data
Objective: Improve understanding of COVID-19 for older people in Melbourne
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Reach vs Need

Mandarin
Cantonese
Arabic
Vietnamese
Italian
Greek

Burmese
Assyrian
Dinka
Karen
Swahili
Dari

Practical Tip: Consider choosing languages from both 'reach' and 'need' categories to
strike an appropriate balance

Example 
'Reach' Languages

Example
'Need' Languages
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ABS Census TableBuilder tool

Please note: at Ethnolink, we provide complimentary

language and cultural advice to anyone (even if you're

not already a client of ours), which means we can

provide you with a custom data report for no charge

How to get data
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3. How does our audience
consume content?
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Where and how?
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4. What content should we
produce?
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Well, how does your 
audience consume content?

Brochures & booklets
Posters
Easy Read publications
Plain language fact sheets
Fridge magnets
Direct mail-outs/letters
Website content
eLearning modules
Mobile apps

Animated explainer videos
Instructional videos
Online course videos
Subtitled vs Voice over
Mobile apps

Written Content Video Content
Radio Ads
Podcasts

Audio Content
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Communicate frequently
& across channels

Website content (micro-site)
Video on website
Factsheets (downloadable)
Monthly e-newsletter
Weekly SMS (weekly updates)
Printed-brochure mailed-out
Weekly podcast
Whatsapp group (daily)

Example Strategy
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Animated Videos

with subtitles with on-screen text
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Animated Videos 

https://disability.royalcommission.gov.au/publications/resources-tagalog© Ethnolink 2021      www.ethnolink.com.au



Plain Language Fact Sheets
and the importance of culturally adapted images
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Easy Read
Making your content accessible
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Easy Read
Making your content accessible
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Fact Sheets
and the importance of culturally adapted images
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Websites
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Social Media Tiles
for social media, Whatsapp & MMS etc

© Ethnolink 2021      www.ethnolink.com.au



Radio Ad

http://www.neda.org.au/community-radio-engagement-project
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5. How do we get our content
in front of our audience?
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Spread your content

Multicultural organisations
Ethno-specific oganisations

Digital Channels 

Email database
Social media
Paid ads (eg. Facebook)
healthtranslations.vic.gov.au/

Physical channels

Letter-box drops
Posters in community
Local libraries
Local newspaper

Partnerships

Multicultural/Ethnic Media

https://multicultural.nsw.gov.au/multicultural-media-outlets
https://www.multicultural.vic.gov.au/
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How to measure 
effectiveness of translations

If it's SMART, you can measure the effectiveness

Be sure to collect data for evaluation purposes

Go back to your SMART objective
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Some final questions

© Ethnolink 2021      www.ethnolink.com.au



How do I make the most 
of my translation budget?

Word count
Urgency
Typesetting requirements
Languages

Cut the fluff, reduce your word count
Consider Easy Read & Plain Language
Plan ahead
MS Word documents are more cost effective to
translate compared to Adobe InDesign
Subtitles are cost-effective vs voice over
Choose your provider wisely

What drives pricing? Tips

Practical Tip: plan your yearly budget with your translation provider, who can
help make your budget go far
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How should I get content
translated?

NAATI Certified
translators

Machine
Translation?

Translation
Company
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Should I test my 
translations with the community?

Practical Tip: Work with a translation company that has a vast panel
of translators
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Questions?
 

Use the Q&A Function

Founder & CEO
Costa Vasili

costa.vasili@ethnolink.com.au
0412 650 273
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