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An M&E industry that’s learned to adapt and excel
after a year like no other, for one

LOCALIZATION
Dubbing from home is a work in 
progress

SECURITY
How to beat piracy and secure your
business during a pandemic

SMART CONTENT 
The new ways content players are using 
data to connect with consumers

NEW WORKFLOWS
Adopting the latest tools fuels a 
successful change to remote work

WHAT’S NEXT? 
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LOCALIZATION

With thousands of pre-COIVD-19 produced programming already in the can 
around the world, the inability to resume new production with pandemic-re-
lated lockdowns, pretty much worldwide, led distribution companies, networks 
and studios to seek other avenues for their content. 

One obvious source was acquiring content from various global markets, 
opening up new opportunities to content producers around the world, to 
successfully market to every corner of the globe. Americans who have been 
immersed in domestic content for their entire lives were instead turning to 
film and TV from Germany, Turkey, Spain and other territories as Hollywood 
inventories became depleted.

It’s no secret that every feature film release date during the pandemic has 
been affected. And there’s mostly been little in the way of new productions. 
Releases of completed productions have been delayed, while others have seen 
early release dates on premium VOD platforms.

By Ken Lorber, President, CEO, The Kitchen International

HOW COVID-19 
HAS IMPACTED THE 
DUBBING BUSINESS

ABSTRACT: The pandemic resulted in massive upheaval in the entertainment business. 
For localization companies, however, 2020 has opened up new, unforeseen opportunities.
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Theatres have shut down, reopened in 
some locations, and then shut down again.

DUBBING’S BENEFIT
So, where does all of this leave dubbing 
companies? The answer: in business. There 
have been new and abundant opportunities 
for dubbing companies to share in new and 
expanded sources for business. Busy, back-
logged, with a heavy demand to translate, 
adapt and dub already-released content into 
multiple languages during the pandemic (at 
a most intense speed) has become the norm.

Interestingly, the scenario is the same 
everywhere. Older and already-released 
programs are resurfacing. Some are being 
edited to satisfy new audiences. New trailers 
and promos for this work are in demand, 
cut and created from existing footage, and 
we’re seeing requests to localize already re-
leased-and-broadcast programs in multiple 
languages.

The demands from Netflix, Hulu, Ama-
zon and the like have increased, as viewer-
ship for these platforms has done the same.

Broadway shut down. In-person concerts 
still can’t happen. Zoom productions or 
performances in front of empty seats — 
all with less than stellar connectivity or 
production value — has become the best 
available in these challenging times. It’s 
been slim pickings for entertainment.

So, with the need for localization of 
product continuing to grow domestically 
and globally, The Kitchen, as well as other 
localization studios worldwide, are running 
at near capacity, and often with over-
flow work, to meet new demands for old 
video content. With locations in a dozen 
countries worldwide, each with different 
laws, rules and COVID-19 regulations, The 
Kitchen has developed remote-dubbing 

OLDER AND ALREADY-RELEASED programs are resurfacing. 
Some are being edited to satisfy new audiences. New trailers 
and promos for this work are in demand, cut and created from 
existing footage, and we’re seeing requests to localize already 
released-and-broadcast programs in multiple languages.

Ken Lorber is president and 
CEO of The Kitchen, where 
he oversees the day-to-day 
operation of the company, 
which has studios in 13 
countries, with more than 50 
global dubbing suites, and 
over 100 international full-
time staff.  
klorber@thekitchen.tv  
@thekitchenmiami

capabilities at most of its studios, with ex-
tremely strict sanitation procedures as part 
of the “new normal” throughout.

THE GOOD AND THE BAD
Have we been negatively affected at all 
as a global provider of language services? 
Yes, of course we have. I can’t think of a 
business that hasn’t been affected in some 
way. The good news is that we’ve learned 
how to adapt our internal workflow to the 
new normal. No previous occurrence in my 
lifetime has provided guidance to deal with 
a global pandemic. Never before has there 
been no end game … no completion date. 
There’s still no end in sight at the time of 
this writing.

With approved, remote-recording 
capabilities, we’ve actually increased our 
talent pool extensively. We are able to take 
advantage of native-speaking talent across 
the globe. This is a definite plus, not only for 
dubbing studios, but for the talent as well. 
We’re keeping jobs alive, which can’t be said 
for many parts of the local production and 
entertainment communities.

Our goal has always been the same: to de-
liver quality dubbing and subtitling product, 
on time; to keep our staff, freelancers and 
talent working; to maintain safe in-studio 
procedures for all.  The pandemic has cer-
tainly tested us as an industry, and although 
we are all still learning, I do believe The 
Kitchen — and the localization industry at 
large — has more than exceeded these new 
demands.   




