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SDLSynergy2006

“We now have the ability to share our TMs via the web across our entire organization. 
Giving our Project Managers and contractors real-time, 24/7 access to our TMs is a huge 
advantage. We can now split large projects with the confidence that our linguists will be 

consistent with other team members' work as well as legacy translation in our TMs.”

     Peter Argondizzo
     Operations Manager, Argo Translation, Inc.

SDL Synergy is a new translation management system, 
providing cost-effective central data management, task 
automation, and live project tracking for workgroups.

Centralize… online Translation Memories
• Real-time connectivity for local and remote translators
• Increase the consistency of translations
• Control levels of user access to TMs 

Automate… repetitive, manual project management tasks
• Eliminate manual tasks such as client project setup
• Create client profiles for storing language configurations 

and filter options
• Run customer-specific quotations

Track… current projects real-time
• Powerful project tracking to ensure accurate project 

management
• Track unlimited projects with easy to use, web-based 

navigation system
• Detailed statistics on un-translated, translated and 

partially matched sentences

With SDL Synergy, language service providers and 
corporate language departments can start to benefit 
immediately from reduced project management costs 
and increased quality of translations.

To find out more, visit www.sdl.com/synergy

Redefining CAT - A translation management 
system for workgroups

Centralize.  Automate.  Track.

Global Information Management
Accelerating Global Content Delivery
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HHappy new year! And welcome to the new MultiLingual.

What’s new is partly substance — our increasingly wide-ranging subject 
matter — and partly a matter of style. For starters, we shortened the title from 
MultiLingual Computing & Technology to MultiLingual (which is what many of 
you called us already). And then we thought about how we wanted the magazine 
to look and feel now — to help all readers to navigate and use the magazine easily, 
introducing newcomers to the language industry while continuing to present the 
news and information that experienced language professionals expect and require. 

At Localization World Seattle 2005, we saw clearly that the distinction between 
“vendor” and “client” has become almost meaningless. Language service providers, 
tool developers, localization fi rms and end users are all vendors and clients to one 
another. Translators, tool developers, localizers, project managers — everyone who 
loves languages and works with language tools needs to share ideas and concerns. 
This magazine is a place for that discussion. Here are some of the new elements:

 Those color tabs that “bleed” off the pages mark the various sections for your 
quick reference: red for news and calendar, orange for reviews, blue for feature 
articles, light green for buyer’s guide — and gold for the “up front” keys to it all.

Some of the most expert experts we know have accepted our invitation to 
write columns (burgundy tabs) — in this issue, technical communicator Kit Brown, 
geographer Tom Edwards and international marketer John Freivalds.  And Hans 
Fenstermacher offers a “takeaway.” 

A new Basics section (light blue) will provide terminology and other helps for 
people new to localization and language technology.

We haven’t changed our commitment to bringing you outstanding information 
and ideas from the world’s leaders in translation, localization, international software 
development and language technology. So, in this issue you’ll fi nd 

in Tools, a focus on translation memory with an overview by Jost Zetzsche and 
contributions from Bernard Normier and Daniel Gervais, as well as a report on the 
Translation Tools Forum at the American Translators Association conference;

in Business, a focus on call centers with an article from Erik Granered, who 
literally wrote the book on the subject (Global Call Centers: Achieving Outstanding 
Customer Service Across Borders and Time Zones), the story of Nicaragua’s effort 
to become the “new India” by Daniel Wyld, and a report on a localization class 
project with real-world effect by Debbie Folaron and Philippe Mercier;

 in Tech, an outline of the history of character encodings by Brooks Kline and 
survey results about who’s using Unicode resources and how by Asmus Freytag;

 in Reviews, the Heartsome Translation Suite (Ignacio Garcia and Vivian 
Stevenson), the localization suite CATALYST 6 (Thomas Waßmer) and the book 
TRADOS for Dummies (Dena Bugel-Shunra).

And a new Getting Started: Europe guide offers practical information 
about working in the region, wherever you’re coming from.  ¡Salud!
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About the Cover
Artist Xu Bing created this piece for us in his New English Calligraphy technique, 
which, like much of his work, offers a new way to look at language. Recipient of a 
1999 MacArthur Award, Xu Bing has explored art, language and society in instal-
lations such as Reading Landscape, Book from the Sky and Tobacco in galleries 
and universities around the world. For more information, see www.xubing.com  
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You need a localization partner large enough to have
advanced technology and global reach, yet agile enough
to respond to your evolving needs with the customer
care you expect. Merrill Brink International has a long
history of developing innovative language solutions that
help our clients stay ahead of the competition. Contact
us to learn how we can help unlock your global potential.

www.merrillbrink.com

Translation | Localization | Internationalization | Globalization
e-Learning | Custom Solutions
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Up Front

Online magazine information 

Our website contains almost 900 featured 
articles, book and product reviews from the 
magazine. These articles are in the form of 
single viewable articles or in our downloadable 
pdf Getting Started Guides. Speaking of down-
loading, you can also download our Resource
Directory and Editorial Index issues from the 
past three years.

Need to renew your subscription? Change 
your address? You can do this easily online 
through the Magazine/Subscriptions tab.

Are you interested in submitting an article or 
idea for an article to the magazine? We would 
love to hear from you! Information is available 
online showing editorial guidelines and upcom-
ing topics of interest.

Is there an older issue of the magazine that 
you’d like to get your hands on? Check out the 
back issue information in our magazine section 
on the website.

eBooks

We offer useful infor-
mation in the form of 
eBooks. These valuable 
resources can be found 
only at www.multilingual.
com/eBooks

Here you will fi nd the 
fi rst three sections of Bill 
Hall’s book on .NET glo-
balization and George 
Bell’s classic on alpha-

numeric identifi cation of Chinese characters.

All the news that’s fi t to print

Our news items are updated daily. The latest 
news items are shown on our home page. 

Interested in historical information? We have 
a searchable database of over 4,600 news items 
dated from March of 1994 until now. You can 
check out company or product history, or fi nd 
when it was announced that someone changed 
companies. The url www.multilingual.com/news
is a quick link to this information.

If you would like a free e-mail of news every 
two weeks, you can subscribe to our newsletter, 
MultiLingual News, at www.multilingual.com/
multilingualNews

How to use www.multilingual.com

GO TO the home page to see daily news 
updates and links to new website content as well 
as current job postings.

DOWNLOAD the Getting Started Guides at 
www.multilingual.com/supplements

RESEARCH past articles by looking through 
our list of online articles at www.multilingual
.com/featuredArticles

FIND a technology or service by searching our 
database of over 1400 Industry Resources at 
www.multilingual.com/industryResources

KEEP UP TO DATE with current industry 
news at www.multilingual.com/news

PLAN your travels by checking the calendar 
of events at www.multilingual.com/calendar

on the web at www.multilingual.com

GLOBALIZATION
HANDBOOK

FOR THE MICROSOFT
.NET PLATFORM

BILL HALL

GLOBALIZATION
HANDBOOK

FOR THE MICROSOFT
.NET PLATFORM

A GUIDE FOR PROGRAMMERS,
ARCHITECTS AND QA PERSONNEL

PART III

BILL HALL
MLM ASSOCIATES, INC.
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Announcements

Moravia IT wins 
Dun & Bradstreet award

Moravia Worldwide, a globalization 
solutions provider, has announced 
that it has ranked fi rst in the Dun & 
Bradstreet (D&B) Czech Republic com-
petition titled “Best Company Accord-
ing to the Globally Recognized D&B 
Standards.” Moravia attributes its high 
grading to its conservative fi nancial 
policy and controlled growth over the 
past fi fteen years.

The competition evaluated Czech 
exporting companies by using the 
recognized D&B rating and evalua-
tion methodologies, which provide 

a standardized assessment of a company’s 
fi nancial strength and health. The competi-
tion was backed by the Czech governmen-
tal organization CzechTrade.
Moravia WorldwideMoravia Worldwide, 
europe@moraviaworldwide.com, 
www.moraviaworldwide.com

Language Weaver given excellence 
award from Tech Coast Angels 

Language Weaver, a developer of enter-
prise software for the automation of human 
language translation, has been honored 
with an excellence award for outstanding 
business performance from Tech Coast 
Angels (TCA). TCA is a source of fi rst-time, 
startup and early stage funding and was 
one of the early seed investors in Language 
Weaver when it was launched three years 
ago. Language Weaver’s CEO Bryce Ben-
jamin credits the company’s success and 
growth to its innovative technology, the 
globalization of business, and increasing 
government and enterprise needs for auto-
mated translation. 
Language WeaverLanguage Weaver, 
info@languageweaver.com, 
www.languageweaver.com

Convergys receives 
Technology Innovation award 

Frost & Sullivan, a provider of growth 
consulting services, has presented Conver-
gys Corporation with its “2005 Award for 
Technology Innovation” in the fi eld of voice 
recognition technologies. Frost & Sullivan 
chose Convergys because of SpeechPort, the 
company’s VoiceXML-based, open-hosted 
platform for speech applications. SpeechPort 
is standards-based and provides telephony 
access in addition to speech recognition and 

N
ew
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text-to-speech resources capable of simul-
taneously supporting thousands of callers.
Convergys CorporationConvergys Corporation, www.convergys.com

VocaLink given national recognition
DiversityBusiness.com,  a membership-based 

exchange platform that facilitates contacts 
and communication, has named translation, 
website localization and interpreting fi rm 
VocaLink Language Services as one of the top 
woman-owned businesses in Ohio. VocaLink 
has realized consistent and 
signifi cant revenue and cus-
tomer growth since 2000. 
Founded in 1995 by CEO 
Amelia Rodriguez, VocaLink 
is a certifi ed Minority Busi-
ness Enterprise and Women’s 
Business Enterprise.
VocaLink Language ServicesVocaLink Language Services, 
languages@vocalink.net,
www.vocalink.net

Mycom France 
manager obtains 
certifi cation

Mycom France, a subsid-
iary of Mycom International, which provides 
wireless network telecom software and 
services, has announced that Jeff Allen, its 
product division manager of quality sys-
tems, obtained offi cial certifi cation in Sep-
tember 2005 as a company auditor of the ISO 

9001:2000 quality management standard. 
After holding several positions at Mycom 
over the past four years, Allen’s current 
role involves implementing ISO 9001:2000 
within several subsidiaries of the group and 
hosting all customer and partnership quality 
audits of the product division. In June 2005 
Allen also obtained offi cial certifi cation as 
a dictionary developer for all versions of 
PROMT machine translation (MT) software. 
This certifi cation validates his work during 

the past few years in producing 
case studies that demonstrate 
benchmarked translation pro-
ductivity measurements in using 
PROMT-based MT software.
Mycom FranceMycom France, 
products@mycom-int.com, 
www.mycom-int.com

Eriksen receives
BUSINYS grant

Eriksen Translations, Inc., a 
provider of multilingual services, 
has been awarded a grant of 
$41,291 from Building Skills in 
New York State (BUSINYS). The 

grant allows Eriksen employees to receive 
training designed to keep the company 
on the forefront of evolving technolo-
gies and business practices. The BUSINYS 
grants, administered by the New York 
State Department of Labor, are intended to 

Deloitte & Touche recognizes industry companies
Fonix Corporation, a communications and technology company providing integrated 

telecommunications services and speech technologies, ranked #105 on the “2005 Deloitte 
Technology Fast 500,” a ranking of the 500 fastest growing technology companies in North 
America. Rankings are based on percentage revenue growth over fi ve years, from 2000-
2004. Fonix grew 2,168% during this period. 
Fonix CorporationFonix Corporation, sales@fonix.com, www.fonix.com

Welocalize, a localization and translation services provider, has been named to Deloitte 
& Touche’s “Technology Fast 50” program for the Maryland area for the fi fth year straight. 
Rankings are based on the percentage of growth in fi scal year revenues from 2000-2004. 
Welocalize’s increase in revenues of 212% from 2000 to 2004 resulted in a #24 ranking 
overall. Welocalize has also been ranked #407 on Inc. magazine’s 24th annual Inc. 500 
ranking of the fastest-growing private companies in the United States. 
WelocalizeWelocalize, info@welocalize.com, www.welocalize.com

Translations.com has been named to Deloitte & Touche’s “Technology Fast 50” for New 
York. Rankings are based on the percentage of growth in fi scal year revenues over fi ve 
years. Translations.com’s selection was based on revenue growth for the period as well as 
strength garnered from strategic acquisitions. The company provides website localization 
and globalization management software for a diverse set of clients from virtually every 
major industry.
Translations.comTranslations.com, info@translations.com, www.translations.com

Deloitte has once again recognized VistaTEC as one of the 50 fastest growing technology 
companies in the “Deloitte Ireland Technology Fast 50 Program.” VistaTEC has been listed 
every year since Deloitte inaugurated the program six years ago.
VistaTECVistaTEC, info@vistatec.ie, www.vistatec.ie
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enable companies to help their employees 
stay competitive in the global economy. 
The training will include workshops with 
TRADOS, the software most commonly used 
by translators and project managers. 
Eriksen Translations Inc.Eriksen Translations Inc.,
info@erikseninc.com, www.erikseninc.com

Applied Language Solutions wins 
contract, ATL Enterprise Award 

Applied Language Solutions, a translation 
services provider, has been awarded a con-
tract to translate the Industrial Development 
Report 2005 for the United Nations Indus-
trial Development Organisation (UNIDO). 
The report is UNIDO’s fl agship publication.

Applied Language Solutions has also been 
awarded the ATL Enterprise Award for 2005, 
given to independently owned businesses 
formed within the last three years. The awards 
were sponsored by Yorkshire Forward, Busi-
ness Link for West Yorkshire, UKTI, Barclays 
Bank and KPMG.  
Applied Language SolutionsApplied Language Solutions,
enquiries@appliedlanguage.com, 
www.appliedlanguage.com

One Planet CEO 
elected to ECCMA board

The president and CEO of One Planet 
Corporation, Gregory Zaretsky, was recently 
named to the board of directors of the 
Electronic Commerce Code Management 
Association (ECCMA). The mission of ECCMA 
is to develop, maintain and promote the 
Open Technical Directory as an interna-
tional, open standard descriptive language 
for cataloging individuals, organizations, 
locations, goods and services. 
One Planet CorporationOne Planet Corporation, 
contact@one-planet.net,
www.one-planet.net 

BBN Technologies awarded 
contract in defense funding

BBN Technologies, a technology and 
research and development fi rm, has been 

awarded $16.4 million by the Department 
of Defense’s Defense Advanced Research 
Projects Agency to develop a system for the 
Global Autonomous Language Exploitation 
initiative to solve the human language 
technology problem of transcribing speech 
and computer-encoded text directly into 
English text. BBN’s approach aims to 
maximize accuracy by integrating the 
transcription, translation and distillation 
components into a single process instead 
of using the traditional linked approach of 
speech-to-text followed by machine trans-
lation and distillation. 
BBN TechnologiesBBN Technologies, www.bbn.com

Changes

WH&P plans expansion
WH&P has decided to expand to Cen-

tral Europe, East Asia and South America. 
To this end, the owner and cofounder of 
WH&P, Günther Höser, has entered into a 
partnership with Dominique Trouche, who 
has worked for large corporations such as 
Alcatel, Ascom and Wolters Kluwer Groups 
in the United States and Western and 
Central Europe. The fi rst Central European 
offi ce was opened in early November 2005 
in Bratislava, Slovakia. WH&P, founded in 
1994 with head offi ces located in Sophia 
Antipolis on the French Riviera, provides 
services and consulting of the multilingual 
translation of software, documentation and 
websites for major multinational corpora-
tions from the fi nancial, IT, manufacturing, 
medical and travel industries.
WH&PWH&P, customer.support@whp.fr, www.whp.fr

News

Idiom announces changes in pricing, packages, partnerships
Idiom Technologies, Inc., a provider of globalization management systems to work with 

company content management systems for large enterprises, has announced availability 
of new confi gurations of its WorldServer software for small to medium-sized enterprises. 
The company also is making the software available for internal use to localization service 
providers (LSPs) in a partnership plan.

Approximately 24 LSPs had installed WorldServer software at the time of the announce-
ment. These installations of WorldServer platform will offer the same system as the unlim-
ited large-enterprise product but on a smaller scale. The new packages include those scaled 
for up to 20 users; up to 10 users; and up to 5 users.

Idiom Technologies, Inc.Idiom Technologies, Inc., info@idiominc.com, www.idiominc.com

Alchemy opens German offi ce,
releases Layout Manager

Alchemy Software Development, a devel-
oper of visual localization solutions, has 
announced that Eric Anderson has joined 
the company as regional sales manager for 
its new offi ce based in Aidlingen, Stuttgart, 
Germany. Anderson will enhance the pres-
ence of Alchemy Software Development in 
the German market and focus on providing 
expanded sales and support services to its 
rapidly growing base of enterprise clients. 
The German offi ce will focus on the expan-
sion of Alchemy’s reseller and consultancy 
network and the management and provi-
sion of services for corporate clients such 
as Siemens, Philips Medical Systems, Dräger 
Medical Solutions and DaimlerChrysler.

Alchemy has also released Alchemy Layout 
Manager. The new software is a productivity 
application for localization engineers that 
reduces the time to resize and reposition the 
user interface.
Alchemy Software DevelopmentAlchemy Software Development,
info@alchemysoftware.ie,
www.alchemysoftware.ie

Lionbridge expands 
India-based business

Lionbridge, a provider of globalization 
and offshoring services, is highlighting 
its global service offerings and outlining 
the company’s plans for growth in India. 
Lionbridge is an outsourcing organiza-
tion that is focused on the intersection of 
code and content and has approximately 
1,100 employees in Mumbai, India, and 
recently opened a second solution center 
in Chennai, which hosts an additional 200 
employees.

Lionbridge also provides specialized soft-
ware testing services including localization 
testing and automation testing. VeriTest, 
the testing division of Lionbridge, provides 
performance testing and certifi cation.
Lionbridge IndiaLionbridge India, 
rohit.rana@lionbridge.com, 
www.lionbridge.com

Noraktrad in new Madrid offi ces
Noraktrad, a company focused in the 

fi eld of technical-scientifi c translations, has 
recently moved to its new Madrid offi ces 
in the Plaza de Castilla area. The new 
premises have cutting-edge communication 
and information systems to help give the 
company the best possible response to its 
clients. The company maintains its continu-
ous growth rate, strengthening its foothold 
in the specialized and related translation 
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News
markets. The group’s regional offi ces in Bar-
celona, Majorca and Munich also continue 
at full force.
NoraktradNoraktrad, S.L. - Grupo NORAKS.L. - Grupo NORAK, 
noraktrad@norak.com, www.norak.com

Austin Test becomes Bridge360
Austin Test, Inc., a quality assurance and 

localization provider, has announced that it 
is changing the company name to Bridge360 
to better refl ect the company’s business 
strategy. The new brand identity, including 
logo and website, was also unveiled. Founded 
and funded by Brenda Hall and Fermín Návar, 
Austin Test’s goal was to support quality 
assurance needs for technology companies. 
Over the past four years, the company placed 
additional focus on exporting international-
ized software. As the internationalization and 
localization side of the business grew, as well 
as the quality assurance customer base, Aus-
tin Test became much more than a local test 
company and outgrew its name. 
Bridge360, Inc.Bridge360, Inc., www.bridge360.com

AAA Language Services 
announces name change

AAA Language Services, Inc., has changed 
its operating name to Iterotext, effective 
October 24, 2005. With nearly 30 years of 
experience serving the multilingual infor-
mation needs of its clients nationwide, Iter-
otext has now become both a technology 
innovator as well as documentation services 
company, specializing in the complete life 
cycle of foreign-language documentation. 
IterotextIterotext, carlh@iterotext.com, 
www.iterotext.com

Crimson Language Services 
joins TransPerfect group

TransPerfect Translations, a multilingual 
communication services provider, has added 
Crimson Language Services to its growing 
family of companies. The merger creates a 
newly-formed life sciences division that com-
bines Crimson’s ISO 9001:2000/ISO 13485: 
2003 certifi ed quality system and patent-
pending risk management methodology with 
the production resources and localization 
talent of TransPerfect and its software local-
ization unit, Translations.com. 

Crimson’s Financial Translations unit will 
be combined with TransPerfect’s existing 
fi nancial practice group. Included in the 
merger are quality system and intellectual 
property assets, specifi cally designed for 
high-risk translation applications. As part of 
the arrangement, TransPerfect also stands to 
gain ownership of the industry’s fi rst-ever 

Letters
Math got ‘lost in translation’ 

I found the article “TRADOS and the Evolution of Language Tools” by Ignacio Garcia 
and Vivian Stevenson (#75 Volume 16 Issue 7) to be very informative, but I have to 
take issue with the math in the following sentence: “But could all this mean SDL 
adding TRADOS 71% to its own 28%  — based on LISA fi gures  — to create a staggering 
99% monopoly?” 

As the article quoted the LISA survey fi gures earlier (TRADOS 71%, SDLX 28%, Déjà 
Vu 24%, Transit 19%, Wordfast 18%), we can see that the total does not add to 100% 
(presumably because some users or companies own several programs), but to 160%, 
so that the simple addition of TRADOS to SDLX would create a market share that is 
considerably lower than 99%.

Frank Dietz, Dietz TranslationsFrank Dietz, Dietz Translations

Review Reviewed
(The author of Translation Contract: A Standards-Based Model Solution, reviewed in 
#76 Volume 16 Issue 8, responds to the review.)

Wouldn’t it be nice if all a translation buyer had to tell a translation service provider 
was “One quality translation, please”? The problem with that, of course, is that typically 
the parties in a translation project have very different ideas of what a quality trans-
lation actually is. Some service providers may convince themselves, and others, that 
after decades of working in this industry they know exactly what constitutes a quality 
translation, ignoring the fact that no two translation projects are exactly the same.

So what is a quality translation? According to ISO 9000, the matter is rather simple: 
A quality job is one that meets the requirements of the customer. For those who sub-
scribe to this philosophy, it is understood that it is always the customer who decides if 
a project was carried out properly, regardless of how well service providers think they 
understand their business.

Consequently, the key to success in this — and any other — industry is that the ven-
dor has a complete understanding of the buyer’s requirements for any given project. 
For instance, it is imperative that the parties not only discuss terminology, but specify 
in detail how to handle terminology work. It is not enough for translators to simply 
count on their excellent dictionaries. If they use ISO standard terminology for their 
project, but those terms do not match what the client uses, those ISO terms are the 
wrong terms. That’s why the translation buyer needs to specify:

• the use of translation memories or aligned texts for reference (p. 47) or
• the use of specifi c documents for terminology extraction (p. 48) or
• the use of specifi c documents for background information (p. 51) or
• the use of specifi c dictionaries (p. 57).
While some of your readers may join your reviewer in calling this “over-specifi cation,” 

I maintain that the worksheets in Translation Contract: A Standards-Based Model 
Solution serve two essential purposes:

• they help translation buyers understand and communicate to translation ven-
dors the requirements for a particular project and

• they help both parties structure their project by clearly defi ning who does what 
and when.

The beauty of Translation Contract: A Standards-Based Model Solution is in its 
modular design. I would argue that “over-specifi cation” is not possible with my solu-
tion — because the vendor and buyer only use what they feel is important enough 
to include in the contract. Use what you need, disregard the rest — but if you need 
it, it’s there.

Granted, the book is not a good candidate for the coffee table. However, I expect 
your reviewer would agree that my model solution compares favorably with the few 
other works that cover the same ground, in terms of both readability and usability.

Uwe Muegge, Global Translations Solutions, MedtronicUwe Muegge, Global Translations Solutions, Medtronic

If you have comments or questions, please send them to editor@multilingual.com.
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risk management patent. Based on Crimson’s 
certifi ed quality system, the patent-pending 
methodology controls translation risk at 
both the resource and the process levels.
TransPerfect TranslationsTransPerfect Translations,
info@transperfect.com,
www.transperfect.com
Crimson Medical TranslationCrimson Medical Translation, 
info@crimsonlanguage.com,
www.medical.crimsonlanguage.com

Collaboration

PASS Engineering works 
with IGNITE to research projects

PASS Engineering is helping with the 
IGNITE project, an EU-funded project that 
is developing methodologies and scenarios 
for a showcase of state-of-the-art local-
ization processes and resources. IGNITE 
aims to demonstrate the advantages of 
standard compliance in the localization 
process for digital content developers and 
technology solution providers alike. In 
addition to PASS Engineering, the partners 
in the IGNITE project include Vivendi Uni-
versal Games, VeriTest and the Localisation 
Research Centre. 

PASS is also participating in DANDELION, 
a research project funded by the state of 
North Rhine Westphalia and coordinated by 
the Institute for Information Management at 
the University of Applied Sciences in Cologne. 
DANDELION’s objective is to develop a suitable 
classifi cation and description of the language 
data processed — so-called localization units. 
It also aims to defi ne a corresponding data 
model to be used for the administration and 
processing of these localization units in dif-
ferent types of tools such as localization tools, 
translation memory systems and terminology 
databases.
PASS Engineering GmbHPASS Engineering GmbH, 
info@passolo.com, www.passolo.com

PhoneidoS uses ViaVoice 
Speech Recognition engine

Wizzard Software, a speech technology 
application developer, has announced that 
Gruppo Soluzioni Tecnologiche (GST) has 

again chosen IBM’s ViaVoice Speech Rec-
ognition engine, complemented by the IBM 
Specialty Medical Vocabulary package, as 
the core speech technology for PhoneidoS, 
GST’s product suite of vocal applications 
for radiology equipment.

 GST develops specialized platforms for 
dictation for any medical organization or 
software house operating in the healthcare 
sector. PhoneidoS is currently being used by 
radiologists throughout Italy and the United 
Kingdom, and GST has recently expanded 
distribution into the United States. GST 
offers Spanish, German and American Eng-
lish versions of its product suite.
Wizzard Software Corp.Wizzard Software Corp., 
sales@wizzardsoftware.com, 
www.wizzardsoftware.com

NVTC and IBDP adopt GPI’s 
translation services portal

Globalization Partners International 
(GPI), a provider of website, software and 
documentation translation services, has 
announced that two organizations have 
adopted its translation services portal 
(www.translationportal.com). The Northern 
Virginia Technology Council, a technol-
ogy council, and the Mason Enterprise 
Center’s International Business Develop-
ment Program, a business accelerator, are 
both offering customized versions of GPI’s 
translation services portal as an additional 
membership benefi t. 

The translation services portal was launched 
in the summer of 2005 and provides mem-
bership organizations, franchises, incubators, 

technology parks and business accelerators 
with secure access to language translation 
services at volume discount pricing via their 
own custom branded portals.
Globalization Partners InternationalGlobalization Partners International,
info@globalizationpartners.com, 
www.globalizationpartners.com

VistaTEC beta tests 
Idiom WorldServer

VistaTEC is launching a partnership with 
Idiom Technologies, Inc., as part of its 
ongoing strategy to increase productivity 
and add value. VistaTEC is currently beta 
testing Idiom’s WorldServer, a globaliza-
tion solution, with a view to implement 
it into applicable parts of the localization 
workfl ow. Whenever possible, VistaTEC uses 
existing, commercially available solutions 
that are transparent to its clients, instead 
of reinventing the wheel with proprietary 
tools. Once VistaTEC has completed its fi nal 
evaluation on the beta program results, an 
implementation plan will be set in motion.
VistaTECVistaTEC, info@vistatec.ie, www.vistatec.ie
Idiom Technologies, Inc.Idiom Technologies, Inc., info@idiominc.com, 
www.idiominc.com

IBM uses LAS software
Language Analysis Systems (LAS), has 

teamed with IBM to offer its name rec-
ognition technology with IBM’s identity 
recognition products. Through its intensive 
analysis of almost one billion names col-
lected worldwide, LAS has automated 
the linguistic rules, which process names 
used throughout the world to defi ne fast, 

Language notes from the news
Official languages of the European UnionOffi cial languages of the European Union — Will the EU be forced to choose two or 
three working languages, like the United Nations, or will it attempt to continue 
using twenty-one (and maybe more) languages? Balancing ideals of fairness with 
practicality continues to be a challenge. An extensive article (see www.thegeorge
townindependent.com) examines various aspects of the issue. In another recent 
article (www.guardian.co.uk/eu/story/0,7369,1588610,00.html), despite the US$1-
billion cost of translation at the EU, an English-to-Maltese translator comments, 
“Culturally, intellectually, academically and even psychologically, the more lan-
guages you have, the better.”
Bosnia, Macedonia and KyrgyzstanBosnia, Macedonia and Kyrgyzstan — Translation of the constitution of Bosnia and 
Hercegovina into Bosnian, Croatian and Serbian has begun, ten years after it was 
written in English during peace talks, reports Gordana Katana of the Balkan Crisis 
Report. In Macedonia, adoption of a new overall law governing the use of Albanian 
(spoken by about 25% of the population) has been delayed. The ethnic Albanian 
Democratic Union for Integration wants offi cial-language status for Albanian, 
report Tamara Causidis and Muhamed Aekiri of Balkan Insight. Meanwhile, in 
Kyrgyzstan, where Russian is an “offi cial language” with elite status, interest in the 
“state language,” Kyrgyz, has increased, especially since the March revolution, 
according to Cholpon Orozobekova in Reporting Central Asia.
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translations vendor. Specialization in the 
medical regulatory industry along with 
ISO 9001:2000 compliance was mandatory. 
MAQUET Critical Care was also impressed 
with ForeignExchange’s proprietary Multi-
lingual Compliance Process, a standardized 
tracking system that provides in-depth 
measurement of a project’s process and 
results. The three main facets include certi-
fi cation of linguists, best-of-breed technol-
ogy, and the tracking and measurement of 
quality data.
ForeignExchange TranslationsForeignExchange Translations, 
www.fxtrans.com

Basis allies with TEMIS,
licensed by Microsoft

Basis Technology, a solutions provider for 
multilingual computing and information 
retrieval, and TEMIS, a text-mining enter-
prise solutions provider, have entered into 
a business alliance to develop multilingual 
text-mining applications for government 
and commercial markets. The integration 
of TEMIS Insight Discoverer solutions for 
European languages and Basis Technology’s 
Rosette language analysis system for Asian 
and Middle Eastern languages has enabled 
Basis Technology to add sixteen additional 
European languages to its Rosette Lin-
guistics Platform and TEMIS to add Asian 
and Arabic languages to both XeLDA and 
Insight Discoverer Extractor.  

Microsoft has licensed Rosette language 
analyzers for Chinese and Japanese to sup-
port the expansion of MSN Search into 
Asian markets. The Rosette analyzers are 
software components that enable infor-
mation retrieval applications and search 
engines to understand queries and search 
web pages in foreign languages. Microsoft 
has been using the Rosette Linguistic Plat-
form since the launch of the MSN Search 
beta in late 2004.
Basis Technology Corp.Basis Technology Corp., info@basistech.com, 
www.basistech.com
TEMISTEMIS, info@temis-group.com, 
www.temis-group.com

Lingsoft and Neoxen
integrate software

Lingsoft, Inc., a natural language pro-
cessing specialist, and Neoxen Systems, 
an international software company, have 
signed a partnership agreement to develop 
Disciplined Documentation Platform for 
professional Microsoft Offi ce users. Lingsoft’s 
language processing platform combined 
with Neoxen’s mass modifi cation technol-
ogy will allow users to apply language 

processing operations to a huge amount of 
documents concurrently with metadata and 
content modifi cations. Lingsoft produces 
the proofi ng tools for all Nordic languages 
included in Microsoft Offi ce. 
Lingsoft, Inc.Lingsoft, Inc., info@lingsoft.fi , 
www.lingsoft.fi
Neoxen SystemsNeoxen Systems, info@neoxen.com, 
www.neoxen.com

Translations.com partners with 
content management companies

 Translations.com and FatWire Software 
have debuted a combined product offering 
designed to eliminate barriers to cooperation 
between global resources. The integration 
of FatWire Software’s content management 
application, Content Server, and Translations 
.com’s Globalization Management System, 
GlobalLink, provides a collaboration-based 
solution for localizing global content into 
multiple languages. 

Translations.com has also entered a stra-
tegic partnership with Percussion Software. 
The integration of GlobalLink as a multi-
lingual module for Percussion’s fl agship 
RhythmyxTM 5.7 Content Management 
System solution allows content managers 
to produce and update global content in as 
many as 100 languages.
Translations.com Inc.Translations.com Inc., 
boston@translations.com,
www.translations.com
FatWire CorporationFatWire Corporation, sales@fatwire.com, 
www.fatwire.com
Percussion Software, Inc.Percussion Software, Inc.,
questions@percussion.com,
www.percussion.com

Financial

Lionbridge earnings
since BGS acquisition

Lionbridge, has posted fi nancial results for 
the quarter that ended on September 30, 
2005, its fi rst quarter of operations since it 
acquired Bowne Global Solutions (BGS). High-
lights of the quarter include revenue of $58.4 
million, a 55% increase over the third quarter 
of 2004, refl ecting one month of combined 
operations of BGS. For the nine months that 
ended on September 30, 2005, Lionbridge 
revenue was $138.6 million, refl ecting 17% 
year-over-year growth. 

Revenue from the company’s globaliza-
tion business during the quarter increased 
approximately 68% in total and 10% organi-
cally (excluding BGS). Lionbridge non-GAAP 
earnings before interest, taxes, depreciation 
and amortization for the quarter was $2.6 
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accurate strategies for name matching 
and improved search outcomes. Under the 
agreement, LAS software will be available as 
a complementary component within IBM’s 
Entity Analytic Solutions offerings, provid-
ing a new level of accuracy, precision and 
fi delity to the concept of identity resolu-
tion. LAS technology also is now available 
via IBM’s General Services Administration 
schedule with the US Government.
Language Analysis Systems (LAS)Language Analysis Systems (LAS),
info@las-inc.com, www.las-inc.com

DuPont selects Convergys 
DuPont, a science company, and Convergys 

Corporation, a provider of customer care, 
human resources and billing services, have 
signed a contract under which Convergys 
will provide human resources transactional 
services to DuPont’s 60,000 employees and 
102,000 retirees in 70 countries and 30 lan-
guages around the world. Deloitte Consulting, 
LLP, will team with Convergys to support the 
implementation. Convergys will implement, 
host and maintain a resource information 
system for DuPont. The implementation is 
expected to take about two years.
Convergys CorporationConvergys Corporation, www.convergys.com

HiSoft, Ensemble and
Teksen complete merger

Three providers of IT outsourcing and 
enterprise solutions consultancies — HiSoft, 
Ensemble and Teksen — have completed a 
merger. The merger will form a single com-
pany under the name of HiSoft, an IT service 
fi rm providing technology platform services 
in enterprise solutions, solution consult-
ing, system implementation, application 
development, maintenance and support, 
software testing and software localization.

HiSoft, the fi rst Chinese software company 
to pass a companywide CMM Level 5 assess-
ment, was selected as the fi rst global develop-
ment center for General Electric in China. 

Ensemble International is a provider for 
offshore software testing and globalization 
services in China and Asian Pacifi c region. 

Teksen Systems, an enterprise solutions 
consultancy fi rm, is an Oracle partner.
HiSoft Technology International Ltd.HiSoft Technology International Ltd.,
info@hisoft.com, www.hisoft.com

MAQUET Critical Care 
selects ForeignExchange

MAQUET Critical Care, a provider of 
technical equipment and systems for medi-
cal surgery, intensive care and extended 
care, has selected ForeignExchange Transla-
tions, Inc., as its exclusive foreign language 
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million or $0.05 per share based on 50.4 mil-
lion weighted average fully diluted common 
shares outstanding. This excludes restructur-
ing and integration expenses of $1.9 million.
LionbridgeLionbridge, info@lionbridge.com, 
www.lionbridge.com

SDL expects year-end profi ts to grow
SDL International, a provider of global 

information management solutions, has 
announced that profi ts for the year ending 
December 31, 2005, are anticipated to be 
ahead of market expectations. 

The company is expecting to be able to 
report profi ts before taxation and amorti-
zation of intangible assets of not less than 
£7 million, compared to a consensus market 
expectation of £5.6 million. Revenues are 
also expected to exceed consensus expecta-
tions of £76.7 million.
SDL InternationalSDL International, info@sdl.com, www.sdl.com

People

Geo Group adds staff
The Geo Group, a translation agency pro-

viding, desktop publishing, AV/multimedia 
production, software localization, website 
localization, interpreting services, techni-
cal writing and US Hispanic consulting, has 
added Abby Brockman and Amy Maxson to 
its staff. Brockman joins the sales depart-
ment as sales and service coordinator. She 
will service all call-in accounts, manage an 
existing account list and administratively 
support the sales team. Maxson will be 
working as a desktop publisher.
The Geo GroupThe Geo Group, xlate@thegeogroup.com, 
www.thegeogroup.com

ForeignExchange names Laubscher 
VP of sales and marketing

ForeignExchange Translations, Inc., a 
provider of translation services to the 
life sciences, has announced that Karl 
Laubscher has joined the company as vice 

president of sales and marketing. Based in 
the company’s Watertown, Massachusetts, 
offi ce, he will oversee ForeignExchange’s 
global sales and marketing efforts to the 
medical device, pharmaceutical and bio-
tech industries. Laubscher will also join the 
executive management team.
ForeignExchange TranslationsForeignExchange Translations, 
www.fxtrans.com

Symbio announces new COO, CTO
The Symbio Group, a provider of engineer-

ing-focused software development, global-
ization and testing services, has announced 
that Jacob Hsu has been promoted to chief 
operations offi cer and Ernie Huang has been 
promoted to chief technology offi cer. 

Hsu was previously the chief marketing 
offi cer for Symbio and served as managing 
director in charge of the company’s North 
American operations. 

Huang cofounded Symbio and was previ-
ously the managing director of Symbio’s Tai-
wan Business Unit and oversaw local business 
development and all product delivery. He has 
more than seventeen years of experience in 
the software industry.
The Symbio GroupThe Symbio Group, info@symbio-group.com, 
www.symbio-group.com

Matuska new CEO of CEET Ltd.
CEET Ltd., a localization services pro-

vider, has hired David Matuska as its new 
CEO. Matuska has worked in the language 
industry for more than nine years, most 
recently as managing director of Skrivanek 
Translation Services Ltd. His experience 
includes all CEE languages. Matuska is 
also experienced in expanding language 
business into countries such as China, 
the United States, Germany, Belgium and 
the Baltic states. CEET Ltd. or its affi liated 
partners currently serve companies such as 
ING, Deloitte & Touche, Denso, Accenture, 
KPMG and TI Automotive; and major fi elds 
of expertise such as automotive, life sci-
ence, fi nance and IT.
CEET Ltd.CEET Ltd., david.matuska@ceet.cz, www.ceet.cz

Follow-Up offers new approach 
to language quality management

Follow-Up, a provider of translation and 
localization services, is now implement-
ing a different perspective of integrating 
language quality management with mar-
keting management on the same title. Ana 
Beatriz Fernandes, partner and formerly 
language quality director, is now director 
of service differentials. Follow-Up, a pio-
neer in software localization in Brazilian 

Portuguese, has been working on small, 
medium and large software localization 
projects with customers worldwide for 
over sixteen years. 
Follow-Up Translation ServicesFollow-Up Translation Services, 
info@follow-up.com.br, 
www.follow-up.com.br

VistaTEC adds industry veteran
VistaTEC, a globalization services pro-

vider, has added Lynda Roslund to its 
business development team in the United 
States. At Sun Microsystems, Roslund was 
a senior administrator for the Technical 
Publications Group where she launched 
the fi rst localization effort of Sunsoft’s 
documentation for products such as Solaris. 
Roslund was also involved in the fi rst-ever 
release of Sybase’s database into six lan-
guages. Moving into a global marketing 
position, she spearheaded the migration of 
all global corporate marketing materials to 
centralized hubs in Europe, Asia Pacifi c and 
South America.
VistaTECVistaTEC, info@vistatec.ie, www.vistatec.ie

Products

Oxford Spellchecker, Dictionary 1.1
Polderland Language and Speech Tech-

nology has released a new version of the 
“Oxford Spellchecker and Dictionary,” with 
new features and American spelling. The 
software is a blending of the best products 
of Polderland, the developer of the default 
Dutch spellchecker in Microsoft Word, and 
Oxford University Press, the publisher of the 
Oxford Dictionary of English. The combina-
tion of an Oxford spelling checker and the 
complete Oxford Dictionary of English, both 
fully integrated in Microsoft Word, provide 
all the information needed in one tool. 
Polderland Language & Speech TechnologyPolderland Language & Speech Technology, 
info@polderland.nl, www.polderland.nl

LaserHindi Sanskrit in Unicode 
available for Windows and Mac

Linguist’s Software, a source of global 
language fonts, has released LaserHindi San-
skrit in Unicode for Windows and Macintosh, 
providing two professional-quality Unicode-
encoded fonts in TrueType OpenType format, 
in plain, bold, italic and bold-italic weights, 
for typing modern Hindi and classical San-
skrit. The HindiLSU and SanskritLSU fonts 
include the complete Devanagari section of 
the Unicode Standard, providing fonts that 
are fully compatible with other standard 
Hindi fonts. LaserHindi Sanskrit in Unicode 
includes two keyboard layouts (phonetic 
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and traditional) that provide four characters 
per key (instead of the normal two) for easy 
input of Hindi and Sanskrit. The keyboard 
layouts take advantage of the OpenType 
layout features built into the fonts for logi-
cal, intuitive input.
Linguist’s SoftwareLinguist’s Software, 
sales@linguistsoftware.com, 
www.linguistsoftware.com

Clear-CAT beta version released
Localization Consultancy & Technologies 

Corporation, a localization consultancy 
services and technology fi rm, has released 
a beta version of Clear-CAT, a full product 
localization and workfl ow application that 

combines technologies to handle both 
software and documentation localization 
projects. Clear-CAT is fully compatible with 
TRADOS TM and combines the functional-
ity found in visual software localization 
tools with the added benefi t of translation 
memory tools.
Localization Consultancy & TechnologiesLocalization Consultancy & Technologies, 
info@lc-t.com, www.lc-t.com

Convergys platform 
for speech solutions

Convergys Corporation, a customer care, 
human resources and billing services provider, 
has added the Convergys SpeechPort Open 
Hosting Environment (OHE) to its portfolio 

of speech and multichannel technology 
solutions. With this open hosting platform, 
Convergys’ clients can take control over 
the development and management of their 
speech recognition applications to automate 
customer interactions, while still enjoying the 
many benefi ts associated with a hosted ser-
vices environment. Convergys Speechport OHE 
is a VoiceXML 2.0-based speech recognition 
hosting platform designed to bridge the gap 
between hosting and premise-based solutions 
by distributing system components without 
compromising security or performance. 
Convergys CorporationConvergys Corporation, www.convergys.com

Teragram announces Direct Answers
Teragram, a provider of multilingual nat-

ural language processing technologies, has 
announced the release of Direct Answers, a 
search technology that seeks and delivers 
short, specifi c answers to information-
gathering queries, versus the traditional 
website links provided by common key-
word searches. Direct Answers is available 
both as a hosted service and as software 
that is installed on the servers of internet 
portals or large enterprises. Teragram 
can specify which reference libraries and 
other resources Direct Answers searches 
based on the specifi c business needs of 
the portal or enterprise. Direct Answers 
uses Teragram’s linguistics technology to 
retrieve answers from unstructured, struc-
tured and semi-structured data. 
Teragram CorporationTeragram Corporation, www.teragram.com

Microsoft unveils Kiswahili Offi ce
Microsoft Corporation has unveiled the 

Kiswahili version of its flagship software 
product Office 2003. The Kiswahili ver-
sion will be launched in January 2006 and 
will target about 150 million speakers of 
the language. The localization program 
is a project under the Microsoft’s Local 
Language Program, which was formally 
launched by the company in 2004.
Microsoft CorporationMicrosoft Corporation, www.microsoft.com 

SDL releases TRADOS 7.1, 
SDLX 2005.1 and SDL Synergy

SDL International, a global information 
management solutions provider, has re–
leased the fi rst interoperability versions of 
its translation memory (TM) products, SDL 
TRADOS 7.1 and SDLX 2005.1. Extensive 
interoperability features include support 
for SDLX’s native ITD Translation Format in 
SDL TRADOS 7.1. This allows for connectiv-
ity to and integration with SDL Translation 
Management System.
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SDLX 2005.1 has improved support for SDL 

TRADOS TTX fi les. Both it and SDL TRADOS 
7.1 have been enhanced to improve TM 
exchange using the industry-standard TMX 
format. With the integration of SDL Multi-
Term into SDLX 2005.1, all users can work 
from the same centralized termbase, and, 
for the fi rst time, SDLX 2005.1 users can 
search terms via fuzzy-matching. SDL TRA-
DOS 7.1 provides automated terminology 
checks, which ensure correct terminology 
usage in source and translated material, 
and the ability to add comments against a 
TM segment.

SDL TRADOS 7.1 now supports InDesign 
CS2, QuarkXPress for Mac, Java Proper-
ties and generic delimited text fi les. SDLX 
2005.1 users benefi t from new fi le fi lters 
that include SDL TRADOS Word fi lter, 
InDesign CS2 and support for .NET formats. 
Both SDL TRADOS 7.1 and SDLX 2005.1 are 
available free, for a limited time period, to 
any customer who purchased a license of 
SDL TRADOS 7 or SDLX 2005.

SDL International has also launched SDL 
Synergy, a translation management sys-
tem for workgroups. SDL Synergy is based 
around three core benefi ts: online central-
ization of translation memory, automation 
of highly repetitive tasks and real-time 
tracking of projects. The solution has been 
designed specifi cally for language service 
providers and small corporate language 
departments that do not have extensive 
technical resources.
SDL InternationalSDL International, info@sdl.com, www.sdl.com

Transcendia adds features  
Transcendia Systems, an information 

technology company, has announced a 
number of upgrades to transcendiaCM, 
an integrated solution for customer, 
project and vendor database manage-
ment which includes an enhanced vendor 
portal, document management capabil-
ity, advanced integration with Outlook and 
a profi t margin calculator for each project. 
transcendiaCM is a standalone, server-
based application. It can be accessed from 
anywhere and can interface with other 
programs including QuickBooks.
Transcendia SystemsTranscendia Systems, 
info@transcendiasystems.com, 
www.transcendiasystems.com

Language Weaver 
introduces Customizer

Language Weaver, a software company 
developing enterprise software for the auto-
mated translation of languages, has released 

an upgraded version of its statistical machine 
translation software, SMTS version 4.0. The 
software introduces a new tool, the Cus-
tomizer, that allows systems integrators and 
users to customize the general translation 
system delivered by Language Weaver with 
their own domain data. It also provides an 
iterative feedback loop for continuous qual-
ity improvement. The number of customized 
domains that can be developed is virtually 
unlimited, restricted only by the user’s server 
or disk space. 
Language WeaverLanguage Weaver, info@languageweaver.com, 
www.languageweaver.com

ENLASO to port tools 
to Okapi Framework

ENLASO Corp., a provider of translation and 
localization solutions, is porting its localiza-
tion tools to the open-source Okapi Frame-
work. The ENLASO tools suite, which includes 
Rainbow, Album, Horizon and Olifant, can 
be downloaded free of charge. The Okapi 
Framework, a set of interface specifi cations, 
format defi nitions, components and appli-
cations, provides an environment to build 
interoperable tools for the different steps of 
the translation and localization process. 

The goal of the Okapi Framework is to 
allow developers and localizers to build new 
localization processes and enhance existing 
ones to best meet their needs, while preserv-
ing a level of compatibility and interoper-
ability. It also offers a way to share and reuse 

components across different solutions. The 
project is hosted at SourceForge.net (www
.okapi.sourceforge.net), a repository of open-
source applications. 
ENLASO CorporationENLASO Corporation, info@translate.com, 
www.translate.com

Lingobit Localizer 4.2 released
Lingobit Technologies, an innovator in 

the software localization tools market, has 
released a new version of its fl agship prod-
uct, Lingobit Localizer. Lingobit Localizer 4.2 
offers support for multiple platforms, visual 
localization, localizability testing, automated 
QA, translation memory, statistics to evaluate 
software localization progress and pinpoint 
trouble spots. It supports more than 180 dif-
ferent languages, including European, Asian 
and right-to-left languages.
Lingobit TechnologiesLingobit Technologies, info@lingobit.com, 
www.lingobit.com

OpenOffi ce.org 2.0 
available for South Africans

Translate.org.za, a nonprofi t organiza-
tion producing free and open-source 
software for South Africans, has released 
OpenOffice.org 2.0. Version 2.0 has 
been in development for over two years 
and includes a number of new features 
including the new Base database mod-
ule and support for the internationally 
recognized OpenDocument format. Afri-
kaans, Zulu and Northern Sotho have 
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been updated and the translations of 
Venda, Swati and updates to Tswana are 
complete. New to OpenOffi ce.org are 
Xhosa, Sotho and Ndebele.
Translate.org.zaTranslate.org.za, info@translate.org.za, 
www.translate.org.za

STAR offers free 
conversion to Transit

STAR Group is offering to convert client 
translation memories (TM) for free to Tran-
sit XV’s system. STAR offers a cost-neutral 
option, using existing conversion tools, to 
migrate client’s current TMs or terminology 
to the Transit product line. This guarantees 
the reuse of existing data while protecting 
language assets.
STAR-AGSTAR-AG, info@star-group.net, 
www.star-group.net

NET Professional 7.0 
enhanced for business users

PROMT, a machine translation technol-
ogy provider, has released new network 
translation software, @promt NET Pro-
fessional 7.0. Translation is available for 
English to/from French, German to/from 
French, Spanish to/from French and Rus-
sian to/from French. NET Professional 7.0 
is a client-server translation solution that 
delivers all functions available in its desk-
top version. The network version, targeted 
to business users, government and public 

administrations, can be installed on an 
unlimited number of computers connected 
within a corporate local area network.  

PROMT has also released Automatic Dic-
tionary Construction, an add-on for Profes-
sional 7.0 translation software that automates 
the process of user dictionary creation and 
enables the user to build dictionaries from 
already existing tables of words and colloca-
tions with translations.
PROMTPROMT, info@e-promt.com, www.e-promt.com

StringDB Wizard v1.4.11 released
A simple localization solution with direct 

translation from Excel sheets, StringDB 
now has full support for Microsoft’s .NET 
and .NET Compact Frameworks. Its platform 
neutral architecture makes it possible to 
port StringDB across different central pro-
cessing units and operating systems. 

SWBOX.com provides all the necessary 
API source code, components and libraries 
to use StringDB in multilanguage applica-
tions — along with integration support 
— for free.
SWBOX.comSWBOX.com, info@swbox.com, 
www.swbox.com

ActiveState ships Komodo 3.5 
with Ruby support for Mac OS X

ActiveState, a provider of devel-
oper tools for dynamic languages, has 
announced Komodo 3.5, an integrated 

development environment with full sup-
port for the Ruby programming language. 
The launch also marks ActiveState’s fi rst 
Komodo release on the Mac OS X platform. 
Komodo 3.5 features new multilingual 
input method editor support for using 
a standard Western keyboard to enter 
international languages such as French, 
German, Spanish and Asian characters. 
Programmers building applications for 
an international audience can now use 
Komodo to enter localized code com-
ments, error messages and strings.
ActiveStateActiveState, www.activestate.com

MultiTrans 4 Freelancer Edition
MultiCorpora, a developer of enterprise 

language management solution software, 
has announced its new solution set for 
freelancers. MultiTrans 4 Freelance Edition 
provides access to the basic functions nec-
essary for a freelance translator to perform 
translation not working from a corporate 
network.

This standalone edition of MultiTrans 
4 includes the ability to build and import 
textbases and termbases of an unlimited 
size and uses the translation agent within 
Microsoft Word. Unlike the Expert Edition, 
the Freelance Edition can only be installed 
on a computer not connected to a domain 
and cannot connect to textbases or term-
bases hosted on a MultiTrans 4 Server. 

Existing MultiTrans Light customers with 
contract maintenance will be upgraded to 
the MultiTrans 4 Freelance Edition free of 
charge in January 2006.
MultiCorporaMultiCorpora, info@multicorpora.com,
www.multicorpora.com

WiredRed adds multiple language 
support to e/pop Web Conferencing

WiredRed, a provider of real-time com-
munications software, has announced that 
e/pop Web Conferencing now supports 
many major European languages, including 
Portuguese, French, Spanish, Dutch, Italian, 
German, as well as Canadian French and 
Latin American Spanish. New language sup-
port includes localized pull-down menus, 
Help fi les and dialog boxes.  
WiredRed SoftwareWiredRed Software, sales@wiredred.com, 
www.wiredred.com

Beetext offers translation suite
Beetext Productivity Solutions offers a 

translation suite that features project man-
agement software for translators. The suite 
integrates a web-based bitext search engine 
and terminology management software 
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within a centralized work environment. 
Beetext also features a series of search 
engines, from desktop search to local area 
network search engines, including search 
engines specifi c to translators. 

Beetext Flow, web-based project man-
agement software, helps project managers 
keep track of translation request deadlines 
and helps planning and scheduling in real 
time with its structured and fl exible work-
fl ow automation features.
Beetext Productivity SolutionsBeetext Productivity Solutions,
sales@beetext.com, www.beetext.com

Vasont Systems releases Vasont 10
Vasont Systems, a provider of content 

management software and data services, 
has announced the release of Vasont 10, the 
latest version of its single-source content 
management system. Vasont uses the most 
current version of Oracle, 10g. Digital asset 
management capabilities have been added 
to Vasont 10 to make it easier to manage 
multimedia content. 

Vasont 10 provides users with the ability 
to capture, organize and search all of their 
information at once by allowing them to 
store unstructured documents and struc-
tured component-level content together 
in the same database. The new pointer log 
tracks and time-stamps all changes made 
to referenced content and tells the user 
exactly what changes need to be approved 
for a particular pointer/reference. 
Vasont SystemsVasont Systems, info@vasont.com,
www.vasont.com

PASSOLO 6.0 enters beta phase
PASS Engineering, a localization soft-

ware developer, is planning the release of 
the new PASSOLO version for spring 2006. 
In addition to enhanced support for the 
latest Microsoft .NET generation, PASSOLO 
6.0 will offer brand new workgroup func-
tions and will include the new PASSOLO 
HTML Editor and PASSOLO Layout Engine 
as well as other new productivity features.

The company will be offering selected 
customers and prospects the opportunity 
to participate in a beta test beginning in 
January 2006. 
PASS Engineering GmbHPASS Engineering GmbH, info@passolo.com, 
www.passolo.com

Resources

OASIS to advance Web Services 
Transaction standards

Members of the OASIS international 
standards consortium plan to defi ne a set 

of protocols for coordinating the outcome 
of distributed application actions. The new 
OASIS Web Services Transaction (WS-TX) 
Technical Committee brings together users 
and vendors in an open process to refi ne 
and fi nalize a set of specifi cations based 
on three initial contributions: web services 
coordination, atomic transaction and busi-
ness activity framework. 

The OASIS WS-TX Technical Committee 
will operate under Royalty Free on RAND 
Terms, as defi ned by the OASIS Intellectual 
Property Rights Policy. As with all OASIS 
projects, archives of the committee’s work 
will be accessible to both members and 
nonmembers, and OASIS will host an open 
mail list for public comment.
OASISOASIS, info@oasis-open.org,
www.oasis-open.org

World Atlas of Language Structures
World Atlas of Language Structures, 

a book and CD combination, displays the 
structural properties of the world’s lan-
guages. A research and reference resource 

for every branch of linguistics, it is intended 
to make the results of comparative linguis-
tics accessible to students and nonlinguists. 
It contains 142 world maps and numerous 
regional maps that display the geographical 
distribution of features of pronunciation 
and grammar, such as number of vowels, 
tone systems, gender, plurals, tense, word 
order and body part terminology. 

Each world map shows an average of 400 
languages and is accompanied by a fully ref-
erenced description of the structural feature 
in question. The book and the CD together 
are a source of information for linguistic 
typologists, grammatical theorists, histori-
cal and comparative linguists and for those 
studying a region such as Southeast Asia, 
North America, Australia, Africa and Europe. 
Thornton’s BookshopThornton’s Bookshop, 
www.thorntonsbooks.co.uk

ELRA adds resources
European Language Resources Association 

(ELRA) has added new language resources to 
its catalog. 
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Words and Worlds: World Languages 

Review by Fèlix Martí, Paul Ortega, Itziar 
Idiazabal, Andoni Barreña, Patxi Juaristi, 
Carme Junyent, Belen Uranga and Estibaliz 
Amorrortu describes the current linguistic 
diversity and evaluates trends towards lin-
guistic uniformity. 

Language Planning and Policy Europe, 
Vol. 1: Finland, Hungary and Sweden, edited 
by Robert B. Kaplan and Richard B. Baldauf 
Jr., explains the linguistic diversity, the his-
torical and political contexts and the current 
language situation. 

Foreign Language Teachers and Inter-
cultural Communication: An International 
Investigation by Lies Sercu reports on a 
study of foreign languge teachers in Belgium, 
Bulgaria, Poland, Mexico, Greece, Spain and 
Sweden.

Language and Aging in Multilingual 
Contexts by Kees de Bot and Sinfree Makoni 
offers a complex understanding of both 
language and aging. 

Theatrical Translation and Film Adap-
tation: A Practitioner’s View by Phyllis 
Zatlin offers insights into the translation 
of bilingual plays and the choice between 
subtitling and dubbing of fi lm. 

Interpretation: Techniques and Exercises 
by James Nolan, chief of the Verbatim 
Reporting Service and deputy director of 
the Interpretation, Meetings and Publish-
ing Division of the United Nations, provides 
a structured syllabus and an overview of 
interpretation accompanied by exercises 
in the main aspects of the art. It is meant 
as a practical guide for interpreters and as 
a complement to interpreter training pro-
grams, particularly for students preparing 
for interpreting in international govern-
mental and business settings.

Artifi cial Intelligence in Second Language 
Learning: Raising Error Awareness by Marina 
Dodigovic argues that adults can learn English 
as a second language if their typical errors are 
systematically corrected. 
Multilingual Matters Ltd.Multilingual Matters Ltd.,
info@multilingual-matters.com,
www.multilingual-matters.com

TM Marketplace
provides animated overview

Since its launch in 2005, TM Market-
place has spawned discussions about the 
potential and profi tability of licensing 
translation memory (TM) databases. To 
answer these questions and clarify the 
answers, TM Marketplace has produced a 
new animated overview of the concept on 
its website. 

TM Marketplace provides companies with 
the opportunity to turn existing translation 
databases into immediately marketable 
assets by charging a license fee for every 
new licensee who uses their database. And 
for parties who want to jump-start their 
TM or complement it with proven, indus-
try-specifi c translations, TM Marketplace 
offers a trading ground where they can 
purchase the license to those TMs.
TM Marketplace LLCTM Marketplace LLC, 
info@tmmarketplace.com,
www.tmmarketplace.com

LRC establishes link with leading 
Brazilian University Centre

The Localisation Research Centre (LRC), 
represented by its director Reinhard Schäler, 
and the Centro de Geração de Novos Empre-
endimentos em Software e Serviços (GeNESS), 
represented by its general coordinator José 
Eduardo de Lucca, have signed a memoran-
dum of understanding at Latin America’s pri-
mary internationalization and localization 
event, LISE 2005, declaring their intention to 
establish an offi ce of the LRC, LRC-Brasil, at 
the Universidade Federal de Santa Catarina 
(UFSC). The agreement covers, among other 
points, the establishment of a mirror site of 
the LRC’s Localisation Technology Laboratory 
and Showcase, the holding of major LRC-
Brasil events and training courses and the 
initiation of joint research projects in the area 
of internationalization and localization.
Localisation Research Centre (LRC)Localisation Research Centre (LRC),
lrc@ul.ie, www.localisation.ie

Common Sense Advisory reports 
on conferences, survey results

Which industry conference should people 
who make their living in translation, local-
ization and internationalization attend? 
Common Sense Advisory polled hundreds of 
industry vendors and buyers as to how they 
feel about language industry conferences 
— gathering data on interviewee demo-
graphics and expectations for conferences, 
the best and worst conferences (and the 
factors that make them great or terrible) 
and for which upcoming conferences inter-
viewees intend to register. 

The fi ndings of the survey are published 
in the report “Best and Worst Language 
Conferences: Delegates and Prospective 
Attendees Voice Their Opinion on Lan-
guage Industry Conferences.” In addition 
to structuring, cataloguing and graphing 
this information, the report also consid-
ers return on conference attendance and 
recommends conference best practices to 

Lexical Database for Basque (ELRA-L0057) 
is made up of about 75,000 entries divided 
into dictionary entries, verb forms and 
dependent morphemes, all of them with 
their respective morphological information. 
It was fi rst developed as a lexical support for 
the spelling checker and corrector XUXEN 
and later for the morphological analyzer 
MORFEUS and the lemmatiser EUSLEM.

The SALA II Spanish from Argentina data-
base (ELRA-S0182) comprises 1,076 Argen-
tinian speakers (534 males, 542 females) 
recorded over the Argentinian mobile tele-
phone network.
ELRA/ELDAELRA/ELDA, mapelli@elda.org, www.elda.org

Multilingual Matters 
offers new books

Multilingual Matters is now offering the 
following new books: 

Decolonisation, Globalisation: Language- 
in-Education Policy and Practice, edited 
by Angel M.Y. Lin and Peter W. Martin, is 
a probing volume that critically links lan-
guage policy issues with classroom practice 
in a range of contexts. 
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organizers, vendors, speakers and attend-
ees. The full report is available as part of an 
annual subscription or through individual 
purchase.

Common Sense Advisory recently con-
ducted a survey for a MultiLingual spon-
sored report on the attitudes of language 
service providers, language-centric software 
development fi rms and other language 
industry enablers. 

More than 400 language industry people 
participated in this survey, which asked 
about critical issues they face in running 
their businesses, the ecosystem in which 
they operate, and how they market them-
selves. The results of the survey will be 
printed in MultiLingual’s 2006 Resource 
Directory & Index 2005.
Common Sense Advisory, Inc.Common Sense Advisory, Inc.,
info@commonsenseadvisory.com,
www.commonsenseadvisory.com

GLS offers tips for using 
interpreters in a legal setting

Several national and state laws dictate 
the use of interpreters in the judicial 
setting for persons with limited English 
profi ciency. Global Language Solutions 
(GLS), a full-service translation company 
delivering solutions in over 100 languages, 
offers the suggestions for using interpret-
ers in a legal setting such as providing the 
interpreter with case information, a sum-
mary of expected testimony and a copy of 
relevant documents; interpreters should 
not be asked to explain legal concepts or 
procedures or to fi ll out forms without an 
attorney present; making sure that the 
interpreter’s English can be understood; 
making sure that the interpreter fol-
lows the Code of Ethics and Professional 
Responsibilities of the National Associa-
tion of Judiciary Interpreters and Transla-
tors; and hiring someone with experience 
interpreting in a courtroom setting. The 
entire tipsheet is available from GLS.
Global Language SolutionsGlobal Language Solutions,
info@globallanguages.com,
www.globallanguages.com

Global By Design tracks 
internet language use

According to a new study published by 
Byte Level Research, less than 30% of the 
world’s internet users are native-English 
speakers. By 2010, that number will drop 
to less than 25% as emerging markets such 
as China, Russia and Brazil drive millions 
of non-English-speaking people to the 
internet. Web globalization will become 

increasingly vital to succeeding in this 
emerging global marketplace. 

The Internet Language Index tracks 30 
languages across 75 countries and is a new 
regular feature of the monthly web global-
ization publication Global By Design (www
.globalbydesign.com), a paid monthly news-
letter devoted to best practices and innova-
tions in business and content globalization. 
Byte Level ResearchByte Level Research, info@bytelevel.com, 
www.bytelevel.com

CILT fi nds strong demand
for fi nancial, legal translators

According to a survey of language and 
cultural service providers, published by 

CILT, the National Centre for Languages, 
translators and interpreters specializing in 
fi nance, IT and legal services are the busiest 
in the profession, with demand expected to 
remain at the same level in the future. It is 
also predicted that the requirement for lan-
guage services will rise in both the tourism 
and public service sectors. 

The survey highlights the extent to which 
these business sectors draw on expertise 
from translators, interpreters, language 
trainers and cultural-briefi ng consultants. 
The survey shows an overall increase in 
demand for translation services as well as 
a growing trend towards localization and 
cultural training services, while demand 

08-23 News&Calendar 1201.indd 19 08-23 News&Calendar 1201.indd   19 12/21/05 10:21:36 AM12/21/05   10:21:36 AM

mailto:info@commonsenseadvisory.com
http://www.commonsenseadvisory.com
mailto:info@bytelevel.com
http://www.bytelevel.com
mailto:info@globallanguages.com
http://www.globallanguages.com
http://www.multilingual.com
http://www.skrivanek.com
mailto:hermestr@hermestrans.com
http://www.hermestrans.com
http://www.globalbydesign.com
http://www.globalbydesign.com


for language training is decreasing. French, 
Spanish and German are currently the 
languages most in demand from businesses 
commissioning language services. Provid-
ers registered on CILT’s BLIS Professionals 
database expect Chinese to replace German 
in the top three and Spanish to overtake 
French as the most sought-after language.
CILT, the National Centre for LanguagesCILT, the National Centre for Languages, 
library@cilt.org.uk, www.cilt.org.uk

Translator’s Tool Box now also 
available as HtmlHelp system

Jost Zetzsche of the International Writ-
ers’ Group has announced the release 
of version 4 of his 250-page e-book The
Translator’s Tool Box along with a corre-
sponding HtmlHelp system. The HtmlHelp 
fi le contains the same content as the 
book with a complete index and a search 
function that allow the user to access the 
contents nearly instantaneously. 

Additions to version 4 include the usual 
updates and a new 30-page chapter on 
complex fi le formats. Owners of previous 
editions can upgrade for $15, and new 
packages can be purchased for $40. The 
new HtmlHelp system is included in both, 
along with a year’s subscription to the 
premium edition of the biweekly Tool Kit
newsletter.
International Writers’ GroupInternational Writers’ Group, 
info@internationalwriters.com,
www.internationalwriters.com

GALA announces board members, 
offers free e-newsletter, blog

The Globalization and Localization Asso-
ciation (GALA) has announced three new 
board members as a result of the 2006-
2007 GALA board elections. The board is 
adding Christiane Bernier (most recently of 
Merrill Brink, USA), Matthias Caesar (Locat-
ech, Germany) and Stephen Ryan (Moravia, 
Czech Republic). The new members were 
elected by the general membership through 
an electronic ballot, and will succeed Hans 
Fenstermacher, Renée Sztabelski and Daniel 
Carter, who have devoted time, leadership 
and vision to the association since 2002. 

Board members Aki Ito (Prisma Interna-
tional, USA) and Arancha Caballero (TSG, 
Spain) will continue to serve through the 
end of 2006. The current board and incom-
ing board members have already begun 
working on the transition, which will offi -
cially take place on January 1, 2006.

GALA invites industry professionals to 
subscribe to GALAxy (www.gala-global.org/ 
index.php?action=view_newsletter), its free 

quarterly e-newsletter for the language 
services community. 

GALA also invites translation and local-
ization professionals to participate in the 
new GALA on Technology Blog. The new 
blog is intended to be an unbiased open 
forum for discussion of the technological 
resources, new developments and ongo-
ing challenges that vendors and clients 
are facing in the localization and transla-
tion industries. GALA has gathered a core 
group of industry experts to contribute to 
the blog on a regular basis. However, all 
interested parties are invited to initiate 
new discussion threads and contribute to 
current discussion topics. GALA moderators 
will ensure that the topics remain focused 
on relevant technology issues.

In addition, the blog has links to GALA 
member organization blogs such as Com-
mon Sense Advisory’s Global Watchtower 
and MultiLingual’s Blogos. These blogs have 
a wealth of information in the form of 
white papers, opinion polls and case stud-
ies on their sites. The GALA on Technology 
Blog will be an excellent location to carry 
out in-depth discussions of editorial con-
tent from those and other sources.
The Globalization and LocalizationThe Globalization and Localization 
Association (GALA)Association (GALA), info@gala-global.org, 
www.gala-global.org

New book: 
The Japanese Negotiator

Consultant and educator Robert M. March 
has written The Japanese Negotiator: Sub-
tlety and Strategy Beyond Western Logic
which explains negotiating tactics among 
the Japanese and provides case studies and 
practical advice that can give American 
executives an edge at the negotiating table. 
March highlights the cultural differences 
that often give way to misunderstandings, 
provides insight into overcoming problems 
and offers helpful examples from the his-
tory of negotiations with Japan. 

This book is not published in the United 
States. Pacifi c Dreams, Inc., is offering the 
book from its Japanese publisher.
Pacific Dreams, Inc.Pacifi c Dreams, Inc., 
info@pacifi cdreams.org, 
www.pacifi cdreams.org

Shizuoka translation competition 
announces winners

The Shizuoka International Translation 
Competition has awarded Angus Turvill from 
Newcastle, United Kingdom, the grand prize 
in its fi fth literary translation competition. 
Turvill is the fi rst British national to win the 

2006 Events

March 28-30
San Francisco, California

Managing Global Websites 
and eCommerce

May
Lake Tahoe, California

Internationalization Roundtable

May 30-June 1
Barcelona, Spain

Localization World Conference

4513 Vernon Boulevard, Suite 11
Madison,WI 53705 USA

Phone 608.233.1790 
Fax 608.441.6124

www.localizationinstitute.com
info@localizationinstitute.com 

The

L o ca l i z a t i on
In s t i t u t e

April 23-26
Santa Cruz, California

Management Roundtable

September
Lake Tahoe, California

Project Manager’s Roundtable
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News
prize; he was among 181 entrants who com-
peted in the English section alone. The grand 
prize for the Russian section went to Alexey 
Zinov from Russia, who has been in Japan for 
ten years, working as a professional nonliter-
ary translator for the last nine years. 

The government of Shizuoka prefecture, 
located approximately in the center of 
Japan, began the translation competition 
in 1995, hoping both to introduce Japanese 
literature and culture around the world and 
to help establish a pool of top-notch liter-
ary translators. The prefectural government 
also hopes that the event will help promote 
cross-cultural understanding.
Shizuoka Prefectural BoardShizuoka Prefectural Board of Educationof Education, 
shizuoka@po.sphere.ne.jp

BA and Development Gateway 
launch Arabic language portal

Egypt’s Bibliotheca Alexandrina (BA) 
and the Washington-based Development 
Gateway Foundation have unveiled plans 
for a new Arabic language web portal on 
development. The portal, a preview of which 
was presented at the World Summit on the 
Information Society, aims to address the 
existing shortage of development informa-
tion for the Arab world. 

BA will create the Arabic portal within 
the Development Gateway’s global portal on 
development by translating and augment-
ing the Development Gateway’s collection 
of information resources relevant to the 
region. The library will also launch an online 
community of practice that will exchange 

information and connect with peers to 
address social, economic, political and cul-
tural reform in the Arab world. This broad 
array of targeted information resources and 
services will be accessible through an Arabic 
language home page and translated naviga-
tional tools.
Bibliotheca AlexandrinaBibliotheca Alexandrina, 
secretariat@bibalex.org, www.bibalex.org
Development Gateway FoundationDevelopment Gateway Foundation,
info@developmentgateway.org,
www.developmentgateway.org

Services

The Kitchen and TM Systems serve 
international programming market

The Kitchen, an international language 
hub powered by TM Systems’ language 
localization software technology, offers 
language transcription, translation, dub-
bing, subtitling, graphics customization, 
closed captioning and traffi c services, in 
all languages, giving distributors and pro-
grammers the opportunity to “sell” globally 
for the very fi rst time. Voice casting can 

be accommodated via the internet. All 
language versions, dubbed or subtitled, are 
assured to match.
TM SystemsTM Systems, info@tm-systems.com, 
www.tm-systems.com

QLogic introduces 
QLogic Global Services

QLogic Corporation, a provider of Fibre 
Channel host bus adapters, stackable switches 
and blade server switches, has launched 
QLogic Global Services. Enabled by a strategic 
relationship with Lucent Technologies, QLogic 
Global Services features a suite of in-region, 
local language telephone and e-mail support 
as well as on-site service programs. QLogic 
Global Services is available to resellers and end 
users in the Europe, Middle East and Africa 
(EMEA), Asia Pacifi c (APAC), Latin America, 
Japan and North America regions.
QLogic CorporationQLogic Corporation, www.qlogic.com

Clay Tablet completes fi rst 
two customer installations

Clay Tablet Technologies, an innova-
tor in multilingual content management 
software, has completed projects for its 
fi rst two customers. GS1 Canada, a not-
for-profi t, industry-led association, uses 
Clay Tablet’s Rosetta WCMS to update web 
content.

Clay Tablet also completed a multilin-
gual project for the lubricants division of 
Petro-Canada, a large integrated oil and gas 
company in Canada with signifi cant inter-
national interests. Clay Tablet’s Rosetta suite 
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Comparative Literature Association of India/School of Letters 
Department of Comp. Lit, anukul7@nda.vsnl.net.in

February

12th Annual GSTI Job/Internship Fair
February 3, 2006, in Monterey, California, USA. 

Monterey Institute of International Studies, jwood@miis.edu, 
www.miis.edu/gsti-about-overview.html

Multilingualism & Applied Comparative Linguistics
February 8-10, 2006, in Brussels, Belgium. 

Erasmushogeschool Brussel, rita.temmerman@docent.ehb.be, 
www.macl.be/index.php?id=129

2006 Competitive Examination for English-Language 
Editors and Translators/Précis-Writers

February 8-10, 2006, in worldwide locations. 
United Nations, ohrm_exam@un.org,
www.un.org/depts/OHRM/examin/exam.htm

March

29th Internationalization & Unicode Conference 
(IUC29)

March 6-8, 2006, in San Francisco, California USA. 
Object Management Group, Inc., 
info@unicodeconference.org, www.unicodeconference.org/ml

Literacy in Language Learning with Technology
March 23-25, 2006, in Monterey, California USA. 

DigitalStream, digitalstream@csumb.edu,
http://wlc.csumb.edu/digitalstream/index.html

January

SLT06 — The Study of Language and Translation
January 12-14, 2006, in Ghent, Belgium. 

Linguistic Society of Belgium, slt06@hogent.be, www.slt06.be

10th Taiwan Symposium
January 14-15, 2006, in Taipei, Taiwan. 

Graduate Institute of Translation and Interpretation Studies, 
japa0001@mails.fju.edu.tw, 
www.gitis.fju.edu.tw/6/eng/1STCIREN.htm

Idiom/Blast Radius STC Chapter Meeting Demo
January 18, 2006, in Boston, Massachusetts USA. 

Idiom, http://www.idiominc.com/news/events.asp

The Latest on EN60601
January 19, 2006, webinar. 

ForeignExchange Translations, Inc., info@fxtrans.com,
www.fxtrans.com

Developing a Global Product Labeling Program
January 26, 2006, webinar. 

ForeignExchange Translations, Inc., info@fxtrans.com,
www.fxtrans.com

SpeechTEK West 2006
January 30-February 1, 2006, in San Francisco, California, USA. 

AmComm, Inc., sheila@amcommexpos.com, 
www.speechtek.com/conference/ConferenceInfo.html

International Seminar on Comparative Literature
January 30-February 1, 2006, in Kottayam (Kerala) India. 

C
al

en
da

r
is a collection of software that allows cus-
tomers to take a vendor-neutral approach 
to translating their content.
Clay Tablet TechnologiesClay Tablet Technologies, 
info@clay-tablet.com, www.clay-tablet.com 

Noodi’s ISO certifi cate extended
Based on SFS-Inspecta’s fi rst follow-up 

audit of December 8, 2005, Translation Ser-
vices Noodi’s ISO 9001 certifi cate has been 
extended. Noodi was granted the certifi cate 
in June 2005 and will be subject to regular 
follow-up audits twice a year. In addition to 
positive feedback, this fi rst audit provided 
good ideas on ways to develop and further 
improve operations.
Translation Services NoodiTranslation Services Noodi, info@noodi.fi , 
www.noodi.fi

Koders introduces 
Early Access Program

Koders, Inc., creators of tools that enable 
organic code reuse and improve developer 

productivity, has launched the Early Access 
Program (EAP) for the company’s Eclipse 
and Microsoft Visual Studio .NET plug-ins 
to introduce their new Smart Search Service 
and localization support. The new plug-in 
enhancements are designed to increase 
reuse of existing code and introduce lan-
guage localization support for English, 
German, Russian and Hindi. Developers 
can localize the plug-ins for additional 
languages and submit their changes for 
inclusion and credit in future releases. 
Koders, Inc.Koders, Inc., info@koders.com, 
www.koders.com

Vasont Universal Integrator
keeps pace with FrameMaker 7.2

Vasont Systems, a provider of content 
management software and data services, 
has announced that the Vasont Universal 
Integrator (VUI) integrates with the latest 
release of Adobe FrameMaker software. 
The VUI is a software extension of Vasont, a 

content management system that enables 
organizations to store their multilingual 
content once for reuse and delivery to 
multiple media channels.
Vasont SystemsVasont Systems, info@vasont.com, 
www.vasont.com

SDL launches partner program
SDL International, an innovator in the 

emerging market for global information 
(GIM) solutions, has introduced the SDL 
Partner Program for technology partners. 
This new initiative is designed to accelerate 
the delivery of innovative GIM solutions 
that remove the barriers faced by organi-
zations that operate in international mar-
kets. The SDL Partner Program establishes 
an ecosystem for GIM. Technology partners 
offer content-related technology that can 
be incorporated into GIM solutions, ranging 
from authoring to content management to 
localization to publishing.
SDL InternationalSDL International, info@sdl.com, www.sdl.com
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Contradictions of Editorial Globalisation
March 23-25, 2006, in Paris, France. 

Centre de Sociologie Europenne - ESSE,
www.ehess.fr/centres/cse/colloque.html 

Third ATISA Conference
March 23-25, 2006, in San Diego, California USA. 

American Translation and Interpreting Studies Association (ATISA), 
atsa2006@yahoo.com, http://appling.kent.edu/atisa/atisahome.html 

Managing Global Websites & eCommerce Conference
March 28-30, 2006, in San Francisco, California USA. 

The Localization Institute, info@localizationinstitute.com, 
www.localizationinstitute.com

Translating and Interpreting Conference
March 30-31, 2006, in Vic, Spain. 

X Jornades de Traducció i Interpretació a Vic, jornades_trad@uvic.es, 
www.uvic.es/fchtd/especial/jornades_2006/en/inici.html 

TC-STAR OpenLab on Speech Translation
March 30-April 1, 2006, in Trento, Italy. 

OpenLab, openlab2006@tc-star.org, http://tc-star.itc.it/openlab2006 

April

Software 2006
April 4-5, 2006, in Santa Clara, California USA. 

SandHill.com, www.sandhill.com/conferences/sw2006.php

Transit - journal submission
April 15, 2006, in Berkeley, California USA. 

University of California-Berkeley, transitjournal@berkeley.edu,
http://german.berkeley.edu/transit

LISA Forum Asia 2006 — China Focus
April 18-21, 2006, in Shanghai, China. 

 LISA, events@lisa.org, www.lisa.org/events/2006shanghai

Localization Management Roundtable
April 23-26, 2006, in Santa Cruz, California USA. 

The Localization Institute, info@localizationinstitute.com, 
www.localizationinstitute.com

Localization & Globalization Expo 2006
April 26-28, 2006, in Miami, Florida USA. 

ClientSide News LLC, info@clientsidenews.com, www.csnevents.com

May

15th World Congress on Information Technology
May 1-5, 2006, in Austin, Texas USA. 

WCIT 2006, Inc., info@wcit2006.org, www.wcit2006.org

Audiovisual Translation Scenarios
May 1-5, 2006, in Copenhagen, Denmark. 

Universität des Saarlandes, info@euroconferences.info,
www.euroconferences.info

tekom spring Conference
May 4-5, 2006, in Freiburg, Germany. 

tekom, info@tekom.de, www.tekom.de 

STC 53rd Annual Conference & Exposition
May 7-10, 2006, in Las Vegas, Nevada USA. 

Society for Technical Communication (STC), stc@stc.org, 
www.stc.org/53rdconf/exhibitors/index.asp

Translation and Cultural Exchange
in the Age of Globalization

May 16-19, 2006, in Barcelona, Spain. 
Universitat de Barcelona, Facultat de Filologia, Dpt. de Filologia 
Romànica, a.camps@ub.edu, www.ub.edu/lettere/congres_2006

Online Educa Madrid 2006
May 17-19, 2006, in Madrid, Spain. 

ICWE GmbH, info@online-educa-madrid.com,
www.online-educa-madrid.com/english/index.php

First World Congress on the Power of Language
May 22-26, 2006, in Bangkok, Thailand. 

Rajamangala University of Technology Thanyaburee,
info@powerofl anguage.org, www.powerofl anguage.org

LREC 2006
May 22-28, 2006, in Genoa, Italy. 

 ELRA/ELDA, choukri@elda.org, www.lrec-conf.org/lrec2006 

WWW2006
May 23-26, 2006, in Edinburgh, Scotland. 

WWW, enquiries@www2006.org, http://www2006.org

CATS Annual Conference
May 27-29, 2006, in Ontario, Canada. 

CATS Congress Secretariat, fedcan@fedcan.ca, 
www.uottawa.ca/associations/act-cats/Eng/congress/congress.htm 

Localization World Barcelona
May 30-June 1, 2006, in Barcelona, Spain. 

Localization World, info@localizationworld.com,
www.localizationworld.com 

June

14th European Conference on Information Systems
June 12-14, 2006, in Göteborg, Sweden. 

ECIS, info@ecis2006.se,
www.ecis2006.se/02_conferencetracks/semwebis.html

4th ALC Annual Conference
June 21-24, 2006, in Milwaukee, Wisconsin USA. 

The Association of Language Companies (ALC), info@alcus.org,
www.alcus.org/events/articledetails/?id=6

Translation in Global News
June 23, 2006, in Warwick, United Kingdom. 

University of Warwick, ctccs@warwick.ac.uk, 
www2.warwick.ac.uk/fac/arts/ctccs/research/tgn/events
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A
This Singapore-based contender fi rst ap- 

peared in December 2002, with its current 
versions and pricing introduced in early 2005. 
In a real industry fi rst, Heartsome works across 
platforms (Windows, Macintosh, Linux) in all 
languages; supports major third-party data-
bases (DB2, MS SQL, Oracle, PostgreSQL, 
MySQL) plus all key industry standards — 
XLIFF for formatting, TMX and TBX for 
memory and terminology database ex-
change; and is currently working on SRX for 
segmentation and the emerging word-count 
proto-standard GMX.

In pursuing its vision for the future of TM, 
Heartsome has chosen to lay solid design 
foundations that should provide it with con-
tinuing performance answers in a rapidly 
evolving market, in an approach that mixes 
commercial sense with a whiff of globaliza-
tion subversion. The edifi ce growing on these 
foundations is still incomplete in various ways, 
but we are dealing with a work in progress 
whose gaps are even now being plugged. Indeed, the product is 
growing apace, thanks in no small part to the product’s interactive 

website where users can post comments and wish lists to be 
addressed by the designers.

So, while the program’s interface may not be as intuitive (yet) 
as that of the more established ones, its solid operating founda-
tions allow translators to work directly on XLIFF and TMX formats 
rather than on proprietary formats that then have to be converted 
into and out of XLIFF or TMX. This is a real departure from the 
norm and the kind of broad-based anticipation of future needs 
that lends weight to Heartsome’s claim of providing “new genera-
tion language solutions.” 

The Heartsome Translation Suite 
Having established that Heartsome is undeniably standard — 

and developer — friendly, the next question 
is how useful it is. For this review we trialed 
the Heartsome Translation Suite, with all 
testing done on Windows only.

The suite is composed of three programs: 
an XLIFF Editor in which source fi les are 
converted to XLIFF format and translated; a 
TMX Editor that deals with TMX fi les; and a 
Dictionary Editor that deals with TBX fi les.

XLIFF Translation Editor. A  standard 
that not many translators would have heard 
of a few months back, XLIFF (XML Local-
ization Interchange File Format) is fast 
gaining relevance, having already been 
adopted by the localization tools CATA-
LYST, PASSOLO and RC-WinTrans — and, 
more recently, by SDLX. By allowing for the 
separation of text and formatting and then 
their post-translation merging in a way 
that is tool-independent, XLIFF gives large 
corporations more control over the local-
ization process in terms of both the num-
ber of fi les to be sent for outsourced work 
and the management of the linguistic 
assets stored in databases. Accordingly, 

XLIFF will likely get support from major users and in the current 
fl uid climate can be expected to quickly supersede the previous 
TRADOS “uncleaned fi le” de facto standard. After all, TRADOS’ 
new owner already supports XLIFF. 

Heartsome comes with fi lters that allow for conversion into and 
out of XLIFF in text, HTML, XML, InDesign, MIF and other for-
mats. The big and rather radical exception in fi le compatibility is 
Microsoft Offi ce documents. Word needs to be converted to RTF 
fi rst, while Excel and PowerPoint require OpenOffi ce to be 
installed. This rather cheeky tweaking of the Microsoft giant’s 
nose is one example of that subversive element we mentioned 

Ignacio Garcia (left) is a teacher 
of translation technology at the 
University of Western Sydney.

Vivian Stevenson (right) is 
a freelance translator 

in Australia.

Heartsome Translation Suite.
Windows, Macintosh, Linux, 
Unix and Solaris; needs Java 
Runtime. Supports all languages 
supported by operating system; 
user interface and documentation 
in English. Translation Suite 
US$398/€360. Components: XLIFF 
Translation Editor Personal Edition 
US$88/€80, Pro US$176/€160; 
TMX Editor Personal Edition 
US$68/€60, Pro US$136/€120; 
Dictionary Editor Personal Edition 
US$78/€70, Pro US$156/€140. 
Heartsome Holdings Pte. Ltd.

System requirements:
Windows NT/2000/XP/2003, 
Macintosh OS X 10.3 or higher, 
Linux, any Unix operating system or 
Solaris. Java 1.4.x or higher; 512KB 
RAM to run server version, 256KB 
to run client version; processor 
speed 1 GHz or better and 40GB 
hard drive. 30-day full-featured 
version available for evaluation.

Heartsome Translation Suite
Reviewed by Ignacio Garcia & Vivian Stevenson

Cross-platform application is designed to accommodate future needs

Any freelancer contemplating the purchase or 
upgrade of translation memory (TM) software 
must consider a package that addresses his or 
her own needs while interfacing effectively with 
the TM databases employed by large language 
service providers and corporations. With the ex-
ception of the unabashedly modest Wordfast, 

well-established TM software retails for hundreds of 
dollars. But is there anything really stopping a TM 
package from being powerful, widely compatible and 
yet moderately priced? New TM of-
fering Heartsome seems bent on 
answering with a resounding no.

R
ev

ie
w

s

24 | MultiLingual  January/February 2006 editor@multilingual.com

24-33 Reviews 11-7.indd 24 24-33 Reviews 11-7.indd   24 12/21/05 10:25:26 AM12/21/05   10:25:26 AM

mailto:editor@multilingual.com


earlier, and it puts Heartsome on its own as the only commercial 
TM to dare to snub the world’s main document creation and 
editing suite.

The XLIFF Editor layout is interesting. Translators are used to 
two kinds of TM environments: the TRADOS/Wordfast model in 
which the target segment appears below the source segment 
and the Déjà Vu/SDLX model in which source and target appear 
horizontally aligned on a vertical table. Heartsome opts for a 
new approach where the screen is divided into four windows, 
with the left side reserved for the source segment and its trans-
lation and the right for database 
matches in source and target lan-
guages. Icons and hotkeys allow for 
the usual navigation between seg-
ments and matches.

From this editor, single fi les or whole 
projects are converted into and out of 
XLIFF format, and databases are cre-
ated, removed and imported/exported 
from/into TMX or TBX formats. The 
XLIFF Editor does not, however, allow 
the user to open and merge or split 
databases. These operations require the 
use of the package’s TMX Editor.

TMX Editor. The TMX Editor fulfi lls 
functions that in other products cor-
respond to alignment and database 
management tools. The alignment 
tool allows the creation of TM from 
legacy translations with the output 
formatted directly as a TMX and thus 
compatible with any of the estab-
lished TM products that are at least 
Level 1.1 compliant. 

All the expected features at row 
level are present: edit, split, merge, 
delete and spellcheck (this requires 
separate installation of open-source 
Aspell dictionaries). These same fea-
tures are also used for database 
management.

While the TMX Editor also allows 
for splitting and merging databases, 
it lacks a basic facility of most other 
TMs in that database contents are 
not viewable inside the program itself. So, for instance, you can-
not check why a particular sentence you feel must be there does 
not appear when you click the corresponding icon. The only way 
to view a database’s contents is either by using the tools that 
come with it or by exporting it as a TMX or TBX fi le — which 
must then be re-imported if any changes are made.

TM applications work with two kinds of databases, one for 
sentences and another for terminology. Heartsome calls its 
sentence database TM and its term (and phrase) database 
Quick TM. Under the Heartsome philosophy, the difference is 
not so much one of term and sentence databases as of TBX 
and TMX fi les.  Hard terminology data is kept in TBX format 
that can be mixed with soft phraseology information in the 
Quick TM database. This means that translators happy to use 
glossaries with just minimal information will only need the 

TMX Editor. If, however, the more sophisticated TBX format is 
required, then the third component of the suite comes into 
play: the Dictionary Editor. 

Dictionary Editor. This should have been called the TBX Edi-
tor: it allows you to create and edit TBX fi les that can then be 
imported into the Quick TM database. Again, the only way to 
view the database contents is to export it as a TBX fi le. Data can 
be entered into a TBX fi le through two customizable templates: 
simple.xcs and full TBX. 

Term extraction is another interesting feature that not all TM 
applications provide, whether inte-
grated or as an add-on, and Heart-
some does. It does not yet allow for 
batch processing of the fi les from 
which to extract the terminology. 
Each must be processed individually. 
This feature also includes a ready-
compiled and easily customizable list 
of stop words. 

Product evaluation 
For this review we downloaded 

Translation Suite 1.0-9b on Windows 
XP Home Edition. Java Runtime was 
already in the computer, and install-
ing Heartsome was as easy as double 
clicking on the downloaded icon. 
Documentation was succinct and 
clear, although not very comprehen-
sive. We browsed through the sample 
data provided and then tried samples 
of our own (Word and HTML fi les). 
There was a learning curve, but, on 
the whole, it was comparable to that 
required by any other TM program. 

Importing the fi les. The fi rst step 
— and the fi rst hurdle — is converting 
a single fi le or the several fi les that 
may comprise a project into the XLIFF 
format. In order to convert a fi le into 
XLIFF, one needs to know the File 
Type (whether RTF, HTML or other 
approved format) and also the Code 
Page, which might be more diffi cult. 
In most instances, one hopes, the 

program automatically detects what this Code Page is (whether 
UTF-8 or Windows 1252 or any other of the over 100 possibili-
ties). In the few cases where it does not and particularly for HTML, 
using Notepad to check the fi le header normally reveals the Code 
Page identity. If all this plus simple trial end error fails, then a call 
to the client may be necessary. This idiosyncrasy of Heartsome can 
be annoying, but you may fi nd compensation in the form of entry 
into the XML environment — precisely where the future of multi-
lingual content is most likely to lie.

Save for these gripes, everything else is straightforward. At this 
stage you can select languages and databases. Segmentation can 
be based on the paragraph instead of the sentence, if so desired, 
which may be convenient for some texts such as literary or adver-
tising material. There is also the option of opening the XLIFF fi le 
in the editor once it has been converted.

Reviews

Heartsome XLIFF Translation Editor with its four windows: 
for source segment and translation on the left, and 
databases source and target matches on the right.

The TMX Editor with a six-language database.
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What users expect from an editing 

screen is a pleasant, familiar interface 
that gives maximum context with mini-
mum clutter and allows the user to move 
ahead with a minimum number of clicks. 
With Heartsome, the original four-win-
dow screen’s saving on clutter is offset 
by a loss of context, with only the cur-
rent translation unit on display. But a 
Context View function allows the user to 
gain access to the four segments around 
the working one, giving roughly the 
same context to be found in competi-
tors’ vertical or grid editors. Then there is 
a much more comprehensive Preview 
Translation in HTML — similar to the 
Déjà Vu external view but without the 
ability to edit on it. However, it’s still not 
the WYSIWYG view offered by the 
Source/Target Preview of the Tag Editor 
in TRADOS, for example.

The editor allows the translator to do the 
usual TM editor operations: go to next seg-
ment, approve translation, copy source to 
target, add notes and so on, but often the 
processes involve more clicking here. Inline 

formatting in the XLIFF fi le is represented 
by easily identifi able green number tags.

While even the no-frills Wordfast allows 
you to simultaneously use two memory 
databases and three glossaries, the XLIFF 
Editor only caters for two databases: TM 
and Quick TM. Although other databases 
can be consulted through the search 
icons, the issue here is that the applica-
tion is not actively looking at them auto-
matically for matches. Also, words need 
to be copied and pasted into the search 
window, a process again involving too 
much clicking. 

When more than one match is retrieved 
from the databases, the Matching Transla-
tion window only offers them one at a 
time, starting with the closest, with the 
others accessed in turn by clicking the rel-
evant icon or via hotkey. In a way this is 
fi ne — it leaves the space uncluttered — but 
when matches from both the TM and the 
Quick TM databases appear, many users 
would surely prefer to have at least the fi rst 
from each. Another clearly desirable fea-
ture would be a shortcut to enable a term 

leveraged from Quick TM to be entered at 
the cursor point, instead of having to 
import it along with the rest of the source 
segment or actually type it.

Database Management. In Heartsome’s 
world, the alignment tool is treated as an 
integral part of database management. In 
a way this alignment feature is even more 
powerful than that of TRADOS or SDLX, in 
the sense that it allows for genuine batch 
processing without the need for handling 
the checking fi le by fi le. It does not seem 
to use, however, anything more than nat-
ural order (the position of untranslatable 
strings such as numbers, for instance) for 
segmentation accuracy, unlike the more 
sophisticated approaches of LogiTerm and, 
to a lesser extent, WinAlign.  

The usual merge/split, remove/add func-
tions are present and are as intuitive as in 
any of the other translation tools avail-
able, if not more so (note that this merge/
split feature does not exist in the XLIFF 
editor though). Output goes straight into 
TMX, with no other intermediate, proprie-
tary code.

As has already been remarked, one major 
drawback is that translation databases are 
black boxes that remain impenetrable 
unless exported as TMX or TBX fi les and 
then opened in the corresponding TMX or 
Dictionary Editor. This may be particularly 
important for beginner users when, as 
usual, something unexpected happens 
and one has to troubleshoot it. This is 
obviously a minus, but on the plus side, in 
a networked version the user can choose 
the database format rather than being 
obliged to settle for a proprietary one. The 
desktop version uses IBM Cloudscape, also 
known as Apache Derby.

Quick TM. As mentioned, Heartsome 
stores glossaries and terminology under 
the name of Quick TM, and this can 
include fi les with a TMX extension or a 
TBX extension. Indeed, both types of fi les 
can be merged in it. The way to enter leg-
acy glossaries is by saving them as CVS 
fi les, then converting them to TMX.

Only the Dictionary Editor is able to open 
TBX fi les, but conversion from TMX to TBX 
or vice versa is a one-click affair using the 
Export As icon. This means that the free-
lance translator with no real interest in lexi-
cography can skip buying the TBX editor 
altogether. Such detail is not often needed, 
and the time to enter it is rarely available. 
Meanwhile, detailed terminological data 
received in TBX format can always be 
entered into the Quick TM.
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Entering terminology and phraseology 

on the fl y is also possible, but the proce-
dure is cumbersome and lacks the simplic-
ity of highlighting the words and clicking 
once (SDLX or Déjà Vu) or twice (Word-
fast). In Heartsome the terms have to be 
typed or copied and pasted in the opening 
window. Any other data must be entered 
after the fi le has been exported out of the 
database.

Dealing with projects. Batch processing 
of fi les is possible as long as they belong to 
the same File Type. The user can then 
merge (and split) the resulting project fi les 
and access the Repetition Analysis feature, 
which gives information on internal repeti-
tion and available database matches, then 
on segments that have already been trans-
lated. This feature does not work with indi-
vidual fi les. The Accept All 100% Matches 
command is the closest Heartsome gets to 
a pretranslation feature.

As for cross-compatibility, small TMX 
databases produced by Heartsome were 
imported into other TM packages without 
problems, and it successfully imported TMX 
fi les from them. Heartsome also correctly 
processed TRADOS fi les and vice versa.

Conclusions
A quick look at the Releases History sec-

tion at www.heartsome.net illustrates just 
how much the program has advanced in 
2005 alone. The pace is such that many of 
the issues discussed here may have been 
resolved by the time this review goes to 
print, with the launch of Heartsome’s Release 
6. Promised improvements for that release or 
shortly thereafter include XLIFF Editor to 
implement split/merge segments; search in 
TM populated instead of requiring manual 
entry; and improved interaction between 
background databases and the databases in 
use. For the TMX Editor, direct database 
editing without the need to export fi rst. For 
the Dictionary Editor, a much-needed Get-
ting Started guide and a bilingual term 
extraction from TMX fi les. Technical support 
is attentive and rapid, and users are encour-
aged to become actively involved in the 
product’s development through an internal 
mailing list and a wiki.

Heartsome’s pricing is another surprise. At 
US$88 for the XLIFF Editor plus US$68 for 
the TMX Editor (as noted, many freelancers 
could do without the Dictionary Editor), it is 
cheaper than Wordfast while offering all the 
features of freelance versions of major TM 
brands. The price issue doesn’t end there, 
however. By running Linux and Open Offi ce, 

one can save on all the underlying costs for 
the latest versions of Windows (or Macin-
tosh) and Microsoft Offi ce while still being 
able to work around the ubiquitous Offi ce 
framework. This could prove a real boon for 
translators in developing economies, for 
example, or students who may be cash poor 
but “time rich.”  

It’s worth remembering that the transla-
tion profession has a goodly number of 
older practitioners for whom computers 
have come along relatively late in life. 
However, there is now a generation who 
has practically grown up with them, and 
it’s to this newer, IT-savvy crowd that 
Heartsome will presumably have broader 
appeal. Such users would appreciate the 
software’s development philosophy (includ-
ing, as we have observed, a subversive little 

Major translation 
agencies and clients
may like the greater 
control that Heartsome 
offers over the whole 
translation cycle 
through XLIFF and TMX.

tilt at Microsoft) and be better equipped to 
exploit its hands-on, multiplatform, multi-
database nature. For others not so versed in 
computing and for whom acquiring TM 
profi ciency has been something of a via 
crucis (witness the agonized pleas on some 
of the TM user group lists), Heartsome with 
its embarrassment of choice could prove a 
little complicated and, well, geeky. 

As for corporate users, the future looks to 
be with XML, and major translation agencies 
and clients may like the greater control that 
Heartsome offers over the whole translation 
cycle through XLIFF and TMX. The fi ddly 
aspects we have seen might temper their 
enthusiasm, and it will be interesting to see 
whether any of the existing major brands 
sees Heartsome as a potential threat and 
incorporates some of its strengths without 
its current weaknesses.

In summary, Heartsome is a headstrong 
little package that clearly means to go its 
own way. It is built on a solid basis with an 
eye to the future, and its rough edges are 
being smoothed by active developers, with 
users also having a say in the process. Not 
everyone will want to invest the time on it, 
but time is about the only real necessary 
investment. For translators on a budget, 
the combination of Linux, Open Offi ce and 
Heartsome neatly sidesteps all the big guys 
and provides TM power for a pittance. If 
you have a computer, now you can play too 
— commerce and subversion indeed.  M
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A memory (TM)/terminology window suggests full and fuzzy 
matches within the associated TMs and glossaries.

Again, the option is available to edit tagged hypertext in a 
WYSIWYG mode, a string mode which displays only source and 
target text strings and a split mode combining both. The user can 
defi ne a Web Server to view dynamic web pages in CATALYST. 
This is useful in localizing server-based scripts embedded in HTML 
documents such as JSP, ASP and PHP. Finally, the Menu Editor is 
used to localize menus and test the fi nished menu for various 

localization errors. For Microsoft Desktop 
applications, the Menu Editor recognizes 
the relationship between long and short 
prompt strings. These are displayed along-
side each other to provide a higher degree 
of context. Again, three working modes 
are available.

The Translator Toolbar is designed to 
centralize all the functions that a transla-
tor needs to work effi ciently and quickly. It 
shows source and target language strings, 
displays all glossary matches (though no 
fuzzy matches) and the properties of each 
item selected, such as its coordinates, 
width and height. Shortcut buttons at the 
top of the toolbar provide access to other 
translation units (TUs), undo and redo, 
font size modifi cations as well as fl ags to 
assign the translation status of the unit. 
Suggested translations are continuously 
displayed in the glossary window. An icon 
adjacent to each suggested translation 
indicates where a suggestion originates. 
The toolbar will display translation sug-

gestions from other TTK, TRADOS Workbenches and Servers 
and TMX.

Finally, the Project Result Bar is used to display the results 
of operations performed on the active TTK project file such as 
search results (find and replace), display of to-do lists, file 
comparisons and bookmarked items. It also records all general 
TTK file operations such as the insertion of files or exports of 
sections.

Several additional toolbars provide fast, icon-based access to 
important and frequently used functions. The new PowerTranslate 
Toolbar is used to automate the lookup and translation of TUs in 
an active Project TTK fi le. It is keystroke compatible with TRADOS 
Translator’s Workbench and offers similar features and func-
tionality. The PowerTranslate Toolbar operates on TUs and helps 

Alchemy CATALYST consists of several editors, tools 
and experts as well as optional plug-ins or compo-
nents. The Alchemy CATALYST Project Editor is the 
main interface that translators, engineers and project 
managers use to localize, test and engineer software 
applications and digital content fi les. It is made up of 
fi ve windows.

The Project Navigator displays the content of CATALYST project 
fi les (TTKs: Translation Tool Kits) in an organized, hierarchical list.

The Project WorkSpace displays Visual Editors for each item 
selected from the Project Navigator. Every 
editor can be used in four modes, each 
optimizing certain tasks: strings only, 
visual (WYSIWYG), split-horizontal and 
split-vertical (both combining string and 
visual views). The Visual Dialog Editor is 
used to localize dialog panels, place and 
arrange controls, and validate the user’s 
translated products. It supports Microsoft 
Win16/Win32s and Win64x dialog boxes 
and platforms, Microsoft .NET 1.x and .NET 
2.0 winforms and platforms, Visual Basic 
.NET (all versions), Visual Basic 6.0 and 
Visual XLIFF 1.0. The visual mode is opti-
mized for testing or arranging of the 
layout of dialog panels. A dialog toolbar 
assists in the localization and layout of 
any dialog object within a TTK project fi le. 
The new Visual HTML Editor helps the user 
to localize HTML documents and all deriv-
ative formats such as ASP, PHP, ASP+ and 
JSP. HTML is used predominantly on the 
internet and Microsoft .NET-based software 
applications. 

The screen shot “Visual HTML Localization” shows the new 
graphical user interface of CATALYST 6.0 using the visual edit-
ing mode to localize HTML fi les (center window). You are able 
to translate directly within a visual editor providing real-time 
WYSIWYG while you type. The Translator Toolbar below intel-
ligently handles HTML formatting tags to secure the integrity 
of the HTML fi le. At the very bottom of the GUI, a translation 

Editions & Prices:
Translator/Pro Edition for professional 
freelance translators. €999.
Localizer Edition for large software 
development companies. €3999.
Developer/Pro Edition for larger 
localization providers or large 
localization departments. €6499.
Translator/Lite Edition. Allows 
translators to accept projects created 
by the Developer/Pro Edition without 
first buying software. No dongle or 
hardware key, but cannot be used 
to establish independent localization 
projects. Available for download at 
www.alchemysoftware.ie/translite.html

System Requirements:
Pentium 300 MHz, at least 32 MB of 
RAM, 55 MB hard disk space for the 
application and related files, Microsoft 
Windows Me, XP, 200x, Win64x, or 
NT 4.0 (with Service Pack 3 or later).

Alchemy CATALYST 6.0
Reviewed by Thomas Waßmer

The most important upgrade in the product’s history

Thomas Waßmer is a biologist, consultant, 
translator and multimedia/web developer, currently 
at school again to become a science teacher. He 
also works as a science and software consultant, 
translator and information specialist. 
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the translator locate and trans-
late matching terms in active 
translation memories (TMs). The 
Pro ject Toolbar allows the user 
to open or edit a TTK, insert a 
fi le, import/export sections of 
TTKs and defi ne the source and 
target languages. Finally, the 
Experts Toolbar provides quick 
access to launching CATALYST 
Experts.

All windows and toolbars can 
be freely arranged, docked or 
undocked, and slid in or out to 
save space for the translator 
toolbar.

The CATALYST Experts — four 
to seven of them, depending 
on license type — are designed 
to automate repetitive tasks 
frequently found within the 
localization workfl ow. All paid 
editions include the Validate, Pseudo Translate, Comparison and 
Report Experts. The Localizer Edition adds the Leverage, Update 
and Runtime Validation Experts; the Developer/Pro Edition also 
includes the Quickship Expert.

The Validation Expert is used to automate the detection of 
common localization errors normally introduced during the 
translation process such as mismatched empty string, inconsis-
tent hotkey count, incorrect spelling, invalid ampersand (&)
position, clipped text, inconsistent hotkey character, duplicate 
hotkeys, inconsistent format specifi ers, overlapping controls, 
inconsistent lead/trail spaces, duplicate accelerators, glossary 
consistency check and untranslated text. Some of these tests 
also check for valid XML localization. The Runtime Validation 
Expert allows validation of Win32 applications as they run on 
the Windows desktop.

The Pseudo Translate Expert is used to simulate the effects 
of translation on application files. It does this by substituting 
vowel characters in the source files with diacritical or accented 
characters.

The Comparison Expert 
is used to compare two 
application fi les. It detects 
missing, added and modi-
fi ed resources and records 
these changes in the Results 
Toolbar and in an optional 
XML report fi le. This Expert 
is useful in determining the 
scope of change between 
revisions of software.

The Report Expert is used 
to analyze the contents of 
Project TTKs and to create 
reports for project manag-
ers. These reports are XLIFF 
based and can be viewed 
and printed using any 
internet browser.

Leverage Ex pert can be 
run in an automatic or 
interactive way. It sup-

ports exact, fuzzy and heuristic matching techniques, ensuring 
that the maximum amount of translation is leveraged. Project 
statistic reports are automatically generated to identify and track 
all changes to revisions, and these can be used by project manag-
ers to track the translation savings due to the leverage process. 
CATALYST’s own TM technology, ezMatch, allows reuse of trans-
lations leveraged from multiple fi le formats — other CATALYST 
TTKs, TRADOS TM Server and all versions of TRADOS Work-
benches (including version 7), as well as XLIFF, TMX and bilingual 
text.

The Leverage Expert is enhanced by the addition of the Update 
Expert, which is used to replace an application fi le with a new 
revision while also performing translation leverage. This is useful 
for replacing a small number of application fi les within an already 
created TTK project fi le with newer revisions of these fi les.

Finally, the QuickShip Expert provides a convenient mechanism 
to distribute TTK project fi les to translators. It does this by creat-
ing a self-expanding executable (QuickShip Bundle) that can 
contain several project TTK fi les, glossary fi les and other project 
information. Within these transfer fi les, the QuickShip Expert also 
performs a few tricks that make life much easier for the translator. 
It extracts all the constituent fi les and displays any instructions 
attached, attaches any glossary fi les to the translator’s version of 
CATALYST Translator/Lite and launches CATALYST Translator/Lite 
— or, if Translator/Lite is not present on the user’s system, it will 
attempt to launch a browser pointing to the Alchemy website, 
where it can be downloaded.

The Developer/Pro edition also includes the software develop-
ment kit (SDK) allowing developers to extend the capabilities of 
CATALYST by writing custom editors for nonstandard custom 
resources. Nonstandard resources within 32-bit executables are 
normally only visible in binary format. As CATALYST is an open 
system, it allows developers to create editors that allow any 
information to be edited in a default string editor or a custom 
built WYSIWYG editor. Users may connect their custom editor to 
the Leverage Expert, enabling the same use of TMs associated 
with standard resource types. CATALYST SDK comes with its 
own Code Wizard, which prompts the developer through all 

Alchemy Software Development Limited was founded in Dublin, 
Ireland, by Enda McDonnell and Tony O’Dowd, the original developers 
and designers of its predecessor Corel CATALYST in November
2000. The new company acquired the software originally owned 
by Corel Corporation Limited. In return, Corel acquired a 25% 
stake in the company. After being available only in English, 
a fully localized Japanese version of Alchemy CATALYST 5.0 
was released in April 2004 by Alchemy and its partner XLsoft 
Corporation. Other partnerships include Microsoft — which 
bundled an evaluation version of Microsoft Visual Studio.NET 
2003 in France with CATALYST — and an original equipment 
manufacturer agreement with GlobalSight Corporation on the 
integration of CATALYST’s visual localization tools to enterprise 
level workfl ow solutions. The company has opened offi ces in 
the United States (Salem, Oregon, and Silicon Valley, California), 
Japan and Germany and will soon open one in China.

Visual HTML Localization.
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stages of developing custom editors. The developer can then regis-
ter these editors within CATALYST, allowing full editing, translating 
and updating of custom controls.

CATALYST 6.0 provides more than 120 enhancements over 
Alchemy CATALYST 5.0 and provides a truly visual environment for 
the localization and engineering of digital content and Micro-
soft desktop, internet and mobile applications.

1. Project fi les are now auto matically fi ltered based on the 
status of TUs. This provides fast access to new or partially 
translated text.

2. Four view modes (strings only, WYSIWYG, split-horizontal 
and split-vertical) are now available for all supported fi le types.

3. Now all strings within a project TTK can be displayed 
together in an ordered list on the screen. This provides a power-
ful mechanism for reviewers and editors to check translation 
consistency and context.

4. All experts are now available through an easy to use Quick 
Launch Experts toolbar.

5. Power-Translate is a collection of enhancements for pro-
fessional translators. Using Auto-Translate, software applica-
tions can be fuzzy translated using many popular TM and 
glossary formats including CATALYST TTKs, TRADOS TM 
Server, TRADOS Translator’s Work bench and TMX. A built-in 
consistency checker ensures that a translator’s work is in 
accordance with the glossaries currently active. It also pro-
vides an interface to all linguistic tools via toolbars and key-
board maps that are identical to TRADOS Translator’s 
Workbench. Finally, a concordance search feature allows a 
translator to research terms and phases from a wide diversity 
of TM sources. All linguistic tools can be centralized into a 
single toolbar which is also keystroke compatible with TRA-
DOS Translator’s Workbench.

6. A Duplicates View lists all repeating occurrences of a 
word or phrase throughout an entire project TTK. It also 
comes with a powerful feature that automatically replicates 
translations as the user works. Another visual preview presents 
each string in its correct context for the translator.

7. CATALYST now works with any language that is sup-
ported by Microsoft Windows. This includes bidirectional lan-
guages such as Arabic and Hebrew as well as Asian and 
Eastern European languages.

8. Display of many terminology/glossary formats in real time 
within the Translator’s glossary window ensures the highest 
possible translation consistency and accuracy.

9. A fully visual solution (true WYSIWYG) is included for the 
translation, engineering and testing of HTML documents (and 
all derivatives). You can also work on ASP pages that support 
both client and server side code modules.

10. All Microsoft .NET platform technologies are now sup-
ported, including Microsoft Framework 1.x/2.0 and ASP derivative 
content fi les. The new dialog panel editor supports full visualiza-
tion of fonts, graphical images and third-party controls.

11. Users can now work seamlessly with all past and present 
versions of TRADOS desktop and enterprise technologies such 
as TM Server, Translator’s Workbench (3.x, 5.x, 6.x and 7.x) 
and MultiTerm iX Server.

12. Concordance Manager provides a powerful and easy-to-
use mechanism for researching a term or phrase. It works with 
both Alchemy CATALYST TTKs and all versions of TRADOS 
Translator’s Workbench and SDL TM Server products.

13. XML fi les are displayed in a more logical and visual way 
that makes large XML fi les easier to manage and translate. Addi-
tionally, creating XML rules using ezParse has been enhanced 
with a new visual environment that allows seeing the effect of 
ezParse XML rules simultaneously as they are created. Users can 

create ezParse rules from DTDs and also from both XML schemas 
and standalone XML fi les. XML documents are intelligently dis-
played in a hierarchical list of elements and attributes for a more 
orderly display of complex documents.

14. The Layout Manager is a new product and is not part of 
Alchemy CATALYST. A productivity application for localization 
engineers, it creates localized layouts of translated applications 
using a patented and advanced mathematical analysis of the 
original application user interface. Sold as an add-on to CATA-
LYST, it handles the automatic layout and orientation of dialog 
panels by using heuristics and artifi cial intelligence constructs to 
minimize layout engineering. 

Visual confi guration of XML processing in CATALYST 6.0.
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In internal trials conducted by the Alchemy development 

department, it took approximately 400 seconds to lay out 1,000 
dialog boxes. Only in 3% of the panels was a warning generated, 
which was added to the report panel and linked to the corre-
sponding dialog for manual inspection.

Use and evaluation
CATALYST 6.0 features many major and minor novelties and 

enhancements. I especially like the new, clearly arranged, good-
looking and highly effective graphical user interface. All windows 
can be hidden, rolled out or closed and brought back by a click of 
the mouse. The actual editing window can easily be enlarged to 
allow an effective translation process, especially if tagged ele-
ments are displayed, but can also be shrunk in order to show all 
associated data and larger context. CATALYST’s main claim to 
“enhance visual localization” is consequently extended into the 
fi eld of visual HTML translation featuring real-time WYSIWYG 
editing. In addition, CATALYST also re-for-
mats the HTML pages to accommodate the 
user’s translations. This approach, however, 
naturally has its limits if pages are designed 
using tables in absolute dimensions because 
the dynamic resizing to the localized content 
will not work. Besides this limitation, sup-
porting visual HTML translation is a clever 
extension of CATALYST’s features as these 
formats not only play a major role in the 
online documentation of software products 
but are increasingly used as highly customiz-
able dialogs in software design itself, espe-
cially within .NET applications.

In my review of CATALYST 5.0 (MultiLingual Computing & Tech-
nology #65, July/August 2004), I recommended a more visual way 
to confi gure XML processing and localization. I am pleased with 
the now-implemented handling of this important fi le type, which 
uses an additive visual way to add required tag elements to the list 
of localizable resources by simply clicking on them and specifying 
whether they should be hidden or locked to avoid accidental 
alterations. The user can now immediately see the results of a 
confi guration by clicking on the preview button. 

The illustration “Visual confi guration of XML processing in 
CATALYST 6.0” shows how creating XML rules using ezParse has 
been signifi cantly enhanced with a new visual environment that 
allows the user to see the effect of ezParse XML rules simultane-
ously as he or she is creating them.

I have only two minor suggestions to further enhance this already 
great fi le handling. It would be even better if one could (further) 
confi gure one’s fi le handling rules by modifying rules from within 
the editor instead of the ezParse dialog and second, to synchronize 
the raw and parsed views of the XML fi le within ezParse (or the 
string/visual views of the editor). Furthermore, the ezParse window 
should be easier (and faster) to access than to go through Tools > 
Options > ezParse, and the appropriate fi le type could be prese-
lected if the user originates from a certain fi le opened in the editor. 
The only drawback was that I was not shown how the use of a local 
DTD (or Schema) can help to streamline the manual confi guration 
process. In addition, remotely located DTDs (and Schemas?) linked 
within the doctype declaration of XML fi les are not supported.

CATALYST 6.0 also shows a highly improved handling of all 
.NET formats using framework 1.0 and 1.1 and already offers 

nonvisual support for framework 2.0 if it is installed on your 
machine. Full visual support was planned but not available at 
the time of this review. As in other areas, CATALYST 6.0 features 
a complete visual approach to .NET by producing the original 
dialogs within CATALYST rather than imitating them. This allows 
visualization of any .NET dialog in all of its complexity, includ-
ing all types of visual inheritance, but needs, on the downside, 
the inclusion or full caching of all resources into the TTK. While 
the visualization worked exceptionally well in any of the tested 
examples (besides a framework 2.0 dialog in beta state), I found 
a few occasions where CATALYST failed to extract the contain-
ing strings (such as ListView and TreeView controls), did not 
report missing fonts or was not able to readjust LinkAreas. 

Due to the open and complex nature of .NET resources, the 
correct handling of all possibilities is, however, not only a prob-
lem of CATALYST but of all other software localization tools, the 
majority of which do not offer the degree of visualness provided 

by CATALYST. Aside from these minor short-
comings, Alchemy CATALYST is clearly one 
of the best, if not currently the best tool, to 
handle .NET.

The fi gure “Visual .NET localization” shows 
how CATALYST 6.0 supports all modes of 
visual inheritance by tracking all inherited 
objects. This ensures that you only translate 
an object once and that the objects are auto-
matically replicated throughout your .NET 
application. In this example, only the marked 
string in the lower right corner of the dialog 
needs to be localized. All other resources are 
inherited from other dialogs.

The integration of TRADOS was also redesigned and enhanced 
and allows use of the same familiar key strokes as in TRADOS 
itself. In addition, the new PowerTranslate bar provides point-
and-click access to all functions of the associated local or remote 
TRADOS resources (all versions including version 7). SDLX is not 
yet directly supported as there are currently no APIs available 
to do the trick. Both products are, however, fully complying to 
the TMX standard, and CATALYST integrates TMX as tightly as 
TRADOS, so SDLX TMs can be used in CATALYST. 

Besides TM, a variety of terminology databases can be asso-
ciated with CATALYST TTKs. Again, the TRADOS integration is 
fabulous and includes MultiTerm 6 and 7 but lacks direct sup-
port of version 5 and below because of licensing problems and 
the lack of APIs. For the same reason, there is no direct sup-
port of SDLX’s Termbases but as this format will become 
obsolete soon and will be replaced by MultiTerm or a descen-
dant of it, this is not really a huge drawback. Other TM and 
dictionary/terminology/glossary formats are supported via 
TXT export files.

The Translator Pro edition
With the new, relatively low-priced Translator Pro edition, 

CATALYST 6.0 becomes more affordable for freelance translators. 
This edition offers much of CATALYST’s power, but it unfortu-
nately still lacks the important Leverage Expert, which is designed 
to enable the reuse of previously translated material and earlier 
versions of localized software. 

This low-price edition, however, now features CATALYST’s full 
TM memory interface with all versions of TRADOS and SDL (by 

I especially like 
the new, clearly 
arranged, good-looking 
and highly effective 
graphical user interface.
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means of TMX), and translators can reuse 
translations and resources from previously 
translated TTK fi les. Productivity is fur-
ther enhanced by the inclusion of the 
Power-Translate technology, which fea-
tures concordance search and glossary 
consistency checks.

A small but nifty fi nal detail is a mem-
ory of previously opened fi le extensions 
and their belonging to a certain fi le type 
which automatically applies previously 
confi gured fi le handling processes.

Layout Manager is a great add-on for 
software engineers, designed to save 
more than 90% of the time normally 
needed to resize dialogs.

On the minus side
CATALYST 6.0 does not have many 

short comings, and most of them present 
only minor weak points. 

First, there are a few too many dialogs 
popping up when starting and closing a 
TTK or launching and shutting down 
CATALYST. It asked me again every time, 
which source and target languages I 
wanted to use in an associated TMX and 
notifi ed me that the TTK fi le’s internal 
status information was updated when 
opening a fi le and asked me whether I 
want to save the changes to my TTK 
before closing it, even without having 
done anything with that fi le. 

Second, there are issues of the CATA-
LYST component licensing when you use a 
software-based personal fi rewall, even 
after allowing all CATALYST applications 
full network access. I always got several 
components deactivated if I did not start 
CATALYST with a disabled fi rewall. This 
should not be an issue, however, on com-
pany networks being protected by a hard-
ware fi rewall, and consequently, the 
Alchemy support team had not come upon 
such problems before. 

Third, you should not move TRADOS 
components, especially MultiTerm dic-
tionaries, to other folders because this will 
provoke almost constant string indexing 
error dialogs, even if you move the 
resources back to their original location. 
This is not an error caused by CATALYST 
but by an inconvenient design detail of 
MultiTerm storing the original location of 
dictionary fi les as absolute fi le paths and 
not referencing any moving of those 
resources. 

Due to CATALYST’s visual approach, 
its project fi les (TTKs) tend to get rather 
large, especially if many resources are 
included. But TTKs can be easily archived 
to only 10% of their size using various 
compression tools such as ZIP or RAR. 
QuickShip archives sent to external trans-
lators are zipped archives. Large XML 
fi les (greater than 5 MB) are loaded and 
parsed very slowly. But this is a problem 
of many visual tools which try to render 
and parse XML fi les. For example, I took 
about eight minutes to load an 8 MB fi le 
into CATALYST and about the same time 
to parse it. When I tried to load the same 
fi le into Visual Studio, it failed after about 
10 minutes. Word 2003 took 12 minutes 
and did not allow any editing as it was too 
slow and cumbersome. On the other side, 
Altova’s XMLSpy needed considerably less 
time because it fi rst reads XML fi les as 
simple text. 

I highly recommend using the modular-
ity of XML to break content down into 
small manageable chunks which are later 
combined using a publishing system. This 
way one can use the fl exibility of XML and 
is able to handle the information.

In conclusion, version 6.0 really deserves 
to be called “the most important upgrade 
in the history of Alchemy CATALYST.” It 
clearly underlines the tool’s position and 
importance in the fi rst line of software 
localization tools and makes it also for the 
fi rst time more attractive to freelance 
translators.  M
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TRADOS for Dummies
Reviewed by Dena Bugel-Shunra

A valuable guide for TRADOS users 

The book covers TRADOS in a very process-oriented way: how to 
get a particular task done. This approach is useful to the translator 
working under the gun. It answers specifi c questions in 14 con-
venient lessons and provides a section with commonly occurring 
problems, as well as a reference to the ProZ.com TRADOS support 
forum, which is recommended as an excellent place to fi nd solutions 
for problems. 

The most valuable thing about the TRADOS for Dummies 
approach is its focus on the freelance translator’s needs. It 

describes in detail what agencies usually want 
as deliverables — the translation and a TM 
— and how to give it to them, and how to 
export the memory for a project. It covers the 
questions of what “clean” and “unclean” fi les 
are and gives the independently working trans-
lator a leg up on working with the terminology 
used in the marketplace — terminology that 
has been derived from offi cial TRADOS manu-
als and training sessions. 

The book works along with eight demo fi les 
(which are provided with it) and permits read-
ers to work along with the examples in their 
own languages. This helps keep the examples 
concrete and consistent and avoids format 
snafus and other undue excitement. 

Its structure is beyond reproach. The reader can almost hear 
the trainer sitting on his or her shoulder and whispering encour-
agement. This is in stark contrast to the offi cial manual’s dry 
technical tone. 

What would you change, if you could?
Mysterious Author was asked what single piece of the TRADOS 

suite is the one that causes the most problems and diffi culties 
to users, trainers and support staff. His answer was unequivocal: 
“TagEditor spellchecker.”

But barring that, Mysterious Author is very 
happy with TRADOS. Having read his book, it is 
clear that his command of the software is such 
that he is a virtuoso in its use. His book is a form 
of master class. If you happen to have a copy of 
TRADOS with virtual dust on it, 50 euros would 
be well-spent on this product.  M

TRADOS for Dummies.
e-Book, English. PDF file. 
81 pages, 8 sample files. 
IT Translations 
(www.ittranslations.com),
June 2005. €50.

A lesser-known fact about software is that when it’s 
not used, it gathers a sort of virtual dust. The program 
itself — say, a nifty typesetting program or a backup 
system guaranteed to save your data — may be in-
stalled on the computer, but if it’s not used frequently, 
piles of this virtual dust will make it seem inaccessible 
and sometimes forbidding.
Translators note this phenomenon particularly with regard to 

computer-assisted translation (CAT) tools. We buy them with the 
best of intentions, install — and then are distracted by life, the 
clients and everything. Soon enough, another virtual-dust trap 
has been formed.

A Mysterious Author (who has asked not to be named) rides 
in to the rescue. As the introduction to his TRADOS for Dum-
mies  book states, he wrote it “for users who have 
bought the program but never used it, as well 
as for those who have neither the time nor the 
patience to read the offi cial manual.”

Lack of patience with manuals? Surely he can’t 
be talking about real translators!

Support for everyone
Mysterious Author tells me that he had been an 

offi cial TRADOS trainer and provided support for 
the popular translation memory (TM) package in 
Spain and Portugal for a period of four years. 
Between that and being the TM administrator of 
a 20-member TM-sharing group, he has had the 
opportunity to see TRADOS training from the 
inside. During this time, he found that about 
20% of the people who bought TRADOS suffered from a bad case 
of virtual dust.

“The manuals were excellent,” he told me. “But with version 5 
they became very diffi cult to understand, and I realized that there 
was no easy way to learn TRADOS” — except the trainings — “and 
that there was no practical manual on the market.” 

This is the reason for the underuse of TRADOS by people who 
have spent the money on the software. It’s a way for them to 
recover their investment without spending money on offi cial 
training.

So, what does the book tell us?
TRADOS for Dummies starts right at the 

point of instal lation and builds up from 
there. It covers the practical use of the 
software and gives a loving description of 
the various ways of employing it.

Dena Bugel-Shunra is a 
free lance translator in 
Washington state who 

specializes in working be-
tween English and Hebrew. 

The most valuable 
thing about 
the TRADOS for 
Dummies approach
is its focus on 
the freelance 
translator’s needs.

Reviews
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Navigating the 
unknown risks in culture

Tom Edwards is owner and principal consultant of Englobe, a 
Seattle-based consultancy for geostrategic content manage-
ment. Previously, Tom spent 13 years at Microsoft as a geogra-
pher and as its senior geopolitical strategist. 

offended by an issue. In other words, the greater the local con-
sumers’ devotion to their deep cultural values and practices, the 
greater the potential for your business products and/or services 
to cause an offense. 

How does a business begin to map out the unknown risks of 
a local market? While this space is insuffi cient to go into all 
the required detail, I can start with three basic steps that we’ll 
certainly explore further in future column entries.

1. Be aware. Comprehension of the reality of geopolitical 
risks in content is often 50% of the challenge in starting to 
address them. 

2. Be proactive. Many businesses realize — and my own 
experience with cultural issues confi rms — that it is far less 
expensive and disruptive to fi nd and resolve a blocking issue 
as early as possible during production than to deal with it far 
downstream. 

3. Be committed. The key to long-term success is to make 
the commitment to invest in resources, training and processes 
that are necessary to stay aware and proactive.

Now, one comment I’ve often heard in response to my 
admonitions about such issues goes something like this: “This 
geopolitical and cultural stuff is all very intriguing, but it’s not 
very applicable to my company’s work.” Well, when we consider 
the wide range of businesses, there are some that are clearly 
more susceptible to unknown geopolitical and cultural content 
risks. Content-intensive products and information services 
(such as websites, reference works, educational/training 
materials, video games, marketing/PR materials) are especially 
vulnerable simply by their very nature, which includes heavy 

When a cartographer builds a new map, he 
or she employs standard processes of selection, 
generalization and symbolization, while remaining 
ever cognizant that there are facts, variables and 
aspects of the representation that remain relatively 
unknown. This geographic uncertainty is not at 
all unlike the age-old notion of terra incognita
(unknown territory) found on antique maps during 
the Age of Exploration, visibly noting where 
geographic knowledge was limited and where 
much uncertainty existed off the map edges. 
The romance of such a historical connection was 
certainly one strong appeal for my own study in 
cartography, but these days, with the physical 
geography thoroughly mapped, remapped and 
digitized to incredible detail, the notion of terra 
incognita becomes less relevant and replaced 
perhaps by a more appropriate, broader concept 
of periculum incognita (unknown risk).

In our modern context of global business, product development 
and customer relations across boundaries, the idea of periculum
incognita is directly relevant as there certainly exist many unseen 
challenges and complications to globalization and localization 
practices. Many large-scale business risks have been well identi-
fi ed, but the risks with which I’m especially concerned are those 
emerging from the deep-level geopolitical and cultural aspects of 
a local market — the qualities of a culture that are highly mean-
ingful to local consumers yet typically very diffi cult for an out-
sider to discern. Such subtle business risks often escalate in a 
direct relationship to the depth at which a local culture is 

Off the Map Tom Edwards
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use of text, icons, clip art, maps, fl ags, photos, videos and so 
forth. By this broad defi nition, virtually any business that must 
communicate to local customers carries potential risk. 

But if you harbor doubts about the pervasiveness of these 
issues, consider how a single, specifi c geopolitical issue impacts 
such a diverse group of companies in the following example. 

Known to cartographers for decades as a problematic issue, the 
region of Jammu and Kashmir in Central Asia has proven complex 
for businesses that produce and/or deploy maps of the region as 
part of or in association with their products. Unknown to many 
companies that do business in India, the local government has 
regulations against the use of an unapproved map — that is, if the 
area is not represented wholly as Indian territory, then govern-
ment and consumer backlash is a certain outcome, such as in the 
following examples.

News media. CNN was accused of doctoring a web-based 
map to remove Jammu and Kashmir as Indian territory, which 

yielded much backlash from 
Indian customers. Fox News 
made a similar error in Janu-
ary 2001.

Food products. The 
Cadbury company produced 
advertising for its Temptations 
chocolate bar in India which 
compared the confection to 
the Kashmir dispute, complete 
with a map of Kashmir in 
their marketing that stated, 
“I’m good. I’m tempting. I’m 
too good to share. What am 
I? — Cadbury’s Temptations or 
Kashmir?”

Software. Microsoft 
fi rst discovered this issue 
when a time zone control 
panel feature in the Windows 
95 operating system was 
incorrect from the Indian 
perspective, thus resulting in 
a costly recall, fi x and reissue 
of the software.

Educational toys. An
educational toy globe with 
electronic features, the 
LeapFrog Explorer Globe, mis-
takenly showed Jammu and 
Kashmir as an independent 
country distinct from India 
and Pakistan, which resulted 
in public backlash within 
India.

Pharmaceuticals. A UK 
journal was reprinted by 
SmithKline Beecham and 
portrayed the Jammu and 
Kashmir region wholly as 
part of Pakistan, resulting in 
demands for apologies and 
removal of the journals.

If one considers that Jammu and Kashmir is but one of many, 
many possible geopolitical and cultural issues and that maps are 
but one type of content that could hinder business activity in a 
locale, it becomes clear that no particular type of business is truly 
immune from the effects of an unforeseen, potentially damaging 
content issue.

This then brings us to the conclusion of this introductory “Off 
the Map” segment, wherein I remind the reader that there is hope! 
Measures can be taken to avert a loss of revenue and perhaps 
worse, a loss of public image, if the parties involved are commit-
ted to take such steps and make minimal investments. As this 
column continues, we’ll explore general concepts, content-related 
challenges and specifi c geopolitical and cultural issues that are 
considered, well, off the map from most traditional localization 
and globalization practices, towards the goal of thinking more 
geostrategically and taking some of the incognita out of the 
periculum. M
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GGetting into an 
airplane is an act 
of faith. We assume 
that the plane has 
been serviced and has 
enough fuel and that 
the pilots and crew 
are capable. What 
goes unsaid is wheth-
er the crew can com-
municate with each 
other, with the pas-
sengers, control tower, 
air traffi c controllers 
around the world, the 
ground crews, the me-
chanics and even the 
reservations people. 
Is this a big deal?

Earlier this year a Cypriot Airlines jet crashed in Greece killing 
all aboard. The plane suffered rapid decompression, and everyone 
“froze” to death before the plane crashed. The in-fl ight recorder re-
vealed that the German pilot, who spoke fractured English, couldn’t 
communicate fast enough with the Cypriot co-pilot, who also spoke 
fractured English. 

Several years ago an Avianca (Colom bia) fl ight crashed near 
New York City. The pilot spoke poor English and couldn’t commu-
nicate that he was running out of gas and needed priority landing 
rights. The plane crashed, killing scores of people.

 In 1997, a Garuda Indonesia fl ight full of Japanese tourists 
crashed. Fatalities occurred because the Indonesian fl ight 
attendants couldn’t relay safety instructions to the passengers.

 A Chinese plane crashed when trying to land in a fog but didn’t 
pull up in time. The plane had a ground proximity warning system, 
which blared in English “Pull up!” But the Chinese pilot’s last words on 

the cockpit voice recorder were 
“What does ‘Pull up’ mean?”

 And in Tenerife, Canary 
Islands, a Spanish air control-
ler told a pilot “turn left” when 
he should have said “turns to 
the left” (circle around). The UK 
plane crashed into the mountain.

There are more incidents 
than these.

The lack of importance given 
to languages by some airlines is 
amazing considering that the #2 
stress factor facing international 
travelers after jet lag is dealing 
with a foreign language. While 
the language situation is unique 
in commercial airlines, what has 
gone on in this industry can also 
apply to others. At 3M, many 
years ago, a language society 
was created to tap the language 
skills of its employees and de-
velop in-house translation skills.

How IALCO began
To deal with airlines’ emergency communications and the more 

mundane problems of communications with their customers, a 
group of individuals formed a voluntary organization called Inter-
national Airline Language Council (IALCO — www.ialco.org). This 
has to be one of the world’s least known professional organizations. 
Its fi rst meeting in Zurich was sponsored by Swissair in 1981. This 
year they met in Dubai and were hosted by Emirates Airlines. Their 
objective “is to improve both service and increasing the functionally 
oriented communications skills which airline personnel require.”

The 9/11 hijackings and the turmoil that was brought to the 
world’s airlines cancelled the meetings of 2001 and 2002. With those 
two exceptions, they have been held annually since 1981, hosted by 
major airlines such as American, British Airways, Air France, Lufthansa 
and KLM and also by smaller national airlines such as Aer Lingus, Air 
Adriatic, Thai and Pakistan International. I have been involved in a 

Plane talking

There are lots of kinds of savvy in the world — book savvy, tech savvy 
and travel savvy, all of which are useful. But if you want to make a go 
of it globally, you need to be world savvy or “street smart” in today’s 
parlance.

In these columns I will try to present some insights on how people 
in business can get along better in the world. I will even include some 
spots in the United States such as Washington, D.C., which seems like a 
foreign city sometimes. It has its own rules and culture if not language. 
Washington, D.C., is the only place in the world where a fellow tried to 
have me arrested for speaking a “foreign” language. 

Since I am a dual American and Latvian citizen, I have two ways of 
looking at things. My favorite speech that I give in Latvia is “How to 
deal with Americans.”

Some columns will cover communications issues and some just how 
to survive in different business environments. It will be fun , and it also 
justifi es all that time I have spent fl ying around the world. On the top 
of my list of unforgettable fl ying experiences are such fl ights as Kazak 
Airlines to Semopolitinsk, Kazakhstan; Avianca to Quibdo, Colombia; 
Air Baltic to Riga, Latvia; Gulf Air to Bahrain; Cubana to Havana, Cuba; 
and Air France to Nice, France. 

This issue: how the global airline industry communicates and un-
fortunately miscommunicates and what you should know and can do 
about it. There are more important things to worry about than what’s 
for dinner and the in-fl ight movie.
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World Savvy John Freivalds
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couple of meetings. It is both heartening to see what this volunteer 
effort has accomplished and at the same time frustrating that airline 
management has to be prodded to develop language policies not only 
for customer service but also for safety.

IALCO members try to put some substance into all the advertis-
ing phrases and mottoes that airlines use. Individual members range 
from the technical communications manager at Airbus to individual 
fl ight attendants with a penchant for language. If you want to get 
involved with any language issue dealing with commercial aviation, 
this would be a place to start.

Striving to be world savvy
Today’s headlines mostly deal with which airline is going in and 

out of bankruptcy, fl ight cutbacks, cutbacks in service (pay toilets 
have been considered!), fl ight delays, strikes and loss of pensions. 

Imagine trying to bring the issue of language learning and usage 
up to management in this environment. Nonetheless, people are 
trying, and the airline in the United States that seems to try harder 
is United Airlines. United still wants to be #1 in the United States, 
if not the world. To do so, you need to have more multilingual 
fl ight attendants and reach out to non-US customers. Think about 
it. When you fl y Air France, Lufthansa, Singapore or Cathay Pacifi c 
out of the United States, the fl ight crew can speak English, and the 
captain’s announcements are in English. One former Swissair ad 
read, “Wherever you came from, we can speak your language.”

Several United chairmen ago, Gerald Greenwood ran United. He 
had earlier worked for Ford in France, where his American boss told 
him the only language allowed to be spoken in their Paris offi ce was 
English. He pushed for a different environment for United, to the 
extent of having all 11,000 fl ight attendants speak two languages. 
Employment ads would appear for a domestic fl ight attendant who 
in addition to English could speak Cantonese, Japanese, Dutch, Viet-
namese, Thai, German, Polish, Arabic, Korean, Russian, Greek, French, 
Spanish, Tagalog, Mandarin, Swedish or Norwegian. Whew! This 
spilled over onto the translation side where scads of documents and 
customer service materials had to be translated into other languages.

Equally enthusiastic about the language issue was Colin Marshall, 
a one-time chairman of British Airways. Writing in the The Harvard 
Business Review, Marshall noted that the tendency to compete on 
nothing but price “. . . is fl awed. Most US airlines have not been very 
innovative or creative. Compared with international fl ying, the fl y-
ing experience in the US is pretty ghastly.” No argument there from 
me. To enhance international customer service, British Airways not 
only provided atten dants a means to learn another language but 
also gave monetary incentives for specifi c international routes.

Union rules have hindered this in the United States; the rules are 
now changing due to the various bankruptcies. I spoke to a North-
west Airlines fl ight attendant on my way to Japan once and asked 
if she spoke any Japanese. “Nope,” she answered. “I’ve been fl ying 
eleven years, and I don’t intend to learn.” She didn’t think it was fair 
for new employees to get the Japan route just because they spoke 
the language.

No such resistance to language at Emirates Airlines, which The 
Wall Street Journal recently featured as one of the world’s best-run 
airlines. Emirates refl ects the ambitions of Dubai to become a world 
fi nancial and business center. Clive Reed, Emirates training manager 
and now the President of IALCO, points out that the airline’s “diversity 
of cultures and nationalities hired brings with it new ideas, innova-
tions and thinking styles.” And also less turnover. Reed added that 
higher retention rates cause customers to be 38% more satisfi ed, 

besides resulting in 22% higher productivity and 277% higher profi ts.
Airlines such as Air Baltic and LAN Chile want to compete for 

international travelers so they are working to get their English lan-
guage skills up as fast as possible. Interestingly, I never saw anyone 
from Russia’s Aerofl ot at an IALCO meeting.

Language technology
To get language skills going at United, every technology was 

tried. A 12-person task force worked for two years to determine 
what type of language training would be needed and how it would 
be instituted. Then 225 people were given different methods to 
learn languages: CD-ROMs, tapes, internet courses, videos, cassettes 
and in-country training. They also adopted my theory of guerrilla 
linguistics to develop Air Spanish, Air Portuguese and Air Japanese.

“The linguist would be appalled,” said an instructor talking to a 
Wall Street Journal reporter covering the learning of Air Spanish. 
The vocabulary in all the courses consists of 40 words and phrases. 
For example, Air Spanish teaches mani (peanuts), hielo (ice), cin-
turon (seat belt), baño (bathroom) and that old standby ¿pollo o 
carne? (chicken or beef?).

A more sophisticated system is being introduced on the reservation 
side through speech recognition technology. The technology is avail-
able in a number of languages and is being used to help people make 
seat selections and meal choices as well as options to interact with 
PDAs, telephone check-in, fl ight delays and speed dial.

Most IALCO members have something to do with the translation 
people at their airlines. They are willing to listen and give leads.

And now the pilots
If you fl y Lufthansa and hear the pilot announce, “We are now 

fl ying over the Bordeaux region of France, noted for its fi ne wines,” 
you are hearing the results of another program that was presented 
at IALCO. It is called the “Mike Button” program. Lufthansa found 
that its 4,400 pilots didn’t like to talk to passengers. And Lufthansa 
was getting complaints.

With German precision, they began training pilots in making 
cockpit announce ments. The program trains 6.5 pilots per day and 
teaches them to make 20 announcements to passengers. Each 
announcement is played back to the pilots until they get it right. 
Lufthansa is now offering this training program to other airlines.

Aer Lingus is always present at IALCO conferences — and why 
not? They developed an Air English program with 2,770 words and 
phrases to help pilots and controllers understand each other. One 
of the biggest fallacies in the communications world is that just 
because someone speaks English he or she understands it.

By 2008 all international airline pilots will need to have fl uent 
English skills in order to fl y. International Civil Aviation Organiza-
tion is the international registration agency, which will demand a 
specifi c level of rating. The rating required means “Relates point 
of view clearly with no strain.” English is the international airline 
language — but as we earlier showed, comprehension of it varies.

What to do
Airlines read the e-mails they get, so write to the chairmen 

of airlines that don’t have suffi cient skills. Reward those airlines 
that do with your business. I won’t fl y some airlines in the world 
regardless of how much they cut the fare just because of com-
munications issues. Flying is still the safest form of travel, but it is 
safer when the crew can communicate with the rest of the world 
and with its passengers.  M
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Choosing a vendor
for localization 

Kit Brown is the principal of Comgenesis LLC, a technical com-
munication services and consulting company. She has 16 years 
of experience writing and consulting for the medical, biotech-
nology, environmental and computer industries, as well as sev-
eral years working as a consultant in the localization industry. 

located in the target market, who is a 
native speaker of the target language and 
who is also fl uent in English. These people 
have the product and customer knowledge 
and can spot subtle errors in the language 
product that might otherwise get missed. 

Remember, the localization vendor has great language skills and 
should be using trained translators who have industry knowledge, 
but they don’t know your product as well as you do.

Vendor selection process
The localization industry is undergoing signifi cant consolidation 

and upheaval. Bigger companies are acquiring smaller ones, tool 
vendors are being absorbed into localization services companies, 
and medium-sized companies are establishing niches in specialized 
industries.

Companies that rush through the vendor selection process 
without understanding these changes often end up in a vendor 
relationship that does not work.

Before making a decision about a particular localization vendor, 
use the following process:

1. Analyze your needs. Examine the scope, schedule and 
complexity of your project. Identify which locales (language plus 
culture) you want to sell your product in. Evaluate your current 
processes, tool set, style guide and terminology database for 
inconsistencies or other issues that might affect localization. Verify 
the availability of in-country reviewers. Determine whether or not 
a translation memory database exists that you can leverage.

Selecting the right localiza-
tion vendor is about building 
relationships, integrating 
processes and working together 
as a team. Price cannot and 
should not be your only, or even 
your primary, criterion. When you select a vendor, 
you are entering into a long-term relationship, 
that, if done correctly, will enable you to more 
effectively meet your business goals. When done 
carelessly or naively, the results can be disastrous.

Overview of the localization process
Just as in the development process, there is some iteration 

involved in localization. The primary difference between develop-
ment and localization is that, in development, you are creating 
something from nothing, whereas in localization, you have a 
product that exists for one locale and language, and you need to 
make it acceptable for another one. Because of this difference, 
it is somewhat easier to quantify and measure quality in the 
localization process.

There are two critical things to understand about the localiza-
tion process.

Time required. Translation and localization require about 
80% of the time required for documentation development, so 
if you have 1,000 pages of new documentation that you need 
translated into 15 languages, don’t wait until fi ve weeks before 
your product release date to get localization involved. Doing 
so almost guarantees poor quality and unhappy international 
customers. In a highly regulated industry such as medical devices 
or pharmaceuticals, delays can be deadly.

Importance of in-country review. In-country review is 
critical to high-quality localization. These reviews should be 
conducted by a designated person in your company who is 

Step by Step  Kit Brown

This column is the fi rst in a series that 
will explore the relationship between 
the client company and the localization 
vendor. I hope that these articles provide 
you with practical information that you 
can apply immediately to your business.
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Column
2. Research the localization industry. MultiLingual has 

an e-newsletter that provides regular updates to industry hap-
penings. LISA (www.lisa.org), Translation Research (www
.translationresearch.com/links) and others provide information 
about and for localization professionals. The business press often 
has articles about specifi c companies or about issues that impact 
the industry. The Society for Technical Communication has a 
special interest group on International Technical Communication, 
and the members regu-
larly share advice about 
localization issues, 
tools and other items 
of interest to people 
who work for or with 
localization vendors. Look for vendors 
who specialize in your market, in the 
volume of localization that you need, 
or in a special need that you might 
have, such as content management and 
automated workfl ow.

3. Determine performance metrics. 
The old saying goes “You can have it 
good and cheap, good and fast, or 
fast and cheap, but you can’t have 
all three.” For you, what is the most 
important aspect of the resource 
triangle? Quality? Schedule? Cost? For 
each, identify one or two quantifi able 
measures for success.

4. Develop a Request for Proposal 
(RFP) for a competitive bid. The RFP 
should be two to fi ve pages and should 
provide information about the schedule, 
complexity, known issues and other background about the 
project. 

Include a process graphic of the development cycle, a list of 
tools that will be used, and contact information for the project 
manager, documentation lead and technical lead. 

Provide sample source fi les for the information that needs to 
be localized (for example, provide the actual .rsc fi les, Adobe 
FrameMaker, Illustrator or Photoshop fi les that will be localized). 

The more information that you can provide, the more accurate 
the estimate will be. 

Give enough time so that the vendors can ask questions and 
thoroughly evaluate the fi les. Send the RFP to at least three 
vendors.

5. Review the responses to the RFP. Develop a checklist that 
enables you to quickly evaluate the responses you receive from 
the vendors. Identify the key items you are looking for and decide 
how well each vendor addresses those issues.

6. Contract for a pilot project as a test. Before committing 
all of your projects to one or two vendors, you may want to do 
a pilot project to determine how well your teams work together 
and where processes need to be altered.

7. Evaluate the results.
Objectively analyze the 
outcome of the pilot project, 
and conduct a post-project 
evaluation with the vendor. 
Work together to resolve any 
issues, and decide if that ven-
dor is right for you. Keep in 

mind that it may take a couple 
of projects to fully integrate processes 
and to work out the kinks.

Things to watch for
Each step in the selection process 

provides you with an opportunity to 
identify any responses or behaviors 
that cause you to reconsider the rela-
tionship. Some of the most important 
issues include the following:

 Unresponsiveness
Poor reviews from others

 Lack of process
 Poor quality on test translation
 Lack of industry knowledge

 Untrained translators (professional 
translators should be native speakers of the language they are 
translating into and certifi ed by a reputable language school)

 Poor QA or change management process
 Infl exibility
 Lack of technical competency on toolset

Conclusion
Remember, a good localization vendor values a long-term rela-

tionship with clients, provides excellent customer service, listens 
to clients’ concerns and proactively assists in developing quality 
localized products by pointing out areas where a client
can improve consistency and effi ciency.  M

Next issue: Developing a localization kit

WANT TO BE A HERO?
TURN YOUR COMPANY’S TM DATABASE

INTO A PROFIT CENTER.
208 265 9465

US TOLL FREE 888 533 7886
INFO@TMMARKETPLACE.COM

THE TRANSLATION
MEMORY BROKERS

An overview of the 
localization process
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solution.
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Providing complete control of your localization process, Alchemy

CATALYST 6.0 is an ideal solution for developers seeking efficient

integration of their localization process with their product development

life cycle.

Alchemy CATALYST 6.0 is a reliable, scalable and secure technology
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localization platform that can grow with the demands of their business.

Visit us at www.alchemysoftware.ie

Alchemy Software Development has its headquarters at Block 2, Harcourt Business Center, Harcourt Street, Dublin 2, Ireland

Total Microsoft .NET Solution
Localize, engineer and test all your Microsoft .NET
(1.x/2.0) applications, including ASP pages in a true
WYSIWYG environment.

Total TRADOS Integration
Work seamlessly with TRADOS Desktop
and Enterprise technologies and share
your translations effortlessly.

Visual HTML
Localize almost any HTML document
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engineering environment.
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Total Visual Localization
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Total Visual LocalizationTM
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high-productivity and visual localization solutions, Alchemy Software

Development is a trusted software vendor.

Find out more. Visit our web site for free online demonstrations,
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Translation tools 
come full circle

Jost Zetzsche

Tools

professional translation industry wanted to hear: ‘Forget about 
MT; it doesn’t work. Instead, use our TM product because it 
leaves you in full control of the process.’ The message worked 
well. Within a period of 10 to 15 years, TM products found 
their way to the workstations of more than 50,000 translators in 
the world. But the message has also caused a sort of ‘cognitive 
disorder’ in the translation industry, namely that TM is good 
and MT is evil, foregoing the fact that TM is just a new variant 
of MT. . . .”

More on MT later.
The last couple of years have been nothing short of fasci-

nating in the translation tool industry. I won’t bore you with 
yet another rendition of the “what the TRADOS acquisition by 
SDL means for our industry” litany. While this is an important 
development with a signifi cant (and I think mostly positive) 
impact on the industry, there’s a lot happening besides that. 
Let’s start with the “failures.” 

IBM put its Translation Manager to rest in 2002. ALPNET/SDL 
gave up on its corporate TSS/Joust and Amptran tools as stand-
alone tools. Lionbridge made LionLinguist/ForeignDesk open 
source and in effect gave up on it as well. And Cypresoft’s Trans 
Suite 2000, the latest casualty, gave up in 2004 because, accord-
ing to the developer, “knowing that almost 70% of our Trans 
Suites that are currently running around the globe are illegal, I 
can say that a lot of you helped us to reach the point where we 
had to close the company because we had lack of funding.”

On the other side of the business, numerous tools have entered 
the market in the last couple of years (across, Heartsome and 

Fusion, among others) or are going 
to enter the market in the next two 
to six months. I know at least three 
tools in that category and wouldn’t be 
surprised to see even more. And, by 
the way, this is where I see one of the 
most positive aspects of the TRADOS 

II recently spent some time on the phone 
with a multilanguage vendor client who was 
desperate because he had to translate repeti-
tive text without a translation environment 
solution in place. When I got off the phone, 
I realized how far we’ve come in our indus-
try. I hadn’t had a call like that for months! 
Although a handful of companies still stead-
fastly refuse to employ technology, these are 
in the minority, and calls like the one that 
morning are few and far between. 
Translation environment solutions — a term that is much 

to be preferred to inaccurate and limiting terminology along 
the lines of translation memory (TM) or bitext tools — have 
reached a point of great maturity in terms of usage and product 
development. Today’s translation buyers assume that language 
vendors use at least one solution. At the same time, tool devel-
opers are forging toward new horizons in the development of 
their tools.

While “traditional TM technology” dates back less than 15 
years (TRADOS, STAR and IBM released their TM components 
in 1992 and Atril the fi rst Windows-based product in 1993), its 
roots can be traced back long before that. As Jaap van der Meer 
points out in “Different Approaches to Machine Translation” 
(MultiLingual Computing & Technology #71, April/May 2005), 
TM is just a sub-category of machine 
translation (MT) and thus dates back 
to as early as the 1950s. Van der Meer 
rightly points to the root cause that 
makes us forget the close relationship 
between MT and TM: “The marketing 
message was tuned in to what the 

Jost Zetzsche is a translator 
(English-to-German), a consultant 
in localization and translation, the 
author of The Translator’s Tool 
Box for the 21st Century and one 
of the founders of TM Marketplace.
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acquisition: it has invigorated a competition that previously 
was passive to the point of standstill.

There are numerous ways to classify the different commercial 
translation environment tools: TM/terminology database technol-
ogy, translation interface, network support, supported platforms, 
APIs and so on. One helpful way to look at them is that some tools 
are almost exclusively aimed at the concept of “TM” (WordFisher, 
Wordfast, MetaTexis), while others try to create a “translation envi-
ronment” beyond that with features such as:

 advanced terminology database management
processing of complex fi le formats
analysis and quality assurance
networkability and sharing of databases
project management capabilities

It’s exactly in this realm of a more complete translation 
environment that further development is happening and will 
continue to happen. Following are some of the primary areas 
where I see and hope for continuing developments.

Terminology management
Terminology management has to become stronger, and this 

is more a plea than a prophecy. More than a decade of stead-
fast refusal on the side of most translators to adequately use the 
terminology component of most translation environment tools 
(yes, I realize that there are exceptions to that, but they remain 
exceptions), coupled with often awkward 
methods of entering and retrieving data, 
has given way to some more encourag-
ing developments. The Canadian line of 
bitext tools — MultiTrans, Beetext Find 
and LogiTerm — as well as a TRADOS tool 
and an SDLX tool allow for the harvesting 
of terminology from a bilingual environ-
ment, thus making it possible to (almost) 
skip the translator in the process. Other 
developments are an increasing number of 
terminology components that can be accessed online and from 
which terms can be entered seamlessly into the translation.

Déjà Vu is so far the only tool that allows for “assemble” pro-
cesses, that is, the constructing of a “translation” from terminol-
ogy and other segments if no direct match is found in the TM. It 
escapes me why no other tool has a comparable feature.

And last, tool vendors have been shockingly slow to imple-
ment TBX, the termbase exchange format. Only SDLX and 
Heartsome have been exemplary in supporting this format. 
When others follow their lead, terminology exchange beyond 
bilingual term lists may actually become possible.

Content management
For the service provider, content management could easily 

be the most daring development, and it is something that has 
been in the works for a long time. 

Traditionally, there has been a clear separation between con-
tent creator and translation provider. Now this separation is in 
the process of crumbling. TRADOS/SDL already has a number 
of partnerships and integrations with content management pro-
viders; STAR Transit has an integrated authoring system for its 
corporate solution; and the newly released SDL AuthorAssistant 
and Iterotext’s Authoring Coach TMX are simple tools that con-
nect technical writers to a TM database so that the content will 

Tools
be written with the greatest possible number of matches in the 
translation process. 

The challenge to service providers is obvious. They either 
need to broaden their service portfolios to include authoring 
services at a much higher level or have the translation buyer 
much more directly involved in TM management.

Workflow components
The need for workfl ow/project management solutions has 

fi nally become apparent to the language industry. While most 
of the large service vendors responded to this long ago by 
purchasing or developing their own tools, many of the smaller 
and mid-sized companies are still looking for ways to auto-
mate project management and translation processes. The two 
lines of tools that are offered in this area are either tools such 
as LTC Organiser and ]project-open[ that support and auto-
mate project management on the fi nancial and personnel level 
(bidding, assigning personnel, tracking progress, invoicing) or 
tools that are closely integrated in the translation environ-
ment (such as TRADOS TeamWorks or Idiom WorldServer). It 
remains to be seen whether there will ever be a tool that truly 
combines these aspects or whether the API of tools will be so 
readily accessible that an integration can be easily done. But 
there is no doubt that the market is ready for it.

Another aspect of managing the workfl ow is online access 
to TMs and terminology databases, which, 
of course, is already a reality in many work-
groups. More needs to be done, however, 
especially on a noncorporate level as shown 
in some of the newer tools such as Fusion 
or across (or Logoport, which was bought 
by Lionbridge). These tools have recognized 
the need for easily accessible online access 
and have built their tools around this core 
feature.

MT components
Some of the attempts at a renewed fusion of MT and TM 

on a commercial tool level have failed (think of SDLX’s MT 
component a few versions ago). However, on a service level 
they have become reality, especially among some of the larger 
service vendors and translation buyers.

Tools such as Déjà Vu have long used algorithms that on a 
sub-segment level attempt MT-like processes. While these could 
and should be enhanced, they will become more prominent in 
other tools with much larger pre-confi gured language-specifi c 
MT engines behind them.

Open source
Though open-source applications are still somewhat at the 

fringes in the world of translation environment applications, 
there’s enough out there to make one sit up and take notice. 
Besides Lionbridge’s fi rst attempt at releasing ForeignDesk as 
an open-source application, OmegaT has also been around for 
a number of years and translates HTML, text and OpenOffi ce 
.org fi les. Sun’s newly released Open Language Tools converts 
SGML, XML, HTML, OpenOffi ce.org and a number of software 
development formats to XLIFF and translates those within its own 
TM environment. And just weeks ago ENLASO also released its 
tools (Rainbow for the conversion of a large number of fi les into 

Terminology 
management has to 
become stronger, 
and this is more a plea 
than a prophecy.
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Why buy both SDL and TRADOS? Laska cited translator and client
preferences as well as the two products work with different fi le 
types. He added that tool compatibility means that a translator who 
does not own TRADOS can still tell a client that he or she can handle 
TRADOS fi les.

Melby then offered “a plug for interoperability and standards,” the 
long-term vision that one will be able to receive a project with source 
text in XML and the terminology in a TBX-neutral format, other fi les 
in TMX, use any tool to translate it and then return it in the same 
format in which it was received. Then, he said, tool vendors will 
compete on broader qualities, with users not “held over a barrel” or 
locked into a tool. This “vision statement” was greeted with applause.

Tool vendors, Melby said, are on record as supporting this idea, 
specifi cally in that fi ltering, segmentation and data exchange can be 
commoditized.

If I’m not happy with a grammar/spellchecker, can I integrate 
a third-party tool? Blais’ answer was no, but he added that the 
company is working on it. Other vendors cited a link to Word 
(LogiTerm being integrated with Word/WordPerfect) and the user’s 
ability to access available checkers through an Offi ce interface. 
Zetzsche commented that ATA language divisions or other groups 
could ask vendors to develop the features they need.

All agreed that their products should be compliant with the 
upcoming Microsoft Offi ce 12. 

Regarding efforts to create tools for the Macintosh, Melby defi ned 
two methods: the tools can run in native (created for Macintosh) 
mode or in a Windows emulator mode. All translation suite vendors 
said their products will work on a virtual PC, but they do not have 
Macintosh versions at present. Laska said he had experienced more 
interest in Macintosh support recently and it is in SDL/TRADOS’ plans. 
LTC Organiser runs on Macintosh, and the Wordfi nder tools have 
native Mac support.

Do translators need TM tools if they have little repetition in the 
text? Benito pointed out that TM itself is not highly useful in such a 
situation, but most tools are not just TM — they include format/QA/
integration with dictionaries and databases. And in the case of sub-
sentence repetition, example- or pattern-based tools and techniques 
may be useful. Laska added that there are many aspects beyond 
sentence matching. Giguère cited information tools that extract from 
bitexts, databases and so on. Blais listed leveraging assets, being 
organized and working with text in context as well as going to the 
sub-sentence and expression level. Melby mentioned segmentation 
— dividing both source and target texts into the same kind of 
“chunks” for further work — as well as alignment, bitext and TM.

Is the MT component still in SDLX for the future? Laska said it is no 
longer in SDLX 2005 but is an API. Some customers have integrated 
theirs, and KbT applies TM to a fi le, examining fuzzy matches.

Can the user convert from bitext to TM and vice versa? Blais said it 
is possible in theory. LogiTerm: TMX is the bridge. Benito said that in 
theory it is possible, but in experience the quality of the alignment 
with all that context presents problems in matching. Melby noted 
that this issue came up in the original work on TMX — ”if you don’t 
keep track of the order of the segments in the original text, the 
conversion works only in one direction.”

A matrix table of tool information and Gilles Gamas’ article 
“Using the Bitext: A Versatile Resource” (MultiLingual Computing & 
Technology #75, October/November 2005) summarized main points 
and provided a link to the presentations through www.atanet.org M

Raised hands indicated that about one-third of the 200-plus 
language professionals attending the morning session of the American 
Translators Association’s translation tools forum on November 11 
used no translation memory (TM) tools; a large number of the others 
used either TRADOS or SDLX; and a few used both. They heard seven 
representatives of translation support tools present information 
about their products as Alan K. Melby of Brigham Young University 
moderated, assisted by Jost Zetzsche of International Writers’ Group. 

Daniel Benito, founder and CEO of Atril, described Déjà Vu X as the 
tool of choice for freelancers, commenting that it was the fi rst with an 
integrated translation environment for multilingual projects. 

Keith Laska, vice president of SDL/TRADOS for desktop technology, 
described the audience for the company’s tools as translators, 
language service providers (LSPs), corporations and universities. The 
SDL-TRADOS acquisition, he said, results in free support for both tools. 
He assured the audience that both products would be supported, 
with a new product (SDL TRADOS 2007) planned that is expected to 
combine the strengths of both of its antecedents. 

Three of the vendors were Canadian companies. Pierre Blais, 
president of MultiCorpora, explained the company’s corpus approach 
and the three freelancer editions of MultiTrans. Marc-Olivier Giguère 
of Terminotix outlined the features of LogiTerm, the TransSearch online 
database and the bitext research tool developed by the RALI laboratory 
(Recherche appliqué en linguistique informatique) in Canada and the 
alignment robot add-on to its corporate edition. Beetext co-founder
Benoit Desjardins described the web-based translation management 
tools Flow for project, Find for documents and Term for terminology, 
available individually or as a suite.

Two additional products used by translators were also represented. 
Celine Wong, described the features of the workfl ow tool LTC Organiser 
for managing client, project and suppler information as well as tasks 
such as payments and reports. She added that Organiser is fl exible 
and is given structure through customization, such as for accounting. 
WordFinder managing director and founder Ola Persson explained the 
company’s dictionary system and proofi ng tools, which are available 
for 10 languages and allow users to build dictionaries, with the results 
shown along with those from the purchased dictionaries. 

Questions were collected for review by the panel and moderators and 
presented in the afternoon sesson. Many concerned particular features 
such as support for non-Latin fonts (LogiTerm’s Windows version 
supports only Latin scripts, the web version is Unicode compliant; 
MultiTrans supports Unicode characters but bidirectional languages 
require an additional module; SDL/TRADOS and Déjà Vu have non-Latin 
support; LTC Organiser has English, French and German interfaces). 

Do any of the tools combine a TM and workfl ow? The answer was 
essentially no, and Melby pointed out that this area might be an 
opportunity for developers. LTC Organiser has interfaces with TRADOS 
and QuickBooks to prepare quotes without leaving the program. All 
the translation tool suites offer APIs to connect with other tools. A 
questioner pointed out that WorldServer and GlobalSight integrate 
these tools for large companies, and Zetzsche commented that 
WorldServer would soon have a scaled-down version.

Other questions involved fi le formats such as graphics and PDF. 
Benito and Laska said that the preferred solution is that the user ask 
for the original client fi les from which the PDF was made — for fi les 
that are easily handled. They mentioned third-party extraction tools 
(BCL Technologies.com’s PDF SDK 4.2 includes a PDF to Text conversion 
support). LogiTerm handles PDFs as they are and aligns them to create 
an HTML bitext with de-formatting functions and a pre-translation 
function to convert the text into Word.

Learning about translation support tools at the 2005 ATA conference
Laurel Wagers
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TM-applicable formats and Olifant for the 
maintenance of TMX databases) to the 
open-source community.

Though it is a project management 
application rather than a translation en -
vironment tool, ]project-open[ is com-
mercial open-source software for the 
translation industry, with revenue primar-
ily achieved through implementation, con-
sulting and support. This is certainly an 
interesting approach, and it wouldn’t be 
too surprising if translation environment 
tools followed this pattern as well.

A different attempt at pricing for trans-
lation environment tools is offered for Lin-
gua et Machina’s Similis. Though it’s now 
possible to directly buy the tool, users can 
also buy and update “cartridges” for a cer-
tain number of translated words instead.

XLIFF
After endless (though important) dis-

cussions, the TM eXchange format (TMX) 
has not yet had the impact in the transla-
tion tool market that many had hoped 

for. However, XLIFF may actually now 
be poised to fi nally break open the mar-
ket. A number of tools (Heartsome, Open 
Language Tools) already rely exclusively 
on XLIFF as their translation interface 
format, SDLX supports it, and ENLASO’s 
now open-source product, Rainbow, sup-
ports it as one of its main conversion 
formats. The power of XLIFF lies in the 
fact that, if implemented adequately, 
translatable content will be completely 
exchangeable between supporting tools, 
giving both vendor and buyer a much 
higher-level exchangeability of data.

TM exchange 
As one of the founders of TM Market-

place, I admittedly have a personal stake 
in this area, but I can’t but believe that 
data exchange on a TM level may have a 
greater impact on our industry than any 
of the other areas that I’ve mentioned. 

Think of how the situation today 
has radically changed from that of fi ve 
or ten years ago when the discussion 

fi rst began. TM data in TMX or other 
exchange formats long ago went beyond 
the traditional perfect and fuzzy match 
schemes in TM tools. Tools now are spe-
cifi cally designed to harvest terminology 
from these databases; TMX databases are 
used for the authoring process; and MT 
engines require bilingual or multilingual 
data to enhance their algorithms. And 
the amount of data that is held by trans-
lation buyers and the cost of the invest-
ment into creating that data has reached 
a magnitude that requires new ways to 
benefi t from that process. Whether it will 
be the licensing approach to TM data 
that my company proposes or some other 
paradigm, TM data will be exchanged in 
an increasingly regulated manner within 
the next couple of years.

Conclusion
While few translation tools focus only 

on the TM aspect, there is an even stronger 
move toward tools or tool suites that create 
an environment which covers many more 
aspects of the translation process. These 
include more sophisticated terminology 
management features, project manage-
ment capacities, MT plug-ins and con-
tent creation/management. This creates 
a higher level of sophistication for the 
service vendor, but it also presents rather 
unique challenges that may include a shift 
in expertise and service portfolios.

In the area of more openness and 
exchangeability, it isn’t too surprising that 
the open-source movement is leading the 
way. TBX and XLIFF represent the oppor-
tunity to forge ahead and realize what was 
started with TMX years ago: a meaningful 
and realistic independence of tools and an 
increasing focus on features rather than 
marketing prowess. TM data exchange 
approaches exchangeability from a differ-
ent angle: the actual content. The impact 
that this may have on the language 
industry and the translation tool industry 
could be enormous.

This article was originally titled with 
a line from Bob Dylan’s song “The Times 
They Are A-Changin’.” And while that is 
true in a certain sense, it’s just as true that 
we are simply coming full circle, back 
to the visions of early computational 
linguists half a century ago who trusted 
the computer and its ability to translate 
perhaps a little too much for their time. 
Be that as it may, these are interesting 
times, and I can’t think of any industry 
that I’d rather be part of. M
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AA critical and costly task in any multilin-
gual project is the building and enrichment of 
terminologies. Up to now the process has been 
the real stumbling block to quality translation, 
whether carried out by professional translators 
or by automatic translation systems such as 
SYSTRAN.
In this article I will describe a platform that allows users to 

quickly build terminologies for multilingual applications, using 
a combination of statistical and linguistic tools to extract bilin-
gual terminology from a corpus. This technology speeds up the 
process of building pertinent terminologies with attested source 
and target terms that are both fi eld-specifi c and relevant to the 
customer’s context.

The originality and advantage of this approach lie in its 
effi ciency and the high quality of the results. Terms — both 
source and target — are extracted from the corpus most likely 
to provide the information required. Unlike other solutions in 
the market, this bilingual terminology extraction system does 
not require that corpus be aligned. The time required to build a 
terminology is reduced by half or more.

Terminology knowledge bases
A lexical database for a given language can usually be bro-

ken down into three levels: a hard core (which would consist 
of the approximately 3,000 commonly used terms); a generic 
or standard language (several tens of thousands of terms); 
and extensions by fi elds (terminology layer) that can number 
up to several tens of thousands and even several hundred 
thousand terms.

The system has generic dictionaries that cover the fi rst two 
categories, plus additional terminology extensions in a number 
of key technical fi elds. Terminologies based on these dictionaries 
are automatically built and enriched using a three-step method-
ology. The fi rst step is the constitution of a corpus (source and 
target languages) representative of a given fi eld. Second, terms 
are extracted from the source language corpus. Third, the cross-
language search engine is used to identify potential translation 
options in the target language corpus. The resulting bilingual 
terminology base can then be consulted by professional transla-
tors or imported to machine translation (MT) software, notably 
the SYSTRAN format.

Constituting a fi eld-specifi c corpus is an extremely impor-
tant step because quality of the translation options depends on 

the relevance of the corpus selected — both source and target. 
We estimate that a minimum of 40 megabytes of text is needed 
in the source language and approximately twice that amount in 
the target language to attain an acceptable terminology volume 
and level of performance. The corpus must be varied enough to 
produce a terminology truly representative of the fi eld.

In most cases, customers already have a corpus related to 
the fi eld they wish to cover, whether it be internal corporate 
documentation (patents, articles, company publications) or 
websites (online publications, meetings, specialized or company 
websites, blogs and so on). Corporate-related single language or 
bilingual terminologies can also be used.

If a customer does not have a corpus or if the corpus avail-
able is insuffi cient, a customized corpus can be developed using 
a proven methodology.

The fi rst step in the procedure is to constitute a fairly limited 
set of fi eld-specifi c terms in the source language. A fi rst set 
of documents or web pages containing these terms — or, more 
exactly, signifi cant sub-sets of the above sets — is extracted. A 
statistical tool enables one to identify other terms in the fi eld 
and by a process of iteration, obtain a relatively large corpus 
in a given fi eld. There are also lists of textual corpora, publi-
cations (political, news and so on), multilingual websites and 
other sources that may also be exploited.

Specialists in each of the foreign languages evaluate certain 
key features for each corpus, such as the fi eld, language level 
(technical, general, common, formal and so on), coding, format 
and the relevance of the corpus to the project in consideration.

The software platform automatically extracts terms in the 
source language. The terminology extractor carries out a lin-
guistic analysis of each sentence in the corpus and identifi es 
typical or “model” linguistic structures.

The table below shows some examples:

Model Example

“Adjective + Noun” laptop computer

“Noun + Preposition + Noun” state of the art
“Noun + Preposition + Adjective 
+ Noun” increase of the minimum wage

Potential translation options are fi ltered on the basis of com-
plementary statistical criteria so that only the most appropriate 
terms are retained in the fi nal extraction.

One of the elements taken into account is the “in-width” cov-
erage of each term in the corpus. If the corpus is constituted by 

Speeding up the building 
of multilingual applications
Bernard Normier
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Counting of translation option 
occurrences in the target corpus
This means counting the number of occurrences of a transla-

tion option.
For instance, the previous example might result in:

Translation option 
(French)

Number of occurrences 
in the target corpus 
(French)

condition d’utilisation 228

condition d’exercice 6

condition d’usage 3

condition de fonction 0

terme d’utilisation 1

terme d’exercice 0

terme d’usage 1

terme de fonction 1

vocable d’utilisation 0

vocable d’exercice 0

vocable d’usage 0

vocable de fonction 0

term of use 3

The second sub-step means counting the number of occur-
rences of a translation option.

Then, in the third sub-step, several elements are taken into 
consideration in the selection process: relative frequency of 
the translation options (the most frequent options are retained 
and the less frequent eliminated); absolute frequency of the 
translation options (options that are hardly ever used are elimi-
nated); and frequency of the translation options in relation to 
the frequency of the source term (options whose frequency is 
abnormally lower in the target language than that of its source 
term in the source corpus are eliminated).

Then selection of the best translation option or options takes 
these same three elements into consideration.

In the fi rst example, the only translation retained will be:

Source term (English) Translation option selected 
(French)

term of use condition d’utilisation

Benchmarking the SYSTRAN technology
A project carried out by Lingway for SYSTRAN, the auto-

matic translation company, involved building three large termi-
nology bases for the fi elds of computer science (18,000 terms), 
medicine (27,000 terms) and fi nance (6,000 terms). These 
terminologies were automatically exported to the SYSTRAN 
format and integrated into the SYSTRAN 5.0 Professional 
Premium solution, with quality control ensured by SYSTRAN 
teams.

SYSTRAN integrated the terminology bases produced by 
Lingway in its translation software and compared its per-
formance to that of its existing system with the help of its 
SYSTRAN Linguistic Platform (SLP). The platform displayed 
the following elements for the corpus under evaluation: each 
source sentence; the MT with the new terminology base; the 
MT without the new terminology base; and a comparison of 
the two translations.

a few hundred websites and a term, even a frequently used one, 
appears in only one of the websites, it will not be retained.

Obtaining translation is the most critical phase of the pro-
cess. It can be broken down into three sub-steps: production 
of a large number of potential translation options; calculation 
of the number of occurrences of the translation option in the 
target corpus; and selection of the best translation option (or, in 
a few exceptional cases, options).

Production of a large number 
of potential translation options
This sub-step exploits a knowledge management (KM) 

“cross-language” search engine to produce all the different 
combinations of translations using the knowledge contained in 
the existing dictionary and terminologies.

If there is the following knowledge, for example,
Source term (English) Potential translation (French)
term condition

term terme

term vocable

use utilisation

use exercice

use usage

use fonction

the KM cross-language search engine will produce:
Source term 
(English)

Translation option 
calculation (French) Readable version

term of use condition + de + utilisation condition d’utilisation

term of use condition + de + exercice condition d’exercice

term of use condition + de + usage condition d’usage

term of use condition + de + fonction condition de fonction

term of use terme + de + utilisation terme d’utilisation

term of use terme + de + exercice terme d’exercice

term of use terme + de + usage terme d’usage

term of use terme + de + fonction terme de fonction

term of use vocable+ de + utilisation vocable d’utilisation

term of use vocable + de + exercice vocable d’exercice

term of use vocable + de + usage vocable d’usage

term of use vocable + de + fonction vocable de fonction

In fact, the English term itself may be listed among potential 
translation options, as well as translation proposals for words 
that are not listed in the dictionary, but potential options none-
theless. The latter is particularly true in highly technical fi elds 
that employ many neologisms (such as the French productisa-
tion, browseur, déboguer and débugger).

Please note that the English model <Noun + “of” + Noun> 
resulted in French translation options <Noun + “de” + Noun>. 
In other cases, several target prepositions may be attested, such 
as the English <Noun + Noun> which may produce French 
<Noun + “de” + Noun> as well as <Noun + “en” + Noun>.

These transformations are used to obtain correct terms, such 
as (medical fi eld):

EN cancer mortality: FR mortalité par cancer
EN children’s hospital: FR hôpital pour enfant
EN fl u shot: FR vaccin contre la grippe
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The SLP system also provided a professional translator with the 
opportunity to offer an opinion on the improvement, regression or 
equivalency of each sentence produced by the new terminology 
base. The SLP platform then calculated the percentage of improve-
ments, regressions or equivalencies for the whole corpus.

Improving the quality of translations
The initial results obtained by integrating the terminology 

extraction system showed substantial (+49%) improvement in 
the quality of the translations.

A small regression percentage was noted in the fi rst phase of 
the analysis. These regressions are often due to the evaluation 
method, which privileges terms listed in traditional dictionaries, 
while the tool privileges the terms attested in the target corpus. 
The term driver Linux proposed by the tool, for example, is badly 
graded compared to module de gestion de périphérique de Linux.
The latter is a more cumbersome translation but, more impor-
tantly, was not a translation option attested in the corpus.

Another reason for some of the regressions is linked to the 
side effects of the translation software (added pairs can block 
some of the software rules).

Another diffi culty encountered and since resolved was con-
nected to the problem of surface form, in particular pairs that 
did not agree in number (singular/plural).

Once the side effects were eliminated, the results were:

Category Percentage

Improvement 53%

Regression 3%

Equivalence 44%

The balance sheet is defi nitely positive and the quality of the 
translations using the terminology bases superior.

Examples of results
The next table shows some examples of the results obtained 

in the fi eld of computer science. The French terms provided by 
the terminology builder are indicated in green.

In the fi rst example, note the value of the approach in the 
choice of the word confi dentialité, which fi ts the context (com-
puter science) far better than intimité.

In conclusion, this methodology and tools allow users to 
automatically or semi-automatically build terminologies, which 
results in reduced construction time, with a 50% to 75% cost 
reduction in some cases. 

The corpus approach to translation guarantees the pertinence 
of attested source and target terms. In addition, the solution 
offers a tool to measure the level of confi dence in the quality 
of the translation. And use of a web corpus enables users to 
regularly scan the internet for updated content and to acquire 
the latest terminology, which is particularly important in fi elds 
such as technology.  M

Product profile: 
A corpus-based approach
Daniel Gervais

In a recent survey, a cross-section of Multi-
Corpora R&D customers responded to ques-
tions about what was important and necessary 
for broader adoption and greater benefi t real-
ization from translation memory 
(TM) technology. These users were 
in government organizations, large 
corporations and translation ser-
vice providers of all sizes operating 
in more than 30 countries. 

What emerged was that organizations want fl exibility and 
control to enable them to cut the waste in their translation pro-
cesses, both in-house and outsourced activity. But they are also 
concerned about preserving quality and empowering translators 
to continue to perform translation as an art form. A number of 

key TM product gaps were voiced by these 
managers responsible for multilingual con-
tent. These included:

a way to eliminate the TM alignment 
validation step;

the ability to include many more past 
translations quickly and cost-effectively — 

Daniel Gervais 
is executive 
vice president of 
MultiCorpora R&D Inc. 

Source [Site Info] [Privacy Policy] [Advertise] 
(Freq: 1153)

SYSTRAN translation + 
Lingway terminology

[Infos du site] [Politique de confi dentialité]
[annoncez]

“Plain” SYSTRAN 
translation

[Information de site] [politique d’intimité] 
[annoncez]

Comparison
[Information de [Infos du site] [politique
d’intimité] [Politique de confi dentialité]
[annoncez]
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and occasional users affordable access to 
the tools;

greater control of security to restrict 
distributed users to certain data and cer-
tain operations; and 

cost-effective licensing options to 
keep the total cost of ownership down.

This profi le examines how the devel-
opers of a corpus-based tool (MultiTrans 
4) addressed these wishes.

Next-generation TM
While traditional TM is based on a data-

base of standalone translated sentences, 
corpus-based tools use specialized full-text 
search engine technology to fi nd reusable 
translation segments of any length within 
the full text of their documents. By pro-
viding context, this approach eliminates 
the need for manual alignment verifi ca-
tion up front. By providing rapid access to 
translated segments of any length from an 
archive that is many times greater in size 
than a traditional TM, it provides benefi ts 
to all types of translation projects, not just 
repetitive technical texts. 

An integrated architecture enables 
users to easily capture, organize and 
recycle past human-generated transla-
tions and terminology that are scattered 
across the enterprise and beyond. 

A TextBase is a repository of reus-
able multilingual text segments in their 
original context. This is created by an 
Alignment Agent, which analyzes and 
extracts text from existing documents, 
web pages, TMs or other sources and then 
uses sophisticated algorithms to auto-
matically align multilingual text pairs. 
The TermBase, which provides access to 
a glossary of pre-approved, standard-
ized terms in multiple languages, can be 
accessed by users across the organiza-
tion to ensure consistent language use 
for various communication initiatives.

A suite of automated search functions 
acts like an army of research assistants to 
the translator. The TextBase Agent sifts 
through previous content to retrieve rele-
vant translation references from the Text-
Base, automatically fi nding approved 
terms, words or expressions that are stored 
there. The Translation Agent enables users 
within Microsoft Word or other editing 
environments to work with the TextBase 
and TermBase resources to translate a 
project.

These language assets and tools are 
available to distributed users whether 
they are connected to the corporate 

all of an organization’s past translations 
(hundreds of millions of words trans-
lated into dozens of languages, in some 
cases) — and to leverage existing invest-
ment in TMs and other sources such as 
web content;

easy access to full-text context;
ability to effectively recycle expres-

sions of any length, not just whole sen-
tences, combined with the concept of 
automatic pretranslation for segments 
where exact matches are found;

intuitive user interfaces tightly inte-
grated within their existing editors such 
as Word, PowerPoint and WordPerfect;

tight integration with terminology 
management;

ability to easily integrate with 
existing workfl ow and content manage-
ment systems;

automation of administrative tasks 
such as adding new completed transla-
tion projects to the TM;

fl exibility of web access in various 
modes (read-only and update, for exam-
ple) to give a wider variety of full-time 

network or to the internet. Web access 
provides an unlimited number of occa-
sional users with a gateway to centralized 
text and terminology resources without 
additional licensing. Distributable HTML 
reference packages can be accessed by 
offl ine workers. Both in-house staff and 
outsourced providers can be managed 
and coordinated as they share centralized 
language assets. Automation of this col-
laborative workfl ow is supported through 
open programming interfaces to integrate 
with existing workfl ow and content man-
agement systems.

Use of an Alignment Agent engine 
makes feasible the inclusion of all legacy 
documents and other translation refer-
ences in TextBases that are orders of 
magnitude larger than conventional TM 
databases. This agent can automatically 
identify and align one-to-many and 
many-to-one segments to handle cases 
where sentences are split or joined in the 
translation process. It also includes an 
Alignment Confi dence Factor (ACF) for 
aligned segments that are determined to 
have 100% confi dence and can be used 
for automatic pretranslation as well as 
alignments that are at a lower confi dence 
level. This allows the TextBase to serve 
as both an aligned TM without the need 
for manual verifi cation and as a full-text 
multilingual reference corpus. Users can 
make alignment corrections on the fl y.

The Translation Agent executes thou-
sands of searches to compare a new trans-
lation project with existing TextBases 
and TermBases and fi nd opportunities 
for recycling. It ranks search results by 
relevance and provides a consolidated 
view of the results along with access to 
the original context of each segment.

Starting from the source-language 
(English, for example) document to be 
translated, the translator uses Translation 
Agent functions to fi nd examples of pre-
vious translations in the target language 
(say, French) of matching paragraphs, 
sentences, expressions and terms from 
the relevant TextBases and TermBases. 
Previously translated segments that are 
selected for inclusion in the project are 
inserted into the document by overwrit-
ing the English text with the French 
translation. So, the document evolves 
from all English at the beginning of the 
project to a hybrid document where some 
of the text remains in English and some 
has been translated into French based 
on examples of previous translations. 

Tools
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The translator then completes the project 
by manually translating the remaining 
English portion.

The Translation Agent supports a vari-
ety of types of searches and allows the 
user to control the degree of automation 
and work methods. Some users prefer to 
use a more automated fi rst pass to trans-
late repetitive exact and fuzzy segments 
and then translate the remaining sections. 
Other users may prefer chronologically 
translating the document. 

An automatic pretranslation mode 
compares an entire new project in one 
batch operation to TermBases and Text-
Bases, retrieves and inserts paragraphs 
and sentences that have a high ACF from 
the TextBases and replaces approved 
terminology from the TermBases. Para-
graphs and sentences with only numeric 
differences are treated as exact matches, 
and corresponding numeric values are 
automatically replaced.

The Translation Agent mode fi nds rel-
evant translation examples and presents 
them to the user for review. It compares 
text in the source document to all of the 
TermBases and TextBases and proposes 
the set of matches that maximizes the 
reuse of previous translation work most 
relevant to the current project. Its search 
engines consider paragraph matches, exact 
and fuzzy sentence matches, terminology 
matches and thousands of sub-segment 
expression matches covering all possible 
combinations of words. It also introduces 
linguistic-based search capabilities such 
as word stemming.

The results are presented according to 
what will provide maximum reuse of pre-
vious translations while following rules 
about the relative quality of the source. 
Certain TextBases can be rated above oth-
ers. For example, exact matches from the 
TermBases have priority over TextBase 
matches and so on. The search process is 
one step and is executed in less than a 
second, even when referencing TextBases 
and TermBases that total millions of 
words. The full original usage and style 
context of the matched expressions and 
their equivalent translations are provided. 
The translator reviews and inserts the 
suggested translations as desired.

MultiTrans 4, released in August 2005, 
is available in licensing and pricing con-
fi gurations for advanced, occasional, in-
house and outsourced system users. M

Translation Showcase

Precise, Competitive and 
Effective Translation 

What makes One Planet different? A deep understand-
ing of corporate culture. Our clients require accuracy, 
measurable productivity and excellence in communication. 

How can one firm specialize in areas such as high 
technology, medical products and technical manufacturing? 
By blazing the path in translation since 1979, we utilize 
knowledgeable translators in the United States, Europe 
and Asia in every field and every specialty. 

• Technical translation 
• Software localization 
• Cross-cultural consulting 
 Our customers from Alcoa to Unisys like the fact 

that we function as an extension of their teams. 

One Planet
200 West Chapel Ridge, Pittsburgh, PA 15238 

888-677-1010 • Fax: 412-252-2334  
info@one-planet.net • www.one-planet.net

Europe’s No. 1
Greek Localizer

Since 1986, EuroGreek has been providing high-quality, 
turnkey solutions, encompassing a whole range of client 
needs, for the following language combinations:

• English into Greek
• Greek into English
• German into Greek
• French into Greek
All EuroGreek’s work is produced in our Athens 

production center and covers most subjects:
• Technical
• Medical/Pharmaceutical
• IT/Telecommunications
• Economics/Legal
All EuroGreek’s work is fully guaranteed for quality 

and on-time delivery.

EuroGreek Translations Limited
EuroGreek House, 93 Karagiorga Street

Athens 16675, Greece 
30-210-9605-244 • Fax: 30-210-9647-077

production@eurogreek.gr • www.eurogreek.com

Medical Translations
MediLingua is one of Europe’s few companies 

specializing in medical translation. We provide all 
European languages (31 today and counting) and 
Japanese as well as the usual translation-related 
services. Our 100-plus translators have a combined 
medical and language background. 

We work for manufacturers of medical devices, 
instruments, in-vitro diagnostics and software; 
pharmaceutical companies; medical publishers; 
national and international medical organizations; 
and medical journals.

Call or e-mail Simon Andriesen or visit our website 
for more information.

MediLingua BV
Poortgebouw, Rijnsburgerweg 10
2333 AA Leiden, The Netherlands

31-71-5680862 • Fax: 31-71-5234660
simon.andriesen@medilingua.com

www.medilingua.com

The Tool 
You Reach For 
More Often

• LogiTerm is offered in various versions at very 
affordable prices. Powerful search functions, a 
very robust alignment tool and very handy data 
conversion and deformatting tools.

• LogiTrans has been designed to answer the 
question you may often ask yourself: “Haven’t I 
seen this already somewhere?” It allows you to 
obtain even more added value from your bitext 
and full-text documents.

• LogiTermWeb — A fast and easy way to ensure 
consistent terminology and phraseology 
throughout your organization.

• TransSearch — A web-based bilingual concordancer. 

Terminotix Inc.
240 Bank Street, Suite 600

Ottawa, Ontario, Canada K2P 1X4
613-233-8465 • Fax: 613-233-3995

termino@terminotix.com • www.terminotix.com
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Localization World
returns to Seattle
Donna Parrish

LLocalization World returned to Seattle, Washington 
— the site of its inaugural conference — and more 
than 420 people came from 26 countries to attend 
the fi fth conference on October 25-27, 2005. Major 
sponsorship was provided by Lionbridge Technologies 
(platinum), SDL International (gold) and Sinometrics 
(silver). WH&P and ForeignExchange Translations 
were bronze sponsors.
Localization World is produced by The Localization Institute 

and MultiLingual Computing, Inc., in cooperation with The Glo-
balization and Localization Association (GALA).

Keynotes and sessions
Following the recent major mergers in the industry, the con-

ference began with a keynote panel of Mark Lancaster, CEO of 
SDL International, and Rory Cowan, CEO of Lionbridge. The 
discussion was moderated by Hans Fenstermacher of ArchiText. 
With the auditorium fi lled beyond capacity, these leaders of 
the industry titan companies discussed new trends and outlined 
their approaches for the future.

The second keynote was also well attended. Adam Freed, 
Google’s director of international product management, gave 
the audience insight into Google’s internationalization strategy.

Both of these keynotes were interesting for what was said and 
for who said it. As one conference evaluation read, the keynotes 
“were worth the price of admission on their own.”

The conference advisory board was composed of Kevin Bolen, 
Lionbridge Technologies, Inc.; Laurie Gerber, Language Weaver; 
Jochen Hummel, SDL International; Gordon Husbands, Word-
bank; Aki Ito, Prisma International; Rose Lockwood, consul-
tant; Ultan Ó Broin, Oracle; and Jost Zetzsche, TM Marketplace. 
This group worked hard to create a program 
with interesting and challenging topics. Jaap 
van der Meer of Translation Automation User 
Society managed the program coordination.

Program highlights included market forecasts 
by Common Sense Advisory, Japan localiza-
tion, controlled language authoring, different 
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approaches for machine translation (MT) and managing geopo-
litical risks.

The preconference day included workshops on medical local-
ization, what and how to deploy MT, whether to make or buy 
translation workfl ow tools and managing localization in a dis-
tributed environment. The Institute of Localisation Professionals 
(TILP) sponsored a session on terminology management. GALA 
held its annual meeting and also hosted a vendors-only session 
on collaboration.

The event closed with a panel discussion of impressions of the 
conference, followed by the GALA prize drawing session in which 
23 companies provided prizes ranging from a Maine lobster din-
ner for two to an iPod to $5,000 worth of localization services.

Networking
The Localization World conferences are structured to provide 

ample opportunities for networking and getting to know fellow 
professionals better. One attendee wrote that the best part of the 
conference was “meeting people who work in the similar work 
environment and learning how they work through their prob-
lems. Meeting people who are vendors and what they could do 
to help our company out. . . . I learned a ton from attending.”

Conference photos may be viewed at www.localizationworld 
.com/LWSeattle2005/LWSeattle2005PhotoGallery

Next conference
The next Localization World conference, 

with a theme of “Working — Together,” will 
be held in Barcelona, Spain, May 30-June 1, 
2006. The call for papers is open until January 
31, 2006.  M

L-R: Rory Cowan, CEO of Lionbridge, moderator Hans Fenstermacher
and Mark Lancaster, CEO of SDL International.

Donna Parrish 
is publisher of 

MultiLingual and is 
on the conference 

management team.
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Cross-cultural customer
service and translation 

Erik Granered

Call center agents around the globe are trained 
to communicate effectively with customers, 
internal and external, from other cultures. A 
metaphor for this is the movie Analyze This,
in which comedian Billy Crystal plays a very 
serious-minded therapist to tough-guy Rob-
ert DiNiro’s character, who has anxiety attacks 
and is trying to get in touch with his feelings. 
World-class actors as they are, they did their 
best to pull it off convincingly. In the end, how-
ever, watching them behave in ways that are 
contrary to their nature was comedic. It made 
us laugh. So, is it realistic to expect a call center 
representative to pretend to be someone he or 
she is not and to pull it off convincingly? Is that 
not what we do when we put call centers half-
way around the globe and ask customer service 
representatives in India and the Philippines to 
speak with an American accent and be prepared 
to chitchat about how the New England Patriots 
did in the Super Bowl? 
The answer to that question is no. There is some level of con-

sensus that customers are not fooled. Customers understand that 
they are talking to a person who is culturally and linguistically 
different from themselves. It is, however, possible to train cus-
tomer service agents to communicate effectively across cultures, 
allowing customers to have a positive experience. This involves 
a lot of accent training and a thorough understanding of how 
customers in different places tend to react to situations. 

This article is about applying a methodology to allow you 
to know how successful your organization is in this area. First, 

Erik Granered is the author of Global Call Cen-
ters: Achieving Outstanding Customer Service 
Across Cultures and Time Zones (Nicholas Brealey 
Publishing, 2004), which introduces culture as a 
competitive advantage in international customer 
service settings. 
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the focus is on customer interaction via the telephone, and then 
we will explore whether this methodology can also allow you to 
know how successful your software and website translation are.    

Before we explore the evaluation methodology, however, it 
is useful to take a closer look at the media of interaction we 
are evaluating and how various dynamics of translation can 
affect its effectiveness. Context is an important dimension in 
cross-cultural communication. To demonstrate, let’s look at two 
scenarios for accomplishing the same thing.

An American executive needs to transfer money from one 
European account to another in order to make a purchase. He 
logs onto his German online banking site, reads the menus in 
English, makes the transfer — no problem. For whatever reason, 
the transfer does not happen in time. The purchase falls through, 
and the American executive is very upset.  

He picks up the phone and calls the customer service line. The 
call gets routed to the German bank’s multilingual call center in 
Hamburg. The call center detects the call as coming from Amer-
ica and provides an English call menu. Entering the customer 
number confi rms the account as an American account, and the 
call is assigned to an English-speaking German customer service 
agent. The American executive proceeds to fume over the error. 
The agent checks the ticket, verifi es that all procedures have 
been followed and reassures the American that everything has 
been handled correctly. This makes the American furious, which 
in turn makes the German agent take an even fi rmer position. 
The issue goes unresolved, and the American changes banks.  
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As simplistic as this example is, many 
things are going on. The German bank’s 
language menus created no problems, 
did they? Step one, step two, step three. 
It is often true that translations that 
require little contextual meaning work 
quite well. The reason the transaction 
did not go through in time could have 
been translation related. For example, 
there could have been a holiday in the 
time period that was not communicated 
clearly to the customer. 

For whatever reason, the problems 
start when the German and the Ameri-
can interact on the phone. To make a 
long story short, each evokes the wrong 
meaning in the other when they speak. 
The American would have gotten a better 
response with a less emotionally charged 
approach, and the German would have 
appeased the American with a more empa-
thetic and less procedural approach. That 
is as far as we will go with this example, 
though there is much more to say. Suffi ce 
it to say that it is important to be able to 
evaluate how effective these international 
customer situations are, whether in per-
son or in writing.

The Kirkpatrick 
Four Levels of Evaluation
Regarding our evaluation methodol-

ogy, let’s start from the beginning. In 
1954, the now legendary Donald Kirk-
patrick fi nished his doctorate degree at 
the University of Wisconsin at Madison. 
The thesis contained four very simple, yet 
brilliant, steps that to this day serve as the 
model for how we evaluate the effective-
ness of training programs — the Kirkpat-
rick Four Levels of Evaluation: Reaction, 
Learning, Behavior and Results.  

A training program is introduced for a 
reason. We want results. So, we always 
begin with the results in mind. Results is 
the fourth level, the ultimate evidence of 
whether the training intervention worked. 
In our example, we want customers to 
have a positive experience when they 
interact with our overseas call center. To 
achieve these results, a training interven-
tion is designed — let’s say it is a two-
week training program that includes accent 
training, cultural awareness training, and 
some actual customer interaction scenar-
ios. The program is designed, and the 
money and the commitment to do it are 
all in place. Now, let’s go through the 
logic of the Four Levels and evaluate how 
well things are going.  

Business
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Level One: Reaction. We have all fi lled 
out the evaluation sheets at the end of a 
training program. These are Level One 
evaluations. It may seem silly, but how 
the learner reacts is actually quite impor-
tant. It is hard to learn if the room is cold 
and the facilitator is unprepared. In our 
example, we are going to want partici-
pants to enjoy learning about the custom-
er’s culture, exercises should be relevant 
and clear, and the accent training should 
be interactive and exercises should allow 
participants to record themselves so they 
can hear their own improvement. A Level 
One form usually asks participants to 
rate materials, exercises, facilitators, and 
facilities. Most organizations are good at 
Level One.  

Level Two: Learning. Level Two is all 
about whether participants have gained 
any change in knowledge, skills or atti-
tude. In our call center training program 
example, we will be able to detect a little 
bit of each. Participants will gain knowl-
edge about customer culture, skills in 
dealing with those cultural traits, and 
cross-cultural training always involves 
confronting one’s own attitudes about 
peoples who are different than you 
are. The specifi c knowledge, skills and 
attitudes that we want to affect with the 
training intervention are listed in the 
learning objectives for the program. A 
pre-test and a post-test are often given 
to assess whether the program has its 
intended effect. If you are hiring vendors 
to do this kind of training, it is a good 
idea to insist on this kind of testing, and 
it is also a good idea to be very involved 
with both the articulation of the learn-
ing objectives, Level One analysis and 
the Level Two learning that the program 
has had.

Level Three: Behavior. At this point, 
the training has taken place, and the em-
ployee is back on the job taking calls and 
solving problems. Level Three deals with 
the extent to which the learner has 
changed his or her behavior on the job. 
This is an area where call centers actu-
ally do a much better job than many 
other job settings. The reason is that the 
customer service agent sits in a very 
controlled en vironment, where every min-
ute is ac counted for using various forms 
of technology. One piece of technology 
allows supervisors to listen in on how 
the agent handles calls. Using some kind 
of score card to evaluate the extent to 
which agents are living up to the best 

51-56 Granered&Wyld 1201.indd 52 51-56 Granered&Wyld 1201.indd   52 12/21/05 10:44:45 AM12/21/05   10:44:45 AM

mailto:editor@multilingual.com
http://www.lingosys.com
http://www.lingosys.com


53

practices presented in the training is a great example of a Level 
Three training evaluation.

If you think things have gotten too theoretical at this point, 
let’s look at a specifi c example of how this kind of training can 
be evaluated at a Kirkpatrick Level Three. This is a generaliza-
tion, but some cultures perceive Americans as being pushy 
at times. In business conversation, Americans will sometimes 
jump right to the matter at hand without fi rst establishing 
some rapport through small talk. By creating awareness 
(knowledge) about this tendency through a training program 
and by providing some culture-specifi c conversational strat-
egies (skills), the American agent in this real example was 
able to reduce the amount of time spent on the phone with a 
customer. Reducing the amount of time spent on the phone is 
very important in call center settings because this allows each 
agent to take more calls, making him or her and the call center 
as a whole more productive. 

The American agent in question was having issues dealing 
with internal company customers from the United Kingdom. The 
issues they had to deal with were very high stake. This is another 
generalization, but many people in the United Kingdom really 
resent being pushed and prodded. The training 
program coached the US agent to slow down 
in the beginning of the conversation and chat 
about the weather for a minute (another gross 
generalization, but there is some truth to this one 
as well). Talking about the weather for a minute 
or two immediately created empathy and trust, 
allowing the issues to be resolved more quickly. 
You see, this colleague in the United Kingdom 
so resented being pushed that she would actu-
ally slow the process down. The magic hap-
pened when the US agent transferred learning 
to behavior. Only when this happens is there an 
opportunity to see Results.

Level Four: Results. The training interven-
tion was introduced for a reason — to create 
a better customer experience. In our example, 
the best way to verify this is to conduct a 
survey of customers or perhaps a focus group. 
If you get positive results, the training intervention was very 
likely worth it. At this point, it is not rocket science to do 
some cost analysis to compare the cost of the program and 
estimate the benefi ts of retaining customers. There are many 
more factors to include in this analysis depending on the 
industry you are in and what kind of outsourcing solution we 
are dealing with, but a straightforward cost-benefi t analy-
sis is great for determining if a program was worthwhile. 
Other metrics in the call center such as reduced talk time 
and reduced call-backs can also be used to see whether the 
training has been helpful.  

There are so many evaluation programs available today. All 
evaluation programs try to accomplish the same thing — to 
make sure that things get done as effi ciently as possible in 
terms of low cost and the least amounts of defects. The most 
popular, especially in manufacturing settings, is Motorola’s 
Six Sigma approach. A few years ago it was total quality 
management. There are other models out there, including 
return on investment introduced by Jack Philips and value on 
investment introduced by a consulting company called Booz 
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Allen Hamilton. These are all good if they work in your set-
ting. Frankly, the Kirkpatrick model is the least complex and 
most intuitive of them all. It has stood the test of time, and 
it is nearly impossible to poke holes in it or claim that it is 
somehow invalid. “Reaction, Learning, Behavior and Results” 
is some really good stuff. In fact, it even works as a model for 
validating general translation and localization projects. Let’s 
take a look at how this might work. 

The Four Levels in a translation project
Let’s say that you are a localization vendor and that you 

have just landed a job to localize an English-language intranet 
portal to fi ve other languages for a company that is experienc-
ing rapid growth. We are going to apply the Kirkpatrick Four 
Levels to establish whether you are providing the client with the 
kind of results that he or she wants from translating the content 
for local markets.  

First, we start with the end in mind. You are a company, 
you have services and you want to meet client needs. What is 
it that the client wants to accomplish? Think of these as your 
learning objectives, using the model above. Your objective is to 

allow employees in fi ve new markets to 
take advantage of company information 
as accessible as if they were native Eng-
lish-speaking American employees. They 
want this for a reason, however. They 
want employees in these fi ve markets to 
have a better understanding of products 
and services, to have a better sense of 
company history to build citizenship. 
They probably want better integration of 
processes and procedures. Later, under 
Level Four, we will examine what kind 
of data collection points we might want 
to keep track of whether results have 
been attained.

Next, you do the translations. This is 
a complex process that involves many 
people. Every company will do this a 
little differently. Sticking with our Kirk-

patrick model, this is the equivalent of developing the program. 
In fact, you could view the whole translation initiative as a 
learning intervention. Your client wants its employees to be 
able to learn about all the products, services, company policies, 
processes, procedures and everything else by being able to read 
about it in their native languages. This aim is really not that far 
removed from a learning initiative such as the one we looked at 
above. So, here it goes. Let’s analyze how things went using the 
Kirkpatrick Four Levels.

Level One: Reaction. This level deals with the pre-launch 
quality validation that most translation companies would go 
through in a project like this. A company would allow a few 
test users to read through the content, browse through the 
menus and in general provide feedback regarding their reac-
tion to the intranet site. If there are any negative reactions, 
corrective measures would be taken. This might involve awk-
ward sentences, bad color choices, inappropriate pictures or 
anything else that would not work. Things that don’t work are 
things that would inhibit users from arriving at Level Two, 
Learning.  

You could view 
the whole 
translation
initiative
as a learning 
intervention.
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Nicaragua: the ‘New India’ 
for call center operations?
David C. Wyld

Nicaragua has come a long way from the days 
of Daniel Ortega and the Sandinistas. Democracy 
has been in place for 15 years, and Nicaragua 
enjoys the lowest crime rates of any country 
in Central America. It has built an increasingly 
dynamic economy and offers competitive mar-
kets open to foreign investment. With the Cen-
tral American Free Trade Agreement (CAFTA) 
having been ratifi ed in both the United States 
and Nicaragua, this democratic country located 
at the heart of Central America is rapidly rising 
as an integral part of the world economy.  
Nicaragua is a direct, 2½-hour fl ight from either Houston or 

Miami, which allows for same-day business visits. It operates 
on Central time. The Nicaraguan government is building upon 
its geographic assets to target business process outsourcing 

(BPO) and call center operations as one of its growth sectors. 
For many reasons, companies are establishing call center opera-
tions in this upstart nearshore location. 

Working with global corporate partners, the country is seek-
ing to capture a signifi cant share of what Gartner estimates will 
be a global market of $173 billion by 2007.

The public-private initiative
In 2002, a public-private partnership, ProNicaragua (www 

.pronicaragua.org), was created by Nicaraguan President Enrique 
Bolanos and local business leaders. The institution was estab-
lished for the purposes of attracting foreign direct investment 
to Nicaragua. It has specifi cally targeted four growth sectors: 
call/contact centers, BPO, tourism and light manufacturing. 

ProNicaragua supports foreign investors seeking offshore 
opportunities in Nicaragua by providing them with informa-
tion throughout the decision-making process. Once companies 
decide to relocate operations to Nicaragua, the organization 
assists them as they navigate through government incentive 

|  MultiLingual  January/February 2006 editor@multilingual.com

Business
Level Two: Learning. Here, we are concerned with whether 

employees at the client company are able to gain the knowl-
edge, skills or attitude changes that we intended for them to 
have. This level is easier to apply in a more controlled learning 
environment. One could, however, hold a focus group to see 
whether employees have changed their attitudes about the com-
pany, whether they have a better understanding of company 
processes and procedures, if they have more knowledge about 
the history of the company, whether they now know more about 
the company’s products and services. There are a few other ways 
that we can gain the same Level Two information such as online 
surveys and even anecdotal evidence.

Level Three: Behavior. Again, Level Three is the key to the 
kingdom. What changes in behavior did the client want in request-
ing the translation work? Probably better adherence to policies, 
increased use of automated processes to reduce cost. There might 
even be better customer service as employees improve their knowl-
edge and attitudes about the company. You could probably think 
of many more examples of changes in behavior that can come 
about in an organization from better access to information.  

Level Four: Results. Last, you want to be able to demon-
strate to the company that there were results. Here is a list of 
possible results. The more specifi cally they can be tied to this 
specifi c initiative, the better. But as Dr. Kirkpatrick senior and 
junior would agree, it is not always possible to have proof. 
Evidence in the following areas is often good enough when 
establishing results:

 Increased rate of online automated tools such as human 
resources benefi ts, travel arrangements and fi nancial processes

 Improvement in specifi c areas of employee satisfaction 
surveys

 Increased use of the intranet in itself can be a desired 
result

 Improved response times and other performance-related 
indicators that can be tied to the translation effort

Ending this article where we began, it is not really pos-
sible to completely localize direct interpersonal interaction 
the way we can written language translation. But with the 
Kirkpatrick Four Levels, we can begin to know how well we 
are doing in each. M
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programs, providing contacts and referrals as well as custom-
ized start-up facilitation services.

The executive director of ProNicaragua, Juan Carlos Pereira, 
is no stranger to American business. Before joining the orga-
nization, he spent three years in Europe as a regional manager 
with Sprint International’s Carrier Services group. His telecom 
experience gave him a hands-on understanding of the call 
center and the BPO market around the world and how impor-
tant bilingual and multilingual operations have become. Born 
in Nicaragua, Pereira was educated in the United States and 
earned an MBA from Harvard Business School. 
Pereira cofounded ProNicaragua in late 2002, and 
he continues to lead the initiative while assisting 
the government with the creation of new invest-
ment incentives based on the shifting priorities and 
fast growth of corporations around the world. 

“In a paradoxical way, the turmoil of the 1980s 
has now become one of our great selling points 
for the call center industry,” says Pereira. “Over 
400,000 of our people who left the country during 
this time moved to the United States and Canada. 
Many, including myself, have now returned to the 
country with a good education and English skills. 
Unsurprisingly, we have also developed a strong 
cultural affi nity with North America.”

The incubator
Using the successful blueprint of India in the 

offshore call center and BPO sector, ProNicaragua 
worked with the Nicaraguan government to estab-
lish a world class “incubator” call center and BPO 
facility.  

“Since our country is still a ‘new kid on the 
block’ in the contact center/BPO industry,” says 
Pereira, “we can’t offer many options to companies 
looking to ‘test drive’ the country without making 
a signifi cant capital investment in renting a build-
ing, buying equipment, services, back up systems, 
et cetera.”

In an effort to jump-start this business sector in 
Nicaragua, the government, through the National Free Zone 
Corporation, decided to build an incubator facility to house 
500 call center or BPO work stations, which were expected to 
produce 700 jobs. 

GVSource, the California-based architect of the India outsourc-
ing phenomenon and builder of BPO/call centers/ITO solutions for 
the US fi nancial sector in Asia, Europe, Africa and Latin America, 
was contracted for the incubator project. GVSource founder 
and Nicaragua native Roger Pena was selected, as his team had 
recently been responsible for creating BPOs in India, Bangalore, 
Mumbai and New Delhi. Their expertise is in designing the cen-
ters and managing the transfer and 
integration of systems for inbound/
outbound in formation technology (IT) 
operations offshore.

The incubator is located in the 
new Invercasa Center in Nicaragua’s 
capital city, Managua. The seven-
story building includes a conven-
tion center, a 300-person capacity 

cafeteria and parking. The center will accommodate 500 agents 
on two fl oors with a separate training room and data center. 
The people in the workforce will be bi lingual (English-Spanish) 
and in some instances multilingual. 

The facility, designed and implemented with the help of US-
based industry experts, will be outfi tted with all of the equip-
ment and systems required by any world-class contact center. 
The core infrastructure of the incubator is based on current 
“best of breed” technologies, offered by leading global fi rms 
including Avaya, Cisco, IBM, Liebert Systems and Caterpillar. 

Redundancy N+1 is found at all levels. Businesses or people 
interested in using the incubator could have its onshore systems 
fully integrated with the incubator systems in four to six weeks 
or less if voice-over-internet protocol is selected.

GVSource has built the center to US security and compliance 
standards to ensure that it meets client audits. The GVSource 
team of Certifi ed Critical Infrastructure Security Professionals 
is ensuring that the center will provide the highest security to 
protect the client’s customer information. They state that every 
component — from the quality and specifi cations of the ceiling 
to the colors of the carpet and furniture — has been carefully 

selected to deliver a pleasant, func-
tional and ergonomic work envi-
ronment not found anywhere else 
in the region.

Technology infrastructure
Nicaragua has the infrastructure 

in place to support call center 
operations. The country’s privatized 

David C. Wyld currently is Maurin 
Professor of Management at 

Southeastern Louisiana University, 
where he directs the College of 

Business & Technology’s strategic and 
global management initiatives. 
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Nicaragua has a population of 4,485,000 in an area of 130,688 square kilometers. 
Gross domestic production is $2.3 billion, or $438 per person.
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telecommunication sector in cludes ope-
rators such as América Móvil, Telefonica, 
Amnet, Gbnet/Comsat and IBW. 

Key aspects of Nicaragua’s technology 
infrastructure include redundant fi ber 
optic rings with access to Arcos, Maya 
and Emergia cable systems broadband 
data transmission and point-to-point, 
high-capacity lines; videoconferencing 

and voice gateway services; and alter-
nate routing and disaster recovery.

The workforce
Many call centers in the Central 

American region have had diffi culties 
fi nding enough qualifi ed English-speak-
ing employees. To address this need, as 
well as to increase the number of English-

speaking people available in anticipation 
of the surge in call center investments, 
ProNicaragua developed an English lan-
guage registry called Nicasearch.com. 
This registry provides new contact centers 
with access to a database of over 4,500 
people who have been pre-screened for 
their English skills. ProNicaragua is also 
working to develop an English language 
scholarship program to upgrade the 
English skills of 7,500 of the more than 
90,000 students currently enrolled in 
local universities. The goal, Pereira says, 
is to develop aggressive training programs 
that will supply the skilled personnel the 
industry needs for its future growth.

Corporate tax incentives
Nicaragua’s government offers gene-

rous tax incentives (100% tax exemption, 
in fact) to contact center and BPO opera-
tions. Such companies may also ben-
efi t from duty-free import of equipment, 
transportation equipment, and vehicles. 
Qualifi ed companies can set up anywhere 
in the national territory and obtain these 
tax incentives as long as they are pro-
viding services to customers outside the 
borders of Nicaragua and meet the basic 
requirements of the country’s Free Zone 
Law. ProNicaragua provides information 
and assistance to qualifi ed companies 
including cost data, referrals, government 
contacts and recruitment assistance.

Analysis
The noted Harvard professor and guru 

of modern-day business strategy, Michael 
E. Porter, advanced a radical new theory 
in his 1998 book, The Competitive Advan-
tage of Nations. Economists such as Adam 
Smith and David Ricardo held that a 
nation’s ability to compete economically 
on the world stage was based on its fi xed 
endowments — its land, labor, resources 
and capital. Porter advanced the notion 
that countries could, through government 
action, improve the economic well-being 
of a nation and its peoples through mak-
ing the nation more productive. Porter 
has challenged countries around the 
globe to have leadership that acts as a 
catalyst, challenging their own business 
and government leaders to raise their 
nation’s competitive abilities and status 
on the world stage. 

Nicaragua’s leadership appears set to 
capitalize on the country’s location with 
actions to become the “New India” for 
call center operations. M

New Conference Program Announced!
Our new, revitalized program for all levels of the internationalization community
features a dynamic variety of keynote presentations, tutorials, conference
sessions, panels, discussions, exhibits and demonstrations. Join us at the
first conference to cover Unicode 5.0, LDML 1.4 and CLDR 1.4, as well as the
latest developments in Unicode security. Other highlights include presentations
on Microsoft Office 12 and Windows Vista, several sessions on ICU topics,
and an overview and case study on CLDR. 

March 6–8, 2006 • San Francisco, CA

Keynote Speakers:
•TUOC LUONG, Senior VP,

Engineering & Technology, 
Ask Jeeves, Inc.

•CHARLES BIGELOW, VP, 
Bigelow & Holmes Inc.

•COLONEL DANIEL L. SCOTT,
Assistant Commandant,
Defense Language Institute
Foreign Language Center 

Tutorial Topics include:
•Unicode 5.0
• Intro to Writing Systems &

Unicode
• Intro to Internationalization
•The Dao of Unihan 
•Web Internationalization
• Internationalization Features 

in XPath, XQuery and XSLT
•Advanced ICU Topics 

Conference Topics include:

•Internationalization

•Globalization

•The Web

•Security

•Localization and more!

Special Interest Gatherings:

•Language and Locale
Identifiers

•Meet the Unicode Technical
Committees

•Unicode Text Layout

•Multilingual Keyboard Layouts

•Multilingual Geographical
Names

Presenters from:
•Apple Computer
•Ask Jeeves
•ASMUS, Inc.
•Basis Technology
•Google
• IBM
•Microsoft
•ModernGigabyte
•Nagaoka University of Tech.
•Oracle
•PayPal
•Quest Software
•Sun Microsystems
•Tavultsoft Pty. Ltd.
•U.C. Berkeley
•VeriSign
•W3C
•Yahoo!

EVENT HIGHLIGHTS:

For complete program details
or to register visit:

www.unicodeconference.org/ml
Unicode and the Unicode Logo are trademarks of Unicode, Inc.
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From real world to localization 
classroom — and back again
Debbie Folaron & Philippe Mercier

Like other teachers, localization instructors 
continually look for material that will enhance 
the meaning and effectiveness of their courses 
and furnish students with tangible experience 
that grounds theory in the reality of the work-
place. Students new to the world of localiza-
tion quickly become aware that while some 
localization procedures are clear-cut, others 
require them to constantly reanalyze, reassess, 
rethink and repeat steps and phases in order 
to fulfi ll their objectives. Due to limited class-
room time on a project within an academic se-
mester, they must learn to think quickly and 
be critical of the basics while they are learning 
them. Some class experiences, however, surpass 
expectations.
The Concordia University (Mon-

tréal, Canada) translation program is 
a diverse range of courses from ad-
vanced translation theories to practi-
cal specialized subject translation and 
basic website localization. This diver-
sity is refl ected in the students’ inter-
ests and backgrounds. One strong trait, 
however, is a visible commitment to 
current issues and challenges in social 
and economic justice, the environment, 
and health care — globally as well as 
locally. Not surprisingly, then, students 

Debbie Folaron is an 
assistant professor at 
Concordia University, 

where she teaches 
translation and 

translation technologies.

Philippe Mercier is 
a partner in Locordia 
SA, a Brussels-based 

localization company. 

in the 2005 localization class agreed to embark on a class proj-
ect that would seek to directly assist a global nongovernmental 
organization in social and economic initiatives.

Off to Ecuador
During the winter of 2004, student Glenn Clavier worked 

as a volunteer for several months with the YMCA-ACJ Ecua-
dor, helping the association develop local sources of revenue to 
fund social and environmental projects aimed at empowering 
the country’s poor, particularly young people and women. The 
YMCA-ACJ Ecuador focuses on sharing the country’s amazing 
diversity with the world while fostering socially and ecologi-
cally responsible tourism. The revenue project with the greatest 
potential proved to be YMCA Tours Ecuador, which offers pack-
ages that showcase and involve participants in the association’s 
work as well as tours provided in cooperation with local op-
erators. When Clavier left Ecuador, he made a commitment to 
continue to assist them. This evolved into a three-phase project: 
to improve content and launch the task of localizing into other 

languages (French in particular); to identify and 
work with a partner or partners to redesign and 
enhance the look, feel and usability of the site; 
and to identify a new partner to host the site at 
no cost on a high-speed server.

Clavier raised the possibility of localizing the 
YMCA Tours Ecuador website as a class project 
to Concordia University professor Debbie Folar-
on, who felt that partnering with the YMCA and 
YMCA Tours Ecuador presented a real-world proj-
ect that would hone students’ practical skills while 
responding to their interests and commitments. 
Moreover, the University and the YMCA already 

B
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had a strong historical connection. Concordia was the product of a 
merger in the mid-1970s between two private schools: Sir George 
Williams University, founded by the YMCA in 1926, and Loyola 
College, founded by the Jesuits in 1896. 

When the proposal was put on the table the fi rst day of class, 
the consensus among the ten students was to take on the proj-
ect, even if it meant that they would need to devote extra time 
and effort individually and collectively in order to compensate 
for a lack of immediate resources, infrastructure and adequate 
meeting time (a maximum of 2.5 hours class time together per 
week for a period of 13 weeks, which is not even one 40-hour 
work week).

After a general presentation and overview of the project 
and a brief assessment of the website online, the group decided 
to organize and divide up the tasks so time could be optimized 
during the next meeting. Readings to initiate (catapult) the 
students into the world of localization were provided through 
Bert Esselink’s book A Practical Guide to Localization; John 
Yunker’s Byte Level Research site and his book 
Beyond Borders: Web Globalization Strategies;
articles and information posted on the Localisa-
tion Research Centre website; and articles from 
MultiLingual Computing & Technology.

Already familiar with the processes of transla-
tion and terminology management, the students 
quickly learned about and began to appreciate 
the usefulness of procedures such as interna-
tionalization and globalization in the context 
of localization. They also acquired fi rst-hand 
knowledge about project management and the 
advantages and shortcomings of different types 
of computer-assisted translation (CAT) tools and 
technologies, especially when applied to a case that did not 
follow a textbook model — which is often what constitutes the 
stuff of a real-life project.

Time to organize
By the third and fourth sessions, the group had already be-

gun to get a strong sense of the complexities involved behind 
the scenes when tackling a project that had seemed simple and 
straightforward. As might be expected from work that had 
been carried out over a period of time by a series of volunteers, 
specifi c batches of web pages had been written in accordance 
with the diverse linguistic and technical (HTML) writing skills 
of each individual person. With changing volunteers and with 
all the evolving web technologies, the website no longer had a 
clearly mapped-out architecture or direction in design. 

The group decided fi rst to assess the project needs and then to 
distribute tasks according to individual capabilities and prefer-
ences. Once the existing English and Spanish versions had been 
compared and discrepancies eliminated, the anglophone half of 
the group organized to revise and harmonize the English-lan-
guage text, while the francophone half of the group organized 
to translate the text into French. Each language group was sub-
sequently divided into pairs to review each other’s work, under 
the coordination of a language lead. During classtime, termi-
nology from the English text that was deemed fundamental to 
serving as a base for the terminology being harmonized in 
English and translated into French was extracted, discussed 
and compiled collectively into a format everybody could use. 

While waiting for instructions on how to access and down-
load the source fi les, the group captured fi les from the site with 
a webspider and performed word counts. Students assessed the 
style and presentation of information on the site and deter-
mined whether all of the content was culturally appropriate and 
meaningful. Tangentially, they learned what information would 
necessarily be furnished to a potential client when breaking 
down project tasks and calculating time and rates to produce a 
project estimate or proposal. They learned how to discern fi le 
types and discussed which types of tools would be needed to 
work with the diverse formats presented, in particular should 
they wish to create a translation memory (TM) for future local-
izations and updates of the site.

Let the technical fun begin!
Obstacles emerged almost immediately and encumbered any 

effi cient use of time and resources. First, given the patchwork 
design of the existing site, it proved time-consuming to keep 

track of the website fi le structure in a 
logical, coherent fashion. Then, because 
more than one level of HTML writing, 
code tags and character sets had been 
used to create the web pages, it proved 
problematic to provide students with 
a single set of instructions on how to 
prepare and process the web content in 
editing and CAT tools. 

Steps to equip the public university lab 
with a full set of standard professional 
CAT tools were still underway, and HTML 
editing applications had not yet been in-
stalled either, so the students needed to 

experiment with a wide array of free, open-source or low-cost 
tools they could download onto their home computers for use. 
This provoked an equally wide array of problems and issues to 
troubleshoot case by case. Once a single tool was identifi ed for 
use on the project, issues related to different results obtained on 
different operating systems continued to hinder their use.

The site graphics containing text were no longer available 
in their source fi le format. The students had to recreate them so 
that the text could be translated and inserted into the text lay-
ers. No commercial professional graphics editing program was 
available to them in the lab, but a faculty member was well-
versed in open-source applications, so they decided to learn 
the Gimp to create or recreate layered source fi les for graphics 
localization into French. 

Because of semester time constraints and the diverse con-
fi gurations of students’ home computers, it was decided that 
terminology and simple TM fi les would be created and saved 
in .csv format so that they would be immediately available and 
useful for the project translation. Once the HTML fi les were 
revised in English and translated into French by the students 
for their coursework, they would be aligned and processed later 
in professional CAT tools to provide YMCA Tours Ecuador with 
validated HTML fi les and a bona fi de TM for future updates and 
other localizations. 

Everything is not always as it seems
For the last day of class the students prepared to show and 

discuss their operative terminology list, TM, revised English 

Business
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Initial student core on class project:
Christina Anderes, Khalida Benamar, 
Glenn Clavier, Geneviève Doucet, 
Cindy Joyal, Sophie Lellouche, 
Alexia Papadopoulos, Nargisse Rafi k, 
Helena Sergakis, Lindsay Schonfelder 
Faculty member assisting with GIMP: 
Fabien Olivry
Students joining the project later: 
Slimane Boumghar, Ryan Ebro
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HTML fi les, translated French HTML fi les and recreated image 
fi les. In a few hours together over a period of 13 weeks, they 
had analyzed the site, assessed the needs of the website local-
ization project, allocated their resources, distributed tasks, man-
aged the project on several levels, reviewed a wide array of free 
or low-cost CAT tools and coordinated efforts to review and 
carry out basic quality control for language and culture. They 
had learned about and participated in local initiatives to assist 
the YMCA social programs in Ecuador and set as their goal to 
launch the newly revised website for the upcoming interna-
tional YMCA conference in autumn 2005. All that was left to 
do was to restructure the website fi les to accommodate the new 
language version, validate the HTML, create a TM from aligned 
source and target content fi les in professional CAT tools, com-
pare and review the image fi les, and launch the site — a perfect 
little summer project.

But the fi les were not as clean as they fi rst appeared to be. 
After initial attempts to process them proved futile, the best way 
to set a course of action seemed to be to consult with an 
experienced professional. Students continued to express 
keen interest in the progress of the project, and some who 
were in and out of the city throughout the summer vol-
unteered their time for updates.

Segments and matches and tags, oh my!
But the trajectory was destined to be anything but 

smooth. A preliminary quality assurance check in HTML 
QA revealed more than 1,300 problems. Closer analysis 
revealed that the free and open-source programs used 
by the students to edit and translate the content had 
more than signifi cantly modifi ed code as well as many 
links throughout the HTML web pages. Would the pro-
fessional CAT tools on the market be able to effectively 
deal with the problems encountered and provide a rel-
atively quick solution? No project manager anywhere 
would ever have the luxury of time to fi x 1,000-plus 
problems if fi les were returned to him or her in this state 
for a TM, so the question was indeed pertinent. 

The different tools had modifi ed the HTML codes in 
the source version during revision of the English and in 
the target version during translation into French. Certain 
source language fi les no longer displayed correctly, and 
numerous problems were visible in the target language. 

Such an elevated number of problems was too signifi -
cant for correction one by one. The fi rst solution envi-
sioned for a case such as this (low volume to translate) 
was simply to start the job over with the appropriate 
tools, but given the time allocated for the project it was 
out of the question.

Analyzing the options offered by diverse professional 
translation tools, participants considered another solu-
tion: to correct the problems (relatively few) in the Eng-
lish version; to carry out a quick alignment in order to 
create a TM; and fi nally to pre-translate all the source 
fi les with the TM to obtain a translated version of the 
source fi les that had identical HTML codes.

The goal of this solution was not to create an optimal 
TM where every segment is matched with its transla-
tion, but to use the tool to carry out a fast alignment 
that would allow automatic retranslation of the original 

fi les without altering the codes. Furthermore, the procedure was 
easy to validate. It would suffi ce to align the fi les and accept 
the alignment as is, anticipating that subsequent analysis would 
yield 100% of 100% matches. A memory created this way might 
not be perfect (unless the tool was capable of carrying out a 
perfect alignment), but if it was only to be used to retranslate 
the same YMCA Tours fi les, the result would be correct. 

HTML file alignment
In theory, HTML fi les are good candidates for a fast and 

reliable alignment. The text to align is often separated by tags 
that allow the alignment tools to resynchronize easily in case of 
diffi culties. In broad terms, the basic algorithm of an alignment 
tool is to perform a sentence-by-sentence alignment (by seg-
menting source and target fi les); but it can get “lost” during the 
process if the number of sentences in the source and translated 
version are very different. So, when comparing the source and 
target text, the alignment tool uses some tips to resynchronize if 

Many links had been broken during the translation process.
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HTML QA reported 1315 errors.
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and when necessary. For example, to deter-
mine if two sentences are candidates to be 
aligned, it can check if they both contain 
dates or numbers and if they both contain 
or are surrounded by tags and so on. This 
is simply because there is not a date or a 
number to be found in every sentence.

Since HTML fi les contain many tags and 
since the sentence content between these 
tags is mostly limited in quantity, align-
ment tools can optimize procedures by 
fi rst aligning the tags in order to isolate 
the groups of sentences and then only later 
try to align the groups of sentences. This 
simplifi es the process and renders it more 
reliable. This theory is, however, only valid 
as long as the HTML fi les to be aligned 
are translated versions of each other and 
have not had their tags modifi ed, or very 
little, so that the same tags surround the 
same groups of sentences. In the case of the 
YMCA Tours fi les, however, the tools used 
to translate had modifi ed the existing tags 
or had inserted additional ones.

Alignment, beginning with TRADOS 
It was imperative, then, to determine if the proposed solution 

was valid by fi rst conducting a trial run on a few of the fi les. We 
started to work with TRADOS WinAlign and discovered quickly 
that the alignment did not yield good results.

Taking the time to fi x the alignment was not an option. At 
any rate, it was not important because we knew that if the pre-
translation gave 100% of 100% matches, the translated fi les 
would be right. We therefore decided to validate the automatic 
alignment as it was and created the TM. But an analysis per-
formed to count the segments that could be translated with the 
memory unfortunately gave extremely poor results. This was 
quite surprising. 

If we translate a document and create a memory during the 
translation process, and then a few minutes later we carry out 
an analysis of the same document against the same memory, we 
expect to have 100% of 100% matches. So, why was it not the 
case in this situation? We had done an alignment, which was 
supposed to simulate the steps of a translation. We had built a 
memory. We had run an analysis, expecting to have 100% of 
100% matches (source-text comparison). Why were the results 
not as anticipated?

In order to understand the problem, it is necessary to analyze 
the three types of links created by alignment tools.

1) A source sentence (or source segment) is linked to one and 
only one target sentence. This is the ideal, perfect alignment.

2) A source sentence is linked to several target sentences. 
This is a good alignment because while the TM is being used, 
this source sentence will be equally identifi ed as a segment and 
will yield a 100% match.

3) Several source sentences are linked to a single target sen-
tence. This is a problematic alignment because while the TM is 
being used, segmentation will identify one single sentence at a 
time and thus will not fi nd the combination of source sentences 
stocked in the memory.

In this case, if the alignment had only generated links of 
type 1 or 2, we would have obtained 100% of 100% matches 
during the analysis. Unfortunately, WinAlign had created many 
“type-3” links.

On to SDLX
We did not have enough time to fi x all the problems (and 

wanted to test another tool), so we decided to try SDLX. 
At the time, we had only an older version available: SDLX 
3.5. We started the alignment process and were delighted to 
see that SDLX Align apparently did a much better job than 
TRADOS WinAlign. We aligned a few fi les, created a memory 
and then ran an analysis. The results were excellent: 98% of 
100% matches.

We began enthusiastically aligning the other fi les, but soon 
found ourselves blocked when SDLX simply refused to align 
HTML fi les where some tags where missing. For example, if a 
fi le had a <font> beginning tag, the tool expected it to have a </
font> ending tag somewhere; if a fi le had a <b> tag somewhere, 
it did not tolerate fi nding two </b> ending tags. The YMCA 
Tours fi les had many of these unbalanced or added tags since 
the fi les had been created by different people using different 
tools or by manual coding. Nonetheless, the behavior displayed 
by SDLX was surprising. HTML browsers tolerate these kinds of 
things perfectly well. 

Knowing alignment algorithms, this was even more surpris-
ing. An alignment tool should use the tags to resynchronize 
itself and should not be the least concerned about the value 
of the tags. In this example, if there are two </b> tags in the 
source and two </b> tags in the target fi le, it should still re-
synchronize perfectly even if one of the tags is technically not 
useful. Again, the value of the tags should be important for a 
browser but not for an alignment tool. But SDLX Align simply 
refused to align the fi les containing unbalanced tags.

Thinking we could fi x the problem easily for a few fi les, 
we aligned on a copy of the source and target versions of the 

Business

WinAlign created many multiple-to-one links.

57-62 Folaron-Mercier 1201.indd60 60 57-62 Folaron-Mercier 1201.indd60   60 12/21/05 10:51:45 AM12/21/05   10:51:45 AM

mailto:editor@multilingual.com


Business

61www.multilingual.com MultiLingual  January/February 2006 |

website to allow us to build the mem-
ory. We did this on a copy. It is essen-
tial during the translation process not 
to add tags in the source, and certainly 
not in the translated version, of a web-
site. (Remember, the golden rule of lo-
calization is to return to the customer 
exactly the same fi les as the originals 
but with translated text.) Since we had 
many fi les, it took a few hours to fi x the 
tags, but the result was a good memory. 
It was fi nally time now to pre-translate 
the original source version in order to 
regenerate the translated version. At 
this point, we had to switch back to the 
original source because using our fi xed 
source would have meant returning to 
the YMCA Tours fi les with a changed 
structure (added or removed tags). But 
the end of this long process seemed to 
be in sight.

The new surprise, however, was that 
SDLX would simply crash when trying 
to pre-translate the source fi les. As soon 
as it found a problem with the tags (as it 
had done during the alignment process), 
it would stop, tell us it found unbalanced 
tags (without telling where the problem 
was in the fi le) and stay blocked. It was 
impossible to exit the program without 
interrupting it with the task manager. 
After all this work and a good memory, 
this was extremely frustrating. Think-
ing that perhaps the problems had been 
fi xed in the latest version of SDLX, we 
tried the process on SDLX 2005 and re-
ran the analysis.

Two surprises emerged. First, the prob-
lem of the tags had been partially fi xed, 
as the program did not crash any more, 

Business

Losses: 13% of the 100% matches were lost when moving the memory 
from SDLX 3.5 to 2005.

An SDLX memory imported into TRADOS gave 52% matches.but it still refused to pre-
translate fi les that contained 
unbalanced tags. Second, the results of 
the analysis were extremely poor, much 
lower than when using SDLX 3.5. In fact, 
we lost 13% of our 100% matches (see 
table “Losses”).

What conclusions could we draw from 
this? The segmentation algorithm must 
differ signifi cantly between the older ver-
sion 3.5 of SDLX and the new version 
2005. This could be acceptable, given that 
there are a few years between these two 
versions. Nonetheless, we think that a 

SDLX 2005 SDLX 3.5
Batch Statistics Batch Statistics

Words translated 
(confi rmed)

0 0% Words translated 
(confi rmed)

0 0%

Words 100% 
matched

18208 85% Words 100% 
matched

21174 98%

Words 95% to 99% 
matched

1032 5% Words 95% to 99% 
matched

88 0%

Words 85% to 94% 
matched

922 4% Words 85% to 94% 
matched

73 0%

Words 75% to 84% 
matched

315 1% Words 75% to 84% 
matched

23 0%

Words untranslated 1034 5% Words untranslated 157 1%

21511 21515

legacy segmentation option should have 
been retained (we have only seen default, 
paragraph and TRADOS segmentation 
rules in SDLX options). 

Would a customer who has been build-
ing memories with millions of translation 
units be very happy to discover that the 
rate of 100% matches dropped dramati-
cally upon upgrading translation tools 
because the developers had changed 
the segmentation rules of the product? 
Furthermore, when talking to SDLX 
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support, we were told that they were 
aware of the unbalanced tags problem 
with the HTML fi lter.

Exchange of memories using 
TMX — some misgivings 
To fi nalize the exercise, we tried ex-

porting the memory built with SDLX 
(and standard SDLX segmentation rules) 
to TRADOS through the TMX option. An 
analysis in TRADOS yielded less than en-
couraging results as to any kind of reli-
able portability of memories, giving us 
52% of 100% matches.

As the technical exercises carried 
out to repair the project fi les bear wit-
ness, certain misgivings arose with re-
gard to use of professional translation 
tools. Of course, special care should al-
ways be taken when choosing tools for 
translation. This helps avoid unpleasant 
surprises. But we also encountered other 
surprising issues. Although some SDLX 
algorithms appeared to perform more 
successfully (such as for the alignment), 

Business
TRADOS seemed to be more stable than 
SDLX.

Now that SDL has bought TRADOS, 
we have been told by SDL that they will 
maintain both products for a while but 
that in the future the good and bad of 
both products will be taken into consid-
eration to build the “next generation” 
tool. What are the implications of this? 
We have seen that SDL changes the seg-
mentation rules between different ver-
sions of its products and in so doing 
does not preserve the capital of TMs cre-
ated by its customers. What will happen 
to memories in the future if they cannot 
be easily transferred from one product to 
another? When tomorrow the “next gen-
eration” tool is built, which segmentation 
rules will apply, and what percentage of 
our 100% matches will be lost?

The project continues
Since the summer technical repairs, 

some students have returned, and new 
faces have appeared to help review the 

fi les and perfect the images. When 
hand-corrected printouts were de-
stroyed in a fi re that incinerated the 
professor’s home, the students were 
quick to assist, retracing their steps, 
repeating their work and bringing new 
life to the project. Even though the 
website could not be launched at the 
desired time of the international YMCA 
conference, a special event was orga-
nized on October 14, 2005, to welcome 
guest of honor Patricia Sarzosa, ex-
ecutive director of the YMCA Ecuador, 
who attended a meeting in Montreal of 
YMCA executive directors from across 
North and Latin America. 

Clavier and other students continue 
to verify the content and carry out qual-
ity control. Like many professionals who 
have worked on localization projects, the 
students experienced highs and lows, 
and the opportunity to collaborate and 
participate in a meaningful project en-
riched their academic, professional and 
personal lives. M
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The evolution 
of character encoding
Brooks Kline

This article is an effort to help people under-
stand the concepts and practices involved in 
representing and using the characters of written 
language in the digital world. I have based the 
technical framework of this article on the model 
of character encoding outlined by the Unicode 
Consortium in an effort to map the myriad con-
cepts and defi nitions that have evolved over 
time to a comprehensive, up-to-date standard.

The history and background of character encoding
The early days and 7-bit ASCII. Early computers evolved 

from mechanical tabulating machines that read punch cards. 
The fi rst commercial computers developed in the 1950s evolved 
their own proprietary systems of encodings that were based on 
punch card formats. These formats consisted of a numeric 
matrix of columns and rows that were eventually standardized 
on the “IBM card” with 80 columns and 12 rows. In this matrix, 
each row represented a value, while the columns represented a 
“unit” of information whose value was determined by which of 
its rows were punched — that is, which bit was activated. This 
system was initially useful because data could be manually 
entered into each column with a minimum of punches — that is, 
one punch per column. In contrast, a “full” binary system would 
potentially use all the given bits per value (rather than relying 
on position), meaning that the punch combinations would be 
exponentially more complex. Over time, bit combinations were 
used to increase the number of 
characters available — eventually, 
as many as 3 bits would be used 
per unit value to allow for encod-
ing of needed characters. The 
principal weaknesses of these 
early encoding schemes — the lack 

Brooks Kline has worked in 
the localization industry for 
seven years as a web deve-
loper, localization engineer 
and systems administrator.

of standardization, standard “word” lengths and scalability — 
eventually forced the evolution of the fi rst full binary systems, 
which were 6-bit, thereby allowing for 64 characters (no lower-
case letters).

With the development of the fi rst “true” programming lan-
guages (FORTRAN, 1957; COBOL, 1960), there was a need for 
characters not typically available in the encodings of the time, 
such as the “/” (divide) and “=” symbols essential to program-
ming. The limitation of the number of characters available as 
well as the lack of standardization in the ways characters were 
encoded meant that data exchange between different makes of 
computer hardware and often between common makes of com-
puters programmed for different uses was diffi cult or impossible. 
The American Standard Code for Information Interchange 
(ASCII), introduced in 1963 to address these issues, was a mile-
stone in the standardization of character encodings. ASCII maps 
128 characters using a 7-bit encoding scheme. Practically 
speaking, ASCII includes most of the characters that one fi nds 
on a standard American keyboard as well as a collection of 
non-printable control characters.

Note: Although ASCII eventually became the accepted stan-
dard in mainframe computing, one major technology company, 
IBM, never adopted ASCII but instead developed a proprietary 
encoding called EBCDIC.

Internationalization and 8-bit encodings. After the develop-
ment of ASCII, the International Organization for Standardization 
(ISO) began standardizing internationalized versions of ASCII for 
different locales. These were designated “ISO 646,” and these ver-

sions were only able to reserve a handful of code 
points for non-English characters.

Note: The ISO has developed many of its character 
encoding standards in conjunction with the Interna-
tional Electrotechnical Commission (IEC); thus, many 
of the standards commonly referred to as simply ISO
are actually offi cially designated ISO/IEC.
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Around the time ASCII was developed, the term byte was 
coined to describe a standard “chunk” of bits that would be used 
to represent a character. Based on existing computer architec-
tures, a byte was designated as 8 bits, and therefore most com-
puters at the time were using — or would soon use — 8 bits of 
data for each character. Some developers use the less ambigu-
ous term octet instead of byte for clarity.

As computers became cheaper, smaller and more available, 
their use increased around the world, intensifying the need for 
character encodings that supported non-English alphabets. 
Already having the extra bit available in the way computers were 
handling character information meant that it was natural to begin 
developing 8-bit encodings (sometimes referred to as single-byte
encodings) that could contain 256 characters.

Most of the standards that evolved were based on ASCII, but 
competition between the various corporations and agencies 
involved resulted in variation — sometimes great — among the 
different encoding defi nitions.

Initially, the most common 8-bit encodings 
for personal computers were the IBM/MS-DOS 
code pages on IBM compatible PCs, which 
had variations for the languages of most 
industrialized countries, and Apple code pages 
on Apple Computers.

ISO also published a family of 8-bit encod-
ing schemes, designated ISO/IEC 8859-x. ISO/
IEC 8859-1, which is generally referred to as 
Latin 1, consisted of ASCII plus standard sym-
bols such as ©, ® and ¼, additional nonprinting 
control characters and “extended” characters 
used by most Western European Latin-based 
alphabets such as ä, Ñ, ß, ø and so on. Other 
members of the ISO/IEC 8859-x family supported alphabets such 
as Eastern European Latin, Baltic, Turkish, Cyrillic, Hebrew, Ara-
bic and Greek.

Later, Microsoft developed the Windows family of encod-
ings, designated by proprietary numbers, the “Latin” version of 
which was Windows 1252 and which was based on an Ameri-
can National Standards Institute (ANSI) standard. Today, Win-
dows 1252 is often referred to simply as ANSI. Apple also went 
on to develop a set of Macintosh code pages.

Because much of the software used today was originally 
developed at this time, many common applications are essen-
tially built on top of an old framework based on one of these 
old 8-bit encodings. In addition, computer operating systems 
and communication protocols such as HTTP and e-mail have to 
be built to translate these code pages for backward and cross-
platform compatibility, which can result in errors of various 
kinds. In the increasingly international world of computer tech-
nology, these errors are a common problem and are known in 
the localization industry by various names such as corruption,
garbage and mojibake.

Note: An issue which causes countless internationalization 
problems in the computer industry is a loose usage of names and 
terminology. For example, it is common for developers/users to 
use the designations ANSI (aka Win1252), ISO/IEC 8859-1, 
and Latin 1 (which could hypothetically refer to both of the 
previous encodings) interchangeably, but these do not refer to 
the same thing. Windows 1252 contains additional printable 
characters in the code points reserved for control characters in 

ISO/IEC 8859-1. One of these additional characters which is 
used extensively is the ™ symbol. If this character is in a docu-
ment which is encoded as Windows 1252 and that document is 
opened in a web browser or application which interprets it as 
ISO/IEC 8859-1, the symbol will not display correctly. Often 
applications and browsers will only specify an option for “Latin 
1” which is ambiguous, and sometimes even when the encodings 
are spelled out correctly, they are erroneously applied.

Double-byte encodings. To accommodate Chinese (of which 
there are two fl avors: Simplifi ed and Traditional), Japanese and 
Korean (CJK) characters, a system was derived from the basic 
8-bit scheme to allow for the thousands of characters each of 
these languages uses. The encoding scheme, which is often 
referred to as double-byte or double-byte character set (DBCS)
encoding, works by reserving code point ranges in an 8-bit 
character map to be used for leading bytes in 16-bit values, 
the second half of the value being the trailing byte. This expo-

nentially increases the number of characters 
available.

Unicode. Due to the countless problems 
resulting from having so many different 
encodings, as well as advances in digital tech-
nology that greatly increased the resources 
available to computers, work on a unifi ed 
“global” encoding scheme — known as Uni-
code — was initiated by a diverse group that 
ultimately coalesced into the Unicode Consor-
tium. The fi rst Unicode standard was released 
in 1991 and mapped virtually all the spoken 
language alphabets of the world to 16-bit 
values.

Note: ISO has a nearly identical standard 
which was developed in conjunction with Unicode, designated 
as ISO/IEC 10646.

The Unicode character map is a superset of ISO/IEC 646 and 
ISO/IEC 8859-1 and is designed to be universal (encompassing 
all the characters used), effi cient (allowing for simple process-
ing of text through effi cient design), and unambiguous (any 
given code point always represents the same character).

Theoretically, Unicode streamlines and standardizes the pro-
cess of handling text in the digital world, thereby eliminating 
the need for numerous incompatible 8-bit encodings. Since the 
inception of Unicode, however, many developers have been 
slow to migrate to and/or support it either due to a lack of 
understanding of the benefi ts or because of the time and cost to 
update code frameworks built on 8-bit encodings, or both. 
Thankfully, this trend seems to be changing with more and 
more software supporting Unicode.

Note: The current version of Unicode — 4.1 — contains almost 
98,000 characters. It allows for 24-bit and 32-bit code points, in 
addition to the primary 16-bit set.

The process of character encoding
As character encoding has evolved in conjunction with com-

puter technology, a profusion of different terms has developed 
to describe the concepts and steps involved in the process. Many 
of these terms derive from common usage and are not always 
accurate or consistent. Also, there is often only a vague or par-
tial understanding of the overall process involved, leading to 
the propagation of misconceptions and misunderstandings.

Competition between 
the corporations and 
agencies involved 
resulted in variation 
— sometimes great 
— among the different 
encoding defi nitions.
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The following section is an attempt to enumerate the steps and 
concepts currently used in character encoding, based on the Uni-
code model described in the report UTR#17: Character Encoding 
Model by Ken Whistler and Mark Davis. I have tried to integrate 
the commonly used terms and ideas that many people are famil-
iar with into the more complete framework outlined by the Uni-
code Consortium.

Abstract character repertoire (ACR). This is the fi rst step 
in the process, and is purely conceptual when taken alone. 
An ACR is an abstract collection of un-encoded characters 
and/or symbols.

Note: Characters, as defi ned in an ACR, should not be con-
fused with glyphs, which are the images used to represent char-
acters. A single character can be represented by many different 
glyphs (for example, by using different fonts). Also, some char-
acters can be represented by a composition of glyphs (as with 
accented characters), and vice-versa, a single glyph may actu-
ally represent multiple characters.

ACRs are also sometimes referred to as character sets.
These must next be mapped to code points.
Coded character set (CCS). A CCS is a mapping of a set of 

characters (an ACR) to a set of integers. The mapped integers are 
known as code points. An abstract character with a correspond-
ing code point is known as an encoded character. The range of 
integers used for the mapping is known as the code space. In the 
Unicode CCS each character is also given a unique name.

CCSs are often referred to as character encodings, coded
character repertoires, character set defi nitions and code pages.

Some examples of CCSs are ISO/IEC 8859-1; The Unicode 
Standard, Version 4.0; and ISO/IEC 10646:2003 — exactly the 
same repertoire and mapping as Unicode 4.0.

The CCS must then be mapped to a binary value.
Character encoding form (CEF). A CEF is a mapping of a 

collection of coded characters — a CCS — to code units, which 
are integers with a specifi c binary width, such as 8-bit. A CEF 
defi nes the number of code units used to represent each charac-
ter and can either be fi xed-width, in which case each character 

is represented by single code units, or variable-width, where 
characters may be represented by different combinations of 
code units.

Some examples of fi xed-width encoding forms are 7-bit — 
each encoded character is represented by a 7-bit value, such as 
ASCII; 8-bit — each encoded character is represented by an 8-
bit value, for example, ANSI; 16-bit — each encoded character 
is represented by a 16-bit value, such as UCS-2; and 32-bit — 
each encoded character is represented by a 32-bit value such as 
UTF-32 and UCS-4.

Some examples of variable-width encoding forms are UTF-8 
— used only with Unicode/ISO/IEC 10646 — in which each 
encoded character is represented by a combination of one to 
four 8-bit code units in Unicode and one to six code units in 
ISO/IEC 10646; and UTF-16 — used only with Unicode/ISO/IEC 
10646, in which each encoded character is represented by a 
combination of one to two 16-bit code units.

The CEF must then be mapped to a set of serialized byte 
sequences.

Character encoding scheme (CES). A CES is a mapping of 
code units to serialized bytes. Byte serialization involves 
translating binary values (from a CEF) into machine usable 
byte sequences and takes into account specifi c computer 
architecture. The values of most fi xed-width CEFs (taken in 
7-bit or 8-bit quantities) map directly to bytes of the same 
value in a CES. For example, an 8-bit ANSI CEF value such as 
e3 — the character ã in hexadecimal format — maps to a byte 
with the value e3 in a CES. For most variable-width CEFs, such 
as UTF-8 (in which the code units are byte-based), the data is 
also directly serialized.

Note: With the exception of CCS values, I have chosen to rep-
resent hexadecimal values in a literal form — without a prefi x — in 
order to show the values someone would see if he or she were to 
look at the raw character data, that is, what he or she would see 
in a hex editor. 

In both fi xed- and variable-width CEFs that have code units 
larger than a byte, however, the computer architecture has to 
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be taken into account, resulting in the 
bytes being serialized in either big-
endian or little-endian order. Big-endian 
means that the most signifi cant byte 
(MSB) is stored in the lowest memory 
address (that is, fi rst), and in little-
endian the least signifi cant byte (LSB) is 
stored fi rst.

Note: The terms big-endian and little-
endian are taken from the story Gulliver’s 
Travels, in which the pressing political 
problem for the tiny Lilliputians was 
whether to open their soft-boiled eggs 
from the big or little ends. These descrip-
tors were chosen for byte-order designa-
tions in order to refl ect the purely political 
(as opposed to practical) nature of the 
conventions.

In the case of the Unicode CESs, a 
byte order may not be implicit. In such 
cases, a special Unicode character called 
a byte order mark (BOM) must be used to 
designate the byte order.

Note: The byte order mark (BOM) is 
the Unicode character U+FEFF — “U+” is 
notation for a Unicode code point. When 
used in a fi le, it is only used once and 
must be the fi rst character of the fi le.

For example, when using the UTF-16 
CES to encode the Unicode 4 code point 
for the character ã (U+00E3), one has 
three choices: UTF-16, in which a BOM 
would designate the byte order and the 
value would be either feff 00e3 (big-
endian) or fffe e300 (little-endian); UTF-
16BE, in which case the byte order is 

implicitly big-endian and the value is 
simply 00e3; or UTF-16LE, in which case 
the byte order is implicitly little-endian 
and the value is e300.

In addition, a CES can contain mul-
tiple CCSs and even individual code 
points that are not part of the CCS. Such 
a CES is known as a compound CES,
while a CES that contains only a single 
CCS is called a simple CES. Also note 
that a CES is sometimes called by the 
same name as the CEF it maps — for 
example, UTF-8, UTF-16.

Here are some CES examples.
 Unicode 4.0 has 8 character encod-

ing schemes: UTF-7, UTF-8, UTF-16BE, 
UTF-16LE, UTF-16, UTF-32BE, UTF-32LE 
and UTF-32.

Unicode 1.1 had 4 character encod-
ing schemes: UTF-7, UTF-8, UCS-2BE 
and UCS-2LE.

UTF-7 was designed to allow Uni-
code characters to be transmitted using 
electronic mail protocols which are 7-bit. 
With UTF-7, Default Unicode values 
(UTF-16 CEF values) in the ASCII range 
are encoded as 7-bit ASCII values, while 
all other values are escaped using “+” to 
open and “-” to close, while the escaped 
data is encoded as base64 (see “Transfer 
encoding syntax”).

In Shift-JIS (a Japanese DBCS), a 
single-byte CCS, which contains print-
able ASCII characters and half-width 
Katakana characters, is combined with a 
double-byte CCS that contains full-width 
kanji characters.

Character map. Character map (CM) 
is a catch-all term to describe an entire 
character encoding package — a mapping 
of an abstract character repertoire to a 
serialized sequence of bytes. A simple 
character map implicitly includes a CCS, 
a CEF and a CES, where a compound 
character map includes a compound CES 
and therefore contains more than one 
CCS and CEF. Often the name for a char-
acter map is the same as the name of the 
CES it contains.

A character map is also sometimes 
called a charset, a character set or a code
page (or codepage).

Transfer encoding syntax. Transfer
encoding syntax (TES) is really supple-
mental to the basics of character encod-
ing, but I’m including the defi nition here 
for the sake of completeness. A TES is a 
reversible method of transforming char-
acter data either for compatibility with 
transmission protocols — such as the 
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ASCII (US-ASCII/ISO/IEC 646) examples. All values are 
7-bit:

Character(s) CCS Value CEF Value CES
Value

Glyph
Examples

A 0x41 41 41

& 0x26 26 26 , 

@ 0x40 40 40 , 

ISO/IEC 8859-1 (Latin 1) examples. All values are 8-
bit:

Character(s) CCS Value CEF Value CES Value Glyph
Examples

ä 0xe4 e4 e4 , 

® 0xae ae ae , 

Shift-JIS (DBCS) examples. Note that these are single-
byte values from one CCS that contains ASCII and half-width 
(single-byte) Katakana characters:

Character(s) CCS Value CEF Value CES
Value

Glyph
Examples

J 0x4a 4a 4a ,

ｽ
(half-width) 0xbd bd bd ,

The ranges 81–9f and e0–fc have been reserved to form 
the leading bytes of the double-byte characters:

ス
(full-width)

0x83 +
0x58

8358 8358 , 

茨 0x88 +
0xef

88ef 88ef , 

4.4. Unicode 4 Examples
CEF=UTF-16, CES=UTF-16LE

Being a superset of ISO/IEC 8859-1 and ISO/IEC 646, these 
values are identical (except their width is 16-bit):

Character(s) CCS Value CEF Value CES
Value

Glyph
Examples

& U+0026 0026 2600 , 

ä U+00E4 00e4 e400 , 

The ™ character does not exist in ISO/IEC 8859-1 — as it 
does in Windows 1252/ANSI (code point 0x99), so in Unicode 
it’s mapped in a higher range:

™ U+2122 2122 2221 , 

This is the same character shown in the Shift-JIS example, 
above:

茨 U+8328 8328 2883 , 

This character (actually a multiple character combination) 
is formed by combining the character e with the combining 
diacritical mark ¸ (COMBINING CEDILLA).

e¸
(e + “¸”)

U+0065 +
U+0327 0065 0327 6500 2703 , 

CEF=UTF-8, CES=UTF-8
The UTF-8 CEF maps each Unicode code point to a value 

consisting of 1 to 4 bytes. Values in the US-ASCII range map 
to equivalent 8-bit values, thereby only using half the space 
required by a corresponding UTF-16 CEF value:

Character(s) CCS Value CEF Value CES Value Glyph
Examples

& U+0026 26 26 , 

ä U+00E4 c3 a4 c3 a4 , 

™ U+2122 e2 84 a2 e2 84 a2 , 

茨 U+8328 e8 8c a8 e8 8c a8 , 

e¸
(e + “¸”)

U+0065 +
U+0327

65 cc a7 65 cc a7 , 

application of base64, uuencode, BinHex, Quoted Printable, and 
so on to character data — or a formal application of a compres-
sion format such as pkzip, gzip, winzip and so on.

Summary
Please note that this is a detailed and complete concep-

tual framework and that, practically speaking, most real-
world scenarios only involve CCSs and CESs. I feel it is good 
practice to understand the whole relationship between the 
parts, however, which is why I have included the complete 
model here. M

Examples  (Note: all values are in hexadecimal format.)

ää

ää

@@

ää

J J
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A user poll: access 
to the Unicode Standard
Asmus Freytag

The Unicode Standard has been in publica-
tion since 1991, and it is now in version 4.1. 
Originally, the only documentation was the 
book, later augmented by a CD-ROM. The CD-
ROM contains a copy of the Unicode Character 
Database (UCD), which is also available online. 
Since Unicode 3.0, there have been online PDF 
fi les covering the text of the standard as well 
as the code charts. Since 1996, there have been 
online editions of Unicode Technical Reports 
(UTRs) and later Unicode Technical Standards 
(UTSs) as well as Unicode Standard Annexes 
(UAXs). Of these, the UAXs are considered part 
of the standard, even though they are not print-
ed in the book. In parallel to the online parts 
of the standard, the Unicode website provides 
an ever-growing set of additional information 
about the standard.

The poll 
The poll grew out of our informal practice of asking partici-

pants in our Unicode Tutorials about their sources of getting 
information about the Unicode Standard. We 
realized that the same information collected from 
a wider circle of respondents might be valuable 
input to the Unicode Consortium.

Web statistics can be used to discern usage 
patterns for online access to the standard, and the 
book sales reported by the publisher allow some 
conclusions about the scale and trends in the use 

of the hardcopy book. However, the information provided by 
these two sources is at a different level of detail, and, more 
importantly, it allows no conclusions about the motivations of 
the user. 

The poll was conducted in the form of an e-mail question-
naire. Questions were open-ended with some suggested catego-
rization. The target consisted of two large e-mail lists devoted to 
internationalization issues. The poll began on October 7, 2005, 
continued for 72 hours and resulted in 99 responses.

While occasional users of the standard were underrepre-
sented in the self-selected sample, the results represent a wide 

Parts of the Unicode Standard. (Source: Unicode 4.1 Tutorial)

Asmus Freytag, president of ASMUS, Inc., has been a contribu-
tor to the Unicode Standard since before the inception of the 
Unicode Consortium; was a coauthor of the Unicode Standard 
for many years; and has written or contributed to several UTRs 
and Standards. A vice-president of the Unicode Consortium, he 
represents the Consortium in several standards groups.
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Overall, poll respondents clearly valued both the online and 
the hardcopy access to the standard, and many commented that 
they would not want to give up one for the other.

Access to the Unicode Standard as a book 
A minority of users (14%) said that they worked exclu-

sively online. A signifi cant proportion of online-only users 
commented that their use of the standard was occasional or 
limited in some way. 

86% of respondents have access to the book; for the most 
part they are the proud owners of several versions of the standard. 
Where the book is not a personal copy, it’s a job perk to have a 
dedicated copy. 

Versions of the Unicode Standard in book form. The Unicode 
Standard continues to be extended to cover new scripts and to 
complete the repertoire of existing scripts and symbol collections. 
Each version adds additional information to the UCD, whether in 
corrections or improvements of character property assignments, 

introduction of new properties, or extension of exist-
ing properties to cover newly added characters. The 
text of the standard, including the UAXs, is continu-
ally revised, both for clarity and to cover additional 
topics. Approximately every three years, a new edi-
tion of the book is released. 

Because the most widely used characters have been 
encoded early on and more recent additions have 
focused on more obscure usage and because large 
parts of the standard are stable, despite many detail 
fi xes, users may be tempted to get by with an older 
version of the Standard. From the publisher’s fi gures 
we suspected that not all users have replaced their 
book with the latest version. We therefore asked two 
questions to discover which version(s) of the book are 

in actual use and what drives people’s decision to upgrade.
The poll revealed that of the sample group

Over 70% have access to Unicode 4.0. One person always 
keeps a copy of the latest book at each of multiple work 
locations.

13% of those owning a book do not own 4.0. The extreme 
case is one person who uses a prepublication 1.0 for Cyrillic 

If you need to look up something in the Unicode Standard, do you primarily use the 
book or the online fi les? 

Do you have access to a hard copy (book edition) of the Unicode Standard?

Which version of the Unicode Standard do you have access to? 

range of strategies for accessing the standard and thus useful 
for the intended purpose.

Modes of accessing the Unicode Standard
The poll asked for the users’ primary choice of mode of 

access of information about the standard. The tabulated results 
suggest a fairly balanced picture overall. 

 Respondents use the online fi les primarily for “hard data,” 
such as the UCD; when they need to use a search engine to 
locate the information; when traveling or otherwise away from 
their books; to check for updates to the text and charts only 
available online. 

Respondents prefer the book to read up on “diffi cult topics” 
such as conformance or algorithms; to use as a quick reference; 
to allow browsing of text and code charts without bumping into 
artifi cial chunks (PDF fi les). People fi nd large amounts of text 
more readable in print; they report that having the book open 
next to their screen when working is quicker than switching 
fi les on screen. 

When errata or update versions become available online, 
the book no longer contains the most recent information, but 
people still valued the book as a reference that can serve to get 
a grasp on the whole.

Finally, the book is enjoyed by some for its mere physical-
ity: “beautiful”; “makes the standard visible”; “great to show 
the boss.” 

Do you use the CD-ROM or the online fi les for UCD, charts, separate 
specifi cations or the text of the standard?
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characters and double-checks the online fi les only for charac-
ters that might have changed. 

Many people report using an out-of-date copy at a second-
ary location such as their homes. Surprisingly, many reported 
that they have the latest book, while their colleagues have an 
older version. 

The comments about what would make respondents choose 
to purchase a new edition of a book they already own were very 
much in line with what one would expect from people making 
the decision of whether to buy a revised version of a popular 
programming book.

While almost 25% would upgrade as a matter of course, 
many others mentioned the need to justify the expense and gave 
explicit indications of improvements they would like to see: a 
cheaper, smaller, lighter book with more complete coverage of 
the material now in UAXs, as well as other signifi cant enhance-
ments to the text.

Access to online information about the standard
The questions in the next part of the poll were designed to 

gather information about which of the online resources users 
typically access and to what degree. 

The online fi les fail to give their users a complete perspec-
tive of the standard. Many of the “online only” users, the ones 
who will never use a book because you “can’t search dead trees” 
as one of them put it, reported at the same time that they never 

used the PDF fi les for the text. Some of them did not even report 
any usage of the UAXs, UTSs or UTRs. 

Several users reported that they rely on third-party tools to 
browse the charts. Unibook (www.unicode.org/unibook) was the 
most frequently mentioned. Some users reported that they use 
third-party websites to get information on Unicode. One person 
volunteered that he reads the FAQ. 

A small, but signifi cant number of users mentioned limited, 
expensive or slow access to online data as driving their choice of 
access mode; some make local copies of the UCD, usually selec-
tively; a few make local copies of charts or book chapters in PDF; 
others use the data on the CD-ROM.

The UCD and Online Charts are among the most consistently 
used parts of the online information about the Unicode Standard, 
with the charts being used more often online while many users 
reported that they use a local copy of the UCD. 

About 10% of users report that they use “all” or “most” of 
the separately published specifi cations, such as UAXs, UTSs and 
UTRs, compared to fully 25% that report they do not use any. 

The PDF fi les containing the text of the standard were the 
least used of all the online resources, presumably because they 
get updated only as often as the book text which they refl ect. 

Note: All comments have been summarized or edited. Full poll 
results are available at http://home.ix.netcom.com/~asmus-inc/
UnicodePoll/index.html. Unicode is a trademark of the Unicode 
Consortium.  M

As the largest privately held company in the industry, Translations.com has earned the trust of leading 
global companies. Whatever your localization needs are, you can rely on Translations.com to deliver 
IS0 9001:2000 certified solutions, with no surprises.

Surprised by your sudden

need for vendor diversification?

info@translations.com
Tel: +1 212 689 1616

www.translations.com 30 offices worldwide
Three Park Avenue, 40th Floor

New York, NY 10016
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Like any industry, the world of software localization, translation, language technology and 
international software development has a specialized vocabulary. Terms such as globalization are 
used — and often abbreviated in company literature — differently from their use in a general 
business context.

This section offers terminology, abbreviations, acronyms and other resources, especially as 
related to the content of this issue. If you would like to suggest additional resources that should be 
included in Basics, contact editor@multilingual.com

Basic terminology
Here are definitions for some of the important terms 

used in this issue. For more definitions, see the Glossary 
section of MultiLingual’s annual Resource Directory and 
Index (www.multilingual.com/resourceDirectory).

Bitext. A merged document comprised of both source-
language and target-language versions of a given text. 
Bitexts are generated by a piece of software called an 
alignment tool, which automatically aligns the original 
and translated versions of the same text.

Character. A symbol standing for the smallest abstract 
component of a writing system or script, including sounds, 
syllables, notions or elements, as opposed to glyphs.

Code page. A table which defines the numeric index 
(computer code point value) associated with each 
character in a specific set of characters. Each character in 
a code page has a numerical index.

Computer-aided translation (CAT). Computer
technology applications that assist in the act of 
translating text from one language to another.

Content management system (CMS). A system used 
to store and subsequently find and retrieve large amounts 
of data. CMSs were not originally designed to synchronize 
translation and localization of content, so most of them 
have been partnered with globalization management 
systems (GMS).

Corpus (plural corpora). A large body of natural language 
text used for accumulating statistics on natural language 
text. Corpora often include extra information such as a tag 
for each word indicating its part-of-speech and perhaps the 
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parse tree for each sentence. Also, a large body of source-
language text used for a translation.

Encoding scheme. Rules for assigning numeric value 
(code points) to characters. Encoding is a method by 
which a character set is turned into computerized form 
for transmission and preservation.

Globalization (g11n). In this context, the term refers 
to the process that addresses business issues associated 
with launching a product globally, such as integrating 
localization throughout a company after proper 
internationalization and product design.

Globalization management system (GMS). A system 
that focuses on managing the translation and localization 
cycles and synchronizing those with source content 
management. Provides the capability of centralizing 
linguistic assets in the form of translation databases, 
leveraging glossaries and branding standards across global 
content.

Glyph. The shape representation or pictograph 
of a character.

Internationalization (i18n). Especially in a computing 
context, the process of generalizing a product so that it 
can handle multiple languages and cultural conventions 
(currency, number separators, dates) without the need for 
redesign.

Lingua franca. A language that is adopted as a 
common language between speakers whose native 
languages are different.
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Localization (l10n). In this context, the process of 
adapting a product or software to a specific international 
language or culture so that it seems natural to that 
particular region. True localization considers language, 
culture, customs and the characteristics of the target 
locale. It frequently involves changes to the software’s 
writing system and may change keyboard use and fonts as 
well as date, time and monetary formats. 

Machine translation (MT). A technology that 
translates text from one human language to another, 
using terminology glossaries and advanced grammatical, 
syntactic and semantic analysis techniques.

Multimedia. In computing, multimedia describes a 
number of diverse technologies that allow visual and 
audio media to be combined. Entertainment, education 
and advertising applications, among others, use a 
computer to present and combine text, graphics, video, 
animation and sound.

Outsource. To hire a third-party provider to perform 
tasks or services often performed in-house. The third-
party provider is then referred to as the outsourcer.

Translation. The process of converting all of the text 
or words from a source language to a target language. An 
understanding of the context or meaning of the source 
language must be established in order to convey the same 
message in the target language. 

CONFERENCES

Localization World, www.localizationworld.com

ORGANIZATIONS

American Translators Association (ATA), 
 www.atanet.org

Association for Machine Translation in the 
 Americas (AMTA), www.amtaweb.org; European 
 Association for Machine Translation (EAMT),
 www.eamt.org; and Asia-Pacific Organization for 
 Machine Translation (AAMT), all components of 
 International Association for  Machine Translation,
 www.eamt.org/iamt.html

Globalization and Localization Association (GALA),
 www.gala-global.org

Localisation Industry Standards Association (LISA),
 www.lisa.org 
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Translation memory (TM). A special database that 
stores previously translated sentences which can then be 
reused on a sentence-by-sentence basis. The database 
matches source to target language pairs.

Translation Memory eXchange (TMX). An open 
standard, based on XML, which has been designed 
to simplify and automate the process of converting 
translation memories (TMs) from one format to another.

Unicode. The Unicode Worldwide Character Standard 
(Unicode) is a character encoding standard used to 
represent text for computer processing. Originally 
designed to support 65,000 characters, it now has 
encoding forms to support more than one million 
characters.

XML. eXtensible Markup Language, a programming 
language/specification, is a pared-down version of SGML, 
an international standard for the publication and delivery 
of electronic information, designed especially for web 
documents.

XML Localization Interchange File Format (XLIFF).
Specifically designed to support the localization of data, 
XLIFF has features for updating strings, revision control, 
marking different phases of the localization process, word 
count calculations and the provision of alternative or 
suggested language translations, among others. XLIFF is 
an open standard.

RESOURCES
Translation Automation User Society (TAUS),

 www.translationautomation.com

TM Marketplace, translation memory broker,
 www.tmmarketplace.com

PUBLICATIONS

MultiLingual Computing & Technology (selected
 articles available at www.multilingual.com).

The Guide to Translation and Localization, published 
 by Lingo Systems, www.lingosys.com

The Translator’s Tool Box, e-book by Jost Zetzsche, 
 published by International Writers’ Group, 
 www.internationalwriters.com — and The Tool Kit,
 e-newsletter from www.internationalwriters.com

WEBSITES

www.multilingual.com

72
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 ASSOCIATIONS
AILIA Association de l’industrie de la 
langue/Language Industry Association
Description AILIA is the voice of the Canadian language 
industry, bringing together organizations and profession-
als from three sectors: translation, language technologies 
and language training. Through a single point of contact, 
AILIA members can access key resources to stimulate 
their growth around the world. 
AILIA 65 Sherbrooke Street East, Suite 110, Montréal, Québec, 
Canada H2X 1C4, 514-285-6596, E-mail: communication@ailia.ca, 
Web: www.ailia.ca

Translation Automation User Society
Description Translation automation is not a straightfor-
ward process with a guaranteed recipe for return on in-
vestment. The difference between profit and loss depends 
on solid, detailed and objective information. The best way 
of obtaining that information is by networking with other 
users and by sharing experiences. TAUS is a member or-
ganization for the exchange of insights and experiences 
in automating translation processes. Founding members 
are Autodesk, Cisco, Computer Associates, EMC Software 
Group, European Patent Office, FileNET, GambroBCT, 
Hewlett-Packard ACG, Intel, McDonald’s Corporation, 
McAfee, Novell, Océ Technologies, Oracle, Sun Microsys-
tems, Symantec and WatchGuard. 
Translation Automation User Society (TAUS) Oosteinde 9-
11, 1483 AB De Rijp, The Netherlands, 31-299-672028, Fax: 31-
299-672028, E-mail: info@translationautomation.com, Web: 
www.translationautomation.com

CONFERENCES

Localization World
Description Localization World conferences are dedicated 
to the language and localization industries. Our constitu-
ents are the people responsible for communicating across 
the boundaries of language and culture in the global mar-
ketplace. International product and marketing managers 
participate in Localization World from all sectors and all 
geographies to meet language service and technology pro-
viders and network with their peers. Hands-on practitio-
ners come to share their knowledge and experience and 
to learn from others. Conferences are held twice a year at 
different locations. See our website for details on upcom-
ing and past conferences.
Localization World 319 North 1st Avenue, Sandpoint, ID 83864, 
208-263-8178, Fax: 208-263-6310, E-mail: info@localization 
world.com, Web: www.localizationworld.com 

TM

29th Internationalization and 
Unicode Conference
Description The 29th Internationalization and Unicode 
Conference will feature a wide variety of tutorials and con-
ference sessions covering up-to-the-minute topics related 
to Unicode, the web, software and internationalization. 
The conference attracts industry leaders from across 
the globe, including Unicode experts, implement-
ers, clients and vendors. The unique interactive format 
makes the Internationalization and Unicode Conference 
the best place to meet and exchange ideas with the ex-
perts, discover the needs of potential clients and gather 
information about new and existing Unicode-enabled 

products. The conference will take place on March 6-8, 
2006, in San Francisco, California.
Object Management Group 250 First Avenue, Needham, MA 
02494, 781-444-0404, Fax: 781-444-0320, E-mail: info@unicode 
conference.org, Web: www.unicodeconference.org/ml See ad on 
page 56   

DICTIONARIES

The CJK Dictionary Institute
Multiple Platforms
Languages Chinese, Japanese, Korean, English, Arabic, 
Portuguese, Spanish, Hebrew Description World’s leading 
provider of comprehensive CJK lexical resources of over six 
million entries, including one million Japanese technical 
terms. Fine-tuned to entity recognition, our name data-
bases include three million high-quality Japanese/Chinese 
entries widely used in NLP/IR applications (Google, Ver-
ity), morphological analyzers, MT systems (Fujitsu), IMEs 
(Sony) and large-scale Arabic name databases. Extremely 
useful for localization/MT are Simplified to/from Tradi-
tional Chinese mapping tables covering 2.8 million entries, 
including IT terms, for orthographic-conversion (such as 
English color>colour) and the far more difficult word-trans-
lation (such as truck>lorry) between SC/TC.
The CJK Dictionary Institute Inc. 34-14, 2-chome, Tohoku, Ni-
iza-shi, Saitama 352-0001 Japan, 81-48-473-3508, Fax: 81-48-
486-5032, E-mail: info@cjk.org, Web: www.cjk.org 

ENTERPRISE SOLUTIONS

Idiom
Windows, UNIX, LINUX
Languages More than 120 Description Idiom Technologies, 
Inc., is the only enterprise software company to deliver 
advanced XML-based publishing and content globaliza-
tion solutions to accelerate authoring, managing and 
distributing high-quality content across multiple for-
mats and languages. Based on its proven WorldServer™ 
technology platform, customers can take advantage of a 
range of electronic publishing, website deployment and 
software engineering applications to streamline costs and 
speed time-to-market. Idiom WorldServer solutions are 
currently deployed at large global organizations, including 
Adobe, Caterpillar, eBay, Medtronic, Motorola and Oracle. 
Idiom is headquartered in Waltham, Massachusetts, with 
offices throughout North America and in Europe. 
Idiom Technologies, Inc. 200 Fifth Avenue, Waltham, MA 02451, 
781-464-6000, Fax: 781-464-6100, E-mail: info@idiominc.com, 
Web: www.idiominc.com

STAR Group
Multiple Platforms
Languages All Description STAR is a leader in localiza-
tion, internationalization and globalization solutions as 
well as a premier developer of language technology tools 
such as Transit/TermStar, WebTerm and GRIPS. For more 
than twenty years, STAR has specialized in multilingual 
processing and development, including translation ser-
vices, terminology management, software localization/
internationalization, software development, multimedia 
systems engineering, and information management and 
publishing. With 37 offices in 26 countries and our global 
network of pre-qualified freelance translators, STAR is 
uniquely qualified to provide competitive and domain spe-
cific translation services and language technology tools.  
STAR Group America, LLC 5001 Mayfi eld Road, Suite 220, 
Lyndhurst, OH 44124, 216-691-7827, 877-877-0093, Fax: 216-691-
8910, E-mail: info@us.star-group.net, Web: www.us.star-group.net 
See ad on page 83

INTERNATIONALIZATION

TOOLS

Basis Technology
Multiple Platforms
Languages Asian, European and Middle Eastern Descrip-
tion Basis Technology provides products and services for 
technology globalization and multilingual information pro-
cessing. Some of the largest multinational corporations have 
depended on Basis to help them go global. The company’s 
Rosette Linguistics Platform is a suite of software designed 
for integration into highly scalable applications that require 
analysis and processing of the world’s languages. Products 
include core library for Unicode; a language and encoding 
identifier; entity extraction; language analyzers for segment-
ing and normalizing Asian languages; and a Chinese script 
converter for automatic translation between Simplified and 
Traditional. Globalization services include readiness audits; 
project management and engineering services; and quality 
assurance.
Basis Technology Corp. 150 CambridgePark Drive, Cambridge, 
MA 02140, 617-386-2000, 800-697-2062, Fax: 617-386-2020, 
E-mail: info@basistech.com, Web: www.basistech.com 

LOCALIZATION SERVICES

Adams Globalization
Languages All major European and Asian languages 
Description For over 22 years, Adams Globalization has 
provided comprehensive turnkey solutions for globaliza-
tion. We deliver software localization and testing, techni-
cal translation, web globalization and desktop publishing 
with superior quality, and we do it on time. Our team of 
experienced and efficient project managers, technically 
proficient native-speaking linguists, technical experts 
and desktop publishers using the latest software tools and 
technology will work to expand your boundaries and offer 
you a world of possibilities. Please contact us today for a 
free estimate.
Adams Globalization 10435 Burnet Road, Suite 125, Austin, TX 
78758, 800-880-0667, 512-821-1818, Fax: 512-821-1888, E-mail: 
sales@adamsglobalization.com, Web: www.adamsglobalization.com
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ADAPT Localization Services 
Languages More than 50 Description ADAPT Localiza-
tion Services (founded in 1999 as transline Localization) 
offers the full range of services that enables clients to be 
successful in international markets, from documentation 
design through translation, linguistic and technical local-
ization services, pre-press and publication management. 
Serving both Fortune 500 and small companies, ADAPT 
has gained a reputation for quality, reliability, technologi-
cal competence and a commitment to customer service. 
Fields of specialization include diagnostic and medi-
cal devices, IT/telecom and web content. With offices in 
Bonn, Germany, and Stockholm, Sweden, and a number 
of certified partner companies, ADAPT is well suited to 
help clients achieve their goals in any market.
ADAPT Localization Services Clemens-August-Strasse 16-18, 
53115 Bonn, Germany, 49-228-98-22-60, Fax: 49-228-98-22-
615, E-mail: adapt@adapt-localization.com, Web: www.adapt-
localization.com See ad on page 44

Alliance Localization China, Inc. (ALC)
Languages Major Asian and European languages Descrip-
tion ALC offers document, website and software transla-
tion and localization, desktop publishing, and interpreter 
services. We focus on English, German and other Euro-
pean languages to and from Chinese, Japanese, Korean 
and other Asian languages. We use TRADOS, CATALYST, 
SDLX, Transit and other CAT tools, as well as DTP tools 
including CorelDraw, FrameMaker, FreeHand, Illustra-
tor, InDesign, PageMaker, Photoshop, and QuarkXPress. 
Our customer-oriented approach is supported by strong 
project management, a team of specialists, a large knowl-
edgebase and advanced methodologies. We always provide 
service beyond our customers’ expectations at a low cost 
and with high quality, speed, dependability and flexibility.
Alliance Localization China, Inc. (ALC) Suite 609, Building B, 
Number 10 Xing Huo Road, Fengtai Science Park, Beijing 100070, 
P. R. China, 86-10-8368-2169, Fax: 86-10-8368-2884, E-mail: 
customer_care@allocalization.com, Web: www.allocalization.com

Binari Sonori
Languages From all European languages into Italian De-
scription Binari Sonori has served the localization and 
translation market since 1994. Binari Sonori has been 
awarded a number of crucial projects and has become one 

of the major players in the Italian localization industry. Our 
goal is to guarantee high quality, timeliness and flexibil-
ity. We are accustomed to working for clients throughout 
the world who need to reach the Italian market with their 
products. Our project managers, translators and revisers are 
trained to solve today’s challenges of translation/localiza-
tion projects, regardless of text length or the software tools 
to be used. Fields of expertise are software, hardware, tele-
communications, finance, training, web and marketing.
Binari Sonori srl Viale Fulvio Testi, 11, 20092 Cinisello Balsamo, 
Milano Italy, 39-02-61866380, Fax: 39-02-61866313, E-mail: 
translate@binarisonori.it, Web: www.binarisonori.it See ad on 
page 15

CPSL Multilingual Project Management
Languages All, including “source” to English/English 
to “target” Description CPSL is one of Europe’s leading 
language-industry companies with over 40 years of ex-
perience in managing complex, multilingual projects. 
Our services cover localization, translation, consultancy 
and web content management. Our customer base in-
cludes many of the world’s leading IT, pharmaceutical, 
medical instrumentation and automotive companies. 
CPSL employs state-of-the-art technology, including 
LUCAS, our proprietary workflow management sys-
tem, to streamline complex projects. CPSL is one of 
the most competitive companies in terms of pricing 
and quality of service. Our quality processes are under-
pinned by a strict adherence to DIN2345 and ISO 9001 
standards. All of our project managers are multilingual 
and fluent in English.
CPSL Worldwide USA E-mail: cpsl-usa@celerpawlowsky.com
Barcelona Torre Llacuna, Llacuna 166, 9a planta, 08018 Barce-
lona, Spain, 34-93-486-42-82, Fax: 34-93-300-00-40, E-mail: 
ljimenez@celerpawlowsky.com
Galway Apt. 7, Cimin Mor, Cappagh Road, Galway, Ireland, 
353-91-591-015, Fax: 353-91-591-050, E-mail: acollins@celer
pawlowsky.com
Madrid Edifi cio Prisma, Colquide 6, Portal II, Planta 2oA, 28230 Las 
Rozas, Spain, 34-91-636-36-11, Fax: 34-91-636-04-87, E-mail: 
ljimenez@celerpawlowsky.com, Web: www.celerpawlowsky.com

EuroGreek Translations Limited
Language Greek Description Established in 1986, Euro-
Greek Translations Limited is Europe’s number one Greek 
localizer, specializing in technical and medical transla-
tions from English into Greek and Greek into English. 
EuroGreek’s aim is to provide high-quality, turnkey solu-
tions, encompassing a whole range of client needs, from 
plain translation to desktop/web publishing to localization 

development and testing. Over the years, EuroGreek’s 
services have been extended to cover most subject areas, 
including German and French into Greek localization 
services. All of EuroGreek’s work is produced in-house by 
a team of 25 highly qualified specialists and is fully guar-
anteed for quality and on-time delivery.
EuroGreek Translations Limited 
London 27 Lascotts Road, London N22 8JG UK
Athens EuroGreek House, 93 Karagiorga Street, Athens 16675, 
Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production 
@eurogreek.gr, Web  www.eurogreek.com See ad on page 49

iDisc Information Technologies
Language Spanish Description iDisc, established in 
1987, is a leading independent localization company 
based in Barcelona, Spain. Services range from localiza-
tion to DTP, from compiling to product testing. We are 
backed by a team of in-house, full-time professionals 
and a carefully selected and assessed freelance database 
which allows us to tackle any size of project in our ar-
eas of expertise, mainly software localization, technical 
and telecom documentation, ERP and marketing. As a 
single-language localization company, we leverage from 
long-time experience using TRADOS, IBM Translation 
Manager and other translation tools. Highly technical 
capabilities, in-house know-how and professional sup-
port are guaranteed by iDisc’s Support and Development 
Department. Contact us for a quote or other details.
iDisc Information Technologies Passeig del progrés 96, 08640 
Olesa de Montserrat, Barcelona, Spain, 34-93-778-73-00, Fax: 
34-93-778-35-80, E-mail: info@idisc.es, Web: www.idisc.es

iSP — The Localization Experts
Languages From English into all major languages De-
scription iSP (international Software Products) is a dis-
tinct provider of localization services. For twenty years 
iSP has served its clients with the principles of honesty 
and customer-centric services. Not surprisingly, first-time 
customers and new customers have always stayed with iSP. 
We are dedicated to delivering the highest quality local-
ized products. Our flat, in-house organizational structure 
means decision-making and action-taking are quick and 
simple. We are located near Amsterdam, The Netherlands, 
where we surround ourselves with languages. Our services 
cover all aspects of localization. We are in the heart of Eu-
rope. We are iSP. We are the localization experts.
iSP — international Software Products B.V. Dorpsstraat 35-
37, 1191 BH Ouderkerk aan de Amstel, The Netherlands, 31-20-
496-5271, US: 650-966-8468, Fax: 31-20-496-4553, E-mail: 
localization@isp.nl, Web: www.isp.nl

Buyer’s Guide

WHY ?
TOTAL SOLUTIONS FOR YOUR BUSINESS IN THE KOREAN MARKET

helps you successfully do business in Korea by providing
high-quality localization services. We also provide the full scope of
software testing services in Windows, Macintosh, Linux and Unix.

ACCUMULATED LOCALIZATION EXPERIENCE

has successfully accomplished many major projects for
customers such as Microsoft, Hewlett-Packard, InternetSecurity
Systems, Sun Microsystems, BMC Software, Sony, BEA Systems and
PeopleSoft based on accumulated experience and know-how.

localization@e4net.net • www.e4net.net
822-3465-8500 • fax: 822-3465-8501

Globalization staffing services  
Software localization • Internationalization • Software testing 

Localization training

Visit us: http://www.comsysglobalization.com

For jobs, go to: http://www.comsys.com
or contact: Michael Klinger

781-907-6277
mklinger@comsys.com
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New markets for your
products and solutions

Janus Worldwide Inc.
Languages Russian, Ukrainian, CIS and Baltic languages 
Description Janus provides localization, translation and 
DTP services for Russian, Ukrainian, CIS and Baltic lan-
guages. Our deep expertise, flexibility, diversity and ex-
ceptional value of services are recognized by many 
industry-leading customers and partners worldwide. Our 
business services have ISO 9001:2000 quality certifica-
tion. Our uniqueness is a solid team of the best profes-
sionals in all relevant areas — localization engineers, 
language specialists, QA officers, DTP and software engi-
neers and more. We do it end-to-end — from servers to 
handhelds, from ERP to automotive solutions and from 
interface specifications to legal notices. Our clients sound 
truly Russian.
Janus Worldwide Inc. Streletskaya ul. 6, off. 26, Moscow 
127018, Russia, 7-495-689-5446, Fax: 7-495-689-3437, E-mail: 
management@janus.ru, Web: www.janus.ru See ad on page 14

Jonckers Translation & Engineering s.a.
Languages All Description Formed in 1994, Jonckers 
Translation & Engineering is headquartered in Brussels 
and maintains offices and strategic partnerships in all key 
markets. With customers such as HP, IBM, Adobe, Canon, 
Morgan Stanley, EADS and Philips, we address the GILT 
needs of global industry leaders and provide end-to-
end solutions in areas such as software, multimedia and 
courseware localization, as well as technical documenta-
tion and fast turnaround time translations. With its strong 
company culture based on values which foster consistent 
performance and customer-oriented attitude, Jonckers is 
positioned as a unique player in the market. Jonckers is 
a founding member of LCJ EEIG, a European Economic 
Interest Group, and a Microsoft Premier Vendor. 
Jonckers Translation & Engineering Avenue Herrmann-Debroux 
15a, B-1160 Brussels, Belgium, 32-2-672-80-30, Fax: 32-2-672-
80-19, E-mail: info@jonckers.com, Web: www.jonckers.com  

Lingo Systems, Translation & Localization
Languages 72 Description Lingo Systems provides cus-
tomer-focused translation and localization services for 
global companies. We specialize in software, on-line ap-
plications, technical documentation, training materials, 
e-learning solutions and business systems (including ERP, 
CRM and database tools). Our ability to complete complex, 
multilanguage projects on time with superior quality sets us 
apart. Our clients consistently rate us a 6 out of 6, and we 
have never caused a late release. Providing exceptional proj-
ect management, exceeding client expectations and deliver-
ing measurable value are our raisons d’être. For a free copy of 
our award-winning Guide to Translation & Localization: Pre-
paring for the Global Marketplace, visit www.lingosys.com
Lingo Systems 15115 SW Sequoia Parkway, Suite 200, Portland, OR 
97224, 503-419-4856, 800-878-8523, Fax: 503-419-4873, E-mail: 
info@lingosys.com, Web: www.lingosys.com See ad on page 52

Lionbridge Software and 
Content Localization
Languages All Description Lionbridge provides global-
ization, testing, authoring and development solutions to 

the technology, manufacturing, life sciences, energy, ser-
vices and government industries. Lionbridge customers 
demand high-quality translation, responsive customer 
service and global program management. Through 
their Lionbridge relationship, client companies lever-
age a wide range of productivity-enhancing technology, 
including the LionStream™ globalization environment. 
Featuring real-time project visibility, collaboration, con-
tent repository connectivity, translation memory man-
agement and process automation, LionStream™ delivers 
efficiency, insight and control to client-side managers. 
With 20 solution centers in ten countries, including 
VeriTest® state-of-the-art testing labs, Lionbridge helps 
clients speed adoption and reduce maintenance costs for 
global applications and content. 
Lionbridge 1050 Winter Street, Waltham, MA 02451, 781-434-
6111, Fax: 781-434-6034, E-mail: info@lionbridge.com, Web: 
www.lionbridge.com See ad on page 2

Logrus International Corporation
Language Russian, formerly USSR Description Logrus 
International Corporation is focused on software lo-
calization and translation for the IT industry, as well as 
on multilingual engineering and testing. With offices in 
Philadelphia and Moscow, Logrus provides a winning 
combination of transparent and convenient front-end for 
clients all over the world and top-notch, affordable ser-
vices rendered by an experienced team in Moscow. Logrus 
is famous for the amazing engineering skills of the team 
that can solve even the most sophisticated problems with 
minimal external support and thorough experience with 
large projects (operating systems, office suites, ERP sys-
tems and so on). Most major software publishers are our 
clients. For more information, visit our website or call/e-
mail us, and you’ll be pleasantly surprised by our unique 
quality/price ratio for engineering and testing services.
Logrus International Corporation Suite 305, 2600 Philmont 
Avenue, Huntingdon Valley, PA 19006, 215-947-4773, Fax: 215-
947-4773, E-mail: ceo@logrus.ru, Web: www.logrus.ru See ad on 
page 21

Loquant Localization Services
Languages English, Brazilian Portuguese Description Lo-
quant bases its operations on the experience of its found-
ers and collaborators, professionals who closely follow the 
ongoing evolution of technology and the latest processes 
in internationalization and localization of information. 
Adhering to rigorous processes that were developed by the 
software localization industry during the last few decades, 
Loquant is able to prepare the most diverse products for 
the primary world markets. To do this, Loquant counts on 
the best project managers, native translators, engineers and 
desktop publishers to guarantee a quality control recog-
nized internationally by the main international standards 
organizations.
Loquant Localization Services Rua Luís Carlos Prestes, 410/
114, 22775-055, Rio de Janeiro, Brazil, 55-21-2104-9597, Fax: 
55-21-2104-9597, E-mail: contact@loquant.com, Web: www
.loquant.com

Moravia Worldwide
Languages All Description Moravia Worldwide is a lead-
ing globalization solution provider, enabling companies 

in the information technology, e-learning, life sciences 
and financial industries to enter global markets with 
high-quality multilingual products. Moravia’s solu-
tions include localization and product testing services, 
internationalization, multilingual publishing and tech-
nical translation. Hewlett-Packard, IBM, Microsoft, 
Oracle, Sun Microsystems and Symantec are among 
some of the companies that depend on Moravia 
Worldwide for accurate, on-time localization. Moravia 
Worldwide maintains global headquarters in the Czech 
Republic and North American headquarters in Califor-
nia, with local offices and production centers in Ireland, 
China, Japan and throughout Europe. To learn more, 
please visit www.moraviaworldwide.com
Moravia Worldwide 
USA 199 East Thousand Oaks Boulevard, Thousand Oaks, CA 91360, 
805-557-1700, 800-276-1664, Fax: 805-557-1702, E-mail: info@
moraviaworldwide.com, Web: www.moraviaworldwide.com  
Asia 86-25-8473-2772, E-mail: asia@moraviaworldwide.com 
Europe 420-545-552-222, E-mail: europe@moraviaworldwide.com 
Ireland 353-1-216-4102, E-mail: ireland@moraviaworldwide.com 
Japan 81-3-3354-3320, E-mail: japan@moraviaworldwide.com 
See ad on page 32

PTIGlobal
Languages All commercial languages for Europe, Asia 
and the Americas Description PTIGlobal is committed 
to developing ongoing, long-term partnerships with its 
clients. This means a dedication to personal service, re-
sponsiveness, high-quality output, and sensitivity to cli-
ents’ cost goals and timelines. Backed by over 25 years of 
experience in technical translation, PTIGlobal provides 
turnkey localization services in 27 languages simultane-
ously for software, web applications, embedded devices, 
wireless applications and gaming technology. Projects are 
customized to fit client needs and feature our expertise 
in end-to-end project management; internationalization 
consultation; glossary development; native-language 
translation; multilingual web content management; 
translation memory maintenance; localization engineer-
ing; linguistic and functionality QA; high-end desktop 
publishing, including graphics localization; and complete 
multilingual video and audio services. 
PTIGlobal 9900 SW Wilshire, Suite 280, Portland, OR 97225, 
888-357-3125, Fax: 503-297-0655, E-mail: info@ptiglobal.com, 
Web: www.ptiglobal.com

SDL International — 
E-nabling Global Business
Languages All Description SDL International is the 
world’s leading provider of translation services and tech-
nology solutions. Our comprehensive and integrated of-
ferings include translation memory, adaptive machine 
translation, a full range of localization services and the 
world’s first knowledge-based translation system. From 
over 40 offices in 26 countries, we serve consumer, SME 
and enterprise customers across many different verti-
cal markets. Whether in-sourcing or outsourcing, your 
organization can benefit from enhanced translation 
productivity through our commitment to continuous 
innovation in software and service delivery. Together, 
our combination of human and software expertise could 
halve your translation time and cost. Contact us now to 
find out how. 
SDL International 5700 Granite Parkway, Suite 410, Plano, TX 
75024, 877-735-5106, 214-387-8500, Fax: 214-387-9120, E-mail: 
info@sdl.com, Web: www.sdl.com  See ads on pages 3, 84

Buyer’s Guide

73-81 Buyer'sGuide #77.indd 75 73-81 Buyer'sGuide #77.indd   75 12/21/05 11:03:46 AM12/21/05   11:03:46 AM

mailto:management@janus.ru
http://www.janus.ru
mailto:info@lionbridge.com
http://www.lionbridge.com
http://www.moraviaworldwide.com
http://www.moraviaworldwide.com
mailto:asia@moraviaworldwide.com
mailto:europe@moraviaworldwide.com
mailto:ireland@moraviaworldwide.com
mailto:japan@moraviaworldwide.com
mailto:ceo@logrus.ru
http://www.logrus.ru
mailto:info@jonckers.com
http://www.jonckers.com
mailto:contact@loquant.com
mailto:info@ptiglobal.com
http://www.ptiglobal.com
http://www.lingosys.com
mailto:info@lingosys.com
http://www.lingosys.com
mailto:info@sdl.com
http://www.sdl.com
http://www.multilingual.com
mailto:info@moraviaworldwide.com
mailto:info@moraviaworldwide.com
http://www.loquant.com
http://www.loquant.com


76 | MultiLingual  January/February 2006 advertising@multilingual.com

Symbio
Languages 46, with emphasis on Japanese, Simplified/
Traditional Chinese, Korean, French, German, Italian, 
Spanish, Brazilian Portuguese and Latin American Span-
ish Description Symbio is an IT services and outsourc-
ing company that provides end-to-end globalization 
solutions for technology companies. From internation-
alization and localization through in-country services 
such as customer product implementations and techni-
cal support services, Symbio acts as an extension of our 
clients’ organizations to roll out products and content 
globally. Symbio has unmatched expertise and scale in 
the technology industry, including the largest in-house 
group of internationalization engineers and globaliza-
tion testers in the industry. With 12 development centers 
and offices around the world, Symbio works with most 
of the world’s leading technology companies, including 
AOL, BMC, CA, EMC, FileNet, IBM, Microsoft, Nokia, 
Sony and over 300 others.
SymbioSys, Inc. 1803 Research Boulevard, Suite 508, Rock-
ville, MD 20850, 301-340-3988, 866-469-4116, Fax: 301-
340-3989, E-mail: info@symbio-group.com, Web: www
.symbio-group.com 

Tek Translation International
Languages European, Scandinavian, Latin American, 
Middle Eastern, Asian Description Tek Translation has 
over 40 years of experience in working worldwide for the 
leading technology companies. Now, thanks to the web, 
we operate globally from one production center offer-
ing a complete translation, web and software localization 
service into more than 50 languages at lower prices than 
our major competitors. Our English-speaking project 
managers, specialist translators, linguistic controllers and 
engineers are all connected via Tek’s exclusive Project 
Web, which provides clients with their latest information 
online, schedules and query logs and allows them to keep 
track of their projects at all times. To learn more about 
Tek, contact:
Tek Translation International C/ Ochandiano 18, 28023 Madrid, 
Spain, 34-91-414-1111, Fax: 34-91-414-4444, E-mail: sales@
tektrans.com, Web: www.tektrans.com See ad on page 66

TOIN Corporation
Multiple Platforms
Languages Chinese, Japanese, Korean, Malay, Thai, 
Vietnamese Description For most Western companies, 
Asia is their most difficult market. This is due not only 
to technical complexities, but also to differences in cul-
ture between East and West. Founded in 1964, TOIN 
has been helping bridge this culture gap for over four 
decades. 100% focused on Asian localization, TOIN’s 
staff is well versed in the technical, linguistic and cul-
tural issues in each Asian market. TOIN is based in 
Tokyo with regional offices in China, Europe and the 

United States. Global 1000 clients, including IBM, Mi-
crosoft, Oracle, PeopleSoft, SAP, Sun and Sybase, rely 
on TOIN for their Asian localization needs. 
TOIN Corporation China Room 411, No. 223 Xikang Road, 
Shanghai, 200040, China, 86-21-6279-2235, Fax: 86-21-6279-
3962, E-mail: toinchina@to-in.co.jp
Europe Dodaarslaan 55, 3645 JB Vinkeveen, The Netherlands, 
31-297-212-091, Fax: 31-297-212-086, E-mail: rsavelsbergh@
to-in.com, Web: www.to-in.com
USA 4966 El Camino Real, Suite 101, Los Altos, CA 94022, 650-
966-8468, Fax: 650-949-5678, E-mail: sdandrea@to-in.com, 
Web: www.to-in.com 

Ushuaia Solutions
Languages Spanish (all varieties), Portuguese (Brazil) 
Description Ushuaia Solutions is a fast-growing Latin 
American company providing solutions for translation, 
localization and globalization needs. Ushuaia Solutions 
is focused on being creative and proactive to meet tight 
time frames with a high-quality level and a cost-effec-
tive budget. Customizing its processes, Ushuaia assures 
project consistency and technical and linguistic ac-
curacy, thus reducing clients’ time-to-market. Ushuaia 
combines state-of-the-art technology with top-notch 
experienced native translators, editors and software en-
gineers. Our mission is to work together with our clients, 
thereby creating a flexible, reliable and open relationship 
for success.
Ushuaia Solutions Rioja 919, S2000AYK Rosario, Argentina, 54-
341-4493064, Fax: 54-341-4492542, E-mail: info@ushuaia
solutions.com, Web: www.ushuaiasolutions.com See ad on page 32

VistaTEC
Languages All Description VistaTEC is a leading pro-
vider of globalization services, and specializes in local-
ization and testing of enterprise, mobile and desktop 
applications. VistaTEC provides translation, technical 
consulting, engineering and testing during the design, 
development and marketing cycles of software products. 
VistaTEC has headquarters in Dublin, Ireland, and satel-
lite offices in the United States. Additional information 
on VistaTEC is available at www.vistatec.ie
VistaTEC Europe VistaTEC House, 700 South Circular Road, Kil-
mainham, Dublin 8, Ireland, 353-1-416-8000, Fax: 353-1-416-
8099, E-mail: info@vistatec.ie, Web: www.vistatec.ie
USA East 2706 Loma Street, Silver Spring, MD 20902, 301-649-
3012, Fax: 301-649-3032, E-mail: info@vistatec-us.com
USA West 131 Shady Lane, Monterey, CA 93940, 831-655-
1717, Fax: 831-372-5838, E-mail: info@vistatec-us.com See ad 
on page 66

WH&P
Languages All European and major Middle Eastern and 
Asian languages, including local variants Description
WH&P, a major supplier for the industry-leading cor-
porations, localizes software, documentation and web 
content. WH&P has been benchmarked “Best Localiza-
tion Vendor” by Compaq. Clients specifically appreciate 
WH&P’s dedication to high quality and strict respect of 
deadlines and, consequently, entrust WH&P with their 
most sensitive projects. WH&P also helps many fast-
growing companies to get their first localization projects 
smoothly off the ground. WH&P’s flexible and open 

workflow technology adapts to any production process. 
WH&P’s high standards satisfy the most demanding 
globalization requirements.
WH P Espace Beethoven BP102, F06902 Sophia Antipolis 
Cedex, France, 33-493-00-40-30, Fax: 33-493-00-40-34, E-mail: 
gunther.hoser@whp.fr, Web: www.whp.net, www.whp.fr See 
ad on page 62

WORDSTATION GmbH
Languages British and US English, German, French 
(other European languages are available upon request) 
Description Since its founding in 1991, WORDSTA-
TION has become a superior quality provider of localiza-
tion services, including terminology work, software and 
documentation translation, electronic publishing and 
film production — starting from the bytes of the software 
down to the final details of the documentation. We also 
conduct prototype translations to ensure translatabil-
ity of software and documentation. WORDSTATION is 
large enough to ensure security and continuity, yet small 
enough to provide numerous advantages: no administra-
tive overhead, short communication channels, fast and ef-
ficient feedback, short production cycles, high motivation 
and excellent team spirit. Updates and follow-up versions 
are done by the same specialists.
WORDSTATION GmbH Max-Planck-Strasse 6, D-63128 Diet-
zenbach, Germany, 49-6074-91442-0, Fax: 49-6074-91442-29, 
E-mail: info@wordstation.com, Web: www.wordstation.com 

LOCALIZATION TOOLS

Alchemy Software Development Ltd.
Multiple Platforms
Languages All Description Alchemy Software Develop-
ment is the market leader in localization technology. With 
over 8,000 licenses worldwide, Alchemy CATALYST is the 
dominant choice among professional development com-
panies, localization service providers and global technol-
ogy leaders that need to accelerate entry into international 
markets. Alchemy CATALYST 5.0 boosts localization 
velocity, improves quality and reduces localization cost. 
Supporting all Microsoft platforms and development 
languages (VB, .NET, C++, C#), Borland C++Builder and 
Delphi, XML/XLIFF and databases (Oracle, MS-SQL), 
it is an indispensable solution for software localization, 
helping clients achieve near-simultaneous release of their 
translated applications. Corel Corporation holds a 20% 
equity stake in Alchemy Software Development. 
Alchemy Software Development Ltd. Block 2, Harcourt Busi-
ness Centre, Harcourt Street, Dublin 2, Ireland, 353-1-708-2800, 
Fax: 353-1-708-2801, E-mail: info@alchemysoftware.ie, Web: 
www.alchemysoftware.ie See ad on page 40

Visual Localize
Windows 98, NT, 2000, XP
Languages All, including Eastern European, Asian and bi-
directional languages using Unicode support Description
Visual Localize is a leading application that fully supports 
the software localization process of Microsoft Windows 
applications (including .NET applications), databases 
and XML files. It dramatically reduces cost, effort and 
complexity of software localization. With its MS Explorer 
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“look and feel,” it is user friendly and intuitive to use. After 
a very short introduction time, you will be able to handle 
all kinds of localization projects. Visual Localize remem-
bers all previous translati ons and thus maximizes reuse. 
With Visual Localize no programming skills are required 
for localization. This makes it applicable for everyone. A 
free evaluation copy is available at www.visloc.com
AIT — Applied Information Technologies AG Auberlenstrasse 
21, D-70736 Fellbach, Germany, 49-711-520473-10, Fax: 49-711-
520473-30, E-mail: info@visloc.com, Web: www.visloc.com

LUCAS Workflow Management System
Windows
Languages Available in English and Spanish; supports all 
Western languages Description LUCAS 4.0 is now one of 
the most comprehensive and flexible workflow systems 
available on the market. Developed by language profes-
sionals, it has been designed to manage the end-to-end 
workflows of simple and complex multilingual projects. 
Thanks to its relational database structure, LUCAS 4.0 
substantially increases the efficiency of the whole com-
pany, bringing control over the whole process from the 
RFQ, through production to the billing stage, while 
simplifying crucial tasks such as scheduling, project re-
sources allocation and costing. Additional valuable func-
tions include statistics reports and CRM activities.
CPSL Technologies Torre Llacuna, Llacuna 166, 9a planta, 08018 
Barcelona, Spain, 34-93-486-42-88, Fax: 34-93-300-00-40, E-mail: 
mgarza@cpsl-tech.com, Web: www.cpsl-tech.com 

PASSOLO
Version 5.0 for Windows 98, Me, NT and Windows 2000
Languages All, including Eastern European, Asian and 
bidirectional languages using Unicode support Descrip-
tion PASSOLO offers cutting-edge localization technol-
ogy for all major Windows development platforms to 
process Windows software, Microsoft .NET, Borland 
Delphi/C++Builder, Java, XML, XLIFF, text files and da-
tabases. Complex localization projects based on different 
file formats can all be handled with a single localization 
tool. The integration of translation memory systems (for 
example, TRADOS), terminology databases, spell-check-
ers and WYSIWYG editors guarantees high-quality and 
short turnaround cycles. PASSOLO offers fuzzy-matching, 
pseudo-translation, numerous check functions, statisti-
cal reports and experts for project setup, alignment and 
update processes. Automation and integration technolo-
gies provide users the means to adapt quickly to special 
requirements and nonstandard file formats.
PASS Engineering Remigiusstrasse 1, D-53111 Bonn, Germany, 
49-228-697242, Fax: 49-228-697104, E-mail: info@passolo
.com, Web: www.passolo.com See ad on page 4

Software Localization Solutions
Multiple Platforms
Languages All Description RC-WinTrans X8 is a 
top-notch localization tool for the software of major 
software development platforms. Its unique blend of 
XML, VBA® and HTML technologies gives it a clear 
advantage over other tools in its field: customized solu-
tions for individual needs, a high level of flexibility and 
unlimited extendibility. The XLIFF basis removes the 
complexities of localizing multiple file formats while 

QA features (validation checks, update processes, con-
text views, interoperability with translation/workflow 
systems and so on) serve to further increase the value 
of this tool. RC-WinTrans X8’s optimal system design 
increases productivity while lowering expenses — a 
must-have for professionals with high standards.
Schaudin.com Ritterseestrasse 29, 64846 Gross-Zimmern, Ger-
many, 49-6071-951706, Fax: 49-6071-951707, E-mail: info@
schaudin.com, Web: www.schaudin.com 

RECRUITMENT/STAFFING

COMSYS Services LLC
Languages All Description COMSYS Services LLC’s 
Globalization Practice has a ten-year track record of 
providing prequalified just-in-time globalization proj-
ect resources (onsite, offsite and offshore) to support 
our Fortune 500 customers with their internationaliza-
tion and localization staffing requirements. We provide 
experienced professionals for both contract and perma-
nent positions: program managers, localization project 
managers, internationalization engineers, localization 
engineers, localization desktop publishing specialists, lo-
calization QA engineers, bilingual testers and translation/
localization specialists. Our experienced consultants can 
also provide on-site training and consulting on a range 
of topics, including Unicode enabling, Java, C++, project 
management, documentation writing for localization, 
and web content localization and management.
COMSYS Services LLC 400-1 Totten Pond Road, Waltham, 
MA 02451, 800-890-7002x6278, 781-907-6278, Fax: 781-907-
6214, E-mail: lramakrishnan@comsys.com, Web: www.comsys
globalization.com See ad on page 74

RESEARCH

Make Our Knowledge Your Power
Description Common Sense Advisory is a research and 
consulting firm committed to improving the quality of 
international business and the efficiency of the online and 
offline operations that support it. It provides independent 
research, executive sales and management workshops, 
and business consulting to help companies make in-
formed decisions about the technology, business services 
and organizational structures on which a global enter-
prise depends. Of course, keeping abreast of the fast pace 
of a global economy, whether you are a vendor or a buyer, 
is difficult, at best. Get accurate information. Profit in a 
global market. Contact Common Sense Advisory today. 
Common Sense Advisory, Inc. 8 Minuteman Drive, Chelms-
ford, MA 01824-4646, 866-510-6101, E-mail: info@common
senseadvisory.com, Web: www.commonsenseadvisory.com See 
ad on page 61

TM BROKERS

The Translation Memory Brokers
Languages All Description Central to most translation 
processes today is the database that contains previously 
translated data: the translation memory (TM). The consis-
tently growing size of the TM represents an ever-increasing

value to you as its owner. By the same token, it becomes 
increasingly attractive to TM buyers from the same in-
dustry to either jump-start a TM or complement it with 
proven, industry-specific translations. Through TM 
Marketplace, this asset can now provide an immediate re-
turn on investment through licensing to other parties. As 
TM brokers, TM Marketplace connects corporate owners 
of translation assets with parties who want to license and 
benefit from those linguistic resources.
TM Marketplace LLC 319 North 1st Avenue, Sandpoint, ID 
83864, 208-265-9465, 888-533-7886, Fax: 208-263-6310, E-mail: 
info@tmmarketplace.com, Web: www.tmmarketplace.com See 
ad on page 39

TRAINING & SEMINARS

The Localization Institute
Languages All Description The Localization Institute 
provides training, seminars and conferences for the 
global localization community. Best known for its four 
annual localization roundtables, the Institute’s events 
train localization professionals and promote the sharing 
of experience and information. Seminars include “Mul-
tilingual Websites,” “Writing and Designing for an Inter-
national Audience,” “Localization Project Management,” 
“Advanced Localization Project Management,” “Design-
ing International Web and User Interfaces,” “Writing 
International Software for Win32API,” “Introduction 
to Localization,” “Tools and Technologies for Localiza-
tion/Internationalization,” “QA of Global Products,” 
“Implementing a Translation Memory Process” and “In-
troduction to Unicode.” See our website for details. Most 
seminars are available in-house.
The Localization Institute 4513 Vernon Boulevard, Suite 11, 
Madison, WI 53705, 608-233-1790, Fax: 608-441-6124, E-mail: 
info@localizationinstitute.com, Web: www.localizationinstitute
.com See ad on page 20

TRANSLATION SERVICES

2tr Soluções Globais
LanguagesBrazilian Portuguese Description Firmly com-
mitted to providing top-quality services, 2tr is backed by 
the proven track record of its founders, Adriana Ferreira 
and Jorge Marinho, with over ten years’ experience in the 
localization industry. We specialize in technical transla-
tions, from a few words on a label to complex million-
word projects involving TEP, DTP, QA and testing of web, 
mobile and desktop applications and documentation in 
fields ranging from IT, telecom, energy and pharmaceu-
ticals to business, finance and legal affairs. We are fully 
qualified in related localization services, such as DTP, 
engineering and testing in Western European languages. 
For additional information, please contact us.
2tr Soluções Globais Ltda. Rua Voluntários da Pátria, 45 Sala 
307, Rio de Janeiro, RJ, 22270-000, Brazil, 55-21-2266-6449, 
Fax: 55-21-2286-1694, E-mail: info@2tr.com.br, Web: www.2tr
.com.br 

Accurate Russian Translations
Languages English, Russian Description Accurate Russian 
Translations (Moscow, Russia), headed by Andrei Gera-
simov, Ph.D., has provided English-Russian translation and 
localization services since 1980. Our services are notable 
for the dedication to project-specific QA procedures and a 
deep understanding of the client’s target audience. An active 
member of ATA (USA), ITI (UK) and UTR (Russia), Dr. 
Gerasimov has nine years of experience in engineering (Ph.
D. in data processing), 25 years of experience in translation, 
and 56 books translated to his credit. Recent clients include 
Volvo Cars Russia, Philips, Ericsson, Babylon Ltd. and more. 
References are available at www.erussiantranslations.com
Accurate Russian Translations Russia, 119571, Moscow, Leninski 
Prospect, 156-348, 7-095-434-1086, Cellular: 7-916-692-2809, 
E-mail: gerasae@aha.ru, Web: www.erussiantranslations.com
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ACP Traductera
Languages Bulgarian, Czech, Estonian, Hungarian, Lat-
vian, Lithuanian, Polish, Romanian, Russian, Slovak, 
Slovenian and Ukrainian Description ACP Traductera is 
a localization service provider specializing in Central and 
Eastern European languages. Our mission is to support 
the entry of your products into the Central and Eastern 
European market by offering high-quality services. From 
marketing communications to technical documentation 
and user interface, we always make your texts available to 
a Central and Eastern European audience accurately and 
appropriately. Our translation team consists of transla-
tors — native speakers living and working in the target-
language country. Our project managers and software 
engineers are fluent in English and experienced in using a 
wide range of translation and localization software tools. 
ACP Traductera, s. r. o. nam. Miru 169/I, 377 01 Jindrichuv Hradec, 
Czech Republic, 420-384-361-300, Fax: 420-384-361-303, E-mail: 
info@traductera.com, Web: www.traductera.com See ad on page 17

Beijing E-C Translation Ltd.
Languages Asian Description Beijing E-C Translation 
Ltd., one of the largest localization and translation com-
panies in China, focuses mainly on software and website 
localization; technical, financial, medical, patent and mar-
keting translations; and desktop publishing services. We 
use TRADOS, SDLX, CATALYST, TTT/PC, STAR Transit, 
Robohelp, FrameMaker, PageMaker, InDesign, QuarkX-
Press, MS Office and other graphic and DTP tools. Hav-
ing more than 130 full-time translators and reviewers 
throughout Asia, we can handle English/German into 
and from Simplified Chinese/Traditional Chinese/Japa-
nese/Korean/Thai. We guarantee that clients’ projects will 
be handled not only by native speakers, but also by topic 
specialists. Clients can expect and will receive high-quality 
services, on-time delivery and low cost. 
Beijing E-C Translation Ltd. 2nd Floor, Hua Teng Development 
Building, No. 23, Xi Huan Bei Road, Beijing Economic-Techno-
logical Development Zone, Beijing 100176, P.R. China, 86-10-
67868761, Fax: 86-10-67868765, E-mail: service@e-cchina
.com, Web: www.e-cchina.com

Celer Soluciones, S.L.
Translation — Technology — Quality
Languages All major European languages Description
Celer Soluciones provides suitable solutions to ensure we 
meet our clients’ objectives. We study their documenta-
tion requirements; produce translations that are adapted 
to specific markets and cultures; and prepare an end prod-
uct in DTP or printed format in accordance with the de-
mands of each project. Specialized fields include software 
localization; engineering and technology; life sciences; and 
institutional-corporate sector. Three elements of funda-
mental importance are developed and combined at Celer 
Soluciones: translation — good translation practice; tech-
nology — use of suitable computer-assisted translation, file-
handling and management tools; quality — quality in our 
client relations, quality of project management and quality 
of the documentation produced.
Celer Soluciones, S.L. Plaza de España, 12, 28008 Madrid, Spain, 
34-91-540-0540, Fax: 34-91-541-9259, E-mail: info@celersol.com, 
Web: www.celersol.com See ad on page 14

Eriksen Translations Inc.
LanguagesAll Description Eriksen Translations first entered 
the market as a translation service provider specializing in 
Scandinavian languages. Today, with an ever-expanding list 
of client referrals and nearly 20 years of industry experience, 
Eriksen provides personalized and professional expertise 

through a wide range of services, including multilingual 
document translation (double-byte, bidirectional and other 
non-Western languages included); website and graphics 
localization; multilingual DTP; and the translation and lo-
calization of e-learning and learning management system 
content. First-rate project management (PM) guarantees 
superior quality control and on-time delivery. PM services 
include terminology database creation and maintenance as 
well as CAT tool expertise. WBE certified.
Eriksen Translations Inc. 32 Court Street, 20th Floor, Brook-
lyn, NY 11201, 718-802-9010, Fax: 718-802-0041, E-mail: info@
erikseninc.com, Web: www.erikseninc.com

EuroGreek Translations Limited
Languages Greek Description EuroGreek Translations 
Limited is Europe’s number one Greek production house, 
specializing in technical and medical translations from 
English into Greek and Greek into English. EuroGreek’s aim 
is to provide high-quality, turnkey solutions, encompass-
ing a whole range of client needs, from plain translation 
to desktop/web publishing to localization development and 
testing. Over the years, EuroGreek’s services have been ex-
tended to cover most subject areas, including German and 
French into Greek translation services. All of EuroGreek’s 
work is proofread by a second in-house specialist and is 
fully guaranteed for quality and on-time delivery.
EuroGreek Translations Limited EuroGreek House, 93 Kara-
giorga Street, Athens 16675, Greece, 30-210-9605-244, Fax: 30- 
210-9647-077, E-mail: production@eurogreek.gr, Web: www
.eurogreek.com See ad on page 49

Follow-Up Translation Services
Language English, Brazilian Portuguese, Latin American 
Spanish Description With more than 15 years of experi-
ence, we know exactly how to help your products and 
documents penetrate South American markets faster 
and more efficiently. Trust our expertise and leave your 
software/website localization with us. Follow-Up gathers 
a select group of translation, localization, DTP, engineer-
ing and project management specialists to always exceed 
your company’s requirements of high quality and time-
to-market. Our areas of expertise include IT, telecom, fi-
nance, ERP, marketing, medicine and pharmaceuticals.
Follow-Up Av. Presidente Wilson 165, Sala 1308, Rio de Janeiro, 
RJ 20030-020 Brazil, 55-21-2524-2994, Fax: 55-21-2210-5472, 
E-mail: info@follow-up.com.br, Web: www.follow-up.com.br See 
ad on page 65

ForeignExchange Translations
Language 42 languages and growing Description For-
eignExchange is the global leader in providing translation 
services to life sciences companies. We work with many 
of the biggest pharmaceutical companies, medical-device 
manufacturers, biotech companies and CROs. Our pro-
prietary Multilingual Compliance Process combines ex-
pert linguists, best-of-breed technology and measurable 
translation quality in a process that is both robust and 
completely scalable, ensuring your projects are finished 
on time and within budget. For more information on how 
we can help meet your translation requirements or for a 
quote on your next translation project, please contact us 
directly or visit our website at www.fxtrans.com
ForeignExchange Translations 124 Watertown Street, Suite 
2B, Watertown, MA 02472-2576, 866-398-7267, 617-926-2791, 
Fax: 617-926-2792, E-mail: getinfo@fxtrans.com, Web: www
.fxtrans.com See ads on pages 14, 80

Hermes Traducciones y 
Servicios Lingüísticos, S.L.
Languages Spanish, Portuguese (Continental and Bra-
zilian), English, French, Italian, German and other lan-
guages on demand Description Established in 1991, 
Hermes Traducciones is a leading Spanish translation 
company, specializing in software and hardware localiza-
tion and also undertaking a broad range of other trans-
lation projects. Comprehensive in-house translation 
teams including translators, reviewers and linguists with 
an expertise in Spanish and Portuguese, a knowledge of 
CAT tools, and a commitment to deliver cost-efficient, 
reliable and high-quality services to customers. Hermes 
Traducciones is a member of the International Commit-
tee for the creation of the European Quality Standard for 
Translation Services. Hermes Traducciones also organizes 
university courses on localization and translation.
Hermes Traducciones y Servicios Lingüísticos, S.L. C/ 
Cólquide, 6 - planta 2 - 3.oI, Edifi cio “Prisma”, 28230 Las Rozas, 
Madrid, Spain, 34-916-407640, Fax: 34-916-378023, E-mail: 
hermestr@hermestrans.com, Web: www.hermestrans.com See ad 
on page 19

International Communication 
by Design, Inc.
Languages All major languages, including double-byte 
Description Since 1991, International Communica-
tion by Design, Inc. (ICD), has provided integrated 
translation and technical communication services and 
solutions. Our specialties include help system and web 
localization, technical manuals, multiplatform desktop 
publishing, technical writing and simultaneous inter-
pretation. ICD’s project managers utilize a variety of 
translation memory tools that shorten project cycles and 
improve product consistency. ICD — Translating your 
company into a global success.
International Communication by Design, Inc. 1726 North 1st 
Street, Milwaukee, WI 53212, 414-265-2171, Fax: 414-265-2101, 
E-mail: info@icdtranslation.com, Web: www.icdtranslation.com 

KERN Global Language Services 
Your language partner
Languages All Description KERN Global Language Ser-
vices is a leading provider in the area of global communi-
cation with over 35 offices worldwide. With more than 30 
years of experience, our services include translation and in-
terpreting in all languages; software, multimedia and web-
site localization; terminology management; multilingual 
desktop publishing; and individual and corporate language 
training in all major languages. KERN has established itself 
as a preferred insourcing and outsourcing solution pro-
vider for language services. We serve clients in all industry 
sectors, including the automotive, medical, pharmaceuti-
cal, chemical, IT and financial services industries. To learn 
more about us, please visit www.e-kern.com
KERN Global Language Services
USA 230 Park Avenue, Suite 1517, New York, NY 10169, 212-
953-2070, Fax: 212-953-2073, E-mail: info@e-kern.com
Europe Kurfuerstenstrasse 1, 60486 Frankfurt/M., Germany, 49-
69-7560730, Fax: 49-69-751353, E-mail: info@e-kern.com 
China Right Emperor Commercial Building, Unit B, 11/F, 122-126 
Wellington Street, Central, Hong Kong, SAR China, 852-2850-
4455, Fax: 852-2850-4466, E-mail: info@e-kern.com, Web: 
www.e-kern.com
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LinguaLinx, Inc.
Languages All Description LinguaLinx is a full-ser-
vice translation and localization agency specializing 
in the adaptation of marketing and communications 
material into most of the world’s languages. Our en-
terprise language solutions range from glossary de-
velopment and maintenance to translation memory 
deployment and global content management. In 
today’s highly competitive, global environment, it is 
becoming increasingly difficult to differentiate one 
translation agency from another. We stand apart by 
taking the most proactive approach to quality in the 
industry, utilizing stringent project management 
procedures, offering one of the most aggressive rate 
structures available and applying a sincere dedication 
to providing the best possible service.
LinguaLinx Language Solutions, Inc. 650 Franklin Street, Suite 
502, Schenectady, NY 12305, 518-388-9000, Fax: 518-388-0066, 
E-mail: info@lingualinx.com, Web: www.lingualinx.com

McElroy Translation Co.
Languages All Description Experience: 35 years of in-
dustry success providing legal, technical, medical and 
business translation and website localization. Client 
Commitment: Close communication with clients to 
establish schedules and project benchmarks. Quality, 
price and service are the cornerstones of our client 
relationships. Human Expertise: Translators and edi-
tors are selected based on experience and professional 
skills testing in subject matter and language pairs. 
Clients have dedicated technical support, account and 
project management throughout every project. Tech-
nology: Selecting and building technology is based on 
its value to our clients’ projects. Will it improve turn 
time, cost savings, communication, product quality or 
workflow processes?
McElroy Translation Co. 910 West Avenue, Austin, TX 78701, 
800-531-9977, 512-472-6753, Fax: 512-472-4591, E-mail:
sales@mcelroytranslation.com, Web: www.mcelroytranslation.com

Medical Translations Only
Languages All European languages and Japanese 
Description MediLingua is one of the few medical 
translation specialists in Europe. We only do medi-
cal. We provide all European languages (31 today 
and counting) and Japanese as well as translation-
related services to manufacturers of medical devices, 
instruments, in vitro diagnostics and software; phar-
maceutical and biotechnology companies; medical 
publishers; national and international medical orga-
nizations; and other customers in the medical sector. 
Projects include the translation of documentation for 
medical devices, surgical instruments, hospital equip-
ment and medical software; medical information for 
patients, medical students and physicians; scientific 
articles; press releases; product launches; clinical 
trial documentation; medical news; and articles from 
medical journals. 
MediLingua Medical Translations BV Poortgebouw, Rijns-
burgerweg 10, 2333 AA Leiden, The Netherlands, 31-71-5680862, 
Fax: 31-71-5234660, E-mail: simon.andriesen@medilingua.com, 
Web: www.medilingua.com See ad on page 49

Merrill Brink International
Languages All Description With one of the largest full-
time, in-house staffs of professional translators and 60 
locations worldwide, we’re ready to handle the larg-
est multilingual projects accurately and efficiently. 
We have 25 years of experience working with a broad 
range of leading global companies and are able to 
provide clients with turnkey, integrated language solutions. 
Working with the latest tools for enhancing the quality 
and efficiency of their work, our teams deliver some of the 
fastest turnaround times in the industry. Talk to us about 
service beyond the expected for translation, localization, 
technical writing, design and formatting, electronic deliv-
ery, printing and distribution. Internet job initiation.
Merrill Brink International 6100 Golden Valley Road, Minneapo-
lis, MN 55422, 763-591-1977, Fax: 763-542-9138, E-mail: info@ 
merrillbrink.com, Web: www.merrillbrink.com See ad on page 6

Quality and Reliability for Our Clients
Languages All Description mt-g provides medical and 
pharmaceutical translations of the highest quality. Spe-
cialist translations, localization, DTP/layouting, technical 
documentation, project management, process optimiza-
tion and consulting plus the innovative software prod-
ucts mt-24 and global-term form the main areas of our 
expertise. mt-g has become one of the most successful 
companies for specialist medical and pharmaceutical 
translations. Leading manufacturers all over the world 
put their trust in mt-g. Top-quality services coupled with 
the latest communication media set the benchmark. This 
expertise defines mt-g’s service know-how: quality and 
reliability for our clients. Translations are a matter of 
trust. Challenge us. We look forward to it.
mt-g medical translation GmbH Schützenstrasse 19, D-89231 
Neu-Ulm, Germany, 49-731-17-63-97-42, Fax: 49-731-17-63-
97-50, E-mail: info@mt-g.com, Web: www.mt-g.com See ad on 
page 48

One Planet
Languages All Description What makes One Planet dif-
ferent? A deep understanding of corporate culture. Our 
clients require accuracy, measurable productivity and ex-
cellence in communication. How can one firm specialize 
in areas such as high technology, medical products and 
technical manufacturing? By blazing the path in trans-
lation since 1979, we utilize knowledgeable translators 
in the United States, Europe and Asia in every field and 
every specialty. Services include technical translation, 
software localization and cross-cultural consulting. Our 
customers from Ametek to Unisys like the fact that we 
function as an extension of their teams. 
One Planet 820 Evergreen Avenue, Pittsburgh, PA 15228, 888-
677-1010, Fax: 412-632-1071, E-mail: info@one-planet.net, 
Web: www.one-planet.net See ads on pages 27, 49

Skrivanek Translation Services
Languages All, with a focus on Central and Eastern Eu-
rope Description Skrivanek is a leading language-service 
provider focusing on translation, localization and language 
teaching. Established in the Czech Republic in 1994, it has 
quickly managed to achieve a dominant position on the 
Central European translation market, creating a network 

of outlets in 51 European cities, and is continuing to 
expand. With a staff of professional translators and 
experienced project managers, software engineers and 
programmers, Skrivanek is able to provide translation 
and localization services in any language and has built 
up a diverse clientele, including Hewlett-Packard, Nikon, 
Kraft Foods and L’Oreal. Its quality strategy is backed up 
by EN ISO 9001:2001 certification.
Skrivanek Translation Services, Ltd. Nad Zaloznou 499/6, 180 
00 Prague 8, Czech Republic, 420-233-320-560, Fax: 420-224-
321-556, E-mail: sales@skrivanek.com, Web: www.skrivanek
.com See ad on page 19

Syntes Language Group, Inc.
Languages All Description Syntes Language Group is a 
leading quality provider of customized language solutions 
to business, government and professional clients. We de-
liver a full line of service in translation, interpreting and 
conference coordination; product, software and website 
localization; desktop publishing; multimedia production 
and voiceovers; and consultation in both project-specific 
and long-term planning for the incorporation of foreign 
language elements into your business. For fifteen years, 
we’ve offered proven expertise in all major fields of indus-
try, delivered by accomplished, experienced professionals. 
All of this means you get the ultimate in customer care and 
the best value for your project dollars.
Syntes Language Group, Inc. 7465 E. Peakview Avenue, Cen-
tennial, CO 80111, 888-779-1288, 303-779-1288, Fax: 303-779-
1232, E-mail: info@syntes.com, Web: www.syntes.com 

SYSTRAN 
Languages 40 language combinations Description SYS-
TRAN markets the world’s most scalable translation 
architecture. Our core technology powers cutting-edge 
translation solutions for the internet, PCs and network in-
frastructures. With a SYSTRAN product, you can translate 
digital content, such as text, web pages and e-mail. Our ex-
pertise spans over 30 years of building customized transla-
tion solutions for corporations, portals, governments and 
public administrations through open and robust archi-
tectures. Applied across diverse best practices, SYSTRAN’s 
products solve real business needs, such as intra-company 
communications, online customer support, content man-
agement, e-mail, e-commerce, chat and more. We also offer 
an enterprise solution for managing a full range of localiza-
tion project tasks, consulting and other services.
SYSTRAN 
North America 9333 Genesee Avenue, Plaza Level, Suite PL1, 
San Diego, CA 92121, 858-457-1900, Fax: 858-457-0648
Europe Paroi Nord - La Grande Arche, 1, Parvis de la Défense, 
92044 Paris La Défense Cedex, France, 33-825-80-10-80, Fax: 
33-1-46-98-00-59, E-mail: info@systransoft.com, Web: www
.systransoft.com See ad on page 16

Translations.com 
Languages All Description Translations.com provides 
software and website localization, as well as enterprise 
language solutions, to clients in virtually every major 
industry. Translations.com’s business services are fo-
cused on the strategic needs of organizations seeking 
to communicate and conduct business in international 
markets. Translations.com has an established global pres-
ence on three continents and continues to pioneer new 
techniques and technologies for the rapid development 
of multilingual business solutions. For more informa-
tion, visit the Translations.com website, www.translations
.com, or e-mail the company at info@translations.com 
Translations.com Three Park Avenue, New York, NY 10016, 212-
689-1616, Fax: 212-685-9797, E-mail: info@translations.com, 
Web: www.translations.com See ad on page 70
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Cerner Corporation (NASDAQ: CERN) is the leading supplier of clinical and 
management information and knowledge systems to more than 1,500 healthcare 
organizations worldwide.

Opportunities and Location:
Globalization Analyst — French, Spanish, British
Kansas City, Missouri (multiple opportunities for each language)

Required Skills:
— Minimum 2 years’ experience with localization/translation software 
— Native fluency in specified language
— Translation/editing experience from English to specified language
— Experience with troubleshooting software

Educational Requirements: 
— Bachelor’s degree or equivalent in related field, or equivalent work experience 
— Coursework in applied linguistics or background in technical writing/editing 

Qualified applicants send resume and contact info to ajordan@cerner.com (word doc 
only please)   EOE www.cerner.com

CAREER OPPORTUNITIES

ForeignExchange Translations, the world 
leader in translation services for the life 
sciences, is expanding its technical services 

team. We have immediate openings for the following positions:

• Document Localization Lead (Colorado)  — responsible for managing the technical 
aspects of localization projects

• Analysis Manager (Colorado) — responsible for managing and completing pre-sales 
technical file and project analysis

• Project Manager (Colorado) — responsible for managing localization projects

ForeignExchange offers a competitive salary and benefits package.

For complete details on both of these opportunities, please visit www.fxtrans.com/careers. 

To apply e-mail your resume and a cover letter, specifying the position in which you 
are interested, to co-careers@fxtrans.com

TripleInk Multilingual Communications
Languages All major commercial languages Description
As a multilingual communications agency, TripleInk has 
provided industrial and consumer products companies 
with precise translation and multilingual production 
services for audio-visual, online and print media since 
1991. Our experience in adapting technical documen-
tation and marketing communication materials covers 
a wide range of industries, including biomedical and 
health care; building and construction; financial services; 
food and agriculture; high-tech and manufacturing; and 
hospitality and leisure, as well as government and non-
profit organizations. Using a total quality management 
process and state-of-the-art software and equipment, 
our team of foreign language professionals delivers the 
highest quality translations in a cost-effective and time-
efficient manner.
TripleInk 60 South 6th Street, Suite 2600, Minneapolis, MN 
55402, 612-342-9800, 800-632-1388, Fax: 612-342-9745, 
E-mail: info@tripleink.com, Web: www.tripleink.com

TRANSLATION TOOLS

Applications Technology, Inc.
Multiple Platforms
Languages All Description Machine Translation systems 
(TranSphere): Fully automated (parsing + statistics), spe-
cial-domain dictionary stacking/update. Language pairs: 
English/Arabic/Turkish/Persian/Dari/Pashto/Korean/
Chinese/Japanese/Hebrew/German/French/Italian/
Spanish/Portuguese/Russian/Polish/Ukrainian/Dutch. 
Cross language pairs new releases: Arabic-French/Arabic-
German/Turkish-German. Translation Memory: Statis-
tical parallel corpora-based system decoupled/integrated 
with MT. Webtrans: Web page translation — target lan-
guage page reconstructed with hyperlinks/images/applets/
objects/embedded scripts. MT API: For MT system integra-
tion (all languages with various solutions). NameFinder: 
Proper noun detection (languages with no capitaliza-
tion).  MLIR (Multilingual Information Retrieval): retrieval 
of multilingual content, including query translation, 

morphological and thematic searches (geographic/per-
sonal/corporate) name/event combinations.  
Applications Technology, Inc. 6867 Elm Street, Suite 300, 
McLean, VA 22101, 703-821-5000, Fax: 703-821-5001, E-mail: 
info@apptek.com, Web: www.apptek.com

Heartsome CAT Tools and CMS
Multiple Platforms
Languages All language pairs without limitation on trans-
lation direction Description Heartsome is a new gen-
eration language technology and service company with a 
product strategy that is founded on our four cornerstones 
of efficacy: genuine and total compliance with the lat-
est versions of set standards; fully and completely cross 
platform; listen to the users and innovate to meet their 
wishes in double quick time; and adopt a no-frill mini-
malist approach towards product embodiment design 
and packaging. Release 6 of Heartsome XLIFF Translation 
Editor, Heartsome TMX Editor and Heartsome Diction-
ary Editor pushes the deployment of open standards in 
CAT tools to a world first level far beyond those of similar 
products in the marketplace. The Heartsome Translation 
Suite is specially bundled to provide users with the option 
of purchasing a complete set comprising three profes-
sional editions of all three Heartsome CAT tools. 
Heartsome Holdings Pte. Ltd. 190 Middle Road, #19-05 Fortune 
Centre, Singapore 188979, 65-68261179, Fax: 65-67883785, E-mail: 
info@heartsome.net, Web: www.heartsome.net See ad on page 18

Recycling past translations 
reaches new heights
Windows
Languages All Unicode languages Description Multi-
Corpora is the provider of MultiTrans 4, the latest of the 
next-generation computer-aided translation systems. Us-
ing the best of MultiTrans 3, MultiTrans 4 was designed 
to extend the benefits of the TextBase approach using 
comprehensive terminology management capabilities 
and revolutionary text alignment technology. MultiTrans 
4 recycles 100% of past translations of any segment length 
and presents them in context for translators working with 
the most popular editors. More flexible than ever, Multi-
Trans 4 addresses the needs of all the people involved in 
the language industry.  
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, QC, 
J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax:   819-778-0801, 
E-mail: info@multicorpora.com, Web: www.multicorpora.com 

SDL Desktop Products
Multiple Platforms
Languages All Description SDL Desktop Products, 
a division of SDL International, develops globaliza-
tion productivity tools that decrease the time and cost 
of localizing documentation and software. SDLX 2005 
increases translation productivity through translation 
memory and automatic terminology management and 
QA. Our products adhere to industry standards such 
as Unicode and are TMX certified, protecting your in-
vestment in translation assets. You can translate many 
document types with SDLX, localize Windows and .NET 
applications with SDLinsight, or quality-assure localized 
products with our range of QA tools. SDL International 
has 40+ offices throughout the United States, Asia and 
Europe, and customers include global corporations, 
software publishers, translation companies and transla-
tors worldwide.
SDL Desktop Products One North La Salle, Suite 1855, Chicago, IL 
60602, 312-658-0260, Fax: 312-658-0262, E-mail: naproductsales@ 
sdl.com, Web: www.sdlx.com See ads on pages 3, 84

Solutions for Terminology, 
Full-text and Bitext Management
Windows and Web
Languages Windows: All Roman alphabet; LogiTerm-
WebPlus: Unicode Description A single software 
package to manage your terminology and databanks. 
Efficient and effective consultation of terms and texts. 
The most robust alignment tool on the market. More 
consistent use of terminology and phraseology in-
house and by freelancers. Internal and external rep-
etition detection and pretranslation. The web version 
allows access to your terminology, bitexts and docu-
ments by translators, writers and subcontractors from 
anywhere in the world.
Terminotix Inc. 240 Bank Street, Suite 600, Ottawa, ON, 
K2P 1X4 Canada, 613-233-8465, Fax: 613-233-3995, E-mail: 
termino@terminotix.com, Web: www.terminotix.com See ad 
on page 49
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Authors, localizers 
and language barriers

Hans Fenstermacher is CEO of ArchiText, Inc., and chairman of 
the Globalization and Localization Association (GALA).

During the same keynote panel, Mark Lancaster (CEO of SDL 
International) offered his view that “what our clients really 
want to buy is a load of translated words.” That’s what clients 
are buying right now because that’s pretty much what we 
are selling them. But I would submit that what clients really 
want is good communication with their customers because 
good communication makes for happy (read: loyal) customers. 
This means that we are all really in the business of helping 
our clients acquire and maintain their customers’ loyalty. 

How can we do that? For one thing, by adding value 
to the path from the product to the end customer. But 
the current artifi cial barrier between authors and local-
izers makes it exceedingly diffi cult to add that value. It 
stops the fl ow of useful information in both directions, and 
it makes it too easy to ignore what’s on the other side. 

What if the barrier didn’t exist? The direct link between 
authored words and translation quality (oh, thou elusive grail!) 
would be manifestly clear. Authors and localizers would focus on 
creating truly global content from the ground up, with unique 
input from both sides. Good usability would become a joint goal, 
not a catch-as-catch-can attribute of content that happens 
not to be in English. Authors and localizers would understand 
better how each and every content decision they make affects 
the other. They would work harder — and more successfully 
— to generate cost savings and reduce time to market. 

It’s time to retire the weak model of “We write, you just 
translate.” This approach has fostered siloed thinking (“What’s 
good for us is good for the world”), ill-conceived usability 
strategies (the translation memory tools will improve consistency) 
and poor localization choices (“We can save money because 
the Germans don’t need manuals”). Not only should we be 
telling authors what and how to write, we should be demand-
ing it; and they should do the equivalent right back to us. 

Will this always be easy or smooth? Nope. But together, 
authors and localizers share a responsibility to create customer 
satisfaction, and if we have to poke each other in the eye once in 
a while to do it, c’est la vie.

During the keynote panel for the recent 
Localization World conference in Seattle, Rory 
Cowan (CEO of Lionbridge) admonished us 
vendors that “we shouldn’t be telling authors 
what to write.” As the moderator of that panel 
(I had initially thought the term referee would 
be more apt, but it turned out that I didn’t 
need my whistle), I felt duty bound at the time 
to preserve my impartiality in the discussion. 
Now, with all due respect and from this bully 
pulpit, I would like to offer an opposing view.
Rather than stressing the distinction between authoring and 

localization, we should be erasing it. The fact that the French 
don’t speak English as their national language (or, for that matter, 
that we Americans don’t speak French as ours) is an accident of 
history and geography. Content is content, and users are users. 

Don’t get me wrong. Localization continues to be critical to 
global success and is historically undervalued, even by companies 
that spend a great deal of money on it. But localization is 
only an element in a long, sometimes complicated process of 
providing products and services to customers. It isn’t special, 
separate or onerous, and it shouldn’t be treated that way. 
If localization isn’t adding value to the product, then it’s 
either being done badly or it shouldn’t be done at all. 

When it comes to product content (documentation, help, web 
content and so forth), for too long there has been an artifi cial 
divide between content creation and localization. Perhaps it is 
based on the mistaken belief that localization is a mechanical 
process like photocopying or shrink-wrapping. Our industry’s 
irritating concentration on tools and automation does nothing 
to dispel this belief. But localization isn’t special here either; it 
should be seen as part of the authoring process. Authors and 
localizers need to focus on a shared interest and responsibility 
that goes well beyond how services are outsourced and managed. 

The fact is that localization isn’t something service providers 
do to content — it is content. That makes localized content 
just as important as the original.

Hans Fenstermacher
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STAR Group –
Information in All Languages
STAR Group is the world’s largest privately held
provider of translation and localization services and
technologies with 37 offices in 26 countries.  We
support the entire information life cycle and enable
you to communicate worldwide – in any language
or media.

STAR Group – 21 Years of Excellence

STAR Services
STAR is uniquely qualified to provide competitive
and domain specific language services including:

Language Translations 
Software Localization
Software Development
Website Localization
Internationalization Consulting 
Electronic Publishing 

STAR Software Solutions
STAR is a premier developer of language technology
solutions including:

Transit XV
Translation Memory

TermStar XV
Terminology Management

WebTerm 6
Web-based Terminology Management  

GRIPS
Multidimensional Information Management 

FormatChecker
DTP Quality Assurance 

SPIDER
Automated Electronic Publishing  

STAR James
Customizable Workflow Solution

Demanding Solutions 
Built on Solid Foundations

STAR – Your Partner in Global Communication

STAR Group America, LLC 5001 Mayfield Road, Suite 220 Lyndhurst, OH 44124 USA

Phone: (216) 691-7827 E-mail: info@us.star-group.net www.us.star-group.net
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This Getting Started Guide: Europe helps you understand the issues involved in doing business with 

European customers or partners. Is this really so diffi cult? After all, if you are reading this, you are at least 

familiar with Western European culture, right? Well, yes, you could just swagger in with your customs, docu-

mentation and user interface as they now exist. But we’d like you to be successful at this! And so we have 

put this Guide together to give you an idea of the complexities of entering the European market.

First of all, just what is Europe? The answer to this varies depending on who is talking and what topic he or she is talking about. Janaina 

Wittner gives us a good overview of the amazing cultural and linguistic diversity that we group into the noun Europe. 

The European marketplace is, of course, more than a destination for goods — it can be a source of language services. Kevin Fountoukidis 

writes about choosing Western and Eastern European translation and localization companies for your language needs.

Freddy Nurski moves us from a language focus to a business one, describing different ways business can be successfully accomplished 

in Europe. 

An important aspect of entering any market is observing the legal language requirements. This topic has become particularly important 

in the newly expanded European Union. Sophie Hurst’s outline of legal requirements for general consumers as well as specifi c markets 

gives us a good idea of what is needed, as well as resources for further information.

What is it like to do business in a particular European country? How does the culture 

affect business processes and transactions? Jeff Allen draws on his fi fteen years of doing 

business in France to write about the intricacies of working with the French. 

This is a getting started guide and is intended to help you determine what questions to 

ask and where to fi nd answers as you enter the European marketplace. Bon voyage! 
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If you ask Europeans which countries 
are included in Europe, you may get 
many different answers. The defi nition 

of Europe depends on whether you look 
at Europe from a geographical, political or 
cultural point of view. One thing, however, 
is widely accepted: Europe is composed 
of many countries that have different lan-
guages, cultures, religions, institutions 
and customs. To penetrate the European 
market and to meet the need to localize 
products for the specifi c needs of all these 
countries, one has to understand that Eu-
rope is a complex area of the world.

Geographical definitions. Europeans 
themselves have difficulties defining Eu-
rope and its boundaries. The geographi-
cal concept of the area called Europe, the 
subcontinent forming the western part of 
Eurasia, is bounded to the north by the 
Arctic Ocean, to the west by the Atlantic 
Ocean, to the south by the Mediterranean 

Sea and to the east by the Ural Mountains. 
However, if we take these landmarks 
into consideration, the Ukraine, Belarus 
and Turkey would be considered within 
Europe, whereas in reality the eastern 
boundary is often subject to discussion.  

The complexity of the question “Where 
does Europe end?” is well illustrated by 
the current negotiations concerning the 
entry of Turkey into the European Union 
(EU). Geographically speaking, Turkey has 
territories in Europe and in Asia. The ques-
tions as to its being a European country 
therefore concern mainly shared values, 
systems and norms.

Political-cultural definitions. The po-
litical concept of Europe cannot be fully 
understood without remembering its 
historical evolution. The movement for 
European unity that began after 1945 
contained an important dimension aim-
ing to remove the ultra-nationalistic at-
titudes which had fueled World Wars I 
and II. In 1946, Winston Churchill gave a 
famous speech at Zurich calling upon Eu-
ropean nations to “recreate the European 
family.” The necessity of some type of Eu-
ropean integration became evident. The 
EU as we know it today is a result of this 
integration.

Defi ning Europe
JANAINA WITTNER
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Until recently, the EU included 15 mem-
bers, but another 10 countries have joined 
since May 2004. Others aspire to become 
EU members. Romania and Bulgaria are 
likely to join in 2007, and both Turkey and 
Croatia would like to join before the end of 
this decade. 

Political integration alone, however, 
might not be sufficient to avoid conflict 

in Europe in the long term. As the former 
president of the European Commission 
Jacques Delors stated, “future conflicts will 
be sparked by cultural factors rather than 
economic or ideological ones.”  

European diversity
Countries. The 34 European countries 

listed in this article are drawn from a political 

and cultural concept of Europe rather than a 
geographical one.

The total population of these countries 
amounts to 520 million inhabitants. Cen-
tral Europe includes 160 million individu-
als, Southern Europe 120 million, North 
Western Europe 90 million and South 
Eastern Europe 57 million. Other regions 
are slightly smaller but nonetheless could 

Basic statistics of European Union members and nonmembers 

 
Surface 

(000’s km2) 

Population

(Mils.)

GDP

growth rate
Currency Geographical region EU members

Albania 29 3.6 5.6% ALL - lek South Eastern Europe

Austria 84 8 1.9% EUR Central Europe Members

Belgium 30 10 2.6% EUR North Western Europe Members

Bosnia - Herzegovina 51 4 5.0% BAM - marka South Eastern Europe

Bulgaria 111 7.5 5.3% BGN - Leva South Eastern Europe

Croatia 57 4.5 3.7% HRK - kuna South Eastern Europe

Czech Republic 79 10 4.4% CZK - Koruna Central Europe New

Denmark 43 5.4 2.1% DKK - Danish krone Northern Europe Members

Estonia 45 1.3 6.0% EEK - kroon North Eastern Europe New

Finland 338 5 3.0% EUR North Eastern Europe Members

France 547 61 2.1% EUR Western Europe Members

Germany 357 82 1.7% EUR Central Europe Members

Greece 132 11 3.7% EUR Southern Europe Members

Hungary 93 10 2.1% HUF - forint Central Europe New

Ireland 70 4 5.1% EUR North Western Europe Members

Italy 301 58 1.3% EUR Southern Europe Members

Latvia 65 2.2 7.6% LVL - Lat North Eastern Europe New

Lithuania 65 3.6 6.6% LTL - Litai North Eastern Europe New

Luxembourg 2.6 0.5 2.3% EUR North Western Europe Members

Malta 0.3 0.4 1.0% MTL - Maltese lira Southern Europe New

The Netherlands 42 16 1.2% EUR North Western Europe Members

Norway 324 4.6 3.3% NOK - Norwegian krone Northern Europe Members

Poland 313 38 2.9% PLN - zloty Central Europe New

Portugal 92 10.6 1.1% EUR Southern Europe Members

Republic of Cyprus 9 0.8 3.2% CYP - Cypriot pound Western Asia New

Republic of 
Macedonia

25 2 1.3%
MKD - Macedonian 

denar
South Eastern Europe

Republic of Serbia 102 11 6.5% YUM - Yugoslav dinar South Eastern Europe

Romania 237 22 8.1% ROL - Lei South Eastern Europe
Ongoing 

Negotiations

Slovakia 49 5 5.1% SKK - Koruna Central Europe New

Slovenia 20 2 3.9% SIT - tolar South Eastern Europe New

Spain 505 40 2.6% EUR Southern Europe Members

Sweden 450 9 3.6% SEK - Swedish krona Northern Europe Members

Switzerland 41 7.5 1.8% CHF - Swiss franc Central Europe

UK (Great Britain) 245 60 3.2% GBP - British Pound North Western Europe Members
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play an important role in the near future. 
For example, the three Baltic countries 
— Latvia, Estonia and Lithuania — repre-
sent no more than 7.1 million inhabitants, 
but their economies are booming with an 
average growth rate of 6%. 

Central European countries such as the 
Czech Republic, Hungary, Poland and Slo-
vakia have a strong position in Europe, 
great prospects for the future and rep-
resent a whole new market with a high 
growth potential. Together these coun-
tries represent 63 million inhabitants.

Languages. Thirty-two languages are spo-
ken in Europe. Finnish, Estonian and Hungar-
ian are Finno-Ugric languages, and Maltese 
is Afro-Asiatic; all others are Indo-European 
languages. Of course, there are variants 
among these Indo-European languages.

We find Latin languages (French, Spanish, 
Catalan, Italian, Portuguese), Germanic lan-
guages (German, Dutch, Swedish, Danish, 
Norwegian), Slavic languages (Czech, Pol-
ish, Slovak, Slovenian, Bosnian, Croatian, 
Serbian, Bulgarian, Macedonian), a number 
of Baltic languages (Latvian and Lithuanian) 
and finally Greek (Greek) and Celtic (Irish). 
English is derived from both Latin and Ger-
manic languages, and Romanian is derived 
from Latin and Slavic languages. Albanian is 
a language composed of Latin and Slavic but 
has also Greek and Turkish roots.

Some European countries such as Lux-
embourg, Malta, and Bosnia and Herzegov-
ina have more than one official language. 
Switzerland has four official languages 
and four distinct geographical regions 
where these languages are spoken.  

Europe is not a melting pot like the Unit-
ed States, where people of different cul-
tures and religions have blended together 
far from their native lands. Europe is com-
posed of individual countries, each with 
a different history, religion and values. 
Many of the countries aspiring to political 
integration within Europe remain strongly 
attached to their national languages, cul-
tures and heritages. Nonetheless, there 
is a widespread belief in the reality of a 
European Cultural Community which is 
promoted by the European Council with 
shared values such as democracy, human 
rights and fundamental rights. Pluralism 
— Europe’s cultural traditions and nation-
al identities — is recognized, reinforced 
and considered one of Europe’s strongest 
assets, and diversity is probably one of its 
prime characteristics. Europe has been 
likened to an orchestra. There are certain 
moments when some of the instruments 

European languages by family and encodings

Offi cial language Language family Encoding

Albania Albanian
Indo-European, Latin, Slavic, 

Greek, Turkish
Latin-1

Austria German Indo-European, Germanic Latin-1

Belgium
French (Walloon)
Dutch (Flemmish)

Indo-European, Latin, Celtic
Indo-European, Germanic

Latin-1

Bosnia and 
Herzegovina

Bosnian
Croatian
Serbian

Indo-European, Slavic
Indo-European, Slavic
Indo-European, Slavic

Latin-2
Latin-5

Bulgaria Bulgarian Indo-European, Slavic Latin-7

Croatia Croatian Indo-European, Slavic Latin-2

Cyprus
Greek

Turkish
Indo-European, Greek

Latin-7
Latin-5

Czech Republic Czech Indo-European, Slavic Latin-2

Denmark Danish
Indo-European, Germanic, 

Scandinavian
Latin-1

Estonia Estonian Finno-Ugric Latin-4

Finland Finnish Finno-Ugric Latin-1

France French Indo-European, Latin, Celtic Latin-1

Germany German Indo-European, Germanic Latin-1

Greece Greek Indo-European, Greek Latin-7

Hungary Hungarian Finno-Ugric Latin-2

Ireland
English

Irish
Indo-European, Germanic, Latin

Indo-European, Celtic
Latin-1

Italy Italian Indo-European, Latin Latin-1

Latvia Latvian Indo-European, Baltic Latin-4

Lithuania Lithuanian Indo-European, Baltic Latin-4

Luxembourg
French

German
Indo-European, Latin, Celtic  

Indo-European, Germanic
Latin-1

Malta
Maltese
English

Afro-Asiatic, Semitic
Indo-European, Germanic, Latin

Latin-1
Latin-9

The Netherlands Dutch Indo-European, Germanic Latin-1

Norway Norwegian
Indo-European, Germanic, 

Scandinavian
Latin-1

Poland Polish Indo-European, Slavic Latin-2

Portugal Portuguese Indo-European, Latin Latin-1

Republic of Macedonia Macedonian Indo-European, Slavic Latin-5

Republic of Serbia Serbian Indo-European, Slavic
Latin-2
Latin-5

Romania Romanian Indo-European, Latin, Slavic Latin-2

Slovakia Slovak Indo-European, Slavic Latin-2

Slovenia Slovenian Indo-European, Slavic Latin-2

Spain
Spanish (Castilian)

Catalan
Indo-European, Latin
Indo-European, Latin

Latin-1

Sweden Swedish
Indo-European, Germanic, 

Scandinavian
Latin-1

Switzerland

German
French
Italian

Rhaeto-Romanic

Indo-European, Germanic
Indo-European, Latin, Celtic

Indo-European, Latin
Indo-European, Latin

Latin-1

UK (Great Britain) English Indo-European, Germanic, Latin Latin-1
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play a minor role or even fall silent alto-
gether, but the ensemble exists. 

Traveling through Europe
You will easily notice the differences as 

you are moving from one country to anoth-
er. The language, currency and the type 
of food you order are different from one 
place to another. There are other experi-
ences that can be quite surprising. Here 
are a few examples.

Emergency calls. In the United States, 
you can dial a single emergency call num-
ber (911) and receive emergency support 
in English. There is no equivalent single 
number for all European countries. For EU 
member states it should be possible to call 
the single European 112 emergency num-
ber from any fixed or mobile phone. How-
ever, a recent article on emergency calls 
in Europe states that “in practice the 112 
number is ‘not working as well as it should.’ 
Problems include some countries not put-
ting in place the resources to handle the 
number of languages required. In other 
states the right technology is not in place 

to locate cell phone callers geographically, 
and in many countries people are simply 
not aware that the service exists.” The EU 
is spending a fortune to finance the intro-
duction of “eCall” in 2009.

Television. If you are traveling in The 
Netherlands or Scandinavian countries, 
you might notice that films and televi-
sion programs are shown in the original 
language with subtitles. If you go to other 
European countries such as France or Aus-
tria, however, films are usually dubbed. It 
can be surprising for an American to hear 
Brad Pitt’s voice and language changed. 
The most astonishing of all, however, is to 
watch a movie in Poland, where you may 
be driven mad by the Polish practice of us-
ing one person to dub all the voices in a 
film (regardless of gender) while the origi-
nal English rumbles on incomprehensibly 
in the background. Polish people are used 
to it and seem to like it this way. 

Currencies. When you travel around 
Western European countries that are mem-
bers of the Monetary Union, you can buy 
anything using euros. But as soon as you 
pass the border of a country that is not a 
member, you have to change currency and 
calculate what goods are actually worth. 
The conversion rate differs from country to 
country (10 euros = 6.80 British pounds or 
39.14 Slovak koruna). So, better take out 
your calculator.

Plugs. If you need to charge your mobile 
phone and/or your laptop during your trip 
to Europe, don’t expect it to be as easy as 
plugging it in. Be aware that there are sev-
en different types of plugs in Europe. 

Driving. In England, Ireland and Malta, 
you drive on the left-hand side of the road, 
while in all other European countries you 
drive on the right. It takes a while to get 
used to it when driving, and it can be dan-
gerous for pedestrians crossing the roads 
because they tend to look the wrong way 
for oncoming cars. When you pass the bor-
der between certain European countries, 
you are struck by another problem. Mo-
torways are indicated by green road sig-
nals, and national roads are indicated by 
blue road signals. In some countries these 
colors are inverted, which causes great 
confusion. 

Business culture. In many European 
countries, companies have a tradition in 
which decisions are taken from the top. 
Hierarchy is well marked, and businesspeo-
ple wear suits and use formal titles when 
dealing with business partners. In other 
countries, company structure is rather flat, 

and communication can be informal, with 
businesspeople calling each other by their 
first names.

In some Southern European countries it 
is common for everyone to speak simulta-
neously at gatherings. This applies to busi-
ness meetings as well as social events. Such 

France and Belgium

Used in most European countries

Great Britain and Ireland

Germany, Austria, The Netherlands, 

Sweden and Norway

Denmark

Switzerland

Italy
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behavior would be considered as rude and 
unacceptable in some northern business 
contexts. As a result, business deals may not 
be concluded simply because one party is 
put off by the other’s way of doing business.

Localization issues
Need and opportunities offered by local-

ization. In all European countries, there are 
rules and regulations obliging companies 
to provide certain documents and installa-
tion information in the native language.

In The Netherlands and in Scandinavian 
countries, more than 75% of the popula-
tion speaks English. Even only partly lo-
calized products have a chance of finding 
a buyer in these countries. If you look at 
the remaining EU member states, how-
ever, around 30% of the overall popula-
tion speaks English as a foreign language. 
Rules and regulations aside, speaking Eng-
lish does not mean that people will feel com-
fortable buying a product that is not fully 
localized. There is a strong national identi-
ty. Potential buyers are rather protective of 
their native languages and will not be satis-
fied with a partially localized product.

English as a foreign language is less 
spoken in Central and Eastern Europe. For 
example, fewer than 15% of the people 
speak English in Slovakia and in Hungary. 
For geopolitical reasons, German and/or 
Russian were the foreign languages most 
taught in schools until 1990.

Taking into consideration that more than 
60% of Microsoft revenue originates from 
international sales and that 80% of all web 
pages today are still in English, we can eas-
ily conclude that there is a huge potential 
to make revenue by localizing products in 
order to reach new European markets. 

Selection of your localization partner. 

Knowledge of the appropriate linguistic, 
cultural, technological and strategic fac-
tors is essential in providing exactly the 
services you require from a localization 
partner, for any target market.

It is a commonly accepted practice in 
Central and Eastern Europe to use non-
native speakers for translation. This results 
in translations that are sometimes difficult 
for the native speaker to understand. How 
would you understand this excerpt from 
an expensive glossy brochure promoting 
foreign investment in Slovakia?

“No work may be performed under a 
brigade work of students agreement to an 
extent exceeding in the average one half of 
the prescribed weekly working hours. The 
scope of the work above shall be exclusive 

of any work emergency for this the employ-
ee shall not entitled to any fee, and of any 
work emergency in the employee’s house.” 

The situation has become worse for the 
countries that entered the EU in May 2004 
because many available translators and 
interpreters for these languages are in Stras-
burg working for the European Parliament.

Internationalization – product design 

stage. It is not enough to take into account 
cultural and language diversity at the lo-
calization stage. This should be done dur-
ing product design and development. 

Product design – cultural issues. It is im-
portant to bear in mind when designing 
software products, especially games, for 
the European market that different coun-
tries and cultures within Europe have dif-
ferent attitudes towards the depiction of 
violent acts. For example, Germany has a 
federal authority, the Bundesprüfstelle für 

jugendgefährdende Schriften (BPS), which 
aims to protect minors from harmful publi-
cations, including computer programs. It 
has the power to place publications on an 
index, which restricts their advertising and 
sale to minors. It determines whether a 
game is either excessively violent, if vio-
lence is graphically impressive and/or ana-
tomically correct (for example, whether 
blood is realistically red) or if violence is re-
petitive and enforced or encouraged. You 
have to ensure that a product meets the 
various regional specifications, complies 
with the local environment and corre-
sponds to the local needs.

European countries have also different 
educational systems, which may mean 
that an educational software product will 
not be suitable for one European market 
while it is for another. 

Another example that may impact on any 
commercial software product is the way a 
name is displayed. Hungarians, for exam-
ple, expect to see their family name first 
and their first name in second position. A 
Hungarian called Zoltan (first name) Kiss 
(family name) would thus expect to see his 
name displayed as Kiss Zoltan. In Germany 
and in The Netherlands, however, as in the 
United States, the first name is displayed 
first: Christian Meier. Adapting a product 
to foreign markets requires more than 
translating the interface, help and docu-
mentation. Adaptation must ensure that 
the product meets the various regional 
specifications.

Concatenation. Using text concatenation 
(putting individual words or phrases to-
gether to form sentences) is not advisable 

for localization. When localizing from Eng-
lish into French, it is possible to overcome 
the difficulties. However, it becomes partic-
ularly difficult and costly when dealing with 
Eastern and Central European languages, 
which are radically different from English in 
terms of grammar and syntax. 

Encoding. Products that are designed 
for English Latin-1 input may fail to comply 
with the needs of the European market, es-
pecially with Central and Eastern European 
markets that have extended characters 
not included in the Latin-1 code page. 
Wherever possible, internationalization de-
sign should make use of Unicode to re-
solve these problems.

Europe, as I have defined it here, includes 
34 countries and 32 languages. Each of 
these countries has its own identity, cul-
ture, needs and potential in terms of sales. 
Thirty-two languages are a lot to think of in 
terms of localization, but there is no other 
way to enter these individual markets and 
profit from their potential than to localize 
the product in these languages with the 
help of an experienced vendor partner.  gsg
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Because I am the American CEO of a 
localization company in Eastern Eu-
rope and because I have lived in the 

region for more than 13 years, you might 
expect a unique perspective. My observa-
tions will, however, probably seem quite 
standard and will actually apply to trans-
lation/localization companies all over the 
world. The arguments I present here are 
typical of discussions related to offshor-
ing and basing production operations in 
low-cost versus high-cost countries. This 
article aims to address the state of the 
translation industry in Eastern Europe, so 
from here on in, by “high-cost countries” 
I mean those in Western Europe and by 
“low-cost countries” I mean those in East-
ern Europe. 

One disclaimer before I begin: There is a 
big market out there. Even if I suggest that 
some companies need to change if they 
are to survive, every well-run company, no 
matter where it is based, can not just sur-
vive, but thrive.

Old Europe is changing
Before we look at “New Europe,” we 

need to see what’s been going on in the 
so-called “Old Europe.” I often hear com-
plaints from Western European companies 
such as “Prices are coming down,” “Our 
clients are squeezing us all the time” or 
“Turnaround times are dropping — it’s 
tougher than it used to be.” Most good 
Western European translation companies 
are comfortable businesses. They are ex-
cellent companies providing high-quality 
services into a growing market. They have 
had a good ten to fifteen years of relatively 
high margins in high-cost countries doing 
predominantly French, Italian, German and 
Spanish, as well as a handful of other lan-
guages. I think a change that is occurring, 
though, is that the market has become 
more competitive, more companies are out 
there, and many West European translation 
companies are not geared toward more 
aggressive sales and marketing. Added to 
this, due to the phenomenon of offshoring 
translation work, prices are coming down, 
and it’s harder to offer competitive pricing 
in high-cost countries. Here, the issue of 
sales becomes important.

It must be rocket science
Sales is relatively simple in theory, but 

doing it is hard work. It’s not (and never 
was) just about putting an advertisement 
in a trade magazine or setting up a stand 
at an industry event and waiting for things 
to happen. It’s grunt work. It’s cold-calling 
people systematically by the thousand. It’s 
doing niche market trade shows (well and 
thoroughly), making lots of personal visits 
and tracking everything meticulously. It’s 
educating the market about why localiza-
tion matters and not just selling to the 
converted. 

There has been a tendency in the trans-
lation industry for companies to rely too 
heavily on fat cats (big, rich localizers). 
Many companies get one or two such cli-
ents, lock them in by deeply understand-
ing their business and documentation 
processes, and over time come to expect 
that they can live happily ever after off of 
such stable high-price clients. 

Well, folks, times have changed. The 
“New Europe” has arrived (and not only 
the New Europe, but the New China, the 
New and Improved Argentina and develop-
ing countries everywhere). A more mature 
market with more competition is develop-
ing. The big localizers are the most mature 
purchasers of translation services and 
often have global sales and the need to 
localize into developing countries’ lan-
guages. They are among the first to move 
their business to low-cost countries (it’s 
already happening) when they realize they 
can get the same quality as in more devel-
oped countries. 

Often, the sales/marketing angle among 
translation/localization companies is about 

how hard our job is, how very complicated 
and difficult it is. As much as everyone in 
our industry wants to make what we do 
look like rocket science, unfortunately it’s 
not. Sure, it’s hard, but every business is 
hard these days. We need — like every-
one else — to have the right processes in 
place and to add value. This is where the 
real problem lies with Old Europe.

Being a good translator used to be enough
Every business needs to ask itself whether 

or not it is adding value through its proces-
ses. A business shouldn’t exist if it doesn’t 
add value. The value added in a translation 
business is first and foremost a proven 
business process to handle the complex 
task of multilingual translation or software 
localization. This translates into a need for 
excellent project management, top-quality 
resource recruitment and the technical 
skills of localization engineers and desktop 
publishing (DTP) experts who can work un-
der pressure and excel at troubleshooting 
problems that occur in the process. 

The differentiator here is operational 
efficiency. The translation company that 
provides the well organized, efficient pro-
cesses and the experienced resources at 
the lowest possible cost will prevail. The 
main problem that many Western Euro-
pean translation companies have to face 
now is the ability to offer their clients cost 
savings. The business process of provid-
ing high-quality translation/localization 
services is quite simple (there are many 
more complicated business processes 
out there). This is not to say that it’s easy. 
And yes, there are many, many companies 
out there that have bad processes in both 
high-cost and low-cost countries. The bad 
news for high-cost service providers is that 
an increasing number of companies do this 
well or very well in low-cost countries, and 
this number will grow. This is where the 
problem really lies for Western European 
translation/localization service providers, 
and an important question arises from this 
difficulty.

What do I do when my clients keep ask-
ing for cost savings?

Well, here are some obvious choices for 
Western European translation companies.

How Eastern Europe Fits 
Into the European Translation Market

KEVIN FOUNTOUKIDIS
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     more competition 

              is developing.
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Reduce costs. Cut what I pay my vendors, 
hire cheaper employees and lower my in-
frastructure costs, but all this really does is 
lower quality. This is a recipe for disaster. 

Scream at my clients about the impor-
tance of quality, how much money it costs 
to guarantee it and the risk they are put-
ting their businesses in when outsourcing 
their work to cheaper countries. This might 
work for a while, but sooner or later clients 
will wise up to the fact that cheaper does 
not necessarily mean lower quality. 

Shut down my Western European office 
and set up a new office in Eastern Europe. 
Why hire cheap labor in London when I can 
hire the top flight labor in Moscow? This is 
clearly the best of the three options. It’s 
logical, it isn’t easy, but it isn’t impossible 
either. It will take a lot of work, which no-
body really wants, and the truth for most 
translation owners is very simply, “I don’t 
want to spend half my life in Moscow.”

What can Western European companies do?
In my opinion, the only production facili-

ties in Western Europe that can survive are 
the ones that process very high volumes of 
work. But even the larger players will have 
their production facilities in China and 
other low-cost countries. Nobody needs to 
see the so-called back office, and the ma-
jor players can keep sales offices in all the 
strategic locations. 

I believe there will always be room for 
smaller “boutiques” that specialize in niche 
sectors. Smaller projects in niche sectors 
can be less price sensitive, and these lo-
cal companies should thrive by offering 
high-quality local customer service. This 
is exactly what I would do if I were running 
a translation company in Western Europe. 
I’d make sure I am not doing everything. 
I’d become highly specialized in a certain 
field and focus all my sales and marketing 
energy on that. In addition, I would try to 
service the smaller and medium-sized com-
panies in my local market that are just start-
ing to think about going global. Stick with 
local markets where no one can talk to your 
neighbors as well as you can. 

Doesn’t quality matter at all?
This may sound like I am arguing that all 

that matters is price, but that is not what 
I think. Quality is a default element that 
every company needs to provide in order 
to succeed. I am not even thinking about 
companies that do not offer a high-quality 
translation service, on time and on bud-
get. They are doomed. I am talking about a 

more troubling phenomenon where really 
good companies with excellent processes 
are having trouble competing due to their 
location and their cost structure. 

So what’s so great about Eastern Europe?
Many of these arguments apply just as 

well for China and Argentina as they do for 
any country in Eastern Europe. So, what are 
the main advantages of having your produc-
tion facility in Eastern Europe, apart from 
price? Here are three important factors.

People. Eastern Europe is a hotbed of 
young talent. These countries boast a 
highly qualified and well-educated work-
force of people who are both ambitious 
and fluent in foreign languages. We are 
in Europe and are used to dealing with 
European cultures. It is much easier to do 

business and create productive work envi-
ronments when one doesn’t have to tackle 
the issue of major cultural differences. 

Location. With the advent of low-cost 
airlines ($100 roundtrip to most major Eu-
ropean cities), Eastern Europe is one to two 
hours away from a large number of very 
attractive markets. The compactness of 
Europe in comparison to the United States 
makes the client acquisition process much 
more efficient. We operate out of the same 
time zone as most of Europe, and we can 
be there tomorrow (if not today). With the 
right organization in place, a company can 
have a low-cost production facility teamed 
with a Western European sales force. It’s 
compelling, isn’t it?

Technology. Many people don’t realize 
how technically advanced Eastern European 
countries are. Many Eastern European com-
panies are more technically advanced than 
their Western European counterparts. East-
ern European countries leapfrogged with 
regard to technology, from having nothing 
to having the most modern IT infrastructure 
available. A big part of this is also psycho-
logical. The massive changes that have taken 
place in these countries may have some neg-
ative consequences from a sociological point 
of view, but the fact that people are generally 
willing to accept change is key when imple-
menting new technology.  

What are the challenges?
If I have made it sound like operating out 

of Eastern Europe is just plain wonderful, 
with only benefits and no drawbacks, here 
are some of the poison pills you’ll have to 
swallow with your cake.

No local clients. This is one of the main 
disadvantages to operating out of Eastern 
Europe. The local market for translation 
and localization services is just plain ter-
rible. There is no culture of being ready to 
pay for high-quality translation. Translation 
is looked upon as a secretarial task that 
anyone can do, and the key is to choose the 
cheapest. I have been to many meetings 
with the Eastern European management of 
Global 100 companies and have felt about 
as important to their business as a garbage 
man (oops, “waste disposal specialist”). 
This means that we have to sell abroad to 
make a living. 

Some turnover of staff is inevitable. It is 
just part of the game, and you have to deal 
with it. The truth is there has been and will 
continue to be a large “brain drain” exodus 
of skilled workers to the West. We’ve lost 
some good people, but fortunately, thanks 
to the job market, we have had relatively 
little problem with staffing.

Try competing against €0.03 per source 

word. If you think price competition is stiff 
in Western Europe, check out what it’s like 
here in Eastern Europe. You can’t get qual-
ity for that price, but it is a market reality, 
which means more money and effort to ed-
ucate the local market if you go after any 
local business. 

Bureaucracy is a nightmare. People all 
over the world complain about bureau-
cracy, but I can’t imagine it gets much 
worse than Eastern Europe (maybe China, 
but I can’t even imagine that). There are 
so many crazy rules to run a company ac-
cording to regulations. I can’t speak for 

Cost per word in euros

Medium-sized 

translation company 

infrastructure with a 

turnover of 16 million 

words annually (staff 

salaries, project 

managers, engineers, 

legal software licenses, 

IT infrastructure, rent 

and so on) 

€0.05- 0.06

Linguistic costs 

(translation + review 

+ quality assurance, 

professional transla-

tors with translation 

memory experience). 

Price varies depending 

on language.

€0.05-0.11

Total cost €0.10-0.17

Guide: GETTING STARTEDGETTING STARTED
EUROPE
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all Eastern European countries, but I can 
speak for Poland and say that the commer-
cial code was written for manufacturing 
facilities, not office work. Can you imagine 
that we have to pay to have people train 
us on office safety? If we don’t, we can be 
fined or closed down. We are a translation 
company, not a factory, and this is only 
one small example.

How about some cold hard facts?
How much do things really cost in East-

ern Europe? The accompanying table pro-
vides an estimate of the costs for a 
translation company in Eastern Europe. 
Please take this as no more than a very 
rough indicator; costs change from country 
to country. For example, Slovene is far more 
expensive than Bulgarian. It is useful, 
though, as a point of reference. Most seri-
ous Eastern European service providers 
would probably agree with these figures.

If we look at these figures in Western 
European terms, €0.05-0.06 per word for 
infrastructure and fixed costs is quite a bar-
gain. It is important to be aware that some 
costs are the same in Western and East-
ern Europe. You can’t get legal TRADOS or 
SDLX licenses any cheaper in Poland or the 
Czech Republic than in Western Europe. 
Every computer has to have an operating 
system and other basic software as well. 
Linguistic costs also tend to be the same 
for everyone. We may be able to negotiate 
a bit better being based in Eastern Europe, 
but the figure to focus on here is the cost of 
infrastructure per word. 

A bold prediction
The next big player will come from Eastern 

Europe, and it will be Moravia Worldwide 
in the Czech Republic, which is currently 
ranked fifteenth in Common Sense Advi-
sory’s ranking of the top 20 translation com-
panies in the world. I’d be willing to bet that 
Moravia Worldwide moves into the top five 
within the next five years (providing they 
don’t get bought out), and then who knows? 
Look out Lionbridge and SDL! I like their 
strategy and their approach to sales. 

Why would I be promoting a competitor? 
First, I think it’s good for Argos to draw at-
tention to other successful organizations 
from our region. And as I have mentioned, 
there is plenty of market out there for all of 
us to share. I don’t see anyone cornering 
the market in the translation industry. I just 
have a feeling that a much larger share of it 
will be located in Eastern Europe five years 
from now.  gsgg

Where Nothing Is Lost in 
CEE Translation

From one-sentence translations to large scale projects, 
including copy-editing and desktop publishing. High 
quality and reliability with exceptional customer service. 

We offer:
• Translations into CEE languages
• Expertise in a variety of fi elds
• Experienced and profi cient language and DTP team 
• Skilled and dedicated project management
• Quality, cost-effective and fast turnaround
• 12 years experience
Delivery on time, every time.

To request a quote for your next CEE language 
project, please visit www.lexika.sk 

Europe at Your Doorstep
A Silicon Valley company with strong ties to Europe, 

HighTech Passport combines local presence with 
in-depth knowledge of European cultures, markets 
and languages. During 13 years of localizing into 23 
European languages, HighTech Passport’s engineering 
and linguistic excellence has been reaffi rmed by our 
clients’ loyalty and continuous business.

• Internationalization 
• Localization of software, help, on-line/printed 
documentation, web content
• Multilingual DTP 
• Linguistic/functional testing
• Consulting
Our mission: Make Europeans feel that your product 

was created for them. 

HighTech Passport, Ltd.
1590 Oakland Road, Suite B202

San Jose, CA 95131 
408-453-6303 • Fax: 408-453-9434

info@htpassport.com • www.htpassport.com

Lexika
Dobrovicova 10

811 09 Bratislava, Slovak Republic
421-2-5263-3661• Fax: 421-2-5292-5965

info@lexika.sk • www.lexika.sk

Your Ultimate 
Translation Partner 

CONTRAD.COM specializes in translation into 
Eastern European languages. Our major scope is 
translation into Polish. Among the subjects we 
support, you will find IT, telecommunications, 
internet, consumer/office electronics, games,  
automotive and sports. We translate documentation, 
user guides, manuals and marketing material. We 
localize software, websites and help systems.

We work with carefully selected native professionals 
who have the linguistic, cultural and technical 
competence needed for particular projects.

For more information, visit our website.

Portuguese Translation 
and Localization

• Technical and general translation
• Software localization
• Website localization
• Terminology management
• Linguistic consultancy
• Quality assurance
• Style guide creation
• Project management
• Windows, Mac and Linux
We specialize in automotive, banking, electronics, fi n-

ance, games, hardware, mechanics, marketing, medicine, 
multimedia, software and telecommunications. For 
further information about our services, please contact us. 

Paulo José
Rua Casal de São Vicente, 7, 1º Dto

2700-170 Amadora, Portugal
351-965518368 • Fax: 351-214942548

info@paulo-jose.com • www.paulo-jose.com

CONTRAD.COM
ul. Metalowa 6

10-603 Olsztyn, Poland
48-89-5321148 • Fax: 48-89-5321149

info@contrad.com.pl • www.contrad.com.pl
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Europe is a highly profi table market  
but very different from North America 
or Asia. To market your products and 

services successfully in Europe, you need 
someone who knows the markets, who un-
derstands the languages and the local cul-
tures — someone who knows how people 
think and buy and who can work closely with 
you on your European expansion plans. You 
want your money spent wisely, with less risk 
and more results in a shorter time frame than 
you could achieve on your own.

A market called Europe
Initially, the European Union (EU) con-

sisted of just six countries: Belgium, Ger-
many, France, Italy, Luxembourg and The 
Netherlands. Denmark, Ireland and the 
United Kingdom joined in 1973, Greece in 
1981, Spain and Portugal in 1986, Austria, 
Finland and Sweden in 1995. 

In 2004 the biggest ever en-
largement took place with 10 
new countries joining: Esto-
nia, Latvia, Lithuania, Poland, 
Czech Republic, Hungary, Slo-
vakia, Slovenia, Cyprus and 
Malta. 

This new EU-25 market 
counts more than 425 million 
inhabitants, and its 2001 GDP 
is reaching an astonishing 
$10,000 billion. 

Furthermore, the 10 new 
countries (P10) are fast grow-
ing markets with on average 
a 3% GDP annual growth. 

There are many reasons 
why US companies prefer to 
expand to Europe in the first 
place, but some of the most important 
ones are convenience related: the short 
travel distances between EU countries; 
the vast majority of EU countries are in the 
same time zone; excellent rail and air con-
nectivity between capitals and economic 
centers; tax incentives from local, region-
al, national or European authorities; and 
most of the time US companies consider 
Europe as being the natural gateway to the 
Middle East and Africa. 

Of course, we should not forget some 
risk factors that require specific atten-
tion, such as cultural differences, lon-
ger payment cycles, laws favoring local 
competitors, credit risk and higher levels 
of payment fraud, legal and regulatory 
restrictions, currency exchange rate fluc-
tuations, higher costs — and last but not 
least, diverting of management attention.

Often, it is forgotten or not realized that 
Europe consists of many local markets 
that are still dominated by national in-
cumbents and have their own tax and VAT 
regulations. Countries have different reg-
ulations, even if the European Commission 
tends to impose harmony in the regulation 
and standardization of the market.

Many US companies have wasted enor-
mous amounts of time and money by try-
ing to enter the single European market as 
a result of not understanding these par-
ticular situations. 

It is important to work with a partner 
who understands this complex European 
environment and offers ready-to-use and 
cost-effective assistance such as com-
pany-in-residence services in the country 
of choice with performance-based opera-
tional support.

Two traditional ways of 
expanding into Europe

Traditionally, there were two ways to 
enter a foreign market to set up opera-
tions or work with local distributors (di-
rect or indirect). Both approaches have 
their merits and deliver results only after 
a certain period. Many companies do not 
want to take the risk any more of invest-
ing nine months to two years in this ad-
venture; results are wanted within the 
next quarter.

New: A European 
performance-based operator

In response to this market requirement, 
a new typical package of business develop-
ment services is today made available on 
the European market, allowing the greatest 
flexibility in European expansion efforts.

A local partner will provide relevant in-
formation on European countries and their 
economic environments, such as specific in-
dustry development programs and investor 
relations to help with financing needs. On top 
of this, a team of locally based entrepreneur-

managers will open doors 
at strategic accounts and 
build the best sales chan-
nels to achieve immediate 
sales growth.

A very first action is the 
assessment of the Euro-
pean market, which will 
give you immediate and 
tangible benefits. In order 
to allow you a carefully 
planned, more important 
and cost-effective Euro-
pean presence, a number 
of initial actions will be 
performed that will allow 
you to focus on your cus-
tomers, prospects and 
partners.

A nonexhaustive list of 
pos sible tasks includes an understanding of 
the client’s existing solutions/products that 
could be marketed in Europe and recommen-
dations as to any nec essary enhancements; 
competitive an  alysis of industry players and 
evaluation of barriers to entry into the Euro-
pean market; recommendations for estab-
lishment of suitable office locations, sizing 
and priority; inves tigation of potential for ad-
ditional distribution (reseller, system integra-
tion, value added, consultancy) or technology 
partners; identification of additional sales 
prospects with whom contact needs to be 
established; preparation and organization of 
visits to selected prospects in close coordi-
nation with the client company; organization 
and support of your existing relationships to 
strengthen additional sales potential; and 
hosting of European start-up at existing 
premises (company-in-residence). 

Doing Business Requires 
Local Know-how

FREDDY NURSKI

E
U
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E

An example of cultural differences presented at a 
Global Climate Change conference in Washington, DC, in 2001

13-17 Nurski.indd 1313-17 Nurski.indd   13 12/21/05 11:43:22 AM12/21/05   11:43:22 AM

http://www.multilingual.com/gsg


Guide: GETTING STARTEDGETTING STARTED
EUROPE

The Guide From MultiLingualpage 14

Find additional funding in Europe the right way

J. Putzeys — Associate Partner N2EURO

Coming to Europe is a watershed event in the 

life of a US company. The financial consequences 

of this decision are enormous, and creating an 

additional European funding base is desirable. 

This article’s aim is to merely set forth a few prin-

ciples that, if observed, are likely to significantly 

increase the probability of achieving a successful 

European presence and funding base. 

Finding a good European funding base carries 

with it consequences that endure for years as it 

creates long term relationships with local inves-

tors that can help open doors in the development 

of the European business. Looking for a Euro-

pean funding base should not be undertaken as 

a financing alternative of last resort. If a company 

is unable to secure private capital in its home 

market, management should carefully consider 

the reasons why and whether moving into Europe 

is a good plan. 

Select the right adviser. Ultimately, the 

success of raising money in Europe can easily 

open the way for an IPO on one of the European 

stock exchanges. Selection criteria for a corpo-

rate finance advisor should include, among other 

things, reputation, industry expertise, strength 

of industry analysts, distribution channels. Also 

choose your law and accounting firms carefully. 

In many cases, the law firm that has served the 

company well in the United States has a corre-

spondent in Europe. 

Prepare early and set appropriate expecta-

tions. The secret of a success lies in good 

preparation and a realistic understanding of the 

process by all concerned. An example — the 

need or desire to reincorporate in a more favour-

able jurisdiction.

The European business plan should tell the 

company’s story well, but it must do more. It 

must adequately and completely convey the risks 

associated with an investment in the company. 

Most frequently made mistakes done 
by US companies when starting in Italy 

M. Ammannato – Associate Partner N2EURO

— to address firstly the large enterprises 

market while more than 80% of Italian GDP 

comes from SME (small and medium enterprises) 

market

— to address target market with direct sales 

force (better instead to start with indirect sales 

channels, closing agreements with local/regional  

well-recognized companies and to add direct 

sales force when business has seriously started)

— to open offices in the capital (Rome) instead 

of Milan (north of Italy represents the 60% of IT 

spending, while central Italy represents 30% and 

the south the remaining).

Scandinavia: The “waterfall” 
approach to enter into Europe

H. Enocson – Associate Partner N2EURO

In global expansion a strategy to use a so-

called “waterfall” approach is considered very 

valuable – pouring products first into markets 

where you can learn and you are likely to achieve 

early results, then spreading sales further as 

demand picks up and you have been able to 

make modifications.

The Swedish market is considered an excel-

lent test market. It is a small, technologically 

very advanced market. Sweden has cutting-

edge expertise in a multitude of ICT sectors and 

a widespread use of internet and e-commerce.  

Mobile phone usage, % of population 90% 

Internet usage, % of population 78% 

Broadband access, % of population 28%

Computer density, % of population  75%

Introduction can be made without translation. 

Start with an English version of  the software.

By entering Sweden you can gain very valu-

able experience on how export markets react 

to your offering. You can implement necessary 

adjustments to “European” practice before 

entering the larger markets where market 

feedback is much slower to obtain and poten-

tial damage may be significantly more costly.

Things to know about 
Spain for high-tech business

O. Fraile – Associate Partner N2EURO

Various tax incentives attract new overseas 

investments to Spain: 

1. Holding companies 

These are Spanish companies whose main 

activity is directing and managing their owner-

ship interests (direct or indirect holdings of at 

least 5%) in nonresident entities and the finan-

cial resources directly related to such invest-

ments. Their business activity may also include 

the rendering of services (including financial 

services) to the companies in which they invest 

and to companies in the same corporate group. 

The main characteristics differentiating the 

special regime for holding companies from the 

general code are:

Capital gains on share transactions within the 

holding company are tax-exempt.

Dividends that the holding companies pay 

their nonresident investors are tax-exempt, as 

long as those investors are not based in so-called 

tax havens.

Spanish resident individuals who perceive 

dividend payments from holding companies will 

not be able to deduct all dividends but rather 

only those taxed abroad.

2. Canary Islands Special Zone (ZEC) 

Business entities located within determined 

areas in the Canary Islands can be subject to a 

reduced corporate tax rate, varying from 1% to 

5% of the profits derived from the ZEC activities. 

The ZEC special regime has some requirements, 

among others: the entities may only carry on 

stipulated business activities, certain minimum 

investment must be made by certain deadlines 

and a specific number of jobs are created.

Quite a few really virtual companies (from 

financial services to real estate to online gaming) 

have anchored in Spain due to such incentives. 

And for anyone doing business, a study of The 

Economist might be interesting. It names a fine 

climate, abundant recreational and leisure facili-

ties, and a rich cultural and social life that make 

for envied living conditions. In a recent study by 

The Economist, the quality of life in Spain ranked 

third in the world by social, political, cultural and 

economic measures. gsg

Further advice on going to Europe 
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Your CEE 
Language Experts

We provide translation and localization between 
EFIGS and CEE languages, DTP, business consulting and 
interpreting services.

• Only native speakers
• Decades of experience
• Terminology checked by experts
• Latest industry tools
• Accredited by and working for European Union 

institutions
• ISO 9001 or equivalent stringent QA systems

Eupharia – the one-stop shop for quality
multilanguage translations.

Get Your Message
Across the World

To expand your business into the global market, you 
need to meet your customers’ cultural, linguistic and 
business requirements — an experienced partner who 
can deliver your products and documentation to your 
customers globally in most fields and in all languages. 
Word Map offers: 

• Technical translations
• Software localization
• Website globalization
Word Map combines the latest technology, 

experienced project managers and hand-picked qualifi ed 
translators to deliver high-quality translations on time 
and within budget. 

Localization for Eastern 
European Markets

Studio Gambit, a regional vendor of choice for 
many renowned global companies, has helped clients 
to get their message across to Eastern Europe for 
the past 13 years — always on time, on target 
and within budget. Streamlined ISO 9001:2000-
certifi ed processes, advanced engineering capabilities 
and value-added project management create a solid 
foundation of our services which go far beyond 
translation. We provide a full range of quality 
localization services that yield tangible benefits to 
our customers’ bottom line.

Studio Gambit Sp. z o.o. 
ul. Matejki 6

80-952 Gdánsk, Poland
48-58-345-3800 • Fax: 48-58-345-1909

gambit@stgambit.gda.pl • www.stgambit.gda.pl

Word Map Translations Ltd.
48 Coombe Lea, Grand Avenue

Hove BN3 2NE, UK
44-1273-206086 • Fax: 44-1273-778644

sales@wordmaptranslations.com
www.wordmaptranslations.com

Eupharia
44-1970-880777
www.eupharia.org

ISO 9001 and ISO 14001 
• Translation of documents and videos
• DTP
• Voice-overs
• Dubbing
• Subtitling
• Web pages localization
• Software localization
• Multimedia content localization
• Content management systems
• Website and multimedia design
• Multilingual e-learning platforms
• In-house recording studio

Your Balkan 
Languages Partner

Commit was founded in 1997 and is a leading 
localization services provider with offi ces in Athens, 
Greece. We deliver our services to both vendors and 
clients at the most competitive local market prices. 
After nine years of successfully providing Greek and 
Turkish localization services, Commit is now offering 
a complete portfolio of services in fi ve additional 
Balkan languages (Albanian, Bulgarian, Macedonian, 
Serbian, Romanian), thus establishing the company 
as your ideal Balkan languages provider and partner.

15 Years of Well-managed 
Brazilian Translations

This is what you get:
• Quality in customer service, deliverables and open 

communication
• Responsiveness and ability to adapt to ever chang-

ing requirements
• Customized service with no compromise to 

translation quality, even in challenging volumes 
• Promptness to raise issues and prevent any 

disruptions to project quality 
This is what we get:
• Extremely satisfi ed customers
If you’re not one of them yet, experience the difference!

Follow-Up
Av. Presidente Wilson 165 / Sala 1308
Rio de Janeiro, RJ, Brazil 20030-020

55-21-2524-2994 • Fax: 55-21-2210-5472
info@follow-up.com.br • www.follow-up.com.br

Commit
139, Plapouta Avenue, GR 141 21, N. Irakleio

Athens, Greece
30-210-8056930-2 • Fax: 30-210-8056935

info@commit.gr • www.commit.gr

Prem Dan, s.l.u.
Plaza del Callao 5, P8
28013 Madrid, Spain

34-91-547-43-18 • Fax: 34-91-547-43-50
premdan@premdan.com • www.premdan.com
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This is a great way to accelerate sales 
efforts and gain valuable time in pene-
trating the European markets: from dedica-
ted sales effort to targeted 
prospects and engagement 
with partners and distribu-
tors to the final contract 
negotiation and closing.

You, as the client, will 
then be in a position to bet-
ter validate additional prod-
ucts and technology and 
determine the appropriate 
location for your European 
headquarters and/or coun-
try branches.

Your customers often are 
already in Europe. Serving 
them globally is not a “nice-
to-have.” Indeed, it is a 
business re quirement.

European expansion will 
require you to review your 
current global account management pro-
cesses and supporting systems, including 
Key Account Plans and use of supporting 

customer relationship management sys-
tems and to adapt them to the local cul-
tures. Companies are taking advantage of 

this exercise to identify, select, implement 
and share best practices across the busi-
ness to add value beyond the products. 

This way they can optimize interfaces 
with country organizations and support 
or animate cross-border cooperation in 

order to gain commitment to 
form a true global team.

Going to Europe also means 
that you have to identify, sell and 
implement strategic sales alli-
ances with large system integra-
tors in the larger countries.

Companies have often identi-
fied and engaged with strategic 
partners in their local market and 
have invested time and money to 
make an alliance work success-
fully in that domestic market.

Why doesn’t that alliance deliver 
the same results in Europe?

Successful alliances most often 
depend on relationships be tween 
individuals rather than corpora-
tions. Therefore, it is important to 
work in Europe with people who 

have built an in-depth experience in creat-
ing and operationalizing strategic alliances 
and partnerships for US-based companies 
in Europe in complex business environ-
ments. They have the contacts and the abil-
ity to establish networks and to manage 
them effectively; they build speed and 
flexibility into an alliance; they prevent con-
flicts that can potentially undermine a suc-
cessful alliance; and they establish rules of 
engagement that will keep the alliance run-
ning smoothly.

You should not aim only for short-term 
results; you need to deliver sustained val-
ue to your customers, to your organization 
and to the marketplace.

Ambitious, mutually desirable objectives 
need to be set and an action plan created 
to go after appropriate opportunities.

Alliances don’t manage themselves. Fo-
cusing on the effective sharing of ideas and 
communication of information is a must, 
and best practices should be captured and 
built into the alliance infrastructure. 

Doing business in Europe requires local 
know-how and attention to local cultures. 
Working with local partners, therefore, 
is critical for success, but what is local 
in Europe? Is it Central, is it Northern, or 
is it Southern Europe? A truly European 
partner will advise you on the best start-
ing point in Europe. While London seems 
a logical choice, Scandinavia has proven 
to be a better place for ICT; Spain is your 
gateway to South America; and Belgium is 
the heart of the European Community. 

Don’t make your choice too early. gsg
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Localization Is 
More Than Translation

Global challenges require fl exible and professional 
service providers. Take advantage of our experience 
and know-how and make your product a worldwide 
success! SAM Engineering was established in 1994 
and provides localization services to IT organizations as 
well as translation and engineering services to vertical 
industries through their network of translation partners, 
specializing in the translation of business applications 
and technical documentation. SAM Engineering GmbH 
is located in Muehltal, near Frankfurt, Germany. For 
more information, see www.sam-engineering.de

Scientific, Technical and 
Business Translations 

Since 1992 Coup de Puce has been providing
translation services to major companies and
organizations in the fields of space research and 
applications. Our strategy is based on establishing 
long-term partnerships with clients. Through our 
internet terminology forum Aplikaterm, clients can 
intervene to validate terminology, thus accelerating 
the work and improving the final result. Clients get
a validated glossary along with the translation, 
which can be used for a website or when drafting 
new documents. From initial order to delivery, our 
quality management system ensures high-quality 
service. Free quotes available. 

Localization Management 
Excellence

Your partner in Europe for expanding your global 
presence. Highly scalable, multilingual localization and 
translation services.

Our advantages:
• clear structures and low overheads – cost and 

time savings
• reliable service – fast response times and no 

“surprises”
• excellent quality – the best people for your 

product within clearly defi ned processes
Let us know your requirements.

RS_Globalization Services 
GmbH & Co. KG

Ganghoferstr. 40 b
83098 Brannenburg, Germany

49-8034-70-78-41 • Fax: 49-8034-70-78-42
info@rs-globalization.com
www.rs-globalization.com

SAM Engineering GmbH 
Kirchstrasse 1, D-64367 Muehltal, Germany 
49-6151-9121-0 • Fax: 49-6151-9121-18 

sam@sam-engineering.de
www.sam-engineering.de

Coup de Puce Expansion
27 allée Édouard Branly
31400 Toulouse, France

33-5-61-14-77-17 • Fax: 33-5-61-52-18-50
ian.margo@coupdepuce.fr • www.coupdepuce.com

ISO 9001:2000-certified 
Translation Services

Idem Translations, Inc., is a full-service translation/ 
localization company, specializing in the life sciences, 
legal and IT industries since 1983. Our expert translation 
teams combine linguistic excellence with strong back-
grounds in a variety of fi elds. We maintain specialized 
client glossaries and memory databases to ensure 
consistent terminology. Our ISO 9001:2000-certifi ed 
translation and quality processes guarantee a service 
that meets the highest industry standards. We offer 
a unique combination of industry-specifi c experience, 
knowledgeable translation teams and friendly, client-
oriented service. 

Powerful Dictionary and 
Language Software

Ultralingua offers the most robust bilingual and 
monolingual dictionary engines and grammar/spell- 
checkers for Windows, Mac, Palm, PocketPC and 
the web. Satisfi ed customers include McGraw-Hill, the 
Canadian government and Hachette Multimedia.  

Ultralingua dictionary databases include hundreds of 
thousands of entries, verb conjugations and stemming. 
APIs, wordlists, XML-RPCs and web versions are available.

Grammatica grammar and spell-checking programs 
(English, Spanish, French and German) feature 
powerful algorithms for accuracy. COM components, 
APIs and .NET versions are available. 

Visit www.ultralingua.com today! 

TripleInk: Translations for 
Global Markets 

TripleInk is a multilingual communications agency 
that provides industrial and consumer products 
companies with precise translation and multilingual 
production services for audio-visual, interactive and 
print media. From technical documentation to 
advertising, we offer complete, integrated 
communication solutions. Employing a total quality 
management process along with state-of-the-art 
technology resources, our knowledgeable project 
managers and international communication 
professionals deliver the comprehensive services 
you need to meet your global business objectives 
— on target, on time and on budget.

TripleInk
60 South 6th Street, Suite 2600

Minneapolis, MN 55402
612-342-9800 • Fax: 612-342-9745

quote@tripleink.com • www.tripleink.com 

Ultralingua, Inc.
 1313 SE Fifth Street, Minneapolis, MN 55414

612-929-1400 • Fax: 612-929-1401
info@ultralingua.com • www.ultralingua.com

Idem Translations, Inc.
550 California Avenue, Suite 310

Palo Alto, CA 94306
650-858-4336 • Fax: 650-858-4339

info@idemtranslations.com
www.idemtranslations.com

Ultralingua
Dictionaries and Grammar Software
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Much has been written on the topic 
of the values and behavior of 
Americans, which I have used for 

giving seminars and classes on that topic 
to the French over the years. During the 
past fi fteen years I have lived, studied and 
worked in the corporate and business world 
in France, and I have been fully integrated 
into French culture through family, social 
groups and professional networks. This has 
allowed me to view the French society from 
inside, yet with an outsider’s perspective. 
Based on this experience, I will identify and 
describe some key elements that can often 
be perceived in different areas of French 
culture, ranging from the business world to 
volunteer associations to sports groups. 

This article takes the perspective of a mul-
ticultural working environment, especially 
since this is typical for worldwide supplier/
customer relations, local/international team 
supply chains and multinational projects. 
The intent is two-fold: 1) to present to dif-
ferent cultures the potential strong and 
weak points of working with the French, es-
pecially understanding why the French act 
or behave as they do; and 2) to help French 
people understand underlying values in 
their culture that result in actions and be-
havior which seem to impact their ability to 
participate in collaborative efforts and 
teamwork with other cultures, especially 
within the context of international business 
relations.

There is no single perfect culture, nor 
would an attempt to create a perfectly 
unique harmonized one be reasonable. 
There will always be differences (social, re-
gional, cultural and so on) to deal with. My 
aim here is to describe characteristics that 
tend to be found in French culture, and this 
can help others to determine how to work 
better with the French. What could be per-
ceived as “weak” points in one culture can 
be seen as “strong” in another. 

Strong points
Technically competent. The French fo-

cus on their degrees and diplomas and in 
many instances prefer to stay on unem-
ployment or take additional training pro-
grams and wait to find a job rather than 
take just any job, as being unemployed can 
be quite lucrative. So, when working with 
the French, you tend to work with people 
who know their fields very well. In project 
working committees or even steering com-
mittees, representatives of French compa-
nies will usually be strong and competent 
technically and will be able to defend the 

technical aspects of the issues at hand. 
The underlying reasons for this will not be 
addressed here for reasons of space.

Independent. All job advertisements ask 
for two points, right? The applicant should 
be 1) autonomous and 2) capable of working 
in a team. Well, the French are good at work-
ing independently. This goes hand-in-hand 
with their technical competence. Working 
alone, in fact, comes from the French edu-
cational system, which from the early years 
of primary school instructs children to work 
by themselves and even against others 
competitively. Collective group activities 
are rarely conducted, and there is often a 
focus on independent and individual tasks 
and projects. 

Deep thinking. The French are good at 
thinking deeply on a topic and are usually 
not comfortable with just scraping the sur-
face of topics and issues. All students going 
through the French secondary education 
system are required to take a philosophy 
course during the last year before receiv-
ing the Baccalaureat diploma, which is the 
equivalent of a high school diploma in the 
United States or O and A levels in the British 
system and so on and which contributes to 
this perspective of deep thinking. Children 
also specialize in a field of study for that de-
gree starting around age 15 or 16, so they 
learn to focus on depth from an early age. 

Creative. The French are creative, prob-
ably influenced by a long history of artists, 
and possess an avid interest to visit muse-
ums and artistic expositions. Their cook-
ing, even among close friends, family and 
good acquaintances, nearly always demon-
strates one’s ability to be creative. Inviting 
friends over for a simple, basic meal on a 
weekend for lunch or dinner is hardly ever 
practiced (except last-minute emergency 
situations) because one is evaluated on the 
presentation of the meal, even by friends. 
In many cases, people schedule such a 
meal well in advance to allow time to plan 
and prepare it. This can have an influence 
on the workplace in positive and less posi-
tive ways. The tendency to go in directions 
sparked by creativity, rather than stated 
requirements or necessity, will need to be 
managed, and the production energy will 
need to be channeled in optimal ways. It is 

important, however, to keep in mind that 
“intensive channeling” is easily perceived 
as a constraint.

Project documentation review. If you 
present the French with project documen-
tation and ask them to read it, they will not 
just read it but will usually come back with 
detailed comments. This critique-based 
men tality can be positive when asking 
them to make a proposal or to prepare a 
presentation, since they are accustomed 
to having their ideas being analyzed and 
picked apart to the nth degree, which 
stems from the education system.

Shoestring budget approach. The French, 
in general, are used to working with shoe-
string and low budgets since much is govern-
ment subsidized with the focus on making 
everything free and available for everyone. 
So, for the most part they are not often used 
to trying to obtain large budgets nor spend-
ing them; nor are they used to working with 
them on a regular basis. A commonly used 
expression, Système D(ébrouille) — the 
equivalent of the do-it-yourself (DIY) and 
do-it-your-own-way (DIYOW) mentality — is 
often even “expected” of senior person-
nel and managers at all levels to use. This 
can result in their being able to more easily 
adapt to and work with substandard bud-
getary conditions and restraints that other 
cultures might not accept. 

Relational people. Once a business or 
team relationship has already been estab-
lished, the French are very relational. Much 
discussion among them happens during 
a meal, and so the meals tend to be long. 
This is very different from other cultures in 
which the meal is for eating food and then 
the parties go somewhere else to get on 
with work and business. Meals are taken 
very seriously. It is not a good idea to rush 
French people through their habitual one- 
to two-hour lunch period. Business deals 
among the French are often discussed and 
signed over a meal. 

A piece of advice: if you do not like wine 
and if someone offers it to you during a 
business meal, do not refuse to drink it, 
but rather just pretend by lifting the glass 
to your mouth and touching the wine to 
your lips. This will bring you more success 
with the French than refusing outright to 
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Working With the French:
A Point of View

JEFF  ALLEN
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drink one of the primary national prod-
ucts. They also prefer face-to-face or at 
least verbal phone communication when 
they work together in existing teams. In 
other words, e-mail communication will 
not be sufficient to get your point across. 
If you want to make sure that the person 
really understands, you will probably have 
to use the phone.

Issues in multicultural communication
Accountability and responsibility. The 

English word accountability is without a 
culturally and semantically equivalent word 
in French. Responsable and responsabilité 
only reflect the aspect of being responsible 
for something. The term rendre des compt-

es does exist, but if you use this term, you 
can see people recoil because having to 
state and justify the status of commitments 
and actions is not something they like to do, 
nor do they force themselves to do it. This is 
likely because this expression is used in le-
gal areas and in the armed forces, which are 
usually not positive experiences for the ma-
jority who have participated in them. 

A new term, être redevable, has entered 
into the French language in certain contexts 
over the past few years, and it reflects the 
meaning of the English word accountability, 
as in accountability groups. But in discus-
sions in recent years with promoters of ac-
countability-based initiatives in France, I 
have the impression that they are constantly 
presenting a countercurrent concept within 
the French culture. They all say that it takes 
several years to evangelize and cultivate 
the concept among the French within social 
groups and semiprofessional settings.

For the French, accountability is only to 
one’s boss and not toward peers or horizon-
tally based teams. So, in a product or ser-
vice life cycle with codependencies in many 
directions, the lack of delay warnings from 
teams early in the cycle(s) can easily lead 
to a snowball effect throughout the chain. 
Belonging to several associations and so-
cial groups in France over the years, I have 
seen that this behavior permeates French 
culture in general, not just in the profes-
sional workplace. 

Despite commitments made in meet-
ings and on paper toward fellow associa-
tion members, it is common for the French 
to change their minds and not warn others 
that they have chosen to do something 
otherwise. I know several French people 
(outside of the family circle) on whom I can 
count when they make a decision, howev-
er, but they are few. This seems to go back 

to the independence that they learned in 
primary school. 

No sanctioning. The principle of sanction-
ing people for not fulfilling their responsi-
bilities is not regularly practiced in France. 
This is particularly evident in volunteer and 
social groups and can also be seen in pro-
fessional contexts.

Fear of failure. The French have a general 
fear of failure and try to avoid failure hap-
pening at all costs. When it does happen, a 
blame shift cycle starts up. This fear is most 
likely conditioned through the education 
system. And when a failure has occurred in 
the past, they try to hide it as much as pos-
sible, rather than being able to say “Well, 
trying to start up a new company during that 
period was not the right window of time” 
or “It was a bad decision to take on that 
position” and so on. As students, they are 
publicly humiliated when they incorrectly 
answer questions aloud in class, and their 
exam scores and class grades are gener-
ally posted on a bulletin board for all to see.  
This may provide an explanation as to why 
they often do not indicate missed (commit-
ted) delivery schedules or forewarn of off-
schedule deadlines without being prodded 
for the information. This also may indicate 
why they are not favorable to putting into 
place sanctioning mechanisms for dealing 
with commitments which are not met. 

The opposite of failure is success. In 
France, success is a concept that promotes 
jealousy, competition and division. In other 
cultures, success can be one way of dem-
onstrating to others how to reproduce the 
same results. So, maybe the fear of failure 
is linked closely to a fear of success within 
the French culture. 

Rewards and recognition. These are not 
an inherent part of the culture. They can be 
found in early childhood school years, but 
not later in the educational cycle and the 
workplace. One reason is that France, as 
a socialist state, is generally not inclined 
to embrace methods that stem from capi-
talistic-oriented cultures. Although “Em-
ployee of the Month” rewards can be found 
displayed in McDonald’s restaurants in 
France, the idea is commonly criticized by 
the population in general. Therefore, us-
ing that type of incentive will not normally 
have a positive effect. 

Teamwork. In general, the French have 
a very restricted notion of the concept of 
teamwork. When they do decide to col-
laborate on a project, it rarely goes beyond 
working in groups of two or three. This is 
the result of being autonomous and can 

be evidenced in programs of study in uni-
versities and engineering schools. When 
a group of two or more people is set up, 
one participant ends up doing 90% of the 
work. And the French view teamwork as 
dividing up the different task areas and 
working individually on them (such as one 
person designing the motor and the other 
designing the interface) and then merging 
the work at the end of the cycle. This obvi-
ously does not always function well due to 
integration issues when trying to deal with 
design and development modules which 
have been performed in isolation and ac-
cording to different (and even contradic-
tory) perspectives.

The notion of commitment is less formal 
and understood with the French than in 
other cultures. They tend to not like leav-
ing e-mail traces or signed documents of 
a commitment to something. They can say 
yes to and commit to a task or project and 
not follow it through with rigor nor provide 
warning signals when actions and projects 
are off schedule or off track. I have expe-
rienced several times the situation where 
they completely changed their minds with 
regard to something that had been agreed 
upon previously and documented in meet-
ing minutes, and their later personal deci-
sion was not communicated to the rest of 
the group. This led to significant conflicts 
in group management. 

One close friend in France who works in a 
worldwide software company says that the 
developers and other team members in his 
company purposely do not respond in writ-
ten format (e-mail or otherwise) to requests 
for commitment because this locks them 
into a formal commitment. They prefer to 
keep everything verbal in order to not have 
any written trace of what was said. This can 
be seen in other contexts in French culture. 

Not go-getters. The French do not tend to 
be “go-getters.” They may express the need 
of having a leader, yet do not often propose 
themselves to be that leader and drive a 
new initiative to its end. Much of this comes 
from growing up in a state-subsidized envi-
ronment in which the population in general 
claims its rights and will not give up advan-
tages which have already been obtained. 

Many outsiders tend to see the French as 
lacking initiative. Much of this can probably 
be attributed to the education system lack-
ing incentive-based methodologies.  This is, 
however, changing, as many new MBA pro-
grams have begun to be offered in France 
in recent years. Yet few French people, even 
recruiters, know what an MBA is.
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Taking initiatives is not usually part of 
French mentality, and in the workplace it 
results in being exploited to do more work 
rather than being rewarded for spearhead-
ing a new idea and leading it to completion. 
This seems to be combined with the ob-
served preference not to take risks. There is 
more effort to put the brakes on risky ideas 
than to put them into place. One underlying 
contributing factor may be the dual ideas of 
formalism and conformism which lead the 
French to avoid sticking out in the middle 
of a crowd because they say to themselves, 
“What would others say if I do that?”

Nonconformist. Although the French ad-
here to conformism at a deep level, they 
often have a nonconformist attitude at the 
surface level. They do not like to conform 
to established rules and guidelines. For ex-
ample, the locations of highway/freeway/
motorway speed detectors are published, 
so the majority of drivers slow down in ap-
proaching the unit, then immediately speed 
up and bypass the stated speed limit. In 
conversation, they mock the implementa-
tion of such units as an infringement upon 
their personal liberty and freedom. 

Although they seem to act against rules 
and guidelines, they are actually more 
conformist than one thinks. This can have 
positive results in that they will seek to do 
and find things outside of prescribed pro-
cesses. This can be beneficial for software 
testing. On the other hand, it can also have 

negative results if the minimal necessary 
requirements are not followed. They would 
like to fancy themselves as independent 
thinkers, but the conformist practices they 
have been taught since infancy are deeply 
instilled.

Dependent on the boss. The French tend 
to want to have someone to tell them what 
to do — someone who will be responsible 
for the action if things don’t go right. Orga-
nizational hierarchy is important in all set-
tings. They are often uncomfor table working 
in environments that lack a formalized verti-
cal leadership structure. In contexts lacking 
such organizational structure or demon-
strated guidance, the lack of commitment 
is even more noticeable. They are used to 
clearly identified authoritative persons — 
teacher, doctor, supervisor and so on.

Escalations. A university professor in 
France said during my graduate studies 
that the French have had a long history of 
revolutions, which continue today with 
frequent strikes of the mass transport and 
postal services. So, the main way to get 
an issue resolved in multiteam contexts is 
to escalate issues to higher levels and to 
involve several layers of management in 
e-mail communication on issues that are 
not of critical urgency. In my experience of 
program management with French custom-
ers and partner companies, this escala-
tion culture has led to much intervention 
to calm down issues that could have been 

ironed out horizontally and at lower levels. 
This can be a model of a problem rising to 
explosive levels with no (or few) models of 
intermediary calm solutions.  

Negative perspective. The French often 
have a perspective that shows that some-
thing is impossible to do or a negative view 
of the matter. One major software com-
pany in France merged with another com-
pany in North America over the past year. 
A decision had to be made regarding which 
source code version control software would 
be kept, since the two companies used dif-
ferent ones. Senior management called for 
evaluation reports from both R&D centers. 
The French criticized the software they 
had been using, pointing out all its prob-
lems. Their colleagues from North Amer-
ica highlighted all the good points about 
the software they had been using. It isn’t 
hard to guess which software program the 
management committee decided to keep. 
This reminds one of the “tear it down” at-
titude that goes back to the revolutionary-
focused way of thinking.

Customer service. Tourists often criticize 
the manner in which the French approach 
customer service. Tourists and French resi-
dents receive the same treatment at the 
post office and the train/metro station. The 
French say that they are not “customers” of 
the public train and transit system, but just 
“passengers” and “users.” This has tainted 
their view of customer service in other ar-
eas, even affecting the restaurant business. 
Customer satisfaction is not a common 
objective, even for shop owners. Tourists 
coming from more customer-service-type 
backgrounds are often driven away from 
purchasing in a store where the shopkeeper 
or salesperson is cold and uninviting. 

There has been much improvement in 
this area over the years, but there is often 
a risk in multinational teams of cultural con-
flict about what constitutes minimal and 
higher levels of customer service. Service 
level agreements (SLAs) and service level 
objectives are foreign concepts to many of 
the French, who are used to simply receiv-
ing what happens to be ready and available 
at a given moment. And they risk portraying 
the same attitude with their own custom-
ers, even in different sectors.

Money. Finance-related topics such as 
one’s salary, the value of one’s car, bo-
nuses, donation plans and so on are taboo, 
and asking about them is considered very 
rude. Even asking a businessperson about 
his or her company’s revenue turnover is a 
delicate issue. 
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In a French church, a fundraising pro-
gram will avoid mentioning financial value 
and will focus on objects — for example, 
putting up a design plan of a window pur-
chase project and coloring in the number of 
window panes which have been purchased, 
rather than displaying a thermometer with 
financial threshold levels. The positive as-
pect can be ways of describing achievement 
levels without portraying them simply in 
terms of money. Yet, the inherent allergic re-
action of the French to financially impacting 
discussions can be interpreted by outsiders 
as lack of interest, motivation and incen-
tive. This is not the view of other business-
dominating cultures today where money = 
success = good. It is again a noncapitalistic, 
rather socialistic way of thinking. 

Paperwork. The French seem to be fa-
mous for their paperwork. I have found this 
to be true in general administrative issues, 
in dealing with government-related issues 
and in transactions that include long audit 
trails of transactions, such as the purchase 
of a house as the fourth owner. 

If you are interested in starting up a com-
pany, yes, there is much initial and ongo-
ing administrative paperwork. This is not 
necessarily true, however, of new business 
deals nor of project-related information and 
documentation in small businesses, where 
businesspeople already have enough gen-
eral administrative paperwork and would 
prefer to steer away from extra paperwork 
for operational activities.

Impact on the localization industry
What does all this mean in day-to-day 

business in the localization industry?
Relationship axis. If you will be doing 

business with the French on a regular basis, 
then spend some time learning about a few 
of the key cultural aspects of French busi-
ness relations.

Commitments. Make sure to draft all com-
mitments and SLAs in writing and obtain 
buy-in and agreement on all points. Con-
duct a background check on your potential 
French business partners and service pro-
viders with regard to their track record on 
following through with commitments. 

Accountability and responsibility. These 
notions take a while to promote, cultivate 
and strengthen with French-only organiza-
tions. It can be done, but it requires some 
adapted approaches to communicate the 
ideas and ensure that they are well under-
stood and followed.

Quality control and management. Few 
French-owned and French-run companies in 

the localization/globalization industry are 
ISO 9001:2000 certified. Does your partner 
institution/service provider follow any kind 
of quality management system? If not, why 
not? If these partners have devised their 
own systems, why did they choose to cre-
ate something rather than use or adapt an 
existing system? You will want to see proof 
of their own system, such as an audit.

Localizing information presentations.  

We talk about software and documentation 
localization, but content presentation strat-
egies also seem to need to be adapted to 
different locales. This is based upon how 
different cultures assimilate what is pre-
sented to them along technical and busi-
ness perspectives.

Conclusion
I am not implying that any or all of these 

attitudes are found universal among the 
French. Freelance consultants or workers 
in a small company of just a few people 
may demonstrate a very different attitude 
in order for their business or organization 
to survive, as may people who are used to 
working in multinational environments.

This article has been reviewed and com-
mented on by a dozen French people and 
several people of other nationalities. A 
more in-depth discussion of similar points 
is presented independently by interna-
tional management/intercultural special-
ist Pascal Baudry in his 2005 book French 

and Americans – The Other Shore.  gsg
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Vegetarian chicken curry. That is what 
I read on a restaurant menu while on 
one of many of my global travels!  Do I 

get a vegetarian chicken, a vegetarian curry 
with some chicken thrown in or a chicken 
curry with vegetables? If I were allergic to 
chicken, to vegetarian chickens even or to 
chicken alternatives, how can I be sure of 
my own safety? Having clear, understand-
able information about what we purchase 
is very important and can be a life-or-death 
issue in some cases, but how do we know 
the linguistic regulations when entering a 
continent such as Europe?

With more than 450 million people and a 
substantial percentage of high-earning in-
dividuals in the 25 member states, the Eu-
ropean Union (EU) offers a lucrative market 
for foreign investment. But what legal is-
sues need to be taken into account in order 
to sell in those countries?

A US company, for example, would need 
to take into consideration many issues such 
as data protection, whether a specific prod-
uct fits the market culturally and different 
legal systems. This article will focus on the 
linguistic issues that companies should con-
sider before taking a product to Europe.

Language and culture in the EU 
With 20 official languages in the EU, 21 

beginning in January 2007 and many more 
nonofficial languages, communication is 
an important issue for Europe’s nearly half 
billion inhabitants. It is one of the most 
important factors contributing to cultural 
diversity, and the EU is keen to maintain 
language and culture within the EU mem-
ber states. Article 3 of the Treaty establish-
ing the European Community has as its 
aim to contribute to “the flowering of the 
cultures of the Member States.” Article I-3 
(3) of the Constitutional Treaty states: “It 
[the European Union] shall respect its rich 
cultural and linguistic diversity, and shall 
ensure that Europe’s cultural heritage is 
safeguarded and enhanced.”

General product safety
An umbrella law covers language regula-

tion in relation to product safety. If a prod-
uct poses risks in certain conditions, then 
the language used must be clear and pre-
sented in the official language of the coun-
try in which it is sold. The General Product 
Safety Directive 2001/95/EC Article 8-1-B-1 
states: “For any product that could pose 
risks in certain conditions: (i) to require that 
it be marked with suitable, clearly worded 
and easily comprehensible warnings, in the 

official languages of the Member State in 
which the product is marketed, on the risks 
it may present.”

So in general terms, if your product could 
pose risks in any form, then it would be wise 
to cover it from a local language perspec-
tive. To read the full directive, visit http://
europa.eu.int/eur-lex/pri/en/oj/dat/2002/
l_011/l_01120020115en00040017.pdf

Language for consumers
In addition to the directive relating to 

general product safety, there are many 
different directives relating to labelling, in-
structions for use, assembly instructions, 
precautions regarding employment for use 
and any warnings which are intended for 
the final user of the product or service.

As with the general products, the speci-
fications are mostly in the interest of safety 
to consumers. Information that is difficult 
to understand or read could have serious 
repercussions for the health and safety of a 
consumer. Examples are consumers with al-
lergies, illnesses such as diabetes, those on 
particular diets or users of electrical appli-
ances. In the latter, for example, the Council 
Directive 92/75/EEC of 22 September 1992 
refers to product information for users of 
household appliances. It states clearly in 
Article 4-a that “Whenever an appliance 
specified in an implementing directive is 
displayed, dealers shall attach an appropri-
ate label, in the clearly visible position spec-
ified in the relevant implementing directive, 
and in the relevant language version.”

The Council Resolution of 17 December 
1998 on operating instructions for tech-
nical consumer goods states: “Operating 
instructions for technical consumer goods 
are often perceived by consumers as inad-
equate, both because they are unclear and 
present language difficulties, owing to faulty 
translations or to the use of terms which are 
too complex and because the use of the ap-
propriate language is crucial for clear, user-
friendly operating instructions.”

Annex 5 on the language of manuals en-
forces: “Consumers have easy access to 
operating instructions at least in their own 
official Community language, in such a way 
that they are legible and easy for the con-
sumer to understand.”

When it comes to advertisements, there 
is no language specification, but adver-
tisements must not be misleading, which a 
poorly translated or nontranslated adver-
tisement could be. This is covered in legali-
ties relating to unfair commercial practices. 
Children, for example, are not typically flu-
ent in foreign languages, so information 
conveyed to them must not be misleading 
because it is not understandable.

The EU is keen to ensure a balance be-
tween linguistic regulations and the free 
movement of products or services. If too 
many regulations are applied at the EU 
level, there may be a conflict with the free 
movement of products in Europe. So a 
certain number of regulations are set, but 
the EU leaves a lot to the member states 
to specify. More than half of the member 
states, however, have provided additional 
laws which consider it necessary to inform 
the consumer in his or her own language.  

A famous court case put France’s Tou-
bon Law on the front pages of many news-
papers. Passed in August 1994, the labour 
code Article 122-39-1 states: “Any docu-
ment containing obligations for the employ-
ee or provisions which the employee needs 
to know for the proper execution of his work 
shall be drafted in French.”

You should therefore check not only the 
legislation of Europe but also of the spe-
cific countries in which you plan to sell your 
products. For more information on con-
sumer language use, visit http://europa
.eu.int/scadplus/leg/en/lvb/l32036.htm
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If your product 

could pose risks in 

any form, then it 

would be wise to 

cover it from a 

local language 

perspective.
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Language use in specific markets
In addition to understanding these 

legal requirements, it would be wise to 
check the laws pertaining to the commu-
nication of information in your industry. 
Of course, even in cases where there is 
no specific law, users are still four times 
more likely to purchase when information 
is in their mother tongue. So, from an eco-
nomic perspective, it is still worthwhile 
considering. 

If a restaurant owner translates only 
the starters or poorly translated the 
menu, patrons may go away with serious 
food for thought and possible hospital 
trips and never come back. Dishing out 
thoroughly translated, linguistically clear 
content will give them the taste to come 
back for more.

The EU website has information on laws 
relating to different industries: http://
europa.eu.int/comm/enterprise/sectors_
en.htm. Some industries are more specific 
than others in terms of the regulations that 
have been set down, so we will look at a 
couple of industries as an example.

Manufacturing and machinery
Within manufacturing, linguistic regu-

lations relate particularly to the health 
and safety aspects of using machinery. In 
relation to the language aspects of draft-
ing information, the Machinery Directive 
98/37/EC, 1.7.2. Warning of residual risks 
states: “Warnings should preferably use 
readily understandable pictograms and/
or be drawn up in one of the languages of 

the country in which the machinery is to 
be used, accompanied, on request, by the 
languages understood by the operators.”

In 1.7.4. on instructions: “(b) The instruc-
tions must be drawn up in one of the Com-
munity languages by the manufacturer or 
his authorised representative established 
in the Community. On being put into ser-
vice, all machinery must be accompanied 
by a translation of the instructions in the 
language or languages of the country in 
which the machinery is to be used and by 
the instructions in the original language. 
This translation must be done either by the 
manufacturer or his authorised represen-
tative established in the Community or by 
the person introducing the machinery into 
the language area in question.”

For more information on the Machinery 
Directive, visit http://europa.eu.int/comm/
enterprise/mechan_equipment/machinery/
index.htm

Life sciences
Life sciences is a very heavily regulated 

industry. If instructions for use are not un-
derstood by the user, the consequences 
can be very serious indeed. Various EU di-
rectives stipulate translation requirements 
such as the In-Vitro Diagnostic Device Di-
rective (IVDD 98/79/EEC) and the Medical 
Device Directive (MDD 93/42/EEC). The 
summary of product characteristics which 
specifies what is in a package must, for 
example, be in the local language, as 
must the instructions for use. In addition, 
a product can only be sold if it has the CE 

mark on it, showing it conforms to all stan-
dards. A large part of that is translation 
of the correct documentation. More infor-
mation can be found at http://europa.eu
.int/comm/enterprise/medical_devices/
legislation_en.htm

Recipe for linguistic success
Finding information in the bureaucracy 

of governmental divisions is not an easy 
task, and the EU is no exception. If you are 
looking at doing business in Europe and 
want to know which linguistic laws relate 
to your organization, check the links in this 
article and look into the legal regulations 
pertaining to language in the relevant di-
rectives. Check the EU legislation relating 
to your industry and how laws vary in the 
countries you intend to sell into. Make 
sure your general communications are 
clear and not misleading.

Consultancy organizations that special-
ize in helping companies with such mat-
ters also will be able to guide you in many 
areas of European legislation. 

If ever in doubt, however, translate. Even 
if it is not a legal requirement, you will have 
higher satisfaction rates and repeat busi-
ness among customers if you speak to 
customers in the language closest to their 
hearts – their mother tongues. 

Serving up poorly or partially translated 
content, however, leaves a bad taste in the 
mouth of the local consumer. So, be sure 
your dish is not only linguistically legal but 
also linguistically legitimate and leaves 
your customers hungry for more. gsg
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This guide is a component of the magazine MultiLingual. The 
ever-growing easy international access to information, ser-
vices and goods underscores the importance of language 

and culture awareness. What issues are involved in reaching an 
international audience? Are there technologies to help? Who pro-
vides services in this area? Where do I start?

Savvy people in today’s world use MultiLingual to answer these 
questions and to help them discover what other questions they 
should be asking.

MultiLingual’s eight issues a year are filled with news, technical 
developments and language information for people who are inter-
ested in the role of language, technology and translation in our 
twenty-first-century world. A ninth issue, the Resource Directory 
and Index, provides listings of companies in the language industry 
and a key to the previous year’s content.

Four issues each year include Getting Started Guides like this 
one, which are primers for moving into new territories both geo-
graphically and professionally. 

The magazine itself covers a multitude of topics.

Translation
How are translation tools changing the art and science of com-

municating ideas and information between speakers of different 
languages? Translators are vital to the development of interna-
tional and localized software. Those who specialize in technical 
documents, such as manuals for computer hardware and soft-
ware, industrial equipment and medical products, use sophisti-
cated tools along with professional expertise to translate complex 
text clearly and precisely. Translators and people who use transla-
tion services track new developments through articles and news 
items in MultiLingual.

Language technology
From multiple keyboard layouts and input methods to Unicode-

enabled operating systems, language-specific encodings, systems 
that recognize your handwriting or your speech in any language 
— language technology is changing day by day. And this technol-
ogy is also changing the way in which people communicate on a 
personal level — changing the requirements for international soft-
ware and changing how business is done all over the world.

MultiLingual is your source for the best information and insight 
into these developments and how they will affect you and your 
business.

Global web
Every website is a global website, and even a site designed 

for one country may require several languages to be effective. 
Experienced web professionals explain how to create a site that 
works for users everywhere, how to attract those users to your 
site and how to keep the site current. Whether you use the inter-
net and worldwide web for e-mail, for purchasing services, for 

promoting your business or for conducting fully international e-
commerce, you’ll benefit from the information and ideas in each 
issue of MultiLingual.

Managing content
How do you track all the words and the changes that occur 

in a multilingual website? How do you know who’s doing what 
and where? How do you respond to customers and vendors in 
a prompt manner and in their own languages? The growing and 
changing field of content management and global manage-
ment systems (CMS and GMS), customer relations management 
(CRM) and other management disciplines is increasingly impor-
tant as systems become more complex. Leaders in the devel-
opment of these systems explain how they work and how they 
work together.

Internationalization
Making software ready for the international market requires 

more than just a good idea. How does an international developer 
prepare a product for multiple locales? Will the pictures and col-
ors you select for a user interface in France be suitable for users 
in Brazil? Elements such as date and currency formats sound like 
simple components, but developers who ignore the many inter-
national variants find that their products may be unusable. You’ll 
find sound ideas and practical help in every issue.

Localization
How can you make your product look and feel as if it were built in 

another country for users of that language and culture? How do you 
choose a localization service vendor? Developers and localizers 
offer their ideas and relate their experiences with practical advice 
that will save you time and money in your localization projects.

And there’s much more
Authors with in-depth knowledge summarize changes in the 

language industry and explain its financial side, describe the chal-
lenges of computing in various languages, explain and update 
encoding schemes and evaluate software and systems. Other 
articles focus on particular countries or regions; translation and 
localization training programs; the uses of language technology in 
specific industries — a wide array of current topics from the world 
of multilingual computing.

If you are interested in reaching an international audience in the 
best way possible, you need to read MultiLingual. G
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