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Less than 5% of companies in the translation
industry have achieved ISO certification. We’re proud
to say that all Merrill Brink locations have been ISO 
certified since 1999. In fact, our quest for continuous
improvement has driven us to obtain certification
under the new ISO 9001:2000 service standard. Which
means we’re committed to the highest level of quality
in our services and client relationships. Put us to the
test and experience quality beyond the expected.

www.merrillbrink.com

Translation | Localization | Internationalization | Globalization
e-Learning | Custom Solutions
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Free downloads 

Our annual Resource Directory and Edito-
rial Index for 2006 is available for download 
at www.multilingual.com/resourceDirectory at 
no cost. This is a handy way to fi nd index 
information for all the issues of 2005. And with 
links built in for the resources, it is an easy 
way to fi nd help online for your language and 
technology needs.

All of our Getting Started Guides are also 
available for downloading. You can fi nd nine-
teen guides to download in either screen for-
mat (for slower connections) or print format 
(for nicer print quality) at www.multilingual
.com/gsg

We are happy to provide these useful intro-
ductory guides at no charge. We also have 
some extra print copies of some of these 
guides in-house. If you are interested in receiv-
ing one of them, please contact subscriptions@
multilingual.com

eBooks

Internationalization veteran Bill Hall has written 
a book of extremely useful information on .NET 
globalization. In the three sections of Globalization
Handbook for the Microsoft .NET Platform, Hall 
examines requirements for making an application 
ready for the world and explains in detail how to 
accomplish this using the .NET platform. These 
sections are available for purchase and download 
from www.multilingual.com/eBooks

Part 1 is an introduction — an explan-
ation of internationalization and loc al-
ization and their impor tance in software 
development. “Internation alization in 
Microsoft .NET” traces a programming 
example from analysis to solution, 
introduces important classes, formatting and testing 
methods, and basic localization, with code examples. 
The section introduces the System.Globalization
Namespace, the CultureInfo Class, and then 
provides sample programs.

In Part 2, Hall explores such classes 
as RegionInfo, TimeSpan, DateTime
and DateTimeFormatInfo, in cluding 
illustrations and demon stration pro-
grams so readers reach a full under-
standing of the date and time formats 
available and how they are used. The 

discussions of classes in Part 2 build upon the 
introductory and class-related material in Part 1.

Part 3 discusses number formatting, 
examining Unicode character structure 
and cat egory, text properties, code 
pages, encoding and decoding to and 
from Unicode and the riches of the 
.NET calendar classes. Methods and 
properties are explained and demonstrated in de tail 
using console applications as well as Windows 
forms and web pages that the reader can manipulate 
across all supported .NET cultures and calendar 
combinations when relevant. Knowledge of the 
contents of Parts I and II will be helpful for full 
understanding of the topics of Part III.

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.

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 1,500 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
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WWorld Cup mania and an election campaign were both in full swing when the 
Localization World conference took place in Barcelona (see our report in this 
issue). Football shirts and team scarves dominated the souvenir shops, and brightly 
colored political banners hung from standards on the streets. It was a chance to 
learn about Ronaldo de Assis Moreira (Ronaldinho), Football Club Barcelona (FCB 
or Barça) and Catalonia/Catalunya’s 
relationship with Spain.

Midfi elder Ronaldinho, it turns 
out, is also a World Food Programme 
Ambassador Against Hunger. He 
appears in a delightful public service 
announcement (see it at www.wfp
.org and a print version at right) that 
is currently circulating in at least 17 
language versions including Indonesian, 
Greek, Arabic, French, North American 
and United Kingdom English, Spanish, 
Italian, Mandarin Chinese, Thai, 
Vietnamese, German, Norwegian, Danish, 
Swedish, Finnish and Portuguese.

The World Cup brings out the wild fan 
in many a mild person, and translating 
its fast-paced play — complete with 
wide-ranging terminology — into the 
fans’ many languages is an impressive feat. The Fédération Internationale de 
Football Association (FIFA) site (www.fi faworldcup.com), partnering with Yahoo!, 
has up-to-the-minute scores, stats and bios in nine languages. Their multilingual 
2002 Seoul coverage — described in a presentation at the fi rst Localization World 
Seattle, 2003 — set a high standard.

In this issue, some “good sports” join us to address a range of topics in the great 
game of language. Angelika Zerfaß reviews the new version of PASSOLO, and 
Rachel Schaffer reviews Nicholas Ostler’s book Empires of the Word. Tom Edwards’ 
column addresses map issues; John Freivalds has some comments about the latest 
mergers; and Kit Brown outlines what to pack in a good localization kit. 

Karl Darr describes the process of managing multilingual content for motorcycle 
manuals at BMW, and Bill Trippe explains the basics of Darwin Information Typ-
ing Architecture (DITA) in text creation. Veteran translator George Witherington 
observes the trends in translation “for publication” and “for information” and the 
need for clarity about which is required. Riccardo Schiaffi no and Franco Zearo 
describe a translation quality index and its uses; and Eric Granered explores the 
open-source development that leads to products such as Joomla! and Moodle. 

Our Takeaway is a note about what quality means to whom, by Lori Thicke. And 
in this issue you’ll also fi nd a getting-started guide to the Middle East — with busi-
ness and localization advice from Ilan Bloch, Adi Lev, Lisa Verdon, Myriam Siftar 
and Nizar Y. Habash. Bon appetit!

Good sports

Laurel Wagers  Post Editing
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Not everyone
can live

off football.

You can help those who can’t.
Support the World Food Programme. We Feed People.

www.wfp.org/donate

Ronaldinho FIFA World Player of the Year and WFP Ambassador Against Hunger
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Be Free. 
Only Idiom® gives you the freedom to choose the language service providers you trust, the desktop

translation tools that meet your needs, and the right content management solutions for your global

information assets. 

The preferred globalization management system for many of the world’s leading global enterprises,

IdiomWorldServer™ provides freedom of choice.

Be free. To learn how, request your copy of the new Bock & Company report: Forging the Links in 

the Globalization Supply Chain. Visit www.idiominc.com/bock or call +1 781-464 -6000.

© 2006 Idiom Technologies, Inc. All rights reserved. Idiom and WorldServer are trademarks, or registered trademarks of Idiom Technologies, Inc. All other trademarks
belong to their respective holders.
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Announcements

GALA announces advisory council
Prior to the Localization World confer-

ence in Barcelona from May 30-June 1, 
2006, GALA (Globalization and Localization 
Association) hosted its largest membership 
meeting to date with nearly 100 members 
present. In addition to presentations on 
the association’s activities and group dis-
cussions on pertinent industry issues, the 
meeting included an announcement of the 
formation of an advisory council. 

The council is made up of GALA members, 
former board members and client repre-
sentatives, including Hans Fenstermacher, 
ArchiText; Don DePalma, Common Sense 
Advisory; Francis Tsang, Adobe Systems Inc.; 
and Gordon Husbands, Wordbank. The advi-
sory council will assist the board of directors 
in developing strategic direction for GALA, 
creating more channels for GALA to connect 
with clients, building outreach beyond the 
localization community and focusing on 
special topics as needed.
Globalization and Localization AssociationGlobalization and Localization Association, 
info@gala-global.org, www.gala-global.org

ForeignExchange achieves 
ISO 9001:2000 certifi cation

ForeignExchange Translations, a provider 
of specialized language services to medical 
device, pharmaceutical and biotechnol-
ogy companies, has been awarded ISO 
9001:2000 certifi cation. ForeignExchange 
selected Denver-based Orion Registrar, Inc., 
as its ISO-accredited auditor. Lead auditor 
John Luka says Orion found no nonconfor-
mances in the registration audit, thus dem-
onstrating ForeignExchange’s knowledge 
of and commitment to ISO standards.
ForeignExchange Translations, Inc.ForeignExchange Translations, Inc.,
info@fxtrans.com, www.fxtrans.com

SDL-hosted summit challenges 
global brand management

SDL International, a global information 
management solutions (GIM) provider, hosted 
an executive event in Paris in May 2006, 
which was attended by some of the world’s 
leading brands, including Philips, FedEx, HP, 
GlaxoSmithKline, Sony, Kodak, Sun Micro-
systems and Intel. SDL instigated the event 
after identifying the need for a forum to 
enable senior executives to debate challenges 
and opportunities surrounding the manage-
ment of global brand, corporate content and 
company information in worldwide markets. 
The invitation-only summit provided an 
opportunity for senior executives across many 

different industries to debate and share best 
practices regarding the challenges surround-
ing GIM.

Following the presentations, attendees 
were invited to debate the issues raised 
and to participate in a survey. The survey 
identifi ed the top three factors to success-
ful business in global markets, in order of 
importance: increasing customer satisfac-
tion in world markets; reducing the time 
to launch products and campaigns in world 
markets; and expansion into new markets.

Executives in attendance also reported that 
providing local language communications for 
sales and marketing and communicating with 
one voice whatever the language or com-
munication channel were more important 
to delivering a superior customer experience 
than providing localized products or services 
or personalizing communications to customer 
needs and preferences.
SDL InternationalSDL International, fribeiro@sdl.com,
www.sdl.com

Lingua Tech Singapore turns 10
 Lingua Tech (S) Pte. Ltd., a localization 

solution provider in Singapore, celebrates 
its tenth year in the localization industry in 
2006. In conjunction with its anniversary 
celebration, Lingua Tech Singapore will be 
organizing a series of localization aware-
ness workshops and seminars in Singapore 
for its clients and those who are interested 
in the reaching out to the global market.

Lingua Tech Singapore has a worldwide 
network of more than 500 qualifi ed trans-
lators and a branch offi ce in Shanghai, 
China, with future plans to open branches 
and representation offi ces in Hong Kong, 
Thailand and Taiwan.
Lingua Tech (S) Pte. Ltd.Lingua Tech (S) Pte. Ltd., 
info@linguasg.com, www.linguasg.com

Argos celebrates 10th anniversary
Argos Translations, a company that offers 

a full range of language services, is cel-
ebrating its tenth anniversary. To show its 
gratitude to all of its clients, the company 
invites all current and future clients to cel-
ebrate. Throughout the year, visit the Argos 
website for various promotions, including 
a yearlong discount on all its services, free 
giveaways and many other surprises.
Argos Company Ltd.Argos Company Ltd.,
info@argostranslations.com,
www.argostranslations.com

Telelingua receives SAP Award
Telelingua International, a translation and 

localization company, has been selected by 

SAP AG to receive its Translation 
Partner of the Year award. The award 
was announced during the SAP 
Language Services Partner Forum 
2006, held annually at SAP head-
quarters in Walldorf, Germany. Tele-
lingua International was selected 
from among more than 60 offi cial 
SAP AG translation vendors for the 
high quality level of the projects 
delivered in 2005 and for its com-
mitment to project scalability and 
fl exibility over the last two years.
Telelingua International s.a.Telelingua International s.a.,
brussels@telelingua.com, 
www.telelingua.com

TransPerfect Translations 
introduces new division

TransPerfect Translations, a pro-
vider of litigation support for legal profes-
sionals, has announced the addition of a 
new division to its service offerings — Trans-
Perfect Deposition Services. Stewart I. Edi-
son was appointed to lead the new division 
as president. Edison joins TransPerfect with 
more than 20 years in the legal services and 
fi nance industries.

TransPerfect Deposition Services will offer 
premium services, including real-time report-
ing, electronic transcripts, video imaging and 
multimedia services, as well as translation 
and transcription services for both national 
and international forums.
TransPerfect TranslationsTransPerfect Translations,
info@transperfect.com,
www.transperfect.com

Changes

GLS expands Newport Beach offi ce
Global Language Solutions (GLS), a trans-

lation company delivering solutions in over 
100 languages, has expanded its Newport 
Beach, California, operations to meet the 
needs of its growing client base. GLS pro-
vides culturally and linguistically accurate 
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News
document translations, website localization, 
voice-overs, graphic design, multilingual 
typesetting/real-time interpreting and glo-
balization consulting services across several 
industries, including life sciences, manufac-
turing and fi nancial.
Global Language SolutionsGlobal Language Solutions,
info@globallanguages.com,
www.globallanguages.com

ForeignExchange relocates offi ces
ForeignExchange Translations, Inc., a pro-

vider of linguistic services to medical-device, 
pharmaceutical and biotechnology com-
panies, is moving both its US and European 
headquarters to new, larger facilities. The new 
locations of its Boston and Madrid offi ces will 
be able to provide the space and amenities 
needed to serve its growing client base and 
to help attract the quality talent needed to 
support its growth.
ForeignExchange Translations, Inc.ForeignExchange Translations, Inc.,
info@fxtrans.com, www.fxtrans.com

acrolinx North America opens, 
acrocheck User Group established

acrolinx, a provider of quality assurance 
tools for technical documentation, has opened 
acrolinx North America, Inc., a wholly-owned 
subsidiary of acrolinx GmbH. Headquartered 
in Colorado, the new subsidiary will sup-
port North and South American customers 
and provide a regional base for expansion 
initiatives.

On May 18-19, 2006, the fi rst acrocheck 
User Days took place in Berlin, Germany. 

Twenty representatives from nine global 
corporations gathered at the offi ces of 
SAP, the host of the event. acrolinx meet-
ing participants formally founded the 
acrocheck User Group, with the nine repre-
sented companies as charter members. The 
principal purpose of the group is to provide 
a forum for the discussion of technical and 
linguistical questions in relation to con-
trolled language in general and acrocheck 
in particular. An open exchange of infor-
mation about linguistic and other related 
development is planned, with the ultimate 
goal of consolidating requirements for 
ongoing acrolinx development.
acrolinx GmbHacrolinx GmbH, info@acrolinx.com,
www.acrolinx.com

Jonckers opens offi ce in Brno
Jonckers Translation & Engineering, a 

software, e-learning and multimedia local-
ization provider, is opening a new offi ce 
in the technological center of Brno, Czech 
Republic. The Brno offi ce is an important 
part of Jonckers’ aggressive plans for 30% 
overall growth in 2006. The company’s 
global presence continues to expand, with 
recent offi ce openings in South Korea, 
Japan and the People’s Republic of China.
Jonckers Translation & EngineeringJonckers Translation & Engineering,
info@jonckers.com, www.jonckers.com

eLocalize moves Cairo offi ce
eLocalize, a localization provider of solu-

tions for software, mobile telephony, elec-
tronics and multimedia in particular for 

the Middle East and North African region, 
has recently relocated to larger premises. 
To coincide with the change of address, 
eLocalize launched an upgraded version of 
its website in German, French, Spanish and 
Arabic, to complement the original English. 
Other languages will be added gradually to 
target the various regions where the com-
pany sees a potential to initiate or increase 
market share of its services, including desk-
top publishing for right-to-left languages.
eLocalizeeLocalize, m.aly@elocalize.net, 
www.elocalize.net

Symbio acquires Horizon Software
The Symbio Group, a provider of software 

development, testing and globalization out-
sourcing services, has acquired Horizon Soft-
ware, Inc. Headquartered in Atlanta, Georgia, 
Horizon specializes in providing outsourced 
development services for web-based appli-
cations to US and European clients, such as 
BellSouth and VeriSign, through their devel-
opment center in Chengdu, China. Symbio 
is converting all of the Horizon engineering 
staff to Symbio employees, with Horizon’s 
CEO, Peter Wang, joining Symbio as direc-
tor of software development, based out of 
Beijing.
SymbioSymbio, info@symbio-group.com, 
www.symbio-group.com

TransPerfect now in Toronto
TransPerfect Translations, a transla-

tion services provider, has opened a new 
offi ce in Toronto, Canada, a global center 

www.milengo.com
BRAZIL  |  CHINA  |  CZECH REPUBLIC  |  FINLAND  |  FRANCE  |  GERMANY  |  HUNGARY  |  ITALY
JAPAN  |  KOREA  |  NORWAY  |  POLAND  |  PORTUGAL  |  SLOVAKIA  |  SPAIN  |  TAIWAN  |  USA

Localization manager going global

milengo is the largest 2G Localization Alliance. Each of our 16 worldwide offi ces maintains in-house production staffs concentrated 
on their own language. This gives milengo intimate knowledge of the cultural and linguistic nuances of the major global markets.

So many countries… 
and even more languages!

Gruizi!

Salve!

And lots of cultural nuances
      one should be aware of.

         Yes sir, can do! 
Coincidentally, we are experts 

     in all of these languages!

Yeah right.

How can they understand 
   my target markets if they

       don t have of  ces there?

Bonjour!
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for business and innovation. TransPerfect 
comprises  several companies that provide 
translations, staffi ng solutions, document 
management, transcriptions, diversity and 
inclusion consulting, deposition services, as 
well as Crimson Life Sciences and Transla-
tions.com. Together, these companies offer 
an array of services including translation, 
interpretation, website globalization, sub-
titling/voice-overs, multicultural marketing 
and litigation support. 
TransPerfect TranslationsTransPerfect Translations,
info@transperfect.com, www.transperfect.com

Moravia expands to Argentina
Moravia Worldwide, a globalization solu-

tion provider, has announced a major expan-
sion of its worldwide operations to Latin 
America. This latest development includes 
the appointment of Cecilia Piaggio as man-
aging director of Moravia Argentina and the 
opening of a Moravia production center in 
Rosario, Argentina. A native of Argentina, 
Piaggio has worked in the localization and 
translation industry for over ten years with 
leading Argentina-based providers of Spanish 
and Brazilian Portuguese translation services.

Moravia’s new Latin American production 
hub will provide multilingual project manage-
ment services for Moravia’s global customers, 
with a special focus on regional support of 
Moravia’s clients in the Americas. 
Moravia WorldwideMoravia Worldwide,
europe@moraviaworldwide.com,
www.moraviaworldwide.com

Global Language Solutions adds 
Midwest offi ce, expands staff

Global Language Solutions, Inc. (GLS), 
a full-service translation, localization 
and interpretation fi rm, has opened 
a new midwest regional offi ce in the 
Chicago suburb of Wheaton, Illinois. 
The new location will offer the full 
suite of GLS services, including docu-
ment translations, website localiza-
tion, multilingual typesetting/graphic 
design, real-time interpreting, voice-
overs and globalization consulting 
services.
Global Language SolutionsGlobal Language Solutions,
info@globallanguages.com,
www.globallanguages.com

SAP announces new center in Brazil
Expanding its presence in Brazil, SAP AG, 

a provider of business software, is opening a 
new SAP Global Service Center in Sao Leop-
oldo, state of Rio Grande do Sul. Located on 
the “Unisinos” university campus, the new 

facility will focus on custom development 
and localization services for customers in 
Latin and North America. SAP chose Sao 
Leopoldo as the site of the new center based 
on a number of factors: the city’s excellent 
infrastructure, cost competitiveness, prox-
imity to higher educational institutions and 
strong support of the region through local 
government initiatives.
SAP AGSAP AG, www.sap.com

Collaboration

Language Weaver fi nds storage 
solution, European Center partner

Datalink, an independent information 
storage architect, has announced that auto-
mated language translation software devel-
oper Language Weaver has selected Datalink 
to design, deploy and support a unifi ed 
storage solution. In developing its statisti-
cally based automated language transla-
tion systems, Language Weaver handles an 
enormous amount of data. In order to con-
tinuously evolve its technology and bring 
new language pairs to market, Language 
Weaver needs ample data storage capacity 
to collect and process language repository 
data. Datalink designed and implemented 
a storage consolidation solution based on 
Network Appliance hardware and software 
technologies.

Language Weaver has also formed an 
agreement with Cross Language n.v. to 
become an authorized competence center 
for Language Weaver’s European and mul-
tinational corporate enterprise customers. 

Cross Language will provide consultation 
and training services for the customization, 
integration and deployment of Language 
Weaver’s automated translation systems.
Language WeaverLanguage Weaver, info@languageweaver.com, 
www.languageweaver.com
DatalinkDatalink, esales@datalink.com,
www.datalink.com
Cross Language n.v.Cross Language n.v., info@crosslang.com, 
www.crosslang.com

Translations.com 
and ArchiText merge

Translations.com, a provider of website and 
software localization, globalization manage-
ment software products, and translation 
solutions, has announced that it has com-
pleted a merger with software localization 
and content solutions provider, ArchiText, 
Inc. Boston-based ArchiText will become a 
division of Translations.com and continue 
to be led by founder Hans Fenstermacher. In 
addition, Fenstermacher will join the senior 
management team of Translations.com.

The two companies plan to develop 
and leverage ABREVE, ArchiText’s patent-
pending process and technology.
Translations.comTranslations.com, info@translations.com, 
www.translations.com
ArchiText, Inc.ArchiText, Inc., info@architext-usa.com, 
www.architext-usa.com

Eedo Knowledgeware joins 
Transware Global Alliance

Transware, Inc., a localization and glo-
balization services provider, has announced 
a new member of the Transware Global 

Correction: In the MemoQ review (#80, June 2006), the product 
developer is Kilgray Translation Technologies, which was not entirely clear. 
Opticentre is a partner and reseller of the product. And reviewer Angelika 
Zerfaß adds that MemoQ has an analysis option, Homogeneity, that calcu-
lates similarities between segments to be translated; and the server version 
publishes shared resources — that is, one translator’s entry will immediately 
appear as a hit to others on the team.

Note: In issue #80, the map on page 56 referred to the body of water between Korea 
and Japan as the East Sea rather than East Sea (Sea of Japan). Our usual practice is to use 
the most international maps and illustrations available. In this case we chose to adapt a 
map from a Korean source and not to edit it but to show the Korean usage.

Update: In issue #76 (December 2005), our article about localizing InDesign fi les referred 
to TRADOS Story Collector plug-ins for importing and exporting text. Since February 2006, 
according to Ziad Chama, SDL TRADOS product manager for format fi lters and software devel-
opment kits, a format fi lter is available for InDesign CS2 fi les that processes the InDesign Inter-
change (INX) format directly. 

Corrections and notes

Comments or questions? Please send them to editor@multilingual.com
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Alliance Program — Eedo Knowledgeware, 
a provider of software products for real-
time learning and knowledge systems. This 
linking of companies and technologies pro-
motes the development and management 
of all aspects of multilingual, multicultural 
content.

Eedo’s ForceTen Learning Content Man-
agement System provides a workfl ow devel-
opment toolset for the creation, capture, 
management and transfer of knowledge 
within an organization. It is powered by a 
knowledge repository and coupled with 
tools such as authoring, knowledge sharing, 
workfl ow management, simulation, content 
management and globalization features.
TranswareTransware, web@transwareinc.com,
www.transwareinc.com
Eedo Knowledgeware CorporationEedo Knowledgeware Corporation,
www.eedo.com

AOL chooses Smart Link
Smart Link Corporation has announced 

that AOL has chosen its online translator 
integration system, Im Translator, as a mul-
tilingual solution for AOL Translator (AOL 
Research & Learn: Translator). AOL Transla-
tor is empowered by the PROMT Translation 
Server and advanced Im Translator tools, 
such as multilingual spell-checker, virtual 
keyboard, Russian language decoder and 
back translation.
Smart Link CorporationSmart Link Corporation,
support@smartlinkcorp.com,
www.smartlinkcorp.com

Advanced Language Translation 
partners with Cross China

As a result of an increased demand for 
translation and localization services into 
Chinese, Advanced Language Translation 
has entered into a strategic partnership 
with Cross China (USA), Inc., a provider of 
business consulting and sourcing services 
for US companies doing business in China. 

Reciprocally, Advanced Language will 
provide language management services to 
Cross China clients who need translation 
and localization services for technical, 
marketing and product documentation for 
China.
Advanced Language Translation, Inc.Advanced Language Translation, Inc.,
info@advancedlanguage.com,
www.advancedlanguage.com

DocZone.com announces partnerships
DocZone.com, an XML content life cycle 

system provider, has announced a new tech-
nology partnership agreement with Clay 
Tablet Technologies. This partnership allows 

DocZone.com to add new project manage-
ment and portal delivery options to its 
XML content management and translation 
memory platform. Clay Tablet Technologies 
provides next-generation software solutions 
for content translation challenges with its 
Rosetta Suite of technology products. 

DocZone.com has also entered into a 
new reseller partnership agreement with 
Turn-Key Systems, based in Sydney, Aus-
tralia. This partnership will allow DocZone 
.com to increase its global market presence 
in Australia and New Zealand. Turn-Key 
produces the TopLeaf composition engine, 
in addition to providing a suite of system 
integration, data conversion and publishing 
services. Turn-Key will act as the primary 
reseller for the DocZone CMS and transla-
tion memory platform for this region.
DocZone.comDocZone.com, info@doczone.com,
www.doczone.com

Coto Global Solutions completes 
acquisition of Lingo Systems

Coto Global Solutions, a provider of global 
language services for businesses and gov-
ernment, has announced its acquisition of 
Lingo Systems, a provider of translation and 
localization solutions for training materials, 
technical documentation, software, online 
applications, content management, testing 
and integration as well as internationaliza-
tion consulting to businesses and govern-
ment customers worldwide.

Through its subsidiaries and affi liates, Coto 
Global Solutions is a full-service language 
company specializing in over-the-phone 
interpretation through TeleInterpreters, on-
site interpretation by Coto Language Ser-
vices, and now translation and localization 
solutions from Lingo Systems.
Lingo SystemsLingo Systems, info@lingosys.com,
www.lingosys.com

NetworkOmni and 
SignOn ASL partner

NetworkOmni Multilingual Communica-
tions, a provider of oral interpretation, writ-
ten translation and language communication 
solutions, has partnered with SignOn ASL, a 

video interpreting service provider for Ameri-
can Sign Language (ASL). NetworkOmni and 
SignOn will now provide video remote 
interpreting services on a national scale 
without geographic challenges impeding on 
an interpreter’s availability or becoming a 
fi nancial factor in a client’s decision making. 

In addition to bringing a new accessibil-
ity for all to ASL interpreting services, Net-
workOmni and SignOn provide customers 
a means of complying with the Americans 
With Disabilities Act. There is no minimum 
charge for an in-person interpreter; custom-
ers only pay for the actual minutes of service 
required.
NetworkOmniNetworkOmni, recruit@networkomni.com, 
www.networkomni.com
SignOn ASL, Inc.SignOn ASL, Inc., terps@signonasl.com, 
www.signonasl.com

Yamagata localizes websites 
for Fidelity National Title Group

Yamagata America Inc., a translation 
and localization company, has completed 
three new websites that enable Fidelity 
National Title Group’s American customers 
to access information in native languages. 
In addition to English, Yamagata created 
websites in Traditional Chinese, Spanish 
and Vietnamese.
Yamagata AmericaYamagata America,
info@yamagataamerica.com,
www.yamagataamerica.com

Jonckers wins contract with SAP to 
provide Dutch localization services

Jonckers, a globalization solution pro-
vider, has been awarded a contract with 
SAP, a provider of enterprise business solu-
tions. Work commenced in January 2006 
and will continue indefi nitely. Working 
primarily for the Dutch and Flemish SAP 
market, Jonckers will specialize in translat-
ing Dutch Enterprise Resource Planning 
software and documentation. The success 
of the contract may well result in increased 
collaboration, with the possibility of Jonck-
ers offering additional languages.
Jonckers Translation & EngineeringJonckers Translation & Engineering,
info@jonckers.com, www.jonckers.com

CSU Chico wins grant with 
help from Language Weaver

Language Weaver, a software company 
developing enterprise software for the 
automated translation of human languages, 
provided the automated translation soft-
ware modules in both Arabic and French 
that helped California State University, 
Chico’s College of Business win a federal 

News
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grant worth half a million dollars over two 
years. The college was notifi ed in May 2006 
of the award.

The Department of Education Federal BIE 
grant will support Chico State’s Localiza-
tion Program. The program is one of the 
fi rst college programs in the United States 
focused on international e-business and 
localization. The purpose of the program is 
to foster an environment where both aca-
demic and business communities benefi t 
from an exchange of resources and ideas 
that are culturally sensitive and respectful. 
Students in the program use the Language 
Weaver translation software to develop 
localized websites that assist students in 
other countries to understand the content 
in their own languages.
California State University, ChicoCalifornia State University, Chico,
rce@csuchico.edu, www.csuchico.edu/localize

Idiom to support Microsoft,
milengo joins LSP program

Idiom Technologies, Inc., an independent 
provider of scalable software solutions 
for globalization initiatives, will support 
the next generation of Microsoft Offi ce 
SharePoint Server 2007. With WorldServer, 
SharePoint 2007 customers will be able to 
optimize the translation and localization of 
SharePoint managed content and maximize 
re-use of all previously translated content.

milengo Inc., a 2nd Generation Localiza-
tion Alliance, is currently participating in the 
Idiom Technologies WorldServer LSP Advan-
tage Program. milengo will use WorldServer 
ECM integration features to integrate the 
system with its content management sys-
tems. milengo — a community of 16 transla-
tion and localization companies distributed 
around the world yet unifi ed under the 
same business model, project management 
workfl ow and quality assurance standards 
— will take advantage of WorldServer work-
fl ow automation and the central translation 
memory sharing functions to improve the 
quality and reusability of language assets.
milengo, Inc.milengo, Inc., contact@milengo.com,
www.milengo.com
Idiom Technologies, Inc.Idiom Technologies, Inc., info@idiominc.com,
www.idiominc.com

Welocalize, M2 Enterprises merge
Welocalize, a provider of software localiza-

tion and testing services, and M2 Enterprises, 
a provider of multimedia and publishing 
translation services, have merged their oper-
ations. The combined company will operate 
under the Welocalize name and brand. The 
M2 Enterprises operations team will move 

from its Montgomery Village, Maryland, 
offi ce to the Welocalize headquarters in 
Frederick, Maryland. Smith Yewell will con-
tinue to serve as president and CEO; Andre 
Pellet will serve as vice president.

The merger expands the multimedia 
and publishing division of Welocalize with 
professional sound studios in Maryland and 
Oregon that offer capabilities in over 40 
languages for dubbing, voice-over, video 
narration, Flash localization and a variety 
of publishing formats.
WelocalizeWelocalize, info@welocalize.com,
www.welocalize.com
M2 Enterprises Enterprises, info@m2-e.com,
www.m2-e.com

People

PAEN appoints new project manager
Carmen Tsui Wah Law has joined PAEN 

Communications Ltd. Sydney team as a proj-
ect manager. Tsui Wah Law is new to PAEN 
but not new to the world of translation as 
she is a NAATI-accredited Chinese transla-
tor who has worked on large corporate 
accounts. She has also trained and worked 
as a secondary school English teacher.
PAEN Communications Ltd.PAEN Communications Ltd.,
info@paen.net, www.paen.net

Geo Group increases sales team
The Geo Group Corporation, a language 

services provider, continues to grow and has 
added Barbara Gilmore-Baker to its sales 
team. Gilmore-Baker will head up a new 
offi ce servicing the Milwaukee, Wisconsin, 
area. She brings a total of 30 years of medi-
cal sales and development experience to the 
company.
The Geo GroupThe Geo Group, xlate@thegeogroup.com, 
www.thegeogroup.com

Wéb-Tränslatiôns adds staff
 Wéb-Tränslatiôns, a localization agency, 

has added to its in-house team. Stella 
White joins the company as sales manager, 
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and Jennifer Rodgers has been hired to 
the project management team as project 
coordinator. 
Wéb-TränslatiônsWéb-Tränslatiôns,
info@web-translations.co.uk,
www.web-translations.co.uk

Common Sense expands staff
Common Sense Advisory, Inc., a research 

and consulting fi rm, has hired Ben Sargent 
as a senior analyst. In this role, Sargent 
will be responsible for leading business 
globalization, localization and translation 
research initiatives as well as consulting on 
globalization assessment projects. Sargent 
has held positions at Lionbridge, Transclick 
and iXL. Throughout his career, Sargent has 
worked for fi rms developing computer-
assisted translation technology, providing 
language services and creating global web-
sites for large multinationals.

Common Sense has also added two new 
business development managers, Kelly Bradley 
and Greg Mullen, to its Lowell, Massachusetts, 
offi ce. 

Prior to joining Common Sense Advisory, 
Bradley worked to develop new business in 
the technology and education sectors. She 
brings more than ten years of sales experi-
ence to the team.

Throughout his extensive career, Mullen 
has acquired international business develop-
ment skills. In addition to his management 
and business development experience, he 
taught at the Kryvyi Rih Economic Institute 
(Kiev National Economic University).
Common Sense Advisory, Inc.Common Sense Advisory, Inc.,
info@commonsenseadvisory.com,
www.commonsenseadvisory.com

Sajan names new vice president
Sajan, Inc., a provider of language trans-

lation services and technology, has named 
Vern Hanzlik as vice president of business 
development. As former CEO of Stellent, 
a global provider of content management 
software (CMS) solutions, Hanzlik has exten-
sive experience and proven success in the 
CMS industry. He will lead Sajan’s product 
commercialization efforts with an emphasis 

on Authoring Coach — an authoring memory 
tool that provides live, interactive access to 
existing source content from any Windows 
application.
Sajan, Inc.Sajan, Inc., productsales@sajan.com,
www.sajan.com

LTC hires IT director
Tim Cavalier has been hired by The Lan-

guage Technology Centre (LTC) as informa-
tion technology director. Cavalier has spent 
many years in senior positions managing 
the development of translation activities 
for various multinational companies within 
the scientifi c and online information indus-
tries. Cavalier will focus on refi ning the 
technology embedded in the LTC Commu-
nicator software and further extending the 
range of translation products and services 
being offered by LTC. The LTC is currently 
developing and designing a new generation 
product that will be presented to the public 
in autumn 2006.
The Language Technology Centre Ltd.The Language Technology Centre Ltd.,
info@langtech.co.uk, www.langtech.co.uk

Idiom adds LSP director
Idiom Technologies, a provider of scal-

able software solutions for accelerating 
and optimizing globalization initiatives, 
has appointed Peter Reynolds as director of 
the company’s WorldServer LSP Advantage 
Program. Reynolds comes to Idiom from 
Lionbridge, where he was the software 
development manager for the company’s 
Dublin-based research and development 
team. He is secretary of the OASIS technical 
committee for XLIFF and chair of the Trans-
lation Web Services Technical Committee.
Idiom Technologies, Inc.Idiom Technologies, Inc., info@idiominc.com,
www.idiominc.com

Noraktrad announces new director
Patricia Cairós Adrián has recently been 

appointed director of quality assurance and 
project management for Noraktrad. She 
has a BA in translation and interpretation 
from the University of Las Palmas de Gran 
Canaria and a master’s in international 
relations and communication from the 
Complutense University. Cairós Adrián has 
been with the company since 2002.
Noraktrad, S.L. - Grupo NORAKNoraktrad, S.L. - Grupo NORAK,
noraktrad@norak.com, www.norak.com

New director of sales at The Kitchen
The Kitchen, the language services divi-

sion of TM Systems and the developers of 
language translation, dubbing and subtitling 
technology, has welcomed Mary Pat Avery 

It’s Amazing Where 
        A Little Stability 
     Can Take You

www.moraviaworldwide.com

AMERICAS       EUROPE      IRELAND      CHINA      JAPAN
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to its Los Angeles offi ce. Avery will serve 
as director of sales, responsible primarily 
for developing and maintaining relations 
with the local production community and 
responding to the need for language cus-
tomization of all formats of programming. 

The Kitchen — the forefront of TM Sys-
tems’ global language network — offers 
transcription, translation, dubbing, subti-
tling, closed captioning, SAP and graphics 
services in all languages.
TM SYSTEMSTM SYSTEMS, info@tm-systems.com,
www.tm-systems.com

Products

acrocheck 3.0
acrolinx, a producer of quality assur-

ance tools for technical information, has 
introduced acrocheck 3.0 which includes a 
new intelligent content re-use feature. The 
new TermDesign technology reduces time-
consuming management of single terms. 
The heart of acrocheck 3.0 is the term life-
cycle component, which allows customers to 
import, validate and manage their corporate 
terminology. System administration has also 
been enhanced. User administration, system 
confi guration and data import can be man-
aged in a system console. 
acrolinx GmbHacrolinx GmbH, info@acrolinx.com, 
www.acrolinx.com

Rosette Linguistics Platform 5.0
Basis Technology, a provider of software 

solutions for multilingual text mining and 
information retrieval applications, has made 
available version 5.0 of its Rosette Linguistics 
Platform. This release includes a wide range 
of new features and performance enhance-
ments to Rosette’s core technology. In the 
new version, Rosette Entity Extractor, which 
identifi es names, places, dates and other 
entities in unstructured text, has added Tra-
ditional Chinese to its list of ten supported 
languages. Rosette Language Identifi er — 
which identifi es the language and encoding 
of a document — has improved accuracy on 
short text segments and has added Pashto, 
Somali and Urdu detection.

A Japanese Orthographic Analyzer, which 
allows search engines and text mining 
applications to fi nd occurrences of words 
that have multiple spelling variations but 
shared meaning, has also been added. 
Version 5.0 also offers newly updated and 
greatly expanded Chinese and Japanese 
dictionaries.
Basis Technology Corp.Basis Technology Corp., info@basistech.com,
www.basistech.com

LANCOR offers keyboards 
to educational institutions

LANCOR Technologies, a division of Lagos 
Analysis Corporation (LANCOR), a technolo-
gies solution provider, is offering its KONYIN 
United States Multilingual Keyboards to 
qualifi ed educational institutions at special 
prices. The new keyboard technology is 
designed to allow educational institutions to 
develop multilingual computer-based inter-
active curriculum for students and allow 
students to complete assignments, home-
work and tests in language studies by using 
a computer and a keyboard for the typing of 
extended Latin characters, accents and tonal 
marks for producing correct orthographies 

of various languages.
Lagos Analysis Corporation (LANCOR)Lagos Analysis Corporation (LANCOR),
infous@lancorltd.com, www.lancorltd.com

Spellex available for Outlook Express
Spellex Corporation has released Spellex 

for Outlook Express, the newest addition 
to its family of spell-checking solutions. 
By adding Spellex for Outlook Express, the 
spell-checker will provide correct spell-
ing choices for incorrectly spelled English 
words and also will allow users to look up 
words by phonetic or typographical search 
without exiting their program.

Spellex for Outlook Express is available in 
13 languages and can be used with Spellex 
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specialty spell-checkers such as Spellex medi-
cal, legal, scientifi c, geographical and others.
Spellex CorporationSpellex Corporation, 
vincent.petrillo@spellex.com, www.spellex.com

Vision Objects releases 
mobile device solution

Vision Objects, a provider of handwriting 
recognition technology for pen-based user 
interfaces, has released MyScript Builder 
Embedded 1.2 dedicated to mobile devices. 
This new version features additional lan-
guages and is now also available for Linux. 
MyScript Builder Embedded 1.2 has the 
capacity to integrate the use of bi-class 
language models that calculate the prob-
ability of pairs of words occurring together 
in order to increase overall accuracy. This 
release also supports a new language pack 
for Norwegian.
Vision ObjectsVision Objects, 
webcontact@visionobjects.com,
www.visionobjects.com

Introduction of Clear-CAT
Localization Consultancy & Technologies 

has developed Clear-CAT (Standard Edition), 
a product-localization suite that combines 
the benefi ts of software and documentation 
localization solutions. Clear-CAT has been 
designed to reduce the cost of ownership 
by combining functionality to the localiza-
tion of both software and documentation 
in one package by using visual localization 
technology for software translations and 
language technology by means of an inte-
grated translation memory (TM) for docu-
mentation translations. The combination of 
TM and contextual data enables in-context 
leveraging between documentation and 
software.
Localization Consultancy & TechnologiesLocalization Consultancy & Technologies, 
info@lc-t.com, www.lc-t.com

Visual Localize 6 glossary converter
Applied Information Technologies AG, 

a developer of applications for MS Win-
dows software in the industrial sector, has 
released a Visual Localize glossary converter 
— enabling the user to convert Microsoft 
glossaries into Visual Localize dictionaries 
— which can then be used for the pretrans-
lation of localization projects.
Applied Information Technologies AGApplied Information Technologies AG,
info@aitag.com, www.aitag.com/english

Lingo24 launches Contextrans
Lingo24, a language services and tools 

provider, has launched two new automatic 
translation tools. Contextrans is designed 

to help translators of all levels understand 
different contexts in which words are used 
and how this impacts translation.

Parasaurus Rex was designed as a para-
phrase-fi nding tool and thesaurus. Rex 
uses databases of approved translations to 
fi nd alternative expressions for words and 
phrases.
Lingo24Lingo24, www.lingo24.com/contextrans.html

Multilizer 6.2 announced
Multilizer (Rex Partners Oy, Inc.), a 

developer of globalization technologies, 
has announced the release of a new version 
of its localization solution. Multilizer 6.2 
includes various features and innovations, 
such as support for TRADOS. Multilizer’s 
features — such as multiuser translation 
memory, automated validation capabilities 
and translation work sharing — are designed 
to minimize translation work and create 
more reusability of existing terminology.
MultilizerMultilizer, info@multilizer.com,
www.multilizer.com

Idiom unveils WorldServer 8
Idiom Technologies, Inc., a provider of 

scalable software solutions for accelerating 
and optimizing globalization initiatives, has 
unveiled version 8 of its WorldServer global-
ization platform. WorldServer is differenti-
ated by its ability to provide partners and 
customers with the freedom to choose the 
service providers, desktop computer-aided 
translation tools or content management 
solution of their choice while supporting 
a broad range of commonly used industry 
standards. WorldServer offers customers 
and partners enhancements across four 
primary categories: advanced translation 
technologies, enhanced collaboration, ease 
of adoption and measurable business met-
rics and performance.
Idiom Technologies, Inc.Idiom Technologies, Inc., info@idiominc.com,
www.idiominc.com

Translation Offi ce 3000
Advanced International Translations, a 

software development company with a line 
of products for translators and transla-
tion agencies, has developed Version 8 of 
Translation Offi ce 3000 (TO3000). TO3000 
is accounting and administrative software 
designed specially for translators. TO3000 
adds more than 150 new features, including 
a visual scheduler of translation jobs, fl ex-
ible tracking of payment terms, business 
expenses, standard and custom reports, new 
export formats and many other improve-
ments requested by freelance translators 

For your FREE copy
please visit

www.lingosys.com
800-878-8523

Our metrics are
unmatched!

•Lingo Systems has never
caused a late release – ever!

•97% rate us a 6 out of 6 on
customer satisfaction.

•Translation, Localization,
Globalization solutions in
more than 70 languages.

15115 SW Sequoia Parkway, #200
Portland, OR 97224

800-878-8523

www.lingosys.com

Are pleased to announce The Society for
Technical Communication has awarded

"The Guide to Translation and
Localization" an Excellence and Merit

award in their 2005 competition.
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News
worldwide. Its interface is now similar to the 
interface of Projetex 2006: Project Man-
agement Software for Translation Agencies 
released earlier in 2006.
Advanced International Translations, Ltd.Advanced International Translations, Ltd., 
info@translation3000.com,
www.translation3000.com

Sisulizer localizes software
Sisulizer Ltd., a visual software localiza-

tion tool developer, has created Sisulizer, 
a Windows application that lets software 
developers localize applications into multi-
ple languages. The software supports .NET 
for Smart Devices, Pocket PC, Windows 
Mobile, Symbian and J2ME.

Sisulizer handles all languages, including 
right-to-left and double-byte languages. 
The Professional Edition and Enterprise 
Edition support visual HTML localization, 
local database localization, spell-checking, 
translation validation, pseudo-translation 
support, the free Translation Edition, inte-
grated translation memory and the ability 
to import comma-delimited fi les, localized 
fi les, local database information and data 
from other localization tools.
Sisulizer Ltd. & Co. KGSisulizer Ltd. & Co. KG, sales@sisulizer.com, 
www.sisulizer.com

Paragon produces SlovoEd 1.7
Paragon Software, a producer of diction-

aries for mobile devices, has announced 
the release of SlovoEd 1.7, timed with the 
recent release of Symbian S60 3rd Edition. 
SlovoEd dictionary was developed with 
active assistance and support by Nokia.

SlovoEd 1.7 for Symbian S60 3rd Edi-
tion offers a compression technology that 
locates 100,000 words in 600 Kb. Users can 
also install the dictionary on a memory 
card. SlovoEd represents 130 dictionaries.
Paragon Software GmbHParagon Software GmbH,
info@penreader.com, www.penreader.com

Lido-Lang offers XTRF
Lido-Lang Technical Translations offers 

XTRF, a new global management system 
built on Java technology for translation 
agencies. XTRF is designed to manage 
workfl ow activities, invoicing, CRM and 
preparation of ISO9001 certifi cate docu-
mentation. The new fully customizable, 
web-based XTRF system can be adapted to 
a user’s way of working. XTRF provides web 
access for suppliers and customers and can 
create FTP accounts for partners. XTRF sup-
ports virtually all languages.
Lido-Lang Technical TranslationsLido-Lang Technical Translations,
offi ce@lidolang.com, www.lidolang.com

Resources

Business-Centric Methodology 
(BCM) ratifi ed as OASIS Standard

The OASIS international standards con-
sortium members have approved the Busi-
ness-Centric Methodology (BCM) version 
1.0 as an OASIS Standard. BCM is a set of 
layered methods for acquiring interoperable 
e-business information within communities 
of interest. The BCM OASIS Standard serves 
as a road map, enabling organizations to 
identify and exploit business success factors 
in a technology-neutral manner, based on 
open standards. The new OASIS Standard 
addresses interoperability through the 
semantic alignment of concepts and layering 

of constraints, as defi ned by reusable busi-
ness templates.

BCM complements Enterprise Architec-
tures, service-oriented architectures, and 
frameworks, such as the Federal Archi-
tecture Reference Models and the United 
States DoD Architecture Framework. BCM 
also maximizes the use of web services, 
providing for the interpretation of mes-
sages and business documents from an 
enterprise viewpoint.
OASISOASIS, info@oasis-open.org,
www.oasis-open.org

Advanced Language’s president 
contributes to localization volume

Scott Bass, president of Advanced Language 
Translation, Inc., is one of 15 contributors to 
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a multidisciplinary volume entitled Perspec-
tives on Localization. Bass’s essay, “Quality in 
the Real World,” addresses the challenges to 
translation and localization quality in today’s 
global on-demand economy. The book is part 
of the American Translators Association’s 
Scholarly Monograph series.

The monograph was edited by Keiran 
J. Dunne, professor of French and Local-
ization at Kent State University, and was 
published by John Benjamins. It includes 
essays on the business case for localiza-
tion, terminology management, localiza-
tion quality, localization education, game 
localization, localization standards, and 
new approaches to tools, processes and 
the product life cycle.
Advanced Language Translation, Inc.Advanced Language Translation, Inc.,
info@advancedlanguage.com,
www.advancedlanguage.com

Open Global Web Architecture
framework and resource website

Idiom Technologies, Inc., has introduced 
its new Open Global Web Architecture. Based 

on commonly accepted open standards, the 
goal of the Open Global Web Architecture is 
to provide a framework for how companies 
should approach translation and localization 
in association with website development and 
management. By establish-
ing the Open Global Web 
Architecture as a collab-
orative industry standard, 
companies of all sizes can 
develop and maintain a 
sophisticated multinational 
online presence, without 
years of experience.

The Open Global Web 
Architecture provides sev-
eral specifi c features and 
benefi ts, including a sys-
tematic way to combine 
global, regional and local content; a mecha-
nism for synchronizing content from any 
region/language to any region/language; 
minimal extra burden on site developers and 
web producers (no new special skills or tools 
are required to use the architecture); and an 
architecture that is compatible with most 
content management systems.

Idiom has also developed a resource site 
to help promote this standard, whereby 
users can download a white paper and view 
associated demos and guidelines.
Idiom Technologies, Inc.Idiom Technologies, Inc., info@idiominc.com,
www.idiominc.com

MIIS Introduces GLOBE Center 
Information Clearinghouse website

The Monterey Institute of International 
Studies (MIIS) has created a new website 
— http://globe.miis.edu — for its Center for 
Globalization and Localization of Business 
Exports (GLOBE). The site is designed to share 
information on globalization and localiza-
tion at the corporate strategy level.

Some objectives of the website are to 
bring top managers to an awareness of the 
complexities of adapting to foreign markets; 
to provide them with the latest knowledge 
and resources; and to help raise the profi le 
of the localization industry. The content is 
meant to serve as an introduction to the 
concept of localization. The clearinghouse 
also attempts to create synergy by bring-
ing together a wide variety of professionals 
who might not otherwise interact, such as 
international marketing executives, global 
product development managers, transla-
tors, localization engineers, college profes-
sors, government offi cials and students.

GLOBE is part of the Fisher Graduate School 
of International Business and operates in 

conjunction with the other graduate schools 
at MIIS, including the Graduate School of 
Translation and Interpretation. The Fisher 
Graduate School of International Business at 
MIIS has recently been recognized in the Top 

100 International MBA 
Programs by Financial 
Times.
Monterey Institute ofMonterey Institute of 
International StudiesInternational Studies, 
jwood@miis.edu,
www.miis.edu

Conversis offers 
free reports on 
Brazil and India

Conversis, a transla-
tion and localization 
company, has just re-

leased another set of free country reports 
for its Cultural Commentaries: A Closer 
Look section of its website (www.conversis 
global.com). Focusing on Brazil and India, 
these new reports are being added to the 
growing database of free cultural reports 
that examine the various social, political, 
cultural and business conditions in other 
countries.

The report that examines Brazil, the 
ninth largest country in the world, outlines 
its growing popularity as an expansion des-
tination for business. With a rising domes-
tic product rate of nearly 5% per year, its 
stable economic position hosts nearly 400 
of the world’s top 500 companies.

An additional report on India provides 
an overview on the growing technology 
center. Like Brazil, with a population of 
over one billion people, India is quickly 
becoming home to many US and European 
companies that are expanding and are in 
need of outsourced services.
Conversis, Ltd.Conversis, Ltd., info@conversisglobal.com, 
www.conversisglobal.com

ELRA Language Resources 
Catalogue updated

The European Language Resources Asso-
ciation (ELRA) has added the following new 
speech language resources to its Language 
Resources Catalogue: ELRA-S0215 UK Eng-
lish Speecon database; ELRA-S0216 German 
Speecon database; L0067 English lexicon 
with morphological information; L0068 
French lexicon with morphological informa-
tion; L0069 Italian lexicon with morphologi-
cal information; L0070 Italian lexicon with 
morphological information and clitic verbs; 
L0071 Spanish lexicon with morphologi-
cal information; and S0217 BITS Logatome 
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Synthesis Corpus — BITSS-LG.
ELRA/ELDAELRA/ELDA, mapelli@elda.org, www.elda.org

Index TranslationumIndex Translationum updated
The second update of the world transla-

tion bibliography of Index Translationum
for the year 2006 is now online. It features 
some 30,000 new entries from Austria, Can-
ada, Croatia, Finland, France, Greece, Israel, 
Italy, Serbia and Montenegro, Switzerland, 
Turkey, and the former Yugoslav Republic of 
Macedonia. 

Created in 1932, available free of charge 
online, and updated three times yearly, the 
online edition of Index Translationum now 
contains more than 1,600,000 references 
(from 1979 to now) on literature, social sci-
ences, science, biology, art and history. The 
references registered before 1979 can be 
found in printed editions which are avail-
able in national depository libraries and at 
the UNESCO library in Paris, France.
UNESCOUNESCO, index@unesco.org, 
www.unesco.org/culture/translationum

Services

Trusted Translations new 
localization portal, B2B division

Trusted Translations, Inc., a Spanish trans-
lation company, has launched a new web 
portal (www.spanish-translator-services.com) 
containing free English to/from Spanish 
localization resources and tools, including 
accounting and fi nancial English to/from 
Spanish dictionaries; metric and tempera-
ture conversion programs; a world clock; 
and articles related to English-to-Spanish 
translation issues and other critical transla-
tion tools.

Spanish translator services feature English-
Spanish dictionaries developed by the team 
of English-Spanish linguists of Trusted Trans-
lations. The free online dictionaries (www 
.spanish-translator-services.com/dictionar 
ies/index.htm) are specifi c to certain key 
industries such as accounting and fi nance. 

The specialized online dictionaries currently 
have over 50,000 entries.

Trusted Translations, has also launched 
its B2B localization division dedicated to 
serving agencies and publishing companies 
that offer translation services to the Euro-
pean market. 
Trusted TranslationsTrusted Translations, 
contact@trustedtranslations.com, 
www.trustedtranslations.com

Nihongo Bashi announces virtual 
offshore delivery capability

Singapore-based translation services pro-
vider, Nihongo Bashi, a specialist in Asian lan-
guage translations, has rolled out its virtual 
offshore delivery model for translation and 
localization projects in Asian languages. The 
virtual offshore delivery model is particularly 
suited for software and information technol-
ogy companies, engineering organizations, 
or media and marketing organizations that 
have a need to translate and localize their 
communication in Asia. Translation agencies 
in Europe and North America can also take 
advantage of the offshore translation deliv-
ery capability.

Nihongo Bashi provides translation, inter-
pretation and localization services in all the 
major Asian languages, including Japanese, 
Korean, Chinese, Arabic, Malay, Bahasa Indo-
nesia and Hindi.
Nihongo Bashi Pte. Ltd.Nihongo Bashi Pte. Ltd., 
www.nihongobashi.com

SDL TRADOS Certifi cation Program
SDL TRADOS Desktop Technologies, a 

division of SDL International, a provider of 
global information management solutions, 
has launched SDL TRADOS Certifi cation 
Program. The program provides full sup-
port for the process of achieving the SDL 
TRADOS Certifi ed qualifi cation with more 
than 100 Approved Training Centers deliv-
ering training in multiple languages and 
locations worldwide.

SDL has brought together all the compo-
nents needed for a successful certifi cation 
program, including courseware available 
online or in print; multiple training options 
for developing the required skills; and 
online certifi cation testing that supports 
the progress of the student through differ-
ent levels up to the achievement of the SDL 
TRADOS Certifi ed qualifi cation.

Translators who become certifi ed will 
receive their own certifi ed website page to 
promote themselves, an SDL TRADOS Certi-
fi ed logo as proof of membership, signifi -
cant discounts on future product purchases 
and training sessions and a listing in the 
Certifi ed Translator’s Directory on www 
.translationzone.com

A free placement exam is available on 
the website — www.sdl.com/certifi ed. Users 
can choose to certify on either the SDLX or 
TRADOS Translators Workbench component 
of SDL TRADOS 2006, or both. 
SDL InternationalSDL International, www.sdl.com
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First Annual Localization Conference

July 20, 2006, in Ramat Gan, Israel. 
Net-Translators, tal@sbc.co.il, 
www.net-translators.com/safot/news_article_six.asp

1st International Subject-Specifi c 
Translation Conference

July 27-29, 2006, in Buenos Aires, Argentina. 
Colegio de Traductores Públicos de la Ciudad de Buenos Aires, 
congreso2006@traductores.org.ar, www.traductores.org.ar

August
AMCIS 2006

August 4-6, 2006, in Acapulco, Mexico. 
Americas Conference on Information Systems, amcis2006
program.cem@servicios.itesm.mx, http://amcis2006.aisnet.org

AMTA 2006
August 8-12, 2006, in Cambridge, Massachusetts USA. 

Association for Machine Translation in the Americas, 
president@amtaweb.org, http://amta2006.amtaweb.org

Building Blocks 2006
August 15-17, 2006, in San Jose, California USA. 

Digital Hollywood, www.digitalhollywood.com/BuildingBlocks.html

TSTT’2006
August 25-26, 2006, in Beijing, China. 

Terminology, Standardization and Technology Transfer, 
tstt2006@cnis.gov.cn, www.tstt2006.org

September
EUROCALL 2006

September 4-7, 2006, in Granada, Spain. 
European Association for Computer-Assisted Language Learning, 
eurocall@ul.ie, www.eurocall-languages.org

18th Summer Session of CETRA
September 4-16, 2006, in Misano Adriatico, Italy. 

CETRA — Leuven Research Centre for Translation, Communication and 
Cultures, jose.lambert@arts.kuleuven.ac.be,
http://fuzzy.arts.kuleuven.be/cetra/misano

BAAL 2006
September 7-9, 2006, in Cork, Ireland. 

British Association for Applied Linguistics, mike.baynham@
education.leeds.ac.uk, www.baal.org.uk/conf2006

Interpreting and Translating Symposium
September 8-9, 2006, in Bath, UK. 

Institute of Translation and Interpreting, e.m.merker@bath.ac.uk, 
www.bath.ac.uk/esml/conferences/bbfi ts/index.htm

1st Portuguese Translation Conference
September 11-12, 2006, in Lisbon, Portugal. 

Associação de Tradução em Língua Portuguesa, contrapor2006@
atelp.org, www.atelp.org/conferencia-en.htm

6th International Summer School
in Forensic Linguistic Analysis

September 18-21, 2006, in Birmingham, UK. 
University of Aston, www.forensiclinguistics.net

Computers and Translation — 
TM Systems and Software Localization

September 19-23, 2006, in Saarbrücken, Germany. 
Universität des Saarlandes, kh.freigang@rz.uni-saarland.de, 
http://fr46.uni-saarland.de

TAUS Executive Forum
September 21-22, 2006, in Beijing, China. 

TAUS, jvdm@translationautomation.com, 
www.translationautomation.com/tausmeetings.php

Qualifying Translators: The Role 
and Responsibilities of Higher Education

September 22-23, 2006, in Rennes, France. 
Colloque.net, elaine.rees@uhb.fr, www.colloque.net/en/colloque_en.html

October
TIS — Journal Submissions deadline

October 1, 2006, in San Diego, California USA. 
American Translation and Interpreting Studies Association (ATISA), 
tis@kent.edu, http://appling.kent.edu/ATISA/TIS/index.html

Localization Project Management (Europe)
October 3-4, 2006, in Bonn, Germany. 

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

New Research in Translation and Interpreting Studies
October 6-7, 2006, in Tarragona, Spain. 

Intercultural Studies Group, alexander.perekrestenko@
estudiants.urv.cat, http://isg.urv.es/seminars/2006_new_research

XML and Localization Seminar
October 10, 2006, in Denver, Colorado USA. 

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

Going Global in Microsoft .NET
October 11, 2006, in Denver, Colorado USA. 

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

STC Region 2 Conference
October 13-14, 2006, in London, UK. 

 STC Region 2, conference2006@stcuk.org, www.stcuk.org/R2conf

1st Athens International Conference 
on Translation and Interpretation

October 13-14, 2006, in Athens, Greece. 
 Hellenic American Union, http://translation.hau.gr 

Localization World Montréal
October 16-18, 2006, in Montréal, Québec, Canada. 

Localization World, info@localizationworld.com,
www.localizationworld.com/lwmon2006/cfp.htm

C
al

en
da

r

09-21 News&Calendar.indd 2009-21 News&Calendar.indd   20 6/29/06 9:38:19 AM6/29/06   9:38:19 AM

http://www.forensiclinguistics.net
mailto:tal@sbc.co.il
http://www.net-translators.com/safot/news_article_six.asp
mailto:kh.freigang@rz.uni-saarland.de
http://fr46.uni-saarland.de
mailto:congreso2006@traductores.org.ar
http://www.traductores.org.ar
mailto:jvdm@translationautomation.com
http://www.translationautomation.com/tausmeetings.php
http://amcis2006.aisnet.org
mailto:elaine.rees@uhb.fr
http://www.colloque.net/en/colloque_en.html
mailto:president@amtaweb.org
http://amta2006.amtaweb.org
mailto:tis@kent.edu
http://appling.kent.edu/ATISA/TIS/index.html
http://www.digitalhollywood.com/BuildingBlocks.html
mailto:tstt2006@cnis.gov.cn
http://www.tstt2006.org
mailto:info@localizationinstitute.com
http://www.localizationinstitute.com
http://isg.urv.es/seminars/2006_new_research
mailto:eurocall@ul.ie
http://www.eurocall-languages.org
mailto:info@localizationinstitute.com
http://www.localizationinstitute.com
mailto:jose.lambert@arts.kuleuven.ac.be
http://fuzzy.arts.kuleuven.be/cetra/misano
mailto:info@localizationinstitute.com
http://www.localizationinstitute.com
http://www.baal.org.uk/conf2006
mailto:conference2006@stcuk.org
http://www.stcuk.org/R2conf
http://translation.hau.gr
http://www.atelp.org/conferencia-en.htm
mailto:info@localizationworld.com
http://www.localizationworld.com/lwmon2006/cfp.htm
mailto:news@multilingual.com
mailto:mike.baynham@education.leeds.ac.uk
mailto:mike.baynham@education.leeds.ac.uk
mailto:e.m.merker@bath.ac.uk
http://www.bath.ac.uk/esml/conferences/bbfits/index.htm
mailto:contrapor2006@atelp.org
mailto:contrapor2006@atelp.org
mailto:alexander.perekrestenko@estudiants.urv.cat
mailto:alexander.perekrestenko@estudiants.urv.cat
mailto:amcis2006program.cem@servicios.itesm.mx
mailto:amcis2006program.cem@servicios.itesm.mx


www.multilingual.com  July/August 2006  MultiLingual | 21

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

International Communication — 
Promising Practices

October 27-28, 2006, in Barcelona, Spain. 
METM — Mediterranean Editors’ and Translators’ Meeting, met
meeting@gmail.com, www.metmeetings.org/pagines/metm06.htm

November
ATA 47th Annual Conference

November 1-4, 2006, in New Orleans, Louisiana USA. 
American Translators Association, ata@atanet.org,
www.atanet.org/conf2006

tcworld 2006
November 8-9, 2006, in Wiesbaden, Germany. 

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

30th Internationalization & Unicode Conference (IUC30)
November 15-17, 2006, in Washington, D.C. USA. 

Object Management Group, Inc., info@unicodeconference.org,
www.unicodeconference.org/ml

Translating and the Computer 28
November 16-17, 2006, in London, UK. 

ASLIB, tc28@aslib.com, www.aslib.co.uk/conferences

International Conference on Global Software Engineering
October 16-19, 2006, in Florianópolis, Brazil. 

ICGSE 2006, icgse2006@inf.pucrs.br, www.inf.pucrs.br/icgse2006

EDOC 2006
October 16-20, 2006, in Hong Kong. 

The Hong Kong Polytechnic University,
http://www4.comp.polyu.edu.hk/~edoc06

STARWEST 2006
October 16-20, 2006, in Anaheim, California USA. 

Software Quality Engineering, sqeinfo@sqe.com, www.sqe.com/starwest

Arabic NLP/MT Conference
October 23, 2006, in London, UK. 

British Computer Society, admin@bcs-mt.org.uk, www.bcs-mt.org.uk

LRC — XI
October 25-26, 2006, in Dublin, Ireland. 

Localisation Research Centre (LRC), lrc@ul.ie, 
www.localisation.ie/resources/conferences/2006

Languages & The Media
October 25-27, 2006, in Berlin, Germany. 

ICWE GmbH, info@languages-media.com,
www.languages-media.com/lang_media_2006

Calendar
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PPPASSOLO, the PASS Software Localizer by PASS En-
gineering, Germany, offers support for a wide range 
of software fi le formats such as executables, resource 
fi les and XML-based fi les such as XLIFF. Through op-
tional add-ins, PASSOLO can further deal with .NET, 
Borland Delphi/C++Builder or Java programs, or even 
user-defi ned data formats, where each text segment 
has its unique identifi er (INI fi les or ACCESS data-
bases, for example).
For translation of these fi les, the translatable text is extracted 

into translation lists. Dialogs and menus are shown during transla-
tion, as they would appear at runtime to give the translator as 
much context as possible. 

Project preparation steps include a simulated translation pass, 
where the developer can check whether his or her application is 
able to show all special characters of the target language and can 
make sure that all controls such as buttons can accommodate the 
length of the translated strings or the possibility to hide or lock 
certain strings before translation.

During translation itself, PASSOLO can leverage translations 
from different sources, be it a previous project — translated with 
PASSOLO, a TMX translation memory from another translation 
tool and different glossaries. Or it can connect to other translation 
tools through add-ins. In addition to the connection to tools such 
as TRADOS Workbench and MultiTerm or Transit and TermStar, 
which have been available for version 5, version 6 now also offers 
add-ins for SDLX and across. 

New features
Project sharing. Networking capabilities 

have been added, for the moment for local 
area networks only, but a server solution 
might be in store in the future.

When logging into a project, the user can 
do so in normal mode, having exclusive 

access to the project, or in shared mode as project manager, transla-
tor or read-only guest where each role has its specifi c rights. This 

way a project can be shared between project 
manager and translator over the network.

Even a translation bundle can be shared 
between translators, if this bundle has been 
created with the Team Edition and the transla-
tors are using the Professional Edition. The Free 
Translation Edition is not network-enabled.

PASSOLO 6
Reviewed by Angelika Zerfaß
New version supports more standards
and features an updated user interface

PASSOLO 6
PASS Engineering.
Windows NT 4.0/2000/XP.
Manuals: English and German.
Professional Edition: €1740.
Team Edition for 5, 10 or unlimited users: 
€3240, €4240 and €6240 respectively.
Add-ins between €400 and €600.
Translator Edition: free.

 Angelika Zerfaß is a 
freelance consultant and 

trainer for translation 
tools and localization-

related processes. 

Sharing a project.
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As a fi rst step to sharing a project, these different modes of 
logging into a project are a good idea. A translator, for example, 
can edit the strings but cannot change the project settings 
— although he or she can go to the project settings dialog and 
choose, for example, an additional language. Only then is the 
OK button grayed out. Maybe it would be better to restrict the 
translator from going to the project setup in the fi rst place. 

At the moment these different modes cannot be customized.

User interface
PASSOLO has always been very user-friendly, but having to 

deal with dozens of different windows, one for the project and 
one each for the source and target list of each resource, could 
become very confusing. This has changed now with the new 
tabbed design and the Windows Explorer-like navigation window 
for the project.

I found that the new user interface makes it a lot easier to navi-
gate the project and with the tabs you always have an overview 
over the different language pairs.

Now you can also combine translation lists into one big list, 
making it easier to sort, group or fi lter the strings.

When I created a project with ten resources and tried to open 
all string lists in one, I was asked for each string list if I wanted to 
create it. Here it might be nice not to have to confi rm the creation 
of each string list separately.

An HTML editor has been added as well so that HTML fi les can 
now be viewed and translated in an environment similar to that 
in translation memory (TM) tools, where tag information is shown 
as tag elements rather than text.

This way of showing tags is also applied to HTML content in a 
java fi le. Whereas before a translator would have to know exactly 
which part of the code could be translated and which must 
not be touched, the editor now shows text and code separately. 
Cascading parsers will fi rst parse the java fi le itself and are then 
able to give over the HTML coded part to the HTML parser for 
rendering.

In my opinion, this is a major step in the direction of an even 
more user-friendly display of translatable text.

Sorting, grouping and fi ltering of string lists. The string lists 
of all fi les in a project can now be combined into one big list 
for easier sorting or fi ltering. The results can be grouped, for 
example, by creation date, ID number or alphabetically by source 
or target language. The combination of sorting, grouping and 
fi ltering gives the user a powerful way of checking for consistency 
within a project.

With sorting and grouping you can see the results of your actions 
right away; with the fi ltering you would have to open the fi lter 
menu to see what kind of fi lter is active at the moment. You can 
see that a fi lter was applied, as the information “fi ltered” appears 
behind the “All strings” text above the string list. But I would prefer 
to see at least the name of the fi lter when it has been applied. 

Translation. Insertion of fuzzy matches during auto-translation 
has been added. The match rates are shown beside the match and 
will soon also be available in the statistics report.

Customization. The user can now add custom commands, for 
example, to call up a browser with a specifi c internet address 
(for example, a dictionary site) to search for a word from the 
translation list. Those commands can even be added to translation 
bundles so that all translators can benefi t from them.

Macro templates now make it easier to create your own macro 
for operations on selected strings or on a string list. Some macros 

Tabs and navigation.

Sorting and grouping a translation list.

New command in Tools menu.
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are available on the website, for example, for counting dialogs in 
a project or spell-checking using Microsoft Word.

Reports can either be produced as an HTML fi le or as an XML 
fi le using a user-defi ned stylesheet.

I especially liked the easy way to add a new command, which 
will be listed in the Tools menu. It would be even nicer if you 
could also add a shortcut combination for the new command.

Startup
Startup time can be improved by selecting the way in which the 

add-ins are loaded — at startup, on fi rst use or manually.
Unicode and ASCII version. Up to version 5, the user had the 

choice between using the ASCII or Unicode version of the PAS-
SOLO installation. From version 6 on, there will only be a Unicode 
version, but all projects created with previous versions can still be 
opened in version 6. Once opened in version 6, though, the proj-
ect will not be available for a previous version to open any more.

Handling of .NET. In .NET applications the information about 
what text element goes where in a dialog might not be readily 
available for localization tools to extract, as it may come from the 
code and not from the resource. PASSOLO therefore also reads the 
information in the code to be able to display the dialog with all its 
contents correctly. In comparison to other tools that execute the 
code in order to display the dialog (creating a dialog where click-
ing on a button might call the underlying function), PASSOLO 
reads the code with its SmartParse Technology and interprets the 
information for the display of the dialogs.

Support for standards. PASSOLO 6 will support the seg-
mentation rules exchange standard SRX that saves the seg-
mentation rules that were used to segment a continuous text. 
Now data exchange with other tools that understand the SRX 
format and can re-create the segmentation rules used for 
translation in PASSOLO can produce better match rates from 
the exchanged data.

Plans for the future. For the future a graphical user inter-
face for the creation of your own add-ins is planned and also 

the extension of the networking capabilities. Some mention was 
made on the possibility to “split up” a translation list for several 
translators, meaning sending out the same list to everybody but 
only granting access to certain parts of the list to one specifi c 
translator, which seems to become necessary as the projects and 
translation lists get longer and longer. Another idea was to run a 
source term check during development.

PASSOLO 6 once again adds some useful features but also lets 
the user decide which add-ins he or she needs. And with its con-
nectivity to other translation tools, it really does not leave much 
to be desired.

The only thing that a translator or project manager might wish 
for, especially if he or she is used to TM tools, would be some 
kind of data collection such as a TM where you can take some 
maintenance actions such as search and replace.

All in all, I was very impressed by the handling and updated 
user interface of the tool.

What’s new?
PASSOLO 6 introduces an improved user interface with tabs 

instead of windows for the project and the source and transla-
tion lists per language — HTML Editor and a tagged view, for 
example, for escape characters; string lists combined into one 
complete list for translation; user-defi ned sorting, grouping 
and fi ltering of lists and strings; project sharing in a local area 
network; user-defi ned commands; macro templates; support 
of SRX (better match rates after data exchange through the 
information on segmentation rules used during translation); 
improved WYSIWYG handling of .NET through SmartParse 
Technology; faster startup of the application, as not all plug-ins 
are loaded at startup time but later on the fi rst demand; and 
insertion of fuzzy matches during auto-translate. 

From version 6 on, there will be only one PASSOLO version, 
unlike before when there was both an ASCII and a Unicode 
version; and projects created with older versions can still all be 
opened in version 6.  M
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Linguist Nicholas Ostler has written a complex, im-
pressively detailed book that attempts to answer some 
very tough questions about language history. Why do 
some languages, such as Spanish and English, spread 
around the world and seem to endure forever, while 
others, such as Egyptian, never spread very far and 
eventually die out? Why do some languages, such 
as Sumerian, fall somewhere in between, spreading 
widely and for a long time, but eventually still dying 
out, replaced by another language? What linguistic, 
cultural and political factors play roles in what hap-
pens to a language over time? What will happen to 
English in the future — will it continue to prosper as 
a world lingua franca, used as a common means of 
communication in multilingual settings, or will it too 
be replaced by some other language, perhaps Man-
darin Chinese?

In 615 pages of text, maps, tables, fi gures, notes, bibliography 
and index, Ostler does a thorough job of tracing some 5,000 years 
in the history of the world’s major languages, from Akkadian (dat-
ing from 2400 BCE) to “The Current Top Twenty” (p. 525). The 
book, a “fi rst attempt” at “the universal study of language history” 
(p. xx), is intended to fi ll in gaps in the study of both linguistics 
and history by examining the interplay between the two fi elds and 
attempting to determine what factors infl uence what happens to 
a language at a given place and time. 

Ostler stresses the importance of study-
ing an area’s linguistic history as well 
as its political or military history: “Not 
enough attention has been paid to the 
growth, development and collapse of 
language communities through time, 
and the light these may shed on the 

kinds of society that spoke 
these languages” (pp. xx-xxi). 
By following the history of 
the world’s most successful 
languages, those that “spread 
across the world” (p. xx), Ostler 
hopes to shed light on both the 
languages themselves and on 
the history of the regions where 
those languages were spoken.

According to the book 
jacket, Ostler has a degree in 
classics from Oxford and a 
doctorate in linguistics and 

Sanskrit from MIT, with an impressively varied language back-
ground. The HarperCollins press release for the book says that he 
has “a working knowledge of 18 languages.” With a resume like 
that, Ostler’s depth of knowledge about the world’s languages 
comes as no surprise. Readers will fi nd a densely written, schol-
arly tome, but Ostler’s writing skill makes the information fairly 
accessible, and the fl ow of facts and events creates a fascinat-
ing, if at times overwhelming, mosaic. He assumes no back-
ground in linguistics for his readers, providing explanations of 
the sounds and symbols of various languages that use impres-

sionistic lay terms rather than technical 
linguistic ones. For example, he describes 
a speech sound (phone) from Turkish as 
“a gargling sound” (p. 105) rather than as 
a voiced uvular trill. His intended audi-
ence thus appears to be well-educated 
language or history enthusiasts, readers 

Empires of the Word:
A Language History of the World
Reviewed by Rachel Schaffer
A detailed look at the world’s most dominant 
languages and how and why they spread

Empires of the Word:
A Language History of the 
World by Nicholas Ostler,
HarperCollins, 2005, $17.95 
softbound, $29.95 hardbound.

 Rachel Schaffer has a Ph.D. in 
linguistics from The Ohio State 

University and teaches linguistics, 
composition and literature at 

Montana State University-Billings.
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genuinely interested in the ebb and fl ow 
of language and history details and curi-
ous about which world lingua franca to 
bet on next, rather than readers looking 
for technical linguistic information or for 
practical advice on how to learn or use 
languages.

Ostler has tried to make the wealth 
of information he presents accessible 
through a number of techniques, most 
notably a clear plan of organization. The 
book is very thoughtfully arranged, with 
a preface that outlines the scope and 
purpose of his study; a prologue that 
tells the story of Hernan Cortes’ meeting 
with “the supreme ruler of Mexico” (p. 1), 
Motecuhzoma (also known as Montezuma 
— Ostler admirably insists on maintaining 
the original linguistic forms of names 
whenever possible), to illustrate the kind 
of “pioneer moments of fatal impact 
[that] have happened throughout human 
history” (p. 4) and that will play a large 
role in his book; and the meat of the book 
— four sections with multiple chapters in 
each detailing the spread of the world’s 
major languages over the last several 
thousand years.  

Part I: The Nature of Language History 
contains two chapters. Chapter 1 (“Themis-
tocles’ Carpet”) introduces useful informa-
tion about the link between communities 
and the languages they speak and about 
the role played by literacy. Chapter 2 (“What 
It Takes to Be a World Language; or, You 
Never Can Tell”) outlines factors commonly 
thought to be involved in language spread, 
such as migration and military conquest, 
and helpfully reminds readers of Ostler’s 
purpose in writing the book: “The funda-
mental question of this book is to ask how 
— in what circumstances and with what 
dynamics — language communities have 
come to fl ourish in the past, as well as how 
some of them have declined and even met 
their ends” (p. 18).

Language spread
The next two parts are organized chron-

ologically based on the general method of 
language spread. Part II: Languages by 
Land contains eight chapters that range 
from a look at the rise and fall of ancient 
languages in the Middle East (Sumerian, 
Akkadian, Phoenecian, Aramaic, Arabic, 
Turkic and Persian) to examinations of the 
histories of Egyptian, Chinese, Sanskrit 
and Greek; various European languages 
spoken by the Celts, Romans, Germans and 
Slavs; and Latin. The four chapters of Part 

III: Languages by Sea take a similar close 
look at the later histories of Russian and 
of colonial European languages (Spanish, 
Portuguese, French, Dutch and English) 
as they spread abroad through overseas 
colonization.

Part IV: Languages Today and Tomorrow 
contains two chapters. Chapter 13 (“The 
Current Top Twenty”) presents informa-
tion about the 20 languages spoken by 
the largest numbers of people worldwide 
as either a fi rst or second language. Chap-
ter 14 (“Looking Ahead”) presents a useful 
recap of which factors have led to lan-
guage longevity and success (migration, 
the learnability of the language, its pres-
tige and technological innovations such as 
the printing press and the internet) and 
which factors have been less consistently 
successful (military conquest and religious 
proselytizing).

A closer examination of one repre-
sentative chapter will give a better idea 
of the fl avor of the book. Chapter 7 
(“Contesting Europe: Celt, Roman, Ger-
man and Slav”) begins, as many of the 
chapters do, with passages from ancient 
texts. Ostler then provides an overview 
of the chapter’s focus: the shift in the 
dominant language in Western Europe 
from Celtic to Latin over the period 500 
BCE to 500 CE due to military conquest. 
The next section examines Greek and 
Roman attitudes toward the Celts, Ger-
mans, Romans (as viewed by the Greeks) 
and Slavs. The following sections follow 
the pattern of development used by 
Ostler in each chapter: detailed descrip-
tions of the groups under discussion; 
the role, if any, played by writing and 
literacy, with many illustrations of texts 
from the times and places mentioned; 
and a panoply of wars, migrations and 
changing preferences in languages used 
as lingua francas for various purposes, 
such as conducting government or trade. 
Each section includes a discussion of 
which language(s) survived and in what 
role(s). For example, in Britain, Gaulish, 
a Celtic language, was replaced by Latin 
under Roman domination, but Latin too 
was replaced in turn by the languages 
of the Germanic tribes, including the 
Angles, Saxons and Jutes, which together 
eventually became English. Ostler asks 
rhetorically why Latin survived in other 
areas of Western Europe — as the mod-
ern Romance languages — but not in 
Britain. His suggested answer: plague 
wiped out enough Britons to remove 

effective opposition to the Germanic 
language invasion (pp. 312-13).

Reader’s comments
Although Ostler does an impressive 

job of organizing all this information as 
clearly as he can, because the book is so 
dense and there is so much information to 
keep track of, I often found myself lost in 
detail and unable to extract the more sig-
nifi cant patterns from it. As someone who 
is not a history buff, I found that the many 
accounts of confl icts, regime changes and 
population movements became repetitive 
after a while and hard to keep track of in 
any meaningful way. In general, I doubt 
that many readers would want to pick up 
this book for a leisurely afternoon of plea-
sure reading. My attitude may be represen-
tative only of nonhistory-oriented readers, 
of course, but similarly, I can imagine that 
nonlinguistics-oriented readers might fi nd 
the wealth of language detail equally con-
fusing and overwhelming.

I have a couple of other problems with 
the book, as well. The pronunciation of dia-
critics and letters used to transliterate lan-
guage forms is explained in footnotes that 
must be hunted up again if readers want 
to remind themselves of how to pronounce 
specifi c words. Charts explaining the dia-
critics located at the beginnings of relevant 
sections would have been easier to fi nd. 
I also found it odd that an accomplished 
historian such as Ostler, clearly writing for a 
global audience of varied backgrounds and 
world views, chose to use BC and AD for 
his dates rather than the more universally 
accepted BCE and CE (Before the Common 
Era and Common Era).

But the problems I have with the 
book are relatively minor compared to 
my overall admiration for the wealth 
of linguistic and historical information 
and insights that Ostler has assembled 
here. In addition to providing a logical 
plan of organization that juggles both 
chronological and geographical data, he 
has done an impressive job of making 
the languages and their histories come 
alive — through stories, explanations and 
a wonderful variety of original scripts, 
maps, tables and fi gures. Whenever he 
can, Ostler includes samples of texts in 
the languages he’s discussing, followed 
when necessary by a transliteration into 
the Latin alphabet and then a translation. 
The many maps show the locations of 
cities, kingdoms, population movements, 
and the extent and spread of languages. 
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All of the illustrations help to make the patterns clearer and 
livelier. As a trivia lover, I also found the odd linguistic or history 
factoid extremely interesting — for example, that it was Alcuin, 
“the head of the cathedral school at York,” who fi rst differenti-
ated between capital and lower-case letters (p. 316), or that the 
Saxons and Franks were “named for their favourite weapons, the 
seax or knife and the franca or javelin” (p. 311).

Ostler is also a very good writer. His prose is clear, if dense, 
and he includes humor and wit to lighten the linguistic load. 
He uses many enjoyable turns of phrase and clever analogies, 
as when he refers to “a slip of the stylus” on a clay tablet (p. 
562, note 33), describes the long-lasting Chinese exam system 
as “a built-in agitator of the sediments of the Chinese estab-
lishment, a perpetual grain of sand in the government oyster” 
(p. 170), or compares the gradual replacement of stylus and 
tablet (used to write cuneiform) by pen and parchment to the 
shift from paper to computer: “As with the onset of computers, 
good bureaucrats must have ensured that the old and the new 
coexisted for a long time: the ‘clay-free offi ce’ did not happen 
in Assyria till the destruction of the empire by the Medes in 610 
BC” (p. 67). He uses an especially lovely extended metaphor in 
Chapter 5 (“Charming Like a Creeper: The Cultured Career of 
Sanskrit”) to describe the history of that language, returning 
now and again to develop the analogy and play with word 
choice: “The creeper spread charmingly, but in time it tended 

to harden into an extremely intricate, and fairly unyielding, 
tangle of branches. In time, it would be pruned by unsympa-
thetic hands” (p. 218). The resulting language and imagery 
bring a smile to the reader’s lips more frequently than might 
be expected from such a weighty work.

Recommendation
The bottom line for me, then, is that Empires of the Word took 

me a long time to read, but I’m glad I did it. Ostler does achieve 
his goals of outlining the many factors that play roles in language 
survival, spread and death and thus of “embarking on a new 
approach within the general fi eld of linguistics” (p. 558) that he 
calls diachronic sociolinguistics (p. 558), that is, the study of the 
changing relationships among languages and societies over time. 
The book has enriched my history background considerably, and 
I’m glad to have it in my reference library, where I can look in it 
to fi nd answers to a variety of questions (for example, will English 
survive as the world lingua franca?  Ostler believes there’s a chance 
it will, as long as it retains enough prestige worldwide to fend off 
the growing numbers of Arabic and Mandarin Chinese speakers 
and as long as its dialects around the world don’t fragment into 
separate languages over time). Ultimately, I recommend Empires 
of the Word as a browse-worthy addition to institutional libraries 
or to the personal libraries of those interested in the questions 
that Ostler addresses.  M
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The care and handling 
of maps, Part 1

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

see are actually the end products of a long process of empirical 
ground- and remotely-sensed data passing through several stages 
of subjective human interventions based on a specifi c purpose, 
the technology available, the intended audience and the organi-
zational and/or cultural context in which the whole process takes 
place. What might be called a “correct” map in one country might 
be called a “complete fallacy” in another, depending on the local 
geopolitical perspectives and even national laws regarding proper 
display of country. Yet the persistent notion among most map 
viewers that maps are an absolute refl ection of “ground truth” 
demands that their use as a content element in products and 
services be very carefully managed. 

Similar to this column’s discussion of fl ags in issue #79, it’s 
prudent to state that the use of maps generally follows the same 
rules as the use of fl ags: Do not use maps unless they are abso-
lutely essential for conveying your intended information — that 
is, they generally should be not deployed as “eye candy” content. 
The primary reason for this relates to maps as a visceral, visual 
symbol of national sovereignty — a key area where governments 
and consumers alike are prone to react with passionate backlash if 
they perceive errors. While we can directly perceive evidence of the 
existence of a sovereign nation through the symbols of statehood 
— the homogeneity of a national culture, a fl ag fl ying overhead, a 
different language, a unique currency — a map encapsulates the 
very concept of sovereignty into an easy-to-perceive display. When 
this representation is wrong, it’s among the worst type of content 
knee-jerk reactions as a cartographic error can be perceived in some 
locales as a direct insult to a nation’s fundamental sovereignty.

That being said, it’s important to make a distinction between 
at least two specifi c applications of maps in your content: maps 
for design and maps for information.

In my years as both a cartographer and geocul-
tural content strategist, I have yet to encounter 
a single individual who has a negative reaction 
towards maps and cartography in general. Almost 
inevitably, the comment I hear most often when 
mentioning my cartographic background is some-
thing like “I love maps, and I always have since I 
was young!” Without a doubt, most people’s expo-
sure to geography starts with maps at a young age 
as they serve as unique and accessible gateways 
to imagine the lands far beyond one’s own and to 
expand one’s knowledge of a much bigger world. 

Part of the power of maps lies in their ability to provide readers 
with the ability to be an observer of somewhere they are not and 
of something that is not readily apparent through direct obser-
vation — for example, the act of visualizing global temperature 
changes to track trends in climatic change, a spatial query that’s 
easily taken for granted these days. But even in the beginnings of 
recorded civilization in the Mesopotamian valley, these “where” 
and ”what” aspects of spatial curiosity were satisfi ed by the cre-
ation of maps on clay and stone for various purposes — some of 
the oldest being from about 6,000 BCE (although some discoveries 
might be far older, such as a map-like diagram found carved on a 
mammoth tusk). So people have been making maps for ages, and 
we all love to at least look at them — if not always to have them 
when we need them most, like lost somewhere on a back road! 

Long before the more recent advances in cartographic technol-
ogy, such as the use of powerful geographic information systems 
(GIS) and the ubiquity of online mapping services, maps had long 
been ascribed through history with a high degree of objective 
accuracy by the general populace. However, all seasoned cartog-
raphers realize that “cartographic facts are only facts within a 
specifi c cultural perspective,” as J.B. Harley says in Deconstructing 
the Map (1989). What this means is that the maps you typically 

Off the Map Tom Edwards
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a compass rose, graticule, scale bar or other such things, ensure 
they’re still being constructed and displayed properly — even if 
not directly related to a specifi c map.

2. If you wish to show actual territories or land masses in the 
design, avoid all political boundaries and all geographic names/
labels. The safest map for a design is a simple basemap that only 
shows coastlines and islands.

3. If you must show a specifi c country/region as a design 
highlight, then only show that country/region’s boundaries.

Maps for design
This refers to the use of cartographic elements and maps for 

design purposes, to dress up a user interface, manual, packaging 
or some similar context. Map-like elements such as a compass 
rose or a graticule (a latitude/longitude grid) often add an in-
teresting fl avor to content, relating it to “travel,” “international” 
or other “global” themes. This usage is typically acceptable for 
maps but with the following guidelines: 

1. When using cartographic elements by themselves, such as 

Column
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The online maps above both show the Jammu and Kashmir region in central Asia as depicted in Microsoft Virtual Earth. 
The map on the left is from the “global” version and the map on the right from the “India-only” version, 

which must conform to Indian government policy on the depiction of Kashmir. Both images: ©2006 Microsoft Corp.

Cartography is in the eye of the beholder
Here are examples of cartographic representations as depicted by the three most popular online mapping services. As one may observe, there 

are obvious differences between the maps – not only in their cartographic symbology but also in their underlying data and content.

The two maps above show a signifi cant difference in style and content in this region, the one on the left from Google Maps and the one on 
the right from MapQuest. Some of the differences are based on the scale of the respective maps, since most online maps employ increasing

detail as one “zooms” closer.  Credit for ME-google.jpg: ©2006 Google. Credit for ME-mapquest.jpg: ©2006 MapQuest, Inc.
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Column
The general rule for maps used for design is to keep them 

simple and absent of the detailed content that is typically 
needed in a map that is used for information purposes.

Maps for information
When a map is required to specifi cally convey location or 

other spatial information, then it will be appropriate to use 
a more detailed map that shows geopolitical boundaries, 
geographic names and other features. These are the types of 
maps that will typically be the most volatile to manage as any 
introduction of specifi c location and geopolitical data increases 
the risk of locale-specifi c sensitivities. If your context requires 
an informative map, then it’s critical to at least be aware of 
your cartographic sources (what is the origin of the data?), the 
specifi c purpose (why are you showing this map?), the intended 
audience (who benefi ts from this map?) and the medium (will 
the map be online, in print, color and so on?).

Thus, I would highly recommend minimizing the use of 
informative maps while carefully using maps as generic design 
elements. While there might be an inclination to embellish the 
map with all kinds of additional information to enhance the 
design, remember that maps at their core are a communication 
tool. Thus, strive for clarity and simplicity as you might with a 
text-based explanation. Many may consider the style of a USGS 
topographic map or general-purpose travel map (AAA, Michelin 
and so on) as an ideal model to follow, but the reality for most 
business purposes is that a well-designed thematic-style map 
(a map that limits its representation to a basemap and a few 
highlighted themes) will fulfi ll the purpose. I have often seen 
products deploy a very detailed, informative map as a visual 
placeholder for content that is related to a specifi c country 
or region, while the actual presentation or scale of the map is 
far too inadequate to be useful. If your presentation medium 
doesn’t provide the required resolution and/or color depth 
required to show your map in appropriate detail, then it’s best to 
avoid the attempt and avoid placing your content at risk. As an 

alternative, you can post a link or provide references to where 
your audience can fi nd a more detailed and suitable map. 

In reference to suitable map sources to which you might direct 
your audience, the use of online mapping resources has grown ex-
ponentially in the last few years with a particular rise just recently 
due to waves of new products such as Google Earth and Microsoft’s 
Virtual Earth, in addition to good standbys such as MapQuest. All 
such products have their strengths and weaknesses, but they all 
generally provide a new level of cartographic visualization that was 
previously reserved for only cartographers and/or those with special 
mapping software. This provides a whole new utility for “casual 
mapping” among the public, but it doesn’t remove the end user’s 
need to consider the critical factors of source, purpose, audience 
and medium. As this article’s sidebar highlights, even among the 
three online mapping resources mentioned there are signifi cant un-
derlying differences in data that could greatly affect your intended 
purpose of deploying map content, so use them prudently.

As I close this fi rst segment on the use of maps as content, I 
reiterate the need to start the map discussion with at least the 
initial differentiation on the basic intention of the map con-
tent you might employ. Is it generally as a design element or for 
informative purposes? The key is to keep in mind that “maps don’t 
simply locate things: they can lead us to insights, discoveries 
and new ways of understanding” (John Krygier and Denis Wood, 
Making Maps, 2005). As with most content we discuss here, the 
end user will generate his or her own insights and interpretations 
of your map, no matter how generic or detailed. In Part 2 on this 
topic, we’ll explore the primary challenges related to maps used 
for information purposes and examine several of the more dif-
fi cult, specifi c challenges for designers and content managers.  M

Recommended Resources
How to Lie with Maps by Mark Monmonier (University of Chicago 

Press, 1996)
The Power of Maps by Denis Wood (Guilford, 1992)
Understand Maps on About.com: http://geography.about .com/od/

understandmaps
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Coto acquires Lingo Systems
Fresh off the wire is Coto Global Solu-

tions buying Lingo Systems. This is a differ-
ent sort of combination as it combines a 
fi rm which is heavily into interpretation and 
another which is heavy into localization. 
Yet both are on the West Coast and have 
a lot of government work. Lingo Systems 
is a subcontractor to L3 Communications, 
which has been getting the bulk of the 
Department of Defense interpretation and 
translation work. I was just at a confer-
ence in Washington, D.C., on China, and the 
language fi rm with the biggest presence 
was Lingo Systems.

Coto has had a back-to-basics market-
ing approach. Its website lets you know it 
can do “Arabic to Zulu.” And Lingo Systems’ 
unique selling proposition has been its 
Guide to Translation & Localization, which 
now has more than 20,000 copies in circu-
lation. Lingo Systems was founded in 1992, 
so it lasted two years past the average.

Translations.com-ArchiText
Then we had Translations.com acquiring 

ArchiText. DePalma called it the “Fenster-
macher Protocol” when I asked for his 
impres sion of what this was all about. In 
October 2005, DePalma wrote, “They have 
thrown down the gauntlet and become a 
market aggregator.” The latest was the 
purchase of ArchiText. As their press release 

WWe have been writing about 
mergers and acquisitions in this 
business for at least ten years. 
And in the twenty years I have 
been in this business three of 
the fi rms I worked for have been 
merged out of existence, and half 
the clients our company has had 
have been merged.  Only one has 
gone out of business per se.
Mergers and acquisitions are far from 

over. Just as we think we are done, 
there are more to consider. Analyst Arun 
George, who covers our industry for Clear 
Capital in London, notes that “although 
M&A activity totaled US $545 million in 
2005, the market remains fragmented 
overall (for example, 2,500 LSPs in North 
America alone).” Note that Clear Capi-
tal used numbers provided by Common 
Sense Advisory. GALA has some 200 
members, many of which will merge with 
one another, and there are now bet-
ter fi nanced fi rms from China and India 
seeking to expand. 

I have a long-term friend in this busi-
ness, and we have ongoing bets as to 
who will be the next one to merge or 
be acquired. I base my bets on the fact 
that the average life of a company in the 
United States is a mere 12 years. To look 
at acquisition candidates, I look at how 
long they have been in business. And as 
Don DePalma of Common Sense Advisory 
points out, successfully owner-operated 
fi rms that are profi table realize that to 
stay competitive they have to grow or else 
sell to the highest bidder. To grow you 
have to become a manager (meet payrolls, 
deal with sick employees) and stop being 
an entrepreneur, all of which is less excit-
ing to a lot of people.

It was no surprise, then, that at the 
recent Localization World conference 
in Barcelona one of the best attended 
sessions was “How to sell your com-
pany.” You know, nitty-gritty essentials 
(free cash fl ow, EBITDA, earn out, and 
multiplier over trailing revenue) were 
discussed. And I know of one fi rm that 
goes to conferences not to learn about 
the latest in XML or statistical machine 
translation, but to look at potential 
acquisition candidates.

There are a lot of things which we 
can’t discuss, but there are some which 
we certainly can.

 John Freivalds is managing director of the 
marketing communications fi rm JFA and is 
the marketing representative for his native 
country, Latvia. 

Mergers and 
acquisitions

John Freivalds World Savvy
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states, ArchiText will be the technology 
subsidiary of the world’s largest privately 
held language services fi rm. All of us have 
long wondered what to do with Hans 
Fenstermacher. After this merger, DePalma 
offers this advice: “We think it would be a 
good move to appoint him as ambassador 
to proselytize the company’s message. With 
ABREVE (ArchiText’s translation tool) in its 
quiver and Fenstermacher in the pulpit, 
Translations.com becomes a much more 
visible player in language service.” Founded 
in 1994, Architext hits exactly the 12-year 
average duration of most companies.

Welocalize, Connect and M2

When I asked Smith Yewell of Welocal-
ize if his remodeled loft/warehouse offi ce 
can accommodate people from his last two 
acquisitions, he responded, “Just enough! 
We are squeezing in!” Earlier, Welocal-
ize acquired Connect (founded in 1998 
— eight years ago), and then I received this 
e-mail from Welocalize: “We announced 
our merger with M2 yesterday. The benefi t 
to Welocalize is increased scale and depth 
across a wider range of locations and 
services. With the addition of M2 we are ex-
panding our desktop publishing, multimedia 
and linguistic quality assurance within the 
company. The result is a robust worldwide 
and reliable mid-tier choice for customers.”

So, how did we do against the average?
Given the average life span of a company 

is 12 years, the life span of the acquired 
fi rms mentioned in this report was 8, 12, 14 
and 27 years. That comes to an average age 
of 15.25 years before being acquired. For 
you statistically minded, 17.25 years is the 
median time before being acquired.  M
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Creating an effective 
localization kit

Kit (M. Katherine) Brown is the principal of Comgenesis LLC,  a 
technical communication 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 several years working as a consultant in the 
localization industry. 

provided as an attachment or separate fi le). The form also cross-
references the other components required.

Specifi cations. The specifi cations documents explain how 
to set up any localized screen shots, identify desktop publish-
ing (DTP) formatting and online help engineering requirements, 
and explain software build processes or hardware labeling 
requirements. If you need the localization vendor to perform 
a task in a particular way, provide the instructions for accom-
plishing that task. For example, screen shot instructions should 
include the operating system settings and applications used 
to produce the screen shot, as well as navigation and content 
information for each window, screen or page.

Source fi les. The source fi les are critical. Without them, the 
localization vendor cannot perform the work. Providing source fi les 
means sending the actual resource fi les, native application fi les for 
the documentation (for example, Adobe FrameMaker or MS Word 
fi les), graphics (such as Adobe Illustrator, Adobe Photoshop or Corel 
Draw fi les) and so on. Providing just a PDF or JPG fi le is not suf-
fi cient. These fi les should be ZIP’d together with the fi le structure 
maintained so that it can be replicated correctly. Only include the 
fi les that must be localized unless they are required for building the 
fi nal output. Clearly identify non-translatable items.

Localization kits are vital parts of the client’s 
communication with the localization vendor. They 
provide the localization vendor with the source 
fi les and specifi cations for a project and include 
detailed instructions about compiling software 
and help, creating hardware labels, documentation 
deliverables and so on. Companies need to provide 
the localization vendor with the localization kit at 
the request for proposal (RFP) stage and at every 
hand-off during the project. 

Providing a localization kit to vendors during the RFP stage 
has several benefi ts, which include providing a consistent basis 
for comparison to the potential vendors; enabling the potential 
vendors to obtain a glimpse of your processes and structures 
early in the project; and reducing the ramp-up time required 
once the project is actually started.

Components of the localization kit
While most localization kit components are common to most 

localization projects, others depend on whether the project is 
for a software or hardware product, as well as the point in the 
process. Most localization vendors have a form and process for 
providing localization kits. In addition, Bert Esselink’s book, A
Practical Guide to Localization, provides excellent advice about 
every aspect of the localization process, including localization kits.

Common components include the following:
Localization kit form. This form provides information on 

the who, what, when, where and how of the localization project. 
Ideally, the form includes spaces for contact information, sched-
ule, the languages needed, a list of fi les being provided (and 
structural relationship), part numbers used for each language 
product, versions of applications used, special considerations 
(regulatory information, for example), deliverables, and a space 
to list the guidelines and specifi cations that apply (typically 

This column is the fi fth in a series that explores the relationship 
between the client company and the localization vendor. I hope 
that these articles provide readers with practical information 
that can be applied immediately to their businesses.

Step by Step Kit Brown
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Output fi les. The output fi les show what the fi nal deliv-

erables look like in English. These fi les assist the localization 
vendor in troubleshooting the online help and DTP, as well as in 
creating workarounds for languages that are not supported by 
the application. 

Template fi les. The template fi les allow the localization 
vendor to make necessary changes to the styles to accommodate 
language differences. For example, Asian languages don’t use 
bold or italic for emphasis, so the vendor must modify the tem-
plate to refl ect this difference. Arabic and Hebrew are bidirec-
tional, so the template must be “fl ipped” to accommodate the 
difference. Providing the templates early in the process allows 
the localization vendor to identify and correct any potential 
localization issues before the localization begins. The localization 
vendor should also provide a list of issues associated with the 
templates and suggestions for fi xing them. That way, you, the 
client, can improve the process for next time.

Glossary and style guides. The glossary and style guides 
assist the localization vendor in maintaining consistency across 
documents, product labeling and languages. By providing the 
glossary at the beginning of the project, you can pre-translate 
the special terms and get them reviewed by the in-country 
reviewers. Doing so can save signifi cant time later in the local-
ization process. Style guides enable the localization vendor to 
determine what modifi cations need to be made to accommodate 
language differences.

Project overview and scope. Providing the project over-
view, scope, schedule, assumptions, risks, process and so on helps 
to set expectations appropriately and enables the localization 
vendor to be a full partner in the process. Engaging the localiza-
tion vendor early in the process and being as open and honest as 
possible allow both parties to identify and prevent issues before 
they derail the project. 

Test specifi cations. The localization vendor will perform 
verifi cation testing on the outputs for the localized versions. 
Having the test specifi cations for the source application and 

language gives the vendor a place to start and can save signifi -
cant costs in localization.

Software projects
For software projects, you need to also provide the build envi-

ronment, compiler information and instructions, and a compiled 
version to the localization vendor. This helps the localization team 
get the context needed for translating the user interface correctly, 
as well as ensuring that the localized versions compile correctly.

Hardware projects
For hardware projects, the localization team needs the dimen-

sions of the product labeling areas, a key for the product button 
and lever names, and information about any safety require-
ments. If possible, a prototype of the product is helpful for gain-
ing contextual understanding.

Handoffs
If you, the client, provide the full localization kit to the 

vendor at the beginning of the project, you can usually pro-
vide a simplifi ed version for handoffs. At a minimum, the form 
for the localization kit should identify which handoff it is and 
which fi les are being included. Unless you have made changes, 
however, you don’t necessarily have to provide the reference 
materials that you provided at the beginning of the project. 

Conclusion
Providing the localization vendor with detailed information 

about the project helps to ensure that the project goes smoothly 
and that the end results are high quality. Compiling the infor-
mation for the localization kit has the added benefi t of helping 
you to identify areas and issues with the project that might not 
otherwise be apparent. It is to your benefi t to be as open and 
honest as possible with the localization vendor. The vendor has 
a vested interest in your success and has expertise that you can 
draw on during the project.  M
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Managing motorbike 
documentation at BMW
Karl Darr

Today’s customers of BMW Motorrad (motor-
bike in German) expect a variety of different 
product variations with different designs and 
numerous options regarding special equipment 
and accessories. So, BMW Motorrad accommo-
dates the increasing demand for individuality, 
not only for visions and designs, but also for all 
related product documentation. During the life 
cycle of a motorbike, good product documentation 
is the foundation for high customer satisfaction. 
The documentation has to be understandable, 
factually correct and customer-specifi c for each 
vehicle. 

In 2002, BMW Motorrad engaged STAR Group to assist 
in implementing a new technical editing system. This article 
describes the implementation, use and results of this software 
solution.

A new technical editing system for BMW Motorrad
Modular concepts — which are well known in the industrial 

development, construction and production worlds — are becom-
ing more and more common in technical documentation, where 
modularization, structuring and version control are emerging 
as core elements. BMW’s newly implemented system, TERES — a 

German acronym for TEchnisches REdaktionsSystem (Techni-
cal Editing System) — supports these core elements consistently. 
The main idea behind the solution is to synchronize the modu-
lar organized processes of product engineering with its creation 
of information to be used in producing con sis tently high-qual-
ity docu mentation.

Before 2002, when BMW imp lemented the system for prod-
uct documentation, the documentation was created and pub-
lished by using a combination of Interleaf, FrameMaker and 
Microsoft Word.

BMW’s technical documentation
Today, BMW Motorrad generates all technical documenta-

tion internally, including these document types, each published 
in German and other languages. The Operator’s Manual and 
the Installation Instructions for Special Equipment are both 
published in 12 additional languages. The Repair Manual, the 

Karl Darr is an independent information 
management solutions consultant based 
in Santa Clara, California.
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Technical Service Data and the Financial Service Data are 
published in eight languages in addition to German.

The Operator’s Manual is published on paper, while all other 
document types are available on CD-ROM or on DVD.

Problems with the ‘old’ documentation 
and requirements for the ‘new’ solution 
Problems

Increase of data quality and accommodate increasing 
vehicle complexity 

Reconciling numerous product variants based on re-use of 
existing information

Accommodating constantly growing document volume 
for over 150 motorbike variants

Increase of the life cycle of documentation
Increase of language variety through new market penetration
Necessity of shipping technical information at the same 

time as product shipment, in the corresponding language 
(“simship”)

Time and cost pressure for translation, data preparation 
and quality assurance

Requirements
Media-neutral data management based on XML/SGML 

technology
Flexible re-use of 

information units
Synch ron i z ed 

working in a team, geo-
graphically distributed, 
via internal or external 
network

An integrated lan-
guage and translation 
management, including 
an interface to XML/
SGML enabled transla-
tion memory system 
and fi lter functionalities 
for “delta translations”

Variety of search functionality (for example, full text, 
metadata and tag search)

Role-based permission allowance to optimize the editorial 
workfl ow

Version management and source and disposition statement
Management of non-XML resources (graphics, PDF and so 

on) in any data format
Integrated workfl ow and reporting management

BMW recognized that because the new requirements for the 
technical documentation could not be mastered with the exist-
ing solution, a switch to a new system was indispensable.

Other key considerations for their decision to transition to a 
new solution were that it had to be an investment in an innovative 
and adaptable, as well as future-proof and trend-setting system.

Requirements for technical writers. The requirements for 
the technical writers can be characterized as faster — shorter 
production cycles and processing times; reasonable — avoid-
ance of unnecessary cost factors, notably through time-con-
suming and error-prone manual layout work; and effective
— avoidance of duplicated text, which can lead to an exponen-
tial increase in human labor, and additional errors.

Despite an increasing requirements pressure, the highest 
priority is and will be achieving premier quality. High-quality 
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The Editor enables technical writers to capture 
intellectual content in semantic data structures.

Projects fi t into a multidimensional database matrix.

 The Rider Manual page (left) and with the text shown earlier in the Editor screen. highlighted (right).
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products must be accompanied by high-
quality technical documentation.

Guidelines for 
the new solution
After the failure of previous approa-

ches, both with classical document/content 
management systems and with conse-
quently additional time and cost pressure, 
BMW defi ned strict guidelines for the 
“new” solution:

Fast implementation of the new 
hardware and software solution – fast 
“return on investment”

No production disruption but pro-
tection of existing processes and safe-
guarding of provisioning targets at the 
production lines

Integration into the existing IT-
environment

Shorter time limits for editing, trans-
lation and publication

Longer time limits for research and 
development

Re-use of information spanning dif-
ferent documentation types

Structured data management
Migration and re-use of legacy data
Follow the “Delta Principle” (des-

cribed later and which is understood in 
the context of the translation process for 
technical writing).

From concepts to the solution
Based on the newly defi ned require-

ments and goals, BMW Motorrad de-
cided to implement a solution from the 
STAR Group, which is headquartered in 
Switzerland.

The TERES solution uses four STAR 
technologies: the GRIPS information man-
agement system; the Transit XV transla-
tion memory (TM) system; the TermStar 
XV terminology management system;  and 
the WebTerm 5.5 web-based terminology 
management system.

Core TERES Infrastructure — GRIPS. 
GRIPS (Global Editing and Information 
Planning System — from the German acro-
nym for Globales Redaktions- und Informa-
tions-Planungs-System) is a database-type 
integrated system for the structured entry, 
management and publication of multilin-
gual information that is rigorously based 
on SGML/XML technology.

The system’s concept can be character-
ized as a transparent management system 
for storing self-contained information 
units (IUs) according to the single-source 
principle, that is, in a single data source. 

www.multilingual.com July/August 2006  MultiLingual | 37

The IUs can be managed and used more 
than once by linking them together. By 
linking IUs, redundancies can be avoided 
and information-related interconnec-
tions documented whereby the linked IU 
more precisely defi nes the content of the 
referring IU. 

This concept enables on-demand, auto-
matic production of derivative documenta-
tion. For example, a Quick Start Guide 
may be a derivative of an Owner’s Manual, 
which again is a derivative of a Mainte-
nance and Repair Manual, which is a 
derivative of the original engineering 
documentation and so on. 

A typical example in the automotive 
world:

The information unit that describes an 
assembly sequence is linked to the infor-
mation unit for a tool that is required for 
a specifi c assembly operation. Each of the 
two information units is self-contained in 
terms of content. The assembly instructions 
describe all the required operations in the 
assembly sequence and the tool descrip-
tion contains all the technical details of 
a particular tool. With the link, the tool 
data can be accessed from the assembly 
instructions and in the tool description 
there is a reference to a practical use for 
the tool showing what it is required for.

GRIPS is based on three main prin-
ciples: the Delta Principle; structuring 
and management of IUs; and separation 
of content from layout. Based on these 
principles, BMW was able to fulfi ll their 
requirements for a new solution.

The Delta Principle. “Delta” means 
“difference”: The technical writers and 

translators only work on absolutely new 
data — the data that is different compared 
to the old version. The same information, 
together with its translation, is re-used 

Industry Focus

A page within the document, describing hand controls.
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automatically for the documentation of 
new products or new product versions. The 
consequent application of this principle 
leads to time and cost savings throughout 
the whole documentation process, while 
also delivering higher quality.

Structuring and management of IUs.
Effective management and maintenance 
of information can be achieved by careful 

subdivision into IUs that are self-contained 
in terms of content, as in the automotive 
example mentioned above. Each IU can be 
allocated to one particular class of infor-
mation, which is referred to as an infor-
mation type. Each information type has a 
typical content structure that is defi ned by 
a document type defi nition (DTD), which 
STAR Group calls ITD (Information Type 

38

Defi nition). This achieves transparent mod-
ularization of the database using logically 
comprehensible modules.

For anybody who is familiar with 
desktop publishing (DTP) systems, GRIPS’ 
method of information entry represents a 
way of working that is entirely indepen-
dent of layout. One has to learn that a 
documented item of information is made 
up of individual logically self-contained 
information components — in the same 
way as a technical product is made up 
of separate subassemblies. The benefi ts 
of this working method far outweigh the 
inconvenience of the change-over.

The IUs can be entered by multiple 
users in different departments and loca-
tions, who are allocated specifi c tasks. 
It is possible for the information to be 
entered at the point of origination. This 
ensures high levels of data immediacy 
and quality as transposition errors are 
virtually eliminated. The identical con-
tent structure of an information type also 
guarantees a standardized content level 
on the part of the information entered.

The IUs can be updated or modifi ed 
independently of one another. That means 
that an IU only has to be edited when its 
content is actually changed. The signifi -
cance of an IU within the database is 
always evident and transparent for the 
user’s area of responsibility.

The individual IUs can be linked together 
to form an intelligent information network 
and are repeatedly re-usable. The duplica-
tions typical of document management 
systems can be reduced to a minimum or 
eliminated entirely.

Content-related identifi cation of the 
individual information components lends 
the database intelligence, without which 
automated subsequent processing (such 
as analysis or intelligent publication) 
would not be possible. In addition, the 
IUs are transparently managed in a data-
base of four dimensions. Those four 
dimensions are the information types, the 
product structure, the product variants 
and the languages. Consequently, infor-
mation classifi cation takes place almost 
unnoticed in the course of navigating 
along those four dimensions. 

Separation of content from layout. 
Entering data is absolutely independent 
of how the customer will see the fi nal 
publication or the “consumer’s view.” 
Similar to the development of products, 
GRIPS starts the information life cycle 
from the engineering view, by entering 
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the data into pre-defi ned data structures. 
In the end, GRIPS publishes the data 
100% automatically into the consumer 
view, without any manual interventions. 
The output of identical information in 
different formats (manuals and so on) 
happens in the shortest time, with prod-
uct and customer specifi c documents 
being generated and published on any 
kind of media, such as paper, CD-ROM or 
DVD — or even other applications — all 
from a single source.

Vehicle-specific documentation
For special motorbike confi gurations, 

TERES can generate vehicle-specifi c and 
equipment-dependent documentation. With 
the help of fi lters over product variants, 
repair manuals are produced on the fl y, 
and the documentation can be generated 
by choosing a certain equipment feature 
— for example, an existing automatic 
brake system (ABS). By selecting the fea-
ture ABS, the repair manual is automati-
cally adjusted and now includes additional 
required working steps, “change of brake 
fl uid” or “removal of tires” and so on.

Due to the classifi ed, structured and 
centralized data management, the mech-
anic can automatically retrieve additional 
important task-related information for a 
certain work step or for the entire work 
process within the repair manual: all 
related and required tools; all related and 
required lubricants; and all related and 
required technical data.

TERES also allows dynamic genera-
tion of vehicle-related maintenance plans 
which depend on motorbike type, past 
driving performance, motorbike deploy-
ment and/or time since last maintenance.

Acceptance by 
technical writers
Technical writers at BMW Motorrad 

can fall back on a long-term experience 
in structured working, but initially the 
“document-thinking” led to acceptance 
problems. Now, the technical writers do 
not have to write any documents in the 
“book-structure” (“consumer view”), but 
follow strict guidelines and enter data 
into pre-defi ned information structures. 
Special functions within the system allow 
the automatic re-use of IUs, so that for a 
new motorbike or new variant, technical 
writers only enter absolutely new data and 
re-use existing information from previous 
documentation, which together form and 
create a new vehicle-specifi c document. 

The technical writers had to be trained 
to overcome the old way of thinking and 
to accept a new kind of solution, away 
from the document or book paradigm.

Today, the technical writers follow the 
documentation guidelines and are able to 
focus on creative technical writing rather 
than on layout and formatting work.

In addition, because the publication 
process is fully automatic, standardized 
documentation in terms of level of infor-
mation, handling and corporate design is 
ensured.

Results of implementation
Cost savings. The integration of lan-

guage and translation management, in-
cluding the interface to an XML/SGML 
enabled TM system, Transit XV, as well 
as the fi lter function for delta transla-
tions, reduced BMW Motorrad’s overall 
translation costs by approximately 20%. 

In addition, the fl exible re-use of IUs 
and the ability to work in a globally col-
laborative manner drastically reduced 
the production costs by 40%.

Time savings. The identical content 
structure of an information type guar-
antees a standardized content level on 
the part of the information entered. This 
principle reduces research, search and 
entering time and accelerates the pro-
duction of publications.

Data management. The textually clas-
sifi ed, structured and centralized informa-
tion produces more documents in a shorter 
time, with greater information depth and 
higher overall quality, as well as re-use of 
proven structures and information from 
currently existing systems.

Flexibility. BMW can produce differ-
ent product-specifi c and user-specifi c 
product information in all languages, 
including any Asian language, for all 
current and future media.

Future-proof. Information is usable 
especially in respect to any product inno-
vation, for example, interactive docu-
mentation, diagnostic systems or direct 
information retrieval through any mobile 
device.

Outlook. The demand for an integration 
of additional document types has increased 
constantly. Different departments can use 
the same high-quality data and combine 
them for their individual needs.

Working with the information man-
agement system, the TERES solution has 
become more than “just” an information 
management system. It is a knowledge 
database, where interdivisional intellectual 
assets are managed, retrieved and con-
sulted. BMW is more than ever prepared 
to move its technical publications in any 
kind of direction to completely satisfy its 
customers. M
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DDDarwin Information Typing Architecture 
(DITA) has seen rapid adoption and imple-
mentation. This is especially true when com-
pared with other standards-based approaches 
to content creation and distribution. Less than 
a year after DITA 1.0 was approved as an 
industry standard by OASIS, major companies 
are already shipping large multilanguage doc-
umentation and help sets that have been cre-
ated using DITA.
We are awash in publicity about DITA. Vendor announce-

ments seem to be published every day, and a DITA-only 
conference has been launched. Yet, unlike the traditional 
hype cycle where this period of initial infl ated expectations 
coincides with limited use and adoption, in the case of DITA, 
many global organizations are not only using the technology, 
but demonstrating results. Two major companies in particular 
— Adobe and Autodesk — have adopted DITA and are using it 
for signifi cant projects. This rapid adoption speaks to the use-
fulness, generality and extensibility of DITA — and also to the 
clear recognition of the need for this kind of solution among 
major companies for purposes beyond technical documen-
tation. Together, these aspects of DITA combine to provide 
signifi cant business value for organizations, including lower 
content development costs, lower localization costs, faster 
time-to-market, improved quality and improved usability. 

DITA case studies: 
Adobe and Autodesk
Bill Trippe

A DITA primer
DITA is a horizontal industry effort originally designed to 

provide an XML framework for developing product documen-
tation. Initially spearheaded by the IBM Corporation, DITA is 
now maintained and developed within the OASIS standards 
consortium. Today, DITA has been embraced by a relatively 
large number of vendors and end-user organizations, and 
there is growing interest in its applicability to more than 
product documentation. DITA is obviously not the fi rst indus-
try effort to apply XML to product support content, but it’s a 
horizontal effort that is meant to apply to documents across 
a broad range of technical companies.

DITA provides a core document type defi nition (DTD) and 
schema that defi ne a “topic.” In DITA terminology, the topic is 
the basic informational unit. A topic is simply a module or unit 
of information that addresses a single subject. DITA has a useful 
notion of topic types, and the topic types already accounted for 
in the DITA architecture are “concept,” “task” and “reference.” 
These types make sense for technical product information, where 
you often see user manuals (tasks), reference information (ref-
erences) and more general background information (concepts). 
This “topic-oriented writing” lends itself to the requirement for 
a single piece of content to be used in many formats (print, web, 
help) as well as in many contexts (more than one manual or 
more than one help screen, for example).

Finally, we see the application of DITA to content outside 
of technical documentation and product support content. The 
DITA topics — task, reference and concept — potentially can 
be applied to all kinds of content. We also think the ease of 
use and the ability to specialize also make DITA a candidate 
for many applications that call for structured content cre-
ation and management. The generic transformations in the 
DITA Open Toolkit also enable rapid application development, 
especially as more and more developers regularly use XSLT 
and other stylesheet technologies.

Bill Trippe, senior editor of the Gilbane Report,
is co-author of Digital Rights Management: 

Business and Technology and SVG for Designers: 
Using Scalable Vector Graphics in Next-

Generation Web Sites.
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DITA in use at Adobe Systems
Adobe Systems, one of the world’s largest software com-

panies, provides publishing and document sharing technolo-
gies to customers in 20 countries. Adobe produces voluminous 
documentation to support its products. The documentation 
for Adobe Creative Suite totals 196 documents and more than 
110,000 pages translated into 14 languages. The documentation 
is a key part of the localization process, which also includes 
localization of the software, website and marketing materials. 
The translation work is done on an aggressive schedule. Adobe 
typically releases the English language version fi rst and ships 
the French, German and Japanese versions two weeks later, 
although some software releases have all four 
languages shipping simultaneously.

As a developer of publishing software, 
Adobe is in a unique position to do this kind of 
large-scale authoring and production. Adobe 
FrameMaker is the tool of choice for many 
technical writing professionals, enabling them 
to create full documentation sets in print and 
in essential complementary formats such as 
HTML and Help.

Since 1995, Adobe has been using Frame-
Maker to simultaneously produce its documenta-
tion and associated help fi les. With FrameMaker, 
FrameMaker plug-ins and custom scripts, the 
learning resources group had an effective pro-
cess for single-source publishing but found that 
the scale of their work demanded further automation. 

It was signifi cant that Adobe was moving to the model 
of selling the creative software tools as a suite instead of as 
standalone programs. A critical measure of success for the 
suite would be to provide an integrated user interface and user 
experience, and the documentation and help would be key to 
this. Moreover, releasing the products as a suite would bring an 
additional requirement to share content authored by different 
groups, including documentation, support and training.

With the need to do so much localization, the group found 
that re-use could also lead to greater effi ciency in the localiza-
tion work itself. With greater re-use and more granular manage-
ment of the content, they could more effi ciently translate the 
content into the different locales. However, using unstructured 
FrameMaker fi les, the group was only able to share large chunks 
of content, typically whole chapters. Moreover, the content was 
inevitably rewritten during editing and review for each locale. 
The result was higher development and localization costs, long 
lead times, and lower quality and usability.

Together, these requirements pointed to a need for the learn-
ing resources group to adopt a content development process 
that would make more use of re-usable modules of content. 
The group decided that DITA would offer advantages over their 
prior process of using unstructured FrameMaker. 

The Adobe team had in FrameMaker a tool that could support 
the DITA XML tagging. FrameMaker includes an application 
called an Element Defi nition Document (EDD) that maps the 
XML tags to the internal FrameMaker formatting commands and 
validates the XML markup. To begin using the structured version 
of FrameMaker, the Adobe team had to convert the unstructured 
FrameMaker fi les to the DITA XML elements. FrameMaker has 
an embedded technology for doing such a conversion, and the 

Adobe team used the conversion mechanism along with XSLT 
scripts to convert all of the fi les.

But the larger issue for the Adobe team was the need to 
manage the content at a more granular level and with a more 
automated workfl ow through the authoring, localization and 
production cycles. To move beyond what had been a primar-
ily manual process, the Adobe team implemented WorldServer 
from Idiom Technologies. With its built-in support for DITA as 
well as other content formats, WorldServer enabled Adobe to 
combine the topic-oriented DITA approach with translation and 
localization automation. 

After an initial pilot period, the new system is in place 
and being used with Adobe’s own content 
creation and production tools to deliver 
print and online documentation for Adobe 
Creative Suite 2 globally. Adobe writers 
now have centralized and uniform access to 
XML-encoded content through a web-based 
client interface. All content is validated, and 
cross-references can be made to all DITA 
content.

The Adobe team can point to a number 
of business benefi ts of using DITA together 
with their globalization system. The principal 
benefi t has been a more fl exible workfl ow 
with smaller, timelier handoffs during the 
content development and translation pro-
cesses. The re-used content improves the user 

experience and also helps to reinforce the goal of the product 
suite — cross-product workfl ow. The new system also supports a 
number of content re-use and sharing scenarios that the Adobe 
team envisions using in the near future. These include custom-
ized help, training and support.

DITA in action at Autodesk
Autodesk, Inc., is to users of computer-aided design (CAD) 

software what Adobe is to users of graphic design and illus-
tration software — the undisputed market leader. Founded in 
1982, Autodesk markets AutoCAD, the leading CAD software 
with widespread use in construction, manufacturing and a 
number of other major industries. 

Autodesk also develops and markets a wide variety of 
software products that are vertical applications built on top 
of the AutoCAD design platform, re-using AutoCAD features 
and AutoCAD documentation. Together, these products com-
prise a US$1.2 billion annual software business for Autodesk, 
with more than six million users in more than 100 countries 
worldwide. With such a large and diverse set of products, 
Autodesk is a signifi cant publisher of product support con-
tent. Deliverables include online help, PDF documentation, 
online and PDF tutorials, installation guides, reference guides 
and more. And because Autodesk has a global business, this 
product support content needs to be localized into 18 differ-
ent languages.

Autodesk’s documentation group was using unstructured 
FrameMaker to create documentation and online deliver-
ables. Several years ago, Autodesk began using structured 
FrameMaker for authoring, fi rst making use of the under-
lying SGML tagging and more recently the XML tagging. 
The various outputs (print, help, other online) were created 
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using the FrameMaker publishing tools 
and a FrameMaker add-in, WebWorks 
Publisher.

The Autodesk team saw the process 
of moving to XML as an opportunity to 
reengineer their processes and not merely 
to transplant existing processes. Like 
Adobe, Autodesk saw an opportunity to 

leverage XML to improve single-source 
publishing, to increase the re-use of core 
content modules, and to make the con-
tent device independent and application 
independent.

The Autodesk team also knew they 
would be moving at some point to a 
system that, ideally, would also help 

manage the localization processes. So 
the adoption of XML was seen as a 
natural steppingstone toward the more 
formal management of the content and 
the editorial, production and localiza-
tion processes.

The Autodesk team had a long-term 
vision for their implementation of new 
technology for producing and managing 
their product support. The transition to 
XML was a necessary but not suffi cient 
part of this process. The ideal system 
would be able to support a much more 
fl exible, user-driven publishing model 
with features such as dynamic, user-cus-
tomizable help, profi le-driven content, 
and customized deliverables of standard 
documents.

Like the Adobe team, the Autodesk 
team had in FrameMaker a tool that 
could support the DITA XML tagging. 
The Autodesk team developed a Frame-
Maker EDD to map the DITA XML tags 
to the internal FrameMaker formatting 
commands. As with Adobe, the Autodesk 
team also had to convert the unstruc-
tured FrameMaker fi les to the DITA 
XML elements. One signifi cant way that 
the Adobe and Autodesk teams differ 
in their approach is with the published 
output. While the Adobe team relies 
on FrameMaker to produce the various 
outputs, the Autodesk team instead went 
with a combination of XSLT and XSL-FO 
scripts and tools to produce the various 
outputs. In this way, FrameMaker is used 
as a pure authoring tool, and the output 
tools are independent of the authoring 
program.

As with Adobe, the Autodesk team 
had the broader goal of managing the 
content at a more granular level and with 
a more automated workfl ow through the 
authoring, localization and production 
cycles. The Autodesk team implemented 
Idiom WorldServer for managing the 
global content delivery process.

The move to XML and the auto-
mated output using XSLT and XSL-FO 
had already given the team a number 
of process and quality improvements. 
Their analysis showed, however, that 
the most compelling improvements and 
greatest return on investment would 
come with the savings on localization 
and translation gained from moving 
to a formal platform for globalization 
management.

Autodesk has successfully implemented 
the new system and is now creating a 
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wide variety of documentation, help and 
instructional materials from the XML 
source. Component fi les of content are 
managed within the Idiom system, and 
automated workfl ow tools enable writ-
ers, translators and other personnel in 
a collaborative, continuous process. 
Changes to the core (English) content 
are fl agged for translation, and the 
globalization system is leveraged to 
keep track of the changes and manage 
the translations.

The biggest improvements and time 
savings come in localization, where 
Autodesk is enjoying signifi cant sav-
ings, and in the desktop publishing and 
production of the various documents. 
The new system replaced manual, time-
intensive tools with automated XSL 
and XSL-FO scripts that take the DITA-
encoded content and produce the fi nal 
output automatically. For example, a 
single chapter can be produced in two 
minutes using the automatic tools, and 
a full, 3,000-page help product can be 
generated in 45 minutes.

Further savings arise from the re-use 
of the core AutoCAD documentation. 
Because the Autodesk team bases so 
much of the specialized product support 
content on the core AutoCAD content, the 
team is able to re-use the core platform 
content with only slight transformations. 
They are also able to share and modify 
content between the various vertical 
applications with minimal effort, thereby 
gaining further savings. The Autodesk 
team is currently using the DITA-based 
system to produce product support con-
tent in more than 15 languages.

Conclusions on DITA 
The two case studies and the other 

interviews we conducted point to some 
clear common threads among the 
organizations that have adopted DITA 
in product support applications where 
globalization is a critical requirement. 

First, the DITA tagging system is 
well suited for product support applica-
tions. The core DITA information types 
— concept, task and reference — and 
the topic orientation of DITA align well 
with the kinds of content created for 
product support. 

Second, success in single-source pub-
lishing is a positive step toward imple-
menting the more formal mechanisms of 
XML. Both case studies involved orga-
nizations leveraging their success with 

single-sourcing to explore the logical 
next step in automating their produc-
tion, which was to structure the content 
in XML and modularize the content to 
facilitate re-use. 

Third, for all the success with XML 
publishing, the greatest business ben-
efi ts seem to come from the savings in 
globalization. Both organizations found 
the most compelling reason for imple-
menting the new system in the potential 
savings in translation and localization 
costs. This confi rms our analysis that the 
combination of modular content, XML 
encoding and globalization can yield 
signifi cant benefi ts.

Finally, while the Adobe and Autodesk
case studies focus specifi cally on prod-
uct support documentation, there are 
some implications about how DITA-
encoded content can fi nd broader use 
in organizations. Our research pointed 
us to several organizations that are 
looking at DITA for e-learning applica-
tions and user-contributed content in 
applications such as call center support 
and community applications such as 
message boards. We will continue to 
track innovative applications that help 
global companies achieve cost, quality 
and time-to-market goals for their busi-
ness critical applications. M
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WW“Working — Together” was the con-
ference theme, and networking to work 
and learn together appeared to be the 
main event at Localization World Bar-
celona, perhaps as exciting as the con-
ference sessions. How else to explain 
events where people stayed until well 
after the lights were doused?
Over the course of three days, May 30 – June 

1, 2006, more than 500 people from 32 countries 
and about 280 companies attended the confer-
ence sessions and special events. Major sponsors 
were Lionbridge Technologies (platinum); SDL 
International (gold); CPSL, ForeignExchange Translations and 
Welocalize (silver); LocTeam S.L., Tek Translation International, 
Translations.com and VistaTEC (bronze).

Localization World organizers are MultiLingual Computing, 
Inc., and The Localization Institute, with the cooperation of the 
Globalization and Localization Association (GALA). The con-
ference program committee included Kevin Bolen, Lionbridge; 
Arnaud Daix, Hewlett-Packard; Don DePalma, Common Sense 
Advisory; Vic Dickson, Transco; Aki Ito, TOIN Corporation; 
Terry Lawlor, SDL International; Bettina Reichart, Oracle; and 
René Savelsbergh, TOIN Corporation.

Special events
The evening before the conference, attendees walked up 

the lower slopes of Montjuïc to the Poble Espanyol — a “vil-
lage” constructed for the 1929 International Exposition or 
Fira, illustrating the architecture and cultural variety of Spain 
— for a reception sponsored 
by AbroadLink , ApSIC SL , 
B.I Europa, Celer Soluciones, 
Comunicación Multilingüe, 
CPSL, Hermes Traducciones 
y Servicios Lingüisticos, S.L., 
iDISC Information Technologies, 
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Localization World 
in Barcelona — sí
Laurel Wagers

S.L., LocTeam, S.L., SEPROTEC Translations-Localization and 
TSG - Servicios de Traducción GLOTAS SA.

Moravia Worldwide and CPSL sponsored the conference 
dinner at Caves Codorníu, where Arturo Quintero, wearing 
Argentina football colors, announced the opening of a new 
Moravia offi ce in Argentina. Don Quixote circulated through 
the pre-dinner crowd, carrying a promotional logo-tipped 
lance and posing for photographs taken by CPSL’s “offi cial 
photographer.”

Program highlights 
Roger Camrass, co-author of the book The Atomic Corpora-

tion and director of the Business Transformation Group at 

Laurel Wagers 
is managing
editor of 
MultiLingual.
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Keynote speaker 
Roger Camrass.

More than 50 companies brought 
their exhibits to the conference.

Guests at the opening reception at the Poble 
Espanyol town hall lingered in the square.

Discussions continued between sessions 
in the enclosed terrace.
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Fujitsu Corporation, gave a strong keynote address describ-
ing how the “atomization” principles apply to the develop-
ment and future of the localization industry. Then the crowd 
moved on to three tracks that addressed business, language 
and technical issues.

News and announcements marked some of the events as, 
for example, Hans Fenstermacher fi elded questions about the 
ArchiText-Translations.com merger in a session on “Selling 
Your Localization Company?”
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Business

At the closing session 
on Thursday afternoon 
June 1, Renato Beninatto 
and Don DePa lma of 
Common Sense Advisory 
summed up points raised 
and lessons learned in the 
two days’ discussions — the 
current move away from 
the craftsman or entrepre-
neurial approach to trans-
lation and software, toward 

bigger business models; visible technology and services versus 
“black box” solutions and visible software; further atomization as 
tasks are performed all over the world, project teams are assembled 
by need and loose-knit alliances are formed rather than tight 
consortia.

Preconference events included workshops on machine transla-
tion, translation workfl ow, localization automation techniques, .NET 
localization, medical localization and terminology management, as 
well as a clients-only medical localization roundtable. The Institute 
for Localization Professionals (TILP) and Localisation Teaching, 
Training and Research Network (LttN) also met at the conference 
site, and members of GALA met at another venue in Barcelona.

Next conference
The next Localization World conference will be conducted in 

Montréal, Québec, Canada, October 16 – 18, 2006.  For information 
go to www.localizationworld.com/lwmon2006/index.htm M

Sessions and events clockwise from upper left: Discussions continued beyond the conclusion 
of many sessions. The preconference day included several well-attended workshops on special 

topics. The internet stations provided by Logrus in the exhibition salón were always busy. Conference-
goers  arrived by bus to sample cava and tapas at the Caves Codorníu, a winery in the Catalonia coun-
tryside. “Quixote” color provided courtesy of CPSL. The caves of the historic winery provided a unique 
dining venue for a memorable evening of dining and dancing.

Above left: Hans Fenstermacher and Arturo 
Quintero participated in a well-attended 
session about selling your localization 
business. 
Above right:  Vendors answered questions at 
the exhibits with hands-on demonstrations.
Left: Presentations covered a wide range 
of localization topics. 
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TM Marketplace, LLC 
208-265-9465 • 888-533-7886

info@tmmarketplace.com • www.tmmarketplace.com

THE TRANSLATION 
MEMORY BROKERS

Most of us have grown up with the cartoon image 
of Donald Duck’s uncle, the super-wealthy Scrooge 
McDuck, taking a greedy dive into his enormous 
“pool” of hoarded gold. It’s a pitiful picture because 
we know that he could benefi t so much more from 
his wealth if he would only use it for more than a 
hidden treasure.

Now imagine that hoarded gold as existing 
translation memory (TM) data and Uncle Scrooge 
as a translation buyer. The similarity is striking: 
translation buyers use and re-use the enormous 
wealth of data that they have amassed for their 
own translation processes instead of putting it to 
work for them in so many more productive and 
benefi cial ways.

According to the LISA 2004 Translation Memory 
Survey, companies own an average of more than 
fi ve million translation units after fi ve or more 
years of using TM technology. Depending on how 
well they were able to source their translation 
vendors and use technology, they will have paid 
somewhere between 50 cents and $1.50 for each 
translation unit. This makes the cost for the average 
TM database of a long-term TM user between $2.5 
million and $7.5 million. And while this money was 
paid for the sake of translated products rather than 
a database, the TM database is likely the asset with 
the longest shelf life — in fact, the only asset with 
a true shelf life. Software products, cars, medical 
devices and computers with their translated 
materials and/or interfaces will be sold, used and 
replaced — 

 but the data stays

 and grows 

 and stays

 and grows . . . .

Exactly how many other assets of this magnitude 
lie dormant in the typical corporate treasure vault? 
Not many, if any, especially among assets whose 
value is well known. After all, an understanding of 
its value is what keeps this data in the vault. Does 
the Uncle Scrooge reference become clearer now?

Just how valuable is the TM data? It’s quite simple, 
really. For others within the same industry, the 
data is approximately as valuable as it was for the 
translation needs of the original owner. 

If an interested party fi nds even 10% of his material 
pretranslated by the existing TM, he will be eager to 
pay only 5% of the original cost of the TM. After all, 
he can not only use it for pretranslating his data, but 
for data mining, terminology research — and, if he is 
technologically savvy, for source authoring as well. 

Since there is not just one single competitor in any 
given industry or a single language vendor who 
serves a particular industry, it won’t be hard to fi nd 
the 20 customers to make a TM break even on the 
original cost of the data (20 x 5% = 100%). And 
that’s not even considering the real possibility of 
making a profi t beyond that.

Who wants to help the competition, though? 
Well, when it comes to terminology, you do! No 
one benefi ts more from unifi ed terminology in a 
particular industry than the company with the best 
product. Why not make it as easy for your foreign 
customers to switch products as it is in the source 
language product (where typically the same industry 
standard terminology is used across the board)?

One last hesitation may be that data trading and 
licensing are not really your core business. We 
understand. And that’s why we offer to do it for you.

We’re TM Marketplace.

Are you hoarding Are you hoarding 
hidden treasure?hidden treasure?
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The newly-emerged Anglo-Saxon localization giants are 
forcing a further rethink on the “for information” and “for pub-
lication” debate. Drawing on state-of-the-art technology and 
methods, they have come up with pioneering systems that seem 
to ensure genuine “for publication” quality. 

But will this mean that provider sign-off responsibility for 
print fi les now becomes the focus of a new debate?

Defining the terms
To the layperson, the word translation means a published 

article, a book or even a bound volume. To the professional 
translator, it means something quite different. Ultimate user 
responsibility for translations has long been an unwritten 
law in the business. Translators unsure of their translation or 
unclear about source text meaning not infrequently submit 
work to clients containing question marks or highlighted words. 
Translator responsibility is clearly deemed to stop well short of 
the “fi nished” article. 

Industry marketers may fi nd themselves glossing over this 
point when selling translation services. Trying to explain the 
subtle differences to a hard-pressed, non-specialist prospect in 
a rush to print could mean lost business. Marketers can skirt 
the issue in the majority of cases anyway, as most translation 
is for information rather than publication. Some estimates put 
it as high as 80%. Danger occurs when a user publishes a 
translation intended only “for information.” 

Many professionals will be aware of a celebrated instance. In 
1999, the French national power utility ran an expensive Eng-
lish-language corporate advertising campaign. The copy in the 

full-page press ad was a quickly executed “for 
information” translation (“EdF offers competi-
tive energetic solutions”). The translation pro-
vider had apparently received no instructions 
and assumed the job was for internal use. 

Users are given little incentive to develop 
bilingual or multilingual publishing after experi-
encing such worst-case scenarios. Inappropriate 

FF“For publication” translation is changing as 
traditional approaches give way to new solu-
tions. A fundamental principle could be chal-
lenged in the process. 

Neither users’ nor translators’ interests have 
been best served by the translation industry’s 
reluctance to differentiate between “for publica-
tion” and “for information” output. Users with 
“for publication” requirements have encountered 
a patchy industry offering, as few alternatives 
to standard “for information” translation have 
existed. Translators executing de facto “for pub-
lication” jobs have struggled against the odds 
to meet unacknowledged tougher requirements 
with little to show for their pains. 
At the root of the problem has been the myth that a trans-

lation can automatically go straight from a translator’s PC to 
publication.

Such a direct route is diffi cult if not impossible. Disincen-
tives for the translator, new editing practices, essential format-
ting and sparse language management skills among users, all 
constitute serious roadblocks. 

It may be time to bury the myth now.
Under the impetus of globalization, “For Publication”/“For 

Information” translation is increasingly be ing differentiated. 
Some industry players have responded by quietly upgrading 
to provide enhanced traditional 
“for publication” translation.

The most dramatic upgrade of 
all has been localization, a pio-
neering new process which at last 
seems to ensure genuine “for pub-
lication” quality. But what are its 
implications?

Translation
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Translation ‘for publication’ 
vs. ‘for information’
George Witherington

George Witherington, 
a long-time translator, 

currently works freelance. 
He is based in the 
United Kingdom.
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resources mobilized to meet critical user 
needs no doubt partly explain translation 
for publication’s disappointing growth. 

For the provider, meanwhile, such mis-
haps create an image-management problem, 
which is unlikely to be resolved until the 
two types of translation are differentiated. 

The risk of “for information” translation 
being accidentally published is the greatest 
when users lack necessary target-language 
expertise. This category includes the grow-
ing population of non-native English-
speaking users publishing in English. 

Translation ‘for publication’: 
tough on the translator
A properly fl agged translation for 

publication is the supreme professional 
challenge and a chance for translators to 
show their true worth. Yet the chips are 
stacked against them in this exercise. 

The translator’s professional risk and 
liability exposure are at their maximum. 
Little help may be provided. The transla-
tor may receive no client stylesheet or 

terminology. Deadlines can be unrealisti-
cally short. 

Responsibility for sign-off may be 
hinted at or explicit. Either way, trans-
lators simultaneously act as writer and 
editor/proofreader in violation of best 

practice. The two roles are normally split 
between separate persons in publishing 
to avoid errors. 

The more time and effort spent on a 
translation for publication, the more the 
translator’s income is diluted because of 
the piecework remuneration structure 
(translators are paid by the word). A 
further irony is that the translator’s extra 
work and effort go unnoticed and unre-
munerated when users treat translation 
and publication as synonymous. 

There is no disguising that the trans-
lator’s greatest professional challenge 
comes with some signifi cant drawbacks. 

Increasing differentiation
“For publication” is increasingly differ-

entiated from “for information” translation 
and its limits recognized, and globalization 
is forcing the distinction to be made.

Globalization is normally associated 
with the spread of the English language. 
A byproduct of globalization has been 
multilingual communication for a wide 
range of uses, such as global product 
launches, news services, press and web-
sites. Differentiating between the two 
types of translation for these exacting 
purposes becomes a necessity. 

Further impetus has been given by the 
IT industry’s localization concept. The 
use of software localization rather than 
straight recycling has legitimized incre-
mental expenditure to adapt software to 
local conditions. Extraordinary language 
costs for local adaptation, which were 
previously outlawed and an easy target 
for cost-cutting, now look more accept-
able in this light.

Exceptions that prove the rule 
Exceptions no doubt exist. It may be 

that translations are directly published 
on a routine basis in special cases of 
long-standing arrangements and close 
cooperation between users and providers. 
Similarly, just as there are authors whose 
work needs little editing or proofreading, 
so too are there exceptional translators 
able to produce near-perfect copy. 

‘For information’ translation 
nonetheless demanding
“For information” translation is usu-

ally offered as the standard service and 
conveys accurately the meaning of a 
foreign language source text without 
formatting or editing.

Translators can, however, only spend 
substantially less time and effort on “for 
information” than on “for publication” 
work at their peril. Depending on its use 
and content, “for information” translation 
can require a surprisingly heavy translator 
input. Internal corporate documents (such 
as procedures, memos, market research or 
business reports) for important users such 
as senior management or clients’ associ-
ates almost need to be of “for publication” 
quality — correspondence, e-mails and so 
on, less so. 

The availability of free internet-based 
machine translation (MT) services now 
acts as a further incentive for good-qual-
ity “for information” work by “human” 
translators.

The devil is in the details
It may be time to bury the myth that 

a translation can always go straight 
from a translator’s PC to publication. 
Put differently, there is little point any 
more, in an era of zero-error published 
communication, in trying to blur the 
difference between “for information” 
and “for publication” quality. As we 
have seen, this practice spells danger, 
and in any case people are starting to 
differentiate. 

So what is it that prevents a “for infor-
mation” translation being directly pub-
lished as a translation “for publication”? 

It is less a question of translation qual-
ity than other considerations. The draw-
backs of “for publication” work from the 
translator’s standpoint have already been 
mentioned. Other considerations are essen-
tial editing and formatting, remuneration 
disincentives and defi cient language 
management.
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A properly fl agged 
translation for publication 
is the supreme professional 
challenge and a chance 
for translators to show 
their true worth.
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These other considerations may seem 
insignifi cant and unimportant. Yet small 
details can seriously delay the publication 
of a translation while even minor errors 
can literally ruin an otherwise perfect 
document. The motivational and skill set 
factors can undermine the translator’s 
best efforts. We look at these other con-
siderations in detail.

Editing flexes its muscles
Editing in recent years seems to have 

taken on increased importance in pub-
lished communication. It is recognized 
today as an effective dual-purpose tool 
for error-free publishing and for regula-
tory and legal compliance. 

Translation editing by non-linguist 
user staff editors — as opposed to trans-
lation revisers at agencies — has started 
happening naturally at the interfaces 
between publishing and translation. 
“For publication” translations in sectors 
such as investment banking research are 
now usually edited by user editorial staff 
(mainly English-language) responsible 
for the user’s entire published output. 

The compliance monitoring role of 
editors is a more recent development. 
Regulatory or legal infringements in 
published material can lead to fi nancial 
or legal sanctions, especially in English-
speaking countries. Editors are ideally 
placed to prevent this happening. 

Two specifi c problems concern editors 
who work on translated material: source-
text integrity after target-text editing 
changes and vice-versa; and differences 
in compliance standards between source-
language and target-language countries. 
In the fi rst instance, material editing 
changes in one language version need 
to be replicated in the other, or the two 
publications will differ. In the second 
instance, acceptable in one country may 
mean banned in another. 

Editing’s newfound importance throws 
into sharp relief the disadvantages of 
competing, directly published transla-
tions and the handicaps under which 
their translators work. Translators, for 
example, do not normally check transla-
tions from a compliance standpoint.

Essential formatting tasks
Essential formatting is an even more 

obvious obstacle to automatically publish-
ing a “for information” translation. Layout 
and formatting do not usually enter into 
translator remuneration calculations, but 

are considered to be the user’s responsibil-
ity and a separate professional discipline 
— desktop publishing (DTP). Access to the 
master fi le may also be necessary, which 
can pose IT fi le handling and confi dential-
ity problems.

A large number of technical formatting 
and layout problems need resolving before 
sign-off of a print fi le. The examples are 
taken from French-to-English translation.

Items or sections in alphabetical 
order: After translation, items or sec-
tions have to be physically rearranged 
in alphabetical order. For example, 
Agro-alimentaire, Banques, Immobilier 
(Food Manufacturing (1), Banking (2) 
Real Estate (3)) rearranged in English 
alphabetical order gives Banking (2), 
Food Manufacturing (1), Real Estate 
(3). Translated glossaries always require 
rearranging in this way.

Punctuation differences between 
the source and target languages: for 
example, spaces before colons and semi-
colons in French must be deleted in 
English. Ditto for the spaces before and 
after French quotation marks » and « 
(often incorrectly left in English transla-
tions). The right type of punctuation is 
needed (for example, quotation marks 
and dashes differ).

Decimal points and numerals: com-
mas in French must be replaced with full 
stops (periods) in English: 6,5% in French 

but 6.5% in English. Note also: 1 000 000 
and 1,000,000.

Suitability of titles: a title in one 
language may not work in another. 
La Planète Bleue est Orange (report on 
a mobile telecoms company) became 
Orange: Get ready to go!

Abbreviations: Policy decisions are 
needed about retaining the original for-
eign-language abbreviation or using an 
equivalent in English (such as CPE or 
“fi rst-job contract,” RER or rapid-transit 
network).

Foreign accents in English text, such 
as Société Générale or Societe Generale,
France Télécom or France Telecom. A 
consistent policy of inclusion or exclu-
sion of accents is required for published 
documents.

Date reference logic: Where there is 
a time lag between the source text and its 
translation, time references (“this month,” 
“next month”) may require adjustment. 
We are all reminded of this point on 
January 2 when “this” year becomes 
“last” year.

Date conventions: The US system of 
month followed by day or the European 
system? Such as 12/25 or 25/12.

Page number references in text: The 
numeral (15) in “as mentioned on page 
15” can differ between the two language 
versions because pagination does not 
always coincide.

Translation
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spacing between paragraphs and head-
ings; and so on.

A translator or agency could feasibly 
take responsibility for some of the above 
crucial details but not all of them. But 
the translation provider may sometimes 
be the only party with the requisite for-
eign language target-text skills.

Translators who end up with sign-
off responsibility for print fi les have to 
verify all formatting details, proofread 

Software anomalies in the published 
print fi le: A typical glitch is currency 
symbols or fractions becoming invisible 
in the fi nal print fi le because of cutting-
and-pasting using older software.

Miscellaneous: proper hierarchy of 
headings; consistent font sizes in foot-
notes; shape (round or lozenge) and size 
of bullet points; foreign words italicized 
or no; graphics properly sized and graph-
ics lines of consistent thickness; correct 

and organize the insertion of proofread-
ing corrections in the client’s master fi le 
(see the accompanying case study box).

Disincentive of 
piecework remuneration
The dissuasive nature of piecework 

remuneration (translation pay is calcu-
lated on a per-word basis) is frequently 
overlooked. 

The main advantage of piecework (no 
“free riding”) is widely acknowledged, but 
so are its drawbacks. The rush for quantity 
can lead to a neglect of quality. A standard 
piecework rate may not refl ect differing 
degrees of diffi culty between jobs.  

Translators benefi t fi nancially the 
most when they are in full fl ow and not 
held back by formatting, style or presen-
tation considerations or proofreading. 
Thus, they stand to gain more fi nancially 
from the less challenging and less presti-
gious “for information” work.

As “for publication” work is more 
time-consuming and demanding, the in-
dustry convention of paying the same 
rate for both types of translation fi nan-
cially pen alizes translators. The system 
appears illogical. Translators are called on 
to produce their best work for users’ criti-
cal “for publication” needs just when the 
fi nancial incentive is the smallest.

Improving language 
management skills
The still low profi le of “translation” 

can be gauged by the small number of 

Bilingual publication parameters
Published French-to-English translation: English version of bank’s 

2006 schedule of retail service charges (printed brochure)  
Number of printed pages: 28 (including cover)
Source text word 

count: 10,515 (many 
numerals)  

Publication formatting 
(specialized software on 
client premises)

Fonts: frequently-
changing normal and bold, 
black and multicolored, 
plus occasional italics. 
Variety of font sizes.

Working fi le: Original French language source fi le supplied in PDF 
format converted to Word by translator with loss of both formatting 
and phrase and sentence order. Client’s DTP staff reset e-mailed 
English-language translation from scratch. 

Proofreading analysis details
Client e-mailed successive copies of PDF master print fi le 

(including the fi nal all-clear version) to the remote translator a 
total of fi ve times over a period of 25 days. 

A total of 143 
proofreading 
changes were 
contained in four 
successive Word 
fi les e-mailed by 
the translator 
to the client 
for correction 
inputting. 

Each Word fi le 
showed two columns: cut-and-pasted turquoise highlighted 
errors in column 1 and cut-and-pasted yellow highlighted 
corrections in column two with adjoining text for easier 
identifi cation by remote typesetters.

Sequence of proofreading passes and corrections per pass

1st
Proofread

2nd
Proofread

3rd
Proofread

4th
Proofread

5th
Proofread

Sequence of days Day 1 Day 12* Day 19 Day 23 Day 25
Number of proofreading 
corrections (total 143) 73 18 47 5 0

* longer gap due to holiday break

Case study: Print-fi le sign-off responsibility assumed by remote translator - proofreading analysis

Translation
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Translation Showcase

Translation Services for 
Translation Companies

Our team of highly experienced professionals 
specializes in providing high-quality translations and 
linguistic services to translation companies.

• Translation into Italian, Spanish and English of 
ERP projects, websites, medical literature and 
legal contracts 

• Language quality assurance 

• Translation quality consulting and development 

• Terminology management, extraction and 
consulting

Aliquantum, Inc.
9152 B E. Amherst Drive

Denver, CO 80231
303-338-9097 • Fax: 425-790-6363

translate@aliquantum.biz
www.aliquantum.biz

Your Reliable Asian 
Localization Partner

Established in 1996, Golden View started as an IBM 
vendor. You can expect from our team: 

• High quality services into Asian languages 
• Professional voice recording capabilities 
• Strong native Japanese translation team 
• Software localization, technical, legal, life science 
• CJK into English — high-volume capacity, on-time 

delivery
• Multilingual DTP on Mac and PC — complex, 

high-volume Word and FrameMaker formatting 
• FrameMaker, PageMaker, Illustrator, QuarkXPress, 

InDesign, Freehand, Flash 
• Robohelp, WebWorks compiling/processing  

Golden View (China) 
Technologies Inc.

Room 801, H7.8 Building, Tian’An Cyber Park 
Shenzhen 518040, People’s Republic of China 

86755-83439364 • Fax: 86755-83434064
info@gvlocalization.com • www.gvlocalization.com

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 
• Multilingual website development 
 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 15209 

888-677-1010 • Fax: 412-632-1071  
info@one-planet.net • www.one-planet.net

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

mentions of the term in the index pages 
of international business theory text-
books. Sorely needed language and trans-
lation management skills seem to be 
largely off the radar for conventional 
management practice. Small wonder then 
that translation users are so often unsure 
of their foreign language communication 
strategy or requirements and lack special-
ist linguist staff. 

At the same time, few efforts appear 
to have been made to draw on transla-
tion industry expertise to eliminate this 
language management void. Even now, 
language and translation consultancy is 
relatively underdeveloped. 

Translation for publication work may 
therefore not be properly fl agged to pro-
viders, as layperson users may not realize 
the necessity. Thus, the most important 
piece of information about a translation 
job may not be known, with the risk of 
accidental publication of “for informa-
tion” material. 

Initiatives to offer enhanced 
‘for publication’ services
Quietly upgrading. Dissatisfaction over 

the industry’s traditional “for publication” 
approach has triggered responses in the 
industry. The more traditional sec tions 
have been quietly upgrading to provide 
enhanced “for information” quality. These 
efforts have taken the form of premium 
services, two-tier pricing and the combina-
tion of in-house revisers and CAT tools.

Specialist premium agencies. Some 
agencies now specialize by subject area, 
especially in medical, fi nancial and legal 
translation, and charge standard premium 
rates as high as double the standard rate. 
High rates attract a big proportion of 
“for publication” or equivalent work as 
well as the best-quality translators, who 
are the cornerstone of any specialization 
and justify the premium rates billed to 
clients. Premium agencies tend to rely 
more on high-quality translators than on 
translation tools, translation revising or 
marketing. This is particularly so when 
content is comment (prose) as opposed to 
industrial or commercial text (lists and 
standardized language). 

Standard rates and “for publication” 
surcharges. In two-tier pricing, surcharges 
are billed for diffi cult texts or higher 
quality translations. Drawbacks to this 
technique — the diffi culty of consistently 
delivering enhanced quality on occasional 
surcharge work and a devalued image of 
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routine translating — explain why special-
ization at a blanket premium rate seems 
more widespread. 

Translation revisers at agencies and 
CAT tools. Many generalist agencies 
now routinely have translation revis-
ers and sometimes terminology staff. 
Financed out of mainstream revenues 
and representing a signifi cant fi xed 
cost, translation revisers boost quality 
through the elimination of previously 
undetected errors. 

Nevertheless, there is some ambigu-
ity over the revisers’ role. Users may 
incorrectly interpret their presence as a 
guarantee of camera-ready or sign-off 
quality by the provider. In fact, revis-
ers’ main purpose is internal quality 
control, that is, to check incoming 
freelance work. 

Further improvement is afforded by 
automated translation tools and memo-
ries and terminology databases, which 
make a dramatic difference to non-prose 
translation in particular. Both translation 

revising and CAT tools are essential for 
agencies seeking ISO certifi cation. 

Limits to traditional 
‘for publication’ upgrades 
In the traditional sector, translation 

quality enhancement is most noticeable 
among the specialist premium agencies, 
whose output sometimes approaches 
camera-ready copy standard. 

Even so, the same editing, formatting 
and motivational drawbacks apply. With-
out integration in the client’s authoring 
and production processes, upgraded tra-
ditional practitioners will still fall short 
of full camera-ready or sign-off quality. 
Meeting that standard has, in any case, 
never been their explicitly stated goal. 

Beyond ‘translation for 
publication’ concept
The “for information” and “for publi-

cation” debate in the translation industry 
now has to take a pioneering new phenom-
enon into account. Localizers have spotted 

the shortcomings of both traditional and 
specialist “for publication” methods and 
in their place market high-performance, 
integrated services carrying enhanced 
profi t margins. For the fi rst time, there is 
a credible “for publication” offering with 
the localization provider appearing to 
assume sign-off responsibility.

Localization takes enhanced traditional 
translation for publication a stage further. 
Not only are translation revision as well 
as client or provider editing incorporated, 
but even the taboo of text adaptation is 
broken. To publish a translation directly 
without revision, editing or perhaps 
rewriting would be unthinkable in this 
context.

Localizers’ website platforms offer users 
real-time translation, translation revision/
editing and formatting facilities, with all 
the advantages of CAT tools, rationaliza-
tion and project management thrown in. 
Users progress and validate their bilingual 
or multilingual documents directly on the 
localizer’s website. 

Translation fi nally combines with DTP 
and revising/editing upstream and early 
instead of downstream and late. Time is 
saved by the quick “hand-off” of target-
language fi les, allowing parallel instead 
of lagged target-text formatting and 
processing. 

Confi ned to a limited number of some-
times giant Anglo-Saxon providers, serv-
ing only high-end global users and not 
yet universally available, localization is a 
pioneering development for an industry 
that has in the past struggled to come up 
with a viable “for publication” solution. 

An important question posed
Blurring the differences between “for 

publication” and “for information” trans-
lation becomes even more diffi cult after 
upgrading by traditional practitioners 
and the arrival of innovative integrated 
services from the localizers. However, the 
“for publication” and “for information” 
issue may be overtaken by a contentious 
new debate. 

Localization’s pioneering “for pub-
lication” offering poses an important 
question. Does the apparent acceptance 
of sign-off liability now seriously chal-
lenge the unwritten industry rule of fi nal 
user responsibility?

This could well be the next item on 
the industry’s agenda. Is there more 
change in store and will translation be 
used to the best effect? M
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WWWhy measure translation quality?
Galileo Galilei said, “We must measure what 

can be measured, and make measurable what 
cannot be measured.” A more recent manage-
ment maxim states, “You cannot manage what 
you cannot — or do not — measure.” Yet, most 
translation quality control processes still lack a 
measurement method. Without a quantifi able 
means to assess the quality of a translation, it 
is not possible to know if the process produces 
good quality. And if the translation quality is 
good, there is no reference about how to keep it 
good or how to improve it.
Professional translation companies realize that quality con-

trol is essential, and most companies have some sort of quality 
control system. These systems range from simple ones — such 
as ensuring that translations be edited by other translators — to 
more complicated ones that encompass different production 
stages (translation, revision, editing, proofreading, QA).

Brief overview of translation quality initiatives
Why are translations so diffi cult to evaluate? What methods 

are available to help assess translation quality? 

Translation
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Developing and using a 
translation quality index
Riccardo Schiaffi no and Franco Zearo

When it comes to translation QA, several initiatives have 
been carried out on the following three fronts: people, process 
and product.

People. The American Translators Association (ATA) employs 
a measurement methodology to evaluate the translation skills 
of candidates seeking ATA certifi cation. A translator passes the 
ATA certifi cation exam if he or she does not exceed the number 
of error points allowed on the certifi cation test (www.atanet 
.org/certifi cation/aboutexams_overview.php).

Process. Most initiatives in the fi eld of translation quality 
deal with the process. In this category we can place the ASTM 
work item WK2953, the DIN 2345, UNI 10574, and EN-15038 
standards, as well as various implementations of the ISO 9000 
quality control and quality management standards.

Product. As for the measurement of the translated text, two 
methodologies stand out. One is the translation quality metric 
developed by the Society of Automotive Engineering, the SAE 
J2450 standard (www.sae.org/servlets/productDetail?PROD_TYP=
STD&PROD_CD=J2450_200508). The other is the Quality Assur-
ance Model of the Localization Industry Standards Association 
(www.lisa.org/products/qamodel).

Our translation quality index (TQI) model, which we address 
later in this article, belongs to this group. Our guide has been W. 
Edwards Deming, one of the most distinguished “quality gurus” of 
the twentieth century. We believe that his no-nonsense approach 
to quality is practical and applies well to the translation process.

Finally, in the world of academia, there are numerous stud-
ies in the fi eld of translation criticism and translation quality 
assessment. Worth mentioning here are the published works 
by Ali Darwish, Juliane House, Bruno Osimo, Katharina Reiss, 
Christina Schäffner, Malcolm Williams and many others.

Translation quality control 
and the translation process
A process is expected to yield a desired result. The purpose 

of translation measurement is to obtain useful information for 

Franco Zearo (left) is the worldwide director of language 
management at Lionbridge Technologies. 

Riccardo Schiaffi no (right)  
is president of Aliquantum, 

a translation company 
specializing in translation 
services and consulting to 

larger companies. 
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benchmarking the relative merits of various translation 
quality control processes.

But how do we know if such quality control processes 
are effective? In fact, how do we know how effective they 
are, or if they are effective at all?

It is generally understood that a translation that is 
edited by a second person is considered to be better than 
one that is not. In most cases this is true, but how can we 
be absolutely sure that this is true?

These are not rhetorical questions. A defective quality 
control process could actually lower the quality of the 
translation. We know of one example at a now defunct 
translation company where people who did not pass the 
company-administered translation test worked as editors. 
Moreover, proofreading jobs were sometimes assigned to 
people who were not native speakers of the target lan-
guage. Under this process, the quality of the fi nal product 
was possibly worse than that produced initially by the 
original translator. Without a measurement method, it 
was impossible to know for sure.

The way to know if a quality control process is effective is 
to measure its results. What is the quality before and after each 
stage of the process? Measuring quality before and after each 
stage means measuring quality and assigning a quality level 
value after the translation, after the editing, after the proofread-
ing, and after any other stage of the translation and quality 
control process.

Evaluating the translated text
Translation is a service performed by specialists who use the 

tools of the trade and who follow a certain process. Most people 
evaluate a service by its price, its turnaround time and its qual-
ity. When it comes to translations, the fi rst two parameters are 
easy to evaluate. You don’t need to master a foreign language to 
know if the project was delivered on time and on budget. On the 
other hand, only people who know both the source and target 
languages can assess the quality of the translated text. Even so, 
the evaluation can be very subjective.

Bruno Osimo says that translation is an activity with one 
input but with many possible outputs. Give the same text to 
ten different translators and rest assured that you will get 
ten different translated versions. Still, how can one tell if a 
translation is of good quality? This is where a measurement 
methodology can help. Many methods of evaluating transla-
tion quality have been developed and proposed over the years. 
The advantage of quantitative methods is that they make 
measurements possible.

What is the TQI?
The TQI methodology, a quantitative-based method of trans-

lation quality assessment, measures the number and type of 
errors found in a text and calculates a score that is indicative of 
the quality of a given translation.

The TQI attributes a value to a translated text; 100 is an 
“error-free” translation. The TQI is calculated on the basis 
of the sample size in words and of the error points found 
in the sample. For best statistical results, the sample should 
be random and of suffi cient size to ensure that the resulting 
margin of error is acceptable. Figure 1 shows a summary form 
produced by a tool used to calculate the TQI. The tool helps 

evaluators enter scores for the translation samples that they 
review. The fi nal result is a report on the translation sample 
with a pass/fail result and, more importantly, with a TQI score. 
A TQI score summarizes in a single value the quality of the 
translation sample.

A TQI measurement should be objective, reproducible and 
repeatable. To meet these criteria, the evaluators must follow 
certain rules when marking errors. Although all evaluators are 
experienced translators, not all translators make good evaluators. 
These evaluators are professional translators who are specifi cally 
trained in the quality measurement method. They need to be 
able to distinguish between subjective and objective consider-
ations, and they need to follow the guidelines put in place for 
the system. 

Why measure errors?
When it comes to the measurement of quality, most methods 

rely on the measurement of errors. This means defi ning quality 
as the absence of errors. 

Trying to capture the subjective elements of a quality trans-
lation is impractical. We decided instead to focus on those 
elements that are more measurable. Among the elements that 
affect the quality of a translation, translators’ mistakes play a 
big role. Therefore, we set out to defi ne a method that measures 
the number of mistakes or errors in a given text.

Error classification
Errors need to be systematized and assigned to different cat-

egories, which might be different from language to language. In 
our methodology, we recognize three different error categories: 
errors of meaning, errors of form and errors of compliance.

Errors of meaning. Errors of meaning are those errors that can 
be detected by comparing the source and target texts. Typical 
errors of meaning are accuracy errors or mistranslations. They 
can be classifi ed as either “major” — when the meaning of the 

Figure 1: Translation Quality Index form.

Figure 2: The translation quality scale.
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target language is completely different 
from the meaning of the source language 
— or “minor” — when the meaning of the 
target language is slightly different from 
the meaning of the source language.

Errors of form. Errors of form can be 
detected by simply reading the target 
text. Typical errors of form are gram-
matical mistakes. Errors of form can 
also be classifi ed as “major” — a blatant 
mistake that any educated speaker of the 
target language would recognize — or 
“minor” — when the mistake concerns a 
minor point of grammar or punctuation.

Errors of compliance. In a business 
environment, a third category of errors 
is the errors of compliance. Clients might 
have special requirements for approved 
style or terminology. An unjustifi ed vio-
lation of the client’s instructions, style 
guide or preferred terminology, even if 
the meaning and form are correct, could 
be classifi ed as a compliance error.

In commercial translation, it is very 
important to produce translations that 
satisfy the customer’s needs and require-
ments. It is important that customers 
specify their requirements, for example, 
by providing style guides and glossaries. 
Any instance in which the translator did 
not adhere to the approved style guide 
or glossary will be counted as an error. 
Errors of compliance also can be either 
major or minor.

Error severity. Not all language errors 
are equal. There is a difference between a 
typo that changes the meaning of a word 
and one that does not. These differences 
lead us to assign different weights to 
errors depending on their consequences. 
Minor errors have a weight of “1,” while 
more serious errors are assigned a greater 
weight. We call the weights assigned to 
each error “error points.”

For all three categories of errors, the 
severity of an error depends on its visibil-
ity. An otherwise minor error of meaning, 
form or compliance might be classifi ed as 
major if it appears in a prominent posi-
tion — for example, on the cover page of 
a manual.

We do not use any pre-assigned pen-
alties for the different error categories. 
Each error can be marked as major or 
minor depending on the consequences of 
the error.

Stylistic preferences. Translation pro-
fessionals are very familiar with the con-
cept of preferential changes, which are 
suggestions that a customer makes based 
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on the opinions of in-country reviewers. Whether the suggestions 
add value to the original translation is the topic of much debate, 
especially if the reviewer proposes substituting a term with a 
close synonym or, worse, with an obvious mistake.

The triple classifi cation of errors previously outlined 
prompted us to defi ne an error as opposed to a preferential 
variation. Under the TQI model, a “quality” translation is one 
that is accurate, grammatically correct and compliant to the 
instructions received.

We call this the “three-point rule.” Suggestions that do not 
take this three-point rule into consideration are considered pref-
erential variations, not errors. This distinction is both important 
and valuable. Our internal statistics show that even though 
preferential variations are not counted against the translations, 
they still constitute a large number of the reviewers’ feedback. 
There is no such thing as a “perfect” translation, and reviewers 
believe that translations can often be improved. 

In the TQI method, stylistic preferences are not considered as 
errors and are ignored in the computation of the quality score. 
By not counting preferential variations as errors, we avoid the 
time-consuming discussions between the translator and the 
reviewer about what is considered “correct.”

Language quality measurement in practice
Every year, Lionbridge localizes thousands of projects for 

several hundreds of customers worldwide. It is important for a 
company of global scale to have a consistent methodology to 
monitor the translations produced by different project teams 
around the world. In 2004, Lionbridge implemented a version 
of the TQI model as part of the company’s language quality 
assurance (LQA) methodology. The LQA methodology provides 
a quantifi able means of measuring the performance of external 
providers of translation services. The process involves auditing 
a sample of the fi les, usually early in the localization process.

Figure 3: Run chart of a process not in statistical control. Figure 4: Run chart of a process in statistical control.
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The TQI model is fl exible and lends itself 
to be easily adapted. In fact, the methodol-
ogy is being revised in light of the integra-
tion of Bowne Global Solutions, which has 
a methodology similar to the LQA.

The main goals in creating the TQI 
were to develop a method that pro-
duced stable criteria. The method had 
to be repeatable — two assessments of 
the same sample should yield the same 
or similar results; reproducible 
— different evaluators should 
arrive at a similar assessment 
for the same translation; and 
objective — different evaluators 
should be fair to the translators 
and be without subjective bias.

Our studies show that the 
error rate from a process that 
employs professional transla-
tors and editors rarely goes 
above 5%. In other words, less 
than 5 errors will be found in 
100 words of text. Therefore, 
we devised a measurement scale starting 
with a maximum score of 100 — indicat-
ing a translation with no detectable errors 
— down to 0 — indicating a translation 
with 5% errors. The TQI is based on the 
number and type of errors detected in a 
given sample. Figure 2 shows the result-
ing translation quality scale.

The TQI offers an intuitive scale that 
is easy to understand. Using an anal-
ogy with the temperature scale, we all 
have subjective evaluations of what is 
“hot,” “warm” or “cold.” On the other 
hand, the Celsius, Fahrenheit or Kelvin 
scales provide an objective measure of 
temperature. The TQI is similar in that 
it provides an objective measurement of 
translation quality. The greater the TQI 
score, the better the translation.

So, the main advantage of the TQI 
model is that it provides a quantifi able 
measure of translation quality. It helps 
people who do not understand the tar-
get language gain some sense of the 
quality of the translations produced by 
staff translators or external contractors. 
Another advantage of the TQI is that it 
measures all translation providers using 
the same scale, thus making it possible 
to compare translations across different 
languages and different processes. 

The TQI gives project teams and man-
agement a tool to make quick decisions. 
The project teams use the TQI score to 
decide whether a sample meets their expec-
tations. A low TQI score might mean that 

the translations require reworking, whereas 
translations that pass the inspection will be 
allowed to advance to the next production 
step. Management can monitor the qual-
ity of hundreds of jobs done for different 
clients and in different language combina-
tions. They can spot declining trends and 
intervene to rectify the process.

Figures 3 and 4 illustrate the advan-
tages of the TQI methodology when it is 

used to study the performance of a mul-
tilingual localization project. In Figure 3, 
we see how the process is not working on 
translation jobs carried out for a specifi c 
customer for a certain language combina-
tion. The project team used this method to 
investigate the causes of the quality prob-
lems and devised a corrective action plan 
to address them. Future run charts will tell 
if the corrective actions are effective.

Figure 4, on the other hand, shows a 
run chart with TQI results for a differ-
ent language combination on the same 
project. The results in this example fall 
within the expected control limits.

When measuring the quality results 
of a translation process, one should con-
sider two statistical values. One value is 
a measure of the average. This measure 
can be the arithmetic mean or the median 

if the process contains outliers 
that skew the average. The other 
value to consider is a measure 
of variability. Two processes 
might have the same average, 
but differ considerably in terms 
of consistency. The range is 
easy to calculate, but statisti-
cians would normally prefer to 
use the standard deviation. 
These days, software applica-
tions facilitate the job of calcu-
lating these parameters and 
drawing charts that make the 

information visually easier to grasp.
Armed with this information, manage-

ment can examine whether or not a process 
is performing within the desired parameters. 
If the process is in statistical control, then 
one can consider initiatives to improve the 
process even further — continuous process 
improvement. Figure 5 shows the statistics 
that management uses to evaluate the 
effectiveness of the process.

Figure 5: Statistical summary of TQI results.

Translation
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As Deming advocates, 85% of an 
organization’s problems lie in its pro-
cesses. Management is responsible for 
changing the process, and the TQI gives 
management a useful tool to evaluate the 
effectiveness of innovative processes.

Difficulties and limitations 
of TQI methodology
When we started to put the TQI meth-

odology in practice, we encountered some 
diffi culties. Among them were the diffi cul-
ties of evaluating accuracy errors when 
there was a slight loss in meaning. Another 
problem is that grammatical errors are 
sometimes not as straightforward to defi ne 
as one would think. Even grammar text-
books sometimes differ in what is consid-
ered standard or non-standard language. 
We experienced another diffi culty when 
we played the role of evaluators. Some-
times the TQI score did not match our own 
perception of how good or bad a particular 
translation was, and we were tempted to 
retrofi t the data to make it conform to our 
personal opinions.

In describing the limitations of the TQI 
methodology, we must keep in mind that 
measurement is only one component of 
a full translation process. It is designed 
to measure only tangible, factual errors. 
An assessment methodology based on the 
counting of errors does not address other 
translation problems, such as adequacy or 
fi tness of purpose. A translation might be 
free of errors and still not acceptable.

In this regard, a methodology such as 
the TQI is ineffective when a high degree 
of creativity is expected on the trans-
lator’s part. This is often the case with 
translations for marketing and advertis-
ing. In these types of text, translators 
and copyeditors might have a certain 
degree of freedom to deviate from the 
source text. This is an acceptable practice 
as long as the translator maintains the 
core message. Under the TQI methodol-
ogy, deviations from the source text are 
instead marked as errors.

A fi nal limitation is that TQI results 
can be unreliable if the samples are too 
small or if the samples are not represen-
tative of the whole text. 

More information
For more information about our work 

on translation quality measurement, visit 
our website, www.translationquality.com, 
and the related translation quality blog, 
www.translationquality.blogspot.com  M
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SSSome valuable software applications are avail-
able for little or no cost — not little pinball games 
or text editors here, though there are those as well 
— but robust, mature applications that solve prob-
lems for individuals, organizations and businesses. 
Hundreds of applications that you can download 
and use are written in open-source code. Actually 
there are thousands. On SourceForge.net, the main 
destination for exploring open-source applications, 
there are over 100,000 registered projects and over 
one million registered users. The applications that 
you would want to explore and use probably rank 
in the hundreds, if not thousands. 

If you are surprised, perhaps the surprise is your surprise. 
This has been going on for many years now. Without giving a 
complete history lesson, much of this activity has its roots in 
the development of Linux, which was an important building 
block of the internet and has enabled many dispersed develop-
ers to collaborate and so on. In time, developers had access to 
additional building blocks such as the MySQL database and a 
middleware called PHP. This is not news to many readers of 
MultiLingual, but for those who want to read more about the 
history of the open-source movement, www.opensource.org is 
a good place to start.

What has changed in just the last few years is the incredible 
success of several open-source projects. Beyond IBM, Novell, 
Red Hat and JBoss, which have become full-
service, open-source solutions providers, it 
is interesting to look at smaller initiatives. 
This article examines a few of them.

Joomla! Joomla! is a content manage-
ment system (CMS) that forked from the 
Mambo CMS project in September 2005 

Tech
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when the core group of developers decided that they wanted 
to take things in a different direction. This move has injected 
the project with momentum as the number of Joomla! users, 
contributors, consultants and web hosts has spiked recently. The 
Joomla! forums have close to 27,000 members, and the Joomla! 
sites had 64 million hits in February 2006 alone. Because the 
focus of Joomla! is on presenting written content, language and 
translation issues are of particular importance. 

The Joomla! logo is an interesting story in itself. The name 
— a phonetic spelling for the Swahili word jumla, which means 
all together or as a whole — is an example of open-source 
collaboration, being one of thousands of names suggested by 

the user community. This included top-notch marketing and 
branding expertise. It represents a community that prides itself 
in being user friendly and welcoming to non-technical users. 
According to  the Joomla! website, “Joomla! is more than just 
software, it is people. The community behind Joomla! includes 
developers, designers, systems administrators, translators, 
content writers, and most importantly the end users. We wel-
come you to our community, and look forward to the future 
with great excitement!”

The colorful graphical element of the logo consists of four 
intertwined Js that represent this 
togetherness.

Moodle. Moodle is the brain-
child of Martin Dougiamas of 
Curtin University of Technology 
in Perth, Australia, who started the 
project as part of his Ph.D. thesis, 

Erik Granered is a consultant with 
ITAP International, a consulting 
fi rm specializing in cross-cultural 
aspects of leadership, team build-
ing and people development. 
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partly out of frustration with the commercial learning manage-
ment system (LMS) he was working with. A victim of his own 
success, Dougiamas still has not fi nished his Ph.D. Moodle now 
scales to learning communities of up to 50,000 users, and it has 
been translated into more than 70 languages. At this writing 
there are 10,808 Moodle sites in 152 countries, and it can still 
be downloaded and used free of charge. 

SugarCRM. SugarCRM is a customer relationship man-
agement suite. But you might think of SugarCRM as the open-
source version of the sales automation company Salesforce.
com. That’s because the newest version of SugarCRM includes 

sales force automation features, marketing campaigns, sup-
port cases, project management, calendaring and more. Origi-
nally registered on SourceForge in 2004, SugarCRM has now 
migrated to its own community development platform called 
sugarforge.com, has secured three rounds of venture funding, 
employs more than 50 people and has more than 4,000 regis-
tered developers. But one can still download and use the basic 
version of SugarCRM for free, as has been done more than four 
million times so far.

PHProjekt. Perhaps not the same kind of commercial success 
as some other scripts, PHProjekt serves as a metaphor of sorts for 
open source. Albrecht Günther of Germany was helping a friend 
by writing a room reservation script. One thing led to another, 
and today PHProjekt is a group collaboration suite that is sup-
ported in 25 languages and includes features such as document 
management, resource management, advanced calendar with 
reminder, time card system, project timeline with Gantt charting 
and much more. PHProjekt was recently voted favorite collabo-
ration suite by a major open-source magazine in Germany.  

    Collaboration
The conventional wisdom in the world 

of computing was that open source suc-
ceeded simply because so many developers 
were involved in the process. Eric Raymond, 
author of The Cathedral and the Bazaar, calls 
this Linus’s Law (referring to Linus Torvalds, 
the father of Linux), which states that “given 
enough eyeballs, all bugs are shallow.” If 
enough people are scrutinizing code, any-
thing can be fi xed.

This distributed effort relates to transla-
tion as well. One time Albrecht Günther of 
PHProjekt got the update of the outdated 
French translation three times within 24 
hours from three different people! Günther 
never encountered these contributors before, 

so he had no way to coach them on how to share the work. “I 
asked them all to agree which version was the best and who 
should continue to be the maintainer,” he says. Interactions are 
not always that amicable. “One time,” he recalls, “we had a long 
(and fi nally politically driven) discussion in the forum and by 
mail about whether the Andorran language fi le is the same as 
the Basque language fi le.”

The conventional thinking that the success of open source 
is just a matter of eyeballs has been questioned recently in two 

 More than 100,000 global users are registered at the main Moodle.org community site. 

Tech
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separate reports. Perhaps this eyeball theory is too simplistic. 
Maybe there are more complex patterns and dynamic expla-
nations for why open source works. Both a major article in 
ONLamp.com and a white paper by VA Software point to more 
sociological explanations. In “What Corporate Projects Should 
Learn from Open Source” (ONLamp.com, February 2, 2006), 
authors Andrew Stellman and Jennifer 
Greene list fi ve success principles:

Tell the truth all the time.
Trust the team.
Review everything, test everything.
All developers are created equal.
The fastest way through the project is 

to do it right.
Summarizing the points in the article, it is 

the absence of the hierarchical, bureaucratic, 
political and even elitist aspects of tradi-
tional organizations that make open-source 
developers so productive. The authors, both 
experienced developers, paint a rather dark 
picture of traditional software companies in 
which executives rush bad products to mar-
ket to meet quarterly targets, and brilliant 
ideas from junior developers are squelched 
to let senior developers remain in good 
standing with their superiors. 

Indeed, organizational development con-
sultants would agree that themes such as truth, trust and equal 
right to be heard are important ingredients in creating produc-
tive teams. At the same time, most trained programmers would 
agree that reviewing, testing and “doing it right” are important 
to writing good software. According to the authors, however, 
open-source projects tend to write stricter codes of conduct that 
are enforced more strictly by project participants. What is more, 
in corporate software companies, codes of conduct either are 
not created or are ignored as developers are prodded to get back 
to the important work of writing code. 

The fi ndings in the white paper from VA Software are very 
similar (see model). The language in the white paper is more 
technical, but it points to the same ideas of making work visible 
to all participants, fl exibility, meritocracy and communication. 
Certainly, we can expect VA Software, the company that origi-
nally sponsored and created sourceforge.net, would have a biased 
opinion regarding what makes for a productive software team. But 
then, why share important fi ndings like these in a white paper? 
Why not keep them secret and try to leverage this knowledge as 
a competitive advantage inside their own organization?  

Chances are that this is a calculated risk. It is easy to say that 
open and collaborative project teams are more productive. Cre-
ating such creative, collaborative organizational cultures can 
take years or may never succeed. In some ways, then, this is an 
unfair comparison because open-source projects are not orga-
nizations in a traditional sense. They are more like global social 
networks of willing and motivated participants. Time will tell if 
successful open-source projects can retain their positive roots 
as they formalize with venture capital, grow and go public. 

Localization at SugarCRM
John Roberts, the chairman and chief executive offi cer of 

SugarCRM, started the project on SourceForge.net in 2004 

along with Jacob Taylor and Clint Oram. They left their jobs at 
Epiphany, a commercial CRM software provider, with the aim 
of building a more easy-to-use, fl exible product based on open-
source technologies. The underlying thesis of the project was 
that the traditional model of how proprietary software was built 
and sold was broken and that the Sugar project could deliver as 

strong a product at a much lower cost. 
Internationalization was given high priority from the very 

beginning of the project. “In developing the project,” Roberts 
says, “we externalized the language strings so that contribu-
tors could translate the software into their native language. We 
did this just before our product debut at LinuxWorld.” Good 
idea. Two days after the debut at LinuxWorld, Sugar had been 
translated into four languages. Two years later, the application 
has been translated into more than 30 languages. 

For Roberts, the competitive advantage that is created through 
the open-source approach goes well beyond tapping into new 
talent abroad. “It is about entrepreneurial people who are using 
open source to address the needs in markets around the world,” 
he says. “For example, Sugar has 25 business partners who 
are tailoring Sugar to meet the specifi c needs of their markets, 
whether it be requirements around language, currency, compli-
ance, business processes and so on. That not only broadens the 
appeal of SugarCRM, it also helps to create better solutions for 
customers around the globe.” 

The global nature of open source, combined with the reduc-
tion in price points for software that was previously available 
only to big companies, has made open source attractive in 
developing countries. Roberts sees smaller companies that are 
able to operate globally because they can afford the technology 
that was previously unavailable to them. Günther also sees the 
largest amount of language contributions coming from Eastern 
Europe and Asia.

“These countries have the opportunity to ‘leapfrog’ more 
developed countries,” Roberts says, “because they do not have 
the legacy technologies that we have in place in the United 
States, Western Europe and Japan. They also recognize the 
power of open source to make this jump in a cost-effective 
manner. I do not think it is a coincidence that some of our most 

Model adapted from “Leveraging Open Source Processes in the Enterprise”
 by VA Software (www.vasoftware.com).
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active contributors and business partners are from countries 
such as Brazil, Poland, Romania and China.” 

Industry analyst IDC estimates that there are 44 million 
potential users of CRM systems worldwide — 22 million in the 
United States and 22 million in the rest of the world. Yet, the 
market is less than 25% penetrated. This is mostly because of 
the prohibitive cost and complexity of proprietary applications. 
Solutions such as SugarCRM reduce the cost, but they cannot 
completely remove the complexity. That is where they make 
money — by selling additional features and services.

Localization at Joomla! 
David Gal, currently the internationalization workgroup 

coordinator for Joomla!, became involved in the project 
because he wanted a specifi c feature. He needed a CMS for a 
community site and wanted right-to-left (RTL) capability. So, 
like many other open-source enthusiasts, 
he started pushing for this feature by post-
ing messages and communicating with other 
developers. “Pretty soon I was involved in a 
third-party project, ‘adminLanguage,’ that cre-
ated a localizable administrator interface. In 
this project I was responsible for RTL support 
and provided a Hebrew language pack for the 
hack,” explains Gal. From there, Gal was the 
Hebrew translation coordinator and a member 
of the UTF-8 workgroup for Joomla! 1.5 before 
he was asked to lead Joomla! internationaliza-
tion as part of the core team.

Localization of the front-end interface had 
been part of the project since its early stages. 
More recently, with simple hosting solutions, 
the increased user base of the product meant that the limita-
tions of an English-only administration interface became acute. 
The demand for a localized administration interface motivated 
several community participants to create third-party transla-
tions of the administrator interface. “These were basically hacks 
or forks of the product and suffered from not being in the core 
product development path. The community, however, made its 
case for complete localization loud and clear. This was voiced 
via the large number of international community forums,” 
according to Gal.

While the decision to modify the core to provide localiza-
tion of the entire product was made more than a year ago, the 
scope of localization of the administrator interface turned out 
to be an order of magnitude larger than the front end interface. 
Challenges in providing localizations of the product were both 
technical and organizational.

Gal explains, “The growing user base in the Far East drew 
attention to the need for multibyte character set support. This 
is something that is not provided by default in PHP and also 
not supported in older versions of MySQL. Communities in the 
Middle East raised the issue of RTL language support in the 
core. Parsing of language fi les has a performance penalty, and 
all options needed to be considered. Backward compatibility and 
easy integration of localized third-party components required 
suitable architectural decisions.

“A decision was made to adopt Unicode in the form of UTF-
8 encoding as of Joomla! 1.5. This would provide the ability 
to localize to any language. However, a core string class was 

required to provide the multibyte character handling that could 
be absent in PHP. A core language system was developed that 
is based on key-value pairs in .ini fi le format. The parsing per-
formance of this format of data was found to be superior to the 
PHP getText facility.

“The organizational challenge was to be able to provide users 
with standard quality-assured language packs. As the scope of 
this was way beyond the capabilities of the core development 
team, a community interface in the form of a work group was 
created. Each international community that expressed an inter-
est in creating a core language pack provided a Translation 
Coordinator as a member in the Translation Work Group. A 
translation policy was published, and teams were requested to 
adhere to the policy. In addition, teams that committed to trans-
lating the entire help system and agreed to host a localized help 
server site, were given a ‘Translation Partner Site’ status. The 

Translation Work Group has proved itself to 
be a valuable interface with the user commu-
nity in regards to localization and language 
issues.”

In fact, much of the work on developing 
Joomla! refl ects a priority of meeting the 
expectations from the international commu-
nity to make Joomla! fully internationalized. 
Johan Janssens, lead developer of Joomla! 1.5, 
said on the Joomla! website that the develop-
ment issues involved in implementing inter-
nationalization required “signifi cantly more 
developer muscle compared to what shipped 
in Joomla! 1.0.” Janssens continues, “The 
decision to support Unicode (UTF-8) required 
mass chunks of the core to be refactored, and 

then some third-party libraries were found to be incapable of 
supporting the UTF-8 character set and had to be either custom-
ized or replaced.”

As with any software, language issues have a profound 
impact on the product. Language aspects appear in the prod-
uct core, user interface, extensions, database connection and 
external interfaces. Language issues also place demands on the 
product’s host environment — web server, PHP and database. 
Resolving every issue has accomplished a high degree of inter-
nationalization compliance.

Perhaps what makes an open-source project such as Joomla! 
different is the sheer scope. Gal says, “The global scope of active 
users and contributors has raised the priorities given to solving 
language issues, and the resulting truly international product 
has created a snowball effect of more and more international 
communities adopting the product for CMS use. The attraction, 
among other features, being the high degree of localization and 
language handling the product provides.”

Joomla! users refl ect a different demographic from most free, 
open-source software users. They are largely business people, 
hobbyists, administrators and educators. They are generally not 
the expected user base of geeks and developers. A user-centric 
and user-friendly approach both in its interface and its forum-
based support is causing many industry observers, both open 
and closed source, to look into the Joomla! ecosystem. 

“They too are hoping they can tap into similar success by 
building a place people want to be,” Gal says. 

Easy to say, hard to do.  M
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Back translation. The process of translating a document 
that has already been translated into another language 
back to the original language — preferably by an indepen-
dent translator.

Bidirectional (writing system). A writing system in 
which text is generally flush right, and most characters are 
written from right-to-left, but some text is written left-to-
right as well. Arabic and Hebrew are the only bidirectional 
writing systems in current use.

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.

Computer-aided translation (CAT). Computer techno-
logy 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 trans-
lation 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 
parse tree for each sentence. Also, a large body of source-
language text used for a translation.

DITA (Darwin Information Typing Architecture). An 
XML-based architecture for authoring, producing and 
delivering technical information. This architecture con-
sists of a set of design principles for creating “information-
typed” modules at a topic level and for using that content 

in delivery modes such as online help and product support 
portals on the web.

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 transmis-
sion 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 localiza-
tion throughout a company after proper internationaliza-
tion 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.

HTML (HyperText Markup Language). A markup lan-
guage that uses tags to structure text into headings, para-
graphs, lists and links, and tells a web browser how to 
display text and images on a web page.

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.

Localization (l10n). In this context, the process of adap-
ting a product or software to a specific international lan-
guage or culture so that it seems natural to that particular 
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This section offers terminology, abbreviations, acronyms and other 
resources, especially as related to the content of this issue. For more 
definitions, see the Glossary section of MultiLingual’s annual Resource 
Directory and Index (www.multilingual.com/resourceDirectory).

Basic terminology
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Basics
region. True localization considers language, culture, cus-
toms and the characteristics of the target locale. It fre-
quently 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 trans-
lates text from one human language to another, using 
terminology glossaries and advanced grammatical, syntac-
tic and semantic analysis techniques.

.NET. Microsoft platform for applications that work over 
the internet.

Open-source software. Any computer software distrib-
uted under a license that allows users to change and/or 
share the software freely. End users have the right to mod-
ify and redistribute the software, as well as the right to 
package and sell the software.

Outsource. To hire a third-party provider to perform tasks 
or services often performed in-house. The third-party pro-
vider is then referred to as the outsourcer.

Search engine. A program designed to help find infor-
mation stored on a computer system such as the World 
Wide Web or a personal computer. A search engine allows 
a user to ask for content meeting specific criteria — typi-
cally those containing a given word, phrase or name — and 
retrieves a list of references that match those criteria. 

Search engine optimization (SEO). A set of meth-
ods aimed at improving the ranking of a website in search 
engine listings. SEO is primarily concerned with advancing 
the goals of a website by improving the number and position 
of its organic search results for a wide variety of relevant 
keywords. 

Semantic Web. An extension of the worldwide web that 
provides a common framework allowing data to be shared 
and re-used across application, enterprise and community 
boundaries. It is based on Resource Description Framework 
(RDF), which integrates a variety of applications using XML 
for syntax and URLs for naming.

Simplified Chinese. A Chinese character set used in 
mainland China and Singapore, modified to be written 
with fewer strokes per character.

Source language. A language that is to be translated into 
another language.

Traditional Chinese. A Chinese character set used every-
where except in mainland China and Singapore. This set is 
consistent with the original Chinese ideographic form that is 
several thousand years old.

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 lan-
guage must be established in order to convey the same mes-
sage in the target language. 

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 stan-
dard, based on XML, which has been designed to simplify 
and automate the process of converting translation memo-
ries (TMs) from one format to another.

XLIFF (XML Localization Interchange File Format).
Specifically designed to support the localization of data 
and has features for updating strings, revision control, 
marking different phases of the localization process, word 
count calculations, the provision of alternative or sug-
gested language translations, among others. XLIFF is an 
open standard.

XML (eXtensible Markup Language). A programming 
language/specification. XML is a pared-down version of 
SGML, an international standard for the publication and 
delivery of electronic information, designed especially for 
web documents.

Resources
ORGANIZATIONS

American Translators Association (ATA), www.atanet.org

Fédération Internationale des Traducteurs / International 
Federation of Translators, www.fit-ift.org

Globalization and Localization Association (GALA),
www.gala-global.org

Israel Translators Association, www.ita.org.il

Localization Industry Standards Association (LISA), www.lisa.org 

The Localization Institute, www.localizationinstitute.com

The Unicode Consortium, www.unicode.org

World Wide Web Consortium, http://w3c.org

PUBLICATIONS

MultiLingual (formerly MultiLingual Computing & Technology). 
Selected articles available at www.multilingual.com

The Guide to Translation & Localization, published 
 by Lingo Systems, www.lingosys.com

WEBSITES

SourceForge, www.sourceforge.net

Wikipedia, www.wikipedia.org
User-built, web-based encyclopedia with articles in numerous 
languages. Top ten are English, German, Japanese, French, 
Polish, Swedish, Dutch, Spanish, Italian and Portuguese. 
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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 professionals 
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

Globalization and Localization Association 
Description The Globalization and Localization Association 
(GALA) is a fully representative, nonprofit, international 
industry association for the translation, internationaliza-
tion, localization and globalization industry. The association 
gives members a common forum to discuss issues, create in-
novative solutions, promote the industry, and offer clients 
unique, collaborative value.
Globalization and Localization Association 23 Main Street, 
Andover, MA 01810, 206-329-2596, Fax: 815-346-2361, E-mail: 
info@gala-global.org, Web: www.gala-global.org See ad on page 56

Translation Automation User Society
Description Translation automation is not a straightforward 
process with a guaranteed recipe for return on investment. The 
difference between profit and loss depends on solid, detailed 
and objective information. The best way of obtaining that in-
formation is by networking with other users and by sharing ex-
periences. TAUS is a member organization for the exchange of 
insights and experiences in automating translation processes. 
Founding members are Autodesk, Cisco, Computer Associ-
ates, EMC Software Group, European Patent Office, FileNET, 
GambroBCT, Hewlett-Packard ACG, Intel, McDonald’s Cor-
poration, McAfee, Novell, Océ Technologies, Oracle, Sun Mi-
crosystems, Symantec and WatchGuard. 
Translation Automation User Society (TAUS) Oosteinde 9-11, 
1483 AB De Rijp, The Netherlands, 31-299-672028, E-mail: info@
translationautomation.com, Web: www.translationautomation.com 
See ad on page 17 

CONFERENCES

Localization World
Description Localization World conferences are dedicated
to the language and localization industries. Our con-
stituents are the people responsible for communicat-
ing across the boundaries of language and culture in the 
global marketplace. International product and market-
ing managers participate in Localization World from 
all sectors and all geographies to meet language service 
and technology providers and network with their peers. 
Hands-on practitioners come to share their knowl-
edge and experience and to learn from others. Confer-
ences are held twice a year at different locations. See our 
website for details on upcoming and past conferences.
Localization World 319 North 1st Avenue, Sandpoint, ID 83864, 
208-263-8178, Fax: 208-263-6310, E-mail: info@localizationworld
.com, Web: www.localizationworld.com 

The Internationalization & Unicode Conference
Description The Internationalization & Unicode Confer-
ence (IUC) is the premier technical conference focusing on 
multilingual, global software and web internationalization. 
Each IUC conference features a variety of tutorials and con-
ference sessions that cover current topics related to web and 
software internationalization, globalization, and Unicode. 
Internationalization and Unicode experts, implementers, 
clients and vendors are invited to attend this unique confer-
ence. The interactive format makes the IUC a great place 
to meet and exchange ideas with leading experts during 
birds-of-a-feather gatherings, find out about the needs of 
potential clients, or get information about new and existing 
Unicode-enabled products in the exhibit hall. 
The Unicode Consortium P.O. Box 391476, Mountain View, CA 
94039-1476, 781-444-0404, Fax: 781-444-0320, E-mail: dana@
omg.org, Web: www.unicodeconference.org See ad on page 38

ENTERPRISE SOLUTIONS

Idiom Technologies 
Multiple Platforms
Languages More than 120 Description Idiom Technologies 
optimizes the globalization supply chain by aligning global 
enterprises, language service providers and translators. Award-
winning WorldServer™ software solutions expand market reach
and accelerate multilingual communication with a proven 
platform for automating translation and localization processes. 
Idiom works with global organizations including Adobe, Au-
todesk, Continental Airlines, eBay, Motorola and Travelocity 
to cost-effectively translate global websites and applications, 
streamline software localization and delivery, and speed time-
to-market for international product documentation. Idiom 
also partners with consulting firms, systems integrators and 
technology vendors to help customers achieve high-quality 
results and maximize existing enterprise infrastructure. 
Idiom Technologies, Inc. 200 Fifth Avenue, Waltham, MA 02451, 
781-464-6000, Fax: 781-464-6100, E-mail: idiom_info@idiominc.com, 
Web: www.idiominc.com See ad on page 8

STAR Group
Multiple Platforms
Languages All Description STAR is a leader in information 
management, localization, internationalization and global-
ization solutions as well as a premier developer of language 
technology tools such as Transit/TermStar, WebTerm and of 
our information management system, GRIPS. For more than 
21 years, STAR has specialized in information management 
and publishing, multilingual processing including translation 
services, terminology management, software localization/
internationalization, software development and multimedia 
systems engineering. With 37 offices in 28 countries and our 
global network of pre-qualified freelance translators, STAR 
provides a unique combination of information management 
tools and services.
STAR Group America, LLC 5001 Mayfi eld Road, Suite 220, Lynd-
hurst, 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 75
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Multilingual word processing and typing for over 100 languages
Includes modern and ancient languages

All parts of Asia: CJK, the Middle East, India, central/southeast Asia.
Also east/west Europe, Africa and more. See www.unitype.com for a complete list.

Global Suite
• Includes both Global Office and Global Writer

Global Office
• Integrates with Microsoft Office
• Use Unitype languages in Word, Excel, Outlook, and PowerPoint
• Provides keyboards and fonts for easy input

Global Writer
• Standalone multilingual word processor
• Create Unicode-compliant documents
• Fully supports bidirectional typing and much more 

www.Unitype.com • 116-A Mockingbird Lane, Lockhart, TX 78644 USA
1-512-620-0384 • Fax: 1-512-233-0094 • Email: sales@unitype.com

Unitype

FONTS

65-73 Buyer'sGuide #81.indd 6565-73 Buyer'sGuide #81.indd   65 6/29/06 10:53:11 AM6/29/06   10:53:11 AM

mailto:communication@ailia.ca
http://www.ailia.ca
http://www.unicodeconference.org
mailto:info@gala-global.org
http://www.gala-global.org
mailto:idiom_info@idiominc.com
mailto:info@us.star-group.net
http://www.us.star-group.net
http://www.idiominc.com
http://www.translationautomation.com
http://www.localizationworld.com
http://www.unitype.com
http://www.Unitype.com
mailto:sales@unitype.com
http://www.multilingual.com
mailto:dana@omg.org
mailto:dana@omg.org
mailto:info@translationautomation.com
mailto:info@translationautomation.com
mailto:info@localizationworld.com
mailto:info@localizationworld.com


| MultiLingual  July/August 2006 advertising@multilingual.com

INTERNATIONALIZATION

TOOLS

across Systems GmbH
Windows
Languages All Description across Systems GmbH is a 
spin-off of Nero AG with its world’s leading CD/DVD ap-
plication. across includes TM and terminology system as 
well as powerful tools to support the project and workflow 
management of translations. Product manager, transla-
tor and proofreader all work together within one system, 
either in-house or smoothly integrated with translation 
service providers. across provides several partner concepts 
and the Software Development Kit (SDK) for system inte-
grators and technology partners, to allow the translation 
desktop to be integrated directly, in order to include both 
preliminary and subsequent process steps. This results in 
more flexible and transparent processes that benefit all sides.
across Systems GmbH Im Stoeckmaedle 18, D-76307 Karlsbad, 
Germany, 49-7248-925-425, Fax: 49-7248-925-444, E-mail: info@
across.net, Web: www.across.net See ad on page 2

Basis Technology
Multiple Platforms
Languages Asian, European and Middle Eastern Description
Basis Technology provides products and services for technol-
ogy globalization and multilingual information processing. 
Some of the largest multinational corporations have depended 
on Basis to help them go global. The company’s Rosette Lin-
guistics Platform is a suite of software designed for integration 
into highly scalable applications that require analysis and pro-
cessing of the world’s languages. Products include core library 
for Unicode; a language and encoding identifier; entity ex-
traction; language analyzers for segmenting and normalizing 
Asian languages; and a Chinese script converter for automatic 
translation between Simplified and Traditional. Globalization 
services include readiness audits; project management and en-
gineering 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 De-
scription For over 22 years, Adams Globalization has pro-
vided comprehensive turnkey solutions for globalization. We 
deliver software localization and testing, technical transla-
tion, 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 possibili-
ties. 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

ADAPT Localization Services 
Languages More than 50 Description ADAPT Localization 
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 localization services, pre-
press and publication management. Serving both Fortune 
500 and small companies, ADAPT has gained a reputation 
for quality, reliability, technological competence and a com-
mitment to customer service. Fields of specialization include 
diagnostic and medical 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 52

Alliance Localization China, Inc. (ALC)
Languages Major Asian and European languages Description
ALC offers document, website and software translation and lo-
calization, desktop publishing, and interpreter services. We fo-
cus on English, German and other European 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, Illustrator, InDesign, PageMaker, Photoshop and 
QuarkXPress. Our customer-oriented approach is supported 
by strong project management, a team of specialists, a large 
knowledgebase and advanced methodologies. We always pro-
vide 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

Alpha CRC — Translating Excellence
Languages All Description You benefit from 19 years of 
experience in software localization when choosing Alpha 
CRC. A private company, we pride ourselves on meeting the 
individual needs of customers. Our in-house staff includes 
translators covering 17 languages plus experts in software en-
gineering, DTP, QA and testing, voice recording and project 
management. This means we always have people available to 
discuss and deliver your requirements. When selecting Alpha, 
you have the added confidence of knowing that top technol-
ogy companies do the same. Our customers include SAP, Sun 
and Symantec. Whether you’re an experienced global player 
or just starting, Alpha has the solution for you.
Alpha CRC Ltd. St. Andrew’s House, St. Andrew’s Road, Cambridge
CB4 1DL UK, 44-1223-431011, Fax: 44-1223-461274, E-mail: 
cruggiero@alphacrc.com, Web: www.alphacrc.com  

Binari Sonori
Languages From all European languages into Italian Descrip-
tion 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 flexibility. 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 transla-
tion/localization projects, regardless of text length or the soft-
ware tools to be used. Fields of expertise are software, hardware, 
telecommunications, finance, training, web and marketing.
Binari Sonori srl Viale Fulvio Testi, 11, 20092 Cinisello Balsamo, 
Milano, Italy, 39-02-61866-310, Fax: 39-02-61866-313, E-mail: 
translate@binarisonori.it, Web: www.binarisonori.it See ad on page 15

CPSL
Languages All Description CPSL offers all the standard lo-
calization services, yet so much more. With over 40 years of 
global experience, CPSL provides its customers with best 
practices consultancy, content authoring, event planning, 
translation, localization, publishing, as well as interpreting 
services. CPSL focuses on localization services for life sciences, 
technical, automotive, information technology and energy 
industries, and is renowned for its ability to retain long-term 
relationships with its clients. These attributes, paired with 
its reputation for outstanding customer care, competence, 
quality, and state-of-the-art technology, make CPSL an in-
dustry leader. While other translation businesses have come 
and gone, CPSL has consistently grown to become the largest 
Spanish-owned localization company, headquartered in Bar-
celona with offices in Madrid and Galway, Ireland.
CPSL Torre Llacuna, Llacuna 166, 9ª planta, 08018 Barcelona, Spain, 
34-93-486-42-80, Fax: 34-93-300-00-40, E-mail: info@cpsl.com, 
Web: www.cpsl.com See ad on page 18

EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek localizer, 
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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 soft-
ware 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

WHY
?
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specializing in technical and medical translations from Eng-
lish into Greek and Greek into English. EuroGreek’s aim is to 
provide high-quality, turnkey solutions, 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 local-
ization services. All of EuroGreek’s work is produced in-house 
by a team of 25 highly qualified specialists and is fully guaran-
teed 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 55

Golden View (China) Technologies Inc.
Languages Asian languages Description Established in 
1996, Golden View started as a professional vendor of IBM 
China. We specialize in software localization, technical, legal, 
life science document translation, multilingual typesetting 
and voice recording with voice samples provided. We have 
a well-proven excellent Asian linguist team and very skilled 
DTP specialists. We commit to high quality, on-time delivery, 
capacity management. We aim at being your strategic part-
ner in Asian language localization. Please contact us now to 
discuss your needs.
Golden View (China) Technologies Inc. Room 801, H7.8 Building, 
Tian’An Cyber Park, Shenzhen 518040, People’s Republic of China, 
86755-83434064, Fax: 86755-83434064, E-mail: info@gvlocal
ization.com, Web: www.gvlocalization.com See ad on page 51

iDISC Information Technologies
Language Spanish Description iDISC, established in 1987, 
is a leading independent localization company based in 
Barcelona, Spain. Services range from localization 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 areas of expertise, mainly software lo-
calization, 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 
support are guaranteed by iDISC’s Support and Develop-
ment 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 Description
iSP (international Software Products) is a distinct provider of 
localization services. For 20 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 high-
est quality localized 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 Europe. 
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 

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 certification. 
Our uniqueness is a solid team of the best professionals in 
all relevant areas — localization engineers, language spe-
cialists, QA officers, DTP and software engineers and more. 
We do it end-to-end — from servers to handhelds, from 
ERP to automotive solutions and from interface specifica-
tions to legal notices. Our clients sound truly Russian.
Janus Worldwide Inc. Derbenevskaya nab., 11B, Offi ce 113, Moscow 
114115, Russia, 7-495-913-66-53, Fax: 7-495-913-66-53 ext. 299, 
E-mail: management@janus.ru, Web: www.janus.ru  

Jonckers Translation & Engineering s.a.
Languages All Description Formed in 1994, Jonckers Trans-
lation & Engineering is headquartered in Brussels and main-
tains 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 indus-
try leaders and provide end-to-end solutions in areas such as 
software, multimedia and courseware localization, as well as 
technical documentation and fast turnaround time transla-
tions. 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. Jonck-
ers is a founding member of LCJ EEIG (a European economic 
interest group) and a Microsoft Premier Vendor. 
Jonckers Translation & Engineering s.a. 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 
See ad on page 42

Lingo Systems, Translation & Localization
Languages 72 Description Lingo Systems provides customer-
focused translation and localization services for global compa-
nies. We specialize in software, online applications, 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 con-
sistently rate us a 6 out of 6, and we have never caused a late 
release. Providing exceptional project management, exceeding 
client expectations and delivering measurable value are our 
raisons d’être. For a free copy of our award-winning Guide to 
Translation & Localization: Preparing for the Global Market-
place, 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 16

Lionbridge Software and Content Localization
Languages All Description  Lionbridge provides globalization 
and offshoring services that enable clients to develop, local-
ize, test and maintain their enterprise content and technology

applications globally. Through its globalization service
offerings, Lionbridge adapts client products and content to 
meet the linguistic, technical and cultural requirements of 
customers, partners and employees worldwide. Lionbridge 
offshoring services include the development and mainte-
nance of content and applications as well as testing to ensure 
the quality, interoperability, usability and performance of 
clients’ software, hardware, consumer technology products, 
websites and content. Lionbridge offers its testing services 
under the VeriTest brand. Lionbridge has more than 4,000 
employees based in 25 countries worldwide.
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 3

Logrus International Corporation
Language Russian, formerly USSR Description Logrus In-
ternational Corporation is focused on software localization 
and translation for the IT industry, as well as on multilin-
gual 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 services 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 exter-
nal support and thorough experience with large projects 
(operating systems, office suites, ERP systems 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 Ave-
nue, Huntingdon Valley, PA 19006, 215-947-4773, Fax: 215-947-4773,
E-mail: ceo@logrus.ru, Web: www.logrus.ru See ad on page 33

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

2G Localization Alliance
Languages All Description milengo Inc. is a global provider 
for localization, engineering and testing services for the high-
tech industries. It is the largest 2nd Generation (2G) Localiza-
tion Alliance in the market, formed by 16 leading localization 
companies located in the most important global ITC markets 
spanning Europe, the Americas and Asia. 
milengo Inc. 1001 Fourth Avenue, #3200, Seattle, WA 98154, 
877-224-8740, 49-30-2248-7681, Fax: 866-203-1685, E-mail: 
contact@milengo.com, Web: www.milengo.com See ad on page 10
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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 fi-
nancial industries to enter global markets with high-quality 
multilingual products. Moravia’s solutions include localiza-
tion and product testing services, internationalization, 
multilingual publishing and technical 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 Cali-
fornia, 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 14

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, responsiveness, high-qual-
ity output, and sensitivity to clients’ cost goals and timelines. 
Backed by over 25 years of experience in technical transla-
tion, PTIGlobal provides turnkey localization services in 27 
languages simultaneously for software, web applications, em-
bedded devices, wireless applications and gaming technology. 
Projects are customized to fit client needs and feature our exper-
tise in end-to-end project management; internationalization

consultation; glossary development; native-language trans-
lation; multilingual web content management; translation 
memory maintenance; localization engineering; linguistic 
and functionality QA; high-end desktop publishing, includ-
ing 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

Sajan
Languages All Description Sajan provides language transla-
tion services and technology to companies doing business 
around the world. We offer globalization solutions that fuse 
leading-edge technology with personalized customer service 
and ISO quality controls. Sajan’s GCMS (global communica-
tion management system) platform integrates and simplifies 
the entire translation workflow process, from authoring to 
publication. GCMS is the only single, seamless, end-to-end 
solution in the industry. Plus GCMS is web-based. There is 
no software to buy, install or upgrade. We focus on how our 
technology can simplify globalization efforts. By listening to 
our clients, we continually broaden, enhance and innovate 
our product and service offerings. 
Sajan 625 Whitetail Boulevard, River Falls, WI 54022, 715-426-9505,
877-426-9505, Fax: 715-426-0105, E-mail: solutions@sajan.com, 
Web: www.sajan.com See ad on page 58

SDL International — E-nabling Global Business
Languages All Description SDL International is a leader in 
the emerging market for global information management 
(GIM) solutions that empower organizations to accelerate 
delivery of high-quality multilingual content to global mar-
kets. Our enterprise software and services integrate with ex-
isting systems to manage global information from authoring 
to publication and throughout the distributed localization 

supply chain. Global industry leaders rely on SDL to provide 
enterprise software or full outsourcing for their GIM pro-
cesses. SDL has implemented more than 100 enterprise GIM 
solutions and has over 100,000 software licenses deployed 
across the GIM ecosystem. Our global services infrastructure 
spans 50 offices in 30 countries.
SDL International 5700 Granite Parkway, Suite 410, Plano, TX 
75024, 214-387-8500, Fax: 214-387-9120, Web: www.sdl.com See
ad on page 76

SEPROTEC
Languages All Description From large corporate groups to 
SMEs, as well as institutions and organizations in the public 
sector, SEPROTEC offers added value to its customers across all 
continents with customized solutions adapted to their needs. 
SEPROTEC Calle Valle de Alcudia 3, planta 3, 28230 Las Rozas,
Madrid, Spain, 34-91-204-87-30, Fax: 34-91-204-87-11, E-mail: 
seprotec@seprotec.com, Web: www.seprotec.com See ad on page 48

Symbio
Languages 46, with emphasis on Japanese, Simplified/Tra-
ditional Chinese, Korean, French, German, Italian, Spanish, 
Brazilian Portuguese and Latin American Spanish Description
Symbio is an IT services and outsourcing company that pro-
vides end-to-end globalization solutions for technology com-
panies. From internationalization and localization through 
in-country services such as customer product implementations 
and technical 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 globalization testers in the 
industry. With 12 development centers and offices around the 
world, Symbio works with most of the world’s leading technol-
ogy companies, including AOL, BMC, CA, EMC, FileNet, IBM, 
Microsoft, Nokia, Sony and over 300 others.
SymbioSys, Inc. 1803 Research Boulevard, Suite 508, Rockville, MD 
20850, 301-340-3988, 866-469-4116, Fax: 301-340-3989, E-mail: info 
@symbio-group.com, Web: www.symbio-group.com
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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 offering a complete transla-
tion, web and software localization service into more than 
50 languages at lower prices than our major competitors. 
Our English-speaking project managers, specialist transla-
tors, 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 57 

TOIN Corporation 
Multiple Platforms
Languages Chinese, Japanese, Korean, Malay, Thai, Vietnam-
ese Description For most Western companies, Asia is their 
most difficult market. This is due not only to technical com-
plexities, but also to differences in culture between East and 
West. Founded in 1964, TOIN has been helping bridge this 
culture gap for over four decades. 100% focused on Asian lo-
calization, TOIN’s staff is well versed in the technical, linguistic 
and cultural 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, Microsoft, 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 

Transco Technology Ltd.
Languages From English into major Asian languages Descrip-
tion Founded in 1998 and having grown tenfold its original 
size by 2003, Transco is the world’s leading Asian localization 
provider and is well renowned for its quality, efficiency and 
professionalism in serving its global client base. Transco offers 
a complete range of localization solutions for Asian languages. 
Relationship management is our philosophy of doing busi-
ness. We are focused on our customers and partners, and make 
a long-term commitment toward maintaining these relation-
ships with quality, service and continuous improvement. 
Transco Technology Ltd. B406 Grand Pacifi c Garden Mansion, 8 
Guanghua Road, Beijing, 100026, China, 86-10-65819599, Fax: 86-
10-65819799, E-mail: info@transco.cn, Web: www.transco.cn See ad 
on page 37

Ushuaia Solutions
Languages Spanish (all varieties), Portuguese (Brazil) De-
scription Ushuaia Solutions is a fast-growing Latin American 
company providing solutions for translation, localization 
and globalization needs. Ushuaia Solutions is focused on be-
ing creative and proactive to meet tight time frames with a 
high-quality level and a cost-effective budget. Customizing its 
processes, Ushuaia assures project consistency and technical 

and linguistic accuracy, thus reducing clients’ time-to-market. 
Ushuaia combines state-of-the-art technology with top-notch 
experienced native translators, editors and software engineers. 
Our mission is to work together with our clients, thereby creat-
ing a flexible, reliable and open relationship for success.
UshuaiaSolutions Rioja 919, S2000AYK Rosario, Argentina, 54-341-
4493064, Fax: 54-341-4492542, E-mail: info@ushuaiasolutions.com,
Web: www.ushuaiasolutions.com See ad on page 43

VistaTEC
Languages All Description VistaTEC is a leading provider 
of globalization services and specializes in the localization 
and testing of enterprise, mobile and desktop applications. 
VistaTEC provides translation, technical consulting, engineer-
ing and testing during the design, development and market-
ing cycles of software products. VistaTEC has headquarters in 
Dublin, Ireland, and satellite offices in the United States. Addi-
tional information on VistaTEC is available at www.vistatec.ie
VistaTEC 
Europe VistaTEC House, 700 South Circular Road, Kilmainham, 
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 17

Welocalize
Languages More than 40 European, Middle Eastern and 
Asian languages Description Our services fulfill the transla-
tion, engineering, testing and cultural needs inherent in re-
leasing products globally. We enable our clients to meet these 
challenges and achieve fluid international product develop-
ment and faster global release cycles without increasing inter-
national development costs. Welocalize provides localization, 
testing and translation services to leading companies, includ-
ing AOL, Apple, Cisco Systems, Computer Associates, IBM, 
Sun, Symantec and Xerox. The company maintains offices 
in Frederick, Maryland; Portland, Oregon; Dublin, Ireland; 
Wakayama, Japan; and Saarbrücken, Germany.
Welocalize 241 East 4th Street, Suite 207, Frederick, MD 21701, 
301-668-0330, Fax: 301-668-0335, E-mail: info@welocalize.com, 
Web: www.welocalize.com See ad on page 24

WHP 
Languages All European and major Middle Eastern and Asian 
languages, including local variants Description WHP, a ma-
jor supplier for the industry-leading corporations, localizes 
software, documentation and web content. WHP has been 
benchmarked “Best Localization Vendor” by Compaq. Clients 
specifically appreciate WHP’s dedication to high quality and 
strict respect of deadlines and, consequently, entrust WHP with 
their most sensitive projects. WHP also helps many fast-grow-
ing companies to get their first localization projects smoothly 
off the ground. WHP’s flexible and open workflow technology 
adapts to any production process. WHP’s high standards sat-
isfy the most demanding globalization requirements.
WHP 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 27

WORDSTATION GmbH
Languages British and US English, German, French (other Eu-
ropean languages are available upon request) Description Since 
its founding in 1991, WORDSTATION has become a superior 
quality provider of localization services, including terminol-
ogy 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 translatability of 
software and documentation. WORDSTATION is large enough 
to ensure security and continuity, yet small enough to provide 
numerous advantages: no administrative overhead, short com-
munication channels, fast and efficient feedback, short produc-
tion 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 Dietzen-
bach, 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 Development is 
the market leader in localization technology. With over 8,000 
licenses worldwide, Alchemy CATALYST is the dominant 
choice among professional development companies, localiza-
tion service providers and global technology leaders that need 
to accelerate entry into international markets. Alchemy CATA-
LYST 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 localiza-
tion, 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 Business 
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 34

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 complex-
ity of software localization. With its MS Explorer “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 lo-
calization projects. Visual Localize remembers all previous 
translati ons and thus maximizes re-use. With Visual Local-
ize 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
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Idiom Technologies 
Multiple Platforms
Languages More than 120 Description Idiom Technologies 
optimizes the globalization supply chain by aligning global 
enterprises, language service providers and translators. Award-
winning WorldServer™ software solutions expand market 
reach and accelerate multilingual communication with a proven 
platform for automating translation and localization processes.  
Idiom works with global organizations including Adobe, Au-
todesk, Continental Airlines, eBay, Motorola and Travelocity 
to cost-effectively translate global websites and applications, 
streamline software localization and delivery, and speed time-
to-market for international product documentation. Idiom 
also partners with consulting firms, systems integrators and 
technology vendors to help customers achieve high-quality
results and maximize existing enterprise infrastructure. 
Idiom Technologies, Inc. 200 Fifth Avenue, Waltham, MA 02451, 
781-464-6000, Fax: 781-464-6100, E-mail: idiom_info@idiominc.com,
Web: www.idiominc.com See ad on page 8

PASSOLO
Version 5.0 for Windows 98, Me, NT and Windows 2000
Languages All, including Eastern European, Asian and bi-
directional languages using Unicode support Description 
PASSOLO offers cutting-edge localization technology for all 
major Windows development platforms to process Windows 
software, Microsoft .NET, Borland Delphi/C++Builder, Java, 
XML, XLIFF, text files and databases. Complex localization 
projects based on different file formats can all be handled 
with a single localization tool. The integration of transla-
tion memory systems (for example, TRADOS), terminology 
databases, spell-checkers and WYSIWYG editors guarantees 
high-quality and short turnaround cycles. PASSOLO offers 
fuzzy-matching, pseudo-translation, numerous check func-
tions, statistical reports and experts for project setup, align-
ment and update processes. Automation and integration 
technologies provide users the means to adapt quickly to 
special requirements and nonstandard file formats.
PASS Engineering GmbH 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 7

RESEARCH

Make Our Knowledge Your Power
Description Common Sense Advisory is a research and con-
sulting firm committed to improving the quality of interna-
tional business and the efficiency of the online and offline 
operations that support it. We provide independent research, 
executive sales and management workshops, and business con-
sulting to help companies make informed decisions about the 
technology, business services and organizational structures on 
which a global enterprise 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. 100 Merrimack Street, Suite 301, 
Lowell, MA 01852, 866-510-6101, E-mail: info@commonsense
advisory.com, Web: www.commonsenseadvisory.com See ad on page 50

TM BROKERS

The Translation Memory Brokers
Languages All Description Central to most translation 

processes today is the database that contains previously trans-
lated data: the translation memory (TM). The consistently 
growing size of the TM represents an ever-increasing value to 
you as its owner. By the same token, it becomes increasingly at-
tractive to TM buyers from the same industry to either jump-
start a TM or complement it with proven, industry-specific 
translations. Through TM Marketplace, this asset can now 
provide an immediate return on investment through licens-
ing 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@tmmarket 
place.com, Web: www.tmmarketplace.com See ad on page 46

TRAINING & SEMINARS

The Localization Institute
Languages All Description The Localization Institute pro-
vides training, seminars and conferences for the global 
localization community. Best known for its four annual 
localization roundtables, the Institute’s events train localiza-
tion professionals and promote the sharing of experience 
and information. Seminars include “Multilingual Websites,” 
“Writing and Designing for an International Audience,” 
“Localization Project Management,” “Advanced Localiza-
tion Project Management,” “Designing International Web 
and User Interfaces,” “Writing International Software for 
Win32API,” “Introduction to Localization,” “Tools and 
Technologies for Localization/Internationalization,” “QA 
of Global Products,” “Implementing a Translation Memory 
Process” and “Introduction 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 13

TRANSLATION SERVICES

2tr Soluções Globais
Languages Brazilian 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 in-
dustry. We specialize in technical translations, 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 pharmaceuticals 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 401, 
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 

Your #1 choice for Brazilian Portuguese
Languages Brazilian Portuguese and 30 other languages 
Description If your company is facing the challenges of 
global expansion, we can offer nearly three decades of ex-
perience in providing high-volume technical translation 
services to large corporations in Brazil and abroad. Conquer-
ing new markets and communicating more effectively with 
your clients is easier when you choose a partner who offers 

extensive experience in translation and localization services 
to international quality standards. Our high production ca-
pacity, modern infrastructure and continuous investment in 
technology and staff training have made All Tasks the market 
leader in Brazil and Latin America since 1991. Contact us for 
a quotation.
All Tasks Traduções Técnicas Rua Dona Teresa Margarida, 56, Vila 
Mariana, São Paulo-SP 04037-040, Brazil, 55-11-5908-8300, Fax: 55-
11-5908-8308, E-mail: intlbuss@alltasks.com.br, Web: www.alltasks
.com.br See ad on page 55

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, QuarkXPress, 
MS Office and other graphic and DTP tools. Having more than 
150 full-time employees located at Beijing, Taipei, Singapore, 
Seoul, Shanghai, Hong Kong, Shenyang and Chengdu, we can 
handle English/German into and from Simplified Chinese/
Traditional Chinese/Japanese/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, BDA, Beijing Economic-
Technological 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 documentation re-
quirements; produce translations that are adapted to specific 
markets and cultures; and prepare an end product in DTP or 
printed format in accordance with the demands of each proj-
ect. Specialized fields include software localization; engineer-
ing and technology; life sciences; and institutional-corporate 
sector. Three elements of fundamental importance are devel-
oped and combined at Celer Soluciones: translation — good 
translation practice; technology — 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 15

Eriksen Translations Inc.
Languages All Description Eriksen Translations Inc. is a lead-
ing provider of multilingual services, including translation, 
interpreting, typesetting, project management, web localiza-
tion and cultural consulting. For 20 years, Eriksen has helped 
a broad range of organizations in both the public and private 
sectors excel across print, desktop and web environments 
in the domestic and global marketplace. With a worldwide 
network of over 5,000 linguists, a commitment to leading 
technologies, and an in-house staff dedicated to tailoring our 
proven project management process to the individual needs 
of each client, Eriksen is your globalization partner.
Eriksen Translations Inc. 32 Court Street, 20th Floor, Brooklyn, 
NY 11201, 718-802-9010, Fax: 718-802-0041, E-mail: info@eriksen 
inc.com, Web: www.erikseninc.com
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EuroGreek Translations Limited
Languages Greek Description EuroGreek Translations Lim-
ited is Europe’s number one Greek production house, spe-
cializing in technical and medical translations from English 
into Greek and Greek into English. EuroGreek’s aim is to pro-
vide high-quality, turnkey solutions, 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 
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 
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 55

Follow-Up Translation Services
Language English, Brazilian Portuguese, Latin American 
Spanish Description With more than 15 years of experience,
we know exactly how to help your products and docu-
ments penetrate South American markets faster and more 
efficiently. Trust our expertise and leave your software/web-
site localization with us. Follow-Up gathers a select group 
of translation, localization, DTP, engineering 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, finance, 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 30

ForeignExchange Translations
Language 42 languages and growing Description ForeignEx-
change 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 proprietary Multilingual 
Compliance Process combines expert 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 di-
rectly 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 ad on page 39 

Hermes Traducciones y 
Servicios Lingüísticos, S.L.
Languages Spanish, Portuguese (Continental and Brazilian), 
English, French, Italian, German and other languages on de-
mand Description Established in 1991, Hermes Traducciones 
is a leading Spanish translation company, specializing in soft-
ware and hardware localization and also undertaking a broad 
range of other translation 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 Committee for the creation 
of the European Quality Standard for Translation Services. 
Hermes Traducciones also organizes university courses on lo-
calization 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 42

ISO 9001:2000 Certified Translation Services
Languages All major languages Description Idem Translations, 
Inc., is a full-service translation/localization company, special-
izing in the life sciences, legal and IT industries since 1983. 
Our expert translation teams combine linguistic excellence 
with strong backgrounds in a variety of fields. We maintain 
specialized client glossaries and memory databases to ensure 
consistent terminology. Our ISO 9001:2000 certified transla-
tion and quality processes guarantee a service that meets the 
highest industry standards. We offer a unique combination of 
industry-specific experience, knowledgeable translation teams 
and friendly, client-oriented service.
Idem Translations, Inc. 550 California Avenue, Suite 310, Palo Alto, 
CA 94306, 650-858-4336, Fax: 650-858-4339, E-mail: info@idem
translations.com, Web: www.idemtranslations.com See ad on page 55

International Communication by Design, Inc.
Languages All major languages, including double-byte 
Description An ATA member, ICD delivers accurate trans-
lation and localization of manuals, websites and brochures. 
With over 15 years’ experience, ICD provides 100% reli-
ability, quality and on-time delivery. Our team includes 
ATA-accredited translators who are native speakers, subject 
matter experts and project managers. Using the latest tools, 
ICD maintains translation memories 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 Services 

is a leading provider in the area of global communication 
with over 35 offices worldwide. With more than 30 years of 
experience, our services include translation and interpret-
ing in all languages; software, multimedia and website lo-
calization; terminology management; multilingual desktop 
publishing; and individual and corporate language train-
ing in all major languages. KERN has established itself as 
a preferred insourcing and outsourcing solution provider 
for language services. We serve clients in all industry sec-
tors, including the automotive, medical, pharmaceutical, 
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/Main, 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

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a full-service 
translation and localization agency specializing in the ad-
aptation of marketing and communications material into 
most of the world’s languages. Our enterprise language 
solutions range from glossary development and mainte-
nance to translation memory deployment and global con-
tent management. In today’s highly competitive, global 
environment, it is becoming increasingly difficult to dif-
ferentiate one translation agency from another. We stand 
apart by taking the most proactive approach to quality in 
the industry, utilizing stringent project management pro-
cedures, 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 indus-
try 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 Ex-
pertise: Translators and editors are selected based on ex-
perience and professional skills testing in subject matter 
and language pairs. Clients have dedicated technical sup-
port, account and project management throughout every 
project. Technology: 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@mcelroy 
translation.com, Web: www.mcelroytranslation.com See ad on page 19
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Medical Translations Only
Languages All European languages and Japanese Description
MediLingua is one of the few medical translation specialists 
in Europe. We only do medical. We provide all European lan-
guages (31 today and counting) and Japanese as well as trans-
lation-related services to manufacturers of medical devices, 
instruments, in vitro diagnostics and software; pharmaceutical   
and biotechnology companies; medical publishers; national 
and international medical organizations; and other customers 
in the medical sector. Projects include the translation of docu-
mentation for medical devices, surgical instruments, hospital 
equipment 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, Rijnsbur-
gerweg 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 51

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 largest multilingual 
projects accurately and efficiently. We have 25 years of expe-
rience working with a broad range of leading global compa-
nies and are able to provide clients with turnkey, integrated 
language solutions. Working with the latest tools for enhanc-
ing 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, local-
ization, technical writing, design and formatting, electronic 
delivery, printing and distribution. Internet job initiation.
Merrill Brink International 6100 Golden Valley Road, Minneapolis,
MN 55422, 763-591-1977, Fax: 763-542-9138, E-mail: info@ 
merrillbrink.com, Web: www.merrillbrink.com See ad on page 4

mt-g medical translation
Quality and Reliability for Our Clients
Languages All Description mt-g provides medical and 
pharmaceutical translations of the highest quality. Specialist 
translations, localization, DTP/layouting, technical docu-
mentation, project management, process optimization and 
consulting plus the innovative software products 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 manufac-
turers 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 mat-
ter of trust. Challenge us. We look forward to it.
mt-g medical translation GmbH & Co. KG Eberhard-Finckh-
Strasse 55, 89075 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

NCS Enterprises, L.L.C.
Languages All Description  With NCS you’ll find that the focus 
is on our clients and their translation projects. From the small-
est product label requiring desktop publishing to the largest, 
multilingual, online help text, our project managers will make 
the process smooth and painless. We find the right team of 
native-speaker professional translators and editors with indus-
try-specific knowledge for each project. Our working knowl-
edge of all types of software makes sure the translations are 
delivered as required. Even with being ISO 9001:2000-com-
pliant and using the latest technology, it’s about the people, 
communication and commitment to service. Call us at 412-
278-4590 to see how this translates into quality.
NCS Enterprises, L.L.C. 1222 Hope Hollow Road, 2nd Floor, 
Carnegie, PA 15106, 412-278-4590, Fax: 412-278-4595, E-mail: 
sales@ncs-pubs.com, Web: www.ncs-pubs.com See ad on page 60

One Planet
Languages All Description What makes One Planet differ-
ent? A deep understanding 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 manu-
facturing? 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. Services include 
technical translation, software localization and multilingual 
website development. 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 15209, 888-
677-1010, Fax: 412-632-1071, E-mail: info@one-planet.net, Web: 
www.one-planet.net See ads on pages 49, 51

Skrivanek Translation Services
Languages All, with a focus on Central and Eastern Europe 
Description Skrivanek is a leading language-service provider 
focusing on translation, localization and language teaching. Es-
tablished in the Czech Republic in 1994, it has quickly achieved a 
dominant position on the Central European translation market, 
creating a network of outlets in 51 European cities, and is con-
tinuing to expand. With a staff of professional translators and 
experienced project managers, software engineers and program-
mers, 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 58

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 deliver a full line of 
service in translation, interpreting and conference coordina-
tion; product, software and website localization; desktop 
publishing; multimedia production and voiceovers; and con-
sultation in both project-specific and long-term planning for 
the incorporation of foreign language elements into your busi-
ness. For 15 years, we’ve offered proven expertise in all major  

fields of industry, delivered by accomplished, experienced pro-
fessionals. 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, Centen-
nial, CO 80111, 888-779-1288, 303-779-1288, Fax: 303-779-1232, 
E-mail: info@syntes.com, Web: www.syntes.com 

Translations.com 
LanguagesAll Description Translations.com provides software 
and website localization, as well as enterprise language solu-
tions, to clients in virtually every major industry. Translations
.com’s business services are focused on the strategic needs of 
organizations seeking to communicate and conduct business 
in international markets. Translations.com has an established 
global presence on three continents and continues to pioneer 
new techniques and technologies for the rapid development 
of multilingual business solutions. For more information, 
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 21

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 documentation and marketing communi-
cation materials covers a wide range of industries, including 
biomedical and health care; building and construction; finan-
cial services; food and agriculture; high-tech and manufactur-
ing; and hospitality and leisure, as well as government and 
nonprofit 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 (MT) sys-
tems (TranSphere): Fully automated (parsing + statistics),
special-domain dictionary stacking/update. Language pairs: 
English/Arabic/Turkish/Persian/Dari/Pashto/Korean/Chinese/
Japanese/Hebrew/German/French/Italian/Spanish/Portu-
guese/Russian/Polish/Ukrainian/Dutch. Cross language pairs 
new releases: Arabic-French/Arabic-German/Turkish-German.
Translation Memory: Statistical parallel corpora-based system 
decoupled/integrated with MT. Webtrans: Web page transla-
tion — target language page reconstructed with hyperlinks/
images/applets/objects/embedded scripts. MT API: For MT 
system integration (all languages with various solutions). 
NameFinder: Proper noun detection (languages with no 
capitalization). MLIR (Multilingual Information Retrieval): 
retrieval of multilingual content, including query translation, 
morphological and thematic searches (geographic/personal/
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

Idiom Technologies 
Multiple Platforms
Languages More than 120 Description Idiom Technologies 
optimizes the globalization supply chain by aligning global 
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enterprises, language service providers and translators. Award-
winning WorldServer™ software solutions expand market 
reach and accelerate multilingual communication with a proven 
platform for automating translation and localization processes. 
Idiom works with global organizations including Adobe, Au-
todesk, Continental Airlines, eBay, Motorola and Travelocity 
to cost-effectively translate global websites and applications, 
streamline software localization and delivery, and speed time-
to-market for international product documentation. Idiom 
also partners with consulting firms, systems integrators and 
technology vendors to help customers achieve high-quality re-
sults and maximize existing enterprise infrastructure. 
Idiom Technologies, Inc. 200 Fifth Avenue, Waltham, MA 02451, 
781-464-6000, Fax: 781-464-6100, E-mail: idiom_info@idiominc.com, 
Web: www.idiominc.com See ad on page 8

Recycling past translations reaches new heights
Windows
Languages All Unicode languages Description MultiCorpora 
is the provider of MultiTrans 4, the latest of the next-genera-
tion computer-aided translation systems. Using 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 transla-
tors working with the most popular editors. More flexible 
than ever, MultiTrans 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 Technology, a division 
of SDL International, is the world’s largest provider of tech-
nology solutions for global information management (GIM), 
which benefit corporations and institutions, language service 
providers and freelance translators worldwide. With the acqui-
sition of TRADOS, SDL now has over 100,000 software licenses 
deployed across the localization supply chain and has demon-
strated proven ROI in over 100 enterprise solution installations. 
SDL continues to deliver innovative software products that 
automate GIM processes and maximize language translation 
productivity. The simultaneous service release of both SDL 
TRADOS 7.1 and SDLX 2005 SP1 represents the first interoper-
ability versions of SDL’s leading translation memory products.
SDL International 5700 Granite Parkway, Suite 410, Plano, TX  
75024, 904-683-9259, Fax: 904-683-9259, E-mail: naproductsales
@sdl.com, Web: www.sdl.com See ad on page 76

SYSTRAN 
Multiple Platforms
Languages 40 language combinations Description SYSTRAN
is the market leading provider of language translation software
products and solutions for the desktop, enterprise and in-
ternet that facilitate communication in 40 language com-
binations and in 20 domains. With over three decades of 

expertise, research and development, SYSTRAN’s software is 
the choice of leading global corporations, portals and public 
agencies. Use of SYSTRAN products and solutions enhances 
multilingual communication and increases user productiv-
ity and time-savings for B2E, B2B and B2C markets as they 
deliver real-time language solutions for search, content man-
agement, online customer support, intra-company commu-
nications, and e-commerce. 
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 43

Solutions for Terminology, 
Full-text and Bitext Management
Windows and Web
Languages Windows: All Roman alphabet; LogiTermWebPlus: 
Unicode Description A single software package to manage your 
terminology and databanks. Efficient and effective consulta-
tion 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 repetition 
detection and pretranslation. The web version allows access to 
your terminology, bitexts and documents by translators, writ-
ers 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 55
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Chances are that not only are our clients applying their 
own defi nitions of quality, but that most of the time they are 
quite simply incapable of using the same bases as we would 
to judge a good job.

For a client who is a non-native speaker of the languages 
we are selling to him or her, quality is, necessarily, judged ac-
cording to different criteria. For example, how many of us are 
capable of judging the quality of our family physician? Unless 
we’re medical experts, we’re likely to rely on the best means 
at our disposal. We may judge the physician by manner, price 
or even by how large his or her staff is.

Likewise, our clients might well be looking at all the wrong 
things when they’re evaluating us.

To continue with our physician — the physician may think 
he or she is selling medical expertise, but one patient might 
be buying bedside manner, while another might be buying 
the proximity of the practice. Both would doubtless say they 
chose the doctor because he or she was “good.”

If you follow this different-strokes-for-different-folks model, 
the issue of delivering quality suddenly becomes more compli-
cated. One client wants to see his or her immortal prose respected 
and refl ected in a foreign language while another is looking 
closely at page layout. What’s a translation provider to do?

And there’s the rub. If we are to pride ourselves on quality, 
we need to be really sure that the quality we sell corresponds 
to the quality the client wants and expects to buy! M

VVendors are selling it. Clients are buying it. And 
everyone’s talking about it. But when it comes 
to quality, are we sure that we’re all on the same 
page?

Once upon a time, I was convinced my company was on 
top of the quality game. With years of ISO 9001 certifi ca-
tion behind us, we generated masses of quality metrics from 
our customer satisfaction surveys — which is not to say that 
the quality we were selling was the same quality that our 
customers were buying.

Quality, as it turns out, looks different, depending on 
where you stand — as we discovered when, just for a change, 
we drew up a customer satisfaction survey that asked clients 
to tell us what quality actually meant to them. The results 
couldn’t have been more surprising.

A fair percentage of the respondents said a good transla-
tion “respected the meaning of the original.” So far so good. 
But coming a close second to this defi nition of quality was 
“speed.” “Adapting the original text” came in third, followed 
by its polar opposite, “staying close to the words and sen-
tences of the source document.” To round off this contradic-
tory picture of how customers perceive quality, we also found 
strong support for “correct terminology,” “writing style,” 
“ability to handle large volumes” and “page layout.”

Page layout? Close to their words, far from their words? So 
much for what we thought we were selling.

How would we translation vendors describe the services we 
sell? We would certainly include in our defi nition of quality 
the concepts of accuracy, stylistic fi delity and text that reads 
as smoothly as if it had been written in the target language.

So how come clients get it all so terribly wrong?

Lori Thicke is the general manager of the Eurotexte transla-
tion group.

Takeaway is an opportunity to comment on language-industry issues. 
Contributions are welcome. Send them to editor@multilingual.com

Lori Thicke
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Brilliance
through Transparency

Your Single-Source Partner for Information Services and Tools
Austria � Brazil � Czech Republic � Egypt � Finland � France � Germany � Hungary � Indonesia � Ireland � Italy � Japan � Korea � Netherlands � Peoples Republic of China � Poland

Portugal � Romania � Russian Federation � Slovenia � Spain � Sweden � Switzerland � Taiwan R.O.C. � Thailand � Turkey � United Kingdom � United States of America

STAR Group – High Performance through Transparency of Data and Technology

� Insight
We can communicate your technology to a worldwide audience. STAR services and software solutions
complement your global information and communication processes.

� Perspective
Use our experience and tools for information analysis and classification to improve the quality of your
data and capture your company’s intellectual assets. 

� Vision
With the right combination of your data and STAR’s technology, your technical information will enable
future growth.

STAR Group America, LLC
5001 Mayfield Rd, Suite 220
Lyndhurst, OH 44124
Phone: +1 (216) 691 7827
Fax: +1 (216) 691 8910
E-mail: info@us.star-group.net
www.us.star-group.net

“Operation Copernicus”

Like Copernicus, the 16th c e n t u r y a s t r o n o m e r  w h o  theorized
that the Earth was not the center of the universe, STAR has revolutionized
the traditional document management model, replacing the belief that
the document is at the center of the information universe.

STAR offers a complete solution f o r  t h e  r e o r g a n i z a t i o n ,
management and development of your company’s intellectual assets.

To qualify for a free consultation, please visit our website.
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With an increasingly competitive global marketplace, communicating clearly and 
consistently in the language of your customer is vital. But writing for global markets 
is not easy and inconsistencies in source content can delay international product 
launches and damage your global brand.
SDL AuthorAssistant is innovative technology that empowers global authoring. Now 
authors can:
• Leverage previously written content stored in centralized SDLX and SDL Trados 

translation memories
• Easily find and apply approved global terminology
• Automatically perform checks against corporate writing standards
And all this without changing from the writers’ familiar authoring tools, such as 
Microsoft Word, Adobe FrameMaker, XMetaL and Arbortext Editor.

To find out more about SDL AuthorAssistant 
visit: www.sdl.com/author

SDL International is the world’s leading provider of
global information management (GIM) solutions.

Writing for global m
arkets?

Apply translat
ion assets t

o the authoring process
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It’s always in the news — and quite often the news is 

not good. But the ongoing “non-news” is that there are 

thriving businesses and markets in the Middle East, 

and therefore justifi cation for reaching those busi-

nesses and entering those markets. We have put together this guide to introduce you to 

some of the issues involved with doing business with and for residents of the Middle East.

Just what is the Middle East? Ilan Bloch addresses that question as well as some begin-

ning localization issues for the region. 

How does one establish business in the region? Lisa Verdon and Myriam Siftar describe 

the importance of building business relationships, perhaps over coffee.

Basic localization topics for the region are not so basic if you are not familiar with the 

requirements. Adi Lev introduces us to the concepts that are a “given” when localizing for 

the Middle East. 

And, fi nally, a language overview. Yes, there is a Modern Standard Arabic. And people 

read it. But who speaks it? Nizar Y. Habash describes the various Arabic dialects, their 

locations and idiosyncracies.

It’s a complex region, and there are no simple answers. But with the advice from our 

authors – and perhaps the services of our advertisers — you can successfully fi nd your 

place in the region.
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U
nlike other parts of the world, the 
Middle East is not a clearly defi ned 
entity, and its borders vary greatly 

depending on whom you would ask. It is 
neither an exactly defi ned region of the 
world nor even an agreed-upon set of 
countries. Sometimes referred to as the 
Near East, until WWI and the collapse of 
the Ottoman empire, or Southwest Asia, 
the region is also known as Western Asia in 
India, as the term Middle East is somewhat 
Eurocentric.

As opposed to other areas of the world 
such as the Americas or Europe, the ap-
parent unity within the Middle East is 
subjectively related to where the referent 
is located: region to the east of or to the 
west of such referent. 

Indigenous factors do not seem to help in 
the definitions of the region. As difficult as 
defining Europe may seem (Europe: Getting 
Started Guide in MultiLingual, January/Feb-
ruary 2006), the elements used for such 
definition are always intrinsic, whereas in 
the case of the Middle East, the very name 
of the area is not even representative of the 
region.  As a matter of fact, the Middle East 
has never really known any sort of unity, ei-
ther geographical nor social. The multiplic-
ity of cultures and ethnicities in the Middle 
East adds all the more to the confusion. In 
its widest definition, accepted by the aca-
demic community, the Middle East includes 
a majority of Arab populations and non-
Arab Muslims: Persians, Turks,  Kurds, and 
also Jews and Christians.

Incidentally, this definition largely over-
laps the common vision which focuses 
on those countries with a central role in 
such crucial issues to US foreign policy as 
the Arab-Israeli conflict and the security 
of the Persian Gulf. While the traditional 
Middle East spreads from Egypt to Iran, 
the G8’s extended definition also encom-
passes North Africa to the west, Somalia 
to the south, Pakistan to the east and the 
Caucasian republics of the former Soviet 
Union to the north.

This effervescent region — the cradle of 
civilization and of monotheistic cults — is 
often depicted as either backwards desert 

outback or the bloody theater of never-
ending wars. As always, reality on the 
field is not exactly what can be reported 
by major news networks or press agencies 
in the dimmest hours of political instabil-
ity. Yet, for the most part, daily life in this 
region is quite similar to what it can be in 
other parts of the world with its share of 
hope and despair, economic successes 
and failures, internet, mass consumption, 
political scandals and eating disorders 
— normal people in a normal region of a 
normal world.

Echoing the multiplicity of ethnic groups, 
the multiplicity of languages in the Middle 
East is a daily challenge for anybody with 
an interest in localization. Arabic is, of 
course and by far, the main language of 
the region. Yet other local markets would 
not be accessible without a full localiza-
tion into Turkish, Hebrew, Pashto or Urdu. 
To the notable exception of Turkish, all 
these languages are written from right 
to left and present all the intricacies of 
bidirectionality.

In this exotic setup, the state of Israel 
presents a unique fusion of European and 
Middle Eastern traits. The cultural melt-
ing pot of its population gives Israel an 
exclusive blend of Western lifestyle and 
Oriental atmosphere and certainly shares 
more similarities with its neighbors than 
is readily apparent from media coverage.

With a population of about 7 million, 
45% of whom are internet users (as of 
December 2005), Israel is by far the most 
connected country of the region. It is not 

only a regional economic and technologi-
cal power but also a world-class reserve 
of highly appraised talents and R&D cen-
ters of global corporations. To a certain 
extent, the number of successful start-
ups, the ratio of graduates to population, 
and the penetration of technology in daily 
lives let Israel compare with the Silicon 
Valley at its best.

The Israeli local market presents the 
interesting specificity of a large Arabic-
speaking minority of about 20%. From a lo-
calization standpoint, the market requires 
both Hebrew and Arabic localization in or-
der to maximize sales impact.

On the other hand, this very specific-
ity makes Israel a unique pool of highly 
educated localization workforce with 
on-site Hebrew and Arabic resources. In 
addition, as a country of immigration, Is-
rael also offers native speakers of a large 
number of languages. When combined 
with a highly qualified profile, this native 
fluency becomes a genuine advantage for 
a localization professional. Furthermore, 
the average Israeli professional has ex-
cellent English skills as a work language. 
Finally, another important characteristic 
of the region is the relatively short dis-
tances to the major European capitals 
and reasonable airfares that facilitate 
traveling and developing business across 
the Mediterranean. Low costs and good 
infrastructures are the two prerequisites 
for a good off-shoring base. Israel offers 
both. Compared to the French, with about 
half the average income and half as many 
households connected to the internet, 
the Israelis represent a technology-savvy 
and still relatively cheap labor force.

When traveling abroad, I am often asked if 
I own a camel. To many an Orient amateur’s 
dismay, I must confess that Jerusalem’s 
streets count far more wifi hotspots than 
picturesque specimens of the quadruped.

The business culture is quite different 
from that of other Western countries. Is-
raelis are often compared to the fruit of a 
local cactus, the sabres: difficult to access 
and full of spines on the outside but sweet 
and refreshing on the inside. Likewise, it is 

Localization in the Middle East: 
Getting Started

ILAN BLOCH
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not uncommon to experience a rather 
abrupt first encounter and discover only 
later the true good nature of the person 
who sits in front of you. Israelis come es-
sentially in one flavor: natural. Like it or 
like it. Far away from political correctness, 
etiquette and other codes of conduct, peo-
ple here speak from the heart but seldom 
take anything to heart. Just don’t feel hurt, 
be frank and open. Openness is particular-
ly practiced in the decision-making pro-
cess. One is expected to say everything 
that is on his or her mind. A discussion can 
be quite lively. Finally, a consensus may 
not be found, but everyone will adhere to 
the decision made. Overall, the hierarchy 
is respected although it may seem chal-
lenged in the eyes of the foreign observer. 
There is no link between voicing out com-
ments and questioning the authority of 
hierarchy. 

All these factors influence favorably Is-
rael as a potential candidate for offshore 
operations and localization operations in 
particular. The Israeli localization scene is 
dynamic and rather homogeneous. Without 
any major first-tier actor, the large major-
ity of companies are small and medium-
sized businesses. Employee turnover is 
relatively low so that the experience and 
know-how are all the more significant and 
growing every day. Typically, Israeli local-
ization companies have the double hat of 
a single and multilanguage vendor. While 
servicing the local market in multiple 
language combinations, they usu-
ally deliver to their foreign customers 
only one or two if they handle both 
Hebrew and Arabic. It is important 
to note that the dynamism of the Is-
raeli localization industry is a part of 
a greater translation tradition. Under 
the impetus of the very active Israeli 
Translators Association (www.ita.org 
.il) and world-renowned specialists 
and theoreticians of translation stud-
ies, a taste for translation has been 
developed. Israel still lacks a “Local-
ization Research Centre,” but trans-
lation studies departments, such 
as that at Bar-Ilan University or private 
initiatives, offer introductory localization 
courses which provide a sound basis on 
the subject.

When selecting your Hebrew or Arabic 
localization vendor, it is wise to inquire 
about its internationalization capabilities. 
These may be as humble as a simple un-
derstanding of the concepts with no real 
hands-on experience, but it can turn out to 

be acrobatic to ignore the issue altogether. 
Both Hebrew and Arabic, but also Urdu or 
Pashto in a wider Middle East context, are 
bidirectional languages. The preparation 
of the product is not limited to the sup-
port of a given encoding, specific date or 
time display or even currencies. As a mat-
ter of fact, the encoding issue is no more 
complex than with any other non-Latin 
character set, and the traditional Hebrew 
calendar is generally not used in business 
contexts. The real first issue to address is 
bidirectionality. Concretely, not only the 
text naturally flows from right to left, it 
sometimes requires coping with islands 
of left-to-right inserts. Whether these left-
to-right elements are made of numbers 
or non-Hebrew words, such as a product 
name in English for instance, they create a 
double change of direction in the text flow. 
These changes are the main difficulty of 
bidirectionality on two accounts. Firstly, 
they are not always correctly handled by 
the software used to lay out the text. In de-
velopment environments as well as in DTP 
suites, some text properties may need to 
be modified in order to accept the bidirec-
tional flow. Secondly, it requires a native 
pair of eyes at the QA stage, since it is not 
obvious at first sight that something went 
wrong with the text at such a late stage 
after translation. The project’s scope will 
necessarily imply an in-country sign-off of 
the materials.

In principle, bidirectionality support is 
no longer an issue with software compo-
nents, since most environments offer de-
cent solutions to the problem. Of course, 
it means complete mirroring of the user 
interface and in some cases re-thinking 
the product’s usability. However, most 
modern development platforms support 
bidirectionality and have the appropri-
ate libraries to face most situations. 

More surprisingly, desktop publishing 
(DTP) software is far less well equipped 
to successfully meet the challenges of 
the changes of direction in the text. Many 
leading DTP and authoring software do 
not support natively bidirectional lan-
guages, and this feature is not even not 
scheduled for future releases. In other 
cases, third-party add-ons are required 
and offer a more or less accurate answer 
to the question. As a result, brilliant work-
arounds are sometimes needed in order 
to satisfactorily meet the challenges of 
localization; otherwise, last-minute ex-
tensive manual labor can still be the only 
path to save the project from failure.

Another delicate issue, although not 
specific to bidirectional languages, is that 
of concatenation of strings and the use of 
placeholders in software environments. 
Hebrew and Arabic present a mildly agglu-
tinative character, and as a result gram-
matical particles are combined to the root 
word. In addition, different word order and 
genders do not necessarily allow for easy 
manipulation of strings at run-time.

A common example taken from the world 
of software localization is the use of a place-
holder, %d for instance, in the sentence: 

This download will last %d hour(s).

“%d hour(s)” can take very different 
forms depending on the value of %d: one, 

two or more. Indeed, if %d stands for 
one, Hebrew grammar will require a 
change of order in the expression in 
the form of “hour one.” In Hebrew, 
as well as in Arabic, the existence 
of a dual form commands to use a 
special variation of the word hour in 
case %d stands for two. Lastly, if %d 
stands for three or more, the English 
word order is acceptable, and  “%d 
hours” will be translated literally. 

These few examples and other even 
more famous idiosyncrasies of Ara-
bic and Hebrew, such as the absence 
of block letters, only underline the 
importance of in-country review as 

part of standard QA policy. On the other 
hand, rather than ensuring the quality 
only through a final pass, all the necessary 
conditions of professional expertise and 
relatively low costs are satisfied to let you 
benefit from comprehensive end-to-end 
localization project management of your 
Middle East project directly in the Middle 
East. It is definitely time to look eastwards, 
not too far away.  G

The second sentence is correct, while in the third sen-
tence the groups of words are in a global left to right 

reading order. The arrows represent the text flow.
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A
t the crossroads of Europe, Asia and 
Africa, the Middle East and North 
Africa (MENA) is a diverse mix of 

modern and traditional societies, which 
use advanced sophisticated technology 
and biblical methods side by side. The 
region is a cradle of civilization and the 
birthplace of the world’s great monothe-
istic religions. However, despite general 
awareness of the area’s long and rich his-
tory, many in the West are unfamiliar with 
particular customs and methods of con-
ducting business, many of which are inti-
mately tied to past traditions. Yet, while 
trying to keep their traditions, MENA 
countries are at last beginning to fully em-
brace free-market principles.

These evolving regional changes cre-
ate many opportunities for outside busi-
nesses. But capturing these opportunities 
is challenging and can be frustrating when 
one does not understand or appreciate the 
expectations, behaviors and attitudes of 
potential business partners.

Therefore, in order to develop and sus-
tain effective business relationships, it is 
important to understand how those free-
market principles have been and are be-
ing adopted in the local context. A basic 
understanding of local customs and of the 
services and guidance of specialist trade 
organizations with a thorough knowledge 
of the region can be invaluable.

Economic overview of the Arab 
world: a time of change and expansion

MENA countries are a mix of modern 
developed free-market economies, older 
“command” style systems, and variations 
in between. There is great demand for im-
ported industrial goods, ranging from small 
handheld consumer items and household 
appliances to larger industrial equipment 
for development projects. The region has 
more than 320 million consumers, of whom 
60% are under the age of 25. To address the 
social, political and economic pressures 
that arise from such a young population, 
countries in the region are embracing the 
global economy, joining the World Trade 
Organization, signing international trade 

agreements, and embarking on ambitious 
projects to diversify their economies.

The United States has encouraged and 
benefited from progressive economic pro-
grams in the region by, for example, signing 
free trade agreements (FTAs) with Bahrain, 
Jordan and Morocco. The United States is 
working on FTAs with Egypt, Oman and the 
United Arab Emirates. Arab countries once 
viewed by the United States as adversaries, 
such as Libya, are now normalizing diplo-
matic relations and are starting to become 
strong economic partners with the United 
States. The European Union is engaged in 
similar efforts in the region.

Collectively, regional purchasing power 
is strong, especially among the petroleum-
exporting nations that obviously benefit 
from higher oil prices. There is a prefer-
ence for US brands; in 2005, the United 
States alone exported $36 billion of goods 
and services to the region, according to 
U.S.-Arab Tradeline (September-October 
2005). There is also an increase in demand 
for American educational, medical and 
language translation services.

Following the events of September 11, 
2001, the region’s private sector experi-
enced a significant increase in local invest-
ment as money was repatriated from the 
West, particularly from the United States. 
The increased availability of funds and the 
recognition of the need to address develop-
ment and modernization have resulted in a 
boom in mega-infrastructure projects, thus 
increasing demand for construction and en-
gineering products and services.  

Aside from the obvious sectors  — pet-
rochemicals, oil and gas — the region has 
other strong sectors such as financial ser-
vices (Bahrain, Kuwait and the United Arab 
Emirates). As an example of the diversifica-
tion and development taking place, Saudi 
Arabia plans to build a major financial dis-
trict in Riyadh. Several countries, including 
Egypt and Jordan, are engaged in privatiza-
tion programs as another means to boost 
economic performance and modernization. 
Concomitant with the move into the global 
economy, information technology is an-
other booming sector in the Middle East, 

and opportunities exist to establish the 
networks and infrastructure necessary to 
provide internet access and connectivity 
across the region.

World views and business 
conduct: contrast and comparison

Generally, in the West, one’s world view 
is based on the concepts of “guilt” versus 
“innocence.” These concepts originate at 
least as far back as ancient Rome, which 
announced the principle that no one was 
above the law, not even Caesar. Thus, for 
Westerners the world is split into those who 
obey the law — the innocent — and those 
who break the law — the guilty — regard-
less of rank or privilege. In the Middle East, 
the world view is based on ideas of “honor” 
versus “shame.” For business to flourish, 
one should recognize that the way we live 
our lives and the way we interact with oth-
ers are unconsciously conditioned by our 
respective world views.

In the West, businesses strive to do the 
“right” — legal — thing. Companies will 
often seek counsel’s advice to ensure that 
business practices conform to corporate, 
securities, contract, environmental, and 
other regulations and laws. Notwithstand-
ing some current initiatives, Western busi-
ness does not expect to look beyond legal 
parameters for guidance on its activities or 
relationships.

In the Middle East, business people will 
often implicitly focus on honor and shame. 
To be honorable means to gain power and 
prestige and to be a noble representative 
of your tribe or family. Consequently, while 
business in the Middle East meets legal 
requirements, it is also heavily influenced 
by and will often conform to the unstated 
mores of honor and shame.

In the West, entrepreneurs can be mo-
tivated by many things, such as dreams 
of financial success or a passion for some 
particular product or service. For example, 
Anita Roddick, founder of The Body Shop, 
was initially motivated by her interest in or-
ganic products. Regardless of motivation, 
an entrepreneur who has acted legally is 
not “shamed” if a business fails.

Hospitality, Friendship, Success — 
Developing Business Relationships

LISA VERDON AND MYRIAM SIFTAR
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In the Middle East, entrepreneurs may 
have similar motivations and passions. 
Business failure often results in humilia-
tion, however, and thus shame for the indi-
vidual and his or her family. Consequently, 
many businesses that would be acceptable 
risks from a Western view are not started 
for fear of failure and the resulting humili-
ation and shame. Therefore, an enterprise 
will often only be created if there is some 
degree of certainty that the venture will 
succeed. Similarly, a transaction may well 
occur only if the principals can be certain 
of success. This degree of certainty exists 
when a businessperson either already has 
a prestigious position in society or has oth-
erwise established, through tribal or other 
affiliation, the personal contacts necessary 
for business success. Thus, personal rela-
tionships have an importance in the Middle 
East beyond which a Westerner may be 
accustomed.

Public sector influence: 
the brightest and the best

People in many MENA countries prefer to 
work in the public sector. Salaries, benefits 
and vacation schedules are often more at-
tractive than in the private sector, and job 
security is assured. In addition, many MENA 
countries are monarchies. Much pride and 
prestige are attached to public sector posi-
tions, as they are viewed as part of the royal 
household. Thus, working for the govern-
ment is viewed as honorable, as it is service 
to the ruling family. Consequently, much 
effort is expended to secure public sec-
tor positions. Hence, what we in the West 
would regard negatively — as favoritism or 
nepotism — is viewed as the laudable pur-
suit of an individual’s and a family’s honor. 
Therefore, in the Middle East, family ties 
and family tribal names carry a significance 
of which it is important to be aware.

Traditionally, a government’s role in the 
Middle East is to create jobs for its citizens 
and supporters. Therefore, in many coun-
tries foreign workers fill private-sector 
jobs, while the public sector is the preserve 
of citizens, regardless of status. However, 
there is a trend, especially in the Gulf Co-
operation Council member countries, to 
encourage citizens to seek private-sector 
jobs. The terms Saudiization, Kuwaitiiza-
tion and so on are becoming familiar. For 
example, a new Kuwaiti law requires pri-
vate companies to hire Kuwaiti workers in 
order to receive public contracts.

Despite these recent programs encour-
aging citizens into the private sector, the 

demand for expatriates remains high in 
many countries. For example, in Kuwait ap-
proximately 86% of Kuwaiti citizens work 
in the public sector, while only about 8% 
work in the private sector. Moreover, non-
Kuwaitis fill 90% of the private-sector jobs, 
and foreign workers outnumber Kuwaitis by 
three to one, according to the Kuwaiti Min-
istry of Planning (June 30, 2005).

Many countries are engaged in reform 
aiming to encourage private sector invest-
ment and growth. In Jordan, King Abdullah 
II has launched a very progressive five-year 
economic plan designed to complement ex-
tensive political reforms. The plan includes 
privatizing state assets, building on free 
trade agreements with the United States 
and Europe, promoting liberal investment 
legislation and drafting a comprehensive 
socio-economic transformation plan.

Consequently, one should always be mind-
ful that although governments are encour-
aging more private-sector dynamism, a 
successful transaction in the Middle East 
may still require involvement of a ministry, 
department or official that one may not oth-
erwise anticipate as being necessarily con-
nected to the business at hand.

Patience in relationship 
building: the key to success

In the West, personal relationships are an 
important part of business success. In the 
free market, however, price conveys much 
information and is often the ultimate deter-
minant of whether or not a transaction goes 
forward. In the Middle East, the personal 
relationship between business people gen-
erally remains as important as price, and in 
more traditional environments personal re-
lationships may be significantly more impor-
tant than price in determining whether or not 
a deal occurs and with whom it occurs.

Hospitality: the first cup
Hospitality is a hallmark of Muslim and 

Middle Eastern tradition, so be prepared to 
share meals and social time with business 
partners from the Middle East. It is said 
that if you want to develop a relationship 
with an Arab, be prepared to drink lots of 
coffee and tea. Although this is a general-
ization and oversimplification, in the Mid-
dle East it is honorable to be hospitable. 
It is best not to refuse anything offered, 
as refusal may deeply offend a Middle 
Eastern host. For example, when drinking 
coffee, it is wise to accept two cups in an-
ticipation of being offered the third. Tradi-
tionally, the first cup of coffee represents 
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an offer of peace, or salam. The second 
cup represents friendship, or sadiq. The 
third represents loyalty and protection, 
or saif, meaning the sword. With the third 
cup, your host shows acceptance of your 
honor and loyalty to him.

Getting to friendship, trust 
and yes: the second cup

In Middle Eastern business practice, 
friendship is most important, as it gener-
ally forms the basis for trust. Friendship is 
also important for business in the West. 
However, Westerners often try to keep 
friendship separate from business as our 
affiliations can be viewed as fraterniza-
tion or as being part of the “good ol’ boy 
network.” In the MENA region, friendship 
is a crucial element in building a business 
relationship. A Middle Easterner will take 
a long time to develop a friendship, and 
when this is done in the region, offers of 
coffee, tea and food are important expres-
sions of generosity during meetings or 
personal interactions. 

Potential business partners may spend 
considerable time discussing family and 
other “personal” matters during meetings, 
which a Westerner may find disconcerting. 

Arabs enjoy talking about family because 
they are very proud of their spouses and 
children. While we in the West are equally 
proud, we are unlikely to focus on these 
personal matters during business meet-
ings. Similarly, Westerners are accustomed 
to try to keep to a schedule and an agenda. 
A conversation in the Middle East may be 
more informational and personal, with 
substantive business discussed at the end 
while wrapping up a meeting.

In the West, often we engage in busi-
ness luncheons and dinners in order to 
gauge the trustworthiness and reliability 
of our partners. We expect promises to be 
executed in a timely manner. We can be-
come impatient or “pushy” if action is not 
taken within the agreed time frame or if it 
is not at all. We judge people based upon 
how hard they work or on their work ethic. 
Often we will value work ethic over status. 
In contrast, in the Middle East, a friend will 
ask many favors, but will not blame you if 
nothing is done. The friend wants to know 
that one has at least tried. Thus, in the Mid-
dle East, custom remains that one never 
says, “I cannot do it.” Instead one states, 
“I will try, insha’Allah.” To openly refuse to 
do something for a friend, or acknowledge 

that one cannot do it, or even worse, that 
one does not have the time to do it, this is 
most dishonorable.

Note: The Arabic expression, insha’Allah, 
which means if God willing. This is often said 
after someone, especially a Muslim, makes 
a commitment whose outcome he or she be-
lieves rests not within oneself, but with God. 
This is often used to pardon one from an un-
anticipated or undesirable outcome.

Sustained success: the third cup
Once the friendship is built and trust es-

tablished, barriers to commitment and ac-
tive business transactions might remain. 
How do you get the commitment you need 
to do the deal? Patience, perseverance and 
time are essential.

Modern Middle Eastern countries, includ-
ing Saudi Arabia, have adopted many of the 
business methods and styles of the West. 
However, significant differences remain. It is 
important that both sides understand each 
other in order to avoid potential pitfalls and 
misunderstandings. Considerable time may 
be spent exchanging courtesies, and several 
visits may be needed to secure business. 

In the United States, risk taking is highly 
valued. Appointments are often scheduled 
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well ahead of time, meeting deadlines is 
crucial, and following through on writ-
ten and spoken agreements is expected. 
Lengthy formal agreements and contracts 
are often required to formalize a transac-
tion, and legal counsel can become an 
integral part of the negotiation process. 
Similarly, the head of an organization 
does not necessarily do budgeting. In 
contrast, meetings in the Middle East 
are often not scheduled ahead of time. 
A Western visitor may have to arrive in 
country before a meeting is set. On av-
erage, Middle Easterners are risk averse 
— failure is dishonorable — and what is 
“committed to” verbally may not always 
be what is actually done. Statements may 
be made to maintain honor and may not 
be reliable from a Western perspective. In 
order to get a solid commitment, one that 
will lead to a deal, it is vital to understand 
the hierarchy of the organization one is 
dealing with and where and how your con-
tact fits into that structure.

Legal systems
Islamic law, as set forth in the Shari’a, 

is used as the basis for the regulatory, le-
gal and juridical structure in many MENA 
countries. Shari’a will apply to a greater 
or lesser extent depending on the spe-
cific country. For example, Saudi Arabian 
business and banking practices are heav-
ily influenced by Shari’a, while Jordan is 
codifying its commercial laws along more 
clearly Western lines. Therefore, once one 

has an agreement for transaction, one will 
need special advice in both reducing the 
business agreement to a written format 
and understanding how and when the doc-
ument may be enforced and exactly what 
enforcement means. 

Building and rebuilding 
relationships and the region

The “War on Terrorism,” the invasion of 
Iraq, and American domestic politics have 
intensified friction between the Middle 
East and the United States. The effect 
on business relationships is most clearly 
seen in the recent Dubai World Ports con-
troversy, sanctions on aid flows to the 
Palestinian Authority, and provisions in 
the Patriot Act that leave Middle Eastern-
ers visiting the United States feeling they 
are automatically suspect. Despite these 
and similar actions, the Arab world re-
mains one of America’s best customers. 
The estimated sale of US goods to MENA  
countries is expected to reach US$26.7 
billion by the end of 2006, an increase of 
38% from 2005.

The mission of specialist trade orga-
nizations such as the Joint Middle East 
American Trade Center and others is to 
maintain existing relationships, as well 
as develop new relationships, between 
Americans and Middle Easterners at a 
time when, paradoxically, we are seeing a 
great decline in people-to-people connec-
tions — and when Middle Eastern govern-
ments are making determined efforts to 

embrace both free-market principles and 
the global economy.  

The less we understand each other’s cul-
tures, the greater the chance for minor acts 
or omissions to be interpreted as conscious 
insults or slights. In 1981, there were more 
than 10,000 Saudis studying in US colleges 
and universities. By 2005, that number had 
dropped to 3,035. Over 60% of the Arab 
population is aged 25 years or younger, and 
many young Arabs are looking to Europe 
and Asia for higher education. The long-
term effects of this can be devastating. 
Overall, the Middle East and United States, 
as do Islam and democracy, share much in 
common. The Arabs want to do business 
with their American counterparts, but are 
frustrated by the lack of interest from the 
United States, especially from American 
small to medium-sized enterprises (SMEs).  
In contrast, US SMEs view the MENA region 
as enigmatic, if not impossible, or as a dan-
gerous place in which to do business.

The challenges of creating functioning, 
free-market economies in a traditional so-
ciety should not be underestimated. Mid-
dle Eastern governments and societies are 
changing, but at a cautious pace. Leaders 
and governments want to allow a natural 
balance between long-standing tribal val-
ues and modern ideas to emerge. Middle 
Eastern countries want to modernize with-
out necessarily westernizing. Understand-
ing and respecting this, as well as learning 
a little Arabic, will certainly help you reach 
that third cup of coffee.  G

05-08Third Cup - Verdon-Siftar.i8 805-08Third Cup - Verdon-Siftar.i8   8 6/29/06 11:23:46 AM6/29/06   11:23:46 AM

mailto:management@logrus.ru
http://www.logrus.ru


GETTINGGETTING STARTEDSTARTED :Guide
MIDDLE EAST

page 9July/August 2006 • www.multilingual.com/gsg

L
et’s face it — if it weren’t for the 
Middle Eastern folks who decided to 
start the ambitious tower of Babel, 

we would have had a perfect understand-
ing of each other with no use for the lo-
calization industry whatsoever, speaking 
one language, of a certain Semitic fl avor. 
This notion naturally leads to a conclusion 
that our industry was created by divine in-
tervention — at least according to the Old 
Testament. While I am not an expert to 
rule about the divine origins of the local-
ization industry, I can certainly assert that 
we are contributing, on a daily basis, to 
the achievement of better understanding 
among people around the world — and, 
we can hope, in the Middle East.

For the last ten years, in which I have had 
the opportunity to contribute to localiza-
tion efforts to Arabic and Hebrew, we have 
seen a tremendous shift in the localization 
industry and in the localization efforts tar-
geting the Middle Eastern region — mov-
ing from a feeble start in various software 
releases, via sporadic documentation ef-
forts, to full-scale “simship” efforts to in-
troduce Arabic and Hebrew versions along 
with leading European and Asian versions 
of software, documentation, hardware 
and marketing collateral. 

Gone are the days in which Middle East-
ern languages were “Tier 3” or “Tier 4” for 
many software vendors, and I am certain 
that there is not one leading company that 
is not introducing 100% localized software 
or hardware products in the blooming Mid-
dle Eastern markets.

Thus, we are safely beyond the “Should 
we do it?” phase, and by now most ven-
dors are busy making sure that they have 
a good answer to “How soon the Arabic 
can be shipped?” from the various product 
groups and the anxious people from sales 
and marketing.

Yet, localization into Middle Eastern 
languages still imposes a great challenge 
both to the vendors and to the localiza-
tion professionals. While I am not dimin-
ishing the challenge of translating into 
Japanese or Urdu, the Semitic languages 
form a truly unique group of technical, 

cultural and design issues which need to 
be addressed on the earliest stages of the 
localization cycle. 

During the years, we have seen different 
approaches to tackling the Middle Eastern 
challenge by both software and hardware 
vendors. By now, I am comfortable enough 
to share the do’s and don’ts when initiat-
ing localization of products aimed towards 
the Middle East.

Localization is an 
investment and not spending

I may be stating the obvious here, but 
it must be asserted again — the market 
is moving toward the user experience and 
toward the user’s relationship with the 
product. This is especially true in the IT 
market since the overall impact of care-
less localization is immediately translated 
into a negative impact marketwide and 
worldwide. When the software or hard-
ware vendor changes his or her perception 
and decides to implement localization at 
the earliest design cycles, while involv-
ing marketing and sales, the bottom line 
eventually looks much better. The yield of 
investment in localization consideration 
is saved time and resources on repeti-
tive in-country reviews, intensive testing, 
and in some cases recalls of builds and 
remakes.

Localization scope
Nothing is left behind. The Middle East-

ern markets have matured up to a point 
at which they are accommodating a large 
variety of audiences with different levels 
of skills and experience using software 
and hardware products. While the early 
adopters feel comfortable enough with 
English interfaces and web-based English 
documentation (which is a different issue 
altogether), the larger bulk of the potential 
users and customers will require extensive 
local interfaces. I will not go as far as rec-
ommending localizing the inline remarks 
and code documentation, but the growing 
developing community of native Arab and 
Hebrew speakers will likely hold a differ-
ent view on this matter.

When referring to localization scope, we 
must look beyond the traditional sectors 
that were focused in providing localization-
rich products such as software producers, 
and hardware producers such as printers, 
PCs, digital cameras and PC accessories.

Traditionally, these were the main play-
ers in the localization field, but there are 
yet fast growing segments that are cur-
rently demanding localization attention.

Games. The game industry is the fast-
est growing segment in the software 
industry, and it sprawls to role playing, 
feature-rich and interface-rich applica-
tions. Although the most popular games 
are still based on the shooting skills of 
the players, large and growing segments 
of role playing and strategy-based games 
require a higher level of interaction, richer 
interfaces and a larger amount of infor-
mation that needs to be conveyed and, 
naturally, localized. The next generation 
of games is already with us, and it is web-
based, which again is laden with textual 
pages, websites and web-based applica-
tions. These applications impose a larger 
challenge on the localizers since the ac-
tual pages may be accessed across differ-
ent platforms, using different operating 
systems and with different locales on the 
browsers used — not an easy task.

Mobile electronics. Mobile device pen-
etration is huge around the world and 
the Middle East does not differ. Mobile 
devices such as phones, PDAs, MDAs, 
UMPCs and the vast plethora of accesso-
ries are invading the streets and offices 
of Cairo, Teheran, Amman, Jerusalem and 
the Emirates. Since most of these devices 
are in sync with their respective offices 
and networks, compatibility is a key fac-
tor. You may want to imagine a business-
woman traveling from Abu Dhabi to Cairo 
and later to Vienna, while checking e-mail 
and SMSing her colleagues from these dif-
ferent locations.

Home entertainment, gadgets, mobile 
entertainment devices, PC accessories. 
Printers, VCRs and fax machines tradi-
tionally have led the pack in localization 
efforts, but recently a growing number 
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of DVD players, MP3 mobile devices and 
electronic gadgets have followed suit. The 
vastly growing consumer electronics mar-
kets are readily accepting the vendors who 
choose to provide the local flavor of their 
products — including hardware, software 
and user assistance localization.

Automotive industry. While regulations 
in most of the Middle Eastern states re-
quire an automaker to provide localized 
documentation, the car itself becomes in-
vaded by interface-rich devices, which in 
turn require precise localization since they 
become safety related. Translating the list 
of parts is not enough these days, and a 
proper localization effort is needed — as 
always, a great opportunity combined with 
an even greater localization challenge.

Content is king
As we are deeply immersed in the infor-

mation world, we are on a constant move 
from feature-rich towards the content-
rich applications and services. This trend 
is strengthened by the newly emerging 
web services and the WEB 2.0 applica-
tions, which by definition rely on con-
tent and global terminology since they 
involve worldwide platforms, services 
and underlying coding structures. Added 
to this is the tendency of the vendors to 
provide online documentation and help, 
harnessing user forums and user-induced 
feedback. The content-centric approach 
brings to the center stage the quality of 
localized content as presented to local 
audiences. Thus, the localization effort 
is dual since it requires special consider-
ations not only in providing the best pos-
sible localized content by the localization 
vendors but also by the underlying struc-
tures and platforms (such as the OWL 
[www.w3.org/tr/owl-features] and SKOS 
[www.w3.org/2004/02/skos] initiatives) 
to ensure compatibility to the right-to-
left based locales, internationalization 
issues and adaptation of the content 
management platforms to accommodate 
the unique Arabic and Hebrew features.

Terminology
While I certainly agree with Kara War-

burton from LISA that terminology is the 
DNA of knowledge (www.lisa.org/global 
izationinsider/2005/07/terminolog y_
get.html), some vendors are tempted by 
the notion that given the right terminol-
ogy and glossary, localization of content 
can become a merely automated memory 
translation-based task. While this can be 

true to a certain extent for the software 
industry, given the fact that each re-
lease is usually an iteration of additional 
features, the same approach cannot be 
applied to localization of content, espe-
cially when the content is generated by 
various sources and different contribu-
tors — and is targeting different commu-
nities of users. Again, I must state the 
centricity of the user experience which 
forces the localizers to alter the content 
so it will suit the tech-oriented crowd, 
home users, first-time users and a broad 
majority of consumers. Otherwise, and 
specifically in our region, vendors are 
to create a certain alienated approach 

from users who are used to a personal-
ized approach and to a much closer “ver-
bal” contact with its counterpart. While 
a neutral, detached address may be in 
place in the Nordic countries or in the 
United States, it will seem out of place in 
Israel or in Egypt.

In-country review
Globalization moves funds and people 

around the globe. It creates vast oppor-
tunities and swift changes. It also allows 
a greater accessibility to a native Arabic, 
Farsi or Hebrew speaker to provide ser-
vices on vendor’s site. It is certainly easier 
to employ a UK or US student and or local 
resident as an in-country reviewer or as a 

lead terminologist. Usually, they will pro-
vide their money’s worth, and in many cas-
es it will be quite adequate for the needs of 
the vendors in terms of spending on these 
resources. 

This solution is not good enough as far 
as the local markets are involved, and the 
reason for this is, again, local user ex-
perience. When the in-country reviewer 
is actually detached from the local tar-
get market, he or she can only assume 
the ongoing lingual trends and the most 
current content spaces in which this ter-
minology shall be applied. Terms change 
frequently. 

If we are still sticking with the user-cen-
tric approach, then it is crucial to perform 
an in-country review at the target market 
itself. My advice at this stage is to apply 
this approach through all the stages of 
the localization cycle — starting from the 
basic terminology compilation through 
initial translation samples, editing cycles 
and the final testing and reviewing stag-
es. First and foremost, you will get much 
better real-life localization and terminol-
ogy to start with. In the later stages, you 
will definitely save resources on testing 
and QA, and finally, you will be much bet-
ter off avoiding pruning the translation 
memory from the “weeds” introduced on 
the various stages of translation, QA and 
review. If time-to-market means anything 
to any of the vendors in question, in-
country review (when applied properly) 
will reduce it as well.

Right tools for right-to-left localization
When I Googled “localization” tools, I 

had a result of 21,400,000 hits. Now, I am 
not going to recommend any specific local-
ization suite or any specific TM software, 
but I would recommend making sure that 
it supports the following:

Correct right-to-left representation of 
the translated strings

Typing order (mixed RTL and LTR 
typing)

Middle East typefaces
On-the-fly testing of dialog boxes, 

web pages, script-induced strings, error 
messages and dynamic alerts

Middle East time, date and currency 
formats

Hardware and graphic design
Hardware, packaging and graphic de-

sign are certainly to be included in the 
localization scope, as I have mentioned. 
The reason for localizing the packaging 
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is clear enough, especially from a sales 
and marketing point of view, and localiza-
tion of hardware interfaces is even more 
evident when you are considering to pen-
etrate the mass consumer market and to 
address audiences who lack any knowl-
edge of any language other than the lo-
cal one. This will certainly be true in the 
rural areas, in older-generation users and 
in the pre-school market segments. As a 
rule of thumb, localization boosts sales of 
hardware. Any government-financed ten-
der will force the participants to assure 
that all of the interfaces are localized into 
the local language — in addition to the 
user assistance documentation.

Certain issues must be attended to 
when addressing hardware, graphics and 
packaging localization.

Make sure that the images are gen-
der neutral or at least adhere to a certain 
dress code. I would suggest consulting 
your localization vendor before introduc-
ing a bikini-wearing model to Saudi Arabia 
or Iran.

Make sure that images are layered so 
that they can be mirrored and the text can 
be separated from the actual visual.

There are coloring schemes that dif-
ferent local markets may feel either un-
comfortable or have specific religious or 
cultural meaning.

Does the image/visual contain male-
female interaction?

Consider picking local media pools 
and image banks to provide better mar-
ket/cultural compatibility.

Culture, religion, tradition, language
Last but not least — and actually, the most 

important of all.
Calendars are different since regional cal-

endars are lunar-based and religion-based.
There are many flavors to the same lan-

guage. There is the high official Arabic, and 
there is a common spoken Arabic.

The spoken Arabic language differs 
from one country to another, particularly 
in terms of dialect and slang. 

Religion and tradition play a signifi-
cant role in the way people talk, act and 
behave.

There are diacritics for both Arabic and 
Hebrew languages. Consider the Hebrew 
word ktav (writing), katav (wrote), katav 
(reporter), slightly different when roman-
ized but all the same word and meaning-
less in Hebrew unless placed in a context.

And finally, in the Middle East we are do-
ing it right . . . to left.  G
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L
anguage exists in a natural continuum, 
both historically and geographically. 
The word language as opposed to 

dialect is only an expression of power and 
dominance of one group/ideology over 
another. In the Arab world, politics (Arab 
nationalism) and religion (Islam) are what 
shapes the view of what is the Arabic lan-
guage and what is an Arabic dialect. This 
power relationship is similar to others that 
exist between languages and their dialects. 
However, the high degree of difference be-
tween MSA and its dialects and the fact that 
standard Arabic is not any Arab’s native lan-
guage sets this linguistic situation apart.

Modern standard Arabic (MSA), the offi-
cial language of the Arab world, is the prima-
ry language of the media and culture. MSA 
is syntactically, morphologically and 
phonologically based on classical Ara-
bic, the language of the Qur’an (Islam’s 
Holy Book). Lexically, however, it is much 
more modern. It is not a native language 
of any Arabs but is the language of edu-
cation across the Arab world. MSA is pri-
marily written, not spoken.

The Arabic dialects, in contrast, are 
the true native language forms.  They 
are generally restricted in use for infor-
mal daily communication. They are not 
taught in schools or even standardized, 
although there is a rich, popular dialect 
culture of folktales, songs, movies and 
television shows. Dialects are primarily 
spoken, not written. This is changing, how-
ever, since more Arabs are gaining access 
to the electronic media of communication 
such as e-mail and newsgroups. 

Arabic dialects are loosely related to 
classical Arabic. They are the result of 
the interaction between different ancient 
dialects of classical Arabic and other lan-
guages that existed in, neighbored and/or 
colonized what is today the Arab world.  
For example, Algerian Arabic has a lot of 
influences from Berber as well as French.

Arabic dialects vary in many dimensions 
– primarily geography and social class. 
Geolinguistically, the Arab world can be 
divided in many different ways. The fol-
lowing is only one of many:

Levantine Arabic includes the dialects 
of Lebanon, Syria, Jordan, Palestine and 
Israel. 

Gulf Arabic includes the dialects of 
Kuwait, Saudi Arabia, United Arab Emir-
ates, Bahrain and Qatar. Iraqi and Omani 
Arabic are sometimes included.  

Egyptian Arabic covers the dialects of 
the Nile valley: Egypt and Sudan. 

North African Arabic covers the dia-
lects of Morocco, Algeria, Tunisia and 
Mauritania.  Libya is sometimes included. 

Yemenite Arabic is often considered 
its own class.

Maltese Arabic is not always consid-
ered an Arabic dialect. It is the only Arabic 
variant that is considered a separate lan-
guage and is written with Latin script.

Socially, it is common to distinguish three 
sub-dialects within each dialect region: city 
dwellers, peasants/farmers and Bedouins. 
The three degrees are often associated with 
a class hierarchy in which rich, settled city 
dwellers are on top and Bedouins are on 
the bottom. Different social associations 
exist, as is common in many other languag-
es around the world. For example, the city 
dialect is considered less marked, better 
and smarter, whereas the Bedouin dialect 
is considered lower class, rough, yet pure 
to the origin of the language. 

Diglossia
The relationship between MSA and the 

dialect in a specific region is rather complex. 
Arabs do not think of these two as separate 

•

•

•

•

•

•

languages. This particular perception leads 
to a special kind of coexistence between 
two forms of language that serve differ-
ent purposes. This kind of situation is what 
linguists term diglossia. Although the two 
variants have clear domains of prevalence 
— formal written (MSA) versus informal 
spoken (dialect) —a large gray area lies in 
between, and it is often filled with mixing of 
the two forms.  

The Egyptian linguist, Said Badawi, ex-
plains the diglossic continuum in Egyptian 
Arabic in terms of three conflicting influ-
ences: classical, colloquial and foreign 
(see Figure 1). 

These influences create five levels of 
Egyptian Arabic: traditional, modern, 
educated colloquial, literate colloquial 

and illiterate colloquial. Each level has a 
different ratio of classical, colloquial and 
foreign influence. Educated Arabic, the 
biggest mixing variant, is spoken in edu-
cated circles in the big cities. Traditional 
Arabic, the purest form of classical Ara-
bic, survives in limited religious contexts. 
MSA is closer to traditional Arabic but has 
accepted more influences from colloquial 
Arabic and foreign languages. Illiterate 
colloquial, the variant that is the closest 
to the full colloquial influence, is used 
in remote villages among the illiterate. 
Those who come from such backgrounds 
and get some education end up mixing 
and including more classical Arabic and 
foreign influence in their speech (literate 
colloquial).

Arabic and Its Dialects
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Figure 1: Said Badawi’s diglossic continuum shows the cultural overlaps in Egyptian Arabic.
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Badawi’s levels are also true for other 
Arabic dialects. The classical Arabic influ-
ence is the same, but the colloquial influ-
ence varies. The foreign language influence 
is also different in different regions: French 
and Berber in Algeria, French and Syriac 
in Lebanon, English and Coptic in Egypt, 
and English and Persian in the Arab Gulf. 
When Arabs from different dialect regions 
meet, they often use a cross-dialectal mix 
that de-emphasizes dialectal differences 
to communicate. This Arabic variant is not 
standardized in any way.

The rest of this article describes the 
variations among MSA and Arabic dialects 
in terms of phonology, orthography, lexi-
cal choice, morphology and syntax. The 
last section describes an example of MSA-
dialect code switching.

Phonological variation
The MSA phonological profile includes 

28 consonants, three short vowels and 
three long vowels. Arabic dialects vary 
phonologically from MSA and each other. 
Some of the common variations include 
the following:

(1) Change in short vowels: MSA 
/jaktubu/ he writes versus Egyptian Ara-
bic /jiktib/ or Levantine Arabic /joktob/.

(2) The MSA consonant  / / is pro-
nounced as either /s/ or /t/, for example, 
MSA  / al a/ three versus Egyptian 
Arabic /tal ta/ or MSA  / awra/ ver-
sus Egyptian Arabic /sawra/.  

(3) The MSA consonant  /ð/ is pro-
nounced as either /d/ or /z/, for example, 
the MSA word  this /h ða/ versus Le-
vantine Arabic /h da/ or MSA  guilt 
/ðanb/ versus Levantine Arabic /zanb/. 

(4) The MSA consonant  /q/ appears in 
different dialects in at least five different 
variants, for example, MSA  /tariq/ 
road appears as /tari /, /tarik/, /tarig/, 
/tari / in addition to the MSA-like /tariq/.

(5) In some dialect, a loss of the emphat-
ic feature of some MSA consonants can 
be found, for example, MSA  /lat f/ 
pleasant versus the Lebanese sub-dialect 
of Levantine Arabic /lat f/.

Different phonological variations can be 
found across and also within each dialect 
group.

Orthographic variation
MSA is written in Arabic script according 

to standardized spelling rules. The Arabic 
script is also used to write many languages 
around the world which are not related to 
Arabic such as Persian, Kurdish, Urdu and 

Pashto. Except for Maltese, which is written 
in Latin script, Arabic dialects are by default 
written in Arabic script although there are 
no standard dialectal spelling systems. 
There have been calls at different times dur-
ing the last century to exchange the Arabic 
script with Latin script for MSA or at least 
its dialects. These calls parallel Ataturk’s 
successful romanization program in Tur-
key, where Arabic script was used to write 
Turkish under Ottoman rule. Political and 
religious opposition to such calls have pre-
served the use of Arabic script in the Arab 
world. Even calls for spelling standardiza-
tion in the dialects in Arabic script are per-
ceived as a challenge to MSA hegemony.

Arabic script is an alphabet consisting 
of 28 basic letters, eight additional letters 
and eight optional diacritics. The script 
letters are used to represent the conso-
nants and long vowels in Arabic. Some 
letters serve double duty (for example, 
can be /w/ or / /). On the other hand, the 
consonant hamza (/ /, glottal stop) is rep-
resented using six letters that are chosen 
according to complex contextual rules that 
reflect its vocalic context (Figure 2).

Short vowels are represented using 
optional diacritics. This “short-vowel 
deficiency” in Arabic spelling serves an 
important role in preserving the relation-
ship between Arabic dialects and MSA. 
Since a large number of differences is 
in the use of short vowels, these differ-
ences are not visible when a word is writ-
ten because the short vowels are written 
with optional diacritics. Of course, the 
short-vowel changes are not the only dif-
ference between dialects and MSA. Other 
challenges to dialect orthography include 
the difference in consonant and vowel 
inventories and morphological changes. 
Figure 2 demonstrates the mapping of 
letters to phonemes in MSA (black links) 
and the extensions to that paradigm done 
for Egyptian Arabic (red links). One solu-
tion often (although inconsistently) used 
to address the phonological changes is 
to ignore them and spell the words ety-
mologically. So, the Egyptian Arabic word 

/ alb/ heart is spelled the exact same 
way as the MSA word /qalb/ heart: 

But given that there are no standard 
rules for dialect spelling, we often find 
different variants of the same word (some-
times by same author in the same text). 
The variations come from applying differ-
ent rules from MSA spelling that are not re-
ally intended for dialect spelling or making 
decisions on whether to spell a phoneme 
etymologically or not. For example, the 
following are but few of all the possible 
ways to spell the Egyptian Arabic word 
/mabin ulhalak / we don’t say it to you:

Lexical variation
Arabic dialects vary widely lexically.

But as mentioned earlier, the degree of 
variation is often masked by using Ara-
bic orthography. For example, the words 
for cat in MSA, Moroccan Arabic and 
Egyptian Arabic have slight variations 
among them, but all are written using 
the same word form. The lexical variants 
are the result of phonological variation 
or borrowing from other languages. The 
word for table in Egyptian Arabic comes 
from Greek, whereas the word for table 
in Iraqi Arabic comes from Persian. See 
Figure 3 for more examples of lexical 
variations.

Morphological variation
Arabic has a rich morphology. It uses 

a combination of templatic morphemes 
(interleaving roots and patterns) in addi-
tion to affixational morphemes such as 
prefixes and suffixes. Moreover, Arabic 
has three classes of clitics that attach to 
the word: conjunctions, prepositions and 
pronominal clitics (objects of verbs and 
possessives of nouns). There are many 
differences between MSA and its dialects. 
Some of these differences are the result 
of a simplification of complex MSA para-
digms. Others are the opposite — more 
complex structures arising in the dialects 
where there are none in MSA. 

Figure 2: Arabic script mapping to MSA phonology (red links are Egyptian Arabic extensions).
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Some examples of the simplifying di-
rection are the disappearance of the 
nominal case marking system altogether in 
Arabic dialects. This is an important change 
that has syntactic consequences. A simi-
lar phenomena in verb morphology meant 
that MSA complex morphological moods 
are gone. It is interesting to note that some 

remnants of the indicative mood form still 
survive as the default form in some dia-
lects, whereas the subjunctive/jussive 
mood form is used in others. Other sim-
plification phenomena include the loss of 
dual form in verb conjugation in the dia-
lects and the consolidation of feminine 
and masculine in the plural form.

One example of the added complex-
ity in Arabic dialects is the extensions to 
verb morphology. Egyptian Arabic has 
a negation circumfix ( + +  ma+ + ) 
that doesn’t exist at all in MSA. In addi-
tion, an indirect object pronoun is added 
to the verb morphology. The indirect ob-
ject has the form of preposition+object, 
for example, +  l+ hum to/for+ them. 
This preposition and object pair appears 
in MSA as a separate word. In the dialects 
where this pronoun is found, however, it 
interacts heavily with word phonology 
(causing stress movement) which clearly 
suggests it is part of the word utterance. 
Figure 4 shows an example of the same 
phrase meaning and you did not write it 
for him which appears as a single word in 
Egyptian Arabic but can only be expressed 
using three words in MSA. The indirect 
object pronoun is marked in blue, and the 
negation element is marked in red. 

Syntactic variation
Ignoring the morphological variations 

that interact with syntax such as loss of 
nominal case markers, the difference be-
tween MSA and different Arabic dialects 
is mainly an issue of statistical distribu-
tion of phenomena. For example, in MSA, 
verb-subject-object (VSO) order is more 
common than subject-verb-object (SVO) 
order. This is not the case, however, in 
Arabic dialects where the subject initial or-
der (SVO) is more prevalent. A major mor-
phosyntactic difference between the two 
cases is that for MSA the verb agrees with 
the subject fully (gender, number, person) 
in SVO order, but it only agrees with the 
subject in terms of gender and person in 
VSO order. In the dialects, the agreement 
is full in both cases (there are some limited 
exceptions to this generalization). Figure 6 
is an example illustrating these different 
constructions.

In terms of the syntax of noun phrases, 
an interesting difference is the emergence 
of a possessive particle in almost all Ara-
bic dialects to indicate the relationship 
of Noun1 of Noun2. Such a possessive 
relationship is expressed in MSA using a 
syntactic construction called idafa where 
the first noun is morphologically indefinite 
and the second noun is morphologically 
definite. The following is an example com-
paring the two constructions:

  MSA:  /muft u albayti/  key 
the-house k the key of the house

Levantine Arabic: /ilmuf-
t  taba  ilb t/ the-key of the-house.

English Table Cat of I_want There_is There_isn’t

MSA
t wila qitta idafa uridu j adu l  ju adu

Ø

Moroccan
mida qetta dj l b t k jn m  k jn

Egyptian
tarab za otta bit wez f maf

Syrian
t wle bisse taba biddi f m fi

Iraqi
m z bazz na m l ar d aku m ku

MSA

walam taktub h lahu
wa+lam taktub +h la+hu
and+not_past write_you+it for+him

Egyptian Arabic

wimakatabtuhal
wi+ma+katab+tu+ha+l +
and+not+wrote+you+it+for_him+not

Figure 3: Lexical variation among different Arabic dialects.

Figure 4: MSA versus Egyptian Arabic example (and you did not write it for him).
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The new possessive par-
ticle is different in different 
dialects (see Figure 3 column 
4). It is used in the dialects 
side-by-side with idafa.

Code switching
Since MSA is not the native 

language of any modern-day 
Arabs and since it is quite dif-
ferent from the native spoken 
dialects, many speakers find 
it very hard to carry on spon-
taneous continuous speech 
in MSA. Instead, depending 
on their level of education 
and political orientation, 
speakers switch back and 
forth between their dialec-
tal variant and MSA. Figure 
5 is a portion of an Aljazeera 
transcript that is color-cod-
ed as follows: black text is 
MSA, and red text is Levan-
tine Arabic. The speaker, 
who is a Lebanese politician, 
switches back and forth. The 
switching sometimes was 
only phonological, but at 
other times included lexical 
and morphological choices. 
The transcript is not always 
true to the actual speech, 
mainly because of the prob-
lem of lack of orthography 
standards. For example, the word marked 
in black boxes (Figure 5, line 11) is the 
MSA word  /kay/ so that. However, 
the actual audio is the Levantine word 

 /ta/ so that. The transcriber chose to 
transcribe using the meaning of the word 
instead of its form.

Conclusion
The Arabic language is, in fact, a collection 

of several variants among which MSA has a 
special status as the formal written standard 
language of the media, culture and educa-
tion across the Arab world. The other vari-
ants are informal spoken dialects that are 
the mediums of communication for daily life. 
Arabic dialects substantially differ from MSA 
and each other in terms of phonology, mor-
phology, lexical choice and syntax. Profes-
sional translators and machine translation 
systems need to be aware of these dialects 
and their diglossic relationship with MSA in 
order to guarantee a high degree of transla-
tion accuracy in situations where more than 
one variant is used.  G

Verb Subject Object Subject Verb Object

MSA wrotemasc the-boys the-poems

partial agreement

the-boys wrotemascPlural the-poems

full agreement

LEV The-boys wrotemascPlural the-poems

full agreement

wrotemascPlural the-boys the-poems

full agreement

Figure 5: A transcript of an Aljazeera television show interview (The Opposite Direction, July 23, 2004).

Figure 6: A variety of sentence orders in Arabic.
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This guide is a component of the newly redesigned MultiLin-
gual, formerly MultiLingual Computing & Technology. With a new 
look and a new sense of purpose, MultiLingual continues to lead 
the world in keeping track and informing its readers of the latest in 
the electronic universe.

In addition to the coverage we provided before, the new maga-
zine provides more insights from industry leaders, an improved 
news section and expanded calendar and a continuing and collect-
ible section of industry basics.

Published nine times a year, filled with news, technical devel-
opments and language information, MultiLingual is widely recog-
nized as a useful and informative publication for people who are 
interested in the role of language, technology and translation in 
our twenty-first-century world.

Four of our issues each year include Getting Started Guides like 
this one, primers for moving into new territories, both geographi-
cally and electronically.

The magazine itself covers a multitude of issues.

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 international 
and localized software. Those who specialize in technical documents, 
such as manuals for computer hardware and software, industrial 
equipment and medical products, use sophisticated tools along with 
professional expertise to translate complex text clearly and precisely. 
Translators and people who use translation services track new devel-
opments 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. Experi-
enced 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 it current. Whether you use the internet and World Wide 
Web for e-mail, for purchasing services, for promoting your busi-
ness 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 management systems 
(CMS and GMS), customer relations management (CRM) and other 
management disciplines is increasingly important as systems be-
come more complex. Leaders in the development 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 of-
fer 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.

MultiLingual is a critical business asset in our electronic world. 
Nine times a year, readers of MultiLingual explore language tech-
nology and its applications, project management, basic elements 
and advanced ideas with the people and companies who are build-
ing the future. G

An invitation to subscribe to 

We invite you to subscribe to MultiLingual.
To subscribe, use our secure 0nline form at 

www.multilingual.com/subscribe
Be sure to enter this online 
registration code: supp81
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