


02-03 ads.indd 202-03 ads.indd   2 8/10/06 7:43:18 AM8/10/06   7:43:18 AM

mailto:info@across.net
http://www.across.net


02-03 ads.indd 302-03 ads.indd   3 8/10/06 7:45:30 AM8/10/06   7:45:30 AM

http://www.GetOnTheFreeway.com


MultiLingual
#82 Volume 17 Issue 6 September 2006

Editor-in-Chief, Publisher: Donna Parrish
Managing Editor: Laurel Wagers

Translation Dept. Editor: Jim Healey
Copy Editor: Cecilia Spence

News: Kendra Gray, Becky Bennett
Illustrator: Doug Jones

Production: Sandy Compton
Cover Photograph: Aric Spence

Webmaster: Aric Spence
Assistant: Shannon Abromeit

Advertising Director: Jennifer Del Carlo
Advertising: Kevin Watson, Bonnie Merrell

Editorial Board
Jeff Allen, Henri Broekmate, 
Bill Hall, Andres Heuberger, 
Ken Lunde, John O’Conner, 

Mandy Pet, Reinhard Schäler

Advertising
advertising@multilingual.com

www.multilingual.com/advertising
208-263-8178

Subscriptions, back issues, 
customer service

subscriptions@multilingual.com
www.multilingual.com/subscribe

Submissions, letters
editor@multilingual.com

Editorial guidelines are available at 
www.multilingual.com/editorialWriter

Reprints: reprints@multilingual.com

MultiLingual Computing, Inc.
319 North First Avenue, Suite 2

Sandpoint, Idaho 83864-1495 USA

info@multilingual.com
www.multilingual.com

© MultiLingual Computing, Inc. All rights reserved. Reproduction 
without permission is prohibited. For reprints and e-prints, please 

e-mail reprints@multilingual.com or call 208-263-8178. 
MultiLingual (ISSN 1523-0309), September 2006, is published 

monthly except Apr-May, Jul-Aug, Oct-Nov for US $58, interna-
tional $78 per year by MultiLingual Computing, Inc., 319 North 

First Avenue, Suite 2, Sandpoint, ID 83864-1495. Periodicals 
postage paid at Sandpoint, ID and additional mailing offi ces.

POSTMASTER: Send address changes to MultiLingual, 319 North 
First Avenue, Suite 2, Sandpoint, ID 83864-1495.

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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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

Careers

LOOKING FOR A NEW START IN THE INDUS-
TRY? Look no further than the careers section at 
www.multilingual.com/careers

There you will fi nd up-to-the-minute job listings, 
with descriptions and contact details. At press 
time, there were listings ranging from translator to 
vice president for marketing and sales. Check soon 
because the jobs are quickly fi lled. Good luck in your 
search! If you are reading MultiLingual and brows-
ing www.multilingual.com, you are obviously well-
informed and will fi nd something in the near future.

On the other side of the equation, do you need to 
fi nd just the right person to fi ll the new opening 
in your company? Get your job listing published 
on www.multilingual.com/careers and within two 
weeks in the newsletter, MultiLingual News. Savvy 
employers return again and again to this resource 
— because it works! The best in the industry use all 
the MultiLingual resources. 

Free downloads 

NEED ONE OF OUR GETTING STARTED 
GUIDES? Any or all can be downloaded 
for free at www.multilingual.com/gsg Choose 
screen-quality pdfs for slower connections or 
print-quality fi les for best reproduction. We 
encourage you to view and share these re-
sources which have proved invaluable for 
clients, novices and professionals in need of 
refresher courses. We have extra printed 
copies of some of these guides. If you are in-
terested in receiving some, please contact 
subscriptions@multilingual.com

OUR RESOURCE DIRECTORY 2006 AND 
EDITORIAL INDEX 2005 can be down-
loaded at www.multilingual.com/resource
Directory at no cost. This is a handy way 
to fi nd information published in 2005 and 
a great list of resources for your language 
and technology needs.
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AAll the world’s translators in one Rolodex (or in one database) — how many 
translators would that be? It sounds like a fairly innocent question, but the answer 
is anything but simple. How many translators are needed to do all the translation 
in the world? How many trained professionals are in the fi eld? Realizing that 
International Translation Day — a much overlooked occasion — is coming up on 
September 30, we asked the question, and translator Kirk Anderson, who wrote 
about translation’s patron saints and Translation Day observances for this issue, 
replied with some interesting statistics.

The American Translators Association expects to fi nish 2006 with close to 
10,000 members, and the International Federation of Translators represents more 
than 60,000 translators worldwide.

The European Commission’s Directorate-General for Translation has about 
1,650 linguists and 550 support personnel on its permanent staff and uses freelance 
translators (there’s that Rolodex) worldwide. One estimate says that European Union 
institutions use about 2,000 translators. 

The US Bureau of Labor Statistics says that interpreters and translators held 
about 31,000 jobs in 2004. Meanwhile, says a report from China, some 60,000 
people there are professional translators and interpreters, but closer to 500,000 
people are performing translation.

Our region focus in this issue — Central and Eastern Europe (CEE) — intertwines 
with our business focus — outsourcing. Libor Safar of the Czech Republic describes 
how the localization industry has developed in the region and the part that 
outsourcing plays there. Konstantin Josseliani, from Russia, discusses business 
models that apply to working in CEE, including Russia. Maros Handzak tells the story 
of his experience as a translator and then translation company owner in Slovakia 
and Canada, and Haiyang Yang outlines some of the issues involved in Russian-
language information retrieval. 

Moving further into outsourcing, Erik Granered offers methods for building 
trust among the members of global (typically virtual) teams. Then we look at 
three projects that illustrate different work models. Marion Bittinger describes 
development of the Mohawk-language version of Rosetta Stone’s language-
learning software; Silke Buhr writes about the fi rst localized versions of the World 
Food Programme’s Food Force computer game; and Jim Healey and I interview the 
developer of the dotSUB application for open subtitling.  

Addressing the technical aspect of localization, Philipp Strazny explains in detail 
how to localize a RoboHelp project.

Columns and commentary include Tom Edwards further exploring maps; John 
Freivalds on developing a China strategy; Kit Brown with ways to make a company 
global as well as international; and in a Perspectives column, Göran Nordlund writes 
about what makes medical localization both different and interesting. Jost Zetzsche’s 
Takeaway is about translation — completed translation, that is — as a commodity.

This issue is a pool full of cool, clear and refreshing global information — dive 
right in! And start planning for September 30 and for Localization World Montréal in 
October. 

Adding it up

Laurel Wagers  Post Editing

www.multilingual.com September 2006 MultiLingual | 7
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Announcements

Welocalize featured 
on ABC News program

Welocalize, a provider of transla-
tion, localization and testing ser-
vices, was selected by the ABC News 
program BusinessNow, for an in-
depth segment — www.welocalize 
.com/abc.mpg — about globaliza-
tion trends and the challenges faced 
by companies in meeting increased 
demand for translated versions of 
their products.

The segment describes this glo-
balization trend and the need for 
businesses to ensure they are not 
“lost in translation.” The show also 
explores the translation and local-

ization process and requirements necessary 
to communicate with and meet the needs 
of customers worldwide.
WelocalizeWelocalize info@welocalize.com
www.welocalize.com

Vivanco & García obtains 
ISO 9001:2000 certifi cation

Vivanco & García, S.L., and its specialized 
VGM Pharmatech division have obtained 
ISO 9001:2000 certifi cation with its equiva-
lents ANAB (USA) and UKAS (United King-
dom), with full application of the standard 
EN 15038 for technical and pharmaceutical 
translation. The audit was performed by the 
fi rm BVQi.

Since 1995, Vivanco & García, S.L., has been 
working with pharmaceutical laboratories, 
industrial property agencies and industrial, 
legal and technical companies. Its special-
ized VGM Pharmatech division was created 
to provide solutions in technical, chemical 
and pharmaceutical translation.
Vivanco & García, S.L.Vivanco & García, S.L.
traducciones@vivancoygarcia.com
www.vivancoygarcia.com

Argos founder nominated
for Ernst & Young award

Argos Translations’ founder and CEO, Kevin 
Fountoukidis, was nominated for the Ernst 
& Young (E&Y) “Entrepreneur of the Year” 
Award. The E&Y award focuses on promot-
ing successful business owners, managers 
and/or CEOs who have established leading 
companies in three categories: new business, 
production/manufacturing and services. 

The annual award is granted by an inter-
national E&Y panel of judges who examine 
each candidate’s effectiveness. The panel 

takes into consideration profi tability, oper-
ating effi ciency and the company’s position 
in its industry. 
Argos Company Ltd.Argos Company Ltd.
info@argostranslations.com
www.argostranslations.com

Sixty receive CSU 
localization certifi cation

California State University (CSU) at Chico 
hosted its fi rst educational localization work-
shop in June 2006. Sixty students received 
the localization certifi cation offered by CSU 
and its organizing partners, the Globalization 
and Localization Association (GALA) and The 
Localization Institute. Participants included 
professionals from translation agencies, free-
lance translators and companies that are new 

to the challenges of localizing their products.
The program included 45 hours of online 

coursework on topics such as global web-
site development, cultural adaptation of 
user interfaces, software internationaliza-
tion and multilingual content management 
for global enterprises. The online course 
was followed by a certifi cation exam and 
a three-day workshop with modules on 
strategies and processes for today’s indus-
try. Speakers included practitioners from 
Google, HP and Microsoft, as well as sea-
soned providers and buyers of localization 
products and services.

Corporate sponsors — Lionbridge, TIBCO 
and SDI Media — provided support for the 
program as well as scholarships for four 
full-time localization students at CSU at 
Chico. Additional support was provided by 
MultiLingual Computing, Inc., and Idiom 
Inc. The program also included on-campus 
recruiting opportunities.
California State University, ChicoCalifornia State University, Chico
rce@csuchico.edu, www.csuchico.edu/localize

Eriksen recognized with prize
The Women Presidents’ Organization, an 

advocate of supplier diversity, recognized 

Eriksen Translations at the Women Presidents’ 
Educational Organization’s (WPEO) Break-
through Breakfast with second prize in the 
Inaugural Done Deals Challenge. Done Deals 
is a WPEO program that reports contracts 
between corporate members and certifi ed 
women’s business enterprises.

Of the 475 Done Deals that were reported, 
Eriksen submitted 52 completed transac-
tions such as translation, editing, typesetting 
and copywriting, with a variety of clients in 
government, fi nance, pharmaceuticals and 
insurance. 
Eriksen Translations Inc.Eriksen Translations Inc.
info@erikseninc.com, www.erikseninc.com

NetworkOmni announces 
scholarship recipients

NetworkOmni Multilingual Communica-
tions, a provider of oral interpretation, writ-
ten translation and language communication 
solutions, has announced the recipients of 
its Training-of-Trainers scholarships for the 
company’s fl agship Cultural Competence in 
Health Care training program. The awards 
were provided to trainers for a new program 
targeting health care professionals.

NetworkOmni selected 15 out of 100 
qualifi ed candidates to become offi cial train-
ing consultants for the company based on 
a fi ve-point qualifi cation process including 
academic achievement (as well as experi-
ences in training), working with foreign-born 
populations, cultural environments, language 
ability, and related experience in both health 
care and interpreting.
NetworkOmniNetworkOmni recruit@networkomni.com 
www.networkomni.com

TranslationDirectory.com 
announces latest release

TranslationDirectory.com has announced 
its latest release of the directory of transla-
tion agencies. The directory now lists 3,252 
translation agencies. All translation agen-
cies in the directory have either agreed to 
be listed in the database or have registered 
directly through the TranslationDirectory 
.com portal.
TranslationDirectory.comTranslationDirectory.com
onoshko@mail.uar.net
www.translationdirectory.com

Iverson celebrates 20th anniversary
Iverson Language Associates, Inc., has 

reached a major milestone — 2006 marks 20 
years in business. Founded by Steven Iverson 
in 1986, the company now has 20 employees 
and a full roster of clients located through-
out the United States. Iverson works with 
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companies nationwide to provide solutions 
for managing document translation. 

Iverson has also received the Metropoli-
tan Milwaukee Association of Commerce’s 
Future 50 Award. This award recognizes pri-
vately-owned companies in a seven-county 
region that have shown signifi cant revenue 
and employment growth. 
Iverson Language Associates, Inc.Iverson Language Associates, Inc.
steve@iversonlang.com, www.iversonlang.com

Lionbridge Logoport 
TM System doubles in size

Lionbridge Technologies, Inc., has reported 
that the volume of words managed by 
Logoport, the linguistic engine behind the 
company’s Freeway operational platform, 
has more than doubled over the past six 
months in response to client demand. More 
than 1,000 unique daily users from multiple 
countries generate more than 40 million 
database queries per hour. 

New Logoport features added since the 
start of 2006 include a quality assurance 
framework and support for Indic languages, 
as well as a new native XLIFF editor. Access 
to Logoport is offered for free to Lionbridge 
clients and translators through the Freeway 
platform. 
Lionbridge Technologies, Inc.Lionbridge Technologies, Inc.
info@lionbridge.com, www.lionbridge.com

Tamil usage to be standardized 
over mobile phones

The usage of Tamil over mobile phones 
is expected to be standardized with mobile 
computing experts planning to submit a 
proposal to the Tamil Nadu Government 
asking it to appoint a committee and come 
out with a standardization as well as local-
ization module by October 2006. 

Talking to CyberMedia News at a recently 
held National Conference on Mobile Com-
puting — Localization and Standardization 
held in Chennai, India, the organizers said 
that 50% of mobile phone users in Tamil 
Nadu cannot use the English-based applica-
tions, such as SMS, or other value-added 
services.  

The National Conference, jointly orga-
nized by the Kani Thamizh Sangam (www 
.kanithamizh.in), Tamil Virtual University 
and Velammal Engineering College, aimed 
to incorporate the 247 Tamil letters in the 
15 keys provided in the keypad of a mobile 
phone instrument and also fi nd ways to use 
the Tamil letters in mobile phones.
CyberMedia NewsCyberMedia News
www.voicendata.com/content/vndtoday/ 
106072508.asp

Changes

Jonckers unveils new brand identity
 Jonckers, a globalization solution provider, 

has formally unveiled its new brand identity. 
Representing a company which specializes 
in localization and yet is human-focused, 
the rebranding includes a new logo design 
as well as fresh marketing and sales materi-
als. Jonckers’ new tagline, “Jonckers, your 
localization hotkey,” expresses this brand 
promise. The new brand identity was neces-
sary to keep pace with the company’s recent 
growth and position in the industry.
Jonckers Translation & EngineeringJonckers Translation & Engineering
info@jonckers.com, www.jonckers.com

Global Communicator reformatted
Global Language Solutions, Inc. (GLS), a 

translation, localization and interpretation 
fi rm, has unveiled its revamped monthly 
electronic publication, Global Communica-
tor. Each issue delivers new content such as 
suggestions on website translation, foreign 
search engine registration and international 
website marketing, case studies of success-
ful international advertising campaigns, 
tips sheets for conducting clinical trials in a 
multilingual environment, and more.
Global Language SolutionsGlobal Language Solutions
info@globallanguages.com
www.globallanguages.com

Opticentre opens new hub
Opticentre, developers of hosted local-

ization process workfl ow, has announced 
the opening of a new development hub 
at its main base at Plovdiv, Bulgaria. Opti-
centre CMO Stefka Chaprazova states that 
clients now want the company involved 
in all aspects of global software release 
management, thus increasing the demand 
for developers. The company’s close rela-
tionship with Bulgarian technical universi-
ties has provided a rich supply of human 
resources.
OpticentreOpticentre opportunities@opticentre.net 
www.opticentre.net

EUATC website updated
The European Union of Associations of 

Translation Companies (EUATC), representing 
the translation services provided by small, 
medium and large companies in 12 European 
countries, has updated its website. Connec-
tion is now possible to 17 national associa-
tions of translation companies throughout 
Europe by clicking on the map of the coun-
try of interest to fi nd out more about the 

News

www.multilingual.com  September 2006  MultiLingual |

08-20 News&Calendar8-1.indd 908-20 News&Calendar8-1.indd   9 8/10/06 7:52:57 AM8/10/06   7:52:57 AM

mailto:steve@iversonlang.com
http://www.iversonlang.com
mailto:info@lionbridge.com
http://www.lionbridge.com
mailto:info@jonckers.com
http://www.jonckers.com
http://www.kanithamizh.in
mailto:info@globallanguages.com
http://www.globallanguages.com
mailto:opportunities@opticentre.net
http://www.opticentre.net
http://www.multilingual.com
http://www.kanithamizh.in
http://www.voicendata.com/content/vndtoday/106072508.asp
http://www.voicendata.com/content/vndtoday/106072508.asp
mailto:info@localizationinstitute.com
http://www.localizationinstitute.com


|  MultiLingual September 2006 news@multilingual.com10  

News

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

Localization manager calling worldwide subsidiaries

milengo is the largest 2nd Generation Localization Alliance on the market. While most localization companies subcontract translation 
to third parties, milengo performs all linguistic services in-country and in-house. This allows us to ensure consistent, high-quality 
linguistic services by adapting to the client’s specifi c needs. 

Thanks!
Yeah, as I mentioned before, we are 
always correcting the same mistakes 
in the Italian translations.

Right, and 
how can 
I help?

Simple: I d like to speak directly 
to the translators and explain 
how we want our translations 
done.

Listen, my team wants to speak to your 
translators in Italy and discuss 
a few things.

Well, um... we normally    
   don‘t really do that.

Calling his localization vendor

national association and its members.
European Union of AssociationsEuropean Union of Associations 
of Translation Companiesof Translation Companies
president@euatc.org, www.euatc.org

DocuWare expands Spanish presence
Costaisa S.A. will now serve as the 

representative for DocuWare España. This 
subsidiary is also charged with supporting 
existing partners and customers, expanding 
the partner network, and accelerating sales 
growth in the Spanish market.

Costaisa S.A. was one of the fi rst inter-
national DocuWare Partners and has been 
selling document management solutions 
in Spain for the past 13 years. It has the 
benefi t of proven concepts for develop-
ing a partner network with successes in 
Germany, England and the United States. 
This includes Authorized DocuWare Partner 
contracts, service and support agreements, 
and a collection of marketing activities.
DocuWare CorporationDocuWare Corporation www.docuware.com

Moravia opens second Brno center
Moravia Worldwide, a globalization solu-

tions provider, has opened its second global 
production center in Brno, Czech Repub-
lic, the base of the company’s worldwide 
headquarters. This new center will be the 
home base for Moravia’s QASight testing 
and engineering division as well as one of 
Moravia’s production units. The offi ce space 
and the security procedures in place com-
ply with current ISO Security Information 
standards and are set to meet or exceed 

the security expectations of companies 
that outsource their globalization require-
ments. The city’s information technology 
(IT) industry is fueled by the large number 
of universities that supply the labor market 
with IT graduates and qualifi ed resources.
Moravia WorldwideMoravia Worldwide
europe@moraviaworldwide.com
www.moraviaworldwide.com

KERN announces new 
language center in Dresden

KERN Global Language Services has 
opened its newest language center in Dres-
den, Germany. KERN is offering its complete 
portfolio of language services at the new 
language center, including language train-
ing for private and business customers; 
translation and interpreting in all world lan-
guages; software, multimedia and website 
localization and terminology management; 
and the printing of many other multilingual 
documents.

KERN is a language service provider with 
almost 40 branches and maintains subsidiar-
ies in Amsterdam, Hong Kong, London, Lyon, 
New York, Paris, San Francisco and Zurich.
KERN Global Language ServicesKERN Global Language Services
info@e-kern.com, www.e-kern.com

Tek consolidates IT infrastructure
Tek Translation International has fi nalized 

the consolidation of its information technol-
ogy (IT) infrastructure, creating enhanced 
information access, management and pro-
tection, and enabling Tek to keep pace with 

technology advancement and rapid business 
and data growth. The decision to upgrade 
involved a variety of factors, some related to 
business processes and others to technology 
choices. The new infrastructure provides a 
robust network allowing new applications 
and technologies to be adopted. Higher 
security, both internally and externally, 
secures Tek and client data.
Tek Translation InternationalTek Translation International
sales@tektrans.com, www.tektrans.com

Verztec opens London offi ce,
wins contract from Clarion

Verztec Consulting, a provider of localiza-
tion, translation and multilingual hosting 
services, continues in its growth strategy 
by opening a new sales offi ce in London. 
Verztec markets its range of services with 
two service marks — AsiaLingo (www 
.asialingo.com) for globalization services 
and Myhostpartner for hosting solutions.

Clarion Col, Ltd, a provider of car navi-
gation and audio/visual technologies, has 
chosen Verztec as a cooperating partner to 
localize, manage and maintain its global 
websites for Asia. Verztec will be responsible 
for the sites in Thailand, Indonesia, China, 
Korea, Malaysia and India. Apart from the 
global sites, Verztec also localizes product 
owners’ manuals and marketing collaterals 
on a regular basis for Clarion Col, Ltd into 
multiple Asian languages with typesetting 
services.
Verztec ConsultingVerztec Consulting
info@verztec.com, www.verztec.com
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News

Collaboration

E Facilities chosen as translation 
vendor for eBay and Kijiji

E Facilities Management and Solutions has 
been chosen to partner eBay India and Kijiji 
to offer translation and localization services 
in Indian and other languages. Established in 
1999 and based in Mumbai, India, E Facili-
ties Management and Solutions is in the 
business of offering translation, localization, 
multilingual website design, proofreading, 
transcription and voice-over services.

eBay offers an online platform where 
millions of items are traded each day. Kijiji 
is a website designed to help buy or sell a 
used car; look for an apartment; rent, buy 
or sell a house; look for a job; share or fi nd 
local information on services; and promote 
local community events.
E Facilities Management and SolutionsE Facilities Management and Solutions 
translation@efmands.com
www.efmands.com

ADR chooses IceWarp
IceWarp, a provider of e-mail server soft-

ware, has announced that its multilingual 
support engine has been accepted by the 
new European Alternative Dispute Resolu-
tion (ADR) Center (www.adreu.eurid.eu) to 
arbitrate legal matters that may arise in 
the allocation of the new .eu address. 

The new ADR Center for .eu domains is 
managed by the Czech Arbitration Court 
seated in Prague, Czech Republic. The estab-
lishment of the center was assisted by an 
international team of legal experts led by 
CEAG (www.ceag.biz).

IceWarp had to deploy a multilingual sup-
port engine that could easily assimilate and 
allow translations from all the other offi cial 
languages of the EU to be displayed side by 
side and corrections implemented on the fl y 
without the need for sophisticated technical 
support. The new system allows all versions 
to be implemented and changed whenever 
a change occurs in the master language in a 
simple operation.
IceWarp Ltd.IceWarp Ltd. www.icewarp.com

Unisa and LRC plan research
and education collaboration

Kim Wallmach, member of the Depart-
ment of Linguistics, College of Human 
Sciences at the University of South Africa 
(Unisa), and Reinhard Schäler, director of 
the Localisation Research Centre (LRC) at 
the University of Limerick, Ireland, have 
signed a memorandum of understanding. 

The two organizations are planning joint 
research projects, staff exchanges and 
joint funding applications. In addition, 
the agreement covers the establishment 
of a mirror site of the LRC’s Localisation 
Technology Laboratory and Showcase, the 
holding of LRC-South Africa events and 
training courses and the initiation of joint 
research projects in the area of interna-
tionalization and localization.
Localisation Research CentreLocalisation Research Centre
lrc@ul.ie, www.localisation.ie
University of South AfricaUniversity of South Africa
www.unisa.ac.za

Arancho translates Finnish news
Arancho Nordic has won the tender held 

by the Centre of Expertise for Medical and 
Welfare Technologies of Culminatum Ltd 
Oy for the translation of the press releases 
published on the offi cial Finnish Healthcare 
Business website (www.healthcarebusiness 
.fi /portal)

The project was developed to promote 
the Finnish biomedical business through-
out the world. The agreement will start in 
September 2006 and last for two years.
Arancho SrlArancho Srl rimini@it.arancho.com
www.arancho.com

Technicolor to manage 
UE3 Japanese localization

Technicolor Interactive Services, part of 
the services division of Thomson, was chosen 
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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.

and by Epic Games, a developer of computer 
and video games, to manage the Japanese 
localization of Epic Games’ Unreal Engine 
3 (UE3) technology. Technicolor Interactive 
Services’ localization division will translate 
Epic Games’ UE3 technology into Japanese, 
including its developer support website and 
the UE3 user interface. In addition, the group 
will act as the liaison to provide Japanese 
translations for all technical support e-mails 
pertaining to the software platform. 

Epic’s UE3 software is a complete game 
development framework for next-genera-
tion consoles and provides an array of core 
technologies, content creation tools and 
infrastructure support for game developers.
Technicolor Interactive ServicesTechnicolor Interactive Services
info@technicolorinteractive.com
www.technicolorinteractive.com

United Nations 
chooses LogiTermWebPlus

The United Nations (UN) Headquarters in 
New York City has purchased 66 additional 
licenses for LogiTermWebPlus, thus making 
the UN one of the largest users of LogiTerm. 
The UN values LogiTerm particularly for the 
quality and robustness of its alignment tool, 
as well as its compatibility with translation 
memory software.

Terminotix Inc. is a company specializing 
in computer tools for translation and a col-
laborative partner in the development of 
LogiTerm.
Terminotix Inc.Terminotix Inc. termino@terminotix.com 
www.terminotix.com

Idiom Technologies and 
XMetaL sign agreement

 Idiom Technologies, Inc., and Justsystems, 
Inc., have announced an OEM agreement 
that will enable XMetaL, a Justsystems’ 
company providing XML content creation 
and collaboration solutions, to offer Idiom’s 
globalization software solution — World-
Server — to XMetaL customers. 

Idiom is a provider of scalable software 
solutions designed to accelerate and opti-
mize globalization initiatives. This agree-
ment is part of Idiom’s broader strategy to 
develop new channels and new solutions 
that support the globalization supply chain.
Idiom Technologies, Inc.Idiom Technologies, Inc. 
info@idiominc.com, www.idiominc.com

Financial

Conversis achieves record revenues
Conversis, a provider of internationaliza-

tion, localization and translation services, 

reports that following a record month in 
June 2006, the company expects to have 
reached record revenues for the third quar-
ter 2006. Since the company’s inception 
in 2003, Conversis has launched into new 
markets and has served over 100 clients in 
a variety of industries including pharma-
ceutical, information technology, medical, 
transportation and aviation. In this current 
quarter, Conversis’ revenue growth will mark 
a 60% increase from last year at this time. 
Conversis, Ltd.Conversis, Ltd. info@conversisglobal.com 
www.conversisglobal.com

SDL half-year profi ts most likely 
ahead of market expectations

SDL International, a provider of global 
information management solutions, has 
announced that profi ts for the half year 
ending June 30, 2006, are most likely to 
be ahead of company expectations. The 
company is planning to be able to report 
profi ts before taxation and amortization 
of intangible assets of not less than £5.0 
million, up 43% from 2005 (£3.5 million). 
Revenues are expected to be in the region 
of £45 million, up 32% from 2005 (£34 
million). SDL expects to announce half year 
results for 2006 on September 4, 2006.
SDL InternationalSDL International
fribeiro@sdl.com, www.sdl.com

People

Larsen G11n expands
Larsen Globalisation Recruitment (Larsen 

G11n), specializing in recruitment for 
the translation and localization industry 
worldwide, has hired Denise Spacinsky, 
formerly a globalization manager with 
Hewlett-Packard. Spacinsky will be focus-
ing on Larsen’s US clients and candidates. 

Another recent hire, Costanza Marinelli, 
who gained her industry experience with 
Medtronic and the European Union, is 
based in Paris, France, and will focus on 

News
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European clients.

Larsen G11n has also added new features 
to its website. Supported by a web-based 
database, candidates can now register and 
apply online. The vacancies section has also 
been improved with more categories to 
speed up the search facility.
Larsen G11n Ltd.Larsen G11n Ltd. recruit@larseng11n.com 
www.larseng11n.com

Roeming elected ALC president
Georgia Roeming, owner/partner of The 

Geo Group, has been elected president of 
The Association of Language Companies 
(ALC). As a founding member of the ALC, 
Roeming and The Geo Group have been 
heavily involved in all aspects of the orga-
nization. As president of the ALC, Roeming 
is responsible for exercising personal lead-
ership, furthering the goals and objectives 
of the association, promoting interest and 
active participation in the association, and 
acting as the association’s spokesperson to 
the press, the public, legislative bodies and 
related organizations.
The Geo GroupThe Geo Group xlate@thegeogroup.com 
www.thegeogroup.com

Tek hires director,
income growth continues

Renato Pontes has joined Tek Transla-
tion as director of operations. Originally 
from Brazil, Pontes has been working in 
the localization industry for over ten years 
with his last role being director of Euro-
pean operations at Bowne Global Solutions 
(BGS). Pontes started his career in localiza-
tion as a software engineer and then a 
project manager at IDOC Brazil before it 
was acquired by BGS.

Tek’s fi nal results showed a year-on-year 
increase of 11% in sales and operating in-
come and earnings before taxes of 13.7% 
for its fi nancial year, April 2005 to March 
2006. Tek offers localization in over 50 lan-
guages and specializes in the globalization 
of worldwide enterprises, providing localiza-
tion services for software, documentation, 
Help, online content and multimedia.
Tek Translation InternationalTek Translation International
sales@tektrans.com, www.tektrans.com

Products

Professional Publisher 8.0 available
XyEnterprise, a developer of XML content 

management and multichannel delivery solu-
tions, has released the latest version of XPP, 
XML Professional Publisher version 8.0. XPP 
is used by corporations and organizations to 

process and transform standardized inputs 
(such as XML) into high-quality PDF and print 
output. 

This latest release extends XPP’s support 
for Unicode-encoded content, thus making it 
easier to import Unicode content, work with 
it natively in the course of composition and 
revision, and deliver it to various channels as 
needed. Also Unicode-related are improve-
ments in XPP’s sorting capabilities, enabling 
index sorting using language-specifi c collat-
ing rules. This release also includes support 
for OpenType fonts.
XyEnterpriseXyEnterprise info@xyenterprise.com
www.xyenterprise.com

SlovoEd for Sony Ericsson M600
Epocware/Paragon Software Group has 

announced the release of SlovoEd 1.7 dic-
tionary for Sony Ericsson M600. There are 
now 19 SlovoEd dictionaries for popular 
European languages available for Sony 
Ericsson M600 users. SlovoEd dictionaries 
use programming solutions by Paragon 
Software, as well as extensive wordbases 

from reference publishers such as Mer-
riam-Webster Inc., Van Dale Lexicografi e 
BV, Larousse Editorial S.L., MAGENTA Ltd, 
LingoMAXX and MediaLingua.

A few of the SlovoEd 1.7 features are low 
memory consumption, dictionary instal-
lation on memory cards, quick search of 
frequently used words, and cross-lookup. 
Epocware/Paragon Software GroupEpocware/Paragon Software Group
www.epocware.com

AdventNet upgrades localized 
SecureCentral PatchQuest

AdventNet, Inc., a provider of enterprise 
information technology (IT) management 
and IT security software, has announced 
an update to SecureCentral PatchQuest, an 
automated web-based patch management 
software for distributing and managing 
security patches, hotfi xes and updates 
across heterogeneous networks comprised 
of Windows, Red Hat Linux and Debian 
Linux systems. This update can scan and 
patch Windows systems with operating 
systems in different languages such as 
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Spanish, German, French, Italian, Portu-
guese, Japanese, Chinese, Arabic, Thai and 
many more. To download a free trial copy 
of the solution, visit www.patchquest.com
AdventNet, Inc.AdventNet, Inc. www.adventnet.com

Lingobit Localizer now 
supports seven languages

Lingobit Technologies, a provider of 
localization software, has launched Lin-
gobit Localizer 4.7 — now available in 
seven languages including English, German, 
Japanese, French, Russian, Chinese and 
Spanish. Improvements have been made to 
the exchange wizard, language selection 
dialog, Delphi support for resource-only 
DLL, and the command-line interface.

In addition to the new version of its 
localization tool, Lingobit has also released 
an open-source library.
Lingobit TechnologiesLingobit Technologies
info@lingobit.com, www.lingobit.com

Microsoft replaces terminology 
translation glossary

To provide users with more up-to-date 
terminology, Microsoft has replaced the 
glossary content that was previously posted 
to the Microsoft ftp site with a more concise 
document (CSV formatted) that is easier to 
use. Microsoft has consolidated and moved 
the data from the ftp site to the Microsoft 
download center in an effort to increase 
reliability and accessibility for users.

This new CSV fi le contains over 14,000 
English terms plus translations of the terms 
for up to 45 different languages. Microsoft 
provides the Microsoft terminology data to 
allow its customers and partners to have a 
more consistent user experience across the 
products they are using and developing. To 
learn more about the terminology trans-
lations and download the CSV fi le, go to 
www.microsoft.com/globaldev/tools/MILS 
Glossary.mspx
Microsoft CorporationMicrosoft Corporation
info@microsoft.com, www.microsoft.com

UCD Version 5.0 released
The Unicode Consortium has announced 

the release of an update of its Unicode 
Character Database (UCD), Version 5.0, 
which defi nes more than 99,000 characters 
for the languages of the world. This latest 
level of the UCD contains all the informa-
tion needed to update software to support 
the characters and algorithms that are 
the foundation for all modern computer 
programs — including the latest data for 
Unicode security mechanisms, collation and 
locales.

For the fi rst time, the Unicode Collation 
Algorithm (UCA) is released in parallel with 
the UCD — enabling default collation for all 
99,000 characters. For more information on 
UCA 5.0, see www.unicode.org/reports/tr10

The release of Version 5.0 of the UCD is 
the fi rst step in the release of The Unicode 

Standard, Version 5.0. The book will be 
published by Addison-Wesley in the fourth 
quarter of 2006.
The Unicode ConsortiumThe Unicode Consortium
info@unicode.org, www.unicode.org

Language Weaver adds 
language modules and support

Language Weaver, a software company 
developing enterprise software for auto-
mated language translation, has added a 
support option for the most recent version 
of its statistical machine translation soft-
ware, SMTS version 4.1, that allows users 
to input source data from hundreds of fi le 
formats and still preserve the look of the 
original document in the translation. In 
addition, the company has added several 
European language modules to support its 
enterprise and government sales, especially 
for its Brussels offi ce.

Seven European language pairs are being 
released, including a new language, the 
completion of four existing unidirectional 
pairs and the company’s fi rst non-English-
based bidirectional pair: Dutch to English, 
English to Italian, English to German, 
English to Russian, English to Romanian 
and French bidirectional with German. As 
with every Language Weaver translation 
software release, translation output quality 
improves across language pairs, and cus-
tomization capabilities are supported.
Language WeaverLanguage Weaver
info@languageweaver.com
www.languageweaver.com

ForeignExchange FXTracker 2.0
ForeignExchange Translations, Inc., a pro-

vider of linguistic services to medical device, 
pharmaceutical and biotechnology compa-
nies, has released version 2.0 of its web-
based project management tool FXTracker, 
complete with several major upgrades. 
FXTracker 2.0 integrates three key features 
— FXOnline, FXWorkFlow and FXAssure. 

FXOnline helps streamline communica-
tions between the project team and the 

Call us for more information.
US & Canada: 800-531-9977

International: +1 512-472-6753
www.mcelroytranslation.com

McElroy can address your business
objectives at all levels of responsibility,

from global strategic planning to 
resource management to the most 

technical details of localization.

McElroy Translation

We are serious about 
your success.
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client, giving users secure, round-the-clock 
access to linguistic assets and information 
such as project and proposal status, per-
formance and quality metrics, and online 
project and fi le submissions. FXWorkFlow 
automates numerous manually intensive 
tasks and processes, enabling client proj-
ects to fl ow quickly through the various 
steps and teams. FXAssure is an integrated 
family of tools and technology incorporat-
ing translation memory and terminology 
management tools, and allows for online 
evaluation of both linguistic and technical 
quality of translations. 
ForeignExchange Translations, Inc.ForeignExchange Translations, Inc.
info@fxtrans.com, www.fxtrans.com

AuthorIT launches Website Manager
AuthorIT Software Corporation, a single-

source documentation solution provider, has 
announced the launch of AuthorIT Website 
Manager which allows organizations using 
the AuthorIT Component Content Man-
agement system to create, maintain and 
manage their websites. The addition of this 
product to the AuthorIT suite has resulted in 
an integrated content management, transla-
tion management, and website management 
system. AuthorIT is a technology suite that 
provides a collaborative environment where 
a large number of users in many different 
locations can simultaneously control the 
authoring, review, modifi cation, distribu-
tion, security and publishing of any content 
within an organization. The new technology 
ensures that both internal and external 
viewers can view content that is appropriate 
in their native language.
AuthorIT Software CorporationAuthorIT Software Corporation 
sales@author-it.com, www.author-it.com

Active Voice introduces higher 
education messaging solution

Active Voice, LLC, a provider of voice 
messaging, unifi ed communications and 
speech-activated solutions, has introduced 
Seven, a speech-enabled call management 
system to telecommunications profession-
als from colleges and universities nation-
wide. Seven is ideal for the higher education 
market. With Seven, students, faculty and 
staff who are often mobile around campus 
can access one another by simply calling 
the system and stating the name or depart-
ment they wish to reach, without having to 
remember extensions or use a live operator 
for assistance. 

Seven helps colleges reduce costs by 
eliminating the need to spend resources 
updating and publishing lengthy school 

directories. In addition, Seven can provide 
constant access to information such as 
class schedules, emergency notifi cations 
and events around campus. The Seven 
system currently supports eight languages 
and is well suited for multicultural envi-
ronments such as higher education.
Active Voice LLCActive Voice LLC sales@activevoice.com 
www.activevoice.com

SRI deploys portable speech-to-
speech translation system in Iraq

SRI International, an independent, non-
profi t research institute, has announced 
the successful delivery of its IraqComm 
speech-to-speech translation system to US 
forces in Iraq for training Iraqi military and 
police forces. To date, 32 units have been 
shipped to Iraq for an investigative fi elding 

For up-to-date information or to register:
VISIT:

www.unicodeconference.org/ml
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info@unicodeconference.org

CALL:
781-444-0404

Unicode and the Unicode Logo are trademarks of Unicode, Inc.
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of two-way language translation between 
English and Iraqi Arabic. 

The IraqComm system performs spon-
taneous bidirectional translation and has 
a vocabulary of nearly 40,000 English and 
50,000 Iraqi Arabic words. The system runs on 
industry-standard laptop and tablet PCs. 

In addition to SRI’s technology, the 
system uses technology components from 
Language Weaver and Cepstral LLC. Lan-
guage Weaver is providing components of 
the system’s machine translation software. 
Synthetic voice translation is provided 
by Cepstral LLC in both English and Iraqi 
Arabic. Spoken-language translation frees 
users from reading a computer screen and 
enables the system to be used with illiter-
ate conversation partners.
SRI InternationalSRI International www.sri.com

ZoneTick World Time Zone Clock 3.1
WR Consulting, a company that devel-

ops and markets software applications and 
services, has released a new version of its 
ZoneTick World Time Zone Clock applica-
tion now translated into six languages: 
French, German, Portuguese, English, Rus-
sian and Spanish. 

The company has achieved multiple lan-
guage support by deploying a free WR local-
ization service that allows users to provide 
their own translations for the program. 
WR ConsultingWR Consulting info@wrconsulting.com 
http://wrconsulting.com

Resources

New Spanish translators’ forum
Trusted Translations, Inc., has launched 

a forum specifi cally created and tailored 
for Spanish translators — English-Spanish-
Translator.org — a free online community 
where all members can interact in real time 
and help each other resolve diffi cult English-
to-Spanish and Spanish-to-English issues. 
In addition, visitors will fi nd interesting and 
important discussions about legal translation, 
marketing translation, technical translation, 
medical translation, fi nancial translation, 
accounting translation, CAT tools, training 
for translators, translation issues, translators 
issues, other language translation, useful 
language resources, translation organiza-
tions and translator events. English-Spanish-
Translator.org is a free site and welcomes all 
translation professionals as well as students 
of the trade.
Trusted TranslationsTrusted Translations
contact@trustedtranslations.com
www.trustedtranslations.com

ELDA gives academic focus to 
Catalogue of Language Resources

Considering the needs expressed by several 
academic institutions in the human language 
technology fi eld, ELDA has offered access 
to a version of its Catalogue of Language 
Resources dedicated to academic research use. 

To facilitate access to this list (http://catalog 
.elda.org:8080/retd/index.php?language=en), 
ELDA preserved the interface and browsing 
tools of the catalog. At any time, a researcher 
may return to the full version of the catalog. 
ELRA/ELDAELRA/ELDA mapelli@elda.org, www.elda.org

Common Sense releases report, 
surveys language services salaries

Business globalization and localization 
research and consulting fi rm Common Sense 
Advisory, Inc., has released its latest report 
analyzing the best way to adapt software 
products, corporate applications and manu-
factured goods for international markets. 
“Developing Products for Global Markets” 
delivers product developers, language service 
providers and global organizations insight 
and analysis on the development of local-
market editions of company offerings.

Related best practices and highlights of 
the report include where localization fi ts into 
the engineering and development processes; 
actionable guidance on how to progress 
from reacting to localization to managing 
it; the “fi ve phases of localization maturity”; 
and how the size and budget of localization 
teams affect the fi nal product. The full report 
is available on a subscription basis.

Common Sense has completed its 2006 
Language Services Salary Survey designed 
to gather comparative information on how 
much money people in the international 
language services industry make. The survey 
proves to be a useful benchmarking tool 
for industry employers or employees for 
pay scale averages, salary negotiations, or 
simply to satisfy curiosity. The global survey 
is available in several languages, including 
English, Italian, Spanish, Portuguese, French 
and German. In the future it will also be 
available in Czech, Chinese and Polish.
Common Sense Advisory, Inc.Common Sense Advisory, Inc.
info@commonsenseadvisory.com
www.commonsenseadvisory.com

EOS International announces 
increased new business sales

Library automation provider EOS Inter-
national has announced that, along with 
increased demand for EOS e-Library Service 
subscriptions, sales of multilingual EOS.Web 
to new clients continue to increase. 

Available in English, French, Spanish and 
Italian, EOS.Web offers an intuitive library 
automation, content and knowledge man-
agement solution. EOS e-Library Service is in 
use by EOS international clients from Japan 
to Switzerland, to the United Kingdom, 
Australia and North America and provides 
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information delivery and knowledge man-
agement to over 400 libraries worldwide.
EOS InternationalEOS International
ekelley@eosintl.com, www.eosintl.com

Services

IFL announces service 
for life sciences translation

Idea Factory Languages (IFL), Inc., a lan-
guage services company, has launched a 
dedicated function to provide top-quality 
translations from English to Spanish for 
the life sciences industry. Sectors covered 
include medicine, pharmaceuticals, medical 
devices, biotechnology and healthcare. The 
new initiative builds on the company’s suc-
cess in other vertical markets, such as tech-
nology, engineering, business and fi nance, 
and consumer industries, among others.

The concept has been under development 
and preliminary implementation for the 
past year and aims to capitalize on three 
key factors: the infrastructure and process 
expertise developed by IFL; Argentina’s 
expertise in the fi eld of medicine and skilled 
translators; and a translation model aimed 
at reducing the need for post-processing.

IFL’s in-house life sciences group focuses 
on quality assurance and is led by Valentina 
Muguerza, a medical translation special-
ist who combines her expertise in team 
leadership from IFL with years of experi-
ence in practical healthcare and medical 
translation.
Idea Factory Languages, Inc.Idea Factory Languages, Inc.
ifl info@idea-factory.net, www.ifl ang.com

Lionbridge in top 20 in
training outsourcing industry

Lionbridge Technologies, Inc., was named 
to TrainingOutsourcing.com’s 2006 list of the 
top 20 companies in the training outsourcing 
industry. Lionbridge’s content development 
and localization services enable organiza-
tions to develop new courseware, convert 

static instructor-led training into rich media 
or online formats and deliver it in multiple 
languages to a global audience. 

Companies considered were each evalu-
ated against 22 learning processes and 13 
business capability areas. Each company 
selected demonstrated strength and experi-
ence in several areas of learning services, 
such as training administration, program 
delivery content development, and learning 
technology. Companies were also evaluated 
on experience in multi-year training engage-
ments, industry recognition as a training 
service provider, capability to deliver rev-
enue generation, geographic reach, multiple 
training services, leadership talent, breadth 
of resources and commitment to the train-
ing industry.
Lionbridge Technologies, Inc.Lionbridge Technologies, Inc.
info@lionbridge.com, www.lionbridge.com

WinPerTurn launches MojoLingo
Along with Taiwan’s largest ISP (HiNet), 

WinPerTurn has launched a multilanguage 
search gateway service for global internet 
users — MojoLingo Search Portal service 
(www.mojolingo.com.tw) — that allows 
enterprises and content providers to pro-
vide multiple language web content on the 
fl y. MojoLingo is designed to solve the cur-
rent problems of providing multilanguage 
web pages in such languages as Traditional 
Chinese, Simplifi ed Chinese, Japanese and 
English.

Features of the service include a patented 
URL-parsing technology; translation memory 
fusion technology to simplify website trans-
lation; ad or keyword search box; and single 
click against multilanguage and simultane-
ous multisearch engines. Search keywords 
are entered in the user’s native language 
and are then translated into multiple lan-
guages before searching. Search results are 
translated into the user’s language.
WinPerTurnWinPerTurn jimmylin@winperturn.com 
www.winperturn.com.tw

Clay Tablet Technologies 
introduces partnership program

Clay Tablet Technologies, a vendor of 
translation workfl ow software, has intro-
duced a formal partnership program for ser-
vice and technology providers. The program 
is designed to increase the business value 
of partners’ offerings by offering levels of 
integration with Clay Tablet’s Rosetta suite 
of software for translation workfl ow man-
agement and connectivity. The program has 
already found momentum, with eight part-
ners signing on during the second quarter of 
2006, both in North America and Europe.

The program provides support for three 
types of partners: translation service provid-
ers, system integrators and fellow technology 
vendors. Each is enabled to incorporate the 
Rosetta technology within its own service 
offerings or products. Partners receive the 
full support of Clay Tablet’s sales, professional 
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we do 

> translations in all languages
and language combinations

> localizations
> cross-cultural consulting
> linguistic and professional 

proofreading by native speakers
> DTP processing and graphic 

design
> software solutions

our advantages 

> single contact point for all 
languages
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services and technical support teams to assist 
in developing and then cross-promoting ad-
vanced translation management solutions to 
customers.
Clay Tablet TechnologiesClay Tablet Technologies
info@clay-tablet.com, www.clay-tablet.com

ILS white paper series available
International Language Services Inc. (ILS) 

has announced the fi rst in a series of white 
papers designed to help prospects and 
clients with their translation needs. The 
purpose of the fi rst white paper is to share 
information with those new to the transla-
tion process or with very limited knowl-
edge of the process as they prepare their 

projects. The white paper “Preparation Tips 
for ISO Certifi ed Language Translations” is 
available free by e-mail request.

In March 2006, ILS was awarded ISO 
9001:2000 certifi cation by TÜV America, Inc. 
ILS is a full-service text translation agency 
specializing in the medical, technical, legal 
and manufacturing fi elds. Since its found-
ing, ILS has served many business segments, 
including engineering, marketing, advertising, 
medical devices, machinery and electronics. 
Projects have included manuals, technical 
documents, labels, advertisements, market-
ing brochures, software, websites, contracts, 
multimedia presentations and audio/video 
materials. 

ILS’s client profi le ranges from start-up 
fi rms to midsize companies and Fortune 500 
corporations located throughout the United 
States and abroad.
International Language ServicesInternational Language Services
info@ilstranslations.com
www.ilstranslations.com

Auriga IT expertise applied 
to software localization

Auriga, an information technology (IT) 
outsourcing services provider, has introduced 
new localization services to support global 
IT corporations with software, website and 
document localization. Auriga is offering a 
wide variety of services such as translation 
to numerous European languages; resource 
fi les localization for software products; 
preparation of documentation in various 
DTP systems and formats; localization 
engineering — embedding the translated 
fi les into the original software; testing; and 
many more to meet the growing demand in 
this marketplace.
AurigaAuriga info@auriga.com, www.auriga.com

ENLASO encouraged by 
customer satisfaction survey

ENLASO Corporation, a provider of trans-
lation and localization solutions, recently 
conducted a customer satisfaction survey 
that shows that 97% of the respondents 
would recommend ENLASO to other com-
panies needing localization services. Con-
taining an array of performance questions, 
the survey was sent to all active ENLASO 
customers. 

The survey consisted of a total of 14 
questions, including the option to provide 
additional comments. The results of the 
survey are available for download from 
ENLASO’s website.
ENLASO CorporationENLASO Corporation
info@translate.com, www.translate.com

MemoQ webshop launched
Kilgray Translation Technologies, an 

independent company dedicated to the 
development of translation productivity 
tools, has announced the launch of its 
webshop. The webshop — connected to 
MemoQ’s activation database — enables 
customers to buy licenses to Kilgray’s inte-
grated translation environment MemoQ. 
Secure payment is provided by Italy’s larg-
est banking group, Gruppo Sanpaolo IMI. 
Customers can also buy licenses online for 
MemoQ LSP5, a client-server solution.
Kilgray Translation TechnologiesKilgray Translation Technologies
info@kilgray.com, www.kilgray.com
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September

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

Communication and Negotiation
with Japanese Business People

September 15, 2006, in Wilsonville, Oregon USA. 
Pacifi c Dreams, Inc., info@pacifi cdreams.org, www.pacifi cdreams.org

ATA Medical Translation Seminar
September 16-17, 2006, in San Francisco, California USA. 

American Translators Association, ata@atanet.org,
www.atanet.org/pd/medicaltranslation

Interspeech 2006 — ICSLP
September 17-21, 2006, in Pittsburgh, Pennsylvania USA. 

International Speech Communication Association,
info@interspeech2006.org, www.interspeech2006.org

6th International Summer School
in Forensic Linguistic Analysis

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

Localization Project Managers Roundtable
September 19-21, 2006, in Lake Tahoe, California USA. 

The Localization Institute, info@localizationinstitute.com, 
http://localizationinstitute.com/switchboard.cfm?category=round
table&display=title&ID=19&agenda=yes

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/collo-
que_en.html

October

LavaCon 2006
October 1-4, 2006, in Lihue, Hawaii USA. 

LavaCon, Inc., info@lavacon.org, www.lavacon.org

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

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

LICTRA 2006
October 4-7, 2006, in Leipzig, Germany. 

Universität Leipzig, info@lictra.org, www.lictra.org

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

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

C
alendar
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Localization Project Management (North America)
November 6, 2006, in Toronto, Ontario, Canada. 

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

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

TAUS Executive Forum
November 23-24, 2006, in Brussels, Belgium. 

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

Semantics 2006
November 28-30, 2006, in Vienna, Austria. 

University of Innsbruck, sven.groppe@deri.org, 
www.semantics2006.net

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

International Communication — Promising Practices
October 27-28, 2006, in Barcelona, Spain. 

Mediterranean Editors’ and Translators’ Meeting, metmeeting@
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

Calendar

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.
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need for vendor diversification?

info@translations.com
Tel: +1 212 689 1616

www.translations.com 30 offices worldwide
Three Park Avenue, 40th Floor
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The care and handling 
of maps, Part 2

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. 

for this relates to the role of maps as very visual symbols of 
national sovereignty – a key piece of content which both gov-
ernments and consumers are prone to react to with passion-
ate backlash if any errors are perceived, which can result in a 
response that is among the worst type of market reaction since 
the map error is likely to be viewed as a direct and intentional 
insult against that nation’s territorial integrity.

Prior to discussing some of the specifi c cartographic issues, 
I feel it’s vitally important to emphasize the subjectivity of the 
maps you may ultimately be leveraging for your content needs. 
In his paper “The Power and Politics of Maps” (Chapter 5 in 
Reordering the World, George J. Demko and William B. Wood, 
eds., 2nd ed., 1999), historian Alan K. Henrikson provides an 
excellent statement on the subject: “The notion of objectivity 
in cartography is, for the mapmaker, an aspiration, and, for the 
map viewer, a presumption; Cartography is a combination of 
science and art, of the objective and the subjective of human 
thought and activity; Mapmaking and map viewing are both, 
therefore, infl uenced and informed by biases, some obvious 
and others subliminal.” 

How does this subjectivity factor affect your use of maps 
in a certain product or service? Consider the fact that quite a 
few governments maintain strict policies on the “proper” map 
content for their locale, a policy that may or may not refl ect 
geographic reality (that is, what and who is really occupying 
the space) but rather represents a geopolitical reality upon 
which the governments take action. While any map that is 
produced always contains a certain level of the cartographer’s 
subjective analysis of the raw data, the maps often produced 
by national governments also contain an extra subjective fi lter 
of local “geopolitical correctness.”

In Part 1 of this topic (July/August 2006), we 
initiated a discussion on the sensitivity of one 
of those more volatile forms of content: carto-
graphic maps. Given their inherent purpose of 
representing a part of geographic reality, they 
lend themselves to higher levels of potential 
sensitivity – particularly if the map does not 
conform to the local market’s expectations. 
Since such expectations include the accuracy of 
political boundaries, limits of sovereignty and 
geographic names, they are typically driven by 
government guidelines, which may or may not be 
explicit. As a starting point, the last installment 
introduced a top-level consideration for map 
content: Is it generally employed as a design ele-
ment or for informational purposes? As a design 
element, we discussed that map-like content 
elements are typically less prone to reaction 
– assuming that they are devoid of geographic 
names, boundaries and other related aspects. The 
general rule to apply when using maps for design 
is to keep them simple and absent of the detailed 
content that is typically needed in a map that is 
used for conveying information.

Now here in Part 2, I would like to elaborate further on 
the challenges of deploying map content for informational 
purposes and to provide some specifi c examples of the more 
problematic concerns. To reiterate the point I made previ-
ously, maps should not be used unless absolutely essential for 
conveying necessary information, that is, they generally should 
be not deployed as “eye candy” content. The primary reason 

Off the Map Tom Edwards
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name issue I previously mentioned in this column (March 2006), 
you would likely fi nd the Korea-preferred name of “East Sea” being 
used as the sole name for this feature only on maps produced in 
Korea (many US mapmakers double label the feature). If you hap-
pen to use a map commonly produced in the United States by any 
of the large, well-known cartographic publishers, the likelihood 
is that you’ll be referencing a map that is intended for a general 

Thus, if you do intend to use maps as part of your product’s 
content portfolio, your localization plan must carefully ac-
count for the possibility of these subjective variances that are 
present in each intended market. Such local subjectivities will 
often appear only in maps produced within that locale, so it’s 
very important to verify against these sources. 

For example, with the “Sea of Japan”/”East Sea” geographic 

Column
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These two maps, both produced locally in Japan, show the difference in application of the local cartographic viewpoint. 
Note that in the offi cial government map of postal territories on the left, the disputed Kuril Islands (north of Hokkaido) 

appear, whereas in the university locator map, the islands are not displayed as part of Japanese territory. 
Sources: Map on left, Government of Japan; map on right, Kyoto Sangyo University

The Global vs. Local Map
These two examples show the differences that exist between a more “global” map and a 

“local” one, with the local map being primarily attuned to local government policies and viewpoints.

The two maps above show a signifi cant difference in style and content in this region. Some of the differences are based 
on the scale of the respective maps, since most online maps employ increasing detail as one “zooms” closer.  

Sources: Map on left ©2006 Google; Map on right ©2006 MapQuest, Inc.
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Column
“global” audience (with a primary US and possibly European view-
point). These resources are a good method to verify most areas of 
the world, but for the locales that are more sensitive to their geo-
graphic depiction, the local references will very likely be necessary. 
Typically, the best source for the local maps will be the government 
– by checking the offi cial government website, inquiring of their 
national survey body (similar to the USGS in the United States 
or Ordnance Survey in the United Kingdom), and/or acquiring 
maps made by local publishers. If you’re shipping a single prod-
uct containing map content that is intended for multiple locales 
and perhaps one of those locales is particularly sensitive about its 
cartography, then the process becomes more complicated because 
you must weigh your company’s marketing and distribution goals 
against the various target markets to decide if and how you must 
modify the cartography to be suitable to all the target markets. In 
some cases, that simply won’t be possible. 

What then are the specifi c areas and issues of 
concern for those who need to deploy map con-
tent for informational purposes? While there’s 
hardly room to cover this topic comprehensively, 
I will touch upon at least those areas where 
cartographic content issues are more pronounced 
and thus require a heightened level of proactive 
management.

China. The government of the People’s Repub-
lic of China (PRC) maintains very strict poli-
cies regarding the depiction of their territorial 
sovereignty and has been known to take action 
against companies and organizations that neglect 
their local expectations. The PRC government expects all of its 
perceived territories to be shown as wholly Chinese, including 
Taiwan; the disputed Senkaku Islands; the disputed Spratly and 
Paracel Islands (in fact, all of the South China Sea is claimed); 
the Aksai Chin portion of Jammu and Kashmir; and a portion 
of the Indian state of Arunachal Pradesh. In addition, it’s also 
important to ensure that your sources are updated to show both 
Hong Kong and Macao as “Special Administrative Regions” of 
the PRC, not as their former colonial entities. 

India. Like China, India has long reinforced its territorial 
perspective via maps, with strict rules about cartographic 
depictions, especially when it concerns the disputed Jammu 
and Kashmir region. Maps that are intended for use within 
India must show the entire disputed Jammu and Kashmir 
region as Indian territory, along with various minor disputes 
along the border with China and the more signifi cant dispute 
in the Arunachal Pradesh state. So adamant is the government 
regarding this policy that one anecdote relates how a well-
known and respected encyclopedia publisher would send its 
volumes to India but would not localize the content (including 
the maps). So, a small cottage industry formed around inspect-
ing every copy of the volume that included the map of India, 
on which the area of Jammu and Kashmir would be blackened 
out and a note saying something along the lines of “Map does 
not conform to government policy” would be stamped.

Morocco. As shown in the sidebar graphic, the government 
of Morocco expects its maps to wholly include the disputed 
region of Western Sahara as part of Morocco’s domain. This 
has long been a contentious issue, and several international 
attempts to resolve the situation have proven unfruitful. In the 
meantime, the local expectation is that Western Sahara should 

be displayed on maps as an integrated province of Morocco. 
Argentina. Despite the results of the 1982 Falkland Is-

lands war with the United Kingdom, Argentina’s government 
maintains its claim on the Falkland Islands (locally called 
Islas Malvinas) and fervently defends its claim on a section of 
Antarctica. On a map produced in Argentina, the Islas Malvinas 
are always shown as Argentine territory (without the name 
“Falkland Islands”), and oftentimes, when space permits, the 
Antártida Argentina (their Antarctic claim) is also shown as 
an inset map. Such depictions are often reinforced through 
various means, such as their appearance on postage stamps 
containing a national map. 

Japan. Following World War II, a portion of the Kuril Islands 
chain (which extends southward from Russia’s Kamchatka Pen-
insula to Japan’s Hokkaido Island) fell under dispute when Russia 

occupied the four southernmost islands that Japan 
has long considered part of its sovereign territory 
— known as their “Northern Territories.” While 
decades of diplomacy have not yet yielded a reso-
lution, the government of Japan has required that 
maps of Japan include the southern Kuril Islands 
as part of their sovereign territory – primarily in 
educational and offi cial government resources. 
However, this policy is not as strictly enforced as 
some of the previously mentioned governments. 
The sidebar graphic provides an example of two 
maps produced in Japan which differ in their 
depiction. This is not to say that the Japanese 
government will completely ignore a map that 

doesn’t show these islands as wholly Japanese, but it is unlikely to 
respond in the same reactive manner as China, for example. Also, 
there remains sensitivity on the use of the “Sea of Japan/East Sea” 
geographic name as well as the ownership over the Take-shima/
Dok-do islets disputed with Korea — both of which are very sensi-
tive issues on the Korean side of the dispute.

So can employing maps for informational purposes be com-
plicated and fraught with risk? Absolutely! But as with all the 
issues discussed in this column, there is a way to manage such 
content appropriately and proactively in order to avoid the 
various forms of potential market backlash. The primary carto-
graphic issues cited above only begin to address the complexi-
ties, but ensuring that your content plan includes a serious 
consideration of such issues will certainly help – regardless of 
the target locale. 

While many have heard the famous Alfred Korzybski quote 
“the map is not the territory” and agree with its straightfor-
ward sentiment, the reality of globalization and information 
geopolitics is that maps often do serve as a tangible surrogate 
for the intangible extent of geographic territory. A govern-
ment will not very likely threaten military action on the basis 
of a company’s map error, but you can be certain that most 
will be ready to fervently defend the perception of its sover-
eignty to a global audience. M

Recommended Resources
From Squaw Tit to Whorehouse Meadow: How Maps Name, Claim and 

Infl ame by Mark Monmonier (Univ. of Chicago Press, 2006).
Reordering the World: Geopolitical Perspectives on the 21st Century, 

ed. George J. Demko and William B. Wood (Westview Press, 1999).
The Story of Maps by Lloyd Brown (Dover Publications, 1977).
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 John Freivalds is managing director of the 
marketing communications fi rm JFA and is 
the marketing representative for his native 
country, Latvia. 

John Freivalds World Savvy

Start brushing up 
on your Chinese

I recently went to a major conference on the 
Chinese economy and walked away convinced that 
every business, whatever size it is, needs a China 
strategy. Everybody needs to be China savvy and 
aware. A Chinese fi rm, Risense, even translated one 
of my articles that originally appeared in MultiLin-
gual and put it on its website. I clicked on it to see 
how it looked, and ever since I have been receiving 
Chinese-language spam.

“China Risk, Reward & How to Win” was the title of the 
conference, which took place recently in Washington, D.C., and 
was attended by 350 people. The conference message was that 
China will have the gross domestic product (GDP) of the United 
States by 2035. Interestingly, both Boeing and NCS, a small-size 
language fi rm, were major sponsors of the conference.

China’s growth rate is 6.3%, which means the country’s 
economy will double in size in 11 years. China’s hosting of the 
2008 Olympics will further hasten that growth. As I write this, 
Compass 2008 is working with the German Research Ministries 
and the Beijing Organizing Committee for the Olympic Games 
to build a multilingual information service for the Olympics. Its 
project leader, Weiquan Liu, points out this effort will highlight 
“the intellectual ambitions of the Chinese high-tech community.”

The Chinese ambassador to the United States, who gave the 
keynote address, has become well schooled in the ways and 
lexicon of Washington — saying this is a “win-win situation” at 
least eight times by my reckoning. For those of you unfamiliar 
with the ways of Washington, D.C., when someone says this 
deal is a “win-win situation,” you know it is time to guard your 
wallet. The nineteenth-century American 
writer Henry David Thoreau put it best in 
his classic book Walden: “If I knew for a 
certainty that a man was coming to my 
house with the conscious design of doing 
me good, I should run for my life.”

My fi rst experience with China came in 1974 when I helped 
my boss at the time get ready for one of the fi rst “trade mis-
sions” to the People’s Republic of China. What came out of that 
mission was his memory of being chased after by a maid at a 
hotel in Peking (as Beijing used to be called). He had left an 
empty tube of toothpaste in a trash can, and she thought it still 
had some value. Fast forward to 2006 and the fact that China is 
the leading market in the world for BMW 700 series sedans. In 
Beijing, 1,000 new cars a day pour out into the streets.

The Chinese marketplace
For years, businesses in the West would fantasize about the 

Chinese market: “What if the Chinese just ate half a kilo more of 
meat a day or bought an extra pair of socks. . . ?” Well, that day 
has arrived, as Chinese consumers have money to spend.

At present some 80,000 US companies do business with 
China. Some 500,000 expatriates live there, and 110,000 of 
these are Americans. They manufacture in China, outsource or 
try to sell something to the Chinese. The new US Secretary of 
the Treasury has been to China 70 times in his previous life as 
an investment banker. At Stanford University to get an MBA you 
need an international experience. One that is recommended is 
an exchange with a student at Tsingua University in China.

The inevitable happened. Apple Computer just recently 
decided not to outsource to India because that country got too 
expensive and is now looking at China instead. It used to be 
that India would do the outsourcing and China would become 
the world’s factory, but the Chinese want it all. Nokia has long 
manufactured its cell phones in China, but its latest models were 
designed in China as well. And companies are seriously looking 
at having their documentation done in China. The purists will 

ask about quality, but the cost savings are 
through the roof, as we Americans say.

I admit that I am probably too old school 
to know what is going on in China and to 
be able to gauge the economics. To wit, 
American frozen chickens are being shipped 
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to China to be processed and the meat then shipped back to the 
United States. This is the new twist on the old phrase carrying 
“coals to Newcastle” which refers back to the folly of bringing 
coal to the coal-mining region in the United King-
dom. But business in China has a different sense of 
economics.

I carry a little toy wooden truck around in my 
briefcase and use it to make the point that we 
have no idea of what the Chinese are capable of. 
I even took it to Latvia, which used to pride itself 
on its woodwork. The truck is of nice construction. 
I ask people, “Okay, what do you think this cost to 
make?” I have heard estimates from US$5 to $11. 
Then I turn the truck over, and there is a price tag 
from Wal-Mart, the leading US retailer, which says 
“US$0.88.” Eighty-eight cents. This means that 
someone in China probably got around US 30 cents 
to manufacture the truck. 

The US China Business Council at the conference stated 
that the availability of Chinese manufactured goods led to an 
increase of US$1,000 in real disposable income per US house-
hold per year.

Global brands and reach
The Chinese are still happy to build and service goods and 

provide services for other people, but they have designs on 

providing the total package. Cars, appliances and computers 
(such as Lenovo) now are well-known world brands. More will 
follow. And believe it or not, some Chinese brands are now 

being counterfeited. The Chinese company that 
manufactures the Butterfl y brand of sewing ma-
chines recently won a case in Indonesia against a 
counterfeit brand.

The person who struck me most at that China 
conference was from China Telecom. The fi gures 
coming out of Asia are incredible: annual broad-
band growth is 77% in Asia compared to 37% in 
the United States and 45% in Europe. China now 
has 400 million wireless subscribers — 60 million 
were added in 2005 — and 111 million people use 
the internet. Half of China’s internet users are 
30 years of age and younger. All this says that 
China is shifting to be an information as well as 

a manufacturing economy. I have earlier mentioned that 26 Chi-
nese companies involved in localization contacted me in 2005 
and that LISA had one of its most well-attended seminars ever 
in Shanghai.

But as impressive as all that was, what struck me the most 
about the China Telecom presentation was that it was given by 
Luis E. Faillo, who is now an American citizen but originally was 
from Ecuador and is a very effective spokesperson for China 
Telecom. Start brushing up on your Chinese.  M
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Making your 
company more global

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. 

Create a cross-functional team to determine the best 
strategy for the company. Because internationalization can 
impact every aspect of the company, it’s important to include 
documentation, web, engineering, testing, manufacturing, 
marketing and administration staff on the strategy team if 
you want to have a cohesive strategy. Each group will have 
different needs and a unique perspective on the issues.

Identify the key players and evangelists who will be 
responsible for implementing each aspect of the strategy. This 
requires management buy-in and understanding of the impor-
tance of the strategy to the company’s overall success.

Taking the time during strategic planning and brand building 
to consider the global market will save time and money later 
on; helps to build a solid framework on which to base deci-
sions related to processes; and provides each team with a set 
of goals and tasks for implementing the strategy.

Process/technology
Being global adds a layer of complexity to project manage-

ment and process implementation. Multiple sites, languages, 
cultures and teams make it even more important to have 
documented processes that accommodate localization issues 

To be an international company, all you need 
are offi ces in multiple countries. To be truly glob-
al, however, requires that multicultural sensitivity, 
understanding and accommodation permeate the 
company, from the CEO to the janitor. Being truly 
global means consciously considering how every 
action — or inaction — affects all of your custom-
ers, suppliers, distributors and employees, regard-
less of where they live in the world. It means 
building such consideration into the fabric of the 
company at every level: organization, process, 
product and documentation.

Organization
At the organizational level, upper management must make it 

clear that globalization is a key part of the company’s strate-
gic plan, from the corporate brand to the market analysis and 
product designs. 

Build awareness and buy-in among the employees, 
particularly the management team. Activities can be as simple 
as reminding everyone to include the Greenwich Mean Time 
in meeting requests or as complex as a full corporate audit of 
internationalization/globalization issues.

Determine the priorities for localization/expansion to 
particular markets. For example, if 50% of your international 
revenue comes from Japan, you will probably want to focus 
your initial efforts in that market.

Evaluate the existing infrastructure to ensure that it 
supports an internationalization strategy. For example, do you 
have existing international offi ces? Do they have a translation 
manager or someone else responsible for reviewing localized 
versions of the product? What processes do the international 
offi ces currently employ for localization? What percentage of 
their overhead goes to managing localization?

This column is the sixth 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.

Kit Brown Step by Step
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and to clearly communicate responsibilities, action items, sta-
tus and issues. Considering these issues when developing best 
practices or evaluating technology will help permeate global-
ization throughout the organization.

Establish protocols for virtual teams and for meetings. 
Often, team members are located in multiple locations and 
don’t have the opportunity to meet in person. Combined with 
cultural differences and language barriers, this can make 
it diffi cult to establish a rapport and to work effectively 
together. Providing guidelines for teambuilding, taking the 
time in the beginning of projects to get to know the team 
members, and agreeing on team rules can go a long way to 
ensuring success. 

Outline responsibilities and clearly identify someone to 
“own and drive the process.” Consensus is great and an impor-
tant part of teamwork, but ultimately someone has to steer 
the boat in the right direction.

Document all action items, and summarize phone 
conversations in writing to ensure understanding. Checking 
understanding of verbal discussions can prevent costly misun-
derstandings later on, particularly when people are operating 
in a second language. 

Evaluate the tools to ensure that they accommodate the 
needs of the localization team. Does your accounting system 
support multicurrency? Do your documentation tools and 
software/fi rmware code support Unicode? 

Develop a change management and version control sys-
tem to provide more accurate estimates for localization and to 
more effi ciently identify changes that impact localization.

Expand usability testing to include international cus-
tomers.

Such processes enable companies to be more organized and 
proactive in their interactions with the localization team, as 
well as saving time-to-market and costs.

Product design
Awhile ago, a rather unfortunate story circulated about a 

child who died because the doctor couldn’t decipher the color 
coding on the bypass machine and accidentally sucked out all 
his blood when the doctor meant to return the blood. With 
proper user-centered design and internationalization, this 
problem could have been avoided. The machine lacked proper 
labels on the buttons, and the color coding was counter-intui-
tive in the cultural milieu of the doctor. 

It’s much easier to build internationalization into the design 
of a product than to retrofi t it later. Some key areas to con-
sider include the following:

Regulatory differences. Electrical, medical, fi nancial and 
other regulations differ from country to country. By design-
ing for these differences, the company can save considerable 
costs in retrofi tting later. Examples include designing but-
tons to accommodate a language sticker instead of molding 
it into the product case, ensuring that electrical appliances 
accommodate North American, European and Asian plugs, or 
ensuring that a fi nancial software program accommodates the 
differences in accounting principles used in Europe and the 
United States.

User preferences. For example, date/time formats, tele-
phone number formats and postal code formats are different 
depending on the locale. 

Translatable strings. Storing translatable strings as sepa-
rate resource fi les makes it much easier to translate.

Researching and considering the needs of global customers 
during the design phase can save signifi cant costs in retrofi t-
ting, returns and litigation. 

Documentation content
Documentation teams wield the most infl uence and control 

in the content itself. By ensuring that the team is producing 
internationalized and high-quality documentation, documen-
tation managers can make a signifi cant contribution to the 
“bottom line.” 

For example, one compile error in the English version of 
online help gets passed on and magnifi ed in each language 
that the system is being translated into. If that error takes one 
hour to fi x in the English help and the help is being translated 
into 23 languages, the documentation team saves at least 23 
hours of localization time by fi xing the error before the help 
goes to localization.

Increasing consistency and using standard terminology 
that is carefully defi ned in a glossary reduce the number of 
questions a translator will have and increase the accuracy and 
effi ciency of that translation. 

The documentation elements of an effective internation-
alization strategy are based on the basic principles of good 
writing — consistency, clarity, accuracy and organization. 

Create, maintain and use a style guide, glossary and 
templates. These items will ensure consistency throughout 
the documentation set and identify standard terminology 
to be used. 

Ensure that a strong editing process exists so that each 
document is thoroughly edited before it is given to localiza-
tion. The process should include organizational, content, inter-
nationalization and copy edits. This will not only improve the 
quality of the source document but also identify and resolve 
issues before they get to localization.

Conduct periodic internationalization audits to ensure 
that the documentation meets the needs of an international 
audience. The fi rst one establishes a baseline and identi-
fi es issues. Subsequent audits verify that the initial issues 
were eliminated and that new ones haven’t been introduced. 
Remember, if it’s not clear in the source language, it won’t be 
clear in another language.

Train the team members so that they understand how 
their work with the source documentation impacts the local-
ization process.

Small, inexpensive changes in the documentation can 
signifi cantly increase the quality of the localization, as well 
as reduce the time-to-market and the costs associated with 
localization.

Conclusion
While globalizing your company may seem like a daunting 

task, you can break the effort into easier-to-manage chunks. 
In most cases, globalization is primarily a matter of adjusting 
your corporate mindset to permeate the culture with consider-
ations about how activities affect global customers, distribu-
tors, suppliers and employees. Making the effort takes time, 
but it results in a “sea change” — a profound transformation 
— within the organization.  M
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What makes medical localization 
different — and interesting?

Göran Nordlund is project manager, user information and 
education, at MAQUET Critical Care AB in Solna, Sweden.

check and double-check everything to the extent that deadlines 
were never met. This person had sleeping disorders and other 
psychological symptoms caused by thoughts of someone dying 
or being injured because of bad instructions. Even if we all know 
that we do not have any legal guilt, many of us still feel the 
moral guilt if something happens.    

The positive side of the coin is that as quality is crucial for the 
survival of the company, it is usually accepted by management 
that enough time has to be spent on reviewing and validation. It 
is never acceptable to cut corners. This will most times result in 
higher costs and more time spent on correcting mistakes.

Over the years I have found that a key issue is the training 
of everyone involved, and by saying this I do not mean product 
training. To see and understand the product is, of course, impor-
tant, but that is more on a technical level. Application training 
— seeing the equipment in its normal environment, actually 
experiencing how it feels to try to breathe in a ventilator and 
seeing a patient connected to it — is what makes the difference. 
I have experienced the same with staff from the print shop. 
Once they have seen and understood what we are doing, the 
quality and involvement from them are astonishing.

The ideal for any technical writer or translator would be to be 
able to spend some time in an intensive care unit or to see a patient 
during, for instance, open-heart surgery. To be in that environment, 
see the busy staff, look at the patient, smell the different odors and 
experience the dramatic change in the skin color of a seriously ill 
newborn when the ventilator is connected will defi nitely change 
your commitment the next time you have to translate an IFU or 
some training material for life-support equipment.

Over the years I have tried to understand why so many 
translation vendors are approaching us saying that they want 
to specialize in medical translations. It must be so much easier 
to translate for normal consumer products. Most consum-
ers accept low-quality translations because they can use the 

Working with medical devices, whether it is pro-
duction of the source language or a translation, 
there is one thing that makes it different from 
anything else. The bottom line is that a patient’s 
life can depend on your actions. For that reason a 
good question to anyone involved is: Would you 
trust this product enough to put your own child 
in it? This applies to technical writers, editors and 
illustrators as well as translators, especially when 
producing instructions for use (IFU) as this is — as 
I have pointed out in a previous article (March 
2006) — by defi nition a part of the product. 
Of course, the same approach is valid and important also for 

training material. If the user does not have suffi cient training, 
the result can be fatal. This means that the process is sometimes 
long and cumbersome, and patience is a prerequisite for this 
kind of work. The production time for an IFU in the source lan-
guage for a ventilator is typically six to eight months, and even 
implementation of a new software version can cause consider-
able amount of work for the IFU and training material.

Once the product is ready for release and the IFU is ready in 
English, the salespeople will immediately start taking orders. 
The catch is that we cannot deliver products unless the IFU is 
translated into other languages, sometimes up to about 25. To 
meet the requirements, you need to have committed people on 
the vendor side. The vendor must act in a professional way and 
refuse to take on the task if the time plan is unrealistic. Some 
vendors are more interested in making money, and they are 
ready to compromise quality to meet the deadlines. A profes-
sional client-vendor relation must involve an understanding of 
and a respect for the other party’s work. 

Bearing this in mind, you have to look for people with special 
skills and maybe a more holistic view of the task. Working with 
medical device localization is not the same as instructions for 
a computer game. This may sound scary. I have actually seen 
people who could not cope with this. One person needed to 

Göran Nordlund Perspectives
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product anyway, and, if not, they can ask someone else. The 
IFU can cause a few good laughs, but that is as serious as it 
gets. A company producing any kind of life-support equip-
ment, especially for infants and children, must 
be the most demanding and diffi cult customer 
a translation vendor can fi nd. Why do they 
want to go for this? Is it because we are ready 
to pay more for good quality? And do we pay 
more? Attending conferences means lots of 
contacts before, during and after the confer-
ence from vendors wanting your business. They 
all specialize in medical devices or plan to do 
so. I still have not managed to fi gure out what 
is so attractive with medical-device localiza-
tion. Any clues?

I have worked with medical-device equipment 
since 1971 and with localization since 1980, so 
I have seen different trends, tools and organi-
zational structures as well as different vendors 
coming and going. We have gone from local freelance translators 
as well as in-house translators to SLVs and from there to MLVs. I 
do not think that there is one solution that fi ts all, but if you have 
to deal with many languages, I think that a good partnership with 
an MLV is the best solution. Just make sure that the vendor of your 
choice has the same view of medical localization that you have and 

do not look for the lowest price. Always look for the right price. 
The right price means that the processes are smooth, and you 

do not need to worry about the quality. If low cost per word 
means more hands on by yourself as well as 
many customer complaints, you should question 
whether your choice of vendor is the most cost-
effective. Once you have decided on a vendor, 
ensure that he or she gets adequate training to 
understand the user and the user environment. 

Most of us have probably never seen the 
inside of a hospital, and hopefully we will never 
need a ventilator or heart-lung machine. If the 
vendor is serious and interested in a long-term 
business relationship, he or she should be ready 
to invest time and resources into training. 
Invite all involved to hospital visits where it is 
possible. Invite them to training sessions where 
they can see the equipment and understand 
how and where it is used to make them feel 

confi dent and involved. Also demand from the vendor that he 
or she should provide training in the localization process and an 
overview of the technology that is used.

A mutual understanding of all aspects of localization and its 
consequences is necessary for a successful and prosperous business 
relation. For the localization of medical devices, it is mandatory.  M

A company 
producing any kind 
of life-support 
equipment must 
be the most 
demanding and 
diffi cult customer 
a translation 
vendor can fi nd.
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Alchemy Software Development has its headquarters at Block 2, Harcourt Business Center, Harcourt Street, Dublin 2, Ireland

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

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

Visual HTML
Localize almost any HTML document
using a visual translation, testing and
engineering environment.

Announcing
Alchemy CATALYST 6.0

Total Visual Localization

CATALYST 6.0
ALCHEMY

Total Visual LocalizationTM

With over 12,000 licenses shipped and chosen by industry-leading

technology partners such as Siemens and Business Objects for its

high-productivity and visual localization solutions, Alchemy Software

Development is a trusted software vendor.

Find out more. Visit our web site for free online demonstrations,

tutorials and evaluation software at www.AlchemySoftware.ie.

To buy now, call +1-503-362-9372 (Europe:+353-1-708 2808), visit our

online store at http://www.alchemysoftware.ie/products, or contact

your local reseller.

(C) 2005 Alchemy Software Development Ltd. All rights reserved. Alchemy Software Development
and Alchemy CATALYST are trademarks or registered trademarks of Alchemy Software
Development Ltd. All other trademarks or registered trademarks referenced are the property of
their respective owners.
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Libor Safar is marketing 
manager at Moravia 
Worldwide, based in 
the Czech Republic.

The Carpathian Tigers
In CEE, it all started with manufacturing — automotive, elec-

tronics and high-tech engineering — in the mid-1990s. As a result, 
the Czech Republic, Hungary, Poland and Slovakia will soon 
reach some of the highest positions in terms of car production 
per capita in Europe, all because of the investment from com-
panies such as Volkswagen, Toyota-Peugeot-Citroen, Hyundai, 
Kia, Audi, Renault, Suzuki, Fiat and others. After manufacturing, 
higher-value added areas such as R&D and design, business sup-
port services including IT, and technology centers followed, and 
all these are on the increase. It is almost with the same regularity 
as in China or India that one can hear of yet another multina-
tional company opening a new center in the region.

Overall, the economies of the new EU countries have been 
experiencing strong growth since their 2004 entry to the EU, 
even stronger than before their accession, in part thanks to high 
levels of foreign direct investment (FDI). In 2005, for example, 
they have grown their gross domestic product (GDP) by between 
3.9% and 10.2%, compared with the “old-EU” average of 1.5% or 
the EU-zone average of 1.3%.

Although receiving less publicity than, for instance, China or 
India, the scale and dynamics of the development of this region 
have not gone unnoticed. In its December 2005 International Cover 
Story, BusinessWeek magazine (www.businessweek.com) hailed 

the CEE as the next outsourcing haven for 
engineering and software development and 
talked about the “Rise of a Powerhouse.” Don 
DePalma, from the research and consulting 
fi rm Common Sense Advisory (www.common 
senseadvisory.com), recently coined the term 
“Carpathian Tigers” to describe the combined 
growth potential of the region, as a parallel to 

Over the past 15 years, a number of coun-
tries and regions have emerged and profi led 
themselves globally as popular destinations 
for offshoring. Each major developed industrial 
region, it seems, has its offshoring production 
or manufacturing base located conveniently 
nearby. Central and South America for North 
America; Central and Eastern Europe (CEE) for 
Western Europe; and China and India not only 
for Asia Pacifi c, but — as with the rest — having 
a global impact, too.
Among these major outsourcing regions, differences exist in 

terms of their specialization, driven by the specifi c country con-
ditions and development priorities. China is a major manufactur-
ing base, and India has become synonymous with outsourcing 
of IT, services and back-offi ce operations on a global scale. CEE 
as a whole is becoming the home of outsourcing operations for 
a large number of European and US companies, with increasing 
forays of companies from Asia.

What do we mean by CEE here? It would be the cluster of the 
new (since 2004) European Union (EU) members — the Czech 
Republic, Hungary, Poland, Slovakia, Slovenia, Estonia, Lithu-
ania and Latvia. This set is complemented by the countries about 
to join the EU in as early as 2007 or 2008 — Bulgaria and Roma-
nia. To which we need to add Russia and also Ukraine. Russia 
also forms part of what is known as the BRIC economies — the 
outsourcing economies encompassing 
Brazil, Russia, India and China. The 
remaining countries in the region, those 
in the Balkans and Belarus, have been 
on the sidelines of this trend so far, but 
the likely entrance of Croatia to the EU 
within the next few years may well 
bring fresh wind here as well.
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the famous Asian or Celtic Tigers. 
(Note: This name stems from the Car-
pathian Mountains, a mountain chain 
which is spread across much of CEE 
including Austria, the Czech Repub-
lic, Slovakia, Poland, Ukraine, Roma-
nia, Serbia and nor thern Hungary.) 
Ernst & Young (www.ey.com), in its 
2005 European Attrac tiveness Survey 
“Emerging Economies Stake Their 
Claim,” concludes that the rise of CEE 
confi rms these countries’ position as 
China’s “low-cost” competitors. Based
on research among international 
business executives in Europe, the 
company found that the CEE coun-
tries seem to be the top destinations 
for offshoring plans among the com-
panies surveyed that have relocation projects. The region was con-
sidered as a relocation site by 40% of these companies in 2005 
(versus 29% in 2004) ahead of China, which remains stable at 22%. 
India is beginning to emerge (7% of plans for offshoring), mainly 
for US companies.

A brief history
It is against this general background that the language 

industry has used the potential of the region for outsourcing 
globalization services. The language services industry has had a 
long and solid experience with outsourcing in general. The right 
balance between in-house localization teams and outsourcing to 
external partners has been a consideration since the early 1990s. 
A contributing factor has been the relatively strong resource-
demanding nature of both translation/localization as well as 
testing/engineering activities. Another factor has been the fl uc-
tuating nature of business in the sector with frequent peaks and 
valleys in production, not only over longer periods of time, but 
also during actual projects.

For the purposes of this article, let us focus primarily on 
the offshoring of non-linguistic activities, the assumption 
being that as a rule, all translation activities should always be 
conducted in-country, leaving us effectively with no choice 
but to outsource.

Over the past 14 years that I have been with Moravia World-
wide — primarily in its global headquarters in the Czech Republic 
— I have seen globalization outsourcing evolve enormously in 
the region. Using the company as a case study to illustrate the 
developments, here are some of the main phases of development 
of globalization outsourcing in the CEE region.

1990–1994: the early years. The foundations of the future 
globalization industry in the region are being laid. After political 
changes that allowed private businesses (the fall of the Berlin 
Wall and the Velvet Revolution in what was then Czechoslovakia 
in 1989), many language services companies are founded, includ-
ing Moravia in 1990, Lomac (Poland) in 1992, Logrus (Russia) in 
1993, and Skrivanek (Czech Republic) in 1994. This is in response 
to the high increase in international business within the region as 
multinational companies enter the market and need translations 
of manuals for their products. Another driver is the still relatively 
low levels of knowledge of English and other foreign languages 
in the population. With only a small “delta” after the Western 

European languages, the fi rst — 
though sometimes only partial — 
software localizations are being 
done in the languages which rep-
resent the larger markets in the 
region: the Czech Republic, Hun-
gary, Poland and Russia. For 
instance, it is into this language 
set (Czech, Hungarian, Polish and 
Russian) that Microsoft released 
its fi rst CEE localizations of the 
Windows op erating system (Win-
dows 3.1). At this stage, localiza-
tions are carried out mostly by 
small ad-hoc in-house teams at 
clients, resellers/distributors or 
enthusiasts. Later, they will be 
done by translation companies 

that start to be dedicated to software localization, primarily as sin-
gle-language providers.

1995–1997: the adolescent years. Major software produc-
ers come to realize the growing potential of the markets in the 
region and look for more frequent, more extensive and more 
professionally organized localizations. Many languages (Bulgar-
ian, Croatian, Romanian and Slovak, for example) and products 
see their fi rst-ever major localization projects. The increased 
globalization work in the region spurs the emergence of a num-
ber of new language services providers such as Argos Transla-
tions in Poland (1996). More technical work gets outsourced to 
the region, which would previously have been done in-house at 
client locations or in some of the then-traditional localization 
centers such as Dublin.

These developments lead Moravia to undergo its fi rst transfor-
mation — from a primarily Czech-language provider to a multi-
lingual CEE regional provider. Subsidiaries are opened in Poland, 
Hungary and later Slovakia, and partnerships are established 
with other countries in the region, frequently helping to build or 
develop the localization industry and localization professionals in 
these emerging markets and leading to a “fi rst-ever” localization 
project. The outsourcing trend also leads the company to adopt 
a centralized approach, with a separation of linguistic activities 
from technical, engineering or management tasks, and to central-
ize non-linguistic functions in the company’s production center 
in Brno, Czech Republic.

1998–2000: the life-is-beautiful years. The develop-
ments that marked the previous phase continue to be at work, 
only their effect is even stronger and more prolonged. Global 
IT and economic growth bring more localization projects, 
more languages and more opportunities. Other local single-
language vendors begin to open offi ces in other countries 
in the region, fi rst focused primarily on translation services. 
Poland-based Lomac, for instance, opens its fi rst offi ce out-
side Poland, in the Czech Republic, in 1999. Logrus in Rus-
sia decides to expand into testing and engineering services. 
Some of the US and Western European vendors start to eye 
the CEE market and open small offi ces there or acquire local 
companies. ITP (in 2000 acquired by SDL) opens offi ces in 
Hungary and Romania in 1998. A few months later, Berlitz 
International, Inc. (its Berlitz GlobalNET unit later acquired by 
Bowne Global Solutions, which still later on gets acquired by 

Region Focus
Direct investment flows to and from the countries of

FDI outflows in
2005

FDI inflows in
2005

Net cumulative 
FDI flows

1996-2005

Czech Republic 0.9 11.0 47.1
France 115.6 63.5 -379.1
Germany 45.6 32.6 -34.5
Hungary 1.3 6.7 30.9
Ireland 12.9 22.8 42.6
Italy 41.5 19.5 -47.1
Japan 45.8 2.8 -244.0
Korea 4.3 4.3 11.7
Poland 1.5 7.7 64.0
Slovakia 0.1 1.9 13.1
Spain 38.7 23.0 -107.8
Switzerland 42.8 5.8 -154.4
United Kingdom 101.1 164.5 -368.0
United States 9.1 109.8 125.7

USD billion

the Organisation for Economic Co-operation and Development

Source: OECD, “Trends and Recent Developments in Foreign 
Direct Investment,” June 2006, www.oecd.org
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Lionbridge) acquires Poland-
based Delta Software.

2001–2002: the diffi cult 
years. The major global IT 
downturn, caused by the burst 
of the high-tech bubble, im-
pacts heavily on the localiza-
tion industry. It has a double 
effect on the region. On the 
negative side, localization into 
CEE languages, which are typi-
cally included as third-tier or 
fourth-tier languages, is re-
duced in scope more than oth-
ers, such as German, French or 
Japanese. On the positive side, 
smaller budgets force clients 
to focus more on overall cost 
effi ciencies, and the CEE re-
gion gains in signifi cance as an offshor-
ing alternative. This is especially the case 
in the areas of functional or localization 
testing or DTP, where clients look to out-
source more of the Western European or 
Asian languages to the region.

At the same time, this period also 
exposes the inherent weakness for 
companies relying solely on the CEE 
region. Moravia’s approach is to rapidly 
increase language coverage outside the 
traditional CEE languages to include 
the full Western European and Asian set 
and to open sales and account manage-
ment offi ces in the United States and in 
Dublin, Ireland, the major localization 
hub in Europe. This gives the company 
a better understanding of the markets 
and provides for local management and 
same-time-zone presence — something 
that has been done by other companies 
since then. Such decisions are not easy, 
since expanding to regions such as 
the United States or Ireland is a major 
investment for companies originating 
in CEE, considering the lower cost base 
back home.

2003–2004: the world-of-opportuni-
ties years. The IT industry upsurge in the 
period leads to more globalization outsourc-
ing to the region, as companies feel more 
comfortable outsourcing critical activities 
to eliminate fi xed internal costs, but also 
sees the globalization industry restructure. 
The EU enlargement in 2004 — in which 
ten new countries join the EU, eight from 
the CEE region — brings a new and now-
continuous stream of new content to trans-
late/localize, and many regional language 
services providers become approved EU 
translation vendors.

Conversely, this increased demand 
leads also to a certain shortage of available 
professional translators and interpreters 
in the EU accession countries, especially 
in the smaller economies.

The CEE languages gain in prominence 
as they are backed by larger and fast-
growing markets. Polish, for instance, 
often moves to become a second-tier lan-
guage, on the same level as Dutch or Por-
tuguese. The wave of consolidation in the 
industry affects the region. In 2003, SDL 
acquires Poland-based Lomac along with 
its six regional offi ces. Niche providers of 
globalization testing and engineering ser-
vices grow in the region in countries such 
as Estonia or Bulgaria. Several companies 
in CEE emerge to profi le themselves as 
regional language vendors (RLV), special-
izing in translating into CEE languages.

At Moravia, this global outsourcing 
trend leads to substantial growth of the 
company’s separate QASight testing and 
engineering unit. At the same time, the 
company establishes a second offshoring 
hub in Nanjing, China. While the CEE 
region has a major labor quality and cost 
advantage, outsourcing part of the com-
pany’s services to China adds new far-off-
shoring options. Some clients require full 
outsourcing to China; some fi nd increased 
security and effi ciency in splitting testing 
and engineering services between CEE and 
China. This also enables the company to 
compete more effi ciently with the grow-
ing array of native China-based testing 
services providers. A number of large and 
mature clients identify that they outsource 
too much into one region, specifi cally 
Asia (often more than 75% in China/
India/Singapore), and want to reduce risks 

by working with other outsourcing 
regions, particularly CEE.

2005–2006+:thematurityyears.
By this time, CEE is fi rmly estab-
lished as a major offshoring center, 
including for globalization services, 
where it has taken much of the lead-
ing role previously held by other 
localization and testing centers in 
Europe, such as Ireland. The overall 
market has achieved a higher degree 
of maturity. There is a well-estab-
lished array of out sourced globaliza-
tion services pro viders in the region, 
located in the new EU countries 
(the Czech Republic and Poland), in 
the prospective EU members (Bul-
garia), and in Russia. Some of the 
smaller-size localization providers 

from Western Europe venture into CEE 
and open a presence there. For instance, 
after Belgium-based Jonckers opens in the 
Czech Republic, France-based WHP opens 
in Slovakia in 2005. Two of the companies 
from the region are included in Common 

©2005 Ernst & Young, “Emerging Economies Stake Their Claim,” www.ey.com
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Sense Advisory’s ranking of the top 20 
translation companies in 2005.

At Moravia, this phase of the market 
development prompts the company to 
expand further its worldwide presence 
in Japan and in other locations in the 
United States, which not only means the 
establishment of local production cen-
ters but, importantly, serves to market 
and sell the multilingual services that 
are centra lized in operations hubs in CEE 
and China.

What is the appeal 
of offshoring to CEE today?
A number of factors contribute to the 

growing attractiveness of the region for 
outsourcing, and most of them apply to 
the globalization industry as well. What 
are some of these?

Labor force. Much has been writ-
ten and said about the quality of the 
labor in the region — highly educated, 
well trained, motivated, achieving high 
degrees of productivity and fl exibility. 
And this is all true. The technical uni-
versities in the region have maintained 
their quality, and they keep abreast of 
global technological developments. In 
total, CEE produces a lower number of 
university graduates than, say, China. 
But the CEE graduates turn out to be, 
by and large, more suitable to work for 
a multinational company, especially 

in the services sector. In globalization, 
compared with other service industries, 
we can achieve a good degree of sepa-
ration of back-end from front-end or 
customer-facing activities. However, a 
large proportion of globalization staff 
is in direct contact with customers, 
even if through means such as entering 
data into bug databases when testing or 
engineering/bug-fi xing.

This trend was recently confi rmed by 
the McKinsey Global Institute, the inde-
pendent think tank within McKinsey & 
Company (www.mckinsey.com/mgi). In 
their report titled “Sizing the Emerging 
Global Labor Market,” which analyzes 
the potential availability of offshore tal-
ent in 28 low-wage nations, they fi nd 
that candidates from Eastern Europe had 
the highest suitability rates across all 
occupations. 

McKinsey defi nes suitability as encom-
passing factors such as language skills, 
education and its applicability in practice, 
and cultural fi t including a number of 
other soft skills. For instance, they con-
clude that companies interviewed would 
consider employing 50% of engineering 
graduates from Czech, Polish or Hungar-
ian universities, as compared to only 25% 
from India or 13% from Brazil. Russia 
and China ranked even lower on suit-
ability, and only 10% of Russian and Chi-
nese engineering candidates were found 

suitable to work for multinationals. This 
shows that the quality of available labor 
is as much important as the quantity. The 
pool of available resources for globaliza-
tion offshoring is not limitless. In fact, 
there are fears of the upcoming shortage 
of qualifi ed suitable labor in China in the 
near future.

While the CEE labor market benefi ts 
from its young and enthusiastic people, 
one of the challenges continues to be 
the relatively lower level of management 
skills available. But here, too, things are 
progressing, thanks to the increasing 
numbers of management schools and 
programs in the region.

Cost. The economic benefi ts of locating 
operations in CEE are quickly and readily 
understood, and in general rising cost 
pressures are one of the major reasons 
behind offshoring. While the hourly costs 
for an engineer in CEE can vary between 
individual countries, they are invariably 
lower than in Western Europe or the 
United States. But comparative advan-
tages between countries and regions can 
change relatively fast, and they do. Ireland 
is a case in point. It was effectively one 
of the fi rst offshoring centers, and it had 
one of the lowest labor costs in Europe 
just 10 to 15 years ago. Now the costs 
are the same as in the United Kingdom, 
or higher, and Ireland is now attracting 
investment through higher added-value 
activities rather than through production 
costs. In some 15 to 20 years, a similar 
trend will happen in CEE, too. Ultimately, 
no lower-cost country can remain low-
cost indefi nitely.

An important trend over the last few 
years has been the sometimes gradual, 
sometimes sharp increase in wages in the 
offshoring countries. For instance, coun-
tries such as Lithuania, Latvia and Bul-
garia are expected to experience a wage 
infl ation of more than 9%, according to 
BusinessWeek. Similarly, in Moscow and 
St. Petersburg, wages for software engi-
neers are said to have risen by 50% in the 
past two to three years. In other countries 
in the region the increases are smaller, but 
still palpable. 

This problem is not unique for CEE, 
however. At the time of this article 
going to press, Wipro, one of the three 
largest outsourcing and software fi rms 
in India, has experienced a share price 
fall of 5.6% despite reporting a rise in 
revenues and profi ts, simply on the 
strength of rising wages, as salaries in 
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India are climbing 15% a year in some cities. And the story is 
not dissimilar in China.

One contributing factor in wage increases, according to the 
June 2006 Harvard Business Review feature “Smarter Offshor-
ing” (www.hbsp.org), has been the concentration of offshoring 
operations in centers such as Prague, Budapest or Moscow in CEE 
or Bangalore, Delhi or Mumbai in India. As a result, these centers 
experience a local wage infl ation, as well as a relatively high 
attrition rate among workers. This has been one of the reasons 
behind Moravia’s strategy to build production centers in cities 
other than capitals — such as Brno in the Czech Republic and 
Nanjing in China. But in general, although the wages in all these 
countries will rise, they will not reach the levels in the developed 
world anytime soon.

Culture. Cultural proximity to multinational clients as well as 
to the target markets is an important consideration — even more 
so because some of the providers located in the region generate 
more than 90% of their revenues from international clients, due 
to the lower local demand. 

This cultural proximity is a critical element in the total costs of 
outsourcing. While hourly labor costs may differ among locations 
and may still be somewhat lower in China or India compared with 
much of CEE, they are inevitably only part of the total costs. 

This is where the theory of transaction cost analysis, devel-
oped further by Oliver Williamson in the 1980s, has helped since 
to create a much broader understanding of the concept of costs 
within organizations. This theory examined the costs of manag-
ing and controlling individual transactions, rather than the factor 
costs (such as labor), and how fi rms are structured and how they 
set their boundaries in order to minimize transaction costs. In 
some ways, Williamson’s theory has also been often used as a 
rationale for many decisions behind outsourcing — effectively 
transferring transactions from hierarchical to market governance. 
The cultural proximity, language knowledge, “can-do” attitude 
and other soft skills of the labor force in CEE all help to reduce 
the overall costs of conducting transactions between clients and 
service providers located in the region.

The work ethic that exists in much of CEE has been frequently 
observed and cited as a differentiating factor. The average num-
ber of hours worked by employees in CEE is normally higher 
than those in other regions. For instance, according to the 2004 
statistical data from the Organisation for Economic Co-operation 
and Development (OECD), a Czech employee worked on aver-
age 1,962 hours a year and a Polish worker 1,983 hours. This 
compares with 1,440 hours for a German employee, 1,731 hours 
for a US employee or 1,789 hours for a Japanese employee. Many 
factors infl uence these numbers, but certainly the ambition of 
the CEE population to succeed, comparable with the ambitions of 
China or India, is a major factor.

Location. The advantages of the CEE region’s position close to 
the large economies in Europe, as well as the benefi ts of member-
ship in the EU with the same political and economical entity, 
should not be underestimated. These advantages allow companies 
in the region to benefi t from the possibilities of same-time-zone 
communication and easy and fast travel between cities, now fur-
ther enhanced by the abundance of low-cost airlines linking an 
increasing number of cities across Europe. 

EU membership dramatically simplifi es administration pro-
cedures and reduces costs. In the case of hardware testing, for 
instance, the logistics of shipping test equipment between a 

client in Western Europe and a test center located in CEE are 
basically the same as if shipped within the same country.

Conclusion
To paraphrase the famous slogan developed by the telecom-

munications company Orange, the future is bright, the future is 
CEE. In his article “How Eastern Europe Fits into the European 
Translation Market” (in MultiLingual January/February 2006 
“Getting Started Guide: Europe”), Kevin Fountoukidis, CEO of 
Polish-based Argos Translations, predicts that a much larger 
share of the whole translation industry will be located in Eas-
tern Europe fi ve years from now. And I would agree. The CEE 
region seems to have the right ingredients, at the right time, to 
make for a compelling proposition. It is set to continue being 
a major and growing outsourcing destination, and this applies 
to the whole globalization industry as well. Global thinking 
and perspective are needed at any organization today, and the 
globalization industry is well positioned to reap the benefi ts of 
the CEE region.  M

Copyright (c) 2005 McKinsey & Company, “Sizing the Emerging
Global Labor Market,” www.mckinseyquarterly.com
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Source: OECD, “Labor Productivity Growth,” April 2006, www.oecd.org
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DD In several cases, a regional client — completely satisfi ed with 
product functionality and consumer characteristics — has turned 
down the offer to buy it simply because the required language 
version was not available. For example, the Russian representa-
tive offi ce of DaimlerChrysler refused to sign the contract for 
purchasing the SAP Automotive software solution without its 
localized (Russian) version despite the fact that the same solution 
was already used in other DaimlerChrysler representative offi ces 
all round the globe. Why was the customer so adamant? Both 
English and German versions of the product would have been 
useless in Russia, where ordinary engineers, bookkeepers, sales 
managers and warehouse personnel — for whom the solution was 
intended — had generally never been fl uent enough in a foreign 
language to work with a complex SAP R/3 system. SAP had to 
prepare the Russian version of SAP Automotive and do it quickly, 
engaging substantial human and fi nancial resources.

This is one of the most vivid examples that explains how 
important the availability of the localized version can be for 
a company. Today, the matter is quite straightforward — no 
localization, no success in the international market. Moreover, 
at present the legislation of many countries requires not only 
localized product versions from foreign companies but also 
a complete set of reference documentation in the local lan-
guage as mandatory preconditions for granting access to the 
national market.

Another important aspect of a holistic approach to localiza-
tion covers the development of localization strategy and plan-
ning of certain language versions to be released for a particular 
product out of the whole company’s product range. From this 

point of view, two opposite dangers exist for 
a company aiming at global success. 

One danger is that the company can be 
left without the localized version of its prod-
uct for a promising region, as described ear-
lier. In this case, the company may localize 

During the last decade, relations between the 
companies that buy localization and translation 
services and the companies that render such ser-
vices have changed dramatically, mostly because 
of the evolution of “the best localization model” 
concept. Understanding the reasons for this evo-
lution means analyzing aspects and notions such 
as relevance, strategy, quality and model with 
respect to localization.

It is quite obvious that any company entering the global 
market faces the challenge of making its products operable 
and popular not only with the consumers in the region where 
the products were created or developed, but in other coun-
tries as well. Thus, companies that seek confi rmation of their 
international status need more than translation. They need 
adaptation of their products to requirements and specifi c fea-
tures of different countries, which in fact means globalization. 
So — and this is most important — the globalized product is 
not simply a product launched in various language versions, 
but a product that refl ects and embodies the total mindset of 
another nation, including its cultural, cross-cultural, juridical, 
legal and social aspects.

The localized versions of a product are key to a company’s 
success in a particular part of the world. Sometimes the lack of 
a localized version destroys all efforts of marketing the product 
in a new market. This is mostly true for the so-called emerging 
markets, which certainly include Eastern Europe and Russia. 
Several years ago, companies that tried to 
strengthen their positions in these regions 
could offer non-localized versions of their 
products. Today, release in the language 
of the target consumer is a must to make 
a breakthrough. 

Konstantin Josseliani is CEO and 
president of Janus Worldwide Ltd.,
based in Moscow, Russia.

Localization models for
Eastern Europe and Russia
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urgently, notwithstanding heavy expenses and considerable risks, 
and may close its eyes to the not-so-high quality of localization 
performed in a hurry to avoid simply losing potential clients. 
The company’s reputation will also suffer immensely, with its 
ability to establish long-term relations in the emerging market 
being questioned. 

The other danger is that the company can, at the other extreme, 
make huge investments into the localization of too many prod-
ucts without preliminary marketing analysis of its sales in the 
region and without the study of potential demand. For example, 
local language versions are prepared for the entire assortment of 
company products without exception, including some that will 
never make the sales hit for the target region due to objective 
causes. In the long run the company’s products remain unsold, 
and the company bears heavy losses.

The successful localization strategy is the one that tries to 
avoid both of these hazards via a balanced 
approach, which enables the company to care-
fully identify and select the products for which 
demand will be high in the target region, as 
well as to schedule the launching of localized 
versions when they are most needed.

After getting into some details about local-
ization relevance for the company and the 
importance of its balanced strategy, we are 
ready to ask the next question: if the company 
has already developed a localized product 
and the timing of its release is perfect, how 
important is the quality of localization? Would 
it be outweighed by the fi rst two factors? The 
answer is that the signifi cance of localization 
quality is too relevant to be underestimated if we want the prod-
uct to be successfully promoted to the target market, especially 
when we consider the competitive context. After the product is 
released, it immediately starts competing not only with solutions 
manufactured by international suppliers, but also with the prod-
ucts that are developed and produced right in the target region 
by local vendors. Successful competition is not possible without 
localization of high quality. 

In some cases, bad quality of localization has had absolutely 
fatal consequences for the vendor, resulting in cancelled con-
tracts and lost clients. So, what are the elements of high-quality 
localization? 

First, perfect and impeccable quality translation is critical. 
Other matters of utmost importance are correctness, consistency 
and conformity of terminology. One should not forget the local-
ization completeness or, as it is sometimes called, the depth of 
localization. Usually, incomplete localization negatively infl u-
ences consumers’ perception of a product. The localizer should 
also take into consideration cultural singularities and local 
habits of the target region, including the prevailing religion, 
national holidays, forms of address, the country’s historical 
background and so on. Technical faultlessness of localization is 
also relevant.

Sometimes the neglect of a seemingly minor technical aspect, 
insignifi cant from the layperson’s point of view but important to 
professionals, can cast a shadow on the reputation of an almost 
perfectly localized product. For example, when one of the fi rst 
Russian versions of R/3 was prepared, a technical aspect — the 
length of text fi elds for the localized user interface — was not 

given proper attention. It is widely known that the Russian 
translation is usually longer than the English or German original 
by 20% to 25%, but this was not refl ected in the localization 
instrumentation. So, after the translation was completed and the 
new language was imported into the system, it turned out that 
many texts would not fi t into their fi elds. Some “cut-to-size” 
versions did not prevent adequate text perception, but others 
produced abbreviations and word forms that were absolutely 
unacceptable for the target audience. This audience responded to 
them with laughs and jokes at best or irritability and frustration 
at the worst.

The lack of attention to special terminology used in a partic-
ular industry or business sphere in the target region can be even 
more dangerous. Neglecting commonly used terminology may 
bury the whole localization project because users of the local-
ized version would like to deal with known and understandable 

wording. So, prior to every localization the 
study of terminology used in the business 
sphere or industry should be performed, 
and a terminology base should be created, 
approved by industry experts and applied 
consistently throughout the product. 

Another relevant feature of high-quality 
localization is its completeness. In addition to 
the product’s localized interface, the consumer 
wants to get the reference documentation in 
his or her native language, so the consumer’s 
demand must be satisfi ed.

Thus, any high-quality localization should 
meet a vast range of various requirements 
including completeness and quality of trans-

lation, terminological accuracy and consistency, and attention 
to technical, local and cultural aspects. Certainly this task is for 
professionals only. 

So, how should a company — having gained understanding of 
the need for localization, the importance of its strategy and the 
relevance of high-quality implementation — solve the localiza-
tion problem in practice?

The company needs to choose the best localization method, 
but what method should be considered optimal? Which factors 
would infl uence such a choice? 

Balancing critical factors
Critical factors defi nitely include deadlines, budget and 

quality. These factors are interrelated, but each of them 
counterbalances the remaining ones. For example, if we are 
planning to implement a localization project with maximum 
quality, then we will face such limitations as the approved or 
planned budget and deadlines for project completion. If the 
main objective is to complete the project strictly on time (usu-
ally in such cases a very demanding deadline is set), then we 
would have to sacrifi ce the quality to some extent or review 
the localization budget. When dealing within the frame of a 
limited budget, we should understand that we would not be 
able to afford the maximum quality level for our localization; 
otherwise, we should move the project deadlines.

In order to select the optimal localization model, the 
company should come to a reasonable compromise among 
all these factors or prioritize them as required. For example, 
deadlines can be regarded as top priority with respect to a 

Region Focus

The localizer should 
also take into 
consideration 
cultural singularities 
and local habits 
of the target region.

www.multilingual.com   September 2006  MultiLingual | 39

38-41 F Josseliani.indd 3938-41 F Josseliani.indd   39 8/10/06 8:11:56 AM8/10/06   8:11:56 AM

http://www.multilingual.com


| MultiLingual  September 2006 editor@multilingual.com40

certain project — as in the case of SAP 
Automotive, des cribed above, when the 
release of a localized version for software 
solution on the date defi nitely set by the 
clients was most relevant. In this situation, 
fulfi llment of the major objective dictated 
the fi nancial aspect of the project (its 
budget) and the quality-related issues.

In a normal situation, none of these 
three factors can be considered as the 
dominating one. Each factor has a certain 
share of importance in selecting the local-
ization mode. For example, the following 
distribution of critical aspects is possible: 
quality (Q) = 50%, budget (B) = 25% and 
deadlines (D) = 25%.

If the company has enough time for 
project implementation, but is limited by 
the budget and stringent requirements 
for localization quality, the breakdown 
of critical factors could be Q = 45%, B = 
45% and D = 10%.

It must be noted that the most common 
is the model where all three factors have 
approximately the same values, so they 
balance and counterbalance each other: Q 
= 35%, B = 35% and D = 30%.

Implementing the selected model
After the company defi nes the most 

feasible localization model, taking into 
consideration such critical factors as bud-
get, deadlines and quality, the stage of 
practical implementation of the selected 
model starts.

After making a detailed analysis of the 
most popular localization models as per 
leading IT companies, we have concluded 
that these models have undergone a sub-
stantial evolution during the last decade. 
Not more than ten years ago, most com-
panies chose the internal localization 
model in which all tasks in the standard 
localization batch were fulfi lled by the 
product vendor’s own resources. 

This model was implemented via the 
establishment of the company’s own 
translation and localization departments, 
staffed by translators, localization experts, 
terminologists, coordinators, project man-
agers, technical experts and other person-
nel. In the time when this model fl ourished, 
localization departments of the largest IT 
companies could have up to several thou-
sand employees. As product families and 
language versions developed, these depart-
ments also grew, demanding new fi nancial 
investments, permanent jobs, advanced 
equipment and so on.

Over time, it turned out that this local-
ization model was non-feasible and cost 
ineffective. It also did not help in business 
development. The majority of companies 
have turned to the external localization 
model or outsourcing.

Why has the internal localization model 
lost its prospects? Did it have any advan-
tages as compared with outsourcing? If 
yes, what were they? Which localization 
models are most commonly used today? 
What strengths and weaknesses do they 
have? Which outsourcing model is usually 
selected by the most successful companies? 
What should be taken into account when 
selecting the particular outsourcing model 
for your company?
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The main weakness of insourcing is the 
absence of fl exibility and lack of compe-
tition. This model, on one hand, cannot 
be easily adapted to constantly changing 
demands and amounts of localization, 
and, on the other hand, has inherent 
dangers of quality degradation and cost 
growth because it is not surrounded by a 
competitive environment.

Considering the outsourcing schemes 
used in the modern market of transla-
tion and localization services in Eastern 
Europe and Russia, we can clearly see 
four typical localization models:

Working with a multilanguage ven-
dor (MLV). More and more international 
translation agencies are opening repre-
sentative offi ces in the emerging markets 
of Eastern Europe. Cooperation with an 
MLV may be feasible for international 
corporations with lavish localization 
budgets. The biggest MLV strength lies 
in process standardization for simulta-
neous localization in several languages. 
The customer should, however, be ready 
for higher costs and sometimes not the 
best possible linguistic content of ren-
dered services.

Working with single-language vendors 
(SLV). Many companies implement their 
projects via local or regional vendors, 
that is, the professionals in localiza-
tion into one or several languages of a 
specifi c region. This model has its own 
advantages. SLVs usually are much bet-
ter linguists for lower prices. They can, 
however, face diffi culties in preparing 
several language versions at the same 
time because they lack the necessary 
resources. There is also a certain risk in 
the choice of such vendors because these 
companies are usually unknown in the 
international market. In this situation, the 
potential customer should pay attention 
to such formal criteria as, for example, an 
ISO 9001 certifi cate. Certifi cation provides 
a certain guarantee of professionalism of 
a business partner and of the quality of 
services rendered by the company.

Affi liated/daughter companies (the so-
called “in-house companies”). Many cor-
porations choose to organize their own 
translation agencies, which are fully or 
mainly focused on fulfi lling the parent 
company’s orders. In this case, processes 
and employees are fully controlled by the 
customer. This can have a positive infl u-
ence on the localization quality, but this 
model has all the weaknesses inherent in 
the internal model of localization such 

as cost ineffectiveness, a non-competitive 
environment and a lack of feasibility.

Working with freelancers. This model of 
external localization requires huge admin-
istrative expenses for process coordination 
from the customer, as well as substantial 
internal resources for providing quality.

Today, the fi rst two models are common 
for Eastern Europe and Russia. Which one 
to prefer? In order to answer this question 
we must take into consideration a wide 
range of factors — localization budget, 
specifi c features of the product, availabil-
ity of internal resources, and scale and 
strategy of localization.

A word of advice
Companies that are planning to bring 

their products to the markets of Eastern 
Europe and Russia can be given this 
advice: Prior to choosing a localiza-
tion model, you should carefully study 
your own objectives and requirements 
for localization, then select the most 
suitable localization model, and — as a 
result — fi nd the most suitable prospec-
tive partners.

Such an approach will help to mitigate 
the risks of localization and guarantee 
success in the emerging markets of East-
ern Europe and Russia.  M
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II In time, I had so much work that I could not handle it alone. 
I had to make a decision: refuse most of the jobs or start out-
sourcing to translators I knew. That was the moment when I 
decided to create a translation company. Without much money, 
but with big plans and by working day and night, I entered the 
world of multilingual translations. My company was one of the 
fi rst ones in Slovakia to implement the internet, e-mail and 
translation memory (TM) software and to establish cooperation 
with virtual teams. 

Because translations were quite inexpensive for Western 
companies doing business in Slovakia, they were able to pay 
a surcharge of up to 100% for rush or overnight jobs. A good 
translator could earn an average monthly Slovak salary in 
one night! The translators were earning more than most of the 
managers in big companies, which is possible only in emerging 
economies.

Interestingly, prices varied from city to city. Translation prices 
in the capital, Bratislava, were twice as high as those in smaller 
towns. The situation has changed since the internet has become 
more popular and is now a common tool in the country. 

The internet enabled Slovak translation companies to seek 
clients and translators abroad. It was no secret that a Slovak 
company could make a 70% profi t margin having foreign clients 
and domestic translators. Everyone was happy. The translators 
were happy earning much more than the average person; the 
translation company was happy with its profi t; and the foreign 
clients were also happy getting a price lower than from anyone 
in the West. With their higher cost of living and expenses, no 
translation company or translator in Western Europe, the United 

States or Canada can compete with his 
or her colleagues in Central and East-
ern Europe. But colleagues in Western 
Europe, the United States and Canada 
can sleep easy. Quality translations can 
really only be done into the translator’s 
mother tongue, which in Slovakia is not 
English, German or French. 

I enjoy reading MultiLingual and like seeing 
the number of Central and Eastern European com-
panies that are advertising their businesses in 
the magazine. Recalling the times when we lived 
behind the Iron Curtain, it makes me even happier. 
It’s proof that those days are gone for good. 
For months after the big changes in the former Czecho-

slovakia, we still didn’t believe that communism was fi nished 
forever. Two weeks after the Velvet Revolution in 1989, I went 
to Vienna, Austria, for one day to see what “the West” looked 
like. This was my fi rst trip outside the Soviet bloc in my life, but 
I still couldn’t believe communism was really fi nished.

Things were developing very quickly. Czechoslovakia — and 
later Slovakia — adopted all the rights and freedoms people in 
the West had been enjoying for decades. Slovaks could start their 
own businesses, which had not been possible before. Foreign 
investments were gradually beginning to arrive in Slovakia. 

Because I spoke German as a second language and held a state 
language certifi cate for German, as well as a university degree, 
I started looking for a job in a German company. I sent a letter 
in Slovak and German to a German factory in Eastern Slovakia. 
Since not many people in Slovakia spoke German, English or 
French at that time, I had a big advantage. Soon, a woman from 
Human Resources called me to set up an interview, and I ended up 
getting job offers from two different departments in the company. 
I then realized the power of knowing foreign languages and the 
resulting advantages. After working in the company for one year, 
I opened my own translation business as a German translator. 

As I mentioned, few people in Slovakia spoke foreign languages 
at that time. Due to foreign investments, the 
demand for translations was growing on a daily 
basis, so my business was off to a fast start. Only 
a few months after I began, I had enough clients 
to make a living. I had almost no clue as to what 
marketing and advertising were. Clients were 
coming to me following their friends, colleagues 
or business partners who were already my clients. 

Translation in Slovakia
Maros Handzak

Maros Handzak is CEO 
of Strategic Languages 
Inc. in Toronto, Canada.
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The first translation 
businesses in Slovakia
Until 1989, there was a state-con-

trolled translation agency in Czechoslo-
vakia, which was a department of the 
International Organization of Journalists. 
After the democratic changes, the fi rst 
translation businesses were created by 
former employees and managers of this 
department (administrative employees). 
These people had some experience and 
contacts. Their signifi cant disadvantages 
were that they usually didn’t speak any 
foreign languages and that they had zero 
computer knowledge. 

The second wave of translation profes-
sionals included the younger generation 
just fi nishing their university education. It 
was a challenge for many newly graduated 
engineers, teachers, biologists and so on 
to start careers as translators or transla-
tion agency owners. They could earn more 
money in the demanding translation mar-
ket than working in their particular profes-
sions. There were not enough professional 
and certifi ed translators with translation 
degrees for the growing demand. 

Some friends of mine, translators or 
agency owners, made their living from the 
translation business. They are good exam-
ples of people who clearly recognized that 
freedom also means responsibility for their 
own lives and living standard. What better 
example can there be than a disabled man 
or woman in a wheelchair sitting at his or 
her computer, telephone and fax machine 
doing project management, reception, 
help desk and quality assurance, working 
from 8:00 a.m. to 8:00 p.m., or the biolo-
gist-translator whose business card reads 
“Trees, Plants & Translations”? Or perhaps 
the graphic designer who started his or her 
own business in web design, SK domain 
names registration, desktop publishing 
(DTP) and printing? They are all respected 
businesspeople today.

Canadian experience
Drawing on my Central European 

experience, I began my translation busi-
ness in Canada some years ago. It was 
interesting to deal with the same situa-
tions as before but in a completely dif-
ferent manner. I found many differences 
in the business culture and market condi-
tions. The Canadian translation market is 
very competitive with already established 
structures and organizations. 

I found that North Americans rely 
too much on voice mail and answering 

machines. I would say they are hiding 
behind them. The word no does not seem 
to be an appropriate answer — instead, 
North Americans will say maybe, next 
time or we’ll keep you posted. They try 
not to give you a negative answer so 
as to avoid disagreement. You give a 
quote, you go to see the client to dis-
cuss the project details and then fi nish 
the job for the client. Waiting for feed-
back? Don’t. Many clients or potential 
clients don’t give any feedback. In 
the same situations where Europeans 
would say You did a good (or bad) job,
perfect, incredible, lot of problems and 
so on, do not expect it from Canadians 
or Americans. 

Outsourcing to Slovakia
The former federation of Czechoslo-

vakia consisted of Slovakia and the Czech 
Republic. Both republics made the deci-
sion to split peacefully in 1993. Slovakia, 
which was often called the “younger 
brother” within the federation, made re-
markable changes that have now made 
that country most attractive for foreign 
investments in today’s European Union 
(EU). Forbes magazine and The Economist
continually speak about the country’s 
success, and rating agencies such as Stan-
dard & Poor’s discuss the advantages of 
investing there.

So, outsourcing some translation pro-
cesses, DTP, graphic and web design to 
Slovakia — or opening a branch there 
— may not be a bad idea. Lower marketing 
and advertising costs, a stable business 
environment, clear rules and EU member-
ship are a few of the many advantages. 
Entering the European market through 
new EU members seems to be a good 
strategy for many small and medium-size 
businesses. 

Outsourcing translations. There is noth-
ing easier than opening a search engine 
and fi nding a translator on the internet. 
But how can you be sure that you have 
found a high-quality translator? You may 
check the translators’ association website 
at www.jtpunion.org which contains most 
court translators and interpreters in Slo-
vakia who have completed the exam. They 
should be a high-quality source, although 
they may be busy with government jobs. 
Also, always check their specialization 
before you order a translation job.

Outsourcing DTP, graphic and web 
design. Outsourcing DTP, graphic and web 
design to Slovakia also takes advantage 

of lower labor costs, the availability of 
a highly skilled workforce, the Slovak 
government’s pro-business reforms, mac-
roeconomic stability and clear rules. 
Most jobs can be transferred over the 
internet, and hard copies and CDs can be 
sent through courier companies such as 
UPS or DHL. If you also choose a print-
ing company in Slovakia to be involved 
in your production process, we recom-
mend you visit the company at least 
once at the beginning of your collabora-
tion. Have lunch with the owner and 
inquire about all the company’s  strengths 
and weaknesses. You will be able to 
review its abilities and quality manage-
ment tools. 

Central Europeans are working hard to 
achieve a Western standard of living, and 
they share many of the same goals and 
expectations as North Americans — edu-
cation, job, family, fun, travel and so on. 
And they are learning English quickly. My 
personal experience shows that the oppor-
tunities are still there and waiting. M
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SSSince Russia emerged from the ashes of the 
1998 economic crisis, the country’s internet 
population has been growing dramatically. 
According to Internet World Stats, the number 
of Russian internet users has increased from 3.1 
million in 2000 to 23.7 million in 2006. This 
rapid expansion has attracted global search 
engine companies such as Google, Yahoo! and 
AllTheWeb to join the race with Russia’s domes-
tic search engine leaders such as Yandex, Ram-
bler and Aport. Search engines for the Russian 
web face many challenges similar to those of 
engines for the English web, but Russian infor-
mation retrieval involves several distinctive 
technical and linguistic complexities. This article 
offers an overview of some of these issues. We 
will discuss the encoding and language iden-
tifi cation process for Russian web documents 
and explore the area of Russian morphological 
analysis.

Encoding and language identification
One characteristic of Russian computing is that several encod-

ing systems are widely used: KOI8-R, Windows-1251, ISO-8859-
5, UTF-8, Mac-Cyrillic and IBM-866. Versatile Russian search 
engines must be able to identify and 
index Russian web pages in any of these 
encodings. Although offi cial standards 
such as RFC 2616: Hypertext Transfer 
Protocol—HTTP/1.1 and HTML 4.01 
Specifi cation require explicit encoding 
and language declarations in HTTP 
headers and web page meta tags, not all 

Haiyang Yang is chief 
technology offi cer of 
The CJK Dictionary 
Institute, Inc.

web pages conform with these standards. Even when HTTP head-
ers or meta tags are provided, the information given may not 
always be accurate. Therefore, it’s essential for Russian search 
engines to use some form of encoding and language disambigu-
ation mechanism. While some search engine companies have 
chosen to license commercial identifi cation software from third 
parties, many others have developed their own in-house systems. 
Whether commercial or proprietary, the identifi cation systems are 
generally derived from two basic methodologies: coding scheme 
detection and N-gram frequency analysis.

Coding scheme detection
Coding-scheme-based identifi cation algo-

rithms check whether a web page contains 
bytes or byte sequences that are unique to 
a certain encoding. If such bytes are found, 
the encoding is identifi ed. The identifi ca-
tion algorithms also check for illegal bytes 
in the web page. If any illegitimate bytes 

Russian internet population. 
(Chart created based on statistics from Internet World Stats.)

Complexities in Russian 
information retrieval
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are detected for a specifi c encoding, that encoding is ruled 
out immediately. This process continues until there is only 
one encoding left. A well-known example of coding-scheme-
based algorithms is the Parallel State Machine proposed by 
Netscape’s Frank Tang. This method involves implement-
ing a tri-state machine for each encoding. The machines 

change their states based on their previous states and the 
byte sequence fed to them. After processing a number of byte 
sequences through the state machines, the encoding is identi-
fi ed by the fi rst machine that changed into the “ME” state or 
the last non-error state machine.

As Shanjian Li and Katsuhiko Momoi pointed out in their 
paper at the 19th International Unicode Conference in 2001, 
coding-scheme-based identifi cation algorithms are more use-
ful for detecting multibyte encodings such as UTF-8 than for 
identifying single-byte encodings such as Windows-1251 and 
KOI8-R. And even when the encoding can be identifi ed, it is 
sometimes still inconclusive whether the web fi le is in Russian 
or some other Cyrillic-based language. Additional algorithms 
are needed to more accurately disambiguate the encoding and 
pinpoint the language. This brings us to the second methodol-
ogy — N-gram frequency analysis.

N-gram frequency analysis
N-gram frequency analysis refers to the process of dividing 

the text of a web fi le into sequences of N (1 N< ) characters 
and comparing the frequencies of these sequences against the 
known frequency information of the sequences in each encod-
ing. In the context of detecting Russian text, bi-gram frequency 
analysis is probably the most effective. This analysis process 
involves three steps. 

First, based on a large sample of real Russian text, a table 
of two-character sequences and their frequencies is prepared 
for each encoding. Second, a portion of the target fi le's text 
is segmented into bi-grams, and then the frequencies of the 
resulting sequences are calculated. Finally, a comparison is 
made between the frequency distribution of the target fi le and 
that of each of the encodings. 

If the target fi le contains a number of sequences that are 
not found in an encoding's table, that encoding is ruled out 
immediately. Even when certain sequences are found in an 
encoding's table, if the sequences have very high frequen-
cies in the target fi le but extremely low frequencies in the 
encoding's table, that encoding can also be ruled out. By 
applying rules similar to these, the correct encoding of the fi le 
can eventually be identifi ed.

In addition to bi-gramming, other techniques such as uni-
gramming, tri-gramming and full word form analysis can also 

State Meaning

START
The last byte sequence is legal in this encoding, 
and machine remains the same state as when the 
detection started.

ERROR The last byte sequence is illegal in this encoding; 
therefore, current fi le can’t be in this encoding.

ME The last byte sequence is unique to this encoding. The 
fi le must be in this encoding.

States in parallel state machines.

Encoding Bits/Char Description

KOI8-R 8
KOI8-R is the de facto Russian encoding for information exchange on the internet, especially on 
UNIX/Linux servers. As this encoding is specifi cally designed for Russian, it does not cover certain 
characters used in other Cyrillic languages such as Ukrainian.

WINDOWS-1251 8
Also known as CP-1251, this Microsoft standard is another popular Cyrillic encoding. It covers more 
Cyrillic characters than KOI8-R, comes with every Windows XP installation, and is supported by all 
major web browsers.

ISO-8859-5 8 ISO-8859-5 is a part of the joint ISO and IEC standard for 8-bit character encodings. It covers more 
Cyrillic characters than KOI8-R, but is not as widely used as KOI8-R or Windows-1251.

UTF-8 8-32
UTF-8, a variable-length encoding for Unicode, is often used to encode multilingual web pages on the 
internet. Because it uses 16 bits for each Cyrillic character, UTF-8 is considered by some as less effi cient 
in encoding Russian text and therefore is not as prevalently used as KOI8-R or Windows-1251.

MAC-CYRILLIC 8 Mac-Cyrillic, the Cyrillic encoding by Apple, is only used on Macintosh computers.

IBM-866 8 Also known as CP-866, this encoding is relatively obsolete but is still used on some legacy systems 
running MS-DOS.

Major Russian encodings.

Declension paradigm for rjirf.

Declension paradigm for rjn.

Region Focus

44-49 F Yang.indd 4544-49 F Yang.indd   45 8/10/06 8:16:09 AM8/10/06   8:16:09 AM

http://www.multilingual.com


| MultiLingual  September 2006 editor@multilingual.com46

be used in the disambiguation process. 
Because these methods are based on both 
code point values of specifi c encodings 
and linguistic features of the Russian 
language, they can achieve encoding and 
language identifi cation simultaneously. 

Morphological analysis
In a morphologically sim ple lan-

guage such as English, the grammatical 

roles of words in a sentence are gener-
ally expressed by the word order. For 
example, the subject usually appears 
before the verb, and the verb before the 
object. In the sentence The cat drinks 
the milk, it is very clear that cat is the 
subject which initiates the action of 
drinking, and milk is the object. In Rus-
sian, however, the same sentence can 
be expressed in multiple word orders:

 (the cat drinks the 
milk),  (the cat the 
milk drinks), and  
(the milk the cat drinks). This high fl ex-
ibility in sentence structure is due to 
the fact that the Russian language has 
a complex infl ection system that unam-
biguously identifi es the grammatical 
function of each word. The rich mor-
phology, consequently, makes informa-
tion retrieval in Russian more complex 
than that in English. 

Nouns, the most frequently used type 
of search keywords, serve as a good 
case study here. For English nouns, 
pluralization is arguably the only type 
of declension that really affects search 
quality. For example, the word cat has 
a plural form of cats. The two word 
forms, cat and cats, remain the same no 
matter whether they function as sub-
jects, direct objects or indirect objects. 
When using English search engines 
that do not perform morphological 
analysis, users interested in fi nding all 
the information on cats may need to 
make two searches — one for cat and 
another for cats.

AllTheWeb’s search result for .
In search engines where morphological analysis is not performed, only 

documents containing the exact keyword  are retrieved.

Yandex’s search result for . In search engines where morphologi-
cal analysis is performed, documents containing declined forms such as 

, ,  and  are also retrieved.
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within budget. Streamlined ISO 9001:2000-certified 
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value-added project management create a solid 
foundation of our services which go far beyond 
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more information, see www.sam-engineering.de
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In Russian, however, the situation is 
much more complicated. A Russian noun 
is declined not only according to its num-
ber (singular or plural), but also according 
to its gender (female, male, or neuter) and 
case (nominative, accusative, genitive, 
prepositional, dative or instrumental). For 
example, there are two gender forms of 
cat in Russian —  (female cat) and 

 (male cat). Varying with the combi-
nation of number and case, each gender 
form has at least 12 declined forms, 10 of 
which are unique in spellings. 

From an information retrieval point 
of view, the large number of infl ections 
complicates the retrieval process. An 

effective Russian search engine must be 
able to associate the infl ected forms of 
any word during the indexation process 
and rank the web pages containing these 
forms appropriately. If the engine does not 
provide such cross-form search capabil-
ity, users interested in fi nding exhaustive 
information about cats on the Russian 
web will theoretically have to search up 
to 10 infl ected forms for female cats and 
another 10 forms for male cats. 

Database-based approach
Searching across morphological forms, 

however, is more diffi cult than it appears. 
First of all, a pure database-based solution 

is not feasible. Neologisms and technical 
terminologies such as  (game 
addict),  (SARS),  (web-
cam) and  (blog) enter into Russian 
lexicon on a regular basis. Russian inter-
net users also tend to use abbreviated 
vocabularies and invent special jargons. 
Thus, it will be extremely challenging if 
not impossible to develop and maintain 
a database that contains all the Russian 
words and their infl ected forms.

Algorithm-based approach
Secondly, a pure algorithmic approach 

is also problematic. Applying techniques 
such as right truncation and wildcard 
matches is very dangerous because they 
cannot distinguish between infl ections 
(form changes of a word) and deriva-
tions (formation of new words). For 
example,  (learning/doctrine),

 (male pupil),  (female
pupil),  (immature) and 

 (apprenticeship) all share 
the same stem. Furthermore, even though 
it is possible to develop complex regular 
expression models that can identify 
infl ected forms of each type of words, 
many infl ection exceptions do not con-
form with regular grammar rules. For 
instance, the singular form of the word 
child is  but the plural form is 

. In addition, stems of some words 
may change in different infl ected forms. 
For example,  is the stem of the word 

 (ear), but the stem changes to  in 
the plural form – .

Hybrid approach
A combination of intelligent algo-

rithm and adequate backend database 
is therefore required to achieve accurate 
morphological analysis. One well-known 
implementation of this hybrid approach 
is to use fi nite state transducers and a 
fall-back algorithm. With pre-defi ned 
morphological specifi cations of Russian 
lexicons, the transducers are used to 
perform morphological analysis during 
the indexation process and to synthe-
size infl ectional forms when processing 
search queries. In cases where unknown 
lexicons are encountered, the fall-back 
algorithm is called to conduct the analysis 
or synthesis. Such fall-back algorithms 
can be based on infl ection rules, word 
frequencies and other corpora-derived 
information.

Another hybrid implementation worth 
noting was suggested by Yandex’s Ilya 
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Segalovich at the MLMTA’03 conference. 
His method is based on the concept of 
morphological similarity. By measur-
ing the number of similar letters on an 
unknown word’s ending, the word’s 
morphology is derived from the closest 
known words in a pre-compiled diction-
ary. According to the large experiments 
Segalovich conducted, this implementa-
tion “outperforms both purely corpus 
inducted morphology and handwritten 
set of guessing rules,” and the produced 
results “are much more precise and rarely 
bring wrong associations.”

Summary
Because many Russian encodings are 

widely used, search engines for the Rus-
sian web must be able to identify and 
index web fi les in multiple encodings. 
The search engines, however, cannot just 
rely on the information in HTTP head-
ers or web page meta tags to make the 
identifi cation. Additional encoding and 
language disambiguation mechanisms 
such as coding scheme detection and 
N-gram frequency analysis should be 
implemented. When these algorithms 

are used in conjunction, a high level of 
identifi cation accuracy can be achieved.

The rich morphology of the Russian 
language poses another challenge to effec-
tive information retrieval. Morphological 
analysis is an essential process that Rus-
sian search engines must perform. The 
infl ected forms of a word should be asso-
ciated during the indexation process and 
appropriately weighted during web page 
ranking calculations. Neither a database-
based solution nor an algorithmic approach 
alone is effi cient in performing accurate 
morphological analysis. A combination of 
the two methods should be used in order to 
provide users with the most effective web 
search tools.  M
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Building trust
within global teams
Erik Granered

Much of the work carried out in business is han-
dled by teams. In the United States, the benefi ts of 
diversity in team makeup are fairly well recognized 
and accepted. It is even common to fi nd an execu-
tive level position called “diversity offi cer” to nur-
ture and reinforce diversity. The theory is that if 
you have a diverse team of people who approach 
challenges from a number of different perspec-
tives and who can communicate effectively with 
each other, this team will have more success than 
a group of people who are from a common back-
ground and generally think alike. The 9/11 trag-
edies were even blamed on “group think” in the 
intelligence community as an extreme example of 
what happens when new information and ideas 
are compartmentalized rather than shared and 
integrated into new solutions and approaches.
Readers of MultiLingual are almost by defi nition members of 

diverse global teams. Even the freelance translator sitting at a desk 
at home is part of a team process with all its dynamic ingredients. 

So, what is an effective team? A team that gets its work done 
and creates outcomes that are even better than the targets set when 
the team was formed. There are, of course, many variables that 
affect team effectiveness. Individual talent is always a good starting 
point. Organization support and team leadership are two more. But 
there is one aspect of teamwork that is important and indeed fas-
cinating when it comes to diverse global 
teams, and that is trust. 

Wikipedia.org states that “the notion 
of trust is being increasingly adopted 
to predict acceptance of behaviors by 
others, institutions and objects such as 
machines.” The research of University 
of Leicester sociology professor Barbara 

Misztal and others has even proven that trusting teams are more 
effective in completing tasks. 

Time management experts often talk about putting tasks 
and timelines in a trusted system. If you have so many things 
to do that you are worried that they might not get done, you 
experience anxiety. If you sit down and organize all your tasks 
and timelines in a trusted system such as a personal planner 
or calendar, your future becomes more predictable. You now 
trust that all the tasks in the planner will get done, or you come 
to the realization that you need help, in which case you take 
some action. This knowledge or trust relieves your anxiety and 
ultimately makes you more productive. So it is with teams.  

Consider for a moment the alternative to striving toward trust 
on a team. The alternative to a trusting team is a fearful team. 
There is an American saying that team members on such teams 
are constantly “afraid that the other shoe will drop,” meaning 
that team members are afraid their leader will get angry at them 
and even punish them in various ways. Of course, such tactics 
can work for a while. Fear is a powerful source of motivation, but 
inevitably team members will quit or retaliate in various ways in 
response to the unpleasant atmosphere and lack of trust. 

Most of us can accept the importance of trust on teams, 
and trust is even universally understood as a concept in all 
cultures. True, but it is not earned in the same way. It is much 
like leadership. When Sweden imported a king from France in 
1810, the audience universally giggled at him when he addressed 
parliament in broken Swedish — a disrespect that would have 
been less likely expressed to the highest leader in the land in 
France. Sweden’s preference for hierarchy is much fl atter than 
in France, and a Swedish team leader is more likely to be seen 

as a peer/coach while a French coach might 
be more likely to be comfortable handing out 
direct instructions. The most important point 
here is what those behaviors do to the team. 
Peer coaching behavior earns trust from team 
members on the Swedish team, while showing 
some strength and knowledge earns trust on 
the French team. King Bernadotte eventually 

Erik Granered is a 
consultant with ITAP 
International, a company 
that focuses on cross-
cultural aspects of organi-
zational effectiveness.
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earned the trust of the Swedish parliament 
and turned out to be an effective leader. 

Americans tend to default to a trust-
ing approach with new team members. 
The cultural theory to explain this is that 
Americans had to learn to get along with 
a lot of strangers when they arrived in the 
New World. Convention holds that team 
members from countries such as France or 
Italy take a more reluctant stance initially 
and will warm up to trust team members 
over time. These kinds of generaliza-
tions — and there is a wealth of them in 
cross-cultural literature and research — are 
only helpful if we accept that all cultures 
are evolving rapidly as we infl uence each 
other through our interactions. You are 
very likely to encounter a reluctant team 
member from the United States and an 
embracing team member from Italy. The 
important part is always to recognize 
and respect the differences so that we can 
leverage the unique talents of the entire 
team. It always starts with an awareness of 
your own cultural preferences because this 
allows you to understand and empathize 
with the many other preferences there are 
on diverse teams.  

One common cause 
of loss of trust 
An American software company has a 

team of 15 developers in California, India 
and the United Kingdom. An important 
deadline is approaching, and a stubborn 
bug in the system might fi nally be fi xed, 
but the quality assurance (QA) team in the 
United Kingdom has to test the new patch 
before the team can turn in its work. The 
American team leader is tense because the 
deadline is approaching and he has not 
seen any e-mail from the QA team in the 
United Kingdom for over a day despite 
update requests via e-mail. Finally, he 
calls the UK offi ce and gives them a very 
aggressive lecture about the importance 
of responding to each other and how 
signifi cant this project is to the company. 
After the lecture, there is silence on the 
other end until the UK team lead says 
with a light and confi dent voice, “Very 
well then, right back to work we go. Lots 
of code to clean up, and all that. We’ll 
give you a shout as soon as we’re ready.” 

The UK team does not update the 
American team lead on its progress, and 
the work is turned in at the very, very last 
moment before the deadline. The Ameri-
can team lead is relieved but asks why they 
never called in with updates. The UK team 
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lead says, “What? Did you think we were 
not going to do it? We are not shooting 
darts and drinking Guinness around here, 
you know.” 

For whatever reason, American team 
leaders are more likely to resort to pushi-
ness than most other cultures, and this 
does more harm to global teams than 
possibly any other issue. A possible 
explanation for this is the importance 
of work in the life of an American 
worker. We are what we do. We live to 
work. That is why work tasks take on 
such importance that we are willing to 
resort to overt anger over work issues. 
What is more, workers in the United 
Kingdom especially do not take kindly 
to such antics. They might even retali-
ate by slowing the process down, a form 
of acting out in itself. To prod a project 
forward, a UK team lead would be more 
likely to use an understated push such as 
“Come on, lads. Enough of your sitting 
around playing Solitaire. Let’s see what 
you’ve got right now. Let’s see it.”  

Another cause of loss of trust
A team of engineers has been assigned 

the task to create a new circuit board for 
a car. Team members are from Michigan, 
Italy and Taiwan. There are two team meet-
ings per week during which each team 
member reports on the progress they are 
making. The team leader in 
Taiwan notices that occa-
sionally one of the Italian 
engineers will be late. Not 
all the time, just now and 
then — maybe fi ve minutes 
or ten minutes. Once it was 
20 minutes. The Taiwanese 
team leader has politely 
requested that everyone show up on time 
for the meetings. The American team 
members often chime in and add that their 
time is very valuable and that they can’t sit 
around and wait for team members to show 
up. The Italians politely apologize, but still, 
every now and then, someone is late. The 
Taiwanese and the American engineers 
are so annoyed by the situation that they 

start holding separate meetings that don’t 
include the Italian group, even though they 
know the Italian group brings the most 
experience and innovation to the project. 

This is so common, and it is amazing 
how our attitudes about time can cause 
disruption on teams. Know that in many 

cultures around the world, 
relationships take preference 
over tasks. So, the Italian engi-
neers know when the meeting 
is occurring. They know the 
meeting is important. They 
schedule the meeting in Out-
look just like the American 
and Taiwanese engineers. It is 

just that every now and then, they will be 
in an important conversation with a person 
— a relationship — just as the meeting is 
starting. It is unnatural to just cut the con-
versation artifi cially because the meeting is 
starting. The meeting is a task. Relationships 
are more important than tasks, so they will 
let the conversation take its course until it 
runs out and then get to the task. Of course, 
this will not be the real reason every time, 
but chances are pretty good that the reason 
is related to this.  

Five universal ways 
to build trust on global teams 

Create awareness. In the opening of 
this article, we referred to the American 
awareness of the importance of diversity. 
The diversity referred to in that case is 
mostly in terms of ethnic background, 
gender and perhaps age. Often, common 
cultural values underneath those dif-
ferences will make teamwork easier. On 
global teams this will often not be the 
case. There are tendencies among cultural 
groups regarding how trust is earned, as 
mentioned earlier. In Arab or Latin coun-
tries, trust can even come from a third 
party whose good standing creates the 
trust. It helps if the team leader explains 
his or her approach to running projects and 
expresses understanding that this might not 
be the way some team members are used 
to doing things. Then explain that this is 
fi ne and that it is important that the team 
keeps communicating as issues surface. An 
even more democratic approach is to let 
each team member explain how he or she 
is used to working and then let the group 
decide on rules of engagement. Unfortu-
nately, many of us are not even aware of 
how we get our in-culture projects done. It 
is all based on assumptions that are held 
deeply inside ourselves. There are training 
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programs and assessment tools that can 
help in this awareness-creation process 
that can be very effective.

Get to know one another. There is a 
wealth of books and culture guides that 
say this culture likes to chit-chat for ten 
minutes before getting down to business 
and that culture jumps right into business. 
Forget about all that and know that on 
global teams it is very important to take 
a few minutes to recognize that you are 
dealing with people, not robots. If some-
one is shy or does not want to bring up 
personal information, that is fi ne, but even 
shy robots can explain how their day is 
going, what the weather is like, if they are 
busy right now or if they saw that recent 
soccer/football game. Come on! That is not 
a waste of time. That is the glue that cre-
ates trust. It must be there. Visiting each 
other several times a year is even better. If 
you can’t visit each other, there are other 
ways of getting to know one another. One 
team leader created a personal picture of 
himself and his family and made it the fi rst 
slide in the project presentation, took three 
minutes to introduce who he was (not 
what he does) and then asked the team to 

take a minute or two to do the same with 
the understanding that they should only 
mention what they were comfortable with. 
That is building trust. There will be some 
culture experts who will contradict and 
quote some book about how the French 
separate their work and personal lives 
very sharply. Okay. Now what? Tell a joke? 
Culture experts will steer you away from 
that as well. 

As a rule, create team glue by getting 
to know each other. That French guy 
might not talk about his mother, but he 
will talk about his skiing adventures and 
what he saw at the Met in New York dur-
ing his last visit.

Use systems. Trusted systems reduce 
anxiety and help build overall trust on 
global teams. Modern localization tech-
nologies are great examples of managing 
global projects. Tasks, resources and time-
lines are understood universally — not 
adhered to universally, but understood. 
Even for small groups who can’t afford 
big systems, free things such as Skype 
can really improve the way work gets 
done. Skype is not merely a free internet 
telephone and video conference system. It 

also has instant messaging features so you 
can see who is available and what their 
status is and chat. Free and open-source 
project management and collaboration 
software products allow small companies 
and freelancers to collaborate the way big 
companies do. Use them. 

Create a protocol for how work gets 
done. Organizations often have an inter-
nal protocol for things such as running 
meetings, time and attendance, decision 
making and confl ict resolution, but global 
team members often fall under different 
management or include external vendors 
and consultants. When organizations of 
individuals enter into a legal contract, the 
agreement usually includes a sentence to 
specify under what jurisdiction any con-
fl icts will be resolved. You don’t have to 
be that formal on your global team, but 
it is easy for the team leader to say, “If 
you disagree with the direction we are 
going, please come and see me so we can 
talk about it.” You can even set up rules 
stating that this category of issue goes to 
the team lead and that category of issue 
gets resolved by a mediator from human 
resources.
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Still, laying down some ground rules 
this way does not constrict a project. The 
ground rules create clarity about where 
to turn in different situations, and that 
ultimately builds trust. This is important 
because the protocol for how issues are 
resolved will vary from one culture to 
another. Articulating some rules is better 
than letting everyone assume that his or 
her own assumptions are the norm and 
then running into trouble as issues come 
up. For example, team members who are 
used to democratic decision-making can 
get very frustrated when their global team 
leaders make arbitrary decisions. The right 
protocol will depend on the team makeup 
and what kind of work is being done. 

Take the temperature. When a 
project is up and running successfully, 
it must not be assumed that everything 
is and will remain fi ne. On global teams, 
distrust and dysfunction can sneak up 
and exist under the surface for a long 
time before something is done about it. 
Again, there are formal assessment tools 
for uncovering how well a team is func-
tioning, but it is also possible to include 
agenda items to discuss how the work is 
getting done and whether this is the best 
way to do it. Team leads can also get fi eld 
intelligence by taking team members out 
to lunch, calling them individually and 
generally getting to know the team. For 
larger teams, an occasional survey in 
which team members anonymously rate 
how effective the team is and what to 
do about it could be very helpful. Don’t 
just focus on the work. Take a step back 
and question whether the way the work 
is getting done can be improved. 

Trust breeds productivity
In summary, trust breeds productiv-

ity, so global team leads should aim to 
breed trust without assuming they know 
everything there is to know about how 
that is done. How trust is earned is cul-
turally defi ned, so learning about team 
members’ cultures and your own culture 
increases the opportunity for building 
trust and reduces the risk of breaching 
it. Communication is extremely impor-
tant, and the anthropologist Edward T. 
Hall went so far as to defi ne culture as 
communication and communication as 
culture. Communicating builds shared 
values regarding how work gets done. 
Those shared values are the team culture. 
Trust is an important cultural trait of 
productive global teams. M
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CC open-source tools, was distributed in PAL, NTSC and HD for-
mats with a “making of” documentary and all studio fi les. The 
fi lm and the database of source material are also available for 
public download at www.elephantsdream.org so that other peo-
ple may not just view but re-use the material under a Creative 

Commons license. Other open-
source projects have put out 
internet calls for translation 
and subtitling for nonprofi t 
organizations and for personal 
fi lms. In this context, subti-
tling be comes a collaborative 
community activity.

Another example of an 
enterprise that takes the col-
laborative model to heart is 
dotSUB, currently in beta test-
ing, which is planned as an 
online resource for subtitling 
fi lms from one language into 
many languages. Its develop-
ers see it as a way to bring 
fi lmmakers, distributors and 
translators together to elimi-

nate language as a barrier to a fi lm’s potential to entertain, com-
municate and educate. 

“What we call ‘open and collaborative’ methods of research, 
development and production are coming to dominate the 

innovation landscape,” says 
dotSUB founder and CEO 
Michael L. Smolens. “Every-
thing — from software devel-
opment to bio-technology to 
medical record keeping to 
supply chain management to 
video gaming — has seen a 

Collaboration is basic to open-source software 
development, the building of wikis, sharing of 
music and movie fi les, networked translation 
projects, game playing, gambling and political 
activism. The internet’s myriad possibilities have 
been exploited by researchers 
for grid-computing projects in 
which participants run “spare 
time” climate scenarios or astro-
nomical data. New generations 
of software and higher band-
width speeds now allow artists 
and writers to share the cre-
ative process by supporting one 
another’s visions or by develop-
ing new works together.

Whether video is streamed or downloaded, 
distributed on physical DVD or podcast, 
whether it is the fi lm itself or promotional 
trailers, production and distribution are 
happening directly, artist to artist, artist to audience and back, in 
networked communication and communities worldwide. 

Filmmaking is by nature one of the most collaborative art 
forms. As professional and amateur fi lmmakers explore the pos-
sibilities of digital media, many 
of them share their work online. 
In May 2006, the Blender Foun-
dation in The Netherlands re-
leased an open-source 3D short 
fi lm, Elephants Dream, for DVD 
distribution. The “community-
fi nanced” fi lm, made using 

B
usiness
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Collaboration as outsourcing: 
global film subtitling
Laurel Wagers & Jim Healey

Classic Superman with Arabic subtitles.

Laurel Wagers (left) is 
managing editor of MultiLingual.
Jim Healey is translation 
department editor 
for MultiLingual.
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shift in approach from closed-and-pro-
prietary to open-and-collaborative prob-
lem solving. dotSUB is applying these 
methodologies to fi lm translation and 
cross-cultural communication.” 

Smolens says that after he saw Michael 
Moore’s Fahrenheit 9/11, “I left the movie 
having an epiphany. If this documentary 
fi lm could possibly have an impact on the 
presidential elections in the United States, 
what great things could happen around the 
world if people in any culture could watch 
independent and documentary fi lms from 
all other cultures? Imagine a world where 
all stories of every culture are accessible 
to others in all languages — transforming 
language barriers into cultural bridges.”

With Thor Sigvaldason, developer of 
the software “to enable any fi lm or video 
to be subtitled on the fl y from any browser 
with human input in any language,” 
Smolens explored the concept of Creative 
Commons, founded by Stanford Univer-
sity law Professor Larry Lessig (http://
creativecommons.org), a way for creators 

to make their works available using com-
mon-sense licenses understandable to nor-
mal people without using lawyers. This led 
to working with Laurie Racine, executive 
director of the foundation Center for the 

Public Domain (closed December 31, 2005) 
and a founder of the Full Frame Film Fes-
tival, a venue for documentaries. 

“As the technology was being devel-
oped,” Smolens says, “the use of our tool in 
the fi eld of education, especially relating to 
multicultural education, be came obvious. 

Rich Henry joined our team as vice presi-
dent of education and spirituality to guide 
dotSUB in these important directions.”

Smolens describes the audience for 
dotSUB as “everyone in the world with 
access to the internet,” anticipating that 
within three to fi ve years, the tool and 
the resulting subtitled fi lms and videos 
will be viewable on movie screens, tele-
visions, cell phones and other mobile 
devices as well as computers.

The idea was to develop a browser-
based tool that anyone, anywhere in the 
world, speaking any language, could use 
with no prior training, no download of 
software, at no cost, to participate in the 
subtitling of a fi lm/video from language 
A to language B. 

Translators, Smolens says, will be div-
ided into professional translators — those 
who make their living providing transla-
tion services — and bilingual ordinary 
citizens, who want to be involved and 
help facilitate cross-cultural communica-
tion. “Unless the fi lmmaker has personal 
friends who can translate and unless he 
or she asks them to translate the fi lm, 
the ultimate translator will be totally 
random. Once we get through with our 
second beta test [summer 2006], we will 
be in a much better position to discuss 
how we feel the checkers will be found, 
how they will relate to the translators 
and other similar issues.” 

The film universe
Originally, Smolens says, the idea was 

that dotSUB would focus on independent 
and documentary fi lms. Other applica-
tions have been suggested, however, such 
as educational uses, internal corporate 
training videos, subtitled video deposi-
tions in trials, viral videos, short content 
for delivery to mobile devices and cell 
phones, and music videos. Each of these 
uses, he adds, has its own unique rev-
enue, control and quality issues.

“Films/videos/moving image content 
will either have a budget behind them 
with which to pay for a translation using 
our tool or they will not,” Smolens says. 
“Numerous companies, most using their 
own proprietary software, already offer 
subtitling services on either a per-fi lm-
minute or per-word basis. These fi rms, 
located globally, work with freelance 
translators who either have purchased 
their software or had it provided to them 
and have taken the appropriate training 
courses — usually lasting at minimum a 
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Business
week. The creation of time-stamped tran-
scripts and translation by freelance trans-
lators is then burned into or rendered onto 
each frame of a fi lm. It is for this reason it 
is commonly understood that ‘subtitlers’ 
comprise only about 1% of the total 
population of professional transla-
tors, meaning they have access to 
the software and are trained on how 
to use it. A translator is either a sub-
titler or not. Non-subtitlers would 
never consider sub titling a fi lm.”

The existing global subtitling 
industry, Smolens says, with its estab-
lished quality requirements, pricing 
structures and business practices, has 
been created and maintained dealing 
with only a small fraction of 1% of 
all fi lms, television shows and vid-
eos ever produced. This is the norm 
against which experienced subtitlers 
and subtitling vendors measure per-
formance — against a small fraction 
of 1% of all fi lm and video content 
produced. The browser-based tool is 
expected to change this dynamic, bringing 
more fi lms together with more translators. 

“From a professional translator’s point 
of view,” Smolens says, “this opens the 
market up to the 99% of translators who 
previously did not consider themselves 
subtitlers. In early tests among scores of 
ProZ.com members who used our tool, the 
most common description was ‘it was fun.’ 
That is what we hoped for — to make the 
user experience fun.”  

Subtitle quality is one of the fi rst 
concerns voiced by fi lmmakers, Smolens 
says. He replies that “dotSUB believes 
strongly in the power of open-source 
business methods and models. Open 
source is organic, and it creates its own 
structures, quality control systems and 
hierarchies.”

“Professional translators who spe-
cialize in subtitling are acutely aware 
of the idiomatic use of language, phrase 
parsing, limits on number of charac-
ters/words appropriate per subtitle for 
maximum reading effi ciency and so 
on,” says Smolens. The dotSUB princi-
pals do not believe that people who 
have not had specifi c training in subti-
tling or dubbing could provide the same 
level of translation, and they do not 
intend to compete with or replace exist-
ing subtitling companies. “When a 
fi lmmaker has an adequate budget to 
pay for and hire the best, that is what 
he or she should do,” Smolens says, 

“but even the most commercially suc-
cessful fi lms are only translated into at 
most fi ve to ten languages. What about 
the other 190 to 195 of the 200 lan-
guages that we list on our site?”  

Smolens estimates that signifi cantly 
less than 1% of these stories have ever 
had theatrical distribution, much less 
distribution in multiple languages, and 
that only the best sellers in that small 
number have ever been fi nancially suc-
cessful enough to afford having them 
subtitled using traditional means.

dotSUB’s interest is in what is cur-
rently called the “long tail” — the other 
99% — the thousands of fi lms, often 
made with small budgets, that may have 

reached the festival circuit or a short, 
limited theatrical release but no further 
distribution or may be seen only by the 
fi lmmaker’s family and friends. The plan 
is to subtitle such fi lms into as many lan-

guages as possible and to distribute 
them via the internet by partnering 
with DVD distributors and by facili-
tating fi lmmakers’ self-distribution.

Regarding translation quality, while 
he expects volunteer translators and 
checkers to give the project their best 
effort, Smolens says, “The real ques-
tion becomes whether or not the world 
is better off with these thousands of 
fi lms available in hundreds of lan-
guages as opposed to not at all and not 
whether or not the quality of a specifi c 
translation meets certain professional 
standards.”

The dotSUB website includes tabs 
for fi lmmakers and for subtitlers with 
detailed instructions on how to upload 
or submit a fi lm, which formats are 

accepted and basic information about the 
process, and a required fi lmmaker agree-
ment. The fi lmmaker is asked to provide 
a transcript, preferably time-stamped, 
of the dialogue of the fi lm in its native 
(source) language. In the many cases 
where this will not be possible, Smolens 
says, dotSUB will make the fi lm available 
for online viewing as submitted, accom-
panied by a short summary. 

After the completion of beta testing 
in summer 2006, Smolens says, dotSUB 
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will locate and obtain appropriate permis-
sions from fi lmmakers around the world, 
create multiple language versions of these 
never-before-seen fi lms and make them 
available for free non-commercial view-
ing on the web. 

“We will then experiment with 
numerous emerging digital dis-
tribution models with our unique 
catalogue of multilingual/multi-
cultural fi lms,” he says, “to create 
income for the fi lmmaker, for the 
translator and for dotSUB. This 
concept is currently impossible 
under traditional media rules.”

“We are launching this global 
experiment (beta-test) in all 
languages,” Smolens says, “ini-
tially with members of the pro-
fessional translation community 
and then to anyone who is bilingual in 
any language pair. In addition to debug-
ging our website and technology during 
the beta-test, we hope to learn how 
best to bring together the translation 
community and the global fi lmmaker 
community to increase cross-cultural 
communication and understanding in 
all directions; to enable struggling fi lm-
makers an opportunity to have their 
works seen as well as generate income 
to create more fi lms; and to create a 
new way to enable translators, at their 
choice, to participate in the long-term 
revenue stream of subtitled digital ver-
sions of previously unavailable fi lms.”

Long-term prospects
“Since we launched our fi rst beta test 

live,” Smolens says, “we have probably 
demoed our technology to 300 to 500 
people, organizations and companies. 

Only three times did it not 
work, and each of those 
times the PC or laptop on 
which we demoed did not 
have a recent version of 
Flash installed. So, we are 
quite confi dent that our 
technology is quite robust 
on any browser.”  

Since the launching of 
Google video and YouTube, 
Smolens says, along with 
the free-to-use video edit-
ing tools appearing on the 
market as more consumers 

acquire video cap abilities with cell phones
and digital cameras, the use of video and 
fi lm on the web has exploded.

“Most major global organizations are 
just beginning to entertain using video 
as a core part of their message,” he says, 
but none of them had thought it possible 
to be able to afford to have its message 
available in multiple languages so that 
global constituencies can understand the 
message in their native languages.

Smolens cites organizations such as 
Ashoka (http://ashoka.org), which pro-
vides grants to people who are solving 
important problems in their villages or 
regions but must work full-time to provide 

for their basic needs. These Ashoka fel-
lows — more than1,700 in 60 countries — 
“can then spend all their time pursuing 
their passion, which is good for them and 
better for their community,” he says.

Another example is http://green.tv, a 
website that is aggregating video content 
related to the environment, and http://tv.
oneworld.net, a site that is aggregating 
the message of 1,800 global NGOs and 
presenting them as an IPTV platform cur-
rently based in 11 countries. These and 
other non-profi ts that will use the tool as 
an API and use their own mem bers as 
translators.  

Smolens says that the company has 
potential com mercial clients as well that 
would require the hiring of professional 
translators and checkers. 

“But once again,” he says, “the basis 
for these engagements is totally differ-
ent than that of traditional work. Since 
the market is different and the distribu-
tion is different, the method of working 
must be different. We are confi dent we 
will be able to locate enough transla-
tors who understand the change that 
the internet and digital technology are 
bringing to all fi elds and will embrace it 
rather than resist it. And those who do 
will have an ability to establish totally 
new income streams and customers who 
never before existed.”

And so, technology opens up another 
niche for language workers in the new 
collaborative workspace. M
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KKKanien’kéha, more widely known as Mohawk, is 
just one of many indigenous languages through-
out the world that are in danger of becoming ex-
tinct. Five hundred years ago, an estimated 300 
languages were spoken across North America. To-
day, however, only about 25 of them are spoken by 
children, and 150 are poised to disappear with the 
current generation of speakers. 
Worldwide, more than 50% of 
the world’s more than 6,000 
languages are endangered, ac-
cording to UNESCO. 
Numerous organizations, foundations 

and academic programs are working to 
document and archive language materi-
als before living resources disappear. 
Most indigenous language revitaliza-
tion programs, however, struggle with 
a lack of adequate economic, human 
and classroom resources as they seek to 
restore language use. 

Kanien’kéha (Mohawk) Level 1 language-learning software 
was released in April 2006 by Rosetta Stone’s Endangered 
Language Program. Development of the software is part of a 

Languages
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Software helps revitalize 
use of Mohawk language
Marion Bittinger

Marion Bittinger is senior project 
manager with the Endangered Language 
Program language production department 
at Fairfi eld Language Technologies, 
developer of Rosetta Stone software.

wider initiative to recover Kanien’kéha fl uency in the Mohawk 
community located near Montréal, Québec, and was sponsored 
by Kanien’kehaka Onkwawén:na Raotitiohkwa, the recognized 
Mohawk language and cultural center of Kahnawake.

Developed in partnership with the Kahnawake community 
language teams, the software will be used in schools, homes 
and workplaces, and online in an effort to secure the status of 
native languages.

“While documenting languages is valuable,” 
says Ilse Ackerman, manager of the Endan-

gered Language Program at Rosetta 
Stone, “more effort is desperately 

needed to preserve languages 
alive rather than on paper or 
electronic media. We believe the 
best way to preserve a language 
is through teaching and learn-
ing, keeping it a living language 
in the hands of the people to 

whom it belongs.” 
“While technology is often seen 

as an accomplice in language decline,” 
she continues, “we have an opportunity 

to subvert that paradigm. Interactive language 
software can support community language initiatives, multiply-
ing the efforts of educators where human resources are limited. 
Language-learning software can provide unlimited exposure to 
fl uent speech, patient and tireless feedback and an individually 
customized learning pace.”

Several native communities have turned to the Endangered 
Language Program to develop language-learning software for 
their language revitalization efforts. Indigenous communities 
are now using this approach to language acquisition as a tool 
to promote use of their threatened languages. 
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An idea takes root
The Endangered Language Program 

was founded when groups seeking ways 
to revitalize native language use in their 
communities noticed the company’s inno-
vative immersion-based software. The 
company’s language-learning soft ware is 
offered in 30 major world languages and 
sold in more than 150 countries. Under
an alternate development model, Rosetta 
Stone began accepting software develop-
ment contracts from indigenous groups 
who wanted to take advantage of the 
company’s methodology for use in their 
language revitalization programs. The 
Endangered Language Program cur rently 
has four development projects in progress 
and receives inquiries from indigenous 
groups around the world.

The company’s “Dynamic Immersion” 
approach to language learning uses 
thousands of real-life color images to 
convey the meaning of the spoken and 
written phrases in the program. Its care-
fully sequenced structure, use of native 

speakers and ability to provide instan-
taneous feedback teach a new language 
without memorization, translation or 
grammar drills. Immersion helps users 
develop everyday profi ciency by asso-
ciating new words with real-life mean-
ing. Target language words are never 

equated to English words. This ensures 
that words do not lose the many aspects 
of their meaning in the process of lan-
guage acquisition.

A language nearly lost
Kanien’kéha is the language spoken 

by the Kanien’kehaka (People of the 
Flint) nation. The story of the language’s 
decline is a typical one in North America, 
but the story of its revitalization is not. 

Between 1892 and 1969, thousands 
of Native American children in Canada 
and the United States, including many 
Kanien’kehaka chil dren, were not allowed 
to speak their native languages. As part of 
the United States and Canadian govern-
ment policies, Native American children 
were required to attend residential schools 
where only English was allowed. The 
schools ranged from small day schools on 
and off reservations to larger industrial 
and boarding schools in distant towns 
and cities. Many children attended the 
schools for a short time, while others were 
enrolled for their entire schooling, accord-
ing to the Aboriginal Healing Foundation. 
This residential schooling program had a 
devastating impact on native language 
and culture.

The threats to indigenous languages 
continue today, but in different forms. 
The impact of modern technology and 
globalization reaches even the most 
remote of native communities and has 
been profoundly detrimental for minor-
ity languages. The predominance of the 
English language in the North American 
media and education has meant that 
younger generations hear and speak 
English more and their heritage language 
less. According to UNESCO, 90% of the 
world’s languages are not represented on 

the internet. In addition, Kahnawake’s 
location just 20 minutes from downtown 
Montréal places it squarely in an urban 
environment without the advantage that 
geographic isolation sometimes offers 
for more remote communities seek-
ing to increase exposure to indigenous 
languages.

Community action
The community decided to take ac-

tion to reverse language decline and 
implemented several language mandates 
to be administered by Kanien’kehaka 
Onkwawén:na Raotitiohkwa. The nursery-
school immersion school program estab-
lished in Kahnawake in the 1970s was 
the fi rst Aboriginal language immersion 
program in Canada and has become a 
model for other communities. It has been 
instrumental in reestablishing Mohawk 
language within the youngest genera-
tions, whose parents have become the 
“lost” generation of speakers. 

“It is not uncommon in Kahnawake 
to hear people conversing with their 
grandchildren in Mohawk, then switching 
to English to speak to their own children,” 
says Michael Hoover of McGill University 
in his study of language use in Kahnawake. 
Hoover notes, however, that the Mohawk 
language remains a central part of the 
Mohawk cultural identity, regardless of 
one’s age or ability to speak it. 

Currently about 10% of the 8,000 resi-
dents in the community of Kahnawake 
are fl uent in the Mohawk language. 
Kanien’kehaka Onkwawén:na Raotitiohkwa 
is working to expand this number through 
its comprehensive community-wide lan-
guage-learning initiative. 

“Language is in our DNA. It is who we 
are,” says Dr. Kaherakwas Donna Good-
leaf, executive director of Kanien’kehaka 
Onkwawén:na Raotitiohkwa. “In response
to the needs and demands of the com-
munity, Kanien’kehaka Onkwawén:na 
Raotitiohkwa offers various Kanien’kéha 
language courses and produces two 
television shows that are aired in the 
Kanien’kéha language on Kahnawake’s 
local cable television network. As well, 
the cultural center offers a nine-month 
intensive Kanien’keha Ratiwennahní:rats 
Adult Immersion Program. This program 
has successfully graduated over 50 stu-
dents since 2004.” 

The Kanien’kéha software project is 
one of Kanien’kehaka Onkwawén:na 
Raotitiohkwa’s most recent initiatives 
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The Mohawk language 
remains a central part 
of the Mohawk 
cultural identity.
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Languages
to comply with its directive to achieve a 
30% language fl uency rate among gov-
ernment employees. The software will be 
made available in computer labs, homes 
and workplaces to supplement a variety 
of other elements that are already in 
place. Kanien’kehaka Onkwawén:na
Raotitiohkwa has recently created a 
computer lab facility to host the new 
language-learning software program for 
the community. The Kanien’kéha lan-
guage software is available for purchase 
or distribution only through the Mohawk 
sponsoring group.

A community-based project
Creation of the Mohawk software was a 

two-year endeavor. In addition to Ros etta 
Stone’s in-house project managers, soft-
ware developers, audio engineers and pho-
tographer, more than a dozen Mo hawk 
native speakers from the Kahnawake com-
munity worked as translators, editors, proj-
ect managers or voicers to customize the 
software to meet the community’s needs. 

Photographs taken on location in 
Kahnawake help to make the software 
uniquely Mohawk. The familiar faces and 
places in the software provide relevant, 
real-life context for the learners.

The Mohawk language component of 
the software was reviewed by a sequence 
of professional Mohawk language edu-
cators, translators, editors and reviewers, 
and was recorded by native language 
speakers who ranged in age from young 
adults to elders.

The company’s team of experts worked 
remotely with Kahnawake’s language team 
throughout the project, but training, pho-
tography and audio recording took place 
onsite in Kahnawake. 

Mohawk is a language of the Iro-
quoian family and displays the linguistic 
characteristics such as polysynthesis and 
singular, dual and plural number catego-
ries that typify that family. For the most 
part, these characteristics posed no prob-
lems for the Rosetta Stone pedagogical 
approach, which, because of its natural 
immersion learning philosophy, is highly 
versatile and adaptable. Since grammar 
is taught intuitively, explicit explana-
tions of Mohawk’s unique structure were 
unnecessary.

Minor adjustments were needed in the 
software to accommodate the unusual 
length of the words, but a writing system 
based on the Latin alphabet avoided font 
issues. Recommendations published after 

a 1993 conference that concentrated on 
standardizing Mohawk’s orthography and 
establishing guidelines for forming new 
words meant that spelling controversies 
were minimized.

The company currently has three 
other similar software development 
projects in progress, all of them with 
North American native groups. Current 
program development projects include 
Inuttitut language-learning software for 
the Labrador Inuit Association, Micco-
sukee for the Seminole Tribe of Florida, 
and Iñupiaq for the Northwest Arctic 
Native Association (NANA) of Alaska. 

Turning the tide
While a software tool can be used to 

help turn the tide of language decline, 
the software by itself cannot preserve a 
language. But by using the software as 
part of an integrated language program, 
children and adults alike can be exposed 
to the language and begin learning it in a 
variety of settings. An effective language-
learning tool, the ability to culturally 
“localize” the software for clients’ needs, 
and a desire to contribute to maintaining 
linguistic diversity have all meshed in this 
project with the community’s effort to 
contribute to language revitalization. M
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Every global corporation
strives to reduce time to
market for their products.
SDL TRADOS
Certification has been
designed to help shorten

the translation lifecycles throughout the global ecosystem.

By endorsing SDL TRADOS Certification you can:

• Be sure that your external and internal translators are
competent using the most up-to-date translation
technology

• Ensure connectivity to the global translation ecosystem
and increase the quality of your content

• Accelerate global content delivery by shortening the
translation and localization cycle

www.sdl.com/certified

“As a VP of Marketing, 
my job depends on
delivering high quality
content with brand 
consistency  across
global markets”

Find out how SDLTRADOS Certification can help

you reduce time to market.

The essential
credential
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Language Service
Providers
The SDL TRADOS
Certification program has
been designed to help you
address some of the key

business challenges your company faces and to shorten the
localization lifecycles throughout the translation ecosystem.

• Differentiate your company – give yourself a powerful
competitive advantage by endorsing SDLTRADOS
Certification, designed to increase the quality and speed
of translation projects

• Speed up your projects – ensure your translation
resources are making full use of the CCM Methodology
and the powerful new automated time-saving features
available in SDLTrados 2006

www.sdl.com/certified

“As an LSP, I need to have total
confidence in my translators’

software skills”

LSPs – take the free placement exam and get

started on SDLTRADOS Certification today.
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Localizing computer games is always a color-
ful undertaking, but when the game’s owner is a 
humanitarian agency with little experience in the 
sector and even less money to spend, it’s time to 
get creative.

In April 2005, the World Food Programme (WFP), the United 
Nations’ (UN) frontline agency against hunger and the world’s 
largest humanitarian agency, dipped a tentative toe into a sector 
not really part of its core business: the video game industry. Food 
Force was launched as a tool to raise awareness among young 
people about the problem of global hunger and what humanitar-
ian agencies do to fi ght it. Available as a free internet download 
from www.food-force.com, the game consists of six different 
missions in which the player works alongside Food Force’s team 
of emergency aid workers. Despite WFP’s newness to the sector, 
the game has drawn nearly four million players and an average 
of 18,000 unique visitors per week to the website.

Localization donors
Food Force was developed in English, clearly with an American 

audience in mind. Despite this, its success has 
been as international as the UN itself. The web-
site has received visits from every country, and, 
even before the game was ever translated, it was 
being downloaded from all over the world. The 
recurring question posted in many languages in 
the online guestbook was, “When will the game 

be available in Chinese (or Japanese/French/Spanish/Portuguese 
and so on)?”

What does a humanitarian agency do when an unexpected 
need arises and there is no budget to fulfi ll it? More or less what 
it does in a real emergency: it launches an appeal. In this case, 
WFP called for partners and sponsors to assist with the transla-
tion of Food Force into other languages. 

One year later, WFP’s Food Force is available in Japanese, 
Italian and Polish, with French and Chinese poised for release and 
Hindi, Hungarian, Greek, Norwegian and Arabic in the makings.

All of these ten localization projects are being carried out 
entirely on a pro-bono basis, either through in-kind donations 
— for example, a digital entertainment company donating its 
time and expertise to localize the game — or cash, when someone 
gives WFP the money to carry out a localization and leaves the 
sourcing and management of the process up to the agency. 

Donations for localization have come from a range of sources, 
refl ecting the broad spectrum of popularity the game enjoys. The 
Japanese version was taken on by digital entertainment giant 
Konami (www.foodforce.konami.jp), while the Italian project (www
.foodforce.rai.it) was co-produced by Rai Net, the IT division of Ital-

ian state broadcaster RAI. The Polish 
(www.food-force.com/pl) and Hungar-
ian translations are funded by the 
Directorate General Humanitarian Aid 
of the European Commission (ECHO) 
as part of a communication campaign 
about humanitarian aid work. The 

Silke Buhr works on 
the Food Force project at 
the United Nations World 
Food Programme’s 
communications division.
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Food Force: localizing 
a serious game for the UN
Silke Buhr
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French version, due for release in October 2006, has been built by 
Ubisoft, while the Chinese localization is in the hands of Shanda, 
the country’s leading interactive media company. The rationale for 
these companies is simple: co-branding with a proven, successful 
title is an inexpensive way of entering the nonviolent, humanitar-
ian sector market.

Story line and characters
While with commercial games, story lines are 

sometimes changed to suit the local target audi-
ence, this was never a consideration for Food 
Force for two main reasons. First, Food Force is 
a nonviolent, child-friendly game, and so it does 
not need to be adjusted to meet the requirements 
of censors or quality control bodies in various 
countries. There is simply no gore to tone down, 
nor does the game include sexually explicit scenes 
to spice up for tolerant markets. Second, the mes-
sage of the game must remain the same in every 
language under production because this is what 
makes it successful. The message is simple: WFP 
feeds hungry people in emergency situations, and 
food is crucial in helping communities rebuild after 
natural or man-made disasters. This simple “plot,” 
refl ected in the six missions of the game, has 
caught the imagination of children the world over, 
inspiring them to write to us at the WFP and tell us 
they would like to work for us when they grow up. 
Given the response, changing the story line would 
be counter-productive in any market.

Out of all the characters in the Food Force game, 
Joe has been the only one who has been under 
consideration for adaptation for different audi-
ences. This is probably because his appearance is 
somewhat graphically ambiguous — he is styled as 
a national of Sheylan, the fi ctitious island where 
the game is set — and so would be the easiest char-
acter to alter from a technical point of view. How-
ever, any changes to an animated fi gure in a game 
would require extensive graphical work, and so far 
it has been decided that the temporal and monetary 
costs would outweigh any potential local market advantages.

Translation and voice
For a computer game, Food Force is very “heavy” in vocal ele-

ments, as each game mission is introduced by a narrated video 
sequence explaining a particular aspect of WFP’s work. These are 
partially narrated by an off-screen voice and partially styled as 
presentations by or conversations with different characters. Apart 
from on-screen texts — logos, score indications, signs — these 
scripts constitute the bulk of the translation work and are crucial in 
making the game work in different languages. A good part of each 
localization process was dedicated to sourcing quality translators 
who could fi nd the right tone and language for the age group and 
medium involved. 

Also crucial was the involvement of local WFP staff where 
possible in order to ensure the correct representation of details 
regarding the agency. For example, while the agency’s acronym 
is pronounced letter-by-letter in English (W. F. P.), in the countries 
where it is known as PAM (Programma Alimentare Mondiale, 

Programme Alimentaire Mondial, Programa Mundial de Alimen-
tos) the acronym is pronounced as one word. A small detail like 
this can lead to having to redub large chunks of the script.

In addition to a well-translated script, the other essential ele-
ment was fi nding appropriate actors to do the voice-overs. In some 
cases this meant using local actors; in others it was a matter of 
fi nding a celebrity who would also raise the profi le of the game in 
that market. WFP is fortunate enough to have a number of celebrity 

partners who were able to donate their 
time and talent in this manner. These 
included Brazilian football phenomenon 
Kakà and Il Postino-famed actress Maria 
Grazia Cucinotta, who both contributed 
to the Italian version. In Japan, mar-
tial arts star and warrior actor Hiroshi 
Fujioka voiced “tough guy” Carlos San-
chez, while actress Aya Hirayama played 
the part of Rachel Scott. 

To a certain extent, the targeted search 
for localization partners is also driven by 
WFP’s celebrity partnerships. The next 
priority for Food Force is the creation of a 
Spanish version. This is not just because 
it is one of the most important languages 
in the world and we receive a signifi cant 
amount of web traffi c from Spanish-
speaking countries, but also because 
world-famous actress Penelope Cruz has 
agreed to voice one of the parts. 

Interestingly, in some markets it 
was not considered necessary or even 
desirable to produce a wholly translated 
version of the game; thus, a number of 
hybrids have been created. When one of 
WFP’s corporate partners, TNT, wanted 
to distribute the game as a Christmas 
present among its Dutch staff, it was 
found that the level of English among 
employees was good enough to allow 
them to play the game in its original 
version. A customized cover with writ-

ten instructions in Dutch was produced.
A different kind of hybrid is in the works for the Hindi local-

ization of the game, which will not be translated in its entirety. 
Instead, the game will be dubbed using local actors, mostly in 
English but with a smattering of Hindi, to create the “Hinglish” 
vernacular being popularized by Bollywood fi lms. 

Local market knowledge
As WFP embarks on the fi fth translation of Food Force 

— Hungarian — the value of having the support of an experienced 
local partner is clearer than ever. If we have learned that it is not 
always necessary to adjust a story line and characters in a video 
game in order to grab the attention of a national audience, we 
have also learned that the way in which you go about grabbing 
the attention is crucial. Local marketing support is an inextricable 
part of the localization package of the game — simply having a 
translated product is not enough.

A country’s level of internet connectivity makes a big difference 
for a game such as Food Force. At 200MB, it is a heavy download 
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Food Force characters (from top) Rachel 
Scott, Miles and Carlos Sanchez.
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and not suitable for dial-up connec-
tions. In a country where broadband 
has not yet made headway, alterna-
tive distribution methods have to 
be found. WFP has complemented 
the translation of the Food Force 
website and game with the produc-
tion of hard copies — CD-ROMs — of 
the game for strategic distribution. 
For the Polish launch, for example, 
10,000 hard copies of the game were 
distributed as a cover-mount on a 
youth-oriented computer magazine. 
In Japan, even though broadband 
penetration is very high, it was 
decided to produce 750 copies of the 
game on CD-ROM for distribution 
directly to schools, together with 
a booklet of teachers’ resources, in 
order to reinforce the game’s value 
as an educational tool. 

These numbers might not look 
signifi cant compared to millions of 
downloads, but CD-ROM distribu-
tion generally goes beyond the 
number of discs produced, as it 
leads to “viral” dispersion, where a 
copy of the game may be passed 
around and copied onto any num-
ber of computers.

Local market knowledge also 
comes to the fore every time WFP 
prepares to launch a language ver-
sion of the game. Media interest 
has played a central role in the 
game’s success to date, and WFP 

relies heavily on the localization partners and their expertise to 
develop strategies that will allow the game to take off. Simply 
producing the game is not enough. To date, media strategies 
have included competitions, press events involving celebrities, 
and TV features of the game. 

The future
While WFP’s decision for which languages to translate Food 

Force into are for a large part driven by the available resources 
— namely, donations and celebrities — there are some clear priori-
ties for the future. Spanish and Portuguese versions are urgently 
needed to reach millions of enthusiastic gamers in Central and 
Latin America. German is also potentially an important language 
sector. Although traffi c to the English version is strong, a local-
ized version would be better suited for use in schools. 

WFP welcomes proposals from localization companies experi-
enced in the computer game industry who would be interested in 
supporting these and other language versions of Food Force. M

Above: The Food Force base, trucks with food aid and the mission heli-
copter in the fi ctional country of Sheylan. Left: Among the fi rst local-
ized versions of Food Force (from top) are Polish, Japanese and Italian.  

| MultiLingual  September 2006 editor@multilingual.com66

Business

64-66 WFP Food Force.indd 6664-66 WFP Food Force.indd   66 8/10/06 9:17:22 AM8/10/06   9:17:22 AM

mailto:editor@multilingual.com
mailto:management@logrus.ru
http://www.logrus.ru


HH

International
Translation Day
Kirk Anderson

a national celebration is planned back-to-back with SFT’s annual 
meeting, to be held the fi rst weekend of December this year. 

In the Czech Republic, the Union of Interpreters and Translators 
(JTP) has scheduled its St. Jerome’s Day festivities for November 
3-4, 2006. They plan to hold a literary event, lectures, presenta-
tions, debates and more, all free of charge to members and non-
members alike. For more information, visit www.jtpunion.org

Hallmark has yet to grace International 
Translation Day with a greeting card, but 
that won’t keep language industry profes-
sionals from celebrating. September 30 falls 
on a Saturday this year, so whether your 
patron saint of translation is St. Jerome, 
Xuanzang ( ) or Étienne Dolet, you 
should have ample opportunity to remem-
ber the day and remind others of the impor-
tance of translation and interpreting.
For this year’s celebration, the International Federation 

of Translators (FIT) has chosen the theme “Many Lan-
guages – One Profession” in an effort to “draw attention 
to the professional nature of this occupation.” Since FIT’s 
establishment in 1953, International Translation Day 
has been observed on September 30, St. Jerome’s Day. 
For more information on the FIT theme, see www.fi t-ift 
.org/download/jmt-itd2006.pdf. To learn about the history 
of International Translation Day, see www.translators.org 
.za/indexes/english/jerome/jerome-history.html

Around the world, in countless languages, linguists will be 
honoring their professions with conferences and events. 

The Swiss Association of Translators, Terminologists and 
Interpreters is celebrating its fortieth anniversary on September 
29 and 30 in Berne with a conference on specialized translation, 
terminology and interpreting. For more information, see www 
.astti.ch/40years/index.html

The Société Française des Traducteurs (SFT) promises regional 
events in France. To learn more, check their main website (www 
.sft.fr) as the date approaches, and click on Réunions et rencon-
tres. It’s also worth noting that the proceedings of last year’s 
memorable SFT International Translation Day event, based on 
the FIT theme “Translators and Human Rights,” are forthcoming 
in the next issue of the association’s quarterly, Traduire, and that 
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Kirk Anderson, a freelance translator based in 
Surfside, Florida, is ATA-certifi ed in translation 
from French and Spanish into English, and 
English into Spanish. He is also co-chair of ATA’s 
Public Relations Committee and has big plans for 
International Translation Day. 

Left: Saint Jerome in His Study by Domenico Ghirlandaio. 
Source: http://en.wikipedia.org/wiki/jerome 

Right: A portrait of Xuanzang, Dunhuang cave, 9th century. 
Xuanzang ( ) (602-644/664) was a renowned Buddhist monk credited 

with the translation of some 1,330 fascicles of scriptures into Chinese.
Source: http://en.wikipedia.org/wiki/xuanzang
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In Argentina, the Colegio de Traductores Públicos de la Ciudad 
de Buenos Aires will continue its tradition of honoring transla-
tors reaching the milestones of 25 and 50 years in the profession 
and will also be awarding the prestigious Julio Cortázar prizes in 
literary translation, among other things.

Perhaps the best known Translation Day event of all is the one 
put on by the Organización Mexicana de Traductores (OMT). The 
X San Jerónimo conference will be held September 30 to October 
1 in Guadalajara. For more information, see www.omt.org.mx

Long quiet on Translation Day, the American Translators 
Association (ATA) and some of its chapters and affi liate groups 
are planning celebrations this year. Watch www.atanet.org for 
details as the date approaches, and click on “Chapters & Groups” 
for links to chapters, affi liates and other groups.

Among them, the Upper Midwest Translators and Interpreters 
Association (UMTIA, www.umtia.com) is holding its fi fth annual 
conference on September 30 in Bloomington, Minnesota. The New 
Mexico Translators and Interpreters Association (NMTIA) promises 
to continue its tradition of informal social gatherings to celebrate 
the day. Contact Uwe Schroeter (uweschroeter@comcast.net) if 
you’re planning on spending Translation Day in Albuquerque. And 
the Colorado Translators Association (CTA) is planning a literary 

reading, “If you can read this, thank a translator,” featuring CTA 
members reading well-known works of literature in their original 
languages and in English, to highlight the crucial role that translators 
play in making world literature accessible to English speakers. For 
more information, see www.cta-web.org as the date approaches.

Educational opportunities
But there is even more to International Translation Day than 

conferences, seminars and awards. With translation and interpret-
ing gaining attention in the mainstream news, there are growing 
opportunities to raise the profi le of our professions, and the more 
the general public understands and appreciates what we do, the 
better off translators and interpreters will be.

For over fi ve years, ATA’s Public Relations Committee has 
been working on a number of fronts to raise the public profi le 
of translators and interpreters, and much of its work is available 
free of charge. A visit to the ATA website suggests a variety of 
ways for translators around the world to celebrate International 
Translation Day.

If you want to spend the day educating your clients, see the 
excellent brochure “Translation: getting it right,” originally 
developed by Chris Durban for the UK’s Institute of Transla-
tion & Interpreting and available in a number of languages. 
For downloadable UK English, Czech, French, and German 
versions, see www.iti.org.uk; US English at www.atanet.org/
publications/getting_it_right.php; Dutch and Catalan versions 
at www.vrouwennetwerkvertalersentolken.nl/Pdf/Vertaalwij
zer%20defi nitief.pdf and www.atic.cc. An Italian version will 
soon be downloadable from the Italian association’s website 
(www.aiti.org).

To educate the next generation of translators, interpreters 
and their clients, ATA has launched a school outreach program, 
encouraging language professionals to make presentations on the 
language professions in local schools and universities. Visit www
.atanet.org/ata_school for more information and for ready-
made presentation materials for all educational levels. 

Talking points
Perhaps the greatest stride ATA has made in raising the pro-

fi le of translation and interpreting has been in its work with 
the media. In the words of ATA spokesman Kevin Hendzel, “If 
you want more work in this industry, if you want to earn better 
rates, if you want to have professional recognition, the public 
must know you exist. They must know you are necessary. They 
must know you are worth the money you charge. They must 
know that they are in very deep and serious trouble without 
you. These are our talking points. This is what we tell the media. 
Endlessly.” And word has gotten out. For a sample of ATA’s 
media outreach efforts, see www.atanet.org/pressroom/ata_in_
the_news.php

The message is simple: translation and interpreting mistakes 
can be costly, even disastrous. The bottom line is that you can’t 
risk getting the translation wrong. It’s critical to hire qualifi ed, 
professional translators and interpreters to get the job done right.

And this is just the beginning. To recognize International 
Translation Day, you can do countless things: write a letter to 
the editor of your local paper; request that International Trans-
lation Day be proclaimed by your local, state or federal govern-
ment; throw a party; hold a parade; or — why not? — print up 
some greeting cards of your own. M

Translation

Engraving from La Plaisante et Joyeuse histeoyre du Grand Geant 
Gargantua by Rabelais, published by Étienne Dolet in 1542. 

Source: www.e-dolet.com/master

Entends, que chascune langue a ses proprietés, translations en diction, 
locutions, subtilités, & uehemeces à elle particulieres. Lesquelles si le 

traducteur ignore, il faict tort à l’autheur, qu’il traduit: & aussi 
à la langue, en laquelle il le tourne . . . .

Understand that each language has characteristics, turns of phrase, 
idioms, subtleties and passions particular to it. If the translator ignores 

them, he does harm to the author he is translating, as well as 
to the target language . . . .

Étienne Dolet, La manière de bien traduire d’une langue en aultre
(How to translate well from one language into another), 1540.

(translation by the author)

Étienne Dolet (1509-1546) was a French scholar, translator and printer 
from Lyons. The fame he garnered from his publishing activities and his 

translation of the Bible and other works into French brought him trouble 
with the authorities. He was arrested, convicted of heresy and burned in 

Place Maubert in 1546.
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HH fact as well as the apparent lack of further development at 
RoboHelp’s current home, I am inclined to accept Flare as 
basically the next-generation RoboHelp.

For anyone with business interests outside of the United 
States, RoboHelp presents serious limitations. It relies on 
ASCII resource fi les, which preclude any localization into 
non-ASCII languages, and it puts localizable text items in 
many different and hard-to-reach places. These limitations 
are somewhat surprising in today’s globally-minded world, 
especially since earlier versions of RoboHelp, namely X3, 
were more promising.

Nevertheless, even if the up-and-coming Flare is going to 
take a large market share away from RoboHelp, localizers will for 
years to come continue to be presented with the task of translat-
ing RoboHelp projects. In this article, I will try to summarize my 
experience with such tasks. This experience was often painful 
because some translatable text items are so well hidden that you 
may not be aware of them until your English RoboHelp project 
has been fully translated into Chinese and you suddenly stumble 
over English text strings in your supposedly fi nal proofi ng. 

The recipe for successful localization
Ingredients
RoboHelp. This is obvious to experienced localizers, but it is 

worth stating for newcomers. You cannot localize a RoboHelp 
project without having RoboHelp, ideally the same version 

that your clients have. Without RoboHelp 
you will miss some translatable text, and 
you won’t be able to compile the foreign 
language Help, an important quality assur-
ance (QA) step.

A translation tool that can handle tagged 
text. Again, this is obvious to experienced folks, 
but it must be emphasized for newcomers. Make 

Help systems are a good way of providing 
users of software, websites or manufactured 
products with structured additional informa-
tion. HTML help (chm) or webhelp are the most 
commonly chosen formats because the content 
is authored in HTML. HTML, an open format 
and for many authors a familiar one, can be 
worked on with familiar text or HTML editors. 
Furthermore, it is fairly easy to repurpose HTML 
source content and, for example, to create PDF 
manuals from it.

In my six-year practice as a localization specialist for 
a translation agency, virtually all HTML help systems I 
received for localization were authored in RoboHelp. This 
article aims to provide practical guidelines for localizers, so 
I will concentrate mainly on localizing RoboHelp projects. 
Many tricks and techniques mentioned here should be trans-
ferable to other authoring tools, but some are quite specifi c 
to RoboHelp. 

In spite of this focus on RoboHelp, this article should not 
be understood as an endorsement of RoboHelp as an authoring 
tool. The sole reason for this focus is the de facto status of 
RoboHelp as the big kid on the block among help authoring 
systems. According to my crystal ball, however, this is likely 
to change. Unless someone is going to 
put some serious development effort 
into RoboHelp — current version: X5 
— it will probably be replaced by Mad-
Cap Software’s Flare. As far as I know, 
the original creators of RoboHelp split 
off from eHelp/Macromedia/Adobe to 
start MadCap Software. Due to this 
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Localizing HTML Help
Philipp Strazny

Philipp Strazny is a 
localization specialist 
at The Geo Group and 
editor of The Encyclopedia 
of Linguistics (2004).
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sure your translators do not attempt to get by with just Microsoft 
Word. I think that most current translation tools will do, as long 
as they list HTML as an acceptable input format and allow you 
to perform some customization. Since I do not want to endorse a 
particular tool, I will state what needs to be done. How exactly this 
is done depends on the specifi c tool being used. 

A suitable image editor, usually of the Photoshop/Gimp variety.
The complete source directory as well as 

editable source fi les for all localizable images.
Basic Steps
Step 1. Source quality check
Step 2. Make copies of source directory
Step 3. Translate images
Step 4. Translate miscellaneous text items: 

browse sequences, chapter headings for printed 
documentation, window title

Step 5. Translate miscellaneous text fi les: 
table of contents, index, glossary

Step 6. Translate HTML source text
Step 7. Compile foreign language versions

Detailed steps in localizing 
RoboHelp projects
Step 1. Source quality check
RoboHelp translation projects are just like 

any other translation project, and the following 
formula holds:

garbage => garbage X number of languages
This means that you had better fi nd any 

errors in the source fi les or you’ll end up fi xing 
them multiple times. It is much preferable to 
do a thorough check fi rst. Your clients will be 
grateful if you can help pinpoint and fi x prob-
lems in their help fi les, too.

After you receive fi les from your client, you 
can quickly check whether you have received 
the correct set of fi les. Among a number of 
other fi les, a RoboHelp source directory will 
contain:

.htm fi les: the fi les holding the help content

.jpg, .gif and other image fi les, potentially in relevant 
subfolders: the images displayed in the help pages

.hhk: the index of the help system

.hhc: the table of contents of the help system

.glo: the glossary of the help system (optional)

.xpj: the project fi le, that is, the fi le that tells RoboHelp 
how all these pieces fi t together.

If the .xpj, .hhc and .hhk fi les are missing, your client likely 
sent you webhelp output fi les. You need to ask your client to 
zip the complete source directory, so you have everything you 
need to compile.

Assuming that the source fi le directory appears complete, you 
now need to open the project in RoboHelp. 
Double-click on the .xpj fi le, which opens the 
main RoboHelp window (Figure 1). 

By default, the Project tab is displayed 
in the left-hand pane. Here you can verify 
whether RoboHelp has found all required 
resources. Check the folders in the Project tab 
for any indications of missing fi les.

HTML Files (Topics): expand this folder 
by clicking on the plus symbol. The sub-
folders mirror the actual folder structure 
in your source directory. If a fi le is miss-
ing, RoboHelp will display it with a red X 
(Figure 2).

Here, the fi le “Basic Analysis Procedures” 
is missing. If you right-click on this fi le name 
and select Delete, you might see a warning 
like the one in Figure 3.

This tells you that other fi les within the 
project contain references (hyperlinks) to 
the fi le Basic_Analysis_Procedures.htm, so 
it is possible that it was deleted from the fi le 
system inadvertently.

Broken links: If a fi le is missing that is 
referenced from other fi les, RoboHelp will 
also report broken links (Figure 4).  

Images: If images are missing, they also 
appear crossed out. (Figure 5). You can dou-
ble-click on the image fi le name to see where 
in the project this image is being used.

In Figure 6, you can see that image1.gif is 
used in topic 4.15 CAD.

Tech

Left-hand tabs:  Project, 
TOC, Index, Glossary, Tools

Right-hand tabs:  WYSIWYG, 
TrueCode, Link View, Topics

Figure 1.

Figure 2.

Figure 3.

Figure 6.

Figure 4.

Figure 5.
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Similarly, you should check for missing Multimedia fi les, 
Stylesheets, Skins and Baggage Files.

If you fi nd evidence of missing fi les, the Help author would 
certainly like to know about this. Write up a short report 
and ask your client to fi x these issues and to resubmit a new 
source package. If your client tells you to go ahead with the 
translation anyway, make it clear that the same problems will 
carry over into the translated versions, and any fi xes later on 
will be more time consuming and costly.

Step 2. Make copies
Make a copy of the source directory for each target language. 

You will replace all English source fi les with translated versions. 
You also need to make an adjustment to the project settings, 
namely setting the target language.

The language drop-down list (Figure 7) tells you which 
languages RoboHelp supports. You’ll see that the list is fairly 
limited. There are several reasons for this. It is a simple pro-
gramming shortcoming that RoboHelp stores certain text 

items in ASCII fi les, 
so double-byte char-
acter sets are com-
pletely ruled out. 

On the other hand,
RoboHelp offers sev-
eral nifty aids to the 
help author that rely 
on language-specifi c 
predefi ned lists of 
words. You can see 
these when you click 
on the Advanced but-
ton in the Project 
Settings dialog (Fig-
ure 8). As a localizer, 
you typically do not 
need to touch these.

The LNG fi le con tains user interface commands used by 
RoboHelp. It is possible to customize this fi le, but I would 
recommend not do ing so. As stated in RoboHelp’s online help, 
“if RoboHHRE.LNG is already in your end user’s Windows 
directory, it will override the fi le in your Baggage Files folder.” 
Thus, your customization efforts may be thwarted by interfer-
ing fi les on the end user’s machine.

The other three word lists are used for search and indexing 
functions.

Step 3. Translate images
Images are handled just as in desktop publishing or website 

translation projects.
Use the thumbnail view in your Windows explorer to locate 

all images containing text in the RoboHelp source directory.
Help systems are usually about software, so there are 

likely to be screenshots. Try to convince your client to sup-
ply you with localized screenshots before you start translat-
ing. Having localized screenshots is the best way to ensure 
that the terminology of the help accurately matches that of 
the software.

Tech

Figure 7.

Figure 8.
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For other types of images such as 
buttons, diagrams and so on, try to get 
your hands on editable source fi les for 
Photoshop, Illustrator or similar pro-
grams. Otherwise, you’ll have to lay the 
translated text over the source text and/
or recreate the whole image — a time-
consuming and thus costly alternative.

Extract all translatable text from 
the images. Unfortunately, this usually 
means manually copying and pasting 
from the image editor into an RTF.

Translate the RTF.
Reimport (cut and paste) the text 

back into the image source fi le.
Save the image with the same 

width and height dimensions and 
fi lename.

Copy the translated image over 
the source image in the RoboHelp 
source directory.

Step 4. Translate miscellaneous 
text items 

There are a few text items that 
you will have to manually extract 

from the source project, 
and after translation, you’ll 
copy and paste them into 
the appropriate locations 
of the relevant project fi le 
for the given language.

Window title. In the 
Project tab in the left-hand 
pane (Figure 9), expand 
the Windows folder and 
double-click on all win-
dow names listed there. 
This opens the Window 
Properties dialog for the 
respective window.

Copy and paste the 
Window Caption text into 
a text fi le for translation. 
If “Button 1” or “Button 
2” is checked, click on 
Advanced Properties.

Copy the button labels 
into a text fi le for trans-
lation (Fig ure 10). These 
buttons are customizable 
additions to the standard 
help interface.

Chapter headings for 
printed documentation. It 
is possible that your cli-
ent asks you to generate 
RTF or PDF printed docu-
mentation alongside the 
webhelp or HTML help 
output. If this is the case, 

double-click on Printed Documen tation 
(Figure 11) under Single Source Layouts 
in the Project tab. 

Your client should already have set 
up the parameters for the generation 
of printed documentation. Ideally, you 
would also have received a PDF of the 
original printed documentation generated 
by your client, so you know exactly what 
the expectations are. Generally, you can 
just accept the settings and click Next 
until you reach the Printed Documenta-
tion Content page. Here, you can specify 

which topics should be included in the 
printed documentation. Again, this should 
be confi gured already. 

The table of contents (TOC) of the 
printed documentation generally follows 
the TOC of the HTML help, but watch out 
for additional chapter headings that can 
be inserted here. In this case, Introduc-
tion, QA and Measurement were added 
(Figure 12). These text items need to be 
copied and pasted into a separate text fi le 
for translation.

Browse sequence headings. “Browse 
sequences” are global navigational ele -
ments in compiled help. They are displayed 

at the top of the page and 
show the user where the cur-
rent page fi ts into the overall 
layout of the help (Figure 13).

The individual page titles 
of the browse sequences are 
pulled from the TOC, but as 
for printed documentation, it 
is possible to add additional 
“chapter” headings. Other-
wise, all pages would appear 
in one linear string. 
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Figure 9.

Figure 10.

Figure 11.

browse sequence TOC “chapters” of browse 
sequences

Figure 13.

Figure 12.
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These browse se quence headings are edited via Tools > 
Browse Sequence Editor (Figure 14).

Browse sequences headings are only editable through the Browse 
Sequence Editor interface, that is, for translation they need to be 
copied and pasted into a text fi le, and the translation needs to be 
copied and pasted back into the Browse Sequence Editor editor.

Note that RoboHelp displays browse sequence headings in 
alphabetical order. Your client is either happy with the alpha-
betical ordering of the source text or may have chosen headings 
that sort appropriately. Of course, the translated headings will 
likely appear in a different order, so you may have to prepend 
numbers to ensure the ordering preferred by the client. You may 
want to talk to your client about this in advance.

In the example here, the author of the English source text 
already ran into the same problem and solved it the same way, 
appending the numbers 1 through 5 to headings that would 
otherwise appear in a different order. Notice, however that 
“Instructions” and “Introduction” do not have numbers and 
may switch places after translation. This may or may not be a 
problem for the client, so you may have to discuss a strategy to 
guarantee a certain ordering.

Step 5. Translate miscellaneous text fi les 
RoboHelp stores certain textual information in special fi les. 

Due to their idiosyncratic format, you may have to prepare them 

individually for translation. Your translation tool may have direct 
support for such fi les, in which case you can skip this section. 
If you do need to prep these fi les for translation, the required 
steps depend on your choice of translation tool. I will, however, 
introduce the formats and discuss what needs to be done.

There are three fi les, all of which are located in the root 
folder of your RoboHelp directory. These can be localized 
directly, that is, without having to go through the RoboHelp 
interface. Remember that these fi les are ASCII fi les. Unicode 
characters won’t work.

.hhc — the table of contents. The .hhc fi le is basically an 
HTML fi le, that is, it uses HTML tags to structure its content, as 
in the following code. 

As with other tagged formats, you need to ensure that the 
overall format remains unchanged during translation, that is, 
the tags need to be protected. The only strings that need to be 
translated here are the value strings of param tags where the 
name attribute is set to “Name.” If your translation tool supports 
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Figure 14.

browse sequence 
headings
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conditional tags, you may be able to set up a fi lter that gives you 
direct access to these strings. 

If your translation tool doesn’t support conditional tags, 
such as older versions of TagEditor, you may have to change 
the tag structure.

Replace all param name=“Local with paramname=”Local and 
change all param name in the top text/site properties element 
to paramname. 

Translate only the value attribute of param tags.
Change all paramname back to param name. 
Copy the translated .hhc fi le over the original fi le and then 

open your RoboHelp project. Open the TOC tab in the left-hand 
pane and verify that the table of contents appears correctly.

.hhk — the index. The .hhk fi le has the same structure as the 
.hhc fi le, so the translation process is also the same. 

After translation, copy the translated .hhk fi le over the 
original fi le and then open the RoboHelp project. Open the 
Index tab in the left-hand pane and verify that the index 
appears correctly. If the project is set up with a binary index, 
RoboHelp automatically alphabetizes the index. Otherwise, 
right-click into the Index tab page and select Sort > Current 
level and below from the popup menu.  

.glo - the glossary. The .glo is a simple text fi le.
During translation, you need to watch out that you keep the 

line breaks and don’t insert any additional line breaks. Each glos-
sary item occurs on two lines. The fi rst line shows the glossary 
entry, introduced by NAME=, and the following line provides the 
explanation. You could set up a fi lter in your translation tool, or, 
if you work with a TRADOS-compatible Word plug-in, you can 
use this rather low-tech approach for translation:

Open the fi le in Word.
Do a search & replace for “NAME=” and replace it with 

“NAME=” with the style set to tw4winExternal. Your plug-in 
should then ignore the “NAME=” part altogether.

After translation, save the fi le as a plain text fi le with *.glo 
extension.

Copy the translated .glo fi le over the original fi le and then 
open your RoboHelp project. Open the Glossary tab in the 
left-hand pane and verify that the glossary appears correctly. 
RoboHelp will alphabetize it automatically.

Step 6. Translate HTML source text
Now you should enter familiar territory. Translating the 

*.htm source fi les of a RoboHelp project is just like translating 
a simple static website. All links within the project are rela-
tive, which means that you can open any of the .htm fi les in a 
browser and the links should work as long as you do not change 
the directory structure. Also, the root directory of the RoboHelp 
source package contains stylesheets (*.css) and javascript (*.js) 
fi les that are important for display and functionality. Last, all 
images are in their appropriate locations. 

When you send fi les to your translators, you should make 
sure that they receive all HTML fi les in their intact folder 
structure as well as stylesheets, javascript and images. This will 

provide them with the appropriate context when they view the 
individual pages in their browser for reference. This means that 
you should make a copy of the full source directory and then 
delete all fi les that are of a different fi letype — everything but 
*.htm., *.css, *.js, *.gif/jpg/bmp/png and so on.

Unfortunately, your clients, like most humans, are lousy 
housekeepers. When you asked them to just zip the RoboHelp 
source directory and send it to you, they probably did just that, 
that is, the source directory that you have in front of you may 
contain fi les that are not even being used. This can occur when 
fi les were externally created and never added to the current proj-
ect. You can use this simple trick to remove all unused .htm:

Open the Topics tab in the right-hand pane. 
Select all topics.
Right-click into the Topics tab and select Properties from the 

context menu.
Open the Status tab in the Topic Properties window, select a 

Status from the Status drop-down list, click Apply. Then select a 
different Status and click Apply again. This should ensure that 
every single topic fi le has been modifi ed. Note the current time.

Open your Windows explorer and browse to your source 
directory. 

Search for all .htm fi les that were modifi ed before the time 
you noted above. Delete these fi les and translate only the 
remaining ones.

Remember that I recommended that you send the .htm fi les 
to your translator in their intact folder structure. This is for the 
translator’s benefi t because all links will work, the styles will 
be applied as they should, and the images will be displayed. Yet 
you should insist that the translator send the translated fi les 
back to you in their intact folder structure as well. Also — very 
important — the translator should not change the fi le names. 
After going through your usual QA steps, you can then copy the 
directory with the translated fi les and copy it over your source 
directory. This way you just reopen the RoboHelp project and all 
your translated fi les are in place.

Step 7. Compile foreign language versions
If you’ve carefully performed all previous steps, compiling is a 

routine step. Simply click on File > Generate Primary Layout and 
click Finish in the appearing dialog, thereby accepting all settings.

A note on supported languages:
I mentioned fi le format limitations as well as language-spe-

cifi c features in RoboHelp. These are all good reasons to localize 
RoboHelp projects only into languages that are explicitly sup-
ported by RoboHelp. 

You can go into unsupported languages, but would have to do 
so without RoboHelp. Here I will mention just these possibilities:

You could port an X5 project down to X3 to be able to use, 
for example, the Asian versions of RoboHelp that were avail-
able for X3.

You could port an HTML help project to Microsoft’s HTML 
Help Workshop, but you would lose all of RoboHelp’s fancy 
features, such as index search, global search, browse sequences, 
conditional text and so on. And localizing HTML Help Work-
shop projects is quite painful because for many (double-byte) 
languages, the system default language needs to be changed for 
compilation, which means constant rebooting.

You could port the RoboHelp project to MadCap Software’s 
Flare, which claims to be able to seamlessly import them, but I 
have not had the chance to try it yet. 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 independent 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.

CEE (Central and Eastern Europe). Predominantly used 
to describe former Communist countries in Europe after 
the collapse of the Iron Curtain in 1990. Later, it became 
an abbreviation mostly — still being not precisely defined 
— referring to the European countries east of Germany and 
south to the Balkan states. In most cases it includes Poland, 
Czech Republic, Slovakia, Hungary, Romania, Bulgaria, and 
the Baltic states of Estonia, Latvia and Lithuania. It some-
times also includes Belarus, Ukraine, Moldova and Russia.

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.

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.

European Union (EU). An intergovernmental and supra-
national union of 25 democratic member states. The EU was 
established under that name in 1992 by the Treaty on Euro-
pean Union (the Maastricht Treaty).

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.

Information retrieval. The science of searching for infor-
mation in documents, searching for documents themselves, 
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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).
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searching for metadata which describe documents or search-
ing within databases, whether relational stand-alone data-
bases or hypertext networked databases such as the internet 
or intranets, for text, sound, images or data. 

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 language or 
culture so that it seems natural to that particular region. True 
localization considers language, culture, customs and the char-
acteristics of the target locale. It frequently involves changes 
to the software’s writing system and may change keyboard use 
and fonts as well as date, time and monetary formats. 

Machine translation (MT). A technology that trans-
lates text from one human language to another, using 
terminology glossaries and advanced grammatical, syntac-
tic and semantic analysis techniques.

Offshoring. The relocation of business processes to another 
country, especially a country overseas. This includes any busi-
ness process such as production, manufacturing or services.

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.

Outsourcing. The delegation of non-core operations or 
jobs from internal production within a business to an external 
entity such as a subcontractor that specializes in that opera-
tion. Outsourcing is a business decision that is often made to 
lower costs or focus on competencies. A related term, off-
shoring, means transferring work to another country, typically 
overseas. Offshoring is similar to outsourcing when compa-
nies hire overseas subcontractors, but differs when companies 
transfer work to the same company in another country. 

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. 

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.

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

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 re-used 
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). Spe-
cifically designed to support the localization of data and has 
features for updating strings, revision control, marking dif-
ferent phases of the localization process, word count calcu-
lations, the provision of alternative or suggested language 
translations, among others. XLIFF is an open standard.

XML (eXtensible Markup Language). A programming lan-
guage/specification. XML is a pared-down version of SGML, an 
international standard for the publication and delivery of elec-
tronic 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

European Commission Directorate-General for Translation (DGT), 
http://ec.europa.eu/dgs/translation

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). 
Additional resources 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

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 16 

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 See ad on page 32

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 15

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 lo-
calization processes. Idiom works with global organizations 
including Adobe, Autodesk, 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 consult-
ing 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 23

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 87

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 ads on pages 2, 84

LOCALIZATION SERVICES

Adams Globalization
Languages All major European and Asian languages Descrip-
tion For over 22 years, Adams Globalization has provided 
comprehensive turnkey solutions for globalization. We de-
liver software localization and testing, technical translation, 
web globalization and desktop publishing with superior 
quality, and we do it on time. Our team of experienced and 
efficient project managers, technically proficient native-
speaking linguists, technical experts and desktop publishers 
using the latest software tools and technology will work to 
expand your boundaries and offer you a world of 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
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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 40

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 translation/localization projects, regardless of text length 
or the software tools to be used. Fields of expertise are soft-
ware, 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 11

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  

EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek localizer, 
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 51 

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 are committed to high quality, on-time 
delivery and capacity management. We aim at being your 
strategic partner in Asian language localization. Please con-
tact 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@gvlocaliza
tion.com, Web: www.gvlocalization.com See ad on page 53

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 
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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
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?
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New markets for your
products and solutions

Janus Worldwide Inc.
Languages Russian, Ukrainian, CIS and Baltic languages 
Description Janus provides localization, translation and 
DTP services for Russian, Ukrainian, CIS and Baltic lan-
guages. Our deep expertise, flexibility, diversity and ex-
ceptional value of services are recognized by many 
industry-leading customers and partners worldwide. Our 
business services have ISO 9001:2000 quality 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 See ad on page 48

Jonckers Translation & Engineering s.a.
Languages All Description Jonckers is focused on delivering 
software, eLearning and multimedia localization services. We 
support the globalization strategies of industry leaders such 
as Adobe, Hewlett-Packard, IBM, Microsoft and SAP. Our 
service range covers the complete localization value chain, 
including linguistic, publishing, engineering and testing ser-
vices. With headquarters in Brussels, Jonckers has local offices 
in the United Kingdom, the Czech Republic, Japan, South 
Korea, Taiwan and the People’s Republic of China. Jonckers 
is a founding member of LCJ EEIG and a Microsoft Premier 
Vendor. To learn more, please visit www.jonckers.com 
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 13 

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 12

Lionbridge Software and Content Localization
Languages All Description  Lionbridge provides globaliza-
tion and offshoring services that enable clients to develop,
localize, test and maintain their enterprise content and tech-
nology 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 66

Loquant Localization Services
Languages English, Brazilian Portuguese Description Lo-
quant bases its operations on the experience of its founders 
and collaborators, professionals who closely follow the ongo-
ing evolution of technology and the latest processes in inter-
nationalization and localization of information. Adhering to 
rigorous processes that were developed by the software local-
ization 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 man-
agers, native translators, engineers and desktop publishers to 
guarantee a quality control recognized 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

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 52

PTIGlobal
Languages All commercial languages for Europe, Asia 
and the Americas Description PTIGlobal is committed 
to developing ongoing, long-term partnerships with its 
clients. This means a dedication to personal service, re-
sponsiveness, high-quality output, and sensitivity to cli-
ents’ cost goals and timelines. Backed by over 25 years of 
experience in technical translation, PTIGlobal provides 
turnkey localization services in 27 languages simultane-
ously for software, web applications, embedded devices, 
wireless applications and gaming technology. Projects are 
customized to fit client needs and feature our expertise 
in end-to-end project management; internationalization
consultation; glossary development; native-language 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: sales@ptiglobal.com, Web: 
www.ptiglobal.com
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Sajan
Languages All Description Sajan provides language trans-
lation services and technology to companies doing busi-
ness around the world. We offer globalization solutions 
that fuse leading-edge technology with personalized cus-
tomer service and ISO quality controls. Sajan’s GCMS 
(global communication 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 con-
tinually 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 54

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
ads on pages 62-63, 88

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 11

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 See ad on 
page 61

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 translation, web and 
software localization service into more than 50 languages at 
lower prices than our major competitors. Our English-speak-
ing project managers, specialist translators, linguistic control-
lers and engineers are all connected via Tek’s exclusive Project 
Web, which provides clients with their latest information on-
line, 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 54 

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, linguis-
tic 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 De-
scription 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, ef-
ficiency and professionalism in serving its global client base. 
Transco offers a complete range of localization solutions for 
Asian languages. Relationship management is our philoso-
phy of doing business. We are focused on our customers 
and partners, and make a longterm commitment toward 
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maintaining these relationships 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 35

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 40

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 18

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 58

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 30

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 31

Visual Localize
Windows 98, NT, 2000, XP
Languages All, including Eastern European, Asian and bi-
directional languages using Unicode support Description
Visual Localize is a leading application that fully supports 
the software localization process of Microsoft Windows 
applications (including .NET applications), databases and 
XML files. It dramatically reduces cost, effort and complexity
of software localization. With its MS Explorer “look and feel,” 

it is user friendly and intuitive to use. After a very short in-
troduction 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

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 23

PASSOLO
Version 6.0 for Windows NT, Windows 2000 and Windows XP
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, HTML, text files and databases. The integra-
tion of translation memory systems (for example, SDL 
TRADOS), terminology databases, spell checkers and WYSI-
WYG editors guarantees high-quality and short turn-around 
cycles. PASSOLO offers fuzzy-matching, pseudo-translation, 
numerous check functions, statistical reports, and experts for 
project setup, alignment and update processes. The optional 
Layout Engine can automatically re-size Windows dialogs 
and so reduces engineering costs. Automation and integra-
tion technologies provide users the means to adapt quickly to 
special requirements and non-standard 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@commonsenseadvisory 
.com, Web: www.commonsenseadvisory.com See ad on page 48
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TM BROKERS

The Translation Memory Brokers
Languages All Description Central to most translation pro-
cesses today is the database that contains previously translated 
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 attractive 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 licensing to other 
parties. As TM brokers, TM Marketplace connects corporate 
owners of translation assets with parties who want to license 
and benefit from those linguistic resources.
TM Marketplace LLC 319 North 1st Avenue, Sandpoint, ID 83864,
208-265-9465, 888-533-7886, Fax: 208-263-6310, E-mail: info@tm 
marketplace.com, Web: www.tmmarketplace.com See ad on page 57

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 9

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 industry. We specialize in technical translations, 
from a few words on a label to complex million-word proj-
ects 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 lo-
calization 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 51

Beijing E-C Translation Ltd.
Languages Asian Description Beijing E-C Translation Ltd.,
one of the largest localization and translation companies in 
China, focuses mainly on software and website localization; 
technical, financial, medical, patent and marketing transla-
tions; 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 han-
dle English/German into and from Simplified Chinese/Tra-
ditional 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 spe-
cific markets and cultures; and prepare an end product in 
DTP or printed format in accordance with the demands of 
each project. Specialized fields include software localiza-
tion; engineering and technology; life sciences; and insti-
tutional-corporate sector. Three elements of fundamental 
importance are developed and combined at Celer Solucio-
nes: translation — good translation practice; technology 
— use of suitable computer-assisted translation, file-han-
dling and management tools; quality — quality in our cli-
ent 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 41

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

EuroGreek Translations Limited
Languages Greek Description EuroGreek Translations Limited 
is Europe’s number one Greek production house, specializing in 
technical and medical translations from English into Greek and 
Greek into English. EuroGreek’s aim is to provide high-quality, 
turnkey solutions, encompassing a whole range of client needs, 
from plain translation to desktop/web publishing to localiza-
tion development and testing. Over the years, EuroGreek’s 
services have been extended to cover most subject areas, includ-
ing 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 51

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 73

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 
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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 1411 Waverley Oaks Road, Suite 
315, Waltham, MA 02452, 866-398-7267, 617-926-2791, Fax: 617-
926-2792, E-mail: getinfo@fxtrans.com, Web: www.fxtrans.com See 
ad on page 41 

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 include 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 46

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 51

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 14

Medical Translations Only
Languages All European languages and Japanese Description
MediLingua is one of the few medical translation special-
ists in Europe. We only do medical. We provide all European 

languages (31 today and counting) and Japanese as well as 
translation-related services to manufacturers of medical de-
vices, instruments, in vitro diagnostics and software; pharma-
ceutical and biotechnology companies; medical publishers; 
national and international medical organizations; and other 
customers in the medical sector. Projects include the translation 
of documentation 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 53

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 71
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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 18, 53

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 mar-
ket, creating a network of outlets in 51 European cities, and is 

continuing to expand. With a staff of professional translators 
and experienced project managers, software engineers and pro-
grammers, Skrivanek is able to provide translation and localiza-
tion 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 17

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 20

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
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across Systems GmbH
Im Stoeckmaedle 18, D-76307 Karlsbad, Germany, www.across.net

Software for Corporate Translation Management.
Software with the Power of Nero.

Language Technologies Sales Professional
across Systems GmbH is a spin-off of Nero AG, makers of the world’s leading digital media software. across
is the all-in-one solution providing smooth processes between translators and project managers, industry
clients and language service providers. Translation memory, terminology system, editor, project control,
workflow management, quality assurance – all are integrated in a unified workspace. Open interfaces allow
for customer-specific system integration and seamless integration of third-party systems.
Following the successful introduction in the European market, we are now rolling out across to the US
markets.
To establish a presence in the US and market the product through proper channels, we are looking for an
experienced Sales Professional. Position is responsible for the entire rollout of across in the United States.
Your activities include establishing contacts including telemarketing and targeting of prospective customers,
supporting partners, conducting presentations, exhibiting at trade fairs, maintaining client relations and
support, and the monitoring of sales results.
Become actively involved in developing new markets and directly participate in your own success!
Please send your resume to Mr Niko Henschen.
For any initial inquiries, please send email to: application@across.net.

Translator Wanted
SunFlare, the largest translation firm in Japan with a 34-year history, is 
recruiting quality freelance translators.

<Job details>
Translation in the fields of IT/semiconductor, telecommunications, 
electricity/electronics, mechanics, chemistry, medical/pharmaceutical science, 
biology, construction/civil engineering, contracts, accounting, finance, or 
politics and economics.

<Languages>
From Japanese to English, Japanese or English into German, French, Italian, 
Russian, Spanish, Portuguese, Dutch, Polish, Greek, Norwegian, Bulgarian, 
Czech, Swedish, Danish, Finnish, Hungarian, Croatian and Romanian.

<Application>
Apply on-line at: www.sunflare.com

CAREER OPPORTUNITIES
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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 translation
— target language page reconstructed with hyperlinks/images/
applets/objects/embedded scripts. MT API: For MT system in-
tegration (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 
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 21

Recycling past translations reaches new heights
Windows
Languages All Unicode languages Description MultiCor-
pora is the provider of MultiTrans 4, the latest of the next-
generation 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 con-
text for translators 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  See ad on 
page 56

SDL Desktop Products
Multiple Platforms
Languages All Description SDL Desktop Technology, a divi-
sion of SDL International, is the world’s largest provider of 
technology solutions for global information management 
(GIM), which benefit corporations and institutions, language 
service providers and freelance translators worldwide. With 
the acquisition of TRADOS, SDL now has over 100,000 soft-
ware licenses deployed across the localization supply chain 
and has demonstrated proven ROI in over 100 enterprise 
solution installations. SDL continues to deliver innovative 
software products that automate GIM processes and maxi-
mize language translation productivity. The simultaneous 
service release of both SDL TRADOS 7.1 and SDLX 2005 SP1 
represents the first interoperability 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 ads on pages 62-63, 88

SYSTRAN 
Multiple Platforms
Languages 40 language combinations Description SYSTRAN
is the market leading provider of language translation software
products and for the desktop, enterprise and internet that fa-
cilitate communication in 40 language combinations 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 SYS-
TRAN products and solutions enhances multilingual commu-
nication and increases user productivity and time-savings for 
B2E, B2B and B2C markets as they deliver real-time language 
solutions for search, content management, online customer 
support, intra-company communications, 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 61

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 51
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By using the now-so-common TM technology, we have almost 
accidentally created a whole new entity in our supply chains: 
data that could indeed become — I’m almost embarrassed to say 
it — a commodity!

You probably noted the conditional could in the previous sen-
tence. Whether it is the fear of commoditization or a simple fear of 
change, we seem to be intent on keeping the TM data to ourselves.

And yet, there are plenty of scenarios for using our data. 
The most promising branch of machine translation (MT) 

technology today is statistical-based MT, a technology that allows 
the translation engine to “learn” languages by processing very, 
very large amounts of bilingual data (that is, TMs). 

It has long been recognized that a true breakthrough with 
TM technology can only be achieved if the authoring process itself 
is database-dependent as well, assuring not only greater consis-
tency but, more important in our context, the tailoring of the 
source to a very high percentage of matches in the translation. The 
technology to achieve this is available (such as Sajan’s Authoring 
Coach TMX or SDL’s AuthorAssistant), and the data is already sit-
ting in TMs, but it is unused beyond its original owner.

Terminology research is one of the more time-intensive and 
cost-intensive aspects of the translation/localization process, and 
translated terminology is re-invented in all its possible variations 
over and over, despite the fact that the source terminology is 
often identical. Again, technology for “harvesting terminology” 
out of TMs is available, and the data could be as well.

And clearly the most obvious way to use TMs is to use them 
as they were intended: repositories of data that can be leveraged 
in perfect and fuzzy matches in any number of ways.

Services should not be commoditized, and the language industry 
as a whole needs to focus on high-level quality services if it wants 
to gain its long-deserved recognition as an industry. But to be 
recognized as an equal partner by other industries, we must act on 
opportunities if we see them. Acknowledging that TM data should 
be a commodity is one opportunity that cannot be ignored.  M

II’m not sure that the language industry 
is particularly homogeneous, but there are 

certain concepts that most of us agree upon so 
unanimously that we don’t even think twice about 
them. The concept of “language as a commodity” 
is a great example. 

A few minutes of Google searching turn up representatives of 
independent industry analysts, tool vendors, CEOs of large multi-
language vendors and freelance translators united in saying that 
“commodity” and “translation” should have nothing in common 
and, in fact, that “the [present] image of translation is not positive, 
it is viewed as a commodity” (see Fernand Boucau of the Belgian 
Quality Translation Association in www .euatc.org/conferences/pdfs/
boucau.pdf). Numerous well-known language vendors announce 
prominently on their websites that they offer “services” rather than 
“commodities” (implying, of course, that their competition does the 
exact opposite), and they are supported by a Forrester Report of 
2000 (The Multilingual Site Blueprint by Eric Schmitt) that urges 
translation buyers to “rethink translation service requests for pro-
posals” because “translation services are not a commodity.”

So, the concept of translation as a commodity is so strongly 
despised because a) translation is not a ready-made product but 
a service and b) there is a great variation in price and quality of 
translation throughout the language supply chain. The emphasis 
is therefore on the quality and price of the service provider or the 
service itself and the quality and price of the fi nished product.

Brazilian translator Danilo Nogueira defi nes this more clearly: 
“Translation is a service business, not an industry or commerce. 
The basic difference between industry, commerce and services 
lies in inventories. Industrial establishments keep at least two 
kinds of inventory: raw materials and fi nished goods. Commercial 
establishments keep only fi nished goods inventories. Service es-
tablishments, however, keep no inventories” (see http://accurapid 
.com/journal/06xlat1.htm).

This article was published in 1998. Knowing that Nogueira is 
a passionate user of translation technology, I wonder whether 
he would still stand by this eight years later. The fact is that 
the “by-product” of databases of previously translated text 
(translation memories or TMs) is exactly what he describes: an 
inventory of raw materials and — in the ideal case — fi nished 
goods, that is, translated projects. 

Jost Zetzsche is a translator, co-founder of International 
Writers’ Group, author of The Translator’s Toolbox, publisher of 
the Toolbox newsletter, and founder of TM Marketplace.

Takeaway is an opportunity to comment on language-industry issues. 
Contributions are welcome. Send them to editor@multilingual.com

Jost Zetzsche

| MultiLingual  September 2006 editor@multilingual.com86
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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

Successful businesses are increasingly integrating electronics and software into their
products as well as increasing product diversity in response to the growing demand for
customized products and the pressure to reduce time to market.

Conventionally produced technical documentation can no longer keep pace with the
complexity of the new generation of products. Only by constant development and
ongoing innovation in the field of technical communication and information
management can customers, partners and suppliers around the world be provided with
the latest information in all languages and media.

To overcome these challenges, STAR looks at problems from a different perspective to
gain new understanding of the requirements. We develop concepts and methods, tools
and solutions that ensure you will have open, future-proof information structures that
can reveal new perspectives and possibilities for the communication of your product
information.

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

Different Perspective – New Insights
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