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expense. Training, support and maintenance are also all included!
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Independence.

Across Americas +1 877 922 7677
Across Europe +49 7248 925 425
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www.transline.net www.jaba-translations.com 

www.argotrans.com www.soget.com

... and many more!

powered by

For proper Return On Investment unchain your multilingual documents from proprietary techno-
logy. Stay free and opt for maximum fl exiblity, smooth processes and open interfaces.
Opt for Language Service Providers relying on the No. 1 independent technology for the 
linguistic supply chain.

R.O.I.
Rely On Independence

powered by

www.hermestrans.comwww.science.co.jp

www.skrivanek.comwww.itl.eu www.intertext.es
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T
The fi rst computer I used — OK, played with — was a 60-pound Tandy TRS-80 

displaying green type on a black screen. It had about 100 KB of RAM, ran TRS-DOS 
and featured a game called Pirate in which I “died” — over and over again — without 
getting out of the fi rst “room.” I knew only one command by heart, control/alt/
delete, which gave the machine a frontal lobotomy if — when — it crashed. 

In spite of a rough start, I appreciate computers very much today. They are dandy 
tools. And as such — though they may never be as precise as a well-programmed human 
— properly trained computers using tools themselves have become better and better at 
making the leap from one language to another. Regardless of the argument of which 
is better, it has become apparent that machine translation (MT) is an invaluable aid to 
human translation, and the best working model might be a combination of the two. 

To that end, MultiLingual takes a look at a new interface between translators and 
tools in a review of TranslatorsTraining.com by Ignacio Garcia and Vivian Stevenson. 
Then we feature the ideas of nine industry experts on MT — beginning with Jaap van 
der Meer discussing the evolution of MT and proceeding through varying aspects of 
use, methods and value with Vadim Berman, Hugh Lawson-Tancred, Lou Cremers, 
Kerstin Berns, Laura Ramírez, Dion Wiggins and Philipp Koehn and on to Rafael 
Guzmán’s treatise on advanced automatic MT post-editing. 

You’d think that might fi ll the whole issue, but wait, there’s more. The recent 
SDL-Idiom deal sparked some major concerns in the industry, and Bob Donaldson’s 
letter to Mark Lancaster and Mike Iacobucci expresses his in Takeaway.  

Our new assistant editor Katie Botkin reports on the fi rst Translation World 
conference, which went off well in wintry Montreal, though getting there was a 
challenge; and Translation World presenter Lola Bendana and colleague Effrossyni 
Fragkou discuss the role of community interpreting in bilingual Canada.

Miami-based translator Kirk Anderson peers at the image of his profession as 
presented in modern fi lm, literature and television. On a more ancient note, Bushra 
Zawaydeh gives a basic primer on Arabic script, including its history, calligraphy 
and the differences and similarities between Arabic and Persian, Urdu and Pashto, 
all of which have adopted the script to express their languages. 

The realities of fi nding one’s way around via GPS navigation systems is the 
subject of Tom Edwards’ “Off the Map.” John Freivalds fi nds a couple of “World 
Savvy” companies in Minnesota: the fabled Mayo Clinic and industrial giant 3M. 
Adam Asnes looks at lessons learned while watching some of the localization 
mighty fall from “The Business Side,” and Gary Muddyman continues the story of 
the redesign his localization company has undertaken to localize its own website. 

As if that’s not enough, we have stuffed a Getting Started Guide — dedicated to 
the basics of “going global” — into this issue. 

In our little corner of the globe, I now have 10,000 times more RAM in my work 
machine than in that TRS-80, and it’s a lot easier to haul around a laptop than a 60-
pound Tandy. We who use software daily know that tools — translation or otherwise 
— are no longer confi ned to things we can hold in one hand or the other.  

Some things, though, never change, and that is why computers have never evolved 
for me into a toy. I still “die” before I get out of the fi rst “room.” 

Tools vs. toys — 
the tools have it

Sandy Compton  Post Editing

www.multilingual.com April/May 2008 MultiLingual | 7
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The 2008 Resource Directory and Editorial Index 
2007 from MultiLingual is available to download for 
free at www.multilingual.com/resourceDirectory
This 84-page must-have resource includes a 
comprehensive index of the eight 2007 issues 
of MultiLingual and four Getting Started Guides; 
listings for over 700 companies in the localization 
industry; and illuminating editorial from regular 
MultiLingual contributors. 
Download yours today! 

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.

MANAGE your print or digital subscription at 
www.multilingual.com/subscriptionInformation

FIND a technology or service by searching our database 
of more than 1,700 industry resources at  
www.multilingual.com/industryResources

CHECK OUT current thoughts from the MultiLingual editorial board at 
www.multilingualblog.com

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

The new Resource Directory and Index is online now

Blogos, the blog from MultiLingual, offers our take on divergent topics 
such as the Basque language craigslist, Google machine translation, the 
German version of Facebook, the First Localization UnConference, Plaxo 
globalization, Paypal and international sales, 2008 as the Año Internacional 
de los Idiomas and why there is no Starbucks in Italy.
Blogos isn’t the usual news. With writers headed up by Ultan Ó Broin, 
the Blogos’ take on current language news brings smiles, creases 
foreheads and raises eyebrows.
Make your thoughts known at Blogos. Join in. Make your voice heard. 
If an entry begs a response or if you want to have your say about a topic, 
you’re welcome to post your comments.

www.multilingualblog.com

Language  |  Technology  |  Business
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The growing relevance of geoculturalization
Internationalization:  predictions for growth 
Collaborative translation 
Trends in technical communicationCO

M
M

EN
T

4513 Vernon Boulevard, Suite 11
Madison,WI 53705 USA

Phone 608.233.1790 
Fax 608.441.6124

www.localizationinstitute.com
info@localizationinstitute.com 

The

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

4 - 7 May, 2008 
Lake Tahoe, California

Granlibakken Conference Center

Localization 
Management 
Roundtable
Conference Fee: $1275

Agenda

Translation Management Systems

Industry Trends

Language Kits

Translation Communities 
and Crowdsourcing

Key Performance Indicators

Strategic Positioning of 
Localization in the Larger Organization

+ two open sessions
*Agenda topics subject to 

change without notice.

| MultiLingual  April/May 2008   editor@multilingual.com

on the web at www.multilingual.com

Keep in the know with Blogos
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Announcements

TAUS establishes platform 
for sharing language data

The Translation Automation User Society 
(TAUS) will establish an association for the 
global sharing of translation memories (TMs) 
and terminology across many different lan-
guages. The association will be incorporated 
in June 2008 in The Netherlands. This deci-
sion was made at a TAUS Summit in Boston, 
Massachusetts, on March 21, 2008. The asso-
ciation welcomes owners of TMs as well as 
translation services and technology providers 
to join as members.

The language data sharing association will 
be established as a new legal entity along-
side the current TAUS organization. Several 
ideas are circulating for a name for this 
new member-driven industry platform — a 
distinctive name that should tie it to its TAUS 
community meeting origins.
Translation Automation User SocietyTranslation Automation User Society 
info@translationautomation.com
www.translationautomation.com

CM Pros new board of directors
On January 30, 2008, the Content Manage-

ment Professionals (CM Pros) election over-
sight committee announced the 2008-2009 
CM Pros board of directors. The new directors 
are Joerg Dennis Krueger of Cara Europe Ltd, 
Tony Pietrocola of Tenth Floor Interactive, 
Paul Trotter of Author-it, Andrew Wilcox of 
Everage Consulting, and Barry Schaeffer of 
X.Systems, Inc. 

The new directors were nominated and 
elected by members in an open process. Four 
of the nominees replace two outgoing board 
members, Mary Laplante and Emma Hamer, 
whose terms expired in March 2008, while 
directors Linda Burman and Travis Wissnik 
remain on the board until January 2009. The 
fi fth nominee, Barry Schaeffer, joined the 
board in late 2007, fi lling the remainder of 
resigning director Joan Lasselle’s term.
Content Management Professionals, Inc.Content Management Professionals, Inc. 
www.cmpros.org

All Tasks updates website 
and resumes newsletter

All Tasks Technical Translation, a pro-
vider of technical translation, software 
and website localization, as well as tran-
scription, subtitling and dubbing services, 
has updated its website and has resumed 
publication of its newsletter Traduzir em 
Notícias as of March 2008.
All Tasks Technical TranslationAll Tasks Technical Translation 
alltasks@alltasks.com.br, www.alltasks.com.br

Iverson ISO registration 
inspires brand campaign and quiz

Iverson Language Associates, Inc., a lan-
guage services company, has been registered 
as ISO 9001:2000 compliant by NSF Interna-
tional Strategic Registrations. To celebrate its 
registration, Iverson has launched a branding 
campaign under the theme “Your World. Goof 
Proofed.” Business leaders, marketers and 
others involved in international communica-
tions can test their marketing savvy against 
classic translation goofs with a fun-fi lled and 
fact-fi lled quiz (www.goofproofquiz.com).
Iverson Language Associates, Inc.Iverson Language Associates, Inc. 
steve@iversonlang.com, www.iversonlang.com

Linux Doppix 2008.0 Edu
The fi rst stage of the development of a 

national operating system in Uzbekistan on 
the basis of Linux is complete (www.doppix 
.uz). The project was initiated by the Uzbek 
agency on information and communication 
and the Center for Training and Supporting 
Young Programmers (CTSYP). The main goal 
of the CTSYP is to develop an operating sys-
tem for educational institutions. Linux Dop-
pix 2008.0 Edu supports three languages: 
Uzbek (Cyrillic/Latin), Russian and English.
CTSYPCTSYP linuxlab@cppmp.uz, www.cppmp.uz

McElroy Translation turns 40
McElroy Translation Company, a full-ser-

vice language services provider, has begun 
a year-long celebration of its 40 years in 
existence. The celebration includes incen-
tives for existing and new customers, local 
philanthropic projects in Austin, Texas, and 
promotions at industry events.
McElroy Translation CompanyMcElroy Translation Company
sales@mcelroytranslation.com
www.mcelroytranslation.com

PROMT beta online service
PROMT, a developer of machine 

translation products and services, has 
announced that its new complimen-
tary online translation service is now 
available in beta (http://beta.online-
translator.com). The service supports 
24 translation directions for English, Russian, 
Spanish, French, German, Portuguese and 
Italian. Individuals and businesses interested 
in online translation services are encouraged 
to test the new service and provide feedback 
before the fi nal release.
PROMTPROMT info@e-promt.com, www.e-promt.com 

SDL Passolo celebrates ten years
SDL, a provider of global information 

management solutions, and PASS Engineer-
ing GmbH, recently integrated with SDL, 
are celebrating ten years of Passolo visual 
software localization technology. Various 
events and promotions are planned to cel-
ebrate 2008 as the Year of SDL Passolo, such 
as an upgrade for all the PASSOLO users still 
working with PASSOLO 1 and 2.
SDLSDL nbogle@sdl.com, www.sdl.com
PASS Engineering GmbHPASS Engineering GmbH 
info@passolo.com, www.passolo.com
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   IMTT Vendor Management Seminar

Playa del Carmen on Mexico’s Mayan Riviera was the location for the vendor manage-
ment seminar — organized to perfection by Maria Cecilia Maldonado and Cecilia Iros of the 
IMTT and sponsored by Common Sense Advisory — held on February 21-22, 2008. 

Skeptics could be forgiven for thinking that with a location like Playa Del Carmen, just 
south of Cancun, the seminar was long on surf and short on content. In fact, it wasn’t all 
sea, sand and sun, though all three were very welcome. In fact, the exotic locale was per-
fect, not only for providing a break from winter for those of us in the northern hemisphere, 
but also because it allowed us to concentrate fully on the presentations and the discussions 
that followed them. 

Industry players such as Olga Blasco of Welocalize, Suzanne de Santamarina of Omni 
Technologies and Renato Beninatto of Common Sense Advisory illuminated various vendor 
management issues, including vendor manager challenges, quality metrics, and collaborative 
translations as an alternative to the translate-edit-proof model. 

But perhaps the most fruitful part of the seminar was the opportunity to exchange best 
practices with localization companies from around the globe. 

— Lori Thicke

08-17 News #95.indd 908-17 News #95.indd   9 4/10/08 10:47:14 AM4/10/08   10:47:14 AM

http://beta.online-translator.com
http://beta.online-translator.com
http://www.doppix.uz
http://www.doppix.uz
http://www.goofproofquiz.com
http://www.multilingual.com
http://www.alltasks.com.br
mailto:alltasks@alltasks.com.br
http://www.passolo.com
mailto:info@passolo.com
http://www.sdl.com
mailto:nbogle@sdl.com
http://www.mcelroytranslation.com
mailto:sales@mcelroytranslation.com
http://www.e-promt.com
mailto:info@e-promt.com
http://www.cppmp.uz
mailto:linuxlab@cppmp.uz
http://www.cmpros.org
http://www.iversonlang.com
mailto:steve@iversonlang.com
http://www.translationautomation.com
mailto:info@translationautomation.com


10  

Content seems to have hit a tipping 
point of late. Thanks to the years of 
trench-level efforts of many long-timers 
in the content business — the Rockleys, 
Boikos, and Gilbanes, among many other 
veterans — it has really been only recently 
that content as a thing to be managed, a 
business asset, has hit the corporate radar.

Suddenly, content management (CM) 
is everywhere, not just being wagged by 
the translation tail, but because it is being 
recognized as a bona fi de area with real 
implications for budget, brand and liabil-
ity. New blogs (www.thecontentwrangler 
.com), organizations (CM Pros), and a 
plethora of platforms are all emerging to 
serve and capitalize on the CM’s coming-
of-age quinceañera.

Documentum fi rst raised money in 
1993, though Arbortext was founded in 
1982. This brings us to this über-hip time, 
2008, in which so much in the fi eld of CM 
is converging: hence, the title and theme 
of a specialized conference held on March 
12-14, 2008, in equally hip Vancouver, BC 
— Content Convergence and Integration.

If CM is becoming institutionalized, 
mainstream and routine, content conver-
gence — the coming together of systems, 
processes, practices and technologies to 
support the user experience from back-
end to front — is the new black. It’s sexy, 
strategic and sorely needed (and why SDL 
bought Idiom, of course).

The conference was put on by Canadian 
content guru Rahel Anne Bailie and 
change management expert Emma Hamer, 
and was conceived as a forum to bring 
together and “cross-pollinate” ideas from 
the various content functional areas — the 
“alphabet folks” such as XML, DITA and 
XLIFF, as well as the front-enders such 
as marketing people, brand experts and 

don’t-count-em-out-yet technical writ-
ers. A management track completed the 
program, ensuring that the all-important 
strategic perspective was present.

More than simply a tools conference, 
the three days were divided into day 
one — content, day two — technology, 
and day three — relationships. This gave 
an organic quality to the conference 
that brought both order and a sense of 
progression to the three-day learning 
experience. A unique tourism track 
wove together a number of threads 
— technology, user experience, industry 
trends — with the content-rich Vancouver 
2010 Olympics and the complex content 
initiatives associated with managing the 
upcoming Games and their associated 
information.

Content: Opening the conference was 
Joe Gollner, whose deep understanding 
of the nature of content and its critical 
connection to business goals and customer 
relationships framed the notion of “content 
convergence” for the entire conference.

Other sessions focused on user-generated 
content, making content more portable, and 
a number of sessions building on Web 2.0 
and making content more relevant to users.

Technology: The Technology keynote was 
delivered by Salim Ismail, who until recently 
was head of Yahoo!’s idea incubator, Brick-
house. Ismail walked the audience through 
the Web 2.0 concept, as well as a host of 
trends, new technologies, and start-ups, 
each representing a piece of the content 
convergence mosaic. He also offered an 
interactive session where the slides were 
created collaboratively during the presenta-
tion from user-generated content and then 
posted — that’s walking the talk.

Ann Rockley and Bob Boiko, who are 
CM bookends in terms of their expertise 

and reputation, both drew sizeable crowds 
for their workshops. Rockley talked about 
the critical decisions around choosing 
the right CM system, and Boiko did a 
workshop on fi guring out an information 
strategy for an organization.

The aptly-named Michael Priestley, il
divo of DITA, presented on taking content 
to the next level of collaboration and 
integration. As the lead DITA architect 
for IBM and co-editor of the OASIS DITA 
1.0 and 1.1 specs, when Priestley speaks, 
people rightly listen.

Relationships: The fi nal day of the 
conference started off with a plenary 
presentation by Canadian imagineer 
Michael Fergusson, who spoke on culture, 
copyright and brand in the Web 2.0 era. 
His visually dynamic presentation affi rmed 
that “culture isn’t something we consume; 
it’s something we do.”

Other presentations on localization, 
personalization, “authentic” content-
driven relationships, and other rich 
content experiences were offered, as well 
as a compelling panel discussion on how 
rapid technology changes are affecting 
our relationships.

Darren Barefoot, tech writer turned 
marketer, showed his deep understanding 
of content in its many forms in a presen-
tation on how content producers need 
to evolve their content paradigm to keep 
up with both the technology and users of 
content to further the goals of their orga-
nizations. He asks a real-world question: 
What do you do when your users start 
making their own documentation and 
when theirs starts beating yours in Google 
search results? Such basic examination is 
what the conference was all about.

The conference venue and food are 
usually only discussed if they’re bad. In this 
case, the Sheraton Wall Centre provided 
a sleek backdrop to the forward-looking 
conference, and the food was nothing 
short of inspired. When was the last 
conference you attended that included 
a hot breakfast, health-conscious menu, 
carefully-positioned carbs throughout the 
day to avoid those sleepy sugar lows, and 
fresh, local fare to remind you that you’re 
in British Columbia, not the usual insipid 
hotel Everymenu?

Indeed, cci2008 (http://convergence 
.confabb.com) was an inspired and inspir-
ing exchange of ideas, vision and brass 
tacks. For those who play and work in the 
intersection of content and the technolo-
gies that manage and deliver it, organizers 
are contemplating the possibility of a 
sequel in 2009.

— Jim Romano

News
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Come together, write now: Content Convergence and Integration (cci2008)

4th Annual TEXT ANALYTICS SUMMIT
June 16-17, 2008, Hilton Boston Back Bay

Critical success factors to unleash the huge potential of unstructured data
Sentiment Extraction • Natural Language Processing • Predictive Analytics • Data Mining • EntExtraction 

In an age of unstructured data overload, the 4th annual Text Analytics Summit is literally the key to future of your business. 

Text Analytics explodes!
Over the past year the text analytics industry has witnessed a significant uptake with new projects coming 
online every day with an estimated worldwide market value of $2 billion! (Source: Alta Plana)

Back for our fourth year, Text Analytics News is proud to present the only recognized annual meeting place 
focused entirely on text analytics applications, solutions, support and guidance — 4th annual Text Analytics 
Summit (June 16-17, 2008, Boston).

For more information, visit www.textanalyticsnews.com
or contact 
Joshua Bull
josh@textanalyticsnews.com
+44 (0)20 7375 7227

TEXTANALYTICS
NEWS.COM
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Business

Translations.com buys Alchemy
Translations.com, a provider of technol-

ogy-enabled language solutions, has pur-
chased Alchemy Software Development Ltd. 
Alchemy will be run as a division of Transla-
tions.com and will continue to be led by its 
current president and CEO, Tony O’Dowd. 
O’Dowd cofounded Alchemy with director 
of engineering, Enda McDonnell, who will 
also continue in his current capacity. Both 
O’Dowd and McDonnell will join Transla-
tions.com’s senior management team. There 
will be no layoffs or staff reductions at 
either fi rm as a result of the merger.
Translations.comTranslations.com info@translations.com 
www.translations.com
Alchemy Software Development Ltd.Alchemy Software Development Ltd. 
info@alchemysoftware.ie
www.alchemysoftware.ie

across selected by Skrivanek,
collaborates with IAI

across Systems GmbH, a manufacturer 
of corporate translation management sys-
tems, has been selected by Skrivanek s.r.o., 
a provider of localization solutions, for a 
company-wide implementation. Skrivanek 
opted for the across Language Server for its 
independent and open technology platform.

IAI and across have an nounced a strategic 
partnership and collaboration for interfaces 
between the CLAT (Controlled Language 
Authoring Tool) from IAI and the transla-
tion management system of across. The 
integration of the two technologies enables 
automated inclusion of quality checks for 
extensive texts in the authoring or transla-
tion process, such as multilingual manuals 
or product catalogs.
across Systems GmbHacross Systems GmbH
info@across.net, www.across.net
Skrivanek s.r.o.Skrivanek s.r.o.
info@skrivanek.com, www.skrivanek.com
IAIIAI information@iai-sb.de, www.iai-sb.de

Plunet integrates STAR Transit
Plunet GmbH, a provider of business man-

agement software for translation services and 
agencies, has integrated Transit, the transla-
tion memory system from STAR Technology 
Solutions. Transit statistics are read into the 
Plunet BusinessManager and linked to service 
units and prices automatically.
Plunet GmbHPlunet GmbH 
info@plunet.de, www.plunet.de
STAR Technology SolutionsSTAR Technology Solutions 
info@star-ts.com, www.star-ts.com

TEMIS and ANTIDOT 
combine technology

TEMIS, a provider of enterprise text mining 
and text analytics solutions, and ANTIDOT, a 
provider of enterprise search solutions spe-
cializing in intranet and web searches, have 
signed a technology and business partner-
ship agreement. To address worldwide cor-
porations, ANTIDOT has integrated XeLDA, 
the semantic engine from TEMIS, to embed 
a cross-lingual search functionality into its 
solution.
TEMISTEMIS info@temis-group.com
www.temis-group.com

Clay Tablet joins 
Oracle PartnerNetwork

Clay Tablet Technologies, a provider of 
integration software that connects any con-
tent management system with any transla-
tion system or provider, has joined the Oracle 

PartnerNetwork to support connectivity to 
Oracle Universal Content Management as 
well as connectivity to the former Stellent 
Universal Content Management version 7.5.1 
and above. Stellent became a subsidiary of 
Oracle in early 2007.
Clay Tablet TechnologiesClay Tablet Technologies
info@clay-tablet.com, www.clay-tablet.com

SAS acquires Teragram
SAS Institute, Inc., a provider of business 

intelligence and advanced analytics, has 
acquired Teragram Corporation, a developer 
of mobile and multilingual natural lan-
guage processing technologies. Teragram 
will be run as an SAS company. Terms of 
the acquisition deal were not disclosed. 
The acquisition is intended to enhance 
SAS’s text mining and analytical business 
intelligence offerings and extend them to 
enterprise and mobile search.
SAS Institute, Inc.SAS Institute, Inc. 
sas@sas.com, www.sas.com
Teragram CorporationTeragram Corporation www.teragram.com

BBN awarded additional funding
BBN Technologies, an advanced technol-

ogy solutions fi rm, has been awarded $13 
million in additional funding by the Defense 
Advanced Research Projects Agency for the 
Global Autonomous Language Exploitation 
(GALE) program. The goal of GALE is to 
develop and apply software technologies 
to transcribe speech, translate both speech 
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and text, and distill large volumes of speech 
and text in multiple languages.

The BBN GALE team includes BBN speech 
and language scientists and researchers 
from academic institutions worldwide. The 
team is integrating the transcription, trans-
lation and distillation components into a 
single process instead of using the traditional 
linked approach of speech-to-text followed 
by machine translation and distillation. 
BBN TechnologiesBBN Technologies www.bbn.com

Valtasana Oy merges 
with AAC Noodi Oy

The Finland-based translation company 
Valtasana Oy has transferred its operations 
to AAC Noodi Oy, a provider of translation 
and localization services, as of March 1, 
2008. All of Valtasana’s employees are con-
tinuing on at AAC Noodi Oy as established 
employees and have moved to AAC Noodi’s 
premises in Helsinki.
AAC Noodi OyAAC Noodi Oy www.aacnoodi.com

Multilizer partners with Hunnect 
Multilizer, Inc., a developer of translation 

and localization tools, and Hunnect, a lan-
guage service provider (LSP), have entered 
into a value-added reseller agreement for 
the Multilizer product range. As part of the 
agreement, Hunnect will act as a reseller for 
Multilizer’s products from March 2008, while 
the localized Hungarian versions will be 
available for sale from April 2008.

The two companies have also agreed on 
a close cooperation in developing specifi c 
solutions for the translation and localization 
industry, specifi cally for the Eastern European 
markets. The cooperation will aim at specifi c 
linguistic solutions for translation profes-
sionals, LSPs and software manufacturers.
Multilizer, Inc.Multilizer, Inc. 
info@multilizer.com, www.multilizer.com

Language Weaver teams 
with Reverso (Softissimo)

Language Weaver, Inc., a software com-
pany developing enterprise software for the 
automated translation of human languages, 
and Reverso (Softissimo), a provider of cor-
porate and web translation solutions, have 
signed a strategic partnership agreement. 
The alliance expands Language Weaver’s 
presence in the international business-to-

business translation services market and 
adds new technology and additional lan-
guage pairs to Reverso’s instant translation 
offerings. Language Weaver technologies 
will be included in Reverso’s corporate 
offering, which combines translation tech-
nologies, interfaces, dictionaries, tools and 
services tailored to the customers’ needs. 
Language Weaver, Inc.Language Weaver, Inc. 
info@languageweaver.com
www.languageweaver.com
SoftissimoSoftissimo softi@softissimo.com
www.softissimo.com

Changes

Tek expands into Nordic region
Tek Translation International S.A., a pro-

vider of globalization solutions,  has expanded 
its operation into the Nordic region with the 
recruitment of Bengt Gustafsson as business 
development manager. Prior to Tek, Gustafs-
son was the business development manager 
of Nordic markets at SDL and before that at 
ALPNET.

Also joining the Nordic team as project 
manager is Anders Persson, previously the 
senior project manager at Logoscript. Prior 
to Logoscript, he was a software develop-
ment engineer at Microsoft Ireland.
Tek Translation International S.A.Tek Translation International S.A. 
tekinfo@tektrans.com, www.tektrans.com

XTRF updates website
XTRF, a division of Lido-Lang Technical 

Translations, has completely rebuilt its web-
site to offer a more simple structure and 
clearer explanation of the benefi ts of imple-
menting its global management system. 
XTRF is currently working on implementing 
accounting standards and the advanced 
handling of multilingual projects.
XTRFXTRF sales@xtrf.eu, www.xtrf.eu

Jonckers’ Vietnam testing center
Jonckers Translation & Engineering, a pro-

vider of software, e-learning and multimedia 
localization services, has opened a testing and 
engineering facility in Hanoi. The Vietnam 
testing center is part of the global resources 
and locations working to keep the company 
in line with the needs of its global clients.
Jonckers Translation & EngineeringJonckers Translation & Engineering 
info@jonckers.com, www.jonckers.com

TransPerfect opens offi ce in Dubai
TransPerfect Translations, Inc., a language 

services company, has opened an offi ce in 
Dubai, UAE. The decision was motivated by 
the city’s growth-oriented business climate 
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and infl ux of multinational corporations. 

TransPerfect companies include TransPer-
fect Translations, Translations.com, and Deal 
Interactive, as well as specialized staffi ng, 
deposition services, document management, 
transcriptions and multicultural marketing 
divisions.
TransPerfect Translations, Inc.TransPerfect Translations, Inc. 
info@transperfect.com, www.transperfect.com

Argos moves headquarters
Argos Translations, providers of a wide 

variety of language services, has moved its 
headquarters to a new offi ce and location in 
Krakow, Poland. The move places all of the 
company’s production departments under 
one roof to improve internal communica-
tion and response times, while preserving a 
location at the heart of the city. In addition, 
the new facility comes fully equipped with 
a state-of-the-art information technology 
infrastructure.
Argos TranslationsArgos Translations 
info@argostranslations.com
www.argostranslations.com

Financial

Lionbridge fourth quarter results, 
stock repurchase program

Lionbridge Technologies, Inc., has reported 
fi nancial results for the fourth quarter and 
year ending December 31, 2007. Revenue for 
the quarter was $117.2 million.

Lionbridge also announced that its board 
of directors has authorized an incremental 
repurchase program for 2008 of up to $12 
million of its common stock according to 
working capital requirements and manage-
ment discretion. Under the combined pro-
grams, Lionbridge would purchase $24 million 
of its common stock upon completion. 
Lionbridge Technologies, Inc.Lionbridge Technologies, Inc. 
info@lionbridge.com, www.lionbridge.com

Jonckers achieves 43% growth
Jonckers Translation & Engineering, a 

provider of software, e-learning and mul-
timedia localization services, achieved 43% 
growth in 2007. The growth is attributed in 
part to the success of its US headquarters 
that opened in 2007 in Portland, Oregon.  
Jonckers Translation & EngineeringJonckers Translation & Engineering 
info@jonckers.com, www.jonckers.com

People

Three join ICD staff
International Communication by Design, 

Inc. (ICD), a language service provider, has 

extended its global reach and capabilities 
by adding new expertise to its management 
team. Jeffrey Jorgensen joins ICD as the 
new global sales manager; Virginie Olier is 
the new offi ce manager for its Milwaukee, 
Wisconsin, headquarters; and Lionel Lim 
has been brought in as a project manager 
within the production department.
International Communication by Design, Inc.International Communication by Design, Inc. 
info@icdtranslation.com
www.icdtranslation.com

Asia Online hires VP of sales
Asia Online Portals (Thailand) Limited, 

an international web portal company that 
leverages technologies to create and deliver 
content online, has hired Kirti Vashee as 
vice president of sales for the Americas and 
Europe. An industry veteran, Vashee joins 
Asia Online from Language Weaver, Inc., 
where he was vice president of sales and 
marketing.

Asia Online is developing and applying 
solutions to unite communities across lan-
guage barriers for ten Asian languages and 
more than a dozen European languages.
Asia Online Portals (Thailand) LimitedAsia Online Portals (Thailand) Limited 
www.asiaonline.net

Tek names engineering manager
Tek Translation International S.A., a pro-

vider of globalization solutions, has named 
David Ruane as its worldwide engineering 
manager. In this role, he will lead a team 

of solution architects to develop and docu-
ment Tek’s localization solutions to resolve 
specifi c issues for key markets, including 
the information technology, life sciences, 
energy and industry sectors.

Ruane was previously production manager 
at TSG - Translation Services. Prior to TSG, 
he held management positions at Lionbridge 
and was a software development engineer 
with Microsoft.
Tek Translation International S.A.Tek Translation International S.A. 
tekinfo@tektrans.com, www.tektrans.com

ProZ.com appoints new COO
ProZ.com, a translator community and 

web 2.0 platform for the exchange of trans-
lation services and resources, has appointed 
André Pellet to the position of chief oper-
ating offi cer (COO). Pellet has been in the 
translation and localization industry for 
over 20 years, having served as president of 
a mid-sized translation company M2 Enter-
prises/M2 Limited and then as vice president 
at Welocalize.
ProZ.comProZ.com drew@proz.com
www.proz.com/connect

In Every Language hires 
interpreting coordinator

In Every Language, a language services 
provider, has hired Madalena Sanchez as the 
on-site interpreting coordinator. Sanchez 
will be working primarily with medical and 
legal clients requiring on-site interpreting. 

Streamline the translation workflow and 
automate the human translation process 
to minimize costs.

50+ language pairs
Desktop and server solutions
New and intuitive Translation Toolbar is
always available on the desktop
New Dictionary Lookup provides instant 
access to SYSTRAN, Larousse and 
Chambers dictionaries
Enhanced customization tools to manage 
dictionaries, TMs, post-editing, and QA

Optimize translations. 
Increase productivity. 

Cost-effective.

Visit us online at 
www.systransoft.com

SYSTRAN Premium 
Translator 6
SYSTRAN Premium 
Translator 6

NEWV6
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The company provides services such as doc-
ument translation, on-site and telephone 
interpreting, multilingual desktop publish-
ing, and website and software localization.
In Every LanguageIn Every Language
clients@ineverylanguage.com
www.ineverylanguage.com

across incorporation changes staff 
across Systems GmbH, a provider of cor-

porate translation management solutions, 
has incorporated its US division and has 
appointed Daniel Nackovski as president of 
across Systems, Inc. The incorporation is a 
major milestone for across in expanding its 
North American business base.

Nackovski is supported by a team of sales 
and key account managers, including Richard 
Sikes, whom the company has engaged as a 
consultant to assist its clients’ localization 
efforts. Sikes is well-known in the translation 
industry, where he has held several positions 
overseeing globalization initiatives for large 
companies.
across Systems GmbHacross Systems GmbH
info@across.net, www.across.net

spanishbackoffi ce adds manager
spanishbackoffi ce SA, a translation, desk-

top publishing and project management pro-
vider, has added Ricardo Vaca Narvaja to its 
project management team. Vaca Narvaja has 
been with spanishbackoffi ce SA for two years 

and previously held the position of project 
coordinator.
spanishbackoffice SAspanishbackoffi ce SA
contact@spanishbackoffi ce.com
www.spanishbackoffi ce.com

Ocean Translations redesigns unit
Ocean Translations S.R.L., a translation 

and desktop publishing company, has rede-
signed its desktop publishing and software 
engineering unit. Barry Pfanns, a graphic 
designer, has been hired to manage the 
new in-house team of desktop publishers 
and software engineers.
Ocean Translations S.R.L.Ocean Translations S.R.L.
info@oceantranslations.com
www.oceantranslations.com

New CEO at Language Weaver
Language Weaver, Inc., a software com-

pany for the automated translation of 
human languages, has a new chief execu-
tive offi cer (CEO) — Mark Tapling. Tapling 
comes to Language Weaver with more than 
20 years of progressive experience in the 
strategy, growth, fi nancial and operational 
management of both public and private 
technology fi rms. He has served as CEO and 
director of public and private companies, 
including an independent directorship.
Language Weaver, Inc.Language Weaver, Inc.
info@languageweaver.com
www.languageweaver.com

Elanex director of major accounts
Elanex, Inc., a provider of language trans-

lation services, has announced that Thomas 
Edwards has joined the company as the 
director of major accounts worldwide. Prior 
to Elanex, Edwards spent over a decade in 
operations and sales positions in the local-
ization industry, and has held various sales 
and head of offi ce positions for companies 
such as Lionbridge and Moravia Worldwide.
Elanex, Inc.Elanex, Inc.
info@elanex.com, www.elanex.com

Products

Zoho Writer
AdventNet, Inc., developer of the Zoho 

Offi ce Productivity Suite, has updated its 
Zoho Writer browser-based word process-
ing software (http://zoho.com). Writer has 
added a Thesaurus option in ten languages 
— English, Czech, German, Greek, French, 
Irish, Italian, Polish, Russian and Slovak. 
In addition to the already available export 
options, it will soon be supporting DocX 
import.
AdventNet, Inc.AdventNet, Inc. www.adventnet.com

SDL Global AMS
SDL, a provider of global information 

management solutions, has released its 
Global Authoring Management System 
(SDL Global AMS) — a system designed 
to enable enterprise-wide consistency of 
terminology, style and linguistic best prac-
tices, as well as maximizing the re-use of 
previously written content. Other features 
of SDL Global AMS include linguistic and 
grammatical enhancements and central-
ized access for confi guration and profi le 
management.
SDLSDL nbogle@sdl.com, www.sdl.com

SVOX Shoot & Translate
SVOX AG, a developer of text-to-speech 

(TTS) software, has introduced Shoot & 
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Translate, a photo translation program for 
mobile phones, smartphones and PDAs. 
The software works in three steps: take a 
picture, scan the text and translate. There 
is also an option to have the text read 
aloud using SVOX TTS.
SVOX AGSVOX AG info@svox.com, www.svox.com

MemoQ LSP — MemoQ 2.3
Kilgray Translation Technologies, a devel-

oper of translation productivity tools, has 
developed a language service provider (LSP) 
integration package for MemoQ. The inte-
gration package is a collection of application 
programming interfaces that provide access 
to all of MemoQ’s functions, including the 
server project functionality that enables 
real-time collaborative translation. The LSP 
integration package is specifi cally targeted 
at LSPs that have invested in workfl ow 
management tools and want to add auto-
mated translation memory and terminology-
related functionality to translation project 
management.

Also available is MemoQ version 2.3 — a 
unifi ed translation environment designed to 
provide real-time document preview func-
tionality. It introduces support for Chinese, 
Japanese and Korean as source languages 
and languages for alignment, allows the cus-
tomization of the translation environment 
layout, and enhances TTX compatibility.
Kilgray Translation TechnologiesKilgray Translation Technologies 
info@kilgray.com, www.kilgray.com

PROMT upgrades product line
PROMT, a developer of machine transla-

tion products and services, has released 8.0 
versions of its @promt product line. Both 
the translation engine at the heart of the 
product range and the user interface have 
been completely redesigned in version 8.0. 
Improvements in the various products may 
include a new translation engine; a transla-
tion memory system with TMX fi les import 
support; and dialect support in English (UK 
and American), Spanish (Castilian and Latin 
American), Portuguese (Portuguese and 
Brazilian), German (German and Swiss) and 
French (French, Swiss, Belgian, Canadian).
PROMTPROMT info@e-promt.com, www.e-promt.com

Clay Tablet SaaS
Clay Tablet Technologies, a provider of inte-

gration software that connects any content 
management system with any translation 
system, has made available a software-as-
a-service version of its software. Clay Tablet 
SaaS is capable of expanding to handle any 
volume of translation and is designed to 

streamline translation processes and the 
automated transfer of content between dif-
ferent systems.
Clay Tablet TechnologiesClay Tablet Technologies 
info@clay-tablet.com, www.clay-tablet.com

TMate Search Technology
Sajan, Inc., a provider of language transla-

tion technology and services, has launched 
a new search and match engine — TMate 
Search Technology — designed to enhance 
and extend previous translation memory 
technology approaches. TMate Search Tech-
nology has a learning agent that offers intel-
ligent search options using an algorithm that 
qualifi es the multilingual returns.
Sajan, Inc.Sajan, Inc. 
productsales@sajan.com, www.sajan.com

Duden-Oxford German-English 
dictionary for mobile devices

Epocware/Paragon Software Group — Smart 
Handheld Devices devision — has developed 
a Duden-Oxford German-English Diction-
ary that supports all smartphones and other 
mobile devices. The dictionary can be used on 
all the most popular mobile platforms, such 
as Symbian OS (S60 3rd Edition and UIQ 3.0), 
Windows Mobile (Pocket PC and Smartphone 
editions) and Palm OS, and requires only 10 
MB of memory card space. 
Epocware/Paragon Software GroupEpocware/Paragon Software Group
Jeanne_Kolesnik@penreader.com
www.epocware.com

Resources

Byte Level Research 
Web Globalization Report Card

Byte Level Research is the publisher of 
The 2008 Web Globalization Report Card
— a unique report that rates how success-
fully companies develop websites for inter-
national markets. Now in its fi fth edition, 
the report card rates the websites of 225 
companies across 21 industry categories, 
analyzing elements such as languages, 
global navigation, global consistency and 
localization.

New entrants to the Top 20 list include 
NIVEA, Panasonic, and Web 2.0 start-ups 
Netvibes and XING. In 2007, the report 
added a new social networking category, 
which included sites such as MySpace, 
Facebook and XING. Google held its place 
at number one.
Byte Level ResearchByte Level Research 
info@bytelevel.com, www.bytelevel.com

Welsh language-technology 
unit denied funding yet copied

Canolfan Bedwyr, a translation and lan-
guage improvement services unit at Bangor 
University, has been creating Welsh-language 
computer spell-checkers, screen readers and 
synthetic voices for several years. 

The unit of linguists and information tech-
nology experts also creates generic computer 
tools that can be adapted for use in other 
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languages. Due to the success of its efforts, 
the technology is being copied in locales such 
as China and Sri Lanka.

The center’s model for standardizing tech-
nical terms was borrowed by the Chinese 
government during an introduction to new 
legislation. Tunisia is also considering follow-
ing China’s example, and the unit is exploring 
a joint project with a US university to help 
native American speakers.
Canolfan BedwyrCanolfan Bedwyr cbs602@bangor.ac.uk 
www.bangor.ac.uk/ar/cb

Content Wrangler Community
The Content Wrangler Community (http:// 

thecontentwrangler.ning.com) is a newly cre-
ated social network dedicated to people who 
value content as a business asset, worthy of 
being effectively managed. Much more than 
a blog, it’s a place to join peers, to share, to 
collaborate, to contribute and to fi nd infor-
mation. The community provides a variety of 
members-only services, including discounts 
on upcoming conferences, free access to 
tutorials, books, webinars and online learning 
courses.
The Content Wrangler CommunityThe Content Wrangler Community
scottabel@mac.com
www.thecontentwrangler.com

ENLASO authors DTP white paper 
ENLASO Corporation, a provider of transla-

tion and localization solutions, has authored a 
new best practices white paper titled  “Prepar-
ing Projects for Localized Desktop Publishing.” 
The complimentary white paper summarizes 
useful guidelines for the development of 
documentation that is ready for localization 
and translation for international markets 
as well as solutions to various multilingual 
publishing challenges. The document also 
includes a checklist, with practical examples, 

covering decisions that should be made and 
the information that should be provided to 
the localization vendor before starting a pub-
lishing-oriented translation and localization 
project.
ENLASO CorporationENLASO Corporation
info@translate.com, www.translate.com

Common Sense releases report
Common Sense Advisory, Inc., an inde-

pendent market research fi rm specializing in 
the language services industry, has released 
“Localization Vendor Management,” a new 
research report. The report educates suppli-
ers on the diffi culties that localization ven-
dor managers face. Common Sense has long 
observed a disconnect between the expec-
tations of buyers and sellers. This report is 
based on the fi ndings from Common Sense 
Advisory’s Vendor Management Colloquium 
in California in May 2007.
Common Sense Advisory, Inc.Common Sense Advisory, Inc.
info@commonsenseadvisory.com
www.commonsenseadvisory.com

Study shows cost of not 
localizing product information

According to a study of six global informa-
tion management (GIM) customers carried 
out by Forrester Consulting and commis-
sioned by SDL, properly localized informa-
tion is a source of competitive advantage 
when launching products or services across 
global markets. The study, which examined 
organizations taking a GIM approach to 
translation, found that properly localized 
information can boost market share by an 
average of .5% a year. This resulted in a 
1.5% increase in market share or $4.7 billion 
over a three-year period.

If competitors are providing better and/or 
more localized content, market share could 

correspondingly fall by .5% a year, Forrester 
found.
SDLSDL nbogle@sdl.com, www.sdl.com

EUCAM multilingual learning 
infrastructure completed

The Language Technology Centre (LTC) 
Ltd. has completed the European Union 
(EU) research project EUCAM (Multilingual 
Communication in European Car Manu-
facturing). The outcome of the project is 
a computer-controlled learning system 
for production workers in the automotive 
industry. The core of EUCAM is the Produc-
tion Learning System (PLS). 

PLS has a multilingual structure based on 
the technology contributed by LTC. When 
changes are made in one language, users 
can retrieve information immediately in 
various other languages due to the use of a 
mixture of different automated translation 
tools. The consortium that will be market-
ing EUCAM to other automotive manufac-
turers in the future includes Daimler, Dekra, 
IG Metall, Infoman GmbH and LTC.
The Language Technology Centre Ltd.The Language Technology Centre Ltd.
info@langtech.co.uk, www.langtech.co.uk

Services

thebigwordGroup offers 
complimentary service

thebigwordGroup, a translation services 
and lan guage solutions provider, has taken 
a customer-centric approach to the recent 
industry buyout and will offer free-of-
charge the standard version of its translation 
management platform LanguageDirector.

 The platform allows customers to choose 
the technology that best fi ts their organi-
zations’ needs. It integrates with custom-
ers’ systems such as content management, 
document management or e-procurement 
platforms.
thebigwordGroupthebigwordGroup info@thebigword.com 
www.thebigword.com

Safe Passage Program
by Translations.com

Translations.com, a provider of technology-
enabled language solutions, has created a 
program for companies considering migration 
from the technology involved in the SDL/Idiom 
merger. The Safe Passage Program is designed 
to help companies develop a strategy and to 
introduce them to the concurrent release of 
an upgraded version of its fl agship GlobalLink 
GMS platform.
Translations.comTranslations.com info@translations.com 
www.translations.com

+ Software localisation. 
+ Web site localisation. 
+ Technical and general translation. 
+ Interpreting. 
+ Third-party translation review.
+ Style guide creation. 
+ Desktop publishing. 
+ Linguistic advisory. 
+ Terminology and document management.
+ Technical writing. 
+ Multimedia translation.
+ Web site design, development and internationalisation.
+ Linguistic, typographic and style revising and review.   
+ Video and audio tape transcription,
   including studio dubbing and voice-over. 
+ Training on translation and localisation. 

TRADUCCIONES Y SERVICIOS LINGÜÍSTICOS

Founded in 1991
Cólquide, 6, portal 2 - 3.º I, Edificio Prisma,
28230 Las Rozas, Madrid  -  SPAIN
Phone: (+34) 91 640 7640, Fax: (+34) 91 637 8023
Email: hermestr@hermestrans.com
www.hermestrans.com

Parque Tecnológico de Andalucía
Juan López Peñalver, 17,  3.º, ofic. 6
Edificio Centro de Empresas
29590 Campanillas, Málaga - SPAIN
Phone: (+34) 952 020 525 Fax: (+34) 952 020 529
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News
CSOFT MedL10N

CSOFT Solutions, Ltd., a localization, test-
ing and outsourced software development 
services provider, has launched MedL10N 
(www.medl10n.com), a division focusing on 
the delivery of multilingual translation and 
localization solutions for the life sciences 
industry.
CSOFT Solutions, Ltd.CSOFT Solutions, Ltd. 
info@csoftsolution.com
www.csoftsolution.com

MultiCorpora packaged solutions
MultiCorpora R&D Inc., a provider of mul-

tilingual asset management solutions, has 
created a new series of packaged translation 
solutions designed specifi cally for the corpo-
rate market. Over time, organizations amass 
signifi cant value from previously translated 
documents. These accumulated documents 
become valuable assets to corporations 
where they can be re-used by writers, trans-
lators, terminologists and reviewers. Powered 
by MultiTrans, MultiCorpora’s fl agship prod-
uct, the new corporate packages address the 
specifi c needs of organizations that may or 
may not outsource translation and localiza-
tion needs.
MultiCorpora R&D Inc.MultiCorpora R&D Inc. 
info@multicorpora.com
www.multicorpora.com

Multilizer updates ASP.NET 
and Report Builder localization

Multilizer Inc., a developer of localiza-
tion and translation software, has released 
updates to its .NET source code and Report 

Builder localization support. The support for 
ASP.NET source code localization is included 
in the DotNetSource Scanner plug-in. The 
support for Report Builder report confi gu-
ration fi les and dialogs is included in the 
VCLScanner plug-in.
Multilizer, Inc.Multilizer, Inc. 
info@multilizer.com, www.multilizer.com

Tedopres STE and HyperSTE
Tedopres International BV, a provider of 

technical documentation services, has cre-
ated a separate website (www.simplifi edeng 
lish.net) for its Simplifi ed Technical English 
(STE) software and services. STE standardizes 
vocabulary and style and provides objective 
criteria for quality control. HyperSTE is a 
quality assurance software for standardized 
documentation.
Tedopres International BVTedopres International BV 
info@tedopres.com, www.tedopres.com

The Gilbane Group’s XML 
consulting and advisory practice

The Gilbane Group has launched a new 
practice area dedicated to helping organi-
zations of all types utilize XML technolo-
gies and best practices. Industry specialist 
and long-time Gilbane associate Bill Trippe 
will be the practice’s lead analyst. Trippe 
is joined by industry veterans and Gilbane 
senior analysts Leonor Ciarlone and Mary 
Laplante.

Gilbane’s XML Technologies and Content 
Strategies Practice is designed for infor-
mation technology and business managers 
who need to gain control of critical content, 
increase collaboration across enterprise 
applications, experience faster and more 
fl exible information distribution between 
business partners and customers, and 
implement new business models that can 
keep pace with internet-speed competitive 
requirements.
The Gilbane GroupThe Gilbane Group
editor@gilbane.com, www.gilbane.com

ISO/EN certifi ed service providers
Pangeanic, a provider of translation, pub-

lication, software localization and manual-
making services, has obtained a double 
certifi cation under EN15038 (translation ser-
vices) and ISO-9001 standards after an inde-
pendent audit by the multinational certifi er 
EQA. Both certifi cations are also guaranteed 
by the Spanish Federation of Globalization, 
Internationalization, Localization and Transla-
tion Companies and the Spanish Association 
of Translation Companies of which Pangeanic 
is an active member.

Neotech, a technical translation com-
pany, has successfully completed its sixth 
ISO 9001:2000 audit. The auditors gave 
positive feedback regarding Neotech’s i-Pie 
information system, noting that the system 
contributes to process management and 
aids employees in carrying out both the 
requirements of standard ISO 9001:2000 
and internal requirements.
PangeanicPangeanic central@pangeanic.com
www.pangeanic.com
NeotechNeotech post@neotech.ru, www.neotech.ru

Interested in more news 
about the industry?

Subscribe to our free biweekly 
electronic newsletter at

www.multilingual.com/news

Not receiving your 
free newsletter?

If you have subscribed to the 
newsletter but aren’t 
receiving your copy, 

make sure that you have added 
the e-mail address

news@multilingual.com
to your address book and/or 

cleared it through 
your company’s fi rewall.
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Sharing knowledge and experience

STAR – Your single-source partner for information services & tools

Teaching and learning in the best possible way – 
vivid communication of content 

For a product to be successfully positioned in the market, product experience and
company-specific knowledge need to be passed on in a systematic way. This is
important so that customers can be advised in a professional manner and so that a
positive company image can be established. The technical advantages of a product
can only lead to its success if knowledge of them is reliably communicated – both
externally to the customer and internally to the appropriate specialist personnel.

STAR supports you with a wide range of services and software solutions in the field of
knowledge transfer. These include professional advice and support, as well as the
development, adaption and implementation of our i-KNOW e-learning solution,
STAR's interactive communication platform. Using state-of-the-art Internet technology,
you can arrange continuous learning and offer structured knowledge transfer for your
employees and customers – on an individual, flexible and customized basis.

STAR helps you to communicate your knowledge systematically and in the best 
possible way – so that you can safeguard the expertise and success of your company
in the long term.

STAR AG 
STAR Group Headquarters
Wiesholz 35
8262 Ramsen, Switzerland
Phone: +41- 52 - 742 92 00
Fax: +41- 52 - 742 92 92
E-mail: info@star-group.net

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.star-group.net
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May
2008 Localization Management Roundtable

May 4-7, 2008, in Lake Tahoe, California USA.
The Localization Institute, www.localizationinstitute.com

DocTrain West 2008: Web 2.0 and Communication
May 6-9, 2008, in Vancouver, British Columbia, Canada. 

PUBSNET and The Content Wrangler, www.doctrain.com/west

AODC 2008
May 14-16, 2008, in Gold Coast, Queensland, Australia. 

HyperWrite and WritersUA
pbradley@aodc.com.au, www.aodc.com.au

ALC 2008 Annual Conference
May 14-17, 2008, in San Francisco, California USA. 

Association of Language Companies
bmclean@alcus.org, www.alcsf2008.com

LREC 2008 
May 26-June 1, 2008, in Marrakech, Morocco. 

European Language Resources Association
lrec@lrec-conf.org, www.lrec-conf.org/lrec2008

First International Conference in LSP 
May 27-29, 2008, in Eljadida, Morocco. 

Cross-cultural Communication and 
Translation Studies Research Group  
lsp-ts2008@hotmail.com, www.ucd.ac.ma/lsp-ts2008/english

eLearning Africa 2008
May 28-30, 2008, in Accra, Ghana. 

ICWE GmbH and Hoffmann & Reif Consultants
info@elearning-africa.com, www.elearning-africa.com

June
STC 55th Annual Conference and EXPO 

June 1-4, 2008, in Philadelphia, Pennsylvania USA. 
Society for Technical Communication
stc@stc.org, www.stc.org/55thConf

Localization World Berlin 2008 
June 9-11, 2008, in Berlin, Germany. 

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

TAUS Global Support Summit 
June 11-13, 2008, in Berlin, Germany. 

Translation Automation User Society
www.translationautomation.com/meetings

ACL-08: Human Language Technologies 
June 15-20, 2008, in Columbus, Ohio USA. 

Association for Computational Linguistics
acl08chair@ling.osu.edu, www.ling.ohio-state.edu/acl08

4th Annual Text Analytics Summit 
June 16-17, 2008, in Boston, Massachusetts USA. 

First Conferences Ltd., josh@fi rstconf.com
www.textanalyticsnews.com/4thannual08/agenda.shtml

Localization Certifi cation Program: North America
June 16-18, 2008, in St. Louis, Missouri USA. 

CSU, Chico Center for Regional and 
Continuing Education and Research Foundation 
rce@csuchico.edu, http://rce.csuchico.edu/localize

Usability Professionals’ Association 2008 
June 16-20, 2008, in Baltimore, Maryland USA. 

Usability Professionals’ Association
www.usabilityprofessionals.org/conference/2008/index.htm

Web Content 2008
June 17-18, 2008, in Chicago, Illinois USA. 

Duo Consulting, shari@duoconsulting.com
www.webcontent2008.com

Gilbane Conference San Francisco 2008
June 18-20, 2008, in San Francisco, California USA. 

The Gilbane Group and Lighthouse Seminars
info@lighthouseseminars.com, http://gilbanesf.com

Localization Project Management Certifi cation:
North America

June 19-20, 2008, in St. Louis, Missouri USA. 
CSU, Chico Center for Regional and 
Continuing Education and Research Foundation 
rce@csuchico.edu, http://rce.csuchico.edu/localize

X-Pubs 2008: Re-invent the Customer Experience
June 22-24, 2008, in London, UK. 

X-Pubs, info@x-pubs.com, www.x-pubs.com

Documentation & Training Life Sciences 2008
June 23-26, 2008, in Indianapolis, Indiana USA. 

PUBSNET and The Content Wrangler, www.doctrain.com/life

ICITA 2008
June 23-26, 2008, in Cairns, Queensland, Australia. 

International Conference on Information Technology and Applications  
icita@ieee.org, www.icita.org

July
ELIA/GALA Networking Days 

July 3-6, 2008, in Ljubljana, Slovenia. 
ELIA and Globalization and Localization Association
www.elia-association.org

IPCC 2008 
July 13-16, 2008, in Montreal, Quebec, Canada. 

IEEE Professional Communication Society
http://ewh.ieee.org/soc/pcs/index.php?q=node/2

2008 ATA-TCD Conference 
July 17-20, 2008, in Englewood, Colorado USA. 

American Translators Association - Translation Company Division
vitray@mcelroytranslation.com, www.ata-divisions.org/TCD

Open Source Convention — OSCON 2008
July 21-25, 2008, in Portland, Oregon USA.

O’Reilly Media, Inc., confreg@oreilly.com, http://en.oreilly.com/oscon2008

C
alendar
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JJost Zetzsche’s new site TranslatorsTraining.com 
puts a uniform comparison format to translation envi-
ronment tool (TEnT) vendors so that you can see be-
fore you buy. Freelancers can now dabble before they 
take the plunge, while developers are offered a forum 
and a standard to attain and maintain. 

Pity the poor investor these days — so many different companies 
trying to attract your hard-won resources by promising an increase 
in your fortunes when you buy a share in theirs. With such a 
diversity of offerings, it's diffi cult to gauge performance and pick 
which option (or options) will work best for you — or even where 
to start. So not surprisingly, a peripheral business has grown up 
in the provision of comment, newsletters and reports to help us 
make an informed choice. The only thing is that we're not talking 
here about the stock market and portfolio gurus, but rather about 
translation memory (TM) products and Jost Zetzsche’s Translators 
Training.com: a paid-access, try-before-you-buy evaluation aid 
to help us sift through the ever shifting offer of what Zetzsche 
prefers to call TEnTs.

In this venture, Zetzsche has paired up with Intrawelt, an Italian 
company with expertise in e-learning. The stated aim is clear: 
to provide “independent, unbiased information about translation 
software tools” to make the translator’s job easier and more pro-
ductive. The founding idea is simple, cutting through the mar-
keting claims and techno-speak with a truly practical translator’s 
proposition. Thirteen TEnT tool vendors were given a small Word 
document and asked the same question: “Using your tools, what's 
the best way to translate this?" The vendors provided the screen-
captures according to strictly worded instructions, Zetzsche him-
self wrote the text, and Intrawelt created the fi nal presentations.

The opening
Zetzsche’s web-based sampling and monitoring of products are 

intelligent ways of addressing an agile and volatile sector. Until 
now, all we have had to guide us through the maze of differ-
ent TM offerings and the marketing hype of tool vendors have 
been whatever we could glean from fellow translators, other peers 
in professional lists, and experts in professional journals. Before 

TranslatorsTraining.com, the only real way to educate oneself 
was to sign on for a trial period, download the available demo, 
and assess the required learning effort before making the deci-
sion — with assessment complicated for new players by a lack of 
experience and criteria. Multiply that effort by the several dif-
ferent competing/complementary brands and that means a big 
expenditure of time and effort.

It can be argued that the fi rst real attempt to systematically 
compare computer-aided translation (CAT) or TM tools was 
the cheekily named CAT Fight! feature on ProZ.com, which ran 
roughly from 2003 to 2005. While it lasted, CAT Fight! gave ProZ.
com’s TM users the possibility of rating their tool on some 40 
features ranging from “automatic terminology lookup” to “miss-
ing segment detection and format and grammar checks” and 
“background memory,” “link to MT,” or “TMX compliance” (while 
earning browniz points at the same time).

In doing this, contributors were giving prospective purchasers 
a useful rundown to help in the fi nal, fateful purchase decision. 
And the sum of the subjectivities of all those doing the rating 
somehow gave an objective outlook to the result. CAT Fight! has 
now sadly ceased its prowling, with all traces disappearing from 
the site by early 2007. It was an ambitious project, well ahead of 
its time and well regarded by ProZ.com members.

TranslatorsTraining.com is not aiming so high — yet — but it 
shows potential. After all, Zetzsche has a track record of producing 
simple, worthwhile ideas to meet practical translator needs. He is 
the author of A Translator’s Tool Box: A Computer Primer for Trans-
lators, an electronic book now in its sixth edition, and of the elec-
tronic biweekly The Tool Kit newsletter (www.internationalwriters
.com/toolkit), now well past its one hundredth issue. 

The newsletter idea was neat. Fully free during its fi rst period, 
it remains so, but now has some premium content available only 
to those who ante up the $15 yearly subscription. In this way, 
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TranslatorsTraining.com

Reviewed by Ignacio Garcia & Vivian Stevenson

Site offers translators a pre-purchase look at tools

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

Vivian Stevenson is a 
freelance translator in Australia.
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Reviews
Zetzsche retains a big pool of recipients 
and correspondingly higher potential rev-
enue from advertisers while also getting 
a bit extra from the more enthusiastic 
among us.

No criticism on this. Zetzsche is in busi-
ness, and what he offers is worth the out-
lay. The TranslatorsTraining.com site looks 
like another idea from the same mold.

Spoiled for choice
Figures on actual adoption of TM by 

freelancers are hazy. In his video presen-
tation on the TranslatorsTraining.com 
site, Zetzsche himself argues that 80% of 
translators do not use TM, at least not to 
any meaningful degree. 

Effectively adopting TM is not as easy 
as it may seem because it entails a way 
of working that is very different from the 
word-processor we are all used to. Unlike 
the straight layout of a word-processing 
page, cluttered TM editors force one to 
focus on the segment, not on the text, 
which may constrain rather than trig-
ger the fl ow of mental activity. TM is an 
obtrusive tool that we need to learn and 
adjust to before we can achieve the gains 
in productivity it promises. Thus, a world-
wide survey of professional translators 
reported by Elina Lagoudaki in MultiLin-
gual #86 March 2007 showed that out of 
the 874 translators who responded, 82.5% 
used TM — but tellingly, 16% of the non-
users had indeed bought it, but hadn’t 
managed to actually learn to use it.

To pursue the fi nancial analogy, most of 
us these days feel we need to be partici-
pating in the stock market, but doing so 
implies time, research and risk. The same 
holds true with TMs or TEnTs: feeling 
somehow pressured to be a part of things, 
yet not knowing exactly how to, means 
you risk making a panic purchase that will 
never fulfi ll its promise because it’s based 
on emotion, not reason — hence all those 
products sitting unused on hard drives, as 
resistance grows to throwing good time 
and money after bad. 

Normally, the fi rst step on the way out 
of the labyrinth is to consider what work 
you do or would like to be doing. TM is 
indisputably a must for hard-core local-
ization jobs, in which you must recycle 
previous translations, follow a given ter-
minology, and apply the stipulated QA 
checks. In these cases, there will probably 
be a specifi c tool or even a specifi c version 
you’ve been asked to use. No confusion 
about choices there.

However, as TMs morph into TEnTs and 
the power and scope of the technology 
grow, so the applications increase and 
start to touch on new areas. And while 
the changes might not be on your per-
sonal horizon now, the perception among 
pundits is that this will not be the case for 
much longer. 

Which one?
Whatever the reasons for buying a TM, 

it takes time for the individual translator 
to get used to working with it. Moreover, 
this seldom means learning the technology 
in any general sense, but rather acquiring 
familiarity with one particular TM product 
— the one we’ve spent our money on, the 
one we’ve spent many hours learning, and 
the one we spend most of the time with. 
All that investment in time and effort 
means strong attachment — witness the 
TRADOS versus Déjà Vu or TRADOS ver-
sus Wordfast “wars” in professional lists 
over the years. When peer pressure or cli-
ent demands force a move to a different 
translation environment, the typical trans-
lator understandably resents it. 

Despite the ascendancy of TRADOS, 
there has not been yet a consolidation 
in this small market, which lacks any real 
clear-cut default standard in the way that, 
say, MS Word is for word processing. Rather 
than the industry concentrating in fewer 
hands with more resources, the process has 
been the reverse, with new entrants divid-
ing the scarce translation dollar and thus 
hindering the concentration of resources 
required to make solid advance. John 
Hutchins has been compiling a Translation 

Software Compendium since 1999 (www 
.hutchinsweb.me.uk/Compendium.htm). In 
its fi rst issue, he listed some 15 products; 
the last, June 2007, some 31 are listed, 
and the list is not exhaustive. There is no 
substantial R&D money forthcoming, such 
as the kind pumped by governments into 
machine translation. TM development is 
purely a translation industry affair, and the 
translation industry, in comparison with 
really major ones, is very small. 

As a result, we currently have some 
solid old products dragging along “tried 
but tired" legacy code, together with 
untested ones offering fresh but unproven 
approaches. We have standard sentence-
based TM, text-based (bi-text) TM, and 
“second generation TM” with language-
specifi c algorithms to promote re-use 
at sub-segmental level. There are open 
standards-based products, and products 
that are open source. Some programs are 
only web-based. Some are restricted to 
in-house use. Those available off the shelf 
range from freeware to pricey, multi-user 
licenses with varying features and ongo-
ing support/upgrade costs. It would be a 
full-time job just to keep track of things 
as they now stand, but they also happen 
to be continuously evolving. 

The line-up
Within this confusing melee, Translators 

Training.com offers us a quite compre-
hensive — and what will presumably be a 
progressive — snapshot of contemporary 
market offerings. The 13 tools represented 
on Zetzsche’s site (across, Déjà Vu X, 
Heartsome, Lingotek, MemoQ, MetaTexis, 
MultiTrans, OmegaT, SDLX, Similis, Tra-
dos 2007, STAR Transit and Wordfast) 
are introduced by a 50-word text written 
by the developer — all marketing spin 
allowed. A comparison chart of the 13 is 
provided — not perfect, but capturing all 
the nuances we have mentioned above in 
just one table is a big task.

The presentation for each tool lasts 
for ten minutes. Remember, the viewer 
does not interact with the tool, so this 
is about the right amount of time to 
engage without exceeding one’s atten-
tion span. The tour does not pretend to 
cover the relevant areas in any depth, but 
gives enough information about the basic 
workings and the “translation philosophy” 
of the program to make the experience an 
educational one.

After a beta testing period, the website 
was made public just before Christmas 

Course selection page at 
TranslatorsTraining.com.
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2007. It contains a short and fully free 
video introduction by Zetzsche, and a 25-
second preview of each tool that is also free, 
but requires basic registration of user name 
and password (it’s good to know what the 
demand is and where it’s coming from).

Paying customers have access to the pre-
mium content of up to ten minutes tutorial 
for each tool, which comes at the price of 

34.99 euros per year. This is essentially a 
continuation of the successful newsletter 
strategy, but we wonder if the very short 
“teasers” are more of a turn-off. Now, per-
haps if the preview were to go for around 
fi ve or so minutes, even more people might 
sign on to see how each one ends.

As most of us would agree, a big part of 
personal resistance or openness to a TM 
tool is its user interface, and there should 
be enough in these presentations to 
decide whether a particular environment 
works for you. One caveat, though: you 
also need to consider other issues such as 
support and general industry acceptance 
or compatibility before you buy.

Without giving too much away, each 
complete presentation has been designed 
to talk you through a mini translation 
project from start to fi nish, covering work-
fl ows, database and terminology manage-
ment, and fi nal product. Experienced users 
can see how competitors or new versions 
stack up, while beginners will benefi t from 
the step-by-step tutorial aspect.

However, given that the overall aim of 
the site is to help individual users decide 
which product to download for purchase 
or at least a pre-purchase trial, even more 
useful/detailed information could be ex-
pected. More premium content has been 
promised, and the possibilities are there. 
For example, it would be nice to have 
some additional sub-ten minute tutorial 
comparisons of well selected, easy-to-iso-
late single features such as QA items or 
facts about specifi c compliance with the 
latest TMX or XLIFF standards, to which 
many vendors tend to pay more lip service 
rather than actual adherence. None of this 
should be too diffi cult since Zetzsche’s 
book, newsletter and articles show that 
isolating particular features is something 
he is rather good at.

Evaluation and future
At this stage of the technology’s devel-

opment, there is a profusion of competing 
programs. It is a big step to choose our 
fi rst TM or to move to a new one. Your 
choice can represent a considerable outlay 
in monetary terms and a crucial invest-
ment or liability for your professional 
future. Thus, whether you are an old hand 
or a novice, the industry's state of fl ux is 
exposing a need for a fi rm anchor point, 
and with generalized support Translators 
Training.com could potentially fi ll that role.

From a developer's point of view, Trans-
latorsTraining.com is also a great plaza in 

which to show one’s wares. In fact, given 
its performance-based focus, should the 
site become truly popular, failure to have 
a presence there might even come to be 
interpreted by the market as tacit admis-
sion of not cutting it.

Some lessons can also be learned from 
CAT Fight! Just why did it disappear? We 
could speculate that it was causing ProZ 
.com management too many headaches. 
At some point one could suppose confl ict 
between the membership’s uncensored 
comment and ProZ.com’s desire for adver-
tising revenue. On the users’ side, too, there 
was an important issue concerning which 
tools were represented, and ProZ.com did 
not appear to have been as transparent 
as planet web now allows and essentially 
demands.

In a venture like Zetzsche’s, independence 
and transparency are therefore paramount, 
and happily, he seems to share this belief, 
continually stressing the site’s “objective, 
unbiased and independent information.” 
Regarding which tools to include/exclude, 
the current list indicates Zetzsche is open 
on this, but a clearer idea of his inclusion/ 
exclusion criteria would be welcome. After 
all, if the site does achieve a high profi le, a 
lot will be read into who is on the list.

Tool vendor advertising is not present 
yet, but may foreseeably be bundled with 
future premium content — as indeed hap-
pened with The Tool Kit newsletter. The
Tool Kit has shown that Zetzsche is able to 
reconcile vendor advertising with editorial 
independence, and he must make sure he 
does the same here. The problem is not 
explicit advertising, but implicit endorse-
ments or favoritism — the mere perception 
of which can be fatal.

Despite the essential “level playing 
fi eld” premise behind the site, any consid-
erable success could arouse temptations 
to make it a money spinner, especially 
if sold off later to another concern. The 
greatest asset here is objectivity, lack 
of bias and independence, and, if that 
becomes compromised, the inherent value 
will be lost.

In summary, TranslatorsTraining.com is 
an economical way for us to keep tabs on 
an area of critical interest. It is also poten-
tially valuable to freelancers, tool vendors 
and the future of the technology as a 
whole, as a rallying and reference point 
for the various facets of TM to advance 
under the TEnT banner for years to come. 
It’s a simple yet far-reaching idea that 
deserves a closer look.  M

Your Vision. Worldwide.
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street signs said “No turns.” She panicked at the incongruity, ran 
through a red light and hit a car in the intersection. Fortunately, 
no major injuries occurred. A study performed in 2006 showed 
that GPS units are actually more distracting than using folded 
paper maps, partly due to the fact that 10% of the drivers don’t 
even program their GPS until they’re actually driving on the road 
and 13% said they rely solely on their GPS unit for direction and 
remain practically oblivious to what’s happening on the actual 
road. 

As a cartographer, far be it from me to discourage people’s 
use of maps — either in paper or digital forms. But for me, the 
incidents pertaining to GPS errors open up a larger issue of spatial 
data quality and our faith therein. I related in previous columns 
on the topic of map use that even long before the more recent 
advances in cartographic technology, such as the use of GPS units 
and the rise of online mapping services, maps had long been 
ascribed through history with a high degree of objective accuracy 
by the general populace. However, all seasoned cartographers fully 
realize that maps and spatial data are actually the end products 
of a long process of empirical ground- and remotely-sensed data 
passing through several stages of subjective human interven-
tions based on a specifi c purpose, the technology available, the 
intended audience, and the organizational and/or cultural context 
in which the whole process takes place. Yet the persistent notion 
among most map viewers that maps are an absolute refl ection of 
“ground truth” demands that their use as a content element in 
products and services be very carefully managed. 

The idea of maps being an end product of a long process of gener-
alization and symbolization from real world observations is particu-
larly relevant in spatial data. Traditional paper maps already contain 
a certain degree of inaccuracy, but many spatial datasets of streets 
and highways were initially digitized from paper maps. The task of 
digitization, whether performed manually or digitally, is tedious 

SSo you’re driving down a narrow road on a dark 
and stormy night, and you look to your car’s dash-
board to see where your trusty global positioning 
system (GPS) unit is directing you. No more paper 
maps to fumble with and try to fold. No detailed 
street atlas to try to browse while it slides all over 
the passenger seat and onto the fl oor. Despite the 
external circumstances, you feel safe and secure 
knowing that you’ll eventually fi nd your way to the 
main road and be swiftly on your way home. The 
GPS unit happily chimes to you “Turn right!” and you 
follow its commands, like an obedient servant, and 
— WHAM — your car slams nose-fi rst into a guard 
rail that really wasn’t supposed to be there! While 
you take stock of your health and ensure it’s only 
the car that got damaged, your GPS unit cheerfully 
chimes at you, “Continue straight for three miles!” 
Needless to say, some thoughts cross your mind on 
where you’d like to tell your GPS unit to go.

Does this type of incident sound familiar? This type of accident 
is becoming increasingly common as more and more people install 
GPS navigation and map units in their cars or buy the cars with 
them pre-installed — a rapidly growing trend as well. In late 2004, 
an elderly man driving 80 mph on a highway in France caused 
a traffi c accident when he followed his GPS unit’s command 
to “Make a U-turn immediately!” In another incident in early 
January 2008 in Bedford Hills, New York, a computer consultant 
was using his GPS unit to navigate, and he faithfully followed its 
instructions — leading him onto a train track where his car got 
stuck. His attempts to dislodge the car failed, and eventually a 
train showed up and demolished his car with a 60-mph impact. 
And yet another incident in January 2008 — a woman traveling 
from Nashville, Tennessee, was told to follow the GPS unit’s direc-
tions to turn left in downtown Harrisburg, Pennsylvania, but the 

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.

Keeping faith 
in spatial data
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and rife with various types of spatial data errors. Fortunately, more 
and more spatial data is being obtained digitally and without the 
interim generalization steps — such as being derived purely from 
digital sources such as satellite imagery and on-the-ground GPS 
capture of street data (for example, a car with a GPS unit drives the 
streets of a city and records the actual street data live). The pure 
digital approach can still introduce a variety of errors, based on the 
technology being used to capture the data. But for GPS units, the 
problem really doesn’t lie in the technology and devices, but rather 
in the data being deployed on such devices.

The real issue I’m trying to emphasize is that of spatial data 
quality. Regardless of how the data was captured, it’s hard to 
really know its accuracy unless someone checks the “ground 
truth” in the actual location. Given the plethora of street data 
sets in existence, how many do you think have been thoroughly 
checked against the real world for accuracy? This isn’t a new 
issue for spatial data, as it’s always been an issue with cartogra-
phers. For example, during the Age of Exploration, California was 
infamously displayed for decades as an island on the basis of 
maps from one voyage that mistook the Baja peninsula. 

When I was employed at Thomas Brothers Maps some years 
ago, I was responsible for updating several areas in the Seattle area 
street atlas, specifi cally areas in the city of Kirkland near Seattle. 
At the time, I was based in southern California. Using primarily 
aerial photos, I did the best update I could, but, when I moved to 
Seattle for graduate school several months later, I decided to fi eld 
check my own work on a whim. Not to my surprise, but to my great 
embarrassment, my previous map update contained many errors 
in a small area of about one square mile — simply due to the fact 
that the data had not been fi eld checked, perhaps not ever, as far 
as I could tell. The errors were unrelenting, from streets that didn’t 
exist to streets that surprisingly did, to streets that didn’t connect or 
have right-of-ways as shown on the map. Such data quality is also 
challenged by the fact that a long-time practice by cartographic 
publishers is to introduce “paper streets” — basically fi ctitious 
streets and names that are discreetly placed in order to catch other 
publishers “borrowing” their data. One wonders if anyone bothered 
to remove any of these phantom streets when converting to GPS-
ready spatial data. 

Without getting into the broader topic of quality, I also should 
note that spatial data accuracy has a lot of facets. It’s not just about 

proper location of a street or other objects, but also the proper attri-
bution, making sure a name is correct or that an area is given the 
right state or country identity (see the image related to Ireland). 

Now the issue that really got me thinking about all this — besides 
the unfortunate GPS-related accidents — is extrapolating this spa-
tial data quality issue to an international level. Generally speaking, 
the United States, Canada and Europe are known for having pretty 
good spatial data, and a few key companies have dominated the 
street data market and work diligently to ever improve their data. 
But as the GPS navigation technology becomes more widespread, 
I can see interesting challenges ahead for some countries. For 
example, as a policy, the Chinese government is very sensitive about 
releasing latitude/longitude fi gures outside their country, thus 
making it diffi cult or impossible for foreign data providers to ensure 
accuracy within China. Perhaps that’s just one of many reasons 
China is launching its own national GPS system, to avoid having 
to deal with external data risks. The system is called Compass and 
will be comprised of 24 satellites in direct competition with the US 
GPS and Europe’s Galileo networks. I can likewise foresee instances 
where the inaccuracy of the spatial data is not only a serious legal 
issue but a cultural one as well, where consumers in a particular 
locale might fi nd reason to believe that a spatial data error was 
intentionally introduced by a foreign supplier in order to cause 
trouble. Sound a bit far-fetched or paranoid? Perhaps so, but in my 
experience I’ve already seen similar incidents arise, and I think it’s 
only a matter of time before this type of cultural response becomes 
more prevalent.

The issue of spatial data quality is only going to increase as more 
and more GPS units are deployed in all kinds of vehicles and as new 
and better ways are developed for incorporating spatial data in our 
lives. I wouldn’t say that this is an issue to be too paranoid about, 
since the great majority of drivers still pay attention to the road (well 
somewhat — it seems that at the moment the mobile phone issue 
is a bigger threat than GPS units!). But the next time you hop into 
your car, if you have a GPS unit, I’d recommend that you keep these 
spatial data quality issues in the back of your mind as you watch 
that colorful display or listen to the pleasant directional commands 
coming from your dashboard — and keep a sharp eye on the road 
or else you’ll fi nd yourself off the map — pun entirely intentional.  M

Introduced at the Consumer Electronics Show in January 2008 in Las Vegas, 
Nevada, the Navigon 7100 is the latest in GPS units for automobiles. 

(Image © 2008, Navigon Inc.) 

This incorrect spatial data attribution of County Wicklow in the Republic of 
Ireland — not Northern Ireland — to the United Kingdom appeared during a 

random search on www.hotels.com. This can be a sensitive problem. 
(Image © 2006, Maporama, NAVTEQ)
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W Multilingual Mayo
There is probably no better known name or in advertising lingo 

“brand” medical care than the Mayo Clinic. World leaders and 
ordinary people fl ock there for everything from medical check-ups 
(sometimes referred to as “medical tourism” by skeptics) to com-
plicated surgeries. Famous patients have included Bono, Bill Cosby, 
Ernest Hemingway, many US presidents, and the current president 
of Iraq, Jalal Talabani. It is a US $6 billion-a-year business with 
2,000 physicians and almost 10,000 foreign patients a year from 
150 different countries. It now has branches in Dubai, Florida and 
Arizona, with Mayo health-care systems throughout Minnesota, 
Wisconsin and Iowa. Its website is in Spanish, Portuguese, Arabic 
and Turkish, and contains a number of international patient stories.

The real-life equivalent is the International Center at the Mayo 
Clinic in Rochester, Minnesota. There you can get a daily 11x17 
printout of the International Herald Tribune, Al-Hayat from 
Abu Dhabi and La Jornada from Mexico City. Multilingual clinic 
brochures abound. In addition, trained staff deal with visitors. No 
big deal? I was recently in the lobby of a major US hospital when 
I heard the receptionist yell out “Anyone here speak Spanish?” as 
she tried to deal with a patient from Central America. Luckily, I 
was able to help out, but what if there were no one in the lobby 
to speak Spanish or knew where to turn?

Fortunately or unfortunately, due to my wife’s many major 
surgeries and my own life-threatening injuries over the past 
several years, we have become experts on medical care around 
the United States, if not the world. I can say that the medical 
technology in one major location in the United States can’t be 
considered hugely better than another. However, no place we 
have been for major medical care comes close, not even remotely, 
to the attitude of service that prevails at Mayo. For example, they 
have a toll-free number anyone can call from Mexico. Unlike 
many medical centers, you can get an appointment there with 
a specialist sans referral. It’s impossible to describe; you have to 

When I travel around the United States and even 
the larger world and mention that I lived in Min-
nesota, the response I get is typically about the 
“many lakes there” or Prairie Home Companion, the 
immensely popular radio-program-cum-franchise 
started by St. Paul resident Garrison Keillor. When I 
lived in rural Virginia, people there would continu-
ally confuse Michigan with Minnesota and India-
napolis with Minneapolis. People everywhere ask 
where Lake Wobegon is. It isn’t — it’s fi ction. 

So, it comes as no surprise to learn that many people often 
don’t know that two of the world’s most famous names — the 
Mayo Clinic in medical care and 3M in industrial products, now 
morphing into a science-based company — are located in Min-
nesota. Both place high value in their employees being able to 
handle languages other than English. They both struggle with 
budget issues relating to languages, but both organizations 
believe that to be world savvy you have to make a commitment 
to other languages. Both are unique in the extent that they try 
to utilize the global backgrounds of their employees, and I had a 
chance to visit both in the last couple of months.

It’s my theory that these organizations became world savvy 
because of the isolation of Minnesota from the rest of the world. 
They had no illusions about themselves like many fi rms have in 
major metropolitan areas. It’s a different story now as the Twin 
Cities — Minneapolis and St. Paul — are a major metropolitan 
area. Minnesota is a hub for Northwest Airlines, and the internet 
is everywhere. In addition, the Twin Cities has become a US center 
for Somalis from Africa and Hmongs from Cambodia. Spanish 
is now heard all over the Twin Cities, but in 1985 I sponsored a 
Cuban refugee family of fi ve because I was one of the few Span-
ish speakers in town willing to do so. At that time both companies 
were already going strong. Mayo began its language program in 
1951, and 3M began its language society in 1968, way before it 
was fashionable to be “global.”

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

John Freivalds World Savvy

Your global home 
companion — Minnesota
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go there to experience it. If you get sick 
or injured, go there, even if it is medical 
tourism. Instead of containing stacks of 
month-old magazines, the waiting area in 
one lobby has ten brand new workstations 
with internet access. If Mayo were a hotel, 
it would be a ten star!

I have found no medical center any-
where in the world that goes so far out of 

its way to handle international patients. 
To be sure, most major medical centers 
around the country often call up language 
interpretation services such as Language 
Line to deal with language issues. But 
at Mayo they have developed their own 
in-house ways to handle language issues. 
They start searching for in-house expertise 
among their staff before a patient with 
language skills other than English arrives. 
Jane Hughes, who runs the language ser-
vice department, informed me they have 
in-house resources in 27 languages and 
know where to go if they need additional 
help. She even went through all the 
Sudanese dialects that they have now 
or can get in the future.

To fi nd language resources, Mayo lists 
jobs on the in-house website. Once candi-
dates are found, they are given commer-
cially available tests to determine if they 
have the necessary skills. Hughes runs into 
the same problems as all of us in interna-
tional business. She mentioned the chal-
lenges in fi nding good Hmong interpreters: 
“Many in the older generation don’t speak 
English well enough while those in the 
younger generation don’t speak Hmong 
well enough.” The human resources 
department is the group within Mayo that 
keeps track of individual language skills. 
On the written side, Marianna Iglesias in 
public relations uses the same network of 
Mayo employees to develop patient guides, 
newsletters and other materials.

There is a “transcultural patient care” 
subcommittee conducted by the depart-
ment of nursing that notes the cultural 
issues involved in medical care and keeps 
key phrases in a number of languages 
to help the nursing staff identify and 
deal with problems. I know from my own 
experience that in many cultures it is not 
acceptable to tell others you are in pain. 
I know for certain that my mother, who 
had a Latvian-Teutonic upbringing, would 
never admit to being in pain even if she 
were asked “What is your pain level from 
one to ten?” To keep Mayo employees up 
to date, a course in medical terminology 
management is given three times a week 
over a fi ve-week period once a year.

3M — more than Scotch Tape
3M (Minnesota Mining and Manu-

facturing) always impressed me, but it 
really impressed me when Latvia became 
independent in 1991. It was already there 
with a proposal to change all the Russian/
Latvian road signs (some 70,000) in Latvia 

into just Latvian, and be refl ective as well.
3M is a complicated company to follow 

today, but it started by making sandpaper, 
which requires very little multilingual 
documentation. A fellow who worked 
for a translation fi rm in Minnesota once 
approached me and asked, “How can I get 
3M as a client?” I had to set him straight 
because there are some 30-odd divisions 
at 3M and all have their own commu-
nications budgets. Some use corporate 
communications, which has a small 
localization budget, and some use outside 
vendors. Overall, 3M sales are US $22 
billion and foreign sales are US $14 bil-
lion, or 61% of the total. The bulk of the 
language work for Europe is done from 
there and not in the United States.

3M mostly employs local nationals and 
has fewer than 300 employees worldwide 
not working in their own country. Years ago, 
3M started a language society. One German 
employee started teaching German to 3M 
employees in the St. Paul headquarters 
cafeteria, and language learning became a 
fi xture in the company. Today, 730 students 
learn 18 languages in 59 noontime classes, 
all taught by 3M employees.

They have had full-time administrators 
in the past, but today the language soci-
ety is run by volunteers and a part-time 
administrator who helps with registra-
tions. The current president is Greg Taylor, 
the strategic account manager for 3M’s 
dealing with Siemens and United Technol-
ogies. He signs his e-mails “Mit freundli-
chen Grüssen / Saludos / Best regards.” 

I like the mission statement of the lan-
guage society: to promote interest in and 
knowledge of languages, thereby foster-
ing the personal and professional skills of 
the employees of 3M, to encourage and 
improve communications and understand-
ing through educational programs in the 
languages and cultures of the world’s peo-
ple, and to extend support to 3M matters 
of global communications. The language 
society also has a language service group 
staffed by 3M employees who mostly 
translate patents from foreign languages 
into English.

I have traveled the world and have 
found very few companies with such 
an active language program. I men-
tioned this to Hughes at Mayo, who was 
impressed by the work of 3M’s language 
society, but noted, “The problem here is 
that patients are scheduled throughout 
the day, even over noon hour, and since 
the needs of the patients come fi rst, 
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the interpreters may not be able to consistently be available to 
teach a language class.” 

I believe this language awareness has defi nitely rubbed off in 
how 3M does business. 3M began a project to standardize the 
company’s IT operations in 1988 instead of a separate operation 
in each of the 63 nations in which it then maintained a presence. 
The company developed templates for global implementation that 
are still applicable more than 20 years later. Click on 3M’s website 
and you can see this template at work in numerous languages 
— even Latvian and Bulgarian.

3M has an enterprise translation system whereby each business 
unit of 3M establishes its own language strategies to manage 
distribution in foreign markets. Thus, 3M Optical Systems and 
Digital Signage’s marketing manager in Europe went out and 
hired MarketingNet to develop a program in 12 languages.

International politics localized in Minnesota
Minnesota’s global credentials really hit the world’s front pages in 

1990 when Mikhail Gorbachev, the Soviet president whose country 
was about to implode, decided to stop in the Twin Cities on an offi -
cial visit to the United States. Minnesota companies were all over the 
Soviet Union. Control Data had big computer dealings, Cargill sold 
them grain, and the Radisson Hotel Group, based in Minneapolis, had 
just opened the fi rst modern western hotel in Moscow. So there was 
business here, but observers in the United States were stunned that 

Gorbachev would stop in Minnesota (where’s that?) in between visits 
to far fl ashier New York and San Francisco.

Gorbachev bonded immediately with Rudy Perpich, the gov-
ernor of Minnesota, whom Newsweek had earlier called “Gov-
ernor Goofy” for some of his antics — like issuing an invitation 
for Gorbachev to stop by for a visit. Gorbachev saw Perpich as 
someone like himself, simple folk who had risen up in the ranks 
from humble origins. At the end of the day, Perpich declared that 
Gorbachev had left “with warm fuzzy feelings about Minnesota.”

This is probably because the welcoming committee asked me, 
then working in Minneapolis, to develop billboards in Russian wel-
coming Gorbachev to the Twin Cities. One local writer put it this 
way: “Never had there been such hype for an event in Minnesota. 
Over 1,000 US and 2,000 international representatives of the 
press were on hand.” A local announcer remarked afterwards, “We 
greeted Gorbachev as a Christ fi gure.” What people now realize is 
that Minnesota did not greet Gorbachev as the embattled Soviet 
president whose country was about to disappear.

But, as Nick Hayes, a writer for Twin Cities public television, 
wrote of the historic visit, “Then again maybe there was reason to 
believe in Gorbachev. It wasn’t just Lake Wobegon that believed 
he was turning his swords into plowshares. Gorbachev represented 
the chance of something else. Gorbachev enabled us to believe in 
the possibility of a much better, more human part of politics than 
what’s going on now.”  M
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they weren’t mismanaged, were quite impressive — plenty good 
stuff to learn from, but the key is to build something that is 
sustainable as a business.

Concerning global content management software, there have 
been great contributions to processes, though the sustainability 
of localization technology companies — rather than the tech-
nologies they create — is a central issue. eTranslate, GlobalSight, 
TRADOS and Idiom all had different degrees of failure and put 
themselves in a position so they could not continue as busi-
nesses without an acquisition or continued feeding from the VC 
trough, as they were bleeding money, and in some cases were 
purchased at yard sale rates. Note that I’m not talking about 
acquisition by itself as being a problem, but sustainability and 
return on investment should be prime goals of new for-profi t 
business ventures. I’m sure the venture capitalists were bank-
ing on globalization management systems (GMS) becoming the 
Rosetta stone of technology and selling like morning coffee 
rather than like ice to Eskimos.

Lesson #1: Too much money is not always a good thing.
Raising too much money looks to be undoubtedly a big part 

of the problem and a big warning fl ag. When you raise all that 
money, you do so with some major market expectations, regard-
less of whether you’ve proven yourself and your organization’s 
acumen as a business. You’re going to then spend money at a 
rate that might not make sense in the long run for the sustain-
ability of the company. Investors aren’t necessarily going to be 
interested in keeping a business going if it requires scaling down 
all expectations, from staffi ng to revenues, as most would rather 
just move on, even if a smaller version of the company they’ve 
funded might have possibilities. It’s just not worth it to them. 
So, they cut their losses and move on. There is nobody left as an 
owner to dig in, adjust and keep going despite setbacks and in 
the face of limitations.

Lesson #2: Be determined and creative.
Out of all the GMS companies mentioned, I thought Idiom by 

far showed the most determined, creative and savvy behavior. 
It hung in there longer than everyone else. It came up with an 
innovative partner strategy to align with the localization indus-
try and hired quality people to execute it. It’s clear it provided 

TThey say that the early bird gets the worm, but 
you could also joke about the second mouse get-
ting the cheese. Personally, I think cheese tastes 
better. Metaphors aside, a point we’ve seen in 
our industry and beyond is that early trailblazers 
developing technology and the like often don’t 
make it in the long run. In many ways, it’s more 
straightforward to copy what a failed enterprise 
has done right, learn from it and make a viable 
business out of it rather than being fi rst. The 
recent acquisition of Idiom by SDL, as well as past 
acquisitions of globalization-related technology 
fi rms, should give all of us in the business a pause 
to consider what went wrong and what goes right 
in terms of software-focused technology compa-
nies in our industry being able to stand on their 
own as viable businesses.

As someone who founded and runs a company that provides 
both internationalization software and services, I have my own 
perspective on the downfall of various localization technolo-
gies as workable businesses. In fact, I patterned Lingoport on 
what actually worked at a failed company called OneRealm, 
where I fi rst got extensive exposure to globalization engineer-
ing and the localization industry. That company was exces-
sively funded and wasteful in eye-popping ways — we had 
good parties, though — and ultimately failed when the venture 
capital (VC) funding addiction was cut off. I thought the prod-
uct technology was shortsighted and too rigid to use for inter-
nationalization, though many aspects of the services, when 

Adam Asnes is president and CEO of Lingoport, which he founded 
in 2001. He is a frequent speaker on globalization technology as it 
affects businesses expanding their worldwide reach.

The Business Side Adam Asnes

Lessons from globalization 
management system ashes
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real value to the industry. I’m told its 
product is quite good. I thought Idiom’s 
CEO was an impressive guy — not so 
much because he had an accomplished 
past, but because it seemed he took the 
time to get an idea of the industry land-
scape and then make an effort to make a 
better place out of it. Personally, I’ve only 
talked to him twice, but he seemed to be 
the real deal.

Lesson #3: It takes money to build 
and service technologies.

It takes serious cash to create, build, 
continuously improve and maintain 
software. Initially, at least, technology 
development and marketing rarely pay 
for themselves — hence, the need for 
investment as you scale your business. 
There’s little chance a company such as 
Idiom would get rolling without raising 
money, so raising the “right” amount of 
capital is needed. This is very different 
from starting a localization company, 
many of which seem to be founded 
by very talented individuals who have 
jumped into creating their own com-
panies on a shoestring and with a few 
good initial customers. In hindsight, the 
need for cash has to balance the market 
opportunity.

Lesson #4: Keep costs in line with 
revenues and real world growth results.

Now, the part I couldn’t gather in 
my head in the last few years was how 
Idiom was establishing enough revenue 
to fund its very ambitious development 
along with its excellent staff. Good 
people don’t come cheap, especially 
in Boston. Idiom’s marketing and sales 
expansion costs must have also been 
onerous. You need good people, but you 
need the expenses to be in balance with 
your growth expectations once you have 
a good track record to help you project 
needs. It appears from the outside that 
Idiom was still making rapid growth, 
even at high cost, the priority rather 
than sustainability.

Lesson #5: Have more than one 
source for income.

Technology companies need money for 
engineering, marketing, sales and support 
to come from somewhere — either inves-
tors or ancillary sales of services or per-
haps other products. The point is that you 
need several pillars of cash and income 
to build your business upon unless your 
technology is just so valuable that people 
immediately can’t see operating with-
out paying for it. The aforementioned 

companies all concentrated their efforts 
on software for managing words through 
the translation process. Only eTranslate 
pursued localization services revenue, but 
so much of their business was broken that 
it was perhaps the poster child for over-
investment.

Lesson #6: Adapt or sell out.
Idiom announced in MultiLingual #92 

December 2007 (p. 12) that it had raised 
an additional $8 million and then sold 
the company in February. The company 
was losing money at $5 million per 
year. So, I’m assuming here that the $8 
million must have been bridge money 
so that the doors wouldn’t close before 
the negotiations with SDL were com-
plete. One could leap to the logic that 
through various diluting and depreciat-
ing rounds, past investors lost out and 
more recent investors at least saw some 
of their money come back. After all that 
investment of money and effort, the 
fact that Idiom did sell for $21.7 million 
might be assumed as an admission that 
management felt the market for paying 
customers for its product was not likely 
to increase much beyond its investment 
value payback of SDL’s offer. Although 
its sales were growing nicely, it wasn’t 
worth remaking a healthy company 
with organic sustainability. Ouch! This 
was the most successful of the big GMS 
plays. Perhaps we can interpret that at 
this time, GMS technologies, on their 
own, aren’t viable candidates for large 
investments, without major benefi ts that 
are realized by supporting services rev-
enue, such as translation or other types 
of engineering. Yet there clearly is an 
opportunity for localization technology 
development, perhaps without as large 
an investment requirement.

In my own company, if we tried to 
survive on just our product revenues, 
it wouldn’t be pretty. Yet combining 
the technology we develop does give 
us a unique advantage when we offer 
services, while also giving us more than 
one way to support customers with dif-
ferent needs. It works. We’re our own 
best customer, while also letting our 
customers share in that benefi t beyond 
the development work that we do. Of 
course, there’s no comparison in the scale 
of the marketing force that we’ve taken 
on compared to Idiom, but we do know 
how to make a profi t. In fact, to date, 
this model has let us enjoy not taking 
on investors so far. That’s unusual in the 

technology space, but maybe a back-to-
the-future model for establishing tech-
nology-focused companies that dare to 
take on the very human processes around 
software globalization.

Lesson #7: Nothing’s free. Business 
must be measurable in dollars.

Along these lines, I’m not a big fan 
of giving software away to support 
services. If a system is adding value for 
a customer, you need to charge in some 
form or another for that technology. 
Otherwise, you run into obvious busi-
ness confl ict with development support. 
If there’s no revenue to attach to it and 
if you’re not able to realize a premium, 
such as a higher per-word price, you are 
left with reduced transaction costs or 
presumably higher transaction volume 
to pay for it. That’s hard to measure and 
track. To my logic, that creates an unsus-
tainable system, where you can’t really 
measure the contribution your technol-
ogy is making to your bottom line. But 
what do I know? I only see the fi nancial 
reports from one industry leader that 
does this, and they don’t look good for a 
services company.

So, maybe the future successful 
GMS or industry impacting technology 
will come from a little more humble 
beginning while being tied into other 
services. Or maybe SDL, Translations 
.com and other large companies with 
multiple sources of income will rule the 
day. Certainly there’s room for a GMS 
that is adopted by many localization 
companies that want an independent 
vendor that isn’t competing for localiza-
tion. But at the same time, I hope that 
the GMS company has the moxie to 
fi nd creative ways to realize revenue in 
serving localization companies. Other-
wise, when customers don’t pay for the 
benefi t, it’s unsustainable. Sure, there 
are examples where a free edition of a 
product is a major boon to market entry 
and follow-on sales, but that requires 
various entry levels in product strategies 
and that the scale of the customer base 
is large and hungry. I guess that hasn’t 
yet been the case for large GMS systems 
on the client side, as well as much of 
the other client-side software to date in 
this industry — with only a few notable 
exceptions. Bummer! The promise is 
so sweet, but in the end, perhaps the 
majority of customers still just want a 
service rendered rather than owning the 
technology to make that easier.  M
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the path visitors take through the site
the effectiveness (or otherwise!) of our request for 

 information and request quote processes
search engine performance and keyword effectiveness
number of downloads of resources such as cultural 

 commentaries and language primers
We are in the process of a root and branch review of our site. 

Through our analytics package we can truly track and under-
stand the type and behavior of our visitors and where they come 
from. We have completed an analysis of our existing site, how 
each page has performed and what purpose each page serves on 
the site. We have also sought the opinions of clients, staff and 
other users.

We have some key goals for the revamped site, hoping that in 
the future:

It accurately refl ects our proposition and the 
 values of our organization.

The site is an interactive tool and not just an 
 electronic brochure.

It is easy to navigate and use with the required 
 information easy to fi nd.

It is completely transparent.
It is accessible and easy to fi nd through effective 

 search engine optimization and other methods.
It ticks all the technical boxes, in terms of speed of 

 download, page size and so on.
It is elegantly designed.
It is rich with the content our visitors want and 

 becomes a site that they will return to.
It is interesting and informative, clearly written and 

 doesn’t patronize.
It is linguistically and culturally excellent.

AAs I write this article in January, we are deep 
into the planning phase of Conversis’ revamped 
website. I always thought of our site as a sort of 
process where we could let the creative juices run 
wild, resulting in something spectacular and beau-
tiful. Imagine my horror when I discovered the 
key competency I required was my long-forgotten 
schoolboy math talent!

I have discovered that adapting an existing website is a com-
pletely different process than creating a new one. For a new one 
we don’t have to burden ourselves with boring stuff like facts. 
We can have lots of those lovely opinions — those things that 
people can’t prove or disprove. Existing sites have analytics, so 
we know what pages visitors enter from, exit from, stay on, buy 
from and so on. So, my opinions have been relegated to second-
ary importance behind those damned facts! Worse still, some of 
my opinions of three years ago have been proven wrong. I am 
still recovering from the shock.

Actually, I have found the process of seriously looking at the 
analytics fascinating. Like others, I suspect, we tend to take a 
superfi cial look on a weekly basis and then a more detailed look 
monthly. But, although we have had this data for three years, 
this is the fi rst time we have looked at it with this sort of depth. 
It certainly has debunked some myths, and the results are inter-
esting and frightening in equal measure.

To take you through each of our fi ndings would fi ll a whole 
edition of MultiLingual. But I hope to give you a fl avor with the 
following few analytics:

where our visitors are from, geographically 
 and professionally

the search phrases that are used
the landing pages’ effectiveness vs. the 

 effectiveness of our home page
exit pages
the time spent on pages
new vs. returning visitors

Gary Muddyman is managing director and CEO of Conversis, based 
in the United Kingdom. He previously served as director of opera-
tions for K International Plc. and spent 16 years working for HSBC 
Asset Finance U.K. Ltd. 

Localizing a localizer’s
website: analysis

Perspectives   Gary Muddyman
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It is thought provoking and diverse in its formats.
It has clear and persuasive calls to action.

Following the existing site review and establishing key prin-
ciples, we can get on with the job of planning the new site. The 
key for us is not to throw the baby out with the bathwater in 
two respects. First, parts of the site work well, and we want to 
retain those elements. Secondly, we have invested time, money 
and thought in improving our search engine performance. We 
want any changes to have a positive impact on the search engine 
rather than a negative one.

So, bearing in mind our key objectives, we have set about 
putting the revamped site together. I have said that there are 
some parts of the site and some pages that are working fi ne, 
popular and that we want to retain. However, we felt the best 
approach was to initially start from scratch, decide what we 
would want given a blank sheet of paper and then see where 
the elements we wanted to retain fi t in. We went through the 
following process.

Begin with the end 
It is vital to establish an ultimate goal for the website. A terms-

of-reference document was created and distributed to all parties 
involved. This established exactly what it is that we are selling our 
customers and how our service can be of benefi t to them.

A tone-of-voice document has been compiled in order to 
ensure consistency across the new website. A company’s tone 
of voice is all about language and the way it is used in com-
munication to the public and its customers. A company’s tone 
of voice refl ects its personality. It’s important that the tone of 
voice comes across in marketing and external communication 
and also in the way employees write e-mails, talk to each other 
and to their customers. This will ensure that we avoid projecting 
a mixed message.

Know your audience
One question to ask prior to making any changes to the 

website was to establish exactly to whom we are speaking. Who 
exactly is our audience? We cannot speak to everyone, and it 
was necessary to identify our key segments. By performing this 
analysis, we established that our website should speak to both 
the individual and the corporation.

Our audience covers a range of job titles from marketing 
managers to engineers and localization professionals. Our mes-
sage stands out as we are speaking to a group who all work 
in mid- to large-sized corporations and who are budget, time 
and infl uence poor. We can provide a solution to their business 
issues. 

Segmenting by job title and investing the time to understand 
where and how our clients/prospective clients search for infor-
mation, what interests and motivates them have allowed us to 
truly understand their requirements. This process enables us to 
enhance our website content to meet their needs.

Consistency of information fl ow
Once we had defi ned our target audience, case studies were 

created to refl ect how Conversis had met the needs of each 
group, therefore highlighting what it needs to know. The web 
statistics have shown which information is the most/least 
popular. This has given us a clear idea of website content and 
information fl ow. 

The most important message to convey on our new site is that 
we understand our customers’ problems and to demonstrate 
how best we can solve them. We realized that as our customers 
are time poor, it is vital that our headlines capture their atten-
tion and immediately communicate our message. This process 
has allowed us to prioritize content based on what our custom-
ers are telling us.

Easily digestible content: With a structure for the new 
website now in place, we realize that the content must grab the 
visitor’s attention. Our headlines must be eye-catching, and the 
content relating to them must be succinct, business-like and 
relevant in order to keep their attention. It is vital that we use 
language that all of our customers will understand.

Smooth transitions: We have a lot of information on our 
existing site. We must ensure that all information is connected 
and does not jump from one unrelated point to another.

Natural progression: Globalization, internationalization, local-
ization and translation, the services that we provide, can all be 
interrelated, and a key objective of our new site is to navigate 
the visitor through each page to arouse interest.

Clear messages: We are in the process of creating one main 
point per page, and all information on that page will be related. 
Too much information to digest on one page means the reader 
will not stay. Long, scrolling text is out!

Landmines: Having established a clear and consistent mes-
sage, we will ensure that our new website is linguistically, gram-
matically and culturally correct. It’s supposed to be what we do!

Minimalism: By adhering to the above and interrogating our 
web analytics, I am convinced that only the vital information 
that our visitors care about will remain. Our site will be clean, 
succinct, informative and easy to navigate. There will be a con-
sistent message throughout. 

Gain a unique competitive advantage
Coming back to the objective of this article, we in the local-

ization community have some serious housecleaning to do. In 
our industry, we are not properly practicing what we are preach-
ing in terms of properly localizing our websites.

I refer to my good friend and colleague Nitish Singh who in 
conjunction with Arun Pereira wrote The Culturally Customized 
Web Site. Culturally adapted web content enhances usability, 
accessibility and website interactivity with the relevant cultural 
group. It is critically important to fully understand the subtle-
ties of each culture you are targeting before launching your 
website. I do not wish to design my site with a “one style fi ts all” 
attitude. The website must resonate with the cultural context it 
operates in, and to do this what is needed is not cosmetic local-
ization, but rather cultural customization.

How much time do we in the industry devote to considering 
these issues? Attendees of Localization World Seattle in Novem-
ber 2007 may well have seen that during the presentation Nitish 
and I did together, we revealed that our industry is not practic-
ing what we are preaching. 

Over 50 localization companies and their US English, Ger-
man and Spanish sites served as the fi nal sample. A total of 
156 sites were analyzed comprising several thousand web 
pages. We found that the quality and depth of localization are 
inferior to that of our multinational enterprise customers as an 
industry. Our end product, our new site, must not repeat this 
mistake. M
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The evolution of
machine translation
Jaap van der Meer

It is amazing how much the world of machine 
translation (MT) has changed in just a few years’ 
time. The word revolution would be appropriate 
to describe the change in attitudes. For 50 years, 
MT technology led an academic life, hidden from 
the real world. Its ups and downs, breakthroughs 
and setbacks, remained practically unnoticed by 
business people. If on rare occasions someone 
would suggest that MT could be brought in to 
serve a practical goal, eyebrows would raise in 
pity for the speaker’s delusions.
Four years ago, practically nobody predicted that MT would 

ever emerge from the catacombs of academia and start a use-
ful life. Its closest allies — the researchers and the translation 
community — were in fact themselves the biggest obstacles to 
success. The academics seemed to be quite satisfi ed with their 
ivory tower when they established such lofty goals as fully 
automatic high quality translation (FAHQT). Translators feared 
that MT would put them out of work. The success of MT would 
mean the end of the world to those who were most involved. 
The old paradigm of FAHQT cut off many practical usages of 
MT for decades.

Today, many global companies are testing MT for use in 
a customer support or localization business environment. 
Microsoft and Google offer their MT 
technologies to allow users to translate 
web pages on the fl y. Language service 
providers (LSPs) are investing in MT 
technology and in training for post-
editing skills. Most striking of all, no 
one raises an eyebrow. We have moved 
from complete denial to full acceptance 

in just four years’ time. MT is no longer a bad word; instead, it 
is a popular topic at every translation conference.

In this article, I will take a snapshot of the metamorphosis 
that happened in the localization industry, highlight user cases 
and usage models of MT, zoom in on the weak spots of qual-
ity evaluation and business sense in the MT technology sector, 
sketch the force of market trends and the transmutation of the 
localization industry, and fi nally offer a vision of a world with-
out language barriers — and, yes, I will raise some eyebrows. 

October 2004 – AMTA Conference, Georgetown
“Professor Hutchins, would you say after all these years that 

the engineers committed fraud with the fi rst MT demonstration 
at Georgetown University in January 1954?” 

Professor John Hutchins, the chronicler of MT, hesitated 
before answering this question. After all, one would not want to 
accuse the IBM engineers or linguists from Georgetown Univer-
sity of any wrongdoing. After a pause, he said: “I would not call 
it fraud, but you could say that the demonstration was doctored 
to some extent.” Hutchins’ report on the fi rst demonstration of 
MT in January 1954 was a highlight at this AMTA (Association 
for Machine Translation in the Americas) conference. Hutchins 
painted a picture of the great ambitions of the pioneers of MT, 
the huge IBM 701 computer occupying roughly the same area as 
a tennis court, the punch cards, the six grammar rules and the 
250 dictionary entries, and the excitement; the journalists and 

the project leaders who stumbled over each 
other to explain the far-reaching conse-
quences of this demonstration. One of the 
engineers — with a straight face — told the 
news reporter on television that “we will 
now be able to translate the whole of the 
Soviet Union into the Queen’s English in 
about a week’s time.”

Jaap van der Meer, cofounder 
and director of TAUS, is also 
cofounder and partner of 
Cross Language and a 
member of the Localization 
World management team. 

Tech
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We all smiled and went back to the comfort zone of research. 

In fact, the AMTA conference organizers had chosen this as the 
theme of the 2004 conference: “From Real Users to Research.” 
The embarrassment over this public exposure of 50 years ago 
was still felt among the attendees at the 2004 conference.

November 2004 – 
Localization World San Francisco
About a month later another meeting took place: a one-day 

round table meeting of around 20 business users of translation 
technology. Practically all of them had experience in varying 
degrees using MT. The participants came from IBM, Microsoft, 
Cisco, Oracle, Hewlett-Packard, Symantec, CA, SAS Institute, 
Sun Microsystems, EMC and Autodesk. One of the key barri-
ers to entry for MT technology identifi ed by this group was 
the “mindset.” Clearly, what was needed was market education, 
public relations and a good exchange of user cases and best 
practices. The participants decided to establish the Translation 
Automation User Society (TAUS). TAUS grew into an active 
industry group focusing on translation automation and busi-
ness innovation. In a series of round table meetings, forums and 
workshops held between 2005 and 2007, hundreds of practitio-
ners, corporate and institutional users, and technology develop-
ers came together to discuss the barriers and opportunities of 
MT. More than 70 companies have currently joined the TAUS 
community, a clear sign that we are succeeding in creating a 
more open and positive mindset vis-à-vis MT.

March 2006 – Georgetown revisited
With a clear sense of history, a TAUS executive forum was 

held in 2006 in Washington, D.C., at the Marriott Hotel, with a 
clear view of Georgetown University across the Potomac River. 
The focus of the forum was real user cases, and we were surprised 
there were so many. Chrysler, for example, reduced 35% of its 
translation costs and increased translation productivity by 40% 
using MT technology and small post-editing teams, a recipe that 
is now followed by an increasing number of LSPs to better man-
age the enormous workload of automotive service literature. 

The European Patent Offi ce reported that it is following the 
example of its equivalents in Japan by implementing an MT 
solution to help examiners to get quick access to millions of 
patent claims in multiple European languages. The benefi t here 
is more of a strategic nature: faster access to patent information 
will stimulate economic development and industry innovation. 

MT does not need to provide a good translation. A degree 
of understanding is suffi cient to meet the requirements of this 
application. SWIFT has announced its implementation plan for 
MT on its global websites, which will help SWIFT’s customers 
— banking professionals around the world — solve user ques-
tions. The benefi ts sought are the reduction of incoming calls to 
the customer support centers, thereby reducing costs. Symantec, 
on its part, presented the hybrid model of MT with translation 
memory (TM). This is the only way the virus software company 
can respond effectively to the localization requirements of its 
time-critical applications. A dramatic decrease in translation 
costs and a doubling of productivity seemed within reach for 
Symantec. Google fi red our imaginations with the immense vol-
ume of data it used to train its MT systems: a trillion words in 
the English language model; 140 million words in the Chinese 
and Arabic translation models. Many professional translators 

today look jealously at the incredible quality of the Google MT 
engine. If only they could use this to help boost their productiv-
ity! But all that Google is after is promoting more traffi c for its 
search engine. It is not likely that it will make its technology 
available to the translation industry. Microsoft reported the 
success of its in-house-developed MT engine on the Microsoft 
support site. Foreign language users were very pleased to fi nd 
answers to their questions in their own languages. In the user 
surveys, they valued the MT output higher than the English 
users valued the original English content.

The ice was broken. All these user cases proved that MT 
deserves serious attention in business. 

Transmutation
While the TAUS community helped to stimulate a positive 

mindset towards MT, the world around us went through a meta-
morphosis as well. Publishers started to lose control. The power 
shifted towards the end users — the customers, the citizens, the 
patients. While globalization started as economic expansion, 
driven by big corporations and governments, we are now expe-
riencing a diffusion of that top-down power; we are entering 
the age of participation. The internet turns communities of users 
into new power centers. They do not take for granted what gets 
published by the manufacturers and publishers. They share and 
pull information from social networks, blogs and wikis. Gradu-
ally, globalization is taking a different, more democratic, more 
linguistically diverse form.

This metamorphosis of globalization has had a tremendous 
impact on the translation industry. I refer to this as “transmuta-
tion” or “Translation 3.0” in reference to the Web 3.0 phase in 
the evolution of the internet. This leads to a requirement for 
rapid turnaround and even real-time translation of unpredict-
able volumes of content and explains the sudden interest in MT 
in the translation industry. We realize that MT is the only way 
we can respond to these new challenges. 

Finally released from the heavy responsibility to provide 
FAHQT, MT is starting to serve as a very useful application on 
customer support sites, company intranets, in communications, 

The evolution of the translation industry.
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and for business intelligence. Most inter-
esting is the increasing popularity of MT 
in the area of business intelligence. Com-
bined with other language intelligence 
technologies such as sentiment analysis, 
text mining and statistical tools, MT helps 
global companies to scan millions of 
customer contact forms, blogs and chat 
boards in multiple languages to discover 
dissatisfi ed customers and to increase net 
promoter scores. 

I introduced FAUT as an acronym for 
fully automatic useful translation to refer 
to these more pragmatic approaches to 
MT. MT simply proves to be very useful, 
despite the fact that quality is still unre-
liable and MT technology companies are 
still in their infancy.

Issues
Naturally, certain issues that have re-

strained us from embracing MT technol-
ogy for a long time haven’t gone away, 
but we are fi nding a practical way of 
dealing with them. First of all, we have 
been bothered by the fact that the quality 
of MT is hard to measure. Now, it must be 
said that this is not different from human 
translation quality, but generally speak-
ing the human translators have proved 
to be more dependable in a business 
environment. Human translation quality 
turned into the benchmark, the default, 
for measuring the quality of MT output. 
For a long time, the so-called “blue 
score methodology” has been applied 
as the most objective measurement for 
the progress that was made on the R&D 
front with different MT technologies. In 
a practical environment, however, a high 
blue score is not necessarily the best indi-
cator for commercial success. In the user 
cases that we have seen, more and more 
companies apply more practical metrics: 
an evaluation on the basis of readability 
and usability based on samples of a large 
machine-translated corpus. The resulting 
score is still only based on an assessment 
of the quality of translations and not on 
its usefulness to the end user. More and 
more companies are therefore insisting 
on collecting the feedback from real 
users of MT, as is appropriate in this age 
of transmutation. As one of the managers 
said in a TAUS forum, “our linguists are 
never happy, but if it is good enough for 
the end users, it is good enough for us.”

Other entry barriers for MT are the lack 
of choices in MT systems and the general 
weakness of this sector from a business 

point of view. MT has assumed this aureole 
of being free to the world. Millions and mil-
lions of people are using MT every day, but 
they do not pay a cent for it. This prevents 
the few commercial MT companies from 
investing in new language pairs and devel-
opment. MT companies seem to lack the 
business savvy to break through this Catch-
22 and develop a fl ourishing technology 
company. Perhaps MT was never meant to 
be a software product like other applica-
tions but rather destined to be an open-
source technology and service enabler.

The road forward
MT is rapidly improving. The quality 

of Google's MT is mind-boggling, even to 
language professionals. The secret to this 
lies in the availability of language data: 
the more data, the better. In two TAUS 
summits in the past year, participants 
have carefully analyzed the potential ben-
efi ts of an industry-shared language data 
platform. Such a platform would enable 
owners and users of TMs to collaborate 
and share very large repositories of lan-
guage data in specifi c industry domains. 
The European Commission announced 
in January 2008 that it will make one 
million sentences in 22 languages in TM 
format freely available to stimulate the 
improvement of translation technology. 
These initiatives to share linguistic data 

will lead to dramatically improved perfor-
mance of MT. 

However, we shall also start seeing that 
the language barriers will shift from tra-
ditional national languages to ever more 
specialized technical languages. How can 
we ensure that the Chinese radiologist 
understands the Spanish X-ray equip-
ment engineer? How do we close the gap 
between the Korean builder of a chemical 
solutions plant and the software architect 
in the United States? They might all be 
versed in English, but even so they have 
a hard time fi nding and using common 
technical terminology, since there are 
many local variances of it. This sort of 
situation will worsen when we move on 
from expert users to end users, consum-
ers and citizens.

This will lead to new opportunities for 
the professional translation and language 
industries. New skills and new services will 
be required to develop industry-standard 
taxonomies and to allow business applica-
tions to navigate better between languages, 
concepts and meanings for improved end-
user support and better busi ness intelli-
gence. Of course, translation automation 
will never be good enough to produce 
high-end communications from a stylistic 
point of view, but by embracing MT, the 
translation industry will take away the 
barriers for growth. M
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Machine translation: 
not a pseudoscience
Vadim Berman

It always amazes me how the business model 
of fortune-telling works. The essential part of this 
industry is to have plan B ready — to explain why 
the future does not correlate with the predictions.
The machine translation (MT) industry, unfortunately, 

shares certain properties with fortune-telling. An average MT 
vendor, usually having acquired the product from someone 
else, provides the corporate customer with a black box. The 
customer uses the box. If the customer is all right with the 
result, everything’s fi ne. If he or she isn’t, the excuse is that 
there are some errors along the way. The computers have not 
evolved enough to handle human language effi ciently. In 
other words, it’s out of our hands — the celestial bodies are to 
blame. End of story.

The main issue here is not the lack of options and not even 
the complexity of MT as software. The problem is that the 
resellers and integrators often are not adept in working with 
MT, and many of them view it as a black box where they put 
text in their native tongue and get back a bunch of characters 
in a language they don’t understand. If it looks foreign, it 
probably worked. The customer usually perceives the entire 
software package as one unit and perceives the vendor who 
resold someone else's engine with some alterations as an MT 
expert, so the computers-have-not-evolved-enough argument 
is accepted. MT software is complex to maintain and requires spe-
cialized skills for proper deploy-
ment and support. Thus, when not 
taken proper care of, it will be as 
“pseudoscientifi c” as any other 
project — especially those relat-
ing to information technology 
(IT) — done by people without 
the required skills.

Case study: the outsourcing industry
A typical European multinational operates branches and 

subsidiaries in a few countries where people speak different lan-
guages. A typical employee of a typical European multinational 
speaks one, sometimes two languages, and it is not guaranteed 
that one of these would be English. Even the Dutch, who are con-
sidered to have the best English skills in Europe, admit that many 
of them face diffi culties using English on the “business” level. 
Given this serious business need and the willingness to experi-
ment, Europe seems to be the Klondike of the MT industry.

In our case, the client was a venerable corporation with 
branches in nearly every country in the world providing 
accounting services to another, even bigger, multinational from 
one of the European capitals. For some reason — cost-cutting, 
rapid changes or something else — the result was that the main 
service center was situated in a small country where none of the 
customer’s branches were located. Other service centers were 
serving branches in their own countries or adjacent ones.

It seems that they had to employ a lot of people who did next 
to nothing — employees who were there only because of their 
linguistic skills. Once in a while, these folks were forced to stop 
watching soccer and translate or reply to an incoming e-mail. 

Our job was to customize and integrate a wide area net-
work-based solution on a company server. They had no lexical 
database of any kind, but they did have a set of special terms 
they wanted to use, mostly related to accounting. While the 

product itself had accounting terms, the customer 
company — just like everyone else — had its own 
lingo relating to organizational procedures, soft-
ware they used and so on. With the customer’s 
dictionary being built on-the-fl y, we had to imple-
ment a dynamic dictionary that the customer could 
update if required. The MT server application we 
used could handle custom dictionaries and was 

Vadim Berman, 
experienced in both IT and 
language engineering, is a 
founder of Digital Sonata.
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complete with a custom dictionary edi-
tor. But teaching the staff its relatively 
complex graphical user interface and 
relying on their ability to set all the 
grammatical and semantic tags correctly 
were out of the question. 

Everybody knows how to work with 
Excel, and Excel spreadsheets can be 
saved as XML, which is easily tweaked 
in every direction. We created a template 
spreadsheet where a person in charge of 
the collection of terms was entering the 
terms that required special interpreta-
tion and a conversion utility. Because 
the engine lacked technical support, we 
had to research the format of the user 
dictionaries and even exploit some bugs. 
The utility that we built transforms the 
Excel spreadsheets into the format of 
this custom dictionary. The process is 
automated, and the person in charge 
just needs to dump the spreadsheet on 
the server in a specifi c directory, double-
click a shortcut and make a few choices 
to update the dictionary.

Another interesting problem was dia-
lect. English>Portuguese and Portuguese> 
English were among the pairs that had to 
be implemented. The MT engine was built 
specifi cally for Brazilian Portuguese, and 
we needed European Portuguese, which 
is used in Portugal and all the former 
colonies of Portugal except Brazil — Cape 
Verde, East Timor, Angola, Mozambique 
and some other countries. The differences 
between the two spoken languages are 
greater than, for example, the differences 
between British and American English or 
Canadian and common French. When it 
comes to written language, however, the 
main differences are in spelling — such 
as the silent c which has been eliminated 
in Brazilian Portuguese. The word invoice,
for example, translated as factura in 
European Portuguese, is spelled fatura in 
Brazilian Portuguese. The engine simply 
knew nothing about factura. We got away 
with compiling a list of terms with dif-
ferent spellings and incorporating it as a 
user dictionary.

In addition to the technical obstacles, 
we faced organizational problems. The 
collection of terms and other activities 
required the users’ cooperation. Luckily, 
we had a very enthusiastic project coor-
dinator who did absolutely everything to 
ensure things ran smoothly. She did all the 
pushing and prodding and converted the 
incoming correspondence about mistrans-
lated terms into entries in our spreadsheet. 

A few points had to be made to the users 
by someone with authority. She made sure 
the message would come across.

One of the serious misconceptions 
on our part was the assumption that 
end users can be trusted when it comes 
to spelling. Once, we received an angry 
e-mail from the management comparing 
results from the free Google Translate 
— then SYSTRAN — to our package 
translating Spanish to English. Both 
translations looked like spaghetti, but 
SYSTRAN’s translation was slightly better 
— spaghetti al dente. After quick exami-
nation, we saw that nearly every second 
word was misspelled; most of them had 
missing accents here and there. Once the 
errors were fi xed, our package emerged 
triumphant, with most of the fragments 
translated correctly. We had to admit, 
however, that SYSTRAN was better when 
it came to processing misspelled text. This 
prompted us to integrate a spell-checker, 
which made the users correct each error 
they made. Unfortunately, there is no 
credible grammar checker yet that can 
be trusted to insert or remove commas 
where required. Nevertheless, the spell-
checker solved most of the problems.

The “Google Translate” problem de-
serves special attention. When deploying 
an MT package, the providers as well as 
IT managers in the customer organization 
must supply serious arguments for buy-
ing from them. It is diffi cult to see the 
difference in functionality between a free 
service and an expensive package from 
the perspective of someone who pastes 
a text inside that text box and then gets 
a bunch of characters in a language he 
or she doesn’t understand. Therefore, 
the aspect of specialized translation and 
fi ne-tuning capabilities must be stressed 
— if possible, with examples from the 
customer’s industry. 

The project was a success. We enhanced 
the system with the additional function-
ality it needed, adding e-mail translation 
service and document translation. We 
also enabled an optional human quality 
assurance redirection: an e-mail is sent 
to a human language expert to verify 
that the translation is correct when the 
topic is critical or the result is unclear. 
The system gradually became a standard 
in the customer’s inter-lingual com-
munications. The staff was reduced to 
professionals. The usage was expanded 
to other branches in Europe as well as to 
India. Promotion of the involved parties 

is evidence that the management was 
happy with the implementation.

Educating users
Probably the most important lesson 

learned from our experience was that the 
users are as important as the technol-
ogy. MT has fewer tangible aspects than 
other software. Most of its inner workings 
are invisible; so, many things must be 
explained to the users. It is important to 
remind the users that this is software. If 
you misspell the name of a fi le, your pro-
gram will not run. In a similar way, if you 
misspell a word or use the wrong punc-
tuation in your MT input, your text will 
not be translated correctly. There are also 
regular MT-specifi c tips, such as using 
words that aren’t ambiguous, breaking 
long sentences into shorter ones and so 
on. You don’t have to be a pest, but make 
sure the users at least hear these once. If 
you want more predictable results, make 
sure your users understand that the trans-
lation will never be perfect. They need 
to understand that the purpose is to get 
across the meaning and not to automati-
cally create a literary masterpiece.

Gazing into the crystal ball
Where are we heading? Are there any 

signs that MT will become mainstream 
soon? Currently, the technological level 
of MT is reasonably high. With coop-
erative users and correct deployment, it 
becomes a useful and usable tool. Unfor-
tunately, expectations are still unrealisti-
cally high, and instead of perceiving MT 
as a complex mechanism with numerous 
switches and levers, users expect it to 
work the way humans do.

Over 50 years ago, Yehoshua Bar-
Hillel, the fi rst full-time MT researcher, 
published a paper intending to prove the 
impossibility of highly accurate MT. Bar-
Hillel claimed that correct translation 
would require an entire encyclopedia 
and extensive semantic knowledge to be 
fed into the computer — which seemed 
impossible at the time. Yet today, ency-
clopedias, huge dictionaries and seman-
tic networks such as WordNet do not 
surprise anyone.

Presently, MT needs both technological 
and managerial efforts. Fortunately, there 
is movement in both directions. Will MT 
become mainstream in the near future? I 
believe so. Otherwise, as our colleagues 
from the fortune-telling industry say, the 
celestial bodies will be to blame. M
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Putting MT to work
Lou Cremers

Machine translation (MT) has been around 
since the early 1960s, but even today compa-
nies hesitate to invest in the technology. On the 
other hand, there is no hesitation whatsoever to 
invest in translation memories (TM), although 
both technologies have a similar scope: to gen-
erate full and fuzzy matches to be re-used in 
translation. The only real difference is that fuzzy 
matches from TM are supposed to be gram-
matical, whereas MT-generated propositions 
may turn out not to be. Unfortunately, partly 
because of this, MT has acquired a bad name 
over the years. The reluctance to adopt MT may 
stem from a variety of sources: bad — though 
often amusing — experiences with cheap online 
or desktop systems, unfamiliarity with the work 
involved to get MT up and running, and the 
factors that govern successful MT deployment. 
Nevertheless, a high-end MT system will really 
work if it is used correctly, and may save a con-
siderable amount of time and money.

This article will focus on how to put MT to work. It is written 
with rule-based machine translation (RBMT) in mind, but many 
observations are equally valid for statisti-
cal machine translation (SMT).

Key factors in MT
Terminology. The deciding factor in 

successfully running MT is domain termi-
nology. Translating documents with only 
the basic dictionaries from the MT system 

usually provides a legible translation, which is great for gist-
ing. But without special domain terminology, post-editing these 
documents for publication would be too time-consuming. Any 
word the system doesn’t know may lead to an incorrect transla-
tion. On the other hand, the system may produce 100% correct 
translations of even complex sentences using domain-specifi c 
dictionaries. 

The source for a domain-specifi c dictionary may either be a 
terminology extraction from bilingual TMs or already-existing 
digital dictionaries or glossaries. The basic information required 
for most systems are source words, target words, parts-of-
speech and gender. Then, depending on how sophisticated the 
system is, detailed syntactic and semantic information can be 
added. Certain systems allow the user to specify quite detailed 
information such as whether something is animate or inanimate 
or is a cylinder-like object.

For example, the verb start has seven different translations 
in German, depending on the preposition that follows it and 
another fourteen depending on context. For example, to start
an enterprise would be translated as gründen whereas to start
machinery or equipment would be translated as anschalten.

Equally important in MT dictionaries are the non-trans-
latables —  terms that should not be translated.

The more time invested in the rules and lexicon entries of a 
high-quality MT system, the better the output and the lower the 
cost of post-editing. 

Type of source texts. Not all material is suitable for MT, espe-
cially if it needs to be post-edited and published. MT works quite 
well with documentation of a technical nature such as user manu-

als, service manuals and courses. It is 
not suitable for translation of brochures, 
websites and colloquial text. Within the 
technological domain, though, it doesn’t 
make much of a difference whether it is 
applied to a cookbook or a pacemaker 
manual. A human translator does the 
fi nal editing.

Lou Cremers ran the internal 
translation services at Océ 
Technologies for ten years. In 
2006 he started Syn-Tactic, 
specializing in translation 
automation technology.
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Source text quality. MT is basically a 

garbage-in, garbage-out process, mean-
ing that bad quality source text will, at 
best, result in bad quality translations, 
since MT tends to magnify source text 
mistakes that human readers would be 
able to correct without effort. Ungram-
matical sentences, complicated syntax 
and spelling errors will lead to bad 
translations. On the other hand, surpris-
ingly simple writing rules governing the 
use of articles and punctuation marks 
will drastically improve MT output. The 
inert regularity of RBMT output mistakes 
makes it further possible to create pre- 
or post-processing rules that pre-process 
the source text or post-process the trans-
lations to take care of recurring errors. 

It is curious to see how companies often 
worry about keeping their often consid-
erable translation costs down, but at the 
same time refrain from taking action to 
make sure that the source of the transla-
tion cost, the source documentation, is 
well written, consistent and unambigu-
ous. Well-prepared documentation favors 
both human translators and MT, and in 
both cases shortens expensive review 
cycles at the end of a process where time 
is a critical factor. At some phase in our 
MT implementation, by tracking some 
actual projects we calculated that review 
and standardization (terminology and 
sentence structures) of technical service 
manuals easily paid for an editor’s sal-
ary. Pre-editing source documentation 
not only improved MT output, but at the 
same time improved re-use from TMs.

Volume. Since the investment in MT 
is in the terminology work up front, 
MT becomes more effi cient with higher 
volumes. The higher the volume in the 
same domain, the higher the return on 
investment (ROI). MT has the tendency 
to create volume. Because MT reduces 
the price of translation, companies are 
inclined to translate documentation 
that otherwise would have been left 
untranslated. According to D. Verne 
Morland in “Nutzlos, Bien Pratique, or 
Muy Util?” (www.roi-learning.com/dvm/
pubs/articles/tatc-24), in much the same 
way, there are examples where MT was 
used to translate volumes of text without 
post-editing (raw MT) in order to make 
it available to non-native speakers who 
otherwise would not have been reached.

Workfl ow. To be used effi ciently, MT 
should be part of the localization work-
fl ow. We have learned that MT output 

is best integrated with TMs as a two-
step process. The TM tool performs the 
analysis and determines which segments 
have no matches in the memory. The no-
matches are then exported and sent to 
the MT engine, either a local or a remote 
server. The MT server processes the text 
and returns a bilingual memory which 

can be merged with the original project 
TM. The MT segments may be recognized 
by a fi xed fuzziness percentage. This 
method provides the translator with a 
translation proposal for each segment. 

The level of fuzzy matches, apart from 
the no-matches, that should be exported 
to MT is best determined empirically: a 
memory segment that has a low score 

because of tagging differences may still 
be a good translation, whereas a segment 
scoring 80% fuzziness may require quite 
some post-editing. Ideally there should 
be overlap, especially in the lower fuzz-
ies, if the translation editor supports 
multiple translation suggestions. This 
gives translators a choice.

Calculating ROI
It is diffi cult to specify a general 

applicable formula for ROI. There are 
a number of factors involved and each 
situation is different. To start with, there 
are two different scenarios: an in-house 
installation or buying MT as a service. 

An in-house scenario starts with the 
acquisition and installation of the MT 

Standard vs. MT of a 50,000-word manual (approximate)
Standard translation cost would be 50,000 words x €0.19 (all-in word price) = €9500.

Now we calculate the cost for MT plus 
post-editing making the following 
suppositions:

There is a technical domain vocabulary 
of 1,000 terms, and the cost of 
terminology entry is €1 per term. 

cost: 1,000 x €1.00: €1000

The price per word for MT is €0.05. cost: 50,000 x €0.05: €2500

Post-editing is 50% less expensive. cost: €9500 - 50%: €4750

Total cost:  €8250

On this translation project, one would save €9500 - €8250 = €1250.

Human draft Human draft 
quality from quality from 
automated automated 
translation translation 
software?software?   Yes.Yes.

Contact us for more information.
www.languageweaver.com/contact

State of the art in automated language translation
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system. Since it is not an off-the-shelf 
package that runs itself, an in-house sys-
tem requires one or more people to run 
and maintain it, preferably with a work-
ing knowledge of the MT language pairs 
and some knowledge of MT and computer 
linguistics. Integration of MT in a local-
ization workfl ow should be composed of 
terminology mining, updating MT glos-
saries, fi ne-tuning syntactic and semantic 
properties of dictionary entries, running 

feedback cycles on MT output, to improve 
terminology but also source text, and 
adapting the workfl ow to integrate MT.

Building bilingual MT glossaries is 
time consuming and therefore expensive. 
Apart from source and target language 
entries, parts-of-speech and gender 
information are minimal requirements. 
This must be done up front before any 
MT project can be run. However, the 
investment in terminology has an ROI of 

its own, as outlined in Janaina Wittner’s 
“Unexpected ROI from terminology” 
(MultiLingual #87 April/May 2007). MT 
further capitalizes on this investment. 

In a real user case, we implemented 
the above scenario in 1996 with the 
Logos MT system, which became an 
integral part of the localization work-
fl ow over the years. Installation, test and 
construction of a fi rst basic MT glossary 
by means of data-mining took about six 
months. The very fi rst project was well-
prepared in terms of terminology and 
English source. The cost of post-editing 
this particular project was only 25% of 
the standard translation cost. In the fol-
lowing years the cost-saving was only 
50%-60% due to a lack of time to prepare 
projects the same way. Nevertheless, the 
savings paid for the initial investment 
of approximately €20,000 plus invested 
time within a year, with a translation 
volume of only 400K words. 

The cost of MT as a service is easier to 
calculate. There is no initial investment 
in tooling, people and infrastructure. The 
customer would pay a fee for terminol-
ogy work and a word price. 

So what to expect from MT?
MT should be considered as a pro-

ductivity enhancement tool. It’s not the 
absolute quality of the MT output that 
is important, but rather how much time 
it saves the translator in completing the 
task. In that way it is not different from 
TM. In both cases, human interven-
tion is needed to produce high-quality 
translations. M
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Additional benefits from MT

Subsequent translation jobs in this 
domain would be even more cost-
effi cient since the terminology work 
has already been carried out.
Turnover is a lot quicker as post-
editing needs only about half the 
time of translation.
Improvement of the source quality as 
a result of MT introduction.
The review cycle will be reduced 
since terminology issues have mostly 
been solved up front. Especially in 
larger translation projects when 
more translators collaborate, this 
process may smooth the laborious 
review cycles. 
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Monolingual translation:
automated post-editing
Hugh Lawson-Tancred

Men and women may have seven ages, but 
machine translation (MT) can be expected to have 
just three: comic relief, mass gisting and main-
stream productivity enhancement. Perhaps the 
most important question currently confronting 
the industry is when and how the transition from 
stage two to stage three is going to take place. The 
triggering event that will make transition possible 
is the development of some form of enhancement 
permitting the conversion of machine-generated 
output into readable texts in less time than is 
possible with documents processed by translation 
memory (TM) systems. Various ideas have been 
fl oated for what form that enhancement might 
take — from plain vanilla dictionary building sys-
tems to statistical MT, customization and inte-
grated ontologies.

What seems to happen most frequently, however, in the real 
world when machine output is used in a mainstream context is 
that the text is manually post-edited by a human being. Sur-
prisingly, this activity seems to be a rare example of an indus-
trial process with pretty much no automation. At Protext, we 
are making a systematic attempt to remedy this situation by 
providing a new type of semi-automated environment for the 
facilitation and retention of post-editing interventions. So far as 
we know, this approach has never been 
commercially attempted before, and 
our target output level — good second-
language English — has also not been a 
major focus of development hitherto.

Why is it that MT developers have 
been so reluctant to work on and 
provide a strong post-editing module 

over the years? There are several possible answers. The fi rst 
and perhaps the most important is that concentrating on the 
post-editing process downstream of the actual transition from 
source to target language seems to be putting the cart before the 
horse. Surely it makes better sense to try to refi ne the matching 
of any given term or expression of the source language to the 
corresponding term in the target language — no doubt with a 
sophisticated range of parameters allowing for context and other 
factors. The model in the minds of developers seems to be that 
of the early steer: just as a vessel can be set on the right course 
at the start of a voyage by a small movement of the rudder, 
so changes applied at the start of the translation process will 
transmit benign effects throughout the subsequent fl ow, whereas 
those made later on somehow seem to be messy and ad hoc.

This common-sense assumption, however, seems to derive 
its real power from a more profound commitment, which is that 
improving the transition from source to target can be thought to 
appease or at least palliate philosophical doubts about the ability 
of the machine to understand, in a way that is not possible with 
the mere lifting of machine output to fi nished text. It is this sort of 
anxiety, of course, which is the principal obstacle to more wide-
spread acceptance of MT for serious translation. Thus, commercial 
as well as philosophical credibility is at stake. This bias is remark-
ably resilient. So far, it has resisted both the widespread availability 
of web-based portals and services and the increasing acceptance of 
robotic customer interfaces in utilities and public services.

The thinking behind our work is that the leverage value of 
upstream dictionary building is not as crucial as is usually sup-
posed and that in some ways the monolingual environment of the 

post-editor is a better place to smooth out the 
wrinkles of the translation process into good, 
readable English. We believe the best basic 
unit for processing is that of the context, a 
string or pattern of anything between fi ve and 
twenty words, so midway in length between 
the whole sentences of conventional TM and 
the typical entries in MT user dictionaries. 

Hugh Lawson-Tancred is 
a departmental fellow in 
theoretical linguistics and 
philosophy of language at 
Birkbeck College, London. 
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If the context content is semantically 
or syntactically defective, it is corrected 
by a specially trained human post-editor 
and then stored for re-use. This storage 
does not just retain the literal string, but 
also tracks the underlying pattern errors 
in order to be able to produce the same 
corrective effect on related contexts in a 
manner similar to, but going beyond, the 
fuzzy matches of TM systems.

MT memory
The accumulation of these procedures 

over a post-editing session is available for 
review, fi ltering, combination and re-use 
in subsequent sessions. The processing 
of contexts is combined with a sentence-
based TM module to ensure consistency 
of exact or near match sentences across 
a document fl ow. Existing bilingual TMs 
should be integrated into the overall shell 
by being passed over the text prior to input 
into the MT engine itself. The MT engine 
then runs on the residual, unmatched 
text, and the human post-editor has two 

distinct tasks. First, he or she handles the 
fully unmatched and newly translated text, 
which has been pre-enhanced with special 
modules, by creating yet further contexts 
and contributing the fi nished sentences 
to the conventional TM. In parallel, he 
or she processes the fuzzy matched text, 
which has been disregarded both by the 
MT engine and the special modules, in 
the usual way and again adds it sentence 
by sentence to the TM. This is one way of 
optimizing the integration of MT and TM.

It is possible, of course, to produce 
fully human-quality translation using this 
approach. In addition to manuals and tech-
nical texts, the most favorable formats are 
contracts, regulatory instruments and cor-
porate communications. The system copes 
less well, but still adequately, with e-mail 
correspondence, fi nancial journalism and 
economic analysis but is only rarely faster 
than conventional systems with legal plead-
ings, media content and sales materials.

An important constraint on our app-
roach is that it only works into English. 

This is based upon the fl at structure of 
English syntax, which is crucially exploited 
by the system algorithms in a way that 
would not obviously be possible with any 
other target language. We use the broad 
treatment of substantives in English phrase 
structure, for instance, in which any noun 
can be made into an adjective — marriage 
certifi cate, dog certifi cate, bad hair day,
twenty-one gun salute — and the fl exibility 
of the transitivity relationship, as in walk 
the dog and lunch the client, as well as the 
effective absence of morphology from large 
swaths of the language. 

A major advantage of such a monolin-
gual software confi guration is that it can 
operate with any machine-generated text 
suitable for repetitive correction. How-
ever, the context-processing modules that 
are the core of the system will only work 
for successor translations produced by the 
same underlying MT engine. Commitment 
to a specifi c MT engine within a particu-
lar industrial or project environment is 
therefore, in effect, a practical, if not a 
technical, necessity. We have evaluated a 
range of MT engines and currently take 
our input Schmenglish from SYSTRAN
v6, although this means that we are still 
confi ned to the relatively small number 
of languages that have seen the greatest 
activity in MT development in general. 
We expect the number of languages with 
effective MT coverage, by SYSTRAN and 
other MT system vendors, to increase 
rapidly in the next few years, and we will 
continue to monitor developments espe-
cially of translation quality into English.

The second-language universe
Although full human quality is pos-

sible, our focus is the creation of text that 
is tolerably close, but not completely up, 
to that level. The benchmark that we seek 
to achieve is that of a good second-lan-
guage speaker of English. We believe that 
this sort of English is or is rapidly becom-
ing the business and especially the trad-
ing language of Europe and Asia. Raising 
the output from second-language level to 
fully human quality effectively doubles 
the post-editing time. At our level, the 
throughput rate varies between languages 
with an effective gain, other things being 
equal, for the two fastest languages, French 
and Russian, of 50%-60% over languages 
with a subject/object/verb (SOV) sentence 
structure. A similar gain can be achieved 
during the fi rst six months of a post-
editor’s operation.

moraviaworldwide.com      AMERICAS       EUROPE       ASIA

Stability
Founded in 1990, we know about 
stability. As a privately-owned company, 
we are run by the same team who has 
been here since the start. We know 
about the industry and what it takes 
to serve our clients consistently, day 
after day, year after year. Our stability 
is important to our clients. That is 
why it is important to us. And it’s our 
stability that our clients count on, 
day after day, year after year.
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The effect of the system is to lever-

age the output of the human post-editor, 
but this also means that the relationship 
between the system and the human 
post-editor is quite different from that 
between a translation company or agency 
and an outsourced freelance translator. 
With post-editing memories, because 
of the greater combinatorial richness of 
contexts over sentences, the work of the 
individual human contributor is much 
more pervasively integrated into the sys-
tem databases.

For both these reasons, it is necessary 
to fi nd, recruit, train and appropriately 
remunerate fi rst-class post-editors. This is 
not merely a matter of fi nding excellent 
linguists. Translators tend, like any body 
else, to be reluctant to edit existing mate-
rial rather than create a version of their 
own from scratch. But on top of that, 
post-editing machine output is much more 
counter-intuitive than post-editing human 
work, of whatever quality. The human 
being can develop a kind of rapport with 
the document or client, thereby enabling 
recognition of the pattern of error over 
the course of time. Post-editing human 
work is not much more of an ordeal than 
teaching. With the machine, a similar rap-
port is in fact possible, but it is rarer and 
harder to achieve. Our experience is that it 
takes at least six months to make even a 
good new post-editor fully at home within 
such a system environment. The upfront 
investment time is in line with the existing 
evidence on post-editing training.

It is for this reason that such a confi gu-
ration could not be made available as a 
retail product, but would need to be a ser-
vice. With conventional TM systems, the 
user is still doing traditional “manual” 
translation, simply inputting each newly 
translated sentence into the workbench 
window or other interface rather than 
directly into the document. The evidence 
of take-up seems to be that profi cient 
translators fi nd this transition relatively 
easy, since no difference of conceptual 
approach is required of them. As previ-
ously explained, though the interface with 
the document is in some ways similar to 
that of TM, the post-editor is engaged in a 
radically different activity and deploying 
signifi cantly different skills.

Quality and accuracy
When we say that such an approach 

prioritizes speed over full human quality, 
it is extremely important to distinguish 

between quality and accuracy. It is impor-
tant to ensure material accuracy but in, as 
it were, a foreign accent. Even in taking 
a no-frills-airline direction, it should not 
economize on safety. In any case, there is 
a spectrum here, and the balance between 
speed and quality can be tweaked in a 
number of ways. A particularly interesting 
example is what we call “focal” translation. 
In this situation, the client commissions 
the translation of an entire document, 
but specifi es either simply the passages or 
more subtly the aspects of the translation 
that need to be raised to full human qual-
ity. These therefore become the “focus” of 
the translation effort. The client can then 
be fully confi dent of the parts of the text 
that really matter, while still having an 
overview of the document as a whole.

The initial benefi t is to make some 
improvement in the MT output immedi-
ately before any human intervention and 
then see about creating various forms 
that can be used on a fully automated 

basis allowing subscribing clients to 
simply pass their documents through the 
confi gured system on a 24/7 basis. This 
also has obvious potential application 
as an e-mail or messaging/networking 
plug-in and for website enhancement.

The MT community often complains 
about the cultural barriers to the uptake 
of MT in mainstream commercial transla-
tion, but it could be argued that the indus-
try itself is open to the charge of having 
a cultural barrier against the automation 
of intervention downstream of the actual 
language transition within the MT pro-
cess. We feel we are crossing that barrier 
and the landscape beyond is inviting. The 
monolingual terrain certainly looks daunt-
ing at fi rst sight, and, to use an analogy 
from the game of golf, there are plenty of 
bunkers just off the fairway. But with the 
optimum combination of human skill and 
technical sophistication, automated post-
editing will develop into a whole new area 
of applied computational linguistics. M
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Machine translation: 
is it worth the trouble?
Kerstin Berns & Laura Ramírez

We can answer this question clearly with “It 
depends.” It depends on text volumes and types 
and what you are aiming at in the short-, mid-, 
and long-term perspective. Do you have large 
text volumes with very short translation times 
and a high terminology density? Then it is very 
likely that machine translation (MT) will be a 
good solution for you. On the other hand, if you 
have small text volumes with varying text types 
and complex sentence structures, then it prob-
ably will be too much effort to set up an effec-
tive process. 

But these are just fi rst assumptions. In order to fi nd out if 
MT can really be implemented in a useful way, you fi rst need to 
invest a little time in the evaluation of your current and future 
documentation and translation processes. 

Here we examine the possibility of a benefi cial use of MT 
for the BMW Group documentation department. The underlying 
goal is to defi ne if an MT process can save time and money for 
the BMW Group and how this could be achieved most effec-
tively. Part of this is the calculation of a return on investment 
(ROI) for the implementation of MT technology in an existing 
translation process. 

Getting started
The idea of implementing MT within a translation 

process can come either directly from management or 
from the department in charge of translation processes. 
The main reasons would be to reduce translation costs 
or to optimize a service, such as automatic translation 
of internal mail. Either way, it will be necessary to 
carry out a detailed analysis of the existing translation 

processes in order to determine if the implementation of such a 
technology will indeed bring the promised benefi ts. 

The fi rst step consists of setting up the requirements and 
the expectations from the company’s perspective. At this point 
it is important that the department or individual in charge of 
evaluating the possibilities of deploying MT makes it clear to the 
management that MT might not be the solution and that its suc-
cess will depend on many contextual factors, including text type, 
translation volume, language pairs, system maintenance costs, 
and so on. Even if it seems paradoxical, the implementation of 
MT within the translation processes might be even more expen-
sive than having the translations done by professional human 
translators, especially if the MT is not implemented properly. 

At the BMW Group, the initiative came from the language 
processes department with the intention to optimize the transla-
tion processes and thus save translation cost and time. There 
were no limiting requirements from the management, apart 
from the usual ones such as cost savings and maintaining qual-
ity standards. 

Setting up an evaluation plan
In this fi rst phase it is vital to develop a sound evaluation 

plan that covers all aspects that need to be analyzed. There is 
abundant literature regarding this matter (www.isi.edu/natural-
language/mteval/refs.html), and one good starting point could 
be the FEMTI Framework (www.isi.edu/natural-language/mteval). 
Developed by the ISSCO at the University of Geneva and the 

Kerstin Berns, before founding berns|
language|consulting, was a translation 
system expert at Daimler and BMW Group. 

Laura Ramírez teaches translation 
technology and Spanish grammar 

at Universitat de Valencia EG.
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Information Sciences Institute at the University of 
Southern California, this project represents an attempt 
to organize the different existing MT evaluation meth-
ods and to relate them to the goal and context of the 
translation process. This is known as context evalua-
tion, since an evaluation method will be chosen based 
on the context.

On the one hand, this framework helps us to defi ne 
exactly the evaluation context and the requirements 
of this context and, on the other hand, to choose the 
characteristics to be evaluated and the metrics to do 
so. For instance, if we defi ne that the goal of the MT is 
going to be assimilation for text mining, it will be nec-
essary to evaluate the fi delity, coherence and cohesion 
of the output text. In order to measure fi delity, FEMTI 
proposes different metrics or methods such as various 
scales, re-translation or automatic metrics such as the 
Blue metric. It is the evaluator’s task to choose the 
type of metric that best suits the company’s necessi-
ties. This might seem to be a rather complex process 
and will require some time, but long term, it will save 
much time and guarantee high-quality results.

At the BMW Group, the fi rst evaluation step con-
sisted in choosing the text type most suitable for MT 
in a BMW Group context. For this purpose, a num-
ber of requirements were checked, such as text 
length, translation volume and linguistic suitability 
or translatability. In this respect it is important to 
mention that the BMW Group is using a controlled 
language checker (CLAT) on a trial basis in order to 
edit source text before publication and translation. 
Thanks to the use of CLAT, the texts used for the evaluation 
already fulfi lled most of the translatability requirements selected.

This gave us the scenario in which MT might be used. We were 
going to deal with the full translation of documents intended for 
external publication, thus setting the quality standards as high 
as those for human translation results. Therefore, the viability 
of MT with human post-editing needed to be calculated. 

Secondly, an MT system needed to be pre-selected in order 
to make the evaluation feasible. This system will not necessarily 
be the system of choice when the company decides to imple-
ment an MT system. The selection of the fi nal MT system should 
be the result of a thoroughly planned request for quote (RFQ), 
which we will describe later. 

The requirements for the evaluation MT system at the BMW 
Group were language pair coverage, terminology import and 
export interface, interfaces to other systems (especially other 
translation systems), and status of the vendor. 

Also, previous evaluations of the tool were taken into 
account. Obviously, the evaluation of the output quality was 
one of the main factors and had the highest priority for choos-
ing an evaluation system. For this purpose, and taking into 
account the characteristics of the translation task, the criteria 
that were relevant for the output quality evaluation were accu-
racy, comprehensibility and fi delity. These were measured using 
various human and automatic metrics. 

Defining the future
Once you have the results of the evaluation, your study 

should also include the design of the potential translation 

process, including MT. Here it must be clear whether you are 
going to include pre-editing in the form of the use of a con-
trolled language tool or a controlled terminology, how the 
translation processes are going to be carried out and supported 
with terminology maintenance, language rules adjusting, 
troubleshooting, and in-house or outsourced workfl ow — addi-
tionally, if a TM tool will be involved and, fi nally, if your pro-
cess is going to include post-editing and to what degree it is 
going to be applied. 

One of the main factors that needs to be taken into account 
is how to manage a potential process change — including a 
new type of technology within the existing processes not only 
implies changes in technology, but also in human resources. 
New staff might be needed to take charge of the MT system, 
and it might be necessary to train whoever was in charge of the 
post-editing tasks.

Convincing the management
A very important part of the evaluation should be an eco-

nomic analysis. A business case will probably be your most 
important tool to convince management of either success or 
failure.

In order to carry out a business case, you will fi rst have to 
account for the cost of the current translation processes, includ-
ing the costs associated with the translation task itself and all its 
associated tasks — editing, proofreading and review — as well as 
other related tasks such as project management and coordina-
tion. This will be necessary in order to be able to compare them 
with the cost generated in the future translation scenario. 

Year 2008 2009 … 2018
Proposal
Translation costs with MT
Maximal translation costs with MT
Implementation costs

Cash outfl ows: implementation costs 
plus translation costs

Savings (benefi ts): cash infl ows
Net cash fl ow

Business as usual
Translation costs without MT

Maximal translation costs without MT: 
cash outfl ows

Benefi ts: cash infl ows
Net cash fl ow

Incremental cash fl ows
Total incremental infl ows

Total incremental outfl ows 

Net incremental cash fl ow

Cumulative incremental cash fl ow

Payback period
Net incremental cash fl ow
Cumulative incremental cash fl ow
Payback period

ROI
Example of an ROI determination table.
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Subsequently, 
it will be necessary 
to estimate costs for implementing 
the MT system within the transla-
tion processes. These will include 
costs incurred already in the evalu-
ation phase, such as the costs of the 
evaluation study itself, the purchase and installation of 
the MT system, integration costs with other systems and workfl ow 
adaptation, eventual customization, maintenance, training and 
management of the system, and post-editing costs. It is vital to 
remember that all these costs will have to be estimated both from 
a technological as well as from a human resources point of view. 
Furthermore, soft benefi ts that are diffi cult to calculate might also 
be included in the analysis in order to offer a positive view on the 
initiative. Time-saving benefi ts or offering a better service for the 
employees of the company might be some of them. Finally, if the 
business case is able to determine cost savings, these need to be 
quantifi ed and a time schedule needs to be drawn up in order to 
show when positive cost effects will be achieved. 

Even if ROI results are positive in the end, the payback 
period might seem a little long. However, different extenuat-
ing circumstances have to be considered. If translation quality 
requirements are as high as for human translation, this might 
leave a narrow margin for cost savings. Or, for example, if the 
ROI was based on only one language pair and two text types, 
additional language pairs and text types could see exponential 
increases in the ROI ratio. 

Selecting, testing, rolling out
Once the evaluation phase has been terminated successfully, 

your business case is positive, and your management wants an 
MT solution, the next important step will be to decide on the best 
and most cost-effi cient system. This is best achieved by drawing 
up an RFQ containing your system requirements, general require-
ments regarding the company, and special process requirements. 
You should also include a short process description including 
the integration of the system within the translation process so 
that the system suppliers really understand how their system 
is going to be implemented. The RFQ phase generally includes 
product presentations of all system suppliers, where questions 
can be asked by both sides in order to make the translation pro-
cess more transparent. Finally, after a thorough evaluation of 
the RFQ results, you will make your decision and start with the 
implementation of the selected system. 

Before an MT system is rolled out in a company, a thorough 
beta testing phase is advisable. This gives you the opportunity 
not only to test the technical functions of the system, but also 
to see if your translation process runs through the defi ned 
workfl ow smoothly and if everything is working according to 
your requirements. The system supplier should support you in 

this beta testing phase. Once all problems are resolved and the 
test results are positive, you can start the roll-out phase. 

In order to roll out an MT system successfully, the users should 
be informed about the new system well in advance in order to 
avoid unpleasant surprises. In a best case scenario, all key users 
have participated in your project beforehand — if only to add their 
system requirements to your list — and are familiar with your roll-
out time schedule. It is generally good to have some power users 
close at hand who will help you test the system and who will be the 
fi rst to notice if anything goes wrong during the testing or roll-out 
phase. In the beginning of a roll-out phase there are usually still 

problems to be solved, so you will need to take a close look 
at your translation process in order to smooth out any 
undesirable system behavior. 

Maintaining the MT process
Depending on how your MT process has been defi ned — for 

example, with pre-/post-editing or without — you will need pro-
fessional linguistic and technical maintenance and support. For 
example, it is very important that new terminology is regularly 
updated in your MT system. For some systems, this might be 
achieved automatically, but depending on how your terminol-
ogy is stored and what types of information are included in your 
terminology database, the terminology might need to be edited 
for MT use fi rst. Also, you might want to have somebody close 
by in case of system or process errors, especially if your MT 
system is part of a larger translation process chain. Last but not 
least, it will be necessary to do some rule adjusting occasionally. 
Some of these tasks can be outsourced to your system supplier 
and others to your IT department. In any case, it is vital that all 
these different maintenance and support tasks are carried out on 
a regular basis and that they are clearly assigned to either the 
system supplier or a department in your company.

Conclusion
MT is not always the fi rst choice and the fi nal solution for your 

translation processes, since its deployment really depends on many 
different factors. As always, success does not come without effort. 
A thorough evaluation phase is defi nitely necessary, and this takes 
time and money. If the evaluation results are positive, you might 
end up saving time and money for your company in the future, 
while maintaining high-quality standards. And even though direct 
cost savings might not always be attained, productivity gains can 
lead to better processes, thus avoiding those costs incurred by delays 
in delivering translated content. Therefore, it is defi nitely worth the 
trouble to invest some time in evaluating this technology.  M
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Challenges of 
Asian-language MT
Dion Wiggins & Philipp Koehn

When it comes to machine translation (MT) and 
manipulating text written in various scripts, every 
language has its unique characteristics, proper-
ties and challenges. Asian languages in particu-
lar have been very diffi cult to deal with, but with 
the advent of the internet, there has been renewed 
interest in many of the languages, particularly 
Chinese, Japanese and Korean (CJK). While this 
would appear to address the mainstream lan-
guages of Asia, many others are growing rapidly. 
By 2010 there will be more than 130 million inter-
net users in Southeast Asia. Putting this in per-
spective, this is about the same size as all internet 
users in China in 2007. Future internet growth is 
going to come from non-English speaking mar-
kets such as these. North America represents 19% 
of all internet users globally and already has 70% 
internet penetration. Many other English language 
markets are also reaching growth saturation point. 
At just 12% internet penetration, Asia already has 
38% of all internet users (double North America) 
with massive room for growth. 

It is in markets such as Asia where the next billion internet 
users will emerge, and users will not speak English. Most will 
be monolingual, but communication between languages will be 
essential to growth. MT will be key to enabling communication, 
not just between local Asian languages and English speakers, 
but also among their neighboring nations. Technologies to 
address this language gap are still in their infancy, and many 
challenges have to be overcome to get even basic requirements 
in place, let alone reasonable quality translation systems. 

The need for better translation technologies, especially cre-
ated by the advent of the internet and the increasingly globalized 
economy, has been met by a wave of activity in the research and 
development community. The history of MT goes back at least 
to the 1950s. Since then, a number of different approaches have 
been explored. Over the last decade, a new paradigm has begun 
to dominate the scene: statistical MT. Traditionally, building MT 
involved hiring linguists to enter translation rules into a large 
database and iteratively refi ning these rules to account for the 
many exceptions of language. Now, developers of MT make use 
of large collections of translated texts, called parallel corpora, 
to automatically learn the translation rules of an MT system.

Along with other companies such as Google, Microsoft and 
Language Weaver, Asia Online is developing statistical MT sys-
tems for the marketplace. While these other companies are mainly 
focused on languages that are relevant to US defense interests 
— such as Arabic — or European languages of commercial interest 
to European and American companies, Asia Online is unique in 

its focus on Asian languages, especially Southeast Asian 
languages.

Does the statistical MT paradigm, however, fi t the 
challenge of Asian language translation? Many Asian 
languages such as Tagalog, Vietnamese, Bahasa Indone-
sia and Bahasa Malay use romanized text similar to Eng-
lish, but others are more complicated. This article focuses 
on just four languages, Chinese, Japanese, Korean and 
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Thai, as these four languages 
cover most of the issues faced in 
all the other non-romanized Asian 
languages. The most obvious of 
these challenges appearing in a 
number of mainstream languages 
is word segmentation — the pro-
cess of adding word boundaries 
into a sequence of words. MT sys-
tems rely on word segmentation 
as they analyze words and phrases 
against other languages. Chinese 
and Japanese, however, are written 
without space separations. While 
Korean and Thai have some, separa-
tor use is limited and inconsistent. 
CJK characters can be one word or, when 
combined with other characters, can form 
multi-character words. 

Examples on this page show some of 
those complexities.

Chinese: Chinese text does not mark 
word boundaries, but critical to the ability 
to process the text is the ability to accurately 
break the original Chinese text into a series 
of words or phrases — commonly referred 
to as segmentation. A Chinese character 
can have meaning on its own or a com-
pletely different meaning as a compound 

with other Chinese characters, yet there are 
no boundary markers that explicitly declare 
the author’s intended meaning. 

Japanese: Japanese has many similar 
challenges, with the added complexity 
of multiple character sets for different 
purposes. Kanji writing uses Chinese-
derived characters, and hiragana is used 

for grammatical particles, verb-
infl ection, and Japanese words 
not written in kanji. Katakana 
is used to write foreign names, 
foreign words and loan words, 
as well as many onomatopoeia, 
plant and animal names. Sen-
tences are segmented by an 
end-of-sentence marker.

Korean: Many issues that 
only appear at the syntax level are 
already present in Korean morphol-
ogy, which makes morphological 
analysis both diffi cult and very 
important. Verb and noun analysis 
in particular is very diffi cult.

Thai: Thai text is different from CJK 
text in that it does not utilize symbolic 
characters. Instead, the Thai alphabet is 
a standardized set of written symbols 
that roughly represent the sounds of the 
spoken language with 44 consonants, 21 
vowels and four tone markers. The vow-
els are divided into single vowels and 
compound vowel symbols. Single-vowel 
symbols are written before, after, above 
or below the consonants. Compound 
vowels are a cluster of symbols that are 
placed in any combination before, above 
and after the consonant, sometimes sur-
rounding the consonant. Thai also does 
not have any punctuation or end-of-
sentence boundary markers. Although 
a space is commonly regarded as the 
end-of-sentence marker, it does not 
guarantee that all spaces always deter-
mine sentence boundaries, since they 
can be used for phrase or clause breaks 
and other purposes as well. The result 
is additional complexity to automated 
segmentation tasks, thus making Thai 
one of the hardest languages in Asia to 
process.

Accurately identifying the word and 
sentence boundaries is a diffi cult task in 
all of these languages, but is essential 
to the quality of any tool or technique 
that manipulates the data. This is being 
addressed with some success through 

watashi ha kyou nyuujiirando ni iku

I subject
marker today New Zealand object go

End-of-
sentence
marker

Japanese example: 
means “Today I will go to New Zealand.”

I you of thinking was (to be)

Korean example 1: 
means “I was thinking of you.”

basket in fl ower

Korean example 2: 
means “fl ower in the basket.”

Example Phrase Phrase Word Segmented Meaning

“he is your servant”

“he is the one who used your stuff”

“round eyes”

“take the air”

Like CJK, Thai also has additional challenges in that 
where you break the words can change the meaning. 

(center
or middle)

(Chinese)
(China)

(person)
(group of people)

(people or citizens)
(citizens of 

China)

(share or 
together)

(together)
(nation or 

country)
(republic)

Chinese example:  means “People's 
Republic of China“ — made up of many words that can be 

interpreted in different ways depending on their combinations. 

means 
“This Sunday might not be our best day because it is raining now although the sky was clear before. However, no matter what happens, we have to go 
swimming.” This is a typical Thai text that has two sentences and many words. The space is optional and does not indicate an end of sentence:

Sentence 1: 
Sentence 2:
Breaking this out to words would give us the following:

<SPACE> <SPACE> <SPACE>
<SPACE> <SPACE>

Thai is one of the hardest languages in Asia to process.
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large dictionaries of words and phrases, 
but requires the application of a signifi -
cant amount of human resources in order 
to clean and validate the data. 

While considerable effort has been put 
into CJK, many other languages in Asia 
have not had the same level of resources 
and funding to research and 
solve the linguistic challenges. 
This inability to solve the lin-
guistic challenges stems not 
just from a lack of resources, 
but in particular from a lack 
of corpora for researching 
with. Statistical MT methods 
rely on large volumes of par-
allel corpora to train systems 
along with signifi cant quanti-
ties of monolingual corpora in 
the target language to defi ne 
the language model. 

While a signifi cant quan-
tity of CJK parallel corpora is available on 
the internet and from other sources, other 
Asian languages such as Thai, Hindi and 
Indonesian have limited materials. Chinese 
and Japanese online content each repre-
sents about 6% of all internet content (1.8 
billion web pages each). Indonesia, with 
a population of 260 million, is not much 
smaller than the United States, but has 
just 800,000 local-language web pages. 
Almost none of this content is parallel 
with another language. The low volume 
of quality corpora, both monolingual and 
parallel, is a major inhibitor to research 
and progress in nearly every Asian lan-
guage outside of CJK. 

Some projects are under way in Thai-
land and other markets to create corpora 
for research such as the monolingual 
Thai National Corpus Project at Chul-
alongkorn University. However, even this 
project, which is under the Royal Patron-
age of Her Royal Highness Princess Maha 
Chakri Sirindhorn, is being met with 
resistance from many organizations that 
have corpora but are cautious in their 
cooperation due to intellectual property, 
ownership and protection issues. Corpus- 
gathering activities are under way in 
almost every country by various parties, 
but many today are only focused around 
monolingual corpora, since multilin-
gual corpora are too hard to come by. 
Eventually, the situation will evolve to a 
point where there is enough meaningful 
corpora to assist research activities, but 
at the current pace, this is a number of 
years away for most markets.

A common technique for gathering 
corpora is to scan the pages of books and 
use optical character recognition (OCR) 
technologies to convert the scanned 
images to editable text. For Romanized 
text, this has been a very successful tech-
nique, but for Asian languages, OCR is 

often so inaccurate that it is not worth the 
effort. Some work is being done in Thai 
and Hindi, but this is still not mature. For 
instance, the Thai text for black is . This 

is correctly broken apart as + . The best 
Thai OCR software incorrectly identifi es 
the text as + + . This is not only a rec-
ognition error; the text looks correct 
when rendered on the screen, but is a 
combination of bytes that cannot be 
typed and are illegal in the Thai writing 
system. To the naked eye, this may seem 
trivial, but has signifi cant impact when 
searching for or locating text, as + +
does not equal +  and as a result is 
treated as two different words.

The table at left provides an example 
of some of the diffi culties for Asian 
characters.

OCR systems for romanized characters 
usually perform at high levels in black and 
white, so images are small and fast to pro-
cess. The three Thai characters are as 
close as just one pixel different in black 
and white. When gray scale is used, the 
difference is more visible, but the charac-
ters are still very similar to each other. As 
a result, the resolution must also be 
increased. This results in a single page 
being as large as 3-4 MB. 

Original
Character

Gray
Scale

Black & 
White Meaning

Subsidiary
Verb

Color

Four
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Other romanized languages used in Asia such as Vietnamese 

and Indonesian can leverage many of the advances in OCR 
technologies from English and European language OCR, but 
still do not have the benefi t of the large dictionaries and phrase 
pattern databases that have been developed for fi rst tier roman-
ized languages. So quality still lags.

Even languages such as Hindi with a moderate amount of 
local corpora have signifi cant challenges. Character encoding, 
or the way in which a computer interprets the characters, is 
inconsistent because of the many encoding varieties for the same 
written language. China began to address this problem in the 
early 2000s by mandating that all software support the GB18030 
character encoding scheme. Previously, there had been multiple 
schemes such as BIG5 and the ETEN Chinese system. Hindi, how-
ever, still has many character encoding schemes, requiring map-
ping between the schemes. This is tantamount to translating from 
Hindi to Hindi, greatly increasing the overhead and complexity 
of computational systems. Unicode or more specifi cally UTF8 is 
now being used as a common encoding scheme across languages 
and greatly simplifying data manipulation, but there remains a 
vast amount of legacy text that must fi rst be converted to UTF8 
in order to be used. China took the approach 
of mapping the GB18030 encoding scheme 
one-to-one to Unicode, providing a clear path. 
China also took another approach to resolving 
this problem, which is arguably the correct 
approach — albeit a little heavy handed. China 
passed laws to ensure the migration of data 
and systems over a period of time to a single 
consistent and open encoding format.

While almost all European languages use 
the Latin characters (save for diacritics such as 
umlauts or accents, and the occasional special 
letters), Asian languages use a wide variety 
of writing systems. For the most part, this is not a signifi cant 
problem for MT. However, since several Asian languages such as 
Thai, Lao, Vietnamese and Burmese are tonal, tone markers might 
cause some problems with MT when words are not segmented 
correctly. As a result, some tone markers might be missing or 
repeated, leading to wrong translation results. When mapping 
words and phrases using a bilingual dictionary, the internal 
properties of these words do matter. However, different writing 
systems do pose a problem for one special case of word transla-
tion: the translation of names.

Due to the large number of existing names and the constant 
invention of new names, such as Google or eBay, it is not rea-
sonable to assume that it is possible to assemble comprehensive 
name translation dictionaries. Instead, symbols must be mapped 
from the source language writing system to the symbols of the 
target language writing system, a task called name translitera-
tion. Intuitively, a mapping of the symbols to sounds should be 
benefi cial for the construction of name transliteration tools. In 
practice, however, good results are achieved by directly learn-
ing the mapping between the symbols. It is also useful to have 
a large corpus of names written in a language, which could be 
collected by crawling the web for all text in that language.

While all languages have words that refer to objects, actions 
and properties, the languages differ in the way these content words 
are related to each other. Syntactic relations may be expressed 
by word order, function words, and morphological infl ection of 

words. For instance, English relies mostly on word order and 
moderate use of function words. In a sentence that contains the 
words Joe, Mary, book and give, it is most often word order that 
defi nes who is doing the giving, what is being given, and to whom 
it is given. Many other European languages rely more strongly on 
morphology. Japanese uses topic markers, which follow the noun 
phrases and indicate their syntactic role in the sentence. 

Not only do languages differ in the means of expressing 
syntactic relations, they also differ in the richness of these 
expressions. For instance, almost every mention of an object 
in English carries information about its count (book vs. books).
This is not the case in Chinese. This poses a serious challenge 
when translating from a poorly annotated language into more 
richly annotated languages, as in the case of Chinese-to-English 
translation. The other direction, English-to-Chinese, is much 
less problematic.

Another example is Thai. In Thai there is no infl ection of case, 
tense, gender and number. Therefore, word order determines sub-
jects and objects in a sentence. For instance, the sentence “ ”
(he) “ ” (hits) “ ” (me) means “he hits me” whereas if subjective 
pronoun “ ” (he) exchanges its position with objective pronoun 

“ ” (me) like this “ ” (I) “ ” (hit) “ ” (him), 
the meaning will be changed to be “I hit him” 
without changing pronoun forms. Since Thai 
words are not infl ected, there are not infl ected 
forms to indicate present, past or future. Instead, 
tense is indicated by adding adverbs of time 
such as “ ” (yesterday), “ ” (today) 
and “ ” (tomorrow). Furthermore, gender 
and number of nouns are shown with separate 
gender words, numerals, quantifi ers and clas-
sifi ers, such as female teacher = “ ” (teacher) 
“ ” (female)” and 10 dogs = “ ” (dog or 
dogs) “ ” (classifi er for animals).

Signifi cant research efforts in statistical MT are currently 
focused on the development of models that are more sensitive to 
linguistic challenges such as word order and morphology. These 
efforts often require the availability of linguistic tools such as 
morphological analyzers, part-of-speech taggers, and syntactic 
chunkers or parsers. Such tools may be automatically trained 
from text corpora annotated with linguistic markup such as 
part-of-speech tags or syntactic trees. Other valuable resources 
are dictionaries and ontologies such as WordNet. Such resources 
have been built over the last decades for English, but they are not 
readily available for most Asian languages. 

In Thailand, there are limited linguistic tools for natural lan-
guage processing. Although several organizations and aca demic
institutions such as NECTEC, Chulalongkorn University and 
Kasetsart University develop linguistic tools such as word seg-
mentators, sentence segmentators, part-of-speech taggers and 
Thai WordNet, many tools are not good enough and need to be 
further developed.

Ongoing collaborative work with computational linguists 
and researchers around Asia is resulting in new research, tools 
and corpus that will benefi t the entire linguistic community 
spanning areas including speech, text and MT. Only through 
collaboration and sharing of knowledge can many of these 
issues be addressed in the immediate future and their benefi ts 
be delivered to the community at large, especially for second- 
and third-tier Asian languages. M

Signifi cant research 
efforts in statistical MT 
are currently focused on 
. . . linguistic challenges 
such as word order and 
morphology.
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and volume for organizations and government 
agencies with multilingual needs and LSPs 
of any size. Version 1.1 comes with major 
new enhancements, such as flexible workflow 
customization, increased project management 
efficiency, advanced reporting and a Microsoft 
Outlook interface. Enriched with these 
features, LTC Worx is the ultimate tool for 
saving time and boosting your productivity.

Cross Language
Ghent, Belgium 

 heidi@crosslang.com
www.crosslang.com

Are You Ready for MT?
Is MT Ready for You?

If you are considering these questions 
but are unsure of the answers, then Cross 
Language can help you make the right 
decisions that will best meet your current 
needs and long-term requirements. 
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 HyperSTE — Controlled 
Language Software

HyperSTE is the leading quality assurance soft-
ware for standardized documentation. HyperSTE 
ensures compliance with corporate terminology 
and style guide rules as an interactive checker tool 
for the writer and as a quality measurement tool 
for the editor.

Benefits:
• Cost savings on translation and localization 

(up to 30%) 
• Quality assurance and quality measurement 

for content
• Reduced time-to-market 
• Efficient authoring and editing 
• Improved safety
• Improved customer service 
• Facilitates DITA, SCORM, CMS and XML 
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info-us@tedopres.com • www.simplifiedenglish.net

AlignFactory

Complement your existing TM and 
full-text search software with this powerful 
alignment tool.

Start aligning with speed and accuracy 
and increase the performance of your 
existing tools.

• AlignFactory
• AlignFactoryLight
• AlignRobot

Terminotix Inc.
Ottawa, Ontario Canada

termino@terminotix.com
www.terminotix.com

MultiCorpora’s new MultiTrans Packages 
have been specially designed to address the 
needs of LSPs and organizations that outsource 
all, some or none of their translation and 
localization needs. The packaged solutions 
drive independence regarding choice of 
vendors and partners and promote translation 
consistencies and proper ‘lingo’ between the 
various collaborators working on a project.

The new MultiTrans version 4.3 includes the 
functionalities for organizations and LSPs to 
manage multilingual assets with almost no 
human intervention.  

Isn’t it time you re-examine your current 
outsourcing processes?

MultiCorpora
 Gatineau, Quebec Canada

info@multicorpora.com • www.multicorpora.com

Heartsome Holdings Pte Ltd
Singapore

info@heartsome.net
www.heartsome.net

Heartsome
Translation Studio

• all new translation environment 
• all open standards inclusive: TMX, TBX, 

GMX, SRX, XLIFF
• all new Mac- and Vista-style graphical user 

interface
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WW“Why is translation diffi cult for comput-
ers? Because it involves problems that resist an 
algorithmic solution, including common sense 
reasoning, learning, and combinatory explosive 
tasks.” —Doug Arnold, “Why Translation Is Dif-
fi cult for Computers” 
Although machine translation (MT) will hardly ever be able 

to use “common sense reasoning,” it is possible to overcome 
this limitation to a large extent. In a previous article (MultiLin-
gual #90 September 2007), I described how regular expressions 
can be used in text editors to automatically search for and 
post-edit linguistic errors in the translation outputs generated 
by MT: spelling mistakes, lack of grammatical agreement, bad 
syntax, redundancies, style issues and so on. By contrast, this 
article will show how regular expressions can be used to search 
for ambiguous text in the source segments and decide if their 
translation in the MT output is wrong, in which case it will be 
automatically post-edited.

Most of the linguistic error patterns described in this article 
will look familiar to people involved in manually post-editing 
Spanish outputs generated by rule-based MT engines: mis-
translations of -ing words, subordinate clauses and verbs. The 
regular expressions used to fi x the problems described in this 
article can be adapted to other languages.

Providing linguistic context to 
disambiguate mistranslations
Segments containing the slight-

est ambiguity are almost doomed to 
be mistranslated by MT engines. By 
ambiguity, I mean words, phrases and 
full sentences that are either missing or 
that have more than one meaning and 
as a consequence need disambiguation. 

Fortunately, many recurring ambiguity patterns in source seg-
ments will often be mistranslated in the same or similar way 
by a rule-based MT system. However, in order to automatically 
post-edit these mistranslations using regular expressions, some 
post-editing context needs to be provided. A practical way of 
doing this is aligning both source and translation segments 
side by side to allow regular expressions to look at both of 
them — not just the translation segments, as it was the case in 
the examples in my previous article — and fi x the problems, 
if any. 

There are tools in the market that provide the possibility of 
creating translation memories (TMs) by aligning source and trans-
lation segments in separate translation units (TUs): SDL Trados 
WinAlign, STAR Transit or the TM Generator Alignment Tool 
available in Language Weaver. By source segments, I refer to the 
segments entered in an MT system for translation. By translation 
segments I mean the translation output generated by an MT sys-
tem, such as WorldLingo, Babel Fish or SYSTRAN desktop client. 

Figure 1 shows a sample TM (txt format) being automati-
cally post-edited using EditPad Pro, a text editor that supports 
regular expressions. 

Each TU contains both a source and a translation segment, 
each one of them separated by self-explanatory tags:

<TrU>
<source>Printing a document</source>
<target>Imprimiendo un documento</target>
</TrU>

These surrounding tags are key 
anchor points for letting regular 
expressions know where each source
and its corresponding MT transla-
tion segment starts and ends. Oth-
erwise, it would not be possible to 
distinguish between them.

Rafael Guzmán works on 
Spanish MT, terminology 
management and linguistic 
quality for Symantec 
Corporation (Ireland).

Advanced automatic 
MT post-editing
Rafael Guzmán
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Post-editing MT outputs 
automatically using regular 
expressions
Once both the source and its MT trans-

lations are aligned in a TM text format, it 
is just a matter of opening this text fi le in 
a text editor that supports regular expres-
sions and search for typical error patterns 
in the translation segments associated with 
a specifi c ambiguity problem in the source 
segment (such as the scenarios described in 
the next sections of this article) and replace 
the mistranslations with the correct text.

As it can be imagined, copying and 
pasting regular expressions manually, one 

by one, in a text editor to search for differ-
ent patterns can be very tedious. Interest-
ingly enough, text editors such as EditPad 
Pro can store regular expressions in a 
library. The user can then automate the 
post-editing task by recording one or more 
macros in this tool to run all the regular 
expressions sequentially on the TM (Figure 
1). This tool functionality is fi ne when 
dealing with just a few regular expres-
sions. On the other hand, sometimes it 
may be necessary to apply a hundred reg-
ular expressions or more in order to auto-
mate a signifi cant amount of post-editing. 
When this is the case, it will be more prac-
tical to develop some type of in-house 

script that will sequentially execute as 
many regular expressions as necessary. 
This should be a rather straightforward job 
for an experienced programmer.

Finally, once all the regular expressions 
have identifi ed and fi xed all the mistrans-
lation errors in the TM caused by ambigu-
ity, human post-editors will need to check 
and fi x manually the remaining errors 
that could not be found using regular 
expressions. At this point, a vast amount 
of tedious work should have been spared 
to the human post-editors. Once the TM 
has been appropriately post-edited, the 
TM will be ready for future leverage.

The rest of this article will describe a 
number of typical Spanish mistransla-
tions created by rule-based MT systems 
and how to fi x them using regular 
expressions. All the regular expressions 
for all the examples described in this 
document are Perl-compatible and will 
assume TUs in the format described in 
the sample TM of Figure 1. 

Scenario #1: 
Mistranslations of –ing words
This section will describe some exam-

ples of typical mistranslations of -ing
words and how they can be fi xed using 
regular expressions.

-ing words are formed by adding 
the -ing infl ection to the base of the 
verb: open — opening; view — viewing;
shop — shopping; import — importing. 
Their actual meaning and translation in 
Spanish will always depend on the part 
of speech (verb, noun, adjective and 
adverb) and the function they perform 
in a sentence (subject, direct object, 
indirect object or subject complement). 
For instance, the verb to import in the 
sentence “Importing fi les saves time” has 
become an -ing word that functions like 
a noun (English gerund), and “Importing 
fi les” is functioning as the subject of the 
sentence. On the other hand, the verb 
to import in the sentence “Windows is 
importing fi les” is a present participle 
preceded by a conjugated form of the 
verb to be, and their combinations form 
a verb in the present progressive tense. 

It should also be clarifi ed that English 
and Spanish gerunds are not the same 
thing. Generally speaking, the English 
gerund is an -ing word that functions like 
a noun. The Spanish gerund (gerundio) is 
a present participle verb formed by add-
ing -ando or -iendo to the base of the verb
(importando; abriendo). It always occurs in 
combination with ser/estar in a progressive 
tense (está importando; está abriendo).

Let us begin by refl ecting on the 
ambiguous source segment in the exam-
ple of Table 1.1 and Table 1.2: Importing

fi les. In principle, this may 
give the impression of 
being exactly the same 
sentence in both tables 
and so does the transla-
tion generated by MT: El
importar archivos. But is 
this really the case?

The fi rst problem that stands out is 
the Spanish defi nite article El preceding 
an infi nitive verb: El importar. This is 
a common MT error when translating 
some -ing words and should be cor-
rected by removing El in the transla-
tion of both examples. But how can a 
regular expression know for sure that 
importar is actually an infi nitive and 
not a noun or something else? Here is 
the fi rst ambiguity problem that needs 
to be resolved.

Spanish infi nitives may end in -ar
(fi rst conjugation), -er (second conjuga-
tion), and -ir (third conjugation). This 
is useful information, but not enough 
to make a solid determination, because 
these endings can also appear in Spanish 

Figure 1: EditPad Pro’s Search and Replace fi elds support the use of regular 
expressions to search for and fi x linguistic recurring errors in text fi les.
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nouns like primer and router. However, 
if we also know that the fi rst word in the 
English source segment ends in -ing, we 
can be almost certain that El importar
is a mistranslation of an -ing word and,
therefore, the article El can be safely 
removed.

The next step is deciding what to do 
with the Spanish infi nitive verb. This 
will depend on what the -ing word in 
the source text really is and the func-
tion it performs. This is also ambigu-
ous because there is something being 
omitted in both sentences. Importing 
fi les could be either a noun phrase or a 
present progressive verb phrase. We can 
assume that if the -ing word occurs in 
a title, the -ing word should normally 
be translated as a noun (Importación 
de archivos) or paraphrased as Cómo
(How) followed by the infi nitive: Cómo 
importar archivos (How to import fi les). 
A way of guessing if the sentence is a 
title is by checking that the sentence 
does not end in a period, question or 
exclamation mark (Table 1.1). On the 

other hand, if the -ing word occurs in a 
sentence that ends in three dots (Table 
1.2), chances are that the -ing word 
forms part of a present continuous 
verb (to be + present participle) that is 
describing an action or process hap-
pening now. In this example, the con-
jugated verb to be preceding the -ing 
word is implicit in the sentence. This 
type of string is typical in the graphical 
user interface (GUI) of software appli-
cations to notify the user of a software 
process currently taking place. 

Let us see now how the proposed regu-
lar expressions solve all these ambiguity 
problems and how the mistranslations 
get post-edited with the correct text.

As it can be seen in the search fi eld of 
Tables 1.1 and 1.2, there are four differ-
ent groups captured between brackets. In 
the fi rst group, the (<source>[\w-]
+ing) expression checks if there is a 
word ending in -ing at the beginning of 
the source segment. The expression 
.{1,100}<target> means any num-
ber of characters between 1 and 100 (that 

is, it doesn’t matter what follows) until 
the beginning of the target segment is 
reached. The second group captures the 
Spanish article El that will need to be 
replaced by Cómo, provided the sentence 
is a title. The ([\w-]+[aei]r\b) exp-
ression in the third group captures the 
word that ends in -ar, -er, -ir next to El
in the translation segment. If the full 
pattern (the three captured groups) is 
matched, the regular expression will 
assume that the fi rst two words in the 
target segment are the Spanish article El
followed by an infi nitive. Up to this 
point, the search strategy is almost iden-
tical for both examples. 

The fourth group in the searching 
expression basically checks how each 
sentence ends. This is a key anchor point 
that will enable the regular expression to 
identify the type of sentence and the 
solution to apply. This last part of the 
searching regular expression varies in 
both examples. For instance, in Table 1.1, 
the last part of the searching regular 
expression (.{1,150}[^\.\?:!]<)

Raw MT output <source>Upgrading your Windows operating system</source> 
<target>Actualizando su sistema operativo Windows</target>

Automatically post-
edited MT output

<source>Upgrading your Windows operating system</source> 
<target>Cómo actualizar su sistema operativo Windows</target>

Regular expression search=(<source>[A-Z]\w+ing\b.{1,300}<target>) ([A-Z][\w-]+)(ando)\b
replace=$1Cómo \l$2ar

Table 1.3: Mistranslation of -ing words as Spanish gerunds in titles.

Raw MT output <source>Importing files</source>
<target>El importar archivos</target>

Automatically post-
edited MT output

<source>Importing files</source> 
<target>Cómo importar archivos</target>

Regular expression
search=(<source>[\w-]+ing.{1,100}<target>)(El )

([\w-]+[aei]r\b) (.{1,150}[^\.\?:!]<)
replace=$1Cómo $3$4

Table 1.1: Mistranslation of -ing words as El + infi nitive in titles.

Raw MT output <source>Importing files...</source> 
<target>El importar archivos...</target>

Automatically post-
edited MT output

<source>Importing files...</source>
<target>Importando archivos...</target>

Regular expression
search=(<source>[\w-]+ing.{1,100}<target>)(El )

([\w-]+)(ar\b)(.{0,100}\.\.\.)
replace=$1\u$3ando$5

Table 1.2: Mistranslation of -ing words as infi nitives in software process descriptions.
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places the condition that the translated 
segment should not end in a period, 
comma or question mark in order to be 
considered a title. Because this condition 
is matched in Table 1.1, the expression in 
the replace fi eld will fi x the mistransla-
tion by simply keeping the fi rst and third 
groups ($1 and $3) but replacing El
with Cómo. The last part of the searching 
expression in Table 1.2 checks if the sen-
tence ends with three consecutive dots:
(.{0,100}\.\.\.). Because this condi-
tion is matched, the regular expression 

knows that the Spanish infi nitive needs 
to be converted into a Spanish gerund. 
This is done by the regular expression in 
the replace fi eld: $1\u$3ando$5. Every-
thing is kept except the El article, which 
simply gets removed, and the infi nitive’s 
ending (-ar) is replaced with the appro-
priate ending (-ando) to turn the infi ni-
tive into a Spanish gerund (Importando).
It should also be pointed out that for 
simplicity’s sake, the regular expression 
in Table 1.2 ignores infi nitives ending in 
-er, -ir (second and third conjugation 

respectively). These would require two 
separate regular expressions.

As Table 1.3 shows, some English 
gerunds occurring in titles may get mis-
translated as Spanish gerunds. Most of 
the time, ambiguity is behind this prob-
lem. The searching pattern of the regular 
expression is very similar to the previous 
examples. The main difference is that it 
searches for a Spanish word ending in 
-ando, instead of El + infi nitive. If found, 
the regular expression inserts Cómo at the 
beginning of the sentence and converts 

Raw MT output <source>See "Saving a file" on page 25</source> 
<target>Ver "Guardando un archivo" en la página 25</target>

Automatically post-
edited MT output

<source>See "Saving a file" on page 25</source> 
<target>Ver "Cómo guardar un archivo" en la página 25</target>

Regular expression
search=(Ver|Vea|Véase|Consulte|Acerca de|Sobre|

Información sobre)(.{0,2})([\w-]+)(ando\b)
replace=$1$2Cómo \l$3ar

Table 1.4: Mistranslation of -ing words as Spanish gerunds when preceded by About, See, Consult.

Raw MT output <source>There was an error downloading the update.</source>
<target>Hubo un error que descargaba la actualización.</target>

Automatically post-
edited MT output

<source>There was an error downloading the update.</source>
<target>Hubo un error mientras se descargaba la actualización.</target>

Regular expression search=(Hubo un error) (que) ([\w-]+aba\b)
replace=$1 mientras se $3

Table 2.1: Mistranslation of subordinate temporal clauses.

Raw MT output <source>Installing computers that run Windows</source>
<target>Instalación de equipos ese ejecutados Windows</target>

Automatically post-
edited MT output

<source>Installing computers that run Windows</source>
<target>Instalación de equipos que ejecutan Windows</target>

Regular expression
search=(<source>.{0,300}that.{1,300}<target>.{0,300})

(ese )(.{1,300}[\w-]a)(d[oa]s\b)
replace=$1que $3n

Table 2.2: Mistranslation of subordinate relative clauses.

Raw MT output
<source>If you want to print a file, then you need to click Print.</source>
<target>Si usted quiere imprimir un documento, después es necesario hacer 

click en Imprimir.</target>

Automatically post-
edited MT output

<source>If you want to print a file, then you need to click Print.</source>
<target>Si usted quiere imprimir un documento, entonces es necesario hacer 

click en Imprimir.</target>

Regular expression search=(<source>[Ii]f\b.{1,300}<target>Si.{0,300})(después) (es necesario)\b
replace=$1entonces $3

Table 2.3: Mistranslation of subordinate conditional clauses.
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the Spanish gerund into an infi nitive by just dropping -ando and 
adding -ar to the base of the verb.

Finally, the example in Table 1.4 shows an example of a 
gerund mistranslated as a Spanish gerund, instead of a noun or 
infi nitive, when preceded by verbs such as See, Consult or the 
preposition About.

This mistranslation type probably occurs because the MT sys-
tem interprets the -ing word as the way in which the user needs 
to see or consult whatever follows in the sentence. Because this 
error is obvious enough, the proposed regular expression in this 
case does not check the existence of an -ing word in the source. 
Instead, it assumes that if the word following Ver (See), Consultar
(Consult) or Acerca de (About) ends in -ando, there has been a 
mistranslation of an -ing word as a Spanish gerund. The proposed 
solution is almost identical to the example of Table 1.3.

Scenario #2: Mistranslation of subordinate clauses
Mistranslation of subordinate clauses by MT usually hap-

pens because subordinating conjunctions such as that, then 
and while have more than one meaning, or simply because 
the conjunction is missing in the sentence, resulting in 
ambiguity.

Table 2.1 shows a mistranslated sentence caused by the 
absence of while to introduce the subordinate clause. From 
the point of view of the MT system, the source segment means 
that the computer was not supposed to download an update at 
all (that is, the error was downloading the update). A human 
translator would have easily realized that the intended mean-
ing in Spanish is “there was an error while downloading the 
update.” Sometimes, this type of ambiguous pattern can be 
found in software warning messages: There was an error +
-ing word.

Because this mistranslation pattern is so obvious, the regu-
lar expression does not need to check the existence of the -ing 
word in the source. Instead, it just searches for the pattern 
Hubo un error que in the translation segment. Then que gets 
replaced by mientras (while) followed by the pronoun se.

Table 2.2 shows a typical mistranslation pattern of relative 
that-clauses consisting of mistranslating that + verb (present 
tense) as ese (instead of que) + past-participle verb functioning 
as an adjective (instead of a verb in the present tense).

Spanish regular past participle verbs are formed by simply 
dropping the infi nitive ending (-ar, -er, -ir) and adding -ado
(for -ar verbs) or -ido (for -er, -ir verbs). For instance, the past 
participle of ejecutar (to run) is ejecutado (run). Unfortunately, 
there are also irregular verbs. For example, the past participle 
form of abrir (to open) is abierto (not abrido). For the sake of 
clarity, only Spanish past participle verbs functioning as adjec-
tives ending in -ados, -adas are considered in this example.

Using all this information, the regular expression in the 
search fi eld (Table 2.2) checks if that occurs in the source seg-
ment. Then it checks if ese occurs in the target segment fol-
lowed by a past participle verb working as an adjective: (ese 
)(.{1,300}[\w-]a)(d[oa]s\b). If this pattern is found, 
it is safe enough to assume that that has been mistranslated 
and so has the verb following it. The expression in the replace 
fi eld will just replace ese with que (second group surrounded 
with parenthesis). Then it will drop the -do(s) or -da(s) verb 
ending and add -n to convert the verb into a present tense 
verb in plural.

Table 2.3 shows another typical scenario of mistransla-
tion of subordinate clauses introduced by then. In instruction 
manuals, then usually has two possible meanings: (1) Next, 
afterward. In Spanish, this translates as luego, después, or a 
continuación. (2) In that case. This usually translates as entonces 
in Spanish.

Contact us at:
translat@qt.co.il
Tel: +972-3-9244410
www.qt.co.il

We’ll Give You the World.
Take Our Word.

Professional localization and translation 
services. Quality Translations specializes in 
Hebrew, Arabic and 40 other languages.

Raw MT output <source>Check that your computer is turned on.</source>
<target>Active que su equipo está encendido.</target>

Automatically post-
edited MT output

<source>Check that your computer is turned on.</source>
<target>Compruebe que su equipo está encendido.</target>

Regular expression search=(<source>Check that.{1,300}</source><target>)(Active que)\b
replace=$1Compruebe que

Table 3: Mistranslation of verbs with several meanings.
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In table 2.3, then has been mistrans-
lated as después, instead of entonces,
giving the sentence the wrong meaning. 
Obviously, the solution to this problem 
can not be just simply searching for 
the word después and replacing it with 
entonces because it could actually be 
correct, depending on the context.

One possible way of disambiguating 
the real meaning of then is assuming 
that when then means in that case it 
will often follow the following pattern 
in the source and translation segments 
respectively: If... then... Si... entonces....
It could even be assumed that, in these 
cases, you need to/have to/must will 
often follow the If conditional conjunc-
tion in the source segment. When this 
is the case, then should be translated as 
entonces es necesario in the translation 
segment, as shown in Table 2.3.

Scenario #3: Mistranslation 
of verbs with several meanings
One of the potential downsides of MT 

dictionaries in rule-based MT systems is 
that there can be only one term for each 
concept. Obviously, this can be a serious 
problem if the terminology in the source 
text is not controlled. For instance, the 
verb to check can have two possible 
translations in the context of GUIs: com-
probar (to confi rm or verify something) 
or activar (to activate or enable an option 
in a dialog box). Suppose that for some 
reason it suits better to encode to check as 
activar, instead of comprobar, in the MT 
dictionary. In this case, to check will be 
mistranslated in the following sentences:

Check that there is power.
Turn on the switch to check that you 

have power. 
You can check to see if there is power.
What is the fi le to check?
The good news is that most of these 

scenarios present useful anchor points 
that can be used by regular expressions 
to identify the ambiguity problem and 
fi x it. Sometimes, however, this will not 
be 100% crystal clear. For example, how 
should to check be translated in “You 
need to check this option”?

For example, the regular expression 
in the search fi eld of Table 3 focuses on 
checking if Check that is mistranslated at 
the beginning of the source segment as 
Active que (instead of Compruebe que).
If this is the case, the regular expression 
just leaves everything as it is, replacing 
just Active que with Compruebe que.

Conclusion
Regular expressions provide plenty 

of scope to automatically post-edit MT 
mistranslations caused by ambiguities 
in the source text. This requires two 
main ingredients: recurring patterns 
and linguistic context. The latter can 
be provided by aligning source and the 
MT segments in a TM, which must be 
subsequently post-edited using regular 
expressions. These need to be carefully 
tested and fi ne-tuned beforehand; other-
wise, side effects may occur. 

On a fi nal note, it is often argued that 
rule-based MT (as opposed to statistical 
MT) is restricted to the development of MT 
dictionaries and that this is time consum-
ing, expensive and can only fi x a subset of 
the MT system’s problems. However, one of 
its big advantages is that the output (good 
or bad) generated by rule-based MT sys-
tems becomes predictable to a large extent 
after several analyses. This is precisely the 
main ingredient that allows for automatic 
post-editing using regular expressions. M
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Translation World 
weathers Montreal
Katie Botkin

TTTranslation supposedly fl ips ideas and 
words between languages, and the fi rst 
Translation World, held in Montreal, Can-
ada, March 11-13, 2008, refl ected this dual-
ity. The sessions were held in French and 
English, accurately representing a prov-
ince where over 40% of the inhabitants are 
bilingual. The nearly 200 attendees barely 
missed a winter blizzard that had shut 
down the Montreal airport the preceding 
weekend, a testimony to another of Que-
bec’s quintessential assets — its winters. 
Sessions for the conference covered subjects rang-

ing from worldwide translation standards to data 
management to translation games. The preconference 
small-group sessions on Tuesday included workshops 
by Richard Sikes, Angelika Zerfaß and Nancy Hoft. A by-
invitation-only work group of specialists headed by Alan K. 
Melby also discussed existing and forthcoming US, Canadian, 
European and Chinese standards in translation. The group 
presented during the main conference the next day. 

Translation World hosted two cocktail parties Tuesday after the 
preconference sessions. The fi rst was intended to provide a liai-
son for speakers and presenters before 
they met one another on-stage, and the 
other styled itself as a general welcome 
celebration and opportunity to network. 
Many of the conference attendees took 
advantage of this, and exchanged busi-
ness cards and chatted about mutually 
beloved topics until late in the evening. 

Yves Champollion, a lecturer at the École Supérieure d’Inter-
prètes et de Traducteurs in Paris and CEO of Wordfast LLC, began 
as Wednesday’s keynote speaker, recounting the history of transla-
tion and going on to discuss “Translation in the Age of Globalisa-
tion,” with a call for translators to band together and seek higher 
status currently, as guilds in the days of yore had done. Afterwards, 
attendees had a choice between two simultaneous lecture tracks 

under color-coded headings for management, stan-
dards, technology and terminology. 

Interpreters communicating via headset were 
present at all the hour-long conference sessions, 
which often tended to shift from French to Eng-
lish and back again. Attendees who did not speak 
both languages slipped their headphones on or off 
to accommodate the language jumps, though the 

Katie Botkin is the 
new assistant editor 
of MultiLingual.

Sunshine or not, things were best viewed from inside in frigid Montreal.
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majority of the audience in any given session seemed not to need 
them. Lunch conversations, held around tables in a long room 
one fl oor above the conference, likewise shifted quickly between 
languages. Here, German, Korean and other common tongues 
were also present. 

The conference was held in Le Centre Sheraton in downtown 
Montreal, from where the group took a short shuttle jaunt to 
Old Montreal for dinner Wednesday night at the Restaurant du 
Vieux Port. Cocktails and mingling preceded more wine and 
more talking in a low-lit, dark-paneled salon, where salmon 
and beef fi lets were offered by also-bilingual staff.  

A panel discussion on “Consolidation on the Tools Front” 
provided the keynote address for Thursday morning. The panel 
consisted of Alain Chamsi of AILIA and JiveFusion Technolo-
gies, Daniel Gervais of MultiCorpora R&D, Massimo Ghislandi 
of SDL, Robinson Kelly of Clay Tablet Technologies, Daniel 
Nackovski of across Systems, and Paula Shannon of Lion-
bridge Technologies. Discussion revolved around the politics 
and promise of acquisitions, and audience members expressed 
concern during Q&A about both, focusing particularly on SDL’s 
recent acquisition of Idiom. 

Other conference sessions included a talk on tomorrow’s 
translator by Donald Barabé of Canada’s Translation Bureau, 
a translation automation lecture by Rosana Wolochwianski of 
RW Traducciones and Hannah Grap of Language Weaver, and 
a retrospective talk on how to protect a freelance translator’s 
good will by Ralph Wittgrebe called “When I’m 64.”

Sessions were typically punctuated by 30-minute breaks, 
which attendees could use to peruse the 26 vendor booths in 
the exhibit hall, consume pastries, muffi ns, coffee and the like, 
or surf the internet, provided free of charge.

Major sponsors of Translation World were American Express, 
Lionbridge, and across Systems. The program committee con-
sisted of Simon Andriesen of MediLingua, Johanne Boucher 
of AMEX, Jocelyne Doyle-Rodrigue of the Translation Bureau, 
Roberto Ganzerli of the European Language Industry Association, 
Ulrich Henes of The Localization Institute, Ghislain Lafontaine of 
Industry Canada, Donna Parrish of MultiLingual Computing, Inc., 
Gonzalo Peralta of AILIA, Olaf-Michael Stefanov of the UN offi ce 
of Vienna, and Daniel Vincent, industry expert. The conference 
was organized by AILIA, The Localization Institute and Multi-
Lingual Computing, Inc. M

Business

Clockwise from top left: 
downtown location at Le Centre 
Sheraton Montreal; attendees 
enjoy networking in a sunny 
atrium; AILIA booth personnel 
in lively Québecois conversa-
tion; evening event networking 
at a historic venue; Restaurant 
du Vieux Port in Old Montreal; 

vendors discuss device ca-
pabilities; keynote speaker 
Yves Champollion addresses conference attendees; 
Ulrich Henes moderates session with Hannah Grap and 
Rosana Wolochwianski; Angelika Zerfaß and Angela 
Starkmann’s preconference presentation on managing 
translation; helpful interpreters in sound booths aid 
attendees; keynote panel discusses tool consolidation; 
opening reception in hotel’s bistro; conference welcome 
by AILIA president Gonzalo Peralta.
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Community
interpreting in Canada 
Lola Bendana & Effrossyni Fragkou

In Canada, community interpreting (CI) is 
used by both public service providers and users 
in the legal, health care, education, government 
and social sectors to communicate with people 
who have limited profi ciency in one or both 
offi cial languages (English and/or French).  
In her presentation at the 35th annual American Translators 

Association Conference, Roda Roberts outlined the distinction 
between community and conference interpreting:

Community interpreters primarily serve to ensure access 
to public services and are therefore likely to work in institu-
tional settings.

They are more apt to be interpreting dialogue-like interac-
tions than speeches. 

They routinely interpret into and out of both or all of their 
working languages. 

The presence of the community interpreter is much more 
noticeable in the communication process than is that of the 
conference interpreter. 

A great many languages, many of them minority languages 
that are not the language of government in any country, are 
interpreted at the community level, unlike the limited number 
of languages of international diplomacy and commerce handled 
by conference and escort interpreters. 

A national standard of practice 
Canada’s multicultural spectrum has led to an increase in 

the demand for community interpreters in both the scope and 
diversity of languages, thus intensifying the need for profes-
sional interpreters, higher industry standards and prompting 
efforts to identify strategies to professionalize the fi eld.

For over 20 years, several stakeholders have collaborated 
on building a solid foundation for the professionalization of 
CI by identifying standard testing and training programs. In 
Ontario, a Curriculum Advisory Committee representing the 
public and private sectors developed the fi rst standard Lan-
guage Interpreter Training Certifi cate (LITC) to be offered by 
community colleges in Ontario. Launched in September 2006 
and successfully running at a few colleges across the province, 
the LITC integrates theory, principles and concepts with practi-
cal application and skills development. The 180-hour program 
offers an introduction to spoken language interpreting, skills 
development practice, consecutive interpreting, sight transla-
tion and note-taking, and simultaneous interpreting, as well as 
a focus on setting-specifi c interpreting.

The interpreter tests CILISAT and ILSAT, available in Ontario 
in over 50 different languages, are key screening tools in evalu-
ating interpreters’ language profi ciency. 

Recently, four organizations — the Healthcare Interpretation 
Network (HIN), the Association of Canadian Corporations in 

Translation and Interpretation (ACCTI), the Critical 
Link and the Association de l’industrie de la langue/
Language Industry Association (AILIA) — launched 
the fi rst Canadian National Standard Guide for CI 
services. This guide seeks to provide a clear and 
consistent defi nition of qualifi ed interpreters’ char-
acteristics and competencies, namely the role of 
the interpreter, professional standards of practice, 

Lola Bendana, director of Multi-Languages 
Corporation, has been involved in translation 
and interpreting for over 15 years. 

Effrossyni Fragkou is a certifi ed 
translator with ATIO and a 

trained community interpreter. 
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core ethical principles, human resources require-
ments, defi nitions of interpreting terminology, 
and other necessary elements related to the pro-
vision of quality services. The National Standard 
Guide will promote the highest quality of service 
when adopted for assessment, training, hiring, 
performance evaluation and eventually profes-
sional certifi cation. The National Standard Guide 
is available at the HIN website (www.healthcare 
interpretationnetwork.ca)

Professionalizing
CI in Canada
While the above-mentioned efforts contrib-

ute to professionalizing CI, the current state of 
CI in Canada remains at the craft or occupation 
level, insofar as many aspects of CI practice rely 
mainly on customary or ad hoc activities per-
formed, to a large extent, by untrained agents. 
In modern Western societies, only activities 
that are subjected to theoretical analysis and 
derive conclusions from research are worthy of 
the “professional status” attribution. 

According to Eliot Freidson in Profession
of Medicine, profession and professionaliza-
tion are non-concepts because there is little 
consensus about their meaning. Additionally, 
shifting from the status of “profession” to 
“non-profession” has hindered efforts to come up with a uni-
versally accepted defi nition of profession. This reinforces the 
view of the profession being, fi rst and foremost, a cultural 
concept on the basis that culture is, among other things, a set 
of arrangements and customary practices acquired by persons 
living in a society.

Consequently, how crafts or occupations attain the status 
of profession depends on the society, its economic and cultural 
organization, its needs and levels of interaction with other soci-
eties. Where people from various ethno-cultural backgrounds 
and all walks of life come together, there are bound to be differ-
ences in understanding, recognizing and appreciating the role 
of professions. In the case of occupations that have emerged 
to address certain social needs but have not attained the status 
of profession and, subsequently, a standardized framework of 
practice consistent with a pre-existing legal framework, there 
is a fundamental problem regarding their purpose, the role they 
fulfi ll and their actual societal contribution. 

Freidson’s model of professionalization divides this process 
into three stages. The fi rst is the potential for an occupation 
to attain the level of profession. The second is the formation 
of the profession and the degree of attainment of professional 
status. The third corresponds to the stabilization period, during 
which a profession, both as a formal structure and as a group 
of individual practitioners, allows “professionals” to hold power 
in their exchanges with society and individual clients. Exerting 
power is a fundamental component of professional recognition 
that corresponds to an ongoing image-building activity. 

At the fi rst stage, an occupation has the potential to claim pro-
fessional status if the service it provides is essential to the client 
and exclusive — in other words, if the practitioners have acquired 
special competences to perform the task that is exclusive to them. 

The task itself needs to be complex, namely a non-routine prac-
tice, which requires the individual’s discretionary application of 
a specifi ed body of knowledge and some image-building activity. 
The latter involves efforts to display to the general public the 
service-task as essential, exclusive and complex.  

At the second stage, the public evaluates professional sta-
tus claims and allows for a possible formation of professional 
autonomy. This is a two-fold evaluation: fi rst, there must be a 
shared belief that the occupation performs an essential, exclu-
sive and complex task; second, the public responds, positively 
or negatively, to the occupation’s predisposing characteristics 
as portrayed by the practitioners’ image-building activity. In 
the case of successful recognition, the occupation is granted 
“autonomy” status. 

The concept of autonomy refers both to the way people 
outside the profession view its practitioners and to the prac-
titioners’ attitude toward the profession. External autonomy 
presupposes autonomy from the client. This is the profession’s 
capacity to control the client rather than to respond to what 
clients perceive as “needs.” Moreover, external autonomy 
entails autonomy from the employing organization. This 
allows practitioners to work without constraints that may 
hinder or undermine their performance. According to Richard 
H. Hall in Occupation and the Social Structure, attitudinal 
autonomy refers to how “the individual reacts to his percep-
tion of the situation and his attitude refl ects the manner in 
which he perceives his work.” Attitudinal autonomy is also 
the result of external forces at play to the extent that this 
autonomy stems from the power differential of practitioners 
of different professions, the way they interact when working 
together, and the way society ranks professions according to 
its values, needs, and beliefs.

Home page for the Healthcare Interpretation Network.
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At the third stage, professional orga-
nizations undertake an essential role in 
reinforcing the position of a profession 
within the professional spectrum.

Based on this description, CI in Can-
ada is not yet a profession. It is mainly 
performed by ad hoc practitioners with 
little education or training and a lim-
ited knowledge of the set of specialized 

skills and competencies involved in the 
execution of their task. CI exhibits most 
of the traits necessary to defi ne its pro-
fessionalization potential: (1) it is an 
essential task because it falls within the 
realm of the provision of public services 
that are crucial to the community and to 
promoting social life; (2) it is a complex 
task, which requires enhanced cerebral 

activity and a set of multiple complex 
skills. It is not, however, exclusive, since 
it is most frequently performed based on 
a single criterion, that is, bilingualism or 
multilingualism.

Professionalization of CI in Canada 
needs to meet a number of milestones: 

Make CI a full-time profession with 
practitioners dedicating their skills and 
competences exclusively to this task 
rather than regarding it as a transitory 
profession.

Establish training programs to trans-
mit a complex body of knowledge and 
skills.

Create university programs to turn 
practice into discipline, produce research 
to enhance epistemological understand-
ing of the practice, and create a theoreti-
cal background specifi c to CI. 

Create associations or incorporate 
CI into existing local and/or provincial 
associations.

Establish national associations to 
promote comprehensive and standardized 
practices and a national dialogue and 
cooperation among practitioners. 

Create a code of ethics that will refl ect 
a collective work, through a discussion 
forum where representatives of all stake-
holders will contribute their expertise. 

Create a legal umbrella for the 
practice. 

While important initiatives are under 
way toward attributing a more profes-
sional status to CI, good intentions are 
not enough to create public awareness 
and mobilize political consensus. The 
involvement of offi cial organizations 
and recognized institutions specializing 
in translation and interpretation is there-
fore critical. M
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Media images 
of translators
Kirk Anderson

IIIn November 1999, the 40th ATA Conference 
in St. Louis, Missouri, was the venue for a fas-
cinating session entitled “Translators and the 
Media: A Public Forum to Examine the Image 
of Translation and Translators in the Popular 
Media.” It featured former White House Press 
Secretary Dee Dee Myers and translation indus-
try luminaries including Kevin Hendzel, Chris 
Durban, Janet Fraser, Manouche Ragsdale and 
Neil Inglis. The purpose of this event was to 
assess how translators and interpreters are por-
trayed in the media; how this relates to how we 
are perceived by society in general; and what 
we, as translators, interpreters and language 
industry professionals, can do about it. A tran-
script of the session can be found in the Trans-
lation Journal at http://accurapid.com/journal/ 
11media.htm 

This event marked a historical turning point in ATA’s — and 
arguably, the entire translation industry’s — approach to public 
relations. What I hope to do in this article is to show some 
indicators of how far we’ve come in 
the last eight years and to consider 
how we can continue to leverage our 
success to enhance our industry’s 
growing visibility.

The session opened with some clips 
from a few fi lms featuring translators 
and interpreters, including Fail-Safe

(1964), The Killing Fields (1984), Stargate (1994) and Ed’s Next 
Move (1996), charting a change in how language professionals 
were portrayed in the last third of the twentieth century.

To this list we could add some of my favorite fi lms, including 
Three Days of the Condor (1975), The Last Wave (1977), The
Year of Living Dangerously (1982), ThunderHeart (1992) and The
Godfather Part III (1990), as well as some television clips, such 
as a segment from I Love Lucy’s “A Matter of Translation” cur-
rently available at www.youtube.com/watch?v=OACIfwkg7ns. 
We might also include novels such as Barbara Wilson’s Gaudi
Afternoon (Seal Press, 1990, turned into a fi lm in 2001 — along 
with her entire Cassandra Reilly Mystery series) and Ward Just’s 
The Translator (Houghton Miffl in, 1991).

Since November 1999, a number of new works have been 
released in the media ranging from fi lm to television to lit-
erature. This compilation lays no claim of even approaching 
anything nearly complete or comprehensive, but I think it does 
begin to show a trend.

How far have we come?
Of course, a major landmark for translators and interpreters 

in the media occurred with the 2005 release of The Interpreter,
starring Nicole Kidman and Sean Penn. Much has been written 
in our industry’s media about the impact of this fi lm. See, for 
example, Tetu Hirai’s “At the Movies: Reviewing ‘The Interpreter’” 
(http://translorial.com/2005/09/01/at-the-movies-reviewing-

%e2%80%9cthe-interpreter%e2%80%9d) and Carolina 
Arrigoni-Shea’s “Action! Behind the scenes at ‘The 
Interpreter’” (http://translorial.com/2005/05/01/action-
behind-the-scenes-at-the-interpreter). The consensus 
seems to be that despite the fact that the fi lm didn’t 
delve terribly deeply into the inner world of profes-
sional linguists, it did represent a great leap forward in 
raising public awareness of who we are and what — on 

Kirk Anderson is a 
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a very basic level — we do. I’d also add that many of the smaller 
details of Kidman’s portrayal of Silvia Broome rang true to me 
as a linguist, and the fi lm’s website (www.theinterpretermovie 
.com) includes some interesting features, including interviews 
with real UN interpreters and a game entitled “Interpret This!” 

In children’s television — an intriguing market for shaping 
the future perception of our professions — Playhouse Disney’s 
Higglytown Heroes featured a translator hero in its fi rst season 
(2004), voiced by Nathalia Hencker, best known as the Span-
ish-language voice of Pocahontas in the Disney fi lm of the 
same name.

On US prime time television, translators and interpreters in 
particular are now making regular bit-part appearances on many 
of the legal dramas, including Boston Legal
and the various Law & Order programs, among 
others. I’ve been told that even The Osbournes
and America’s Next Top Model have included 
episodes featuring interpreters. Though I haven’t 
been able to track it down, I also recall an epi-
sode of one of the legal dramas featuring a liter-
ary translator/serial killer. Not exactly the image 
we’re looking for, but still. . . .

As The Interpreter proved, cinema is a 
powerful force in shaping public and industry 
opinion. Among other recent fi lms featur-
ing translators and interpreters, there is Liv 
Schreiber’s Everything is Illuminated (2005), 
which includes a hilarious portrayal of a 
strangely endearing yet utterly unprofes-
sional Ukrainian interpreter. The Year of 
the Yao (2004), purportedly a documentary 
about Houston Rockets’ Chinese basketball 
sensation Yao Ming, actually focuses just as 
much on the trials of his interpreter Colin 
Pine and offers some intriguing insights into 
the specialized aspects of interpreting for 
professional athletes and the demands placed 
on those who work for celebrities. Sofi a 
Coppola’s Lost in Translation (2003) put the 
word translation in Oscar’s vocabulary and at 
least brought audiences a hint of the mystery behind what we 
do. I’m referring specifi cally to the scene where Bill Murray’s 
character is understandably baffl ed by an incredibly concise 
translation of what sounded in Japanese like an elaborate cri-
tique of his performance in a whiskey commercial. And there 
are more, including the short fi lm The Translator (2000), as well 
as Spanglish (2004) and Kill the Messenger (2006).

Most interesting to me, however — probably because I’m 
hopelessly addicted to books — have been two novels that 
popped onto my radar screen in the last year. The fi rst was 
Travesuras de la niña mala (Alfaguara, 2006), by Peruvian 
writer Mario Vargas Llosa, wonderfully translated by Edith 
Grossman as Bad Girl (Farrar, Straus and Giroux, 2007). I got 
wind of this book through a Peruvian colleague who works as 
an interpreter in Spanish, English and Polish. On assignment 
in Poland, she told me she once had the opportunity to inter-
pret for Vargas Llosa, and during some downtime, she asked 
him why he hadn’t written a novel about translators. Well, 
here it is. In the novel, the main character, Ricardo Somocur-
cio, a UNESCO translator, interpreter and ultimately literary 

translator, lives out his lifelong obsession for a bad girl who 
wanders recklessly in and out of his life, from Lima and Paris 
to London and Tokyo, stamping all over it against a backdrop 
of contemporary history. As in the case of the Just and Wil-
son novels, having a translator or interpreter as a protagonist 
makes for an interesting read as a professional linguist. On the 
one hand, you revel in the fact that one of us has the lead role, 
but on the other, you also can’t help but fi nd fault with details 
or fl aws that may actually have more to do with character 
development than with the author’s attempt — or lack thereof 
— at portraying the profession. In Bad Girl, Ricardo’s only 
ambition is to live in Paris, and his work as a translator allows 
him that dream. Although he’s apparently quite good at his 

job, the reader seldom gets a glimpse of his prowess or insight 
into how his profession has shaped him.

The second novel is John Le Carré’s twentieth, The Mission 
Song (Little, Brown and Company, 2006), the story of Bruno 
“Salvo” Salvador, the son of an Irish Catholic missionary and 
a Congolese woman, who becomes a top interpreter of African 
languages for British intelligence. Here, Bruno is sent on a top 
secret mission that forces him to delve into his own past and 
identity. The novel deftly weaves Le Carré’s own obsession with 
betrayal into the translator’s dilemma. Although reviews of this 
novel have been all over the map from translators’ and inter-
preters’ viewpoints, it has many redeeming features, not the 
least of which is the insight it provides into the actual detective 
work required of linguists in our daily labors. It also sheds some 
intriguing light on how interpreters assume the personae of 
those for whom they interpret and raises thorny ethical dilem-
mas capable of haunting linguists for a lifetime.

A few other books featuring translators have also crossed my 
desk in the last year or so, including Adam Nicolson’s God’s Secre-
taries: The Making of the King James Bible (HarperCollins, 2003), 

Lucy and Ricky Ricardo’s language troubles translated into big 
laughs on American television of the 1950s and 1960s.
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the story of what may well have been 
the world’s longest-running translation 
project and most acute project manage-
ment headache. Absolutely fascinating! 
I’m currently reading Corazón tan blanco
by Javier Marías (Anagrama, 1992), which 
was also translated into English by Mar-
garet Jull Costa as A Heart So White (The 
Harvill Press, 1995, New Directions, 2000), 

winner of the Dublin IMPAC prize in 1997 
for the best novel published worldwide. 
Also featuring a translator as its main 
character, the novel may well be the best 
one of them all.

I haven’t even mentioned Ann Pat-
chett’s highly recommended Bel Canto
(HarperCollins, 2001), or two more novels 
entitled The Translator, the most recent by 

Leila Aboulela (Grove, 2006), and another 
by John Crowley (Harper Perennial, 2003 
reprint, William Morrow, 2002) to go along 
with Just’s 1991 novel of the same name.

Where do we go from here?
It seems clear that the twenty-fi rst 

century is off to a good start in terms 
of the image of translators and interpret-
ers in the media. The world is starting 
to take a keener interest in what we do, 
and there is mounting evidence that this 
curiosity is on the rise.

How can we, as professionals, lever-
age this increased attention we’re get-
ting and further its growth? First, of 
course, by reading these books (and 
their translations — or translating them, 
if necessary), seeing the fi lms, watching 
the shows, and then letting publishers, 
stations, producers, and studios know if 
their depictions are inaccurate — or even 
accurate — showing an interest never 
hurts. You might even land a gig as a 
consultant in the process.

They can also be the subject of 
reviews in periodicals of all kinds (trade, 
academic and general), subject matter for 
letters to the editor, or simply inspira-
tion for stories, fi lms or blog entries of 
our own. We can also encourage all our 
friends and colleagues in fi lm, television 
and publishing to address our professions 
in their work. I think we now have solid 
proof that a well-placed depiction of our 
professions can have a signifi cant impact 
on our visibility. I recently shared a few 
translation anecdotes with a student in 
his fi nal year of fi lm school and was 
pleasantly surprised to learn that his 
graduation project addressed the issue of 
translation head-on.

Just being visible ourselves will also 
make a difference. Let your college 
alumni magazine know you’re a top-
notch translator or interpreter. Give a talk 
on the subject at your local community 
center, at your child’s school, or at a local 
university. Join a panel discussion on 
multicultural communities in your town. 
Who better to talk about these issues than 
someone who makes his or her living at 
the precise point where cultures collide? 
Also just using these works as fodder for 
conversation among friends will help 
draw attention to what we do. The more 
we give a face to what it is that we do 
— making it something tangible, valuable, 
intelligible — the more people will value 
it, and the more it will be worth. M
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An overview of 
Arabic-script languages
Bushra Zawaydeh

Arabic, Persian, Urdu and Pashto have 
received considerable attention in the 
United States and globally, especially after 
the September 11, 2001, attacks. The FBI, 
for instance, has shifted its focus since then 
towards preventing future terrorist attacks, 
rather than solely investigating crime. This 
article gives the reader an idea of the his-
tory of the Arabic script used by all of the 
languages mentioned, how it developed 
and how these four languages adopted and 
adapted the Arabic script to fulfi ll their 
own linguistic needs. 

History of the Arabic script
The Arabic script is derived from the Nabataean script, 

which was used in Petra (Jordan) in the second century 
BCE. The Nabataean script is an offshoot from the Aramaic 
script, which developed from the Phoenician script. The 
Phoenician script was a model for the Greeks to develop the 
Greek writing system around 1000 BCE, upon which all Western 
alphabets were based. 

The Arabic language is a Semitic language, close kin to 
Hebrew and Amharic (spoken in Ethiopia). According 
to the Ethnologue, it has around 206 million speakers 
in Afghanistan, Algeria, Bahrain, Chad, Cyprus, Dji-
bouti, Egypt, Eritrea, Iran, Iraq, Israel, Jordan, Kenya, 
Kuwait, Lebanon, Libya, Mali, Mauritania, Morocco, 
Niger, Oman, Palestinian West Bank and Gaza, Qatar, 
Saudi Arabia, Somalia, Sudan, Syria, Tajikistan, Tan-
zania, Tunisia, Turkey, UAE, Uzbekistan and Yemen.

Arabic inscriptions became widely available after the birth 
of Islam. The Quran descended upon the prophet Mohammad in 
the year 612 CE. Before that event, Arabic was primarily an oral 
language. The fi rst Quran manuscript is believed to be the Oth-

mani Koran, which was compiled in 
Medina by Othman, the 3rd caliph 
(Muslim leader). Before him, the 
sacred verses that Muslims believe 
God gave to Muhammad were 
memorized or written on pieces of 
wood or camel bone. To prevent 
disputes about which verses should 

Bushra Zawaydeh 
is a senior linguist at 
Basis Technology. 

A fragment of the Koran written in early Kufi c script with no vowels or diacritics. 
Source: Danish newspaper Weekendavisen, February 17, 2006
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be considered divinely inspired, Othman 
had this defi nitive version compiled and 
completed in the year 651, only 19 years 
after Muhammad’s death.

It is important to note that Arabic 
is considered a holy language among 
Muslims because it is the language of the 
Quran. Hence, it is the primary prayer lan-
guage for Muslims. Thus, when the Muslim 
Arab civilization fl ourished in the Arabian 
Peninsula, Arabic was embraced by the 
Turks, Iranians, Afghans, Indians, North 
Africans and Spanish Andalusians. As a 
result, Arabic became the language of art, 
science and technology. Islamic calligraphy 
became a noble art, which was appreciated 
more than any other form of art. 

The Arabic language and script spread 
along with the spread of Islam. By the 
eleventh century, Arabic became the 
common medium of expression from 
China to France. As the Islamic Empire 
spread, the Arabic language itself and its 
culture were enriched by contacts with 
other civilizations — Greek, Persian, Coptic, Roman, Indian and 
Chinese. Conversely, modern European languages such as Span-
ish, Portuguese, French, Italian and English owe a great debt to 
Arabic. The English language itself contains many words bor-
rowed from Arabic such as algebra, alchemy, admiral, genius,
ghoul, soda and many others. 

Languages using 
Arabic script Comment

Arabic

Persian/Dari 
Called Persian in Iran and Dari in Afghanistan. 
Tajiki used to use Arabic script; now it uses 
Cyrillic.

Urdu
Urdu is spoken in Pakistan where the Arabic 
script is used. In India, it is called Hindi, and 
they use the Devanagari script.

Pashto Spoken in Afghanistan mainly. 

Baluchi Spoken in Pakistan, Iran and Afghanistan.

Kurdish Spoken in Iraq.

Lahnda Also called Jatki, or Western Panjabi; is spoken 
in Punjab, Pakistan. 

Kashmiri Popularly known as Koshur. It is spoken in 
India, Pakistan and the United Kingdom.

Sindhi Spoken in Pakistan and India.

Uyghur Spoken in China.

Berber languages Spoken in North Africa.

Moplah A dialect of Malayalam spoken in India.

Malagasy National language of Madagascar.

Sulu Spoken in Philippines.

Table 1: Languages using the Arabic script today.

Many languages used to use the Arabic script but abandoned 
it for the Roman or the Cyrillic script. The languages that now 
use the Roman instead of the Arabic script include Indonesian 
(Malay), Hausa, Somali, Sudanese, Swahili and Turkish. The 
languages that abandoned the Arabic script for the Cyrillic 
script are the Caucasian languages: Chechen, Kabardian, Lak, 
Avar and Lezgi. Finally, in languages such as Punjabi, Sindhi 
and Kashmiri, the Arabic script is being gradually replaced by 
the Devanagari alphabet in India.

Languages that use the Arabic script today are listed in Table 1.

Types of Arabic calligraphy
The earliest manuscripts of the Quran (eighth to tenth cen-

turies) were written in the Kufi c style of Arabic writing. The 
Kufi c script looks angular, which was most likely a product of 
inscribing on hard surfaces such as wood or stone. 

The word Kufi c means that the script is from Kufah, a city 
in Iraq which at that time was a hub for Islamic civilization 
and learning. It is said, however, that Kufi c writing actually 
originated from Hira (Saudi Arabia), not Kufa. The Kufi c script 
is characterized also by stretched horizontal letters (mabsut 
wa mustaqim) and the lack of diacritics. This script went out 
of use in the eleventh century and was replaced by a script 
called Naskhi.

After the eleventh century, the Naskhi style was developed 
and replaced the Kufi c style of writing Arabic and became 
the major style for writing the Quran. The word naskh means 
“copying” in Arabic. This word was chosen because this style 
of orthography was used for copying books. Naskhi script 
could be described as a cursive script. It is curved and rounded 
(muqawwar wa mudawwar). It has certain regulations which 
dictate the correct proportions between the letters. 

The Arabic abjad
Languages use different writing systems, such as alphabets, 

abjads or syllabaries. The alphabet denotes both consonants and 

A copy of the Quran calligraphed by Ali bin-Hilal in Baghdad around 1000 CE. 
Source: www.ziedan.com/HolyQuraan/ibnAlbawab/00004.jpg
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vowels. A good example for that is English. In comparison, an 
abjad denotes consonants. Examples for such writing systems 
are Arabic and Hebrew. A syllabary does not use consonants 
and vowels but rather uses characters that denote syllables. An 
example for such a writing system is the Japanese hiragana.

The Arabic abjad contains 28 letters, three of which are long 
written vowels. The short vowels are not written. Rather, diacrit-
ics are used to indicate these short vowels and other informa-
tion such as gemination (doubling of the consonant). Moreover, 
many letters change their form depending on whether they 
appear alone or at the beginning, middle or end of the word. 
Letters that change form are always joined to other letters in
both handwritten and printed Arabic. Hence, it is cursive, as in 
English handwriting. Table 2 illustrates how three letters change 
their form depending on their location in the word. 

Name of 
letter Romanized Isolated Initial Medial Final

ha’ h

Aleph a

Jiim J

Table 2: Three letters changing form depending on location. 

Table 3 shows the diacritics that are used in Arabic and their 
location on the letter t.

Description Arabic consonant t with diacritic
t

t + fatha = ta

t + dammah = tu

t + kasra = ti

t + sukun = t 
(no vowel)

t + shadda = tt 
(geminated/doubled)

Table 3: Example of different diacritics on an Arabic consonant.

Arabic is known as a complex text language because it has 
bidirectional script. It is written right to left except for numbers 
and Latin words, which are written left to right. Other charac-
teristics of the Arabic script are the lack of capital letters and 
the lack of word division at the end of a line — in comparison to 
English, for instance, where you can just put a dash (hyphen) at 
the end of the line and fi nish the word on the next line. 

Adoption of the Arabic script
When the Arabic abjad was adopted, it was augmented to 

fi t the phonologies of the non-semitic languages. The alphabet 
was extended by the different languages. The 28 basic Arabic 
letters were extended to more than 100 letters. All the Arabic 
letters were borrowed directly to preserve the Arabic orthog-
raphy. When borrowing Arabic loanwords, the pronunciation 
would depend on the phonology of the borrowing language. In 
the meantime, an Arabic-specifi c sound that is not present in 
the borrowing language would be pronounced as a sound that 
is present in that language, as in the case of the Arabic gutturals 
and interdentals. 

The Arabic gutturals are basically sounds produced with a 
constriction in the back part of the vocal tract. These include: 

Emphatics (T, D, S, Z)
Uvulars (qaf, kha, ghein)
Pharyngeals (Ha, Ein)
Laryngeals (glottal stop, ha)
The question is, what do languages that use the Arabic script 

do with the Arabic gutturals, which they may not have in their 
phonetic inventory? We fi nd that the Arabic emphatics are not 
pronounced as uvularized, but rather as plain, non-uvular-
ized sounds. For example, in Persian the pharyngeal  sound 
is pronounced as a glottal stop, and the pharyngeal  sound 
is pronounced as a [h]. Moreover, there are Persian phonetic 
redundancies. This means the same sound could be spelled in 
multiple ways. Hence, Persian /s/ is rendered as and
Persian /z/ is rendered as .

The languages that adopted the Arabic script created a writ-
ing style known as the Nastaliq script. This is a writing style that 
has been used, with extra letters, to write Farsi, Urdu, Pashto, 
Kashmiri, Sindhi and Turkish (while still under the Ottoman 
Empire before 1920). Persian Nastaliq is very different from 
Pakistani Nastaliq. Nowadays, however, people prefer using 
the Arabic Naskhi script because it is easier to read. The only 
language using the Nastaliq script style is Urdu. 

Languages adopting the Arabic script
Persian. Persian is locally called Farsi in Iran, Dari in Afghani-

stan, and Tajiki in Central Asia (former Soviet Union countries). 
Its dialects include Lari (Iran), Hazaragi (Afghanistan) and Dar-
wazi (Afghanistan and Tajikistan). Before the seventh century, 
Persian was written in another script called the Pahlavi script. 
Then, with the arrival of Islam in Iran, the Arabic script was 
adopted. After the conversion of Iran to Islam, it took approxi-
mately 150 years before Persians adopted the Arabic alphabet as 
a replacement for the older Pahlavi alphabet. 

The basic strategy for modifying the Arabic script and adopt-
ing it into the Persian language was to add more dots to certain 
letters to create new letters that are not in Arabic but are found 
in Persian. Hence, Persian added four more letters.

Persian /p/ is:  while Arabic /b/ is  .
Persian / is:  (while  is / /)
Persian / / is: 
Persian /g/ is:  (this originally had three dots)
There are some other orthographic differences between the 

Persian and Arabic script. One of them lies in the difference 
between the Arabic kaf (Unicode U+064A) and the Persian let-
ter keheh (Unicode U+06CC). While the Arabic kaf changes its 
shape in the different position in the word — in isolation, fi nal, 
medial and initial — the Persian keheh has two shapes, which 
would look identical in handwritten text. The shape is . In 
comparison, in Arabic, in fi nal position and in isolation, the 
shape becomes . Another orthographic difference between 
Arabic and Persian is the spelling of the letter yeh. In Arabic 
it would have two dots under the letter  while in Persian, in 
isolation and fi nally, it is spelled without two dots .

There are some other Persian orthographic modifi cations to 
the Arabic script, including spelling the aleph with hamza (for 
example ) as just a bare aleph ( ), and the Arabic words that end 
with a ta (marbouta) would be spelled as either ending with a ha
( ) or a regular ta’ ( ). Moreover, Arabic words that are spelled 
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with a hamza may be spelled in various 
ways — for example,  is spelled as 

. In sum, Persian doesn’t retain 
the spelling of Arabic words as they 
are spelled in the original language, but 
rather modifi es them in various ways. 

Some languages used the Arabic-
based Persian alphabet as a base and 
added more letters that are not in Persian 
or Arabic. Examples of such languages 
are Urdu, Pashto and Sindhi. 

Urdu. Urdu is the national language 
of Pakistan, while the offi cial language is 
English. Other major languages in Paki-
stan are Punjabi, Saraiki, Sindhi, Pashto, 
Balochi, Hindko and Brahui. The National 
Language Authority in Pakistan states 
that there are 40 regional languages in 
Pakistan. Only Urdu and Sindhi have 
standardized spellings. Hence, if speakers 
from the other languages need to write 
their language, they would use either 
Urdu or Sindhi. 

Unlike Persian, Urdu is usually written 
in Nastaliq script. One difference between 
Urdu and Arabic is that Urdu consid-
ers the Arabic kaf  to be foreign and 
instead prefers to use the Persian kaf .
Furthermore, Urdu uses the emphatic 
above the letter to mark sounds that are 
retrofl ex, which are the d, t and r. Retro-
fl ex sounds are ones that are produced by 
curling the tip of the tongue back towards 
the hard palate. As Alan Kay explains in 
“Arabic Alphabet for Other Languages,” 
the reason why the emphatic  symbol 
was used to mark these retrofl ex sounds 
is that this emphatic sound was viewed 
to be an exotic kind of a /t/ in Arabic. 
Therefore, it was thought to resemble 
the retrofl ex [t.] which is not found in 
Arabic.

Urdu also uses the shape of the Arabic 
nun without the dot  to indicate nasal-
ized vowels:  /ma  “Arab.” For aspirated 
consonants, the h letters follows the aspi-
rated letter. 

The nasalization marker appears at the 
end of the word to indicate that the pre-
ceding vowel is nasalized. All Urdu vow-
els can be nasalized. Nasalization within a 
word is indicated by the letter n n . For 
example, ta g/ means “leg.” 

Moreover, Urdu distinguishes between 
[i] and [e, ] sounds at the end of the word. 
Examples are:

 /la ki  “girl”
la ke/ “boys”

Pashto. Pashto, mainly spoken in 
Afghanistan and Pakistan, is also known 

as Pakhto, Afghan, Pathani, Pushto, 
Pashtu, Pushtu, Paxto and Pukhto, and 
speakers of the language are known as 
Pushtoons. The variation in pronounc-
ing the language’s name stems from the 
different pronunciations in the various 
dialects of the second consonant in the 
word. It is a retrofl ex sh sound in the 
Kandahari dialect, for example, and a 
palatal fricative in the Kabuli dialect. 

In Pakistan, Pashto does not have offi -
cial status, and the Pushtoons learn Urdu 
in school. In comparison, in Afghani-
stan, the Kandahar dialect of Pashto has 

greater prestige and is considered the 
standard dialect of Pashto. In fact, the 
spelling system of Pashto is based on the 
Kandahar dialect. In Pakistan, the clas-
sical spelling standard of Pashto is not 
always followed. There is a tendency to 
use the Urdu forms of letters instead of 
the Pashto forms.

Pashto uses a modifi ed form of the 
Perso-Arabic script. It improvised the 
Perso-Arabic script by adding letters that 
don’t appear in any other script. Hence, 
it used the four Persian letters and added 
eight more letters. All the letters below 
are modifi cations of the Arabic letters. 

The four retrofl ex consonants /t./,
/d./, /r./, /n./ are written with a little ring 
underneath them, known as pandak, 
gharwandah or skarraen: and .
These letters have the same shape as the 
Arabic letters and the only 
difference is the little ring underneath 
them. Hence, while Urdu uses the little 
emphatic symbol, Pashto uses a little 
ring to mark these retrofl ex sounds.

The letters ge and xin are written with 
two dots above and below them (  and 

). These Pashto-specifi c letters adopted 
the shape of the Arabic letters  and .

The dental affricates /dz/  and /ts/ 
adopted the shape of the plain . The 

/dz/ looks like it has a hamza on top of 
it, while the /ts/ has three dots. 

The /g/ sound is written either in the 
Persian style as  or in the Pashto style 
as .

Conclusion
This article presents a brief overview 

of the history and development of the 
languages that use Arabic script. It is 
worth saying a word about the resources 
that are available for these languages and 
the computational products work that has 
been done on them. The language that has 
received the most attention and has the most 
resources is Arabic. Persian, Urdu and espe-
cially Pashto lack the linguistic resources 
that are necessary for building commercial 
products. For resources and information 
about these languages, one could contact 
the Linguistic Data Consortium, NEM-
LAR (Network for Euro-Mediterranean 
Language Resources), ELSNET (European 
Network of Excellence in Human Language 
Technologies), Appen or Urdu Mor phology 
(www.lama.univ-savoie.fr/~humayoun/ 
UrduMorph) and the EU/Xerox-sponsored 
ParGram (Parallel Gram mar) project. Com-
panies that have developed products such 
as speech recognition, synthesis, machine 
translation, transliteration or named entity 
extraction include Basis Technology Corp., 
BBN Technologies, IBM, Sakhr, AppTek and 
Business Objects. M
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Catch-22. A term coined by Joseph Heller in his 1961 
novel Catch-22, describing a false dilemma, where no real 
choice exists. A familiar example of this circumstance 
occurs in the context of job searching. In moving from 
school to a career, a graduate may encounter a Catch-22 
where one cannot get a job without work experience, but 
one cannot gain experience without a job. 

CEE (Central and Eastern European). 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 Ger-
many and south to the Balkan states. In most cases it 
includes Poland, Czech Republic, Slovakia, Hungary, Roma-
nia, Bulgaria, Albania, Bosnia and Herzegovina, Serbia, 
Croatia, Slovenia, Montenegro, Macedonia and the Baltic 
states of Estonia, Latvia and Lithuania. It sometimes also 
includes Belarus, Ukraine, Moldova, Turkey and Russia. 

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).

Cyrillic alphabet. Actually a family of alphabets, subsets 
of which are used by certain East and South Slavic languages 
— Belarusian, Bulgarian, Macedonian, Russian, Rusyn, Ser-
bian and Ukrainian — as well as many other languages of 
the former Soviet Union, Asia and Eastern Europe. With the 
accession of Bulgaria to the European Union (EU) on January 
1, 2007, Cyrillic became the third official alphabet of the EU. 

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 man-
agement. Provides the capability of centralizing linguis-
tic assets in the form of translation databases, leveraging 
glossaries and branding standards across global content.

Global positioning system (GPS). The only fully func-
tional global navigation satellite system. Utilizing a con-
stellation of at least 24 medium earth orbit satellites that 
transmit precise microwave signals, the system enables a 
GPS receiver to determine its location, speed, direction and 
time. GPS is funded by and controlled by the US Depart-
ment of Defense. While there are many thousands of civil 
users of GPS worldwide, the system was designed for and is 
operated by the US military. 

Internationalization (i18n). Especially in a computing 
context, the process of generalizing a product so that it can 
handle multiple languages and cultural conventions (currency, 
number separators, dates) without the need for redesign.

Localization (l10n). In this context, the process of adap-
ting a product or software to a specific international lan-
guage or culture so that it seems natural to that particular 
region. True localization considers language, culture, cus-
toms and the characteristics of the target locale. It fre-
quently involves changes to the software’s writing system 
and may change keyboard use and fonts as well as date, 
time and monetary formats. 

B
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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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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.

Mergers and acquisitions (M&A). Refers to the aspect 
of corporate strategy, corporate finance and management 
dealing with the buying, selling and combining of different 
companies that can aid, finance or help a growing company 
in a given industry expand rapidly without having to create 
another business entity. 

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.

Optical character recognition (OCR). Recognition of 
printed or written characters by a computer. Involves com-
puter software designed to translate images of typewritten 
text — usually captured by a scanner — into machine-
editable text or to translate pictures of characters into a 
standard encoding scheme representing them in ASCII or 
Unicode.

Quality assurance (QA). The activity of providing evi-
dence needed to establish confidence among all concerned 
that quality-related activities are being performed effec-
tively. All those planned or systematic actions necessary to 
provide adequate confidence that a product or service will 
satisfy given requirements for quality. QA covers all activi-
ties from design, development, production and installation 
to servicing and documentation.

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

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

Terminology management. Primarily concerned with 
manipulating terminological resources for specific pur-
poses — for example, establishing repositories of termino-
logical resources for publishing dictionaries, maintaining 
terminology databases, ad hoc problem solving in finding 
multilingual equivalences in translation work or creating 
new terms in technical writing. Terminology management 
software provides the translator a means of automatically 
searching a given terminology database for terms appear-
ing in a document, either by automatically displaying terms 

in the translation memory software interface window or 
through the use of hotkeys to view the entry in the termi-
nology database. 

Translation. The process of converting all of the text 
or words from a source language to a target language. An 
understanding of the context or meaning of the source 
language must be established in order to convey the same 
message in the target language. 

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.

Translation unit (TU). A segment of a text that the 
translator treats as a single cognitive unit for the purpose 
of establishing an equivalence. The TU may be a single word, 
a phrase, one or more sentences, or even a larger unit.

Resources
ORGANIZATIONS
AILIA (Association de l’industrie de la langue/

Language Industry Association): www.ailia.ca 
American Translators Association: www.atanet.org; and its 

Language Technology Division: www.ata-divisions.org/LTD
Translation Automation User Society (TAUS): 

www.translationautomation.com

PUBLICATIONS
The Guide to Translation and Localization,

published by Lingo Systems: www.lingosys.com
Index of Chinese Characters With Attributes, George E. Bell, 2006, 

available at www.multilingual.com/eBooks
Globalization Handbook for the Microsoft .NET Platform, Parts I - IV,

Bill Hall, 2002-2006, available at www.multilingual.com/eBooks

REFERENCES
Arabic Calligraphy: www.islamicart.com/main/

calligraphy/index.html
CIA World Factbook: www.cia.gov/library/publications/

the-world-factbook
Healthcare Interpretation Network: 

www.healthcareinterpretationnetwork.ca
Interpreting for the Community: http://lrc.wfu.edu/ 

community_interpreting
Languages of the World: www.nvtc.gov/lotw/index.html
Omniglot — Writing Systems & Languages of the World: 

www.omniglot.com
Perry-Castañeda Library Map Collection, University of Texas at  

Austin: www.lib.utexas.edu/maps 
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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 indus-
try, 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 283, Alexandre-Taché boulevard, Suite F0240, P.O. Box 1250, 
Station Hull, Gatineau, Quebec J8X 3X7 Canada, 450-449-1435, Fax: 
819-595-3871, 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, internationalization, localization
and globalization industry. The association gives members a com-
mon forum to discuss issues, create innovative 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  

AUTOMATED TRANSLATION

Cross Language
Multiple Platforms
Languages All Description Technologies: workflow, machine 
translation, hybrid translation solutions. Consultancy: trans-
lation process audit, requirements analysis, business case 
assessment, pilot programs. 
Cross Language Woodrow Wilsonplein 7, 9000 Ghent, Belgium, 32-
9-267-64-71, Fax: 32-9-267-64-80, E-mail: heidi@crosslang.com, 
Web: www.crosslang.com See ad on page 51

KCSL Inc.
Languages All Description NoBabel Translator is based on 
25 years of KCSL research and development in multilingual 
spelling and grammar correction, data compression and 
search technology. It not only provides automated, multi-
document alignment but also offers a powerful way to improve
translation memory (TM) creation and leveraging. NoBabel’s 
strength lies in its unique ability to draw upon a variety of 
sources to synthesize newly matched, high-quality transla-
tion units with optimal relevance to source material. Without 
human interaction, NoBabel maintains TM integrity while 
lowering costs and increasing productivity. Designed origi-
nally for large enterprises, today NoBabel is equally beneficial 
to corporations and individual translation service providers. 
KCSL Inc. 150 Ferrand Drive, Suite 904, Toronto, ON, M3C 3E5 
Canada, 416-222-6112, Fax: 416-222-6819, E-mail: info@kcsl.ca, 
Web: www.kcsl.ca See ad on page 32

Language Weaver, Inc.
Languages All Description Language Weaver’s statistical 
automated translation software is designed for companies 

interested in leveraging existing translation resources to 
increase translation efficiency and productivity. Language 
Weaver has proven success delivering productivity improve-
ments and time savings to large corporations, LSPs and 
translation solution providers by quickly creating customized 
translation systems using each company’s existing translated 
data. These systems produce high-quality translations of 
domain specific data. Language Weaver software can be easily 
integrated into customer support tools, knowledge bases and 
translation workflow applications for added efficiency. Find 
out how Language Weaver can meet your translation needs. 
Contact us to set up a pilot project.
Language Weaver, Inc. 4640 Admiralty Way, Suite 1210, Marina del 
Rey, CA 90292, 310-437-7300, Fax: 310-437-7307, E-mail: info@
languageweaver.com, Web: www.languageweaver.com See ad on 
page 39

CONFERENCES

The 32nd Internationalization & 
Unicode Conference
Description The Internationalization & Unicode Conference 
(IUC) is the premier technical conference focusing on mul-
tilingual, global software and web internationalization. Each 
IUC conference features a variety of tutorials and conference 
sessions that cover current topics related to web and software 
internationalization, globalization and Unicode. Internation-
alization and Unicode experts, implementers, clients and 
vendors are invited to attend this unique conference. 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: kenberk
@omg.org, Web: www.unicodeconference.org See ad on page 66

Localization World 
Description Localization World conferences are dedicated
to the language and localization industries. Our constituents 
are the people responsible for communicating across the 
boundaries of language and culture in the global marketplace. 
International product and marketing managers participate in 
Localization World from all sectors and all geographies to 
meet language service and technology providers and to net-
work with their peers. Hands-on practitioners come to share 
their knowledge and experience and to learn from others. See 
our website for details on upcoming and past conferences.
Localization World Ltd. 319 North 1st Avenue, Sandpoint, ID 83864, 
208-263-8178, Fax: 208-263-6310, E-mail: info@localizationworld
.com, Web: www.localizationworld.com 

ENTERPRISE SOLUTIONS

across Systems GmbH
Windows
Languages All Description across Systems GmbH is a spin-
off of Nero AG with its world’s leading CD/DVD applica-
tion. across includes TM and terminology system as well as 
powerful tools to support the project and workflow man-
agement of translations. Product manager, translator and 

proofreader all work together within one system, either in-
house or smoothly integrated with translation service provid-
ers. across provides several partner concepts and the Software 
Development Kit (SDK) for system integrators and technol-
ogy partners to allow the translation desktop to be integrated 
directly, in order to include both preliminary and subsequent 
process steps. This results in more flexible and transparent 
processes that benefit all sides.
across Systems GmbH Im Stoeckmaedle 18, D-76307 Karlsbad, 
Germany, 49-7248-925-425, Fax: 49-7248-925-444, E-mail: info@
across.net, Web: www.across.net See ad on page 4

TextBase meets Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiTrans 
is an innovative tool that combines MultiCorpora’s unique 
TextBase TM technology with its best-in-class Terminology 
Management System. MultiTrans customers use their full-
text repositories of previously translated documents to pro-
duce more accurate translations by eliminating ambiguity of 
terms through a context-based workflow that, unlike tradi-
tional sentence-based TM tools that recycle whole sentences, 
matches text strings of any length. MultiCorpora leverages 
the expertise of its impressive client base to the benefit of its 
worldwide user community. The majority of departments 
within the Government of Canada, international organi-
zations such as UNESCO, and enterprises such as Ford of 
Canada, Sobeys, Kraft, HSBC, Pfizer, Procter & Gamble and 
other Fortune 500 companies trust MultiCorpora for their 
multilingual asset management solutions. 
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 ads on 
pages 3, 51

STAR Group
Multiple Platforms
LanguagesAll Description STAR is a leader in information man-
agement, localization, internationalization and globalization
solutions as well as a premier developer of language technol-
ogy tools such as Transit/TermStar, WebTerm and of our infor-
mation management system, GRIPS. For more than 23 years, 
STAR has specialized in information management and pub-
lishing, multilingual processing including translation services, 
terminology management, software localization/internation-
alization, software development and multimedia systems engi-
neering. With 42 offices in 30 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 Mayfield Road, Suite 220, 
Lyndhurst, OH 44124, 216-691-7827, 877-877-0093, Fax: 216-691-
8910, E-mail: info@star-group.net, Web: www.star-group.net See 
ad on page 18
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XTRF Management System 
Multiple Platforms
Languages All Description XTRF is a global management 
system for translation agencies. With built-in cutting-edge 
Java technology, XTRF is a flexible, customizable and web-
based software, enabling web access for a company’s suppliers 
and customers. It’s designed to help translation companies 
to streamline all of their daily activities, and it guarantees 
smooth management of the company while reducing admin-
istrative costs. Project management, invoicing, quotations, 
ISO 9001 reports and CRM are the main fields covered by 
the system. Designed by translation and localization profes-
sionals and created by the best IT team, this powerful tool 
will reduce the time spent on repetitive tasks and increase a 
company’s effectiveness.
XTRF ul. Walerego Slawka 3, 30-653 Krakow, Poland, 48-12-2546-
126, Fax: 48-12-2546-122, E-mail: sales@xtrf.eu, Web: www.xtrf.eu

INTERNATIONALIZATION TOOLS

TextBase meets Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiTrans 
is an innovative tool that combines MultiCorpora’s unique 
TextBase TM technology with its best-in-class Terminology 
Management System. MultiTrans customers use their full-
text repositories of previously translated documents to pro-
duce more accurate translations by eliminating ambiguity of 
terms through a context-based workflow that, unlike tradi-
tional sentence-based TM tools that recycle whole sentences, 
matches text strings of any length. MultiCorpora leverages 
the expertise of its impressive client base to the benefit of its 
worldwide user community. The majority of departments 
within the Government of Canada, international organi-
zations such as UNESCO, and enterprises such as Ford of 
Canada, Sobeys, Kraft, HSBC, Pfizer, Procter & Gamble and 
other Fortune 500 companies trust MultiCorpora for their 
multilingual asset management solutions. 
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 ads on 
pages 3, 51

LOCALIZATION SERVICES

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 49

Alliance Localization China, Inc. (ALC)
Languages Major Asian and European languages Description
ALC offers document, website and software translation and 
localization, desktop publishing, and interpreter services. 
We focus on English, German and other European lan-
guages 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 man-
agement, a team of specialists, a large knowledge base and 
advanced methodologies. We always provide service beyond 
our customers’ expectations at a low cost and with high 
quality, speed, dependability and flexibility.
Alliance Localization China, Inc. 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 20 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 
engineering, 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  

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, Frame-
Maker, PageMaker, InDesign, QuarkXPress, MS Office and 
other graphic and DTP tools. Having more than 150 full-time 
employees located in Beijing, Taipei, Singapore, Seoul, Shang-
hai, Hong Kong, Shenyang and Chengdu, we can handle 
English/German into and from Simplified Chinese/Tradi-
tional 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

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 software, 
hardware, telecommunications, finance, training, web and 
marketing.
Binari Sonori srl Viale Fulvio Testi, 11, 20092 Cinisello Balsamo, 
Milano, Italy, 39-02-61866-310, Fax: 39-02-61866-313, E-mail: 
translate@binarisonori.it, Web: www.binarisonori.it See ad on 
page 11

CPSL
Languages All Description CPSL offers all the standard 
localization services, yet so much more. With over 40 years 
of global experience, CPSL provides its customers with best 
practices consultancy, event planning, translation, localiza-
tion, publishing and interpreting services. CPSL focuses on 
localization services for life sciences, technical, automotive, 
IT and energy industries, and is renowned for its ability to 
retain long-term relationships with its clients. These attri-
butes, paired with its reputation for outstanding customer 
care, competence, quality and state-of-the-art technology, 
make CPSL an industry leader. While other translation busi-
nesses have come and gone, CPSL has consistently grown to 
become the largest Spanish-owned localization company.
CPSL Torre Llacuna, Llacuna 166, 9ª, 08018 Barcelona, Spain, 34-
902-363-085, Fax: 34-933-000-040, E-mail: info@cpsl.com, Web: 
www.cpsl.com See ad on page 26
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EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek local-
izer, specializing in technical and medical translations
from English into Greek and Greek into English. EuroGreek’s 
aim is to provide high-quality, turnkey solutions, encompass-
ing a whole range of client needs, from plain translation to 
desktop/web publishing to localization development and test-
ing. Over the years, EuroGreek’s services have been extended 
to cover most subject areas, including German and French 
into Greek localization services. All of EuroGreek’s work is 
produced in-house by a team of 25 highly qualified specialists 
and is fully 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 65

iDISC Information Technologies
Languages Spanish (all variants), Catalan, Basque, Galician 
Description iDISC, established in 1987, is a privately-held 
translation company based in Barcelona that focuses on 
localization into all variants of Spanish (European, Latin 
American, USA and Neutral) and the other languages spoken 
in Spain (Catalan, Basque and Galician). Services range from 
translation and localization to engineering, testing, DTP and 
consulting. Specialization fields are software localization, 
technical and telecom documentation, ERP, automotive and 
related marketing material. We have all commercially avail-
able tools and experience using many different proprietary 
customer platforms and solutions; internal workflow portal-
based tools to reduce management costs and increase quality, 
consistency and on-time deliveries; and continuous support 
to the client PMs and process optimization to achieve the best 
project results and establish long-term honest partnerships. 
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 highest 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, 
Fax: 31-20-496-4553, E-mail: localization@isp.nl, Web: www.isp.nl 

New markets for your
products and solutions

Janus Worldwide Inc.
Languages Russian, ex-USSR and Eastern European lan-
guages Description Janus provides translation, localization, 

DTP and linguistic consulting for Russian, Ukrainian and 
other European languages. Our deep expertise, flexibility, 
diversity and exceptional value of services are recognized by 
many industry-leading customers and partners worldwide. 
Our uniqueness is a solid team of the best professionals in all 
relevant areas — localization engineers, language specialists,
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 specifications to 
legal notices. Janus is ISO 9001:2000 certified. Company 
activities including translating, localizing, DTP and linguis-
tic consulting were subjected to audit.
Janus Worldwide Inc. Derbenevskaya nab., 11B, Offi ce 113, Moscow 
115114, Russia, 7-495-913-66-53, Fax: 7-495-913-66-53, E-mail: 
management@janus.ru, Web: www.janus.ru See ad on page 12

Lingo Systems, Translation & Localization
Languages 170+ Description Lingo Systems, powered by 
Language Line Services, provides customer-focused sole-
source solutions for global companies in 170+ languages. 
We specialize in the translation and localization of technical 
documentation, software, multimedia applications, train-
ing materials, e-learning solutions and online applications. 
Other globalization services include quality assurance testing 
(hardware and software), integration of content manage-
ment solutions, interpretation (170+ languages), cultural 
training and assessment, and internationalization consulting. 
Lingo Systems has never caused a late release. No other firm 
makes this claim. For a free copy of our award-winning book, 
The Guide to Translation and Localization — Communicating 
with the Global Marketplace, visit www.lingosys.com or call 
800-878-8523.
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 57

LinguaGraphics — Multilingual DTP; Web, 
Flash and Software Localization; Engineering
Languages All, including Arabic, Bengali, Chinese, Farsi, 
Greek, Hindi, Hebrew, Japanese, Khmer, Korean, Lao, 
Punjabi, Russian, Thai, Turkish, Urdu and Vietnamese 
Description LinguaGraphics is a leading provider in the 
area of multilingual desktop publishing and web/software/
Flash localization engineering. Our seasoned DTP profes-
sionals and localization engineers are working with the lat-
est tools on top-of-the-line equipment to produce a wide 
range of projects in InDesign, FrameMaker, QuarkXPress, 
Photoshop and Flash. We specialize in typesetting high-end 
marketing and communications-type material in difficult 
and rare languages at very competitive rates. For a quote on 
your next project, please visit us at www.linguagraphics.com. 
You have our word that we will never compromise on qual-
ity and do the utmost to make your project a success.
LinguaGraphics, Inc. 194 Park Place, Brooklyn, NY 11238, 718-
623-3066, 718-789-2782, E-mail: info@linguagraphics.com, Web: 
www.linguagraphics.com 

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 ser-
vice 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 84

Logrus International Corporation
Languages EE, EA, ME, WE, rare languages Description
Logrus offers a full set of localization and translation ser-
vices for various industries, including top-notch software 
engineering and testing and DTP for all languages, including 
bidirectional and double-byte ones. The company is proud 
of its unique problem-solving skills and minimal support 
requirements. The company offers all European and Asian 
languages as well as many rare languages through its offices 
and established long-term partners. With its production site 
in Moscow, Russia, Logrus provides a winning combination 
of quality, experience and affordability. With over 14 years 
in business, the company has received multiple awards for 
excellence from its long-time customers, including IBM, 
Microsoft, Novell, Oracle and others.
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 35

Loquant Localization Services
Languages English, Brazilian Portuguese Description
Loquant 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

Buyer’s Guide

www.multilingual.com April/May 2008  MultiLingual ||

Globalization Handbook for the Microsoft .NET Platform
and

Index of Chinese Characters With Attributes
available at www.multilingual.com/eBooks

73-81 Buyer'sGuide #95.indd 7573-81 Buyer'sGuide #95.indd   75 4/10/08 11:49:44 AM4/10/08   11:49:44 AM

http://www.lionbridge.com
http://www.lionbridge.com
mailto:production@eurogreek.gr
mailto:production@eurogreek.gr
http://www.multilingual.com
http://www.multilingual.com/eBooks
http://www.loquant.com
mailto:contact@loquant.com
http://www.linguagraphics.com
mailto:info@linguagraphics.com
http://www.linguagraphics.com
http://www.isp.nl
mailto:localization@isp.nl
http://www.logrus.ru
mailto:ceo@logrus.ru
http://www.lingosys.com
mailto:info@lingosys.com
http://www.lingosys.com
http://www.idisc.es
mailto:info@idisc.es
mailto:info@lionbridge.com
http://www.janus.ru
mailto:management@janus.ru
http://www.eurogreek.com


76

Moravia Worldwide
Languages All Description Moravia Worldwide is a lead-
ing globalization solution provider, enabling companies in 
the information technology, e-learning, life sciences and 
financial industries to enter global markets with high-qual-
ity multilingual products. Moravia’s solutions include local-
ization 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 localiza-
tion. Moravia Worldwide maintains global headquarters 
in the Czech Republic and North American headquarters 
in California, 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 42

Your Vision. Worldwide.

Worldwide Localization and Translation 
Languages 60+ Description Net-Translators specializes in 
software localization and translation into more than 60 lan-
guages. Our localization, internationalization and multilin-
gual testing services instill the confidence that the localized 
product is accurately and consistently localized, translated 
and tested. Our translators are industry specific and have 
amassed a wealth of experience in their particular areas of 
expertise. We have a proficient in-house multilingual staff 
of project managers, QA professionals and DTP specialists 
who provide world-class service to our customers. Our staff 
remains on the cutting edge of CAT, QA and DTP technol-
ogy. Net-Translators is ISO 9001:2000 certified and is head-
quartered in Israel and maintains a branch office in the UK. 
Net-Translators Ltd. 13 Hamifal Street, P.O. Box 1052, Or Yehuda 
60500, Israel, 972-3-5338633, Fax: 972-3-5336956, E-mail: sales@
net-translators.com, Web: www.net-translators.com See ad on page 22

PTIGlobal
Languages All commercial languages for Europe, Asia and the 
Americas Description PTIGlobal is committed to developing 
ongoing, long-term partnerships with its clients. This means 
a dedication to personal service, responsiveness, high-quality
output, and sensitivity to clients’ cost goals and timelines. 
Backed by over 30 years of experience in technical transla-
tion, PTIGlobal provides turnkey localization services in 
27 languages simultaneously for software, web applica-
tions, embedded devices, wireless applications and gaming 

technology. Projects are customized to fit client needs and 
feature our expertise in end-to-end project management; 
internationalization consultation; glossary development; 
native-language translation; multilingual web content man-
agement; translation memory maintenance; localization 
engineering; linguistic and functionality QA; desktop pub-
lishing, graphics localization, complete multilingual video 
and audio services, as well as on-site managed 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

SAM Engineering GmbH
Languages All Description Global challenges require flex-
ible and experienced service providers. Take advantage of 
our experience and know-how and make your product a 
worldwide success. Products and services can only be mar-
keted successfully if they have been localized to the local 
and cultural conditions of the target country. Our team of 
experienced project managers coordinates translators, soft-
ware specialists and DTP experts, ensuring that the indi-
vidual localization processes are performed professionally 
for our clients. Using tried-and-tested project management 
methods and the latest TM technology, our team ensures 
that deadlines are met and budgets adhered to, while also 
providing the highest standards of quality.
SAM Engineering GmbH Kirchstrasse 1, D-64367 Muehltal, 
Germany, 49-6151-9121-0, Fax: 49-6151-9121-18, E-mail: sam
@sam-engineering.de, Web: www.sam-engineering.de See ad on 
page 65

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 technol-
ogy 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-speaking project managers, specialist translators, lin-
guistic controllers and engineers are all connected via Tek’s 
exclusive Project Web, which provides clients with their lat-
est information online, schedules and query logs and allows 
them to keep track of their projects at all times. To learn more 
about Tek, contact:
Tek Translation International C/ Ochandiano 18, 28023 Madrid, 
Spain, 34-91-414-1111, Fax: 34-91-414-4444, E-mail: sales@
tektrans.com, Web: www.tektrans.com See ad on page 14

TOIN Corporation 
Languages Japanese, Traditional and Simplified Chinese, 
Korean, Malay, Thai, Vietnamese and European languages 
Description TOIN Corporation is a full-service localization 

provider with services encompassing authoring, localiza-
tion, content management and workflow/process consult-
ing. TOIN offers global reach and exceptional strength in 
Asia, with headquarters in Tokyo and additional opera-
tions in the United States, Europe and China. The company 
has more than 40 years’ experience helping Global 1000 
companies in industries such as automotive, information 
technology, life sciences, engineering, electronics, training, 
publishing, software development, manufacturing, semi-
conductors and consumer products. 
TOIN Corporation 
Japan Shiba 1-chome Building, 1-12-7 Shiba, Minato-ku, Tokyo 
105-0014 Japan, 81-3-3455-8764, Fax: 81-3-3455-6514, E-mail: 
toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp 
North America Minneapolis, MN, 612-926-0201, E-mail: aki-ito@
to-in.co.jp, Web: www.to-in.com  
Europe London, UK, 44-20-8644-8685, E-mail: michael-stephenson@
to-in.co.jp, Web: www.to-in.com
China Shanghai, 86-21-3222-0012, E-mail: doreen-qiu@to-in.com.cn, 
Web: www.to-in.com 

Ushuaia Solutions
Languages Spanish (all varieties), Portuguese (Brazil) 
Description Ushuaia Solutions is a fast-growing Latin 
American company providing solutions for translation, 
localization and globalization needs. Ushuaia Solutions is 
focused on being creative and proactive to meet tight time 
frames with a high-quality level and a cost-effective budget. 
Customizing its processes, Ushuaia assures project consis-
tency 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 creating a flexible, reliable 
and open relationship for success.
Ushuaia Solutions Rioja 919, S2000AYK Rosario, Argentina, 54-
341-4493064, Fax: 54-341-4492542, E-mail: info@ushuaia
solutions.com, Web: www.ushuaiasolutions.com See ad on page 43

VistaTEC
Languages All Description VistaTEC is a leading provider 
of globalization services and specializes in the localization 
and testing of enterprise, mobile and desktop applications. 
VistaTEC provides translation, technical consulting, engi-
neering and testing during the design, development and 
marketing cycles of software products. VistaTEC has head-
quarters in Dublin, Ireland, and satellite offices in the United 
States. Additional 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 43

WhP 
Languages All European and major Middle Eastern and 
Asian languages, including local variants Description
WhP, a major supplier for the industry-leading corpora-
tions, localizes software, documentation and web content. 
WhP has been benchmarked “Best Localization Vendor” 
by Compaq. Clients specifically appreciate WhP’s dedica-
tion to high quality and strict respect of deadlines and, 
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consequently, entrust WhP with their most sensitive proj-
ects. WhP also helps many fast-growing 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 satisfy 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: info@
whp.fr, Web: www.whp.net, www.whp.fr See ad on page 6

WORDSTATION GmbH
Languages British and US English, German, French (other 
European languages are available upon request) Description
Since its founding in 1991, WORDSTATION has become a 
superior quality provider of localization services, including 
terminology work, software and documentation translation,
electronic publishing and film production — starting from 
the bytes of the software down to the final details of the 
documentation. We also conduct prototype translations 
to ensure translatability of software and documentation. 
WORDSTATION is large enough to ensure security and con-
tinuity, yet small enough to provide numerous advantages: 
no administrative overhead, short communication channels, 
fast and efficient feedback, short production cycles, high 
motivation and excellent team spirit. Updates and follow-up 
versions are done by the same specialists.
WORDSTATION GmbH Max-Planck-Strasse 6, D-63128 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 domi-
nant choice among professional development companies, 
localization service providers and global technology lead-
ers that need to accelerate entry into international mar-
kets. Alchemy CATALYST 7.0 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 indispens-
able solution for software localization, helping clients achieve 
near-simultaneous release of their translated applications. 
Corel Corporation holds a 20% equity stake in Alchemy 
Software Development. 
Alchemy Software Development Ltd. Block 2, Harcourt 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 2

Visual Localize
Windows 98, NT, 2000, XP
Languages All, including Eastern European, Asian and bidi-
rectional languages using Unicode support Description Visual 
Localize is a leading application that fully supports the soft-
ware 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 introduction 
time, you will be able to handle all kinds of localization proj-
ects. Visual Localize remembers all previous translati ons and 
thus maximizes re-use. With Visual Localize, no programming 
skills are required for localization. This makes it applicable for 
everyone. A free evaluation copy is available at www.visloc.com
AIT — Applied Information Technologies AG Leitzstrasse 45, 
D-70469 Stuttgart, Germany, 49-711-49066-431, Fax: 49-711-
49066-440, E-mail: info@visloc.com, Web: www.visloc.com

PASS Engineering GmbH
Windows 2000 and newer
Languages All Description PASS Engineering GmbH, a 
business unit of SDL, is the leading provider of localization 
technologies. SDL Passolo offers cutting-edge localization 
technology for all major development platforms to process 
Windows software, Microsoft .NET including Windows 
Presentation Foundation (WPF), Borland Delphi/C++ 
Builder, Java, XML, HTML, text files and databases. Tight 
integration with SDL Trados, MultiTerm, spell checkers and 
WYSIWYG editors guarantees high-quality and short turn-
around cycles. SDL Passolo offers fuzzy-matching, pseudo-
translation, check functions, statistical reports and experts 
for project setup, alignment and update. Automation and 
integration technologies provide users with the means to 
adapt quickly to special requirements, nonstandard file for-
mats and workflows. As a part of SDL’s GIM solutions, SDL 
Passolo offers scalable support for localization projects.
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

Software Localization Solutions by Schaudin.com
Windows
Languages All languages supported by Microsoft Description
Make your software multilingual with the extensive func-
tionality, convenient quality control features and advanced 
translation support found in Schaudin.com’s RC-WinTrans 
software localizer, used by successful businesses worldwide 
since 1993. This tool makes it possible to quickly and easily 
translate software GUI elements (for software created with 
Windows Win32, Microsoft .NET, and Java software develop-
ment platforms) while ensuring that the software continues 
to run properly in other languages. RC-WinTrans can be 
used by all the members of your team, even those with little 
knowledge of software localization, and provides them with 
everything needed to manage, exchange, translate and check 
software data.
Schaudin.com Software Localization Solutions
Europe Ritterseestrasse 29, 64846 Gross-Zimmern, Germany, 49-
6071-951706, Fax: 49-6071-951707
USA 6900 California Avenue SW, #503, Seattle, WA 98136, 206-
935-5070, Fax: 206-935-5075, E-mail: info@schaudin.com, Web: 
www.schaudin.com

PROJECT MANAGEMENT TOOLS

Projetex: Project Management Software 
for Translation Agencies 
Windows
Language English Description Projetex 2006 is time-tested, 
multiuser project management software for translation 
agencies. It is effectively used by managing directors, proj-
ect managers, accountants, in-house translators, human 
resources managers and sales managers in 150+ small and 
medium-sized translation agencies around the world. 
Current deployments range from 2 to 100 workstations, with 
tested capacities of up to 500. Does not require additional 

components. Includes built-in AnyCount (word and char-
acter count software) and CATCount (computer-assisted 
translation tool for easy word count). Reasonable pricing, 
fast implementation time and free technical support. 
Advanced International Translations, Ltd. Suite 1, Tolstogo 15 Street, 
01033 Kyiv, Ukraine, 380-44-288-11-45, Fax: 380-44-288-11-52, 
E-mail: info@translation3000.com, Web: www.projetex.com 

SOFTWARE TESTING

MULTILINGUAL QA Ltd.
Description MULTILINGUAL QA Ltd. is dedicated to the 
single task of testing localized software for localization ven-
dors and software publishers. We offer third-party verification, 
including functional, linguistic and cosmetic testing in more 
than 30 languages. Located in the heart of Israel’s Silicon Valley, 
we attract highly professional and technical QA testers who are 
also native speakers of the target language. QA is performed in 
our professional testing center, thereby enabling us to retain 
our know-how and provide all the needed infrastructure and 
human resources to support our linguistic QA personnel.
MULTILINGUAL QA Ltd. 7 Hamasger Street, P.O. Box 778, Or 
Yehuda 60500, Israel, 972-3-533-3999, Fax: 972-3-548-0212, 
E-mail: sales@multilingualqa.com, Web: www.multilingualqa.com 
See ad on page 65

TM BROKERS

The Translation Memory Brokers
Languages All Description Central to most translation pro-
cesses today is the database that contains previously trans-
lated data: the translation memory (TM). The consistently 
growing size of the TM represents an ever-increasing value 
to you as its owner. By the same token, it becomes increas-
ingly 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 invest-
ment 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 lin-
guistic 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 83

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 local-
ization roundtables, the Institute’s events train localization
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 Software for Win32API,” 
“Introduction to Localization,” “Tools and Technologies for 
Localization/Internationalization,” “QA of Global Products,” 
“Implementing a Translation Memory Process” and “Intro-
duction to Unicode.” See our website for details. Most semi-
nars 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 8
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TRANSLATION SERVICES

ACP Traductera
Languages From all the world languages to languages of 
Central and Eastern Europe Description ACP Traductera  
is a translation agency based in the Czech Republic. Our local 
experience in Central Europe and our strong focus on appro-
priate language use make us the reliable partner for provid-
ing high-quality translations into Bulgarian, Czech, Estonian, 
Hungarian, Latvian, Lithuanian, Polish, Romanian, Russian, 
Slovak, Slovenian and Ukrainian. Document translation ser-
vice, translation, proofreading, review, independent specialist 
review, legal certification of translated documents, website 
and software localization, localization engineering, testing, 
documentation localiz ation, graphic design, DTP operations 
and pre-press review and printing. Our team of more than 
1,000 professional translators, proofreaders, terminology spe-
cialists, graphic designers, IT engineers and, last but not least, 
experienced project managers is our most significant asset.
ACP Traductera Na Vysluni 201/13, Prague 10, Czech Republic, 420-
384-361-300, Fax: 420-384-361-303, E-mail: info@traductera.com,
Web: www.traductera.com See ad on page 17

CETRA, Inc., Language Solutions
Languages All Description CETRA gives you peace of mind 
because it delivers high-quality, on-time, cross-cultural com-
munications and professional, friendly, responsive service. 
CETRA follows the ASTM Quality Assurance in Translation 
and Language Interpretation Services standard guides. As 
a member of the US delegation to ISO, CETRA is actively 
involved in developing an international translation qual-
ity standard. CETRA is involved in the language industry 
at the highest level, with the company president serving in 
leadership positions at the American Translators Association, 
American Foundation for Translation and Interpretation, 
and Fédération Internationale des Traducteurs.
CETRA, Inc. 7804 Montgomery Ave., Suites 8-10, Elkins Park, PA 
19027, 215-635-7090, 888-281-9673, Fax: 215-635-6610, E-mail: 
info@cetra.com, Web: www.cetra.com

CTS LanguageLink
Languages All Description CTS LanguageLink is a leading, 
full-service multilingual communication firm with over 17 
years industry experience.  With our comprehensive in-house 
resources, we provide trusted multilingual solutions for both 
private and public sector clients alike. Our services include 
translation, interpretation, desktop publishing, multimedia 
and web localization services. Our vision is to be your most 
trusted provider of multilingual communication services.  As 
you further develop your own global business strategy, we 
encourage you to consider CTS LanguageLink as your part-
ner. After all, “we speak your customer’s language.” Please 
contact us directly or visit our website for more information: 
www.ctslanguagelink.com
CTS LanguageLink 911 Main Street, Suite 10, Vancouver, WA 98660, 
360-693-7100, 800-208-2620, Fax: 360-693-9292, E-mail: sales@
ctslanguagelink.com, Web: www.ctslanguagelink.com

Decoder Plus Ltd
Languages All Asian languages Description Decoder Plus 
is a highly trusted language service provider in Hong Kong, 
the gateway to mainland China and Asia. Since our estab-
lishment in early 2000, we have provided solutions for 
Asian language requirements to translation/localization 
companies, multinational corporations, listed companies 
and government departments from over 25 countries in 
Asia Pacific, North America and Europe. We offer trans-
lation, editing, proofreading, web localization, software 
localization and multilingual DTP services at competitive 
prices. Fields of expertise include IT, telecommunications, 
business, finance, banking, legal affairs/contracts, market-
ing, education and manufacturing as well as all areas of 
science and technology.
Decoder Plus Ltd 16/F Cheung Kong Center, 2 Queen’s Road, Central, 
Hong Kong, 852-2992-0656, Fax: 852-2992-0434, E-mail: mail@
decoderplus.com, Web: www.decoderplus.com

Eriksen Translations Inc.
LanguagesAll Description Eriksen Translations Inc. is a lead-
ing provider of multilingual services, including translation, 
interpreting, typesetting, project management, web local-
ization and cultural consulting. For over 20 years, Eriksen 
has helped a broad range of organizations in both the pub-
lic 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 globaliza-
tion partner.
Eriksen Translations Inc. 32 Court Street, 20th Floor, Brooklyn, NY 
11201, 718-802-9010, Fax: 718-802-0041, E-mail: info@eriksen.com,
Web: www.eriksen.com

EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek produc-
tion house, specializing in technical and medical transla-
tions from English into Greek and from Greek into English. 
EuroGreek’s aim is to provide high-quality, turnkey solu-
tions, encompassing a whole range of client needs, from 
plain translation to desktop/web publishing to localization 
development and testing. Over the years, EuroGreek’s ser-
vices 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 special-
ist 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 65

Follow-Up Translation Services
Languages English, Brazilian Portuguese Description Our 
company was founded in 1989, with the purpose of offering 
pure translation work (in technical and scientific areas). Along 

the way, we have developed several other skills in the translation 
world, which involve specialized knowledge of IT resources and 
localization tools. We also master patent translations in fields 
such as biochemistry, mechanics, medicine, pharmaceutics, 
oil and gas, and telecommunications. Today, we are capable of 
taking on virtually any translation/localization project from 
English into Brazilian Portuguese, and we treat each and every 
customer with the maximum care and attention. Our clients’ 
trust is our greatest asset and our greatest pride!
Follow-Up Av. Presidente Wilson 165, Sala 1308, Rio de Janeiro, RJ 
20030-020 Brazil, 55-21-2524-2994 Ext. 106, Fax: 55-21-2210-
5472, E-mail: info@follow-up.com.br, Web: www.follow-up.com.br 

ForeignExchange Translations
Languages 42 languages and growing Description Foreign- 
Exchange is the global leader in providing translation services 
to life sciences companies. We work with many of the biggest 
pharmaceutical companies, medical-device manufacturers, 
biotech companies and CROs. Our proprietary Multilingual 
Compliance Process combines expert linguists, best-of-breed 
technology and measurable translation quality in a process that 
is both robust and completely scalable, ensuring your projects 
are finished on time and within budget. For more informa-
tion on how we can help meet your translation requirements 
or for a quote on your next translation project, please contact 
us directly or visit our website at www.fxtrans.com
ForeignExchange Translations 411 Waverley Oaks Road, Suite 315, 
Waltham, MA 02452, 866-398-7267, 781-893-0013, Fax: 781-
893-0012, E-mail: getinfo@fxtrans.com, Web: www.fxtrans.com 

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 
localization and translation.
Hermes Traducciones y Servicios Lingüísticos, S.L. C/ Cólquide, 
6 - planta 2 - 3.oI, Edifi cio “Prisma”, 28230 Las Rozas, Madrid, Spain, 
34-916-407640, Fax: 34-916-378023, E-mail: hermestr@hermes
trans.com, Web: www.hermestrans.com See ad on page 16

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 interpreting 
in all languages; software, multimedia and website localiza-
tion; terminology management; multilingual desktop pub-
lishing; and individual and corporate language training 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 sectors, including 
the automotive, medical, pharmaceutical, chemical, IT and 
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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

Lido-Lang Technical Translations
Languages All Description Established in Poland in 1991, 
Lido-Lang has expertise in technical translations into Central 
and Eastern European languages. We also possess in-depth 
experience in the following fields: economics, law, medicine 
and IT, providing translations in nearly all European and Asian 
language combinations. Our global network of more than 
1,000 approved and highly qualified translators, our compre-
hensive project management processes that cover translations, 
proofreading, editing and desktop publishing (QuarkXPress, 
InDesign, PageMaker, FrameMaker), and our experience with 
CAT tools (TRADOS, SDLX) allow us to provide a premium 
quality service in accordance with the provisions of ISO 
9001:2000 standard to which we were certified in May 2005.
Lido-Lang Technical Translations ul. Walerego Slawka 3, 30-653 
Krakow, Poland, 48-12-2546-123, Fax: 48-12-2546-122, E-mail: 
offi ce@lidolang.com, Web: www.lidolang.com

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a full-service trans-
lation and localization agency specializing in the adaptation 
of marketing and communications materials into most of the 
world’s languages. Our enterprise language solutions range 
from glossary development and maintenance to translation 
memory deployment and global content management. In 
today’s highly competitive global environment, it is becoming 
increasingly difficult to differentiate one translation agency 
from another. We stand apart by taking the most proactive 
approach to quality in the industry, utilizing stringent project 
management procedures, offering one of the most aggressive 
rate structures available and applying a sincere dedication to 
providing the best possible service.
LinguaLinx Language Solutions, Inc. 650 Franklin Street, Suite 502, 
Schenectady, NY 12305, 518-388-9000, Fax: 518-388-0066, E-mail: 
info@lingualinx.com, Web: www.lingualinx.com

Medical Translations Only
Languages All European languages and Japanese Description
MediLingua is one of the few medical translation specialists 
in Europe. We only do medical. We provide all European lan-
guages (36 today and counting) and Japanese as well as trans-
lation-related services to manufacturers of medical devices, 
instruments, in vitro diagnostics and software; pharmaceutical 
and biotechnology companies; medical publishers; national 
and international medical organizations; and other customers 
in the medical sector. Projects include the translation of docu-
mentation for medical devices, surgical instruments, hospital 
equipment and medical software; medical information for 
patients, medical students and physicians; scientific articles; 
press releases; product launches; clinical trial documentation; 
medical news; and articles from medical journals. 
MediLingua Medical Translations BV Poortgebouw, Rijnsburger-
weg 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 65

the medical information company

mt-g — the medical information company
Languages All Description mt-g is the leading provider 
of translations and global information services dedicated 
to the medical science. We specialize primarily in medical 
technology and diagnostics, regulatory affairs, dental medi-
cine and other specialist medical fields. We offer a range 
of professional services covering translation, information 
production, global information management and XML 
documentation applications. At its head office in Ulm and 
its branch in Munich, 31 salaried staff deliver solutions for 
information processes in medical science. More than 450 
medical and pharmaceutical experts in over 100 countries 
are engaged in translating, producing, managing and docu-
menting medical information.
mt-g medical translation GmbH & Co. KG Eberhard-Finckh-
Strasse 55, 89075 Ulm, Germany, 49-731-17-63-97-0, Fax: 49-731-
17-63-97-50, E-mail: info@mt-g.com, Web: www.mt-g.com See ad 
on page 62

NCS Enterprises, L.L.C.
LanguagesAll 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 
industry-specific knowledge for each project. Our working 
knowledge of all types of software makes sure the translations 
are delivered as required. Even with being ISO 9001:2000-
compliant 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 

Neotech
Languages From major European languages into Russian, 
Ukrainian, Kazakh and Azeri Description Neotech is the 
largest translation company in Russia and CIS countries, 
offering a full range of linguistic services to global corpora-
tions. Neotech is the first translation company on the Russian 
market that has certified its quality management system to 
international ISO 9001:2000 standards. Neotech’s key areas  
of expertise are in the oil and gas industries, auto manu-
facturing, information technologies and telecommunica-
tions. The business techniques introduced and applied by 
the company currently serve as the best practice within the 
translation industry. Neotech is leading the drive to continu-
ously develop translation market standards and to implement 
new levels of business and interpersonal communications 
into the translation industry within Russia and abroad.
Neotech 23/1 Matrosskaya Tishina, Moscow, Russia, 7-495-787-
3331, Fax: 7-495-787-1189, E-mail: post@neotech.ru, Web: www
.neotech.ru See ad on page 15

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 
manufacturing? By blazing the path in translation since 
1979, we utilize knowledgeable translators in the United 
States, Europe and Asia in every field and every specialty. 
Services include technical translation, software localiza-
tion 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 

Quality Translations
Languages Hebrew, Arabic, Russian, all European languages, 
all Far East languages Description Quality Translations, 
a translation and localization service of the Manpower 
Group, is a leading Israeli-based company with branches 
in Petach-Tikva and Jerusalem. We provide the translation 
and localization services into Hebrew, Arabic, Russian, all 
European languages and all Far East languages. We provide 
full process of localization services, including linguistic test-
ing and functionality testing. Among Quality Translations’ 
clients are Microsoft, Oracle, Amdocs, Interwise, IAI (Israel 
Aircraft Industry), Lionbridge, HP, Scitex, SDL and many 
more. 
Quality Translations 6 Odem Street, Petach-Tikva 49250 Israel, 972-
3-9244410, Fax: 972-3-9244420, E-mail: translat@qt.co.il, Web: 
www.qt.co.il See ad on page 56

Translation and localization into Polish 
Language Polish Description Ryszard Jarza Translations is an 
established provider of specialized Polish translation, local-
ization and DTP services, primarily for life sciences, IT, auto-
motive, refrigeration and other technology sectors. We work 
with multilanguage vendors and directly with documentation 
departments of large multinational customers. Our in-house 
team (12 full-time specialists) is comprised of experienced 
linguists with medical, engineering and IT backgrounds. We 
guarantee a high standard of quality while maintaining flex-
ibility, unparalleled responsiveness and reliability. 
Ryszard Jarza Translations ul. Barlickiego 23/22, 50-324 Wroclaw, 
Poland, 48-601-728018, Fax: 48-71-3414441, E-mail: info@jarza
.com.pl, Web: www.jarza.com.pl See ad on page 65

Skrivanek s.r.o.
Languages All, with a focus on Central and Eastern Europe 
Description Skrivanek is a world leader in the provision 
of language services, specifically translations spanning a 
multitude of languages and the localization of products for 
maximum effect and achievement on international markets. 
Established in the Czech Republic in 1994, it quickly domi-
nated the Central European translation market, creating a 
network of outlets stretching across 51 cities around the 
world. Its staff of professional translators, experienced proj-
ect managers, and dedicated software engineers and pro-
grammers has enabled Skrivanek to provide translation and 
localization services in any conceivable language, building 
up, in the process, an enviable clientele. Skrivanek’s quality 
of service is backed by EN ISO 9001:2001 certification.
Skrivanek s.r.o. International Project Management Centre, Na 
Dolinách 22, CZ 147 00 Prague 4, 420-233-320-560, Fax: 420-241-
090-946, E-mail: info@skrivanek.com, Web: www.skrivanek.com 
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Syntes Language Group, Inc.
Languages All Description Syntes Language Group is a 
leading quality provider of customized language solu-
tions to business, government and professional clients. We 
deliver a full line of services in translation, interpreting and 
conference coordination; product, software and website 
localization; desktop publishing; multimedia production 
and voiceovers; and consultation in both project-specific 
and long-term planning for the incorporation of foreign 
language elements into your business. For 19 years, we’ve 
offered proven expertise in all major fields of industry, 
delivered by accomplished, experienced professionals. All 
of this means that you get the ultimate in customer care 
and the best value for your project dollars.
Syntes Language Group, Inc. 7465 East Peakview Avenue, Centennial, 
CO 80111, 888-779-1288, 303-779-1288, Fax: 303-779-1232, 
E-mail: inquiry@syntes.com, Web: www.syntes.com

TripleInk Multilingual Communications
Languages All major commercial languages Description As 
a multilingual communications agency, TripleInk has pro-
vided industrial and consumer products companies with 
precise translation and multilingual production services for 
audio-visual, online and print media since 1991. Our expe-
rience in adapting technical documentation and marketing 
communication materials covers a wide range of industries, 
including biomedical and health care; building and con-
struction; financial services; food and agriculture; high-
tech and manufacturing; and hospitality and leisure, as well 
as government and nonprofit organizations. Using a total 
quality management process and state-of-the-art software 
and equipment, our team of foreign language professionals 
delivers the highest quality translations in a cost-effective 
and time-efficient manner.
TripleInk 60 South 6th Street, Suite 2600, Minneapolis, MN 55402, 
612-342-9800, 800-632-1388, Fax: 612-342-9745, E-mail: info@
tripleink.com, Web: www.tripleink.com

TRANSLATION TOOLS

Applications Technology, Inc.
Multiple Platforms
Languages All Description Machine Translation (MT) 
systems (TranSphere): Fully automated (parsing + statis-
tics), special-domain dictionary stacking/update. Language 
pairs: English, Arabic, Turkish, Persian, Dari, Pashto, Ko-
rean, Chinese, Japanese, Hebrew, German, French, Italian, 
Spanish, Portuguese, Russian, Polish, Ukrainian and 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 
and embedded scripts. MT API: For MT system integration 
(all languages with various solutions). NameFinder: Proper 
noun detection (languages with no capitalization). MLIR 

(Multilingual Information Retrieval): retrieval of multilin-
gual 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

Heartsome Translation Studio
Multiple Platforms
Languages All Description Heartsome is a new generation 
language technology and service company with a product 
strategy that is founded on our four cornerstones of efficacy: 
genuine compliance with all open standards; completely cross 
platform; user-driven innovation; and no-frill minimalist 
approach towards product embodiment design and packaging. 
Heartsome CAT tools went through a complete overhaul to 
bring the deployment of language technology open standards 
to a level far beyond those of similar products in the market-
place. The all new Heartsome Translation Studio (previously 
known as Heartsome XLIFF Translation Editor) will provide a 
whole new experience in computer-aided translation.
Heartsome Holdings Pte Ltd 190 Middle Road, #19-05 Fortune 
Centre, Singapore 188979, 65-68261179, Fax: 65-67220655, E-mail: 
info@heartsome.net, Web: www.heartsome.net See ad on page 51

TextBase meets Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiTrans 
is an innovative tool that combines MultiCorpora’s unique 
TextBase TM technology with its best-in-class Terminology 
Management System. MultiTrans customers use their full-
text repositories of previously translated documents to pro-
duce more accurate translations by eliminating ambiguity of 
terms through a context based workflow that, unlike tradi-
tional sentence-based TM tools that recycle whole sentences, 
matches text strings of any length. MultiCorpora leverages 
the expertise of its impressive client base to the benefit of its 
worldwide user community. The majority of departments 
within the Government of Canada, international organi-
zations such as UNESCO, and enterprises such as Ford of 
Canada, Sobeys, Kraft, HSBC, Pfizer, Procter & Gamble and 
other Fortune 500 companies trust MultiCorpora for their 
multilingual asset management solutions. 
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 ads on 
pages 3, 51

SYSTRAN 
Multiple Platforms 
Languages 52 language combinations Description SYSTRAN
is the market leading provider of language translation soft-
ware products for the desktop, enterprise and internet that 
facilitate communication in 52 language combinations and 
in 20 domains. With over three decades of expertise, research 
and development, SYSTRAN’s software is the choice of lead-
ing global corporations, portals and public agencies. Use of 
SYSTRAN products and solutions enhances multilingual 
communication 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 13

Solutions for Translation, Terminology,   
Full-text and Bitext Management
Windows and Web
Languages Windows: All Roman alphabet; LogiTermWeb-
Plus: Unicode Description A single software package to 
manage your terminology and databanks. Efficient and 
effective consultation of terms and texts. The most robust 
alignment tool on the market. More consistent use of ter-
minology and phraseology in-house and by freelancers. 
Internal and external repetition detection and pretransla-
tion. The web version allows access to your terminology, 
bitexts and documents by translators, writers and subcon-
tractors 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

WORKFLOW SOLUTIONS

The Language Technology Centre
Multiple Platforms
Languages All Description LTC Worx is a new web-based 
business system for multilingual information management. 
It helps organizations and government agencies with multi-
lingual needs and LSPs to optimize and then manage all their 
business processes and multilingual projects according to 
their preferred workflows. Users themselves define company-
wide and project-specific workflows to save significant time 
and money on every step of every project, from the quotation
right through to the invoice. LTC Worx is suitable for any 
size LSP or language department, and its powerful multi-site, 
multi-currency and time zone management means it will 
also satisfy the largest players.
LTC - The Language Technology Centre Ltd. 
Europe 5-7 Kingston Hill, Kingston upon Thames, Surrey, KT2 7PW 
UK, 44-20-8549-2359, Fax: 44-20-8974-6994, E-mail: info@
langtech.co.uk, Web: www.langtech.co.uk 
Americas 4242 East West Highway, Bethesda, MD 20815, 301-986-
8633, Fax: 301-986-8634, E-mail: info@langtechus.com, Web: 
www.langtechus.com See ad on page 51

Plunet BusinessManager
Multiple Platforms
Languages All Description Plunet BusinessManager is the 
complete management solution for the translation and 
documentation industry. On a web-based platform, the sys-
tem includes business management as well as process and 
document management and integrates translation software, 
financial accounting systems and existing software environ-
ments for LSPs, translation and documentation depart-
ments, organizations, institutions and government agencies.  
Plunet BusinessManager impresses with its significant time 
and money savings, unrivalled high adaptability to individ-
ual workflows, optimal quality control and effective project, 
time and contact management. Functions include quotation 
costing, order/job/workflow management, schedule manage-
ment, document management, invoicing, financial reports, 
contact management and customer acquisition.
Plunet GmbH Prenzlauer Allee 214, 10405 Berlin, Germany, 49-30-
322971340, Fax: 49-30-322971359, E-mail: info@plunet.de, Web:  
www.plunet.de
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thebigwordGroup is a leading Language Services Provider, delivering complete language solutions via LanguageDirector™ to a wide range 
of clients across the world. 

We’re a dynamic and innovative company, and our international project management team will work on single-language translation 
requests while also meeting the demands of more complex organizations requiring sophisticated integrated solutions. 

Our head offi ce and global service centre is based in the vibrant city of Leeds in the United Kingdom. thebigword also runs offi ces in the 
United States, Mainland Europe, and Asia, with new offi ces opening every year. 
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simply like to fi nd out more, please contact us on the details below. We look forward to hearing from you!

Current Positions: Project Managers based in Leeds, Düsseldorf, Copenhagen, New York, Tokyo, Beijing
Contact us:
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+44 (0)113 389 4652
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D the technical resources focused on product development. 
Likewise, Mark, you have recently made the point that the 

combination is essentially providing a “multi-vendor” option that 
contrasts with the “captive” option provided by other large LSPs. 
If the reality is to match the rhetoric, it is important to make a 
clean separation between tools and services. Doing so would allow 
us as a tools customer to interact normally with you as a vendor. 
Failing to do so will leave us and other LSP customers in an appar-
ent competition with SDL services for SDL internal development 
capacity. And even if the competition is only imaginary, it is hard 
to see how you can provide a level of assurance that would justify 
building our businesses on your product set. Unlike tools like Tra-
dos that are used primarily in the translation activity itself, a com-
mitment to WorldServer carries with it a very high switching cost 
on both ends. If we are to be good stewards of our own fi nancial 
future, we need to be assured that our vendor is committed to 
supporting the product itself, not the privileged internal customer.

We remain cautiously optimistic about the future direction of 
SDL/Idiom. At a minimum, we hope that all of the newly-com-
bined company’s product development activities will be consoli-
dated under the new Idiom subsidiary. We believe that would be 
best for the integrated product set as well as best for us as an LSP 
Advantage partner. We recognize that many of the “LSP-friendly” 
features we desire are outside the scope of the corporate focus for 
WorldServer, but you would not be the only technology company 
that offered different products for different market segments. 
Organizational consolidation would be the best way to communi-
cate an intention to eventually produce compatible and mutually 
consistent solutions for those different market segments. 

Best of all, of course, would be to divest yourselves completely 
of your language services arm. This would address the apparent 
“competition” question at both the technical and business levels. 
It would also signal to the marketplace that your technology arm 
would truly be the driver for a “multi-vendor” option. It would 
rejuvenate your LSP Advantage program and deliver value up and 
down the “translation supply chain.”

Respectfully and watchfully yours,
Bob Donaldson

Dear Mark and Mike,
It is with some ambivalence that I greet the recent 

SDL acquisition of Idiom Technologies, Inc., and it is 
in that light that I write this open letter. I should say, 

fi rst, that as one of Idiom’s newer LSP Advantage part-
ners, McElroy Translation has appreciated the way you 
and your staff have been available to us — along with 
other language service providers (LSPs) affected by the 
merger — in an effort to address our concerns and allay 
our fears. When something as signifi cant and poten-
tially disruptive as this occurs, there is no shortage of 
speculative commentary, and it has been very helpful to 
hear from you directly, both in public and in private. 

On the positive side, we are excited about the potential for an 
integrated product line. As we look to the future through our handy 
rose-colored glasses, we see an integrated product marked by Idi-
om’s commitment to open application programming interfaces and 
strong product release methodologies, yet including SDL’s industry-
standard analysis and language management tools. We even dare 
hope for “LSP-friendly” extensions to WorldServer that would allow 
us to manage the business processes with the same degree of fl ex-
ibility that is currently provided at the project and workfl ow level. 

I’m sure that these are among other opportunities for synergy 
that you considered during the merger and acquisition process. 
When we take the glasses off, however, causes for concern aired by 
several LSPs on the GALA and ALC conference calls regarding impli-
cations to people in the industry come immediately into view. 

Many have focused on the advisability of LSPs sharing cus-
tomer data with SDL and rightly so. WorldServer has a number 
of compelling technical features, but Idiom’s independence was a 
major factor in our decision to become an LSP Advantage partner. 
We were confi dent that Idiom would not share our leads with 
other LSPs. Now that Idiom is owned by a competing LSP, this 
confi dence has been eroded. We are pleased that you are plan-
ning a forthcoming information security document to address the 
“separation” issue. However, we are equally interested in technical 
separation. Mike, you say that Idiom’s focus as a wholly-owned 
SDL subsidiary will continue to be on the corporate customer. 
We also hear from you, Mark, that the SDL services arm already 
pays for “professional services” from the technology arm. Taken 
together, this is not really a comforting statement. As an LSP that 
may be competing with SDL services, we would prefer to see all of 

Bob Donaldson

| MultiLingual  April/May 2008 editor@multilingual.com82

A letter to SDL’s Mark Lancaster 
and Idiom’s Mike Iacobucci

Ta
ke

aw
ay

Bob Donaldson is vice president in charge of strategy at McElroy 
Translation Company.

To offer your own Takeaway, write to editor@multilingual.com
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r r ’in-v’in-v nt’ingnt’ing thuhthuh ww ll

[an idiom] To do something again, from[an idiom] To do something again, from 
the beginning, especially in a needless orthe beginning, especially in a needless or 
inefficient effort.inefficient effort.

   

www.tmmarketplace.com • info@tmmarketplace.com • 541-271-0536 • 888-533-7886

Why reinvent the wheel? 

TM Marketplace now offers 
databases created for you 
from already-published 
material.
    
You can also buy licenses for 
translation memories from 
industry leaders such as 
General Motors.

THE TRANSLATION 
MEMORY BROKERS
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THE IMPACT OF FREEWAY™ IS CLEAR. 
In an industry where pennies count, we’ve been counting a lot. 9 billion pennies* to be precise.  
Enough to fund an additional 450M words of translation!

Just 16 months after its launch, more than 250 companies have already moved onto Freeway, 
Lionbridge’s free, web-based translation management platform. They have each saved hundreds 
of thousands of dollars in license fees, integration costs, process rework time, and maintenance 
costs required to deploy and operate a traditional, closed GMS system. In addition, more than 10,000 
individual translators have signed onto Logoport™ the free, web-based TM and term management 
environment within Freeway, saving them thousands of dollars in license fees. From buyer to 
supplier, Freeway has delivered $90M in value to the localization supply chain.
That’s the power of the Web!

Where will you put YOUR savings? 

___ A. More Words

___ B. More ROI

___ C. More Bonuses

___ D. More Markets

___ E. 

* These savings add up in any currency. For example, using current exchange rates, 9 Billion pennies equal approximately 6.2 Billion Euro cents,
4.5 Billion Pence Sterling, and 680 Million yuan. Please contact Lionbridge to begin saving today.

Where did  
Lionbridge's Clients 
put their 
9 Billion Pennies?

X All of 
the above
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If you’re taking your business overseas — into a neighboring 
country or just into another region of your own country via the 
World Wide Web — this Getting Started Guide has good advice 

for you and your company’s IT and marketing departments. In the words of contributor Laurel 
Delaney, who offers 12 steps toward expanding a business globally, it’s necessary to “think 
beyond the everyday uses of things as well as your own cultural boundaries. . . . ” 

In addition, Alexandra Farkas points out that a truly multilingual site is critical to a global web 
presence. Angelika Zerfaß brings the technical side to light with a glossary on tools and processes 
for translation and software localization. David Smith provides a primer on building an interna-
tional team, after he asks the reader to consider whether his or her company really needs one. 
Finally, John Freivalds presents some anecdotal advice and evidence of what to do — and not to 
do — when your business starts marketing into new neighborhoods.

As your enterprise expands its horizons toward far-off customers, you may wish to keep this 
guide to going global close by for quick reference.
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With less than 30% of internet us-
ers today speaking English, local-
izing your website makes good 

business sense. Most often, localization 
is the last push before the launch of a site 
or is done even after a site is launched. 
The thinking tends to be “Let’s get the site 
done. Then we’ll send it for translation 
and off we’ll go.” If only it were so easy! 

Whether you want to market to a global 
audience or to foreign language speakers 
in your own area, you need to consider 
several issues before you begin the local-
ization process. While most of the issues 
presented here are entire articles on their 
own, some of which are elabo-
rated on in MultiLingual’s recent 
“Getting Started Guide: Local-
ization” (#91 October/November 
2007), this article is meant to be 
a jumping-off point for market-
ers and others who may not be 
the most technically savvy but 
are aware of their pressing busi-
ness needs. 

In my company, we have worked 
with clients of various sizes — from 
international high-tech communi-
cations companies to manufactur-
ers looking to expand their reach 
into new regions — but we were 
also recently our own client, work-
ing on the localization of our new 
website (www.eriksen.com). For 
the sake of this article, let’s assume 
that your original site is American English, 
like ours was. 

Who is your target audience?
This is an important question for any 

translation project, but it has even greater 
ramifications for web localization. It’s im-
portant to target your copy not only to 
Spanish speakers, for example, but spe-
cifically to the area and population you are 
trying to reach. 

 We chose Swedish, Spanish and Chinese 
as the languages we wanted to present 
first. As a company founded by a Scandina-
vian and specializing in those languages, 
it was important to have a Scandinavian 

presence. We chose Swedish over the oth-
ers, despite the fact that our founder is 
Norwegian, because we do a significant 
amount of work with Swedish companies. 
As the two most frequently requested lan-
guages, Spanish and Chinese were an easy 
choice, but our content for both those lan-
guages is localized for the United States 
since a large part of our business in those 
languages is for US markets. It’s worth not-
ing that this consideration means that our 
Chinese site is in Traditional characters, 
instead of the Simplified characters that 
are used in mainland China and other parts 
of the Chinese-speaking world. 

Once you choose your languages, don’t 
forget to consider whether your .com 
address is sufficient. There’s real value in 
having country-specific site extensions. If 
you take a look at some of the major inter-
national sites — Yahoo!, Amazon, Google 
and so on — you’ll notice that they all use 
country-specific extensions from .co.uk 
to .jp and everything in between. Before 
you assume it will be cost prohibitive, 
do some research on sites such as www
.godaddy.com. 

Additionally, when you’re starting your 
web localization, it pays to think about 
what other languages you may want to 
expand into in the future. The default 

encoding for most sites developed in 
the United States is Western European, 
which will display Latin fonts, but, if you 
plan on approaching markets that use 
other alphabets, you need to be Unicode 
compliant. Start your project using UTF-8 
character sets, and you will be covering 
all your bases. 

What is your current website setup?
Whether you already have a live site or 

are starting from scratch, taking a close 
look at what you have chosen in terms 
of technology and infrastructure is a key 
part of figuring out what your cost and 

time frame will be. If you have a live 
site that you want to localize, how 
is that site maintained? Is it a static 
HTML site or is it edited using a con-
tent management system (CMS)? Are 
you using Flash? Do you have many 
graphics? Remember that buttons 
are frequently graphics, particularly 
on static HTML sites. There’s more 
information below regarding static 
HTML sites and CMS. 

As you continue to look at your 
site, also look at the content you 
currently have — assuming you 
already have a live site. How much 
of it is appropriate for multilingual 
users? For example, most of our site 
speaks about our services in a way 
that is independent of where our cli-
ents are located. However, we have 

pages that specifically cover our experi-
ence with regulatory and legal issues in 
the United States. While this is important 
information for many of our US-based cli-
ents and prospects and so is relevant for 
our Spanish and Chinese pages, it has lit-
tle bearing for our Swedish clients. Thus, 
we adapted the content to speak to their 
concerns.

How much of your site 
needs to be localized?

If you’ve done any research on multilin-
gual sites, you’ll notice that many put up 
a good front by offering various language 
options, but then fail to deliver a significant 

You’ll notice that 
  many [multilingual
   sites] put up a good 
    front by offering various
  language options, but then 
 fail to deliver a significant
   amount of content
    in other languages. 

Going Global Online
ALEXANDRA FARKAS

April/May 2008 • www.multilingual.com/gsg
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amount of content in other languages. Other 
sites have every last word translated, though 
there are sites such as the City of San Fran-
cisco, which is fully multilingual but notori-
ously uses rudimentary machine translation 
(MT) that renders the information practically 
unintelligible.  

Ideally, your localized sites should be 
as content rich as your English-language 
site, but budget concerns frequently put 
full localization on the back burner. When 
you do choose which pages to translate, 
consider that localized content needs to 
be updated, just like your English con-
tent. Out-of-date content makes you look 
bad in any language. 

Also, be sure that if you are pitching your 
products or services in a particular lan-
guage, you also have the resources to close 
the deal in that language. Another reason 
we chose Spanish, Chinese and Swedish 
is because we have native-speaking staff 
who can communicate with clients in those 
languages. If you don’t have the in-house 
capability, partnering with someone who is 
able to handle multilingual phone or e-mail 
inquiries is important. 

In analyzing how much of your site to 
localize and researching what your com-
petition is up to, use these levels as 
defined by Nitish Singh and Arun Pereira, 
the authors of The Culturally Customized 
Web Site. 

Semi-localized website: These sites 
only provide contact information about 
foreign subsidiaries. Little else is offered 
to address the needs of their international 
customers. 

Localized website: These sites offer 
country-specific web pages with transla-
tion wherever relevant. 

Highly localized website: These sites 
offer country-specific URLs with transla-
tions wherever relevant and include rela-
tively high levels of localization in terms of 
country-specific information, time, date, 
postal code, number formats and so on. 

Culturally customized website: These 
websites exhibit designs that reflect a 
complete “immersion” in the culture of the 
target market. A comprehensive cultural 
customization will reflect three levels of 
cultural adaptation: perception, symbolism 
and behavior.

As Singh and Pereira note, in order to 
have a fully localized site, you need to 
take colors, brand names and all aspects 
of technical internationalization into con-
sideration, as you would with any market-
ing localization. 

Choosing the right platform
With the automation of all things tech-

nical, more and more tools are out there 
to help make processes easier, but not all 
are equally simple. Choosing the platform 

that suits your ambitions when build-
ing your multilingual content site is an 
important commitment. Although there 
are shades in between and combinations 
of the two, for simplicity’s sake, let’s con-
sider the pros and cons of static HTML 
vs. CMS. Since we are mainly discussing 
translation and localization, how content 
is programmed is our main concern. I won’t 
get into e-commerce or other interactive 
applications here. 

A static HTML site is built using devel-
opment software such as Dreamweaver or 
FrontPage to write HTML code. Alternately, 
you can just write the code yourself, but 
that requires a more sophisticated under-
standing of HTML. All information on the 
page is stored as HTML, so each page 
is basically its own entity, and they are 
linked together through the links you put 
on each page. 

The good news is that HTML is inex-
pensive. You need someone on your team 
who can update your pages, but it’s easy 
with the tools mentioned above. HTML is 
also flexible. Since each page you create 
is independent, it’s a matter of simply 
changing some code if you need to change 
design to accommodate internationaliza-
tion or cultural issues.

This simplicity comes, however, at a 
price. Because HTML is so flexible and 
dependent on users to maintain the page 
structure, it’s easy to make a mess of the 
architecture. When all you need is to make 
an update, you need only a rudimentary 
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understanding of the code and some 
software, but other things can get tricky. 
Fixing them without some higher level 
of expertise can be nerve racking. Also, 
because links are on a per-page basis, it’s 
challenging to maintain different versions 
of pages because renaming a page would 
mean changing all the links throughout 
the site. There are steps above a static 
HTML site, such as using cascading style-
sheets, but ultimately many of the chal-
lenges you face will be the same. 

Variations on CMS have been around 
as long as the internet. A CMS is a sys-
tem that allows non-technical people to 
edit and update a website. The interface 
generally looks like a form with editable 
fields that work like a standard word pro-
cessing program, known as a WYSIWYG 
(what you see is what you get) editor. 
Most importantly, CMS is the front end of 
several databases. Unlike HTML, where 
information lives on a single page, a data-
base-driven site uses rules that define 
how databases and templates communi-
cate with each other to create the page 
that is seen by the user. A useful compari-
son is Microsoft Access and Excel. A CMS 
is like Access, leveraging a wide range of 
data for different purposes, and static 
HTML is like Excel, presenting informa-
tion in an isolated environment. As with 
all things, this has its advantages and 
disadvantages. There are some projects 
where Access is definitely the way to go, 
but often Excel is more than enough.  

There are a few major advantages to 
using a properly localizable CMS. First of 
all, once the site has been built, a minimal 
amount of training is required to prepare 
even the least tech-savvy person to make 
updates and changes. Also, a CMS allows 
various levels of access so that working in 
teams with an approvals process is pos-
sible. Because content is stored in data-
bases, it can easily be re-used throughout 
the site, and changes can be made in sev-
eral places at once. In most cases, there 
is also a search function, so finding con-
tent and pages is no longer a matter of 
having to know where what is. Because 
a site structure is established outside 
the editing functions, it is also easy to 
maintain and keep organized. Likewise, 
new pages have to fit within the structure 
using previously created templates, so a 
certain amount of discipline is built into 
the system. 

That rigidity is one of the drawbacks of 
a CMS. It makes it harder to deviate from 

your original structure, so it’s important 
to see that all of your priorities are met 
when it’s first developed. And develop-
ment is a major hurdle if you are on a 
tight budget. The initial development of 
a dynamic site is more expensive than 
an HTML site, and if you want to make 
changes to your design, you will need a 
developer to build new templates. 

Also, not all CMS systems are the same. 
Though many claim to be localizable 
today, not all are fully integrated. The first 
step is to make sure the CMS uses UTF-8 
throughout. But the backend structure is 
also important. We had a client who came 
to us with an English-language site that 
was run using a custom-built CMS. While it 
used UTF-8 encoding, that was the extent 
of the localization considerations that the 
developers had built in. The way the CMS 
was structured, each language became 
its own self-contained website, with-
out any ability to communicate between 
similar pages in different languages. This 

made replicating the site consistently dif-
ficult and time consuming, and there was 
no way to have version control across all 
languages. 

Because the client company was deeply 
invested in the CMS it had, it wanted us 
to recreate the site including mimicking 
the architecture into the four languages 
it needed, rather than using a more 
appropriate CMS. From an engineering 
standpoint, however, it was a cost-pro-
hibitive proposition, and, again, there 
was no automatic way to ensure that all 
pages were updated consistently in all 
languages. We ultimately came up with a 
workaround that involved exporting copy 
out of the code and re-inserting the copy. 
Because the developers needed to rebuild 
the site for each language, however, there 
were issues with stray links and other 
coding problems. 

A note on version control: Most new 
CMS systems provide versioning in their 
WYSIWYG editors, but for localization 

English Index Page Spanish Index Page French Index Page

English Folder
Structure

Spanish Folder
Structure

French Folder
Structure

English Directory

Spanish Directory

French Directory

Main Index 
with Templates

Good Localizable Multilingual Site Structure
General elements and scripting are in a central 
repository, with each language in a subfolder for 
easy customization, versioning and searchability.

Bad Localization Multilingual Site Structure
Each language is an independent site, with no ability to make universal 

changes across languages.

Bad vs. good CMS architecture of multilingual sites. 
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you want the versioning to control all 
languages at once. This way, when you 
update a page in English, you can have it 
localized and then launch all of the ver-
sions at once. If there are issues with a 
page or errors, you can also roll back to a 
previous version effortlessly. 

If you are not at a level where you 
have the resources or the need for a cus-
tom-built CMS, some off-the-shelf prod-
ucts, including Hot Banana, Liferay and 
Joomla!, handle localization well and can 
be customized for your needs by a good 
developer. 

Choosing a developer
Developers will generally tell you that 

localization isn’t a big deal because it’s 
just another set of data variables. Unfortu-
nately, it’s a much bigger set of data vari-
ables than most people anticipate, with 
content in languages the developer doesn’t 
understand or characters that he or she 
can’t decipher. Thus, working with a devel-
oper who has experience with localization 

is a big advantage. Not only does localiza-
tion impact how characters are displayed, 
but text expansion and even text contrac-
tion must be allowed for, and various 
design elements must be editable.

In choosing a developer and the sys-
tem you are going to use to maintain your 
site, also be sure to discuss and budget 
for ongoing support. Having an in-house 
person trained to do regular updates 
and manage the localization process is 
the most cost-effective way to maintain 
your site, but that may require a certain 
skill level and needs to be considered. 
Websites should never remain sedentary, 
whether they are localized or not, so you 
should also talk to your prospective devel-
oper about how difficult and/or costly it 
will be to make larger changes and adapt 
them for localization. 

Another cautionary tale: A design com-
pany came to us last year to work on a 
cross-promotional website competition 
that it was launching for one of the world’s 
most recognized media companies. It was 
a classic case of a project that needed to 
be done yesterday: 12,000 words of mar-
keting copy localized into 11 languages 
in two weeks (though it ended up being 
many more words than they originally 
anticipated). 

We generally begin the localization pro-
cess once a site has been finalized, but our 
client had experienced delays in the devel-
opment and design of the original site and 
needed to get started mid-stream. The de-
partment handling the project had also 
never dealt with a localization project of 
this scope and so needed our input on how 
to best handle the many issues we’ve dis-
cussed so far. Though the CMS was fully 
localizable, the developers didn’t know 

how to actually get certain character sets 
to display properly. Since they weren’t 
multilingual, they couldn’t test their own 
work. Adding to the developer’s frustra-
tion, the site was very graphics heavy, 
with no room in the design for expansion 
or variations for other localization issues. 

Ultimately, our linguists, technology spe-
cialists, graphic designers and project man-
agers worked together with the design 
company, the developers and the end client 
to get the site launched in all languages. The 
competition had an overwhelming world-
wide response, and the media company 
considered the campaign a success, but the 
designers and developers realized that 
localization can’t be the last step in the pro-
cess if it’s meant to be a fully integrated 
component of a project. 

Don’t forget SEO! 
Search engine optimization (SEO) often 

seems like a mysterious art, but it’s actu-
ally an inexpensive and highly effective 
way to get your brand seen all over the 
world. That’s the beauty of the internet 
— what I post here in Brooklyn, New York, 
can be seen in Hong Kong at no additional 
cost to me. So if you’re going to bother 
localizing your site to suit your clients in 
Hong Kong, don’t you also want to make 
it easy for them to find you through a 
search engine? 

Of all the web localization projects we 
get, strangely we rarely have a client ask 
us to localize key words and metatags. 
Often, we’re not even given the keywords 
to directly translate. Not that I recom-
mend direct translation. To the contrary, 
translation can be used as a guide, but 
keywords should reflect the locally appro-
priate search terminology. Since success-
ful metatagging requires tinkering, it’s 
worth getting a wide range of localized 
keywords so that they can be tested and 
later refined. As with all SEO, the easiest 
and most cost-effective way to start is by 
optimizing the most important pages on 
your site first and expanding your opti-
mization once you have a formula that 
seems to work. 

Ultimately, web localization is a matter 
of being extremely organized and effec-
tively making the most of all your options. 
Before you get intimidated, recognize 
that all web projects are scalable, but it’s 
important to know what the issues are 
before you begin so that you can antici-
pate what the next step will be at any 
given time.  G

A Web Localization 
“To Do” List 

rewrite the text

translate the text

modify the graphics

create new graphics

change colors

change layout

modify tables, forms, data fields, 
databases

•

•

•

•

•

•

•
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Zeesoft Inc.
San Jose, California USA

info@zeesoft.com • www.zeesoft.com

 Software 
Internationalization

Engineering
Zeesoft has internationalized dozens of 

software applications for desktop, web and 
mobile applications since 1992. Our diverse 
clients include companies such as VMware, 
PartyGaming and Palm.

Our solid engineering team and internation-
alization expertise across technologies and 
platforms will enable your application faster 
for the global market; with better quality and 
lower cost today and during localization.

Call us for a customized internationalization 
assessment and help prepare your software for 
the global market. 

XINYISOFT Shanghai
Shanghai, China

sales@xinyisoft.com • www.xinyisoft.com

Tapping Into 
the China Market?

Look no further than XINYISOFT, a group of 
flexible, highly skilled, honest, hard-working 
people!  

With more than six years in the industry, 
XINYISOFT focuses mainly on offshore software 
testing, software/website localization, technical 
translation, desktop publishing and software 
distribution, helping our clients get closer to the 
immense Asian market at a much lower cost with 
shortened time-to-market. 

XINYISOFT is your number one choice as a 
China production center!

For 19 years RKT has been specializing in high-
quality, in-house translations in the technical field 
offered in numerous languages. The revision of your 
foreign-language documentation and an optimum 
workflow complete the ready-to-use service!

We offer
• Technical translations
• DTP/layout
• Online terminology management (TERMA)
• Online terminology database (RKT-Term)
• Online order tool (RKT-IQuickT)
• Language consulting

RKT Übersetzungs- und 
Dokumentations- GmbH

Schramberg, Germany
info@rkt-online.de • www.rkt-online.com 

Uniting Cultures 
and Commerce

Whether you are a governmental agency, one 
of the world’s biggest corporations or a small 
business, rest assured that you have found 
a strategic and long-term translation service 
provider in us.  

Introducing a new service for Global 1000 
companies and government agencies:

Over the phone translation/interpretation with 
the following deliverables:

• MP3 recording of the session
• Transcript of the session
Call today for a free consultation of your 

language needs.

Epic Translations
Canton, Michigan USA

info@epictranslations.com
www.epictranslations.com

Idem Translations, Inc.
Palo Alto, California USA

 info@idemtranslations.com
www.idemtranslations.com

ISO 9001:2000-certified 
Translation Services

Idem Translations, Inc., is a full-service 
translation/localization company, specializing 
in the life sciences, legal and IT industries since 
1983. Our expert translation teams combine 
linguistic excellence with strong backgrounds 
in a variety of fields. We maintain specialized 
client glossaries and memory databases 
to ensure consistent terminology. Our ISO 
9001:2000-certified translation 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.

Localization Is
More Than Translation . . .

Global challenges require flexible and 
professional service providers. Take advantage 
of our experience and know-how and make your 
product a worldwide success! SAM Engineering 
was established in 1994 and provides localization 
services to IT organizations as well as translation 
and engineering services to vertical industries 
through its network of translation partners, 
specializing in the translation of Business 
Applications and Technical Documentation. SAM 
Engineering GmbH is located in Muehltal, near 
Frankfurt, Germany. For more information, see 
www.sam-engineering.de

SAM Engineering GmbH
Muehltal, Germany

sam@sam-engineering.de
www.sam-engineering.de
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When you start thinking about 
translation and localization pro-
cesses, you will sooner or later 

have to deal with the tools and technolo-
gies that are being used in this field.

Here are some of the tools you should 
know about. You don’t have to own the 
tools yourself, but you should know what 
they are so that you understand your 
translation service provider when it is 
talking about segments, translation units 
(TUs) and translation memories (TMs).

Today, translators use many tools to help 
them remember translations of terms, sen-
tences or phrases — be it within the same 
set of documents or between projects. 
The most important tools here are TM sys-
tems, terminology management systems 
and soft ware localization tools.

Let’s start with one of the smallest items 
there is in translation: the segment.

Segment: A segment is a translatable 
unit, usually a sentence, but it could also 
just be a three-word heading or a single 
word in a table cell.

Segment pair/TU: This is a segment plus 
its translation. The pair is stored for later re-
use inside a translation tool. If the transla-
tor needs to translate the same or a similar 
segment later on, the translation tool will 
retrieve the translation of the segment for 
the translator automatically.

Translation tool: A translation tool is a 
software program that helps translators 
remember any segment pair that they 
have ever made. There are TM systems 
designed for the translation of documents 
such as manuals, training materials, cata-
logues, websites and so on. On the other 
hand, there are software localization tools 
that are used for the translation of the user 
interface texts of a software product. 

Basically, TM tools and software local-
ization tools do the same thing: help the 
translator go through the translatable text 
segment by segment. It is just that the 
developers of the translation tools have 
traditionally focused on dealing with docu-
mentation files or software files. With the 
next generation of translation tools, this 
difference will disappear more and more.

Software localization tool: As the name 
implies, these tools deal with files from soft-
ware projects, such as EXE, DLL, resx and so 
on. The current family of localization tools 
can also be used to translate HTML and XML 
files. In addition to translation, the software 
localization tools also offer ways to local-
ize or adjust the layout of the software to 
be translated to better suit a different audi-
ence. For example, buttons can be resized so 
that the translated text fits onto it.

Unfortunately, when you start translat-
ing with a translation tool of any kind, the 

system is empty and has to be filled by the 
translator. Before any re-use can occur, the 
translator will have to input lots and lots of 
translations for text segments. If, by any 
chance, there already exists a translation 
for a document or software piece, then 
these translations can be imported into 
the translation system via an alignment, 
even if they are not created with a transla-
tion tool.

Alignment: Before starting to fill an empty 
translation tool with new translations, 
already translated texts can be recycled. 
An alignment tool will read in the source 
text and the translated text from almost 
any file format (except PDF) and show the 
segments from the documents in parallel. 

The system will try to connect the segments 
from the source language text to those of 
the target language text, but, as most align-
ment tools do not “understand” language, 
they will only be able to take a guess on 
which segments belong together. Ideally, a 
translator or at least a person who knows 
both languages will have to look through 
the aligned segment pairs and determine 
whether they really belong together. After 
this check, the segment pairs will be sent to 
the translation tool for further re-use. 

The translation tool will now be able to 
compare each new segment for translation 
with all segments in the translation tools 
repository and will retrieve the transla-
tion for any identical or similar segment 
as suggestion for the translator. A transla-
tion tool is not able to translate by itself, 
like a machine translation (MT) tool, but 
can only re-use what has been saved to 
the system.

MT: MT systems can analyze the source 
language text and translate it, with the help 
of dictionaries, into another language. This 
works best when the source text is written 
in so-called controlled language, which lim-
its the terms that can be used and simpli-
fies the structure of the sentences so that 
the machine can more easily deal with the 
text. MT systems are designed for a specific 
language pair and need large dictionar-
ies for the subject matter area they are to 
translate. Often, either pre-editing or post-
editing of the text is necessary.

Terminology: Terminology is a very 
im portant concern for the translator, not 
only for MT systems, but also for any kind 
of translation. A term may consist of one 
word or a combination of words. Terminol-
ogy lists and terminology databases that 
are connected to translation systems help 
the translators to achieve a correct trans-
lation. Terminology, however, is more than 
just words; it contains information such as 
which product the term belongs to, who 
entered or approved the term, the source 
for the translation, definitions, and con-
text examples. In order to build up a termi-
nology repository, first the terms need to 
be collected or extracted out of the text.

Localization Technology 
ANGELIKA ZERFAß

Translation memory 
 tools and software 
  localization tools
  do the same thing:

  help the translator 
  go through the
 translatable text 
segment by segment.
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Terminology extraction: While manu-
ally collecting terms is the best way to get 
what you want — company specific terms, 
subject matter specific terms, new terms 
and so on — it is also the most tedious. 
Terminology extraction tools can help to 
run through a large number of documents 
to either extract all or the most frequent 
terms in one language or even from two 
languages, if the source material is bilin-
gual. The lists of terms that are created by 
such an extraction tool are the term candi-
dates — possible entries for a terminology 
database. Still, the terms you want need to 
be selected from those lists by a human.

Terminology database: Each translation 
tool has a way to check text that needs to 
be translated for the terms, be it with inte-
grated terminology databases or term lists 
that are loaded into the tool. Terminology 
management is an ongoing process, involv-
ing adding new terms for new products, 
changing terms, adding forbidden terms, 
or updating additional information such as 
specific uses for a certain product or a cer-
tain customer. It involves the management 

of definitions, context examples, notes and 
graphics.

Terminology check: While terminology 
databases and lists are provided for trans-
lation, it sometimes might make sense to 
check whether the terms from the list have 
been used correctly and consistently, or 
whether or not forbidden terms have been 
used. If the terminology database is set up 
in a way that shows approved and forbid-
den terms, the translation can be checked 
for the occurrence of either. These checks 
are integrated either into the translation 
tool itself (or its terminology component) 
or can be achieved through dedicated 
checking tools. Term checks are also avail-
able for the source language documenta-
tion as there are term checking tools that 
can connect to the editing environment.

In addition to all these translation-spe-
cific tools, there are many more that might 
be needed:

Conversion tools and text extraction 
tools that convert/extract text from the 
original file format to one that can be used 
during translation.

•

Word count tools to determine the 
amount of translatable text and, if they are 
part of a translation tool, also to determine 
how much re-use (for example, how many 
matches) there will be from the TUs in the 
translation tool.

Quality assurance tools, either belong-
ing to the translation tool or as standalone 
tools to check for missing punctuation, 
integrity of numbers, spelling, grammar 
and so on.

Project management tools to create 
project packages that contain the trans-
latable files, reference material, term lists 
and TUs for re-use in a translation tool. 
They keep track of the files and their sta-
tus (translated, proofread and so on),  the 
schedule and who translates what. 

Workflow management tools are used 
to automate steps such as converting a file 
to translatable format, counting the words 
and checking a translation tool for re-usable 
TUs (matches). With online workflow man-
agement systems for example, translators 
can be notified as soon as a file has been 
assigned to them automatically.  G

•

•

•

•

 Translations into Spanish 
and Portuguese 

 At D&M Language Services we provide Spanish 
and Portuguese translations and DTP services only 
of the highest quality, paying special attention to 
detail and timeliness. We rely on a wide-ranging 
team of professional translators and desktop 
publishers selected following strict criteria based 
on experience, skills and quality of work. We 
take pride in fulfilling all of our clients’ needs 
consistently and promptly. We handle every field 
of expertise and work with SDLX, Trados and 
WorldServer. 

D&M Language Services
Lima, Peru

contact@dmlanguageservices.com
www.dmlanguageservices.com

We Deliver Understanding
When entering the global economy, language 

and culture are the most difficult hurdles to 
overcome. For 29 years, LLE - Language Services 
has provided businesses the ability to achieve a 
global reach — rapidly and cost-effectively. 

LLE Enterprise Language Solutions supplies 
services at every communication point within 
a company: telephone, e-mail, voice mail, 
document, IVR, digital audio and website. LLE 
24 x 7 on-demand services: telephone interpreta-
tion, e-mail translation and bilingual fluency 
assessment.

LLE - Language Services
Washington, D.C. USA

info@lle-inc.com
www.lle-inc.com 

Global is the new Local!
Jungle Communications provides strategic

international marketing consulting and a full  
range of multilingual communications services. 

We have helped our clients succeed in the 
global marketplace since 1994. 

Our high quality inspires our clients’ loyalty: 
• Sun Microsystems 
• San Francisco International Airport 
• American President Lines 
Go global in any language with our skilled 

international team. 
Contact us today for a free consultation! 

Jungle Communications, Inc.
San Francisco, California USA

sales@webjungle.com
www.webjungle.com
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Even the most ingenious idea designed 
to take your business to the next level 
won’t be enough if you don’t develop 

a clear and viable roadmap on how to 
get there. You must develop a successful 
global strategy.

Why? Today’s global business environ-
ment has too many emerging threats and 
opportunities that can crop up at any time 
and affect your entire organization. 

In order to respond swiftly to changes in 
the marketplace and set the stage for suc-
cessful global growth, you must ask this 
question: What is my global strategy? 

Your answer is a decision that reflects an 
astute analysis of market potential, your com-
pany’s capabilities, and the degree of mar-
keting involvement and commitment your 
management team is prepared to make. 

Let’s examine the 12 best ways to grow 
your business globally, respond innova-
tively to your global customers’ needs, and 
fuel greater sales growth and profitability 
for your business. 

1. Find and expand into new geograph-
ical markets for an existing product. This 
is the simplest and quickest way to expand 
your business. It requires minimal invest-
ment with infrequent exporting, either 
direct or indirect, and little planning of mar-
ket development. Exporting is a common 
growth tactic for both mature international 
companies as well as smaller companies. 
This market entry strategy contributes to 
the revenue stream and profitability of an 
increasing number of enterprises. 

To find new geographical markets, 
start with your government’s information 
resources. In the United States, try the 
Department of Commerce (www.trade.gov), 
the US Commercial Service (www.buyusa 
.gov) or the US Small Business Administra-
tion (www.sbaonline.sba.gov/oit). 

Another excellent way to tap new geo-
graphical markets, to minimize your expen-
diture of time, money and energy, and to 
help focus your overseas sales and market-
ing efforts is to use the port import/export 
reporting service (PIERS). PIERS (www 
.piers.com) is the only information service 
that provides names of US consignees or 

shippers as well as overseas suppliers, 
along with detailed descriptions of import 
or export shipments for the commodity of 
your choice. This information is taken from 
ships’ manifests by a nationwide corps of 
reporters and is loaded weekly into a com-
puter database.

I once used PIERS on behalf of an Ameri-
can window blind manufacturer to find 
customers who were importing window 
shades into Cape Town, South Africa. My 
client wanted to effectively compete with 
an industry giant already exporting to 
Cape Town. After securing a list from PIERS 
that showed who was buying the competi-
tor’s goods there, we created a direct mail 

package specifically for those customers. 
Using the PIERS list gave us the competi-
tive advantage we needed to show the 
South African prospects the superiority of 
my client’s product and win them over as 
customers.

The lesson here is that you don’t have to 
go it alone when going global. Tap into the 
resources already available to you.

2. Source new products that comple-
ment existing ones and offer them as a 
new, specially priced package deal. This 
should be a snap by surfing ThomasNet  
(www.thomasnet.com), Alibaba.com (www 
.alibaba.com) and Global Sources (www 
.globalsources.com), which provide a wealth 
of information on potential manufacturers. 

3. Reduce dependence on existing mar-
kets. Protect your company against the risk 

of decline in domestic sales by exporting, 
using the internet, licensing or franchising 
your industrial products.

4. Develop new applications for exist-
ing products that can be offered to new 
buyers. Here’s where a few months of 
actually living in a foreign country really 
pays off. It enables you to learn first hand 
how the locals do things and what they 
need to do them better. 

Perhaps a favorite food dish in China 
could be made better and/or more quickly 
if you changed the speed of a kitchen 
mixer. Or maybe reconfiguring an exist-
ing vacuum attachment would be perfect 
for some out-of-the-way corners in Sri 
Lanka. Before you set out to do business 
in a particular country, ask some simple 
questions. How do the people there like to 
spend their time? What are their favorite 
gadgets? How do they clean their homes 
or cars? How are their clothes laundered? 
If you can’t travel there, the informa-
tion-gathering strategies outlined above 
should give you some answers. 

Also, don’t forget to ask yourself: What 
other applications is my product or ser-
vice valid for? Take piano wire — it doesn’t 
have to be used only in pianos and other 
musical instruments. It can also be used 
effectively in the fabrication of springs, 
fishing lures, special effects in the movie 
industry, and for cutting soap. 

Think beyond the everyday uses of 
things as well as your own cultural con-
straints, and you’ll be amazed at the 
opportunities that arise.

5. Cross-fertilize your marketing efforts 
through a variety of industries. For piano 
wire, for example, market coverage could 
pollinate over into the sporting goods, 
movie, soap and detergent industries 
to reach new buyers and to broaden the 
scope of your business activities.

6. Take the market to your buyers. If you 
can’t beat or woo them, join them where 
they are located by setting up shop in the 
country you with which wish to do business. 
Are you making bicycle spokes and trying to 
sell them in a country without bikes? Then 
you better ship a sampling of finished bikes 

Think beyond 
 the everyday 
  uses of things 
   as well as 
 your own cultural
   constraints.

Expanding Your 
Business Globally

LAUREL DELANEY
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first, educate the consumers, find a small 
manufacturer and then secure buyers for 
those spokes! 

7. Offer new services that complement 
your industrial products in order to boost 
profits. This segment of marketing involves 
all countries at every level of development. 
Even the least developed countries are seek-
ing computer technology (China and India, 
for example) and sophisticated data banks 
to aid them in advancing their economies.

8. Move more production of subassem-
blies and parts to cheaper offshore factories.
That’s what Hoveround Corporation, maker 
of motorized wheelchairs and scooters in 
Sarasota, Florida, did. The problem they ran 
up against was prices set by fee structures 
for Medicaid and by contracts with large 
insurers. By moving production outside the 
United States, the company has consistently 
widened profit margins slightly each year. 

9. Establish a strategic global alliance 
(SGA). An SGA is a business relationship 
established by two or more companies to 
cooperate out of mutual need and to share 
risk in achieving a common objective. This 
strategy works well for market entry or to 
shore up existing weaknesses and increase 
competitive strengths. 

When I first started exporting foodstuff, 
I contacted one of the largest Japanese 
trading companies in the world: Mitsui & 
Co., Ltd. (www.mitsui.co.jp/en). They had a 
local office in Chicago and did a significant 
amount of exporting to Japan. I approached 
them about piggybacking my products with 
theirs. Since we had the suppliers and they 
had the established distribution channels 
and customer base, it was a good match. By 

combining my 
company’s gourmet food items 

with their beef products, we were able to 
provide extra value to customers through-
out Japan. For many years we went on to 
export container loads of products every 

month. That experience taught me the 
importance of alliance in expanding a busi-
ness internationally — especially for smaller 
enterprises. 

10.  Globalize your business by forming 
worldwide product groups by function. Your 
design can be done in California, your manu-
facturing can take place in China and your 
distribution might start in Antwerp. Together, 
you have a powerful global network. 

11.  Form joint ventures in places where 
you desire to do business. Many years ago, 

JCPenney developed three alternatives for 
implementation in global markets: (1) own-
ing and operating JCPenney department 
stores, (2) licensing for forming joint ven-
tures with local partners, and (3) export-
ing private-brand merchandise to be sold 
through other retailers. Since then, the 

internet has fostered another alterna-
tive for growth.

12.  Market your business aggres-
sively and in the language your buyers 

understand. For example, if you make 
one style of an electrical component, what 

happens if the market changes and your 
buyers no longer need that particular type 
of component, or they learn how to source 
it cheaper elsewhere? In this case, it is bet-
ter to supply more styles and types of elec-
trical components to ensure that at least 
one product always will be in demand.

If a customer in another country speaks 
a language other than yours, find a good 
freelance translator or hire a native lin-
guistic expert in that country. Effective 
communications guarantee clearly under-
stood objectives and solutions.

Refine your international business prac-
tices and discover every imaginable hid-
den market for your products and services. 
Not only will you grow and transform your 
business globally, but in the process you 
will become a world leader for expanding 
customer choices.  G

Two examples of how piano wire can 
be used in creative ways in new mar-
kets. At left, workers are shown cut-
ting soap with wire (from Soaps: A 
Practical Manual of the Manufacture 
of Domestic, Toilet and Other Soaps 
by George H. Hurst, published 
in 1907.)  Below is a bal-
loon whip designed 
for cooking and 
made with 
piano 
wire.
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Thinking about building an interna -
tional team? The first question you 
should ask and consider carefully is 

“Why do you believe you need an inter-
national team?” If your answer is akin to 
“keeping up with the Joneses” or portraying 
a more robust, global corporate size, then 
you may be in for an expensive, frustrating 
and disappointing experience. 

Global presence factors into the deci-
sion-making process of many large corpo-
rations. Some companies need to manage 
particular types of work more efficiently, 
while other companies need an interna-
tional team as a result of a merger or acqui-
sition. Despite having a compelling reason, 
creating an international presence effec-
tively cannot be done overnight. 

The last several years have seen a dra-
matic increase in companies creating 
international teams spanning cultures and 
continents. This is especially true in the 
language industry. As language service 
providers, we manage international teams 
on a daily basis as we draw from worldwide 
resources in the form of subcontractors and 
vendor partners. However, we face unique 
challenges when building a more perma-
nent proprietary team responsible for oper-
ational aspects such as sales, production, 
administrative support, fiduciary oversight 
and legal compliance.

Successfully building and directing an 
international team involve more than sim-
ply assembling people from varied cultural 
backgrounds and expecting them to be 
efficient and productive. We should thus 
consider some key questions: Who will 
comprise these teams? Where will these 
teams be located? How will you interact 
and communicate with these teams? Who 
will manage these teams?

While we all can recognize the more obvi-
ous issues, such as language, time differ-
ences and geographical distance, factors 
such as cultural values, work ethic, leader-
ship, management and interpersonal inter-
action are just as important to consider. 
A robust technical infrastructure is para-
mount to managing communication and 
information appropriately to ensure that 
you are building teams and not simply inter-
national workgroups. You want to ensure 
that all team members are using approved 
materials consistent with your corporate 
image as well as providing a method to 
monitor and interact with other team mem-
bers. Therefore, before taking the plunge 
and building an international team, con-
sider these factors.

Opportunities of building an interna-
tional team. In some cases, the unique 
skills of the workforce in a particular geo-
graphic area lend themselves to forming an 
international team. In other cases, access-
ing the efficiencies and cost benefits of 
outsourcing services such as a call center, 
translation or production facility makes an 
international team attractive. In addition 
to cost benefits, you gain the capability of 
being able to respond to international cli-
ent needs effectively. International teams 
also allow you to develop internal skills via 
a diverse group of leaders who can solve 
international problems. 

Establishing teams in various locations 
throughout the world can be very benefi-
cial, especially from a production point of 
view. Obvious factors come into play, such 
as lower overhead and labor costs when 
dealing with countries such as India or 
China, as well as the ability to recruit tal-
ent in these regions and leverage time zone 
differences.

Challenges of building an international 
team. Establishing satellite offices raises 
additional considerations, such as lease 
costs, insurance, security and so on. You 
must also consider factors such as employ-
ment and wage rules and regulations, ensur-
ing that correct business forms are filed in 
each jurisdiction. You must pay attention to 
exchange rates and payment methods, as 
well as taxation and fees associated with 
registering your business. In Mexico, for 
instance, the generally accepted work week 
is 48 hours. Double time is typically paid on 
the next nine hours, and triple time is paid 
for any hours above that. Holidays are usu-
ally paid triple time, so these are important 
considerations in analyzing the costs of 
employing in Mexico.

The same issues that impact a fairly 
non-diverse, domestic group will be com-
pounded exponentially with international 
expansion. You’ll experience individuals 
putting forth effort towards their own per-
ceived mission rather than what you expect 
them to accomplish. 

You’ll also experience the cliques or “inner 
circles” that develop in many organizations. 

There’s the “in-crowd,” and the others in 
their outer circles. People in the outer circles 
can develop a sense of isolation, which can 
negatively impact morale and productivity. 
Add factors such as language and cultural 
differences, not to mention gender, race 
and religion, and the issue becomes more 
complex.

Types of international teams to build. 
Once you determine that the opportuni-
ties outweigh the challenges of building 
an international team, the next decision to 
make is what type of team to build: a virtual 
team or a physical staff. 

Establishing a slew of international 
addresses and phone numbers by engaging 
business centers, hiring various individuals 
to work from home as satellite offices, or 
establishing a client service or production 
office in various locations and staffing it 
are typical ways of building a virtual team. 
If you plan on a physical presence, consider 
how you will recruit and train personnel to 
staff your international teams. 

Bear in mind, too, whether virtual or not, 
additional employees have costs above 
and beyond salary, so make sure you per-
form a cashflow analysis of any option you 
are considering. Ensuring that you have 
reliable legal and accounting resources is 
paramount, but much more easily satisfied 
than the more challenging issue of leader-
ship and human resource management.

Regardless of industry experience, a 
strong manager capable of being sensitive 
to cultural nuances while ensuring that the 
corporate mission is followed is critical to 
success. This cannot be accomplished by a 
few e-mails, phone calls and postings on an 
internet job board. You must have reliable, 
experienced and, most importantly, trusted 
feet on the ground in any country where you 
are considering establishing a presence.

The biggest challenge in building your 
team. Regardless of the type of team you 
choose to build, once you’ve fully consid-
ered all of the logistical and fiscal issues, 
the biggest challenge is ensuring that there 
is continuity in your business operation and 
communication and that there is a definite 
plan in place for multicultural team building, 

How to Build an 
International Team

DAVID SMITH
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leadership and management. Bad manage-
ment and direction will rear their ugly heads 
if you do not plan accordingly, regardless of 
location or number of personnel. Without a 
carefully drafted plan for training and man-
agement and without ensuring that each 
member understands your mission and 
corporate values, often these multicultural 
teams aren’t necessarily working toward a 
common goal. 

The best salesperson doesn’t necessarily 
make the best sales manager, and the same 
is true for determining who will coordinate 
and oversee the activities of your external 
teams. While we’ve established the impor-
tance of working towards common solu-
tions, there must be ongoing development 
and team building, especially when dealing 
with multicultural workgroups. Not only 
will you need to deal with cross-cultural 
communications problems, but the team 
leader will also have to manage internal 
communications, cultural differences and 
change, which may be dealt with differently 
than you are accustomed to.

Creating your corporate culture and 
managing your international team. A key to 
international success is creating a corporate 
culture that people in other locations can 
easily identify with and understand. As you 
would with domestic team members, you 
should account for a variety of motivational 
factors aside from income, such as sensitiv-
ity to work schedule, methods of employee 
interaction and the modes through which 
you communicate.

There is normally little point in estab-
lishing multicultural groups if team-build-
ing and leadership issues are not given due 
attention. Some of the areas that should 
be addressed include setting clearly 
defined productivity levels, identifying 
the factors that motivate each team mem-
ber and outlining a continuous improve-
ment plan. These are all things we address 
to some degree with a domestic staff, but 
they become even more important when 
managing a diverse group of international 
employees.

When addressing intercultural team 
building, additional factors to bear in mind 
that will impact success include how you 
will manage change, ways of monitoring 
and increasing productivity, what the repor-
ting structure will be, what is the decision-
making process going to be for these teams 
and how are the limits of authority outlined. 
Team-building exercises and ongoing pro-
fessional improvement will also be critical 
as each person must fully comprehend the 

processes by which the corporate culture 
and image is disseminated.

On the cultural level, this involves team 
members coming to a full understanding of 
the processes in which they are involved, 
how decisions are made, how problems are 
solved and how their individual efforts con-
tribute to the common goal of the company. 
When considering incentives or rewards 
or developing a plan for constructive criti-
cism and feedback, remember that cultural 
mores can have an impact on how such 
things are perceived and accepted.

Bear in mind the nuances of electronic 
communication. This can become an issue 
if not recognized and handled appropriately 
when dealing in a multilingual, multicultural 
setting. There is truly no substitute for face-
to-face communication. Technology pro-
vides many options for ensuring cohesion. 
Video conferencing is a very effective way 
to conduct meetings since body language 
and expression play a critical role, espe-
cially in intercultural communication.

When operating in China, for instance, 
remember that the Chinese are very much 
relationship-based whereas we, as Ameri-
cans, are typically transactional and have a 
tendency to enter relationships from a posi-
tion of perceived strength. Your manager or 
team leader, whether Chinese or not, must 
be familiar with the concept of guanxi, 
which is a central concept in Chinese soci-
ety which describes the interpersonal rela-
tionship between two people. Guanxi is 
also used as a descriptor for an individual’s 
connections, which can be called upon 
when a favor is required. Being aware of 
these societal concepts and using them to 
your advantage are critical in managing a 
team effectively in that culture.

Each international team member brings 
unique attitudes, perceptions and cultural 
values/beliefs to the table. These differ-
ences can cause major headaches, espe-
cially when leadership and styles can vary 
so greatly. Concepts such as trust and 
authority can have different meanings in 
other cultures, so again, a clearly defined 
role, responsibility, management and train-
ing path must be established. This leads 
to perhaps the most important point: you 
must have an individual in charge whom 
you fully trust with not only business deci-
sions but with his or her ability to manage 
people and to determine what individuals’ 
beliefs and attitudes towards work are.

Managing diverse teams for competi-
tive advantage is critical since team mem-
bers working collectively with a feeling of 

community are productive and beneficial. 
Team members who feel as though they are 
part of the decision-making process and 
clearly understand their roles and the goal of 
the company are more likely to take owner-
ship in what they do and are more likely to 
enjoy working with the team. Never make the 
assumption that everyone understands.

Regardless of how you choose to build 
your international team, make sure the 
expectations of each team member are 
very explicit — and in writing. Create teams 
wherein people of diverse backgrounds 
must collaborate and provide incentives for 
reaching goals. Establish clear lines of com-
munication and opportunities for feedback 
and continuous development. Ensure that 
the work environment is inclusive and does 
not alienate any team member, especially 
with regards to cultural diversity. Lastly and 
most importantly, make sure that you have 
a solid team leader who both understands 
the corporate mission and plan but has a 
proven track record of managing a cultur-
ally diverse group of people.  G
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Once upon a time, about two decades 
ago, I was sitting in my office when 
a product manager from ACT IV 

microwave popcorn walked in. After pleas-
antries, he told me, “We’re going interna-
tional, and we need your help.” 

“Oh goodie,” I thought, “this will be fun.” 
I had been waiting for these kinds of assign-
ments. My mind started rushing through 
all the details and potential assignments: 
advertising, considerations of joint ven-
ture or going it alone, picking distributors, 
pricing, competition, different media buys, 
training managers, multilingual business 
cards, selecting foreign media — everything. 
Boy, would I get a big bonus for landing this 
account. “How can we help?”

“It’s simple,” he said. “We want to 
change our packaging to translate snack 
food into French and also family size.”

That’s it?
I wondered, here I am having worked for 20 

years for a firm that had won two “E” export 
awards from the US Department of Com-
merce, started two international magazines, 
and am now working for an international 
advertising agency — Ogilvy and Mather. I 
speak four languages and served in the US 
Peace Corps. And he wants two words trans-
lated? I felt like a Maserati that was being 
used to make a local pizza delivery!

I looked at him in amazement and then 
responded quickly. The reason I was never 
good at being a consultant is because I 
was unable to say: “We have to study this 
at depth and then give you a proposal. 
Then we can determine what strategy to 
pursue, what people to use, develop a 
time line and a budget.”

“We won’t do it,” I responded.
“You won’t do it?” he wondered. “But we’ll 

pay you.” Great, a couple of hundred dollars!
“What you propose won’t work, and we 

don’t want to be part of your marketing fail-
ure.” I went on. “Firstly, there is not such a 
concept as snack food in France. If you go 
to France, you will see that Frenchmen and 
women are thin. They don’t sit around and 
snack. Secondly, the French are largely 
an urban people who live in apartments, 
not big houses, and they go to the store 

every day. It’s part of their culture to do 
that. They don’t have pantry space to put 
huge boxes. Changing a few words on the 
packaging won’t sell your product. And 
have you checked how many people have 
microwaves in your target market?”

People in Minneapolis where I then lived 
always thought I was a little strange, and 
my response to the ACT IV popcorn manager 
clinched it for him. He found someone else in 
town to change a few words that were mean-
ingless to the French. They filled some con-
tainers with popcorn and sent it to France 
(where microwaves hadn’t taken hold yet), 
and the marketing effort failed. But at least I 
didn’t attach my name to it.

People are still making these types of mis-
takes 20 years later. I thought about it and 
can only conclude that Americans think we 
are more international than before, but really 
aren’t. There are several reasons.

False assumptions
Everyone has a website, which means 

you are international whether you like it 
or not. Furthermore, it’s not all that diffi-
cult to localize a website to speak in any 
number of languages, so by doing that you 
think you are set.

In the United States, English is the main 
language, and people around the world 
speak it. You might reason you really don’t 
have to learn another language — “If 
someone responds to our website, we’ll 
just speak English.” The American execu-
tive doesn’t know anything about lan-
guages and speaks 1.5 languages, while 
the Dutch speaks 3.9, the German speaks 
2.7 and the Japanese and Chinese 2.6.

Finally, since one of the major exports 
from the United States is movies and tele-
vision programs, we think people are just 
like us. At Localization World in Barcelona 
in 2006, SDI Media, the world’s largest 
dubbers of movies, pointed this out. 

Know what you don’t know
With this culture of arrogance, US corpo-

rations embark on disastrous international 
endeavors. In order to avoid becoming a mar-
keting anecdote, you should follow several 
rules before you go international. This applies 
to all cultures wanting to go international. 

Globalization is inevitable regardless of 
where you are, so you have to think globally 
whatever your business. I now live 20 miles 
from the world headquarters of a toy com-
pany in Dyersville, Iowa, the makers of those 
toy tractors you see in Wal-Mart and else-
where. The company keeps its headquarters 
in Dyersville, but all its toys are now made in 
China. It has joined those 80,000 US firms 
that have operations in China.

Consumer buying habits 
are substantially different 

Many companies are lazy and just think 
that new packaging is all they have to do 
to make a “line extension” work. In Latvia, 
Kellogg’s thought it could get Latvians to 
change their breakfast habits by introduc-
ing cereals, not recognizing it was hard to 
get fresh milk. They did get it right in rural 
Panama where I was in the Peace Corps. 
Kellogg’s marketed the cereal as a snack 
to be eaten without milk, and it sold.

Vendor selling is different
The European community now has 21 

languages with more on the way. The Nor-
wegians don’t want to buy something that 
is written in Swedish, even though it’s lin-
guistically and geographically close. Be 
serious about a market or forget about it.

Product features need 
to be sold differently

In some cultures, product features are 
more important than ease of use. I just got 
a handheld language calculator from Japan 

Using Common Sense
to Go Global

JOHN FREIVALDS

Changing a few

 words on the 
  packaging won’t  
   sell your product.
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that had tons of features but was impossible 
to figure out. The Japanese seller told me, “I 
could have walked you through it.” Why? I 
wanted to do it myself — and besides — the 
Japanese manufacturer assumed that my 
fingers would be as small as the fingers of 
the engineers who designed the calculator.

Operating a business is different
Every country has its separate rules for 

running a business. They are what they 
are, so figure out how to deal with them 
and don’t complain. You’re not in Kansas 
anymore. The differences you’ll have to 
work out include tax reporting, govern-
ment regulations, employment laws, ben-
efit packages, accounting systems, and 
what’s acceptable for travel and entertain-
ment and gifts.

Probably the biggest issue is forming a 
joint venture or going it alone. My prefer-
ence is to go it alone because if the busi-
ness is really successful, you will want to 
buy out your partner or your partner will 
want to buy you out. What many compa-
nies do is write joint venture agreements 
that allow you ease of exit.

I helped set up a joint venture with a gov-
ernment agency in Jamaica, and they wanted 
the majority of the equity. Since they knew 
little about running a processing factory, 
we structured the joint venture with a “sig-
nificant action” clause. So, they were able to 
publicly show that they had a majority while 
we had the operating control through the 
significant action clause. No major decision 
could be made without our agreement.

The competition is different
In Latvia when Kellogg’s tried to intro-

duce its cereals, the competition wasn’t 

General Mills and Cheerios. It was cucum-
bers, sardines and plain flavored yogurt. 
So, you can’t devise a strategy that you 
had in the home market and use it directly 
in the new market.

I am dealing with that now as a Middle 
Eastern fast food chain wants to enter the 
US market. It captured a market share in 
the Middle East with a US concept that 
worked and was a “unique selling proposi-
tion.” But to reverse it and come back into 
the US market will be difficult. If they do it 
exactly as they sell in the Middle East, it will 
be just another Quiznos or Subway, but, if 
they add a Middle Eastern touch, it will be 
something unique.

Always remember that people managed 
to get along without you for centuries 
before you came along. NCR showed up in 
Latvia and Russia with cash registers after 
the fall of Communism and reasoned that 
store owners would jump at the chance to 
buy them. Little did they know that small 
merchants were tied to the abacus.

How to get going
You don’t need to reinvent yourself to go 

international, but use common sense and 
answer these five questions in an inter-
national context. Robert Rosen identified 
these in his classic book Global Literacies 
(Simon & Schuster, 2000):

Purpose: Where are we going? 
Plan: How do we get there?
Networks: How do we work together?
Tools: What resources do we need?
Results: How do we measure success?
So, I would welcome your business to 

get going internationally, but please don’t 
come to my office and ask me to change 
two words in your packaging. G
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Guide

www.lionbridge.com

WE’VE LOWERED
THE BARRIER

TO REACHING 
GLOBAL

MARKETS

LOCALIZATION 
AND TRANSLATION 
SERVICES FOR:
• Web sites
• Software applications
• Documentation
• Multimedia

CENTRALIZED
PROGRAM MANAGEMENT
to ensure consistency

ACCESS TO 10,000 
TRANSLATORS in more 
than 120 languages 

FREE USE OF FREEWAY,
Lionbridge’s on-line 
language technology 
platform - no additional 
investment required!

SEE OUR PAPER: 
DEMYSTIFYING LOCALIZATION:
Ten Best Practices 
to Turn Your Efforts into 
Strategic Advantage
www.lionbridge.com/advantage

Kellogg’s markets its cereals worldwide 
— sometimes to be eaten without milk.

GETTINGGETTING STARTEDSTARTED :

14-15 Freivalds.indd 1514-15 Freivalds.indd   15 4/10/08 9:44:57 AM4/10/08   9:44:57 AM

http://www.lionbridge.com
http://www.lionbridge.com/advantage
http://www.multilingual.com/gsg


9 - 11 June 2008
Hotel Maritim proArte

Berlin, Germany

October 13 - 15, 2008
Monona Terrace

Madison, Wisconsin USA

Innovating Localization Business Models

Large exhibits with tools and services from around the world

Excellent speakers and keynote addresses

Three days full of sessions for beginners and experts

Social events for networking

Participants from 30+ countries

www.localizationworld.com
info@localizationworld.com

16 LW ad.indd 1616 LW ad.indd   16 4/10/08 9:47:29 AM4/10/08   9:47:29 AM

mailto:info@localizationworld.com
http://www.localizationworld.com


This guide is a component of the magazine MultiLingual. The 
ever-growing easy international access to information, ser-
vices and goods underscores the importance of language 

and culture awareness. What issues are involved in reaching an 
international audience? Are there technologies to help? Who pro-
vides services in this area? Where do I start?

Savvy people in today’s world use MultiLingual to answer these 
questions and to help them discover what other questions they 
should be asking.

MultiLingual’s eight issues a year are filled with news, technical 
developments and language information for people who are inter-
ested in the role of language, technology and translation in our 
twenty-first-century world. A ninth issue, the Resource Directory 
and Index, provides listings of companies in the language industry 
and an index to the previous year’s content.

Two issues each year include Getting Started Guides such as 
this one, which are primers for moving into new territories both 
geographically and professionally. 

The magazine itself covers a multitude of topics.

Translation
How are translation tools changing the art and science of com-

municating ideas and information between speakers of different 
languages? Translators are vital to the development of interna-
tional and localized software. Those who specialize in technical 
documents, such as manuals for computer hardware and soft-
ware, industrial equipment and medical products, use sophisti-
cated tools along with professional expertise to translate complex 
text clearly and precisely. Translators and people who use transla-
tion services track new developments through articles and news 
items in MultiLingual.

Language technology
From multiple keyboard layouts and input methods to Unicode-

enabled operating systems, language-specific encodings, systems 
that recognize your handwriting or your speech in any language 
— language technology is changing day by day. And this technol-
ogy is also changing the way in which people communicate on a 
personal level — changing the requirements for international soft-
ware and changing how business is done all over the world.

MultiLingual is your source for the best information and insight 
into these developments and how they will affect you and your 
business.

Global web
Every website is a global website, and even a site designed 

for one country may require several languages to be effective. 
Experienced web professionals explain how to create a site that 
works for users everywhere, how to attract those users to your 
site and how to keep the site current. Whether you use the inter-
net and worldwide web for e-mail, for purchasing services, for 

promoting your business or for conducting fully international e-
commerce, you’ll benefit from the information and ideas in each 
issue of MultiLingual.

Managing content
How do you track all the words and the changes that occur 

in a multilingual website? How do you know who’s doing what 
and where? How do you respond to customers and vendors in 
a prompt manner and in their own languages? The growing and 
changing field of content management and global manage-
ment systems (CMS and GMS), customer relations management 
(CRM) and other management disciplines is increasingly impor-
tant as systems become more complex. Leaders in the devel-
opment of these systems explain how they work and how they 
work together.

Internationalization
Making software ready for the international market requires 

more than just a good idea. How does an international developer 
prepare a product for multiple locales? Will the pictures and col-
ors you select for a user interface in France be suitable for users 
in Brazil? Elements such as date and currency formats sound like 
simple components, but developers who ignore the many inter-
national variants find that their products may be unusable. You’ll 
find sound ideas and practical help in every issue.

Localization
How can you make your product look and feel as if it were built in 

another country for users of that language and culture? How do you 
choose a localization service vendor? Developers and localizers 
offer their ideas and relate their experiences with practical advice 
that will save you time and money in your localization projects.

And there’s much more
Authors with in-depth knowledge summarize changes in the 

language industry and explain its financial side, describe the chal-
lenges of computing in various languages, explain and update 
encoding schemes, and evaluate software and systems. Other 
articles focus on particular countries or regions; specific lan-
guages; translation and localization training programs; the uses 
of language technology in specific industries — a wide array of 
current topics from the world of multilingual computing.

If you are interested in reaching an international audience in the 
best way possible, you need to read MultiLingual. G
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