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The extended window synchronization functions in Transit NXT combine the differ-
ent perspectives into a complete panorama. With Synch View you move effort-
lessly between image, text and context information.

Transit NXT offers you an optimized translation memory and terminology manage-
ment solution that easily interfaces to workflow and content management systems.
Whether you use Transit NXT for translation, editing and proofreading, terminology
management, project management or markup, you will achieve your goals with its
many intelligently designed and new powerful features. All this and more in an
ergonomic and friendly working environment.

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

Synch View – see the bigger picture with Transit NXT

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

Transit NXT – the ideal equipment for translation and localization!

Advance to the NXT level with TransitAdvance to the NXT level with Transit
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           Time to 

     Change!

Break free from bad compromises and proprietary solutions. 
Break free from complicated processes and missing interfaces. 
The time has come to make the break!

The time has come to opt for the No. 1 independent technology. 
Benefi t now from the fully integrated Across Language Server: 

»  more effi ciency  by creating a smooth linguistic supply chain
»  more speed by simplifying processes and enabling seamless collaboration
»  more success  by shortening time to market and saving money

Make the right decision now, opt for the all-in-one and end-to-end solution 
for enterprises of all sizes, as well as for language service providers.

Call us today to learn how YOU can benefi t from the
No. 1 independent technology for the linguistic supply chain.

$SPECIAL OFFER
for users of legacy systems

crossGrade
Across takes care 
of the migration; 
call us for details

Across Systems, Inc.
Phone +1 877 922 7677
americas@across.net

Across Systems GmbH
Phone +49 7248 925 425
international@across.net

www.across.net
The No. 1 independent technology
for the linguistic supply chain.
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L
Love keeps no record of wrongs, they say, but editors are fastidious about it. Editors 

pounce on wrongs, real or imagined, and then keep them, stained with blood-red pen 
slashes, in tidy manila folders in case they need to retrace their steps later. Their goal: 
to make the prose under their care say something interesting, to say it well, and to say 
it in a style that is not totally inconsistent with the rest of the magazine. 

In a way, editors are much like translators. The author’s intended meaning is the 
precious cargo sometimes trapped in vague wording, ambiguous punctuation or non-
standard stylistic jargon. If careful reading is not enough to decipher the meaning, 
then the editor should go back to the author. The challenge, like the challenge of 
the translator, is to convey original meaning without — despite those slashing red 
marks — destroying the author’s voice or tone or soul. To be both a good editor and 
a good translator, a person must be one part grammarian, one part linguist-poet, one 
part investigative journalist, and one (very large) part enlisted serviceman, doing the 
bidding of higher powers. Sometimes, we must humbly apologize for something we 
overlooked or mistranslated because, even if we are all these things, we are human, 
too. Our management of words in any language may be misdirected. 

This issue, which I did manage to help edit, contains advice on how to better 
manage words, ideas and their encapsulation into projects. We have articles on 
project management for the freelance translator, by Kenneth A. McKethan, Jr., 
and Graciela White; for the manager of large projects, by Mark Lammers and 
Natalia Tsvetkov; for the person unfamiliar with the localization fi eld, by Angela 
Starkmann; and for the person wishing to manage the managers as well as the 
tech writers, by Jason Arnsparger and Jennifer Perkins. 

Additionally, we have a piece on managing corporate style standards by Todd 
Ettelson and Sabine Lehmann. Jason Heaton also explains how to use EN 15038:2006 
as a tool to assess translation agencies. 

Deborah Schaffer takes a look at John Kohl’s hot new book on writing global 
English documentation. In our regular columns, Tom Edwards details the fi ner 
linguistic points surrounding the Persian/Arabian Gulf, John Freivalds writes about 
drug lingo here and abroad, and Adam Asnes offers some advice on keeping 
the global picture in mind. Ultan Ó Broin’s Takeaway lauds the Localization 
UnConference, and we have a new column appearing in this issue — on project 
management (PM). Tina Cargile and Erin Vang, both PMPs, express contrasting 
viewpoints on how to approach PM in the localization industry. 

I had the opportunity to attend and report on Localization World in Berlin and 
submitted my article for editorial review like everyone else. It improved the article 
substantially, fi lling in the holes I forgot I had dug. 

At the core, our work is about how to mold the metalanguage of thought into 
the personal language of an individual, a culture, a nation, a world. All these 
articles, in some way, point to that idea. The choices of one translator or editor 
may be different than any other, but ultimately, we answer to authorities higher 
than ourselves. We answer to not just the author, but the audience. We are the 
mediators, the peacekeepers. May we continue to improve our mediation.

And may our work be more than a record of wrongs — may it become a record 
of how to improve. 

The business of
managing words

Katie Botkin  Post Editing

www.multilingual.com  July/August 2008  MultiLingual  |   7

07 PostEditing #97.indd   707 PostEditing #97.indd   7 7/2/08   1:31:50 PM7/2/08   1:31:50 PM



|  MultiLingual  July/August 2008 news@multilingual.com

N
ew

s

8  

Announcements

eCoLoMedia survey
The project eCoLoMedia — devel-

oping shareable and customizable 
resources for vocational training in 
multimedia e-content localization 
— is funded in the framework of 
the European Leonardo-da-Vinci 
program and aims to facilitate the 
integration of multimedia localiza-
tion into conventional translation 
teaching.

eCoLoMedia targets trainers and 
teachers of professional translation, 
localization and cultural adaptation 
in academe, professional bodies and 
industry. To gather information on 
the methods, tools and workfl ows 

of multimedia localization, as practiced in 
the industry and taught in various educa-
tional settings such as university, vocational 
training, a survey is being conducted by the 
project in training institutes and industry 
and professional associations.

Available in English, French and German, 
the project survey can be accessed online 
at www.iti.org.uk until August 5, 2008. The 
results of the survey will be published on 
the offi cial project website (http://ecolo 
media.uni-saarland.de). 
Institute of Translation & InterpretingInstitute of Translation & Interpreting 
info@iti.org.uk, www.iti.org.uk

Top 20 LSP list expands to 25
Common Sense Advisory, Inc., an indepen-

dent market research fi rm specializing in the 
language services industry, has released its 
annual ranking of the top language service 
providers (LSPs). The list, which is based on 
the 2007 fi scal year and has expanded from 
the top 20 companies to the top 25, includes 
L-3 Communications, SDL, Lionbridge Tech-
nologies, Xerox Global Services, Language 

Line Services, TransPerfect/Translations.com 
and Manpower Business Solutions. Overall, 
the LSPs in the Top 25 list averaged 26% 
growth over the previous year, creating a 
global industry total of US$12.1 billion.

Based on the trend-line over the last fi ve 
years, Common Sense Advisory’s analysts 
predict that the market will reach US$24 
billion by 2012, equating to a compound 
annual growth rate of 14.6% over the next 
fi ve years.
Common Sense Advisory, Inc.Common Sense Advisory, Inc. 
info@commonsenseadvisory.com 
www.commonsenseadvisory.com

ALC 2008 board of directors, offi cers
The Association of Language Companies 

(ALC) has elected a new board of directors and 
new offi cers for two-year terms that begin 
immediately. The elections were held on May 
16, 2008, in San Francisco, California, during 
the association’s 2008 annual conference. 
Marla Schulman, of Schreiber Translations, 
Inc., was elected president. Sandy Dupleich, 
with Dynamic Language Center, is the new 
vice president. Craig Buckstein, with Geneva 
Worldwide, was elected secretary. David 
Smith, with LinguaLinx, Inc., was elected 
treasurer.

The following were elected as directors: 
Steve Iverson, Iverson Language Associates, 
Inc.; Elisabete Miranda, Translation Plus, Inc.; 
Camilo Muñoz, Translation Source; Kristin 
Quinlan, Certifi ed Languages International; 
and Jon Sommers, CyraCom.
The Association of Language CompaniesThe Association of Language Companies 
info@alcus.org, www.alcus.org

ATA teams with Red Cross
The American Translators Association 

(ATA) and the American Red Cross (ARC) 
have announced a partnership to increase 
language capacity throughout the Red 
Cross and enhance the organization’s abil-
ity to serve all communities. The ATA will 
recruit some of its members to serve as ARC 
volunteers in various capacities accord-
ing to the interests and qualifi cations of 
the member. Others will join the ARC as 
members of the Disaster Services Human 
Resources System, to be deployed in the 
event of a major disaster.  
American Translators AssociationAmerican Translators Association 
ata@atanet.org, www.atanet.org

Business

TOIN acquires Sun Global
TOIN Corporation, a multilingual provider 

of Japanese and Asian language solutions, 

has acquired Sun Global, a Japanese lan-
guage services provider, for an undisclosed 
sum. Sun Global will continue to operate as 
a distinct business unit within TOIN for the 
foreseeable future. The expanded service 
offerings provided by TOIN will allow Sun 
Global customers to access Asian languages 
on a regional basis, but with the customer-
centric care usually associated with a single- 
language service provider.  
TOIN CorporationTOIN Corporation 
aki-ito@to-in.co.jp, www.to-in.com

Welocalize buys Transware
Welocalize, an integrated globalization 

services company, has bought Transware 
Inc. — a provider of language translation 
and localization services, serving custom-
ers in a broad range of industries to release 
e-learning and training content for global 
use. No fi nancial terms were disclosed.
WelocalizeWelocalize reita.healy@welocalize.com 
www.welocalize.com
Transware Inc. Transware Inc. web@transwareplc.com 
www.transwareplc.com

McElroy and Asia Online join forces
McElroy Translation Company, a language 

services provider, is partnering with auto-
mated translation technology provider Asia 
Online Portals to collaborate on new tech-
nologies based on the symbiotic relation-
ship between machine translation (MT) and 
human translation. The partnership combines 
Asia Online’s statistical MT platform and 
interactive continuous improvement envi-
ronment with McElroy’s linguistic expertise 
in technical and patent translations.
McElroy Translation CompanyMcElroy Translation Company 
sales@mcelroytranslation.com 
www.mcelroytranslation.com
Asia Online Portals (Thailand) LimitedAsia Online Portals (Thailand) Limited 
www.asiaonline.net

GlobalLink Content Director 
integrated with EMC Documentum

Translations.com’s fl agship software prod-
uct, GlobalLink Content Director (GCD), now 
integrates directly within the EMC Docu-
mentum environment, giving Documentum 
users globalization process automation in a 
familiar user interface without needing to 
run a separate application. Localization proj-
ects can be initiated and managed directly 
in the EMC Documentum platform through 
GCD’s automated content extraction/re-
integration functionality. GCD can also be 
supported with localization services from 
Translations.com, any third-party language 
services provider, an in-house translation 
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team, or any combination thereof.
Translations.comTranslations.com info@translations.com 
www.translations.com
DocumentumDocumentum www.documentum.com

Across partners with Saltlux, Straker
Across Systems GmbH, a supplier of inde-

pendent linguistic supply chain technology, 
and Saltlux Inc., a localization service and 
linguistic technology provider, have signed a 
partnership agreement. Saltlux will become 
a reseller and will integrate Across Language 
Server technology into its own localization 
and translation service, as well as distribute 
and deploy it to customers. Saltlux gains 
rights to distribute the Language Server 
technology in Asia, including Korea, Japan 
and China, and through its subsidiaries in 
Europe and the United States.

Across Systems has also signed an agree-
ment with Straker Interactive, a global pro-
vider of web-based content management 
software. Straker has integrated Language 
Server technology into its fl agship product 
suite, ShadoCMS, a multilingual web content 

management system. 
Across Systems GmbHAcross Systems GmbH 
info@across.net, www.across.net
Saltlux Inc.Saltlux Inc. okwon@saltlux.com 
www.saltlux.com
Straker InteractiveStraker Interactive david@shadocms.com 
www.shadocms.com

Clay Tablet expands network
McElroy Translation Company, a language 

service provider, has signed a partnership 
deal with Clay Tablet Technologies, a pro-
vider of integration software that connects 
any content management system with any 
translation system. By joining Clay Tablet’s 
global channel partner network, McElroy 
Translation will be able to expand its ser-
vices by offering the ability to connect its 
clients’ content management systems with 
a variety of translation technology, includ-
ing its proprietary system, ELJOTS.Force. 

Plunet GmbH, a provider of business man-
agement software for translation services 
and agencies, has signed a technology and 
sales partnership agreement with Clay Tablet. 

With the aid of specially developed software, 
Clay Tablet allows Plunet BusinessManager 
to be directly connected to a variety of con-
tent management systems.
Clay Tablet TechnologiesClay Tablet Technologies 
info@clay-tablet.com, www.clay-tablet.com
McElroy Translation CompanyMcElroy Translation Company 
sales@mcelroytranslation.com 
www.mcelroytranslation.com
Plunet GmbHPlunet GmbH 
info@plunet.de, www.plunet.de

Terminotix and Beetext collaborate
Terminotix Inc., a company specializing in 

computer tools for translation, and Beetext 
Inc., a provider of project effi ciency solutions, 
have engaged in a collaboration of technol-
ogy to provide computer-assisted translation 
solutions. The integration of LogiTermWeb 
and Flow makes it possible to automate docu-
ment analysis and pretranslation using Logi-
TermWeb bitext and terminology databases.
Terminotix Inc.Terminotix Inc. termino@terminotix.com 
www.terminotix.com
Beetext Inc.Beetext Inc. info@beetext.com 
www.beetext.com

TransPerfect purchases Overtaal
TransPerfect Translations, Inc., a language 

services provider, has purchased Overtaal 
Language Services, a provider of translation 
and language training services for the Euro-
pean Union, as well as for a diverse range 
of legal, fi nancial and corporate clients. 
Financial terms of the deal were not dis-
closed. Utrecht-based Overtaal will become 
a division of TransPerfect and will continue 
to be led by current president Geert Heijink. 
Heijink will also join TransPerfect’s senior 
management team. The original founder of 
Overtaal, Louise Ross, will continue to serve 
the company in an advisory capacity.
TransPerfect Translations, Inc.TransPerfect Translations, Inc. 
info@transperfect.com, www.transperfect.com
Overtaal Language ServicesOvertaal Language Services www.overtaal.nl

 TAUS Data Association incorporated

Forty organizations active in buying and supplying translation services and tech-
nologies have jointly established a new industry association aimed at sharing parallel 
language data with the objective to stimulate innovation and automation of translation 
activities. The TAUS Data Association (TDA) will host translation memories and glos-
saries in all languages structured by industry domains and company indexes. TDA will 
give free access to its databases for the look-up of translations of terms and phrases. 
Members will be able to select and pool data to increase translation effi ciency and 
improve translation quality. 

The fi rst release of TDA — expected to be launched early 2009 — will include a language 
search portal for public use and a language data exchange facility for members. The lan-
guage search allows translators, customer support staff, product developers and marketers, 
end-users and any other professionals to fi nd translations of phrases. The language data 
exchange allows members to provide and pool very large collections of parallel language 
data to help them automate and streamline translation processes. The European Commis-
sion has also agreed to donate its parallel language data to be shared through TDA.

The deadline for companies joining as founding members of TDA is August 30, 2008. 
Founding members enjoy benefi ts such as preferential votes on member regulations and 
nominations for the board positions and discounts on admission fees.

The supervisory board of TDA consists of Melissa Biggs (Sun Microsystems), Will 
Burgett (Intel), Gilles Martel (Translation Bureau Canadian Government), Chris Wendt 
(Microsoft), Francis Tsang (Adobe) and Willem Stoeller (Welocalize). 

The founding members are ABBYY, Abu Ghazaleh Legal, Adobe, Applied Language 
Solutions, Autodesk, Celer Soluciones, Cisco Systems, CLS Communication, Cross Lan-
guage, Dell, eBay, EMC, Fruugo, IcoText, Intel, Jonckers, JTS, Language Intelligence, 
Language Weaver, Linguistic Systems, Lionbridge, Logrus, Matrixware, McAfee, Micro-
soft, Milengo, Moravia, Oracle, Prolingua, PTC, Quagnito Solutions, SDL, Skrivanek, Sun 
Microsystems, Sybase iAnywhere, Tilde, VanceInfo Creative Software Technology Ltd., 
VistatTEC, Welocalize, Yahoo!.
Translation Automation User Society (TAUS)Translation Automation User Society (TAUS) 
info@translationautomation.com, www.translationautomation.com
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News
Lionbridge and MFG.com 
form global partnership

Lionbridge Technologies, Inc., has secured 
a partnership with MFG.com, an online 
marketplace serving the global manufac-
turing community. With the agreement, 
Lionbridge will localize the MFG.com online 
marketplace into ten languages in the fi rst 
phase of localization.
Lionbridge Technologies, Inc.Lionbridge Technologies, Inc. 
info@lionbridge.com, www.lionbridge.com
MFG.comMFG.com www.mfgquote.com

Changes

Trisoft expands operations
Trisoft, a provider of component-based 

content management solutions for techni-
cal documentation, and SDL have jointly 
opened a US-based practice, with offi ces in 
San Jose, California. Howard Schwartz, vice 
president of enterprise content manage-
ment, heads the US practice. Schwartz has 
ten years’ experience in globalization and 
global information management.

The team has also hired Chip Gettinger as 
vice president of XML Solutions. Gettinger 
joins Trisoft from Astoria Software with 
more than 20 years’ experience in the pub-
lishing, content management and XML solu-
tions industry. He will lead Trisoft’s technical 
consulting efforts for clients wishing to take 
advantage of component-based XML and 
DITA solutions.
TrisoftTrisoft info@trisoft.be, www.tri-soft.com
SDLSDL nbogle@sdl.com, www.sdl.com

Gazelle rebrands as G3 Translate
Gazelle Global Research Services, a market-

ing research services fi rm, has funded a new 
initiative creating an independent company 
catering to the need for language translation 
services within the market research industry. 

Headed by Nancy Cearley and John Labati, 
veterans of the translation services industry, 
the operation has been named G3 Translate 
(Gazelle Globalization Group).
G3 Translate (Gazelle Globalization Group)G3 Translate (Gazelle Globalization Group) 
info@g3translate.com, www.g3translate.com

Quills updates website
Quills Language Services, a translation and 

interpreting services provider, has updated its 
website, now in English, Spanish and Chinese. 
Upcoming languages include French, Portu-
guese, Italian and German. Services include 
software localization and website translation 
and localization.
Quills Language ServicesQuills Language Services 
info@quillslanguage.com 
www.quillslanguage.com

Epic Translations moves, 
appoints project coordinator

Epic Translations, a provider of language 
services, has expanded and moved to a big-
ger offi ce space located in one of the busi-
ness park commercial areas of Westland, 
Michigan.

Epic has also expanded its team by hiring 
a new project coordinator. Lisa Soref has 

been translating and interpreting for over 
three years and has two years of experi-
ence in audio transcription. In addition to 
her linguistic expertise, Soref has mana-
gerial skills in the fi elds of marketing and 
hospitality.
Epic TranslationsEpic Translations 
info@epictranslations.com 
www.epictranslations.com

Financial

Lionbridge fi rst quarter revenue
Lionbridge Technologies, Inc., has re ported 

its fi nancial results for the quarter ending 
March 31, 2008. Revenue for the quarter 
was $117 million, an increase of $8.4 million 
or 8% from the fi rst quarter of 2007. The 
company provided its revenue outlook for 
the second quarter of 2008 with estimated 
revenue of $120 to $124 million. For the 
full year 2008, Lionbridge expects the high 
end of its previously provided guidance of 
6-10% year-on-year revenue growth.
Lionbridge Technologies, Inc.Lionbridge Technologies, Inc. 
info@lionbridge.com, www.lionbridge.com

People

Tek appoints vice presidents
Tek Translation International S.A., a pro-

vider of business solutions to meet globaliza-
tion needs, has appointed Michael Shannon 
as vice president of operations, Asia Pacifi c. 
Based in Beijing, Shannon will focus on 
building Tek’s fi rst Asian operations center to 
support the company’s solutions in the region 
for its customers of information technology, 
manufacturing and the life sciences industry. 
He comes to Tek with over 17 years of experi-
ence in the localization sector in Asia, most 
recently as vice president Asia for Lionbridge 
Technologies.

Tek has also appointed Noel Finnegan as 
vice president of operations, Europe. With 
over 17 years’ experience in the globaliza-
tion industry, nine of which were spent at 
Lionbridge Technologies and culminating in 
his role as general manager, Finnegan has 
served most recently as operations direc-
tor at Merrill Brink International, Galway, 
Ireland. 
Tek Translation International S.A.Tek Translation International S.A. 
tekinfo@tektrans.com, www.tektrans.com

Atalaya chooses project manager
Atalaya Global, a company specializing 

in translating medical and technical texts, 
has chosen Maria Frevert as project man-
ager. Frevert will be coordinating all new 

   Gilbane San Francisco 2008

The fourth annual Gilbane San Francisco conference drew a large and diverse crowd 
intent on fi nding out how to go “Beyond Content Management” — the theme of the June 
18-20, 2008, event that was preceded by the CM Pros US Spring summit held on June 17. 
Sessions focused on helping attendees to move beyond mainstream content technologies 
and explore the possibilities of new and enhanced “2.0” versions.

Event highlights included a special keynote presentation by Google’s Udi Manber 
on “Search Quality and Continuous Innovation”; an opening keynote panel with Denis 
Browne of SAP Labs LLC and Dan Farber of CNET News; and an industry analyst debate 
with panelists Rita Knox of Gartner, Inc., Rachel Happe of IDC, Rob Koplowitz of Forrester 
Research, Tony Byrne of CMS Watch, and Leonor Ciarlone of Gilbane Group. 

The importance of localization awareness was discussed during the analyst debate and 
was covered in depth during the Global Content Management track. Several localization 
industry vendors were among the companies on hand to discuss and demonstrate tools 
and technologies in the exhibit area.     — Kendra Gray  
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accounts to meet client needs in transla-
tion and localization. 
Atalaya GlobalAtalaya Global info@atalayaglobal.com 
www.atalayaglobal.com

New partner at Vivanco & García
Vivanco & García, S.L., a company special-

izing in translating scientifi c and technical 
texts for the pharmaceutical, industrial and 
intellectual property sectors, has named 
Sonia Martínez as a new partner. Martínez 
will now be coordinating all the new depart-
ments created in the company to meet 
customer needs in translation, pharmaceu-
tical consulting and industrial/intellectual 
property customer support services for the 
forthcoming national and international cor-
porate expansion.
Vivanco & García, S.L.Vivanco & García, S.L.
traducciones@vivancoygarcia.com 
www.vivancoygarcia.com

Vanenberg adds production director
Vanenberg, a localization and training 

so lutions company, has added Petros Dudis 
as its new production director. Dudis’ experi-
ence includes hands-on use of international 
software products, multimedia and e-learn-
ing technologies, and advanced translation 
procedures and localization concepts. Prior 
to joining Vanenberg, Dudis was a localiza-
tion manager at Archetypon SA.
VanenbergVanenberg localisation@vanenberg.com 
www.vanenberg.com

Products

Acrobat Connect Pro
Adobe Systems Incorporated has devel-

oped a new version of Adobe Acrobat Con-
nect Pro, the company’s web conferencing 
and e-learning solution. New capabilities 
include question pooling and randomiza-
tion, easy-to-work-with video, and the 
ability to publish presentations to mobile 

devices or within PDF fi les. It is available in 
English, French, German, Portuguese, Span-
ish, Dutch, Italian, Brazilian Portuguese, 
Japanese, Simplifi ed Chinese and Korean.
Adobe Systems IncorporatedAdobe Systems Incorporated
www.adobe.com

MultiCorpora language 
technology application integration

MultiCorpora R&D Inc., a provider of 
multilingual asset management solutions, 
has added new technology that integrates 
key components of machine translation 
technology to its MultiTrans software suite. 
The integration provides instant access to 
the translated occurrences of terminology 
embedded in MultiTrans’ TextBase Transla-
tion Memory.
MultiCorpora R&D Inc.MultiCorpora R&D Inc. 
info@multicorpora.com 
www.multicorpora.com

GPI’s GPMS 3.0
Globalization Partners International (GPI), 

a provider of document, website and soft-
ware translation services, has released its 
enhanced Globalization Project Management 
Suite (GPMS 3.0). Enhanced features include 
comprehensive quality assurance for all pro-
ject types; status report generation in any 
form and frequency; project scheduling with 
shared calendars; audio, video, chat-based 
collaboration capabilities with all global 
resources; budget tracking; secure project 

fi le transfers and archiving; and translation 
memory management.
Globalization Partners InternationalGlobalization Partners International
info@globalizationpartners.com 
www.globalizationpartners.com

Hungarian version of Multilizer
Multilizer, Inc., a developer of localiza-

tion and translation software, now offers 
a localized Hungarian version of Multilizer 
2007. Working in close cooperation with 
Hunnect Ltd, Multilizer provides service 
and support to Hungarian customers in 
their native language.
Multilizer, Inc.Multilizer, Inc. 
info@multilizer.com, www.multilizer.com

Teragram enhances Apache Lucene
Teragram Corporation, a provider of multi-

lingual natural language processing technol-
ogies, has integrated its linguistic suite into 
the Apache Lucene open-source search plat-
form. Lucene is a text search engine library 
that powers sites such as Wikipedia, CNET 
Reviews and Eventful.com. The integration 
enables Lucene users to add taxonomies and 
faceted search to their websites, as well as to 
correct the spelling of queries and search in 
multiple languages.
Teragram CorporationTeragram Corporation www.teragram.com

QA Distiller 6.2
Yamagata Europe, a print services, trans-

lation and publishing services provider, has 

News
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released QA Distiller 6.2. The latest version 
of the standalone translation quality assur-
ance tool bundles new features to further 
improve translation quality in TTX and TMX 
fi les. New features also include checks for 
hard spaces, batch processing and improved 
support for TMX and TBX.
Yamagata EuropeYamagata Europe 
info@yamagata-europe.com 
www.yamagata-europe.com

Plunet Workfl owResourceManager
Plunet GmbH, a provider of business 

management software for translation ser-
vices and agencies, has introduced Work-
fl owResourceManager with features such 
as time and cost control and automated 
creation of job chains. The Workfl owRe-
sourceManager will be made available as 
an additional module for all versions of the 
Plunet BusinessManager.
Plunet GmbHPlunet GmbH 
info@plunet.de, www.plunet.de

XTRF-TM
XTRF, a division of Lido-Lang Technical 

Translations, and XML-INTL, a developer of 
authoring and translation tools, have inte-
grated XTRF and XTM to create a combined 
language service provider (LSP) management 
system and computer-assisted translation 
tool. The resultant enterprise-scale product 
called XTRF-TM is web-based and enables 
LSPs to carry out general administration, 

customer relationship management and sup-
plier relationship management tasks.
XTRFXTRF sales@xtrf.eu, www.xtrf.eu
XML-INTLXML-INTL sales@xml-intl.com 
www.xml-intl.com

SAMSUNG SGH-i780 localized
Paragon Software GmbH, a developer of 

software applications for mobile devices 
and PC desktops, has created Turkish and 
Arabic localization packages for the recently 
unveiled SAMSUNG SGH-i780 mobile com-
municator. The agreement between Paragon 
and SAMSUNG Electronics Co. Ltd, a mobile 
phone company, will enable full native inter-
face translation, text input and handwriting 
recognition in Turkish and Arabic languages 
on SAMSUNG SGH-i780 GPS smartphones 

through a Paragon software application CD 
bundled with the device.
Paragon Software GmbHParagon Software GmbH 
info@penreader.com, www.penreader.com

Japanese version of PrimoPDF
XLsoft Corporation, a software distribu-

tion and localization fi rm, has localized a 
Japanese version of Nitro PDF Software’s 
PrimoPDF (www.primopdf.com). PrimoPDF 
is a tool for PDF creation introduced by 
activePDF, a provider of server-based PDF 
tools and solutions, as a simple means of 
making basic PDF generation available to 
everyone at no cost.
XLsoft CorporationXLsoft Corporation 
service@xlsoft.com, www.xlsoft.com/en

QuarkXPress 8
Quark Inc. has released QuarkXPress 8, the 

next version of its page-layout and design 
software. With QuarkXPress 8, one global fi le 
format supports advanced eastern and west-
ern typography for more than 30 languages. 
All editions share the same dictionaries, 
include hyphenation functionality, and sup-
port the import, formatting and output of 
East Asian text. US and European users can 
switch the language of their user interface 
to fi t their needs, and all users can open and 
print a fi le created in any edition of QuarkX-
Press 8 without experiencing refl ow.

The Plus Edition includes access to en-
 hanced East Asian features, such as more 
than 20 additional OpenType font features, 
a user-friendly character spacing feature, a 
true ideographic grid with character count, 
and the ability to apply grid styles that can 
be applied at the page and box level.
Quark Inc.Quark Inc. www.quark.com

Translation Offi ce 3000 version 9
Advanced International Translations, an  

agency that provides translation, localization 
and software development, has released ver-
sion 9 of the Translation Offi ce 3000: Portable 
Headquarters of the Freelance Translator. The 
software is designed to assist the translator in 
all the routine tasks of translation job track-
ing and invoicing.
Advanced International TranslationsAdvanced International Translations 
info@translation3000.com 
www.translation3000.com

TEMIS Luxid Version 5.0
TEMIS, a provider of enterprise text mining 

and text analytics solutions, has announced 
the availability of Luxid 5.0, its solution for 
intelligent information processing that allows 
each user to understand, analyze, enrich and 
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share information. Luxid 5.0 introduces four 
more languages, Chinese, Japanese, Korean 
and Arabic, widening its coverage to 20 
languages.
TEMISTEMIS www.temis-group.com

Service Pack 23 for 
Transit XV, TermStar XV

STAR Group, a service provider for the 
entire life cycle of technical information, 
has released Service Pack 23 for Transit XV 
and TermStar XV. The Service Pack includes 
enhanced plug-ins for InDesign CS2 for Win-
dows and InDesign CS2 for Mac support.
STAR GroupSTAR Group info@star-group.net
www.star-group.net

Resources

ISI healthcare workshops
Interpreting Services International (ISI), Inc., 

a provider of cultural and linguistic services, 
now offers four on-site workshops to health-
care organizations on translation, compliance 
and diversity training. The seminars can be of 
one-, two- or three-hour duration. The four 
workshops are “The Lifecycle of a Translation 
Project”; “How to Work with an Interpreter”; 
“California Senate Bill 853 and Cultural and 
Linguistic Compliance”; and “Cultural Diver-
sity and Awareness Skills-Building.”
Interpreting Services International, Inc.Interpreting Services International, Inc. 
info@isitrans.com, www.isitrans.com

6th revised edition of 
The Translator’s Handbook

SchreiberLanguage, a division of Schreiber 
Publishing, Inc., has released the 6th revised 
edition of The Translator’s Handbook by 
Morry Sofer. The handbook covers topics 
translators encounter in their work, such 
as how to freelance, translator education, 
localization, translation careers, computers 
and the internet, translation memory, dic-
tionaries in all languages, translation work 
sources, translation companies, and termi-
nology management.
SchreiberLanguageSchreiberLanguage 
info@schreiberlanguage.com 
www.schreiberlanguage.com

OpenOffi ce.org 
Japanese Community Forum

OpenOffi ce.org has added Japanese lan-
guage support to its Users’ Community 
Forum (http://user.services.openoffi ce.org/ 
en/forum/listforums.php). The web-based 
community forum is a resource for users 
of the OpenOffi ce.org offi ce productivity 
suite, a free-of-charge software alternative 

to Microsoft Offi ce. The community is an 
international team of volunteer and spon-
sored contributors who develop, translate, 
support and promote OpenOffi ce.org.
OpenOffi ce.orgOpenOffi ce.org www.openoffi ce.org

ELRA updates resources catalogue
The European Language Resources Asso-

ciation (ELRA) has added a new language 
resource to its Language Resources Catalogue. 
The ELRA-S0242 SALA II US English database 
is comprised of 4,090 US English speakers 
(2,017 males, 2,073 females, including some 
speakers with Hispanic accents) recorded 
over the US mobile telephone network.
ELRA/ELDAELRA/ELDA mapelli@elda.org, www.elda.org

Common Sense Advisory reports
Common Sense Advisory, Inc., an indepen-

dent market research fi rm specializing in the 
language services industry, has published a 
research report called “The Price of Transla-
tion.” Common Sense Advisory based its 
fi ndings on a detailed online survey that was 
completed by nearly 300 language service 
providers (translation fi rms) about their 
pricing structures, processes and customer 
bases. The 112-page report includes average 
prices for the 10 languages with the greatest 
global economic impact (for example, French 
and Chinese), as well as 23 next-wave lan-
guages used in rapidly developing markets 
or in countries that are important to the 
global supply chain (for example, Arabic and 

languages of India).
In a set of companion reports, Common 

Sense Advisory has calculated that the global 
market for outsourced interpreting services 
hit US$2.5 billion in 2007, with telephone 
interpreting representing a signifi cant per-
centage of this amount. The research analyzes 
the global demand and supply for telephone 
interpreting services. 

“Telephone Interpretation: The Demand 
Side” details how customers buy telephone 
interpreting services for a wide range of 
market segments, including health care, call 
centers, utilities and retail. It also offers pro-
curement suggestions for buyers. The sec-
ond report, “Telephone Interpretation: The 
Supply Side” provides market size, growth 
rates and service provider rankings. It also 
recommends growth and customer service 
strategies for existing and prospective sup-
pliers of telephone interpreting services.
Common Sense Advisory, Inc.Common Sense Advisory, Inc. 
info@commonsenseadvisory.com 
www.commonsenseadvisory.com

Online Asian content resources
East View Information Services, a provider 

of information products and services in 
foreign languages and English translation, 
has announced the release of several new 
Asian online resources for academic librar-
ies, government and research organizations, 
corporations and the legal community. The 
resources are made possible from East View’s 

Expand Access.Expand Access.
Advance Communication.Advance Communication.
Accelerate Growth.Accelerate Growth.

Language Weaver translation software offers:

- Improved productivity
- Fast customization
- Simple integration

- Rapid ROIwww.languageweaver.com
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partnership with the Tongfang Knowledge 
Net work of Beijing, producer of the China 
National Knowledge Infrastructure.
East View Information Services, Inc.East View Information Services, Inc. 
info@eastview.com, www.eastview.com

Index Translationum updated
The fi rst update of the world translation 

bibliography of Index Translationum for the 
year 2008 is now online at www.unesco.org/ 
culture/translationum. The bibliography fea-
tures some 75,000 new entries from the fol-
lowing countries: Belarus (books published 
in 2004-2005), Belgium (2005-2006), Brazil 
(2005), Bulgaria (2004-2005), Croatia (2005), 
Czech Republic (2005-2006), Estonia (2004-
2005), Germany (2005-2006), Finland (2005), 
France (2004-2005), Indonesia (2005), Israel 
(2005), Japan (2004-2005), Kazakhstan (dif-
ferent years), Latvia (2005), Romania (2004-
2006), Slovenia (2005) and Spain (2004-2005). 
The online edition contains some 1,800,000 
references on all subjects from 1979 to the 
present.
UNESCOUNESCO index@unesco.org 
www.unesco.org/culture/translationum

Services

Google adds ten new languages
Google has added ten new languages to 

its translation software. The entries include 
Bulgarian, Croatian, Czech, Danish, Finnish, 
Hindi, Norwegian, Polish, Romanian and 
Swedish, bringing the grand total to 23. 
The company has also introduced a cross-
translation feature allowing for less com-
mon pairings such as French to Chinese 
and Bulgarian to Hindi. 
Google, Inc.Google, Inc. www.google.com

MULTILINGUAL QA testing service
MULTILINGUAL QA Ltd., a provider of 

localization testing services, has unveiled 
its 360 Degree Testing Service — expanded 
testing methodology that provides source 
language quality for each translated version 
of software and documentation. The 360 
Degree process involves validating software 
by installing and running according to the 
documentation only and then conversely 
validating the documentation specifi cally in 
context of the software in use.
MULTILINGUAL QA Ltd.MULTILINGUAL QA Ltd. 
sales@multilingualqa.com
www.multilingualqa.com

Syn-Tactic web-based TMS
Syn-Tactic, a consultancy for documenta-

tion and localization-related processes and 

 Blogos Bits — www.multilingualblog.com

Chinese Facebook Launched - Ish
Facebook in Chinese (Simplifi ed, I presume) is available. The Wall Street Journal (a 

fi ne publication I read every morning in my local store until the Polish guy comes over 
and tells me to either buy it or get out) has the story. . . .

More Global Accessibility: WebbIE 3.6.10 Available - 
   Language Versions Too

We’ve had a couple of articles written in MultiLingual on the subject of internation-
alization and global accessibility requirements: The fi rst by myself on the leverage points 
between accessibility enabling and internationalization, and the other by Libor Safar on 
what’s required and available worldwide for the user with visual impairment. . . .

The Global English Style Guide
I met John Kohl of SAS again at the recent aQuatic conference in Berlin, and learnt 

about his new book The Global English Style Guide: Writing Clear, Translatable Docu-
mentation for a Global Market. . . .

Centre for Next Generation Localisation (CNGL) in Ireland
You may have missed this. Dublin City University in Ireland has hosted the inaugural 

convention of the Centre for Next Generation Localisation (CNGL). This included the 
signing of an Intellectual Property Framework agreement, opening the way for 14 mil-
lion euros in industry funding for research into the area. . . .

Web Globalization Lessons for the EU: “Where’s My Stuff?” and WEEE
The European Consumer Centres network, by way of the European Online Market-

place Report, tells us that the non-delivery of goods, purchased over the internet, 
accounts for half of all their consumer complaints. . . .  

— Entries by Ultan Ó Broin

Aberdeen group contrasts Best-in-Class with “Laggards”
If you’re interested in getting a copy of the Aberdeen group’s recent “Documentation 

Goes Global” report (at the price of an e-mail address), click here. When asked what the 
most signifi cant fi nding of the report was, research director Chad Jackson said: “I think the 
growth in localization spend is alarming. In the past fi ve years, it grew 32% of Laggards 
compared to only 7% for Best-in-Class. We found a correlation with that performance of 
the Best-in-Class with their use of stricter control and execution of processes along with 
Terminology and Translation Management solutions.”

In other words, we might not be doing so hot. We’re better at lagging behind than 
springing ahead. (Or are we?)    

— Entry by Katie Botkin
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services, has developed the latest version 
of its web-based terminology management 
system. It promotes collaboration among 
language service providers, translators and 
customers. A downloadable quick reference 
is available on Syn-Tactic’s website.
Syn-TacticSyn-Tactic info@syn-tactic.com 
www.syn-tactic.com

MetaTexis for TinyTM
MetaTexis Software and Services, a closed-

source translation memory (TM) vendor, has 
just released a variant of its MS Word client 
with support for the TinyTM server. Users 
with the TinyTM open-source client and 
users with the MetaTexis closed-source cli-
ent can now connect to the same server and 
work together. TinyTM is an open-source 
TM that features a client-server web archi-
tecture, fuzzy matching, multiple TM and 
glossaries and TMX support.
TinyTMTinyTM frank.bergmann@project-open.com 
http://tinytm.sourceforge.net
MetaTexis Software and ServicesMetaTexis Software and Services 
info@metatexis.com, www.metatexis.com

Moravia Process 
Optimization Practice

Moravia Worldwide, a globalization solu-
tions provider, has established the Moravia 
Process Optimization Practice to address 
language technology challenges and help 
clients establish translation and localiza-
tion best practices, related especially to the 
complete multilingual process ranging from 
authoring to translation and to publishing. 
The service includes consulting, translation 
process analysis and design, development of 
custom translation workfl ows and provision 
of customized process-related and technol-
ogy-related seminars.
Moravia WorldwideMoravia Worldwide 
europe@moraviaworldwide.com 
www.moraviaworldwide.com

PROMT website localized in Spanish
PROMT, a developer of machine transla-

tion products and services, has created a 
Spanish language version of the company’s 
website. The complimentary Spanish lan-
guage version of its automated translation 

service — www.online-translator.com — is 
still available to users for the translation of 
text and websites to and from Spanish and 
six other major European languages.
PROMTPROMT info@e-promt.com, www.e-promt.com

Asia Online SMT platform, 
Clay Tablet connection

Asia Online Portals (Thailand) Limited, 
an international web portal company that 
leverages technologies to create and deliver 
content online, has announced the release 
of its statistical machine translation (SMT) 
platform with support for 203 language 
pairs. The new platform is a combination of 
processes, technology and a new model for 

working with large-scale content publishers 
and language service providers with cus-
tomers who have large-scale, bulk transla-
tion requirements.

Clay Tablet Technologies and Asia Online 
Portals have partnered to jointly develop 
integration between Asia Online’s SMT 
platform and Clay Tablet 2.0. The agreement 
enables any content in an organization’s 
content management system to be translated 
into more than 200 different language pairs.
Asia Online Portals (Thailand) LimitedAsia Online Portals (Thailand) Limited 
www.asiaonline.net
Clay Tablet TechnologiesClay Tablet Technologies 
info@clay-tablet.com, 
www.clay-tablet.com

Interested in more news 
about the industry?

Subscribe to our free biweekly 
electronic newsletter at

www.multilingual.com/news 

Not Dutch and nicht Deutsch . . .
  
In reference to the article “Handheld translation devices — then and now” by John 

Freivalds (MultiLingual #94, March 2008), several readers contacted us regarding an 
error in the article. The article contains the following sentence: “The German shared 
the manual with the French. The German word for manual is striking compared to the 
French, gebruikersshandleiding as opposed to the melodious mode d’emploi.”

The word gebruikersshandleiding is not the German word for manual. The German 
word for manual is Gebrauchsanleitung.

                 — Editorial staff
 
   
We are always pleased to hear from our readers. To comment, correct or expand on a 

topic or article found in MultiLingual, write a letter to editor@multilingual.com

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

The production of top-quality product documentation is extremely time and cost-
intensive. With product enhancements happening more and more quickly, product
users the world over need the latest technical details on ever shorter notice. In order to
meet those demands, the information, translations and technical terms contained in
the documentation must be reliably analyzable and re-usable.

Based on many years of research into fundamental principles and upon experience
from delivering global custom technical information solutions, the STAR Group spe-
cializes in developing methods, processes and technologies that precisely deliver re-
usable data. In doing so, STAR offers international industrial corporations the means
with which to construct their information strategy on a foundation of high-quality,
cross-platform data availability.

STAR supports you with services and software for your entire information life-cycle,
maximizing your data re-usability for today, tomorrow and the distant future.

STAR Group America, LLC 
5001 Mayfield Rd, Suite 220
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EAMT 2008 
September 22-23, 2008, in Hamburg, Germany. 

European Association for Machine Translation, info@eamt.org
www.eamt.org/eamt2008/EAMT2008-CfP-1.html

Computers and Translation —  
Software and Website Localization 

September 22-24, 2008, in Saarbrücken, Germany. 
Universität des Saarlandes, kh.freigang@mx.uni-saarland.de
http://fr46.uni-saarland.de/fbs2008

ISTC Conference 2008 
September 23-25, 2008, in Nottingham, UK. 

Institute of Scientifi c and Technical Communicators 
istc@istc.org.uk, www.istc.org.uk

Vendor Management Seminar 
September 25-26, 2008, in Santiago, Chile. 

IMTT, vmseminar@imtt.com.ar, www.imtt.com.ar/vmseminar_2

October
TAUS Round Tables — Localization Business Innovation 

October 1, 2008, in Paris, France. 
October 2, 2008, in Brussels, Belgium. 
October 7, 2008, in San Jose, California USA. 
October 10, 2008, in Chicago, Illinois USA. 
October 29, 2008, in London, UK.
October 30, 2008, in Dublin, Ireland.

Translation Automation User Society 
www.translationautomation.com/meetings

CustomerCentric Sales Workshop 
October 1-3, 2008, in Barcelona, Spain. 

Common Sense Advisory, info@commonsenseadvisory.com
http://commonsenseadvisory.com/training/customer_centric.php

ELIA/GALA Networking Days 
October 2-4, 2008, in Lisbon, Portugal. 

ELIA and GALA, www.elia-association.org

TAMA CANADA 2008
October 9-10, 2008, in Gatineau, Quebec, Canada. 

TermNet, tama2008@uqo.ca, www.uqo.ca/tamacanada2008

Localization World Madison 2008 
October 13-15, 2008, in Madison, Wisconsin USA. 

Localization World Ltd., info@localizationworld.com 
www.localizationworld.com/lwmadison2008/cfp.php

AMTA 2008 
October 21-25, 2008, in Waikiki, Hawai’i USA. 

Association for Machine Translation in the Americas
president@amtaweb.org, www.amtaweb.org/AMTA2008.html

Languages & The Media 
October 29-31, 2008, in Berlin, Germany. 

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

July
7th LRC Internationalisation 
and Localisation Summer School 

July 29-August 1, 2008, in Limerick, Ireland. 
Localisation Research Centre, clp@tilponline.org
www.localisation.ie/resources/courses/summerschools/2008

August
XVIII FIT World Congress 

August 4-7, 2008, in Shanghai, China. 
Translators Association of China, www.fi t2008.org/E_fi t2008

Coling 2008 
August 18-22, 2008, in Manchester, UK. 

International Committee for Computational Linguistics
www.coling2008.org.uk

20th Summer Session of CETRA 2008 
August 18-29, 2008, in Leuven, Belgium. 

Centre for Translation Studies, reine.meylaerts@arts.kuleuven.be
www.kuleuven.be/cetra/summer_school/summerschool.html

ProZ.com Regional Conference 
August 23-24, 2008, in Montevideo, Uruguay. 

ProZ.com,www.proz.com/conference/23

September
32nd Internationalization & Unicode Conference 

September 8-10, 2008, in San Jose, California USA. 
Object Management Group, info@unicodeconference.org
www.unicodeconference.org

Babel Wiki Workshop: Cross-Language Collaboration 
September 8-10, 2008, in Porto, Portugal. 

Wiki-Translation, babelwikiworkshop@gmail.com
www.wiki-translation.com/BabelWiki

Computers and Translation — TM Systems
September 15-19, 2008, in Saarbrücken, Germany. 

Universität des Saarlandes, kh.freigang@mx.uni-saarland.de
http://fr46.uni-saarland.de/fbs2008

TAUS Round Tables — Localization Business Innovation 
September 18, 2008, in Amsterdam, The Netherlands.
September 24, 2008, in Copenhagen, Denmark. 

Translation Automation User Society 
www.translationautomation.com/meetings

UA Conference — Europe 2008 
September 18-19, 2008, in Edinburgh, Scotland. 

Matthew Ellison Consulting and Writers UA 
info@uaconference.eu, www.uaconference.eu

Localization Project Managers Roundtable 
September 21-23, 2008, in Lake Tahoe, California USA. 

The Localization Institute, info@localizationinstitute.com
http://localizationinstitute.com

C
alendar
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The Guide to Going Global is available as a free 
download at www.multilingual.com/gsg. As an 
insert in the April/May 2008 MultiLingual, the guide 
offers insight into going global online, localization 
technology, what to think about when expanding your 
business globally, building an international team and 
some basic common sense to remember in all of this. 
While you are at this web page, you can download 
any and all of our previous guides in either print 
or screen-quality form. 

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 
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TTThe subtitle of John Kohl’s new how-to 
text admirably captures both the goal and 
the achievement of this book. Written in 
a style and format comparable to those of 
many college-level composition and writing 
textbooks, but intended for individuals’ inde-
pendent use, The Global English Style Guide: 
Writing Clear, Translatable Documentation 
for a Global Market (hereafter, GESG) clearly 
and exhaustively takes its target audience 
through a range of writing concerns relevant 
not just to writers and translators of techni-
cal English but also to any writer who cares 
about producing precise, correct and easily 
processed prose for native and non-native 
English speakers worldwide, including those 
involved in product or service localization. 
As Kohl says, “This book is intended for any-
one who uses written English to communicate techni-
cal information to a global audience” (p. xiii). 

GESG contains nine multi-sectioned chapters, plus a preface that 
identifi es the book’s intended audience and provides other useful 
background, four appendices that expand on and/or complement 
the content of earlier chapters, a glossary of grammatical terms, a 
bibliography, and an index. The chapters cover a variety of grammar 
and writing topics central to Kohl’s aims, “focusing primarily on 
sentence-level stylistic issues, problematic grammatical construc-
tions, and terminology issues” (back cover) and including advice on 
using modifi ers (Chapter 4), pronouns (Chapter 5), and syntactic 
cues (Chapter 6), plus consideration of other topics ranging from 
mechanics (Chapter 8) to simplifying writing style (Chapter 3) and 
vocabulary and phrasing (Chapter 9). The appendices in their turn 
deal with content reduction (Appendix A), prioritizing Kohl’s guide-
lines (Appendix B), working with introductions to lists (Appendix 
C), and the link among translatability, readability and syntactic 
cues (Appendix D). In addition, a website (www.globalenglishstyle 
.com) has been established to support GESG by offering “additional 

content that is likely to change or that . . . 
could not be included in the book,” and also 
gives GESG readers an avenue for providing 
feedback about the book (p. xv). 

The textbook-like nature of GESG emerges 
from a number of features that also contrib-
ute to its versatility for users (boldface and 
underlining in all examples to follow are in 
original): 

Each chapter starts with a detailed 
table of contents for its many bold-headed 
subsections and prominently displays num-
bered guidelines and sub-guidelines that are 
then cross-referenced by both number and 
name in other chapters. For example, Guide-
line 3.5: “Use short, simple verb phrases” 
(p. 39) is followed by two sub-rules, 3.5.1: 
“Avoid unnecessary future tenses” (p. 30) 
and 3.5.2: “Simplify other unnecessarily 
complex tenses” (p. 40). 

Kohl’s Cardinal Rule of Global English (“Don’t make any change 
that will sound unnatural to native speakers of English”) and its 
corollary — “There is almost always a natural-sounding alternative if 
you are creative enough (and if you have enough time) to find it!” 
— are also repeated more than once in different chapters (Chapter 1, 
pp. 4-5; Chapter 3, p. 43; Chapter 4, p. 90; Chapter 6, p. 113). 

Footnotes offer everything from clarifications and defini-
tions to recommended readings, websites, and cross-references to 
other sections of the book. Chapter 1’s first footnote, for instance, 
both recommends use of controlled English for beginning English 
speakers and refers readers to a later section in the same chapter, 
while the note on the next page defines localization and footnote 
3 explains alternate terms for controlled-authoring software and 
refers readers to the GESG website.

R
eview

s

Deborah Schaffer is Professor of English at 
Montana State University-Billings. Her degrees 
are in linguistics, and her research interests lie in 
popular linguistics topics.

The Global English Style Guide

Reviewed by Deborah Schaffer
Useful content makes for a worthwhile reference

The Global English Style Guide: 
Writing Clear, Translatable 
Documentation for a Global 
Market. John R. Kohl, SAS 
Institute, Inc., 2008, $39.95. 
Softbound, 310 pp.  
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Tables, flowcharts and other graphic material efficiently 

illustrate information presented more densely or, alternatively, in a 
more scattered fashion, in the text, as well as supplying details or 
examples that supplement the text’s content. Thus, for example, 
an unnumbered chart on page 16 lists the symbols Kohl uses 
to label each sample sentence in the book, accompanied by an 
explanation of their significance.

Examples of all sorts abound, most of them clearly set off by 
boldfaced headings and many presented in easy-to-scan charts. In 
particular, multiple examples of problematic sentences and their 
improved revisions demonstrate the application of every guideline 
and sub-guideline, accompanied by explanations of both problems 
and solutions. Some problem sentences even have more than one 
possible revision offered for them, prioritized according to desir-
ability. For example, one of the sentences on page 42 illustrating 
violation of guideline 3.6: “Limit your use of passive voice” (p. 41) 
reads “The following steps should be performed to modify the 
Initial Contact Date:”; it is first rewritten as “To modify the Initial 
Contact Date, perform the following steps:” and given a check-
mark, but is then further revised to “To modify the Initial Contact 
Date, follow these steps:” (p. 42), which receives a check-plus for 
reducing the word count even further than the first revision does. 

Numerous useful references for further reading are offered 
not just in the bibliography and one or two footnotes, but also 
scattered throughout the text itself at precisely those points 
where readers might feel the need to explore research or analysis 
of some topic in more depth. As early as page 10, for example, 
Kohl refers readers to two references in the bibliography dealing 
with controlled-authoring software, and the last sections in both 
Chapter 2 and Chapter 8 recommend additional readings relevant 
to those chapters’ concerns.

Interestingly enough, Kohl offers no exercises to test readers 
on their mastery of the book’s guidelines (nor does the GESG 
website, where such extra materials could easily be made avail-
able), a most obvious departure from standard textbook design 
and an omission that may or may not be felt by readers, most of 
whom are probably not in the market for a college-style textbook. 
Some, however, might find additional sentences to revise (accom-
panied by an answer key) a useful supplement to the information 
provided everywhere else, perhaps placed in another appendix or 
on the book’s website, where they would not interrupt the book’s 
flow for those readers who are not interested in such a feature. 
It is, of course, possible that many readers will find themselves 
working out possible revisions to many of the problem sentences 
in the book before reading Kohl’s versions, as I did, but making 
even more examples available for the most industrious readers to 
work on could still be beneficial; after all, as Kohl himself argues 
(p. xiv), better to provide too much explanation than not enough, 
and the same might be said for opportunities to practice skills. 

The book’s design and organization thus allow for readers to 
use chapters independently while also being able to fi nd related 
material easily, without having to read the entire book or even 
resort to the index. Of course, a complete read-through will 
highlight the frequent repetition of information built into both 
chapters and appendices, but it will also give the user a greater 
sense of the issues involved and how they relate to one another 
and to Global English use and translation concerns. In fact, the 
repetition and cross-referencing should facilitate the effi ciency 
with which readers can locate and use specifi c chapter sections of 
most relevance to concerns that arise during actual writing tasks. 

And in terms of general writing quality, I do fi nd GESG to be a 
highly readable book. It offers no real laughs, of course (his most 
amusing turn of phrase for me occurs in one of his Appendix D 
sub-headings, “Caveat Scriptor: Let the Writer Beware!” [p. 268]), 
is certainly not bedtime reading, and is unlikely even to be read 
through in one sitting. But it is quite easily processable even when 
dealing with more technical topics, such as the review in Appendix 
D of research on syntactic cues’ role in improving translatability 
and readability. Kohl’s writing is consistently lucid and engag-
ing, traits nicely illustrated by his last words in Appendix D: “The 
syntactic cues guidelines help fi ll a signifi cant gap in the ‘writing 
for international audiences’ literature. These guidelines are solidly 
supported by research, and they have been well received by transla-
tors, localization managers, and non-native speakers of English. A 
thorough understanding of syntactic cues can help many authors 
take a giant step toward a writing style that is eminently suitable 
for a global audience” (p. 274). 

His logic is also compelling, especially where he points out the 
special vocabulary and syntactic needs of non-native English-
speaking translators and other readers. Take, for example, his 
argument on pages 126-127 that while relative clauses following 
nouns are easier for non-native speakers to analyze than simple 
adjectives following nouns (“The data that is available in the 
episode log includes the following types of data” vs. “The data 
available in the episode log includes the following types of data”), 
the best revision of all is simply to reformulate sentences to be as 
concise and clear as possible (as in “The episode log includes the 
following types of data”). And Kohl's concern for his audience is 
made clear both by the helpful design and content of the book 
and by his solicitous tone and use of second person (consider his 
statement on page xiv of the preface, for example: “In any case, 
I abhor overgeneralizations and oversimplifi cations, and I tend to 
analyze things to death. As you read this book, I hope you will view 
that personality trait as an asset rather than as a shortcoming!”). 

Overall, then, GESG offers advantages typical of both a techni-
cal manual and a composition or writing handbook, but more 
personally and personably than most examples of such books I 
have encountered. 

However, I do feel the need to put one fairly minor reserva-
tion on the record: from the point of view of a composition 
teacher who spends much of her time trying to get students 
to establish explicit logical connections between ideas and, in 
general, to reduce choppiness and increase fl ow in their writ-
ing, some of Kohl’s advice, especially those guidelines that take 
what amounts to an anti-sentence-combining stance (some of 
which are described later in this review), really goes against the 
grain. But of course, his target audience is not college freshmen, 
but professional writers concerned about clarity and precision in 
technical texts to be read by both native and non-native speakers 
of English, and even by machine-translation software in addi-
tion to human translators, given the growing role of automated 
translation worldwide. 

And Kohl is well qualifi ed to offer advice in this fairly special-
ized area of English writing. He has worked as a technical writer 
and technical editor since 1992 and is a charter member of the 
Association for Machine Translation in the Americas. Addition-
ally, he has a B.A. in German and an M.A. in Teaching English 
as a Second Language. He also demonstrates solid knowledge of 
both traditional grammar and linguistic approaches to syntactic 
analysis. For example, on the one hand, he offers expert advice 
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on dealing with noun-phrase patterns and verb forms (see the 
sections explaining Guideline 3.7: “Consider defi ning, explain-
ing, or revising noun phrases” and Guideline 6.6: “Revise past 
participles,” for instance), and then, on the other, he confi dently 
explains determiners (a linguistics-derived category of adjectives 
not all writers are familiar with; see page 156) and dismisses “pre-
scriptivist rules against ending sentences in prepositions, splitting 
infi nitives, and so on, unless . . . applying one of those rules 
would improve the example sentence” (p. xv). 

As it happens, I can take issue with only two of his grammar 
analyses, both minor. First, his dangling-modifi er example on page 
64 — “Based on your income, your employer adds money to your 
take-home pay in each paycheck” — actually only involves a(n 
arguably) misplaced modifi er (reassuringly, his discussion of dan-
gling –ING phrases in 7.3 is on target). Second, with regard to the 
sentence “Put commands that change the user’s view of data on 
the View menu” (p. 78), his argument that it is ambiguous because 
the fi nal prepositional phrase could be modifying either put or data
ignores the fact that put requires a location complement as well 
as a direct object, so the sentence would in fact be ungrammati-
cal (incomplete) rather than ambiguous if the prepositional phrase 
were intended to modify data. Clearly, though, neither quibble is 
going to damage Kohl’s overall credibility as a grammarian.

So in the context in which this book will be used, all of Kohl’s 
recommendations, even those that increase repetition and decrease 
conciseness or coherence (thus going against received sentence-
combining wisdom), are not just grammatically valid, but also 
make sense. A few examples:

He urges the repetition of articles, adjectives, prepositions, 
and other words in compound phrases where their omission might 
result in ambiguity, as in “Table 8.1 shows average ages and 
salaries for employees in each division,” which can be most easily 
disambiguated by repeating average before salaries (p. 90). 

He prefers shorter, separate sentences over longer ones using 
relative clauses or modifying phrases that might increase process-
ing complexity or ambiguity, and thus translation difficulty; so, 
for example, he recommends reworking “CGI-based technology: 
a technology that is based on the Common Gateway Interface 
standard, which enables applications to communicate with Web 
servers” into “CGI-based technology: a technology that is based 

on the Common Gateway Interface standard. CGI enables appli-
cations to communicate with Web servers” (p. 36).

But he also recommends converting modifying phrases into 
relative clauses for the same reasons as given for the preceding 
guideline; thus, “Include comments to explain the capabilities
being defined” becomes “Include comments to explain the capa-
bilities that are being defined” (p. 135).

Also for reasons of processing and translating ease, he 
suggests avoiding idioms and other purely English shortcuts in 
writing, like the use of (s) to cover both singular and plural noun 
possibilities, as in the sentence “Return the column(s) to their 
original position(s),” which he rewrites as “Return each column
to its original position” (p. 184).

Overall, Kohl does provide convincing justifi cations for his 
advice and stresses the different stylistic expectations and needs 
of Global English vs. other forms of English writing, especially 
those required of a typical native-English-speaking college or 
business writer. In fact, in Appendix D, Kohl even supplies argu-
ments readers can use to answer possible objections their superi-
ors might offer to the perceived costs of using extra syntactic cues 
— a major source of the extra repetition (and to some extent, extra 
word counts) in GESG texts, but also a key means of reducing 
translation problems and their associated costs.

All things considered, then, I have to agree with the highly 
laudatory quotes from technical editors and others presented at 
the front of the book: GESG both serves Kohl’s purpose and pro-
vides a useful resource for technical-Global-English users. Many 
readers, native and non-native English speakers alike, might even 
appreciate the review of grammar and mechanics niceties as much 
as they do the broader writing lessons, especially as some of the 
former seem to be little known these days (for example, hyphen-
ating pre-noun adjective phrases such as the one in “operating-
environment resources” [p. 178]). As the back cover somewhat 
illogically proclaims, “Technical writers, technical editors, science 
writers, and training instructors are just a few of the professions 
for which this book is essential reading,” and while Kohl and I 
would no doubt both take great delight in rewriting that sen-
tence, I can still second its claim that professionals in this target 
audience should fi nd more than enough useful content in GESG
to make it a worthwhile addition to their reference shelves.  M

T A U S W o r l d  T o u r
Check for dates and locations and register early to ensure your 
seat at a TAUS Localization Business Innovation Round Table.

For details, go to
www.trans lat ionautomation.com

September 2008 – March 2009
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and customers, including the local government, who may pas-
sionately enforce the proper use of the locally-preferred names. 

As I’ve also discussed here before, it can be helpful to view 
place names through these three different but closely interre-
lated fi lters:

History and culture: The existence of a place name purely 
through historical circumstances. Often this is the fi rst name 
that is applied by a culture to a place or geographic object such 
as a river, lake or mountain, and it is perpetuated through time.

Government: The naming of geographic phenomena via 
a national government, often an agency that is specifi cally 
designated for such a task and is responsible for managing the 
offi cial names.

Geopolitics: Somewhat a hybrid class of the fi rst two, this 
typically involves the contentious names that often result as 
a side effect of government selection, although the historical, 
cultural and/or political validity of the name might be disputed 
by another government.

While many factors infl uence geographic names, these three 
are the chief forces that infl uence name choices and help 
enfl ame name disputes. So with these aspects in mind, I’d like 
to discuss the Persian/Arabian Gulf naming dispute and put it in 
the proper historical, governmental and geopolitical context. 

From a historical viewpoint, this maritime feature has been 
called the Persian Gulf in a majority of western maps and 
atlases, probably based initially on Ptolemy’s second-century 
monumental work Geographiki Yphigesis or Guide to the 
Description of the Earth, usually called Ptolemy’s Geographia. 
While the Latin name Sinus Arabicus (Arabian Gulf) in old maps 
often refers to the Red Sea, it was also applied to the body 
of water between the Persian Empire (present-day Iran) and 

EEvery once in a while, a geopolitical issue comes 
along that can really stir up the masses and cause 
a lot of angst, argument and contention. Some-
times it might be over political cartoons about a 
religious fi gure, sometimes it could be the outrage 
about holding the Olympic Games in a controver-
sial country, and sometimes it could be a misspo-
ken word in a political speech or a wrongly used 
symbol in a video game. The range of possibilities 
is very broad. One of those areas of sensitivity I’ve 
previously touched upon is that of place name 
usage. The contentious naming of the Persian/Ara-
bian Gulf in the Middle East is one such sensitive 
area. This body of water lies between Iran and 
the Arabian Peninsula and is bordered by Iran, 
Iraq, Kuwait, Saudi Arabia, Bahrain, Qatar and the 
United Arab Emirates (UAE).

Since it’s been a while since I covered the use of place names 
— often referred to as toponyms by cartographers, a term origi-
nating from the Greek roots topos meaning place and ounouma 
meaning name — I’d like to refresh the reader a bit on the topic. 
Toponyms can often embody the culmination of strong cultural, 
geopolitical and historical sentiments, and thus this special 
class of content needs to be managed with more caution than 
perhaps other text content. The degree to which a place name 
is sensitive is tied often to its discoverability, which often makes 
it more sensitive in conjunction with the use of a map. Perhaps 
a more helpful way to approach toponyms is as a type of text 
content that has the strong potential of being a “gateway” to 
opening deeper issues, such as nationalism, cultural history, 
colonialism and ethnicity. In that context, you can understand 
how even one name can create potential rifts with local partners 

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

A Gulf of an issue

Off the Map Tom Edwards
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the Arabian Peninsula. Several historical 
maps clearly show Sinus Arabicus as the 
name for the gulf feature; however, it 
simply wasn’t as prevalent as the usage 
of Persian Gulf or its local language 
equivalents. In the early Islamic era, 
Muslim geographers typically called the 
body of water Bahr Fāris (Persian Sea) 
or Khalı̄ Fāris (Persian Gulf). Later, the 
majority of European maps from the 
seventeenth century onwards used similar 
terms (Sinus Persicus, Persischer Golf, 
Golfo di Persia and the like, in different 
languages) when referring to the Persian 
Gulf, very likely taking the name from 
the Islamic sources. Cartographically 
speaking, these were a major source of 
information for European geographers 
after the end of the Dark Ages since the 
Muslim geographers kept the science 
thriving during that time. 

In the 1950s, the governmental side of 
this naming issue clearly came into sight 
as Pan-Arab nationalists chose to adopt 
the use of Arabian Gulf as a key icon of 
their movement and thus began a strong 
reassertion of the name. Some Arab 
governments, such as the UAE, legally 
enforced the requirement that only the 
name Arabian Gulf be used for this body 
of water. The term Persian Gulf would 
not be tolerated. In response, the Iranian 
government acted more aggressively to encourage the canonical 
usage of Persian Gulf, since it was clearly the more historically 
prevalent name, and thus the naming dispute as we know it 
today was initiated. Part of the contention between at least Iran 
and the UAE is a couple of ongoing territorial disputes in the 
gulf, over the islands of Abu Musa and the Greater and Lesser 
Tunb islands. No doubt the name debate added yet another 
point of contention to the mix.

The onset of the fi rst Gulf War in 1991 and the region’s 
appearance in global media further highlighted the dispute 
and raised its prominence as each side struggled for its name 
to fi nd acceptance in the global lexicon. Thus, the geopoliti-
cal confl ict on this issue really began. Because of the long-
term prevalence of the Persian Gulf name and the very strong 
opinions of Iranians on the subject — both in Iran and globally, 
particularly in the United States — the Iranian side has been 
far more active and responsive in terms of enforcing the use 
of its own name, Khalij-e Fars (Persian Gulf). Meanwhile, a 
general lack of fervency on the Arabian Gulf side of the issue 
has caused some to question the legitimacy of the name. Yet 
just because some Arab states may not be reacting as force-
fully and loudly as the Iranian side doesn’t mean that their 
claim and/or preference is invalidated for the alternate name 
al-Khalij al-‘Arabi (Arabian Gulf).

Some media outlets such as the BBC and The Economist 
were so frustrated by the two factions that they tried using the 
colloquial term The Gulf to avoid the issue entirely. However, 
they quickly discovered that this isn’t a viable practice (nor is 

it historically accurate as a geographic 
name) as Iran has outlawed both terms 
— Arabian Gulf and The Gulf. The Gulf 
Cooperation Council of Arab States has 
likewise banned the use of Persian Gulf 
and disfavors the term The Gulf. The 
Iranian government outright banned 
National Geographic’s world atlas in 
2004 for double-labeling the maritime 
feature as Persian (Arabian) Gulf and 
likewise banned The Economist in 2006 
for using a simplifi ed term The Gulf. 
Meanwhile, many US government maps 
have used Persian Gulf with no second 
label, but this hasn’t been a consistent 
practice. At times, US military com-
munications have used Arabian Gulf as 
the only reference, which is considered 
to be perhaps a residual sign of the 
political tensions between the United 
States and Iran. With the cooperation 
the United States is receiving from Arab 
Gulf States in relation to the Iraq war, 
it makes sense that the military may be 
using the term Arabian Gulf to satisfy 
their host governments.

So how should a content provider 
resolve this tricky and contentious 
issue? Companies and organizations will 
often seek help from some neutral body 
such as the United Nations (UN) for an 
answer. Two editorial directives issued 

by the UN Secretariat in 1994 and 1999 both affi rmed the posi-
tion of the organization that Persian Gulf should be the only 
name used in UN documentation, and supporters of that name 
often cite these directives as defi nitive proof. And yet, state-
ments made in some UN meetings — such as meetings of the 
UN Group of Experts on Geographic Names in 2007 — indicate 
an openness to both names: “Any country and any cartographic 
institution can employ either, and preferably both names, to 
the ‘high’ or international areas of the sea under discussion.” 
The bottom line is that these UN editorial directives were 
mainly intended for “internal use only” and were never meant 
to be construed as defi nitive UN policy statements.

This is one of those tricky geopolitical issues where the con-
tent creator/provider needs to carefully consider the context of 
presentation. For most situations, the most fair and defensible 
policy is to display both Persian Gulf and Arabian Gulf as valid 
naming options. For US-based companies that are not allowed 
to do business in or with Iran due to US government sanc-
tions, this might relieve some of the burden of being careful 
about a reaction from Iran. But remember that Iranian citizens 
and other people who are passionate about this issue are well 
distributed abroad, so just because the Iranian government 
doesn’t react doesn’t mean you’ll avoid controversy. Conversely, 
remember that using the more prevalent name of Persian Gulf 
could be a serious business roadblock if operations are involved 
in the dynamic economy of Dubai. In the end, extreme pru-
dence on this issue is recommended as you carefully consider 
the potential sensitivities of your intended audience.  M

This map displays the name Arabian Gulf, preferred 
by the Arab states surrounding this body of water. 

(Map © GraphicMaps.com)

A map showing the name Persian Gulf adamantly 
reinforced by Iran and Iranian citizens worldwide.

(Map courtesy of the CIA)

www.multilingual.com July/August 2008  MultiLingual  ||

22-23 Edwards #97.indd   2322-23 Edwards #97.indd   23 7/2/08   1:59:03 PM7/2/08   1:59:03 PM



C
ol

um
n

24

I

In my lifetime, I have had one powerful drug sometimes sold on 
the street under the name “China White.” It is an opioid painkiller 
known as fentanyl in its medicinal form, and when I had it, I was 
recovering from massive burns to my body. I was kept unconscious 
and it was administered by two anesthesiologists, but it was still 
strong to the point of causing delusions. Today, four years later, I 
could still write a book on its impact on my mind. I can’t imagine 
someone taking it without knowing its effects.

I have a mild-mannered friend I used to play 
basketball with, a big guy, about 6-foot-5, who 
was always willing to give me an elbow to the 
head when we played. When he became a deputy 
sheriff in Minneapolis, Minnesota, he started out 
trying to be nice: “Sir, could you please come out 
of the house with your hands up?” He quickly 
learned that he was always going back to the same 
houses to deal with the same troublemakers. In the 
end they would only listen to and obey “Get the 
&#*$ out of the house, you &%$ dirtbag!”

There are few more vexing problems in the United States 
than the war on drugs, and an essential part of dealing with 
it, at least for undercover agents, is understanding what the 
drug dealers are saying. A variety of US government agen-
cies from the Drug Enforcement Agency (DEA) on down has 
hired a number of translation fi rms and organizations to 
make them world savvy in the drug trade. 

The language vendor subculture for the DEA is big busi-
ness. It contracted US$132 million from 1995 to 2004. The 
money went to fi rms such as MVM, Diplomatic Language 
Services, Inc., and Language Liaisons (which guarantees its 
linguists “have passed exams that tests [sic] their performance 
and ability to interpret without adding, deleting, paraphrasing, 
or changing the meaning of the source language”), SKYdea, 
WRSystems and MetLang. As we go to press, MetLang is look-
ing for an interpreter who understands “ebonics, street slang 
and wants to work in the exciting fi eld of law enforcement.”

In the multilingual globalization world, there are sanitized codi-
fi ed glossaries about medical devices, farm equipment and IT, but 
there are others that have to be mastered as well. What’s true in 
the drug trade is true in any business: you have to understand the 
lingo to get by or, in this case, even survive.

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

Drug dealers’ dictionaries

World Savvy John Freivalds

Street term Defi nition

Amp Amphetamine; marijuana dipped in 
formaldehyde or embalming fl uid

California Sunshine LSD

Candy Blunt Marijuana inside a cigar dipped 
in cough syrup

Dime bag Street name for a packet of 
illegal drugs that is sold for $10 

Macaroni (Reefer, Mary Jane, 
Skunkweed, Grass, Ganja, 

Green, and on and on)
Marijuana 

Macaroni and Cheese $5 pack of marijuana 
and a dime bag of cocaine   

Meth speed ball Methamphetamine combined with heroin

Quarter  ¼ ounce or $25 of drugs

Score To purchase drugs

Zoomer A person who sells fake crack 
cocaine and then fl ees 

Table 1: Examples of slang in the US drug scene. 
(Source: Offi ce of National Drug Control Policy)
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One fellow in Pittsburgh 

made an even stronger ver-
sion of this drug, which is 
called 3-methyl-fentanyl and 
is 2,000 times stronger than 
heroin. It was sold under the 
motto “Get high or die try-
ing.” This one version report-
edly killed 300 addicts who 
mixed it with heroin.

To break into this drug 
subculture, you have to un-
derstand the lingo. For obvious 
reasons, you could never get 
away with saying “Excuse me, 
sir, but could I trouble you 
for one dose, medium size, of 
methylenedioxymethamphet-
amine, to go?” (Translation: 
ecstasy)

How extensive is the dic-
tionary of drugs? The Indiana 
Prevention Resource Center has 
an online dictionary of over 
3,000 slang terms for drugs 
and access to 1,200 more from 
the National Drug and Crime 
Clearinghouse. A few US terms 
may be seen in Table 1.

It’s one thing just to list the street 
names for drugs in the United States; 
what the DEA notes by gathering street 
lexicons — not only on drugs but acts 
of violence — from around the world is 
altogether different. I came across these 
world terms when the fi rm I was associ-
ated with at the time was compiling 
these glossaries.

Although the DEA regularly employs all 
fl avors of linguists, it is now looking for 
someone from Uzbekistan, and Colombia 
always gets a lot of its attention. I was in 
the Peace Corps in Colombia years ago, 
and although I picked up a lot of slang 
when I took a basketball team to play at 
the National Prison in Bogotá, the drug 
terms were beyond me. 

Medellín is the heart of the Colombian 
drug trade, where various cartels are 
found. Since the drug lords are in one 
continuous fi ght with each other over 
market share, there is a need for media-
tion. The drug dealers’ methods of me-
diation often involve the use of sicarios
(assassins) or teenage killers — a cheap 
way to take somebody out. How cheap? 
Try US$50.

As with other underworld jargon, the 
sicarios’ language serves to isolate out-
siders by making it diffi cult for them to 

understand what the sicarios are talking 
about among themselves. The sicarios’ 
speech patterns and special terminol-
ogy are largely incomprehensible to the 
outsider. There is even an art fi lm you can 
rent on the subject called La virgen de 
los sicarios (Our Lady of the Assassins), 
but the Spanish is hard to understand. 

Some Colombian youth fi nd this sub–
culture’s colorful vocabulary, idioms 
and expressions fresh and invigorating. 
To some, the sicarios themselves have 
become a subspecies of folk hero because 
of their macho mystique and fl amboyant 

lifestyle. This also seems to 
happen in the United States 
when suburbanites try to 
imitate gangsta hip hop lingo 
and wear clothes to match. No 
matter the attraction, you can’t 
learn the terms in Table 2 at 
Berlitz, nor does Language Line 
offer a sicario interpreter.

In Mexico, where 1,000 
people have been killed in 
drug violence this year alone, 
there is a whole separate street 
vocabulary. In Mexico, for 
example, we have mota (pot), 
perico (cocaine), chiva (literally 
goat but meaning heroin), and 
dos plebes (armed traffi cking).

What really scares me is not 
the violent language of the 
drug dealers but the tepid “de-
velopmentese” that World Bank 
types use to try to counter the 
drug trade. The following devel-
opmentese is from a World Bank 
drug and development report 
commenting on the Afghan 
government’s strategy to deal 

with the opium trade: “There are tensions 
between the cautious tone in much of 
the document and the ambitious targets 
it sets, as well as pressures for quick and 
visible results, even at the expense of 
longer sustainable improvements. There 
are also implementation issues relating 
to prioritization and sequencing between 
interdiction, alternative livelihoods and 
eradication, and enormous needs to build 
capacity in governance, law enforcement, 
and the judicial and penal systems.”

So where will the mediation in this 
case come from?  M

Sicario term Defi nition

aguacate (avocado) police, cop

ascensor (elevator) prison stairwell down which inmates marked 
for death by fellow inmates are tossed 

bajar (abase, humble) to rob or kill

borrar (cross out) los 
testigos to get rid of witnesses

caceria (hunting party) manhunt

candela (candle, light) bullet

cantar (sing) to reveal under interrogation

cargar bronca (to load 
some noise) to be in a rage and seeking revenge

cliente (client) victim

dedicaliente (probably a 
play on caliente: horny) an individual who enjoys killing

encender a plomo (to 
light with lead) to shoot to death

feos (probably from 
feo: ugly) secret/undercover police

huevon (slow coach) idiot, dork, nerd

Table 2: Examples of slang used in underworld Colombia.
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global ambitions that reached no further than Western Europe, 
North America, and Japan,” notes Common Sense Advisory’s Don 
DePalma. “Today, the companies we talk to are anxious to fi nd 
the next big market, and that list of candidate markets always 
includes China, Russia, India, Brazil, Turkey, and a roll of smaller, 
fast-growing countries.”  

What does that exciting trend mean for your company? “What 
are your competitors doing in these markets? What about local or 
regional rivals you never heard of?” continues DePalma.

Unprecedented new global business opportunities are arising, 
with easier global reach possible, and more market maturity 
pertaining to everything from legal agreements to distribution 
channels. To gain a foothold and grow worldwide in increasingly 
competitive and worldly markets, you’d better not just be there. 
You’re going to have to be there and be good at it.

These growing economies represent real people buying goods 
and services. With that comes a competitiveness that has also 
been unprecedented. Emerging companies are not just going to be 
content with being cheap labor or assembly production sources. 

They are going to compete with products and services 
of their own, or copy successes and add their own 
refi nements. And keep in mind the barriers to entry 
are falling, so much that even smaller companies that 
historically wouldn’t venture out of their communi-
ties and certainly not their countries are doing so. 

I recently wrote, with some glee, in our Lingoport 
newsletter about a local ice cream shop, Glacier 
Homemade Ice Cream, which was embarking on a 
joint venture to create an upscale ice cream brand 
in China. The sheer audaciousness of this kind of 

global reach potential from a small company in something as 
low-tech and yummy as ice cream just delights me. Glacier is 
the sort of business that makes a great product, has a fun com-
munity atmosphere, and always has a line — even in the winter 
when it can get pretty cold here in Colorado. They have a total 
of fi ve locations in Colorado and one in California. Mark Mallen, 
the owner, is still scooping out ice cream and runs from store 
to store. So, purely in the name of research, my daughter and I 
went for a couple of scoops and to talk to him about it. 

IIn our industry there’s a great deal of well-
deserved tactical focus on technologies and pro-
cesses. But remember, new concepts and ideas that 
evoke emotion move people; numerical evidence of 
effi ciencies and incremental savings is usually less 
persuasive. Chances are that if you are reading this 
magazine, you are well informed about the impor-
tance of globalizing products. The people whom 
we work with and who make major decisions that 
affect globalization may suffer from a narrow, 
short-term view. This column is an invitation to be 
a globalization leader in your company. Get fi red 
up! What’s happening in our world is way cooler 
than the introduction of the latest iPhone.
As recently as late last year, a person of considerable position 

in the Colorado software community said to me that she fi gured 
opportunities were over in China because news of 
such was all over the newspapers and magazines, and 
that always means you’re too late on a trend. I had 
to explain that this is not a fashionable trend we’re 
talking about. She understood right away, and she 
quickly saw the error of her comment. The point is 
that not everyone understands the change we’re hav-
ing in international market power. On a macro level, 
there have been some shake-ups in the rankings of 
economies by gross domestic product (GDP). For 2007 
the EU (counting all members) sits at number one, the 
United States is number two, People’s Republic of China is three, 
Japan is four, Union of South American Nations is fi ve, India is six 
and Germany is seven (source: International Monetary Fund and 
CIA World Factbook — 2007). “A decade ago, most companies had 

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

Getting excited 
about the big picture
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I asked Mark, “How did you get it in 

your mind to do business in China?” 
And he gave me a forthright account 
of what happened. An executive from 
Barony Hotels and Resorts Worldwide 
visited one of his stores in Boulder and 
liked the ice cream and the presenta-
tion. This drove the whole transaction. 
Barony Hotels are in major business 
centers across China, and they look to 
add character and create new brands 
through partnerships. They created 
an arrangement with Mark so that he 
would help set up the ice cream shops, 
train personnel and regularly visit loca-
tions in China to assist management.

Mark did not think at fi rst that the 
project would go through, but he said 
that every step of the way, Barony 
executives were professional, got to 
the point and created a good deal of 
potential for him. Even the legal agree-
ments were not diffi cult. Actually he 
reported that there were few contrac-
tual adjustments and zero “nibbling” on 
terms and last-minute changes. Mark 
calls the business so far “a very honor-
able experience.” He also talked about 
how they clearly have a long-term view 
of building brands combining the best 
of East and West.

Remember, this sort of opportu-
nity has little to do with currency 
valuations, which get the majority of 
attention in the news as a dominant 
incentive for active support of US 
exports these days. But currencies can 
switch over time. The long-term view 
points to worldliness as a tremendous 
business driver, just by the sheer rising 
of global prosperities. “For many com-
panies, the biggest challenge,” notes 
DePalma, “will be not getting over-
whelmed by the hundreds of markets 
you could enter. You need to think 
strategically about which countries 
make sense for you and your product, 
but you also need to be fl exible enough 
to react quickly when out-of-the-ordi-
nary opportunities present themselves. 
It won’t be just a case of tweaking your 
products for a market, but adapting 
operations, attitudes and distribution to 
be as agile as markets require.”

So again, ask yourself what this means 
for your company? Here are a few bullet 
points to start with for your next meet-
ing or elevator pitch.

New opportunities also foster 
increased competitiveness, which will 

focus on high-quality expectations for 
products and services.

There are tremendous changes in 
purchasing power among the world’s 
populations.

If you’re going global, do it well 
with a long-term view, rather than doing 
an under-educated minimum. You won’t 
sell well with a poorly adapted product.

Take the time and focus to interna-
tionalize and localize. Those exact terms 
are even emphasized on the Barony Hotels 
website (www.baronyhotels.com). Have 
you ever seen reference to this on any 
other hotel chain’s site? And we’re talking 
hotels here, not software! Internationalize 
fi rst so that your product can robustly sup-
port localized requirements.  M
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my mounting frustrations from using 
my “hub of the wheel” top-down 
approach, led eventually to my 
reaching the following conclusion: 
Traditional PM tools and techniques 
can work, even in our industry. How-
ever, traditional PM structure, with 
its centralized, top-down approach, 
produces little of benefi t. Instead of 
greater productivity, we get a baf-
fl ing array of plans and graphs that 
are meaningless to the diverse needs 
of stakeholders in our industry.

I propose that we fi nd the middle 
ground. By letting go of the central-
ized control but teaching PM knowl-
edge, tools and techniques to more 
stakeholders, we can empower them 
to manage their part of the process 
more effectively. Basic PM techniques 
help all of us reach the benchmarks 
of our particular specialty. 

As Erin and I stressed in our debate in Montreal, context is 
everything. Readers who have attended industry events or read 

TTina: Establishing a 
PM culture unlocks 
team potential. 

My fi rst exposure to PM came 
years ago in the publishing industry, 
as we tackled the monumental task 
of converting from hot-type print-
ing to electronic printing. We ulti-
mately succeeded, but it took many 
more hours of effort and coordina-
tion than I ever could have thought 
appropriate. After transitioning to 
the translation/localization industry, 
I found that the complexities of PM 
were only multiplying as I gained 
experience. 

In getting to know other project 
managers in the industry, I learned 
that I was in the majority for hav-
ing had little formal training. We 
were churning and burning our-
selves out in an effort to keep projects under control, monitor 
what was afoot, and try to learn from our mistakes. I also real-
ized over time that many of my clients had become successful 
by adopting a structured approach to PM for their own work, 
which set me on a course of study and ultimately certifi cation 
in the PMI approach.

I recognized that many of the techniques put forward by 
PMI were far too complex and time consuming for the aver-
age translation project, but it occurred to me that there were 
plenty of techniques that would be useful for our teams doing 
production, editing and translation. That realization, along with 

Erin Vang is international program manager of the JMP R&D division 
of SAS, the world’s largest privately held software company. She 
combines management credentials with domain expertise gained 
through 20 years of experience.

Point/Counterpoint Tina Cargile & Erin Vang

Approaches to 
localization PM
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Tina Cargile has served at McElroy Translation since 1988 as produc-
tion manager and senior project manager. She is currently business 
development manager.

Tina Cargile and Erin Vang had never met each other 
when they began collaborating on a presentation for 
the Translation World conference in Montreal in March 
2008. While working out their game plan together, they 
found that their views both converged and diverged, 
and it soon became apparent that the challenge would 
not be how to fi ll the hour but how to pare down their 
many ideas to fi t into the hour. 

Both are seasoned project managers and Project 
Management Professionals (PMPs), certifi ed by the 
Project Management Institute (PMI); both have music 
in their career histories; both rely on caffeine to get 
through days that are too long and too busy; and 
that’s about all they have in common. Tina works 
in sales for a localization vendor, and Erin works 
in R&D for a software company. Their professional 
responsibilities could not be more different, yet both 
are considered localization project managers (LPMs)! 
They decided to compare their perspectives on the 
many facets of localization project management (PM). 
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MultiLingual and other publications are aware of the diversity 
of structures and processes in the vendor side of our industry. 
Some companies have in-house translators, others outsource 
most of their work, and still others, like my company, employ a 
hybrid. Between my arena and Erin’s on the client side, the chal-
lenges are even more disparate.

We have clients, translators and partners worldwide, in 
virtually every time zone. The challenges inherent in creating 
communication plans alone can be daunting. Making smart 
use of technology and allowing virtual teams to work autono-
mously keep us out of the “all-nighter” business and allow our 
PM team to stay lean and mean. The “mean” part becomes 
most evident when I’m requesting a scope change for the third 
time. We have hundreds of projects in process at any given 
time, and we have a combination of routine work that fi ts into 
our defi ned workfl ow system and more customized work that 
demands a creative, hands-on project manager. We struggle 
to defi ne and manage myriad constraints, and our list goes 
way beyond the usual game of Time-Cost-Quality-Scope-Risk 
whack-a-mole.

Another benefi t of learning traditional PM is that it gives us a 
common language with our clients who “speak PMI.” Both as a 
project manager and in sales, I’m process-oriented and try to get 
as much information as I can about my clients’ internal (some-
times infernal) processes, and having a shared language makes 
syncing up our processes that much easier. 

Keep your company’s structure and needs in mind when 
determining which techniques to adopt. Equip yourself with 
whichever tools you can handle and need the most, and help 
your stakeholders learn how to navigate them and thrive with 
less pain. But don’t box yourself or your stakeholders in. There 
are many approaches to PM, and the body of knowledge, 
whether sanctioned by PMI or not, continues to evolve.

If you’re starting at zero, for heaven’s sakes learn some PM 
basics! Don’t reinvent the wheel. PM will help you get rolling 
and stay organized. 

Erin: Traditional PM isn’t suited to our industry; 
facilitative leadership is what really unlocks team 
potential.

Like Tina, I started learning PM by managing some localization 
projects, getting really frustrated, inventing lots of wheels, and 
taking a lot longer to fi gure out basic tools than I care to admit. 
Believing there had to be a better way, I set out to learn PM 
properly, but the more I learned, the worse I got at doing it and 
the less I liked my job. 

I went to PM conferences, I read books, I went through PMP 
training and certifi cation, and I never stopped thinking, “Yeah, 
right. As if I would ever get away with any of this with my team!” 
There was just no way that any software developers I’ve ever 
worked with would put up with that kind of bureaucracy or allow 
their creativity to be hampered by committing to detailed plans. 
But I kept trying. 

Then I went to a class on facilitation, where ideas about how 
to serve groups by being neutral on the content while owning 
the group process sounded great, but once again I was thinking, 
“Yeah, right.” How could an LPM be neutral on the content? If 

an LPM doesn’t ride herd on every detail and make most of the 
decisions, disaster follows!

That’s when I had my epiphany. Where I was going wrong was 
by trying to be in control of things. In practice — especially in 
client-side localization PM — we’re often the only people in our 
organizations who care about and understand localization well 
enough to make decent decisions, so we end up taking charge. 
But in theory, a project manager is supposed to serve stakehold-
ers, get decisions from them, and generally run things according 
to guidelines set by them. Somehow I needed to get my stake-
holders to take control. 

I found some possible answers in facilitative leadership, which 
is all about sharing control and optimizing processes to achieve 
fl uidly evolving goals. I decided to give it a try. I didn’t have 
much to lose. I hated my job and my team hated me. It’s not as 
if I could make anything worse. So one day I abruptly let go of 
all control. I announced at the beginning of a much-dreaded 
project review meeting that I was going to be neutral about the 
projects and just serve the group. If anyone caught me showing 
opinions or trying to take charge of anything, he or she should 
call me on it. 

It worked. In the space of two hours the team went from 
avoiding structure to asking me for more structure. They took 
responsibility for the project’s problems, they started listening to 
each other and collaborating, and they proved me wrong about 
them. They were a good, talented team who wanted to work 
together better. They’d just had a lousy project manager. 

I’ve never looked back. My teams and I are all a lot happier. 
My stakeholders are making educated decisions. My groups are 
making plans, committing to them, and sticking to their com-
mitments. They’re raising red fl ags to me. When I stopped trying 
to control things, they stepped up. 

Facilitative leadership is all about guiding your groups 
to work better together. It puts people and communication 
ahead of process, empowering diverse kinds of players to learn 
from each other, to evolve process improvements, to discover 
innovation opportunities, and, most importantly, to design and 
build group agreements, commitments, and plans. 

When you succeed at that — when you get the right agree-
ments and commitments up front and when you enable the 
people in your group to work together well — your group can 
succeed no matter how lousy you are at traditional PM.

Bottom line: if people are the key to your effort, then I think 
facilitative leadership is the key to your success. 

For all we might talk about the promise and benefi ts of 
technology in this industry, the challenging and inspiring fact 
is that the most important work is done by people, now and 
in the foreseeable future. This is why it is crucial for LPMs to 
maximize facilitative leadership abilities, to bridge the cultural, 
technical and stylistic gaps among the many participants, 
and to resolve wisely the inevitable confl icts among technical 
issues, market needs and resource constraints. 

As Tina argues, it’s all a matter of proportion. PM has its 
place, and I use some of the basic techniques such as Gantt 
scheduling and budget spreadsheets all the time. If I could get 
my team to adhere to a responsibility assignment matrix, I’d 
be thrilled. I just think all those tools are primitive compared 
to facilitative leadership, which adapts to and exploits the 
best part of working in localization: the fascinating people 
who do it.  M
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Project management 
for the freelance translator
Kenneth A. McKethan, Jr., & Graciela White

TTToday’s freelance translator must be a jack-of-
all-trades. Besides being masters of the translation 
craft, freelance translators typically juggle the roles 
of accountant, bill collector, personal cheerleader, 
seer and project manager. For years, the freelancer 
in the translation business has been regarded as the 
lucky individual who works from the comfort of 
home, accepts those assignments that are deemed 
appropriate, and basically works his or her own, 
albeit long, hours without many strings attached.  

In today’s global environment, though, the freelancer is 
not so free anymore. Translation projects are getting larger, 
and due dates are getting tighter, which prompts the need 
to recruit translation teams, not just individual translators, 
to meet deadlines and quality standards. Freelancers these 
days are less isolated and are required to be savvier. Being 
an accomplished professional translator is no longer enough. 
The translator is expected to go beyond his or her core com-
petency — the art of translation — to mastering technology 
and other skills.

To a certain extent, this “technology” goal has been met. To 
most freelancers, the concept of translation memory (TM) tools, 
computer-assisted translation, fi le extensions beyond the basic 
Microsoft Word, and keyboard confi guration, just to name a 
few, are common household names. Freelancers may now be 

forced to move on to a new level of profi ciency. Increasingly, 
they need to know about project management (PM).

If, for a moment, the reader thinks that high-level project 
managers are the only individuals who need to know about PM, 
think again. The freelance translator also needs to acquire and 
apply basic PM skills in order to succeed in his or her business 
— working smarter, not working more.

Management processes 
It is very likely that the seasoned freelancer is already 

familiar with these concepts even without having received any 
formal training in PM, but benefi t can be gained by a more 
thorough review. Processes are classifi ed into fi ve groups by the 
Project Management Institute (www.pmi.org): initiating, plan-
ning, executing, monitoring and controlling, and closing.

Freelancers will be able to apply these processes when 
working for a translation agency or with a direct client. When 
interacting with an agency, they need only attend to the tasks 
relevant to their role as translator, editor or proofreader, and 
they should keep in close contact with the translation agency’s 
project manager. When interacting directly with a client, free-
lancers should pay attention to the execution of all these steps.

As part of the initiation of projects, freelancers must under-
stand the scope of the translation project, know the subject 
matter is within their area of expertise, and know that they will 
have the resources to take over the assignment. The freelancer 
will then prepare a quote — time and cost estimate — to be 
reviewed by the client. Once the quote is accepted, the purchase 
order will be issued, and the freelancer will be ready to start. 
The formal delivery of this activity is the “go” decision from the 
client, who plays the role of sponsor of the project.

As part of the planning of the project, the freelancer has a 
myriad of tasks to perform: 

Lock on human resources: assemble a team of translators 
if the high volume and tight deadlines make it necessary to 
outsource some of the work.

Kenneth A. McKethan, Jr., is a 
project manager for IBM with 
over 30 years’ language industry 
experience. 

Graciela White is a  
project manager for IBM. 
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Compose a schedule of deliverables of translated/edited 
material, to be distributed among the members of the team.

Analyze client’s fi le and tool requirements.
Determine whether correct terminology resources, diction-

ary or reference materials are available or need to be purchased/ 
borrowed. 

The culmination of these tasks will be a plan that details 
costs, timelines and stakeholders. 

To execute a project, the freelancer starts working on the 
assignment, keeping schedule and cost in plain sight. If this 
project is going to be a team effort, the freelancer may start 
with a portion of the assignment and give the remainder to 
another member of the team, with an overall notifi cation of 
the project plan so that everybody is on the same page in 
terms of expectations. From this point on, communication 
will be one of the vital ingredients helping move the project 
smoothly.

Depending on the size of the project, a three-member team, 
consisting of two translators/editors who edit each other’s work 
and a proofreader, may provide enough human resources to 
complete the project. The translated output would go to edit-
ing, and an edited copy of the assignment would then go to 
the proofreader for the fi nal review. If computer-assisted TM 
software had been used, the freelancer in the role of project 
manager should also perform TM management duties during 
this phase. 

Monitoring and controlling activities sometimes overlap 
with execution. During the actual translation of the assignment, 
it is not unusual for the client to introduce some changes. Many 
translators know the drill: new/changed words, updated glos-
sary, even new due dates, which all prompt the team to start the 
cycle of planning, execution and monitoring/controlling again. 
It is indeed an iterative process. 

Practically speaking, as the execution steps are carried out, 
some parallel activities will take place. Thus, make sure that 
communication with the client occurs often enough not to miss 
changes. Even more importantly, make sure that proactive and 
spontaneous requests for potential changes come early enough 
in the cycle to avoid last-minute rushes and missed due dates. 
Hold regular status meetings with the client and separately 
with the team to evaluate the project’s progress.

Closing activities instill hope that the end of the project 
is near, but closing needs to be done properly to be effective. 
Even in the context of a small team, the freelancer should 
make sure that all the pieces are in place to move on to the 
next project. Ask for lessons learned from the members of the 

team, and subsequently provide 
them to the client; they will come 
in extremely handy for the next 
project. Deliver the fi nal fi les to 
the client, make sure that they are 
properly received and that noth-
ing else is expected. Archive the 
fi les and the TM in safe media. In 
some cases, this will be a diffi cult 
requirement. Last but not least, 
send the invoice for services and 
make sure team members have 
been paid. 

Importance of communication skills
The activities described above could not be completed dur-

ing the project’s life cycle unless the project manager possessed 
some important skills. Communication is an obvious example. 
Communication is something we all do, and some may think it 
comes naturally. The fact is, however, that communication is 
not very glamorous. It takes time away from translation. The 
freelancer gets paid per translated word, not per communicated 
word, and hence communication may fall by the wayside. In 
PM, communication is neglected at one’s own peril. “He never 
talked to me.” “She never told me what she expected.” “You 
wanted the interim draft by when?” “When did you tell me 
this?” Having globally dispersed teams only ups the ante. We 
must start from the premise that nothing should be taken for 
granted, nothing assumed.

Some of the less prominent advantages of communica-
tion include defusing tensions or, even better, heading them 
off before they can build; eliminating unwarranted assump-
tions; connecting team members, regardless of proximity or 
lack thereof; revealing things that may have been forgotten or 
derailed along the way; revealing unscrupulous intentions on 
the part of the client; and preventing disaster. In general, com-
munication keeps stakeholders informed, updated and focused. 

This also supports the setting of expectations early in the 
project and then managing those expectations throughout it. In 
the end, the freelancer will be measured against those expecta-
tions. If you do not set and manage expectations, rest assured 
that others will. Does the client know your limitations and 
planned vacation periods, just to mention a few? If something 
does not get communicated, it likely remains unknown. Since 
communication is a two-way street, the freelancer should also 
be prepared to receive input from colleagues and to respond or 
interact with it. 

It is up to the freelancer to confi rm that all available materi-
als are in hand at project kickoff. Such communication can be 
as simple as clarifying any ambiguities with the client’s project 
manager or other team members, asking questions, and tak-
ing the lead. We have found that in large projects with agency 
contractors, subcontractors and project managers, it is entirely 
possible for the freelancer to miss receiving some vital input 
from the client, such as instructions regarding fi le handling or 
fi le delivery format. This has resulted in delays due to transla-
tors having to rework, repackage and redeliver the translated 
fi les — after the due date. 

Regardless of how one specifi cally communicates, it is impor-
tant to do so proactively. This includes follow-up. Communication 

 Monday Tuesday Wednesday Thursday Friday

Project A - Translation 4.00 4.00 4.00 8.00 4.00

Project B - Translation 2.00 2.00 3.00 3.00 2.00

Project C - Editing 1.00 2.00 1.00 0.00 0.00

Education 0.00 0.00 1.00 0.00 2.00

Adm. Tasks 0.50 0.50 0.50 0.50 0.50

Forum/Networking 0.50 0.50 0.50 0.50 0.50

 8.00 9.00 10.00 12.00 9.00

Figure 1: Sample input of working hours in an Excel spreadsheet.
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is not a “fi re and forget” exercise. Reitera-
tion, restatement and read-back should be 
used to warrant seamless transition of 
intended communication. This is to ensure 
that the message has been received and 
understood and that the recipient will 
comply as appropriate. While some are 
better at communication than others, this 
skill can always be developed.

The communication plan
Today’s communicators have a dizzy-

ing array of tools at their disposal. How-
ever, the communication plan is often 
overlooked. The communication plan is 
important because it lends structure and 
consistency to project communication, 
regardless of how proactive one may be. 
The communication plan will ideally be 
generated by the translation agency’s 
project manager as part of project plan-
ning. If not, the freelancer can generate 
his or her own version.

Among other things, the communica-
tion plan should force stakeholders to 
think through who communicates with 
whom, how and when. The latter is criti-
cal in the virtual team environment. In 
global teams, someone in some part of 
the world will always lose sleep for virtual 
meetings. Meeting times should be prede-
termined rather than being done on an 
ad-hoc basis. A communication plan can 
also provide for rotating meeting times 

to share the misery of midnight instant 
messaging chat meetings.

Project managers know the rule of 
thumb that more than 90% of their time 
is devoted to communication. If that is 
true, then the freelancer must likewise 
be sure to give it due attention and in a 
timely fashion.

Conflict management 
During communication exchanges with 

other members of the team, the transla-
tion agency or a direct client, some sort 
of friction will arise. This simple confl ict 
is a by-product of any project. 

Rita Mulcahy, a worldwide authority 
on PM, notes in PMP Exam Prep — A 
Course in a Book that “confl ict is una-
voidable because of the nature of the 
projects trying to address the needs and 
requirements of many stakeholders, the 
limited power of the project manager, and 
the necessity of obtaining resources from 
functional managers” (p. 199). In fact, the 
main reason for confl ict in a team is the 
schedule. The freelancer is unable to meet 
the return date mandated by the transla-
tion agency that, in turn, had composed 
the schedule based on the input from the 
client. Does this sound familiar? Confl ict 
is here to stay, so here are some helpful 
techniques to deal with it. 

Withdrawal or avoidance: the issue 
is basically ignored or, more positively, left 
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Figure 2: Graphical output of a weekly workload.
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for a time when cooler minds can prevail. 
This is considered a “lose-lose” situation 
because no results are achieved and the 
discussion is essentially postponed. 

Forcing: one party pushes for his or 
her own view at the expense of others. 
This technique is considered an “I win, 
you lose” scenario and is mainly used 
when quick decisions need to be made. 

Smoothing: emphasis is placed on 
the agreements rather than on the dis-
agreements. Although the issue is not 
really resolved, this technique is helpful 
when the health of the relationship is 
more important than being right or hav-
ing the last word on the matter.

Compromising: the parties try to fi nd 
solutions that please everybody involved. 
This is certainly not the best approach 
because each party feels like he or she has 
given up something that was dear to him 
or her.

Confronting: the parties move right 
along to solve the problem. This method 
is considered the preferred approach in 

PM. In other words, by confronting the 
problem all the parties are being open 
to fi nding a solution; they examine the 
issue with open minds and really strive 
for the best outcome. 

So, what is the best card that freelanc-
ers can play to make their voices heard? 
Unquestionably, they should confront 
the issue without being belligerent. If 
client and freelancer are co-located, the 

freelancer should ask for a face-to-face 
meeting, set up an agenda, send it to the 
client in preparation for the meeting, and 
deal with the confl ict. The issue shouldn’t 
be allowed to fl y under the radar for 
out-of-town clients either, since this 
ultimately may end up destroying the 
business relationship. 

Workload balance
Freelance translators live in a world 

of feast or famine, and some months will 
be better than others. The ideal situation 
would be to work on one project at a 
time, but many freelancers are working 
and managing several projects concur-
rently. It has never been wise to reject an 
assignment when it is possible to work 
a couple extra hours every day as the 
translation of current pieces are being 
fi nalized or going through the editing 
phase. The goal is to keep busy and bill-
able as much as possible, but how much 
is that? Freelancers are their own project 
managers, and success depends, among 
other things, on the proper allocation of 
resources and time.

So, what can freelancers do to keep 
track of busy time, to know whether they 
can take over an unexpected assignment 
without losing their sanity? It is advisable 
to leave a little room in the schedule for 
unexpected assignments, new clients, 
established clients who need a favor, edu-
cation and — let’s not be afraid to say it 
— relaxation!

Figure 1 and Figure 2 provide an exam-
ple of how to input one’s assignments and 
come up with an overview of the workload 
to identify pockets of free time. This very 
basic exercise enables the freelancer to 
have a quick overview of his or her proj-
ects and time spent on them for a certain 
week or time frame. A quick glance can 
assist in determining whether to consider 
taking over an unplanned project or exe-
cuting a task.

Earned value management 
Earned value management, a technique 

specifi c to PM, focuses on measuring 
and reporting project performance and 
integrating project schedule, resources 
and scope. It is one of the many activi-
ties carried out as part of the monitoring 
and controlling processes.

Earned value analysis doesn’t have to 
be complicated in order to meet the needs 
of the freelancer. In fact, a high-level 
analysis of the progress of the project will 

Freelancers are their own 
project managers, and 
success depends, among 
other things, on the 
proper allocation of 
resources and time.
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predict the outcome sooner than later and 
provide the opportunity to implement 
some corrective action: expedite, negotiate 
with the client, outsource the assignment, 
or just accept the consequences.

In order to determine the progress of the 
schedule, the freelancer should evaluate 
planned start/end dates and intermediate 
tasks, also known as the baseline schedule, 
and compare that information with the 
actual fi gures; any variance, whether posi-
tive or negative, will indicate the status of 
the schedule. 

For example, if a 20,000-word trans-
lation project is received at 8:00 a.m. on 
the fi rst day of the month and committed 
to be returned to the client at 8:00 a.m. 
on the 22nd, there are 15 working days 
to turn the job around. Is this assignment 
doable in the allowed time frame? Yes, 
assuming an availability of six hours a 
day, there are 90 hours at the freelancer’s 
disposal. 

Once the feasibility of the project is 
established, the freelancer composes a 
schedule (Figure 3).

Tracking the progress 
Given the freelancer’s familiarity with 

the subject of the assignment, termi-
nology research could go faster than 
planned, but should not exceed the allo-
cated 18 hours. If it does, that is the fi rst 
sign that the project may be in trouble. 
At this point, two options are available: 
continue as planned under the assump-
tion that the terminology will eventually 
come under control or take an early 
corrective action to identify problematic 
sections and outsource them to a subject 
matter expert (SME).  

If the freelancer executes the original 
plan, translation should start on day 4 
and proceed at a rate of 303 words per 
hour. The following checkpoints should 
take place: 

First checkpoint: three days (18 hours) 
into the terminology task, the terminology 
research is completed on schedule.

Second checkpoint: three days (18 
hours) into the translation task, 5,454 
words are completed.

Third checkpoint: nine days (54 
hours) into the translation task, 16,362 
words should have been completed. The 
end is in sight, but what have the check-
points revealed? Is the freelancer moving 
according to plan? Has this inter mediate 
milestone been met, or have only 15,000 
words been translated so far? Maybe a 

diffi cult section with challenging ter-
minology needs to be dealt with. Is it 
necessary to devote more than six hours 
per day to meet the schedule? Has the 
freelancer determined that an SME’s 
intervention is necessary to review the 
troubling paragraphs? Maybe he or 
she decides to outsource the review of 
translated challenging paragraphs to a 
colleague for two hours instead of ago-
nizing over them.

Fourth checkpoint: 11 days (66 hours) 
into the translation task, all 20,000 words 
are completed.

Fifth checkpoint: one day (six hours) 
into the self-editing task, and working 
at a rate of 3,333 words per hour, the 
assignment should be done and ready for 
delivery to the client. The freelancer has 
used all 15 days originally planned, but 
92 hours have been used instead of the 
original 90 hours. 

Notice the importance of a sound 
baseline schedule, periodic checkpoints 
and early corrective action. In a nutshell, 
this is how schedule performance should 
be tracked.

Cost performance
But what about the cost? Is the free-

lancer going to make any profi t from the 
assignment, break even or lose money? 
Track the cost of the project from the 
beginning, or the budget may break 
sooner than expected.

Sometimes the freelancer has an oppor-
tunity to bid for a job, in which case he 
or she may be able to establish the desired 
margin up front. In most situations, the 
translation agency sets the price, which 
is accepted or rejected by the freelancer. 
From this point on, all the freelancer 
can do is control the project’s fi nancial 
progress.

Task No. of days Duration in hours

Start (milestone) 0 0

Terminology management 3 18

Translation 11 66 @ 303 words per hour

Self-editing 1 6

End (milestone) 0 0

15 90

Figure 3: Baseline schedule.
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How is cost control implemented in 

the example provided for schedule per-
formance? Let’s assume that the client 
pays $0.12 per word and has issued a 
purchase order for $2,400. This is the 
price tag, regardless of the number of 
hours needed to complete the job. If the 
freelancer usually expects to earn $25 
per hour, the baseline cost estimate could 
allow 96 hours for the execution of this 
project. Therefore, if the freelancer sticks 
to the original time schedule and ends up 
needing 92 hours (90 hours of his own, 
plus two outsourced hours), some re-cal-
culation will be needed to determine his 
or her income and how much he or she 
can afford to pay for the extra help.

The following checkpoints are recom-
mended:

First checkpoint: three days (18 hours) 
into the terminology task, the terminology 
research is completed as planned.

Second checkpoint: three days (18 
hours) into the translation task, 5,454 
words completed.

Third checkpoint: nine days (54 
hours) into the translation task, 18,900 
words are completed vs. the originally 
planned 16,362. This checkpoint reveals 
good and bad news. The good news: 
he or she is moving ahead of plan and 
under cost. The bad news: the remain-
ing section will present a struggle. The 
freelancer may decide to continue and 
devote more hours to this effort or tap 
into an SME and outsource the rest of 
the assignment. The risk here is fi nding 
the right resource at a reasonable cost 
on short notice. On second thought, all 
it may take is to draft the remaining 
1,100 words and get a more experienced 
colleague’s opinion for $70. 

Fourth checkpoint: 11 days (66 hours) 
into the translation task, all 20,000 words 
are completed.

Fifth checkpoint: one day (6 hours) 
into the self-editing task, the freelancer 
has completed the review of the trans-
lation job and already incorporated the 
SME’s comments.

In all, the freelancer has invested 90 
hours into this project. At what cost? After 
paying $70 to the SME, the freelancer 
pockets $2,330/90 hours = $25.88 an 
hour — $.88 above the expected rate. Has 
the freelancer’s corrective action been a 
good one? The last 1,100 words might 
have frustrated the freelancer for days. 
Instead, the freelancer got specialized 
help on the challenging portion, met the 
delivery date with good quality, has a 
happy client, and earned more than his 
or her asking rate.

Let’s not forget that the above situa-
tions are mere examples. Real-life cases 
have many twists and turns. What really 
matters is that the freelancer closely 
monitors execution, is aware of anything 
that might go wrong, and applies sound 
business sense to the projects. 

Closing of a project: 
lessons learned
Looking at the lessons learned is an 

often-neglected part of PM. Like com-
munication, it is rather unglamorous, 
and even more problematic is its timing 
— usually at project conclusion. Everyone 
has been straining to meet the deadlines, 
fi nally the project is over, and the last 
thing anyone wants to do is to go back 
and revisit the pain.

There is also the press of succeeding or 
overlapping projects. In some cases, these 
had been neglected in part and are now 
screaming for attention. There is no time 
to lose on the luxury of lessons learned, 
especially if the exercise is not billable.

However, by taking the time to refl ect 
on the completed project, freelancers avail 
themselves of a great learning tool. Even 
if nothing is learned by other stakehold-
ers, which can be quite disheartening to 
the conscientious professional, looking 
back can provide an unrivaled means 
of building one’s own PM skills and can 
also be a valuable antidote for surviving 
today’s hectic world of translation PM.

The best way to do this is to plan it as 
an activity in the schedule. That way, it is 
viewed as an integral part of the project, to 
be executed and checked off, rather than 
an optional thing to do. In anticipation of 
this, keep a running list of ideas through-
out the project, and keep hot issues alive 
by discussing with team members during 
meetings or in correspondence. 

As Benjamin Franklin once wrote in 
Poor Richard’s Almanack (1794), “Drive 
thy business, or it will drive thee.”  M
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More with less: 
the 80/20 rule of PM
Mark Lammers & Natalia Tsvetkov

EEEvery project manager has probably thought at 
some point, “If only I had more time, I would be 
better at my job.” Unfortunately, most of us aren’t 
lucky enough to be given more time to do our 
jobs. Time is usually the project constraint that 
is the least fl exible. We are constantly forced to 
prioritize our work, but don’t always make the 
right choices. 

Albert Einstein once said, “The defi nition of insanity is 
doing the same thing over and over again and expecting 
different results.” We are proposing an end to the insanity 
through a redefi nition of priorities using the 80/20 rule based 
on Pareto’s Principle — in other words, focusing on the 20% of 
the project management (PM) work that is going to give us an 
80% return on investment (ROI) in time. But just as a chef with 
excellent experience uses the guidance of good cookbooks and 
recipes to create consistently delicious meals, an experienced 
project manager needs to use industry standard processes, 
such as those produced by the Project Management Institute 
(PMI), as a cookbook to help reproduce consistently effective 
PM results.

A bit of background on one of the most important principles 
of economics and PM: in 1906, Italian economist Vilfredo 
Pareto observed that 20% of the Italian people owned 80% 
of their country’s accumulated wealth. When he compared it 
to other countries, to his surprise the ratio was the same. This 
observation resulted in Pareto’s Principle or, as it is sometimes 
called, the 80/20 rule. Engineers and effi ciency experts love 
Pareto’s Principle. It reminds them that output is not propor-
tional to input — life is not balanced. Disproportion is more 

common than equality. What is the application of this prin-
ciple to business, troubleshooting, or life in general? If you 
know that 80% of your sales come from 20% of your sales 
force, then you make sure you take good care of that 20%. The 
same applies to your customers. Pareto’s Principle is a simple 
model that is easy to use as a starting point. You can fi nd the 
application of Pareto’s Principle everywhere around you: 80% 
of a manager’s interruptions come from the same 20% of the 
people, 80% of the outfi ts we wear come from 20% of the 
clothes in our closets, 80% of your staff headaches come from 
20% of your employees, and 80% of your success comes from 
20% of your efforts. 

PMI (www.pmi.org) is the leading membership organization 
in the PM profession. Every three years PMI releases an update 
to the Project Management Body of Knowledge (PMBOK), which 
the organization defi nes as “the sum of knowledge within the 
profession of project management,” or the de facto worldwide 
standard for PM processes. This is a “cookbook” that can be 
modifi ed for each organization’s environment and needs. These 
standards have been applied with great success in many indus-
tries, from construction to banking to information technology. 
From our experience, however, the application of PMBOK stan-
dard practices in software localization appears to be low. We 

Mark Lammers and Natalia 
Tsvetkov are international pro-
ject managers for the Windows 
Localization group at Microsoft.
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propose that focusing on the areas of risk, quality, schedule and 
communication management, you will be covering the 20% of 
PM planning and execution that will give you the largest ROI 
in time and resources. 

Risk management 
Risk management is a hot topic in business today. There are 

over 1,100 unique titles with that subject in the US Library of 
Congress catalog. Seminars are devoted to risk management 
and one can earn university degrees in it. Doing business in 
today’s world is inherently risky, and one could drive oneself 

mad trying to contend with all the possible risks associated 
with a project. Earthquakes, fl oods, political coups, power 
outages, tool failures, employee illness and attrition are all 
possible risks to a project. 

Risk management benefi ts from the application of Pareto’s 
Principle. You are better off identifying and mitigating the 
20% of the risks that will cause 80% of the problems during 
project execution than addressing all known risks, regardless 
of the degree of risk aversion in your organization. Since 
none of us owns a crystal ball in which we can see the future, 
we rely on PMBOK to tell us how risk management should 
be done for the highest degree of effectiveness. Luckily, the 
PMI method serves quite well for identifying and planning for 
mitigation for the 20% of the worst risks on a project. 

PMBOK defi nes a risk as “an uncertain event or condition that, 
if it occurs, has a positive or negative effect on a project’s objec-
tives.” PMBOK suggests analyzing your risks to determine those 
with the highest probability and the highest impact. These risks 
that will cause you the greatest problems during project execution 
are the ones that require mitigation, monitoring and control. 

Mitigation is defi ned as reducing either the probability or im-
pact of a risk so that the risk becomes acceptable. All risks that 
do not fall into the area requiring mitigation can be accepted, 
either with or without a contingency plan (a “Plan B”) depend-
ing on probability and impact. 

There are variously complex ways to quantitatively analyze 
risks. In lieu of timely quantitative analysis, the easiest way 
is to simply plot your identifi ed risks on a chart using a panel 
of subject matter experts (SMEs) to determine the probability 
and impact for each risk (Figure 1). Each target represents an 
identifi ed risk that has been plotted on the matrix depending 
on the probability and impact determined by the SMEs. Risks 
that fall into the red area will require mitigation that will 
decrease their probability or impact, thus moving them into 
the acceptable green zone. Risks falling into the green area 
don’t require mitigation and can either be accepted outright 

or anticipated with a con-
tingency plan. 

Examples of risks that can 
be accepted:

A political coup occurs 
in the country where some 
members of your project team 
work, causing downtime. In 

reality, the probability of this 
event is low (depending on the country), 

and the impact is medium to high. There is noth-
ing that you can do to mitigate political coups, so you 
would accept this risk and possibly have a contingency 
back-up plan.

This project will be in execution during the worst 
season for weather in Seattle. The risk of windstorms 
and felled trees with ensuing power outages or network 
downtime could cause delays in critical path tasks. There 
are ways to mitigate such a natural disaster risk, creat-
ing back-up and work-around plans and adding buffers 
in the schedule for some tasks during this period as a 
contingency. 

Examples of risk that will require mitigation:
New tools and processes are going to be used with 

this release. There is a chance that the time estimates for tasks 
requiring these tools will take longer if the tools do not work as 
expected. The mitigation for this risk would be to put the tools 
into production before the project begins so that you can get a 
better estimate of task durations. 

Several major projects are being localized at the same 
time, by the same vendors, risking decreased vendor productiv-
ity. This risk should be mitigated because it has a high impact 
and high probability. Adding a vendor who is not working on 
both projects would reduce the probability of this and therefore 
move the risk into the green area.  

Quality management 
Pareto’s Principle is the fundamental principle for quality man-

agement. PMI states that 80% of problems come from 20% of 
the causes. It is the foundation for Total Quality Management, 
ISO 9000, Six Sigma quality and process improvement. 

The project manager is ultimately accountable for the quality 
of the project. He or she is responsible for orchestrating qual-
ity planning that includes quality assurance (QA) and quality 
control (QC). PMI’s philosophy is based on the fact that it costs 
more to fi x an error than to prevent one, so 80% of the effort 
should be channeled into QA and only 20% into QC. Often those 
two are used interchangeably, but as you see, there is a big 
difference. 
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contingency plans.
Risks in red areas require 

mitigation.

Figure 1: Red-level risks require mitigation, green do not.
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How does one defi ne quality? According to PMI, quality 

is “the degree to which a set of inherent characteristics fulfi ll 
requirements.” Ideally, if QC is done and the requirements are 
fulfi lled, the QA phase will look like a series of Maytag appli-
ance commercials that ran for years on American television — a 
Maytag repairman sitting doing nothing all day long. The ideal 
QC is that after inspection there is nothing to fi x. In real life, if 
we aim for 80% of the effort for QA, then it is not unreasonable 
to expect only 20% of the effort going into QC.

Schedule management
All of us have done a fair amount of searching for an ideal 

scheduling tool, and some have even ventured building their 
own. How hard can it be, right? Wrong. It’s actually very hard, 
and there is really no need. After looking around for the best 
tool that would give us a systematic and standardized approach 
to scheduling and schedule management, we fi nally found it in 
our own backyard: Microsoft Project. 

To have an all-encompassing schedule, we applied this prin-
ciple recently to a large project. We fi rst created a network 
diagram of all the work that needed to be done on the project 
with related tasks and dependencies. We then standardized the 
hierarchy of ancillary schedules that would roll up into a master 
schedule.

To come up with our master network diagram, we fi rst inter-
viewed over 20 people to come up with the master task list 
for a “generic” operating system release. We had one or more 
representatives from each functional pipe — engineering, PM, 
test, build and so on. We then put all these tasks into Microsoft 
Project as a fl at list and began to organize them into phases 
and work packages. Then we re-interviewed our stakeholders 
and set about linking all the tasks together in a meaningful way 

with dependencies. The outcome of all this work was a master 
workfl ow for the entire project. After months of modifying and 
fi ne-tuning, we turned this master workfl ow into a schedule 
template that could be used, with modifi cation, on any release, 
and we presented it to all of the cross-functional teams with 
whom we worked. 

As for the task durations, we also took a different approach. 
We looked back at historical data and used that data in the 
schedule. Although at fi rst it looked like we were giving in and 

not trying to work as effi ciently 
as possible, in reality we created 
a very realistic schedule from the 
start, which left wiggle room, and 
we knew we would use that room 
at the end. We not only looked at 
the actual task durations of some 
of the biggest projects such as 
Windows Vista, but also asked the 
people who were going to perform 
those tasks for the next project to 
evaluate the task durations. This 
prevented end-game stress and 
left enough time for test to do a 
thorough job. We did the same for 
all the sections.

One approach we took to this 
network diagram/schedule was to 
apply roles and responsibilities 
directly into the schedule. We used 
the RACI technique that also comes 
from PMI (where each task has 
someone assigned to be respons-
ible, accountable, consulted and 
informed) and added these col-
umns into the template. In this 
way it was clearly understood by 
all stakeholders who was responsi-
ble and accountable for each task. 

They could also fi lter the fi elds to get all the tasks a single stake-
holder was responsible for. 

Communication management 
The majority of our time as project managers is devoted 

to communicating — verbal and written, formal and informal 
— but it isn’t all immediately necessary to manage a project. 
Focusing on the approximately 20% of the information needed 
to manage the project will increase your PM effectiveness. We 
constantly hear colleagues complain that reading and respond-
ing to e-mails takes up too much time, meetings aren’t as effec-
tive as they should be and also take up valuable time, and they 
can never fi nd the information when they need it. It is easy to 
become overwhelmed.

PMI recommends planning for communication on a project 
by identifying what stakeholders need to know and how they 
need to receive it. This is essential to controlling information 
proliferation and keeping communication effective. We would 
take that a step further, however, and say that drastically 
improving the way one manages e-mail, meetings and status 
reports alone would eliminate 80% of a person’s information 
anxiety.

Figure 2: There are many ways to keep track of a project, but Pareto’s Principle works here 
as well — putting 80% of the total information into 20% of the space.
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Most e-mail contains extraneous infor-

mation that one won’t need immediately. 
Use the fi ltering capabilities of e-mail 
programs to fi lter and fi le e-mails. Use the 
dramatically improved search capabilities 
of e-mail programs to retrieve this infor-
mation later. 

In her book Take Back Your Life!, Sally 
McGhee recommends checking e-mail 
only a few times per day. She advocates 
going through your inbox systematically 
from top to bottom and doing one of 
four things with each e-mail: 1) act on 
it if you can do that in fi ve minutes or 
less; 2) turn it into a task to do later if it 
will take too long; 3) fi le it away for later 
reference or 4) delete it. We have been 
using this system of e-mail management 
for over fi ve years, and we swear by it. It 
keeps us sane. 

We also recommend turning off your 
e-mail program if you are focusing your 
attention on a specifi c task. Humans 
cannot multi-task, even though we all 
think we can. Turning off the beeps and 
pop-ups when you have new e-mail 
also decreases your chances of getting 
distracted. Log out of instant messen-
ger programs or indicate that you are 
unavailable during periods where you 
need to intensely focus on something 
else. Shut your offi ce door and ask 
people to send you an e-mail you can 
respond to later if they need something. 

Making yourself available 100% of the 
time will not increase your effectiveness. 
On the contrary, if you dedicate specifi c 
time to responding to e-mail, you will 
provide more clear and concise answers 
for people. 

The way e-mail is composed can dras-
tically increase its effectiveness as well. 
We are fi rm believers in putting the most 
pertinent information or summaries at 
the top of the message, especially if there 
are actions you are asking people to take. 
Highlight important information and for-
mat it in an outline that makes it easier to 
read. If we all did just these two things in 
the e-mails we write, think of how much 
faster reading e-mail would be. 

Ineffective meetings are one of the 
biggest causes of frustration in the work-
place. People’s time is limited. You should 
have a meeting agenda, stick to it, and 
summarize the meeting afterwards, espe-
cially if there are actions to be taken. 

In your communication planning it is 
also important to decide what meetings are 
required and what decisions can be made 
by e-mail or telephone. This is a matter 
of upfront planning and common sense. 
When, for example, would a fi ve-minute 
meeting be faster than a few days’ worth 
of e-mailing? When would a quick e-mail 
be faster than setting up a meeting? 

Patrick Lencioni takes all of this a 
step further in his book Death By Meet-
ing where he advocates two types of 
meetings that work very well for project 
managers. Use a quick ten-minute check-
in meeting with your project team each 
morning. Everyone stands and the meet-
ing cannot go over ten minutes. If your 
project team is dispersed geographically, 
you could use a telephone conference call 
or instant messenger session at an appro-
priate time. Lengthier topics are covered 
in the weekly project status meeting. This 
meeting has a strict agenda, including 
old business, new business and lessons 
learned. Any lengthier discussions can 
be tabled to a mid-project review or the 
post-project review.

Status reports are another culprit 
for information overload. Many status 
reports are simply a list of tasks per-
formed or a list of outstanding issues that 
need to be resolved. Understanding what 
project stakeholders need to know is the 
most important thing to do before creat-
ing your status report templates. In most 
cases, stakeholders want to know what 
your project objectives, deliverables or 
milestones are and what your likelihood 
of meeting your objectives or dates is. If 
you are using fl ags (red, yellow, green) to 
indicate status, it is important to defi ne 
what these fl ags mean and ensure that 
they are being used consistently across 
the organization. We advocate publish-
ing status reports on a website but not 
sending them out in e-mail. Allow proj-
ect stakeholders to look for status when 
they need it instead of fi lling up their 
e-mail inboxes with more e-mail. 

Effective PM doesn’t necessarily require 
extra time. It requires that you focus your 
time on what will maximize your impact. 
Applying an 80/20 rule is a useful way to 
help determine areas to prioritize.  M

Use a quick ten-minute 
check-in meeting with 
your project team each 
morning. Everyone stands 
and the meeting cannot 
go over ten minutes.
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Managing translation 
as a secondary job
Angela Starkmann

TTTranslation project management (PM) is a 
complicated fi eld. There are so many things 
to think about: tools, technologies, time plan-
ning, people, and with each of these things 
specialized knowledge is required. Many of the 
people working with translation PM are trans-
lation experts in their own right, often origi-
nally trained as translators themselves. They 
know what they are talking about and are able 
to handle the challenging planning of a com-
plex translation project with relative ease. 
Yet there is another group of translation customers we 

often tend to forget about when talking about translation 
activities. It is the group of people managing translations 
as a side job: the marketing manager trying to have the text 
for a product brochure published just in time for the inter-
national market launch, the secretary of a smaller company 
forced to take care of all those tasks nobody else will touch, 
and the buyer in a fi rm without an offi cial technical docu-
mentation department. I know of many companies, even larger 
ones, where translations are managed by a considerable group 
of these people. Rather than being chosen for their transla-
tion management skills, they are the ones who are the most 
easily available for a task or who just don’t say “no” quickly 
enough. These involuntary translation managers may certainly 
be experts in their respective fi elds, but they will probably feel 
overwhelmed by the complexity of this unfamiliar additional 

responsibility. They won’t know how to deal with even simple 
tasks in the translation process, and if, in spite of their best 
intentions, things don’t go as smoothly with their translation 
project as they had hoped, they may not know how to do better 
next time. Under those circumstances, translation outsourcing 
becomes a dreaded challenge with unclear results. Involuntary 
translation managers don’t have the knowledge to understand 
why such a simple task as putting one language into another 
can be so expensive and time consuming, and why their qual-
ity expectations aren’t met. They may hate not being in control 
and having to trust the outcome of their work to an external 
vendor without really knowing the factors that are relevant for 
the success of a project.

The concept of minimal translation management has been 
designed exactly for this group of translation customers. In 
our professional lives as translation experts (translators, pro-
ject managers, trainers), MultiLingual editorial board member 
Angelika Zerfaß and I have met many people fulfi lling the 
description of this target group. We respect their professional 

Angela Starkmann is an independent translator 
who has worked in project management on both 
the customer side and the service provider side.

“Vendor selection? It’s my favorite part of translation management!”
© 2008 by Ruth Zwerina
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achievements, but also realize that they 
are very inappropriately prepared for the 
successful management of a more — or 
less — complicated translation project. 
Translation project managers within 
translation agencies are rarely in the 
position or have the time to teach their 
customers all the things they would need 
to make their project a success, and thus 
this concept was born. Minimal transla-
tion management summarizes what a 
person should know to manage transla-
tion jobs successfully. More experienced 
translation managers will be able to 
use the information provided here, but 
should remember that the main goal is 
to give a basic summary, not an in-depth 
training for all translation and localiza-
tion issues.

So what is the basic information every-
body should know when outsourcing 
translation projects? We have assembled 
the following points as the indispensable 
“must-know” for anyone dealing with 
translation.

Project preparation 
The fi rst point is also the fi rst thing one 

should think about when planning an 
upcoming translation project for a text. 
Translation customers should know exactly 
what they want to be translated and also 
what they don’t want translated. They need 
to specify which languages are needed and 
whether there might be regional differ-
ences for any of these languages (French 
or French-France and French-Canada, for 
example). They should consider whether 
work can be done in smaller language 
groups (in tiers: FIGS — French/Italian/Ger-
man/Spanish) and learn from the questions 
that came up there for translation into fur-
ther languages. For a project with more 
languages, it could be easier not to do 
everything at the same time. And it can, of 
course, have an impact on the price to take 
parts out of the translation project that 
don’t need any translation at all. Transla-
tions are often just “thrown over the wall” 
at the language service provider (LSP) 
without any additional project preparation, 
but more time spent with the material 
might actually save time towards the end 
of the translation.

Working with vendors 
Customers and translation vendors 

don’t always speak the same language. 
A customer often assumes that a trained 
and specialized translator will just trans-
late “correctly” if this translator is doing 
the work right. If, due to lack of specifi -
cation, terminology or style are not quite 
according to the customer’s expectations, 
disappointment is in order. 

The relationship between a customer 
and an LSP is a delicate one and requires 
intensive communication. Therefore, it 
is crucial for everybody involved that 
project information is well-communi-
cated and the relevant technical terms 
for a company or a product are defi ned 
in advance —  and also explained to the 
LSP, who is a translation expert, but can 
never be as much an expert in the fi eld 
as a company specialist can be. In the 
cooperation of both parties lies the pos-
sibility for success. Without communica-
tion, translation vendors are forced to 
guess what the customers want.

File formats
Not everybody understands how impor-

tant the fi le format is for anyone dealing 
with texts, but it should be clear if you 
think about it. It is not always “What you 

see is what you get.” Therefore, format-
ting issues will also have an impact on the 
way an LSP can deal with text material. 
Customers should tell their LSPs what fi le 
formats they have for translation right 
from the start and might even try to agree 
on a list of preferred fi le formats from the 
beginning of their cooperation. It is clearly 
in the best interest of everybody involved 
to try to fi nd fi le formats both sides like to 
work with.

Languages and costs
I have received — more than once — an 

e-mail with an attached document, and 
the question “How much is the transla-
tion?” Nothing more, nothing less. It 
might sound silly, but both the source and 
the target language required for transla-
tion play an important role for LSPs. Not 
only do they need to know which transla-
tor to choose, but since many languages 
have their own characteristics (translator 
availability, price, expansion of text and 
so on), there might also be different ways 
of dealing with these languages and dif-
ferent ways of calculating prices.

Preparation of source text 
“Garbage in — garbage out,” sigh 

those responsible for translation proj-
ects when asked about the relationship 
between source text and target text. And 
it is indeed true. An editing round on the 
source material prior to translation can 
improve your source text and will facili-
tate the work of one or several transla-
tors. Think of it this way: You may only 
need to edit the text once if you edit the 
original text. If you don’t do it before the 
translation starts (which is actually quite 
common, as there is never enough time 
to take care of these matters), you will 
have to repeat your editing in as many 
versions as there are languages. You can 
normally assume that the translator will 
not be able to fi x the issue in the trans-
lated version.

Computer-aided 
translation (CAT)
This is the most dreaded topic of those 

who do not regularly work with transla-
tion or localization issues. “No computer 
translations!” is the most current reaction 
by fi rst-time users when CAT tools are sug-
gested. Often, however, computer transla-
tion can help automate their processes and 
professionalize their translations. At the 
least, translation customers should know 
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about the availability of CAT tools, see 
how they work at least once, and know for 
what types of texts they can be used best.

Terminology work
The area of terminology is quite spe-

cialized already. Still, less-experienced 
customers of translation should be aware 
of the enormous impact terminological 
decisions — and more importantly the 
lack of them, when people aren’t willing 
or able to make decisions about terminol-
ogy — have on the success of a project. 
To say it more directly: If you don’t know 
what words to use, how should your 
translator? For company-specifi c terms, 
you should make up your mind about 
your preferences. There are tools that 
can help you — built-in concordances 
and the like. Use them, and your work 
will be more successful in many respects. 
Your texts will be more consistent and 
more in accord with other relevant text 
material.

Quality control
This is a diffi cult matter. Not many 

people actually like to correct the work 
of others, and it is quite diffi cult to 
defi ne what you like or don’t like about 
a text and why you think something is of 
inferior quality and should be changed. 
Yet there should always be an in-house 
quality assurance measurement when-
ever translations have been outsourced. 
You will need to think about how to 
defi ne the quality of a translation.

Communication
Clear and unambiguous communica-

tion among all project stakeholders (cus-
tomer, vendor, translator, proofreader) 

and the availability of information for all 
those who need it are the most important 
factors for the success of any translation 
project. We should never forget that it 
is not only the things said incorrectly 
(wrong information), but also things left 
unsaid (such as deadlines or tasks not 
clearly stated) or people not involved 
(such as project managers who don’t 
know about some extra project informa-
tion) that can make a project go wrong. 
It should be our daily goal to build up 
optimal communication lines, investing 
serious time and effort to make a project 
work. This is really the mold in which 
our projects are made, and the C-factor 

should never be forgotten or neglected 
because of lack of time or laziness.

For the casual user, a checklist is 
advisable to work through the same 
processes every time a new project is 
started. This fi xed way of dealing with 
relevant questions can replace experi-
ence at least slightly and can prevent 
project responsibles from forgetting the 
most important things. It is understood 
that individual translation requirements 
and company needs might be the reason 
to adapt a “minimal” or basic checklist 
to particular requirements. But a check-
list should be used, and it is useful to 
have a list to start working with before 
adapting it to the individual project 
requirements. 

Minimal translation management is by 
no means designed to replace a good 
project manager’s knowledge and expe-
rience. It is rather the starting point for 
newcomers in the business and the people 
who already work with translation but 
never felt adequately equipped to do 
their work well. In the daily rush, people 
often lack the time to ask questions, or to 
explain to business partners and custom-
ers what translation/localization work is 
all about. This is where this new concept 
comes into the picture, where we hope it 
will help people to do their work better 
and understand more of what makes our 
work a success.  M

“Oh, and could you have that brochure translated for our launch in Europe by next Friday?” 
© 2008 by Ruth Zwerina
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Combining document 
localization and PM
Jason Arnsparger & Jennifer Perkins

Typically, English content development, whether 
it takes the form of technical writing or content 
developing, resides in a different part of an organi-
zation than its localization project managers. The 
two questions that keep the groups from working 
effectively together — “Why can’t you translate 
what I write?” and “Why can’t you write so I can 
translate?” — can prevent the teams from coming 
together for common outputs. However, the pro-
cesses for developing source content and its sub-
sequent target language translation can be meshed 
to increase speed and quality.

In our case, organizational changes drove the processes to 
align upstream of the development process — we were about 
to double our product base. This organizational structure of 
combining the English development and the documentation 
localization project managers (LPMs) within the same depart-
ment helped to drive the formation and adherence to a common 
process. 

Although the mission was clear — the department pro-
duced both English source and target language outputs, and 
all involved in the process were responsible for producing a 
quality product — at fi rst the integration was nothing more 
than physical proximity. The two processes were still managed 

independently of one another. Furthermore, both processes had 
been managed ad hoc. Each writer or project manager employed 
his or her own methods to get the required work done.

Sitting in the same area did have its advantages. The big-
gest? Communication. Dialogue between the English content 
developers and the LPMs began immediately. Usability, regu-
latory language constraints, localization challenges and com-
bined timelines were the subject of many meetings. The teams 
focused on developing a common language and understanding 
of one another’s challenges and thus became accountable to 
one another. Although these conversations were lively and at 
times contentious, they allowed the organization to implement 
a robust and integrated process. 

Having experienced many attempts at process improvement, 
the department leader knew it was imperative to fi rst establish a 
strong team culture. Whenever work processes are discussed or 
challenged, individuals may become defensive, preventing open 
communication and exchange of ideas. We focused on building 
trust and respect in advance. The entire department went bowl-
ing and took cooking classes together, among other activities. 
This went a long way in allowing the process analysis to be 
productive rather than combative. It also created an environ-
ment in which all team members felt comfortable brainstorming 
and presenting ideas that could be dissected and challenged, no 
matter how unusual they may have been.

As the department reached a level of maturity within the 
organization, the localization evangelism outside of the depart-

ment could begin. The technical writers partnered 
with the soft ware developers within research and 
development, incorporating consistent terminology 
and localization best practices within the develop-
ment process. This allowed for improved communi-
cation during the development process, which in turn 
improved the turnaround time for the localization 
process. The focus then shifted to the quality and the 

Jason Arnsparger is a translation project 
manager at Gambro BCT, Inc. (Caridian 
BCT, Inc., as of July 14, 2008). 

Jennifer Perkins manages writers and 
translation project managers at Gambro BCT. 
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accuracy of the content and subsequent 
localization, not the process itself. 

Hiring the right people with the appro-
priate project management (PM) skills is 
critical to the success of any integrated 
source development/localization process. 
Although a level of localization knowledge 
is important, if you have the right blend of 
PM ability, communication style, process 
orientation and infl uencing (or “people”) 
skills, the process is much easier to imple-
ment. One interesting debate within the 
technical writing arena is on the level of 
product and/or industry knowledge one 
needs to be a successful writer. A good 
writer can learn any type of industry, but 
excellent writing and communication skills 
are diffi cult to teach, at least past a certain 
educational point. It is easier to familiarize 
someone with the technology he or she 
should be communicating about. The same 
is true for good LPMs. Although knowl-
edge of the localization industry is impor-
tant, direct experience with localization is 
not required. 

When implementing a combined local-
ization and source development process, 
the core of the work is, of course, PM. 
Any good project manager can work 
effectively within this structure as long 
as he or she has two particular skill sets: 
the ability to manage through infl uence 
and without position power, and a passion 
for language and culture. When working 
within a source and target translation pro-
cess, the candidates for PM must have the 
ability and desire to work with language, 
analyze language issues and be willing 
to communicate and work with different 
cultures.

Assembling the department was only 
the beginning. Now that we had a struc-
ture that made organizational sense, 
we would have to defi ne and document 
scalable, sustainable processes. But what 
should the development process look 
like? What is the ideal localization pro-
cess for our content and within the con-
text of a medical device manufacturer?  
Where do the processes overlap? Where 
do source content and target language 
reviewers fi t into the process? Where do 
language service providers (LSPs) fi t in? 
To answer those questions, we took sev-
eral steps back and began to analyze the 
current “process” at a granular level.

Process analysis
When the department fi rst formed, 

the processes were not documented, nor 

were they repeatable or predictable. In 
short, tribal knowledge was the norm. 
Training new employees was a challenge 
without a content creation or PM tem-
plate. New employees learned different 
processes depending on who trained 
them. Measuring quality and improve-
ment was nearly impossible without the 
means for establishing a baseline, and 
handing off work mid-project to another 
resource was risky due to the lack of 
standard process. Communicating our 
project plans to stakeholders and spon-
sors was problematic, to say the least. 
The issues were extensive, making it 
clear that departmental processes needed 
to be defi ned. Easier said than done.

The fi rst challenge related to the pro-
cess analysis was encouraging all team 
members to step outside of their own 
worlds and look at things objectively. 
Assuming that certain processes are 
needed or effective is an easy trap to 
fall into, but at the same time, you don’t 
want to fi x what’s not broken. To avoid 
this trap, we consciously started with a 
blank slate; we effectively imagined a 
situation in which we were all new, there 
were no preconceptions, and every task 
we had performed to date was considered 
expendable. 

Prior to beginning the analysis, we set 
some group norms as a sort of contract. 
A few examples: 

“Because we’ve always done it that 
way” is not an acceptable answer.

There are no bad questions, sugges-
tions or ideas. Objective rationale has to 
support all suggestions and ideas, even 
outlandish ones.

Being innovative means changing 
the approach to content development 
and localization, not copying existing 
processes and implementing the same 
problems already in the industry.

We spent days in a conference room, 
mapping out each step we had previ-
ously taken to complete a project. Dif-
ferent people had different steps; some 
were universal while others were unique 
to an individual. We focused on the 
commonalities, for clearly there must be 
a valid reason all team members were 
doing the same thing, even without dis-
cussion. If there was a consensus that 
a certain process step was critical, we 
would focus on refi ning that step. Steps 
that were not universally followed were 
challenged. Why is this step necessary? 
What are the added benefi ts? What are 

the downsides? What would the result be 
if the step were left out? 

There were plenty of creative ideas. 
Most of them never made it into the fi nal 
documented process, but the brainstorm-
ing delivered three valuable results. First, a 
few ideas were implemented that never 
would have been thought of, let alone 
incorporated into the process, had we not 

Your Vision. Worldwide.
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had the discussion. Second, we could com-
plete the process analysis with satisfaction, 
knowing that we had looked at it from 
many different angles, concepts and possi-
bilities. When management now challenges 
us to do things differently, we can usually 
tell them that we have investigated that 
idea and chosen to omit it based on valid 
rationale. Finally, some of the ideas were 
fi led away for future implementation. 

Once we had a solid draft of our pro-
posed process fl ow, we took a step back 
to audit it. By stepping away from the 
analysis for a few weeks, we could regain 
a fresh perspective. A fresh pair of eyes 
could easily identify inconsistencies and 
issues. The audit step was used to refi ne 
the draft. We went through various itera-
tions, applying the proposed process to 
smaller projects to verify its validity. Did 
we get the expected results? Was it fl ex-
ible enough to apply to different types of 
projects, deliverables and project teams? 
By asking these questions, we could con-
tinually refi ne the draft. 

Documenting the process
With relative agreement on the out-

line of our development and localization 
process, we needed to document it and 
put it to use. Documenting the process 
became another form of audit. Seeing 
the process allowed us to identify more 
areas for refi nement. It also provided 
a simpler way to identify our project 
life-cycle states. Different than work-
fl ow steps, the life-cycle states gave us 
a high-level overview of what it takes 
to create a deliverable, localize it and 
release it to customers. The goal was to 
split the workfl ow steps into different 
life-cycle states, allowing us to deter-
mine the earliest possible time when 
source content could go to translation, 
identify what resources were needed 
when and so on. 

Representing this visually made it 
much easier. We could look at each and 
every detailed task, decision point, depen-
dency, constraint and loop. We could 
then analyze the process by following 
the workfl ow under different scenarios. It 
became simple to identify missing steps 
or decision points. If the workfl ow took 
us to a dead end, obviously something 
was missing, and the process needed 
to be revisited. The workfl ow diagram 
included the steps we had all agreed to as 
a team, and if it did not work as planned, 
we could hold ourselves accountable and 

make the necessary adjustments. After 
many iterations, we fi nally had a docu-
mented workfl ow that could be followed 
and repeated with predictable results.

The automation question
Tools can automate many manual 

tasks, centralize translation memory (TM) 
and terminology management, and even 
send e-mail notifi cations to project team 
members so you don’t have to. Automat-
ing a streamlined process certainly brings 
benefi ts. Automating a poor process will 
only result in automated chaos. 

At this point in our project, it was 
important to consider automation. We 
nearly fell victim to the temptation to 
purchase a software tool to solve our 
fundamental problems. While research-
ing different solutions, it became evident 
early on that our old process was diffi cult 
to impossible to automate. Furthermore, 
we would have been unable to present 
a good business case without a baseline 
for which to measure improvements and 
project return on investment. It was only 
after we had solidifi ed and proven the 
sustainability of our manual process that 
we made the decision to invest in a tool.

What about the reviewers?
It’s one thing to design a process 

that works for those who manage it and 
execute most of the tasks. It is another 
endeavor altogether to design a process 
that works not only for the “owners,” 
but for all resources and stakeholders. 
Our company culture proved to be a big 
challenge in this area. We pride ourselves 
on having a culture that embraces cross-
functionality and consensus. We had 
defi ned a process that would improve 
productivity and quality. However, we 
still needed buy-in from key project 
contributors. 

Comprehensive source content and 
target language reviews are not nego-
tiable in the medical device industry. This 

being the case, if our reviewers could not 
function within the constraints of our 
process, the projected improvements to 
the business would not be realized. Thus, 
we engaged the reviewers and encour-
aged their feedback. The reviewers were 
able to provide input from their perspec-
tive that we otherwise may have missed. 
Even more importantly, asking for their 
input improved our relationships with 
them. Many of the reviewers were happy 
just to be asked for feedback. Within our 
industry, reviews were viewed as a neces-
sary evil. It was challenging to get dedica-
tion, collaboration and cooperation from 
a reviewer. Involving reviewers in this 
process helped to bridge the gap. Many 
of them felt for the fi rst time that their 
contributions were valued and appreci-
ated. Furthermore, they could fi nally see 
where the function fi t into the overall 
product development life cycle. This was 
an unexpected and invaluable result. 

The LSPs
After integrating the review steps, inte-

grating the LSPs into the new process was 
the next challenge. Obviously, the LSPs 
would be responsible for the translation 
activities (translation, editing, proofi ng) 
and desktop publishing (DTP). Our phi-
losophy on external suppliers is that we 
strive to develop partnerships and want 
to avoid the typical client-vendor rela-
tionship. Forging a partnership promotes 
the idea of reciprocity. If our suppliers 
succeed, then we succeed, and vice versa. 
Also, we do not believe it is our suppliers’ 
responsibility to make our source content 
more localizable. Nor are they responsible 
for deciphering ambiguous instructions 
or specifi cations. We want our suppliers 
to perform to their core competencies: 
provide high-quality translations and 
localized deliverables. 

We set the expectation up front for a 
partnership — that we consider the LSP 
part of our extended localization team. 
We expect this to be a collaborative rela-
tionship. We engaged our suppliers early 
on during the process improvement to 
collect their feedback regarding common 
issues in source content or design, best 
practices for terminology and TM man-
agement, and a unifi ed quality model for 
continuous improvement. Once we had 
forged this partnership, we could work as 
a team to defi ne the process that would 
work best for both sides and put both of 
us in the best position to succeed. We met 

 “Because we’ve always 
done it that way” is not 
an acceptable answer.
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 MediLingua BV
Leiden, The Netherlands

simon.andriesen@medilingua.com
www.medilingua.com

 Medical Translations
MediLingua is one of Europe’s few 

companies specializing in medical translation. 
We provide all European languages (36 today 
and counting) and Japanese as well as the 
usual translation-related services. Our 250-plus 
translators have a combined medical and 
language background. 

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

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

MULTILINGUAL QA Ltd.
Or Yehuda, Israel

sales@multilingualqa.com
www.multilingualqa.com

One-stop QA Center for 
Localized Software

MULTILINGUAL QA Ltd., an exclusive quality 
assurance center, specializes in testing localized 
software in over 30 languages by native 
speakers. Our linguistic, functional and cosmetic 
testing is executed in a controlled environment, 
utilizing shared resources and state-of-the-art labs 
all under one roof. 

Our ability to provide our customers with the 
required testing environments, professional native 
in-house linguists and technical support personnel 
offers the ultimate solution to international 
software publishers and localization companies. 

Please visit www.multilingualqa.com for more 
information.   

Services Showcase

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

How to Be 
World Savvy

International Marketing Communications 
Market Research
Marketing

EuroGreek Translations Limited
London, UK • Athens, Greece 

production@eurogreek.gr • www.eurogreek.com

 Europe’s No. 1
Greek Localizer

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

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

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

quality and on-time delivery.

 Your Polish 
Production Center

Since 2000, Ryszard Jarza Translations has 
been providing specialized Polish translation, 
localization and DTP services, primarily for life 
sciences, IT, automotive, refrigeration and other 
technology sectors. 

We work with multilanguage vendors and 
directly with documentation departments of 
large multinational customers. We have built a 
brilliant in-house team made up of experienced 
linguists and engineers, who guarantee a 
high standard of quality while maintaining 
flexibility, responsiveness and accountability. 

 Ryszard Jarza Translations
Wroclaw, Poland

info@jarza.com.pl
www.jarza.com.pl 

JFA Marketing
Dubuque, Iowa USA

john@jfamarketing.com
www.jfamarkets.com
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with project managers, language leads, 
DTP specialists, software engineers and, 
of course, translators. We wanted to have 
an inside perspective of what our LSPs 
dealt with on a daily basis. What used 
to be the black box of translation was 
now a very visible part of our localiza-
tion process that could be integrated and 
improved upon. 

Bringing it all together 
and never really finishing it
With a documented and validated 

content development and localization 
process integrating source and target 
language reviewers as well as LSPs, we 
could fi nally focus on content develop-
ment and PM. The bulk of the heavy lift-
ing was complete, and now the focus was 

on successful execution of the process. 
The biggest challenge at this stage was for 
management. Although we had involved 
many stakeholders and contributors in 
process analysis and development, seeing 
the process in action was new to them. 

We prepared ourselves for initial de-
creases in throughput and even braced for 
the possibility of resistance to the massive 
changes we were implementing. To suc-
ceed in this phase was a matter of setting 
realistic expectations — for us as well as 
project stakeholders, sponsors and contrib-
utors. The deployment of the new process 
was at times slow and diffi cult. Additional 
gaps were discovered, and then corrected. 

One of the expectations we set was 
that we would operate under a con-
tinuous improvement model. Instead of 
becoming frustrated by implementation 
issues, we used these as opportunities 
to improve. Even now, we use our post-
project meetings to refi ne the process. 
In reality, our development/localization 
process will never be set in stone. How-
ever, with a solid foundation, we can 
continue to deliver high-quality multi-
lingual content within the constraints 
of our corporate environment, while 
continuously improving the process. 

The single biggest takeaway from the 
endeavor was this humbling fact: it will 
never actually be complete. Our initial 
goal should never have been to imple-
ment the perfect process, but, rather, to 
build a strong foundation that could be 
built upon for years to come. Almost by 
accident, we had our scalability. 

As each project is completed, we gain 
increasing support from upper manage-
ment, as we are able to show measured 
improvements over time. Everyone in-
volved in our projects knows that his or 
her feedback is not only extremely valu-
able, but that it very well may become 
part of our standard process. This is a 
cyclical phenomenon. As each project is 
completed, the process grows stronger and 
more robust, and, consequently, by the na-
ture of our process, we gain more buy-in 
and participation. Now a group of content 
developers and project managers with 
little or no position power has immeasur-
able infl uence and credibility across the 
organization. By taking a systematic and 
methodical approach to organizational 
structure, process analysis and defi nition, 
and implementation, we are no longer 
simply executing. We own the processes 
as well as the outcomes.  M 
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Corporate style standards 
for a global market
Todd Ettelson & Sabine Lehmann

Every business knows that corporate style mat-
ters, whether style refers to aesthetics, word choice 
or consistency. Companies agree that style guide-
lines for drafting documents are useful and even 
necessary, but many companies that have style 
guidelines struggle when it comes time to fi nalize 
and apply their rules. Companies without guidelines 
often ask themselves where to start. A common set 
of questions confronts managers and editors: How 
many style rules do I need? Does more mean bet-
ter? Do all companies use the same rules? Will I 
have to rewrite all my existing documentation? 
How can I make use of the knowledge writers and 
editors already possess? How can I make sure that 
rules are applied in practice?

Companies want to fi nd or create a standard style because 
they know standards save time and money. They are par-
ticularly important for businesses that translate content into 
multiple languages, since accuracy, clarity and consistency 
decrease costs during the translation and localization pro-
cesses. Technology can play a crucial role in helping busi-
nesses both formulate and deploy style guidelines, and 

technology fi gures into improving the authoring experience 
and training writers.

Some generic aspects of style guidelines
There are two types of style guidelines. Prescriptive guide-

lines defi ne only what is allowed and prohibit everything else. 
This approach aims for high consistency, given that there is 
only one correct way of writing. Proscriptive guidelines, on 
the other hand, defi ne what is not allowed. This approach is 
less radical since several structures can be correct. 

Most businesses take a prescriptive approach to writing 
company names and brands. In contrast, a rule to avoid noun 
clusters in documents would be more proscriptive, since the 
rule does not specify the exact way of formulating a compound 
noun. Most corporate guidelines combine the two approaches.

The well-known set of ASD-STE guidelines (AeroSpace and 
Defence Industries Association of Europe Simplifi ed Techni-
cal English) is mainly prescriptive. ASD-STE provides exactly 
61 rules and a lexicon of about 900 words. It is a controlled 
language that was developed for maintenance manuals in the 
aerospace industry, where minimizing miscommunication helps 
ensure safety. However, for most other industries it is a radical 
solution to style. Companies that want to adhere to ASD-STE in 
an orthodox way would typically have to invest an enormous 
amount of time and cost in revising their existing documenta-
tion. Moreover, their writers would have to receive substantial 
training in order to comply with the ASD-STE guidelines. 

At the other end of the spectrum, there are global guidelines 
such as those described by the Chicago Manual of Style and The 
Oxford Style Manual. These are often good starting points for 
developing corporate style rules. Sometimes businesses want 
to base their guidelines on recognizable authorities for Eng-
lish style, but a wholesale implementation of these guidelines 
is generally not feasible. As with ASD-STE, adopting global 

Todd Ettelson is a key account 
manager at acrolinx GmbH. 

Sabine Lehmann is cofounder and 
head linguist at acrolinx GmbH.
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guidelines can entail making unneces-
sarily complicated revisions to existing 
documentation. 

Which style 
guidelines do I need?
Businesses want to adopt style guide-

lines so that they can improve the way 
they do business. However, they do not 
always know how to translate this over-
arching goal into concrete style rules. 
Savings start at the source, before docu-
ments enter the translation and local-
ization cycles. As a result, developers 
of a company’s guidelines should think 
about a few details as they build their 
guidelines: improving comprehension, 
readability and clarity; improving con-
sistency; and improving translatability, 
with or without translation tools.

Yet companies that are just getting 
started with their style rules often feel 
overwhelmed. Many businesses want to 
know whether they can adopt a standard 
set of rules that works out-of-the-box. 
No single set of rules works for everyone, 

however; there is a range of guidelines, 
each tailored to meet different needs. 

The choice of guidelines depends on 
more specifi c factors that can vary from 
company to company: Who is using the 
rules on the production side — technical 
writers, editors, subject matter experts, 
PR people? Who is the audience — end 
users, technicians? What type of text is 
it — user manual, legal text, marketing 
material? What is the context — descrip-
tion, procedure, warning, heading, table?

In terms of context, it is typically a 
good idea to write with a direct form of 
address or in the imperative mood (switch 
on the coffee machine; fi ll the water tank) 
so that users know they have to perform 
specifi c actions. Descriptions generally do 
not require the imperative mood.

Other contexts are also instructive. For 
example, headings are usually not com-
plete sentences. On an intuitive level, most 
companies know they have to apply dif-
ferent rules here. Headings always involve 
capitalization issues, but some companies 
also want to proscribe abbreviations or 

increase consistency by starting their 
headings with gerunds, which results in 
titles such as Saving data and Opening 
fi les. Tables impose other constraints. 
Space is limited within individual cells, so 
style guides might allow abbreviations or 
numerals. 

Rules regarding exclamation points 
often hinge on text type. Technical 
writing almost always avoids excla-
mation points, whereas they are often 
indispensable to marketing material. 

Finally, in terms of those using the 
rules on the production side, people 
who proofread might want to have extra 
rules at their disposal geared towards 
“recall.” These rules do not necessarily 
fl ag mistakes, but rather draw attention 
to particular structures or phenomena. 
For example, one company we know of 
frequently used acronyms in documents. 
Because these acronyms looked very 
similar (three letters, mainly starting 
with A) and some had multiple mean-
ings, a group of editors had to scrutinize 
them carefully during proofreading. This 
group benefi tted from a rule that simply 
fl agged the acronyms.

Thus, it can be useful to have different 
rule sets based on production process, 
text type, audience and context. While 
more than one rule set is not necessary 
for every business, some organizations 
may want to use different rules depending 
on what they are checking, for example, 
“use imperative” and “avoid imperative.” 
In particular, software technologies for 
checking documents can help defi ne and 
apply multiple rule sets.

Starting with what 
businesses know best
After hearing that no ready-made 

standard can fi t every need, a customer 
might feel even more frustrated. But there 
is good news. Our extensive experience 
evaluating customer data suggests that 
approximately 80% of style rules overlap. 
This point should actually come as no 
surprise because most major companies 
have similar needs. They want to com-
municate clearly and effectively and pro-
duce consistent documentation. Doing so 
cuts costs and increases productivity in 
both the authoring and translation cycles. 
High-quality documentation also mini-
mizes liability because businesses can be 
sure that their product information meets 
the necessary legal requirements. Finally, 
further downstream, it reduces the cost of 

moraviaworldwide.com      AMERICAS       EUROPE       ASIA

Controlled Growth
Good growth takes care – this has been 
our approach ever since we got started. 
Our steady, step-by-step growth from 
a regional provider to one of the top 
language service providers worldwide has 
been a controlled and careful evolution. 
We don’t necessarily aspire to be the 
biggest provider – our ambition is to be 
the best and the most-admired company
in the industry, and to grow with our 
clients and their needs.
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customer support because consumers can fi nd answers to their 
questions within the documentation itself.

Based on the 80% overlap of company style rules, acrolinx 
has created a single set of best practice rules for the style 
module of our software. These standards currently encompass 
about 90 rules adapted from industries, including IT, telecom-
munications, medical devices, agribusiness, consumer elec-
tronics and aerospace. This “best practice” standard represents 
a crucial starting point for companies that do not have style 
guidelines, and it helps orient companies that already do. It 
is a pragmatic approach that builds on the common needs of 
businesses.

Rather than dividing our rules according to abstract cat-
egories, we group our standards according to the goals they 
try to achieve: clarity, translatability, consistency, accuracy 
and tone. Rules primarily geared towards achieving clarity, 
for example, include:

avoid passive voice
goal must precede action
use gender neutral language
use this/that/these/those with noun
avoid future tense

Rules for clarity tend to be the least controversial rules. 
Nevertheless, companies should remain fl exible to accommo-
date different text types such as user manuals and marketing 
materials. They should trust their accumulated experiences and 
knowledge, and above all, avoid generic rules that force unnec-
essary rewrites to existing documentation. If a certain text type 
already uses future tense, it makes more sense not to include 
the “avoid future tense” rule than to make numerous changes, 
at least in the initial stages of guideline development. Bottom 
line: Let practice govern your standards, not a fi xed idea of 
good style.

Thinking about existing documentation
Once they adopt a “best practice” set of guidelines, com-

panies can innovate more easily. But how do they start to 
vary rules? Although there is general consensus regarding 
the rules that fall into the category “clarity,” many businesses 
want to choose from different rule variants in order to ensure 
the “consistency” of their texts. Consistency does not entail 
a single “correct” style, but rather focuses on uniformity. All 
that matters is that writers write the same way. The rules “spell 
out numerals” and “use numerals” are good examples. The 
most common approach is to spell out numerals one through 
ten and use numerals from 11 upwards. However, some com-
panies only spell out numerals one through nine, while others 
never spell out numerals. From a purist perspective, the fi rst 
rule might be correct. But if the bulk of existing documenta-
tion never spells out numbers, why invest the extra work and 
cost in substantial revisions?

The hyphenation of words with prefi xes is another area 
where companies have different policies. In the United States, 
some companies follow Webster’s Dictionary on prefi x hyphen-
ation. Webster’s tends to avoid hyphenation whenever possible. 
Hence, the dictionary does not hyphenate words where the 
prefi x anti- is followed by a consonant, including the words 
antibacterial, anticarcinogenic, antimilitary, antimodern and 
antivirus. It also does not spell words with a hyphen when 
anti- is followed by a vowel: antiauthority and antievolution, 

unless the second vowel is another i (anti-imperialist). Yet many 
writers hyphenate with the prefi x anti-, not only before stems 
that start with vowels, but also before consonant-initial stems 
such as anti-virus.

In a general sense, Webster’s may provide the most con-
sistent style for hyphenation, but companies still have to 
consider the prevailing style in their own writing community 
and among other large organizations. The combination of 
i and a vowel can be confusing (antievolution), especially 
for non-native speakers or translators. Moreover, if existing 
documentation tends to hyphenate anti-, suddenly patterning 
guidelines after the dictionary could involve massive rewrites 
that yield a minimal return on investment. 

Relying on human resources
When it comes time for their rule customization, busi-

nesses should also leverage the knowledge of their human 
resources: editors and writers. Editors and writers typically 
know they should avoid making their prose more complicated 
than necessary. With their broader overview, editors often see 
how particular rules founder or contradict each other in prac-
tice. They also have a keen sense of company-specifi c rules 
— for example, consistency with regard to brand names or 
trademarks. Editors can be among the fi rst in their organiza-
tions to recognize that more extensive work with terminology 
is key to producing high-quality content.

In the end, creating rules that have low acceptance among 
editors and writers creates unnecessary resistance. An enter-
prise solution to style requires buy-in from those closest to 
production; otherwise, they will never apply the guidelines. 

Implementing enterprise-quality style guidelines
Let us assume that a company has now collected its style rules on 

paper or online. Editors or managers still may be asking themselves 
several questions: How do I ensure that writers apply the rules? 

Writers “experience” the rules through real-time fl agging.

49-53 F Ettelson-Lehmann #97.ind51   5149-53 F Ettelson-Lehmann #97.ind51   51 7/2/08   2:23:43 PM7/2/08   2:23:43 PM



|  MultiLingual  July/August 2008 editor@multilingual.com52

Tools
How do I make sure the rules meet my 
needs? How do I apply different rule 
variants to different types of text?

Technology provides the optimal 
means for addressing these questions. 
It is extremely diffi cult for writers to 
implement paper guidelines. First off, 
no one can keep a comprehensive set 
of rules in mind at every moment. 
Second, poring through rules on paper, 
or even online, intrudes on the writing 
process. But most important, paper 
guidelines do not automatically alert 
writers to the issues in their output. 
Paper does not tap a writer on his or 
her shoulder and say “You might want 
to take another look at that.”

Admittedly, most software does not 
do this either, but the best technol-
ogy solutions for implementing style 
guidelines offer writers something 
completely different than paper. These 
solutions — typically plug-ins for 
major text editors  — provide real-time 
fl agging of mistakes by highlighting 
style issues (grammar, spelling and 
terminology) on screen and in color. 

The writing process becomes more 
dynamic and engaging because writers 
can interact with the technology. The 
vast majority of writers at the companies 
we work with have told us how much 
they benefi t from a software tool. Once 
the tool has fl agged a particular issue 
several times, such as “avoid passive 
voice” or “use gender neutral language,” 
writers begin to internalize the rules. 
Mistakes begin to evaporate over time, 
and writers increase their productivity. 
Moreover, writers enjoy the software and 
feel genuinely empowered by the tool. 
They decide when to check their work 

and can think about the content without 
interruption.

Relying on technology 
Technology can play a vital role in 

defi ning style rules, but it can also help 
in further rule customization. One com-
pany, for example, had a well-established 
style rule that limited the length of every 
sentence to 15 words. But once a software 
tool started to fl ag hundreds of sentences 
in its documents, the company quickly 
decided to abandon the rule. Another 
rule prescribed the use of ensure instead 
of make sure, verify or check. However, 

the texts primarily used make sure, so 
stylewriters opted to change the rule. 

This process of “experiencing” the 
rules has a tremendous impact. The 
tool’s extensive metrics and reporting 
can be used to fi ne-tune the guidelines 
in the earliest stages of the process. 
Rules can be elaborated to increase 
their precision. Rules that contradict 
each other or imply time-consuming 
revisions can be reworked. 

In our experience, technology also 
accelerates the process of innovation 
among writers. Some writers have 
told us that they were already apply-
ing certain rules “in their heads.” 
Experiencing the implementation of 
the style rules through the software 
encouraged them to discuss their own 
ideas for extending the guidelines. 

     Rule configuration
Some software solutions for style 

checking already enable users to toggle 
between different rule sets. For exam-
ple, users switch between sets to check 
different document types or contexts.
Within the next year or two, state-of-

the-art rule confi guration functionality 
will make its way into information quality 
software. Accessible through a web-based 
platform, rule confi guration will further 
allow administrators to customize their 
rules with respect to the parameters we 
have discussed. Administrators will be able 
to compose individualized rule sets, make 
rules text-specifi c and context-specifi c, or 
perform other types of customization.

Conclusion
This article has examined how to dev-

elop style guidelines based on the specifi c 
needs and goals of each individual com-
pany. We have argued that technology 
plays a crucial role in both creating and 
deploying style guidelines because it allows 
users to “experience” the rules. Technology 
makes otherwise abstract guidelines more 
concrete and helps companies put them 
into practice. Style guidelines save time 
and money, particularly for companies 
that translate their content into multiple 
languages. Moreover, in a global economy, 
being the fi rst to market a product in a 
new country carries enormous advantages. 
Companies with tested style standards can 
reap considerable time-to-market benefi ts. 
Producing clean, consistent, readable and 
translation-friendly content is a vital step 
in that direction.  M

Rule set menu.
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LTC — The Language 
Technology Centre

Surrey, UK • Bethesda, Maryland USA
info@langtech.co.uk • info@langtechus.com
www.langtech.co.uk • www.langtechus.com

 Effi cient Business 
Management with LTC Worx

LTC WORX is a revolutionary web-based 
business system for multilingual information 
management. It handles projects of any type 
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. 

Human Language 
Technologies

AppTek is a developer of human language 
technology products with a complete suite for 
text and speech (voice) processing and recogni-
tion. AppTek’s product offerings include hybrid 
(rule-based + statistical) machine translation 
(MT) and automatic speech recognition (ASR) 
for a growing list of more than 23 languages; 
multilingual information retrieval with query 
and topic search capabilities; name-finding 
applications; and integrated suites providing 
ASR and MT in media monitoring of broadcast 
and telephony speech, as well as handheld and 
wearable speech-to-speech translation devices.

AppTek
McLean, Virginia USA

info@apptek.com • www.apptek.com

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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Localization World 
returns to Berlin
Katie Botkin

BBBerlin, Germany, historically known for 
both cultural division and collaboration 
across well-structured odds, was where 
the latest Localization World was held on 
June 9-11, 2008. The conference theme was 
“Innovating Localization Business Models,” 
which focused on cultural difference and 
collaboration within the business sphere.  

The innovation in question took the form of such 
talks as Idris Mootee’s “Lessons for Innovation” keynote 
address on the morning of Tuesday, June 10. One of 
Mootee’s practical lessons for innovation, gleaned from 
the past successes and failures of various corporations 
and also echoed by keynote speaker Filip Majcen, was to “Fight 
the Fog” of corporate speak — to simplify what is written and 
translated by a company for the target audience. “Always bear 
in mind the people you're writing for: not your committee, your 
boss, or the reviser of your translations, but the end users. They 
are in a hurry. Don't overestimate their knowledge, interest or 
patience,” Mootee quoted the European Commission plain Eng-
lish campaign. 

Lectures on the future of the localization industry abounded. 
Of note were “Content Disruption — The Challenges of Shifts in 
Localizing New Content Types,” featuring Dimitrios Dalossis, 

Ian Butler, and Kirti Vashee, 
and “Global Social Media: Best 
Practices in Localizing User-
Generated Content Sites,” by Zia 
Daniell Wigder. Mary Laplante 
of the Gilbane Group also gave 
a talk on content management, 
and a few localization buyers 

had a keynote discussion on translation’s “Natural Next Step” 
on Wednesday morning, June 11. Reiterated in these talks were 
the ideas that localization is becoming increasingly personal-
ized with the wave of new media and social networking outlets 
offered by the web, and that localization may soon see a shift 
into a larger global supply chain, particularly with growing 
business demands. 

Talks on corporate strategy and such global business lec-
tures as Thomas Murray and Camilo Munoz’s “The Falling US$ 
— A Practical Discussion about its Impact on the Localization 
Industry,” which touched on the growing trend to cut costs by 
sourcing in the United States, fl eshed out the business model 
side of things. 

Preconference workshops on June 9 covered topics from 
medical and machine translation to games localization. The 
games localization round table seemed particularly popular, was 
well-attended by people in the games localization industry, and 
included discussion on the nature of “quality” in video game 
localization, the challenges of dealing with huge fi les as seen 

Katie Botkin 
is assistant 
editor of 
MultiLingual.

Katie Botkin
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when localizing role-playing games, and 
best practices within the differing localiza-
tion and gaming companies represented. 

The Open Space session on Wednesday, the fi rst scheduled 
session of this type, broke into three groups after half an hour 
of debate and voting facilitated by Bettina Reichart. The topics 
ultimately chosen by vote were motivation of staff in the project 
management sector, quality assurance versus quality control, 
and collaborative translation. The groups discussed the topics 
and posted to wikis simultaneously. Notes may be found and 
updated at www.localizationworld.com/mediawiki 

On Monday evening after the preconference, the general open-
ing reception took place at the Kalkscheune, an indoor/outdoor 
discotheque and concert venue six blocks from the conference 
facility at the Maritim proArte in Central Berlin. Weather was nice 
during the conference, so attendees walked beneath the setting 

sun across the Spree River for 
a bout of networking and hors 
d’oeuvres. On Tuesday, attend-
ees were taken to dinner by hydrogen bus to the Cafe am Neuen 
See in the Tiergarten park and were served beer, wine, pork, fi sh, 
and the like, as well as a chance to catch up on the Euro 2008 
soccer playoffs in a city high on the tournament. 

The closing ceremony saw many gifts being handed out by 
GALA companies, from jewelry to an Irish bog wood statue to 
fi ne Japanese tea. The conference was organized by The Local-
ization Institute and MultiLingual Computing, Inc., and produced 
in cooperation with GALA. Major sponsors of the event were 
Lionbridge, Across, Acclaro and Saltlux.  M

Business

Localization World Berlin 
2008 was a successful 

combination of work and 
play, greeting old friends, 

making new ones and 
learning from each other.
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Using EN 15038:2006 
as an assessment tool
Jason Heaton

II If you have struggled with a good way to 
assess the countless translation agencies vying 
for your business or looked for a way to assess 
your current provider, you’re not alone. Compa-
nies around the globe have longed for a stan-
dard objective means by which to carry out 
their assessments. Some help has arrived in the 
form of European Standard EN 15038:2006, 
“Translation Services — Service Requirements.” 
Originally released as a British Standard, it was 
made an offi cial European Standard in 2006. 
Despite its European pedigree, it can be applied 
universally. 

EN 15038 provides guidance on such topics as human resources, 
linguist competency, technical resources, project management 
(PM), client relationships and quality management. In short, it cov-
ers all the important areas that will determine the level of service 
and quality a company can expect from its translation provider. In 
regulated industries, where metrics and standards are vital, EN 
15038 is a welcome tool. Many translation agencies are fl ocking to 
get EN 15038-certifi ed or claim compliance. While certifi cation is 
great, it is also helpful for client-side companies to understand the 
guts of the standard. Though it’s not a “silver bullet,” the fi ner 

points of EN 15038 give companies a good starting point from 
which they can assess their current or prospective translation ser-
vice providers.

The service requirements standard is broken up into three 
main sections: Basic Requirements, Client-Translation Service 
Provider (TSP) Relationship and Procedures in Translation 
Services.

Basic requirements
The Basic Requirements section of EN 15038 covers the 

following areas: human resources, technical resources, quality 
management system and PM.

The human resources section of EN 15038 focuses primarily 
on the competencies of the linguists who work on projects. The 
standard breaks down these competencies into fi ve categories:

Translating competence. Linguists can translate to an 
appropriate level in terms of terminology, grammar, phraseol-
ogy, style, locale and target audience. Equally emphasized is 
that the translation is done in relation to client expectations 
and requirements.

Linguistic and technical competence in source and target 
languages. Linguists should have full comprehension of the 
source language and a mastery of the target language.

Research competence, information acquisition and pro-
cessing. A linguist should be profi cient in using tools avail-
able to learn more about the subject matter in which they are 
translating.

Cultural competence. Translations should be done with the 
target audience in mind with respect to value systems, behav-
ioral standards and locale.

Technical competence. Profi ciency in hardware and soft-
ware tools necessary to carry out the translations.

These competencies should come as the result of a rec-
ognized higher education degree, equivalent qualifi cation in 

Jason Heaton is a ten-year veteran of 
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ForeignExchange Translations.
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other areas plus two years of documented experience translat-
ing and/or at least fi ve years of professional translation expe-
rience. Additionally, EN 15038 stipulates that editors should 
have adequate experience in the competencies above as well 
and reviewers should be specialists in the subject matter in 
which they are working (for example, medical device, fi nance 
or consumer electronics).

While it would be nearly impossible for a client to be able 
to screen linguists for these competen-
cies, they can ensure that the TSP has 
processes in place for the selection and 
qualifi cation of linguists. By asking to 
see a TSP’s selection criteria and perhaps 
random linguist records, a client can have 
a pretty good idea of a TSP’s adherence to 
this requirement.

EN 15038 does not go into much 
detail regarding technical resources, but 
the high-level requirements it does list 
are important:

The TSP should have the equipment 
necessary to carry out projects and provide 
for safe and confi dential handling of client 
documents and electronic media and data. 

The TSP should also have adequate communications equip-
ment and hardware and software.

Access to relevant information sources and media.
Technology changes so quickly now that the writers of 

the standard were wise to not go into too much detail in this 
section. Faster processors, upgraded operating systems and 
storage methods, as well as advances in content management, 
translation memory (TM) and the advent of machine transla-
tion, would render any more specifi c directives obsolete almost 
annually. 

It would be a good idea to ask your TSP for its archiving and 
disaster recovery protocols. Also, a list of its software capabili-
ties will help determine how current they are, especially vis-à-
vis your specifi c project needs. 

Though not cited specifi cally in EN 15038, TM would fall 
under this section. TM is the widely used means by which previ-
ously translated phrases can be leveraged in later projects to 
maximize consistency and cost-effectiveness and reduce turn-
around times. There is an ever-growing list of options in TM 
technology. What is important is not how much a TM system 
can do, but how it pertains to your specifi c needs.

EN 15038 states that a TSP should have a quality system 
suited to its size and structure but should include a statement 
of quality system objectives, a process for monitoring quality, 
a robust corrective action program and a process for handling 
information and material received from clients.

The simplest approach to assessing an agency’s quality man-
agement system is to check its certifi cations and compliance 
to recognized standards, most notably ISO 9000. Since many 
companies that use translations have their own ISO-certifi ed 
quality systems, it is easy to relate these to that of the TSP. 
Check your agency’s certifi cation status and any compliance to 
other standards, such as ISO 14971 (Risk Management). It might 
also be helpful to have your own company’s internal quality 
auditor perform an audit on the TSP to check on key points as 
they might relate to your business.

Quite simply, EN 15038 states that each translation project 
should be overseen by a project manager and be carried out 
according to the TSP’s procedures and in accordance with the 
project expectations and requirements agreed upon.

Client-TSP relationship
The second main section of EN 15038, which covers the cli-

ent-TSP relationship, is actually quite short. The focus is on 
how projects are assessed, quoted, agreed 
upon and concluded.

With regard to human and technical 
resources, an agency should not be so eager 
to “win” a project that it is not being hon-
est about its bandwidth and capabilities. 
So, a forthright discussion about its human 
and technical resources, backed by docu-
mented proof, will tease out any issues of 
scalability. 

Barring other client-TSP agreements, proj-
ects should be quoted with, at the least, price 
and delivery details. One could assume that 
the project schedule is included in “delivery 
details” and is often an equal, if not more 
vital, concern to clients than price.

EN 15038 briefl y touches on agreements that an agency 
establishes with its clients. This point is somewhat open but 

Business

Contact us at:
translat@qt.co.il
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basically states that there should be a 
contract between the TSP and client that 
covers commercial and legal terms such 
as copyright, liability, confi dentiality 
and settlement of disputes. These are 
typically assumptions contained within 
a Master Services Agreement, Statement 
of Work or individual project proposal.

It is the responsibility of the TSP 
to attempt to eliminate ambiguity by 
approaching the client for supplemen-
tary information related to a project. 
This point actually speaks to the larger 
need for good client-TSP communica-
tion, which is often intangible but still 
vital to a good relationship.

All information received from the cli-
ent should be handled in accordance with 
the TSP’s quality management system. 
This point relates to confi dentiality, ver-
sion control and archiving that should be 
covered in the TSP’s quality management 
system, which was discussed above.

A TSP should have procedures in place 
for wrapping up a project. This covers 
post-delivery: archiving, follow-up and 
assessment of client satisfaction. Again, 
this points to the larger need for good 
communication. Project “postmortems” are 
effective means by which clients and TSPs 
can discuss the good and bad aspects of a 
project, which will lead to future improve-
ments. The way a TSP fi nishes a project is 
as important as how it starts one.

Procedures in 
translation services
The fi nal section in EN 15038 breaks 

down how projects are carried out. First, 
a TSP must have documented procedures 
in place for PM, including:

Monitoring and supervising prepa-
rations — kickoff meetings, review of 
proposal and requirements, and so on

Assigning translators
Assigning editors — EN 15038 calls 

these “revisers”
Issuing instructions
Enabling and monitoring consistency 

— this could be facilitated through the use 
of glossaries, style guides and TMs

Monitoring and supervising the 
schedule

Staying in contact with all parties, 
including the client

Delivery
It should be noted that while most 

TSPs have the position “project man-
ager” within their ranks, the tasks 
above are often carried out by several 
people, such as linguistic leads, pub-
lishing leads and account managers. 
One might want to talk to a TSP about 
how each of the above tasks is carried 
out and by whom.

The attention to detail EN 15038 gives 
to preparation highlights the importance 
of this area. The standard goes into 
some detail about each preparation step, 

breaking it down into administrative, 
technical and linguistic aspects.

Administrative — Two points are 
highlighted here: projects should be 
logged, which allows their status to be 
determined at all times. Also, appropri-
ate internal and external resources are to 
be assigned and documented, again for 
traceability.

Technical — Appropriate technical 
resources should be used, and any pre-
translation technical processing should 
be carried out. This might include prepa-
ration or extraction of text, TM leverag-
ing or post-alignment of text.

Linguistic Preparation — focuses on 
recording any specifi c linguistic require-
ments a project and/or client might 
have. This could include style guides or 
specs for adaptation to a specifi c target 
audience or glossaries. The source text 
should be analyzed in order to head off 
any possible translation problems, such 
as colloquialisms or industry or com-
pany-specifi c terminology.

For assessment of a TSP’s adherence 
to the above preparation points, it might 
be helpful to obtain any pre-project pro-
cedures and checklists, as well as style 
guides specifi c to your company or your 
company’s industry.

EN 15038 succinctly describes an 
effective translation process. It is based 
on having appropriate staff, conducting 
an editing step to verify the translation 
quality and performing quality checks 
throughout the process. Ask for a thor-
ough description of how a project is car-
ried out, step-by-step. Is editing done? If 
so, is it by a separate person? Ask to see 
quality checklists that linguists use. 

EN 15038:2006 fi lls a gap that previ-
ously existed: an objective set of criteria 
by which TSPs can be assessed. While 
many of its points may seem obvious, 
taken as a whole, the standard can 
be effectively used to make decisions 
about potential translation vendors and 
review existing ones. Its contents could 
also be adapted or augmented for use in 
specifi c industries. And it provides jus-
tifi cations for decisions that are often 
diffi cult to make in a service industry 
like translation. With many regulated 
industries’ increased focus on supplier 
quality and compliance to standards, a 
watertight method of assessing service 
providers such as translation agencies 
will surely become more important in 
the coming years.  M

56-58 Heaton #97.indd   5856-58 Heaton #97.indd   58 7/2/08   2:26:53 PM7/2/08   2:26:53 PM



B
asics

www.multilingual.com July/August 2008  MultiLingual  | 59

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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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. 

80/20 Rule. Also known as Pareto’s Principle, the law of 
the vital few and the principle of factor sparsity. The rule states 
that for many phenomena, 80% of the consequences stem from 
20% of the causes. Management thinker Joseph M. Juran sug-
gested the principle, and it was named after the Italian econo-
mist Vilfredo Pareto, who observed that 80% of income in Italy 
was received by 20% of the Italian population. The assumption 
is that most of the results in any situation are determined by a 
small number of causes. This idea is often applied to data such 
as sales figures: “20% of clients are responsible for 80% of 
sales volume.” Such a statement is testable, is likely to be cor-
rect and may be helpful in decision making. 

Freelance translator. Also known as a freelancer, an 
independent translator who sells his or her services to a 
client on a job-to-job basis or without a long-term com-
mitment to any one employer. 

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.

GMX-V (Global information management Metrics 
eXchange – Volume). A word and character count standard 
for electronic documents. GMX-V is developed and maintained 
by OSCAR (Open Standards for Container/Content Allowing 
Re-use), a special interest group of LISA (Localization Industry 
Standards Association). GMX-V, one of the tripartite series of 
standards from LISA, deals with electronic document metrics. 
GMX is made up of the following standards: GMX-V — Vol-
ume; GMX-C — Complexity; and GMX-Q — Quality.

Internationalization (i18n). Especially in a computing 
context, the process of generalizing a product so that it can 
handle multiple languages and cultural conventions (currency, 
number separators, dates) without the need for redesign.

Localization (l10n). In this context, the process of adap ting 
a product or software to a specific international language or 
culture so that it seems natural to that particular region. True 
localization considers language, culture, customs and the char-
acteristics of the target locale. It frequently involves changes 
to the software’s writing system and may change keyboard use 
and fonts as well as date, time and monetary formats. 

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

Project management (PM). The systematic planning, 
organizing and controlling of allocated resources to accom-
plish project cost, time and performance objectives. PM is 
normally reserved for focused, nonrepetitive, non-limited 
activities with some degree of risk. 

Project manager. A professional in the field of project man-
agement. He or she has the responsibility of the planning, exe-
cution and closing of any project. Key project management 
responsibilities include creating clear and attainable project 
objectives, building the project requirements, and managing 
the triple constraint for projects — cost, time, and scope. 

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 list-
ings. SEO is primarily concerned with advancing the goals of a 
website by improving the number and position of its organic 
search results for a wide variety of relevant keywords.

Terminology management. Primarily concerned with 
manipulating terminological resources for specific purposes 
— for example, establishing repositories of terminological 
resources for publishing dictionaries, maintaining terminol-
ogy databases, ad-hoc problem solving in finding multilin-
gual 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 appearing in a docu-
ment, either by automatically displaying terms in the trans-
lation memory software interface window or through the use 
of hotkeys to view the entry in the terminology 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.

XLIFF (XML Localization Interchange File Format). An 
XML-based format for exchanging localization data. Stan-
dardized by OASIS in April 2002 and aimed at the localiza-
tion industry, XLIFF specifies elements and attributes to aid in 
localization. XLIFF could be used to exchange data between 
companies, such as a software publisher and a localization 
vendor, or between localization tools, such as translation 
memory systems and machine translation systems.

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

Project Management Institute: www.pmi.org
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

CIA World Factbook: https://www.cia.gov/library/publications/ 
the-world-factbook

European Committee for Standardization: www.cen.eu/cenorm
Languages of the World: www.nvtc.gov/lotw
LISA: Global information management Metrics eXchange (GMX): 

www.lisa.org/global-information-m.104.0.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 
Unicode, Inc.: http://unicode.org
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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

Human Language Technologies
Multiple Platforms
Languages Arabic, Bahasa, Dari, Dutch, Egyptian dialect, 
English, Farsi/Persian, French, German, Hebrew, Iraqi dialect, 
Italian, Japanese, Korean, Pashto, Polish, Portuguese, Russian, 
Simplified Chinese, Spanish, Tagalog, Traditional Chinese, 
Turkish, Ukrainian, Urdu Description AppTek is a developer 
of human language technology products with a complete 
suite for text and speech (voice) processing and recognition. 
AppTek’s product offerings include hybrid (rule-based + 
statistical) machine translation (MT) and automatic speech 
recognition (ASR) for a growing list of more than 23 lan-
guages; multilingual information retrieval with query and 
topic search capabilities; name-finding applications; and 
integrated suites providing ASR and MT in media monitor-
ing of broadcast and telephony speech, as well as handheld 
and wearable speech-to-speech translation devices. 
AppTek 6867 Elm Street, Suite 300, McLean, VA 22101, 703-394-2317, 
Fax: 703-821-5001, E-mail: info@apptek.com, Web: www.apptek.com 
See ad on page 53

 
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 53

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 36

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 13

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 27

 

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 

network 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 See ad on page 30

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 for system integrators and technology part-
ners 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 53, 71
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STAR Group
Multiple Platforms
Languages All 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 
ads on pages 3, 16

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 53, 71

LOCALIZATION SERVICES

 

ADAPT Localization Services 
Languages More than 50 Description ADAPT Localization 
Services offers the full range of services that enables clients 
to be successful in international markets, from documen-
tation 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 commitment to customer service. Fields 
of specialization include diagnostic and medical devices, 
IT/telecom and web content. With offices in Bonn, Germany,  
Stockholm, Sweden, and Barcelona, Spain, and a number of 
certified partner companies, ADAPT is well suited to help cli-
ents 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 34

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 languages to 
and from Chinese, Japanese, Korean and other Asian languages. 
We use TRADOS, CATALYST, SDLX, Transit and other CAT 
tools, as well as DTP tools including CorelDraw, FrameMaker, 
FreeHand, Illustrator, InDesign, PageMaker, Photoshop and 
QuarkXPress. Our customer-oriented approach is supported 
by strong project management, a team of specialists, a large 
knowledge base and advanced methodologies. We always pro-
vide service beyond our customers’ expectations at a low cost 
and with high quality, speed, dependability and flexibility.
Alliance Localization China, Inc. 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, tele-
communications, 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 58

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 47
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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 33

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 72

  

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 15

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

Moravia Worldwide
Languages All Description Moravia Worldwide is a lead-
ing globalization solution provider, enabling companies 
in the information technology, e-learning, life sciences 
and financial industries to enter global markets with high-
quality multilingual products. Moravia’s solutions include 
localization and product testing services, internationaliza-
tion, 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 local-
ization. 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 50
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 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 45

  
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 expe-
rienced project managers coordinates translators, software 
specialists and DTP experts, ensuring that the individual 
localization processes are performed professionally for our 
clients. Using tried-and-tested project management methods 
and the latest TM technology, our team ensures that dead-
lines 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 47

  

Tek Translation International
Languages European, Scandinavian, Latin American, Middle 
Eastern, Asian Description Tek Translation has over 40 years 
of experience in working worldwide for the leading technology 
companies. Now, thanks to the web, we operate globally from 
one production center offering a complete translation, web and 
software localization service into more than 50 languages at 
lower prices than our major competitors. Our English-speaking 
project managers, specialist translators, linguistic controllers 
and engineers are all connected via Tek’s exclusive Project Web, 
which provides clients with their latest information online, 
schedules and query logs and allows them to keep track of their 

projects at all times. To learn more about Tek, contact:
Tek Translation International C/ Ochandiano 18, 28023 Madrid, 
Spain, 34-91-414-1111, Fax: 34-91-414-4444, E-mail: sales@
tektrans.com, Web: www.tektrans.com  See ad on page 11

 

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 consulting. 
TOIN offers global reach and exceptional strength in Asia, with 
headquarters in Tokyo and additional operations 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, engineer-
ing, electronics, training, publishing, software development, 
manufacturing, semiconductors 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 14

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 25

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, 
consequently, entrust WhP with their most sensitive pro-
jects. 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 ads on pages 6, 40

 

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 
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dominant choice among professional development compa-
nies, localization service providers and global technology lead-
ers that need to accelerate entry into international markets.
Alchemy CATALYST 7.0 boosts localization velocity, im-
proves quality and reduces localization cost. Supporting all 
Microsoft platforms and development languages (VB, .NET, 
C++, C#), Borland C++Builder and Delphi, XML/XLIFF 
and databases (Oracle, MS-SQL), it is an indispensable
solution for software localization, helping clients achieve 
near-simultaneous release of their translated applications. 
Corel Corporation holds a 20% equity stake in Alchemy 
Software Development. 
Alchemy Software Development Ltd. Block 2, Harcourt 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 
bidirectional languages using Unicode support Description 
Visual Localize is a leading application that fully supports the 
software localization process of Microsoft Windows applica-
tions (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 introduc-
tion time, you will be able to handle all kinds of localization 
projects. Visual Localize remembers all previous translati ons 
and thus maximizes re-use. With Visual Localize, no pro-
gramming 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, pro-
ject 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 addi-
tional components. Includes built-in AnyCount (word and 
character 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 verifica-
tion, 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 lan-
guage. 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 47

SPEECH TECHNOLOGIES 

AppTek
Languages Arabic, Bahasa, Dari, Dutch, Egyptian dialect, 
English, Farsi/Persian, French, German, Hebrew, Iraqi dia-
lect, Italian, Japanese, Korean, Pashto, Polish, Portuguese, 
Russian, Simplified Chinese, Spanish, Tagalog, Traditional 

Chinese, Turkish, Ukrainian, Urdu Description AppTek is 
a developer of human language technology products with a 
complete suite for text and speech (voice) processing and rec-
ognition. AppTek’s product offerings include hybrid (rule-
based + statistical) machine translation (MT) and automatic 
speech recognition (ASR) for a growing list of more than 23 
languages; multilingual information retrieval with query and 
topic search capabilities; name-finding applications; and in-
tegrated suites providing ASR and MT in media monitoring 
of broadcast and telephony speech, as well as handheld and 
wearable speech-to-speech translation devices.
AppTek 6867 Elm Street, Suite 300, McLean, VA 22101, 703-394-2317, 
Fax: 703-821-5001, E-mail: info@apptek.com, Web: www.apptek.com 
See ad on page 53

TM BROKERS 

 

The Translation Memory Brokers
Languages All Description Central to most translation pro-
cesses today is the database that contains previously translated 
data: the translation memory (TM). The consistently growing 
size of the TM represents an ever-increasing value to you as its 
owner. By the same token, it becomes increasingly attractive to 
TM buyers from the same industry to either jump-start a TM 
or complement it with proven, industry-specific translations. 
Through TM Marketplace, this asset can now provide an 
immediate return on investment through licensing to other 
parties. As TM brokers, TM Marketplace connects corporate 
owners of translation assets with parties who want to license 
and benefit from those linguistic resources.
TM Marketplace LLC 319 North 1st Avenue, Sandpoint, ID 83864, 
208-265-9465, 888-533-7886, Fax: 208-263-6310, E-mail: info@tm
marketplace.com, Web: www.tmmarketplace.com

TRAINING & SEMINARS

The Localization Institute
Languages All Description The Localization Institute pro-
vides training, seminars and conferences for the global 
localization community. Best known for its four annual 
localization roundtables, the Institute’s events train localiza-
tion professionals and promote the sharing of experience 
and information. Seminars include “Multilingual Websites,” 
“Writing and Designing for an International Audience,” 
“Localization Project Management,” “Advanced Localiza-
tion Project Management,” “Designing International Web 
and User Interfaces,” “Writing 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 18
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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, docu-
mentation localiz ation, graphic design, DTP operations and 
pre-press review and printing. Our team of more than 1,000 
professional translators, proofreaders, terminology specialists, 
graphic designers, IT engineers and, last but not least, experi-
enced 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 42

 

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 of 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, mul-
timedia 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 partner. After all, “we speak your customer’s language.” 
Please contact us directly or visit our website for more infor-
mation: 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

Eriksen Translations Inc.
Languages All 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 47

Follow-Up Translation Services
Languages English, Brazilian Portuguese Description Our 
company was founded in 1989, with the purpose of offer-
ing 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 trans-
lations in fields such as biochemistry, mechanics, medicine, 
pharmaceutics, oil and gas, and telecommunications. Today, 
we are capable of taking on virtually any translation/local-
ization 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 ser-
vices to life sciences companies. We work with many of the 
biggest pharmaceutical companies, medical-device manu-
facturers, biotech companies and CROs. Our proprietary 

Multilingual Compliance Process combines expert linguists, 
best-of-breed technology and measurable translation qual-
ity in a process that is both robust and completely scalable, 
ensuring your projects are finished on time and within 
budget. For more information on how we can help meet 
your translation requirements or for a quote on your next 
translation project, please contact us directly or visit our 
website at www.fxtrans.com
ForeignExchange Translations 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@
hermestrans.com, Web: www.hermestrans.com See ad on page 52

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 
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, 
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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 
comprehensive 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 certi-
fied 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 See ad on page 43

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a full-service 
translation 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 main-
tenance to translation memory deployment and global 
content management. In today’s highly competitive global 
environment, it is becoming increasingly difficult to dif-
ferentiate one translation agency from another. We stand 
apart by taking the most proactive approach to quality 
in the industry, utilizing stringent project management 
procedures, offering one of the most aggressive rate struc-
tures available and applying a sincere dedication to provid-
ing 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 
languages (36 today and counting) and Japanese as well as 
translation-related services to manufacturers of medical 
devices, instruments, in vitro diagnostics and software; phar-
maceutical and biotechnology companies; medical publish-
ers; national and international medical organizations; and 
other customers in the medical sector. Projects include 
the translation of documentation for medical devices, 
surgical instruments, hospital equipment and medical soft-
ware; 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 47

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 medi-
cal technology and diagnostics, regulatory affairs, dental 
medicine and other specialist medical fields. We offer a 
range of professional services covering translation, infor-
mation 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 coun-
tries are engaged in translating, producing, managing and 
documenting 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 48

 

NCS Enterprises, L.L.C.
Languages All Description  With NCS you’ll find that the 
focus is on our clients and their translation projects. From 
the smallest 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 transla-
tors 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 com-
mitment 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 corpo-
rations. 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 
manufacturing, information technologies and telecommu-
nications. 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 con-
tinuously 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 

One Planet
Languages All Description What makes One Planet dif-
ferent? A deep understanding of corporate culture. Our 
clients require accuracy, measurable productivity and 
excellence in communication. How can one firm special-
ize in areas such as high technology, medical products and 
technical manufacturing? By blazing the path in transla-
tion since 1979, we utilize knowledgeable translators in 

the United States, Europe and Asia in every field and every 
specialty. Services include technical translation, software 
localization and multilingual website development. Our 
customers from Ametek to Unisys like the fact that we 
function as an extension of their teams. 
One Planet 820 Evergreen Avenue, Pittsburgh, PA 15209, 888-677-
1010, Fax: 412-632-1071, E-mail: info@one-planet.net, Web: www
.one-planet.net 

Quality Translations
Languages Hebrew, Arabic, Russian, all European lan-
guages, all Far East languages Description Quality Trans-
lations, 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, includ-
ing linguistic testing 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 57

Translation and localization into Polish 
Language Polish Description Ryszard Jarza Translations 
is an established provider of specialized Polish translation, 
localization and DTP services, primarily for life sciences, IT, 
automotive, refrigeration and other technology sectors. We 
work with multilanguage vendors and directly with docu-
mentation 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 flexibility, 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 47

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 dominated the Central European translation mar-
ket, creating a network of outlets stretching across 51 cit-
ies around the world. Its staff of professional translators, 
experienced project managers, and dedicated software 
engineers and programmers has enabled Skrivanek to 
provide translation and localization services in any con-
ceivable 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 provided 
industrial and consumer products companies with precise 
translation and multilingual production services for audio-
visual, online and print media since 1991. Our experience in 
adapting technical documentation and marketing communi-
cation materials covers a wide range of industries, including 
biomedical and health care; building and construction; finan-
cial services; food and agriculture; high-tech and manufactur-
ing; and hospitality and leisure, as well as government and 
nonprofit organizations. Using a total quality management 
process and state-of-the-art software and equipment, our team 
of foreign language professionals delivers the highest quality 
translations in a cost-effective and time-efficient manner.
TripleInk 60 South 6th Street, Suite 2600, Minneapolis, MN 55402, 
612-342-9800, 800-632-1388, Fax: 612-342-9745, E-mail: info@
tripleink.com, Web: www.tripleink.com

TRANSLATION TOOLS

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 mini-
malist 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 prod-
ucts in the marketplace. 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 53

 
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 53, 71

SYSTRAN 
Multiple Platforms 
Languages 52 language combinations Description SYSTRAN
is the market leading provider of language translation software 
products for the desktop, enterprise and internet that facili-
tate 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 leading 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 35

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 man-
age your terminology and databanks. Efficient and effective 
consultation of terms and texts. The most robust alignment 
tool on the market. More consistent use of terminology and 
phraseology in-house and by freelancers. Internal and external 
repetition detection and pretranslation. The web version allows 
access to your terminology, bitexts and documents by transla-
tors, writers and subcontractors from anywhere in the world.
Terminotix Inc. 240 Bank Street, Suite 600, Ottawa, ON, K2P 1X4 
Canada, 613-233-8465, Fax: 613-233-3995, E-mail: termino@
terminotix.com, Web: www.terminotix.com See ad on page 53

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 53

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 quota-
tion costing, order/job/workflow management, schedule 
management, 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

 

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 
See ad on page 43
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CAREER OPPORTUNITIES  

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. 

As one of the world’s leading LSPs, we offer excellent opportunities for career development across our global offi ces and have a structured 
progression plan in place, that has led to half of our project management team achieving promotion in the last 12 months! We support 
our staff through training and development worldwide and in the UK we have been offi cially recognized for our commitment towards 
our staff, achieving the “Investors in People” accreditation. 

Due to recent growth, we have the need for experienced (ideally 2 to 3 years) Project Managers across our global offi ces. We offer a 
competitive salary, pension and superb working environment. If you would like to be part of our fast growing global company or would 
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:
careers@thebigword.com
+44 (0)113 389 4652
www.thebigword.com
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61-69 Buyer'sGuide #97.indd   6961-69 Buyer'sGuide #97.indd   69 7/2/08   2:32:10 PM7/2/08   2:32:10 PM



I instead of couching it in language such as “consolidation” or 
“commoditization”? What about all those people we’ve outsourced 
development to? Did we forget to insource, I mean invite, them to 
conferences as we discussed this “globalization” stuff?

We hoped to open up the UnConference to those who never get 
to go to conferences, to try and expose their concerns and harness 
ideas, and to listen to the views of like-minded people. Being free 
of charge was a major part of that. The lack of formal agenda and 
free-form discussion was also designed to elicit insights that we 
never hear aired in the polite glass-tinkling atmosphere of thou-
sands of dollars a head “just to get there and attend” conference.  
Were there things we’d do differently next time? Sure. I think a 
follow-up wiki would be good. And maybe I’d facilitate the “SDL” 
session through the medium of interpretative dance. Other than 
that, not much. I’d urge people to get together and organize their 
own UnConferences. One for Europe is in the pipeline. 

Since March, I’ve seen some Open Space and UnConference prin-
ciples being touted in the GILT space. We’ve all got to put bread on 
the table, but it’s worth noting that these are positioned within an 
existing paradigm — paying your money to listen to stuff about your-
self and peers via what’s ostensibly old wine in new bottles. Here’s the 
kicker: Never pay for user-generated content, especially your own. 

Organizers might Google the 7th Tradition of 12-Step groups 
(“Every group ought to be fully self-supporting, declining outside 
contributions”) or Radiohead’s In Rainbows on Wikipedia and 
leverage those ideas of cost offset. 

Naturally, the cost of travel and accommodation is still an 
obstacle to equality of attendance, so UnConferences within the 
locale of a fair number of people who don’t have to travel are the 
way to go here. Sorry, air-mile and expense account gatherers. A 
single-day approach means individuals can attend in their own 
right or represent an organization.

Making UnConferences completely free to attendees is the 
only way to put new life into localization conferencing. Mashup 
Camp switched to the free model in early March. If sponsorship is 
needed, then get it, OK. But, honestly, paying thousands of dollars 
in this economic climate and in these days of social inclusion 
and participation just to listen to another tiresome bout of elitist 
PowerPoint karaoke for days isn’t workable.  M

In March 2008, the fi rst Localization UnConference 
was held in San Mateo, California, at the salesforce 
.com offi ces. About 40 participants with an inter-
est in localization turned up to the day-long event 

to discuss current and emerging localization issues: 
localization and agile development, the SDL takeover 
of Idiom, collaborative translation and so on. 

The UnConference was inspired by my attendance at Mashup 
Camp (www.mashupcamp.com) in November 2007; Web 2.0, other 
principles and traditions hijacked from the nonprofi t sector; and, 
as far as I am concerned, a frustration with the current localization 
conference “scene.” So when I fl oated the idea of an UnConfer-
ence on Blogos, Shawna Wolverton of salesforce.com got in touch 
and said she’d love to do one, too. Leveraging Facebook, LinkedIn, 
e-mail distribution lists, the Localization Fusion Society people, 
personal contacts and a quick and dirty website with begged-for 
graphics, we promoted the idea. salesforce.com provided the heavy 
lifting with premises, lunch, management of attendees and pos-
sible ideas for the day. Oracle did some lighter lifting of bags of 
bagels from the Safeway store in Belmont down the street.

UnConferencing is based on Open Space meeting principles, 
which you can read about on Wikipedia. Suffi ce to say that 
whoever turns up is meant to turn up, and whatever is discussed 
or shown is exactly what is intended, and the event ends exactly 
when it’s supposed to end.

Was the fi rst Localization UnConference a success? Sure, though 
we’d always considered it an experiment along the lines of “Ready, 
Shoot, Aim” with an eye to the next one. Nobody asked for his or 
her money back (it was free), there was a free lunch, and it was a 
Friday off from work. A fi rm foundation. But, more importantly, 
good ideas were exposed, new faces appeared, there was an open-
ness of spirit, and frank discussion was heard without the need for 
a bar. Not one PowerPoint presentation was shown. Instead, things 
called P.E.N.S and P.A.P.E.R (and whiteboards) were used. 

Was there selling going on? I don’t know and really don’t care.
Industry analysts have constantly misinterpreted this issue as a 
problem at conferences, but it isn’t the problem per se. It’s the 
people and their message: the same people, the same PowerPoint 
presentations. Has nobody got the rigorous honesty to say what 
he or she really thinks at these conferences or indeed about them? 
Or where various “innovations” in the GILT industry came from 
years before the corporate rebranders got their hands on them? 
Or say what they really think about trends and developments 

Ultan Ó Broin
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Ultan Ó Broin is an organizer of the Localization UnConference 
(www.localizationunconference.com), a member of the 
MultiLingual editorial board and a contributor at Blogos.

To offer your own Takeaway, write to editor@multilingual.com

70 Takeaway #97.indd   7070 Takeaway #97.indd   70 7/2/08   2:32:59 PM7/2/08   2:32:59 PM



71 MultiCorpora ad #97.indd   7171 MultiCorpora ad #97.indd   71 7/2/08   2:33:27 PM7/2/08   2:33:27 PM



www.lionbridge.com/savings

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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